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Cover Photo: GK Graphics 40th Anniversary Commemorative Package Design

Fresh image was given in collaboration with Sakakobotaro Inc. in Kanazawa city for its Taro’s sweet beans paste series.
The new series was developed as a premium gift set adding new items on the existing popular sweet beans pastes.
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Communicating Values
Kazuo Tanaka
President/CEQO, GK Design Group

From Graphics to Create a New Lifestyle

GK Graphics, celebrating its 40th anniversary, has been working on
advocating graphics to create a new lifestyle. Beginning with package
designs, GK Graphics covers a wide range of designs including brand-
ing, signs, environmental graphics, graphical user interface (GUI),
and editing design. The underlying concept is communication design
for people’s activities covering distribution and urban spaces. Mem-
bers have been looking at the essence of people and their lives.

Our stance has never changed since 1961 with the design of Kik-
koman Soy Sauce Table Dispenser, which marks our standard prod-
uct design. Replacing the conventional 2-litre bottle with a small
bottle for table, we promoted a change in the product distribution
system and changed people’s daily living scenes. At the same time, we
created the standard of iconic soy sauce dispensers by developing an
easy to use, drip-proof functionality. It is said that the total design
covering package product, brand, and people’s living scenes has char-
acterized the activities by GK Graphics.
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Total Nature of Communication Design cause exponential changes in society. Already, in some respects, Al
We have considered that the act of design should take a total ap-  seems to have taken the place of designers. It is forecast that in the
proach. In particular, total design for the transportation environ-  future, all activities of writers and actors may be taken over by Al
ment as a unique design genre of the GK Design Group clearly pres-  This may be undeniable. Then, what shall we do? Instantaneous cre-
ents our design stance. In addressing railways, light rail transit (L-  ations based on enormous amount of information learned by Al are
RT)/bus rapid transit (BRT) systems, we take into consideration the already produced beyond human capability. However, some more
nature of brand, local features, and future directions of our client time may be necessary until human tacit knowledge is to be turned
transportation systems in total, the teams of communication design, into explicit knowledge, and until AT has creative power as artificial
product design and environmental design are engaged in their respec-  general intelligence (AGTI).
tive works sharing the value system. The roles that only humans can perform are to propose a hypothe-
This total design approach is required not only for transportation sis as to what we should seek, and to determine what we should
systems but also for product development and corporate branding. admit as values. This is true with communication design work. Mak-
GK Graphics is engaged in various projects as an important team to ing use of Al as a tool to make our work more efficient may be useful
create total designs together with member design offices in the Group. to broaden our possibilities. Even so, it is the role of designers to
The role of graphic design will cover wider communication design present the direction as to what we should create from what perspec-
in the ongoing rapid digitalization process. At the same time, higher tives and to propose a new choice of values full of creativity. For this,
quality design in both tangible and intangible areas will be required GK Graphics’stance to look into people’s life, to seek the essential
while standing within a total design viewpoint. value of matters, and to engage in comprehensive communication

design will be increasingly needed.
Values Sought in the Age of Al
Now we are at a great turning point. Artificial intelligence (AI) is rap-
idly penetrating from people’s daily life to professional works. It will
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Quality Communication

Masahiko Kimura

GK Graphics marks its 40th anniversary. I
would like to take this opportunity to ex-
press our heartfelt gratitude to our clients,
collaborating companies, people, users, edu-
cational institutes and others who have sup-
ported us, walked with us to help us contin-
ue to be active.

The Starting Point of GK’s Graphic Design
At this occasion, I would like to look back
the starting point of GK Graphics in order to
consider our future.

Around 1970, Kenji Ekuan (1929-2015)
one of the GK founders and Wim Crouwel
(1928-2019), a graphic designer represent-
ing the Netherlands met, which gave a trig-
ger to establish the base of graphic design in
GK. Later, Crouwel introduced Anne Stien-
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stra who had left Total Design co-founded
by Crouwel to become independent to work
for GK. Total Design followed modern Eu-
ropean design by De Stijl design magazine
and Ulm School of Design and considered
graphic design in total and systematic.
This design concept had affinity with GK’s
total design. This cooperative relationship
seemed to have developed as Ekuan and
Crouwel were of the same age, and had close
awareness about design issues.

GK members around this time learned
from Anne Stienstra a graphic design view-
point as total design, structural and system-
atic design methods based on a grid system
and logical typography, and a design ap-
proach combining the meaning of informa-
tion. The basics founded in those days are
providing the source of power for us in ad-
dressing large-scale complicated systematic
designs such as developing corporate identi-
ty (CI) and signage.
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In this way, we have taken a path closely
related to industries, unlike others whose
graphic designs were centered on advertise-
ments.

From Graphics to Communication
GK Graphics began to advocate the concept
of Quality Communication this year.

Along with the rapid change in society,
people’s value systems are undergoing chang-
es. The weight in people’s values has shifted
from possessing things to values based on
experiences. At the same time, approaches
to help people develop the sense of belong-
ingness and pride are required, and the range
and objects of design and fundamental ways
to address these designs are changing. It
cannot be solved just by designing a logo or
a product. Designs must take into consider-
ation the spatial environment in which they
are used, the services required, and the tem-
poral axes of users experiencing them. In
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Anne Stienstra designed a new text format.

(GK News, June 1976):

The grid system, created by Stienstra in collabo-
ration with GK members of the time, was based on
the square proportion of Japanese type.

It was first applied in GK News issued on April 26,
1976, and was subsequently adopted across
various GK print materials. The grid system was
structured on body text set at 2.25mm with a line
spacing of 4.25mm.
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addition, it is essential that our design work
is extended to designs that help the manage-
ment of clients’ brand strategy, and human
resource development.

To be concrete, GK Graphics lately was
engaged in logo design eventually extend-
ed to office or shop interior designs, pack-
age design extended to reviewing product
brand, UI (user interface)/UX (user experi-
ence) design extended to the formulation of
a brand strategy, and further education to
the training of human resources with shared
design literacy. The activities of GK Graph-
ics already are extended to a wider range
beyond the genre of general graphic design.
Therefore, it is a natural development for us
to focus communication anew as our essen-
tial value.

Basic Principle of Communication

Try to review the basic principle of commu-
nication. Communication can be carried
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out when a sender and a receiver of informa-
tion are present. When a person sends in-
formation, a receiver understands the infor-
mation in reference to their common knowl-
edge (language, signals, customs, etc.), and
context (anteroposterior relationship, situa-
tion, places). By repeating this interaction,
both parties develop understanding, sympa-
thy, and trust. This is the Joint Communica-
tion Building Model. (See the right image)

However, graphic design has convention-
ally been understood as unilateral informa-
tion transmission from a client to users, and
the concept of reciprocity or joint building
has rarely been considered.

To put quality communication in practice,
wider and comprehensive perspectives are
needed. It contains relationships of not only
between persons, but other elements such
as persons and things, spaces, information,
organizations, and the environment. Com-
munication that is repeated and going to

e 3 . 2
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Joint Communication Building Model:
Communication is not a one-sided conveyance of
information but is an act of interaction between a
sender and a receiver to jointly create a concept.
GK Report Supecial Issue Designing for Essential
Values, 2016, p21

(Source: SAIJO, Miki, Communication Design,
Kuroshio Shuppan, 2014)

be changed along with the passage of time
should also be considered.

