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Locally-Based Design Appealing to my Aesthetic
Kazuo Tanaka
President/CEQ, GK Design Group

Rainy Paris on July 26, 2024. The opening ceremony of the 2024
Paris Olympics was full of creativity to enchant the viewers. Upon
watching it on TV at midnight, I intuitively sensed that it is the
model of design management. Design management is intended for a
business corporation to build it into an ideal entity by upgrading the
performance of its brand power and innovation strength. With unri-
valed brand of Paris and the expression of unprecedented creativity,
the opening ceremony generated moving emotions which made us
feel jealous. Paris made thorough use of its resources and characteris-
tic features without considering precedented styles, and displayed its
creativity from the viewers’ point of view at a possible risk. Such
was an event that a nation of following precedents cannot venture.
The plan which used up the assets of Paris is an ideal model for
design management.

Is it possible, I wonder, for artificial general intelligence (AGI) to
conceptualize a design of this kind? Al is being developed rapidly,
and some says that the point of singularity has already been achieved
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beyond human ability. But creating a completely new thing must be dif-
ferent from Al learning an enormous amount of existing knowledge
and reorganizing it into highly composed pieces of knowledge. Al may
draw a picture like Picasso, and write a novel like Haruki Murakami,
but it cannot create truly new art works. Creativity in its true sense,
can be generated from tacit knowledge based on one’s experience.
Members of the planning team of the 2024 Paris Olympics headed
by Thomas Jolly, as artistic director, are French who know Paris well
and love the city. When making an order at a restaurant, French
people do not like to order the same thing as others. They cherish
their own identity, unlike us ordering the same thing as others. The
opening event produced by the team was a splendid show that I have
never seen before. It is a product of creativity embedded in Paris.

Human aesthetic sense is deeply linked with the characteristics of a
region. Simple Nordic designs favored by Japanese are linked with its
regionality with limited vegetation to endure their cold winter and
white scenes covered with ice and snow. If landscape of a place
where people live is simple, people’s aesthetics tend to favor simplici-
ty. In contrast, the paintings by Eugéne Henri Paul Gauguin who left
Europe to live in Tahiti are filled with brilliant colors reflecting its
tropical flora with a feeling of vitality and burning sunshine. The cli-
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mate filled with the sense of vitality makes people open and optimis-
tic. It is quite different from the restrained aesthetics of Nordic

people. Looking up the threatening gloomy sky, a madame who has

lived in Paris for long said pleasantly “Oh, it turned out to be typical

good Paris weather.”

The climate and natural feature, culture and customs of a local
place nurture people’s aesthetic sense, which is deep and indescrib-
able. In other words, no prompts can be developed. Designs based
on a region can be created only by persons who live there and sense
the air of the place. Even if digitalization progresses, and various
kinds of information can be obtained across the borders, there is noth-
ing which is better than living under the sunshine of the place. This is
the reason why we have cherished designs rooted in a place.

The history of GK Design International began when we established our
representative office in Los Angeles in 1966 earlier than any other
design firms. To get an actual scale feeling, a Japanese designer who
was responsible to develop the legendary first generation of motorbike
VMAX began a motorcycling tour across the continent. While driving
in the desert of Arizona, he saw a thundercloud far away, then the
cloud came closer to him while striking thunder on the ground. Look-
ing around, he noticed that he was alone mounted on an iron horse in
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the middle of the desert and developed a feeling of fear.

Fortunately, he returned home safely, but this firsthand experience
can be obtained only by living there. This is an episode to show that
a realistic design touching someone’s heart can be created by experi-
encing life in an actual situation.

GK Design Shanghai should be mentioned in considering designs by
the GK Design Group created by experiencing life in the actual place.
About ten years before GK Design Shanghai was founded, GK
fully cooperated with the establishment of the Design Center of
Haier which had been rapidly expanding. GK’s founder Ekuan Kenji
decided to cooperate with them to pay tribute to Rev. Ganjin (Jian-
zhen) who came to Japan 1300 years ago to convey Buddhism.
Haier welcomed our cooperation as it appreciated Japanese designs
having both European intelligence and Asian aesthetics. I often com-
ment that China is the mother of Japanese culture. In the Kanji cul-
tural sphere, Chinese and Japanese designs merged to establish Qing-
dao HaiGao Design and Mfg. Co., Ltd. (QHG). Later, GK Design
Shanghai became independent from QHG and the base of the GK
Design Group in China was founded. At present, GK Design Shang-
hai is engaged in urban environment designs in China, and design ac-
tivities for Japanese and Chinese corporations. Here, Japanese and
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Chinese designers collaborate to create new values.

We have conducted design activities rooted in the actual places in the
west and Asia. As it is often said, design is a means of problem solu-
tion but it is at the same time an act of cultural creation. Tacit knowl-
edge is developed by having real experience at an actual place. Such
creativity cannot be generated by using Al alone. We would cherish
feeling local aesthetics with our hearts.

