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Summary of Topic

To investigate how graphic design and business skills can play a role together in accomplishing better solutions to design briefs. The three ideas of focus are; design, business and marketing, as well as adding value. These ideas have been chosen to best explore the design process from client to designer. In the hopes to formulate a method of adding more value for future clients.

Introduction

For my dissertation I am going to investigate the importance of business & communication skills as a designer; being a freelancer or working within an agency. In the hopes to understand how the graphic design input and exploration of a brief can influence the business success. To do so I will need to explore three main areas; graphic design, business and marketing, as well as adding value. These focus topics are only going to be investigated with the investigation question in mind as these topics could be very widespread. 
I have chosen to answer this question because being a freelance designer myself and knowing the number of self-employed designers is growing as the world begins to become forever more globalized. It is apparent to me that understanding business skills are almost a requirement to be a freelancer, regardless of your creativity or technical ability. I believe that students and freelancers should take an interest in the business and communication skills needed to elevate their capabilities as a designer, to provide more meaningful and successful outcomes. I hope this investigation on the areas of focus will benefit me as a designer in my own understanding and enable further study in the future. 

Chapter one will investigate design; looking at conversations from Michael Bierut, Ellen Lupton, Jonathan Stark and Chris Do. Exploring truth through questioning a brief to create a synergy between the business and design. Finally, understand how a business mindset can allow a designer or agency to be perceived with greater value. 

Chapter two addresses the business & marketing; what is a successful brand culture and how does it play a role in forming a successful business. Exploring how a brand identity and values can impact upon marketing strategies. Is there a difference between marketing a product and a service?

Chapter three will explore ‘Adding Value’. How designers can create deeper meaning by asking more valuable questions. This means that not only do you get to the root of a problem but also gaining a better understanding of the business in order to find the best solution. 



Chapter 1. Design

To begin the investigation between the design and business aspect of any design service, one must first look at design separately, in order to achieve the best possible solution and relationship between the client and designer. An interesting conversation by Michael Bierut from world leading design agency Pentagram, called How to use graphic design is discussed. Followed by YouTube channel The Futur where Chris Do’s investigation on how the designer should incorporate the business aspect into their trading is looked at. 

1.1 How to use graphic design

In a Google talk featuring Pentagram’s Michael Bierut, how to use graphic design explains the process that Bierut and the team went through to accomplish exceptional design for the MIT Media Lab (Bierut, 2015). “Good design can tell you how things go together and give you a characteristic way to make everything appear” (Bierut, 2015). Bierut is a key-figure within Pentagram, the world’s largest independent design consultancy and the discussion and ideologies mentioned in the presentation give insight into the topics and ideas that will be addressed through this investigation.  

In the presentation, Bierut speaks about a rejection of his designs by a client. Through realising the client’s disapproval and questioning of his work, the acknowledgement of those comments proved to be extremely crucial. Bierut admits he tried not to get defensive and instead hear out the clients’ comments, “that some of the best meetings I’ve ever had proceeded from that question… give me more” (Talks at Google, 2015); do you hate it? Is it the colour? The typeface? This implies evidence of how understanding ‘the clients esprit de corps’ and culture can alter the design entirely (Bierut, 2015). He goes on to speak about the client from the presentation MIT Media Lab, where the first idea wasn’t quite right, and Bierut himself stated “It was correct, that it was rejected” (Bierut, 2015) giving him another opportunity to start over to accomplish the right design. He later admitted that if they had agreed on the initial design, he would have happily provided it, even though he felt “it wasn’t quite right” (Bierut, 2015). Does this mean that good design is accomplished in any circumstance where the client or business is personally happy with the outcome, regardless of the professional opinion of the designer?
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Fig. 1: Michael Bierut: "How to use graphic design" | Talks at Google

Bierut speaks about innovation, the digital world we now live in and how this impact on the way businesses are approaching design. Even though the foundations of “good design” are still valid. Bierut argues more businesses are creating “an extension and an embodiment of the overall design language, that material design language…” where “it all fits together” (Talks at Google, 2015). This allows the company to have “an integrated design language” which is essentially part of the brand identity (Talks at Google, 2015). As in the example of the team project Bierut discussed during the presentation, this was accomplished by a 7 by 7 grid, 49 squares which in turn created multiple logo designs using the same format, as well as a coherent alphabet of letters for MIT Media Labs to use within the institution. 

