


                DESIGNING 
 BUSINESS   AND   MANAGEMENT   

   i



ii   



   DESIGNING 
 BUSINESS   AND   MANAGEMENT  

 EDITED BY 

       SABINE     JUNGINGER  
 AND         JÜRGEN     FAUST       

 Bloomsbury Academic 

 An Imprint of Bloomsbury Publishing Plc 

LON DON •  OXFORD •  NEW YORK •  NEW DELHI •  SY DN EY

   iii



  Bloomsbury Academic  

 An imprint of Bloomsbury Publishing Plc 

  50 Bedford Square 1385 Broadway 
  London New York 
   WC 1B 3 DP   NY  10018 
   UK   USA  

   www.bloomsbury.com   

  BLOOMSBURY and the Diana logo 

are trademarks of Bloomsbury Publishing Plc  

  First published 2016  

 © Sabine Junginger and Jürgen Faust, 2016 
 © Individual Chapters: Their Authors, 2016 

 Sabine Junginger and Jürgen Faust have asserted 
their right under the Copyright, Designs and Patents Act, 1988, 

to be identifi ed as Authors of this work. 

 All rights reserved. No part of this publication may be reproduced or transmitted 
in any form or by any means, electronic or mechanical, including photocopying, 

recording, or any information storage or retrieval system, without prior permission 
in writing from the publishers. 

 No responsibility for loss caused to any individual or organization acting on 
or refraining from action as a result of the material in this publication can be 

accepted by Bloomsbury or the author. 

   British Library Cataloguing- in-Publication Data  

 A catalogue record for this book is available from the British Library.  

    ISBN :  HB : 978-0-8578-5553-4 
    PB : 978-0-8578-5624-1 
   e PDF : 978-0-8578-5568-8 
   ePub: 978-0-8578-5770-5  

  Library of Congress Cataloging- in-Publication Data  

 Designing business and management / edited by Sabine Junginger and Jurgen Faust. 
 pages cm 

 Includes index. 

  ISBN  978-0-85785-553-4 (hardback) —  ISBN  978-0-85785-624-1 (paperback)
 1. Design services—Management. 2. Design—Practice—Social aspects. 

I. Junginger, Sabine, editor.  II . Faust, Jürgen, editor. 
  NK 1173.D47 2016 

 745.4—dc23 
 2015016247

Typeset by Refi neCatch Limited, Bungay, Suffolk  
  

iv   

www.bloomsbury.com


v

    CONTENTS  

  List of Figures and Tables   vii 

  List of Contributors   viii 

  Acknowledgments   xvii 

 An Introduction to Designing Business  1 

  Jürgen Faust and Sabine Junginger  

  PART 1  
  DESIGN SHIFTS   15 

  1   Design on New Ground: Th e Turn to Action, 

Services, and Management   17 

  Richard Buchanan  

  2   Designing Business Matters Means 

Designing Business Models   27 

  Jürgen Faust  

  3   Th oughts on Design as a Strategic Art   37 

  Sabine Junginger  

  PART 2  
  ORGANIZATIONAL 
DEVELOPMENTS   51 

  4   Struggle in Designing and in Managing   53 

  Richard Boland, Jr.  