Kazuo Tanaka
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Feature: Know China, Know Japan
Know China, Know Japan

Yoshiaki Osada

In the evening of August 9, 2012, I arrived at
the Shanghai Honggqiao International Air-
port to start working at GK Design Shanghai.
How did I look then? I may have looked
dull and uneasy visiting the place alone and
showing fatigue. I dragged my feet to the
taxi stand and got into a taxi. I gave the
driver a memo of the address of the company
I intended to go to. Looking into my face,
the middle-aged man spoke to me as if he
wanted to tell me something. But as a com-
plete stranger in Chinese at that time, I could
not respond to him with any words but gave
him only a bitter smile because of fatigue
from traveling.

He gave up talking to me and turned the
local radio program to a music program. I
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thought I had heard the music before. It
was a song by a famous Japanese singer.
About half an hour to the office, the medley
of popular Japanese songs from the Showa
era sounded in the car with the Chinese
driver and the Japanese passenger without
any conversation. My first experience of
riding a taxi in Shanghai before I knew the
place is connected with the memory of the
driver who helped me relieve my uneasiness
visiting an unknown place.

Shanghai, the City where all

Rivers Run into the Sea

The term “all rivers run into the sea” is often

quoted to express the generosity of Shanghai.
It implies that the city is so large because it

accepts so many rivers from other regions. 1

came to realize the meaning of the term

when we obtained the order for the visual en-
vironmental design project in 2022 to reno-
vate Zhang Garden, a major entertainment
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place in the large scale Shikumen style archi-
tectural group™ in the center of Shanghai.
While reading plenty informational materi-
als on the history of the Zhang Garden last-
ing more than a century, [ was deeply im-
pressed that diversity and inclusiveness ob-
served in present day Shanghai have roots in
Shanghai Culture™? passed down through
generations.

Shanghai is regarded as an international
city in China. It suggests a readiness to
accept any people regardless of their attrib-
utes is deeply permeated in the climate and
culture there. That it has the largest popula-
tion of foreign residents, that the GK Design
Group was appointed to design the signage
project for the 2010 Shanghai Expo through
the international proposal event, and that
the taxi driver who was kind enough to play
Japanese popular songs may all symbolize
the generosity of Shanghai.
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GK Design Shanghai Now

GK Design Shanghai was founded in 2004,
the youngest firm of the GK Design Group.
Chinese and Japanese designers in their 20s

and 30s are working together. In 2018, we

moved from the Nanjing West Road area

near Peoples Square to the former Longhua

airport site, said to be the birthplace of China

Civil Aviation, in the West Bund redevelop-
ment district. The Huangpu river, the major

river in Shanghai leisurely flows near our

office, and there are many museums, and

Shanghai head office buildings of major cor-
porations in China such as China Central Tel-
evision, McDonald’s, Alibaba Group Hold-
ing Ltd., and also the double-headed ultra

high-rise skyscraper designed by Nikken

Sekkei Ltd. are located. This area is drawing
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Graphic Design for “All Rivers Run into the Sea” (Yoshiaki Osada)

A graphic design project offered as a part of IP Shanghai, the city’s external promotion activities. Culture i :
of Shanghai with diversity and generosity implied in the term All Rivers Run into the Sea is expressed. nessed rapid economic growth and the en-

attention as a new attractive spot in Shanghai.
Since the reform and opening-up policy
was implemented in 1978, China has wit-
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GK Design Shanghai Office bottom left: CES West Bund Center in which GK Design Shanghai is located.
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hancement of living standards. Through

great amounts of investment by foreign affili-
ated corporations, and large-scale infrastruc-
ture development projects triggered by Expo

2010 Shanghai, Shanghai has gone through

bewildering changes. In the rolling wave of
changes, GK Design Shanghai has sought the

essential value of design in China as the busi-
ness base of the GK Design Group. Eventual-
ly, we have come to be present in the city for

two decades.

Change in the Position

of Japanese Design in China

The development of manufacturers was a

driving force for China to have obtained the

status of the second largest economic power

in the world. This has contributed to the pro-
gress of industrial design in the country.
Japan has played an important role in the de-
velopment. After the normalization of diplo-
matic relations between the two countries, in
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particular, the signing of the Japan-China Sci-
ence Technology Cooperation in 1980, the

exchange program on the academic level

began when two Chinese design researchers

came to study at the Department of Industri-
al Design of Chiba University. In the follow-
ing year, a group of professors from Chiba

University and Tsukuba University provided

design seminars at universities in China. Jap-
anese design was something to look up to for

the design community in China then, thus,
the exchange program served as a kind of

milestone for Chinese design.

However, after more than 40 years now,
such a relationship has transformed largely.
China’s achievements in scientific technolo-
gy in aerospace technology, quantum com-
puter science, Al and advanced technology,
automobiles (EV), digital devices, and
household machines can be easily seen.
These are what Japanese industries used to
be dominant in. Chances of seeing products
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by Xiaomi, Huawei, DJI and others are in-
creasing in Japan. Designs by Chinese global
brands are gaining a stronger presence in the
markets of developing countries and others.
Chinese designs aggressively attempt to vis-
ualize cutting-edge technology while main-
taining boldness and broad-mindedness and
are establishing their unique position. No
doubt, there is much for Japanese designers
to learn. Meanwhile, there still are many Chi-
nese designers who appreciate dexterity and
oriental aesthetics in Japanese designs. It
might be said that we entered a new phase in
Japan-China exchange where both Chinese
and Japanese designers seek originality more
deeply while influencing each other mutually.

