


It’s a pleasure to participate in this conference, especially with its emphasis on Albert Einstein as a 
representative of innovation. Albert is very close to my heart and when I saw all these wonderful 
images that are in the announcements and I see them all around this particular facility, it’s just 
very inspiring for me.
 It’s a little known fact that Albert also was a brand junkie; not many people know this about 
Albert and he particularly preferred designer brands such as designer waters, as you can see in 
this rare photograph.

I am very happy to be here. I love coming to Canada; we’ve served clients here, but not recently
and not since about 1999. And each time I come here, the scales fall off my American eyes a little 
bit more and I learn about wonderful things that you do here and wonderful things that you 
have here, many of which I always assumed were American.
 For example, I’m flying up on Air Canada from New York and I discover in the in-flight 
magazine that the man’s man is back and he’s in Canada…there he is!  Moreover, I’m reading the 
magazine and it informs me that what I always thought was the great American hero, Superman, 
actually was conceived and born in Canada and that Metropolis was actually modeled on 
Toronto, not Manhattan.  In the back of my mind, I guess I always suspected that Jimmy Olsen 
was just a little too clean-cut to be a New Yorker and that Pablum, this soul in this magazine…
Pablum, the baby food of my youth, was created here and that the ultimate American baseball 
idol, the Babe, Babe Ruth, hit his first out-of-the-park homerun here in Toronto.  Who knew? 
 I thought, “these Canadians just don’t take enough credit!”  But then it occurred to me, as 
I wended my way closer to the conference on innovation and design, that what is Canadian is 
particularly suited to what the world and business needs now and what is related to design is 
particularly what the business world needs now…you heard some of that yesterday.  And if you 
brought the Canadian-ness of your character more overtly into the content of your work and 
into the profession, you would be leading a very important innovation for the world.
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A welcome example of such leadership…I’m going to be reading a lot from this script because 
I’ve got a lot to tell you and if I don’t read it, it will last forever. I apologize for reading.  
 A welcome example of such leadership appeared in the Globe and Mail yesterday. A group 
called Canada’s Research-Based Pharmaceuticals Companies, “Pharmas,” moved closer to allowing 
generic drug-makers to produce patented medicines for poor countries stricken with AIDS.  Now, 
the encouraging part…that’s good news in itself, but what encouraged me was the willingness to 
step out front recognizing that “Canada has an opportunity to show international leadership.”
I know several examples of such leadership, of course. One of them is Dean Roger Martin, who 
will be speaking later, a thought leader who published extensively on issues including corporate 
responsibility and governance. I look forward to hearing his comments later this morning.
 The values that many people would associate with Canadian character are the same values 
that civil society is looking for in its institutions around the world and that leading corporations 
are looking to instill in their organizations in an authentic manner right now.
 In the past 4 years, as my colleagues and I have interviewed executives, many of them CEOs, 
in Europe and the US, we have found them hungry for the values that one might associate with 
the Canadian character.  I don’t want to put too fine a point on this, but I do hope that you will 
reflect on the particular opportunity that you have.
 For example, Gordon Bethune, the CEO of Continental Airlines, is credited with 
turning his company around by focusing on service performance and customer satisfaction.  I 
interviewed him for a book I’m writing; we spent 3 hours together and I asked him, “you know, 
I remembered Continental Airlines because I used to fly them and it was really quite a second-
rate experience” and he came in, in the midst of what was at least their second bankruptcy, and 
started racking up J.D. Power awards for customer service. 
 So last year, I sat down with him and asked, “Gordon, how did you do it?” and he said (he’s 
a man of few words), he said “two words dignity and respect.”  To pull that company out of the 
red required dedicated and superior customer service at a time when they were behind the 8-ball 
financially, as well as emotionally. 

 What Gordon did was appeal to the humanity of his employees, to their common decency, 
to their higher character, and to their interest in their jobs.  He looked into their faces; he saw 
people who were somewhat demoralized by the pressure of that bankruptcy but who wanted, 
underneath it all, to do the right thing.  He trusted them with the challenge; he gave them the 
latitude and this was key.  It was more latitude than their peers in other companies to do their 
job the way they thought it should be done, to outperform in their own way.  
 He communicated, and still does as far as I know, with each employee monthly.  There are 
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“40% of young designers 
in the States are flipping 

hamburgers.”

