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comprehensive strength as a whole. These member companies sometimes
aimed at total design in response to requests by their clients, gradually
becoming engaged in projects that crossed over their specific design
specialties. Having learned first-hand the benefits of this kind of collabora-
tion, we will continue to work in closer partnership with member compa-
nies regardless of the differences or divisions between existing design fields.

Having built our corporate specializations in the areas of “products,
mobility, environment, and communication” and further deepened our
expertise in these areas over the past 60 plus years, we will proceed to
explore two new fields. One is “Design Engineering” in which technology
and design are blended, and the other is “Design Strategy” which covers
everything from research to the formulation of strategy under a consistent
concept. These two fields will act as catalysts for us to make the most of
our combined design competence and to make interdisciplinary proposals
on a broader perspective. We at the GK Design Group are determined to
coordinate our versatility to make the Group truly a comprehensive and

strong organization,

The GK Design Group has maintained its presence as a distinctive design
office for the past 60 years. The “GKish” feature might be that we are
working as a group.

The founder, Kenji Ekuan who passed away in 2015, established the
GK Design office, not as the atelier office of an individual designer but as
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Kazuo Tanaka

President / CEO of GK Design Group Inc.
Completed the master course of the postgrad-
uate Design School of the Tokyo University of
the Arts. President of Japan Industrial Design-
ers’ Association, Executive Director of Japan
Institute of Design Promotion. Former: Exec-
utive Board Member of International Council
of Society of Industrial Design. He has beena
juror for: Good Design Award, Red dot Design
Award and others. He has been active widening
international activities.

an entity with an axis of “organizational creative power” by members in a
group. Initiated by students of National University of Arts and Music,
GK was given the name of “Group of Koike” in honor of their teacher,
associate professor Iwataro Koike. Since its inception, GK has always
connected the ideas and skills of different members in design projects
without relying solely on one person’s competence. The main reason for
our ability to create a synergistic effect lies in our efforts to expand new
knowledge and to mutually cooperate to cope with new developments in
society. This is the backbone concept of our design activities, which is the
legacy of Kenji Ekuan.

The “comprehensive” design office that Ekuan conceived and estab-
lished does not mean that we “diversify our business into different design
fields.” He considered that “human life is comprehensive” and kept his
eye on humans and society. He had a broad perspective to see the true
nature of things beyond immediate phenomena. We have carried on his
perspective, and we all share his attitude to understand problems across
the borders of specialty and to explore solutions. At the bottom of this is
the philosophy “We save people with designs.”

We are determined to contribute to the development of industries,
culture and society through designs by being responsive to changes, while
bearing the philosophy in our mind.

Kazuo Tanaka, President / CEO, GK Design Group
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Product Design | pp.8-11

GK began its activities as a design office in product design. Now,
designing a wide range of products from daily necessities to indus-
trial machinery, GK continues to offer “better living” to people.
Today, GK intends to connect the values of corporations, users

and society.
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Mobility Design | pp.12-15

Designs of products related to mobility to support people’s basic

travel activities. Expanding from their starting point with motor-
cycles and motorcars which attract the eye of the consumers’ and

incite their desire to possess them, GK now also designs the sym-
bolic means of transportation of local cities and countries such as

railways, new transportation systems, ships and aircraft.
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Considering the Essence of Things for People, and Being Close to Peopl

e’s Living and Society as a Whole
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Environment Design | pp.16-19

Designs of public spaces, architectural pieces, urban sectors, and
town development. With dexterity developed through working
on human scale designs, and comprehensiveness gained through
working within different design fields, GK offers comprehensive
designs that cross over product, spatial and information design
fields and further help to build relations.
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Design Strategy | pp.24-27

Research for innovation beginning with people, planning, and
the formulation of concepts and strategies. Through design re-
search and a co-creation process with clients, GK prepares the
preconditions and goals of design, and helps produce concrete
design outputs,
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Communication Design | pp.20-23

Designs of communication in diverse objects ranging from pack-
ages, signs, information provision systems and branding. Stand-
ing at a point of intersection between people and people, people
and organizations and objects, GK creates continuous and com-
prehensive communication.
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Design Engineering | pp.28-31

Creating new types of interaction making use of people’s experi-
ences, prototyping to accelerate the development process, and so
forth, With an eye on technologies as a starting point, GK re-
views the relation between people and things, and gives shape to
non-existing things in actual forms.
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Design Expressing the Essential Value of a Product

In the latter half of the 20th century, industrial designers contributed to the
enhancement of the quality of mass produced products. Today the roles of
designers are increasingly diverse and complex, including the creation of a
story involving the context of the product; proposal of solutions including the
entire flow of a service; solving increasingly diverse social issues, or creating
business models utilizing new production technologies.

To meet these challenges, we not only need to expand our perspectives to see
technological, social and business environment changes, but also to review the
essential basics of design.

Beautiful Ideas, Beautiful Forms and Beautiful Relations

It has been a while since designers have been asked to do more than merely
design the form of a product. But in fact, the form is not simply superficial. A
beautiful form is not determined by superficial styles or decorations.

We consider that the value of design lies in the creation of “a beautiful idea, a
beautiful form and a beautiful relation.” A “beautiful idea” is a concept with
essential correctness. A “beautiful form” is a universal and constant form
based on essential values. And a “beautiful relation” is to create new and better
systems for people, things, and society.

Based on the beautiful idea, we attempt to create a beautiful form and a beau-
tiful relation. The beautiful form embodies the idea, stimulates a person’s
aesthetic senses and builds a relation with the person. The beautiful form gives

Product Design
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pride to the user and makes them treat it with care, and develop the desire to
cherish it for long. These three elements compose mutually supporting
relations with the “beautiful form” in the center.

For example, the glass cup market in Japan is undergoing a division between
cheap machine-made glass cups and expensive high-quality products. The
cycle of using cheap items and easily throwing them away has been firmly estab-
lished among consumers, while traditional craftsmanship to produce superb
glassware is in decline. The proposal for the project, “Glasses for your lifetime”
was made to encourage consumers to buy a glass which they can use for a long
time with a feeling of attachment. Within this project, the craftsmanship and
techniques of the local glass industry were employed, and a “lifetime guaran-
tee” was attached whereby a new product will be sent as a replacement if the
consumer sends pieces of the broken glass to the manufacturer.

For the actual glassware design, we emphasized the creation of a universal
form in line with the project concept to help users cherish the glassware. With
an easy-to-hold size, an adequate weight, good balance, a comfortable touch of
the cup rim, and impurities inside the glass which can be seen only in
hand-made glass, the glass cup is beautifully designed. The physical form and
business system together produce a multi-faceted design project that connects
the product, consumers and manufacturer.

Changing Consumer Consciousness and Relations with Them
Designers are playing a similar role in fields which have not previously been
thought as a target for design. An example is developing the lower limb ortho-
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sis for people with hemiplegia. The orthosis is a part of the user’s body offering
strong support for him/her to live actively. We designed an orthosis to support
users with both physical functions and psychological satisfaction. We wanted
people to be able to live actively and with pride using the device, and through
this achieve higher performances in their activities. Psychological support will
enhance their eagerness for rehabilitation and improve their performance in
their activities.

