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Beyond Stagnated Time

Do not go gentle into that good night

“Do not go gentle into that good night.” This is a famous poem by Dylan
Thomas (1914-53), a British poet. He wrote this poem of life to com-
fort his dying father. This phrase was often quoted in the SF movie
“Interstellar” (directed by Christopher Nolan, 2014). The movie
depicted an escape from a crisis of the extinction of human beings due
to climate change, a challenging and almost impossible attempt for
human survival out of a desperate condition. Named the Lazarus mis-
sions meaning the revival of the deceased, it was a magnificent story to
preserve human species by interstellar migration or frozen embryo. The
movie was based on precise theoretical physics, and a solution was led
by the competence of someone to a gravity control theory which had
been considered impossible to define by humans. Thus, humans went
on searching a light without falling into jet-black darkness.

In a way, the situation resembles the current situation in 2020 when
humans are struggling against COVID-19 without a foreseeable way
out. We may be trying to have the power of will like movie heroes.
During the first wave of COVID-19 prevalence in Italy, medical services
were overwhelmed, patients died one after another, and funerals were
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hardly conducted in normal ways. A citizen there commented an
impressive view, “When we overcome this, can we become humans on a
higher level2” This comment implies a change in human society. As
already mentioned, the world after the settlement of the COVID-19
pandemic may not be just returning to the world as before. The social
norm which humans have developed up to the 20th century is about to
be changed. We all are asked where humans are heading to? Perhaps
the answer may be in our mind.

Will COVID-19 bring a renaissance?
At the dawn of the post-COVID-19 period, we are going to bring a new
society based on changes we have learned through the pandemic. While
stagnating social activities, coronavirus acted as a dramatic propeller to
bring about a digital society. We learned that the social life model
developed in the 20th century would not be necessarily required. Com-
muting to workplaces at designated times in high-rise buildings in busi-
ness centers in over packed trains to work hard may not be necessary.
The new social model does not require such a stressful working style.
We noticed that there were different choices in working style. The
means to support the change in social life is digital transformation (DX).
Further, we are becoming aware that the purpose of building a digital
society is not simply to solve problems. Socio-economic activities must
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be directed to the intuitive nature of humans after solving problems.
Taking global warming as an example, automobiles are to be electrified
to realize a decarbonized society, and all social systems are being reor-
ganized accordingly. These are desirable to solve problems, but there
seems to be an obligatory feeling. Do these efforts lead to a desirable
world? The world has always tried to solve problems, as the world has
been full of problems. SDGs may be the compilation of world prob-
lems and goals to achieve. We are devotedly working to solve problems
for the sustainability of human society, and for the protection of life
and the human rights of all people. In our efforts to achieve the goals,
innovation can be a driving force for certain. In the present society,
finding solutions by promoting innovations and turning the solutions
into businesses has become a mainstream process of development. In
the process, designers are expected to show our creativity by promoting
power.

Even so, I cannot help feeling that the current COVID-19 prevalence is
asking if it is sufficient for us to do that. Solving problems, of course, is
important, and a convenient society envisaged by society 5.0 must be a
long-awaited future. Humans have continued to progress in pursuit of a
better future. But after the COVID-19 catastrophe, there may be more
choices. A future is being shaped which is different from building an
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ideal society by solving problems obligatorily using scientific technolo-
gy. That may be new wisdom based on true human nature or it may be
a nostalgic future.

While seeking desirable safety, comfort, and convenience in our life
by solving problems, we might have become aware of returning to
humanity. The stagnation of our activities due to coronavirus made us
wonder, “What am I?” and led to that awareness. It can be called a
renaissance in the 21st century. After all efforts aiming high, we have
come to turn our eyes to human nature by some force called coronavi-
rus. In a sense, COVID-19 prevalence appears to be another singularity
to direct humans toward the natural way of human life and emotional
person-to-person linkage.

Start Rowing to Tomorrow

We are in the middle of stagnation. At least, while I am writing this
article in January 2021, the world is in the 3rd wave of the COVID-19
pandemic. Perhaps, when this GK Report is delivered to you, COVID-19
vaccinations will be in progress. But it must take a longer time for the
socio-economy to recover. Is it possible for us to regain the intuitive
nature of humans? As the great artist Yokoyama Taikan (1868-1958)
beautifully expressed in “Seisei Ruten (Metempsychosis)” (treasured in
the National Museum of Modern Art, Tokyo), the stream of time begins
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in a tranquil water source, turns into a steep flow and then to a big river.
Due to COVID-19, time stagnated, and society was frozen. We have
come through a deep and long night. After night comes the day. The
stagnated time will end sooner or later. Then, we will start rowing to
the ocean of tomorrow.

“Do not go gentle into that good night. Rage, rage against the dying of
the light.” Dylan Thomas

Kazuo Tanaka, President / CEO, GK Design Group
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Feature: Change in Consumption
Behavior and Packages

Masahiro Sato

Changes are underway in our daily consump-
tion activities. Growing worldwide aware-
ness for environmental preservation to do
away with plastics, and rapid increase in de-
mand for e-commerce sites are affecting com-
modities, merchandise distribution, the cycle
of resource supply, and consumers everyday
behavior in many ways. In the feature article
of this issue, approaches to cope with such
change for package designs will be discussed
through the projects undertaken by GK
Graphics.

Charged for Plastic Bags and Plastic-free Life
A shop clerk asked me “Do you want a plastic
bag?” and I was embarrassed about how to
answer. I make it a habit to bring my shopping
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bag when I go shopping at a grocery or conve-
nience store. But this time, I dropped into the
shop on impulse without my own bag.

In July 2020, plastic bags hitherto given
away became charged for in all shops across
the country. Major supermarkets and conve-
nience stores came to charge 2 to 5 yen for a
bag. Half a year has passed since then, what
is the reaction from consumers? Some seem
to be suspicious about the effect and others
are critical.

The raw material for the bag, polyethylene
resin is a biproduct of refining crude oil into
gasoline or heavy oil. Therefore, some say
that the use of polyethylene is a better use of
resources and more environment-friendly
than using paper bags.

Then, why did the Japanese government
force all retail shops in the country to charge
fees for plastic bags? It reflects a worldwide
trend to reduce oil and plastic use. In addi-
tion, China banned, toward the end of 2017,
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importing plastics used for daily life from
Japan. It was demanded that Japan change its
measures for used plastic waste. The Group of
Seven (G7) Summit in 2018 adopted the
Ocean Plastics Charter compiling measures to
control ocean pollution by plastic waste. Fol-
lowingly, the Group of 20 (G20) Summit in
2019 in Osaka took up the plastic waste in
oceans as a major agenda item.