  5   Th ree Th ousand Years of Designing Business 

and Organizations   67 

  Ken Friedman  

  6   Redesigning Organization Design   81 

  Daved Barry  

  PART 3  
  DESIGN THINKING 
APPROACHES   93 

  7   Bridging Design and Business 

Th inking   95 

  Charles Burnette  

  8   Design Th inking as an Indication of a 

Paradigm Shift    105 

  Oliver Szasz  

  9   Design Th inking in Teaching 

Innovation   117 

  Castulus Kolo and Christoph Merdes  

  10   Emerging Production Models: 

A Design Business 

Perspective   129 

  Stefano Maff ei and Massimo Bianchini  

  11   Handmade by Love: Crochet Work and 

Social Business Design   147 

  Nadja Ruby, Elisa Steltner, and 

Wolfgang Jonas  

  PART 4  
  EDUCATIONAL 
CHALLENGES   157 

  12   A Studio at a Business School?   159 

  Stefan Meisiek  

  13   Designing Education for Business   167 

  Teal Triggs  



vi   CONTENTS

  14   Collaboration Requires Design 

Th inking   175 

  Matthew Hollern  

  15   Translational Design: Th e Evolution of 

Design Management for the Twenty-fi rst 

Century  185 

  Michele Rusk  

  16   Weaving Together Creative Problem-

solving and Design Th inking in an 

 MBA  Class   197 

  Amy Zidulka  

  Index   207   



   vii

                     LIST   OF   FIGURES   AND   TABLES   

   FIGURES   
   1.1  Design thinking 22 

  1.2  Fundamental relations of design 23 

  1.3  Analysis of the object of design 24 

  1.4  Design of the business model 24 

  3.1  Ndebele: Examples of the Ndebele’s mastery 

of beading techniques 40 

  3.2  Ndebele: Example of how the Ndebele 

employ their beading techniques as a 

method to engage people in Aids 

conversations 41 

  3.3  A Chinese letter made out of cookie 

dough 42 

  6.1  Google  NG ram of the term 

“Organization Design” from 1900 

to 1987 83 

  6.2  Google  NG ram of the term “Organization 

Design” from 1900 to 2007 84 

  7.1  A collaborative computational 

framework 103 

  10.1   Computer- augmented craft  

machine 135 

  10.2  Don’t Run (Beta) shoe micro- 

factory 138 

  11.1  “Alte Liebe”: Handmade by Love 150 

  11.2  Th e “Four Heroes” 155  

  TABLES  
   10.1  Th e micro- production system 132 

  14.1  A new model curriculum for art 

education 178   



viii

  Daved Barry , PhD, is Professor of Creative Organization Studies in the 

Department of Management, Politics, and Philosophy at the Copenhagen 

Business School. He is also Adjunct Professor of Creative Organization Studies 

at Universidade Nova de Lisboa and at  RMIT , Melbourne. Previously, he was 

the Banco  BPI  Chair of Creative Organization Studies, School of Business and 

Economics, Universidade Nova de Lisboa. He received his PhD in Management 

from the University of Maryland focusing on Strategic Management and 

Organizational Behavior. Daved has published intensively in Organizational 

Development and Design. He has a great interest in design, arts, and 

humanities- based approaches to management and organization. He researches 

how such design processes can be applied to innovation, creativity, change, 

strategy, leadership, entrepreneurship, and workplace development. 

  Massimo Bianchini  is Research Associate and PhD Candidate at the 

Department of Management, Economics, and Industrial Engineering at 

Politecnico di Milano. His research broadly focuses on the relationship between 

design and “micro- production.” He explores new design processes between 

advanced fabrication, open and distributed manufacturing, and the emerging 

makers’ culture. Previously, he was part of the coordination group at Sistema 

Design Italia ( SDI ), a network of academic design research agencies. He also 

participated in Design Research Maps, a national research project studying 

academic design research activities in Italy (2008–2010) that received the 

 ADI ’s (Associazione per il Disegno Industriale)  XXI ° Compasso D’Oro Prize 

for design research (2011). His most recent work centers on design- driven 

innovation for the Italian design system and how new forms of design 

entrepreneurship link to new emerging production models in urban contexts, 

local productive systems, and schools and universities. 

  Richard J. Boland, Jr. , PhD, is the Elizabeth M. and William C. Treuhaft  

Professor of Management and Professor in Design and Innovation at the 

    LIST   OF   CONTRIBUTORS   



LIST OF CONTRIBUTORS   ix

Weatherhead School of Management at Case Western University in Cleveland, 

Ohio. He conducts qualitative studies of individuals as they design and use 

information. His interest is in how people make meaning as they interpret 

situations in an organization, or as they interpret data in a report. He has 

studied this hermeneutic process in a wide range of settings and professions 

with a primary focus on how managers and consultants turn an ambiguous 

situation into a problem statement and declare a particular course of action to 

be rational. He has approached this in a variety of ways and from diff erent 

perspectives, including symbolic interaction, metaphor, cause mapping, frame 

shift ing, language games, and exegesis. Most recently, Richard has become 

fascinated with narratives and designs as modes of cognition, which he believes 

are systematically undervalued, yet dominate our meaning- making. He is the 

co- author of the book  Managing as Designing  (Stanford University Press 2004) 

and has been involved in all Designing Business Conferences. Richard enjoys 

visiting at the Judge School of Business at the University of Cambridge for 

several weeks each semester, where he is a research director, as well as a visiting 

fellow at Sidney Sussex College. 

  Richard Buchanan , PhD, is Department Chair and Professor of Design and 

Innovation at the Weatherhead School of Management at Case Western 

University in Cleveland, Ohio. Before joining the Weatherhead faculty in 2008, 

he served as head of the School of Design and then as director of doctoral 

studies in design at Carnegie Mellon University. While at Carnegie Mellon, he 

inaugurated interaction design programs at the master’s and doctoral level. He 

is well known for extending the application of design into new areas of theory 

and practice, writing and teaching as well as practicing the concepts and 

methods of interaction design. He argues that interaction design does not stop 

at the fl atland of the computer screen, but extends into the personal and social 

life of human beings and into the emerging area of service design, as well as into 

organizational and management design. In keeping with this conviction, 

Richard has worked on the redesign of the Australian Taxation System, the 

restructuring of service products and information for the  US  Postal Service, and 

other consulting activities. Since joining Weatherhead School of Management, 

he has pursued research into “collective interactions,” focusing on problems of 

organizational change and the development of management education around 

the concept of Managing by Designing. His most recent projects involve strategy 

and service design, including patient experience, information services, and 

public sector design. He received his  AB  and PhD from a prestigious 

interdisciplinary program at the University of Chicago: the Committee on the 

Analysis of Ideas and the Study of Methods (“I & M”). He has supported and 

contributed to the Designing Business Conferences from their inception. 



