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Background
During fall term a series of CBS-DKDS (the Danish Design School) seminars on design and 
entrepreneurship will be held in both schools at the initiative of their two rectors Anne-Louise 
Sommer and Johan Roos. At CBS, a business university rather than a business school, an 
MPP team is currently engaged in interdisciplinary research into how to manage the impact 
of design on economy.  We are of course very happy for the cooperation with DKDS - one of 
the most prestigious design schools in the world. The dialogue between experts from DKDS 
is essential to test, debate and develop our common thinking on how this kind of economic 
entrepreneurship can be improved in the Danish cultural context. Consider the following as 
some scattered MPP starting points for our coming discussions.

Creating Resources?
Business Schools normally teach students money-management whilst a Business University, 
like CBS, provides insights into societal conditions for money-making. The former mission 
might be defined as conveying the skills of given business techniques. The latter is a complex 
educational affair involving research into how ideas, people and objects become accepted as 
economic resources in a society. Are resources found and discovered? Or are they created and 
constructed? After having been long categorized as belonging to “nature” gurus of the “new” or 
“virtual” economy preached that resources were something “cultural” or even “artistic”.  Today, 
after the IT-bubble and its first euphoria of “immaterial” economy burst a decade ago and in 
the recent hangover of the last global “financial crisis”, we regard resources more as a mix of 
nature and culture. Creating resources is as much a task for engineers and natural scientists as 
for culturally versed entrepreneurs. At CBS there is much ongoing research into how engineer-
ing and science shape resources that needs further insights into “cultural entrepreneurship” 
and how it contributes to creating resources for money-making.

Cultural entrepreneurs?
As a Business University we are thus primarily interested in culture as a potential cradle for 
economic resources. Although one may question the realism in considering culture as detached 
from economy this seems to be the dominant humanistic approach to the subject. On the 
other hand I feel unsatisfied with the explication of resource-creation, advocated by authors of 
books on “creative” or “cultural” industries as simply putting price tags on what was previously 
considered public or free culture. So, beyond mere price-tagging, what does it take to become 
a successful cultural entrepreneur? While the engineer and the scientist transfer knowledge of 
nature into skills for supplying goods and services to markets, the cultural entrepreneur looks 
upon culture as a vast pool of potential man-made resources. The cultural pool is, I think, dif-
ferent from the natural in at least three respects.

Culture 1:  history and heritage
Business schools have little patience for tradition, and even less for history and cultural herit-
age. A Business University advocates history, not for its own sake, but as a key to understand-
ing resource creation. This is simply because history explores the dusty archives containing 
heritage that make up material for new resources. One of the main reasons for discarding 
heritage from the Business School is the ignorance of how “newness” is constructed. The 
broad interest in innovation, mainly by politicians always on the look for quick fixes to falter-
ing state finances, usually draws on cases of engineering and natural sciences. There has been 
a dominance of the “discovery”-paradigm of innovation.  But cultural entrepreneurship actu-
ally innovates by assembling bits and pieces of the old into the new. This was actually how 
Schumpeter, who carefully observed how “the new” was shaped in “the old world”, defined the 
doings of entrepreneurs. If we take this seriously, history and heritage are central to grasping 
resource creation.
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Culture 2: ideas and philosophizing
The second forgotten dimension of cultural entrepreneurship 
is the domain of ideas and the way in which they emerge as 
philosophizing. There might be some truth in the Marxian 
dogma that ideas are sheer abstract embellishments of con-
crete forms of production.  But this is certainly not the whole 
truth and there are enough concrete enterprises rooted in 
ideas and concepts to challenge naive materialism where 
ideas are nothing but patterns of legitimizing ideologies. So 
how are ideas formed, produced and received? The traditional 
academic way of tackling this question is through philosophy. 
What we accept as economic resources fetches a price that, 
from the philosophical point of view, might be explicated 
as “value”. We thus look at ideas, not as intuitive sparks or 
irrational eruptions of a single individual, but as cases where 
value is constructed and supported by philosophical reasoning 
that thus becomes an integral part of what cultural entrepre-
neurs do when making money.

Culture 3: art and aesthetics
Finally I want to mention a dimension that seldom is con-
veyed by narrow Business School education but that is central 
to that of a Business University such as CBS. Recently, this 
dimension has received much attention especially when try-
ing to improve creativity of MBAs by acknowledging that real 
money-makers are part of a “creative class”. The industrial 
efficiency-era is over and engineering bureaucratization has 
to give way to self-managed creativity of a kind of artist who 
is the new true cultural entrepreneur. But the sole focus on the 
artist is not enough, there is a need to understand what art 
is about if you want to turn industrial work into “artful mak-
ing”. And once you learn how art is “curated” into resources 
by cultural entrepreneurs, in networks and organizations you 
may call “art firms”, you will understand the importance of 
aesthetics as the essence of the resources created. As long 
as we look upon artists as eccentric individuals making pieces 
to hang on walls we miserably fail to understand the third 
dimension of cultural entrepreneurship.

Danish Design, a perfect case of cultural entrepreneur-
ship to explore 
It seems to me that Denmark and its Design tradition is stra-
tegically well-placed to help improve our understanding of 
cultural entrepreneurship for four main reasons.

First, there is a huge body of scholarly work on all three 
dimensions of cultural entrepreneurship. Danish design herit-
age is well researched; its links to ideas and art have received 
some scholarly attention.

Second, the connection between art and design is evident in 
Denmark; the subjects of design as well as architecture are 
considered “aesthetic” disciplines and have not been “indus-
trialized” and integrated into engineering schools as in many 

other countries. The difference between the above mentioned 
resource logics of “natural discovery” and “creative construc-
tion” therefore lends itself to study in an ideal way. In times 
when “industrial logic” is considered a barrier to innovation of 
the cultural kind this makes Denmark even more attractive 
to explore.   

Third, the Business University CBS already has several pro-
jects going that in some ways connect to the investigation 
of “cultural entrepreneurship”. Let me just mention a few: 
Jesper Strandgaard running a research team on Danish 
Creative Industries, Jan Mouritsen and Kristian Kreiner who 
with their team explored architecture in the context of large 
project on building industry, Trine Bille engaged in the special 
branch of cultural economics and Tore Kristensen heading 
both research into marketing and design and a course where 
business students do projects with engineering and design 
students. The latter confirms that Design seems to be in with 
business students who find it so attractive to mingle with 
design students that they soon ape their habits, clothing and 
manners. But if Design only is perceived as “cool” it might 
remain a faddish attitude and fail engaging students into their 
possible roles as cultural entrepreneurs in a future economy!