thousands of employees in this company.  He doesn’t do it personally; he records a message that 
is sent into their voicemail every month.  He leaves an update on how the company did in the 
past 30 days and what is coming down the pike; he treats them with dignity and respect.  They 
return the favor and Continental Airlines began its impressive track record of winning those J.D. 
Power awards for on-time arrivals and departures and superior customer service.
 Dignity and respect: it’s a mantra that those service personnel themselves repeated.  
Whenever I flew Continental, I would ask them, “so, how are things going and what’s working 
and why?” and that’s what they would say.  These are some of the values that implicitly underpin 
many popular best practices in business today. 
 Gordon Bethune is emblematic of a handful of other CEOs we’ve observed who rely steadily 
on basic human values as the foundation of their success.
 Okay, so that’s the good news.  So, what’s the problem?  Why are we feeling like we’re in 
such a mess?  Why should this New Yorker magazine cartoon resonate so deeply when the planet 
Mars hung in the sky last month?
 In the cartoon, Mars says, “Man!  That’s the closest I’ve been to Earth in 60,000 years and 
that’s about as close as I ever want to get.” 
 Well, to begin with, the business community is challenged (as we also heard yesterday 
and know from our personal experience).  One of my contacts in the design community in 
the United States told me, informally, that 40% of young designers in the States are flipping 
hamburgers.  Strong forces are rocking the world geopolitically, environmentally, financially, and 
ethically.  In the States, consumer confidence levels are dismal.  Faith in the basics such as our 
political system [and] financial markets are being questioned and rightly so, many would say.
 But still, it’s tempting to feel overwhelmed by the sheer size of the forces at work when we 
look at the state of the world today.  From time to time, I’ve been tempted to say, and maybe 
you have too, the world is so terribly troubled; business is just terribly insensitive to the impact 
it’s having on the environment, on human interactions, on the human spirit. What change could 
I possibly hope to affect?  There’re huge Goliaths out there and I’m just a David here with my 
mouse (or if you’re wearing black today, your mouse and your Mac). 
 If you’re ever tempted to go that route, I understand and I ask you to pause and remember 
a time when you sat down in a client meeting and the client said to you, “well, what should, uh, 
what should we do?  What should, you know, what should our design system look like?” and you 
said, “Well, what’s your objective?  What’s your strategy?  Where’re you going with this?  What is 
it you want to convey?”  And there was a big silence. 
 It became pitifully clear to you soon enough that behind the client’s charts and data and 
tons of research, it was going to be you, your intuition, your instinct, and your know-how that 
was going to have to pull, out of all that linear stuff, a coherent, comprehensive message.
 I ask you to remember that time when you realized it was up to you.  That inflection point 
is the point of power, the point at which the client turns to you and says, “what do you think?”   
That’s the moment when you get to shape reality in a big way because in a very real sense, we 
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branding and design professionals are the dream-makers of our time.  We’re the crafters of what 
are, arguably, society’s most powerful icons, psychically and financially.
 So, I ask you, in those moments when the client turns to you, at that inflection point, to 
carefully consider the opportunity. David, bring your humanity with you in front of Goliath, 
bring your courage, your smarts, so that in addition to the creatively brilliant, strategically sound 
solution you develop with that client, you help them remember to include their humanity too. 
 Let me give you a little background of what we experienced.  A couple of years ago, a 
delegation of Japanese communication specialists came and asked us to run a one day workshop 
for them and they posed the challenge.  They said, “we want to understand the imperatives for 
branding in the 21st century from a US perspective.”  So, we told them, and I think it’s still true, 
that there are three imperatives: a brand should be sensual, soulful, and seamless. 
 Being the excellent process engineers that we are in North America, we’ve gotten down 
the sensual and the seamless aspects pretty well.  We know the brand experience is a result of 
multi-sensory, multiple points of contact that reinforce and illuminate different aspects of the 
brand promise.  We also know how to create a seamless system for managing a brand within our 
organizations even if we implement it with varying degrees of success depending on where we are 
on the learning curve we also know that in a world of commoditized product added value is all 
about the intangible benefit. 

 In fact, I once heard the CEO of a company called Joe Boxer, which started out as a 
manufacturer of men’s boxer shorts, say the brand is the amusement park; the product is the 
souvenir.  The stock market supports his point of view.  The valuation of some of the leading 
branding corporations on the New York Stock Exchange tends to drive 60% of their stock price, 
so the brand is seen by the stock market to account for a huge amount of that company’s value.