In recent years, corporations and local gov-
ernments promoting circular economy (eco-
nomic system to circulate resources without
producing waste) are on the rise in Europe
and other regions. It means, for example,
instead of recycling used PET bottles, it is
better not to use PET bottles at all, or to
reduce the use of PET bottles. Along with this
effort, the non-use of plastic bags is becoming
a general trend. As a matter of fact, more
than 60 countries ban or restrict the use of
plastic bags.

In Japan, corporations hoisting the Sustain-
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able Development Goals (SDGs, adopted by
the UN in 2015) increased in number. In par-
ticular, a remarkable number of corporations
began reducing plastics for the sake of envi-
ronmental conservation. Charging for plastic
bags is one of Japan’s attempts to do away
with plastics and not be left behind in the
world trend.

Reviving Package Design

Corporations and organizations using plastics
such as beverage manufacturers are taking
various measures in this effect.

First, they are activating recycling plastics
to reduce waste. It is said that effective use of
plastic waste in Japan is as high as 84 percent.
But nearly 60 percent of the total is by energy
recovery, in other words, thermal recycling
(burning fossil fuel to change into energy).
However, as burning fossil fuel discharges
CO2, it may affect global warming.

The ideal measure to recycle plastic bottles
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is to reproduce them as they are. It is the
Palsystem Consumers’ Cooperative Union that
is taking a unique measure considering the
effects on the human body and the environ-
ment.

Fuji-no-Tennensui (Natural Water from
Mt. Fuji) accomplished 100-percent PET
bottle recycling first among the natural water
industry in Japan (as of January 2016). With
the concept of reducing environmental load
by packages, the union determined to recycle
used PET bottles to PET bottles in the name
of Bottles-to-Bottles recycling. Taking advan-
tage of its home delivery system, it successful-
ly collects used PET bottles as resources
(among Union members). To reduce plastic
use, the PET bottles have no label on them.
The mechanism of collection is explained on a
cardboard box. Here, graphic competence
was required to explain it simply within the
limited space.
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Another example of reproducing PET bottles
totally from used PET bottles to new PET
bottles is [ Lohas Natural Mineral Water
Label Less by Coca-Cola (Japan) Co., Ltd.
The company succeeded in developing a high
technology to produce PET bottles with
higher transparency than the conventional
recycled PET materials and helped to reduce
plastic use for labelling. Consumers have an
image of a bottle without a label as being of
poor design or wondering what the content is.
After long years of R&D, the company also
developed PET bottles without a reduced
pressure absorbing panel and rib, thus
achieved a stylish and refreshing bottle shape.

Currently, this product is sold only by the
carton through on-line shopping. Consumers
can dispose of it without removing its label.
With the ease of sorting trash, environmental-
ly friendly material using a fully recycled
material, this product will become a leading
design of PET bottles in the future.
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“Bottle-to-Bottle” PET Bottle recycling system by Palsystem. The
mechanism of collecting and recycling used bottles is illustrated on

the carton.
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I Lohas Natural Mineral Water Label Less
Bottle wholly made of recycled PET bottles after clearing various restrictions. A simple and stylish bottle shape was

developed using water refraction. The mark hidden in the debossed logo and bottom is also a feature of the bottle.
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There are increasing cases of using paper for
packages. An example is Havary’s Japan Nat-
ural Water 330ml by Havary’s Co., Ltd.

The source of Havary’s is in Habare in Oita
prefecture. The motif of its corporate mark,
Pegasus, comes from the name of the place, a
horse with wings. Habary’s uses the iconic
Pegasus graphic in package design as a
symbol of its policy to build a sustainable
society for coming generations while preserv-
ing the rich natural environment of Habare.
The package represents its unique worldview.

The mineral water business is as simple as
just drawing water from the water source.
Therefore, it is all the more important to
emphasize environmental consideration given
to the product. In addition to the information
about the water source Habary’s puts forward
its stance toward the environment through its
newly developed paper-made package.

E-commerce Sites and Change in Merchan-
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dise Distribution

I Lohas Natural Mineral Water Label Less
and Habary’s Japan Natural Water are prod-
ucts sold only through e-commerce sites.
These internet websites are gaining more
users recently. In 2020, as the state of emer-
gency to control the COVID-19 infection was
declared, many people have come to refrain
from making non-necessary non-urgent out-
ings. As they spend longer time at home, their
use of e-commerce sites has grown rapidly.

This is called stay-home consumption and
is drawing greater attention as a new con-
sumption trend.

For products marketed only for e-com-
merce, the information space on sales sites
will be used to the maximum to show their
appeal and functional values. Approaches to
packages and the way to send messages are
different from other merchandise sold mainly
at shops. To sell products in a shop, their
packages may take excessive expressions to
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draw consumers’ attention. As communicat-
ing messages is a part of package designs,
package designs naturally become different
for e-commerce from those for over-the-count-
er sales.

It is LOHACO on an e-commerce site that
successfully made messages to be accepted by
consumers through design.

Valuable Product Designs for Consumers

Askul is a business to business (BtoB) e-com-
merce company selling office utensils and
stationaries through catalogues. It has a busi-
ness to consumer (BtoC) e-commerce site
called LOHACO (Lots of Happy Communi-
ties). Its business concept is “Lightening the
burden for living.” From the beginning, it has
dealt with a wide range of daily commodities,
and it is known as a general e-commerce site
for women. Particularly, it is supported by
working mothers in their 30s and 40s living in
city centers. The major factor for its success is
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i Havary’s Japan Natural Water 330ml using paper for
package.
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left: Refresh Squeeze -pinkgrapefruit mix-

bottom left: BeautySqueeze

bottom right: Smile Squeeze

Designs for products sold only through e-commerce.
Juice packages and carton boxes are designed to fit in
living spaces. Picture books and sugoroku (Japanese
game) and other new attempts are voluntarily de-

signed to be used as free gifts of juice.

"
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Carton box of Sheba Duo Cat Food by Mars Japan Limited

its original products with life-friendly designs
through a co-creation system with manufac-
tures and service providers using big data and
their distribution systems.

Conventionally, the packages of commodi-
ties and consumption goods were designed
for selling at supermarkets and mass retail
stores to make them stand out. LOHACO on
the other hand was successful by showing
simple and refreshing designs which will fit
into the consumers’ lives.

Under this policy, LOHACO co-produced
three kinds of drink with Kagome Co., Ltd.
One is Refresh Squeeze-pink grapefruit mix
for women occupied with work and house-
hold work. Smile Squeeze for the health of
pre-school children, and Beauty Squeeze vege-
table juice for women sensitive to their beauty
and health. To respond to consumers’ con-
sciousness, environmentally considerate mate-
rials are used such as paper packs and cylin-
drical paper made from thinned wood for the
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respective packages.

