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“The ideas embodied in this book are important
contributions toward breaking down barriers
that can exist between management and design

professionals.”

TAEFNBIES  EEHRITHEEHR
TR XMERNEERR -

FF - RERENTA Henry Petroski

FoE AR R TR B B s %

(B ~ (GBZE) ~ (TAZATAC  Rofal BEER AN I LU
BRI ) fE#  Aleksandar S. Vesic Professor
of Civil Engineering and Professor of History, Duke
University; author, The Essential Engineer: Why Science
Alone Will Not Solve Our Global Problems

T R—WLARE s EH AL BHE - 2F
BT BRI R - BB TRA
AWB > FRALABERXNHEHE!

5 SO B B < e BT R M
T(£4CEO) £t R AR —EARXLER
W RERHFESNLRE - LERTEE R
e RE RS RELRARTE
REpem—EEZBREL2EEFRTHNOE
WEE - EYWHFEL > RE—EAN
AR EE  EFWEEEE - R
EEHTURLH  REBEXRREZGR
THREANEESEFE - B—ABRTX
LUMEEHWERREMES  RTRER
R T HFHERAFE R TR 5 (Design at the
Edges) Hy - RBIES - EH E G XAIE X
BERS L FEEARSGHEERLENAC
B EFERT EBAEEALNSRN
BB IR REGTREREE B
RBE -

LR
HEAER LB TER

TAKR ~ LR ARG OR - AER
BHARRARFHAOXLEH BRI
EREBEHXAENTH RARE !

PRIFEE
BT CERE R L AT

TREBMATRER: "TRABEWRE
T~ Bt % A ¥ W (No Economic Recovery Without
Cities) ? A H E X WHBET R BA TR G
A2 EATHE T HARERLEE W
W e EERENRL - FUfE
HOUAE R WRGTEE R - FERBAETH
FEHHSERRBFMAREN - BH &
BEAEAEREMXBENRTHES 5
DB AREEEARNELTR  FAK - X
BRI BR e ERRRY - B
ERBEE A EXRRAIFENHAE
REARRAMEImEEEE WREXR
RBERWRETEE -

2

AR SR BRI ST T

TEANRHELEESML T HRRNE
B HERMBEERE B e Ui
RS - ERHBHBEENESERE > N
BXAEEXRENRGTEZRXEE
B ATEEERERHLXARKEER
Wk - BAERUCEMIMHE > THE
HAEEHNBESETER WRLOXLH
A WERRBETEE A EHANFISE -
B
(288 PN L e 6
THRABEGHANHEAN—AE - RE
THARBEEENFARARESGNA - £

HT A EAERENER!
Bl
SR R B



FENh &
5

ZVIH R - e ROEBREH - PSEE KW EI S8 - 3507
HTRE - SRR - 5 A BRI R AR R T F TR Y
K o

ZVUESR - GREREARREZERN L ERTER
EHRM - R T T BRI i —— S R R R R T
G ARMKHRERER -

e G ARNEAREREHE " HEN IR " EiH
A Eh ) o BEBISE LRGET  GEARERR2IRERS
B TAEIE o] R B -

T 1996 4EFE % A TEBA S ALK (OECD) BHLARAE T FIERASTE |
Fifh - GEREEA T MRS IR MHE TR IR L
REAR - — PR G " RIE Bl W AP B R E
BE b o RIS ~ B PRI S = b I B - S BT
Bdjit &y 2 IRV -

K EIEARE BN IE - BIEN R, 58
A BHERF T3 40 SRR G Bk € B¢ -

B LRGSR TR R BLES - LIS AT - HAR
AR T BRI ) BT SRR R B KBRS ) & -
CEAEIE TE®A (CT) BN T/ o HFEHE
FREBIARER T RIRBE | EERSFILL - HERF T 40 FHSEEE -

