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Merging Design
and Business
Strategies

The Fit of Design in Organizational
Decision Making

HIS VOLUME celebrates the
value of design to the business
enterprise and offers insights on
thisasset’s contributions to both
strategic vision and day-to-day
tactical decision making. There are
articles analyzing the place and roles
of design in the organization. There
is a study detailing the reasons small

companies often ignore design.
There are specific recommendations
for effectively managingdesign. One
expert elaborates on design and
e-commerce. Several authors present
tools for refining design input to the
development process, and there are
case studies on France Télécom and
Royal Caribbean International.
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Creating and Managing
Brand EXperiences

on the Internet

F A WEB SITE is well designed, it can be a powerful dimension of the
corporate brand. Bernd Schmitt analyzes the issues that contribute to an
eftective digital strategy. Among his key points: Sites must target the
priorities of specific customer segments; they must engage users in both
active and interactive experiences; they must be integrated with other brand

elements; and they must be supported with quality service. As for the future,
Schmitt sees digital brands composed of an increasingly accessible and rich array

of sensory experiences.

By Bernd Schmitt

The Internet has changed many people’s
lives—both as businesspeople and as
consumers. The Web offers a world of
information. It also offers the cost savings
and efficiency that speed up supply-chain
management. Consumers have instant access
to books, music, and other goods, which are
delivered right to their doorsteps. Ordinary
transactions are made much easier: With a
few clicks, consumers can book a flight and
the lodging and rental car to go with it.

However, as most of us know all too well,
the Web also brings with it hassles and disap-
pointments. Think about excessive download
times for new software, and then not being
able to configure it for your system. Many
Web sites promise information, but make it
nearly impossible to get to it. Other sites are
poorly structured, offer no contact informa-
tion, or provide no follow-up service when
something goes wrong.

By now, many companies have already
constructed their third- or fourth-generation
Web sites. Still, some fail to deliver the right
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experience. Many companies’ sites look like
little more than scanned-in corporate reports
or product brochures. These “corporate
brochure sites” are text- and information-
heavy, and they are painfully boring. Such
content-laden sites are in fact inappropriate
for the medium of the Web. They do not
take advantage of its unique strengths: for
instance, the way in which sites can be
internally linked to invite browsing, the pos-
sibility of interactivity with the user, and the
opportunity to customize a site for the user.

Just as bad is the opposite extreme: the
“oh-so-Webby” site. These sites are full of
animation and sound (designed using the
latest Flash technology); they are long on
bells and whistles, but short on information
value. They require long download times and
all the latest plug-ins that many users do not
have and will not bother to install.

And then there are the transaction-
oriented, functional e-commerce sites.
Many of these e-sites fail to deliver on what
is supposed to be their core promise: an

DESIGN MANAGEMENT JOURNAL FALL 2000

53