In the case of package design, a designer
puts the corporate intention into a form, and
users accept that and try to use it. Once sat-
isfied, the users choose to purchase the prod-
uct. In the case of signs at a train station,
when appropriate information is conveyed
to target passengers at an appropriate place
and timing, and understood by passengers,
they can reach their destinations correctly.
As a result, users develop the sense of safety
and trust and can act properly when they
visit the station next time.

In either case, the relationship between
senders and receivers is strengthened and
continued communication is developed
through a cycle of action and feedback.
When interaction continues, the conscious-
ness and emotions of receivers may change,
and the relationship may be deepened.
What is important for designers is to com-
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prehensively understand the knowledge and tails in depth based on essence. reciprocating motion between parts and
context shared commonly by senders and re- We consciously repeat the act of going the whole not only helps both concept and
ceivers, and to precisely imagine the senders’  back and forth between parts and the whole.  design to be consistent but also establish the
position, background, emotion and mental When parts and the whole support and supple-  base for sustainable communication.
status. Here is the reason for us to conduct ment each other, a design can be not simply In today’s world where various elements
detailed research work and co-creation as a a visual product but the base of communica-  are entwined, we consider this reciprocal
part of the design process. tion with long-lasting value. motion as a necessary process to develop de-
In the total design support for Marunouchi signs to mature along with time and to take
Design Going Back and Forth between Hotel, we studied the history of the centu-  roots in the hands of users, not as one-time
Parts and the Whole ry-old hotel, and formulated the whole products.
For quality communication to deepen rela-  design concept to carry on the concept of ab-
tions and trust, it is indispensable to prepare stract Japaneseness introduced in the 1960s Design Process to Walk Together
a total design by devising a story containing into today. To express Japanese culture, Quality designs cannot be realized only by
complicated elements and touch points. In hospitality in different seasons was applied designers. When clients manipulate and
addition, the power to design minute details in details to major signs and amenities so make use of designs voluntarily, the product
with 0.1 mm precision is also indispensable. that guests staying in the hotel in different will be created as we aim for. For this pur-
Designing the whole and parts appears seasons find freshness and elaborateness. pose, we emphasize a Co-working Process
to be opposite, but for a total design only Hotel staff members changed the elements in which designers, clients and other project
designers who understand concrete expres-  every season. With this practice, the brand stakeholders work together.
sions can present findings, concepts or solu-  concept and daily management are closely In this process, the theme is first exam-
tions. In contrast, a designer who deeply related, employees’ pride was enhanced and ined. Designers prepare the framework for
understands the whole picture, can draw de-  relations with guests became closer. This thinking and discussing, and those who are



Mazuwoucn: Horee
AoAmRPA

Mamuuanrns Waren ‘

| I E .

S ytc.? o

2o [
'*.t"& \

involved in planning, manufacturing, sales

and management meet together to share the

situation, challenges and asset to be utilized.
When they find differences in views among

them and new potentiality, goals and an

action policy are clearly set, then a perspec-
tive to achieve the goal evolves.

What is important is to share design literacy
among them. We should prepare a common
platform in order for all members to under-
stand that design is not to simply create a beau-
tiful thing but to aim at communication to
build a relationship so that we can discuss
design with a common language. For this
to happen, we present at the beginning of a
project, the basic concept of design and ways
to proceed in our design work. If necessary,
we provide basic training in design and color-

ing like an art school. With these activities,

LFIT & B FHERERE TR Basic formative exercises with typography design understanding is enhanced among
all members, and their positive and logical

judgement and management become possible.

10 GKReport No.48
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Total design support for the Marunouchi Hotel
(Left page)

top left: Main entrance

top right: 7th-floor front lobby sign

bottom left: Guestroom floor signage

bottom right: Card key case and amenities
Artwork by Hidetoshi Mito

Designs created through co-creation and
literacy sharing are not self-expressions by de-
signers or a one-sided judgement by a client.
By learning mutually, sustainable results can
be obtained to meet the realistic conditions.

Toward Society where the Power of Design
can be Utilized

We feel that the key to success of a project is
a change of consciousness of participants.
When all participants understand design in
depth, they become able to become engaged
in various targets positively, creatively and
continuously.

It does not mean that deeper design un-
derstanding by people will narrow the pro-
fessional sphere of designers. It is because
when design literacy is enhanced throughout
society, design will be properly judged and
managed.

Beautiful and touching design expressions,
and easy-to-understand presentations based

11
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on organized information are both impor-
tant, but our goal is a sustainable design

that reaches deeply into people’s mind and

develops a good relationship. When design-
ers leave a project, the design will remain to

become an asset of a local community or an

organization, support their culture and give

pride to concerned people. It will be more

than pleasing to us.

In order to create a sustainable value, it is
important to consider a time span until the
result appears. So far, we had often been re-
quired to offer quick designs with an immedi-
ate effect and strong impact. However, for
designs to get along with people’s aesthetics
and take roots to support culture, only slow
design can make it possible. Quality commu-
nication may be attained by combining speed
and sustainability to meet the needs of a pro-
ject. We must seek further depth in our de-
signs while looking for ways for quality com-
munication.
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We will search for ways for quality commu-
nication to achieve such designs together with
our clientele and other interested people.
We trust that design is there that will contrib-
ute to societal sustainably.

Masahiko Kimura,
President, GK Graphics
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Modern Design and
GK’s Graphic Designs

Masabhiro Sato

Modern Design emerged to respond to the
rapid technological and social change follow-
ing the industrial revolution. It became a
movement to influence architecture, crafts
and industrial products, and still continues to
exert great influence on current designs.

GK Graphics marks its 40th anniversary
this year which is a short period in the long
history of design. Strongly influenced by
modern design, we have carried on our activi-
ties along the modern design trend. At this
time, it may be important for our future activ-
ities to look back upon our design concept
and approaches.

GK Industrial Design Associates
In 1957, GK Industrial Design Associates as
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a limited liability company (LLC) was found-
ed with Kenji Ekuan as its representative.
Around this time, the Communication Design
division of the Planning Center was mainly
responsible for graphics. Product design
being its major activity, the division was also
involved in product packages, brand identity
and signs.

Graphic designs associated with packages,
signs and other cubic designs were called In-
dustrial Graphics. It was attempted to estab-
lish a graphic design genre as a part of indus-
trial design, but it did not mean to simply ex-
press cubic industrial products with graphics.
Right from the beginning, GK considered that
design needed comprehensiveness crossing
over design genres. As Ekuan repeatedly said,
“People’s life contains comprehensive activi-
ties, therefore, designs should also be compre-
hensive, otherwise their lives cannot be im-
proved.”

Behind this was the Discourse on Dougu.
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It advocates that artifacts create people’s
living environment, and influence their be-
havior and even mindset. Therefore, we
should consider graphic designs not being
simple superficial expressions, and engage in
graphic designs assuming a series of situations
where humans and artifacts come into con-
tact. This concept became the major back-
bone for GK Graphics.