Finally, it is worth noting that MPP over the past years has 
recruited international faculty with special interest in the 
managerial aspects of design. Robert Austin has been a pio-
neer, introducing HBS business cases on craft and design, and 
his case writing has certainly made many Danish Design Firms 
familiar to MBA-students all over the world. Daniel Hjorth has 
recently edited a volume in a series on the “European school 
of entrepreneurship” devoted exclusively to the aesthetics of 
entrepreneurship. An Italian design- and innovation-scholar 
Roberto Verganti has joined the team at MPP and so have 
Daved Barry and Stefan Meisiek both eminent in the field 
of design, organization and management. These newcomers 
find many old MPP faculty with similar interests like historian 
Per H. Hansen, as well as philosophers Ole Fogh Kirkeby, Ole 
Thyssen and Sverre Raffnsøe who all have published exten-
sively in the field of Danish design, aesthetics and leadership. 

And, as will be made obvious in this presentation of MPP 
news, there are also a number of new studies and ongo-
ing projects we expect to deliver bits and pieces to further 
enlarge our understanding of cultural entrepreneurship in 
general and design as an economic resource in special.  

It remains to urge all coming cultural entrepreneurs to join us 
in the exploration of Danish Design as an economic resource. 

Pierre Guillet de Monthoux
Head of Department, pgm.lpf@cbs.dk
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New	Guest	Professor	Joining	Us:	Roberto	Verganti

Roberto Verganti is Professor of Management of 
Innovation at Politecnico di Milano, where he teaches at 
the School of Management and the School of Design, and 
where he directs MaDe In Lab, the laboratory for executive 
education on the MAnagement of DEsign and INnovation. 
He has been visiting the Harvard Business School twice 
and had already short visits at CBS since 2007 to teach 
Design Management at the Full Time MBA. Roberto serves 
on the Board of the EIASM – the European Institute for 
Advanced Studies in Management, in the Editorial Board 
of the Journal of Product Innovation Management, in the 
Advisory Board of Research in Engineering Design, and in 
the Advisory Board of the Design Management Institute 
of Boston. His research on management of design and 
design clusters in Italy has been awarded the Compasso 
d’Oro (the most prestigious design award in Italy). Roberto 

Verganti has issued more than 150 publications, which lie at the intersection of innovation strategy, design and technol-
ogy management, and investigate the challenges and processes of innovation in companies ranging from dominant players 
such as Microsoft and Vodafone to small and dynamic firms such as Alessi and Nintendo. His most recent book is “Design-
Driven Innovation: Changing the Rules of Competition by Radically Innovating what Things Mean” published in 2009 by the 
Harvard Business Press. He has been featured on The Wall Street Journal, The New York Times and BusinessWeek.

Professor Verganti is excited of the opportunity that CBS has offered him to further develop his research through a visiting 
position at the MPP department. He believes that MPP is one of the most interesting experiment in the arena of manage-
ment education and research worldwide. The open environment, the heterogeneous background of the group, and the 
quality of the scholars will definitely create the fertile humus for a fruitful development of ideas and research. “I feel like 
being in the right place at the right moment” he says with a smile. “Definitely if you are doing research and education in 
design and innovation management, this is the place to be”. Roberto Verganti is visiting CBS for 9 months, and will during 
his stay write a new book with Rob Austin on management of creative businesses, develop new courses for PhD students 
in the field of design management, and explore new initiatives in research, education and collaboration with local industry 
and institutions.         

MPP at the Annual Academy of Management Meeting
As always at the Academy of Management in Montreal, the CBS party was by far the best of its kind. But there is reason to 
mention a couple of other highlights at the more professional level. Prior to the Academy, the Critical Management Studies 
division had arranged a two days’ workshop. MPP had a number of participants also there, and Sverre Spoelstra (Lund’s 
University) and Bent Meier Sørensen from MPP had a very productive CMS Preconference Workshop on Theology, Work and 
Organization, in which Camilla Sløk, Christiane Mossin, Tommy Kjær Lassen and 
Rasmus Johnsen participated with strong papers and ditto discussions. Some 
of these papers will be submitted to the Special Issue of Organization titled 
‘Theology, Work and Organization’ which has deadline this fall and includes Bent 
and Sverre plus Simon Critchley and Heather Höpfl as Guest Editors. Also Sverre 
Raffnsøe and Anders La Cour manifested their presence positively in other CMS 
streams. An Academy without a CMS workshop (they are biannual) is a much 
less attractive event, a fact confirmed this year. This year, the Academy actu-
ally nominated Bent Meier Sørensen’s paper on Holocaust and visual analysis 
of organizational artifacts for the academy wide William H. Newman Award, 
to the author’s explicit surprise. Of course, the actual prize went to some strat-
egy people. Although philosophy is becoming more and more interesting and 
relevant to the mainstream business community, there is still some way for the 
Academy to quit some of its most anti-philosophical habits. Like thinking of a 
conference as was it the Olympics and assuming that it makes sense to deem 
one paper out of 9.000 ‘best’.

5Roberto	Verganti	| Academy of Management Meeting      
    

MPP researchers participated in AOM under 
the theme Master of Business Art
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Some time back, Pampers was the king of the diaper world. 
Starting in 1959, P&G built up the disposable diaper category 
by persistently stressing efficacy and innovation; e.g., leakage 
protection, barrier leg cuffs, absorbency. By 1968, Pampers 
owned almost 100% of the diaper market share and had deci-
mated the market for cloth diapers. At the time it was P&G’s 
most profitable and dominant brand, more than Tide, Crest, 
and Gillette—clearly, babies go through a lot of diapers. Then, 
Kimberly-Clark entered the market with Huggies, a brand that 
emphasized “Mother Caring”, and by 2000, Huggies had taken 
about 75% of the diaper market, outselling all of P&G’s diaper 
products combined. As Stealing Share, a branding company, 
puts it: “Pampers sold the best diaper money could buy. 
Huggies sold the best mother you could possibly be. Huggies 
built a brand and Pampers built a great category.” 

How did this happen? And why does the same thing happen 
most of the time, in most organizational settings? Our title, 
“Questioning the Company You Keep”, suggests that the ques-
tions being asked are often the culprit—which organizational 
questions are being asked, how they are asked, and who and 
what they are directed at. Like most companies, Pamper’s 
questions were directed at “more of the same” and “enclo-
sure”, that is, at consolidating and wrapping in their turf: 
“What technological improvements will lead to more sales?” 
“How can we drive down production costs and make our dis-
tribution networks more efficient?” “How can we consolidate 
the division’s finances, etc.?” Such questions reflect the basic 
assumption that the existing direction is good enough and 
that improvement depends on tweaking the systems that 
support the direction. These questions, and the structures 
they are directed at, reflect the ubiquitous “rigidity problem”, 
where the better we become at organizing for efficiency, at 
“tightening the box”, the less we’re able to get out of the box. 
Put differently, the organizations that we construct to rou-
tinely and efficiently get the job done, whether through hier-
archical, network, or other structures, prevent us from solv-
ing non-routine, extraordinary problems that would demand 
questioning and revisiting the fundamental reasons for the 
original organizational design. Some of these are:

• being challenged with “architectural innovations”. Small 
competitors use the same resources as an established com-
pany and put them together for purposes, products, and 
designs that are unfamiliar to the company. While the small 
competitors grab market share, the company is puzzled as to 
how the new use of the resources might be integrated into the 
existing organizational design, without losing the efficiency 
edge in the existing production. The incumbent can’t copy the 
small competitors because they would have to fundamentally 
change their view on how and why they do what they do 
(Henderson and Clark 1990 ASQ).

