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Peace and Design
—Lecture at Gwangju Design Biennale 2007, Korea (October 5, 2007 )
Kenji Ekuan

Therefore, the theme given to me for the event is “Peace and Design.” It is a
very difficult theme. If we say “peace is included in Design,” that seems to be
the end of the thought, however, it is not so easy. Because we cannot find an
absoluteness of peace, and it is always found in relativity.

Since I was brought up in Hiroshima, I started my career for a designer in
the midst of loud appealing of “Peace! Peace!” Around 1947, my mind was
imbued with three phrases “against atomic bomb, against war, securing peace.”
When talking about peace as a human being through my own experience,
somehow as if I could comprehend “peace.” But when it comes to as a
designer, I could not make out at all how peace should be ensured in designing
act.

Therefore we have to go back to the origin of design to review it objectively.
The objective of design is firmly for humans. That is the point we must not
forget. In addition, we are to think of harmony with nature. An excellent
design will never be materialized without considering harmony and co-
existence with nature. Sometimes design may abuse nature as a result, but in
that case a designer has to reflect the result so as not to abuse nature again.

When we take design for serving humans, designers' views are becoming
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very important. When all towns and things of Hiroshima were burned down to
nothing, I strongly felt of necessity to bare something from nothing. The
feeling ended up with just a saying “want some-thing.” The state in my
nation's historic saying “we were defeated but mountains and rivers are still
there,” did not fill up my horribly vacant mind. What motivated me toward a
designer was that sort of surroundings. It was from the world of nothing to the
world of something, so to speak.

When I enrolled in Tokyo University of Fine Arts and Music after the
Second World War in 1950, I took initiative of the movement to appeal
democratization of beauty and material things. Because the world of beauty
used to be enjoyed only by limited group of people. The appeal meant to make
the world of beauty available for everybody by effect of designing. For
example, designing just a beautiful pot for a humble kitchen of a shack may
bring beauty to the masses. In other words, it was a thought that people could
have their own material world regardless rich or poor. The shift of industrial
societies from war oriented system to civil oriented in post war societies had
come to largely influence my mind.

Views on humans till that time had showed a very obvious change. These
were views on humans with democracy, views on humans with freedom and
views on humans with equality. These are all important aspects when humans
come to contact to each other. Now the views on humans with democracy,
freedom and equality have become quite popular perception among us.
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The system producing things in mass had set the ethos of democracy,
freedom and equality more firmly. Democratization of both beauty and
material things means propagation of democracy and proof of human equality.
Also freedom is the fundamental human rights and freedom of speech and
expression are indispensable for us. On that conviction, industrial design has
had a reason of existence in societies.

The reason we can design ranging from cars, home appliances, mobile
phones to many others owes to those rights earned over great sacrifices from
19th century through 20th century, and they are very foundation of
establishing peace. It can be asserted that we designers working on our day-to-
day business don't even bother to be aware of such foundation. However, will
peace be achieved only by those rights? The answer is no.

The top priority condition of peace is a pacific and no conflict state between
humans, but therefore we ought to make peace livelier. It is breathing peace.
Peace itself needs our lively mind. And for that designers need sincerity on
humans. In that sense, deep observation of humans is important. And many
human habits can be found. We have an old saying “everyone has his peculiar
habit.” Caring for those habits with formative expression is the proof of the
sincerity. We are to sincerely serve each other.

The following has a bit religious criteria however, views on humans need
sincerity. Telling no lie is a foundation of trust. Cleanliness is a fundamental
human attitude, and by keeping ourselves clean, we can join in each other. We
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should always keep our mind in outright honesty and humbleness. If we
conceptualize ourselves as a superior existence to others, a source of conflict
might be born. Conceptualizing ourselves as humble and outright honest
beings might bring pacific order among us.

Not only our own views on humans, humans need serious views on nature,
since humans are living beings in nature. Taking nature as existence to obey
humans is wrong thought. Nature has to be taken as parents of humans. It
should be an object to respect. Humans should not impose anything nature
dislikes. Rather humans should take care nature as if it is parents of humans.

Saving energy and resources are to be taken as an extension of those
thoughts. Perception on energy and resources as limited things on the earth is
surely bringing a new culture. The perception is especially indispensable
factor for our self-claiming profession of an industrial designer. An industrial
designer sometimes, under designer's capacity, may have to halt a production
line of a product.

It is important to have concern about humans with firm views. When people
practice design world wide, under freedom, equality and democracy, with
criteria of sincerity, cleanliness, outright honesty, humbleness, no lie and with
the view on nature as parents, the design comes to contribute to peace as a
result.

Sincerity means that humans should be deeply observed both physically and
mentally to understand humanity. Also an attitude of always seeking an
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unknown part of humanity should be included. It is to relate ourselves
seriously with humans. Societies are to be viewed same as humans because
they are collective entity of humans. These are all necessary conditions to seek
peace.

Last but not least, when it comes to a designed product, it generally should
interest and resonate our mind. It is traditionally said that people need not only
bread and wine but also a circus. That is a golden saying. Though we are busy
calling for a global concept in many ways, research on regional aspects are
hardly overlooked. How the research should be developed may become a big
subject for designers from now on.

Kenji Ekuan, Chairperson, GK Design Group
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The Earth and Design
Kazuo Tanaka

What is happening today?

Global warming is the common problem for the
whole world. This is widely recognized. But do
we recognize what is really a problem, and what
should be done? In 2008, when we entered the
period in which we have committed ourselves to
reducing CO2 emissions by 5 percent of the 1990
level as stated in the Kyoto Protocol, people talk
about global warming as a topic of the town. But
do we feel the actuality of global warming in our
actual life?

Some may ask, “Is it true that global warming
is progressing? It's been cold this winter, and it
snows as usual.”

It is a peaceful story. It is hard to actually feel
changes in average temperature. Moreover, China
had unusually heavy snow. The irregular climate

mechanism puzzles our mind.
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We are selfish.
seriously until they critically affect us. We do not

We do not take problems

care if an island in the South Pacific sinks in the
sea, or if white bears drown in the Arctic Ocean.

