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FOR IMMEDIATE RELEASE

‘Predictable Magic’ Transforms Business with Design Innovation

New Book from Wharton School Publishing

Provides Business Leaders with Blueprint for Design Success

New York, NY (July 29, 2010) - Companies invest fortunes on innovation and product strategy.  But by some estimates, 80 percent of new products fail or underperform.  Every year, though, a rare few succeed brilliantly.  Why?  Their creators have seamlessly integrated corporate strategy with design, delivering rewarding and empowering experiences that are truly “magical.”

In  Predictable Magic: Unleash The Power of Design Strategy To Transform Your Business (Wharton School Publishing, ISBN 13:  9780137023486, Hardcover, $29.99, 183 pgs, August 2010), authors Deepa Prahalad, a leading business and design consultant, and Ravi Sawhney,  founder and CEO of RKS, a global leader in strategy, innovation, and design, demystify their highly successful design process for readers. The Psycho-Aesthetics( process is a breakthrough approach for systematically creating deep emotional connections between consumers and brands, and Prahalad and Sawhney provide a pathway for its replication with powerful new approaches for gathering and interpreting consumer data.  

Few will deny that information overload without insight is a growing business problem. Companies spend millions to analyze consumer demographics and behavior.  However, research reveals the vast majority of purchase decisions are made on an emotional basis, and experts estimate that up to 95% of buying behavior originates at the subconscious level. 

Predictable Magic makes the case for supplementing traditional approaches of consumer research and data collection with the study of “emotional triggers” and establishment of emotional connections, revealing this technique as the best way to achieve market insight amid the often-conflicting “answers” traditional methods yield. 

(more)

About Psycho-Aesthetics(
“It’s not how you feel about the product or experience; it’s how it makes you feel about yourself”

Psycho-Aesthetics( generates strategy-fueled inspiration with predictable regularity – like predictable magic – all based on the philosophy of emotionally connecting consumers to brands through design.  It has shepherded countless client success stories at RKS, ranging from Fortune 500 to start-ups, and it has implications for all those who engage consumers or audiences, not just designers. “Psycho-Aesthetics recognizes our undeniable need for positive affirmation and how we fulfill this need,” elaborates Sawhney. “It’s about how we interact with stimuli, how we retain images in our minds, and how those impressions can create expectations and predispositions for us as consumers. Simply put, it is about creating meaningful design that connects, innovation that resonates, and experiences that ignite.” 
“Psycho-Aesthetics( is a spirit of design that when expertly blended delights and captivates its subject,” further explains Prahalad. “A sum-of-all-the-parts concept, it is an approach that lives in that space of creating meaningful impressions of a design’s intended benefit and the assured delivery of that benefit.”  In keeping with that ‘spirit,’ The Psycho-Aesthetics( philosophy toward gaining insight might metaphorically be thought of as a martini containing three principle ingredients: 

· The 1st--Personify Your Consumer: a human-centered development approach to technology, inspired by Dr. Don Norman, which puts people’s needs first, technology second. By focusing on human activities, the technology becomes less visible and designers/managers can focus on making emotional interactions strong, simple, and enjoyable.

· The 2nd—Own the Opportunity: discovery of ‘opportunity zones’ via utilization of the commonly understood Maslow’s Hierarchy, as a vehicle to map consumer purchase decisions based on motivations (X-axis) against the degree of experiential activity (Y-axis). The overlaying of competitive, motivational, and experiential maps provides vision for the design process furthering collaboration and results. 

· The 3rd—Engage Emotionally: deeper understanding of how we engage stimuli that can be more readily understood when using the experiential story telling of a ‘Hero’s Journey,’ which is a classic and global story-telling narrative quite useful in charting steps consumers take when interacting with a product or experience, from attraction through engagement and purchase. It is helpful for framing the process of establishing emotional connections. 

Check out the book’s web site, www.predictablemagic.com to access additional information including design tools, author blog and premium bonus content.