• extending into new business areas. If an organization wants 
to become active in a new business area, it is challenged 
with the question of what organizational design might suit. 
The usual answer to this challenge is to extend existing rules 
and routines into the new area, but more often than not they 
don’t fit. What looked like a golden opportunity turns into a 
big money loser. How, then, might organizational members 
imagine and create rules for the new business area which are 
not in conflict with the rules and routines in the old business? 

• environmental creep. Societal changes make it necessary to 
revisit questions of company identity, yet the company’s past 
inures it to questions that are beyond what it is familiar with. 
With Pampers, because the brand was grown over a long time 
and was so successful—P&G regularly touted them as the best 
diapers in the world and that mothers were privileged to buy 
them—it became impossible to revisit their heroic self-image, 
despite huge losses to Huggies, and later to generics, which 
offered the same or better technical attributes at lower prices. 

In each of these problem areas, the structure of the existing 
organizational design, oriented towards repetition over time, 
makes it difficult to come up with new, original solutions. 
Instead, the thinking perpetuated by the existing structure 
leads to a range of ineffective solutions: 

• applying the same organizational measures to overcome the 
problem again and again in ever heavier doses (i.e. money or 
material resources).

• changing the leadership team in the hope that better leader-
ship might overcome the problem.

• avoiding the problem by expanding into areas that seem 
more familiar. 

Through our research, we have come to understand such 
problems of structure as opportunities for different questions. 
While structural designs are certainly necessary, we never-
theless suggest that distancing questions and detours are 
sometimes necessary if we are to avoid being captured by our 
structural designs. Such questions aim at opening rather than 
enclosure, at difference instead of more-of-the-same, and 
at organizational “tectonics” rather than just the well known 
surface routines. Such questions are part of what we call 
“rich inquiry and problem solving” (RIPS). Rich here means 
generative, abundant, above some standard, generous, and 
invites in a variety of life-centered processes. 

In addition to different questions, RIPS requires different 
questioning processes, question targets, ways of developing

Questioning	the	Company	You	Keep
By	Daved	Barry	&	Stefan	Meisiek

Diapers. In a way that most other products don’t, these funny little bunches of fabric that so 

affect parents everywhere reflect the great balancing act between cleanliness, good smells, 

and	freshness	and	the	all	to	frequent	category	“shit	happens”.

http://www.stealingshare.com/content/1147639142265.htm
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understandings, and ways to communicate understanding—
“ripping” open the existing organizational fabric so that we 
can step through and see things from an alternate perspec-
tive.

By and large, RIPS requires moving from analytical problem 
solving informed by organizational intelligence to a mode 
of inquiry that is not tied to organizational premises and 
immediate efficiency pressures. We have found that design, 
art, and philosophy have long cultivated modes and methods 
or inquiry that are apt at delivering the needed distance. In 
particular, art and design give preference to visual-haptic 
methods, to associative thinking, and to analogous artifacts—
objects which have strong analogical and symbolic potential, 
while philosophy-based methods, such as Prof. Kirkeby’s 
Protreptics, question the taken-for-granted reasoning that’s 
being used. Such forms of inquiry enable divergent modes of 
thinking, and encourage new modes of creation and imple-
menting. Yet by themselves, these processes may not be 
enough—if conducted in the hustle and bustle of daily organi-
zational life, the contemplation that such methods require 
gets overshadowed by persistent cell phones and appoint-
ments. Hence, we suggest turning to the studio concept. 
Studios are a combination of physical and mental space which 
are sensorially, psychologically, and socially geared towards 
experimenting with meaning and creation. Unlike laboratories 
which are often dedicated to testing existing theories and 
technologies, studios are typically about deconstruction and 
invention. A “creative enterprise studio” then is a place where 
organizational stakeholders can get the necessary distance 
from organizational prosaics and work on departure and dif-
ferencing.

Returning to Pampers and diaper-land, P&G developed such 
a studio a few years ago, one which became a turning point 
for Pampers and the deep shit that the division had got itself 

into. The Clay Street studio is housed in an old brewery, sev-
eral miles from corporate headquarters, and inquiry teams 
of around 12 people are invited to work for up to a couple of 
months on hard-to-solve problems, with no phones, emails, 
or other distractions. In the Pampers case, their months of 
deep questioning (both of customers and themselves) led 
to a fundamental discovery—that mothers don’t give a hoot 
about which diapers they are using. Rather, mothers care 
about how good the diapers make them look. In other words, 
diapers aren’t the king. Mothers are and want to be recog-
nized as such. Thus, the Pampers slogan was changed from 
“Everything for the baby”—to “Everything for MY baby”. This 
was joined by wholesale changes in focus, where innovation 
was directed at making mothers look better rather than at 
making babies feel better, reducing diaper costs, conveni-
ence, etc. For example, elastics were invented that would 
let babies could crawl faster (“Oh look how fast she is! The 
next Olympian!”) or as toddlers, pull their diapers on and off 
(“How coordinated your baby is! Such good training!”). While 
Pampers has yet to regain its crown, the division is doing 
much better now, and all this because they were able to get 
a new window on themselves.

Currently, we are looking into how centers such as Clay St. 
can be joined to the rich inquiry processes that we have here 
at CBS, and how both can assist with creative enterprise 
design. We have been experimenting with running studio-
based design intensives with companies in Portugal, Sweden, 
and Germany, and now our hope is to bring what we’ve 
learned to forming more dedicated, long term enterprise 
design efforts here in Denmark. So stay tuned. You might 
be reading about how new, stunningly clean green, socially 
informed Danish diapers came to change the future—on these 
very pages.

Daved Barry is Professor of Creative Organization Studies 
in the Department of Management, Politics and Philosophy 
at the Copenhagen Business School, and Visiting Professor 
at Nova SBE (Universidade Nova de Lisboa School of Busi-
ness and Economics). Earlier he studied painting, chemistry, 
music, and cooking, eventually going on to complete a BA 
(hons) in Psychology and a PhD in Strategic Management and 
Organizational Psychology at the University of Maryland. His 
work focuses on how art, design, and narrative thinking can 
inform and improve organizing, problem solving, managing, 
and leadership.

