GKReport iz 2

i 45
TIho. KKz

Feature:

Opening up the future from here

GK70

GK Design Group
70th Anniversary

GK Design Group



GI( Report No.42 /2022.11

RS

ZIhb. KEEHEL

Feature:

Opening up the future from here

3 R D REH % 2 T 3 Passing through great revolutionary times
M — K Kazuo Tanaka
¥4 Feature
8 HHNIZINL 50 8 Fifty years to go in the Future:
GK AR S0 Iz 8 T On the 50th Anniversary of GK Kyoto
BAGEZ Nobuyuki Enomoto
14 HBENIZ WL T2 DO ELY F A 14 Activities to Go to the Future
ARGz MEBIFEE AR Nobuyuki Enomoto, Kenshin Urabe, Shuji Iekura
20 HRESEF A v o RiFfFE LT 20 Asa bridge between Japanese and U.S. cross-cultural design:
GKDIDS04EE Thh b 50 years of GKDI and its future
7VA - T7m—V 2R Julio Flores
24 HX[E~—47 > bt OnfethE 791 > THh< 24 Exploring Potentiality between the US and Japanese
& K IR Markets with Design
Taro Kaneko
30 Topics 30  Topics
32 Project News 32 Project News
35 Column 8B 3ibfk 35

FMEH © GKR#A 7+ 2 (L), GK Design International &7 ¢ & ('F)
Cover Photo: GK Kyoto’s Office (top), GK Design International’s Office (bottom)

FH

2 GKReport No.42

Column Dougu-Culture Crossroad

Isao Tezuka



MRDOREFE L ZBAT

GK7 ¥ > #ehs AR A L=
M — L

WD REEH G 2 % </ W — i

S bR, ARIZA AN 3y 2 &b ISR R R
R x, BEREMIZAZ S L LTk, AFEHTIE, ~A4 21
Tuky POBFBILI>THN=YFrar¥a—z238Hnh, —f&
HERCEREMOBREIEE 5, £ AR, TGK Design
International : GKDIJ & [Z#SF W 1 > & > & — (Bl GK HK) J
BEENZ, ZO%, GKFFAL > 1 —F1%, kA LML E
L. SREREMFFA L =— X LM~ okt 2o T
Wote, £LT, 1980 FMRITIT R KO R T I A > 2t
Ly, SHORETVA L IN—TOREELI L Lo,
L. RHRIZ R & W HIT > TWd, GK 4D S04E &
SREDOHIEHICH > T, HAELFIAL L IFESHEDKRITED > T
{DTHAI P REDORZRVWaaFfE, v7/5 14 FRKIC
X HmkOELA Lo 2T, HEIEHH 2R LR TH S,
Z DR, FROBAILE ARV H D TV A » OFENT L Zif7<
DOh. HENEZ D LIBEEE X TR,

HEDERL FHA L OHHEY

RZZINETH, ARG TIFIFAL L OIEKI T2V TR T
o ZTHIFMMNICTE » T, BN RWE TV 1~ GEF)
LCER20MEBOFV A s, ARSI VETET A
v GHED T2 21 B O T A >~ LR TH D LW D,
LI U 5 1750, ThiddH<ETh LRI ThHo T
Il CiEv, ZOWEZESKEADOTI A OEERBET
Y, WA LFETTWDB, ZofiFEEId(RE—NAF1)], #
FEID(Ey ZFa)]EvoTnd, KXFLNLTEERET R

Passing through great revolutionary times

Around half a century ago, the rapid economic growth period ended
with the oil crises in the 1970s, and Japan entered a stable growth
period. With the advent of microprocessors, personal computers
came into being, and information technology began to permeate peo-
ple’s lives. It was such a time when GK Design International
(GKDI), and Kyoto Design Center (now GK Kyoto) were estab-
lished. In the following years, the GK Design Group divided the com-
pany to meet needs for specialized designs as well as locally based de-
signs. In the 1980s, the GK Design Group became the largest inde-
pendent design company in the world which laid the foundation of
the company as it is today.

Now, we are standing at a major turning point. In marking the
50-year history of the two GK affiliated offices, our thoughts go to
what changes are ahead of us in society and design. The world is
hardly seeing the future because of the COVID-19 pandemic with no
immediate hope for convergence, and the serious development of a
new cold war triggered by Russia’s invasion into Ukraine. What role
will design play which is indispensable to social changes? In this
issue, the future perspective of design will be considered.
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Social Changes and Design Expansion

I have discussed the expansion of design at various occasions. In
short, design has expanded from the 20th century-style concrete
object designs to the 21st century style designs of intangible things in-
cluding planning and systems. It is often misunderstood as being a
transfer from one to another, but it is not. Designs have expanded
not changed. Both tangible and intangible designs are playing im-
portant roles today. For the sake of simplicity, I name the former
with design with small d, while the latter large D indicating the size of
design targets. Small d and large D do not imply the value of designs.
Just as the value of art works, the value of small d designs will not
change in the future. Our challenge is how to grasp changes in soci-
ety and create D designs which provide us with an inspiration about
tomorrow. Now that we are at the crossing point, we need to sincere-
ly consider design to explore the future.

Two Major Changes We are Facing

— Limit of human centered society

In the world of design, human centered design # is still employed as
an important method, and products from users’ perspective are ac-
tively manufactured. This perspective is essential for designing tangi-
ble and intangible things on the demand side (consumers #*). Howev-
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er, when we extend our viewpoints to the global level, we soon notice
that we may no longer be able to face issues in the present world.
The global environmental crises may have come too far for us to
solve. In addition, the outbreak of war causes a problem which may
force us to reverse our energy policies. Among SDGs, taking mea-
sures to mitigate global warming should not be wasted. It might be
attributed to our short-sighted attitudes only taking account of our
conveniences that have led to the current critical situation. We may
need to recognize the limit of the human society-centered value
system since the Renaissance, to realize the need to transfer our value
system to consider every life from microorganisms to the earth as a
whole to have equal value. The transfer will mean a change to a truly
sustainable society of the 21st century style beyond the existing social
system developed throughout the 20th century.

— Digital revolution prompted by the COVID-19 pandemic

While combatting the COVID pandemic along with global crises,
humans are trying to move ahead to a post-pandemic society. The
corona pandemic dramatically promoted the digitization process five
or ten-times as fast as was expected. Online communication and
home-based working have become normal, and people’s conscious-
ness about work is undergoing changes. An autonomous decentral-
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ized society is emerging without needs for the 20th-century-style sys-
tems such as large amounts of capital, mega cities, and mass rapid
transportation systems. Travelling in a future society will not be for
commuting to workplaces or making business trips for the sake of
productivity, but to enrich emotions through interactive activities
with other people. The advancement of digital technology which al-
ready began before the pandemic may have helped the change in the
meaning of transportation and how cities should be. In a sense, it is
an age when technologies are truly used for humans.

On the other side, there is a possibility that human consciousness
will utterly change due to the advent of the metaverse which creates
another society in a virtual world. Will the digital revolution that de-
velops beyond human scale bring about a utopia to help human
hearts to be fulfilled, or end up in a dystopia where people can only
be linked through a digital interface? The answer is yet unknown.