In Graphic Design Thinking, Ellen Lupton explains 
“designers and clients alike often think about problems too narrowly at the outset, limiting the success of the outcome. A client who claims to need a new brochure may do better with a website” (Lupton, 2011, p. 15).

This could suggest that all designers and clients that chose to settle for the initial design would be instantly at a disadvantage, as they would be considering the problem too narrowly from the start (Lupton, 2011). Therefore, does this suggest if the client does not have any conflict or rejection to the original design its flawed? Simply due to the lost potential by not analysing any other possible solution? This is an interesting proposition and will need to be further explored later in the investigation and this would be solved by asking better questions.
 
1.2 Business of Design

For me, design has always been the deliverable in an outcome to a brief or a solved problem in a visual way, “most design projects start with a problem” (Lupton, 2011, p. 15). As a result, a lot of new freelancers believe if they have the right skills on the Adobe software, they can make it as a successful designer, but this might not be the case (Stark, 2018).
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Fig. 2: Blind Website
Business owner, designer and YouTuber, Chris Do has been informing and helping designers and creatives all around the world since 2014 through his YouTube platform with help from his dedicated team. Their audiences are within the millions now and inspire all ages (The Futur, n.d.). Alongside the success of The Futur channel, Chris Do has been CEO, Chief strategist and executive Creative Director of Blind, which was established in 1995, and now has over two decades of experience creating award-winning videos. Chris has been able to share his knowledge and expertise through his YouTube content (The Futur, 2018).

A phrase & concept that has been strongly encouraged through his podcasts is the ‘Business of Design’. The business of design is a process where you start by a means that’s informed. Design knowledge and skills are not the only consideration when becoming or trading as a designer, a good designer can be sought after and bring in work, but the higher paying clients are looking for a more valued designer. To be more valued, Chris Do explains you have to embrace a concept of business within your trading. 
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Fig. 3: Hourly billing is nuts
Jonathan Stark has been in conversation with Chris Do over the years to discuss hourly billing and freelancing mentality. Stark is an author of five books and was a software consultant for the better part of fifteen years (2016). Stark states “working harder and harder for less money over time, you HAVE to become a marketer” (Stark, 2018) otherwise, your new leads will eventually dry up. He implies you need to stop thinking like a freelancer and start to understand you’re a business, where you must consider the marketing, sales and develop your business skills (Stark, 2018). Chris Do views the importance of acting as a business in the same way. 

Chapter 2. Business & Marketing

This chapter investigates how businesses need to adapt their marketing strategies in order to compete in a world filled with advertisements that we are increasingly ignoring. Due to this change, the advertising climate and tradition of marketing to the masses is simply not good enough anymore. By looking at companies such as Apple, Nike and Google one could understand how they’ve been able to dominate in their industries through brand culture & values.

2.1 Showing core values

The world today has become globalized which has opened the constant requirement for any business to remain connected – a responsibility of acceptance and understand of global affairs and news. Most brands & businesses could consider that an online presence is required to remain global and connected. Social media platforms are constantly pushing the way businesses engage with their audience and potential customers, as a way of showing transparency to create connections.
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Fig. 4: The Crazy Ones

Over the past few years, platforms on social media such as; Facebook, Twitter and Instagram have become a way to position a brand. In the 1990s Apple accomplished this through a TV commercial titled The Crazy Ones which honours people that have changed the world (Jobs, 1997). This advert from 1997 is still so significant and prominent today because it doesn’t reference or have any connection to their products directly. Instead it focuses on their values as a company and portrays their core ideologies - “people with passion can change the world for the better” (Jobs, 1997). It was Apple’s first brand marketing campaign in several years and was their aim to go back to their fundamental values. Over those years without any campaigns, a lot within the company has changed since it first started, but Apple’s “value and core values, those things shouldn’t change... The things that Apple believes in at its core, are the same things Apple really stands for today”. (Jobs, 1997). 