These LOHACO drinks are being sold in
cartons. Usual cartons contain basic informa-
tion required for distribution, and their
designs are colorless. But for these drink
cartons, graphic designs are more important
and should be expressed to fit comfortably
inside a room like interior items.

What should be noted is that LOHACO
products mentioned above are already known
brands and their packages are newly designed.
Consumers are already aware of their brand
value and product functions. So, they buy the
products regardless of differences in package
design. It does not mean that simple and
fresh package designs can be applied to any
products and brands successfully.

The case of original package design only
for LOHACO makes us consider what the
benefits and values are for consumers.

Another case of increase in demand due to
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stay-home life is keeping pets. For Sheba Duo
Cat Food by Mars Japan Limited, we designed
the carton box for delivery to be re-usable as
a cat home. While considering restrictions in
printing on a cardboard box and ensuring
necessary indications for transportation, a
charming design was demanded to have the
owners become eager to buy.

When the roof of the house is lifted up, the
eyes of a cat character of the Sheba logo mark
appears. We finished a cat home with playful-
ness while expressing the brand.

LOHACO cartons are intended to be inte-
rior items, while the cat home is meant for a
new tool in the house. Both are ideas for
value-added package designs and for enhanc-
ing merchandising power.

Communication Tool Expressing

Social Needs

Package designs have become a communica-
tion tool not only to convey messages from
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manufacturers to stimulate the purchasing
desire of consumers but also to respond to
consumers’ consciousness about their life and
society. Therefore, it is doubtless that pack-
age designs will be increasingly affected by
how we address international environmental
concerns.

The products introduced here are all sold at
e-commerce sites. The spread of e-commerce
sites has potential to change the motivation
and purpose of our consumption behavior.
Thus, package designs for e-commerce sites
with values and expressions different from
shop shelf sales will further develop.

Recently, ethical consumption is often talked
about. It means a type of consuming activity
supporting business organizations addressing
social issues including environmental issues,
human rights, and community support. It is
widely known in the international communi-
ty. Goal 12 of the 17 SDGs is “Responsible
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Consumption and Production.” By 2030, all of
us are encouraged to have information and
awareness about lifestyle living in harmony
with nature, and to be actually put into prac-
tice.

At the beginning I mentioned that I had not
carried my shopping bag when I dropped into
a supermarket. I finally did not pay for a
shopping bag and had to carry lunch boxes
for my family all without putting them in a
bag. What can designers do to have our life-
style in harmony with nature take root in our
life, I wonder.

Designs, even of a consumer product, cannot
have reason for existence without relating to
society. For this reason, we are always keen
to watch trends in society, market, and tech-
nology, to be ready to offer solutions.
Designs are created upon reading a large
trend in society and to relate with society.
Product packages expressing the social trend
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are important communication tools to con-
nect corporations and consumers.

Masahiro Sato, Exective Vice President,
GK Graphics
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Project Report: Tokyo BRT-Creating
an Icon for a City

Keiko Sakuraba

Symbol of a New City

A Tokyo BRT bus starts. High-rise buildings,
charmingly designed townhouses along the
streets between high-rise buildings, canals and
bridges which have supported the develoment
of the city of Edo through to Tokyo, rhythmi-
cally changing streetscapes, children playing
in parks along the streets, these theme park-
like landscapes and scenes were projected
before our eyes.

Tokyo Waterfront City covering Kachido-
ki, Harumi, Toyosu and so on, has been devel-
oped on the reclaimed land in Tokyo Bay. It is
an important sector for international tourism,
economic activities, and housing. After using
the area, facilities and apartments for the
Tokyo Olympics and Paralympics, a new town
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development project is due to follow. While
its location is close to the city center, there is
no railway system to travel to the city center.
To promote the development of the sector, the
establishment of a network of public trans-
portation systems was needed. Therefore, the
Tokyo Metropolitan Government decided to
introduce the Bus Rapid Transit (BRT) con-
necting the waterfront area and Toranomon,
Shimbashi and other spots. In 20135, the basic
plan and the application guidelines for an
operator were announced by the Tokyo Met-
ropolitan government. As a result, Keisei Bus
Co., Ltd. was chosen as the BRT operator.

For Tokyo BRT, designing a spearheading
transportation system to activate the area and
to symbolize the new urban sector was
demanded. In 2016, proposals for total
design were publicly called for, and GK Sek-
kei’s proposal was selected. GK Sekkei par-
ticipated in Tokyo BRT Total Design together
with GK Industrial Design, and GK Graphics.
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Leading the Growth of the Town

BRT is a next-generation transportation sys-
tem. To enable mass transportation with
speed and punctuality, the use of articulated
buses, effective use of street spaces, wheel-
chair-accessible devices for both bus and bus
stop, Public Transportation Priority System
(PTPS) and other technologies must be com-
bined.

To keep pace with the housing and infra-
structure development of the waterfront area,
Tokyo BRT will be improved step by step. At
the beginning of its preliminary service in
2020, the service distances and routes were
short, but when the full service begins in
2022, rapidity and punctuality will be ensured.

Bus service routes will be expanded along
with changing urban spaces. Stronger initia-
tive was required to let BRT operate symbol-
izing the dawn of a new city.

Development of Routes—Use of Rainbow
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Ribbon as a Symbol

We used a rainbow ribbon as a symbol for
Tokyo BRT. The ribbon is used continuously
for vehicles and bus stops to make the route
stand out.

Changing city, and the bus route creating
new value by connecting the city center and
the waterfront district, expanding person-to-
person relations and diversity. Tokyo BRT
will grows making changes. The use of rain-
bow ribbon is intended to express such gentle
changes with changes in color. The rainbow
ribbon is used to form the letter B, as the
symbol mark for Tokyo BRT.

In addition to vehicles, bus stops, and signs,
applications used as touch points with users
such as the web, and pamphlets were envel-
oped by rainbow ribbons. It is aimed that
users’ experiences are linked, and the rainbow
ribbon acts as a communication tool for
users, BRT, and the town.
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Creating Bases—Generated by Sign Beams
When a passenger arrives at a bus stop facility
at the sight of the symbol mark B, an 18-me-
ter-long articulated bus slowly stops. Then
the rainbow ribbon of both bus and bus stop
are overlaid, and a unique space is generated
with the background townscape, passers-by,
and rainbow ribbon.

Elements of a city space are generally con-
sidered ground, meaning buildings and roads,
and figure meaning motorcars and other
dynamic items. But for Tokyo BRT, the figure
part is overlapped with the ground part. By
enveloping the bus stop facility with a rain-
bow ribbon, the bus route comes to be con-
spicuous.

To make the route apparent, the players on
the figure side are single and articulated bus
vehicles, while the player on the side of
ground is the sign beam. A sign beam is about
20 meters long and placed at an upper por-
tion of the pillars of a bus stop facility.