Designs in the Coming Age

For more than a century, designs have sought “totality for a better
world” # as the ideal. Designs have functioned as a lubricant in the
economical-industrial society offering dreams to people. And now,
what should design aim for in the face of major changes with global
crises and the digital revolution?
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More than 20 years have passed in the 21st century, yet our society
and lives are still going on along the extension line of the 20th centu-
ry. In the world of design, however, various viewpoints or methods
have been advocated. There are Design Thinking, whereby designers’
flexible conception is systematized as methodology enabling co-cre-
ation, Design Management, to introduce design creativity to business
management, Design Fiction #*# making a proposal for the future
based on science fiction hypotheses based on scientific technology,
Art Thinking *s which presents problems using artist’s free thinking,
and Speculative Design #*¢ which changes human consciousness to pre-
senting problems from solving problems. All these are exploring how
next designs should be while displaying effectiveness in their target
areas. One thing in common is that if we maintain the conventional
view of the world, we will not see a bright future. They are looking
forward to designs that will open up tomorrow while being aware of
critical issues of the present time. In addition, design may push for-
ward a completely new social model combined with dramatically pro-
gressing digital technology. As a result, a new value system may
come into being which is different from the one in conventional soci-
ety. Then, harmony between new human beings not based on human
centeredness and the global environment will be achieved.
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The new value system will not mean to create society only for
humans. T will aim to create society which will place all lives and
humans on an equal standing, and which will not place egoistical bur-
dens on the environment. At the same time, enriching human hearts
may be focused among diverse relationships. For this purpose, in-
stead of the socio-economic system solely seeking to maximize
growth, a world of greater diversity and flexibility will be required. I
hope that new human beings will emerge, who will, instead of coming
under technology, make use of technology to activate the potentiality
of humans who have autonomous ways of living. It will be society in
which humans, the earth and technology are connected in a conviv-
ial ¥ manner.

Being deeply aware of the turning point we are faced with as we
stand at a point when we should clearly depart from the 20 th century
so that design will open a new horizon.

Kazuo Tanaka, President/ CEO, GK Design Group
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#1. Human Centered Design

Humans as users of designs are considered in the
center instead of considering structures and systems
from a technology dominant perspective. It has a
similar meaning with designs from the demand side
#2, but various stakeholders are covered as targets.

#2. Demand Side (Consumer Side)

The Japan Industrial Design Promotion Organization
(now the Japan Institute of Design Promotion) that
administers the Good Design Award changed its cri-
terion for judgement in 2008 from supply side to
demand side.

#3. Totality for a Better World

The concept by Bauhaus, the institute that started
modern design. Considering that design can create
an ideal society, Bauhaus intended to realize the con-
cept with all things filling living spaces. The concept
is valuable today and succeeded as “Design for a
Better World” by the World Design Organization.

#4. Design Fiction

A concept to create a near future to present a hypothe-
sis combining scientific facts, figurative designs, and
science fiction. Bruce Sterling (novelist, 1954 =, ) advo-
cated this but it is now used as optimistic future design.
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#5. Art Thinking

Introduced to apply artists” ways of creation to busi-
ness. Design thinking aims for problem solution, but
art thinking aims for problem presentation. In this
sense, it is related to Speculative Design #6. It aims
to express creators’ ideas, emotions, beliefs, and phi-
losophy, and to achieve one’s own philosophy through
a tireless process of trial and error.

#6. Speculative Design

Concept by Prof. Anthony Dunne of Royal College of
Art. Design to present problems unlike conventional
problem solutions. The main point is to prompt no-
ticing various problems in society. It is not design to
produce realistic things. It contains implications of
conceptual modern art.

#7. Conviviality

The word comes from Latin and means “live togeth-
er.” The idea was also advocated as a co-enjoying
value by Ivan Illich (1926-2002), philosopher and
critique from Austria, and now is evaluated as emo-

tions of euthymia and fulfilment.
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Feature: Opening up the future
from here

Fifty years to go in the Future:

On the 50th Anniversary of GK Kyoto

Nobuyuki Enomoto

Fifty Years of GK in Kyoto

Here is the prospectus of Kyoto Design
Center, the predecessor of GK Kyoto, writ-
ten in September 1972.

It reads: Kyoto is one of the brilliant cities
with traditional culture. The harmony of
spiritual culture and superb technology can
be found as excellent designs in our daily
life. They can be said to be the products of
harmony between objects and hearts that we
may tend to miss in the wave of moderniza-
tion and industrialization. Many kinds of
wisdom and sensibility we can learn from
them which offer us a perspective that we
should bear in mind in our increasingly di-
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versified modern life.

If I were to write a prospectus now, I
would write it with the same purpose. When
we talk about the history of business corpo-
rations, long established stores have existed
for 100 years or longer, therefore, those with
50 years’ history are often expressed as in-
fants. In over a thousand years of history,
50 years are seen as just a momentary exist-
ence. Kyoto is a valuable historic city in the
world, but an important point is that it
maintains vigor as a city. I gather that capi-
tal city people are curious about something
new, and positive to accept and try to expe-
rience them. This DNA is inherited among
them. Multiple layered history emits energy
giving vigor to the city when the old and the
new coexist.

During the rapid economic growth period
with the 1964 Tokyo Olympics and Expo’ 70
in Osaka, assigning professional designers
was not yet commonly practiced in Japan.
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Kishio Sakakida of Kyoto Shinkin Bank who
was appointed as the youngest president of
the credit union association considered to
change the public image of credit unions and
approached Hidetoshi Kato who would
become the first director of the Communica-
tion Design Institute. Kato introduced Kenji
Ekuan with whom he was associated through
the activities of Expo’70 Osaka and Metab-
olism. This was the beginning of the rela-
tionship between GK Industrial Design As-
sociates and Kyoto. In 1972, the Kyoto
Design Center Inc. was established as the
base for the Kyoto Shinkin project and
others, and Kenichi Shibata was appointed
the director.

In 1973, the first international design con-
ference in Asia sponsored by the Internation-
al Council of Societies of Industrial Design
(ICSID) was organized at the Kyoto Inter-
national Conference Center. Kenji Ekuan
was selected Chairman of the Organizing
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Committee. ICSID’s temporary office was
housed within the Kyoto Design Center for
this conference.

Since the early days of existence, GK had
sent employees to western countries for
design training, the knowledge and experi-
ences accumulated through study programs
enabled GK to manage an international
conference. This reminds me of the pro-
spectus mentioned at the beginning. Turn-
ing our eyes to the world, we asked our-
selves what Japanese design was and what
were strong points of Japan to compete
with the world. The reasons for the exist-
ence of GK Kyoto with 50 years in the past
and its future are here.

Kyoto as a Japan Showcase

The cultural accumulation of Kyoto as a
capital city with a thousand-year history is
reflected in the high quality of people’s daily
life, particularly in a cultural aspect. This
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Design Management Seminar sponsored by the Kyoto prefecture. GK Kyoto

was in charge of planning.

presents a strong advantage today when var-
ious kinds of information are shared across
time and distances. The digitization process
accelerated by the COVID prevalence has
exerted effects to narrow the world in the
sense of information. Japan was seen as a
faraway country, but today the attractive-
ness of Japan has reached people not only in
neighboring Asian countries but also in
western countries. Practical information to
help foreigners feel that experiencing is at-
tractive unlike the old stereotype image of
“Fujiyama, or Geisha.” We hear that people in
other countries rank Japan as the number one
destination for their post pandemic tours.
The image of Kyoto might be contributing to
developing their desire.

Because of comfort in living in a “safe,
clean Japan with tasty foods,” people are
rather slow to respond to changes, and in
fact, Japan is left behind other countries in
this global revolutionary time. People

always seek a soft landing instead of de-
stroying and rebuilding the existing systems.

Even so, it does not mean that Japan is
largely poor in advanced technology. There
are leading industries, but when they are
practically applied, they hardly surprise the
world for their innovativeness. This makes
us feel a little unsatisfactory.

