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Figure 11.2a. INDU STR I AL PROB LEM SOLVING: The Importanc e of Desig n

EM9214 : The Globe and Mail Editorial, November 13, 1992, page A22

De sig ned to appeal
CHRYSLER Corp. has unv eiled a new

li ne of automobiles – the so-called
LH cars – unde rthe names Chr ysler

Concorde, Dodge Int repid and Eag leVi sio n.
Thei r distin ctive desig n is the main sel ling
poin t and wil l deter min ehow successful they
are in the marke tplace. This is par ticularly
relevant to Canada becau se all the Chr ysler
LH cars are made at a  Chr ysler pla n t in
Ontario. The quali ty of desig n in thes ecars
ha sbeco m ea matt e rof local and nation a l
econ omic int e rest.

Fo rtunately, the LH cars are meeting wit h
ap probation by mos t cr iti cs and con sum ers.
This exa mple shoul d rais eou rcons ciousness
abou t the impor tanc eof desig n in the eco -
nomy, not just in manufacture d products,
but in ser vic esand in the pr ocessby whi c h
goods and ser vic esare made. The con cep t
of desig n in clu des the Tot al Quality mov e-
ment – whi c h focus eson process improve -
ment – as wel l as the placement of whe els

on the Dodge Int repid and the curve of a
handle on a kettle.

Consid er computer software. Corel Sys -
tems Corp. of Ott awa is a sig n ific a n tgl obal
playe rin graphics software, largely becau se
of the desig n of its produ ct. It not only
offers wid e potentia l fo r ar tis t sand graphi cs
people, it is rela t ive ly ea sy to use. It is als o
rela t ive ly in expensive becau se of the efficie n t
proces sdesig n that lie sbehin d it. Emplo y-
ment and income in this indu s try in Cana da
depends on the quali ty of desig n, from pro -
cess to produ ct.

Market success is associat e dwith the de-
sign skills in cer tain indu s tries in sev eral
coun tries. Italy is known for the desig n and
ma n ufacture of clo thing and shoes, Swe den
fo r fur niture (and cars), Ger many for machin e
tool s and heavy equ ipment, Jap an for con -
sume r electron i cs. Among the big gest U.S.
ex por ts is telev isi on and film ent e rtain ment,
rive n with desig n value s. Super ior desig n

ex pla ins bot h the competitive price and
cons ume rap peal of the successful produ cts
and ser vic es.

Design is int ellectual work. Rei nve n ting a
production process or con ceivi ng of a new
li ne of kit chen utensils is essentia l ly int el-
le ctual. To flou ris h, then, desig n depends
upon a socia l and busin ess env ironm e n tthat
value s in tel lectual work in desig n, and sup -
ports it.

This is likely to be an urban envi ron ment
in whi c h public and sem i-pub lic ins titutio ns
cont rib u t eto the sensibility and that hon ours
desig n. From archit e cture facul t ies (in clu ding
the Cana dian Cent re for Archit e cture in
Mo ntreal) to mus eums, galler ies and school s
of indu s trial desig n, art, int e rio r desig n, gra -
phics, telev isi on, eng ine e ring, and innov ative
places such as Toron t o’s new Desig n Ex-
change, whi c h se eks to bring desig n and
busi nes stoge the r, par ticular ins titutio ns hel p
sust ain the envi ron ment for a desig n-sensi-
tive economy.

This is the pos t-indust ria l econ omy. De-
sign is cent rest age, no cheap frill.

EM9002: The Globe and Mail, Janu ary 6, 1990, page D6

Those wit h de sig ns on succe ss
may hav e to change the ir style

It was an arresting lea d: "Sales of impor tedcars, especia l ly Jap ans e
cars, ran wil d in Oct ober, while those of the Nor th Amer ican car
ma kers took a bruising tumble." Lat e r in this news sto ry, whi c h
ap peare d in Re por t on Busin ess on Nov. 4, repor ter Ken Romain
wrot e, "there appears to be no accou nting for the sales splur ge by
the impor ts." Rea de rs must have muttered, "Have n’t you seen the
new Jap anese cars?"