In fact, the reality is there. The 4th report of
the Intergovernmental Panel on Climate Change
(IPCC) published in November 2007 is changing
the activities of the world. Together with the
former US vice-president Al Gore, IPPC was a
laureate of the Nobel Peace Prize in 2007. The
report states that human involvement in climate
The report caused US
President Bush refer to “Climate Change” in his

change is obvious.

statements. According to the Stern Review of
Britain, if the process of warming were left as it
goes, the economic loss that the world will suffer
in water resources, ecology, food, health, habitat,
society would be equivalent to 20 percent of
world GDP per year. This is the same ratio of the
economic loss from the Second World War. We
must do something to control warming before the
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world is covered by the sea. If we take measures
to reduce the emissions of carbon dioxide and
other greenhouse gases, the greatest factor
contributing to global warming, its cost probably
may be as small as one percent of annual GDP of
the world. The impact of the Stern Review was
great. It helped the world to understand global
warming in “economic values” instead of
approaching it with a conceptual nature
conservation theory, and the world began to look
at the issue squarely.

What can designers do?

Designers have a mission to serve the
wellbeing of human beings. What can we,
designers, do when the earth is faced with a crisis
of survival?

Measures to stop global warming are
complicated. But, ways to realize a low carbon
society greatly depend on scientific technologies

and social systems. The development of
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technology to create energy that does not emit
COz2, and processing technology to remove CO2
from exhaust gases, are both expected of
chemistry and engineering. Social systems should
be reformed, as represented by the emissions
trading system. Systems to reduce CO2 emissions
are required, including controlling destruction of
forests, encouraging the wuse of public
transportation services, and the introduction of
Carbon Tax. There appears to be no room for
design to be involved when scientific
technologies and social systems provide solutions.

We must consider “what is design” afresh today
when human beings are faced with the grave
problem of global warming.

Needless to say, design is not an act of
processing forms and functions. It is an act of
considering and finding ways to pursue the
wellbeing of humans and society.

Instead of giving shape to what is produced by

engineers, designers should give conditions to

engineers as to what to produce. Instead of just
observing how social systems are reformed,
designers should propose how social systems
should be reformed.

Design is an act of probing into the essence of
things and creating a new life. Design must have
been an act of proposing “what to make” instead
of “how to make.” Designers should consider a
desirable way of living, and create seeds for new
tools. New tools will bring forth ways for new
living. They are not always the products of
advanced technologies. ~The range of our
activities is the globe. A device to refine seawater
into fresh water for use in developing countries
has been produced from a designer's idea. There
are indefinite numbers of things that we should
do. Before the world sinks into the sea, we must
arouse the mind of designers.

Kazuo Tanaka, president, GK Design Group
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Measures against Global Warming and GK Design

A variety of measures are being taken to address
the issue of global warming in many sectors.
Designers take various approaches to help promote
the efforts. Their efforts include devising new
instruments and equipment including measures
against global warming, the spread of the use of
new instruments and equipment in people's life and
their living environments, to positively employ
energy-saving and resource-saving technologies
and materials, and further, to express global
warming and measures against it in friendly ways
to help people understand the issue. Examples of
such efforts will be introduced from recent GK
projects.
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e+plant=planet: Winner of the International Design Competition Grand Prix 1999 by the Japan
Design Foundation : Seeds and nutrients needed at the time of budding are contained in a small
capsule and covered with a net. The net is made of a biologically decomposable material, and it
will be decomposed in the soil in a certain time, and only the plant will remain and grow. This is
a design proposal to reduce CO2 emissions by supporting the growth of plants.
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Signs, etc. for Expo 2005 Aichi:

The environmental mottos of the 3 Rs (Reduce,
Reuse, and Recycle) were adopted to the choice
of materials, structures and functions. The signs
and other articles were designed considering the
possibility of change and development based on
the concept of metabolism.
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Tangible Earth as an Earth Simulator

Used to simulate the state of the warming globe in 100 years from now at the Kyoto Protocol

Memorial Symposium on December 2007. It is a medium to display environmental issues in
a concrete manner.

vy
8k
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Graphics on the Wind Power Generating Tower / City of Yokohama
2007: Dot gradation was applied to the wind power generator
considering the panoramic view from the Minatomirai District of

Yokohama. It is intended to promote the use of natural energy by
harmonizing the power generator with the cityscape.

N Ty RABBKT Eyebird/HIBEES (#) 2006 :
BAOERBGREERT D/ 7Yy RXOBEE, 2T

RIRDBWLEDZE U > 7IRICE U THENICREZS 5.

Hybrid Solar Lamp Eyebird / Iwasaki Electric Co., Ltd. 2006 :
A hybrid lighting system using wind and solar power
generators. Highly energy-saving LEDs are arranged in a
ring to enhance luminance efficiently.

SYFRY IR/ () 7ZYREYRZIL 1990 :
YA VILRMDIEEVIL REFIED RO B B2 RERICHE
Ty T =,

Lunch Box / Grand Central 1990 : A package with a
handmade feel molded from recycled paper.

SUBARU 15/40/E+ETI (#) 2001 : g DS
ENEWREBLGRITEZ Bt 2, AAtZnzIx
IWFE—ITRZZEE & DBRMED BRI DB,

Subaru Wind Systems 15/40 /Fuji Heavy Industries, Ltd.
2001 : The streamline wind power generator suggests a
white elegant aircraft. It is a form created from the relation

between wind power and the instrument to change it into
energy.

AYTIVILY MNRANY T /T4 =)l (NILYY)
1999 | KEICAFEMZ 8 X BRHKICENZHIGT .

Intelligent Bus Stop / Wall(Berlin) 1999 : Solar cells on the
roof supplies power to the information display terminal.

ATy RERF/\E200% /EAAREHKE () 2007 :

INBIRICBASNIHRPDOT —ELI VYV EBRED
A4 7Yy RKEER, MIcBREMEeTE—ILTDTT771v 7,
Hybrid Train Car Ki-Ha E200 System / East Japan Railway
Company 2007 : The world's first diesel-and-electric hybrid

train cars introduced to the Koumi line. An appealing
graphic design for the new technology was applied.