Seth Godin is the author of 18 books, an entrepreneur, marketer and public speaker. He’s got one of the most popular blogs in the world and has been called "America's greatest marketer" by American Way Magazine (2009). In Purple Cow (2002), Seth conveys that transitional marketing strategies are now obsolete. “Where we can no longer market directly to the masses. We’ve created a world where most products are invisible” (American Express, 2012). When asked about this in an interview on a TV show, Your Business on MSNBC. He goes on to talk about how you should spend more on the product than on the marketing – “Spend all money on making something people will talk about” (2012). This idea that traditional methods of just advertising to the masses no longer works in this hectic and busy world. Seth has many analogies within his books and texts. A nicely put comparison that we should “sell stories, not slogans” (2012). This links back to Jobs’ idea that the brands central values are what people are interested in, not the facts and figures of the product. 

An interesting way to discuss this idea could be comparing our feelings to a “vending machine selling lemonade to a lemonade stand … even if it’s exactly the same product” (Godin, 2012). We are much more likely to buy from a lemonade stand, assuming the cost is the same, than going to a vending machine as it is the person and “the story around it is what they are paying for” (Selling Power, 2008). We always want to find a way to relate or connect to what we are doing, in some way or another. It’s easier for us to do so if there’s a story behind it. 

In An essay on Typography from 1931, Eric Gill writes mainly about the typography, but also about recurring themes, ‘men-of-business’ and how ‘machines’ influence the design process. 
Even the small craftsman, in spite of the impossibility of competition with ‘big business’ and mass-production, cannot be permanently put out of action... men will always want to make things to please themselves, tho’ only in their spare time (Gill, 1931, p. 3). 
	
Although Gill speaks more of the survival of traditional means here, he makes a valid point that as long as the user is happy and with time to do so, then it can never be completely abandoned. On the other hand, Godin argues that you should “refuse to settle for average” (Selling Power, 2008) – his point being that you should give up 90% of what you could do so that you can focus on the other 10% (2008). He made an analogy for this by comparing Yahoo and Google - “If I go to Yahoo.com there are hundred and fifty links on that one page, couple years ago if you went on Google there would be three” (Godin, 2008) – This meant Google lost out on any possibility to drive traffic to news, maps and weather. Yet, ‘even though the searches are very similar’ (2008) people would tell you to go to Google. This is ‘because they stood out’ (Selling Power, 2008). 

Google focused on one thing and got that right, because of this when anyone needed to search for something everyone would always just say Google. They did so, without even thinking about any other search engine. This suggests that the product is the marketing. Interestingly, over the years this has allowed Google to “dominate, not compete” (Cardone, 2013) because they’ve been able to dominate the search engine environment. Since then their company has become a verb. Just Google it, which is a common phrase we use when anyone asks us to find an answer to a question. Only some of the largest companies in the world that have dominated are able to do this. For example, Google, Uber, Skype, Photoshop and Hoover (Solomon, 2018), all have been able to achieve this level of significance within their market and therefore became part of everyday language.

2.2 Spread an Idea

“Something remarkable is worth talking about” (Godin, 2002, p. 3) – Godin has always spoken of putting money into the product to form its own marketing, therefore instead of putting money into a marketing budget; allow the actual product to speak for itself. This idea has similarities to how Google dominated the market by just standing out with a better product. Word of mouth is by far the best form of advertising as it’s coming from a reputable source.  Godin’s proposal states that if it’s good enough for the user, it naturally spread among their friends and colleagues because of their interaction and experience. This can ‘spread an idea’ (2002, p. 31) much faster than from any other form of advertising, and the conversion from this is much greater. The conversion is viewed as the number of visitors that could turn into a sale or a customer. Interestingly, a good design can spread within a community, or website and promote the agency or designer without them having to produce any marketing material. 

The added value of the ‘spread an idea’ theory is that it wouldn’t cost any additional marketing expenses, as these campaigns create themselves (2002). More commonly now, this happens often with trends over social media, as previously discussed. The only additional expense would be putting more money into the product, which in turn makes the business more valued and sort-after. There is a greater return doing the business model this way. In application, if a graphic designer or agency considered not only the design but also the added meaning behind the work, the idea or solution could potentially sell itself. 

Unlike the previous views expressed by Seth Godin, where the product would be the selling-point, Jonathan Stark views this differently. This is perhaps due to the difference between a service or commitment to an individual and a product.
As an agency, freelancer or organisation who provide a service, it is your responsibility to give the consumer more value. Jonathan Stark claims you should be confident that what you are selling or offering, will “make their business better” (Stark, 2018) before you even begin to start selling. “If you put in the hours, and didn’t improve that person’s business, then I don’t think they should pay you frankly” (Stark, 2018). 