In fact, Kyoto is a favored tourist spot for
Japanese because of its tradition and culture,
but it has many corporations supporting
high-tech industries, and it is a city of uni-
versities. In this compact space, both what
should be preserved, and what should be
changed coexist, and the conservative and
the innovative are kept in good balance.
Hence, Kyoto can showcase Japan.

This provides us with a good environment
for creation, to attempt various design activ-
ities, to promptly get feedback and to re-
spond to it properly. Here lies the role of
GK Kyoto.
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QUESTION, a recent project with Kyoto Shinkin
Bank. It acts as a creative hub for co-creation linking
people, the local community and culture seamlessly.
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From Solution-type Design to

Compass-type Design Taking

Advantage of Comprehensiveness

Ever since its inception, GK Kyoto has been
active as a total design firm covering multi-
ple design genres. We started with product
design and graphics in the 1970s during the
rapid economic growth period, soon envi-
ronmental design was added, and then the
area was expanded to include planning to
follow the feature of the GK Design Group.
The foundation of the present organization
was established in the 1980s.

Right after the collapse of the so-called
bubble economy, the speed of our growth
turned slow, the number of staff members
that had been gradually increasing hit the
ceiling, and we underwent difficulties in
managing the office. In those days, instead
of using our versatility for new projects, we
were supplementing the poor performances
of respective specialty areas.
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We renamed our firm GK Kyoto Inc. in
1988 and moved to the present location at
Shokoku-ji Higashi-mon. For some years in
the new office we witnessed little growth,
but we developed corporate strength while
steadily working for assigned works. Japan
went into a long tunnel called “The Lost
Two Decades.” Around the turn of the mil-
lennium, the number of projects applying
multiple design genres positively began to in-
crease through collaboration with some cli-
ents. This prompted us to aim for manage-
ment support type design services. The
problems faced by our clients that they could
hardly solve within their existing knowledge
increased. To respond to their needs, we
were required to work beyond our conven-
tional fields. When we began to discuss a
new product, the topics of our discussion
spread to communication and shop design.
We needed to offer solutions in a compre-
hensive manner from a design viewpoint to
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meet our client’s business or management in-
terests.

In response to the demand of the society,
this management supporting design service
gradually became the feature of GK Kyoto,
along with design management. Conse-
quently, it helped to boost our sales, as well
as led to the expansion of the organization.

While promoting the management sup-
porting design service, we came to have in-
creasing opportunities to collaborate with
outside people to offer solutions to our cli-
ents. Since around 2015, we have developed
another business style called “creative
hub.” It aims to provide clients with valua-
ble solutions making use of networks ex-
panded within and outside the GK Group
besides our relations with clients.

To cope with the expansion of design ser-
vices, the intra-office reorganization process
is going on to allow easier formation of task
teams across design genres. At the same



BIsV0a—varnrs, ETEHIM
WO AR LIRET D2 L nEEE
Vo0HD, ELRETADLWOF W%
RURT @RI O FF A v - R
Th 5,

bbAATMERLRTREIFTIERL,
7N — TN OEREE R Y s BBULE
HIETHERD D, TRERFERY 2 —
AL TREBEFOZER T n Y = 7 F
DTIED DA, BWAEDIEE TIXZRWEH
RBHIERBE L SNB45H, Z o THEeHE
) 7av=/r sOoEEEZEENR S
72%,

HHWIZHIFRIEY T4
AR, AR
BRI F I A VBB EL T &
WHiLiE, FBOELLOPFTISFLIRED
DIETEZDZNESO]ERB LN,
G ODADPIIKTE D, H#h_EFH A2
HTEXDRENERS BERD D,
HADOY a—r—2E LTOREL. &
5L EBERT D ICsSb LN L
WX B, B ERLE LicsE bR &
HxkDL b LER—RIZ, KLMOT 7/

time, we are strengthening our skills to attract
potential clients to want to work with us.

Since the early days, GK Kyoto has been en-
gaged in proposal-type projects to address
social issues and local projects which con-
tribute to Kyoto. They include products de-
veloped for the elderly, disabled and other
socially disadvantaged people, a disaster pre-
vention design project initiated with Kyoto
University, and a project to reactivate tradi-
tional handicraft works in Kyoto.

Recently, a proposal-type project to a
client, unlike a conventional way to receive
an order from a client, happened to coincide
with a desired line of business or manage-
ment for a company, and our proposal itself
presented a solution for the company. It is
becoming more important to share a
common thought, identify latent problems
of a client and present our proposal from
giving an actual picture to what a client has
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in mind. It may be called a compass-type
design service.

It is of course important, not only giving a
direction to go but also actualizing the idea
in that direction cooperating with people
inside and outside the group. Still at pres-
ent, the volume of our work is occupied by
the conventional order-based assignments.
As innovative developments are required
away from the existing methods, the impor-
tance of this compass-type design service will
be heightened without doubt.

Creative City, Creative Space,

Creative Organization Looking

into the Future

For GK Kyoto to grow as a compass-type
design company, we should develop our ca-
pability to advocate a future direction to be
shared by many people while going through
what should be protected, and what should
be changed in daily life.

Kyoto as a showcase of Japan is an appro-
priate place to develop this capacity. On the
basis of our daily life to be protected center-
ing on traditional culture, we need to opti-
mally mix what is to be changed such as
high-end technology. We will attempt such
a trial within our office. We want to use our
office as an experimental facility for this pur-
pose. At the same time, we want to use it as
a place where people of diverse fields, posi-
tions and generations meet together.

Through such an environment, human re-
sources will be developed to explore 50
years from now. With all members, we will
design GK Kyoto as such.

Nobuyuki Enomoto, President, GK Kyoto
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Feature: Opening up the future
from here

Activities to Go to the Future
Nobuyuki Enomoto, Kenshin Urabe,
Shuji Iekura

GK Kyoto has been, since its foundation,
functioning as a comprehensive design firm
covering different design fields. Today, GK
Kyoto is undertaking experiments looking
for the future with collaborators and corpo-
rations besides GK members. Representative
examples will be relayed in this article.

Office Style to Develop a Future
We have been exploring adequate working
styles and communication styles and planned
the office considering our future.

There, we hope to improve our Creative
Hub activities and the compass-type design
service. We also hope to turn our office into
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top: Seminar held in the 3rd floor conference room of GK Kyoto

bottom: Exterior of Myosho (left) and Interior of Japanese-style Room (right)

a light, open and comfortable space where
GK members, visitors, partners of different
fields, people in different positions and gen-
erations feel like visiting for interaction,
leading them to have a shift in their mind-
sets. For this purpose, it is important that
the office has various spaces and functions to
allow users to select according to their
needs.

The plan is still on the way to actualiza-
tion, and some features are introduced in the
following.

First, a room for 30-40 people was placed on
the third floor to facilitate collaboration
among people from different businesses and
to prompt emergence in design ideas. Neces-
sary equipment is prepared to enable online
seminars and meetings with many partici-
pants. A kitchen is built on the floor, meet-
ings with a meal, simple parties after the
completion of a project, and small-scale par-

ties can be held. The space will be divided
according to the number of users to allow
different groups to have meetings at the
same time.

Second, to give a feel of a design office in
Kyoto, Myosho tea house was renovated to
have two Japanese style meeting rooms, one
with a low table for around six and another
with a table for around four. Myosho im-
plies to “listen attentively to very beautiful
singing of insects.” This is an independent
house within the office premises which is
quiet like a private room in a comfortable
Japanese restaurant.

In the space near the main entrance, there
will be a semi-public café library where
non-GK employees can work. It will have a
kitchenette so that users can spend some
time as they like drinking beverages or read-
ing books. “Snack Time at 15:00 hours”
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which is a tradition of GK Kyoto is held
here. In addition to staff members, visitors
from GK clients and design-related organiza-
tions can interact here. It is aimed to devel-
op an informal place for emergent ideas.