Contact: db.lpf@cbs.dk

Stefan Meisiek is Associate Professor of Leadership at the 
Copenhagen Business School, and Visiting Professor at Nova 
SBE (Universidade Nova de Lisboa School of Business and 
Economics). He received his PhD in Management from the 
Stockholm School of Economics, and his MA from the Free 
University, Berlin. Further, he has been a visiting scholar at 
NYU Stern, ESADE, Stanford University, and MIT Sloan. His 
research interests concern mainly ideation, entrepreneurial 
reasoning, and arts-based approaches to problem solving and 
organizing. 

Contact: sm.lpf@cbs.dk



During the Spring of 2010 a group of researchers from CBS 
(MPP in particular), DTU and a number of leading technical 
universities from across Europe worked together to develop a 
concept for a new PhD-school focused on integrating innova-
tion processes and energy efficiency technology in buildings. 

The starting point of this collaboration was that energy-
efficient buildings have been technically feasible for more 
than 3 decades but only a small margin of buildings are 
today designed or refurbished as zero emission buildings. A 
major reason for this is lacking implementation of building 
codes and standards combined with lacking integration of the 
building design process resulting in insufficient collaboration 
between key actors in the building and construction sector.

Today these barriers are changing due to an on-going, 
European-wide implementation of new building codes and 
standards. However, the building and construction sector 
still face the challenge of reorganising the building design 
processes by implementing more integrated and coherent 
frameworks for e.g. improved interaction between architects, 
designers and engineers. In Denmark this barrier provides an 
opportunity for entrepreneurial minded people in the sector to 
overcome traditional gaps between engineering and an artful 
architectural tradition. 

Combining technology with artful design and architec-
ture – a unique Danish opportunity
In a Danish context, reorganising the building design process 
carries an enormous potential for exploiting new combinations 
of highly advanced technological and cultural resources. This 
potential rests on the one hand in the Danish tradition for 
separating architecture from engineering which has produced 
an architectural school firmly founded in art. On the other 
hand, technological advancements in e.g. material science 
are rapidly extending the range of possibilities for actualising 
artful architectural ideas for energy-efficient buildings at a 
competitive cost.

As an example, a new concrete technology called ‘Super-
light construction’ allows architects and engineers to build for 
example large arches and vaults at an affordable price and 
with the use of energy-efficient materials. The Super-light 
design has recently been patented by DTU and a new compa-
ny called Abeo is initiating the commercial exploitation of the 
new technology attracting interest from architect companies 
such as Bjarke Ingels Group (BIG).

With the changing regimes of building codes and standards in 
mind (creating positive market conditions for energy-efficient 
buildings) the unique Danish tradition for artful architec-

ture may prove to be a highly 
productive resource for future 
entrepreneurial ventures. One 
general challenge is to organ-
ise the interaction between 
engineers and architects. Or 
rather, to teach entrepreneurial 
minded people from both areas to see the potential in com-
bining their resources despite the tendency to conceive of 
natural and cultural resources as negatively related.

Social opposition as key phenomena in innovation
As noted by the classic French sociologist Gabriel Tarde 
(1834-1904) social oppositions should not be interpreted 
as non-related entities working blindly against each other.  
According to Tarde, social oppositions give shape to specific 
forms of relations where divergent desires and beliefs enter 
into a productive rivalry in order to gain influence in some 
social sphere – an organisation, a market etc. Tarde believed 
that social oppositions play an important role in societal pro-
gress and, as I would argue, play an important role in the 
performance of innovative, entrepreneurial ventures. 

If we look at the opposition between engineering and artful 
architecture as a rhythmic (and therefore strongly related) 
form of social opposition between diverging desires to master 
natural and cultural resources, then a key entrepreneurial 
challenge is to organise the meeting between these desires 
and, for academia in innovation theory, to create new con-
cepts for how divergent desires and beliefs enter mutually 
reinforcing relations and how they can be organised to pro-
duce successful innovations. 

In the case of Abeo, the often suggested, and sadly realised, 
negative opposition between engineering and architecture has 
a clear potential to be transformed into a rhythmic relation 
centred on realising affordable yet highly artful and complex 
building designs exploiting innovative combinations of the 
‘natural forces of nature’ in arches and vaults with artful 
visions and competences. 

In a wider context, the potential for organising productive 
meetings across social oppositions may prove to become a 
key element in revitalising Danish design and aesthetics as a 
significant economic resource in a variety of business sectors. 
Holding strong academic resources in this area, CBS should 
gain a central position in providing key diagnostic and educa-
tional inputs to this effort.
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Tendencies	towards	energy-efficient	buildings
By	Nicolaj	Brenneche	

The article is based on experiences from a collaborative process where CBS-researchers worked with researchers from technical universities 

to develop a new PhD school focused on innovation and energy-efficiency in the European building and construction sectors. 

Nicolaj Tofte Brenneche is a PhD student at MPP. His thesis focuses on innovation processes within the energy sector, particularly in context 

of innovative companies working with renewable energy technologies. The project is co-funded by DTU and CBS. Contact: ntb.lpf@cbs.dk.



There is news of crises. They come in all eras, sizes and 
depths. Currently, there is first of all the environmental 
or ecological crisis relating to, e.g. CO2 emission, fore-
seeable water shortage, diminishing wildlife and forest 
destruction – in a word, over-exploitation and contamina-
tion of natural resources. Secondly, we have the global 
financial crisis that has brought the ‘godly’ financial indus-
try to its knees, due to, e.g. over-investments, reckless 
loaning and questionable ethical behaviour. 

It can be argued that both crises are consequences of our 
ways of living, more specifically to capitalism’s mantra of 
continuous economic growth – a non-existing phenom-
enon until approximately 250 years ago. To fuel economic 
growth we have used resources in such a way that it 
would apparently take four additional planets to support 
the world’s population at U.S. consumption levels.  There 
are seemingly no fast fixes to these problems. It is more 
likely that considerable changes need to be made to our 
ways of living.

In searching for solutions to our problems, we have a 
tendency to put our faith in technology, most of us just 
‘waiting’ for technology to solve them. We have developed 
a trusting relationship with science and technology during 
the last 250 years. But another sphere for solution creat-
ing, in our current context, is design, i.e. designing differ-
ent ways of living, or to design a new kind of prosperity, 
as Carbonaro and Votava put it (2009, p. 31).

Crises make cracks 
Crises problematize the current status-quo that still is not 
the ‘natural-order’ of things, but a strategized place – an 
accomplishment. In strategic and stable circumstances, 
our opinions and habits do not get provoked. Complexity 
and difference have been reduced, which allows us to 
uphold routines and make incremental and almost calcu-
lated developments. By problematizing and destabilizing 
a situation, crises crack the strategic surface of order and 
commons sense. Borrowing from Deleuze, we can call the 
cracks a nomadic space, full of movement, like an impro-
vising jazz band (Sigurdarson, 2008, p. 22). It is a space 
for creation and realization of potentials. In other terms, 
a space for what can become, rather than what is. 
 