As previously discussed, Seth Godin believed in the same notion. Godin’s approach is also correct. If you spend more money on the deliverable product, you would be providing better value to the customer and therefore stand above your competitors. I believe this to be the same point as Stark is conveying but in relation to a service or transaction between the seller and the buyer. Therefore, both are accurate in explaining better solutions which will in return result in better business and success, the difference only being between marketing a product and marketing a service. 
	






2.3 Brand Culture	
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Fig. 5: Think different
	
Showing core values as previously discussed at the start of Chapter 2, brand culture could be the single most important consideration that forms any design solution. In 1997 presentation Steve Jobs introducing Apple’s Think Different campaign, Jobs continues by speaking about the success of Nike, and how their marketing strategy has been one of the best in the world (Jobs, 1997). Nike do not talk about the products or why you should buy it over their competitors, they simply “honour great athletes and they honour great athletics” (Jobs, 1997). Referring back to Seth Godin’s concept of “sell stories, not slogans” (American Express, 2012) and Jobs notion of showing “core values” (1997), Nike have successfully marketed their business and products over the last 30 years without having to talk about their products directly. Interestingly similar results were accomplished for Apple, with their Think Different campaign that didn’t directly show the products from Apple as mentioned earlier. Part of what makes Nike’s story so prominent today, is that their annual marketing budget and spend is over $3 billion dollars in the last couple of years (Statista, 2018) and that they do not rely on showing their products as the feature. Instead they focus on telling stories about athletes, showing the struggle, success, pain and defiance; “the story around it is what they are paying for” (Godin, 2012), not the actual product. The brand’s story is conveyed through their logo on any product purchased, that’s the difference between a £1 top, or a £50 top; simply the logo that is embedded onto the fabric. 

Jobs states “Apple spends a fortune on advertising! You would never know it” (1997). Even back in 1997 before the globalization of the internet and the huge difference in TV adverts, Jobs makes clear that it was almost impossible to have a viewer remember their adverts, let alone buy a product (Jobs, 1997). He proposes that all businesses like Nike, are very clear on what they want you to know about them (Jobs, 1997). If the business gives a clear message about their culture and values then the consumer is no longer buying just a product, but also buying into the belief and culture of the company. This links back to the start of the chapter where Jobs mentioned the Think Different campaign and the The Crazy Ones advert. He understands that even though facts and figures of the product are important, no one cares about ‘speeds and fees… bits and mega-hertz’ (Jobs, 1997) or why they are better. You need to give a good story and share an experience with the viewer – stop trying to sell. 

[image: ]
Fig. 6: Kermit the Frog and Stone Cold Steve Austin, Got Milk? 1999.

The Dairy industry tried to convince the world for 20 years that milk was good for you, and yet sales kept falling. Which was a lie, by the way. Once they changed their marketing campaign to give value and problem solve by remarketing as Got Milk?, their number of sales exponentially increased (Daddona, 2018) “It’s not about the product but the absence of the product” (Jobs, 1997), instead of reminding everyone about the benefits of buying, they simply told us about the absence of it. This is a complete alternate perspective from the original marketing; yet the product was the same. Coming full-cycle with Seth Godin’s “tell stories, not facts” (American Express, 2012, 00:02:07).


Chapter 3 – Adding Value

The investigation so far has explored the importance of design, the business culture and also marketing. The evidence has begun to suggest that all three come together to form a more successful campaign.
The last section explores how one could question a brief to look for deeper meanings and as a result, potentially create more successful and meaningful solutions within design. Instead of typically following along with the clients’ demands, finding the underlying problem and giving it purpose. This will address the difference between high or low valued questions.

3.1 Asking the right questions

As previously discussed, Chris & Jose introduced the believe of beginning a project in a way that’s informed as known as business of design in their weekly videos from 2014 and 2015. Chris’ belief that using your own experience and knowledge enables you to add value to yourself to make decisions faster, whilst also adding value to the client by asking the right, more valued questions (The Futur, 2014). It could be suggested that asking “high vs low valued questions” (The Futur, 2014) can result is being able to find out the underlying problem that the client sometimes is not even aware of. These questions can reveal the true purpose and answer the brief more successfully.