In the outdoor terrace on the second floor, a
terrace office will be built. Here, people can
work in a relaxed mood feeling the sunlight,
winds, and greenery. They can bring drinks
or books from the first floor Café to have
lunch and a meeting. It will be an indispen-
sable space for mindset change.

Finally, in the members-only workspace, sec-
tions with various office functions to select
from according to the contents of design
work and the number of team members, and
private sections for concentrated work will
be installed. In this way, the diffusion and
convergence of design thinking will be sup-
ported. As in the previous office, a work-

15

i Aot e OBV A/ BAR 2 XAk = MRIRH

ZidA 7 o AN OB & LT L 2
HBEOZD, #PTO-2Z0ELTRY.,
RO X WEHRROME O X 5 A
72> TWn5,

ALY NS ANLT SOEMTIE,
HA DT KR I T — 7 T E B8N
BAOTOI 725475 ) —%&KBET S,
TZIRbFyFreRTF, N7 a2RkAi
BHEL, EleEMEHARl s HliCRT
T OWREEFE D, GKIRH DOIEH 1S
oo b ZoBRETHRMTS, 22
Tk, HERLESBAA. ZThETIED
FVRLVES T LDRP o GKIRALD
7547 hRFY A VBRI R L. K
HEERZTORROATE L, AV 74—
<~ VBRIBEEBOH L L,

2BEDRBAT S 2Tk, Ty RFy 2 TK

Fee R Rk a R U 7e 3 b RS K <M 5.

VS I RATEDTIAE 7 4 Akt
5. BROI 725347V —=mERKY v
I REMERHLIAALTDOI—F 4 7Y
Sy s A BEELDIILLTED, <A
¥ RF =V DIIERPERNERTH D,

BBRIC, AV ANA—EROT -7 ZX—2
TiE. FHEA T =2 OARRLF — 21D
NBUZIS U TRk A 7+ AKERE 23 %IR S
B2 L B ORI - Eh T — 7 Ok o
RZEM 2B L. TV AV BEOILH L I
ReXET 5., £, TRETHEBECT Y
N7y N ofilfE, MEEHO TR N & 1B
IRTEDLTHbHET D,

ZDXSiT, avAr NTRDBBLHES
FeieZefom, BoOELSLNL ORFHE» B
ZFBHHEMMBHAD<A Y FF = v PRl
B KRR TR CTHMER 7 V) oA
YavizokBoTnL, ZLTIIH,
(7Y F 4T T OB =4I
DI HICB VAR Z A T 2 BRI D2
HizdboTnd, 20 L5 etz
T =7 AEA MTHFZIAR, ZEH] Eic < &
ZBHL. WEET 5 2 LA GKEH O
ExD, KRZHT A T4 2772
74 —iETH D, (M)

F 74 AFHHIK]

SFIIAHE=RL LCHANLIEEZE T, 5%IZ1F &
2FED T — 7 ZAR— RN, WHEBELTIFA v
FHARLZLIVRBSEIHLELT, YV N—vs
>3 B,

Office Plan Drawing:

The basic renovation of the third floor is finished as a
conference room. Renovation work is planned on
the 1st and 2nd floors centering on workspaces to
facilitate regular work and design activities.
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Boating culture in Europe (on a canal in Amsterdam, Holland)
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shop to produce outputs and prepare proto-
types for testing will be built.

Compact as it is, stimuli given from changes
in setting, and interaction with different
people in various types of spaces would pro-
mote our mindset change, which might lead
to flexible and fresh creations directed
toward the future. The realization of the
Creative Hub presents an experiential value
to help our members as well as outside
people bring about favorable outcomes. By
incorporating such mechanisms in our work
style, spreading them thoroughly in our
office spaces to encourage us to work. Such
is the office facility plan that GK Kyoto con-
siders for the future. (by Urabe)

Aqua Park Plan to Bring a Crowd to

the Waterside in Japan

The GK Design Group has, since the begin-
ning, been engaged in mobility designs in-
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Concept sketches of AQUAPARK. Total image (top) and large and small units with driving

mechanisms (bottom).

cluding motorcycles, railway trains, boats
and so on, and at the same time presented
proposals to design objects of the surround-
ing environments or programs to be organ-
ized there. GK Kyoto has conducted actual
mobility designs and presented independent
research designs prepared by our multiple
genre designers as proposals to the con-
cerned parties.

Through designing marine products, we
were involved in designing waterside envi-
ronments in the world for a long time.
Based on our experience, we would like to
propose ideas to create a turnout on the wa-
terside environment in Japan.

In the west, there are ample numbers of fa-
cilities for people to enjoy marine leisure. In
Europe, people spend leisurely hours on the
water while cruising. In Nordic countries,
people stop working earlier in summer to
enjoy boating as long as possible. In North
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America, they go out mainly for fishing, and
for visiting a restaurant reached only by
boat. They refresh themselves by unusual
mobile experiences on the water.

The good feeling of extraordinary life
on the water gives them spice to enrich
their lives.

Contrary to the west, where boating is
common as a part of their culture, it is not so
common in Japan because we need to obtain
a license to steer a boat and have to pay extra
expenses to safekeep it. But Japan is sur-
rounded by the sea and rivers and lakes
abound, and people are familiar with enjoy-
ing being near the waterside.

Kawadoko, a wooden deck built on the
riverbed in summer attached to riverside res-
taurants, which started in Kyoto in the Edo
period is a popular attraction. House boats
used at many waterfront areas are a popu-
larized style of leisure boats Ryuto Gekishu
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Sen decorated with a dragon head and
waterbird head used by aristocrats during
the Heian period. Ine-no-Funaya, fishers’
houses alongside a shore in northern Kyoto,
the first floors of which are used as docks for
their fishing boats to go in and out of the
water, with the second floor used as their
living spaces. Because of the unique land-
scape, the value of the district as a tourist
spot has been rediscovered.

With the relaxation of regulations, the use
of rivers using a barge and others, and the
expanded use of fishing ports are noted as
potential leisure time resources. Attempts to
activate local communities by local govern-
ments which have waterside areas or local
people’s initiative are taking place.

Under such circumstances, we are consider-
ing an Aqua Park initiative as a means to
widen opportunities to enjoy activities on
the water, and to activate local districts with



watersides. The basic instruments for activi-
ties are spaces on the water consisting of
large and small floating units. On the space
for unusual leisure, like decks on the river in
Kyoto, a new value will be created applying
high end control technology to these units.
We envisage a world where everyone can
enjoy life on the water to have a sense of
openness and unusual activities.

A small floating unit will have output
specifications and size to which no operating
license is required in Japan. By automatical-
ly operating units, everyone can go on the
water just like going for a walk. Larger
floating units can build an open space on the
water. A license is required to operate them.
Combining large units which can stay at a
designated location without an anchor by an
automatic control system and small units
going around them, a broader scene of activ-
ity will be seen.

By creating computer programs to move
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large and small units for different scenes, the
space will be changed along with the passage
of time. By so doing, fresh experiences can
be offered to users.

A cruise ship of minimum size referred to
small units in the initiative is available only
for rental, but it can offer a private space for
a limited number of close friends. This is an
important factor during and post COVID19
prevalence. As the demand in inbound tour-
ism is anticipated to increase, the initiative
will offer a choice.

The realization of the Aqua Park initiative
is expected to help activate waterside dis-
tricts. In the future, we see the potentiality
of applying the system for leisure activities
and for public transportation infrastructure.
(by Iekura)

Butler Car to Give Everyone Purpose to
Live by Moving

NN T—h—
Hixraks
left: Butler Car
right: NekoTora

For all living creatures, moving from one
place to another is their life. It is true to
humans; it is not too much to say that our
social activities can become possible by
moving. The moving or mobility is an im-
portant subject for design. The GK Design
Group has presented proposals anticipating
the mobility society today.