About Wharton School Publishing

Wharton School Publishing (www.whartonsp.com) is dedicated to presenting the world's foremost business thinkers in print, audio, and interactive formats. All titles must be approved by a senior Wharton faculty review board to ensure that they are timely, important, conceptually sound, empirically based, and implementable. The editorial focus on applicable knowledge, along with multi-media publishing, enables readers to gain new insights into the issues shaping the future of business, and plan and take action to achieve their goals. Wharton School Publishing is a partnership between Pearson, the world's leading education company, and the Wharton School of the University of Pennsylvania: www.wharton.upenn.edu.
About RKS Design

RKS is world-recognized as an award-winning industrial design consultancy offering a full range of research, strategy, innovation, and design services. RKS is comprised of a high-energy, results-oriented team of creative and business professionals possessing expertise in industrial design, engineering, business and brand strategy, graphic and packaging design, prototyping, and communications. RKS’ renowned team of design engineers has been issued more than 150 patents and won more than 90 product design awards globally for outstanding innovation and successful client collaboration while supporting a diverse group of leading consumer brands. RKS consistently ranks in Business Week’s Top 10 Industrial Design firms for its thirty-year legacy of transforming client inspirations and aspirations into meaningful brands and powerful business results. Founded in 1980 and led by acclaimed designer Ravi Sawhney, the Southern California-based firm is widely known for its proprietary methodology Psycho-Aesthetics(. RKS clients include: LG Electronics, Hamilton Medical, Vestalife, JBL Professional, HP, Amgen, Epson, BAE, KOR Water, Zyliss USA, Sprint, Panavision, Intel, Medtronic, Fossil, Discuss Dental, and many more. Discover more at: www.rksdesign.com.
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RKS has always sought to create designs that harmonize function, aesthetics, and emotions – 

knowing that when designs make the consumer feel empowered, they feel compelled to share their experience with others. This is how we create the ‘Heroic Evangelists,’ who generate viral demand and propel market performance for our clients.” -Ravi Sawhney

CO-AUTHOR BIOGRAPHY

DEEPA PRAHALAD

Deepa Prahalad is an author, business strategist and consultant specializing in opportunities at the intersection of consumer experience, technology and strategy.  Passionate about emerging markets and innovation, she began her career researching how to improve efficiency in UN procurement and later moved to Singapore to become a commodities trader with Cargill.  Prahalad has worked with firms from start-ups to large multinationals and has been RKS's global insights leader since 2008. 

Prahalad collaborated with RKS to research and co-author the upcoming book, Predictable Magic (Wharton School Publishing).  She has spoken at business schools such as USC and Harvard on design strategy using the EMPOWER framework she developed and conducts workshops for executives. Most recently, she worked with Harvard Business School to develop a case exercise on the use of the RKS' Psycho-Aesthetics® design philosophy. Prahalad has a BA in Economics and Political Science from the University of Michigan and an MBA from the Tuck School of Business at Dartmouth.  

CO-AUTHOR BIOGRAPHY

RAVI K. SAWHNEY

As the founder and CEO of RKS Design, Ravi Sawhney has spent more than thirty years at the forefront of product and technology innovation, and has grown his industrial design consultancy into a global leader in the fields of strategy, innovation and design. While leading RKS, Sawhney has helped generate more than 150 patents and over 90 design awards on behalf of his diverse list of international clients, and his work has been featured on the cover of Business Week's best product design issue. Sawhney invented the predictable Psycho-Aesthetics® design methodology, which Harvard Business Press adopted as a business school case study before it grew in popularity to become a central focus of Predictable Magic, a new book co-authored by Sawhney and published by Wharton School Publishing, available in August 2010 at major national retailers.  Sawhney is also the regular columnist/ blogger of 'Design Reach' for Fast Company, as well as a popular corporate and academic lecturer who has spoken at many prominent business schools, trade conventions and international conferences. Sawhney is a fellow in the Industrial Design Society of America (IDSA) and holds a Ph.D (Hon.) from the Academy of Art University San Francisco. 
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WHAT PEOPLE ARE SAYING ABOUT PREDICTABLE MAGIC

MEDIA:

Prahalad and Sawhney divulge the alchemy behind some recent monster marketplace success stories.  What they offer, in short, is a sort of Holy Grail: a handbook for replicable innovation. Predictable Magic is invaluable for anyone seeking to use design to create products that are both highly successful – and greatly loved. And that’s magic, indeed.