 So, sure, we professionals have learned a lot in the branding game, but the one area that has 
stumped us is the soulful part.  Sure, we and our advertising brethren can craft a brand image 
that speaks to the soulfulness or humanity of our customers and other stakeholders.  In fact, 
Citibank’s tagline, “live richly” implies a certain balance and appeal to the other dimensions of 
satisfaction beside money.  And so does New York Life, which touts “strength, humanity, and 
trust,” as its corner stones. 
 But can we live up to the promise of these expertly engineered communications?  And by 
the way, how earnestly do we try?
 We like to think of the brand as a combination of two things: an inspiring promise that’s 
effectively delivered.  And this notion of a delivery that matches the promise (and our promises 
are pretty strong, maybe hyped up these days), is the next Rubicon in our field.  And this is 
why, when I talk about bringing your character it to work, we need to get more involved in the 
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content of the brand promise than just the engineering of its communication.  And that’s the 
Rubicon the business community is facing now.  
 Business knows that people want balance in their lives; it knows that civil society in many 
ways is demanding more humanity in its human experience and it’s documented in numerous 
research studies.  You see it much more overtly in Europe and the UK, perhaps Australia and 
perhaps even here…I don’t know for sure…than in the US.  
 But one of the more interesting studies is by Paul Ray and his team on what he calls the 
“cultural creatives.”  This is a values driven population cluster which according to his calculations 
includes up to 25% of the US population and slightly higher in Europe.  These people are 
fuelling a market segment in the US dubbed LOHAS (Lifestyles Of Health And Sustainability), 
which is estimated at multi-billions annually.
 I was interested to note that a recent Globe and Mail series on the “new Canada” also reveals 
balance as a primary objective of the younger population here.  And they want integrity and 
respect in their dealings with businesses.  
 The trend toward a holistic view of what a corporation is really responsible for is mirrored in 
personal and financial trends. Just as individuals look more at the whole sum of their life rather 
than just the traditional material rewards, so too are they holding corporate entities accountable 
for their impact on the whole of society.
 Another barometer of this emerging holistic standard for business and, by the way, for our 
clients is the explosive growth in the socially responsible investment markets.  In the 1990s, and 
this is US data, investments that were screened for various values criteria grew 80% faster than 
the broad markets represented by the S & P 500.  In the past 3 years, while those broad markets 
have suffered net outflows (that is, people took their money out; they didn’t just decline in value 
because of declining stock price) the socially responsible vehicles enjoyed net inflows.  
 But business has been slow to overcome the ambiguity that built into the modern antisocial 
contract summarized in the statement: “the business of business is business.” So, that’s the gap 
that we and our strategic partners are attempting to address with our SoulBranding™ approach: 
helping companies to integrate the values their newly empowered stakeholders expect into the 
day-to-day decision-making of their companies.  
And such an obvious need represents a market opportunity for all of us to help repair the rift in 
trust between the business community and stakeholders.  It may require taking clients by the 
hand and showing them the advantages of incorporating their humanity into day-to-day business 
operations as well as the dangers of not doing so.  
 Now, you might say, “that’s the last thing my client wants me to do. The client wants me to 
put the most attractive wrapper around what they’re selling, whether it’s a stock or a product or a 
service.  The client wants me to entice the marketplace to make attractive artifacts that are going 
to flatter, emotionally stir, and tantalize their stakeholders to buy and buy loyally.  The last thing 
the client wants me to do is rock the boat.” 
 Well, I’ve noticed that if I don’t rock the boat, somebody else will, and it will probably be 
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an NGO with a large online community and a direct line to press, which will hurt my client and 
my client relationship.  And if we’re sitting at the table that we say we want to sit at, then it’s our 
job as strategic advisors to be willing to rock the boat. 
 It’s like old fable that recently surfaced in a TV ad about The Emperor’s New Clothes.  The 
emperor needs to put his clothes back on. The emperor is deluted into thinking that people don’t 
see he’s naked. As the emperor’s advisors, we will be exposed anyway for doing him a disservice if 
we don’t alert him to his state of undress. 
 John Cao talked about this yesterday, referring to it as showing his clients what happens 
to the habitual burger and fries eater: he’s headed straight for a heart attack!  In an earlier age, 
society was ambivalent, more ambivalent at least, about the morality of business activity.  How 
many capitals in the west are adorned with this statue?  A lot!  It’s Mercury, the god of commerce 
and by the way, of thieves!  
