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Abstract:

Aesthetics relates to felt meaning generated frems@y perceptions, and involves subjective,
tacit knowledge rooted in feeling and emotion. Wadidve the aesthetics of management is
important, but little understood, aspect of orgatnimal life. We propose that followers use their
aesthetic senses in making these assessments.

In this article we try to discover the role of &esic in management and then try to find out the
style of about 130 industrial and governmentalrt@magers in Iran using some technique such as
guestionnaire and interview. The personality arataitter of them will be recognized by some test
such as KAI, MBIT, CPS, Cooper-Smith self-esteeranagement style, machiavellism, internal
and external control, behavior, attitude and thegthods in problem solving and decision making,
and the effect of this ability in productivity dfdir organization.

At the end of this study we find out that they strengly thinking, judging and intuition but half o
them are extraversion. their personality & charactititude, skills, professions, perception are so
important for management and in making a decisiorerthan Two-thirds:

-If they make a decision never change it.

-Use their aesthetic to judge others and everftaiod out the right way if it is rational and thése
enough evidence.

-Uses his experience and knowledge for decisioraskg others to suggest a solution or solve the
problem.
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1. Introduction:

Management research has been watering down themsmomena of
management. Part of our enduring romance with nemeagt comes from
its attractive explanatory power in the absencerational, objective
explanations of extraordinary organizational penfance. The purpose of
this article is to introduce aesthetic managemsra anique, distinct, and
valuable approach within management studies. Weugeto build a case
describing why management studies needed to maxggde aesthetics, but
as we reflected on recent trends in managemerdrokset became clear to
us that management was already moving toward dnetiesapproach.

We will then discuss how aesthetics can complermeatoffer valuable
insights to management given current trends in gemant studies. It is
time that management embraces an aesthetic approaesthetic
management is based on 4 principal: Body (physicaid (logic, think),
heart (emotion, feeling) and aesthetic (Mowxley)®@0

Our main questions are: what's the personal maoingse managers in
Iran? How they make a decision? Are the attitudeteait effective on this
process? Are they using their aesthetic knowledgeéking decision?

2. Aesthetics

When we talk about the aesthetics in managementfge to sensory
knowledge and felt meaning of objects and expeegnReason and logic
has often been contrasted with emotion and fedhagyhat they both have
in common is that they are sources of knowledgeganerate meanings we
rely and act on. Aesthetics involves meanings westcoct based on feelings
about what we experience via our senses, as oppiegl meanings we can
deduce in the absence of experience, such as natberar other realist
ways of knowing (Campbell, Baumeister, 2001). Aetith knowledge
involves sensuous perception in and through the laodl is inseparable
from our direct experience of being in the worldafliardi, 1996). As a
result, the mind (cognitions, intellect, logic) wasvileged as a source of
knowledge and our sensory-based and embodied walsowing were
marginalized. This marginalization is ironic becaesthetic experience
shapes and precedes all other forms of knowledggddrs are said to rely
on this tacit knowledge when they rely on “theit geelings” or instincts.
Knowledge at the tacit level is often described deeply ingrained,
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inexpressible know-how that resists clear, logieaplication. For our
purposes, the embodied, tacit knowing correspondsighty to
sensory/aesthetic knowing, particularly as oppdseahtellectual/ explicit
knowing. (Austin, Devin, 2003)

Aesthetic knowledge is similarly drawn from expede, guides action,
and is difficult to codify. But distinct from tacknowledge, the focus of
aesthetic knowledge is skewed toward knowledge mirdem more
aesthetic experiences or knowledge used to cotstrapresent, and
interpret the felt meanings and sensory experiergated to organizational
life.

Because of its representational form and its egpgal nature, art
involves our aesthetic senses and generates eediffgype of knowledge.
However, we make aesthetic judgments about mangshive experience
besides art. Art has an aesthetic, but so do plammteractions, such as an
office and how a factory is laid out, or a job mtew (Bono, 2006).