x   LIST OF CONTRIBUTORS

  Charles Burnette , PhD, received his  BA rch,  MA rch, and PhD from 

the University of Pennsylvania where he was also Research Associate at the 

Institute for Environmental Studies. Positions he held include Director of the 

Philadelphia Chapter of the American Institute of Architects, Founding 

Director of the Interdisciplinary Center for Planning Design and Construction, 

and Dean of the School of Architecture at the University of Texas, Austin. 

In recognition of his research and service, he has been named Fellow of 

the American Institute of Architects. Charles also taught and directed the 

Industrial Design Department and the Graduate Program in Industrial 

Design at the University of the Arts in Philadelphia, where he directed many 

industry- and government- sponsored projects, among them the Advanced 

Driver Interface Design/Assessment project. In 1994, he was recognized by 

 I.D. Magazine  as one of fi ve “design mentors” who make a diff erence in 

design. He is a recipient of the prestigious Pew Fellowship in the Arts and has 

published widely on topics such as design management, design thinking, and 

design education. His Role Oriented Approach to Group Problem Solving has 

been taught in many schools and at several corporations. He is a frequent 

speaker in European design schools and at the European Union’s Cumulus 

Program on Design Education. He was a member of the Design Leadership 

Advisory Board at  UIAH , Finland for 10 years, initiated a program to introduce 

design thinking into basic education, and later co- directed Design Link for 

Art and Science, a state- funded project teaching art and science through 

design. While developing curricula in design thinking for children in Korea, 

he authored the website, idesignthinking.com as a resource for teaching 

design thinking. He is deeply committed to understanding the neuroscience 

underlying design thinking. 

  Jürgen Faust , PhD, is currently the President of Macromedia University, the 

biggest private university within the media sector in Germany where he is also 

Professor for Design and Th eory. He studied chemical engineering, art and has 

recently fi nished his PhD in Design Th eory at the University of Plymouth as a 

member of the Planetary Collegium. He worked in four diff erent countries as 

a professor and as a dean at universities and was the co- founder of a private 

university in Germany. For several years Jürgen worked as a Consultant for 

Strategy and Development at the  IED  Group in Milan, Italy. In Mexico he was 

a Professor at Monterrey Tecnologico, Monterrey. Between 1999 and 2006 

he worked as a Professor for Digital Media, as Chair and founder of the  TIME  

department, and Dean of Integrated Media Environment at the Cleveland 

Institute of Art,  USA . Jürgen designed several graduate and undergraduate 

programs in digital media and as well in strategic new important fi elds in 

design. Jürgen’s research focuses on the transfer of art and design methodologies 



LIST OF CONTRIBUTORS   xi

into various fi elds, especially the fi eld of management to enhance management 

models and capabilities. He has contributed to many international conferences, 

has published several books and contributed papers about business, design, 

and management, and has contributed over the years to theory- building in the 

design sector. Jürgen was the architect, organizer, and co- chair of several 

conferences in the fi eld of business design and management, including the 

Designing Business conference in Barcelona, which was the foundation for 

this book. As an international artist, his artwork has been shown in galleries 

and museums in Europe and North America. 

  Ken Friedman , PhD, is Chair and Professor of Design Innovation Studies at 

the Tongji University College of Design and Innovation in Shanghai, China. 

He is also a University Distinguished Professor at Swinburne University of 

Technology in Melbourne, Australia, where he headed the Faculty of Design 

from 2008 to 2013 and was named Distinguished Professor of Design in 2012. 

 Ken has worked with national design policy in Australia, Estonia, Latvia, 

Lithuania, Norway, and Wales, and state design policy for Victoria. He was 

Advisor to the Federal Interdepartmental Committee for the Design Policy 

Scoping Process for the Offi  ce of the Arts in the Department of Prime Minister 

and Cabinet, and served as Co-Chair of the International Advisory Group of 

the pilot project for DesignGov, the Australian Centre for Excellence in Public 

Sector Design. His work is situated at the intersection of three fi elds: design, 

management, and art. He works with theory construction and research 

methodology for design, focusing on strategic design for value creation and 

economic innovation. He is Adjunct Professor at the James Cook University 

School of Creative Arts in Townsville, Australia. 