Metropolitan Government)
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bottom left: Symbol mark “B” composed of a rainbow color ribbon (Tokyo

bottom right: Tokyo BRT routes (plan) in full-scale service

When BRT begins its full-scale service in 2022, four routes are planned to be operat-
ed in response to the town development of the former Olympic Village section. It
is also considered that the preliminary routes will be extended to Ginza and
Tokyo Station. (prepared based on the published information by the Tokyo Met-

The sign beam is enveloped with a rainbow
ribbon, and the name of bus stop and direc-
tion are indicated. The beam functions as a
duct made of stainless steel in which lighting
and wiring devices are installed.

The shadow of rainbow is also applied on
the windshield, and guide signs, benches and
other items are installed together in the equip-
ment at the front. The equipment is designed
to be ready for installation and replacement
of a bus location system, digital signage,
ticket vending machines and other machines
in the future.

We hope that the spaces created by the sign
beam will grow to be bases for new communi-
cation among many people who will meet
there from which new town development
plans emerge. The sign beam will only pres-
ent a trigger for such movement, but at the
same time it shows the readiness to accept the
expansion of the space and its services.



Photo: Yoh Hashimoto
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Sign beam enveloped by a ribbon and an articulated bus. A
new cityscape of Tokyo created by overlapping the figure and
ground of a city.

Photo: Yoh Hashimoto
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Creating City Icons

Some people may think of the Sign Ring as a
sign system integrating functions, devices, and
streetscape.

The Sign Ring appeared in Nishi Shinjuku
crowded with tall buildings in 1994. Guide-
posts, traffic signals and streetlamps are all
installed in a large ring which is built above
the crossroad. In the jungled crossroad, it
created a modern urban scene at eye level,
and a symbolic cityscape from the sky. It was
constructed as a street furniture piece in the
Nishi Shinjuku Subcenter plan. It is often
used as an important element in movies or TV
dramas and has grown as a direction post or
city icon of Nishi Shinjuku.

For Tokyo BRT, the sign beam acts as its
symbol and becomes an icon acting as a route
marker. It will carry memories of the chang-
ing phases of the city center and waterfront
area of Tokyo.

We at GK Sekkei would like to led the
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growth of the area and create a new value by
new mobility and offer people new experienc-
es associated with that mobility.

Keiko Sakuraba, Chief Designer, GK Sekkei
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Project Report: Publicity Design and
Strategy for Public Transportation
Using Characters

Tsuyoshi Nagura

Kenshin Urabe

Birth of Kyoto Municipal Subway Characters
GK Kyoto is developing and promoting Let’s
take the subway! project using characters as
an official promotion of public transportation
under the auspice of the Kyoto Municipal
Transportation Bureau. The project has con-
tinued for seven years with the identical worl-
dview and is still underway by deepening and
expanding.

In 2012, the Kyoto municipality was faced
with two major challenges. One was serious
traffic congestion in the city center, and the
grave financial difficulty caused by the liabili-
ties from the construction of the Tozai Line
subway. As a solution, the promotion of subway

18 GK Report No.39

P DIRE S T KBIERTIE > Te.

RKEB~NDZEDD
HR, “HH LNWIELDT IV 5T 7,
19934 XV JREHENRFERML TNDF ¥ N—
VIZESEFERATIO IeREKEN D LS 1T,
TR - A5fE ) 2RI LI L 72 b 003 %0,
LALENRIEEEO —HTH 2. oK, =
FITHRTE L, MEfE, kK HREEREDTH
A = RBLTEEENRELTHY,
FERIZZ. HiILVboEZIF AN ZER
VEYITITARNNRD D, Ele. FrTIE—
HLTHLART W IRERLNEL] T
bHY, HEARHO< > Hewnbh b Bk
NP 25 FE R - WS e £ B THH B,
ZARTFATIHRE T A Mx T ey =
UM D XY T E—%20134EIT GKIRARIZY
TrAv L, il REROREE L, V77
AU, v 52 2—0MRELH itk
VikF, BT IHIREkICRS 21 LW S FIH
FRMOX vy Fat -1 L
TR -v3F A fblie, 2V f & —
P AR B R e L W S, THREFEI LD
F—U—RERERGLEWECEHAZ, 5L T,
AR EH IR D T REE BB

use was called for, and the Center to Promote
Kyoto City Subway Use by 50,000 More Pas-
sengers was established mobilizing all depart-
ments of the city government. Under this, the
subway user promotion team formed by
younger city officials launched a Fire, Fire
Project to increase subway users applying
characters in 2013.

Nowadays, the use of characters in publici-
ty media is an everyday matter. Behind this
trend may be the fact that the generation who
are familiar with character contents have
come to hold decision making positions.
Also, around that time, community revitaliza-
tion activities using cute anime characters
were in fashion in many local communities,
and the Fire, Fire Project was initiated under
such a social background.

Kyoto as a Brand
Since JR Central began its tourism campaign
in the name of Oh Yes. Let’s go to Kyoto in 1993,
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the image of ancient and traditional Kyoto
was pushed forward in advertisements. How-
ever, it is only one aspect of the city. In fact,
Kyoto is an enterprising city which intro-
duced the first in Japan streetcar, movie
theater, and hydroelectric power plant. Citi-
zens have a mindset to accept new things and
civic pride in doing so. There are many univer-
sities here with students who are friendly with
anime characters. In addition, Choju Jinbut-
su Giga, the scrolls of frolicking animals and
humans, the oldest caricatures in Japan were
found and treasured in this city.

GK Kyoto refined the existing characters
for the Fire, Fire Project and offered a new
publicity proposal in 2013. At the same time,
we at GK Kyoto incorporated the worldview
of characters, and created a catchphrase Let’s
take the subway! from the passengers’ view-
point as the policy title as well as the logo
design. Creators were all from Kyoto or
currently living in Kyoto to emphasize Kyoto.



Thus, the Fire, Fire Project was turned into
the Let’s take the subway! project. As a result,
this project came to attract greater attention
from the people, and successfully led to create
new value.

Character Design for Public Transportation
The prime function of characters used for
publicity is to convey a message. In designing
characters, the appropriate setting and shap-
ing are calculated, and the blueprint of a char-
acter is prepared, and then it is expressed as a
visual work.

Since the existing characters were refined
for the Let’s take the subway! shapes reflect-
ing the trend of the time, setting to be accept-
ed by many people, and consideration on gen-
der-based expressions were emphasized. As
public transportation services are used by
males and females of many generations, great-
est attention must be paid not to hurt any-
body’s feelings in publicity materials. The ap-
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pointment of Kamogawa as an illustrator to
meet these requirements is an important key
for the continuation of the project without
receiving complaints.

