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Can Manufacturers Innovate?

To prosper they'll have to think outside the cube



Uriginal Thoughts

A View from Down Under on Innovation

Experience and leadership knows that the market never stands still for long; and the real risk for risk-averse
companies that don't engage with design is that the market will 1eave therm behind.

BY: hangdesign

Twwo weeks ago MWOBES cover story pre
sented an interesting snapshot on the
state of mind around “the office furniture
industry at the gossroads? where it de-
bated the forkein-road: ‘consolidation =
lowest commrnon cormrmodity’ verses ‘inno-
vation = design lead growth, Unforeseen
change mn often be the stimulus taiden-
tify opportunities; necessity is ahways the
rmather of.. sommething,

When everything runs smoothly and
healthy, @ degree of complacency natu-
rally creeps in,and “if itism't broken whar
arewetrying to fix’, Opportunities are not
so obwious be@use there is less need to
identify therm,

s WNAQB suggests, the mormrerdal fur-
niture industry now has a need to review
wihat it's doing &nd wheyd, brought about
by the econormic downturn on the most
part: but also through questions like "will
the rarket have new needsin the future,
and will design hawve new ideas and re
main relevant?!

From bangdesian’s point of wiew, for as
long as the industry and the rmarket hawve
needsfproblemsichallenges @nd lets be
real - there will always be needsithen de-
signers are in the game,

Change and people go hand-in-hand,
and with leadership there is always an
opportunity to harness change, even ina
tight econormy, There isa shift in the way
people work and their aspiations for the
enviranmment in whidh they work, Tedh-
nology now delivers great flexibility and
inforration, people’s anareness of choice
is far greater than it's ever been and what
was considered @ dreamn yesterday s
now gvailable for use tormorrow, Eman-
phones, wireless computers, GPS naviga-
tion, ete.l,

Although it hasn't been fully realized yet
-"lifestyle is now a part of the workplace”,

Intemction, mormmunication and collab-
am@tion are now ongoing requirernents
at work, no longer is "teamoork” being
confined to steprand-repeat meeting for-
mats. Whetherits through newtechnolo-

seremes I T00 Bocim

gy or through a new generational aware-
ness, the aspimtional-genie is out of the
bottle, The work place expects to beagile,
dynarnic, sustainable - both ervironrmen-
tally, economially and sodally,

We man take i QB % example of thetask
chair ' and how its design benefits hawve
driven sales over the last few demdes
Typially the work place was desk driven
and a pivoting chair parnered the desk,
That was deerned satisfactory for many
years untilthe opportunity was identified
To create 3 new type of seating that gave
you the shility to tune wour chair to suit
youand the tasks you were undertaking
at your desk, As the cormpanion to the
desk, the chair became intemdive, ad-
Justable, flexible and rultifunctional, and
onre the function bemme a given, the
chair’s forrm took on personality to stirno-
latean ernotional response; "design desir-
ability” in task seating could drive sales
and rmarket penetratian,

Let's not forget that up until now the
“desk™was the prirmary place of wark, but
all that changes when you understand
that you no longer need to be at your
desk to bewarking,

The business opportunities that m@ske
chair innovation represented in the past
is, right now, an equally cormpelling op-
portunity for innovation applied to the
changingwarkspaceand the new modes
of wark for each new generation, We be-
ligwe there is a screaming opportunity to
rethink the evolving work environment,
Like the sales-stirulating features pro-
vided by decades of task seating design;
imagine i what was your desk is now
your whole workspace - and workspaces
took on enhancernents of interdcivity
flexibility, adjustzhility and = full sense of
community and personality - that's new
prod uctivity,

Wark is dynarnic, its fluid, and today's
businesses and employees are ready to
embrace a new workspace, Today's ideal
is @ work emsdaronment that can aocom-
modate solitude or collaboration or free-

thinking ar stirulation or moncentEtion
- as and when people and businesses
need it. The rigidity and "permanency” of
traditional offices, meeting roomms, work-
station: and cumbersome furniture is at
odds with the evolving needs of a mo-
bile, efficient, productive and networked
wrark-place s,

Mo doubt, with the current s@reity of
investment @mpital new product devel-
oprment i vulnemble to consolidation,
Mevertheless experience and leadership
knows that the market never stands still
for long; and the real risk for riskeaverse
companies that dont engage with design
iz that the rarket will leawve thern behind.

As Australian based designers Gnorking
closely with Morth Armerian furniture
cormnpanies for over ten years), bangde-
sign is uniquely well positioned to see
things differently - whilst still having a
good read on markets both in America
and internationally, We man’t help being
different, our multFaslture upbringing,
diverse lifestyle, yourhfulness and sorme-
tirnes ireverent attitude, provide us with
“different glasses” rthrouah which we obr
serveand seeksolutions,

nlike rore established design cormrmuo-
nities, we are not encurmbered by strong
traditions or an “urwritten way of think-
ing or doing” that influences cerain de-
sign problemn salving process, In paallel,
as designers operating in a smaller mar-
ketplace like Australia @lbeit anadvanced
rrarket] we are accustormed to making
the rmost of every opportunity - in our ex-
periencea return on design-inve strment is
a necessity, nevera luxuary,

We are attuned to the opportunities of
creating solutions for the evalving work-
space - the alternative office, We are al-
ready developing a wision for it, and we
are constantly developing collaborative
refationships to bring new solutions to
our partner’s markets,

Bangdasign wuw bangdesign.comuai
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