One of the team members at Blind on Do’s show, describes ‘asking the y questions’ (The Futur, 2018). Whereby the client might approach you with problem ‘x’ and in order to get the right response you might need to ask the ‘y’ questions to get to ‘z’. Where ‘z’ represents a revised plan or brief which is better suited to solve the original problem ‘x’. 

This way of thinking allows Blind to work with some of the biggest companies in the world, such as Nike and Google (Blind, n.d.). These companies pay extraordinary prices to Blind and other agencies as they have full confidence in their ability to perform the best results at the lowest risk. Chris Do explains he can charge such high rates because they know he can guarantee results. He states that when a company approaches him for a marketing campaign or design task, he asks them more meaningful questions in order to draw the real reason as to why they need the campaign to begin with. This allows Do to offer the best solution possible, as he might be able to recommend a different route than they originally enquired about. 

Secondly, he would find out how much they stand to gain from doing the website, “what’s it worth to you?” (The Futur, 2014). This question is used to make the sell easier as when they think more about the implications of having a bad design, they are more likely to pay higher rates. The implications could be bad press reaction, poor brand culture, having to reprint all brand material or having to repay someone else to do the job. Therefore, Chris Do believes if the client stands to gain one million dollars per year from the solution, then why couldn’t he suggest a budget of $800,000 dollars? Some might ask, why would he charge so much? This could be answered with his award-winning work (Do, n.d.). As Do and his team at Blind would be able to guarantee a successful design. Which means in their business perspective, it’s $800,000 for $1,000,000. A $200,000 profit for the client having to do no work (The Futur, 2017). Any business owner would see this as a good business deal, and the return would be significantly greater in the second year after paying the one-time payment the first year.

This means a larger company would rather go to a design agency such as Blind for guaranteed added value and knowledge whilst paying more, rather than going elsewhere for a cheaper cost, understanding it is worth the investment. As previously stated, brand culture can be argued as the single-most important reason for the success of a business. Therefore, by paying a higher rate to an established agency or designer to complete a task, is worth the investment. It is simply not worth the risk for a larger business to work with a smaller agency or designer to save some money as the brands voice is too fundamental. 

If the agency doesn’t create the right solution and ends up conflicting the brands culture, then this could be detrimental for the business. It’s considerably more difficult for a tarnished brand to recover from a bad brand culture or voice and in most cases they can never fully recover. Susan Fournier who wrote Consumers and Their Brands (1998) believes that you can’t make a brand, as the brand forms itself from those who admin it. “The brand cannot act or think or feel—except through the activities of the manager that administers it” (Fournier, 1998, p. 345), thus the core structure of the business is determined by the choices made and the brand doesn’t define itself without given context. A business must first have an outlined culture rooted into its employees and history and it’s the designer or agencies commitment to keep to that culture, not make one. Therefore, it’s vitally important that the right solution is achieved and the brand culture or voice that’s being portrayed is ensured.

3.2 Deeper meaning

We now know how asking the right questions can be beneficial and how the wrong question could be detrimental. Chris Do states that “your value is determined by the quality of the questions you ask” (The Futur, 2018, 00:01:40). This begs the question; what levels of quality questions are there? 

Low quality questions are normally fact-based; When is it due? What is the budget? Who is the target audience? (The Futur, 2018). When, how, who – checklist questions. These are helpful questions to get the job done but are considered lower value questions. Chris Do explains “these are the kind of questions I asked as I was embarking on my career.” (The Futur, 2018). The lower valued questions are just to get the job done, any freelancer or designer starting their career might ask these lower valued questions and not think outside the box.

Above average questions are often considered more valuable. Chris Do gives a few examples of these questions, such as how did you come up with this idea, describe how this looks in your mind or how will you judge if this is successful? As Chris Do states, these questions are “open ended questions… they invite the client to collaborate and participate with you” (The Future, 2018). 

The highest form of questions are qualitative questions, Chris Do summaries these types of questions, “help others find their meaning or purpose… so if you can help somebody find themselves, I would say that that’s pretty valuable” (The Futur, 2018, 00:01:00). These qualitative questions, the highest valued, lead to answers for purpose and deeper meaning, they are meant for the client to be more reflective. Instances of these valued questions are; why is this important, why do you believe this to be true, or beyond money, why does your company exist? (The Futur, 2018).  
 
