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FROM THE EDITOR

THE LANGUAGE OF 

INNOVATION 

T
his issue of Innovation contains the annual review of the IDEA winners. In this year’s col-

lection, as every year, we celebrate global excellence in the solutions. The IDEA is the

highest-standard design competition in existence. Open to the world and sponsored by

BusinessWeek, a Gold IDEA is the most sought-after award offered to designers. Winning design exe-

cutions represent the best of the profession, as judged by an outstanding group of jurors.

These designs are scrutinized on many levels, not
just beauty or creativity. Jurors carefully weigh each entry
against rigorous criteria to identify the very best of the
submissions in each of the 13 categories. What is the
advantage to the user? The innovation in the manufac-
ture? The benefit to society? These are just a few of the
elements of good designs. Of course, today good designs
are simply not good enough any more. Great design tran-
scends the physical, touches emotions and creates and
enhances experiences. Although judging great design
can be subjective, one thing is for sure: Bringing great

design into the world requires assuming risk. The good
news is that along with risk comes the promise of reward.
In this collection of winners we see the language of inno-
vation represented in exceptional designs that almost cer-
tainly will benefit their patrons greatly.

You can have creativity without innovation, but you
can’t have innovation without creativity. Some of the suc-
cess quotient is dependent on a leap of faith. The more
you invest in innovation, the more return you realize is a
hard argument to make effectively because innovation is
so hard to quantify.
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come to love it. This in turn inspires loyalty and encour-
ages repurchase, reuse and word-of-mouth publicity.
Many people make a personal, emotional investment in the
company or group that brought the product to them. This is
innovation used to its most powerful effect, resulting in
great designs and even greater companies.

So in this issue, we pay homage to great designs
from this latest round of the IDEA competition—designs
that advance the argument that when products are equal
in their function and cost, design becomes the reason for
the buying decision. Lately it seems the message is res-
onating more clearly as we credit design for more and
more success both in the marketplace and in the land-
scape of social responsibility. 

Judging the IDEA winners is in some part subjective.
It’s true that each year the jury perceives different merits.
Yet the baseline standard of overall exceptional quality
remains the barrier for recognition in this competition.
Taken as a whole, the successes of these fantastic win-
ners present design as more than a practice; they argue
that high-quality design is a success strategy. The IDEAs
profiled in this issue are examples of the reward that
comes with assuming some creative risk and using inno-
vation as a success strategy. 

Please enjoy this issue of Innovation, and don’t
hesitate to send us your thoughts about the merits of
these designs. 

—Mark Dziersk, FIDSA

The language of business at its core depends on
metrics. It is often said that a truly great design cannot be
judged until it has proven its success in the market. This
is a two-sided argument: Little progress can be made to
advance design if risk is always mitigated, and chances
that cannot be quantified beforehand are not taken.
Business has a blind spot: The dependence on metrics in
order to make decisions. Across the world, metrics dom-
inate the decisions in the boardrooms charged with intro-
ducing new products. But, the idea of using innovation as
a tool is so pervasive that designers have an unprece-
dented opportunity to lead the dialogue and to make the
arguments to justify risk-taking designs—designs that will
not only succeed in the marketplace but also rewrite the
rules. Because designers still understand more about
business than business people do about design, design-
ers are uniquely qualified to bridge the gap between
requiring proof to move forward and simply believing in
the ideal.

Design creates and maintains brands through peo-
ple’s interactions with solutions that fulfill the promises of
the brands. Why invest millions in creating a brand whose
experience doesn’t match its promise? This applies to all
products, systems, environments and software applica-
tions.

When a product looks or works just right, people
become more emotional about their relationship to it. They
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