Implementing Characters and a Worldview
in Society
Upon the creation of characters, a mechanism
to enhance friendliness and favorable feelings,
and publicity activities were needed to be
accepted by users. For this project, a new
worldview was introduced when refining the
characters. For example, ordinary scenes on
the background of common landscapes of
Kyoto were drawn, and the correlation chart
of characters was published. With these, pas-
sengers developed empathy with characters as
citizens living together in Kyoto and became
fans of these characters.

Creating the worldview involving fans was
also a favorable factor for public transporta-
tion for all. In the Let’s take the subway! proj-

e, A5 b RERTI A R R A & —
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left and top right: Posters of the Kyoto Municipal Transportation Bureau
bottom right: All characters for the Kyoto Municipal Transportation Bureau

ect, we organized events to allow the Munici-
pal Transportation Bureau officials and fans
to interact, when goods we produced were
sold. These events helped to increase fans. At
these occasions, voices from fans were heard,
and new creation plans were conceived. In
this way, a continuous communication chan-
nel among stakeholders was established. The
channel developed the sense of participation
in creating contents among fans. Fans came
to join the creator’s side from consumers.

GK Kyoto was engaged as a citizen in charac-
ter designs, production of designed items, and
follow-up publicity design management.
Through these activities, we are strengthening
ties with fans, who are helping to promote
publicity to make the project better known to
citizens.

Fans are important in activities using char-
acters. However, they are only one of the
publicity tools. If we are too dependent on



characters, the real purpose of the project
might be slighted. In publicity activities using
characters, potential fans should be thorough-
ly studied, and characters should be designed
not to simply please fans. In order to make
publicity widespread, careful management is
required.

The Let’s take the subway! project has
pleased many users, and GK Kyoto made a
humble contribution to enhance public recog-
nition about the Kyoto Municipal Transpor-
tation Bureau and to improve its financial
management. Against community activation
activities which tend to be considered easily,
the project has proven that taking an elabo-
rate design approach was accepted by local
people. This gave us confidence as a design
firm. When the Citi Exhibition Manga was
held in the British Museum in 2019, the larg-
est manga exhibition outside Japan, the Let’s
take the subway! was introduced as a publici-
ty project applying characters based on the
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b B REE S Y ¥
T @ K% TThe Citi exhibition Manga ]

top: Wrapped basement wall in Kyoto Station
bottom: The Citi Exhibition Manga at the British Museum

local community, and was given a high regard.

Future Development

Currently, the project is expanding by
adding new collaborating characters. We
are hoping that they all grow as real charac-
ters representing Kyoto.

The use of characters in this way is now
spreading in other parts of Japan, as well as
in Taiwan and China. In the future, other
countries in Asia seem to adopt characters in
the same way. Competence will be required
of designers to promote design management
maintaining the identical worldview
throughout the process of consistent charac-
ter building, design quality control, brand-
ing activities to attract fans to expand pub-
licity, and businesses and services developed
out of the project. We are aware that design
management affects the success of publicity
activities using characters, and we should
pay attention to activities to produce its pro-

¥y 74— HRBlOHSERE
Fror &=k, ol I TIEELR,
FIRBIZZTANTES S 72, BlLAS
HREZ EF T &5 el Ao L g
BEfTo BER D D,
SRoTaYzsTiE, ¥v5758—%
V77 A BB, i il R Bl oA
HEFT otz Bz X, HERD R - 7z )il
BEBHRICHERNRY — 2/ ZY, v
/& —WLoMBBEKNEESRETDH D,
25352 7T, MRSFHAER XY
B —Teb ke THIOEICES THRI L LT
HERTEDESILRY., 77 v BAEA TS,
EHIT, 5Ly akE AR, R
BaILITEY BT TnZeb, TRARD
AT &S R I AL fe. T 8k
IZ3RD -] Tk, ZBRET 7 DF AR
MTEBBELELTOARY MMl 7y XD
HilE - BRoe e L 2 RET 2L T, 770D
FERERLE, THZIVIB[ICTHEHER
REfoftnd22E0, RANERIRY
AR EDTV, AF—27RAE—[L 0D
iR aza=r—vartEhic, %
nNRay 7Y ~OSMERERERL. 77
v THET 2 BHE T 20 ~ L1t

pelling power. GK Kyoto will continue our
efforts and study.

Tsuyoshi Nagura, Chief Designer, GK Kyoto
Kenshin Urabe, Senior Director, GK Kyoto
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Kamogawa
Born in Kyoto. Character designer, illustrator.

Kamogawa’s works is now on sale.
(Kamogawa Goods Sales Site: https://gkamo.booth.pm/)
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Began creative activity in 2012. A GK Kyoto staff member noticed Kamogawa’s works in
the illustration posting website pixiv and invited Kamogawa to design characters in series
for the project. Kamogawa held a personal exhibition in 2019, and Niji, a book collecting
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Project Report: #Kamihachi Kiteru-
Redesigning a Social Experiment

Tatsuya Hirai

What Kamihachi Kiteru is

Aioi Street, the main street running through
the Kamiyacho and Hacchobori district in the
center of Hiroshima city is six lanes wide with
streetcar lanes. It was not meant for pedestri-
ans. To transform the function of the street
from controlling motorcar traffic to a place
where pedestrians relax and meet with others
a social experimental project named #Kami-
hachi Kiteru Urban Transit Bay was conduct-
ed. Driveways including bus bays, unused
spaces in private properties, and unused land
spaces due to be redeveloped were trans-
formed for citizens as places to rest. It was
intended to redesign the conventional social
experiments themselves. It was a challenging
public and social design project to solve vari-
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ous social problems and to develop a prof-
it-making cycle by trying to continuously
enhance the value of the city combining busi-
ness activities.

Background for Conduction of a Social
Experiment in Hiroshima City

In other countries, walkable cities are increas-
ing. In Japan, restrictions by different minis-
tries are being relaxed. Under Hiroshima City
Center Activation Plan, the Hiroshima city is
beginning to redevelop it as a walkable city by
improving the transportation environment to
allow people to walk around safely and com-
fortably.

Against this background the Area Manage-
ment Study Group in this area took initiative
to conduct an action plan aiming for a social
experiment to make use of public spaces. The
purpose of the experiment was to have visi-
tors enjoy walking and staying in comfortable
spaces and to feedback their comments in the
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vision of area management.

The Co-Creation Center for Region was
the leader of the project. This was organized
by Aratani Civil Engineering Consultants Co.,
Ltd., an established corporation in Hiroshi-
ma, inviting people with knowledge, and
working for public administration and local
companies. To help with design, GK Design
Soken Hiroshima was invited to join.