Know China, Know Japan; GK Design
Shanghai’s Standard of Conduct

Changes in the Chinese and Japanese design
environment bring internal change in GK
Design Shanghai. Through working togeth-
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er for design projects by Chinese and Japa-  anese designers work together with Chinese future movements. Chinese society is faced
nese clients, GK’s unique design approach and Japanese clients under the standard with challenges including decreasing num-
has been gradually established among our de-  code Know China and Know Japan. This bers of children and population aging, popu-
signers as tacit knowledge. To share the way of co-design where subjective and objec-  lation decline, medical services, disaster pre-
knowledge in depth, we are intending to or-  tive views interact must serve as the driving vention and reducing disaster, as well as
ganize explicit knowledge in the name of force to create new designs. It may not be urban redevelopment, many of them are
“Know China, Know Japan” to further give it accidental that it occurs in Shanghai, it common in Japan. As these challenges ap-
a function as the standard of conduct for being the brackish water area where freshwa-  peared earlier in Japan, Japanese approaches
GK Design Shanghai. ter and sea water are mixed. and solutions in design will be useful cases
Know China and Know Japan literally for reference.
means we should know China and Japan mu-  Japanese Design and Chinese Design Design has no national borders. Design
tually. For me, Chinese people are foreign-  in the Future exchange between the two countries began
ers, and for Chinese, [ am a foreigner. In China is now at a turning point of its change 40 years ago thanks to person-to-person re-
other words, subjectivity and objectivity are process. The existing economic growth lations in both countries. Therefore, design-
two sides of the same coin, and the two are model is coming to its limit, and generative ers in both countries will undergo complicat-
not separated but have a kind of continuity.  Al, semiconductors, and storage batteries ed relations, learn to understand each oth-
Suppose the act of design is to objectify the are drawing attention as new growth indus-  er’s strengths, strengthen mutual respect,
target, and to create new things with subjec-  tries. How will Chinese design contribute to and improve themselves through friendly
tivity, a Japanese knows China through the the growth of these industries? What can competition. No one will be against that we
act of design and knows Japan anew and the they help to create new values? Great chal-  should grow through proactive and continu-
same is true to Chinese designers. lenging efforts have just begun. We as Japa-  ous exchange giving stimulation to each oth-

At GK Design Shanghai, Chinese and Jap-  nese designers are watching attentively their er’s designs. I am confident that the future

10 GKReport No.46
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of design coincides with what GK Design
Shanghai’s Know China, Know Japan stand-
ard aims to achieve.

Yoshiaki Osada,
Director/General Manager,
GK Design Shanghai
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*1 Shikumen

Housing districts in Shanghai developed in the 19th
century. Traditional houses in the Jiangnan area of
China and English decorative elements are mixed.
Because of aging and rapid urbanization, many Shi-
kumen districts have been demolished, but the Zhang
Yuan has been redeveloped as a large-scale Shikumen
district to be preserved as a cultural and artistic area.
#2 Shanghai Culture

In modern Shanghai, western culture was introduced
to the traditional culture of the Gangnam district of
China and spread deeply into people’s lifestyles and
practices. Thus, Shanghai culture, distinguished
from other cities in the country, still prevails.
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Feature: Know China, Know Japan ning to seek influence on the global market and corporations, China’s unique designs
Product Design in China focusing on emerging countries. are being established.
—the Present and Future Perspectives Behind the change are the diversity of mar-
— kets and complicated consumer needs in the Different Environments, Different Needs
Chen Yichuan country. It is extremely difficult to describe ~ and Different Markets

the features of the Chinese market in a few Human emotion is developed by being close-
From Imitation to Active Innovation words. China has a vast area with a great ly related to the cultural environment where
- Path to Design Reform variety of lifestyles because of climatic and one lives. Chinese home appliances also are
The environment surrounding product geographic environmental differences as manufactured reflecting people’s emotions
design in China at present is facing a major well as local cultural customs. China is a and needs. Ecological systems of products
changing period. As a means of upgrading multiethnic country. Consumer aesthetics are developed according to people’s living
the competitive strength of our products and lifestyle habits are observed to be great-  environments and cultural backgrounds like
promptly, many Chinese brands so far had ly different between people in urban and biological diversity.
been imitations of overseas designs and tech-  rural sectors. In addition, consumer prefer- For example, Chinese consumers prefer
nology, but the situation has been quietly ences and tastes are different between gener-  front loader washing machines while top
changing for over a decade or so. GK Design ations and consumption power and needs loader washers are favored in Japan. Chi-
Shanghai is a witness to the change as we also differ according to their income levels.  nese consumers in general do not wash all
have been involved in various Chinese brand Therefore, recent Chinese brands are required clothes together, but traditionally wash un-
design projects. Chinese brands today are to have flexibility to quickly respond to the derwear and colored clothes separately. To
not only responding to various needs in the constant changes, consumption trends, and meet their needs, a category of mini-washing
domestic market by applying unique designs tastes of various consumer groups. By mutu-  machines for separate washing still exists.
and cutting-edge technology but also begin-  ally providing feedback between consumers In the Jiangsu province and Zhejiang area
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top: Haier washing machine with a dryer function bottom: Haier Booth at AWE

near Shanghai, washed clothes hardly dry in

the rainy season and are usually air-dried in-
doors, therefore, clothes dryers are more

popular than in any other regions.