From Economic Growth

to High Consumption Society

In the 1960s, the Japanese design community
appeared on the world stage of design and
began looking for new possibilities.

The World Design Conference (WoDeCo)
was held in Tokyo in 1960, followed by 1st
Japan Industrial Design Conference, first con-
ference on design in Asia in 1965. In 1973,
the World Industrial Design Congress’73
Kyoto by the International Council of Socie-
ties of Industrial Design (ICSID) was organ-
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Tabletop soy sauce dispenser (Kikkoman Corporation)(1961)

ized as a result of enthusiastic invitation ef-
forts by Ekuan and others.

Other than these design events, the Tokyo
Olympics in 1964 and Expo’70 Osaka in
1970 were held in Japan. Opportunities for
graphic designs used for information and
guidance increased to support these events
with symbol marks, pictograms, sign systems
and so on.

Graphic designs in postwar Japan devel-
oped in two major fields, one advertisements
and other commercial art graphics and the
other visual communication graphics valuing
functionalism and rationalism imported from
Europe.

GK’s Unique Graphic Designs

The Graphic Division around that time was
widely engaged in packages, signs, brand
identities, but little in advertisements or edito-
rial designs for publications (other than GK’s
publications).

13

In the 1960s-70s, GK entertained the con-
cept that people had a right to enjoy beautiful
designs in all aspects of life. From this per-
spective, graphic designs should be created
with cubic objects and spaces as a whole. (GK
News Vol. 7-05 Feature: Graphics in Our
Daily Life, 1978, etc.)

Such a concept corresponded with the direc-
tion of modernism in Europe. Among GK,
there was a member who studied at Hoch-
schule fiir Gestaltung under Hans Gugelot who
directed the design of Braun GmbH known as
a model of modern design. Functionalism was
one of major elements of GK design approach-
es. For some time from the end of the 1960s,
GK and Philips in the Netherlands had an in-
ternship exchange program. As such, GK en-
joyed a close relation with Europe.

Around 1970, through ICSID activities,
Kenji Ekuan and Wim Crouwel of Total
Design in the Netherlands developed a friend-
ship. Crouwel was a graphic designer who
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TEXPO’ 70 1285 % 1 > 5HiHi (197047)
Expo’70 Osaka: Signage plan (1970)

BOBEERE T 4 57 vy )L (19854)
Kenji Ekuan and Wim Crouwel (1985)
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left: “Understanding to Communication Design” by Anne Stienstra (GK News, 1975).

The format was devised before Stienstra’s design.

right: Layout of the back cover of the same by Stienstra

was energetically active in education, writing
and lecturing. Both Ekuan and Crouwel ap-
peared to resonate with each other in the phi-
losophy of education and movement.

Total Design was established in 1963 as the
first total design office in the Netherlands.
The office was engaged in the design of the
Netherlands Pavilion at Expo’70 Osaka. It
led the extension of systematic corporate iden-
tity for business companies, local govern-
ments, and other public entities in the coun-
try, and promoted systematic graphic designs
using the grid system. Wim Crouwel, a found-
er of the office advocated the idea that design-
ers should approach information designs with
an objective attitude.

Invitation of Anne Stienstra

Anne Stienstra who left Total Design was in-
vited to work for GK as the director of design
of the Communication Design Division of
Planning Center in 1974. Stienstra was an en-
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thusiastic modernist strongly sympathetic to
Swiss Modernism, Bauhaus philosophy, and
the De Stijl movement in his own country.

In his article in GK News, he stressed the
need for broad perspectives and comprehen-
sive thinking. He said, “Designers should
take action on the same standard with clients,
and interpret what the clients think.” “De-
signers should not be reconciled to be client’s
design assistants, but should offer them new
ideas and advice.” “Designers should have a
broad perspective in people’s life. Our inter-
est must be extensive over your specializa-
tions.” (“Thought on Design,” GK News Vol.
3-12, December 1974). He further discussed
the attitude to address design work, impor-
tant tasks and concrete techniques.

Anne’s view was very close to GK’s concept
of total design. GK Members shared his basic
philosophy, and learned necessary attitudes
and techniques to apply in actual graphic de-
signs. The grid system in which elements are
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arranged on a minutely organized grid, and
other logical and systematic graphic design
technique must have been seen as a fresh
method. The philosophy and approaches
learned from Stienstra became the foundation
of latter graphic designs of GK.

Graphics for Daily Life
The GK Design Group conducted monthly
exhibitions with 12 concepts for one year
in 1980 in the GK Shop inside the office. It
meant to propose a sense of value through de-
signs to society which was the hope of GK
since its inception. At that time, the exhibi-
tions showcased new directions by respective
specialized sectors in the GK Industrial
Design Associates. The GK Graphic sector
exhibited under the title of GK Graphics-Inte-
gration.

Around that time, GK considered integra-
tion in graphic design in this way; “communi-
cation design to connect objects around
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GK Exhibition (1980) GK Graphics-Integration
Living Activities and Graphics

GK Graphics Exhibition (19854F)
HIEENEDL ST 7 4y 7 R

GK Graphics Exhibition (1985)
Graphics for Daily Living

people and their activities should be effective-
ly created considering people’s activities as
the whole.” For example, at the time of a dis-
aster, adequate and accurate information
should be conveyed speedily, and in order to
report the development and routes for evacu-
ation centers and handling of rescue materi-
als, a common language between senders and
receivers must be prepared which is different
from the usual means of communication. Re-
flecting this idea, GK Graphics proposed
graphic designs to support social life includ-
ing postboxes, equipment and devices such as
fire extinguishers, local community signs, and
the forms of utility fees. (“GK Graphics-Inte-
gration” in Idea No. 165, March 1981.)

GK Graphics became independent in 1985
as a part of a creative industry that the GK
Design Group aimed at. In order to express
the intention, an exhibition named “GK Exhi-
bition — Graphics to Create Lifestyles. Six
viewpoints to open the period of transition”
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was held in November 1985. Behind the di-
versified values in the mid-1980s, people’s life
was seen from the elements of environment,
objects and information. Then, design ap-
proaches were divided into six elements
namely standardization, production, certifica-
tion, characterization, adaption, and transfor-
mation. Members presented their jobs and
performances according to their viewpoints.

From Post Modern Design
to Continuation of Modern Design
Along with the sense of material fullness, the
targets of consumption were expanded from
objects to meaning and imagery in Japan in
the middle of the 1980s. The symbolic mean-
ing, narrative quality and nature of symbol of
brands and designs came to be valued.
Postmodern design styles developed around
this time positively incorporated past styles,
cross-cultural elements, parodies, ironies, dec-
orations, and many other fragmental expres-
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sions. These elements were favored as glam-
orous designs during the time of the bubble
economy. However, as the bubble economy
collapsed in the 1990s, postmodern designs
ceased to prosper.

Communication design is prone to be af-
fected by the trend and technological innova-
tion in the media. After this period, due to
the development of design tools and the
media, factors relating to design projects ex-
panded and became complicated.