Aesthetics do involve judgment, but beauty is oofhe of several
aesthetic categories. There is also the aesthetigdl, sublime, comic, or
grotesque (Strati, 1992). And while we often thafilaesthetic judgments as
those we make toward art, aesthetics involves perssessments of how
we feel about anything. We can also consider whaewent, object, or
interaction evokes in us emotionally. It might beEautiful, ugly, inspiring,
creepy, funny, warm, ironic, etc., as opposed tatvithmight mean for us
objectively. There are many feelings and emotibias $ensory experiences
give rise to, and many types of aesthetics to desthose felt meanings.
Our focus is on that felt meaning and the implaagiit has for management
studies, as opposed to rational, instrumentallecteal or logical meanings
(Avolio, Gardner, 2005)

3. Organizational aesthetics and management

Management studies have revealed much about maaagem
phenomena, but older approaches to managementameedcomplimented
by new ones, especially as we reconceptualize tweagement process.
Overall, a psychological approach has dominatedag®ement research
(Parry, 1998). The psychological approach reliedimstrumentalism, a
strong but very narrow measure of the overall mamamt experience.
Management has rightly turned to social influenaegsses, which cannot
be reduced to the measurement of psychologicabriadPeople use more
than rationality and intellect to make decisioniseyl bring their minds and
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bodies to work; their emotions, feelings, and pambaexperiences that
cannot be represented in any rational models. Ifca@dd reduce every
decision to a rational model, we would not needdes at all. CEOs would
make very little money and fishbone diagrams wielgbriceless.

While previous management studies have largelyntakeinstrumental
approach to what works, aesthetics also shedsdiglthat works, but what
works aesthetically, what seems to agree with awoit tknowledge or
implicit feelings and emotions regarding a parcutontext (Boal, Hunt,
2003).

Aesthetic management is concerned with sensory lkdge and felt
meaning associated with management phenomenataltsea subjectivist
ontology, symbolic interpretive epistemology, andalgative methods.
Aesthetic meanings arise and emerge out of symboteraction and
processes of social construction. Methods inquite aesthetic meaning
include ethnography (Strati, 1992) and discoursedtige analysis. In
applying aesthetic methods to management topics, higalight the
importance of the getting at the experiential amatextual, and inquiry into
leaders and followers sensory and felt meaningstaated in subjective
processes that rely on aesthetic knowledge (Camplglich, 2001).

The latest surge of aesthetics into organizatistumlies comes broadly
from the search for alternate methods of knowleatge has emerged along
with interpretive/critical perspectives in organiaaal studies. Instead of
attempting to predict objective outcomes of leddprphenomena such as
charisma and authenticity, aesthetic focuses on theae phenomena are
produced and emerge, and attempts to describeiltfectve felt meanings
as experienced by leaders and followers. An adésthpproach recognizes
that rational analysis neglects important aspefcesveryday organizational
life. It enables us to study and to talk aboutdtistle, underlying qualities,
which we sense, but cannot quite put our finger on.

Aesthetics is concerned with knowledge that istece&tom our sensory
experiences, which includes a connection betweethoughts and feelings
and how our reasoning around them informs our tiogsi Aesthetic
knowing corresponds to the embodied, tacit knowliag is often contrasted
with intellectual/explicit knowing.

For social constructionists, meaning arises oubof,also guides, the
interpretive process of social interaction. The eutiwing premise here is
that people act towards things on the basis ofrtbanings the things have
for them. The meaning of anything must be formearded, and transmitted
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through a process of indication, as it occurs intext. There are no fixed
meanings, but meaning may be sustained throughstuaotion.

In taking an aesthetic approach to understandirg rtteaning, we
assume the judgments and interpretations maddloyéos are partly based
on implicit, tacit, felt meaning derived from thsubjective interpretation of
management experiences. (Cairns, 2002)

The two enduring components of an aesthetic apprimaleadership are
1) engagement of the senses and 2) the focus oexpeziential (Taylor,
Hansen, 2005). An aesthetic world-view seeks to ajge possibilities and
widen the understanding of leadership by becommgvedgeable about
the hidden and unrecognized sensuous ways of kgowin

Aesthetic practices include language skills, listgngazing, touch, and
treating emotion and feelings as important souatdahowledge. Another
distinguishing factor is that inquiry into aestbstrequires direct experience.
One has to be there and experience the situationderstand it. Just as no
text, no matter how detailed and colorful can dbsarvhat it feels like to hit
a perfect golf drive, aesthetic knowledge requirgserience to “know what
it is like” on a tacit level.

Aesthetic knowledge is constructed (i.e. it is mathared, transformed
and transferred) in relationships between peoplewhy of interaction
(Avolio, Gardner, 2004).