The disorientation of a crisis can be deactivating, but it 
can also become an active force if we can affirm it with 
the openness Hjorth has described: “[by] embracing plu-
ralism/multiplicity [...], which emphasises structure/order 
as a closure/monism” (2010, p. 7). We become affected 
by crisis, evoking our passion. According to Hjorth (2010, 
pp. 15-16), drawing on Deleuze (1988), passion, or the 
power to be affected, is directly related to our power to 
affect and create. Forming a loop, maintained by the 
intensity of an event, but here discussed as crisis.    

Designing meaning
Turning back to the discussion on design, I argue that 
innovative design is design of cracks and nomadic spaces. 
It is not to be measured by a standard of beauty, such 
connection between design and innovation would be 
very week and limiting, as Roberto Verganti (2008) has 
pointed out. Instead, he describes innovative design as 
designing meaning. Here, designing meaning becomes an 
idea, means of moving thought towards that which design 
can become. 

Though we speak of innovative design and new meanings, 
a designer alone will not be able to define a universally 
accepted meaning of her/his design. Meaning is created 
in the sense-making (or subjectification) process of those 
interacting with the design. Designing new meanings can 
be described as a sociocultural experiment. A suggestion 
is put into the world, coming as a surprise and puncturing 
the current and accepted narratives of life. It proposes a 
new beginning, a new fabulation.  

Hjorth (2010) has written of the importance of fabulations 
– “the narrative performance of imagination” (ibid., p. 3) 
– in entrepreneurship. If the fabulation, here as designs 
of new meanings, can create the intensity to affect us, it 
can become meaningful and we can commit and contrib-
ute to it. There is also the side of fabulations  that I have 
mentioned, i.e. their power to evoke passion and create 
affects stimulates the power to create, just as it stimu-
lates us to develop meanings. Design of meanings as 
fabulations is therefore not only innovation in design, but 
has the potential to fuel new creations and unexpected 
ways of living.   
  

9
Passion of Crisis
By Hallur Sigurdarson 

This	article	can	be	viewed	as	a	short	experiment	of	taking	concepts	from	innovation	and	design	

discourses	and	put	them	into	the	context	of	ecological	problems	to	describe	a	potential	sphere	

for solution creation.

DESIGN	THE	FUTURE:	Passion	of	Crisis
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Requesting authenticity
Carbonaro and Votava (2008) have discussed an emphasis on authenticity in design: how today’s producers are constantly 
claiming it and how consumers seek it, because in the end, it is something that lacks. A similar

claim is made by Pine and Gillmore (2001) when they describe the development of an experience economy. We see the 
same longing for authenticity in other sphere of social life. Grand narratives are continuously being exposed or demysti-
fied in bestsellers and documentaries like Freakonomics, Consumed, Food Inc. and Sicko among many others.  

Carbonaro and Votava define authenticity as having nothing to do with values like ““naturalness”, “genuineness” and 
“honesty” and certainly not with the Platonic values of truth, good and beauty” (2008, p. 2). It is rather “[l]ike a fixed 
surveillance camera” (ibid.), without selections and highlighted scenes. 

I quote this, not to maintain or promote some sort of neutrality, but rather transparency and openness for interactivity 
and creation of meanings. Supporting the power of innovative designs to create new solutions to the question of how we 
might live. 

Concluding remarks
I have touched upon a complex discussion, without hope or intention to finalize it in any way. My attempt has been to 
draft a certain potentiality of design in the face of great challenges, thought in relation to the concepts of meaning, fabu-
lation and authenticity, which I have borrowed from different thinkers.  The potentiality is to shift our understanding of 
design, view it in relation to ethical becomings – how we might live? Through the creation of affects, transparency and 
openness, design becomes an invitation to co-create, which in itself of course, not only points towards a way of design-
ing, but a way of living.

DESIGN	THE	FUTURE:	Passion	of	Crisis	-	cont.

 

Hallur Thor Sigurdarson recently finished his M.Sc./cand.merc.(fil.) 

degree. He is now a research assistant at MPP, with the Management 

Research Group. Among other things, he prepares a symposium on design 

and innovation later this year. 

Contact: hsi.lpf@cbs.dk

Olafur Eliasson: The New York City Waterfalls
The New York City Waterfalls by artist Olafur Eliasson is comprised of four man-made waterfalls in the New York 
Harbor situated along the shorelines of Lower Manhattan, Brooklyn and Governors Island. The Waterfalls range from 
90 to 120-feet tall.

Picture: Libby Rosof, under Creative Commons license
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Try to organize a team of self-managing employees that all 
operate with their own goal in view. Experiment with visual 
metaphors like the juggler, the scale or the account to organ-
ize your work-life balance. Or take a short virtual break while 
reflecting on the purpose of the break: is it just the coffee you 
crave, or is there something else as well? These are some of 
the experiences and challenges that knowledge workers will 
dive into when visiting the interactive web-portal “Welcome to 
Your Work-Life” to be launched in November 2010.

The focus of the portal is today’s work-life challenges such 
as stress, work-life balance and self-management. Although 
we might hope for a quick-fix solution with a simple five-step 
process to follow, the many complex challenges of modern 
work-life call for a different, more complex and on-going 
strategy. Our research shows that there are no simple solu-
tions; in fact, the challenges of modern work-life might best 
be described as a condition that needs to be continuously 
addressed and managed – individually as well as organiza-
tionally and managerially – rather than a problem that can 
be solved once and for all. The aim of the web-portal is to 
provide a forum that not only communicates this insight, but 
actually enables the user herself to experience this.

Inside the portal
“Welcome to Your Work-Life” is designed as a virtual three-
dimensional universe. It is comprised of a series of interac-
tive challenges where the user will be able to engage and 
experiment with some of the challenges of modern work-life. 
She might organize a work-force with all the complications 
it includes, she might navigate through a work-day trying to 
maintain the right level of energy, or she might attempt to 
set the scale for her work-life balance. There is no right or 
wrong way to manage these interactive challenges and no 
fixed solution. Instead, as the knowledge worker experiences 
working with these challenges, she is prompted to reflect on 
her choices and presuppositions and how these relates not 
only to the challenges on the portal, but to her actual work-
life challenges.

Interspersed with the interactive challenges, the user will find 
other features such as Reaction-bubbles and Concept-Clouds. 
The first are intended to provide the user with the opportu-
nity to comment or provide feedback on the challenges as 
well as read the comments of other users. Concept-Clouds 
offer short presentations of the most relevant concepts that 
describe work-life today. They will link to each other to dem-
onstrate the complex dynamic organizational and managerial 

inter-relation that exists amongst other between enthusiasm 
and strain, responsibility and influence as well as stress and 
self-management. But they will also link further to relevant 
research and communication texts, available for the user who 
wants to dig into a particular issue and gain more in-depth 
insight.