  Matthew Hollern  is Professor of Art and Design at the Cleveland Institute 

of Art where he has taught jewelry,  CAD / CAM / RP , and business since 1989. 

He served as Dean of Faculty (2007–2011), Chair of the Craft  Disciplines, and 

Dean of Design and Material Culture (1997–2005). He is co- founder of 

Cadlaboration ( www.cadlaboration.com ), an inter- institutional collaboration 

established to contribute to the on- going evolution of the fi eld of art and 

design by fostering education and substantive collaboration among artists 

working with digital technologies. He earned a Bachelor of Science degree in 

Art and French at the University of Wisconsin-Madison. In his junior year, he 

lived in Aix- en-Provence, France where he attended the Université Aix-

Marseille, and studied art at the École des Beaux-Arts, Aix- en-Provence. In 

1989, he earned a Master of Fine Arts degree in Jewelry-Metals- CAD / CAM  

from Tyler School of Art, Temple University. Since then, he has received 

research and professional development grants from the Society of North 

www.cadlaboration.com


xii   LIST OF CONTRIBUTORS

American Goldsmiths, the Lilly Foundation, the John and Maxeen Flower 

Fund, the Cleveland Institute of Art, the Community Partnership for Arts and 

Culture-Creative Workforce Fellowship, and two Individual Artist Fellowships 

from the Ohio Arts Council. His work has been exhibited throughout the 

United States and Europe, and is included in the collections of the Renwick 

Gallery of the Smithsonian American Art Museum, Th e Vatican, the Ohio 

Craft s Museum, the Cleveland Art Association, Alcatel-Sprint, and in many 

other places around the world. 

  Wolfgang Jonas , PhD, studied Naval Architecture at the Technical 

University Berlin, earned his PhD in 1984 and his teaching qualifi cation 

(Habilitation) for Design Th eory in 1994. He has worked for 20 years on theory 

and practice in design and has invested heavily in teaching in design. Wolfgang 

has researched and published about knowledge production in design besides 

the natural sciences and liberal arts. A further interest is a methodology to 

develop instruments for social and economic innovations and to apply them to 

transportation design. He has held professorships in Halle, Bremen, and Kassel, 

and since 2010 he has been Professor for Designwissenschaft  at the Institute 

for Transportation Design/Braunschweig University of Art. His current 

interests are design methodology, systemic and scenario approaches, and the 

development of the concept Research Th rough Design. 

  Sabine Junginger , PhD, is currently Visiting Professor at Macromedia 

University of Applied Sciences and Fellow at the Hertie School of Governance, 

an international university that prepares graduate students for leadership 

positions in government, business, and civil society. She is a founding member 

of ImaginationLancaster at Lancaster University in the  UK , where she co-

developed the “Master in Design: Management and Policy.” From 2012 to 2014, 

she was Associate Professor at the School of Design Kolding in Denmark. 

Her research explores the activities, methods, principles, and practices of a 

human-centered approach to designing in the contexts of public and private 

organizations. She is particularly interested in the relationships of designing, 

changing, organizing, and managing. Sabine received a Master in Design 

(Communication Planning and Information Design) and a PhD in Design 

from Carnegie Mellon University. She has been involved in several Designing 

Business Conferences and is co-editor of this book. 

  Castulus Kolo , PhD, fi rst studied physics at the Ludwig-Maximilians-

University in Munich, Germany and completed his studies with a PhD at 

 CERN , Geneva (Switzerland). Later he gained an additional PhD in social and 

cultural anthropology. Castulus gathered professional experience in consulting 



LIST OF CONTRIBUTORS   xiii

and applied research with one of the leading top management consultancies 

and the German Fraunhofer Society. In 2001, he became a member of the board 

of directors of the corporate venture management of a large German publishing 

house for four years, being responsible for business development and innovation. 

Th roughout his management career, Castulus has continued his academic 

activities as a lecturer at several universities on innovation management, media, 

and  ICT . In 2007 he became Professor and in 2008 Chair of Media Management 

at Macromedia University of Applied Sciences, Munich (Germany), where 

since 2013 he has been Vice President for Academic Aff airs and Dean. He has 

published in leading international journals and is focused on the preconditions, 

the diff usion, as well as the eff ects of (media) innovations at the intersection of 

economy, society, and technology. Besides his academic activities, Castulus still 

works as a business consultant for major companies and is founder of the 

foresight institute Future Directions (ck@future- directions.com). 