By responding to different detailed needs in
each region, made-in-China products rapidly
advanced, and competition among manufac-
turers is becoming intensified. Consumers’ lit-
eracy in electric appliances is upgrading as
they try new products, as a result, new prod-
uct needs particular to China are generated.

For electric appliances, designs expressing
fashionableness and offering smart user ex-
periences are on the rise. At the Appliance
& Electronics World Expo (AWE), the larg-
est scale consumer fair in China held annual-
ly, many home appliance manufacturers
have exhibited for the past several years
products applying “IoT connection of all
household appliances” or “Al loaded.” They
have drawn much consumer attention. Re-
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gardless of home appliance categories, link-
age with smartphone applications has

become a matter of course in China. Al-
though not all applications are easy to use, in

the country of trying trial-and-error practices,
continuous advancement and selection in the

market, user experience (UX) and practicabil-
ity are enhanced.

I consider that the situation above precise-
ly shows the difference in design concepts in
the two countries. With speed and flexibility
as their main pillars, Chinese manufactures
are good in responding to the market changes,
and consumer needs. Whereas Japanese man-
ufactures place their emphases on being ap-
preciated with the minuteness and quality of
their products and evaluate craftmanship and
the completeness of details. Quick response
and innovative ability are key elements in
winning domestic competition.
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Rise of Domestic Brands

and Diversity of Consumers

National brands in China are rapidly rising

and have established firm market bases all

across the country and expanding their

shares in the first-tier cities” which have long

been strongholds for foreign brands includ-
ing Japanese and western brands. The success

by national brands such as Haier, Midea,
Huawei is proof that Chinese corporations

are sensitive to market changes and are able

to provide products to meet consumer needs.
In contrast, I feel that market strategies in

China by many foreign brands tend to be sin-
gle-minded and do not recognize the diversi-
ty of consumer needs fully.

Diversity and the complicated nature of
the Chinese market requires foreign brands
to pay closer attention, but they seem to un-
derestimate the rapidness of market change
and competitive strength of national brands,
and there are cases where they neglect to lo-
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Blood pressure monitor

(Omron Healthcare (China) Co., Ltd.)

Localized designs are applied on the screen Ul
and package for the Chinese market.

calize their designs for the Chinese market.
It is no longer appropriate for them to

follow strategies that rely on their tradition-
al brand images and successful cases in the

past, in order to satisfy the desires of Chi-
nese consumers for new technology and the

thirst for new experiences. To be successful

for foreign brands in China, a deep under-
standing about the market and quick respon-
siveness to needs are important factors.

For example, GK Design Shanghai was in-
volved in developing a blood pressure moni-
tor by OMRON Healthcare (China) Co.,
Ltd. exclusively for China which was loaded
with a large liquid crystal screen and a voice
function at the point of its launch. This is
unusual in Japan, but with these features,
the monitor gained high praise not only
from conventional customers but also from
a wide range of consumers in China. Even
when the high-quality image of Japanese
products is relatively undermined in the Chi-
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nese market because of the rise of Chinese
competitors, Japanese manufactures need to
address the localization of designs while
maintaining the core of their competitive
strength, being conscious about the problem
of understanding and accommodating
market needs there.

Favorable Opportunities and Challenges
As mentioned at the beginning, Chinese prod-
uct design is going through changes from imi-
tation to independent innovation. This pro-
cess is led not only by the needs in the Chi-
nese market but also supported by technologi-
cal progress. Only corporations which quick-
ly respond to changes in the increasingly diver-
sifying market environment, understand the
needs of consumers in the country, and do not
fear to make innovations, are able to surpass
the competition in China.

In the future, the Chinese design communi-
ty will meet further favorable opportunities

and challenges with the advent of ATl and
other new technologies and further market
developments. Only corporations which
can make effective use of such chances will
obtain an important position in the world
markets.

We at GK Design Shanghai analyze market
needs and have stored rich experience in
making design innovation on the basis of our
analysis. In addition, we are well versed in
the different cultures of both countries.
Making use of our strength such as above,
we are determined to make further efforts
to go into the Chinese and world markets.

Chen Yichuan,
Design Director, GK Design Shanghai
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*First-tier City

In China, cities are classified into first-tier to fifth-tier
cities, according to economic development level, popu-
lation, consumption capacity and the whole. The
first-tier cities generally are Beijing, Shanghai, Guang-
zhou, and Shenzhen but now new first-tier cities
(about 15 cities) are also included in this rank, includ-
ing Chengdu, Chongging, Wuhan and Suzhou.