GK Kyoto has been focusing on the meas-
ures to prevent traffic accidents by elderly
drivers as it is noted to be a social issue for
the past several years. The Butler Car exhib-
ited at the Tokyo Motor Show 2019 is our
proposal to solve this issue using current
technology. We developed this car in a
period as short as five months with Satoshi
Nagashima who advocates “Wannovation”
(Japanese style innovation) as a former Ja-
pan’s representative of Roland Berger, and
his colleague companies. This compact car
was named Butler Car. It intends to offer a
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means of mobility to elderly people and
others who find it difficult to walk. By in-
creasing their contacts with others, they will
have greater purpose in life.

Following this concept, we have been since
2019 in the process of developing “NekoTo-
ra” (wheelbarrow + light truck). In this ve-
hicle, the functions of a wheelbarrow used
for farming and civil engineering work and a
light truck are combined in a micro-size elec-
tric vehicle. It can be used by elderly people
to go around in the neighborhood after vol-
untarily giving up their driver’s license. It
can be used for carrying things for farming
and shopping. Itis a new universal means
of mobility not like the existing mobility
scooters for seniors. Any person can use it
to carry heavy things, or to go out to neigh-
boring places like a bicycle. It can be a tool
for working, therefore, the elderly can con-
tinue working at their own pace, use it for
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their pastime pleasure, or visiting places.
We are studying its functionality and busi-
ness feasibility to put it into practice. (by
Enomoto)

Compass-type Corporation Directing
to the Future
GK Kyoto is preparing research proposals in
the fields of space, mobility and communica-
tion. What triggered these proposals are our
experiences and knowledge gained through
working with clients from different industri-
al fields. These proposals function as a com-
pass to show our future activities to many
clients and society as a whole. They give us
opportunities to build relations with them,
thus, it is an important approach to create a
positive cycle of research and activity.
Another important thing is that these re-
search projects cannot be successful with-
out collaboration with many partners. As
society is getting more complicated, there are
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not many problems which we can solve by
ourselves. These unsolvable problems, in
fact, are of higher importance in society.
While implementing these projects, we
would play our due roles making full use of
the functions of the Creative Hub, and
design our future in which we would like to
live with a sense of purpose.

Nobuyuki Enomoto, President, GK Kyoto
Kenshin Urabe, Producer, GK Kyoto
Shuji Iekura, Senior Director, GK Kyoto
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Feature: Opening up the future
from here

As a bridge between Japanese
and U.S. cross-cultural design:
50 years of GKDI and its future

Julio Flores

In 2022, GK Design International Inc.
(GKDI) will celebrate its 50th anniversary.
Such a historic design firm is very rare, not
only in Japan, but also among U.S. design
firms. This achievement is due to the strong
design philosophy and principles inherited
from the GK Design Group, our flexibility in
the face of major social changes over the
past 50 years, and above all, the support of
our clients. We would like to express our
deepest gratitude to our clients.

GKDTI’s History and Business Activities
First, let us briefly review the history of GKDI.
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Kenji Ekuan, one of the founders, studied
at the Art Center College of Design (Los An-
geles) in 1956 under a study abroad pro-
gram sponsored by the Japan External Trade
Organization (now JETRO). Utilizing the
contacts he made at that time, he started
business as a representative office of GK In-
dustrial Design Associates in Los Angeles in
1966, 10 years after his study abroad. In
1972, GK Design International Inc. was reg-
istered as a U.S. corporation and began
full-fledged business development in the
United States.

The company’s main business was to pro-
vide design research and product design ser-
vices in the U.S. market to Japanese compa-
nies expanding into the U.S., a business that
has continued for the past 50 years. GKDI
has also leveraged the economies of scale of
the GK Design Group to provide design ser-
vices to U.S. companies entering the Japa-
nese market, as well as design services for

21

B RESAL T A ORI{FELT/ 7V 47— 2

products that U.S. companies are developing
for the U.S. market.

When GKDI was first established, it was
composed entirely of Japanese designers, but
it gradually hired more and more American
designers. Today, I lead the company as the
second American president and half of its
staff is American. The main business areas
include product design, mobility design,
graphic design, package design, motion
graphics (including video production), and
design research. By working with a mixed
team of American and Japanese designers,
we are able to fully understand Japanese
products and services and provide design
services that are appropriate for the Ameri-
can market and culture.

GKDT’s 50 Years of Progress

As I mentioned earlier, Japanese design firms
with a long history in the U.S. like GKDI
are rare, and our strength lies in the fact that

we are deeply rooted in American society.

As president of GKDI, I am taking on the
responsibility of taking over such a unique
design firm with such a long history, and I am
aiming for further growth in order to take the
lead in promoting change in society. There-
fore, I would like to take this opportunity to
reiterate GKDI’s management philosophy.

Since its inception, the GK Design Group
has emphasized and cultivated organization-
al creativity, and GKDI, as a member of the
group, has provided new visions through
cross-cultural communication between
Japan and the United States. In other words,
“creativity through diversity”. The result is
one of the differentiating factors that has
built a long history throughout the group
and contributed to our success.

Another major value is organizational suc-
cession through the adoption of a mentor-
ship model, in which highly experienced de-
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ekt 407 % — YAMAHA DRIVE2 (YAMAHA GOLF-CAR COMPANY)
# ki KAMUITYPHOONPRO TP-501 IRON (#kXi&xtlHh4e)
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top left: Golf Car YAMAHA DRIVE2 (YAMAHA GOLF-CAR COMPANY)
top right: KAMUI TYPHOONPRO TP-501 IRON (Chujo Co. Ltd.)

middle left: Logo commemorating the 60th anniversary

of JAL’s Los Angeles to Tokyo Service (Japan Airlines)

middle right: School Bus Concept Design (Independent Research)

bottom: EXOS (Diving Mask Concept Model) (Independent Research)
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signers work closely with younger designers
and pass on their experience. This has pre-
vented the organization from becoming rigid
and has allowed it to continue to pursue
youthful creativity.

We have also always been committed to a
social mission through our design work and
focused on delivering exceptional value to
our clients. “Delivering exceptional value.”
This is our key mission.

In order to provide this value to our clients,
it is also important to have stable manage-
ment and an attractive work environment.
Providing a workplace where staff can work
with peace of mind and a bright future for a
long time is the foundation of our value crea-
tion activities as GKDI. It is also an impor-
tant contribution to U.S. society.

In other words, “Creativity through Di-
versity,” “Inheritance,” “Providing Out-
standing Value,” and “Attractive Work En-
vironment” - these are the management prin-
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ciples on which we at GKDI are based. 1
intend to take over and further build on this
history, sharing the design philosophy and
principles as a member of the GK Design
Group, while practicing and growing GK’s
design in the diverse culture of the United
States. We will bridge the gap between dif-
ferent cultures in Japan and the U.S. through
design and communicate with each other
through designed products and services.

In recent years, society has been deeply ex-
hausted and scarred by the damaged econo-
my caused by COVID-19 and disasters, as
well as by conflicts and wars caused by
ethnic and ideological differences and the re-
sulting spiral of anger.

It is precisely in times like these that we
designers must master the essence of design,
pursue creation, and deliver results to our
clients that exceed their expectations. We
must act with even greater courage. We

must continue to deliver attractive products
that excite people, in other words, “excite-
ment,” and thereby give courage to society,
so that we can continue to move forward
over the next 50 years.