Accomplishing these questions, should mean you would be able to help them learn more about themselves and to tell their story. Does the quality of the questions you ask determine everything else we’ve discussed so far? Godin and Jobs both spoke of the story or culture of the brand, and we learnt that the brand is whom admins it from Fournier. Does this mean the connection between the questions asked and who the audience is, can control the graphic design solution? This could suggest that regardless of the designer’s experience or the original brief, it is the interaction between the client and designer as well as the questions asked that determines the result. Interestingly, this is exactly what Bierut was fascinated by as mentioned at the start of this investigation (Bierut, 2015). When the client disagreed with a design or wasn’t a hundred percent convinced, he would welcome the criticism, so he could ask more questions. These questions of course are what led to the right result. 

To summarise this, Chris Do states that “the questions that you ask demonstrate your knowledge, experience, confidence and therefore, your expertise” (The Futur, 2018). Your expertise is what a potential client is looking for. To be able to get the higher paying clients, you need to be able to ask the more qualitative questions to find purpose and meaning. 


3.3 Better solutions

Many designers typically expect clients to bring the brief and just simply listen or act as order-takers. To develop as a designer and find better solutions, one must first be able to create a strategy; a process where agencies charge for the plan of the project. Most designers are quite likely already offering strategy without knowing it and hence not being paid for it. 

Before a designer can start charging for strategy, they should practise on current clients as experience. It would be harder to charge an existing customer for a strategy as you’ve already got an existing relationship for the execution, the deliverable and the design. If they only come to you for the implementation of their problem, then ‘it is probably because you’re not great at delivering strategy’ (Stark, 2018). Chris Do explains “it’s very difficult for you to pivot from where people see you as today to something else, probably those are easier to do with new relationships” (The Futur, 2018). If you get an opportunity to consult or give strategy to a client, then it is a chance for you to “learn how to do it better” (Stark, 2018). Once achieved and able to implement strategy, you will be able to charge for it and as a result become more recognised as an expert to consult on problems or briefs. If you are only known for execution or implementation of an idea but do consult or provide a form strategy, then begin to “pivot them to a strategic engagement” (Stark, 2018) where you differentiate the two, strategy and design, and charge separately for both.

From this chapter we have learnt the importance of valued questions and how to use them. We’ve also explored significance of finding meaning of purpose and providing for the client as part of reaching the right solution. If being able to give advice to your customers allows you to get higher paying clients, then you will be viewed as a consultant or expert in the field. By using these topics discussed, it hopefully enables you to form better solutions for the clients and in turn make their business more successful. This, therefore, brings the designer or service provider higher paying clients. 


Conclusion

This essay has investigated and presented many factors that respond to the question; does graphic design and business skills together; form a more meaningful and successful design solution? Through the essay it is clear multiple different factors would need to be considered to ensure a successful outcome but finding a better form of solution can be achieved by asking qualitative valued questions that are open-ended. As a result, a designer would be perceived with greater value as the questions will correlate purpose for the client. 

To summaries the findings one could take a three-point action plan to elevate their work with clients; 
· Do not settle for the first idea, and welcome client rejection of your ideas.
· Keep in mind business culture and values, understand the client’s mission. 
· Ask qualitative valued questions; open-ended questions. This would find meaning and the most appropriate solution to the problem.

Other areas of focus that can be considered; design strategy and marketing. Being able to understand strategy will allow you to give advice to your customers, and as a result you would be perceived as a consultant or expert in the field. Implementation of a design and the actual strategy of the design are two separate tasks, and you could eventually charge for strategy.

In conclusion; yes, for most cases implementing a business mindset into the designing process when interacting with the client can be fundamental in achieving a better solution, assuming it doesn’t conflict the business culture or values. Keeping in mind all businesses are different, so it would be impossible to say with certainty. As discussed, Godin would argue that the actual design or marketing material is irrelevant, and you should focus purely on the product. I would conclude that Godin’s views could only be acted upon for companies that dominate their market space, such as companies like Nike, Apple, Facebook and Google; but I do acknowledge the fact that spending more on the product can generate more customers when seeking the best.

[bookmark: _GoBack]As a freelancer myself going forward, I feel that the ideas discussed in this essay will impact on my future projects and if implemented could generate better solutions for my clients, but also develop me as a designer. Therefore, I believe it would be in the best interest for other creatives to consider the points covered in this essay to offer the best possible solution to their own customers and projects. 
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