Experimental Research Communication
When he visited MPP this spring, Director of Moderna Museet 
Daniel Birnbaum, argued for a curatorial turn in philosophy, 
prompted by the fact that today’s philosophical ideas seem to 
require a three-dimensional setting in which users not only 
read, but also experience and interact with the philosophi-
cal ideas. French sociologist of science Bruno Latour would 
perhaps agree with Birnbaum, given that he himself has 
experimented with the exhibition format and, in addition, with 
web-communication projects that aim to foster disagreement 
so that readers are able to form their own opinion based on 
the dissent among experts; an idea that inspired the develop-
ment of this web-portal.

In today’s world of web 2.0 – or perhaps even web 3.0 – the 
traditional one-dimensional research dissemination that sim-
ply offers text-based information to an ignorant public seems 
out of place, needing to be replaced by new communication 
models. Guiding the design of the web-portal “Welcome to 
Modern Work-Life” are therefore two design-principles. One 
is to provide a digital three-dimensional experience that not 
only communicates with words, but also with sensations, 
letting the user feel the challenges of modern work-life. The 
other design-principle is to not only welcome, but actively 
promote the user’s personal and independent reflections. For 
this reason, we have opted for an inter-active portal to allow 
users to directly engage and experiment with the different 
challenges of modern work-life. Rather than simply being 
told how to manage your work-life, the user is open to draw 
their own conclusions about how to handle these challenges. 
The conclusions they draw from this experience will be all the 
more relevant for the users’ personal work-life challenges, if 
the experience on the portal prompts them to personal reflec-
tion. Secondly, the portal offers various feed-back loops in 
which the user can comment on or reply to questions so as to 
enable us to gain knowledge about the users’ experience with 
work-life challenges as well as their experience of engaging 
with the web-platform.

 

Welcome	to	Your	Work-Life
By	Ditte	Vilstrup	Holm	&	Anders	Raastrup	Kristensen

MPP	heads	the	field	of	experimental	research	communication	with	the	development	of	an	interative	

web-portal	about	the	challenges	of	today’s	work-life.	Leading	the	project	is	Assistant	Professor	

Anders	Raastrup	Kristensen,	Project	Manager	Ditte	Vilstrup	Holm	and	Designer	Birte	Dalsgård.
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Navigating the Challenges of Modern Work-Life
There is no fixed navigation through the virtual universe, 
but neither is the universe completely transparent and easy 
to grasp all at once. We want to entice the user to explore 
the virtual universe, and we do so by providing her with a 
continuous stream of possible points of interaction such as 
interactive challenges to engage with, questions to answer 
and offers to accept or refuse. How many challenges and 
how much time is spent exploring this work-life universe 
is up to the users themselves to decide. Click on the Exit-
signs and you will be greeted with “Tomorrow is another 
work-day. Welcome back.”

“Your Work-Life” is funded by the The Danish Council 
for Independent Research by 1,28 mio. dkr. The project is 
headed by Anders Raastrup Kristensen (Assistant Professor, 
MPP, CBS), Ditte Vilstrup Holm (Project Manager, MPP, CBS) 
and Birte Dalsgård (Designer, mDD).

The portal communicates the findings of three large 
research projects that have a broad institutional basis at 
respectively Copenhagen Business School, the National 
Research Centre for the Working Environment, the Danish 
School of Education and the Technical University of 
Denmark. These research projects are: VELUXFONDEN-
funded “Management of Self-Management” that is based 
here at MPP, CBS, “Well-Being, Productivity and Self-
Management” and “Knowledge and Stress – Between 
Enthusiasm and Strain.”
 
Four major work-place organizations also participate in the 
development of the portal. These are respectively DJØF, 
the Danish Association of Lawyers and Economists; IDA, 
the Danish Society of Engineers; KL, Local Government 
Denmark, the interest group and member authority of 
Danish municipalities; and finally DI, The Confederation of 
Danish Industry which is a lobbying organization for Danish 
business on national and international issues.

Contact: dvh.lpf@cbs.dk

© Birte Dalsgård, 2010.  
“Welcome to Your Work-Life” is designed as a virtual three-
dimensional universe. It is comprised of a series of interactive 
challenges where the user will be able to engage and experi-
ment with some of the challenges of modern work-life.

DESIGN	THE	FUTURE:	Welcome	to	Modern	Worklife
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Art, Aesthetics, Architecture and Design are not just hot focus 
areas in the management research at mpp. Many of our staff 
members are active in the professional art world on their own 
time as novelists, board members or organizers, for instance. 
In fact, one has – together with two dancers from the Royal 
Danish Ballet - his very own ballet company. By day, cand.
merc.(fil.) Jesper Bjørn is a project leader at mpp, but for 
the past three years he has also been busy acting as execu-
tive director for Cross Connection Ballet Company (CCBC) 
which is an international dance ensemble comprised of flex-
ible professional dancers and choreographers. The company 
was founded in 2007 by dancers Constantine Baecher and 
Cedric Lambrette who asked Jesper to help them run the 
company as a hobby project.

From Passion to Art Entrepreneur
Art has always played an important role in Jesper’s life and 
he had experienced a growing passion for ballet and a desire 
to really understand ballet on its own terms. But this was 
not the decisive reason for joining CCBC. The main incentive 
was what Jesper saw as a unique chance to do something 
none of his fellow CBS students have ever done: starting up 
and developing an artistic organization. According to Jesper, 
people who, like him, choose to study business administra-
tion and philosophy (FLØK) are often open-minded human 
beings with a need to be challenged with themselves and their 
knowledge. Just like philosophy art is an analytical approach 
to get intellectually inspired, challenged and provoked, so 
you will often find FLØK-students discussing art exhibitions at 
get-togethers because “high” culture gives you no immediate 
explanation or answer – just what a FLØK-student likes.  So 
the chance to combine art – and more specific ballet - with 
business in a job was too good to miss for Jesper even though 
none of the three directors so far have received any salary for 
their work. All the money they raise is allocated directly to the 
performances.

“Constantine, Cedric and I share a love for dance and a need 
to create something new - that is our driver not the money”, 
Jesper explains. “Originally, my role in the leadership team 
was to translate the passion and thoughts of the two artistic 
directors into business terms. Parallel with this I’ve been try-
ing to give them insights into how to run a business, how to 
set a goal, how to prepare and keep a budget, how to make 
a project description, how to fundraise, and to be aware of 
different target groups etc. Today I define myself more as a 
sparring partner who supports and pushes the business and 
organizational development of CCBC, and who repeatedly 
reminds the two artistic directors of not sacrificing our artistic 
integrity or quality when pursuing a new business opportu-
nity. Occasionally, I do express an attitude to the art itself, but 
I try to use a business-like metaphor when criticizing a new 

work. I accept, of course, that they’re the ballet experts, but 
on the other hand I’m not afraid to ask silly questions - and 
now and again it turns out I‘m spot-on,” Jesper laughs.