In 1989, Cana dian car sales by Gen eral Moto rs, Ford and Chr ysler
we re dow n by 9 per cent from 1988. Sales of foreign cars were up
by 1 per cent, wit h the maj or Jap anese companies far ahea d. Hon d a
wa sup 13 per cent, Toyot a10 per cent and Suzuki 11 per cent. Nis san
wa sdown 6 per cent for the year, but up 3 per cent in December,
probably reflecting the popularity of its brave new model s . (Mazda
and Subar uwe re dow nfo r the whole year.)

Why do Jap anese cars fare so wel l in the marke t? Cons ume rs are
att r act e dby the quali ty of impor ts, but als o by their con cep tio n –
thei r design – eve n at premium prices. In dis cus sing busin ess, we
too often confin e ou rselves to exe cutiv es and manage rs. In large
mea s ure, the war between Nor th Amer ica and Jap an ove r cars is a
war among desig ners. Desig n is the software that makes the hard -
ware sel l.

Almos t10 years ago, United Auto Wor kers pre sid e n tDougla sFra-
se rex pla ine dto a Det roit audie n ce why he oppos ed impor t quot as
on cars to protect his own union members. He argue d that his
wo rke rs’ long-ter m se cur ity depende don U.S. auto companies get-
ting the produ ct rig ht. He cla ime dthat only falling profit s and angr y
sh areholde rs cou ld win the att entio n of bov ine Det roit automakers.
So Mr. Frase rdid not sup por t im por t quot as.

What hap pen ed? Gen eral Moto rs’ share of the U.S. car marke t
fe ll from 57 per cent in 1978 to 35 per cent in 1987 – a stagg ering
collapse of for tun es. Among the Big Three, Ford eme rge dwith the
best desig ns and quali ty, lowe s tproduct cos t sand hig hest profit s on
im prove dsales, but impor ts won the deca de.

A study by the U.S. con sul t i ng firm Harbour and Associat es Inc.
says Ford emplo ys an ave r age of 3.36 wor kers per car per day,
co mpare dwith Chrysler at 4.38 and Gen eral Moto rs at 4.99. This ,
among other things, leave s Fo r d with a profit of $591 (U. S.) per
ve hicle assemb led in Nor thAmer ica, compare dwith $228 for Chrys-
le r and only $47 for GM. Goodfo r Fo r d, but Jap anese operation s
in Nor thAmer ica requi red only 2.7 5wo rke rs per car per day.

Un d er Chair man Rog er Smith (the off-stage star of the wit ty
current film Roger and Me), Gen eral Moto rs spent an ave r age of
$6 -bil l io n annu ally in the 1980s to automat e it s plants and desig n
new cars. But GM’s produ ctivity is poor, and eve nit s spor tie r new
models stil l ex h ibit tou ches of plu sh and gli tz that det e rma ny con sum ers.
The aur a of another era linge rs in the mus cula ture and woodgr ain
ve neer of too many GM cars.

The impor tanc eof desig n in manufactur ing is stil l not unde rstood
in Nor th Amer ica . We seek out Itali an lamps, Jap anese telev isi on
sets, West Ger man suits, Swe dis h bookcases and Britis h st e reos, in
part becau se they are so est heti c a l ly ple asi ng. Throw in the proba -
bility that they are better made and more profit able than their Nor th
Amer ican equ ivalents and the pre dicament of our manufacture rs is
ap parent.

This week in Toron t o, haberdashe r Harry Ros en mus ed about
challenge sfaci ng ret ailers in the 1990s. He criti cized the tradit ion a l
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syst em in whi c h ma n ufacture rs cre ate produ cts they must sel l to
ret ailers who, in tur n, must cou rt and spark con sum ers. It is the
ret ailers who have daily con tact wit h the pub lic, and the best infor-
mation on their prefe renc es. Cit i ng the success of Ralph Lore n’s Pol o
li ne, Mr. Ros en says , "They’re shrewd obs ervers of con tem porary
li fe. When they want a produ ct, they take it to the manufacture r", not
the other way aroun d. Har r yRo sen does the same, and his busin ess
is exp anding – not the othe rway aroun d.

It is a cli c h éto say that we liv e in the infor mation age, but what
does that mean in practic e? Wel l, desig n consis t sof not hing but in -
fo rmation. The more infor mation con sum ers hav e,the more impor-
tanc ethey place on desig n. The les sou r ma n ufacture rs realize this ,
the more they are likely to end up sharing a"bruising tumble" wit h
the Big Three. Desig n ing women and desig n ing men shoul d be the
hot busin ess pro per tie s in the 1990s, insin uating knowledge into
things that the refore succeed .