In the field of self-help devices, we also designed a prosthesis cover for a wheel-
chair tennis players attending the Paralympics. The beauty of the device gives
encouragement to the user, and supports his/her physical and mental strength.

An example of design focusing on a social issue is the “QS72” which we
developed right before the Great East Japan Earthquake in 2011, This is a light
and foldable temporary housing module made of polypropylene composite
plates, with high insulation function and easy to recycle.

In a great disaster, the first 72 hours are crucial for the survival of victims.
Exposed to wind and rain without water, food, electricity and fuels, victims
rapidly weaken. The “QS72” was conceived to help disaster-stricken people to
provide a space in which to survive keeping a minimum level of privacy for
three days (72 hours).

The form was inspired from origami, Japanese paper folding art. A flat material
is folded to make a 3-D space with a simple structure. We designed it to be easily
constructed, used and folded with a minimum of labor. The units were actually
used as the Red Cross Medical Relief Center right after the March 11 earthquake.

We cannot slight beauty in designs that emphatically support people’s
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emotions together with their safety. Beauty has the power to support peaple’s
pride and emotions. Even in the field of design in which functions are of a
prime concern, it is noted that beauty creates a great effect.

“Beauty” Born from the Exploration of the Essence of Things

What is common to the design of a glass cup to offer a “long lasting value,”
orthosis designs to support users physically and mentally, and temporary shel-
ter designs which can be flexibly used for various purposes in an emergency
situation is the creation of universal design upon considering the essence of things.

When considering the “essence of things for humans,” the form of a thing
does not indicate superficial neatness, or decorations, or a temporary style, but
means naturally the “beauty” as a build. Superficial expressions for specific
scenes and meaning are important, but they are only the finishing seasoning,
and not the “beauty” of the build.

“Essential beauty™ is always our goal. The pursuit of beauty in the essence of
things seeks to be in logical agreement to the law of nature. When we pursue
beauty thoroughly, it often comes close to the pursuit of functionality, and
ultimately beauty and functionality will be united. Being functional brings
forth beauty, and the pursuit of beauty brings forth functionality. Because of
this, even for industrial machinery for which design as an added value is hardly
noted, an essential design presents a value.

Connecting Businesses and Users, Organizations and Individuals
The essentially beautiful forms created out of the exploration of the essence of

Product Design
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things, will have the nature of new archetypes. They cannot become archetypes
unless they are essentially beautiful forms with a firm build. This is especially
true with a completely new unprecedented product.

A household solar charger for Eneloop is a good example of such a product
design. This device recharges the Eneloop re-usable battery with a solar power
generator. Sunshine is transformed into energy which gives life to the battery
to be used for electric appliances. This item symbolizing clean energy plays the
role of embodying a “beautiful idea.”

We conceived a basic geometric pyramid as the most appropriate form for
the charger. It has two angles on the inclined sides, and by turning the support-
ing surface, it can be accommodated to the height of the sun. As a result, its
function and form are unified into a functional and symbolic “beautiful form.”

The way in which an idea is expressed and its meaning is conveyed strongly
presents the stance of a corporation in its proposal of a new value and lifestyle
to the public. From here, beautiful relations are built between the public and
producers which offer sustainable values, and continue to transmit the values
through their products.

Product design covers a broad range of people’s daily living and activities. It
is the starting point of the GK Design Group. Products include industrial
machines which are used for more than ten years, and daily commodities which
are purchased casually in our daily life. Every item has its own unique value to
offer to users. Through “designs for essential values,” we will create “beautiful
ideas, beautiful forms and beautiful relations,” and by synergetic effect, we will
show the strength of our ability to connect people, corporations and society.
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emotional interaction between a rider and a machine, designers try to
understand the users” desires so that the motorcycle design will resonate
with them.

As the design excites users’ emotions, the creation of the motorcycle
culminates in a pleasure vehicle. Manufacturers and designers work
together enthusiastically in the creation of a motorcycle, and users also
find the density and exaltation of the art-like design appealing. Strong
relations emerge among the three. This way of designing does not follow
the general trend when automobiles and other vehicles are becoming
simply a “means of transportation.” However, the motorcycle, even
though it is a basic vehicle, survives as an edgy specialty vehicle free from
the concerns of efficiency and certainty.

Supporting Smooth Movement and Experience
For a long time now, community vehicles have been considered as a “min-
imal vehicle” for one to two persons to be used in a small area. In the GK
Design Group, members have presented various designs as the results of
voluntary study projects or trials. It is only in recent years that examples
of such vehicles have been released in Japan. This area is now expected as
a new vehicle for public transportation that might change the existing
division line between public and private means of transportation.
Railway services occupy an overwhelming volume as the means of
public transportation in Japan. There are differences in terms of design

14 GK Report Special Issue

between trains for long distances traveling on business or tourism and
trains for commuters. For long-distance trains, the passengers of which
are not well accustomed to them, providing a comfortable and pleasant
traveling experience will be the prime design concern in addition to safety
in traveling. Total design is required for railway companies to support
their services.

One example is the Narita Express connecting Narita Airport, an entry
port to Japan and central Tokyo. GK designed its first-generation train
with elaborate considerations for passengers. For the second-generation
train we incorporated views from passengers to enhance the comfort of its
interior space. Its brand status as “N’EX” has been established. An inno-
vative spirit supporting comfort and speed, and universalism offering the
sense of safety provide passengers with a pleasant experience in entering
or leaving Japan.

Public Transportation System Representing a Local City
The Narita Express is a train and, at the same time, it gives the initial
impression on Japan to first-time visitors. As it is obvious from the Shink-
ansen bullet train, railway trains can be the symbol of a country. The
style of the train, the spatial design of the station, and comfort in the train
altogether give a strong impression to users.

The impression created by a vehicle can act as the face of a local city.
The Toyama Light Rail is an example. It is a tram system operated by
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Toyama City. It was introduced at the time when the Toyama station and
its surrounding area were being redeveloped on a great scale to accommo-
date itself to the service of the newly operating Hokuriku Shinkansen.
The tram aimed to create new scenes in the city and to reactivate city life.
The city authority intended to transform the city into a more ecological
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and compact city by encouraging people to use the tram while discourag-
ing the use of motorcars. In the total design, the designs of trains and
stops were the main assignments. The Toyama Light Rail became the
pride of local people as it played the role of a symbol of their locality as
well as becoming their means of transportation which set the model
followed by other cities in Japan.

The public transportation system can be an initiator to transform a
local city or community. Messages by the local government or corpora-
tion can be conveyed to users in the locality and also to other places. It
can also present a local identity. It cannot be transported to other places,
but people visiting the place can use and enjoy the same experience as
local people. It is a special entity.