Development of Communication Design
based on Modernism

A notable development in the works of GK
Graphics from the late 1980s toward the
1990s is branding or designs of visual identity.
This is an area where not only designing a
mark, but a consistent expression of an or-
ganization is required in the design of printed
matters, emblems, interior, vehicles and so on.
In addition, GK Graphics is engaged in large
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scale systems such as signage for commercial
complexes and railway stations. For all these
projects, we successfully applied structural
approaches of modern design that we had ob-
tained in the 1970s.

From this period to date, we have worked
on a number of industrial graphics to design
packaging materials and signboard frames as
units. The outputs of GK Graphics including
packages of rapidly changing consumption
commodities, present diverse expressions ac-
cording to their purposes and backgrounds.

In this century, the wave of digitalization is
surging in design tools as well as transmitting
media. The media for expression have spread
beyond printed materials. We need structures
where many concerned people with different
backgrounds can interact. Information ex-
change and the time for actions have become
more rapid.

A notable work style in recent years is collab-
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oration with clients from sharing design
thinking, working for research work to pro-
ducing outputs. Behind this is the demand
from business corporations and local govern-
ments to propose a comprehensive communi-
cation design containing the clear definition
of a project based on a concept, logo type,
graphics, fonts and color scheme to put the
concept into practice with a sense of unity
and sustainability. It is understood that this
kind of design cannot be realized through
conventional approaches within an organiza-
tion or through a relationship of placing and
receiving orders.

In our works to respond to such demand,
modern design thinking and approaches in
line with Wim Crouwel, Anne Stienstra, and
GK senior members still thrive.

At present, the advancement of Al is largely
transforming design. However, our attitude
to have broad perspectives and approaches to
take a large skeletal structure down into an

AARPRFERRA A — YT v 7T aHH Rk A

FI A s B 2% i f) kR Ak i a) (198748)
Image improvement plan for Japan Racing
Association (Japan Racing Association,
Cooperation: Hakuhodo Inc.)(1987)

7 = )N = b (B AV i ) -
SETFHRALL) (19874F)

“Café no Bar” regular coffee canister
(The Seibu Department stores, Ltd. /
Mitsubishi Corporation)(1987)

expression have not changed. Here lies GK
Design philosophy to value teamwork and
systematic thinking, and to place priority on
the task-solution for society and the industry
rather than personal expressions, under
which lies the spirit of modern design.

I express my deep gratitude to Messrs Masa-
haru Noguchi, Masaharu Takahata, and Akira
Matsumoto for their cooperation in writing
this article.

Masahiro Sato,
Vice President, GK Graphics
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Design Standing between
Technology and Human Nature

Motonari Mano

GK Graphics is not a simple design creation
firm. Its mission is to present new meanings
to society by creating values to cope with
changes in society, and by offering designs of
experience to act on people’s action, senti-
ments and the sense of value.

Possibility of Flexibly Optimized Experiences
One of the proposals to approach the mis-
sion is Visions of the Future 2030 - Commu-
nication Design in the Age of xR (announced
in 2021 within the GK Design Group, a part
of which was published on the GK Graphics
website). This proposal asks ourselves how
we can contribute to society through design
in the current society where changes are un-
derway with Society 5.0 and digital transfor-
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Our central stage is a future art museum.
In present museums, visitors can touch only
limited exhibits from a large collection.
There are very many information and physi-
cal restrictions. With cross reality (xR) tech-
nology connecting physical and digital
spaces, individual experiences such as access
to information and interaction with others
and in-depth learning can be optimized ac-
cording to their interest and characters. It is
a hypothesis to create new experiential values
for individuals and society and a prototype
which can be applied to not only museums,
but possibly to other fields including educa-
tion, medical services, and urban spaces.

Designs to Deepen Communication

For GK Graphics which was not specialized
in digital technology to put it into business,
we have problems in implementation. At the
beginning, we had limited expertise and skills.
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The Role of Communication Design in a Space
where Physical Reality and Digital Reality are
always Connected.
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Working with people with various perspec-
tives under the GK Design Group and our
wide range of design experiences became our
strength.

In particular, GK Graphics’ feature is shown
in the collaboration of user experience (UX)
and branding. In the design of graphical
user interface (GUI), we can put forth a pro-
posal visualizing the image as a brand in-
cluding GUI behavior in a dynamic experi-
ence with a temporal axis.

Design thinking centering on co-creation
is applied directly or indirectly in our design
process. While clients and designers release
their findings and views, a direction is ex-
tracted from ideas shared in language. At
the same time, indescribable feelings and
findings that designers sense through inter-
action can be translated directly in the deli-
cate GUI expressions and actions, and as a
result, a design is created with depth.

Standing between technology and human

19

nature, protecting humanity and emotional
richness and redesigning ways for person-
to-person linkage, quality communication
can be obtained. We aim to perform our
roles to create values for the future society
together with our clients.

Motonari Mano,
Sinior Director, GK Graphics
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From Conveying to
Involved Designs

Noriko Murata

The true nature of things is multifaced.
While asking myself what is the true nature
of things when there are many perspectives
and contexts, I came to conclude this way.
To one thing, many views are given. Views
are varied by persons, and where and how
they are involved with the thing. Each face
of a convex polyhedron mirrors a perspec-
tive, and also presents the starting of a re-
sponse and meaning.

Between Information Society and Diversity
It has become increasingly important to have
such a premise today when the information en-
vironment becomes more complicated. For ex-
ample, on a digital screen, one action or exist-
ence can be grasped in detail from a micro-
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Prototype production concept exploring the interplay between multifaceted structures

and their fluid connections. Through spatial relationships, it attempts to visualize the intersection

of information, emotion, and connections.

scopic point of view, or can be observed in a
macroscopic picture. There, ambiguous and
multifaced views are mixed naturally. Today,
we accept such a situation as a matter of
course.

In designs under such an environment, a
systematically organized information struc-
ture is needed, but at the same time, a system
to develop relationships through interacting
with others is also needed. And we are
searching for ways to realize this system. A
face is lit in interaction with others, and a new
meaning emerges from a relationship. Flexi-
bility to accept differences in a framework but
differences in interactive way and view brings
forth various kinds of communication.

Multiple Faces of Relationship

This way of thinking can be applied to scenes
of meeting. When individuals with different
backgrounds and views meet, their personali-
ties and specialties respond to one another, and

the team slowly changes its nature. Rather
than a person taking a lead to put the group
together, a desirable relationship is where
dynamic gravity comes out while members
interact freely. The existing meetings and
organizations may be reviewed from multi-
ple viewpoints.

Communication in the past seems to have
been intended to convey information with-
out misunderstanding, and to share the in-
tention of the sender. This role is still re-
quired, and new relationships that could not
be developed through this role are expand-
ing before us. We need to create places to
consider together based on differences. Atti-
tudes to find hints of meaning through ever
changing dynamic relations may be required
among us in the future.