Julio Flores, President,

GK Design International
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Feature: Opening up the future

from here

Exploring Potentiality between the US
and Japanese Markets with Design

Taro Kaneko

GK Design International (GKDI) continues
its activities as a comprehensive design firm
in the United States. As a member of the GK
Design Group, GKDI shares GK’s design
philosophy and concept, and attempts to
bridge Japan and the United States with
design. In this article, I would like to ex-
plain what we are going to explore in the
future taking package design as an example.

Present Situation and Problems

of Japanese Products in the US Market

The Japan Food Export Platform was estab-
lished in Los Angeles and New York City in
April 2022. Itis a Japanese government ini-
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tiative to provide export companies with
continuous and specialized support in ex-
porting countries and regions.

The United States has a population 2.6
times as large as Japan and is still growing
presenting an attractive market. As Japan
and the United States enjoy a stable bilateral
relationship, there is little risk to run a busi-
ness in the United States. While the Japanese
market is on the path of shrinkage, Japanese
companies are expected to take an aggressive
attitude to explore the US market. The
Japan Food Export Platform is expected to
play this important role.

Within the US population, only 6 percent are
those who have origins in Japan, China,
Korea, or other Asian countries and who are
familiar with Japanese food. To explore the
market, consumers of other ethnic origins
occupying 90 percent must be targeted in ad-
dition to Asia-origin consumers. Food cul-
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ture is cultivated based on the tradition and
culture of respective countries and peoples,
and in general, people tend to be conserva-
tive in their choice of food. They are reluc-
tant to taste unfamiliar food items. It is true
with Japanese consumers. Therefore, the
role played by the package design of food
products is important as the first contact
with consumers. Unfortunately, the package
designs for the Japanese market as they are,
hardly can be accepted by the majority of US

consumers.

Food Package Designs in the United States
Package designs in Japan are created consid-
ering consumers can understand Japanese.
There are so many advertisement-like food
product packages filled with the features of
the product with characters and photos.
Some packages take an approach to apply
even the name of the product as an explana-
tory message.
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The United States is an immigrant and
multiracial nation. In California as a
whole, more than 50 percent consist of
multiple races other than White and Black.
In Los Angeles alone, about 50 percent are
Hispanic and only 26 percent are White.
Data shows that one in four American fam-
ilies uses a language other than English at
home. In other words, English is not neces-
sarily a language for all. Hence, food pack-
age designs here have simple designs using
simple English words that everyone under-
stands. From a Japanese viewpoint, they
somehow appear lacking something.

The United States has a large area, 26
times as large as Japan. This feeling of
scale affects the size of stores and houses,
as well as food package designs. In stores,
the shelves are large, and a lot of products
are arranged tightly. The space between
merchandise and customers is also wide.
As the ceiling is high, light does not spread
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Product display space in a US store (left) is spacious compared to a Japanese store (right), and greater numbers

of products are exhibited on the shelves. As light does not reach widely, the store tends to be dark. To

compensate for the darkness the products should be conspicuous with strong appealing power (shelf impact) as

groups.

all around, so stores are dark compared to
Japanese stores. In such environments,
complicated package designs depending on
written messages have a weak impact. Indi-
vidual designs should be made simple, and
colors in a group should stand out on the
shelves. This approach is called seeking a
shelf impact.

Approaches to create clear and simple de-
signs that will intuitively convey the attrac-
tiveness of the product as a group are re-
quired, unlike the Japanese approach to use
package designs as advertisements with ex-
planatory product message. To take an
American approach, the priority of design el-
ements needs to be clearly defined. In par-
ticular, colors are the most important ele-
ment to obtain an effective shelf impact, fol-
lowed by form (silhouette), symbol (logo),
and written message (simple copy).

Furthermore, for flavors and a series of
products, instead of designing individual ar-
ticles, it is more effective to impress consum-
ers with the feeling of unification and ex-
pandability as a group of products when
package designs are created under a certain
visual standard set by the manufacturer. By
so doing, a shelf impact can be enhanced.
The visual standard can be applied not only
to package designs, but also to POP, web
sites, SNS and all other kinds of contact
points with consumers so that a stronger
brand image can be developed.

The Teriyaki TAKUMI sauce series by Kik-
koman Sales USA, Inc. is a typical example
of localization of soy sauce which is a repre-
sentative sauce in Japanese food culture that
has catered to the taste of American consum-
ers and US food culture. The label design,
which was renewed in 2022, with a high-class
appearance to reflect the quality of the prod-



KIKKOMAN [ Teriyaki TAKUMIJY — A2 ¥ ) —Rid, BAO D D LIiZ—M3ES, 72V W ORULCHEIFIcEbETr—h 74 Xahic, BERHITH D,
ToOMBIEx v a—< - & — R - USA$EWeb site (https://kikkomanusa.com/homecooks) & ¥

The Kikkoman Teriyaki TAKUMI sauce series are typical localized products to adopt to American food culture and taste which are different from those products sold in
Japan. The images below are from the website of Kikkoman Sales USA (https:// kikkomanusa.com/homecooks)
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uct presents a stronger presence on the
shelve. It helps to excite the consumers
desire to purchase while presenting the Kik-
koman brand favored in the world.

The Value of Japanese Culture

in the United States

Japan has tradition and food culture cher-
ished through its long history. American
people respect this. They also hold the
image that Japanese products are of high
quality. Therefore, it is effective to apply
Japanese traditional designs to foods and
foodstuff originated in Japan. But sticking
too much to traditional design may fail in
adopting to the US market. When using a
Japanese traditional design, it must be ar-
ranged to meet its market environment. We
must, first of all, be conscious that Japanese
characters are considered simply as a graphic
design (a picture). Using the Japanese lan-
guage with a Japanese viewpoint may look
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to be ignoring consumers in America.

We may use Japanese subculture (like
the popular word kawaii) as a means to ex-
press a Japanese flavor. However, such de-
signs may end up with only a temporary
success and largely miss the point, unless
the company brand image and the expanda-
bility to other products of the company, and
the taste of the target consumers are thor-
oughly examined in strategic planning. A
food manufacturer should be conscious of
being a user of subculture and not the one
creating subculture. Package designers, not
being creators who develop subculture,
should pay close attention to the use of sub-
culture for a business.

Defining a Clear Target
and Desired Appearance
To capture the US market, the target con-
sumers should be defined, and their values,
preferences and lifestyles should be consid-
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ered to draw the desired appearance of a
product. By so doing, appealing points to
consumers are clarified to help designers re-
flect the findings to the graphics and other
elements of food packages. The desired ap-
pearance should be commonly shared by all
people involved in product development, so
that it can function as an important judge-
ment criterion in determining designs.

If a design is a failure, the desired ap-
pearance can provide information to scruti-
nize the reason why it was not accepted,
and the result can be reflected in future de-
signs. The gap between the desired appear-
ance and the actual design can present con-
crete guidance for a solution to the prob-
lem. When we design a package casually
based on one’s personal sense, it is difficult
to understand the reason for success or fail-
ure later. Even in the case of success, the
success may not continue. Solving problems
may fall into a temporary act. The setting
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of a desired appearance lies at the core of
design development.

The logo sign for the Amami Kokuto Shochu
is a part of the project to expand Japanese
shochu (distilled liquor) into the US and Eu-
ropean markets. As Japanese food is enter-
ing the world market, liquors are becoming
popular as well. This project aims to shed
light on not well-known but high-quality
food to permeate into foreign markets, not
as a phasic boom. This logo design express-
es the value of a “spirit of high quality and
rarity.”