Linda Tischler, Senior Writer, Fast Company

DESIGN INDUSTRY LEADERS:
The natural fusion of psychology and creative disciplines enable a potent capability that will be critically important as we seek to better understand the demands of a diverse global population… Predictable Magic outlines an important framework for all product development professionals to capture and define the emotional wants and needs of a user. 

~ Ken Musgrave, IDSA, Director, Experience Design, Dell

The failure of companies (and maybe even governments) to begin with the dynamic needs of human beings ... is what leads to mediocre market performance.  Corporations must take the time to understand global human trends and how they impact industries.  Bravo!  The authors have crafted an understandable set of principles, cases and approaches to help us all navigate this more effectively.

~ Robert T. Schwartz, FIDSA, General Manager, Global Design GE Healthcare

Prahalad and Sawhney have developed the most comprehensive book I have found on the emerging study of emotional connections between consumers and products.  The Psycho-Aesthetics concept is something that every person who has a leadership role in brand building, product development or innovation must absorb and understand.  Predictable Magic is attainable and needs to be integrated into the business architecture of every business.

~ Charles L. Jones, Vice President, Global Consumer Design, Whirlpool Corporation

ACADEMIA/ BUSINESS THOUGHT LEADERS:
While every company strives to create products and services that dazzle, few achieve this feat. Now, in Predictable Magic, Prahalad and Sawhney lay out a simple but powerful methodology for turning deep consumer insights into attention-grabbing, expectation-defying designs. If you’re looking to increase the “magic quotient” in the things your company makes and sells, you’ll want to dig into Predictable Magic.

~ Gary Hamel, Visiting Professor, London Business School

By putting the empowerment of people at the center of strategy creation, Predictable Magic is as much a book about values and leadership as it is about design.  It can help executives find meaning and value in their work as they create meaning and value for their consumers.  

~ Marshall Goldsmith, Executive Coach/ Best Selling Business Author

Prahalad and Sawhney shine a light on an important piece of the strategic puzzle: how to convert consumer emotions into successful designs. They provide a rigorous approach to guide innovation efforts from strategy creation through execution.  This is a must read for anyone who is trying to create a new product or develop a new business model. 

~ Dr. Vijay Govindarajan, Earl C. Daum 1924 Professor of International Business Tuck School of Business, Dartmouth College
Predictable Magic Endorsements/ Page 2

In Predictable Magic, Prahalad and Sawhney lay out a novel and powerful approach for infusing a consumer perspective into innovation strategy. By providing a cohesive framework for understanding how and why consumers connect with products and services, including those of rivals, the book provides designers, innovators and managers alike a lens through which to see which innovations can make your firm a hero in the marketplace.

~ Elie Ofek, T.J. Dermot Dunphy Professor of Business Administration, Harvard Business School

Prahalad and Sawhney have written an unusually useful book.  It is one of the rare sources that goes beyond giving us another definition of innovation.  With concrete examples linked to practical principles they show us how to do it.

~ Patrick Whitney, Steelcase / Robert C Pew Professor and Dean, Institute of Design Illinois Institute of Technology

Prahalad and Sawhney are among the very few designers who understand that meaning itself is a design - that humans are not built into the environment via instinct.  Predictable Magic demonstrates an appreciation of humans, in all their authenticity, as beauty incarnate: full of asymmetry, paradox and irony.  Prahalad and Sawhney are exceptional product designers because they are creators of things that allow people to emotionally connect with what is latent in them and deeply personal.  A bigger gift no one can offer.

~ Dr. Bob Deutsch, Cognitive Anthropologist President and Founder of Brain Sells

An indispensable resource for anyone concerned with creating value through innovation. The EMPOWER framework uniquely combines concepts of creativity, strategy, and psychology in a pragmatic and integrated approach. With concrete cases, it offers many timely insights that can be readily adopted by any organization striving to connect emotionally with its customers. Deepa and Ravi have de-mystified the black box of creativity.

~ Dr. Arvind Bhambri, Faculty Director, Marshall School of Business

Ravi Sawhney and Deepa Prahalad have opened a window into the alchemy of converting consumer insight into innovative and successful products. In Predictable Magic they provide a framework, a visual language and a vocabulary that can be shared amongst interdisciplinary product development teams thereby fostering collaboration and creativity, and speeding up the product development process. This is a valuable contribution to the art and science of creating breakthrough products and services.