 In this new century, even companies with good intentions have been dismantled for being in 
a state of denial.  I use the case of Monsanto over and over again because it’s such a great example 
of a company and a CEO blindsided by the new reality and the stakeholder in the new economy 
and because it’s a humbling reminder for me, who thought Monsanto was doing a great job.  
 So, just to trace this through for you, Monsanto and its CEO were genuinely committed 
to doing the right thing (I don’t doubt their sincerity) and making a significant contribution to 
humanity by providing plentiful supplies of food through seeds and agricultural techniques.  
 But in this ardor to help people, its hubris, it ignored people…people particularly in the 
UK who said, “wait a minute! Your intentions may be good but that’s not good enough. You’re 
not listening to our concerns about genetically modified foods and you’re not seeing the whole 
impact of what you might be doing here.  We insist that you stop and take responsibility for that.”
 Well, when the CEO, Bob Shapiro, and his executives went to Europe, they were pied in the 
face, a blindness that matched their figurative state back in headquarters America.  And the fierce 
protests and resistance to genetically modified seeds and the way Monsanto had gone about it, 
particularly in Europe, ultimately forced him to step down and the company to be dismantled!  
 I’m not a little bit embarrassed to tell you that just prior to that debacle, I had extolled 
Monsanto’s brand strategy and execution in the keynote speech at the 10th annual Identity 
Conference at the Design Management Institute.  It was in Montreal, as it happens.  
 I praised Monsanto and its management as an example of the creation and execution one of 
the most brilliant branding strategies I had seen to date.  They had the process down pat and the 
inspiring message to go with it.  They had reached for the highest rung on the positioning ladder: 
inspiration, with their tagline: “Food, health, hope.”  They broke a paradigm; they created a new 
business category and a new name for it.  They called it Life Sciences.  This was leadership!  Even 
better, they had the logo, you all can relate to this, the logo was ready, the design system was 
ready, the materials were ready, the film was ready, and they did not launch.
 They didn’t launch the new identification system until the employees had their arms 
wrapped around what this stood for and their hearts and minds were fully engaged around the 
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new position.  They knew that to create an inspiring high impact brand experience, all points of 
contact, including employees, needed to be humming with the same vibration, and they waited 
until those human factors had caught up.
 They showed brilliant restraint and leadership; it was a model I thought was terrific.  But it 
was the end of an era in branding because even the highest form of last century’s brand strategy 
and management is not good enough anymore.  There was a chink in the value system and the 
newly empowered civil stakeholder community took it down.
 So, there’s something for you to consider with clients: at the point of power, at the point 
of inflection, consider taking an innovative leap into the world of content.  Differentiate with 
that reputation for Canadian decency and social responsibility in those client meetings, here and 
especially with clients outside Canada.  

 What might that look like?  Well, we all use projection techniques when we’re helping 
clients to identify a new image or a new position; we ask them things like, “if your company were 
an animal, what would it be? If it were a celebrity, who would it be?  If it were a car, what make 
and model would it be?”  That’s another aspect of the process we’ve gotten down pat.
 But now we need to ask another question.  It’s not just about “what’s the persona?” (i.e. 
“what’s the promise?”); it’s “what are the values behind the persona that we can count on to help 
you connect deeply and authentically with your constituents?” and most importantly, “what 
evidence of those values shall we point to throughout your company?”  
People say the first George Bush lost his re-election campaign because he didn’t hear the 
population crying out, “it’s the economy, stupid!”  For businesses, at least in the United States 
today, the cry is, “it’s your character, stupid!”  We may not be able to change our clients’ 
character, but we can point out the naked Achilles, heels.  
 Here’s an example of one of the diagnostic tools that helps our clients spy their naked spots.  
On that vertical axis on the left are the values you saw earlier in the round circle.  These are the 
set of 13-plus (and we always put three dots after the thirteenth) values that surfaced in the 
research we’ve been doing for the past four years, where the appetite in civil society, as well as in 
business, is pointing in the direction of these characteristics.
 Along the horizontal axis are different categories of company operation.  So, if a client wants 
to have a sense of “how thoroughly are my values penetrating my company?,” this is simply a 
map.  It helps them screen; it helps them look at that.  