Vehicles are tools for transportation, and at the same time, they are
closely associated with people’s desires “to move, drive, and travel.”
Everyone travels as part of their daily activities. Through designing vehi-
cles as a means of transportation and symbolic entities which support
their traveling activities, we can please them, move them, and even help
them have pride in the vehicles. With a viewpoint of product design to
help improve people’s lives, and with a total design perspective covering
urban planning, and the creation of a local identity, we would like to take
the best approach to meet clients’ purposes, and create transportation
systems which are enchanting to users and which offer safety and liveli-
ness to the society.
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Enriched Relations among a City, People and a Community

Environment design is a field which could not be avoided in considering
“design for people and society.” The GK Design Group has a long
involvement in designing outdoor spaces and buildings from an industrial
design approach. The range of design has expanded from “tools and
furniture pieces,” to streets and plazas to include zones.

The roles of designers have also been gradually expanded from simply
offering installations and spaces to developing relationships among con-
cerned people, listening to their complaints and desires, and incorporating
their local culture and activities into designs. In short, the focus of our
work has shifted from town building to embracing the existing objects and
“making use of the existing town.”

Architecture, the Environment and, Cities from an Industrial Design
Point of View

Immediately after its inception, GK as an industrial design office joined the
Metabolism Movement which began in the architecture community in
Japan in the 1960s. Our concept “objects create a place and a space”
showed the sense of presence in the movement which was a different
approach from architects and city planners. In those days, GK presented
modules to be used in plazas and temporary spaces, and in addition,

houses to be built using industrially manufactured modules.
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An epoch-making project marking a turning point for GK was the “Col-
lective pole system” development project. In the 1980s, as Japan came
through its rapid economic growth, various odds and ends flooded streets.
Beautifying cityscapes became an issue across the country. Poles for light-
ing, traffic signs, traffic signals, and other installations on the street were
major issues in the chaotic streetscapes and cityscape as a whole.

The “Collective pole system” project was an attempt to assemble a light-
ing pole, traffic signal pole and traffic sign pole into one pole. Thereby,
reducing the number of poles along the streets and clearing streetscapes.
However, these poles were managed by different respective authorities,
and there were many problems to be solved as to sharing the expenses and
dividing administrative responsibilities. As a solution, we structurally
separated the support pillar and the joints of arms using our joint tech-
nique, and produced an environment product to improve streetscapes.
Today, the combined pole is called “multi-purpose pole” and installed all
over Japan as a standard street structure. It is an example of presenting a
solution for stakeholder relations with an industrial design technique.

Total Design Leading to Problem Solving for a City

Another feature of GK in environment design is offering total design incor-
porating the expertise of the group’s strength in communication design
and product design. By designing various aspects comprehensively, the
concepts and operation process of city policies and environment projects
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can be made visible, and the “consciousness” shared by local people and
other related people can be developed.

The project relating to the tram system in Toyama city is a good exam-
ple of this. In a plan to turn the city into a compact city by activating
public transportation systems, we were engaged in all designs totally
including vehicle design, cityscape development, tram stops as information
terminals, and visual images for information dissemination. In the process
of the project, we conducted an opinion survey among citizens by a ques-
tionnaire, and spread information through various tools in order to accel-
erate people’s expectations and to draw greater participation from local
businesses and people. It was a design to develop relations among the
local government, business corporations and citizens. In other words, it
was an attempt at community design involving citizens who “have shared
feelings, attachment and pride” in the project.

Behind the Toyama city project were problems such as population
decline, super population aging, and the difficulty of traveling in the city
among non-driving citizens, notably aged people in a city which was
highly dependent on motorcars. A public railway transportation system
existed, but it suffered a continuing decline in the number of users, and as
a result its service quality continued to fall. As the city expanded in area,
the cost for maintenance of the railway was rising. In the plan to revive
the city as a compact city by redeveloping the public transportation
system, the tram system and streetscape were designed as an integrated
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plan. In this way, we successfully achieved a transformation in the people’s
consciousness, which was a major factor for the success of the project.

Considering an Urban Environment on a Human Scale

Another aspect of environment design from an industrial design viewpoint
is the sense of scale to accommodate to people’ life. One example is Oike-
dori Street in Kyoto city. The street was redeveloped under the title of
“Qikedori Symbol Road” when a subway line underneath the street was
opened. In addition to consideration on safety and functionality, we took
into account the pleasantness for walking, offering stages for Gion and
Jidai festivals.

Signs, street lamps and traffic signals were assembled in multi-purpose
poles. Universal design was applied to the lighting and pavement without
an overly appearance to fit well to Kyoto. Qur design work was not
finished with the street. Along the street were bicycle parking spaces, bus
stops, tourist guide boards, shops and advertising displays, and people
walking up and down the street, making it a vivid town. Anticipating
these elements, we designed “Oikedori Symbol Road” which would serve
as a platform for similar projects.

A feature in this project was giving consideration to pedestrians. We
placed a “street corner guide board” at every corner of lanes crossing
Oikedori street showing the name of the lane and the position of the
corner. The detailed information was given on the board designed to fit
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the surrounding environment to help pedestrians feel comfortable standing
and looking for information closely. Street lamps specifically for sidewalks
were installed. These street lamps are small and slim and designed with a
Japanese flavor giving off a warm light. In this total design project con-
necting all elements, elements were designed elaborately on 2 human scale
with the viewpoint of industrial designers.

Building Relations with the Community as the Main Actor

In recent town development projects, “community design” involving local
people is on the rise. The Wakasa Wadahama Beach project in Takahama
town in Fukui prefecture which won the international certificate Blue Flag,
first time in Asia, is an example.

In the activity to obtain the Blue Flag for the coastal environment, for
which water quality, environment management, environment education,
safety and services access for all were examined, GK was responsible for
the “Total Design of the Sea.” Our main responsibility was to present a
“landscape vision” to be shared by local people in the future. We intended
to link the vision with sustainable activities and environmental education,
and to bring together people’s consciousness and activities to attract tour-
ists from other countries. As the first program, we unified the name of the
beach, and then formulated the “landscape vision” taking into account
local assets. We then prepared the design guidelines for signs, trash bins,
toilets, the eaves or awnings of shops to be installed on the beach on the
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premise that they were going to be handmade by the installers. Ina
promotional event we presented a landscape vision model and also orga-
nized a workshop for children to hand make signs to lead people from
their houses to the beach, to put besides the front door of their houses.
Thus, the handmade signs showed the way to the beach all over the town.

Instead of working on designs, GK members worked as catalysts to
show a direction, encourage people and teach them how to make signs.
The main actors were the local people. Objects made by professionals are
beautiful and precise, but they are not necessarily the best. It is meaningful
to take in a new approach like this in terms of civil management in which
local people play the role of main actors, and in order to develop and
sustainably maintain a value so that it would take root in the community.
There are lots of things that designers can do, including the role of a “pro-
ducer.”