Changing Values and Diversity

At GKDI, we act as an intermediary with
design between Japanese corporations in-
tending to enter the US market. The US
market is rich in diversity, and the value
system is ever changing. There are latent de-
mands which are hardly noticed in Japan.
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There has been an image of American people
being overweight and unhealthy. But recently,
interest in health is on the rise. Health-mind-
ed consumers are increasing as observed in
the scenes of yoga and physical training class-
es. Yoga classes are often held in the public
space of shopping malls. Naturally, they con-
sider food to be the most important in their
life. Therefore, ingenious designs are neces-
sary for food packages to seize these consum-
er minds.

Health-conscious consumers are also en-
vironmentally conscious. In California, the
use of disposal straws and plastic shopping
bags is regulated. In addition to the quality
of food, some packing materials and food
trays are made fully compostable. The posi-
tive attitudes of corporations to reduce envi-
ronmental burdens is highly valued.

Consumers’ preference for brands is also
changing. For example, when they choose a
beer brand, they tend to favor unique craft

TESEBBERERT v 3 L, Z OJRBAF]. Web site 72 & T,
FHEZMERSMEE LB Tn D,

TAMAMI KOKUTO SHOCHU Web site |
(https://amamikokutoshochu.jp/)

Logo of Amami Kokuto Shochu, and its variations.
The value of a high-quality product is expressed on
its website. (https://amamikokutoshochu.jp/)

beer produced by a small-scale brewery. In
particular, young generations prefer local
brands with the brewery of which they have
personal relations to nation-wide brands
aiming for the mass market. This is the
background for the rise of characteristic
products and local brands.

The purchasing power of LGBTs is said
to be one trillion dollars, which is becoming
an unignorable market. Not only LGBTs
but also minority groups such as vegans
tend to be highly educated and choose high
quality products. They have strong influen-
tial power which cannot be ignored as a
target market.

Linking Countries and Ethnic Groups

with Design

So far, challenges for Japanese companies re-
lating to food package designs in the US
market have been described from the GKDI
viewpoint.
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These challenges are only a part of trends
in the current US market. Consumers’
values are diverse and also changing. For a
Japanese corporation wishing to go into the
United States, it should understand and pay
due consideration to this fact. There are
some characteristic markets in the United
States which are not much noticed in Japan.
Japanese products can develop their potenti-
ality in these markets. For example, when
even small-scale manufacturers define clear
consumer targets and approach them to
show their special presence, their entry may
prove to be successful.

GKDI has been in existence for half a
century since it was founded in the United
States as a member of the GK Design Group.
During this period, we have built bridges be-
tween US consumers and Japanese products.
We have developed versatile design view-
points through being engaged not only in
graphics, but also product design and mobil-
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GK Design International

felkaw=y

ity design. Design philosophy and concepts
taken over from our senior members are
now deeply rooted and shared by GKDI
members with diverse ethnic backgrounds.

Making the best of GKDI, we are deter-
mined to further explore our futures.

Taro Kaneko, Vice President,
GK Design International
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Mobility Design by GK Received
Red Dot Award and iF Design Award

Some products designed by GK Design Group for
Yamaha Motor Co., Ltd. won globally renowned design
awards.

Motorcycles designed by GK Dynamics, namely
<YZF-R7> and <MT-09>, won both Red Dot Award
and the iF Design Award simultaneously.

Jet ski <MJ-SuperJet>, won Red Dot Award as well.
GK Kyoto was involved in its first complete model
change in 30 years.
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<MJ-SuperJet> Won a Category Award
at BOAT OF THE YEAR JAPAN 2021

Yamaha Motor Co., Ltd. won PWC Category Award at
BOAT OF THE YEAR JAPAN with jet ski <MJ-Super-
Jet> for which GK Kyoto participated in designing.

The Awards recognize the best motorboats of the
year from the Japanese market. It was the first time in
six years that a product designed by GK Design Group
won any of the Awards.
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Keihan Premium Car 3850 Series
Won Laurel Prize

Japan Railfan Club, an association of Japanese railways
lovers, selected the Keihan Premium Car 3850 series of
Keihan Electric Railway Co., Ltd. as the winner of the
Laurel Prize 2022. GK Design Soken Hiroshima partici-
pated in designing the car.

GK Design Soken Hiroshima worked on other design
projects for Keihan Electric Railway in the past and won
the same prize in 2009 with the 3000 series, which was
newly built in 2008. We developed the Premium Car
3850 series based on the 3000 series. One of the eight
cars was redesigned as a special passenger carriage in
2021 and highly evaluated for the degree of completion
of the elegant and comfortable travel space.
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BAYSIDE BLUE Recognized in 10th
Yokohama Hito Machi Design Award 2022

BAYSIDE BLUE project, in which GK Sekkei carried out
the design, received the Cityscape Category Award in
the 10th Yokohama Hito Machi Design Awards 2022.

This Award recognizes the most notable activities in
local town development in Yokohama city as well as
buildings and other components which contribute to cre-
ating and preserving the beautiful cityscape to promote
appealing town development. There are two categories:
Local Urban Planning and Cityscape.

BAYSIDE BLUE is the first large-sized hybrid connect-
ed bus that runs on a fixed route in Japan. The beautiful
vivid blue car body won the prize for entertaining the
eyes of city dwellers and tourists alike near the tourist at-
tractions in the Yokohama Bay Area.
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President Tanaka Assumed Chairmanship
of WDA Tokyo 2023

Kazuo Tanaka, President/CEO of GK Design Group, as-
sumed the chairmanship of the executive committee for
the World Design Assembly Tokyo 2023, which will be
hosted by the World Design Organization (WDO) in Oc-
tober 2023.

WDO World Design Assembly takes place biennially.
This is the first time in 34 years that the Assembly is
hosted in Japan and the third time after Kyoto/Tokyo in
1973 and Nagoya in 1989.
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Lumada Innovation Hub Tokyo
Won 34th Nikkei New Office Award

Lumada Innovation Hub Tokyo, which GK Graphics de-
signed for, Hitachi, Ltd. won the 34th Nikkei New Office
Award. New Office Promotion Association and Nikkei
Inc. jointly organize the Award to promote the creation
of comfortable and functional offices.

At Lumada Innovation Hub Tokyo, we redefined an
office not as a workplace but as a place to connect. The
collaborative space for workshop and prototyping and
multi-location working style for collaboration that allows
online contributions from anywhere in the world were
highly evaluated.
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New Movie Program at Renewed Geo-Cosmos

“Into the Diverse World,” a movie program created by

GK Tech and others specifically for the globe-shaped dis-
play “Geo-Cosmos” at the National Museum of Emerg-
ing Science and Innovation, was released on July 8th,
2022.

This program takes the advantage of the vivid color
expression made available for the renewed Geo-Cos-
mos with a major repair. As the title suggests, it shows
the diversities and challenges in the world in an impres-
sive way using various animated map expressions. This
ambitious piece of work is accompanied by Snail’s
House's music and artificial voice narrations.

. FHSVWDERAE
J—=Uvay THE

INFEERRELIDTOYZIVIT—U 3y
TIH5VNDERAE ) GEE : thle1t SonoSaki. 1
MiBA AT LN BEARERFKEICTH
EIN, GKYM1FI v I RGHEMELE S D70 &
ELTEMUT

HF5VNDHBRAEHEIF,. 3DCGETY /O —%
FBRAULETIYZLEDOIDZBLT, FEBLEN
HS5ZZ. O DA SBEAPERNBE N, =2
BRBENEBOCILEZENELTWS, SEILE
E0HZTHA VI OFEMEL T, BRETH 1 F—DN
FEELBOTHAY - TOV S IV REE TR~
N0

Co-hosted workshop “Mirai no Onendo”

3D Programming Workshop “Mirai no Onendo” (literally
means “future clay”) for school children was hosted at
the National Museum of Emerging Science and Innova-
tion. SonoSaki organized the event, and Wacom Co., Ltd.
provided devices. As a co-host, members of GK Dynam-
ics served as lecturers.