 This is a result, a summary chart of a client study we did. It was particularly interesting 
because this client looked like a good guy going in. The positioning was all about environmental 
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responsibility.  The company is a significant player in cleaning products that are environmentally 
sensitive and enjoys the benefits of such a position by the way, including labour cost advantages 
owing to the psychic value for employees who work at a good guy company.People are willing to 
take less salary when they feel they are contributing to a higher cause through their work. 
 This company wanted to investigate the opportunity to leverage that reputation more fully 
in its brand positioning; they wanted to know, “how far can we push this good guy positioning?”
 So, we conducted a study, which as a starting point we administered as a self-audit (they 
did it) of its second and third tier managers. And the client was surprised at the results.  While 
as expected they were strongly ranked on the common environmental goals of the company, 
they ranked poorly as a people company.  The values that were strongly observed in terms of 
product and processes were dropped in relationships with staff.  The client was surprised, but 
enlightened to see how the values they thought were theirs were actually defined along a variety 
of parameters, they had not been looking at.  
 Part of the lesson here is that in this new world where scrutiny is the name of the game 
and there’s nowhere for companies to hide, what were thought to be good guy characteristics 
in the past may not hold up as strongly or as consistently in the present and the future.  What 
the client gets out of this kind of analysis is to know the source of their strengths, to know the 
Achilles heel, and specifically, to know what they need to do to mend it because as part of the 
reply system respondents indicate what it would take for them to believe the company is actually 
serious about improving.  
 The type of shift this company needs to undertake is illustrated in another company called 
MBDC.  That is short for McDunna Browngart Design Chemistry. Have any of you heard of 
William McDunna?  Well, I hope that many more of you will be hearing about him in addition 
to what I am about to say.
 He has been the dean of the school of architecture at the University of Virginia.  He is a 
principle in MBDC as well as an architecture firm, William McDunna & Partners.  He has 
received several presidential awards under different presidents and different political parties.  
 William McDunna has designed a whole new intent for business and he’s implementing 
it in his business.  He’s just published a book with Michael Browngart called Cradle to Cradle. 
When I interviewed him for my book and asked him to explain it to me succinctly, he said, “who 
will love the children?” I was kind of stymied by that. I didn’t really know what he meant.  
 But this is what he is asking in his design intent. He is designing for the next generations 
and he observes that the system we live in is closed: the good that we do it and the bad that we 
do and the environmental degradation is cumulative. What we are not dealing with today will 
have to be dealt with tomorrow and so he puts it in the context of the children.  
Rather than maximize an existing paradigm, as many who are in the environmental movement 
have done with concepts like echo efficiency (which is more like engineering out the least 
damage that you can do), the Cradle to Cradle model actually shifts design intent to enhancing 
the systems it touches.  As our mentor, Albert, might say, that’s a quantum leap from designing 
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to minimize the environmental footprint!
 In his enthusiasm in our conversation, Bill told me how he came to develop an interior for 
an airplane (“that you could eat, Elsie!”).  Well, the image wasn’t too appealing…I got the point!
 We think this is where, at the top of this pyramid, the really significant innovation 
opportunity is for business and it’s where Bill McDunna happens to live.  It’s at the top of this 
continuum where the interests of humanity merge with the interests of business.  Imagine 
designing for such a goal, humanism integrated with decision-making (or as Bill would put it, for 
the love of the children) when continual renewal and enhancement are the intent behind designs.
 Would we look to natural systems for models?  Would we use extreme scenario planning to 
posit the parameters for our design?  What language would we use to describe our activities, our 
roles and products, our brands, our companies?  What imagery would we evoke for the intention 
of such a values-driven world?  And who would replace Mercury, the god of commerce and 
thieves, on top of all those municipal buildings?  
 You can see how business and society today desperately need the artist to imagine.  You 
heard John Cao say that yesterday also.  Is it an accident that Bill McDunna whose companies 
engineer materials that enhance the fertility of the soil when their product cycle is finished is an 
architect, a designer of space, one who envisions and constructs to that vision rather than one 
who engineers to status quo limitations?
 Graphic designers are also referred to as graphic artists, of course.  The artistic impulse to 
envision freely is a core competence today. It’s becoming clear in this conference also.  To do so  
and return the vision to the practical discipline of serving business and society will be the next 
Rubicon.  And who has more credibility and head start than you, who are known for your 
integrity, respectfulness, and social conscience?  Who better than Canadians like you to bring 
humanity into the bottom line of business as artists and crafters of society’s icons?
 I leave you with those questions.  Thank you!
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