Environment design and community design have developed on the
extension line of architecture and city planning. In a sense the GK Design
Group might be singular. Be it a human scale product design, or a role of
producer of a community-centered project, GK across the Group has
focused on the people since the beginning. With a wide range of skills and
viewpoints as a total design office, we are able to apply optimal solutions
to cope with challenges in respective communities and the environment.
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Designing Connections between People and Information

Means of communication have expanded recently spurred by the advance-
ment of information technology. Diverse contact points have been made
available for users in business activities as well as social and public activi-
ties. The volume of information being transmitted has become enormous
to the point of exceeding the reception capacity of receivers. Ways of
receiving information are also varied as people have various different
terminal devices. Requested response time is being shortened every day.

In such a context, the role of communication design is becoming more
important to facilitate communication between senders and receivers and
to establish better relations among them.

Communication as Mutual Relations
Communication is explained in a dictionary to be “an interactive act of
conveying intentions, feelings and thoughts. Language, letters, gestures,
facial expressions, voices and other visual and audio means are used for
it.” (Daijirin, Sanseido). In recent studies, the concept of a “joint commu-
nication building model” is in the main stream. When a person sends
information, a receiver understands the content considering its context.
By repeating this act, a “jointly developed concept” is created as a result of
communication.

Communication design should support the act of “joint creation of a
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Joint Communication Building Model:

Communication is not a one-sided conveyance of information but is an act
of interaction between a sender and a receiver to jointly create a concept.
Source: SAIJO, Miki, Communication Design, Kuroshio Shuppan
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concept through mutual conveyance of information.” However, commu-
nication design which has been taught at design scenes and schools, to
date, has tended to be one-sided, and little attention has been given to
“interactivity” or “joint development.”

Lately, better mutual understanding between senders and receivers, and
trust-building on the basis of their understanding began to be emphasized
in developing contact with the public by business and public corporations.
What is needed now is to review communication design in its fundamental
meaning.

GK Graphics held an exhibition to mark the 30th anniversary of its
founding in 2015. One exhibit was a game to communicate a form with
words. A player explained a form given on a piece of paper to a partner
on the other side. Listening to the explanation, the partner made the form
using blocks. A partition panel was placed between the players, so they
could not see each other’s hands. Both players played the game guessing
what was right from the nuances of voice, timing, actions and facial
expressions of each other. Thus, players could experience and verify the
process of “joint building of communication” in which they could develop
a shared meaning through interactive activities. The same game was
attempted through telephone conversation and email transmission, and
without the visual information normally obtained from facial expressions,
and mutual understanding became difficult. It was found that rich infor-
mation was implied even in the simple word “yes” from a pause and a tone.
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Not only direct information from words but also many kinds of delicate
indirect information are combined to support the efficiency and quality of
mutual understanding. There is a great role for communication design to
play in this sphere.

Interrelation among People, “Objects and Organizations”
Exchanging indirect information is important not only between people.

Qur work involves communication between people, corporations, govern-
ment offices, local communities, facilities, devices and objects. In our expe-
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COTOCATA

rience, we have found that designs of information not only on the main
subject but the various related information enhance users’ satisfaction.
Consider communication for railway users, for example, the platform
signs alone are not enough. A user looks for the correct train to take, looks
for a ticket booth at a station, buys a ticket, goes through the gate to the
platform and confirms that it is the right platform, and finally gets into the
designated train. At each stage of this series of acts, recognizing informa-
tion, making judgment and taking action based on that recognition, and
confirming one’s act occur. The sum of these acts is the user’s experience.
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It can be said that the joint building of information is conducted by rail-
way service corporations and users. As a result, trust and satisfaction as
“jointly created matters” are developed between the two. Communication
can occur between organizations, facilities, apparatuses, objects and persons.

Connecting the Whole and Details

To obtain users’ satisfaction, and to develop good relations between busi-
ness corporations and organizations, a total design approach is needed to
cover posters, station building, ticket-vending machines, and vehicles. The
vital importance of communication design is to plan the whole cycle of
“recognition,” “judgment,” “action,” “confirmation” “goal accomplish-
ment and satisfaction” as a serial experience.

In addition to a broad perspective having an overview of the whole pic-
ture, delicate consideration should be paid to incidental information such
as the nuance of voice and pause between words. In the case of railway
services, the readability of information may be enhanced by a slight differ-
ence in the form of LED characters inside a station. By slightly changing
the response time of a ticket-vending machine, comfortable interaction can
be made between a railway company and a passenger.

By seamlessly connecting a bird’s eye view across different fields and an
insect’s eye view to elaborate details, and designing a project as a compre-
hensive plan, complicated information can be efficiently and effectively ex-
changed, and high quality communication can be achieved.
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To Present High Quality Satisfaction

The integration of macroscopic and microscopic viewpoints has long been
practiced as implicit knowledge in excellent designs. We at GK have accu-
mulated expertise and polished our skills in our package and branding de-
signs to convey clients’ messages and help clients establish favorable rela-
tions with consumers in their actions to find, purchase, bring back and use
a good product. Even in the package of a small canned food, users’ view-
points, the taste of the content, culture behind the food, and messages by
manufacturers and brands are contained. Apparent expressions and sup-
plemental delicate interaction between a manufacturer and a user are coor-
dinated in a whole design based on essential elements. At this point, a
package can become a communication tool. Then, messages from the cor-
poration or brand can be conveyed strongly and remembered by consum-
ers. Qur work is to design the whole process.

Being conscious of the role of communication design, we need to pro-
vide users with accurate information and satisfaction through consistently
efficient and effective communication by developing relations with users
through all possible channels beyond products and paper or screen spaces.
GK as a total design group has broad perspectives crossing over different
specialties and dexterous design competence as well, hence, we are able to
display our strength in communication design and can contribute to society.
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Innovation Begins with People

As corporations continually seek growth and new markets, they try to
innovate their businesses while local governments and various non-profit
organizations and communities look for ways to solve current social prob-
lems. Within this social environment, business ventures and social activities
by Tesla Motors, Airbnb and others present successful examples of combin-
ing design and technology. It should not be forgotten that “people” are
always at the center of business/activity, design and technology.

From the beginning, a large part of the design activities at the GK
Design Group, has been focused on the consideration of these questions,
“For what? What do we have to design?” and we have been engaged in
putting forward innovative proposals after in-depth consideration of what
to propose. Our design proposals are consistently based upon research
into what solutions consumers were looking for as well as what would be
meaningful to society. At the center of these activities were “people.”

With the passage of time, we have changed our perspectives and meth-
ods. Currently we are engaged in “innovation beginning with people.”
“Beginning with people” has two aspects; to be considerate to the activi-
ties and desires of users or stakeholders, and to consider what and how to
innovate together with stakeholders. Our main activities include 1) design
research, 2) synergetic ideation, and 3) creative facilitation.
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Design Research to Understand People

In the world of design and innovation, the field of design research has been
established. Itis sometimes mistaken for marketing research, but the
purposes and methods used are greatly different.