15

BTEF, NET S > R pETKRIT S
2E SR, ZOHEITT 2 ENEE L
M 22 5 IRE I 3D CERER 7 7 7 X —
Lo Tn5,

Tee 21X, GKE#RSW Lzt snm v
ARG T R E O E TS IR,
hETSH T ORI, BhoMNEE=—
RizEb¥, BATEDEV RN
RS AR R s L e 2
& T, EkoBERE T TIZRL, XVIEL
WHIEAHEEE? D b BVl 255 Z &
BTEe, TOEIBRTFA v u—TF4
RiZ, PEBEEGT 5 ROREHIZE > T,
THAB | ORMEA A —VhETHI
BOTHHMICH I 2K > THSHTS,
AARENT SV KoL kD izt
FLans, Bio=—X%2r0 k5 i
R LTI LT < 2 &0 5 3N 2 3 1T i
LR SHEDd 2 0ERD 5,

T & PR

ANTEA @Y . hEO T e X7 b7
A 0F. B S BENR S ) R—va v
AL TWS, ZhiE, hETS O =—

R Lo THEI SN TWEEITTIERL,

WEIZBITD T a7 N FYA OB E RE /B —)I

HAioERic bz bnTnd, LR
HE LT HBEE O b AL ISR T RS L.
EWMNEEHED=— R 2HMEL, 1/ _—
varEBniLnweEl en, PETOB
FITBVTHREAHD Z LR TE D,

k. ATZERE LT 2 HEMOTHS
MHo I3 RBRICHEN,. FEOF Y
A VAT E HICS < OUFE L BRI %50
XBZLITnDESH5, FLT. b
O EAMTIEHTE 2L 24,
HRMHCc Iy BEER2MMEZ 50D Z &
MTEDEAS I,

e bGK LR, FEFIHO=—%
WAL, ERRESHEZFY A oo
I R=varvEfToTEREERRRE
FroTwaRiFTide., HemEORZ
BZXALIRHIEBEL TS, ZD X5 RER
ZEMLT, PEBICHRTHICES I
B L CnhE vt EZ TS,

f4 —JI| Chen Yichuan
GK L FRGHEE



¥ ihEZMY, HAZMD
7747 vhalaz=s—vav
P oiEERZ %
HETIG O T A v =— X4k
B s

FAIE20164 1ICGK Eiffic, 9 A4 > —T
e < EFERRE UC AR L Bk, Wik
LEHK), TS REIRETOIEIER
24T v hala=r—varEERIcH
WU TER, LT AARE Y TR LS
ARET, FHEA ORISR D
HBHLIFIVWZ., DO XS5 REEEHEMET
B ARy ZIEGKT WA ¥ IV — 7 T
HRIFIELEHNTN S,
FDXSDIFT, HENIGKT ¥ A~
IN—TFTOHTHLBLW, BEL WS BN
ph, RETHBIZRBT 2 5V v OEEM
IZOWTEEET %,

HEICBT 2T A v OR#OE
i, mECTHEHTLIA XTIV T A
FYPEALF—LRFE LT L &, HIRICE-
RELRD B,

Feature: Know China, Know Japan
Changes in Design Needs

in the Chinese Market Viewed

through Client Communication

Tang Yingting

Since joining GK Design Shanghai in 2016
not as a designer but as a sales person, I have
been responsible mainly for client communi-
cation covering business negotiations, signing
contracts and the collection of design fees.
As I studied architecture in Japan, I have
some knowledge about design, but I hear that
a person solely occupied with sales activities
is rare in the GK Design Group.

Here, I will describe the importance of
design in the Chinese market from the rare
position in the group as a sales person.

Changes in Design Recognition in China
When I talked with an Australian designer,
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he said impressive words. “When I was work-
ing in Australia, I was like a medical doctor
to treat various “difficult diseases,” but here
in China, I feel like a chef. A client brings
beef and tells me to cook a lobster dish.”

It was his unique joke, but it expressed a
real feeling of helplessness shared by many
foreign designers.

As my job is to communicate with clients
closely, T often hear their troubles and needs.
In earlier days, I often felt that the real
value of design was not understood or recog-
nized. Design understanding and recogni-
tion here does not mean visible design tech-
niques but understanding and recognizing
the value of design.

In recent years, however, design devel-
oped as an important means to promote cul-
tural succession and social progress as a na-
tional policy. Along with the development,
the importance of design has come to spread
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into people’s work and life. Our Chinese cli-
ents mostly show their understanding about
the essential value of design when giving
orders to our office. As the level of their un-
derstanding and recognition about design is
upgraded, the level of the comprehensive-
ness and complexity of our business work is
rapidly enhanced.