Bk E FHA v M

IRIV=T - V—F—FB&H/ZFBH (%) 2006 :

AEHTEBICKET 2 EWSHUVEED, £EIC
FLWMTENERRZRIS,

Eneloop Solar Battery Charger/Sanyo Electric Co., Ltd. 2006

A new device to charge a battery with solar energy will
introduce a kind of new behavior and scene in people's life.

EREARATT 7 Nigelle La Fusion/ (#)) LR
2002 : RERBERFRICT D LT, FELBRERD
HEEARRICHBLTERATER Y 7Ly =3,

Hair Care Product Nigelle La Fusion for a hair salon / Milbon
Co.,Ltd. 2002 : The outer container is made with a semitransparent

material for general use. It can encase any product in the series in
a thin container and can show what product is contained.

Gen-Ryu - Tesseract /7 ~/\F&pi# () 2005, 2007 :
HRE—Y—Ya—TCRRSNCRKEE—Y—TF17
o WINEBENATUY RIVIVOEHEREL 2
AVt 7hET I,

Gen-Ryu and Tesseract / Yamaha Motor Co.,Ltd. 2005, 2007:

Futuristic motorcycles exhibited at the Tokyo Motor Show
in 2005 and 2007. Both have hybrid engines.

GK Report No.17 9
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Corporate social responsibility (CSR) is being questioned. The concept of
social responsibilities for corporations is expanding today to cover sincere
customer responses, contribution to local communities and culture,
consideration to the environment, and consideration to employees and their
families on top of the basic responsibilities to provide products and services,
to pay taxes, and to create employment opportunities.

Unfortunately in recent years, fraudulent incidents have occurred in various
industries from food, services, to construction industries. The public eye
toward business corporations is becoming increasingly strict. It is now the
time when the trustworthiness of corporations is being scrutinized before
evaluating the quality of their products and services.

Corporations today should review the influence that corporate activities
exert on society, re-evaluate their own raison d'etre, and communicate their
policies and views to the public in friendly ways. When the stance of
corporations is expressed not only in their concepts and slogans but also
reflected in their products and services, consumers will understand this as the
persistent stance of corporations. In this issue, what roles are being played by
design in communicating the value of corporations is expressed by showing
recent projects in which GK has been involved.

(Isao Tezuka, Editor)
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Product Design under the Brand Vision “Think
GAIA” - Sanyo Electric Co., Ltd. -
Shigenori Asakura + Itsuro Shibata

Eneloop Universe Products by Sanyo Electric
won the Good Design Award for 2007 on October
25, 2007.
appreciation of the quality of product designs but

The award was given not only in

also the company's efforts to display its brand
vision through product designs. The GK Design
Group was assigned to design the “Solar Charger
Set,” one of Sanyo's product series, and at the
same time, was involved in the product identity
formulation project. We had opportunities to
discuss new Sanyo designs together with

designers in the company.

Think GAIA and Design

Sanyo Electric Co., Ltd. proclaimed its “Third
Inauguration Declaration” in July 2007. Sanyo
initiated the project to reconstruct its operations
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focusing on the environment, energy and
lifestyles under its new brand vision “Think
GAIA for Life and the Earth.” Attention was
given to the strength of design in the project.
What can design do to convey the message of the
new brand and to upgrade the image of the
corporation?

In order to reply to this question from the
management, two goals were set forth, one to
create a new product identity based on the brand
vision, and the other to realize product designs
that will convey the message that “Sanyo has
changed.” It was considered necessary to involve
designers from outside to achieve these two goals
simultaneously, and the GK Design Group was
invited to join the discussions with the in-house
designers of Sanyo.

Formulating the product identity through
discussions
The product identity is the fundamental

ideology of Sanyo design, and an outside design
consultant should not impose its views on its
client. Therefore, GK proposed some informative
materials such as the concept of product identity,
keywords to create the product identity, and
samples of other companies. Based on the
materials, our counterpart in Sanyo Electric,
Advanced Design Center (ADC) had a series of
discussions with the design staffs of various
departments in the company. These centered on
the question of how products can be designed
under the new brand vision while at the same time
The in-

house designers and GK designers with a third-

succeeding the DNA of Sanyo designs.

party view exchanged opinions. As a result, the
design identity of “Think GAIA, Think DESIGN”
was conceived, and the Six Design Points of
“Living Together, Consonance, Sincerity,
Attachment, Intellect, and Moving Sensation”
were set forth as the guidelines to put the identity

into practice. It is, of course, difficult to define



eneloop V—>—#%E:HR
eneloopFEMZ KB LRILF¥—TH
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RRCRESE, RERBEICHLT
BAKRTEMTES LSBT Y
FICHEAMT B2TT 1>, Ty RTHA
VKE., IFE (R1Y) =2%HE,
Eneloop Solar Charger

This is a product to materialize the
ideal of clean energy to charge the
eneloop charger with solar energy.
The pyramid style was devised to
adjust the angle to the height of the
The design can fit well in the
interior and contribute to the solution
of the environmental problem in a
natural manner. Winner of the Good
Design Grand Prix, and iF Award
(Germany).

sun.

designs with these words, and we need prudence
to interpret these words when actually designing
products. However, the defining of the product
identity effectively enabled designers to share the
new direction of Sanyo design inside the company,

and to speak about it toward the outside.

Product designs symbolizing universes

Along with the formulation of product identity,
GK was positively involved in designing strategic
products to which Sanyo Electric's technologies
were incorporated in order to materialize its new
brand vision. From the point of view of brand
strategy, it was necessary to merchandise products
instead of

in groups (named ‘“universes”

presenting them individually. In designing
products, features of respective universes should
have been made distinctive, taking the product
identity into consideration.

An air purifier, for example, was considered as

a symbolic product of the universe of products

3

3
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Design Values and Six Design Points

The Sanyo Advanced Design Center and GK jointly worked on the basic design principle of Sanyo Electric Co.,
Ltd.. It is intended to add to the value of Sanyo design on the base of making simple designs without

superfluity that would serve as the prototypes of future products.