Form of Design to Open Relationships
We cannot understand spaces and time with
one interpretation, and the role of design is
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changing. Instead of showing the complete
image, we need to explore a loose structure to
accept changes. Instead of solving an issue
and responding to questions, we need to
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The essence of things has one form, yet appears
differently depending on perspectives and engage-
ment. As we interact, the connections among people
gently shift, giving rise to new meanings.
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create a place to continue to ask questions.
What we are trying to envisage is a future
where a mechanism for dialogues to continue
is designed and developed. Through design,
flexible sustainability will grow in relation-
ships. I consider that here lies what is de-
manded of future communication.

The true nature of things always changes
itself like a multifaced thing according to an
angle or relationship. Because of this, we are
asked what face and from where we need to
look at it. By repeating its selection and
combination, we may gradually deepen rela-
tions with others and society which are
changing. In my design practice, I would
like to develop multifaced views, and contin-
uous questioning relationships.

Noriko Murata,
Chief Designer, GK Graphics
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Communication Application
“HONO”

Communicating Ambiguous Feelings Softly
Schedule Adjustment Application

Created from Grey Communication

by Sharing Emotions with Hues

Sei Fujii
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In 2018, GK Graphics established “GK com.

Project,” taking advantage of design special-

ty as a means to expand its business into
product sales. Three younger members were
appointed. They were faced with problems
in unknown areas such as the e-commerce
system, marketing, and inventory control,
but continued their search for ways to create
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new values. The greatest challenge was to
identify what to offer as a graphic design
office.

Various ideas were pushed forward, but
without a decisive one, discussions went no-
where. A turning point was a comment by
a member who said that it was hard to turn
down invitations. She often received invita-
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tions to events from inside and outside the
office, but could not respond to them all.
She was worried about affecting relations
with the inviting person, and she might not
be willing to accept the invitation. But she
gets tired of expressing herself in words. Her
comment aroused members’ sympathy.

We have a lot of ambiguous expressions
in the Japanese language, which can be un-
derstood as both positive or negative. Am-
biguity may function as being considerate
or thoughtful, but sometimes, it may cause
misunderstanding or stress among listeners.
We named this specific conversation “grey
communication,” and considered it positive-
ly without denying. Thus, HONO was born
as a schedule arranging application to ex-
press emotions with color. It is a new style
to convey not only yes or no but to express
a mode and emotional leeway with colors.
“Today, I feel a little blue, but feel like meet-
ing someone.” We aimed to develop an inter-
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face to convey such an indescribable feeling
to be shared with others.
Unlike sales promotion, software develop-

ment does not care about inventory or logis-
tics, and once it obtains people’ s sympathy,
the software appears to be easily monetized.
For us graphic designers aiming for communi-
cation design, it was quite natural to go into
digital design. In fact, the process of applica-
tion development was harder than we expect-
ed. We had experience in graphic design but
not in application development. So, we went
through step-by-step trial and error efforts.
To use HONO, a user selects one from
among gradated hues which suits one’s
degree of desire to interact with someone and
shares it with that friend. It is designed to
convey one’s real feelings softly at a particu-
lar time without saying words. It can be used
to arrange a schedule by linking with Chat
and Calendar functions. Being simple, it can
be used for various purposes. In the process

aJa=k,—v3>7 7Y “HONO"/ I &

of development, voices were heard saying
that it can be used at medical care facilities
or schools and welfare facilities.

We would like to convey tenderness con-
tained in vague expressions without denying
them. HONO aims for an interface to sup-
port such emotions.

Sei Fujii,
Designer, GK Graphics
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Co-creating Designs
GK Graphics Members

Kota Kudo, Honoka Arioka,
Momoka Yoshida

GK Graphics covers a wide range of design
from corporate branding and products used
long in the public field, to packaging to enjoy
for a short period of time. What kind of re-
lations are kept in the firm to support such
creative activities? A mid-class member and
two younger members talk about their past
and current activities.

Kudo: This is the 11th year since I joined GK.
I have been engaged in branding, logos, sym-
bols, and packages. Lately, I oversee these

activities as art director, and I feel stronger re-
sponsibility.

Arioka: I joined here during the COVID-19

pandemic and now I am in the 6th year. I
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was appointed as chief designer this year.

For several years after joining, I worked
mainly for packages, but at the occasion of

becoming a chief designer, I began being in-
volved in branding. After working for work-

shops and user interface designs, I am now

responsible to give directions to various pro-
jects. T often propose designs using illustra-

tions and exploring the possibilities of using
them in many projects.

Yoshida: I am in the third year, and am en-
gaged in packages. I raise my hand to pos-

itively try various projects. I have had a
desire to do something different from others
and [ want to create designs my own way.

Kudo: I had the same desire in my second or
third year, and I thought that my design was
the best of all. But in the following years,
came to consider “Oh my senior member
thought in that way to create this design.” I
wondered why high reputation was given to
another persons’ proposal? Or what was
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lacking in my perspectives? And so on.
Yoshida: What you said appears to be mine
as well. Talking with others at an in-house
design checking meeting, I often noticed “Oh
yes. This can be considered in this way.” I
think it interesting to proceed together with
others with different views.

Arioka: At the beginning, I did not know
what I should do for a package design. And
5o, I proposed my idea according to the infor-
mation materials from the client. One day,
my boss told me that my recent designs were
not attractive, I need more out of the ordi-
nary designs. It gave me a shock. Certainly,
a proposal according to the instructions by
a client was accepted, but I did not enjoy it
while preparing it. So I thought I should try
to make a proposal that I like in addition to
genuine ones following client’ s instructions.
Later, designs using illustrations I am proud
of began to be taken up. Then I noticed that
my favorite designs were what people liked,
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and I came to work with pleasure.

Range of Design Proposals and Potentiality

Kudo: In many cases I positively submit de-
signs that I like as challenging proposals.
Many of the works assigned to GK Graphics

are daily commodities to get along with the

speed of changes in society, although it de-
pends on categories and projects.

Arioka: When I submit my favorite designs,
I try to keep the axis of a project. If my pro-
posal is swayed from the axis, it is screened

out relentlessly in an in-house checking.
Cute or interesting ideas cannot be approved,
because the client’ s intention must be incor-
porated.

Kudo: That’s what we call out-of-the ordi-
nary design ideas. As a director, I welcome

proposals that a designer wants to realize

by all means. I want to expand the range

of design ideas, in other words, wider possi-
bilities, to propose to our clients. Together
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From left: Kota Kudo, Honoka Arioka, and Momoka Yoshida of GK Graphics.

with my colleagues I would like to explore di-
mensions beyond what our clients conceive.
There are of course out-of- the-ordinary de-
signs which are not adopted, but it often is
the case that this kind of design might be fea-
sible from a business point of view.

Arioka: I know one case of illustration which
was not accepted once but was accepted for a
coming project “that design with that idea.”
Yoshida: It must be wonderful.