4, Resear ch focus and methods

Aesthetic management is concerned with the aesthgpiects of social
influence processes in management. Aesthetic klgelesfers to sensuous
experiences (seeing, hearing, smelling, tasting@nching) that are lived in
and through the human body. The focus is on iniera@nd the aesthetic
knowledge that is produced by and guide interastido date, management
studies have focused on the individual and cognitather than interactional
(Fairhurst, 2007). We searched for traits, charatitss, behaviors, and
styles that resided in the leader. For exampleéhets management might
attempt to describe the intuitive processes foltsvge through, focusing on
aesthetic knowledge they rely on, in determining hanager is authentic.
Inquiry into aesthetic management requires quatanethods. Qualitative
research has made a positive impact in our undeisabout how leaders
manage meaning. But despite these calls for quditaesearch, there
continue to be too many surveys that attempt totifyadeadership. We
have still not departed enough from traditionalwgeof management;
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perhaps because management studies, like organalastudies overall,

have been dominated by psychological research spefrimental designs
(Bryman, 2004). Management was not an inventiosoafal scientists; it

was not a creation of the behavioral laboratopera it was based on our
observation of the everyday vernacular in real mmgdions. It arose from

observation of social actors making sense of #rgderience, and it should
be studied as it occurs in its natural settivigindl (1995)begs us “to return

management study to focus on what actors and a@seconstruct as a
normal part of their social experiences”.

Aesthetics is about sensory knowledge and felt mgaand concerns
itself with feelings and emotions and the richnefsgualities, so researchers
will have to engage organizations with methods d@in@tappropriate for these
types of phenomena. Purely analytic approache®authin to describe deep
aesthetic experiences (Shusterman, 2001). Takingeathetic attitude in
observation requires an openness and attentivenegperiencing an object
or process aesthetically.

Aesthetic inquiry attempts to capture the felt nigguvarious events
and interactions have for leaders and followerkealand getting at the
experiential aspects of sensory knowledge will irequparticipant
observation and qualitative interviews. In explgrithese more aesthetic
aspects, researchers would ask about emotionsr rdtha logics that
surround particular organizational decisions, ckangand visions.
Fortunately, there already exists a strong bodyuefitative methods that are
well-suited for exploring the aesthetics of an aigation. In much the same
way that qualitative inquiry gets at the cultureanforganization, researchers
can use qualitative methods to explore the aestheftimanagement.

An important aspect of aesthetic inquiry is that itisights provided by
an aesthetic experience are not easily detachedtfrat experience, and it is
also worth noting that those particular insightantd be reached by any
other route other than tapping into the aesthe&te af organizational life. In
this pursuit, ethnographic methods in particuldk lva useful.

For recognizing some feature of manager there msestools and
standard test that could help us and we descrdme kbelow:

4.1. Sef-Esteem and Narcisssm

If you do not love yourself, you will be unableltwe others (Branden,
1994). It is believed that self-love can actuallsevent harmful for
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relationships. This position was described mosbrédly by the ancient
Greeks in the story of Narcissus. (Galloway, 1997)

The association between self-esteem and love bas/ed a moderate
degree of empirical attention. The primary findisghat individuals with
high self esteem are less likely to experience amaManic love, or
lovesickness, appears to be more symptomatic oféfaesteem individuals
(Hendrick, 1986).

High self-esteem individuals experience love ma@ssnately than do
individuals with low self-esteem. (Rudich, 2001)

Cooper-Smith self-esteem test is a questionnaia¢ Helps you to
understand if other people are with high self-esteenot.

Manic people are more autocrats then other.

4.2. Adaption-innovation theory

Differences in problem-solving approaches deterrtimesome extent,
how people are creative and how they interactamte Understanding these
differences is essential to developing effectivatsgies for teaching the
various concepts and subjects required for top ge@saTo measure the
differences in approaches to problem- solving betwenajors we used
Kirton's Adaption-Innovation inventory (KAI). The palication of A-I
theory is broad, because it addresses problemgplgecision-making, and
change, fundamental issues that concern peopldl iendeavors. These
differences can be reliably measured. Furthernfsieheory holds that the
individual's preferred approach to problem-solvinggking decisions, and
change is an innate characteristic of the indiidnd does not change over
time. (Foxall, 1986)

In general, adaptors will work within the existipgoblem paradigm and
not challenge the basic assumptions implicit ingheblem. Innovators are
apt to challenge the basic assumptions and thedigarain which the
problem is embedded. Consequently, innovators are ikely to propose
solutions that are seen as “different” and “risk§daptors are more likely to
use their creativity to “refine” and “tweak.” Kimoexplains that adaptors and
innovators do not naturally work together well. Hmer, he argues that
bringing together adaptors and innovators withia #ame team project
would have significant synergistic benefits by dingiothe team or group to
work on a larger and more diverse set of alteraativ

Nevertheless, the difference in problem-solvindestyof the adaptors
and innovators makes teamwork difficult. Becausepl@e have a natural
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tendency to associate with people like themsethiey,tend to have negative
views of people who are different. (Filipczak, 1997