Initially, design concepts proposed were

intended to be harmonious with the surrounding environment and to be graceful to moderately express the
presence of the products. Finally, these concepts were included in the slogan “Think GAIA, Think DESIGN,”

which was further explained with six keywords.

including humidifiers and fan-assisted heaters
which are equipped with a “virus washer function”
With the concept of
music from furniture,” it was a simple and elegant

using electrolyzed water.

design based on a geometric form so as not to
stand out in an interior.

Another example is the “eneloop universe”
with the eneloop battery already in the market at
its core and other products that can be repeatedly
used with the aim of promoting the cyclical use of
clean energy. GK designed the solar charger set,
as a member of the universe. We considered that
it should the

consciousness of the company and at the same

symbolize environmental
time, it should be an elegant interior article. From
the concept of function and adjustability of the
angle by changing the angle of the surface of the
body, and from our desire to give it an elegant
form, the conclusion was reached to give it a
Together with the
rechargeable portable pocket

symbolic pyramid form.

LEIT3

mobile booster

heater” and “rechargeable portable warmer”
developed by Sanyo design staff, the “eneloop
universe products” received the Good Design
Award for 2007.

It was not only the products incorporating
environmental technologies that GK was involved
in such as those introduced above. Rice cookers
made of stainless steel had been selling well with
their familiar “helmet” style. However, based on
the concept of product identity, an overall design
change was applied from the new rice cooker
series. It was quite risky to change the design of
the existing product for product development and
marketing reasons, but in order to show the new
direction of Sanyo Electric, the change was
deemed necessary by all means from a strategic
point of view of the brand.

Mechanism to continue design innovation

Products designed in accordance with the new
product identity have been launched since 2006.

GK Report No.17 13
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Air Purifier as the symbol of the universe of products equipped with the Virus
Washer Function

Along with the humidifier and fan-assisted heater, the air purifier is considered as a
symbol showing the direction of the universe of products equipped with the virus
washer function using electrolyzed water. It was designed with a simple and elegant
geometric style in order to express its presence moderately in an interior space.

The following photos show the products equipped with the virus washer function in
uniform design. GK and Sanyo Electric Advanced Design Center collaborated to
design these products that clearly embody the product identity. Air purifier (top), and
spatial purifying system (below, extreme right) were designed by GK. Humidifier
(below, extreme left), humidifying ceramic fan heater (below, second from the right)
and others were designed by ADC.

BE  ZFBHAR—LR=I&D
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Other than those mentioned above, if you look at the actual manufacturing level. As a design
Airsis, an air purifying cyclone vacuum cleaner, consultant that is supposed to create new values,
and Aqua, a washing and drying machine that the role expected of GK will be broader.

have been designed by in-house designers with

their flexible conception and persistent efforts, Shigenori Asakura + Itsuro Shibata, Director, GK
you will soon notice that the Sanyo brand and Industrial Design

designs have changed. These series of design
innovations may have resulted in winning the
Good Design Award for eneloop universe
products.

Activities so far are in the Ist phase of the
product identity plan. The 2nd phase will be to
strengthen the Movement, or design management
to continuously manufacture high quality products
of Sanyo design.

O RTFATYT 4T 1 DEBRBIC We expect that Sanyo Electric and ADC will
EOWTY - P v ahicikekes (K lead the expansion of the future of Sanyo design.
fsH) CHRTOY 7Y —, Design can exert impact on the market through
Rice Cooker and LCD Projector, which presenting new values not only to consumers and

were re-designed according to the

philosophy of product identity. society but also to corporations. GK serves on the

strategic business management level as well as on
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Diversity of Railway Business and Design
-Design Projects of Keihan Electric Railway Co. Ltd.
Kozo Yamada

Keihan Electric Railway Co., Ltd.,
railway company connecting Osaka and Kyoto will

a private

celebrate its 100th anniversary in 2010. Its history
reflects not only the growth of public transportation
service in the past century but also the development
of neighboring localities and local cultures. The
progress of railways as a key industry has supported
the development of modern Japan. Particularly after
World War II, railways have carried passengers who
have become well off keeping pace with the
economic growth. However, in the age of low
economic growth after the bubble economy and
declining fertility, major railway companies began to
explore the possibilities of other creative businesses
to meet the needs of the new age.
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From Sales Carts to Plat-Boy
GK began to work for the Keihan Railway in
1998. GK was entrusted with the work of designing
sales carts to be placed in the concourse and on the
platforms when events were held. The unit sales cart
named “Keihan PlatBoy” enticed commuters' desire
to buy things on their way home. Keihan sold a wide
variety of goods at low prices. This was a hit. Our
finding from this project was people's psychology to
“buy things as a means to relieve their stress.” We
found that a railway station was a pool of people
stressed from work, and from crowdedness. We had
a feeling that we could develop a new business by
creating “unexpected” spaces through well-thought
placement of the sales carts in the station building.

Juice Servers for Stress Relief and Healing

In August 2000, a shiny orange colored “Fresh
Juice Shop” was opened at the corner where there
used to be an information desk in the underground
concourse of Yodoyabashi station. On the counter of
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the Keihan Group. Crowds, suffocating heat, and
stressed people -- the environment of stations has
accepted this small “happiness.” An insight into
customers' psychology may lead to a new design

concept.

Pre-paid passenger cards as collectors' items

On January 1, 2000, Keihan Railway sold only
2000 sets of two 2000-yen passenger cards
commemorating the millennium. The pattern on one
card was the express train body, and that on the other
was the figure 20-00 made by arranging trains. As it
was widely published through posters at the stations
and advertisement in the trains, people began to line
up before the launching time, and the card sets were
sold in minutes.

In 2001, the passenger card commemorating the
beginning of the 21st century was designed with the
motif of a futuristic Keihan Express train in the name
of “Journey on a Keihan railway in the 21st Century.”