Arioka: At that time, in order to please users,
I proceeded my design idea together with
colleagues and client staff talking about
ways of expression and others. I sometimes
showed my design to office people who did
not belong to the target generation for their
advice. I consider we can proactively tackle
our assignments because all people con-
cerned are engaged in projects as one team.
Kudo: It is possible thanks to our good rela-
tionship with clients. While a broad cover-
age and variation in outputs are important,

GKZ 574y 7 A A UN—JHEE

there are cases where expressions of neat GK

style are requested. It is important to present

GK style designs so that we can create our

own brand image. However, for our business,
particularly in package designs, we need to

cover a wide range of design expressions to

meet trends. I sometimes feel that we are in-
volved in incompatible designs, but in fact,
both have the same backbone. We must con-
sider how to combine different expressions

and create designs that we can only propose.
This must be the theme for our generation.

Over Generations and Categories

Arioka: Covering a wide age range is a fea-
ture of GK Graphics. Because of flat office

culture, I don’ t feel generation gaps among

ourselves. What do you feel when giving di-
rection?

Kudo: I belong to the middle-standing gener-
ation, and so I understand what both older

and younger members think. Challenging
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ideas come out from comparatively younger
members. In my position to give directions,

to develop designers’ abilities, I always con-
sider consistency with requirements. It hap-

pens sometimes that a proposed design idea
is beyond the safe line of that category. But
T also understand the designer’ s intention to
try a new expression.

Arioka: If such a design goes well, it may
show innovativeness in that category leading
to our strength. We need to think such an
idea together through conversations.
Yoshida: Right. But I find it difficult to convey
what I have in mind with words. This is my
problem: how to tell others about the design
I have in mind. I often regret the difficulty in
describing my idea, otherwise, my idea would
be accepted. Because of this my ideas often
fail in in-house screening. But I admit that my
idea to be failed rather than being accepted if
I cannot explain about it with proper words.
I have danced for long and I think T am good
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at expressing myself. But being unable to ex-
plain myself logically is my weakness.

Arioka: I became involved in organizing

workshops, and through talking with many

people, I might have been trained. Before

that, I used to prepare a memo listing what

I wanted to say before an in-house checking.
What I find difficult as director at the time

of checking is to improvise my directions

to modify designs. I cannot give accurate

advice, and tend to give ambiguous direc-
tions which embarrass designers.

Kudo: I understand that.

Arioka: There are two types of designers, aes-
thetic and logical. We need to consider this

when giving directions. For example, I need

to explain “being mature” concretely with

a proper expression. I admit that I am still

under training.

To Communicate Designs
Kudo: I find the importance of communicat-
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ing with words. In the past, when a person

with decision power said “This is cool! De-
cided,” it was a final decision. But now we

must explain why a particular design is good.

Arioka: When consensus building about a

design is conducted inside a client, the person

in charge must explain about the design to

many people. Therefore, we need to verbal-
ize our design.

Yoshida: [ agree that we need to explain but at
the same time I have a hope to create a design
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that people will admire without explanation.
Arioka: Yes, that’s what we should aim for.
It is the basic principle of communication
design to convey messages with designs as
our outputs.

Kudo: That’s right. Verbalization to create
designs together will become more important
from now on. This is a strong point of GK
Graphics as we have created designs through
co-working and team work. We would like
to consider future designs while continuing
our conversations.

Kota Kudo,
Chief Designer, GK Graphics

Honoka Arioka,
Chief Designer, GK Graphics

Momoka Yoshida,
Designer, GK Graphics
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I LOHAS Natural Mineral Water Label-less bottle |

Planning and production by Coca-Cola(Japan) Company, Limited
DOOR | Milbon Co., Ltd.

Lipton Carton Series | Morinaga Milk Industry Co., Ltd.

Refresh Squeeze —pink grapefruit mix— juices | Kagome Co., Ltd.

: HAVARY’S Natural Water | Havarys Inc.
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for Utsunomiya Station East for Utsunomiya Station East

TOKYO BRT

07
06: HE-FHELRT h—X A FH A4 > | FHEETT. AT 06: Haga Utsunomiya LRT Total Design | Utsunomiya city, Haga town
07: ®IEBRT VIZHHE | REEE/ Bk~ 2 EA 4 07: Tokyo BRT visual identity plan |
08: B4 B2 80000%R (0D E Y | o v R <—2 | 30 AR LA Tokyo Metropolitan Government/Keisei Bus Co., Ltd.

08: Limited Express Series 80000 “HINOTORI” symbol mark |
Kintetsu Railway Co., Ltd.
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Symbol mark for Tokyo Metropolitan University |

Tokyo Metropolitan University

Tendo Onsen Hot Spring Turret | Tendo Onsen Association/Co-creation:
Yuki Architects Studio

11: Eco Mark Rebranding | Japan Environment Association
12:

Lumada Innovation Hub Tokyo visual identity and space planning |
Hitachi, Ltd.

Tokyo Hearing Care Center visual identity plan | Vernal Brothers Inc.
Comprehensive Design Support for the Marunouchi Hotel |

Mitsubishi Estate Co., Ltd./Mitsubishi Estate Hotels & Resorts Co., Ltd.
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Yamaha Motor Font Condensed
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VersaWorks 7 RIP software GUI and visual identity | Roland DG Corporation
GK Graphics 30th Anniversary Exhibition | Independent Research

Sign and display design for Suica Green Car ticket vending machine |

JR East Mechatronics Co., Ltd.

COTOCATA—Dblocks built by communication | Independent Research

: Yamaha Motor Font | Yamaha Motor Co.,Ltd./Co-creation:

Kamimura & Co. Inc.
Visions of the Future | Independent Research
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Inherited Identity

Masaki Makino

This GK Report devoted to GK Graphics is
compiled chronologically. There are not
many freelance design offices with a 40-year
presence. Therefore, we consider our strength
can be expressed by presenting our DNA on
top of the past achievements and trust. I will
look back into our past and our identity for
our future direction.

Present: Quality Communication

GK Graphics advocates Quality Communica-
tion. As the roles demanded on design are
widening, we aim to have not only communi-
cation with consumers through our products
but we emphasize the process to accompany
clients and help them to determine and utilize
designs at their initiative through co-creation
with them. Accompany here means to devel-
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op long-term relationships with them, which
is a core of our professionalism.

History: Trend of Modern Design
Since the beginning of the GK Design Group,
we have followed the trend of modern design.
Simple and functional expressions using the
grid system and organized typography that we
usually apply are part of our routine processes
to organize visual information and control
messages in package designs and branding.

Industrial Graphics started from a compre-
hensive design perspective in the early GK
Design Group and have been carried on as a
cubic design method for containers. Today,
it is used in bottle designs such as hair care
products and beverages. In addition to ap-
pealing designs on a shop shelf, a user-orient-
ed approach is taken in order to find an ideal
form at the place of use.

Further, considering the near future, we
have kept a culture to make independent pro-
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posals on social issues. This began with the
“GK Exhibition” held in the early days. Pro-
posed designs exhibited in the 30th anniversa-
ry exhibition are still fresh in our memory.
These proposals present our social appeal as
an independent design office, and an impor-
tant stance in considering design.

Future: Humans Live as Humans
Present society is undergoing changes from
the overall optimization system centering on
efficiency and rationality based on mass pro-
duction to the personal optimization practice
valuing the tastes of various users and indi-
viduals. It sometimes happens to prepare var-
ious graphics for one product to allow users
to choose one they like, or to apply mecha-
nisms to customize products according to in-
dividual users’ needs.