  Stefano Maffei , PhD, is an architect and Associate Professor at the School of 

Design, Politecnico di Milano where he teaches Service Design, Product/

Production Systems Innovation, and Design Phenomenology. He is also the 

Director of the Master in Service Design. His current research and work 

interests are focused on service design innovation, design- driven innovation 

in local productive systems, new production- distribution models, and 

advanced- distributed-micro manufacturing systems. He was the Coordinator 

(2005–2010) of Sistema Design Italia ( SDI ) and he directed Design Research 

Maps, a national research project studying academic design research activities 

in Italy (2008–2010) that received the  ADI ’s (Associazione per il Disegno 

Industriale)  XXII ° Compasso D’Oro Prize for Design Research (2011). He is a 

design curator for Subalterno1 design gallery, one of the most important 

Italian galleries for the self- production design scene. 

  Stefan Meisiek , PhD, is Associate Professor in the Department of 

Management, Politics and Philosophy at Copenhagen Business School, and a 

Visiting Professor at the University of Hong Kong. He received his PhD in 

Management Science from the Stockholm School of Economics, and his  MA  

from the Free University, Berlin. Over the years, he has been a visiting scholar 

at  NYU  Stern,  ESADE , Stanford University,  MIT  Sloan, Nova  SBE , Osaka City 

University, and Macquarie  GSM . His research interests concern leadership of 

creative teams and business innovation. He has also worked with a number of 

companies and government organizations on process innovation, and has 

helped raise start- up capital for high- tech ventures. Recently, Stefan created 

the Studio at  CBS , an innovative learning concept and environment for 

management inquiry and leadership development. 



xiv   LIST OF CONTRIBUTORS

  Christoph Merdes  is a user experience designer with a focus on information 

architecture, information design, service design, and design thinking. He 

completed his Master’s degree in Media and Design with a specialization in 

strategic design at the Macromedia University of Applied Sciences in Munich, 

Germany. During his studies, he started a media company and was a conference 

speaker (e.g., on service design). Since 2012, Christoph has been working as a 

User Experience Architect for one of the leading digital agencies in Europe. He 

also has a Bachelor degree from the  DHBW  University in Baden-Wuerttemberg 

and has studied life science at the University of Konstanz. 

  Nadja Ruby  and  Elisa Steltner  completed their study of product and 

system design at the University of Kassel in 2012. Th eir diploma thesis explored 

“design as a success factor for startups.” In their research, they drew on the 

experiences of starting a business two years earlier, “Ruby & Steltner GbR.” 

From the start, they were intrigued by the challenges of aging. Initially, they 

explored age in the context of social media but in 2012, they developed an age- 

simulating suit, “adit,” with which the anatomic restrictions of aging can be 

experienced and explored. Today this suit is at the center of their business, 

around which they have begun to develop coaching programs for national 

customers interested in demographic change. 

  Michele Rusk  is an experienced academic, government adviser, and 

management consultant. A member of the Design Management Institute and 

Fellow of the Chartered Institute of Marketing, she holds a primary degree in 

Design and an  MBA . Her expertise includes strategic design management for 

enterprise and innovation development. Her experience spans new product 

and international market development; government strategy and policy 

development; and international development work in Poland, Russia, Armenia, 

and Ukraine. Michele leads the development of Design Management at Belfast 

School of Art. Prior to this she was Head of Consultancy at the University of 

Ulster’s Offi  ce of Innovation. A former member of staff  at the Ulster Business 

School, Michele re- joined the university aft er a break of 14 years when she 

was Director at Paradigm Shift  Ltd, the management consultancy company 

she founded in 1994. She was adviser to the Northern Ireland government 

as Deputy Director of the Design Directorate and Vice- chair of Belfast’s 

European Capital of Culture Bid. Michele is a frequent contributor at 

international design and business conferences, most notably the Helsinki 

Global Design Lab. 

  Oliver Szasz  is professor at  MHMK  Macromedia University for Media 

and Communication in Munich, Germany. In his current position, Oliver 



LIST OF CONTRIBUTORS   xv

teaches design theory, interactive media, design ethics, and experience design 

in the Media and Communication Design Faculty and the Media and Design 

Master School. He has been with  MHMK  for three years. His primary research 

areas of interest include design thinking, human- centered design, design 

ethics, ethnographic research, experience design, service design, sustainable 

development, cultural studies, philosophy and design theory. Before joining 

 MHMK , Oliver held positions as a design lecturer in Cape Town, as an art 

director in various design agencies in diverse places, such as London, the 

Cayman Islands, and Barcelona, before establishing his own interdisciplinary 

design studio in London in 2001. Oliver studied sociology, philosophy, 

and political science at Augsburg University prior to his studies in 

communication design (Dipl.-Des.  FH ) at the University of Applied Sciences 

in Augsburg. He received his Master of Arts degree ( MA  Design Studies, 

with distinction) from Central Saint Martins University of the Arts ( CSM ), 

London. 

  Teal Triggs  is Professor of Graphic Design and Associate Dean, School 

of Communication, Royal College of Art, London. She is also Adjunct 

Professor in the School of Media and Communication at  RMIT , Australia. 