~ Sunil Mehrotra, Managing Partner at Medizen

Predictable Magic convincingly argues that design is intrinsic to successful product innovation... requiring deep understanding of the emotional and experiential responses of diverse consumers, and early integration into the formulation of business strategy.  It draws from many disciplines and distills original insights into a systematic framework for strategic innovation.

~ Linda Lim, Professor of Strategy, Ross School of Business, the University of Michigan 
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Predictable Magic places the consumer experience at the center of product design and marketing. Empathy and emotions, understood through the concept of persona bring a richer and fresher perspective on consumer-driven innovation than any other book I have seen.  This book is a “must read” for anyone concerned with developing products and experiences consumers will have.  It provides practical advice, frameworks, and tools to foster successful innovation, without ever falling in the recipe mode.
~ Yves Doz, The Timken Chaired Professor of Global Technology and Innovation, INSEAD

In Predictable Magic, Prahalad and Sawhney offer a design-based approach to new product development and product line resilience that bridges the gap between inspiration and implementation.  Sustainable success in global product markets requires industry entrepreneurs – whether they serve as principals in start-ups or as corporate senior managers – to understand the crucial, increasing role of design.  How can managers make the leap from personal taste – which everyone can claim – to free themselves to collaborate with designers to reliably match market opportunities to products that engage consumers as individuals?  Predictable Magic offers both a framework and a process to answer this question, supported by proven results.
~ Thomas P. Murtha, Professor of Marketing and Management, The Eli Broad College of Business Administration, Michigan State University

~ Stefanie Ann Lenway, Dean and Professor of Management, Michigan State University

Co-Authors, Managing New Industry Creation
SOCIAL INNOVATORS:

Simple, profound and radical. Prahalad and Sawhney have turned received wisdom upside down by making customer emotion the starting point for innovation and growth. This book will change the way you think about design, business and strategy.

~ Yann Risz, Venture Partner, Siderian Ventures

 “Predictable Magic provides a much-needed set of insights, case studies and methodologies for product design and development.   In particular, the products and services being developed for customers in emerging markets must think about design and experience in the way described by Predictable Magic if they are to succeed and improve the lives of millions around the world.”

~ Nishith Acharya, Executive Director, The Deshpande Foundation

As the competitive playing field shifts… companies are challenged to relate ever more directly with the market’s new Big Kahuna—the whole person. How does a large, engineered business system engage an individual’s heart and mind and deliver unanticipated benefit? Predictable Magic offers a truly elegant answer. Prahalad and Sawhney’s EMPOWER framework is practicable, tested, and intuitive. Rely on it: the hours spent with this book will empower your strategy.

~ Jeb Brugmann, Founding Partner, The Next Practice

Author of Welcome to the Urban Revolution:  How Cities are Changing the World

Check out the book’s web site, www.predictablemagic.com to access additional information including design tools, author blog and premium bonus content.

AUTHOR Q&A

Q1: What motivated you to write Predictable Magic? 

Sawhney: By creating efficiency and clarity in a very complex undertaking – understanding the consumer - the Psycho-Aesthetics® approach explored in Predictable Magic has helped companies competing on design succeed again and again in highly-competitive industries, including: healthcare technology, consumer electronics like cellular & home entertainment, musical instruments, consumer packaged goods, major appliances, and more. Our approach to realizing innovation by better understanding consumers holds tremendous value for brand managers, advertising agencies, and communication experts, among many others, so we were motivated to share our proven techniques so that they and others might replicate our successes. 

Q2:  What role does an industrial designer play in product and service development?

Prahalad: The role of ID firms in creating products and services is not well understood by the general public. Successful corporations tend to have talented internal R&D teams, but most of them use the expertise of outside designers, just as they use management consultants to complement their executive teams. A talented design firm works collaboratively to develop solutions that solve multifaceted problems, generally integrating research, strategy, engineering, and communication design in the course of discovering breakthrough innovations. 

Q3: What do the world’s best industrial designers and innovators do that others don’t?

Sawhney: The process of design and innovation is about capturing the imagination of your audience, many times using the same building blocks as other players. The best designers usually marry artistry with empowering experiences that create emotional connections between consumers and brands. These bonds are often elusive, but are the basis of market leadership and sustained financial performance.
Q4: Why do you think there is a renaissance in the design world today? 

