
























































conscious application of the imagination is to be extended
into the corporate whole, if company strategy is to be

as creative as corporate communications strive to be,

then it would seem to make sense to adopt similar
planning procedures.

The first stage is the selection and analysis of all
relevant information: What is our current situation?
How do we seem to our customers? How do we stand
competitively? Do we see trends — and if so, in which
direction? No room for whimsy, here. No room for
guesswork or flair or approximations: just hard, rigorous,
clinical interrogation. For outside advisers, the client

company may well look to the management consultant.
Time-and-Motion Man is in his element.

Then: What is possible for the future? What is our 5
most desirable (practical) destination? Subtly, the rules 0
engagement change — because there’s now a need for

speculation. The Mad Inventor, until now on the benches,
is called on to the field.

If invited to speculate, Time-and-Motion man
becomes unhappy. He is interested in a destination only
if he can see immediately how to get there. By contrast,
the Mad Inventor finds speculation irresistible — and can
become irrationally committed to a destination whether
or not there is discernible access to it. Between them,
skilfully managed, an hypothesis is formed. Given the

technology, given our knowledge and our foresight: this
1s where we could be.

And then finally: How do we get there? What

actions, deeds, changes, inventions, investments do we
need to make that will make our arrival at that
destination most probable?

This, with a small roll of drums, is The Mad

ntor’s big moment. Because it is now that we need
“the magnanimity of disorder, the happy abandon, the
entrepreneurship venturing into the unknown and the
incalculable...” It is at this moment (for the moment) that
Tlm_e-and—Motion Man should be gagged and bound and
left in t_he locker room. And where the advertising agency,
the'de&gn consultant or the public relations counsel could
be mvolvgd and motivated and encouraged to think
irresponsible thoughts; to supplement internal corporate

resource; to augment “the creative imagination rushing in
where bureaucratic angels fear to tread.”
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