The two article sEM9214 and EM9002 reprint e dov erleaf on pag e11 .7 and above (in a tot alof 7 colum ns) draw att entio n to
seve r al impor tant matt e rs; asummar yof thes ematt e rs in poi nt for mis giv en bel ow. [When availa ble, relev a n tquot ation sfr om
the article sare giv en in ita lics at the ends of some of the poi nts.]

* Properdesign of bot hgoods and ser vic esis es sent ial fo r surviv a l in the ‘post-indust ria l econ omy’ (se ealso Poi nt 2 on pag e
11 .3 of Fig ure 11.1).

Proper desig n is als o vital for pr ocesses as wel l as for pr oducts (goods and ser vic es); this empha sis on processes
in clu des desig n fo r manufactura bili ty (o f goods) or deli ver abi lity (o f se rvi ces) as wel l as for end use.
−− This example shoul d rai se our consci ousnes sabou t th e impor tan ce of des ign in .... the proces sby whi ch goo ds and

services are made. [Colu mn 1]
−− Employmen tand incom e.... dep ends on the qua lity of des ign ,from pro ces sto pro duct. [Colu mn 2]
−− Design is the software that mak es the har dware sel l. [Colu mn 4]
−− The impor tan ce of des ign in manufacturing is still not under sto od in Nor th America . [Colu mn 5]
−− The more information con s umers have, the more impor tan ce they pla ce on des ign . [Colu mn 7]

* The main requi rement is to improve pr ocesses; this rem inds us of the 90/10 (or 95/5) rule and the pot entia l ly dis ast rou s
ef fects of regarding work ers as themain caus eof quali ty problems (se ealso Poi nt 3 on pag e11 .3 of Fig ure 11.1).
−− The con cep tof des ign includes the Tota l Qu ali ty movem ent – whi ch focusses on pro ces simprove men t. [Colu mn 1]

* Design is a key ing redie n t in ens uring that goods and ser vic esof high quali ty rem ain co mpetitively price d.
−−’ It is also rel atively ine xpensive bec ause of the effici ent pro ces sdesign that lies beh i nd it. [Colu mn 2]
−−’ Su per ior des ign explain sboth the com petitive price and con s umer appeal of the succes sful pro ducts and ser vices. [Colu mn 2]
−−’ He argue dthat his work ers’ l ong-term sec u rity dep ended on U.S. auto com panies getting the pro duct rig ht. [Colu mn 4]
−− Thro w in the probabi lity that they are better made and more profit able than their Nor th America neq uiva len t sand the

pre dicament of our manufacturers is apparen t. [Colu mn 5]

* Design is base donknowle dgeandin tel lec tand it needs an appro priat eenvi ron ment if it is to flou ris h.
−−’ Design is intel lec tua l work. Rei nve nting a pro duction pro ces sor con cei ving of a new lin eof kit chen utensil s is essen tia lly

in tel lec tua l. [Colu mn 3]
−− To flou rish, .... des ign dep ends upon a socia l and busin ess environment that values intel lec tua l work in des ign , and

supports it. [Colu mn 3]
−− We ll, des i gn con sis t sof nothing but in formation. [Colu mn 7]

* We recall that desig n is als o es s entia l in thesta tis tical proces s esof dat a-base dinve s tig a t i ng – for ins tanc e, it is the secon d
st age name in the FDEAC cycle.

This poi nt is first made in Fig ure 1.6 and the first illust r ation of some of theconseq uen cesof poor study desig n is giv en
in Fig ure 1.7 of the STAT 220 Course Mat e ria ls.

In the secon dparagr aph of its rig ht-hand colum n, the secon dar ticle EM9002 reprint e dov erleaf on pag e11 .7 compare sthe
av erage number of wor kers emplo yed per car per day across the ‘Bi g Three’ Nor th Amer ican automakers and Jap anese
au tomobile assemb ly operation sin Nor thAmer ica .

• Whatconclu sion (s) does the author draw from thes eav erage s?

• Give rea son(s) why thes edata mig ht notprov ide a valid basis for thes econclu sio n(s).
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Comment criti c a l ly, from asta tis tical perspectiv e, on the last sent enc eof the article above: Design ing wom en and des ign ing
men shoul d be the hot busin ess pro p erties in the 1990s, insinua ting knowle dge into things that there fore succee d.
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