This card also was sold well. Those who bought
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Platboy 1998

The unit sales cart named “Keihan Platboy” enticed
commuters' desire to buy things on their way home.
We found that a railway station was a pool of people
stressed from work, and from crowdedness. We
had a feeling that we could develop a new business
by creating “unexpected” spaces through well-
thought placement of the sales carts in the station
building.

this shoop which was just 13 sq. meter wide eight
juices were placed. In this concourse 140,000
passengers go back and forth daily. The shop soon
captured these passengers. They enjoyed 100-
percent Osaka style fresh juice mixes at 150 yen per
glass. A glass of fresh juice not only quenched their
thirst but also relieved their fatigue in a short time in
a healthy way. Regular customers who dropped by
the shop in the morning and evening increased in
number. The shop named “Keihan Juicer Bar” was
another hit supported by regular customers. Once, in
the mid-1960s, there was a Juicer Boom. People
bought juicers to make fresh juice to drink at home.
However, as washing it was a nuisance, the juicer
soon was put into the closet, leaving people with only
a sweet memory of having made juice at home.
Now, people could restore their feeling of
contentment at the Juicer Bar. Following the success
at Yodoyabashi station, the Juicer Bar has
proliferated, even to the Japan Railway stations in the
Kanto area. It has now grown to be a big business of
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Juicer Bar 2000-

Juice Server installed on the platform of Kyobashi
station following the concourse of Yodoyabashi station.
It is built at the place where the station staff office was
located before. Crowdedness, suffocating air, and
stressful people --- the unpleasant environment of the
station welcomed this small source of “happiness.”
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these cards will treasure them as collectors' items
without using them. The company profited by
selling these memorial “collector item” cards which
will not be used as actual tickets. Like memorial
postage stamps that are issued occasionally,
memorial prepaid passenger cards may be issued
with premium value for collection. This value
symbolically presents the corporate culture of Keihan
Electric Railway Co., Ltd., resulting in the formation
of Keihan fans. Emphasizing a corporate culture can

lead to a business.

Time Table Book and Station Environmental Design

Railway timetables are complicated. There are
various elements to be contained in a timetable, such
as special express, express, and local services, the
separation of a train into two directions at a station,
schedules for branch lines that should be sorted and
arranged in an organized manner. Further, recently
women-only trains were added. Designers are good
at simplifying complicated elements. GK renovated
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the existing timetable. We made full use of
pictograms, colors and symbols, and helped users
understand what they indicate. These elements can
be applied to signs at stations. In 2003, we began to
review the station environments and signs to guide
passengers. We wanted to make signs easy to
recognize, and at the same time, comfortable.
Further, we wanted to design stations and signs with
the “Keihan” flavor. ~Consultation began with
interested departments, including station affairs,
construction and sales departments. In parallel to
preparing design plans, currently, the standardization
process of all stations of the Keihan lines is
underway on making the underground station of the
New Nakanoshima Line (to be opened in October

2008) as a prototype.

From Stations to Carriages

In considering the environment and color plans for
stations, the colors of cars must not be ignored. Why
this color? Why this design for Keihan trains? We
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began to plan a new train car for the New
Nakanoshima Line. The trains, train cars, station
environment and station business should all be an
extension of the Keihan Electric Railway Co., Ltd.
This total design approach has led us to the car
designs, which is the most visible aspect of a railway
company. We are now working on its design
considering its 100-year history as well as the future
of the company. We are creating a new face for
Keihan Railway in a new age.

We can no longer design railway business along
the lines of the principles of mass production, mass
consumption and mass transportation. We must
consider the whole in small units, study in depth, and
The role of

designers is to help concerned people in the chaotic

give shape to what we conceive.

industrial community to identify what is important.

Kozo Yamada, president, GK Design Soken

Hiroshima
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Keihan's New Car 2008

The new type car of the 3000 system (below) will be
in use from Autumn in 2008 for the Nakanoshima
New Line.- To commemorate this introduction, the
existing cars for express and local services will be
repainted afresh after 60 years.
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Prepaid Train Cards 2000 -

Prepaid ticket cards are valuable even after use.
Graphics are applied to them so that they will be
treasured as collector's items. The value of this card
lies in its symbolizing of the corporate culture of Keihan
Railway. They also help the company to increase the
number of Keihan fans, and to make better business.
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Design Identity of a Mobile Phone Carrier -
Design Management of SoftBank Mobile
Nobuyuki Enomoto

Design Management - Building a system to
continue creating good designs
It has been quite some time since business
corporations came to recognize the importance of
design in their efforts to upgrade their brand
images. However, we are still in the stage of trial
and error as far as how design should be controlled
to enhance brand images. Some companies place
their design departments under direct supervision
by the president, and others commission well-
known designers to design their new products.
The essential standpoint for design management
is building a long lasting and well-organized
“system to continuously bring forth products with
good design.” As this system is built within the
corporate management system, a business

management viewpoint is required as a matter of
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course. In addition, means to create and evaluate
good designs should be included in the system.
These two elements have often been in conflict,
and often one or the other has given in to create a
product. In order to respond to the demand for
enhanced design quality, it is necessary to
implement a system that brings these two elements
to a compromise at a higher level.

The design management system that GK Kyoto
considers is to build this “system to continuously
bring forth good designs” together with the clients.
Keys for this are visualization and communication.

The idea of the corporate management is visualized,

while designers' images are verbalized to facilitate
communication, and the ideas of both parties are
shared and the common goal is clearly set. This
makes the base of the system.

Unique business model of designing for a mobile
phone carrier
The important point in design management for a

mobile phone carrier is to understand its
manufacturing system based on a unique business
model. Characteristics of the mobile phone market
are as follows:

1. Mobile phones are sold under an unprecedented
model. A

communication services purchases one or two

business carrier  providing
mobile phone models that manufacturers launch for
each sales season. Then, the carrier wholesales the
phones to retailers with sales incentives (enabling
users to buy one at an extremely cheap price).

2. The mobile phone has an unusually large market
covering young and old, and men and women
consumers.

3. The mobile phone market is rapidly progressing
driven by the ever-advancing mobile phone devices
Hence, the life of
products is short, and the span for new

and communication networks.

developments is becoming shorter.
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As such, a design management style for mobile
phones must necessarily be different from that for
other products, and the following points must be
taken into consideration:
1. Retouch phones produced by different
manufacturers to fit to the brand image of the client
carrier.