Sawhney: We would not be the first to point out that consumers are saturated and not responding to most brand extensions. Most firms have been focused on technology, building global presence and distribution. Now the focus is shifting to innovation to better realize cost-effective differentiation, and design is central to that effort. Consumer insight drives successful design, and since RKS has lived at the intersection of consumer insight and innovation for nearly thirty years, we are really excited to be witnessing the shift, while contributing to its understanding and application. 

Q5: Why is design becoming more important to managers and the larger public? 

Prahalad: Today, firms in all industries now find themselves in steep competition on design, whether product or service – whether they realize it or not – because the concept of design has broadened beyond the purely aesthetic, and come to include every aspect of the consumer’s interaction with the brand. Therefore, a new design mentality and methodology has become a necessity for predictable innovation by business leaders and entrepreneurs across industries. 
(more)

AUTHOR Q&A/ Page 2

Q6: What will readers learn and take-away after perusing Predictable Magic?

Prahalad: Many good designs are quickly dismissed, and the best ones are quickly copied. Companies therefore need to innovate constantly to stay on top, and a replicable process for doing so can dramatically increase the odds of success. Predictable Magic provides readers with a predictable innovation process that is counter-intuitive but desperately needed in today’s world. 
Sawhney: Award-winning design is no longer enough. With the help of this book, readers should be better able to zero in on what will create a compelling consumer experience in their category – and also develop the capability to better align internal stakeholders around a particular design manifest. 

Q7: What are some of the case studies described, and how do they help bring the P-A process to life for the readers? 

Prahalad: Numerous case studies were included throughout the book to illustrate across a wide range of industries exactly how to gain and use emotional insight to guide the design process, including JBL, Vestalife, Discus Dental, Amana, and RKS Guitars. The cases help to demonstrate the EMPOWER framework in practice, while allowing business leaders to fully comprehend the Psycho-Aesthetics( processes and its applicability to their unique business, brand, communication and consumer adoption challenges.
Q8: Why are emotional connections with consumers paramount in design and commercial success? 

Prahalad: Out of both enlightenment and necessity, companies today are experiencing an important paradigm shift in executive and cultural mindset, recognizing that without and emotional connection there is no brand connection and no barrier to defection. Market performance of design success stories like Apple or Target, and the excitement generated by compelling new designs, provides a convincing case for the power of design to capture our imagination – and produce impressive returns in the process.

Sawhney:  Exactly. This is because at each stage of life there are designs, people, places and ideas that become part of us and the stories we tell ourselves and those around us; they resonate with us emotionally, and in doing so often stay with us forever. In the age of social media this can be extremely powerful. Over time, we discovered at RKS that factoring in emotion has not made design more complex, but introduced clarity to the decisions and trade-offs that inherently come with implementation. That clarity has allowed our agency to breathe new life into stale categories, help companies climb back from decline, and enter the market and seize share, faster, with more lasting results that we dared hope for.

Q9: Can you really make good design and business decisions based on emotion rather than data? 

Sawhney: Yes, not just good decisions, but often better ones. Absolutely, we have seen the results in terms of successful innovation, again and again. It does require a leap of faith initially because many of us are conditioned to believe that quantitative data is more rigorous, and therefore more reliable.  Assumptions underlying financial and other quantitative approaches are many times less rigorous than behavioral observations.

(more)
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Q9: (continued) 
Prahalad:  Market differences can be overwhelming if analyzed with demographics and income. But when markets are looked at through the lens of consumer needs, desires and aspirations, a logical pathway for how to reach them emerges. While the realities in markets differ, the tools to understand individuals need not. The challenges today is no longer about delivering the same goods worldwide, but creating the same degree of self-affirmation on a global basis. Moreover behavioral observations often transcend global boundaries and can be verified by a larger and more diverse set of stakeholders. 

Q10: What is the Psycho-Aesthetics methodology?

Sawhney:  It is a design process that relies heavily on fundamental teachings of psychology to connect in meaningful ways with global audiences, identify market opportunities, keep innovation initiatives better aligned with business strategy. Throughout our work with large corporations and entrepreneurial firms, we saw how business decisions about branding, retailers and pricing could weaken the impact of new concepts; the need for aligning strategy and design became obvious. 