The workshop's purpose was to encourage children
to think on their own and nurture their imagination, logi-
cal thinking, and spatial cognition through digital cre-
ation using 3D CGI and technology. Designers from GK
supported children in the design/programming session
as lecturers of “Dynamic design.”

GK¥E.//3bkLab.
Creative Well-being Tokyo | 210l

GKE1FIv I Rc&DAYZ1 5OV IGKE/
/O bk Labah TENEAXIETORDAZEERSHE
Creative Well-being Tokyos (Ef : SRR, A& E
EAERBELILHE) ICSML. ThETOEE
D—DOTHZIBEHAN—HBRARE IO Y ~OBN
177,

GK Mono/Koto Lab. Participated in
Creative Well-being Tokyo

GK Mono/Koto Lab., an online salon by GK Dynamics,
participated in Creative Well-being Tokyo (hosted by
Tokyo Metropolitan Government and Tokyo Metropoli-
tan Foundation for History and Culture ) and made a pre-
sentation about the product development of artificial leg
covers, one of their existing activities.
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DREAM-C
KOTOBUKI SEATING CO., LTD.
GK Industrial Design

DREAM-C is a bed module installed at capsule hotels

and nap rooms. The modularized sleep capsules can

meet different requirements and conditions in Japan

and overseas. By integrating the structure and the

shell and forming it mainly with aluminum extruded

members, KOTOBUKI SEATING realized both high scal-
ability and spatial harmony, which can satisfy various

needs. The interior design adopts eye-friendly indirect

lighting, the equipment is controllable at the bedside,
and visual noises are reduced for good sleep.
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Pedestrian Lighting “unis” Produces Attractive
Scenery

IWASAKI ELECTRIC CO., LTD.

GK Sekkei, GK Industrial Design, GKDRI

"unis” is a product line of lighting fixtures that can be se-
lected and combined to produce beautiful sceneries.
Under the concept of “Lighting Orchestration,” we
structured this category brand with a new group of lu-
minaires. By comparing the resonance of various
lights to sounds and the resulting scene as a musical
piece, it aims to create harmonized lighting that goes
along with the people and environment. The brand
also contributes to sustainable production by employ-
ing recycled materials and safe and secure urban plan-
ning through an uninterruptible system during a power
failure.
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Large Screen Blood Pressure Monitor Design
for Chinese Market

Omron Healthcare (China) Co., Ltd.

GK Design Shanghai

Considering the different commodity trends at online
and brick-and-mortar stores, which are unique to the
Chinese market, we differentiated the designs of the
two new models. Not just the body design but also
the packaging differs according to the sales channel.
While building on traditional Omron design, we dis-
cussed with the Chinese subsidiary to incorporate
unique features in localizing the product for the Chi-
nese market.
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ECHO Small Outdoor Working Tool Series
with 36V Battery

YAMABIKO Corporation

GK Design Soken Hiroshima

GK Design Soken Hiroshima has contributed to creating
product identity for both engine-driven and battery-driven
machineries and deploying individual products for YAMA-
BIKO Corporation. Although the ECHO product line con-
sists of electrically powered machines for casual users,
their shapes were inherited from the engine-powered or
professional grade ones as they reflect expertise and reli-
ability as well as the special features which YAMABIKO
has nurtured over the years. Since ECHO aims at ex-
panding the brand’s customer base, we made sure that
the design feels innovative yet consistent as a brand.
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Total Design of Sportsland SUGO
SUGO Co., Ltd.
GK Kyoto

GK Kyoto worked on the general design required to im-
prove and repair a circuit facility with FIA certified inter-
national racing course. We produced an overall rede-
sign in the VI plan, such as logotype, coherent signage
design within and without the facility, and landscape
design, including the facility coloring through the Total
Design. With the concept keywords “Traditional, Func-
tional, and Stylish,” we strived to realize a beautiful cir-
cuit that harmonizes with the picturesque view of Zao
Mountain Range.
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Geo-Cosmos

National Museum of Emerging Science and
Innovation (Miraikan), DENTSU INC., Mitsubishi
Electric Corporation, and GO AND PARTNERS, INC.
GKTech

The globe-shaped display “Geo-Cosmos” went through
a major repair for the first time in almost a decade. The
10,362 LED panels, which covered the surface of the
sphere that measures 6 m in diameter, were all replaced,
and the video system was updated. As a result, the
brightness and the color gamut were much enhanced
to enable richer color and light expressions. GK Tech
has been participating in the production team since the
establishment of Miraikan and worked on the original
movie contents and the technical aspect of the repair.
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The gate signs serve as an interface between usual and unusual.
We selected vibrant white as the base color for the guide signs
to the facility and black for signs inside the park to make informa-
tion stand out. We used the black and white bicolor for the build-
ing itself and green, the corporate color of SUGO, as an accent
color to give coherence.
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Dougu-Culture Crossroad

Isao Tezuka, Executive Managing Director

24. Animals’ Abilities Inspire Humans

Since olden times, humans have made use of animals to provide
benefits. Horses and cows were domesticated and employed as
tools for travelling, transporting materials and farming. Vehicles
and agricultural implements can be considered as tools devised
and developed in order to substitute for tamed animals. Animals
by nature have different abilities. Their abilities may inspire
humans, and give us the trigger to think of a new implement or
technology.

Even today, there are lots of cases where humans are depend-
ent on animals. In particular, dogs have evolved through a close
relationship with humans, and have been trained to perform spe-
cialized roles. Sheep dogs, hunting dogs, guide dogs, service
dogs and so on are working as partners of people in need. The
way sheep dogs drive a flock of sheep is remarkable. But now,
using drones in their place is being tried. The view of a pasture-
land may change with new technology.

Using their keen sense of smell, dogs play a role of searching
for invisible targets by smell such as police dogs, drug detention
dogs, and mine detection dogs. I somehow feel absurdity that

animals are used to help people combat crimes and war that are
caused by humans. In recent years, R&D programs are being
carried out to develop smell sensor systems with an equal capaci-
ty to dogs. The dogs’ sense of smell is applied to various fields
such as disaster rescue and cancer detection. When technology is
developed to substitute for dogs, a broad range of applications
can become possible.

Many other animals have acquired unique abilities. Dolphins
and bats have an ultrasound sensory faculty, while migratory
birds developed a faculty to sense a magnetic field. There are
more animals with unrevealed abilities, which might inspire
human inquiring minds or creativity. To maintain biological di-
versity and ecology is one of the important goals of SDGs. Bio-
mimicry that encourages humans to learn from the biological
system and utilize it in technological development is said to hold
a key to sustainability. It is important for us to have conscious-
ness to make use of technology and implements which have been
inspired and developed not only for humans, but to live together
with other living beings.
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Post Editorial
What can you find at a gathering place? Tasty food, smiles, happy
conversations, and coziness are among them. I went through many
documents and references to look back at the fifty-year history of GK
Design International (GKDI) and GK Kyoto for this issue. In a faded
photo taken a half-century ago, I found smiling faces of the youths,
who work in a foreign country, around the dining table. In another
photo, there were people from different countries sitting in a circle
and chatting happily on a lawn square in an ancient city in Japan.
Around that time, the GK office often held parties so that people
could enjoy a feast. They believed that the connection with people
and the region was essential. The wish to be a place to nurture the
said connection is still there in GKDI and GK Kyoto for sure.

Ayako Iwata
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