2. As mobile phone terminals are often the most
important products for manufacturers, their
cooperation cannot be obtained unless their
business policies are taken into consideration.

3. It should be accurately understood that the types
of services and contents to be offered,
technological advancements, and users' orientation
and desires for use are intertwined and rapidly

changing at the same time.

Product design management should aim to satisfy
these points, and to be beneficial to the client

carrier, manufacturers and users alike.
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Design management in competition

It is not too much to say that it is an
extraordinary and unique phenomenon to Japan
that mobile phone carriers are deeply involved in
the development of phone devices. As each carrier
develops its own services and contents,
manufacturers need to develop different devices to
meet the requirements by each carrier. For
manufacturers, it is difficult to lower development
costs by mass production. However, for the market,
fierce competition among carriers continues to
drive Japan into the world's advanced mobile-
phone society.

In other words, the competition among carriers
is leading to benefits for users. This is particularly
true in terms of design. Two companies are

chasing after Docomo that maintains an
overwhelming majority. Therefore, for challengers
to have clear “faces” of their own will mean that
they have to carry important messages. An

effective weapon is “design quality” to fight
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against Docomo which also has strong R&D
capacity. Also for users, design is the most
important factor that determines their choice of a
specific model as mobile phones have become

important fashion items.

SoftBank's Strategy - To be Revolutionary

From the beginning, au by KDDI aimed to
become “au of design” and established its
foundation for aggressive marketing. In contrast,
SoftBank had undergone changes in company
name even before launching its brand images of J-
Phone and Vodafone, and finally, its design
message as SoftBank has come to be recognized.
The greatest difference in the design strategy of
SoftBank from KDDI's au is that “all models
should be revolutionary.” KDDI has developed
designer models collaborating with famous
designers to establish the au image led by these
SoftBank had

thorough discussions with the manufacturers and

flagship models. In contrast,
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“Japan Texture”
Panels produced by GK Kyoto together with traditional art and craft creators in
Kyoto as a part of design management. The urushi lacquer panel by Zohiko, a
long-established lacquer-ware shop, and Yuzen panel by Kimura Senshow, the
largest Yuzen silk processing shop in Kyoto: their artisans' skills and aesthetics
are applied to the newest mobile phones. They will add value to the tool to help
users develop their attachment, and present universal charm of traditional
Japanese art crafts across generations and design styles.
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strengthened cooperative relations with them for all
products from the standard models to high-
performance models under the motto to be “always
revolutionary” for every model.

As a result, high performance models with
revolutionary designs, and models with specific
designs have emerged. The standard model which
tends to be designed as a mediocre stereotype is
also designed to be “revolutionarily ordinary” and
plays a part to enhance the quality and brand image
of SoftBank mobile phone products as a whole.

Roles of design in products which are polarizing
into single and complex systems

As mentioned at the beginning, business
corporations now recognize the importance of
design. Today, the roles of design are clearly
polarized depending on products. One is the range
of products such as furniture, sundry goods, and
household

functionally independent, and whose designs will

electric appliances which are

serve to distinguish themselves from others. They
may be provisionally called the “single system
products.”

The other is the range of products, typically
automobiles and mobile phones, that are deeply
connected with complicated systems such as
infrastructure,

mechanical systems, contents,

services, laws and taxations. They are called

“complex system products.”

The market size of “complex system products,”
or items for social use, is overwhelmingly larger
than the “single system products,” or items for
private use.

As information technology advances further, the
polarization of product designs will progress. For
single system products, design is the most
important factor, and trends and distinctive creator
characteristics are valued. The main role for
design management is to make an adequate “choice.”
The designing of complex system products should
be carious out on the base of an accumulation of

intricate information and experience. Therefore in
the first phase, the function to clarify and compile
conditions is necessary, and the evaluation and feed
back on what have been launched in the market is
required in the second phase. Future design
management must perform these functions.

Our role as a design firm will be to continue to
consider how to create effective and socially
meaningful designs under such a complicated and
cyclical development process and business
management environment. In particular, today,
when environmental issues are becoming more
serious, we must be prudent in designing products.
For design management to perform its role of
continuing creation, it is increasingly important to

see design beyond the managerial viewpoint.

Nobuyuki Enomoto, Executive Director, GK Kyoto
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Trends and Company Culture as Reflected by
Calendars - Yamaha Motor Corporate Calendars
Shosei Ninomiya

Chronology of Motors in Calendars

Yamaha Motor Co., Ltd., publishes five kinds
of calendars as its sales promotion tools,
including those featuring motorcycles, racing cars,
marine products, Japanese boats (a Good Catch),
Of these, GK
Dynamics produced and GK Graphics designed

and the corporation itself.

the Yamaha corporate calendar for three years
from 2003. We had to win the design competition
in order to obtain the assignment. There was no
time to take photos, and we had to compete with
our plan and expression styles. Finally, the plan
to use my colored drawing-like illustrations was
chosen.

Yamaha's business slogan “Touching your heart”
and its technical motto “Hu(man)-machine Tech”

were at the source of my conception. More
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importantly, to manufacture motors that generate
energy is the core value of Yamaha, and I thought
that this point should be expressed.

The most fundamental energy for human
activities is manpower. The several thousand-
year history of technologies until the Industrial
Revolution is a record of ways to use a variety of
energies from manpower to domestic animal
power and wind and other natural power. We
considered it significant that the Yamaha Motor
corporate calendar would present a suggestion for
coming generations by tracing human efforts in
engineering before the internal combustion engine
became widely available. Yamaha Motor has rich
information resources that intuitively express its
dynamism, but for the calendar, we thought that it
should have an intellectual quality able to endure
viewers' long-time appreciation.

After our proposal for the 2003 calendar was
approved, we requested the Yamaha Publicity
Office to commission us with the calendar

2003F ALY F— TAADBHER,

2003 Calendar “Re-evaluation of human power”

production for at least three years with the same
concept as we were confident that we had more
than enough data sources to do so. This was
approved, thus, the series No. 1 “Reevaluation of
human power,” No. 2 “Wisdom to use natural
and No.