As a graphic design historian, critic, and educator, she has lectured and 

broadcast widely and her writings have appeared in numerous edited books 

and international design publications. Her research has focused primarily 

on design pedagogy, self- publishing, and feminism. Her books include: 

 Fanzines  and  Th e Typographic Experiment: Radical Innovations in Contemporary 

Type Design , both published by Th ames & Hudson. Her forthcoming book, 

 Th e Graphic Design Reader  (Bloomsbury), is co- edited with Leslie Atzmon. 

Teal is also Editor- in-Chief of the  Journal of Communication Design  

(Bloomsbury) and co- editor of  Visual Communication  (Sage) and Associate 

Editor of  Design Issues  ( MIT  Press). She is a Fellow of the International Society 

of Typographic Designers, the Royal College of Art, and the Royal Society 

of Arts. 

  Amy Zidulka  joined the core faculty at Royal Roads in 2003 aft er two 

years serving as an Associate Faculty Member. Her primary research interest 

is in workplace creativity, which she combines with her interests in critical 

thinking, communication, and management education. Amy holds an  MA  

in English from the University of Victoria, a  BA  in English and Writing from 

Concordia University, and a  BS c in Architecture from McGill University. She is 

currently working towards a Doctorate of Education through the University of 

Calgary which she anticipates completing in 2015. Her dissertation topic 

focuses on organizational learning, creativity, and innovation. Prior to working 



xvi   LIST OF CONTRIBUTORS

at Royal Roads, she made her living as a professional artist, specializing in 

commissioned portraits of Alaskan fi shing boats. She is also a certifi ed 

life coach (International Coaching Academy) and a recipient of the Royal 

Roads  MBA  Professionalism and Dedication award in recognition of her 

teaching excellence.  



xvii

 Th ere is a growing community of researchers and practitioners whose 

continued eff orts have informed this book and on whose shoulders we stand. 

We got to know many of them in person over the past years. As always, one 

book cannot do justice to all the great work that is going on in the fi eld. Th ere 

are limits and we recognize that. In an evolving domain, despite our best 

eff orts, we will remain incomplete. We are grateful to everyone who invests 

time in thinking about designing business or applies these ideas in practice, 

thereby contributing to an ongoing and much needed discourse this book 

seeks to advance. Particular thanks go to Richard Boland, Richard Buchanan, 

and Ken Friedman, all of whom took an active role in these eff orts from the 

start. Xin Xiangyang from the School of Design at Jiangang University in 

China has also provided active support. Without the initial engagement of the 

Istituto Europeo di Design ( IED ) and the current backing from Macromedia 

University of Applied Sciences, this book would not have come together. 

Finally, we want to thank Rebecca Barden and Abbie Sharman from Bloomsbury 

Publishers, whose patience and encouragement have been much appreciated 

along the way. Th ank you all.                

    ACKNOWLEDGMENTS   



xviii   



1

                 AN   INTRODUCTION  
 TO   DESIGNING  
 BUSINESS  
    Jürgen   Faust and  
 Sabine   Junginger               

  Business in many segments is no longer sustainable. Many managers today 

must revisit and restate what business they and their organizations are in. 

Increasingly, business models that have worked for years, sometimes decades, 

are cracking under the weight of social, technological, economic, and 

environmental changes. In the search for new ways forward, many of the 

traditional tools are ill- suited to develop the way forward. How should one go 

about solving a problem when one does not yet know the problem? How 

should one go about making a decision when the criteria for the decision have 

yet to be understood? How do we conceive of radically new forms of business, 

come up with new business models, envision new products and new services, 

identify, discover or generate new resources? 

 Recently, design, or more specifi cally design thinking and other new domains 

of designing, such as service design, have attracted attention among business 

managers and many types of organizations. It is hoped a design approach will 

improve service provisions and develop innovative services and products. 

However, few of these design- driven projects inquire into how design relates or 

contributes to core issues and problems of business and management. 

Nonetheless, we can trace the origins of “designing business” to earlier work that 

looked at organizational or social problems as issues of design. Th ese include, 

among others,  Th e Sciences of the Artifi cial  by Herbert Simon ( 1969 [1996] ). 

 Simon adamantly positions both social planning and organizational 

problems as urgent issues of design to which design thinking and design 

methods apply and, more importantly, for which a design approach is necessary 

to arrive at alternative solutions. Designing in Simon’s view, however, merely 

means to confi gure, to assemble and reassemble existing parts; that is, to 
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choose from given alternatives to achieve outcomes as they “ought” to be, not 

as they might be. Th is focus on discovery implicitly accepts organizational 

structures and business as given, with little space for re- envisioning, re- 

imagining, and re- inventing organizational systems. 