Design research intends to identify latent needs of consumers, users,
clients and trade partners by understanding their behavior, thoughts and
feelings in relation to the purpose of a project. Visits and observations,
leaving a video camera, journals by target persons, and interviews with
them are major research methods. The views of the target persons will be
incorporated into the design, not only by objectively understanding them
but also by empathizing with them. It is intended that the researcher acts
as a filter to extract fresh and significant views.

Synergetic Ideation and Creative Facilitation
In recent years, new participatory sessions for idea development such as
ideation and workshops have become popular. Users, clients and GK
members have discussion sessions based upon the findings of a research
work to put forward ideas, consider the significance in society, and define
the core value to be proposed. This process is the most important phase in
any development project.

The issue of who puts forward ideas is not as important as it is to select
good ideas from among many ideas and to formulate them into a feasible
concept as a team. People of various backgrounds are needed for concept
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formulation. Persons who often put forward fantastic ideas, those who
are good at systematizing various fragmental ideas, those who are good
with various technologies, and those who are business minded are required
to bring different viewpoints into this process. It is not a waterfall-like
development process, but a process to obtain a higher quality outcome by
looking over the entire picture horizontally through repeating trial and
€ITOI PrOCEssEs.

GK members often play the role of facilitator to smoothly manage the
development process mobilizing participants’ collective knowledge. It is
important, of course, for GK members to actively put forward ideas, but
rather, a stronger weight is placed on designing programs and tools that
enable the participants’ expertise and knowledge to generate a synergetic

effect.

Stories Attracting People’s Empathy and Prototypes Giving Realistic Feelings
We always pay careful attention to communication to stimulate a “realistic
feeling™ at the scenes of creative facilitation and of final concept formula-
tion. By expressing what role the product or service conceived by a devel-
opment team would play in society in a concrete story (by illustrated narra-
tive or video image), greater understanding of the concept will be promoted
among the development team, clients, and target users. They can judge the
adequateness of the concept from their own standpoints.

People in the fields of products and engineering within a team can work
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together to produce prototypes of various levels (design prototype, and
working prototype). This will be an effective way to enhance the quality
of communication and the degree of maturity of the concept.

Innovation Starting from Design Research

In the various methods starting with people there is no border by which to
define a new value. Anything can become a target area. Among others, we
consider service design, product innovation, and branding, as major targets.

Service design is an approach noted recently. It intends to design a
service along the lines of people’s actions and consciousness. For a tour
using airlines, for example, a computer screen design of a booking system,
airline counter design, ticket design, airport lounge design, aircraft interior
design should be considered, not individually but as a serial design from a
service design perspective. The main intention is to offer a stress-free expe-
rience to passengers. It will become increasingly important to design peo-
ple’s experiences under a brand as a system without distinguishing digital
information devices, products and spaces. In some countries, the concept
of service design is introduced even for a policy-making process or the
treatment of prisoners.

Having begun as an industrial design firm, product innovation is most
closely linked to the GK Design Group. In the past, we were mostly
engaged in designing a product after its specifications were determined.
But in recent years, we are increasingly involved in projects to consider
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GK conducts ethnographic and other qualitative research surveys in various localities.
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what should be produced, and why it is needed, before giving a design to
the product.

Branding is meant mainly for defining products, businesses or organiza-
tions and for considering strategies to communicate what they are to the
public. The branding sector often collaborates with the communication
design sector. It is sometimes involved in naming products, businesses or
organizations on the extension line of defining a value.

From a Comprehensive Perspective to a Design Strategy

Research works by the GK Design Group are an upstream process for de-
signing, and they can offer more essential and strong values. In our joint

creation process, we actively introduce our views as designers and our pro-
totyping capability to order to finally design concrete products or services.
We also commit ourselves to the result of our work.

Design research also provides us with an opportunity to develop our
perspective to be able to offer greater proposals for projects including
product designs. Furthermore, we hope to formulate strategies, with
design as an axis, to obtain greater effects for larger-scale businesses and
activities, or corporations and organizations. Qur strength, as a total
design firm, is to look for ways to enhance the effectiveness of designs

meeting the purpose, through our design viewpoint and style of thinking.
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ing exhibits as media to develop science literacy.

In order to visualize knowledge and information, models appealing not
only to people’s visual sense but to all five senses are effective, and even
more so if the models can move. An object and a person act and react
mutually, and the object gives accurate feedback. Through this interac-
tion, we can help viewers to have an intuitive understanding as well as a
logical understanding.

The array of “tangible devices” is an attempt to create such interactive
activities using sensor and display technologies.

The “Tangible Earth” is an interactive, digital globe. Images that are
projected on the surface of the sphere are displayed from inside. A viewer
can touch the surface and move the image to feel the polluted air crossing
over national borders and can learn the mechanisms behind climate
change. The present figures of the earth, including clouds, the forming of
a typhoon, seismic activities, air pollution and global warming are shown.
Together with producer Shin’ichi Takeyama and other collaborators, GK
worked on the direction, design and production of the Tangible Earth. By
directly touching information images, viewers gain a different kind of un-
derstanding through their physical experience.

There is an example of an interactive system to show natural phenome-
na in a city connecting a hand-held terminal device with a terminal moni-
tor on the rooftop of a building at 1500 meters away. The wind blowing
on the top of the building is shown immediately at hand, and when a user

30 GK Report Special Issue

ZRRfifh, 2ROI 22—V T AR TERBREE.

HIROBHREEETEXBM 5257 avieifliobhTcRBERIELE
#lic, 1.5% vl e EATRE L FILOWKESRVWELY AT LRSS,
EADTHRAUIRRNDWTOWSENRY T A ¥ A ATRILOWEKICER
Eh., zofRicfh3 L FERHEOBBE A THROBHICRREL S,
Fy P —ZBLEHGOFERERESH, BhEEADTH>RAXT
BERER. SEEECEERASZNERL. SETEARAVFLVLE
BEELZHMTARBEEZERL SE S,

AR ZoR B CHBRSLEREAN 25774 TREBLIA L LT,
FERERPNOERBRIZLERZ T ) Bb5, FELEED
BRESPOEOTORENERF T &, 2HL 22T TF—T 1
it L, RAPFRESNWENHS, (S L5 2MIEXIES 50
Y. BN TIEb a5 0L 5RRVIEL OBEFE, SEIH T
T3 HFEnoiEoknboifh, #ELT, BLARXLEED
BEeERT S HEHTE,

(Z2iERZTIOBRIE, Fubd 4 T2 TIREL, BT
BYAL 7N EAY—FT L KEVIELCiTbhik, A% 7 2#HTFEE
. XFPRRENZLEDRLABRLHE, FOHZIZM IV IR
RERE, BENESHELIWA 257 a v 23 DR,

IV AT 477 AeMETS . TaubZLELT
Fub L VOREMMEE, A biI S ESEBRERTERL
T3, ThRAR et RAEEHOTRAZEITHH 5, BOoR0E
ARTATFTERBRELT, RBROBESLHES KL~ THE - HAE2RET
ENHAIE, 3 2-YTARREDIAEL TV, AT, B
flEinET 23R EEE,

BEMIZiZ, 7547 b LEREBAROT A F 7R MR EEL

touches the image on the display the shadows of the hand and fingers are
shown in the illumination light on the rooftop. The physical feeling that
one’s hand is reaching the rooftop of a distant building gives viewers a new
experience. This may present a new potentiality in user experience design.