The KAI consists of 32 items that ask respondeois &asy or difficult
they would find it, over a long period of time, rt@intain a specific type of
behavior. Each item is scored on a five-point scateéch gives a range of
32-160, mid-point 96 (Kirton 1999). Research shtwved KAI scores are
normally in actual range of 60 to 145. Researchvshbat work groups tend
to develop a consensual KAI score, although thgerah KAl scores within
these groups can be fairly wide. (Filipczak, 1997)

Table 1:KAI Scoresfrom Sdected Studies

Group KAI mean
Managers 101.94 (n=131) KA, All
Teachers 95.5 (n=119) Mean 94.97
Project Managers 109. 4 (n=133) Std. Dew. 12.47)
Bank employees 90 (n=128) Count 73
Financial Analysts 110 (n=34) Minimum 65
Women 90 (n=242) Maximum 127
Men 98.1 (n=290)

4.3. MBTI (Myers-Briggs Typelndicators)

The MBTI is one of the most widely used psycholabitests
administered today. Among the non-psychiatric patpuh, no other
instrument of personality assessment is more edilit enjoys a tremendous
amount of success. (Reis, Betton, 1990). The MBEmployed as a tool by
major corporations, vocational and marriage coanselnd as a resource for
such purposes as educational placement, persamathgretreats, and the
matching of college roommates. The Educationaliigsiervice began to
distribute the MBTI in the 1960's and studies agkarch began in earnest
on its use and validity. It has been translateal Jafpanese, Spanish, French,
German, and many other languages. (Ron, 1993)

The Sensing type is hard driving and results aggknThe intuitor is a
conceptualizer and sees things from a predominaspective of
innovation, creativity, theory, and imagination.eThinking type is very
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analytical, objective, systematic and methodicahe TFeeling type
appreciates the values of feeling and human ensotion

Table2: Theresultsof my MBTI test

PREFERENCE STRENGTHSPOINTS

Number Number
Extraversion 13 Introversion 12
Sensing 1 Intuition 22
Thinking 28 Feeling 0
Judging 20 Perception 7

4.4. Creative Problem-Solving (CPS)

Fluency (quantitative), total number of problentestzgents generated by
the participant and Originality (qualitative), wamseasured by coding
responses to see the ability of a participant tegee statistically infrequent
responses for the population of which the partiipgas a member; by
administering the Torrance Test of Creative Thigkffi TCT) to the main
sample; and by having a professional judge and aatubset of the
responses.

The effect cognitive style on problem-defining beba could not be
clearly identified. This study demonstrated, howgeteat innovators were
more fluent. Because of the confounding effectla@éricy on originality,
however, it became evident that a purer measuceigihality was needed.
This study did not support Kirton’s belief that avators were more original
than adaptors (Puccio, 1994).

5. Studies and Results:

Managers have several roles in organizations angpaoies such as
figurehead, lead, laision, monitor, disseminatpoke man, entrepreneur,
disturbance handler, resource allocator, negotiatan classic theory of
management. But in modern and world class orgaoimathe role of it is
changed.

Regarding to a survey in Iranian mangers they skedato tell the most
important factors that affect their efficiency aeffectiveness. For this 41
companies was selected and their general managieesl 0 answer the
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guestionnaire. After analyzing the result, we fotimat there are six factors
of competency of managers:

The selected companies are working in auto indwsig parts, metal
and mining industry, and broadcast industry. Feigieng the questionnaire
we used the Galloway Kate guide and used the geedoiefit and chi-
square for reliability (Galloway, 1997).
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Figure 1- six factor s of competency

In each category we find some basic traits andifeatfor mangers and
evaluate the weight of each:

Public knowledge & theories Effect
Human resource management MMM
Foundation of management anhd MMM
leadership
Strategic management MMV
Resource management MM
Quality management and productivity MM
Organizational Behavior MM
Industrial psychology MM
Accounting and finance MM
Planning and Project management MM
Change management |
Decision making & Research A
methods
New modern technologies MM
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BEHAVIORAL SKILLSAND PERCEPTION EFFECT
Speech skill MMM
Negotiation skill MMM
Interpersonal communication MMV
Consultancy acceptance MMV
Mental analysis power MMM
New thought courage MMM
Emotions control power M
Learning from environment M
Self express %}
Distinguish between problems MMM

CHARACTERISTIC EFFECT
Self confidence MMM
Responsibility MMV
appreciative MMM
courage MM
Patient MM
Competitor |
foundational %}
Optimistic MM
Resistant to problem MMM
Strict MMM
Criticism MM
Propriety MV
ATTITUDE EFFECT

Islamic values MM
Response to God MMV
Response to People MMM
Islamic behavior MMM
Professional behavior MMM
Difference between people and subjects %}
Respecting people M
Priority of organization goals M
PROFESSIONAL CREDIT EFFECT
Hierarchical trust MMM
Suborder trust MMM
Reputation MMM
Formal communication with effective ones MM
Informal communication with effective ones MV




86 Iranian Journal of Management Studies

In the tables you can see the education of theseagees and their
professions:

Figure 2-professon and education of managers

In this study we found out some information abdw& behavior and
attitude of the managers and therefore we can stathel their management
style and psychology.