 In hindsight, Simon overlooks much of the creative and emergent 

characteristics of design—the very aspects of design required for designing 

business. However, he does point to gaps between design thinking and 

design doing and laments that the decision criteria recommended by 

business professionals seldom fi nd application or implementation in everyday 

organizational life. Moreover, Simon recognizes that designing is an activity 

many diff erent people engage in. Even “members of an organization or a 

society for whom plans are made are not passive instruments, but are 

themselves designers who are seeking to use the system to further their own 

goals,” he observes ( Simon, 1969 [1996] , p. 153). Curiously, human experience 

and human interaction do not seem to factor into a design challenge. Instead, 

Simon sees the challenge simply as one of resolving misfi ts between interacting 

components and moving parts. Succeeding in resolving these misfi ts means to 

arrive at a confi guration that satisfi ces as a solution. 

 Simon’s foray into organizational design and organizational behavior 

remains relevant to designing business. And although he merely looked to 

“confi gure” organizations, he nonetheless highlighted the confi guration of 

organizations “whether business corporations, governmental organizations, 

voluntary societies or others” to be “one of society’s most important design 

tasks” ( Simon, 1969 [1996] , p.  154). Designing business acknowledges the 

importance of these design tasks while off ering diff erent views on the nature 

of design, the purpose and the tasks involved in designing. 

 Designing business as an idea owes much to Richard Boland and Fred 

Collopy who, as scholars at the Weatherhead School of Management, initiated 

conversations around managing as designing when they found management 

as a profession to be “in a diffi  cult situation” ( Boland and Collopy, 2004 , 

p.  7). Picking up both the strengths and the weaknesses of Simon’s design 

understanding, they identify the need for a design attitude in management 

practice and in the management profession. Th eir 2002 conference  Managing 

as Designing  marks a key event for research into designing business. Th e 

resulting book  Managing as Designing  (2004) critically engages with what 

Boland refers to as the dominant “decision attitude toward problem solving” 

in management practice and management education (p.  6). Both the book 

and the initial conference have successfully brought together researchers 

and practitioners from diff erent disciplines interested in exploring issues 

of designing in business and management.  1   It has also spawned new and 

important research into what a design attitude implies (Michlewski, 2015). 
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 Among those whose thinking has strongly infl uenced research into 

designing business and management from its inception is Richard Buchanan. 

Th e former head of the School of Design at Carnegie Mellon University 

has since joined the Weatherhead School of Management. His writings on 

“Wicked Problems of Design Th inking” (1992), “Rhetoric, Humanism and 

Design” (1995), and “Management and Design: Interaction Pathways in 

Organizational Life” (2004) count among the key literature, as does the special 

issue of  Design Issues  on Organizational Change (2008), which he co- edited. 

Buchanan, too, expands on the notion of design across diff erent domains 

of professional practice. But he also reminds us that designing is about 

enhancing the human experience. Designing business therefore acknowledges 

that both business and design are concerned with “the” social, and that 

managing and designing are activities that are social at heart ( Faust and 

Auricchio 2011 ). 

 As much as the concept of designing business has begun to take shape, 

there remain many questions as to what changes in thinking and doing 

“designing business” imply and require. Th is book presents critical refl ections 

on concepts, methods, and practices relevant to designing business in an eff ort 

to fi nd answers to these questions. Th ere are two main reasons why we 

considered this book worthwhile. First, we felt encouraged by the depth and 

growing sophistication of the discussions that we are having. Much of the 

thinking that informed our initial conversations on designing business has 

now matured and become more theoretically grounded and illustrated through 

practical application by case studies. We want to make this knowledge 

accessible to a wider group of readers and anyone interested in the topic and 

issues. Secondly, design is now approached from diff erent academic and 

professional angles. Yet, what or where design is or what constitutes a business 

in these diff erent explorations is not always clearly articulated. 

 Indicative of these developments is current research in the fi eld of 

gaming and simulation, where design questions now center on whether it 

is possible to calculate risks by simulating business situations through 

game applications (e.g.,  Th avikulwat and Pillutla, 2008 ). Other developments 

include research into and around business model design (e.g.,  Ostenwalder 

 et  al. , 2005 ;  Youngwook  et  al. , 2008 ). Numerous eff orts to establish design 

thinking in business and management (e.g., Rogers, 2005;  Brown, 2008 ;  Liedtka 

and Ogilvie, 2011 ) have to be considered part of this just as much as research 

that looks into the role of design in policy, public management, and public 

organizations (e.g.,  Briggs, 2011 ;  Eppel  et al. , 2011 ;  Bason, 2014 ). Th e above is 

complemented by other work, such as that on design and management 

information systems ( Garud  et  al. , 2008 ), design and entrepreneurship 

( Sarasvathy, 2008 ), and design in innovation ( Boddington  et al. , 2011 ). 