1 A IR A HE B AR )RR 40 2% 88 A KA 3B A LB -
RENERBRAIGEEEE Ll "/, G i) + Tk
R, (FE R BEEAGOEN RS =T BGE - KATHF—
20104F 6 A EREHEIT I - Al f 38 5 18 S 1) o {180 2 S =X i
W25 1) (HESR 61— R R & TR A Long Long Farewell) » [



%% CEO
8

g3 A — B FTRBIYLL T Sense B Live ) Ryt LI ESE R
JRREEL -

7£20104F » HlbH k@R EEe - R —EETBA
(ERE T LB IR - ERTRERGEILY - FRIRBURR
P - E—RH T 6 ) FUE R —HBOREE -

GEHRAEIE T BB IR ) B ER - DU AR
()8 EEE RS T SRR IR  E -

G T EEN R R R ER E —

B R T DL T 2R A R A S IR L - SR T RS A BT L 5

B AR T2 A o (AT B3 L - RS

AT SRR | (HINE o 15 I PHAARE T P R ET o B
REE Sty ) BT RGN HEE T I ET R
TR | I EBRAE -

BI7E T IR R BasR S T 25 SRR | - DIGkET /RS SR
BARERTIFERE - HE WF‘W%%&%‘E%@E’JIE : @ﬁ%‘%‘é
BB o B o

0=y BATERAHE | T ) JBAIHT T WUE TR -

SOERE LRI ZER - FAREB)IT5 A ~ FK R — BRI
Wi E ~ (L ERATIEES H S LA B A B TR -

Bl A A R A D LB - BT A AL A
2L RET » WETEREEE « Kl - AAAS A g
FEE 0 I EBERRRES - R A XTI B

ER A Z R ERIFRIES] -

T RS 2 EEL AT e A 5 O AT 8 13 HEARC RO SRBL TRARTHE B
EEEANFE - LEE S AFRENE - EERABEE
S S IV (1887-1920 + 134E A 3380 » SRS HE W AS YR
By B B 2 SRR 2K - R (1910-1995) 0 DU AT BT S SN E
R4 o thar B S S IR (1888-1970) » bR E



ELRTRE WA -

EALA AR A BT KRR - AR AEFGEME TEI 30 A B A
B/ N - EEBAE - EDREV A HoAt 5 B R AR — {2 LA
BYE = AVCEA B KRR - W] LR A R FEAE B o B
HREF - 0 H " EIAEEIFT ) BRI R LR EENES
IOEs -

BERER A LRrI Xk - ATREERR RS LA
EREE o K ARAYE - FIBIHT JTRY B E LR G BEERAH
B - RAENE BB TR ER 30 N A EIRE - nJ LA E RS
RAHEAEHERY - PREVERISES -

BAOKATH —HEEIES - EFRHE A Sense & Live #Y
FIRE - S A RGN EAERE - EFEE " BB E
PHIER & ) AERE T XEIER ) (RERBENR IR
LURSAbi I8 « (2B CEO) G RIR A B BE A MERE T
A E B S BGEHERE LR T 0 -

ARSEH Ry BUA KR BRI AT %
E-Mail ! jflee@nccu.edu.tw
" RIS ) A - www.wretch.co/blog/jflee



Rethinking Marketing and Design

In the fall of 2008, I was cleaning up after my
marketing strategy class when a student approached
me with a large book bag and a smile. He said, "Did
you know that you are teaching a design approach
to marketing?" I asked him to explain. Han Wu's
reply led to my venture into the world of design.
What Han saw in my class was a customer-centric
approach to managing the entire firm, from the
development of products to the way employees
answered calls and managers made decisions. What [
did not fully understand at the time was that design
is the connective tissue that could weave together
management, engineering, human resources, and
strategy. This discipline has a way of approaching
the definition of problems and the construction of
solutions that is, at its core, human-centered. This
means that not only business managers, but also
public policy makers, social entrepreneurs, and
scientists can use design to shift their thinking to
ensure that their work benefits people.