Change in Needs from Specialized Design
Work to Comprehensive Design

GK Design Shanghai has the Environmental
& Graphic Design Department specializing
in urban environmental designs including sig-
nage and street furniture and the Product
Design Department for household applianc-
es and medical devices. It does not mean
that our business is divided into these depart-
ments further segmented within the depart-
ment. Rather, it suggests that we have com-
petence to provide comprehensive designs ac-
cording to needs.
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Take signage design for example. In China
in the past, sign system design to guide visi-
tors to their destinations was included in the
whole construction design or interior design,
and was rarely carried out by an independ-
ent section. As urban development has been
promoted and streets have been sophisticat-
ed, Chinese developers have become increas-
ingly conscious about the importance of usa-
bility and user experience. Following this
trend, sign system design has been consid-
ered no longer a niche in urban development
but an important sector to design a contact
point between people and spaces. Thus,
sign system design is now independently as-
signed to a design office.

Sign systems in China today, like in Japan,
are not simply figurative guideboard designs,
but seek usability for visitors to facilitate
their seamless moving activities from the un-
derground parking area, to shopping zones,
rooms for infants and small children, and
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spaces to play with pets. In GK Design

Shanghai, members from the two depart-
ments form a taskforce to work for a sign

system design project. We offer comprehen-
sive design services, not only hardware sign

designs but also graphics, user interface (UI),
logos and other visual environmental de-
signs, and further sign system planning.

GK Design Shanghai has lately offered total
design services to meet clients’ needs taking
advantage of affiliated design firms of the
GK Design Group. We trust that we can re-
spond to growing needs in China for total
designs from a user standpoint with our ver-
satile capabilities combining expertise of af-
filiated design firms. It is our strength to
offer total design services to clients in the
Chinese market by integrating expertise of
member firms, which is becoming our new
style of business activities.
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From Direct Order for Specialized Design
to Co-creating Needs of Projects

As an independent total design office, GK
Design Shanghai is also working as a design
consultant office for our clients. Many cli-
ents have their own design teams, but they
ask us to work jointly with their inhouse
design teams. A reason for them to do so is
that they expect us to discover problems
and challenges with an objective view as an
outsider.

Another important reason is that we have
total design competence and are able to work
together with clients across specialized fields
with multifaceted viewpoints. This is an
ideal collaborative style for the GK Design
Group, because we can work with corpora-
tions in various industries, and through
design activities, we can grow and upgrade
the value of corporations together.

We celebrate the 20th anniversary of the es-
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tablishment this year, and there are some cli-
ents with whom we have been associated for
over a decade. Some started with special
design works and some are working togeth-
er to meet their design co-creating needs.
They have different views and positions.
None of them are medical doctors nor
cooks, but we enjoy relationships like best
friends and partners with whom we have
witnessed growth mutually.

What is a Strong Point

of GK Design Shanghai

People often ask what is the strong point of
GK Design Shanghai. It is a truly coopera-
tive entity in which Chinese and Japanese de-
signers work together in one place. With
deep understanding about and respect for
Chinese and Japanese cultures, we contem-
plate commonality and differences from the
designers’ perspective to solve problems.
For local corporations and foreign corpora-
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tions working for the Chinese market, we can

provide high Japanese style quality designs

with Chinese style speedy services. This is

the strength of GK Design Shanghai which is

our unshakable core competence to be expect-
ed to function in the future. I will continue

my sales activities in order to inform this to a

greater number of future clients.

Tang Yingting,
Section Chief, GK Design Shanghai
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top, middle: Signage planning and logo designs

of Shanghai Suhewan MixC (CR Land)

bottom: Sign and logo designs of China Eastern
Airlines MU MAISON HOTEL

(Shanghai China Eastern Real Estate Co., Ltd.)
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:HaierBEA~—bF & X2 541 %> b (Haier) 2018

: Haier Mini Washer II, 11, P78z EHE—14E 51 (Haier) 2011, 2015, 2023
s FAuYREY YT —(FaurAn Ry 7 HE) 2024

s A Au U EEEEIER (X Aa v A2y T HE) 2023

: ZAER (Andisso) 77 ¥ K v d &IFHIRBREEE 7 ¥ 1 > (LK) 2024
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1: Haier U-Home Smart Security Series (Haier Group) 2018
2: Haier Mini Washer ILIII and Washing and Drying Integrated Model
(Haier Group) 2011, 2015, 2023
3: Omron Nose Shower (OMRON Healthcare (China) Co., Ltd.) 2024
4: Omron Healthcare Terminal (OMRON Healthcare (China) Co., Ltd.) 2023
5: Andisso Brand logo and dissolution test equipment design (Andisso) 2024
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6: BEVE TCDI-1000 (¥ —F A HH) 2013 6: TCDI 1000 Thermos Bottle (Thermos (China)) 2013

7 BEAA RS RE R T (B AP 2020 7: Instant Hot Water Faucet (Ningbo Feiyu) 2020

8: F 74 ZFRTA b oF— F(H R 2018 g: 1?/Iffibci Vfgxlitebozlu‘;i '(Inde(p}:n'('i'ent;)eveflegme)n;)oi(())l8

. . . : Mobile Thermal Printer (Beijing Yuanfudao
: BTV - N . . .