 We could off er endless more examples—which in itself is a sign that design 

and business have more in common than we generally acknowledge. At the 

same time, these collective works indicate the emergence of designing business 

as a fi eld of research and practice. From an academic perspective, this immense 

curiosity about design and designing in and across diff erent disciplines begins 

to beg for a search for commonalities in these design explorations. What are 

the key questions here? How do we frame this discourse? What is being 

addressed, what not? What are we overlooking? Not least because of this 

curiosity, we see a need as well as an opportunity for critical refl ections and 

inquiries that can help us understand more fully the foundations and 

implications of designing business. Furthermore, in order to have a sense of 

the evolving discourse about designing business, we have to consider that 

discontinuity ( Foucault, 1972 ) dominates a fi eld of research, ensuring pre- 

eminent gaps in our analysis of the fi eld. 

 Simultaneously, we are volunteering our view of designing business. For us, 

designing business involves inquiries into what a business is, does or stands for, 

how it goes about producing some “thing” and how it creates value. Designing 

business therefore depends on an understanding of what “the business” of an 

organization is: What is it the organization cares about, that it is troubled by? 

One of the obvious troubles of many businesses today is the need to re- orient 

itself to serve people and their communities better. It is troubling because it 

involves changes in organizational culture, organizational structures, and, 

from a designing business perspective, a change in design attitudes ( Michlewski, 

2008 ) and organizational values. If anything, this illustrates a deep connection 

between designing business and human- centered design. Moreover, it concerns 

matters of sustainability and effi  ciency. 

 Our view on designing business follows the idea that conducting business, 

like management, is at its heart a human and social activity ( Falk, 1961 ;  Yunus, 

2011 ). Designing business acknowledges the presence of design activities and 

design practices in organizations, by management and by many others that 

oft en go unnoticed ( Gorb and Dumas, 1987 ;  Junginger, 2015 ), and are therefore 

taken for granted and escape refl ection ( Schön, 1983 ). Designing business 

seeks to make accessible how designing works in business, management, and 

organizations. 

 Designing business encourages us to refl ect on doing business, on being in 

business, and on the purpose of business from a design perspective. Like our 

views of design, business defi nitions have also changed over time and like 

design, there is no one view of business to which everyone agrees or can agree. 

As a result, for some, business merely refers to the reality of being busy and 

occupied ( Weber, 1927 [2012] ); for others, it is a social act that expresses care 

( Dewey, 1948 ); some people think of business purely in the sense of a machine 
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to make money or achieve the highest possible return on investment; yet 

others consider going into business as an opportunity to be entrepreneurial 

and independent. Th ese diff erent views sometimes blur what we understand to 

be the purpose of business. Not long ago, it was as simple as producing material 

goods or services ( Barnard, 1968 ). For Peter Drucker (cf.  Watson, 2002 ), the 

purpose of a business is to generate and maintain customers. In Drucker’s 

view, businesses (i.e., enterprises) are paid by people to create wealth for people. 

Creating wealth, though, goes beyond making money and monetary wealth. 

Money, in Drucker’s view, is secondary in that it merely is an affi  rmation that 

the products developed and delivered by a business provide a value that 

customers are willing to buy. What Drucker highlights is that money is 

important to business but not its product and not its purpose. Th is view is 

echoed in the work of Nobel Laureate Mohammed Yunus, for whom profi t- 

making is a business need but not a business purpose. Th e business purpose, in 

Yunus’s view, is to add to social wealth.  2   

 Regardless of which view of business we agree with, or whatever we consider 

to be the purpose of business, the purpose we value the most will drive our 

fi ndings, our design. It is for this reason that designing business concerns itself 

with how we are performing our tasks; the ways we go about designing our 

organizations as well as all parts and aspects of what we comprehend when 

talking about business models. 

 We take these conversations and developments as starting points for our 

refl ection on design as a discipline highly relevant for business. It is our hope 

that this book can serve as a platform for this refl ection and contribute to the 

development of theories and practice in this new area.  

    THE   BOOK   CHAPTER   BY   CHAPTER   
 We hope this book contributes to the rapidly growing area of cross- disciplinary 

research at the boundaries of social business, social entrepreneurship, 

innovation studies, design management, social design, organizational design, 

and design research. Selected contributions by leading design and management 

scholars clarify the relevance and implications of designing in the business 

context. Taken together, the chapters sketch important issues, concepts, and 

principles, which apply when the purpose of doing business shift s to enhance 

human living. Moreover, the book off ers insights into practices of designing 

and managing, their commonalities as well as their distinctions, and thereby 

begins to point to boundaries and limitations of design in business, too. 

Because we are limited in what we can include in a book, the full set of 

provocations remains accessible online.  3   What follows is a chapter- by-chapter 

overview. 
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