Because of the rise of Al it is foreseen that
the right of determination and choice will be
taken over from humans in the future, and
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“what is correct” is being questioned today.
In the meanwhile, social uneasiness because
of social division and disputes is heightened, a
desire is mounting to search for identity for
humans to live as humans to survive an exis-
tential crisis in the unforeseeable future.

Activities of Independent Proposals
In this special issue, independent proposals
are introduced under Future. They are not in-
cluded in our routine work. The core of these
expressions is something delicate and ambig-
uous, emotions or relationship that only
humans have and that cannot be expressed in
a simple 0 or 1. It is an element as the axis of
values in the time ahead. One keyword is
Emotion. Noting personal senses and getting
along with them has become an important
theme in designs today, its importance will be
increasingly emphasized.

Samples introduced here are proposals in
the graphic field regarding relationships be-
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tween a person’s inner self and others. Look-
ing at them, I feel that these represent the
stance of designers who deal with consump-
tion products closely related to people’s life
and sentiments. Their attitudes are to pay
close attention to people and to face whether
their needs are strongly expressed. This re-
search-type work is at the base of our activi-
ties at any time.

GK Graphics Members and

Their Personality

To close the Future part, a roundtable talk by
younger members will be reported. They con-
tinue to grow, meeting challenges with inno-
vativeness and suggestiveness as designers
while going through struggles and troubles in
their work. They shed light on what they
think at creative scenes. Ishare some of their
troubles, but I find that they are faced with
challenges to explore new design fields that
we had never experienced.
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Through communication among members
and design education, individuals and GK
Graphics as the office have a space to grow
together. Whatever happens in society, we
keep the stance of co-creation among col-
leagues and others and skills which have been
inherited from the past to the present. I trust
that this asset will be carried on in the future.

I pay respect to all concerned, including cli-
ents, interested people, designers, cooperating
companies, and at the same time I envisage
that the range of co-creation will be broad-
ened beyond our direct clients and co-work-
ing people, so that eventually an unthinkable
field of creation evolves. I wish the spirit of
GK Graphics cherished so far will be inherit-
ed by future designers who create new values
in coming times.

Masaki Makino,
Executive director, Project manager of
40th anniversary project, GK Graphics
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Kazuo Tanaka’s “ Exploring the Diversity of Design” Published

In September 2025, Kazuo Tanaka, president and CEO of GK Design Group, published
his second book, “ Exploring the Diversity of Design" Building on his previous work, " De-
signing for Essential Values, " this volume addresses the social significance of design
today and aspires to serve as a compass guiding the vast ocean of challenges design
will face in the future.

Exploring the Diversity of Design

Author: Kazuo Tanaka

Release Date: September 25, 2025

Publisher: Life Design Books

Price: 2,300 yen (excluding tax)

ISBN:978-4-910974-10-1

Amazon.co.jp
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The Kintetsu Railway New General Passenger
Car, “Type 8A,” won the Laurel Prize

GK Industrial Design was responsible for the exterior
color design of the “Type 8A" for Kintetsu Railway Co.,
Ltd. The new car, which is used for general regional rail
services, was awarded the 2025 Laurel Prize by the
Japan Railfan Club, an organization of railway enthusi-
asts nationwide.

The “Type 8A" is the first next-generation general rail
car built in 16 years and was produced with the concept
"ATrain that Makes You Want to Live Near the Kintetsu
Line” When designing the exterior color scheme, GK In-
dustrial Design incorporated the traditional red color of
general Kintetsu cars and white, utilizing three-dimen-
sional color block structures to convey the authentic Kin-
tetsu quality and elegance of essential transportation.
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The Butler Car Led the Parade
in the “Keihanna Expo 2025” Avatar Challenge

On May 25, the Butler Car led the Avatar Challenge 2025
parade, which was held as part of the Keihanna Expo
2025 in Keihanna Science City. The Keihanna event coin-
cided with the 2025 Osaka-Kansai World Expo. The
Avatar Challenge featured competitions with remotely
operated robots in Keihanna Science City, which is home
to over 150 research facilities, offering a glimpse into a
future where humans and avatars coexist. Designed by
GK Kyoto under the theme of slow minimal mobility, the
low-speed compact EV Butler Car played a symbolic role
in leading the way to future society.
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Kazuo Tanaka Appeared at the Red Dot Design
Award as a Presenter

Kazuo Tanaka, President/CEO of GK Design Group, pre-
sented at the Red Dot Award: Product Design 2025 cer-
emony.

The Red Dot is one of the world’s most prestigious
design awards, dedicated to excellence and innovation.
The ceremony is traditionally held at the Aalto Theatre in
Essen, Germany, with great pomp and circumstance.
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Tanaka, who has been a member of the Red Dot Award
jury for many years, took to the stage as a presenter for
the first time. He played an important role in presenting
various trophies, including that for the winner of the
‘Best of the Best' award.
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OA Proto Exhibited the ‘OA-0X"
at Automobile Council 2025

Designed by GK Design Soken Hiroshima, the "OA-0X"
from OA Proto Corporation (hereafter referred to as “OA
Proto”) was exhibited at the "Automobile Council 2025,"
held in April 2025. It is the second model in a series of
three-wheeled bikes, following the “OAO0,” which was de-
veloped as part of the OA Proto OA100 PROJECT.

Additionally, a commemorative plate called “CHRONO"
was produced in collaboration between OA Proto and GK
Design Soken Hiroshima to celebrate the Council's 10th
anniversary.
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GK Kyoto Designed and Produced Exhibition
at the Nichizu Design Museum

GK Kyoto was responsible for the design and production
of the exhibition, “The Evolution and Expansion of Dyeing
Patterns: From the Modern Era to the Future,” which was
held at the Nichizu Design Museum within the Kyoto In-
ternational Exhibition Hall or Miyakomesse in March
2025.

The exhibition centered on the exceptional skills and
legacy of Shigeru Tachiki, a Kyoto Yuzen dye stencil arti-
san who was active from the early Showa period through
the Heisei era. It featured delicate, hand-carved dye
stencils, collaborative pieces with contemporary artisans
using archived stencil patterns, and demonstrations of ar-
tisan techniques with hands-on experiences. The exhibi-
tion space was designed to convey the industry’s time-
less appeal and the importance of preserving these
techniques and culture for future generations. GK Kyoto
was responsible for the exhibition’s overall design, includ-
ing the concept, venue planning, display design, signage,
promotional tools, and operational support.
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Digital Microscope <HRX-02>
Hirox Co., Ltd.
GK Industrial Design

GK Industrial Design was responsible for the design of
the main unit, lens unit, tilt stand unit, and dedicated
controller of this flagship digital microscope model.
Our design focused on quality details, unwavering reli-
ability, and intuitive usability to prevent confusion, even
during blind operation. It is also compatible with previ-
ous products and existing lenses.
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Limited Express “Mahoroba” Renewal Design
West Japan Railway Company
GK Design Soken Hiroshima

We designed two exterior color schemes for the limited
express train that connects Osaka and Nara. The train
is named the “Mahoroba Annei” and the “Mahoroba
Yukyu.” The exterior colors, graphics, seat fabrics, and
logo incorporate elements of Nara’s history and local
charm. The designs express the city’'s core messages
of annei (peace) and yukyu (eternity). In addition to de-
signing the car bodies, we created promotional materi-
als, including a website, posters, and pamphlets. The
Annei began service in March 2025, and the Yukyu is
scheduled to begin service in October of this year.
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The seat features an arranged Hosoge floral pattern. The logo mark incor-
porates motifs such as deer, goldfish, and Yamato vegetables into a Kara-
kusa vine pattern.