Having fun is a key motivator for Jesper and though the hours 
of work put into CCBC sometimes makes it extremely hard it 
is worth all the effort. “I’m having so much fun when develop-
ing something in teamwork, whether with CCBC or at mpp. 
I love to motivate and help others to perform, to me that’s 
the main attraction when taking on the leadership role. I’m 
in high spirits when my team throws lots of ideas up in the 
air, discussing and deciding jointly what to do, and later on 
experiencing our thoughts unfold and succeed.”

The Art in Business
It is popularly accepted among politicians and business lead-
ers that if Denmark is to survive in a globalized world we will 
have to draw on our ability to create new and cutting-edge 
knowledge. In other words, we must keep on being more cre-
ative and innovative than, say, the average Chinese company.   
Art has for centuries been innovative and creative and many 
businesses have, consequently, in recent years turned to the 
art world for inspiration, and obviously, many organizations 
can learn from the way in which artistic companies are run. 
But, according to Jesper, organizations often have a misplaced 
idea of what it means to be an artist. “To be a successful 
dancer or choreographer you have to be very structured in 
your work approach. From they are eight years old dancers 
learn to get up early in the morning, do daily exercises, go to 
training sessions and performances at night and this system-
atic approach is actually reflected in their creativity. They may 
very well plunge into something completely crazy but there 
is always some substance. They have a clear thought with 
their art. Of course, not everything in a dance performance 
is thought-through – some movements just feel natural to 
do – but overall the work method is a lot more structured 
than businesses perceive. Often organizations think creativity 
is just about breaking the conventional way of thinking and 
doing something completely new. What they miss is that in 
order to think differently they need to stay structured and 
focused on why they’re here as an organization and make 
this present in every single job task. Further, in my opinion 
creativity can only happen within clearly defined limits.  Even 
the world’s greatest artists need obstructions to perform at 
their best. Of course, they must be allowed to play and play 
it coolly, but at some point they must be pressed for a solu-
tion. For instance, if a dance production team has spent all 
the allocated money on candy they must find a way to use the 
bags of sweets as costumes. So yes, I think businesses are 
wise using arts-based thinking and practice in their innovation 
processes”.

Love, Laughter, Leadership, and a whole lot of Dancing
By	Anje	Schmidt
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It is popularly accepted among politicians and business lead-
ers that if Denmark is to survive in a globalized world we will 
have to draw on our ability to create new and cutting-edge 
knowledge. In other words, we must keep on being more cre-
ative and innovative than, say, the average Chinese company.   
Art has for centuries been innovative and creative and many 
businesses have, consequently, in recent years turned to the 
art world for inspiration, and obviously, many organizations 
can learn from the way in which artistic companies are run. 
But, according to Jesper, organizations often have a misplaced 
idea of what it means to be an artist. “To be a successful 
dancer or choreographer you have to be very structured in 
your work approach. From they are 8 years old dancers learn 
to get up early in the morning, do daily exercises, go to train-
ing sessions and performances at night and this systematic 
approach is actually reflected in their creativity. They may 
very well plunge into something completely crazy but there 
is always some substance. They have a clear thought with 
their art. Of course, not everything in a dance performance 
is thought-through – some movements just feel natural to 
do – but overall the work method is a lot more structured 
than businesses perceive. Often organizations think creativity 
is just about breaking the conventional way of thinking and 
doing something completely new. What they miss is that in 
order to think differently they need to stay structured and 
focused on why they’re here as an organization and make 
this present in every single job task. Further, in my opinion 
creativity can only happen within clearly defined limits.  Even 
the world’s greatest artists need obstructions to perform at 
their best. Of course, they must be allowed to play and play 
it coolly, but at some point they must be pressed for a solu-
tion. For instance, if a dance production team has spent all 
the allocated money on candy they must find a way to use the 

bags of sweets as costumes. So yes, I think businesses are 
wise using arts-based thinking and practice in their innovation 
processes”.

Diversity and Patience
Another important lesson from the theatre – Jesper points 
out – is realizing the importance of diversity. “Diversity opens 
up alternative ways of thinking and acting in any organization, 
so if you want to have a creative work environment it’s abso-
lutely essential that you have an open culture and language 
where people dare to be different and feel free to express 
their points of view and challenge the leader on his/her 
ideas. Prima donnas can’t only be found at the Royal Danish 
Theatre – they are everywhere – so for a leader openness 
and patience are true virtues. I believe that to be success-
ful as a leader you must have a genuine will to get to know 
your employees and what motivates them”. Knowing Jesper 
he could well just have described some of his own talents. 
He is indeed a very patient (although not without a temper), 
social and empathic person, a very good team-builder and 
with a special gift for motivating team members. He could 
easily sell pointe shoes in Saraha if he put his mind to it.  As 
Jesper points out, his entrepreneurial and leadership skills 
are in good use and continuously developed in both his jobs. 
“Actually, it’s been good for my development that I’ve been 
working both at mpp and with CCBC – as I see it the two jobs 
are in fact complementary to each other”. To illustrate his 
point Jesper mentions his networking skills which obviously 
have been improved working in a dance company which is all 
about cross connections for the benefit of mpp, and vice versa 
with his strategic competences.

DESIGN	THE	FUTURE:	Love,	Laughter,	Leadership,	and	a	whole	lot	of	Dancing	-	cont.
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Making New Connections
The dream for the future is that CCBC can grow to be an 
all-year company with a permanent stage in Copenhagen or 
another European city and at the moment the leadership team 
is working on some very exciting new projects for 2012 allow-
ing CCBC to share their love for dance with an even broader 
audience. CCBC’s vision is to challenge the normal conception 
of ballet. “There used to be this view that in Denmark we have 
the Royal Danish Ballet doing classical ballet with an aestheti-
cal expression and everything else is categorized as modern 
dance with a more physical expression. We try to combine 
the two expressions in the hope of creating something unique 
and different which will give an overall aesthetic impression 
of powerfulness. What it comes down to is having a passion 
for dance which you have to express, and I believe CCBC has 
a great deal to offer the world in this department of contem-
porary dance”. 

Of course, CCBC like all other dance companies are often met 
with biased feelings about ballet in the audience. “I always tell 

people to give it a chance. Indeed, ballet is not for everybody, 
but you don’t have to intellectualize it to enjoy it. It’s quite 
okay not to understand the underlying story. Just watch and 
enjoy the beautiful dancers and their movements, the set 
design and the costumes. Eventually, you will begin to under-
stand some of the dancers’ expressions and - if you want to 
- develop a more elaborated language to comment on ballet. 
My own eye-opener was Jirí Kylián’s Silk & Knife. Suddenly, 
ballet could be beautiful as well as humoristic. I didn’t at the 
time know exactly what I was laughing about, but I could see 
the hints of e.g. Bournonville and that made me want to learn 
more about ballet and be able to understand it. But really, it’s 
just as well to be able to express that you were moved by a 
performance without understanding why. Give ballet a chance 
that’s all we ask”, Jesper concludes. 