Redesigning a Social Experiment Led by
the Private Sector

Conventional social experiments were often
carried out as governmental projects, and
social experiments themselves were consid-
ered as the purpose. This project, however,
was different from them as it aimed to rede-
sign the process of the social experiment itself,
including the creation of a profit-making
cycle within the area, and a fund-raising
scheme. In concrete terms, measures were
sought to make the experiment a business
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Before (left) and after (right) the social experiment of using a bus bay (bus parking

space which is indented into the sidewalk).

project by soliciting sponsoring advertise-
ments from the private sector and others.
This was valuable in preparing the created
spaces as established public spaces, not just
spending a given budget.

The target place for the project was the
main street in Hiroshima. There are no man-
agement organizations other than the city
authority and the police. Therefore, we
utilized not only private properties but also
created spaces even on the road to be closely
linked with public transportation systems.
Even though it was a social experiment, we
intended to provide high quality public places
to allow pedestrians to have new experiences
in being in the spaces and to develop new
routes for walking. Thus, we wanted to
develop a positive vision among them as to
future public spaces in the city center and
their initiative in using such places with a
sense of attachment. Along with a fund-rais-
ing activity, crowd funding was used to con-
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Kamihachi, a popular name for the Kamiyacho and Hacchobori district and the

word “kiteru” meaning “I am (we are) here,” or “favorable place” were combined.

In addition, hashtag mark is associated with a crossroad and an SNS indicator.

nect people from afar. As a result, the goal
amount was achieved, and the information of
the project was widely publicized and shared.

Opportunity of Co-creation

For this project, office workers were consid-
ered as the main target population. The con-
cept was a workers’ retreat to help workers
rest for a while and refresh themselves or pro-
vide them with a place to relax before going
home after work. To make high quality
public spaces for people, consideration was
given to amenity together with everyday con-
venience.

Containers were placed on the street space
in which different tenants open their shop
every day, and several spaces were provided in
parking lots. As an image strategy, the name
#Kamihachi Kiteru and an impressive visual
identity (VI) were built, and a website linked
with SNS was prepared. Shops of foods,
music, and arts with strong power to pull in

customers were opened. The spaces helped
participating shop owners to develop their
businesses among them.

To realize amenity within a limited budget,
the experimental spaces were made into open
showrooms. We asked companies and shops
to cooperate with this. Then, a woody space
to publicize home grown wood, nighttime
landscapes to advertise lighting devices, and
green spaces by a gardening shop to help visi-
tors relax surrounded by green were generat-
ed. Thus, public spaces in the city center
turned into publicity places for sponsoring
companies.

Attempts to Win Awards

To maximize the value for sponsoring corpo-
rations, and to gain recognition as well as
high regards as a community development
project by private-sector initiative, we applied
the project for several competitions. Even
though the project was a short-time event, we



fortunately won awards at all the competi-

tions we entered. Social experiments to utilize
public spaces are increasing in number, and
this project was highly evaluated as a new
type of project promoted by a private-sector
initiative. Sponsoring and cooperating corpo-
rations appreciated being able to join the
project and expressed their hope to take part
in a future project. Their words gave us great
encouragement.

As Designers Committed in Town Development
GK Design Soken Hiroshima has supported
the project in various ways including publici-
ty, open showrooms, negotiations with corpo-
rations to present their showrooms, naming
and visual designs, website management, sign
and landscape design, and 3D perspective
plans. However, we attempt not to stand out
in publicity transmitted through the media
such as refraining from expressing credit for
our office. It is because we believe that desig-
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ners should keep ourselves behind the scenes
in town development.

GK Design Soken Hiroshima has been in-
volved in the town development projects for
Ura Bukuro Shopping street, Shoko Center
district, low upland areas, and islands. The
position as designers is being neutral and flex-
ible to adapt to the conditions of target areas.
Each area is established on a delicate power
balance in which public and private sectors
are intertwined. To identify our position as a
neutral organization is important in consider-
ing continuous design business. One import-
ant thing common to all town or community
development projects is that the main actors
are project organizers and other players who
are actually working for the project. Design-
ers must be supporters who promote co-cre-
ation with them.

Tatsuya Hirai, Chief Designer,
GK Design Soken Hiroshima
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Awards won in 2020

- Bronze Award, the 54th Japan Sign Design Award
by the Sign Design Association

- Social Design Category Award, Wood Design
Award 2020

- Good Design Award 2020

- Longlist, Japan Kukan Design Award, by Japan

Design Space Association
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54th Japan Sign Design Association Awards
Winners

Following three projects, in which GK Design Group par-
ticipated, won prizes in the 54th Japan Design Associ-
ation Awards:

-Gold Prize: “The Promotion Sign for the Celebration of the
Connection of PORTRAM and CENTRAM (Light Rail)

JIDA Design Museum Selection vol.22

JIDA Design Museum Selection vol.22 was finalized, and atToyama Station: Toyama Prefecture” by GK Sekkei
two of the products designed by GK Design Group were -Silver Prize: ”Cruiseferry SEA PASEOQ: Hiroshima Prefec-
selected: <Ténéré 700 ABS> designed by GK Design Eu- ture” By GK Design Soken Hiroshima
rope for Yamaha Motor Co., Ltd. and the Kintetsu 80000 -Bronze '_D”ZE:_ KAMIHACHI KITERU 'UBBAN TRAN_SlT
series “Hinotori” by GK Industrial Design for Kintetsu Rail- BAY-: Hiroshima Prefecture” By GK Design Soken Hiro-
way Co., Ltd. shima
Images from top to bottom: Gold Prize, Silver Prize, Bronze
Prize
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Winners of Good Design Best 100

Two of the projects, in which GK Design Group partici-
pated, won the 2020 Good Design Best 100.

GK Graphics designed the label-less bottle for “I Lohas
Natural Mineral Water Label Less"” (top image) for Coca-Cola
(Japan) Co., Ltd.

GK Industrial Design worked on the car design of the
Kintetsu 80000 series “Hinotori” (bottom image) for
Kintetsu Railway Co., Ltd. to inherit and evolve company
brand and realized the car interior design that boosts
customer experience.

FY2020 Local Commendation for Invention
Toyama Prefectural Governor Award

“SELF-CENTER NSV15-11,” a small/vertical machining
center, for which GK Industrial Design developed the
design for Sugino Machine Limited, received the Toyama
Prefectural Governor Award in the FY2020 Local Com-
mendation for Invention.

The commendation has been held by Japan Institute of
Invention and Innovation to contribute to the progress of
science and technology as well as to the development of
local industries. Engineers and research developers
recognized for excellent technologies and designs are
commended for each region.
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President Tanaka of GK Design Group Gave
Official Announcement Speech at Red Dot

Kazuo Tanaka, the President/CEO of GK Design Group
made a speech at the official announcement of the Grand
Prix winner of the Red Dot Award: Design Concept 2020.
In a normal year, the screening board and awarding
ceremony would have been held in Singapore; however,
because of the global pandemic, the ceremony was
distributed globally online.