Creativity of the Japanese” were published. The

power,” 3 “Before modernization:
ecological “motors” introduced in the three years
showed the evidence that people imagined and
created in the past before modern times when
many motors consume a great amount of fossil
fuel and the mechanism has been turned into a
black box with the progression of computerization.
I intended to present a message that the products
released by Yamaha Motor are closely related
with environmental issues, and that they are
creations that directly convey the thought of the
manufacturer. Many of the products used as a
motif for each month are what I have been
interested in since my childhood. In the process

of hunting for motifs I came across new findings.
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2004FEH Ly — TERIEROME,
2004 Calendar “Wisdom to use natural power”

2005 AN Ly 5— BERELEL. BADRIETIR,

2005 Calendar “Before modernization: Creativity of the Japanese”
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As such, I found a different kind of pleasure of
creation in the whole process of designing the
calendar which I have not felt in working for
other projects.

Calendar as a corporate communication
medium

The five kinds of calendars of Yamaha Motor
have been maintaining a certain level of quality.
We can feel that corporate calendars distributed to
customers free of charge decreased in number
after the end of the bubble economy. Calendars
have superior advertising value as company
names and logos enter people's homes easily and
are exposed to consumers all year round. But to
have consumers hang a calendar on the wall, the
calendar must be of high quality. The production
of a high quality calendar is costly. Thus, many
companies have ceased publishing calendars.
Many others seem to have come to wonder about
the effectiveness of publishing and giving away
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traditional and low cost ready-made calendars to
which they only add their company name.
Among companies that release originally
designed calendars, only a limited number of
them have long been sticking to “original”
designs by commissioning designated creators.
What are expected of calendars and other
media for sales promotion are not passable
expressions such as beautiful scenery, or cut-and-
paste reproduction of product photos like a
catalogue. They should express the corporate
policy. There are some sales promotional items
with a company logo that people are eager to
obtain. Often, they are considered as part of the
corporate or product brand strategies. Calendars,
pocket notebooks, and stationery are short-life
articles, therefore, it is relatively easy to reflect a
trendy fashion in design. What is important,
though, is not that an expression style is following
the fashion but that what the corporation is
considering at that time is linked with the contents
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and expression style. What is further needed is
that the company's character reflecting its medium-
and long-term vision will be maintained for many
years even if small design changes may be made.
From the viewpoint of cost for consumer
communication, it is wrong to consider that a
design concept can be given a short life, like a
calendar and other sales promotional items have
short life.

However wide digital networks may spread,
traditional print media that physically occupy a
certain space on the wall and enliven a room will
continue to play a role.

Shosei Ninomiya, Director, GK Graphics
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Interior Hardware Series “Casarl Wall Style”
Atomlivintech Co., Ltd.
GK Industrial Design

Wall storage units. The main aluminum rails are
installed like doorsills in a Japanese style house.
Shelves or hooks can be fixed to the rail. The devices
to join these attachments are hidden in the 3-cm
wide space between the wall and the rail to arrange
an interior space in a modern and beautiful way.
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Shijo-dori Traffic Social Experiment
Kyoto City Government
GK Kyoto

The Kyoto city government conducted a traffic experiment in
October 2007 to improve the space for pedestrians by restricting
vehicles running on Shijo-dori avenue. The sidewalks were
expanded while the 4-lane road was narrowed to a two-lane one.
GK Kyoto supported this experiment in multiple ways to help people
in Kyoto understand the test, including pre-experiment publicity
using models, making cardboard tubes to divide the road surface in
place of usual the red cones in consideration for the streetscape.
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JAL Sky Shell Seat for the JAL Premium Economy
Class on International Routes

Japan Air Lines

GK Industrial Design

A relaxing and comfortable space for the JAL Premium
Economy Class created following the design concept
of a JAL Shell Flat Seat. Taking advantage of the shell
form, a mechanism is applied so that the back of the
front seat does not come falling backward onto the
passenger seated behind when it is reclined, so that
enough space for a seat can be kept.
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Signage System for the Environmental Design of
the Yaesu Gate of Tokyo Station

Tokyo Station Yaesu Gate Redevelopment Joint Venture
GK Sekkei

Signage for pedestrians on the ground floor and for vehicles
on the ground and underground floors of the Yaesu Gate of
Tokyo Station which is undergoing a redevelopment project
as a part of giving new face to the capital city of Tokyo. A
novel expression created with LED lighting has been given
to signs using highly transparent glass to keep harmony
with newly constructed buildings nearby.
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Bridge Design for the Yokohama Park Exit at the
Ishikawacho Junction of the Metropolitan Expressway
Yokohama City Government

GK Sekkei

The bridge for the new exit which was added to the
Ishikawacho Junction for automobiles coming from
the Wangan line. It was designed to keep harmony
with the cityscape of the downtown district of
Yokohama. A symbolic landscape that looked like a

“white dragon flying down to the earth” was created
by repeating the form of the upper panel bracket.
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“EXOS” Diving Mask Concept Model
Self-promotional design
GK Design International (U.S.A.)

A concept model of a diving mask. The nozzle of
the inhalator is to come behind the head, so that a
diver's mouth is visible from the front. It is intended
to help divers communicate with each other by

looking at the other's facial expressions in the water.

It was exhibited at the exhibition held with the
ICSID/IDSA Conference in October 2007.
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Renewal of the Visual Identity and Signage of the
Commercial Complex Blossa in the Urban Net
Nagoya Building

NTT Urban Development Co.