These are some information about the important trat managers
mentioned to them but are every manager are the sathese feature or
not? To answer this question we design some guesii@s to extract the
real feature of these managers by using some statelzhnique such as
KAI (Kirton adoption-innovation inventory) test, MB (Myers-Briggs Type
Indicators) test, Cooper-Smith self-esteem testCT {Torrance Test of
Creative Thinking), machiavellism, courage test..oligh these test we
insert some special question to know if they usgr thesthetic ability to
make decision, solve problem or judge between pedyter analyzing the
result we encounter:

KAI Scores (101) of these managers are less thare gzeople in
developed countries and this means managers irateanot risky and try to
direct people in a strict way and with instructiofisey are in their positions
not because of their competency. Unlike develomesohtries in Iran lots of
companies belong to government and near 80% ofeoanomy is not
private and in free economy. Therefore some palitieople become a
manager and probably their decisions are affeggegbldernmental change.
Therefore when they are supported by politicianmajors they have high
self-confidence and self-esteem and their outc@resery good.

Their creative thinking is depended to their positiand their
supporters. If they are supported they can use soesive solution in
operation.
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There were three concerns regarding the MBTI: Bifitig Validity,
and Effectiveness. (Buttner, Gryskiewicz, 1993) r&wrts, Intuitors,
Perceivers tend to be more innovative.

We found that men (54%) are more Introversion boinen (55%) are
more Extraversion. Most of men (66%) are sensirtghbili of women are
sensing or intuition.

Whereas 90% men are thinking and 10% feeling bt 6Dwomen are
thinking. 73% of men are judging and 27% perceig 64% of women
are judging.

Conclusions

At the end we analyze the decision making methédseon and found
that:

If they make & decision never change it 86%
Uses his aesthetic to judge others and eventsif thereis enough evidence

Uses his aesthetic to judge others and events not by evidences

Uzes his aesthetic to found out the right way if it is rational

Uses his aesthetic to found out the right way however it is not rational

Asks others to suggest a solution and trust them

Uses his experience and knowledge for decision even other people do not agree with him
Uses his experience and knowledge for decision but asks others to suggest a solution
Uses his experience and knowledge for decision

Consults with his friends and decide himself

Asks his advisors to solve the problem

Triesto study and learn more about the problem and find the solution

Using quantitive and scientific methods for making decision

Triesto find the previous experience and uses their methods

0% 20% 40% 60% B0% 100%

As you can see Iranian managers sometimes makgateiridividually
and do not mention if it is not acceptable for athand in this way they uses
just their knowledge or experience or aesthetim&mnes they asked other
to help them.

In Iranian culture, there is a proverb said “no rohanges his decision”,
therefore managers try to make a right decisiodi\iidually or by other
aid). However they are sometimes wrong but nevan@h their decisions.

We have attempted to introduce an approach cadililequiry into
these more implicit and subjective aspects of kshife We believe there is
great potential for aesthetic leadership. We haeenahstrated that
leadership is already inching toward the aestlsgtie of organizational life
in current topics such as transformational, chats&n and authentic
leadership. We also believe that the movement ¢tude followers in
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leadership models and the exploration of leaderghigities call for an
aesthetic perspective.

There has been much progress in leadership researdhgiven the
direction leadership studies are going, the timeight for an aesthetic
approach to leadership.

We hope aesthetic leadership offers the field aahéo lead theory and
practice. We think attention to the aesthetic sifiieadership phenomena
will not only transform organizations, but the lessve use to view them
And if we begin to view leadership through new &mswve can begin to
think and attend to leadership differently, genegabhew theory and further
developing our conceptualization of what leadershigails.

At the end of this study we find out that:

They are strongly Thinking, Judging and Intuitiant balf of them are
Extraversion. Their Personality & Character, Adiy Skills, Professions,
perception are so important for management andaking a decision more
than Two-thirds:

-If they make a decision never change it.

-Use their aesthetic to judge others and everftauad out the right way
if it is rational and there is enough evidence.

-Uses his experience and knowledge for decisionasids others to
suggest a solution or solve the problem.
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