Prahalad: This framework makes it possible to systematically understand the emotional reactions of consumers. It doesn’t prescribe answers or a given aesthetic, but guides the design process by fostering dialogue and collaboration among stakeholders, and ultimately empathy for the consumer. Teams work better when there is a visibility to the inherent tradeoffs encountered in the design process.  

Q11: How (and Why) did you develop the Psycho-Aesthetics methodology? 
Sawhney: We were fascinated by the fact that many celebrated designs failed to translate into commercial success, and theorized that a disconnect must be occurring with startling regularity between consumer expectations and final design manifestations. The Psycho-Aesthetics( process emerged over time after studying design failure in order to create design successes with predictability and efficiency. Confronting two of the major challenges it the design process – creating rich, actionable consumer insight and fostering more effective collaboration – ultimately led to the methodology’s development. 
Prahalad: The approach developed slowly at first as an instinctual reaction to client-based challenges, which success then grew into a more formal strategy process during the past two decades at RKS. We came to realize that strategy without design is just good research and lacks execution – a requirement for market ownership, while design without strategy is just a good idea that lacks vision – the basis of innovative, breakout success.  This realization was the initial catalyst for developing Psycho-Aesthetics( to deliver strategy-fueled inspiration for RKS’ diverse client list.  In the process the firm has created products, experiences and market performance for a wide range of clients across industry boundaries. 
Q12: Why should people who aren’t involved with the design process buy Predictable Magic? 

Sawhney: Garnering and harnessing consumer insight isn’t the exclusive territory of designers, but rather a key component of many business functions regardless of industry.  Our starting point - understanding how to best connect with the consumer - saves both time and money in the design process. 

Check out the book’s web site, www.predictablemagic.com to access additional information including design tools, author blog and premium bonus content.
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Q12: (continued) 
Prahalad: Beginning the journey with more meaningful consumer insights holds potential to help so many others who depend on cultivating meaningful and lasting relationships with consumers.  The straightforward approach the book teaches, when illustrated with numerous client-based examples, provides an easy pathway to gleaning that insight. 

Q13: Can you please explain the EMPOWER framework and how it is forward looking? 

Prahalad: The EMPOWER framework and analysis is intentionally future-focused with the objective of discovering gaps in consumer experience; it is both an acronym for helping users set the stage for success while retaining emotional insight, as well as the experience one should strive to create for all consumers or audiences. It reminds readers to: 


Enable stakeholders: by framing from the consumer’s perspective to removes barriers 

Map the Future:  using P-A to obtain insights that mapping margins or share cannot discover

Personify Your Consumer: and achieve holistic understanding through day-in-the-life, personas and ethnography that supplement data. 

Own the Opportunity: by understanding gaps from the overlay of product and persona maps opportunity zones emerge, establishing strategic direction with precision. 

Work the Design Process: design meaningful experimentation and learn from design iterations, then address implementation challenges to transform strategy into a tangible design that connects emotionally. 

Engage Emotionally: communicating value with resonance is essential; frame the purchase decision using the ‘Hero’s Journey’ as a proven method for creating emotional connections 

Reward Your Consumer: 

Q14: What does the future hold for Psycho-Aesthetics and vise-versa? 

Prahalad: Looking to the future we can already see the design profession and consumers migrating from rewarding products, to now expect services and experiences of similar value. Consumers today, faced with an abundance of choices, are increasingly buying into a narrative as much as they are purchasing actual products, services or experiences.  Few companies remain untouched by the impact of rising consumer expectations on a global scale. At the same time, businesses and private citizens are turning their attention to address societal and sustainability challenges, while market demands increasingly require companies to produce at a fast and steady rate.  

Sawhney: As we grapple with new questions, new collaboration methods and shorter innovation windows, the principles of Psycho-Aesthetics only become more valuable.  Because of its simplicity, adaptability and global perspective, we envision Psycho-Aesthetics will be a self-perpetuating and forever expanding tool meeting the demands of business, social change and sustainability. We hope that by seeing a way to get from insight to empowerment – in effect, having a map – more people will be encouraged to make the trip. 
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