GK Design Soken Hiroshima

The renewal of the signage of a commercial complex

“Blossa” (Higashi-Sakura, Higashi-ku, Nagoya) to
strengthen its customer attraction on the occasion of
its 1st anniversary of opening. At the same time, the
visual identity plan to revise its symbol mark and
logo, and publicity tools such as posters and website
were also designed in total.
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Tokyo Design's Week 2007 CONTAINER GROUND
Fujitsu Design Ltd.
GK Tech

Possibilities of a new input device were presented
through creating images on the screen while
playing with shadow pictures inside the container,
which was used as an exhibition booth. When a
shadow is made using a stick-like device, water and
butterflies appear on the screen, and when the user
shakes the stick ink of various colors is tossed off.
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Package for “Prejume” Hairstyling Wax
Milbon Co., Ltd.
GK Graphics

A highly functional package of hairstyling wax for
professional use at beauty salons. The form made by
cutting a circle is not slippery and helps the user to
open and close it easily even with a hand covered with
wax. Colors and the number of dots indicate the
levels of styling power. Hairdressers can distinguish
them from any direction.
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21_21 Design Sight “Water”
Earth Literacy Program
GK Tech

An exhibit at the Exhibition “Water” held in October 2007 at the
21_21 Design Sight in the Tokyo Mid Town in Roppongi, Tokyo.
This “Think about the water source” exhibit shows the image of
the water source on the palm of a user when he/she washes
his/her hand in the toilet. It is intended to help users recall the
importance of water resource. Other than this, GK Tech took
part in producing the exhibits of “Aqua Scape” remodeling the
“Tangible Earth,” and “Invisible Water Ticket Vender.”
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President Tanaka of the GK Design Group elected
as ICSID board and a Red Dot Award judge

Kazuo Tanaka, president of the GK Design Group was
elected as a board member at the general assembly
of the International Council of Societies of Industrial
Design (ICSID) held in San Francisco in October 2007.
He attended the quarterly meetings of the board
members in Santiago, Chile in December 2007, one
in Seoul, Korea in March 2008, Sydney, Australia in
May 2008, and explained about recent developments
in industrial design in Japan while learning about
situations in other countries. He was also elected as
a member of the Jury of the Red Dot Award of
Germany, and attended the selection meeting held in
February this year.
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Executive Director Ishii of GK Design Soken
Hiroshima awarded a Yellow Ribbon Medal

Makoto Ishii, executive director of GK Design Soken
Hiroshima was awarded a Yellow Ribbon Medal from
the Japanese government in November 2007. The
Yellow Ribbon Medal is conferred to persons “who
have devotedly engaged in their work and who are
role models for people.” Makoto Ishii's merits were
his “prominent performance and skills in the
production of design models.” Before joining GK, he
worked for Mazda Motor as a clay modeler and

played an important role intermediating car
designers and engineers. In GK Design Soken
Hiroshima, he displayed his knowledge and

techniques in various projects. He was a winner of
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the “Expert Artisan of Today” Award in 2006.
Nowadays, he is conducting activities to teach the
importance of modeling to students and children.
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GK Sekkei Received Design Award by the Japan
Society of Civil Engineers and the Nagoya City
Cityscape Award

The renovation plan of the square in front of the North
Gate of Japan Railways Hamamatsu Station by GK
Sekkei was awarded the Japan Society of Civil
Engineers Design Award for 2007. The B-Stops of
MCDecaux won the 22nd Nagoya City Landscape
Award in which GK Sekkei took part as a design firm.
It is reputed as an epoch-making event that bus stops
equipped with an internal lighting system and a large
advertisement board came into being along sidewalks
and roadways, and that, together with lighting from
above, these bus stops are providing passengers with
increased safety while waiting for buses.

JRIEMAERIL OERBT SIS E ST E
The renovation plan of the square in front of the North
Gate of Japan Railways Hamamatsu Station

B-Stop
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Dougu-an selected for the 50 Architectural
Landscapes of 2007

“Dougu-an,” designed by GK Sekkei, was selected as
one the 50 Architectural Landscapes of 2007 by
Shinkenchiku-sha, and was introduced in the Year
Book 2007 of magazine Japan Architect. Dougu-an is
the smallest possible size of house which can be
assembled, dismantled and transported. Kenji Ekuan,
GK chairman, used this house as a hermitage when he
secluded himself in a mountain in Shirahama in
Wakayama prefecture in October 2005 to pray for the
establishment of “Dougu Temple Dougu Village.”

BERE
Dougu-an
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Truth, Goodness and Beauty of Design
Kenji Ekuan

16. Long Life for Dougu - from Throwaway Tools to Lifetime Active Service

While human life expectancy has been prolonged, too many Dougu (utensils, instruments, tools, etc.) die young. Dougu in the past had been
made sturdy. They were cherished and taken care of by users, and even carried down through generations as family treasures. But the dougu of
today are in miserable conditions. Their physical makeup is feeble, their parts are hardly replaceable or repairable, and they are bound to be sent
directly to waste disposal sites. It is true that the life of dougu has been shortened in modern times. This may be partially caused by more
complicated mechanisms. The use of various kinds of materials with different characteristics may also have hastened their aging and
degradation. Whatever the reason, most industrial products today do not last longer than ten years, or many products have an even shorter life.
Computers and mobile phones are always under the spell of replacement for an “upgrade version.” They are doomed to live a tragically short
life. It is deplorable.

The 20th century was an age of product development. It was a period of rapid progress in scientific technology. The performance and
functions of dougu were remarkably enhanced. Older models soon became outmoded. But I consider it the time now for all kinds of dougu to
have established styles. There are advertisements such as “100-year houses” or “100-year furniture,” but these voices are still too weak. If a
100-year life is not possible, I hope we can give at least 50 years of life to any dogu to be manufactured from now on. By so doing, we can save
resources, and reduce waste. We may be able to present a solution to the global environmental issue. We should realize a greater product
lifespan for all dogu that excel in function and performance to enable them to have “lifetime active service.” I feel this need from the bottom of
my heart.
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Editor’s Note

T attended the meeting to select and award the Grand Prix of the Good Design Award for
2007. The presentations of the six Grand Prix candidates including Sanyo's eneloop
universe products, the Grand Prix winner, were all persuasive. They were not merely
explanations of the design of the candidate works but conveying messages from the
companies to the public. I realized afresh that the role of designers was to give a concrete
shape to what a company wants to convey to consumers. The Grand Prix for 2007 is the
result of a collaboration between in-house designers of the manufacturer and an
independent design house, GK Design Group. In this project both sides were able to
achieve the common goal of expressing the values of the company while recognizing the

role of each other.
(Isao Tezuka)
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