In the speech, Tanaka addressed that creation of novel
proposals by combining cutting-edge technologies and
designing is an important role required for designers. He
also suggested that the power of design which brings
solutions to this kind of new social challenges will
continuously get attention in various fields.
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President Tanaka of GK Design Group Attended
“DIA 2020 Winners Session”

Kazuo Tanaka, the President/CEO of GK Design Group
appeared in the online event “DIA 2020 Winners Session”
for Japanese audience which introduced the winners of
China's most prestigious international design award
Design Intelligence Award (DIA). He joined the Japanese
DIA winners and Katsutoshi Ishibashi, the media group
director of Axis Inc., in discussion at the Design Hub under
the theme of “The Potential of Japanese Designs: Case
Study on DIA Winning Designs.”

DIA is an annual international design awards program,
which highlights innovation and is hosted by China
Academy of Art in Hangzhou, Zhejiang province in China
with support from the People's Government of Zhejiang
province, and co-organized by the China Industrial Design
Association. This year, Japan Design Consultants Associa-
tion (JDCA) carries out screening and public relations
activities in Japan. Tanaka, as a director of JDCA, has
been promoting the campaign.
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President Tanaka of GK Design Group
Appeared on the TV Program “Shin Bi no Kyojin
Tachi”

Kazuo Tanaka, the President/CEO of GK Design Group
appeared in an episode “Pillar-type Mailbox and Jin
Katagiri— The Reason Why the Iconic Image of the Showa
Era is Still People’s Favorite” on TV Tokyo's fine art show
“Shin Bi no Kyojin Tachi.” In the past, GK Design Group
participated in the development project of public mailbox-
es and designed the archetype of the current mailbox.
Tanaka himself was involved in the project thus invited to
the program.

. IFH941 Y OXREIHREZ ~—7 1R
v~ DR

GKFH VHERREUB Rt REF—#DEZIFY
AV DREIDEIRETZ N =T AR MDAV ZA 2 TIT
bhic, (FfE . BRIYRY IV -THIVNT ULV
YEVE—ZATIV—DTYITARYNIFTHAIVD
ANE ) AR D RE TS EE])

2EPEREE T, 1B DT —XIEFH v EERIT
M1 &L THA Y DINETEREEDL SRR ICH
BOMMCDWTEE LTz 2B BIETT WA UIdETAITLD
Mot BT —RITIIVIATA T T4 LT —DEEEHE—
KRS T7 IR 7RIV YY RERHR)ZT
ANCHRE. JOFHOFELZIITHENKEED
DDDHZIE. RO TREDEMIEIT TIERL THA

VORBEIIANEERT DIEHRETHDIENSD
ElCDWTEES T,

ARY NOREFIE. YouTube D IR I Y RV FH
AVINT 1 F v RIVICTIREE I B

Book Launch Event for Designing for Essential
Values

Kazuo Tanaka, the president and CEO of GK Design Group
gave an online talk event to celebrate the publication of his
latest book Designing for Essential Values. The event was
hosted by Tokyo Midtown Design Hub Liaison Center
Library as a book event called “Designing for Essential
Values: Book Launch Serial Lectures.”

The serial lectures were given in two occasions: the
theme of the first lecture was “What is Design?” and the
past and present situations regarding design was discussed;
and that of the second was “The Future of Design” and with
a guest speaker Seiichi Saito, a creative director and the
CEO of Abstract Engine Co., Ltd., the importance of persuad-
ing not only the immediate technologies but the essential
values of designing was highlighted against the backdrop
of the shifting post-pandemic society.

You can watch the events on Tokyo Midtown Design
Hub YouTube Channel.
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YouTube Channel “Tokyo Midtown Design Hub”
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YAMAHA WaverRunner SuperJet
Yamaha Motor Co., Ltd.
GK Kyoto

SuperJet, a stand-up-type personal watercraft (PWC),
which has been popular since its release in the early years
of PWC was completely redesigned for the first time in 30
years. Based on the concept of “Elemental x Fine Muscle,”
its style aims at delivering three different qualities: “Fighter,”
which represents the power to overcome in racing scenes
or against raging waves; “Rapid Speed,” which gives the
perfect control over lean-in turns; and “Lightweight,” which
highlights vitality. It has been well received in global
market since its release.
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“HARMO"” Next-Generation Control System
Yamaha Motor Co., Ltd.
GK Kyoto

HARMO is proposed as a new platform that unifies
electrical propulsion unit and steering system, aiming to
provide Smart Package boats, which intuitive controllability
and low-noise operation unique to electric motors ensure
the comfort of passengers. Started in August 2020,
demonstration run by the boats equipped with HARMO
have been conducted by the Otaru Canal Cruise in
Hokkaido. GK Kyoto designed the styles of the electrical
propulsion unit and controlling equipment as well as
product name and logotype.

IMBEA BT BRARBRDIRTF
Demonstration at Otaru Canal
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As safety measures against the collisions and the following
damages, the door component has its handles embedded
at the side of the door panel such that they don’t stick out,
and two side tempered glass is employed for the window
part. To prevent contamination from paint stripping, the
surface of the machine was finished with stainless steel
rather than colored steel sheet, which also adds to its
luxurious look. Ventilation louvers and dents on glass
surface are eliminated as much as possible to prevent
dust from accumulating, as a result, a flat design that is
easy to clean and highly hygienic was achieved.

29

ReydAvsFasyar—
PAAIE S DIVEE: a5
GKF#B

EBAN—N—EBOTHA V. BEERICEDD
DHEIA—TVFVFULED. HESDBEHET 1Y
ERYFTBES VTS EEBEREM I, /e,
EETOEEROEHEHIEPEEESGE BB
EEEREER L. Y Y FILBODEANRRT YA
VERR U 2020 ES Yy RFH1VERE,

Dough conditioner
FUKUSHIMA GALILEI Co., Ltd.
GK Kyoto

We designed this bakery equipment for professionals.
Both simplicity and functionality were pursued in
developing a design that fits into any store, including
recently popular open kitchen type. In addition, due
consideration of accident prevention and hygiene during
kitchen work were given. This simple and practical design
materializes the high functionality of the equipment and
received 2020 Good Design Award.
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Tokyo Hearing Care Center Visual Identity Plan
Vernal Brothers Incorporated
GK Graphics

Tokyo Hearing Care Center is a store specialized in hearing
aids that can be adjusted according to customer needs and
lifestyles. GK has been working on the VI (Visual Identity)
Plan since 2009 and deployed broader design project
taking the opportunity of opening a store in Tokyu Plaza
Shibuya in December. In addition to printed materials,
signages, and the website, GK also committed to the total
design of store, interior, display, and digital signage such
that the store is open enough to allow a larger customer
base to access hearing aids more casually.