9: E/A NERT Y ¥ & (:ﬂ:f? ﬁj}ﬂﬁ) 2020 ) 10: Pokemon Card Packaging for Chinese Market (Pokemon (Shanghai)) 2023

10: REAEHIET Ry £ — K3y =2 (R £ Eif) 2023 11: Medical Consumables Packaging (Shinva Medical Instrument) 2020

11: EIEEEM S v & — ¥ (FHEEE ) 2020
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12, 13: PGSR E S 75 1 R R (EBSa v _F ¢ v a>) 2023
14,15: € /L — A a> &7 M F¥ A > (BYD) 2017

16: HIEEEGE & — b 791 3% (RiEHE) 2019

17: SHIMADZ U EHEE R ARG R 7 — < JBR 75 1 v (B4R 2021
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12, 13: Mount Siguniang Mountain Train Design
(International Competition) 2023
14, 15: Monorail Concept Design (BYD) 2017
16: China High Speed Rail Seat Design Proposal (Shanghai Tanda) 2019
17: SHIMADZU CIIE 2011 Theme Exhibition Design (SHIMADZU) 2021
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Tianpn Juilliara
ESNAETR

18: LigEBEE 2 3 > FHmEkEF (L) 2010 18: 2010 Shanghai World Expo Signage System Design
19: #kifli 2 = — b v 7 ¢ 0 VEFIEGE (L E X, Biiksr) 2021 (Shanghai City Gov.) 2010
200 ~NA T — AEEE F 4 v I (Haier) 2023 19: Taopu Smart City Signage System Design

(Shanghai City Putuo District Gov., Lingang Group) 2021

. De e 1 — K S 2R E 3
21: REEY 2 U7 — FEREE ¥ 1 > #tERE (KA 2020 20: Haier Headquarters Signage System Design (Haier) 2023

22: ERFXANY) — b7 7 =F 2T REEBEa <51 >3 ) 2020 21: Tianjin Juilliard School Signage System Design (Tianjin City Gov.) 2020
23: AREPBCH SRR TR ) v 3 79 1 > (SEIME L) 2022 22: Xiong’an New District Street Furniture Proposal (Intl. Competition) 2020
23: Shikumen Commercial Street “Shenyu Lane” Logo Design (CR Land) 2022
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Project News
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Omron Wireless ECG recorder HCG-8110T
OMRON Healthcare (China) Co., Ltd.
GK Design Shanghai

This is a design project for a Chinese market-specific
model of a portable electrocardiograph (ECG ) that
allows users to record their own electrocardiograms
when they experience subjective symptoms such as ir-
regular heartbeat or palpitations at home or elsewhere.
The user interface on the product itself is kept simple
and minimal. The CMF (Color, Material and Finish) of
the silver electrodes and the black body represent the
high measurement accuracy.

WaveRunner "JetBlaster; ¥V —X
Yamaha Motor Corporation, USA
GKFHA YA V5 —+2aF)b. GKRE
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WaveRunner 8 JetBlaster U — X, KETE
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KDBLETL =LA, BETRIRETED Dz R4t
FREEbIC, KIEETHPHABHNT—Y VI EER
TETVWDE, RYMY VT EAT=Y VT OmEH,
S5KETCOFERZEFANICED. IhEXTD
WaveRunner 7 7 Y 211 Tld7%a <. XRDT7 7> D
DICHELLTFTHA Y ETo o

WaveRunner ‘JetBlaster’ series
Yamaha Motor Corporation, USA
GK Design International, GK Kyoto

The latest model of WaveRunner JetBlaster series tar-
gets a younger generation than the previous models.
GKDlI in the USA collaborated with GK Kyoto in prod-
uct styling and CMFG designs. The newly employed

three-sectioned (bow, midship and stern) deck struc-
ture and the striking shape of the frame which con-
nects the front and rear parts of the hull provide an

agile control and exhilarating ride and a bold and vi-
brant color scheme. The styling and coloring enhance

the presence on the water and resonate in the hearts

of those who love or will love WaveRunner.
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Since the user holds the ECG with both hands for
measurement, the edges on the back are shaped to
improve grip so that the index finger does not feel
uncomfortable when touching the part.
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Total Media Development Institute Co., Ltd. oversaw the project design and production.
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Development of Interactive Exhibition
Sapporo Science Center
GK Teach

For this museum, which boasts many exhibits related

to the cold environment in the area, we developed new
interactive systems: “Curling” and “Skelton.” Visitors
can enjoy video contents, for which sensors monitor
the user's movements in real time. The specially de-
signed operating device and large screen projection en-
hance the immersive experience. GK Tech contributed

from the proposition of the production plan to the

device and system developments.
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Area Design around South Gate

in Seibo Jogakuin Fujimori Campus
Seibo Jogakuin

GK Kyoto

GK Kyoto produced the design project for the area

around the south gate to celebrate the 100th anniversa-
ry of the school. Adopting materials matching with the

existing main gate for the doors and the design style of

the existing buildings, we tried to create a space where

the statue of Virgin Mary has a symbolic presence and

kept the existing plantings to let the viewers feel the

history. The clearly separated traffic flows of pedestri-
ans and vehicles within the premises enhance safety

while creating a wide-open space.
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Cooperation for GREENxEXPO 2027

GK Design Group has been involved in various ways for
GREENXEXPO 2027 (International Horticultural Expo
2027, Yokohama, Japan 2027) to be held in 2027.