The “Kotoba (word) Stamp” exhibited in the National Museum of
Ethnology is an interactive display in the field of humanities. A phonemic
symbol of either vowel or consonant is printed on each stamp. When a
visitor chooses two stamps and presses them side by side on the table, hira-
gana is displayed and the sound comes out. When he presses “sa” and
“ra,” a word “sara” is displayed with the appropriate accompanying
sound, followed by an onomatopoeic or mimetic word “sara sara.” In this
way, a visitor can touch formless sounds and understand the structure of
words while enjoying a game.

In the process of developing the “Kotoba Stamp,” the cycle of making,
testing and improving prototypes was speedily repeated. The reaction of
pressing stamps, the blurs of letters and the movements of letters when dis-
played, the timing of the sound and its length in time, were examined a
number of times in order to create a comfortable interaction.

Prototyping to Accelerate the Creative Process

'We find the use of prototyping at various development scenes to be help-
ful. In a way, it is a method to visualize the development process. We give
shape to formless ideas in a prototype, and promote understanding and



2Hb, TORPRPTTHERSSES v & (4 T2, Bl
g kBl ThERBHIPVIRLTE/ ERRIT SV r—va
v offEeERERD TN, FOEET, 7FUr—¥ar» Y7 b
OHMEFETHE 7V v A VEIBR &€/ OLHE S v R icFbid
A, EZbPVWREH S EBERBECOVWTEWT A AT a b x4
FTLRIEERVIEL, H2ERTHEREZRD T FEDH 5.

ZEHARF 7 ENREEEMK
Kotoba Stamp National Museum of Ethnology | 2010

sharing of the idea through showing and moving the prototype. This
process is common to museum exhibits. Further, we find it to be effective
to accelerate conception and co-creation.

In concrete, while exploring the idea that is in development with clients,
we occasionally make working prototypes to examine forms and move-
ments, and determine, based on our findings, the functions and specifica-
tions of a product to be made and its applications. On the extension line
of this, the “agile method” application software creation is introduced in
the product planning process, we may repeat preparing and examining
prototypes in short cycles from the beginning of the development process
while an idea that is in development and is still not firmly defined, to grad-
ually determine the specifications of a product.

At the stage of conception when the entire picture is not clearly drawn,
we try to foresee the whole picture, explore and define how the product
under consideration would behave, and what design would be appropriate
to promote interaction between it and users. We make use of our hardware
and software skills and techniques in this method. Prototyping is a very
effective tool to clarify what our focus should be when the goal of develop-
ment is yet undetermined, and to confirm the idea by giving shape to the
seed of an idea. Through this process we can share the idea clearly among
our team members. What is more advantageous is that by showing an
idea in a concrete form, we can expand the idea, or excite a different con-
cept. Thus, a co-creating process emerges.
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Creating the “Ways of Working” of Non-Existent Things:

Design in an Age of IoT

Giving shape to information or something which has no form yet, and
making them visible and tangible would mean to define what it would be
like if it were real. The basic thought in considering the form and the
direction of giving a form is building better relations between objects and
humans.

Nowadays, the Internet of Things (IoT) is spreading. Information is
exchanged between things, and they are interactively operated. How
should these things behave and what do they convey and how do they
convey it to humans? When technologies such as robotics and automated
driving come into our living, what and how should these things take their
part in human life, and how should they interact with humans? We cannot
answer these questions unless we have a thought on the relationship
between humans and things.

All design works at GK, regardless of their specific design fields, are
based on the consideration on relations between objects and humans. In
the field of creative engineering where design and engineering are involved,
the presence of thought on objects has particularly important meaning.
Based on that thought, our rich user interface and user experience are

developed.
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New Comprehensiveness of the GK Design
Group —From Establishing a Firm Base to
Creating New Values in Response to the Needs
of Contemporary Society

The GK Design Group has become an unparal-
leled comprehensive design group embracing
diverse and broad design areas. Over the years, as
member companies in their respective fields have
worked to respond to the increasingly diverse
needs of their clients, the GK Design Group has
seen the range of their members work continue to
expand with areas of overlap increasing between
member companies. Seeing this as a positive
phenomenon, we are meeting today’s challenges
head on with our uniquely flexible teamwork and
our new comprehensiveness which crosses multi-
ple specializations.

Significance of New Comprehensiveness
s Network across design genres

« Formation of appropriate teams for each project
* Ability to give more rapid and careful responses
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“New comprehensiveness” specifically means to
flexibly organize an optimal team combining the
knowledge and skills necessary for a specific proj-
ect from both within and without the group, and
to strengthen cooperation in daily activities as an
organic network.

A flexible network encompassing several design
fields enables us to organize an appropriate team
for each project. There are large projects which
require a comprehensive linkage of environment,
product, communication and other design fields,
such as a city development project centering on a
transportation system. In such a case, specialists
in different fields can cooperate closely, working
simultaneously to be able to present a more rapid,
detailed and powerful proposal to a client.

Through a flexible combination of knowledge
and viewpoints, we are able to tackle a new chal-
lenge like an unprecedented area of design, or
non-existent products and services. Or, by chang-
ing the combination of knowledge and members
of a team, a new value might be presented to the
same old task, and a more substantial and stron-
ger solution might be brought forth.
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Elements Enabling Organic Cooperation

» Over 200 specialists.
» Teamwork and concept sharing

* Consistency in attitudes, goals, and standards
of quality of designs

The GK Design Group now has over 200 design-
ers in its 12 offices located both in Japan and
overseas. Among them are specialists with knowl-
edge, experience and skills outside the six design
fields mentioned. A number of our designers
work across a few different fields making numer-
ous combinations of specialties possible.

Each project is unique. Therefore, each proj-
ect’s team should be custom-made to meet the
conditions and purposes of that project. Howev-
er, this is more easily said than done. Among the
elements dealt with in the design business, there
are those elements which can be verbalized and
shared among designers, such as function, struc-
ture, business plan, and user needs, but there are
more elements which cannot be quantified and
verbalized, such as the culture of corporations and
organizations, accumulated experiences of a local
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region and a group, livelihood culture, and human
senses and mindsets. Cooperative work dealing
with these elements cannot be easily systematized.
Here, team work including human aspects is
important.

At GK, as members share the same concept,
smooth collaboration across different specializa-
tions and producing rapid and accurate results are
possible. The attitudes for design work, ways to
set goals, the level of consciousness for planning
and the quality of design are explicitly and implic-
itly shared by every member. They share the
fundamental sense of value, or the way of think-
ing that can be considered to be the ideology of
the GK Design Group.

Ethos to Consider the Essence

The attitude shared by the Group is to think a
great deal of an essential value. When we start to
design something, we start by questioning “What
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is our design target?” and begin discussing this
point. This is the base of all our work processes.

