Roy Suddaby:
Corporate Change, Corporate Art,
Corporate Law
Roy Suddaby must think in threes. He not only represents the blend of business, art, and science in his education,
experience, and research, he is also a three-time alumnus of
the U of A including an ’01 PhD from Business, an ’84 LLB,
and an ’81 BSc. (Roy also earned an MBA from UBC in
1991, but we won’t hold that against him!). Roy joined the
School of Business from the University of Iowa and is presently an Assistant Professor in Strategy where his research
focuses on managing strategic change in knowledge intensive industries. His current research includes the study of the
semiotics of corporate art and post-professional regulation.
Prior to becoming an academic, Roy practiced corporate
law. When not being “corporate,” Roy and his wife Moira
“enjoy their three fabulous children, Toryn, Griffin, and
Tiegan, and their three family pets including two beautiful
bullies, Cecil and Giles, and one clever cat, Ptolemy.”
In history, “Ptolemy” was the most influential of Greek
astronomers, geographers, and mathematicians of his time.

role that large corporations have assumed in
contemporary social life.
There are some potential dangers signaled
by the growth of corporate art collections
however. While some corporate art collections are inspired by expressions of humanism, others may indicate a lapse of appropriate governance mechanisms. Similarly, the
shift of artifacts and art to private companies
may signal the demise of public access to art
through museums and galleries and indicate
an important redrawing of the boundary
between public and private access to art.
My research shows, however, that we
can tell a lot about a corporation by the art
it keeps and, perhaps more importantly, by
examining the process by which the art is
collected and displayed. Does the company
focus on a single theme or does it have
eclectic tastes? The variation in collection
content seems to correlate with the degree

of strategic focus in a firm in both product
and geographic lines. Who decides which
type of art is collected – a committee or are
employees allowed to vote? The answer to
this question offers important clues about
the nature of internal controls and employee
commitment. Where is art displayed in the
organization – where employees can see it
or is it reserved for the executive suites? This
question offers important signals about the
power structure in the organization not only
between management and employees, but
also between management and shareholders.
Corporate art collections, thus, are much
more than mere investments. They offer
incredible insight into the culture, power
structure, and unstated motivations of complex organizations. More importantly, they
offer the potential of a new way of thinking
about corporations and the role they could
play in society.
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hen Marcella Dankow, ’94 BCom,
first opened her business, Art
Works Gallery and Framing Centre, ten
years ago in Fort McMurray, she found
it frustrating that some of her customers
simply wanted to purchase a piece of art
that would “match the carpet and the
couch.” Marcella was not in the business
of home décor; she was in the business of
selling art.
She made a commitment to show local
artists by selling water colours by Carol
Breen, soapstone carvings by Brian Clark,
oil landscapes by Shirley Thomas, uniquely
styled wood carvings by Robert McDonald,
and stunning acrylics by one of Canada’s
foremost aboriginal artists, Alex Janvier.
Marcella not only set out to provide
a voice for the local artistic community,
she was determined to create a market for
them. One customer at a time, Marcella
also set out to raise the level of artistic
knowledge among her customers and dispel
the myth that Fort McMurray is devoid of
culture. Her first years were tough; it wasn’t
always easy to pay the rent. Nevertheless,
she persevered and sought to convince
people that original art was unique and
could be an expression of their own
personalities. “A techno-town that hasn’t
got art, hasn’t got heart,” she says.
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