And judged by the audience figure it certainly seems like 
CCBC so far has been successful in attracting both old and 
new ballet friends in the audience for the benefit of the Danish 
dance scene as such.

CCBC’s mission is twofold: to promote contemporary 
dance by performing for a broad audience, commissioning 
and fostering new works. And bringing together talented 
dancers and choreographers of the next generation in 
order to develop and learn from each other, while pushing 
the participants’ boundaries in creativity, originality, and 
technique.

Thanks to grants from the Nordea Foundation, CCBC has 
the following fixed events on the dance calendar:

• Cross Connection Ballet’s Choreography Competition & 
Awards Gala – Easter Weekend
10 of the world’s hottest upcoming choreographers are 
invited to perform their newest pieces before a live audi-
ence and a professional jury comprised of esteemed danc-
ers and dance experts

• The June Workshop
Winning choreographers from the Choreography 
Competition, as well as gifted choreographers from around 
the world are invited to Copenhagen for a three-week sum-
mer workshop to create new ballets especially for CCBC 
followed by a week of performances
 
Further, CCBC has this year guest performed at Bellevue 
Theatre from August 12-28 with Summer Ballet 2010 which 
also was performed during the Aarhus Festival Week 2010 
at Aarhus Musikhus.

  Learn more about CCBC: www.crossconnectionballet.com

 
 
Design: Maja Brix for CCBC Sommerballet 2010.  
Inspired by the choreography SOMA.

http://www.crossconnectionsballet.com
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The Kista Borough, 15 km. north of downtown Stockholm, 
is an example of one of the most pressing social tensions 
in the West at the beginning of the twenty-first century: 
economic growth alongside the ghettoization of social 
exclusion, or what is sometimes simply called a form of 
“modern misery.” Depending on the particular situation, 
Kista is either presented as the epitome of Sweden’s high-
tech society, an IT-cluster of international standards, or 
as an immigrant ghetto, another example of Sweden’s 
failure to integrate its people of foreign origin.

30,000 people work in the industrious and affluent 
IT-cluster located in the northern half of the borough, 
91% of which commute daily from Stockholm or suburbs 
other than Kista. Paradoxically, the around 30,000 people 
that live in Kista’s southern half are burdened by a high 
unemployment rate and an even higher social welfare 
dependency. 83,8% of these, that is, the majority of 
those living but seldom working in the region, has an 
immigrant background, which means that socio-economic 
differences acquire an ethnic dimension.

A consequence of such divisions is residents’ shame about 
being who they are and weak sense of belonging to the 
area where they live. As the following quote, by a young 
resident, illustrates:

Setareh. I wouldn’t be able to live among immigrants 
only. It would be tough. It wouldn’t work. 

eb. Why?

Setareh. It is such a bad reputation. If people asks 
you ’Where do you live?’ and you answer ’Rinkeby’ or 
’Husby’, then it is ’Oh! There…’ [with a depreciating 
tone]. They know already who you are and how you are.

Although many municipal and regional efforts have been 
taken to address such differences, all of them have been 
without much success and socio-economic differences 
have continued to increase along ethnic lines, witnessing 
the inertia of socio-economic relations organized along 
ethnicity. By focusing on the miseries of the “immigrant” 
or the “ethnic other,” such efforts are informed by a sys-
tem of thought structured along the very boundary (eth-
nicity) they aim at subverting, thereby perpetuating it.

How can the inertia of ethnic relations be over-
come? How are we to design and organize efforts 
aiming at changing the socio-economic organiza-
tion of our societies? 

In an attempt to illuminate such questions, I am following 
a community-based initiative in the fore-mentioned sub-
urb aiming at building bridges across population groups 
and increasing social engagement in the local community.

Förorten i Centrum
Förorten i Centrum, literally translated as “the suburb at 
the center,” is a local social entrepreneurial initiative that 
uses the production of public mural art through commu-
nity collaboration to ignite a new sort of social movement 
that changes the reputation of the suburbs as well as 
social relations in it. 

A variety of local actors participated in their first pilot 
mural: the Red Cross; Husby Arts and Crafts association; 
Reactor, a youth house for the empowerment of young-
sters in the vicinities; Svenska Bostäder, the state-owned 
and biggest property owner in the region; Tensta Art 
Museum; the local school; the Royal Academy of Arts, as 
well as local artists. That is, Förorten i Centrum seems to 
be an organization working at the interstices left by the 
structures of local decision-making processes.

In the last decade, the idea of social capital has gained 
momentum in explanations of such new arrangements, 
arrangements that involve a reconfiguration of local 
state-society relations. The substance of social capital 
arguments is that community-building efforts contribute 
to develop people’s social capital, which in turn results 
in a more vital economic life and improved democratic 
processes. Social capital is, thus, seen as integrating both 
social and economic dimensions.

Yet, what remains to be understood is the ways in which 
social capital is created, transmitted, and (eventually) re-
shaped along lines other than those previously structuring 
the community – ethnicity in the Kista case. Or, put differ-
ently, what are the mechanisms, instruments, strategies 
and concepts with the potential to overcome the inertial 
of extant power relations?

Hitherto, the study of Förorten i Centrum presents the 
social entrepreneur as some sort of structure-maker. 
As she establishes collaborations with unusual partners, 
introduces new actors into the community, and gives 
space to those seldom heard to voice their suggestions, 
she draws lines that zigzag across socio-economic differ-
ences as well as ethnic divisions.

A	Community-based	Art	Project	-	a	structure-maker?
By	Ester	Barinaga
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Fundamental to the structure-making aspect of the initiative 
is that the process of producing community-based public art 
appears to offer a neutral platform for establishing interac-
tions between actors that seldom met before – the recognized 
artist collaborates with the struggling local school; the prop-
erty owner with the local youngster; the Red Cross with the 
youth house.

Further, the community-based process and the heterogeneity 
of actors involved has, so far, resulted in the identification and 
development of a local model in the figure of a young female 
leader of Persian origin. At this moment, she has taken over 
the responsibility to take Förorten i Centrum into the next 
phase: establishing the organization in the wider Stockholm 
region.

Ester Barinaga (BA, MBA, PhD) is Associate Professor at MPP, Copenhagen Business School since January 2009. From January 2007 until 

May 2008 she was a visiting scholar at Stanford University. Previously she was a researcher at the Department of Industrial Economics and 

Management at the Royal Institute of Technology in Stockholm. She obtained her PhD from the Stockholm School of Economics in 2002. She 

has published in Human Relations and she recently published the book with the title “Powerful dichotomies – Inclusion and exclusion in the 

information society”. 

She is currently working with concepts, strategies and tools that may help us develop a sociology of social change. Contact: eb.lpf@cbs.dk.
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