RRXCHERN RREMEAZTHIEHEE MAHL
Koji Matsumoto from the Nara Prefecture Governor’s Office
Expo Promotion Division collaborated on the Nara Cultural Research.
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Demonstration operations are underway in the Otaru Canal
and Tokushima City, Japan. A gradual transition to the new
model is planned. Additionally, a collaborative project with
e-Ride Base is set to begin in October in Minato Mirai,
Yokohama.
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New Model of HARMO
Yamaha Motor Co., Ltd.
GK Kyoto

GK Kyoto designed the new model of the next-genera-
tion Electric outboard motor, "HARMO.” With the
design concept of “Smart & Elegant,” the gradually in-
clined rear silhouette and significant size reduction
create a sense of unity, or Harmony, with the boat. Sales
began in Europe last fall and in Japan this year.
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URASHIMA 8000 New Exterior Coloring
and Logo Design

JAMSTEC

GK Dynamics

GK Dynamics updated the exterior color scheme and

graphic design of the URASHIMA 8000, a cruising au-
tonomous underwater vehicle (AUV). The new graph-
ics on the hull visually emphasize the vehicle's en-
hanced exploration capabilities compared to the

previous model. Elements such as the number 8 and

an abstracted Mount Fuji juxtaposed with the Japan

Trench highlight the vehicle's 8,000-meter operational

depth. The logo depicts an exploration vehicle in action

in the ocean and is designed to be approachable for

people of all ages.
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Thermos TCSZ-1000 Bottle Design
Thermos(China) Housewares Co., Ltd.
GK Design Shanghai

GK Design Shanghai designed this reusable water
bottle for the Chinese market. Its rounded, plump, and
adorable shape is inspired by classic honey pots. The
accompanying bear character was designed to empha-
size the product’s appeal through cuteness.
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Society 5.0 and Future City “Mirai Arcade”
MONTAGE Inc.
GK Tech

GK Tech was responsible for every step of creating the
“Mirai Arcade” game content for the “Future City"” pavil-
ion at the 2025 Osaka-Kansai Expo, from proposing
gameplay concepts to implementation. With the under-
lying concept “The Future is in Our Hands,” the game
provides an intuitive experience for people of all ages
and encourages them to consider the various challeng-
es that urban infrastructure faces, including communica-

tion and energy problems.

38 GKReport No.48



Column

iH H b 1R

30. #h[X|

A=K7 xR H—FERE L L BIE, HIR S iz
ERHT2Z L300 dnllaot, KT TV IiTkY
Hith & CoRERKIETREND 2L, HAx0BMIZH >

TR 2 IR S D Z ERAM Lo T D, iz,

EZRWTHEZ B EERTE S 2 L13, b0
BB+ 5 5 2 CIEBIRMRNE, S5 IFEHNBO
JAFRREE TR SR, EROMKEL EoE#EA S Z
LIWRTEL LS ILR>TWN5D,

MR AT B THEBZ H D B B (R, B4 L &
FTRIND, EARMAPRBEITS BHABOTHNTEY,
Y IZH o CTIHF MBS SIS hTns, HEV AL
NTWRWNESRIBY AT TIEZDOLFTOA A — Y RHX
A WHEDLH DM, TEY L 5 FRAHIE R 2 i & L
T ZOREFRERLY AT A1F, Y A THEENLRLDE LT
% OETH SR TV,

—J CHAROERRLIFHERIT L B HHRRX S TES

nN5, HIh~OREK 2505 121, 2R L8 L 0Bk Z L
DTHERT 2LERD S 5 2. A NTHZER SRS
N2, FRCEEP BRI NLIZFES X 572, #ETIX
AR, EE A L MBS L DRk o AR ICEE S
feewsd, AAROEFEL Y 27 2RI Z < DRIk
RVDDOH D,

HA TN 4 & Tt oo B2 X & /R4 #4033 0 H
TV Z N L, HHTRENR Eic kv RbhvpiF i
RO HEE>TWD, =2—3—27 DSOHO
(South of Houston street) &, 8V 4 Z kIR & L7223 AR
FdIITBN R WX A 7208, SRz E R Rz L
POMRICH B L iz oTe, (TERWEIIIC EY G
Ews HMEEMNT, A ZMBZEMTZEZonFE L
THUKNZIZ LR TERANE ATV D IE T,

FB ) torvnss
GKF V1 W T B 1%

Dougu-Culture Crossroad
Isao Tezuka, Executive Managing Director

30.

As smartphone applications and car navigation systems are
widely used, we have come to rarely use printed maps. A digi-
tal map application shows us the shortest route to our destina-
tion. We now obtain map information instantly. It is efficient
to confirm the location where you are easily, when you visit an
unfamiliar place. Furthermore, the map shows the streetscape
and local features of a destination more than a conventional
printed map.

In the western countries, addresses on a map are indicated
by street names and house numbers. All streets, even small
ones have names and houses are given numbers along the
streets. It may be difficult to imagine the area from small
street names, but addresses are given along with the linear geo-
graphical information. This address system is simple and logi-
cal; thus, it is employed in many countries.

In contrast, addresses in Japan are given according to a

Maps

district in a city, town or village. Houses are numbered within
the district with no reference to street names. In order to iden-
tify a route to a destination, one has to find how the address is
related to streets nearby. As not all streets are given names,
visitors from the west seem to have difficulty in reaching their
destinations. It is known that Korea has recently changed its
addressing system using street names and house numbers as in
the western style.

In Japan, because of municipal mergers, some historic
districts have disappeared from maps, but some lost district
names are remembered by people. SOHO (South of Houston
Street) in New York, for example, is a district name which
does not appear on maps, but since artists and designers began
to live in the area, it became a famous district. As such, maps
can contain much information for readers to understand spe-
cific areas in addition to help them reach their destinations.
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Post Editorial
When traveling, I often visit a local museum to learn about the histo-
ry of the place. Many of these facilities have outmoded facilities,
hand-made captions and explanations, and an overwhelming volume
of materials. Though being enjoyable, I find it difficult to understand
their exhibits. But changes are occurring to these facilities. Some are
rebuilt. Tools which are hardly understood without explanations by
an expert are shown how they were used in those days with videos
and AR devices. The power of design can be felt to apply technologi-
cal advancement and systems to help every person understand with
pleasure. Visitors come to have a favorite feeling toward that place.
They develop deeper sympathy toward the local culture. Irealize
that design and technology can enhance the quality of experience.
Ayako Iwata
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