Han became my teacher in the summer of 2009.
We agreed to a three-month intensive study period
in which we would try to find the best way to teach
future managers to use design thinking in the context
of my marketing strategy class. Every week Han arrived
for "class" at my office carrying the same large book
bag—now stuffed with ideas about how to improve
my lessons. He brought photos, many of which
you will find in this book, which led to the most
fascinating show-and-tell sessions [ have experienced.
Han shared multiple examples of how design could
turn everything from office chairs to pill bottles
from simple products into tools that help customers
more work more comfortably and live more safely.
We debated the question of profits and looked for
evidence that companies that use design thinking can
make customers happy and also generate profits. We
found plenty. Han told me about the design leaders
I should study. We read Tim Brown's work with
intrigue, played with IDEO's cards, and applauded
Roger Martin and Patrick Whitney's work within
universities. | was inspired. Through working with
Han, I realized that design could be the foundation of
how we thought about the environment, health care,
government, and business.

After working with Han, it soon became clear
that I must add content to my MBA class to formally
teach design principles and what Tim Brown calls
"design-centered thinking." I had been doing this
implicitly, but [ needed a more explicit structure to
show students that the idea of customer centricity has
a disciplinary sister called "design." The centerpiece
of our effort was a lecture called, "7 Design Myths:
Why Companies Need Design Thinking But Think
They Don't." The industry myth —only those firms
that plan to enter design-centric industries, such as
fashion and luxury goods, should pay attention to
design —was countered with a litany of examples
of companies beyond BMW and Alessi that were
steeping themselves in design, including P&G and
McDonald's. The product myth —design is product-

centered and technology-centered —was counter
argued by the human-centered practice of design
and the fact that it can be used across the full-
spectrum of products, services, and processes to
know customers and discover unmet needs and
new business opportunities. The style myth-—that
design is about style and making products pretty —
was disproven with stories of functionality and firm
profits. The last-step myth —that design was the last
decoration station on the way to the market—had to
be tossed out so that managers could see that design
was often the first step to ensure that products and
services were optimal for customers. The cost myth —
that design is cost prohibitive —was countered with
evidence showing that firms that use design effectively
enjoy higher profit margins and have higher stock
prices. The background myth —that only well-trained
designers can design —with the idea that all MBAs
can become design thinkers. And finally and perhaps
most importantly, the lone creative genius myth —
that design is an individual ability —was ousted by the
truth that the entire organization must accept the role
of design thinking.

I taught this re-designed session early in the fall
of 2009 and found it provided the platform for all
of the specific strategy issues | discussed during the
remainder of the semester. Fellow academics and
executives at companies where [ spoke found the
concepts mind-expanding. Now it was my show-and-
tell time and [ enjoyed the reaction in the classroom
and the boardroom. What I didn't realize was that
I was undergoing a deeper connection to these
ideas that would continue to permeate my views
and writing. As | wrote my own book, Strategy from
the Outside In: Profiting from Customer Value, |
encountered more business leaders who understood
that their work had to be about making it right for
the customer. Jeff Bezos at Amazon, Jud Linville at
American Express, Marc Pritchard at P&G, Stephen
Quinn at Walmart, and Andrea Ragnetti and Geert
van Kuyck at Philips Electronics are some of the
executives who have the courage to stand up for
the customer and insist that this is the only way for
companies to thrive. Geert said it best when he told
me, "Profits don't get made in the factory anymore."
Profits come, over the long run, from delighting and
serving customers. We must not forget this.

Han Wu will teach you what he taught me. He will
inspire you with stories of the type of courage I have
witnessed. This courage has certainly meant beautiful
products such as Apple's iPad and sensory-satisfying
services, such as Westin's "heavenly" service. But it
goes much deeper. It means we must understand that
the purpose of our work is to make customers better
off than before they bought our products or used our
services. When we do that, we make the world better
—one that respects the lives of people. The influence
that design thinking has on our future will inspire
you. Enjoy this wonderful book.

Christine Moorman
T. Austin Finch, Sr. Professor of Business Administration
The Fuqua School of Business, Duke University
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