‘We do not simply respond to an immediate
request, but by going back to the essence of a
product or a service, we consider what it is that
people seek in the product or service. By consider-
ing “the essence of a thing,” we can create a
long-lasting concept and design. We can maintain
an unshakable concept so that even when techni-
cal requirements or market trends change, we can
clearly recognize what should change and what
should be maintained. In this way, we establish
robust concepts and designs which can have many
applications.

Culture of Emergence and Its Mechanism

We not only think about design from the essence
of the product on the personal level, but we also

consider the subject further on the group level.
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Weekly meetings are held within each section
specifically so that everyone in the section will
present what they are working on. Projects are
posted on the wall inside the office to encourage
all staff members to give and receive feedback.
The goal of exposing each one’s work to the scru-
tiny of other designers is to stimulate open discus-
sions to enhance the quality of our design works.
This is especially helpful in a situation where
everyone is working before computer screens
without knowing what the person sitting next
them is doing.

The “GK Gallery” is an in-house symposium
involving all sections in the Group. Itis a regular-
ly held, all day event with a selected theme for
each time. Speakers give in-depth presentations
on the specified theme, usually a current social
trend. These are followed by heated discussions
with the audience, consisting of GK members, all
of whom have their own specializations.

Speakers feel pressure to give a presentation
before executives and colleagues which is a differ-
ent kind of pressure from what they feel when
they make presentations to clients. Preparing a
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presentation for this event and learning to with-
stand critical views of our presentations gives us
training to explain our design ideas to clients. The
practice of reviewing and evaluating each other’s
designs has been an integral part of our tradition
and our corporate culture.

Code of Behavior as a Design Group
—*“Movement, Business and Research”
* Advocating the role of design to the public
at large (movement)

» Implementing the concept of the movement
» Objectifying one’s work quality (research)

The code of behavior that the GK Design Group
has observed over the years includes “movement,
business, and research.” “Movement” implies
activities to establish the function of designers to
reform livelihood culture by design and to offer
designs to improve people’s living. “Business”
means to show the concept of the movement with
concrete design works. “Research” means an
activity to verbalize one’s work objectively in
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order to enhance its significance and value.

GK considers the structure in which the three
activities support one another as its basic princi-
ple. It has helped the staff to have a sense of
mission as designers. This code of behavior has
continued to be observed by GK staff members.
The basic concept is the “Philosophy of Dougu.”

“Philosophy of Dougu”

* Dougu possess a moral principle

“Dougu” does not mean tools. The Philosophy of
Dougu considers all artifacts, or objects of design,
as “dougu,” it seeks to determine the way a dougu
piece should be, and deepens the relation between
dougu and people.

Artifacts are treated as “products” at technical
designing and manufacturing sites, and “commer-
cial products” at distribution scenes. But when
they are in the hands of users, they become dougu,
fulfilling their true function in people’s lives. The
essential quality of artifacts is dougu. Therefore,
when we design something, we consider how it
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should be when it is a finished piece of dougu.
When we work, we put ourselves in the user’s
place as we consider how to design the dougu.

In the Philosophy of Dougn, it is considered
that the human mind is enclosed in things, and
that the human mind is expressed on things. This
is a thought on which to build better relations
between things and people. Within this thought
lies the concept that we should give deeper consid-
eration to what meanings things have for people.
We should also consider the relations between

things and people.

Comprehensiveness for People

* “From the very start, people’s life encompasses

multiple facets”
» Help people be relieved by design
As seen in the Philosophy of Dougu, GK’s design
mission is “for the sake of users.” While working
to carry out this mission, the Group has become a
comprehensive design office covering many design
specialties. As people’s lives encompass so many
facets, comprehensive design becomes essential.
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Kenji Ekuan, GK founder who established the
base of the Philosophy of Dougu wanted to “im-
prove people’s life with design,” and to “give relief
to people.” So, comprehensiveness was a must.
He had broader concerns about society extending
beyond business concerns.

The need for thinking about comprehensiveness
is shared by all members of the Group in our
design practice of “considering the essential quali-
ty” of things. Whatever the theme, we start by
thinking from scratch. This attitude has spread
and become deeply rooted among all GK members.

Creating a New “Social Value,”
“Cultural Value” and “Economic Value”

* “Social value” to solve social issues
o “Cultural value” to create living scenes, experi-

* “Economic value® to contribute to business

The role of designers today is not limited to ex-
pressing functions and forms. We are required to
create “new values” to make a better future out of
our diverse and complicated design activities.
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New values have social, cultural and economic
implications.

Today, we are faced with numerous complex
issues such as the environment, population, food,
refugees and displaced people, terrorism, and so
on which should be solved from a global perspec-
tive. There are also urgent issues at home such as
low fertility, population aging, urban revitaliza-
tion, serious disasters, and others. Designers are
expected to create viable “social values” making
full use of our abilities to identify issues, devise
solutions and solve problems. This will lead to
the emotional wellbeing that contemporary soci-
ety is seeking.

The value of “creating beauty and moving sensa-
tions,” which is the basic function of designers,
remains a universal value. Design offers encoun-
ters with new articles of dougu, promotes new
activities, and changes scenes in people’s day to
day life. A moving sensation emerges when dougu
and people’s minds resonate with each other and
leads to richness in life. This interactive experi-
ence will become a “new cultural value.”

Rapidly changing conditions in world econo-
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mies require us to keep looking for new business
strategies. The role of designers in business scenes
is not limited to increasing consumer buying inten-
tions based on marketing research results. Design-
ers are now committed with helping clients with
their business policies through the formation and
implementation of brand strategies, as well as
creating comprehensive experiential values.
Designers are becoming an increasingly important
engine to support the management of client busi-
nesses, and to create “economic values.”

The GK Design Group is committed to creating
these social, cultural and economic values. We
need to be a professional group pursuing the
essential qualities of marterial things, immaterial
things, spaces and information. We will continue
our activities as a value creating industry in these
three aspects.
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GK Founder Kenji Ekuan
—His 85 Years’ Life with Design

Born in the family of a Jodo-sect Buddhist temple
in 1929, Kenji Ekuan spent his boyhood in Hawaii
because his father was engaged in missionary
work there. As the Pacific War intensified, the
family returned to Japan. He entered the Naval
Academy in 1945, but as the war ended in August,
he returned home to Hiroshima. At the sight of
“atrocious nothing” in his hometown after the
explosion of the A-bomb, he set his heart on be-
coming a designer, While serving as a Buddhist
priest following his father, he entered Tokyo
National University of Fine Arts and Music.

1952, he began to advocate the “democratiza-
tion of things” and “democratization of beauty”
together with like-minded students. Assistant
Professor Iwataro Koike showed his understand-
ing and gave full support to their voluntary design
activities, and they formed the Group of Koike in
his honor, hence, the GK Design Group.

In 1957, Ekuan formed the GK Industrial Design
Associates. He advocated the significance of design,
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and gradually built people’s trust in design through
actual works. He established his own view on
design that Dougu (implements) possess a moral
principle and GK activities spread into wider fields.