The project received Good Design Award 2020.
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“MOBIRY” VI Design for Digital Ticket Service
Hiroshima Electric Railway Co., Ltd.
GK Design Soken Hiroshima

Digital Ticket Service MOBIRY is the first MaaS$S effort by
Hiroshima Electric Railway in Hiroshima area, which
enables users to buy and use train tickets via smartphone.
GK Design Soken Hiroshima named the facility, designed
the symbol mark, and supervised the screen design for the
smartphone app. MOBIRY is a portmanteau word made
by combining “mobility/mobile” and “carry,” and its
symbol mark is a combination of “M" the initial letter of
the service and wheels that represent vehicles, which
indicates the joy of transportation. (Jointly developed with
NEC Corporation)
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“QUESTION” Kyoto Shinkin Bank’s Region-based
Collaboration Facility

THE KYOTO SHINKIN BANK

GK Kyoto, GK Sekkei

We worked on the spatial design for the new Kyoto Shinkin
Bank building. It has many functions in addition to the
banking service, such as café & bar, coworking space,
seminar rooms, and a community kitchen. The spatial
structure allows different groups of people to communi-
cate with each other. The event space called “COMMUNI-
TY STEPS” will be the best viewing spot for Tsuji-ma-
wa-shi, the most spectacular event during the Gion
Festival. GK Kyoto joined the project from the conceptual
stage with GK Sekkei and drafted the basic concept of the
space, supervised the building interior and exterior design,
and planned and designed lighting and signs.
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top: Eight floors above ground and one floor underground.
A building that is connected with the community, which let
various activities inside be seen from outside. bottom:
COMMUNITY STEPS on the 4th floor. An open and highly
flexible event space that spans two floors.

EHERE R R BE R BB
Actual engineering: TOYO ARCHITECTS AND ENGINEERS
OFFICE



Column

H B ek

21 N—F v VBI%

au FRBRBIELIRD TG0, AR — Y LFH, AR
EDS A T ARy MR ARchIE, ERE 2o, ZFOHK.
AR IPHBENRD L5k Th, % < BEEZ M
ERERLS SN, EDFRS W a BBk S 0
WI AT, LEDEoRVWKRIE KASofiFEoRzN
Tt b ERBIOT, BESDBDTRET S )
BHFHRE LT, SA4TARY M 2FEND B XLITHED
TERILEZEBRETIRIIVLNZRN,

AR =Y OMBEAABIR B CTITbN D, B A 7%
IN—F v VBRIDEL LTz, bo kb TV IF 1 TROIF,
HHROR—RERZ Y IR MEDRBIE 2. TV
ik EGiX, o lZoBREE T A 2RI T L7z 0 .,
BEON—F ¥ VG ERERE Y, REOTHENITIE TN —
Fry VEFEEMZ Y & FRAegEEMTbhi, LAl
INHITEFICE ST, RXARVEE., KIEL20E%E
Tho T, BEIFRELED VXV,

BRIZL 5o TOT A T O, T4 ] THERT 2 E

Hedhd. —HFTELAZMiIcE oThH, HORICESZD
BEPNDZ LI BIRBESCEBENEE N, e E
ES N a LR IR 5N 2 BIR O KIniE, FEE Lk
BIECORBZIFETE, 25 LEBESHELBE LD
& ZEn, —H—2ofRiiifiE 25,
INETOIN=F ¥ VBB S Rz m i T oEHE
BiZofh, 2B AR—Y X2 hTik, TVECHEL LR
TBETOINEM LIcE=2—%, #TIrLDRZDL58Y
R L T, 25 Lkl 2 ikcm e b,
BREROKEL ZEFRHEIEZPBEREZEZD Z L3,
FLWIALTARY NOBYHFERIHT & o0 iFizd
BESS, AU Ao TRIENBIZL K RoTHH
DaIa=l—variZBNTh, AROEERITTRL,
RELDZDZLDORYESZHDTEL S,

FB ) tornEB
GK 7 ¥ 1 v HEHGR R G R

Dougu-Culture Crossroad
Isao Tezuka, Executive Managing Director

21. Virtual Spectators

In the early days of COVID-19 prevalence in 2020, sports games,
music concerts, and theatrical performances of drama and musi-
cals were all suspended or postponed. A few months later, these
events were resumed but without audiences, such as professional
baseball games with no cheering or booing, concerts with no
audience, sumo tournaments with no thunderous applauses,
kabuki performances without shouting cheers from the gallery,
and so on. These no-audience events made us realize that invol-
untary voices by audiences generate synergistic effects to liven
these events as part of our culture.

As sports events without spectators came to be held in the world,
various virtual spectators appeared to fill the seats. The most
primitive one is silent spectators or illustrated half-body boards
placed on the seats. On the TV screen, various creative solutions
were applied such as empty seats electrically colored like a mosaic
pattern, the virtual images of audience overlaid on empty seats,
recorded cheers added along with the process of a game. Howev-
er, for athletes, these virtual spectators were invisible and non-re-
active people, thus, they were playing no-spectator games.

For spectators or audience, the value to be present at concerts
and sports events is a fresh and impressive sensation. For perform-
ers, the presence of actual persons in front of them gives them
tremendous tension and exalted sensations. The reaction of audi-
ences when players displayed unmatched skills and highly admi-
rable performances would give them confidence. Communica-
tion between players and spectators or that between performers
and audience gives them once-in-a-lifetime excitement.

So far, virtual spectators were meant for people watching an
event through TV or other media. But at a sport event, monitors
showing the images of excited people watching the game on TV
were arranged here and there on the ground to allow players to
see. If not a large-scale device like this, it gives us impetus to
create new events by considering tools to convey audiences’ or
spectators’ feelings to actors. Because of the spread of online
communication, it has become difficult to obtain others’ reactions.
I realize a new importance of emotional interaction beyond just

exchanging information in our ordinary communication.
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Post Editorial

Amid the covid-19 crisis, we’ve become more aware of hygiene. While
we saw various novel technologies and products come into our hands
during this past year, we also witnessed some of our traditional man-
ners did hold good. For example, when you bring a gift to someone,
you use a cloth wrap or furoshiki over the wrapping paper and take the
gift out of the cloth before handing it — if possible, before entering the
house at the doorway. This manner is originally to keep the decorative
packaging beautiful while carrying outside. Still, in the current
post-pandemic era, we can view this as a life design that represents
consideration for the others. What we are going through will change
our lives, but how? The transformation to be designed is in our hands.
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