Kazuo Tanaka, President/CEO of GK Design, chaired
the selection committee for the official logo and mascot
character, and GK Graphics has been in charge of coordi-
nating the overall VI elements and undertook the design
of the street decorations for the event that marked 1000
days to the GREEN X EXPO 2027 in June.
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Haga-Utsunomiya LRT Type HU300
Wins Laurel Prize

The Haga-Utsunomiya LRT Type HU300 <LIGHTLINE>, de-
signed by GK Industrial Design, was awarded the 2024
Laurel Prize by the Japan Railfan Club, a group of railway en-
thusiasts from all over Japan.

The HU300 is Japan's first Light Rail Vehicle (LRV) built ex-
clusively for the LRT, and the first of its kind in Japan to be
built from scratch. In addition to its overall performance, the
vehicle has attracted social attention with its design based
on the bright yellow representing “Thunder Capital to the
Future’ the concept was a popular choice in the poll among
the local citizens. Its potential as a next-generation LRT was
also highly rated.
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Ibigawa Town Hazard Map Wins Award
at Map Gallery 2024

GK Kyoto produced the Ibigawa Town Hazard Map for Di-
saster Prevention in cooperation with Sanei Consultant
and won the first place in the map category at the Map
Gallery 2024 at the 21st GIS Community Forum hosted
by ESRI Japan Users Group.

The forum is held to promote geographic information
system (GIS) and exchange information among GIS
users nationwide. The award-winning map was highly
praised for its easy-to-understand representation of the
topographic conditions of mountainous and flat terrain,
intuitive presentation of disaster risks, and efforts to
better prepare the local community for disasters.
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“White Paper on Design 2024"” Released

The Japan Institute of Design Promotion released the

“White Paper on Design 2024" This report provides a

comprehensive overview of various design initiatives in
Japan. Itincludes an interview with Kazuo Tanaka, Presi-
dent/CEO of GK Design, who chaired the Executive
Committee of the World Design Assembly Tokyo 2023
held in November 2023, and an introduction to the GK
Design Group.

White Paper on Design 2024

Publication date: March 29, 2024

Supervised by: Design Policy Office, Ministry of Econo-
my, Trade and Industry

Production/Editing: DESIGN X CREATIVE TEAM of Mit-
subishi Research Institute, Inc. (MRI) and AXIS Inc.
Cooperated by: Designship, Inc.

Cooperated and published by: Japan Institute of Design
Promotion
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Dougu-Culture Crossroad
Isao Tezuka, Executive Managing Director/COO

28. Act of Writing

As we become dependent on PCs and smartphones, we enter
letters onto the keyboard or monitor screen, while writing
letters by hand and pen is limited. Because of this, when I try
to take a quick note, it occasionally happens that I cannot
recall the Kanji (Chinese characters) I want to write. This
makes me realize the weakening of my memory. Even so, this
weakening of my memory does not affect my daily life as I
have few chances to write letters by hand. Writing by hand is
now becoming an unordinary activity.

We can search Kanji letters and their meanings on the Inter-
net in an instant. Incorrect sentences may be rectified auto-
matically. The consciousness that we can search any words
on the Internet at any time may affect the decline in our
memory. In other words, we rely for a part of our brain func-
tion on PCs or smartphones. We feel uneasy without them
around us. Is it our fate to live with technology?

We need some training to operate a PC or smartphone key-
board smoothly and quickly. But the act of writing words is
very simple. We just push keys on the board. Whereas in

writing letters by hand, particularly Kanji letters, we figure
every letter moving a hand and fingers for every stroke. We
can memorize letters by recognizing their images. Further-
more, while writing, we become conscious about the order of
writing and the beauty of letters. Hand written letters present
personal characteristics of writers. The act of writing by hand
stimulates the brain in many ways.

As a typewriter was devised for an alphabet consisting of 26
letters, the method of printing by pushing keys spread from
early days. After more than a century writing Kanji, well over
1000 letters was enabled to be produced on PCs and others
by entering phonetic signs and transferring them into letters.
There might be other ways of learning Kanji letters. At edu-
cational scenes, tablets and touch pen are used to help chil-
dren learn Kanji letters. It seems that videos showing the
order of writing and meaning of Kanji letters are also used.
Diverse potentiality in technology may be possible to under-
stand letters as culture and use them properly.
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Post Editorial
In recent years, online communication tools have been actively in-
corporated into business operations. While there are pros and cons,
the fact that it has become easier to communicate with distant part-
ners in a timely manner is a very good thing. National borders are
less of a barrier to communication, and I feel that China, with its rel-
atively small time difference, has been much closer. And with this
sense of proximity, it has become more apparent that there is still
much to know about China: our countries are built on different his-
tories and cultures. We hope that this issue sheds light on these dif-
ferences and helps us to get to know each other a little better.

Ayako Iwata
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