In 1960, he joined the architectural movement,
“Metabolism Movement” and taking the oppor-
tunity of the Japan World Exposition Expo’70
Osaka, he explored a new design field of street
furniture. He then expanded his design works
beyond the conventional specialization of design.
Since the 1980s, he further spread the field of GK
activities to local communities and overseas bases.
As the firm grew, it was separated into 12 firms,
and the GK Design Group was established to man-
age all the group companies.

In 1973, in an effort to expand Japanese designs
in the world, he took the initiative to host the
general assembly of the International Council of
Societies of Industrial Design (ICSID) and the
World Design Conference in Kyoto. In 1975, he
became the president of the ICSID, the first one to
come from Asia. His activities to promote the
design movement on the global level increased

both in width and depth in the 1980s. As the infor-
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mation age became increasingly complicated and
various problems were globalized, he formed the
Japan Institute of Design in 1995 as a forum to
study social problems across specialties and to
conduct advocacy on the global level. In addition,
he established the Design for the World in Barce-
lona, Spain seeking a global network of designers
and design offices.

In parallel, he founded Forum Douguology in
1996 with an aim to conduct practical study on the
philosophy of Dougu, which GK had conceived
from the beginning of its activities. He proposed
the “Master Plan for Dougu Temple and Dougu
Village” to integrate what have been studied as a
means to transform them into the new culture and
civilization of things.

For Kenji Ekuan as the founder of GK, “design”
was “to rediscover humans from the standpoint of
producing things, or to review culture and civiliza-
tion around things, and develop a new image of
humans,” and the “GK Design Group” was “an
everlasting design training institute for people
who live with Dougu.”



GKFHA v #v—7%%: Core Company of the GK Group

HRESHLGKF ¥ 1 R

GK Design Group Incorporated

171-0033 HE#FBRXFH3ITH30H 145 UELY L

San-Ai Building 3-30-14 Takada Toshima-ku, Tokyo 171-0033 Japan
Telephone 03-3983-4131 Facsimile 03-3985-7780

URL http://www.gk-design.co.jp/

E-mail info@gk-design.co.jp
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BREHMGKA ¥ ¥ A MY TAFHA v

GK Industrial Design Incorporated

171-0033 HAMB R X WHITH3I0HF 145 ILEY L

San-Ai Building 3-30-14 Takada Toshima-ku, Tokyo 171-0033 Japan
Telephone 03-5954-7741 Facsimile 03-5954-4420

URL http:/fwww.gkid.co.jp/

E-mail gkid@gk-design.co.jp

PR+ GKRG

GK Sekkei Incorporated

&4k /161-0034 KEBHFHEE LES1THI6E7S NKE v
Head Office / NK Building 1-16-7 Kami-ochiai Shinjuku-ku,
Tokyo 161-0034 Japan

Telephone 03-3360-8321 Facsimile 03-3360-8328
BUVEUEBERT / 602-0898 HUARAY BUAM i _E 3 B AH B S FIHINT 657
Kansai Office / 657 Higashi-monzen-cho Shokoku-ji Kamigyo-ku,
Kyoto 602-0898 Japan

Telephone 075-252-7790 Facsimile 075-252-7790

URL http:/fwww.gk-design.co.jp/sekkei/

E-mail sekkei@gk-design.co.jp

BALHGK T 5774y 7 A

GK Graphics Incorporated

161-0033 WAHHFBX FTEEG2THIF 1SS LAYV
2-1-15 Shimo-ochiai Shinjuku-ku, Tokyo 161-0033 Japan
Telephone 03-5952-6831 Facsimile 03-5952-6832
URL http://www.gk-graphics.jp/

E-mail graphics@gk-design.co.jp

BREHGKI AT I v 7 R

GK Dynamics Incorporated

171-0033 HURMM B XFH I T H30H 145 (LFEL A

San-Ai Building 3-30-14 Takada Toshima-ku, Tokyo 171-0033 Japan
Telephone 03-3989-9961 Facsimile 03-3981-5318

URL http://www.gk-design.co.jp/dynamics/

E-mail dynamics@gk-design.co.jp

B2 GKT v 7

GK Tech Incorporated

171-0033 WHEMESRHH 3T H30HF 145 LB L

San-Ai Building 3-30-14 Takada Toshima-ku, Tokyo 171-0033 Japan
Telephone 03-3983-4160 Facsimile 03-3983-6815

URL http:/fwww.gk-design.co.jp/tech/

E-mail tech-info@gk-design.co.jp
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BA L4 G

GK Kyoto Incorporated

602-0898 3U#F Mt T _E 3 XA ESFH FTRTHT 657

657 Higashi-monzen-cho Shokoku-ji Kamigyo-ku, Kyoto 602-0898 Japan
Telephone 075-211-2277 Facsimile 075-231-1047

URL http: /fwww.gk-kyoto.com/

Contact Form http:/fwww.gk-kyoto.com/contact_j.htm

HARLLGKT ¥ 1 - BTIE

GK Design Soken Hiroshima Incorporated

730-0051 SR hIX K FH 4T H 6B 165 LB Y L 3IF
Sanyo Building 3rd Fl. 4-6-16 Otemachi Naka-ku,
Hiroshima 730-0051 Japan

Telephone 082-242-7755 Facsimile 082-242-7177
URL http:/fwww.gk-design.co.jp/dsh/

E-mail dsh@gk-design.co.jp

GK Design International, Inc.

4007 Paramount Blvd. Suite 110 Lakewood, California 90712 U.S.A.
Telephone +1-562-496-1445

Atlanta Office / 1200 Chastain Rd NW Suite 115 Kennesaw,

Georgia 30144 U.S.A.

Telephone +1-678-738-1445

URL http:/fwww.gkdi.com/

E-mail info@gkdi.com

GK Design Europe bv

Pilotenstraat 39 1059 CH Amsterdam, THE NETHERLANDS
Telephone +31-20-625-0091 Facsimile +31-20-624-6171
URL http:/fwww.gkeurope.nl/

E-mail info@gkeurope.nl

M RAHRE A RAT (QHG)

Qingdao HaiGao Design and Mfg. Co., Ltd. (QHG)

266101 LS Byl Heim B — 5 HE/R L2320 P EE Ha /R AT R ol
Building P, Haier Innovation Design Center, No.1 Haier Road, Laoshan
District, Qingdao CHINA 266101

Telephone +86-532-8893-9348 Facsimile +86-532-8893-8548

LSRRG A T (GK )

GK Design Shanghai Inc.,

200041 P E gl X BRIt e6 B R B EIER L 904 (A) £
904(A), Keen Plaza, No.66 North Shaanxi Road,

Shanghai CHINA 200041

Telephone +86-021-5116-0663 Facsimile +86-021-5116-0669
URL http:/fwww.gkshanghai.com/

E-mail info@gkshanghai.com












	GK Report Special Issue_low_ページ_01
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	GK Report Special Issue_low_ページ_06
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