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PUBLISHER MESSAGE

Design enjoyed by many people

The other day at a store, | happened to see an excellent design that would make
people's lives easier. It was nothing more than a string bag and a handle for a
watermelon.

In fact, a watermelon bag is common and not a big deal. However, it was
designed with much consideration for people's convenience. It made me realize
that design need not be expensive nor appeal to just a select few. Design should
be for everyone. The watermelon bag struck me as a good example of this.

Design culture in the 21st century has moved from producers to consumers.
Ordinary people now have a strong interest in design, and it is difficult to find
sectors where design is not applied.

Moreover, advanced countries are applying design to intangible services such as
preventing crime, administration services such as tax services, and learning
environments.

These days, more and more people are recognizing the value of design. We see
and use design every day. Looking ahead, the KIDP will put its utmost effort into

creating an environment in which people can enjoy design in their lives.

Thank you.

President & CE0 Kim Hyun-tae
KOREA INSTITUTE OF DESIGN PROMOTION
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TALK OF THE TOWN PSSD

TRYSUMERS

Source : Trendwatching.com

designdb*
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Hate the name, love the trend. TRYSUMERS are transient, experienced
consumers who are becoming more daring in how and what they consume,
thanks to a wide range of societal and technological changes. Here°ds our
stab at defining the phenomenon:

To get you going, here’s a list of observations on what's encouraging a
growing number of consumers to morph into TRYSUMERS:

Living in a world of abundance means there’s loads to try out, and it
doesn®°@t hurt that millions of members of GENERATION C(ONTENT) are
adding to the pile of unique, original niche content and products. Niche of
course being the new mass, as consumer societies are now about standing
out, not conformity. Which in turn means an encouragement to explore
one’s often broader-than-assumed taste

As saturated, experienced consumers can draw on plenty of past
experiences, and know that many more experiences will follow, it's easier to
cope with possible disappointment stemming from trying out the unknown.
For example, a weekend spoilt by bad weather is more acceptable knowing
another three or four trips are planned for the rest of the year.

Not only are more consumers making more money than ever before, lots of
products and experiences have actually become cheap as hell. From TVs (the
price of televisions has fallen, on average, by 9 percent each year since
1998, according to U.S. Labor Department data) to low fare flights. 1t°@s
never been more affordable for consumers to try out new products, or to
travel and try out new destinations and experiences.

And how about the growing infrastructure of services that let TRANSUMERS
rent instead of buy? From handbag subscriptions to super car sharing, a
myriad of schemes make it possible for consumers to try out and sample
(luxury) goodies, while spending just a fraction of ownership costs.

Latest spotting in this field: British Fractional Life, which offers consumers an
extensive overview of companies that offer asset sharing schemes. The
website's categories read like a summary of life's spendy pleasures: from
fine wines and racehorses to classic cars and helicopters, all of which are
available in shares or time-slots. Find plenty more TRYSUMER meets
TRANSUMER examples in our TRANSUMER briefing.

Quality is hygiene these days: even TV sets and irons from obscure brands
found at Wal-Mart work flawlessly. Another incentive to try out the
unknown. And yes, to be less brand-loyal. A telling finding: only 26 percent
of digital camera buyers say they would purchase the same camera brand in
the future -- down from 35 percent in 2005, according to the J.D. Power and
Associates 2006 Digital Camera Satisfaction Study.

"While price and picture quality remain strong purchase motivators,
competitive parity is making product features, functions and brand
reputation less important to consumers,” said Steve Kirkeby, executive
director of telecommunications and technology research at J.D. Power and
Associates. "In a market where there is increasing product parity, listening
and effectively responding to the voice of the customer is crucial to
manufacturers in providing products that will improve satisfaction and

solidify loyalty."
06 07
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Since advertising is as trusted (or appreciated) as a certain president with
two more years to go, performance is once again becoming increasingly
relevant. (Forrester reports that only 13% of US consumers admit that they
buy products because of their ads, and a paltry 6% believe that companies
generally tell the truth in ads.) So trying out and sampling may well become
the new advertising.

Two years ago, we dubbed this growing trend TRYVERTISING: "There's not
even a 'relationship' anymore; there's a cold, calculating, experienced, and
demanding consumer, and there are humble companies. So introducing
yourself and your products by letting people experience and try them out
first, is a very civilized and effective way to show some respect.”

Not surprisingly, an entire TRYVERTISING infrastructure — from 30 second
samples on iTunes to firms specializing in relevant product placement — is
now in place, enabling consumers to try before they buy.

Here's a list of (mostly recent) TRYVERTISING spottings that deserve
attention if not copying,...creative replication: Nike Trial Vans are currently
touring the UK/Ireland, France, Italy and Spain, stocking 1,000 pairs of
shoes. It's a free trial, no strings attached. To deliver on the crucial element
of TRYVERTISING, total relevance of placement, the vans will pop up in
places where people actually run. From athletic events to well-known
running spots.

In their own words: "Give your target audience your product sample when
they are most likely to try it, and associate unforgettable memories with the
experience. Your target consumer is greeted with your product sample on
the first day of their vacation. At a time when they are without their 'stuff'
from home and will have up to 7 days to form a new habit with your
brand.” Absolut is already a client, as are Colgate-Palmolive, Kraft Foods
and Unilever Group. Planes, trains and rental cars to follow?

And as everything is being upgraded, Premier Bags is going after the niche
of strategic product placement, targeting affluent, luxury-minded men and
women. Think goodie bags that are filled exclusively with luxury samples
(from Prada perfume to Ghirardelli chocolates) and valuable gift certificates,
placed in First and Business Class cabins on Continental Airlines (US
domestic flights). Premier Bags are hand-delivered by First Class crew
members on flights to Los Angeles, San Francisco, San Diego and Seattle.

Apple's retail stores 7 Back on terra firma, Turkish diaper brand Evy Baby is reaching out to parents

by placing changing rooms in shopping malls. The diaper manufacturer has
already installed 22 BebekEvy's in Istanbul, Ankara, Izmir, Antalya, Adana
and Mersin, and is planning to get to 100 in 2009. Each clean and cheerful
room has a changing table and comfortable chairs for nursing. And, of
course, samples of Evy Baby's products.
Experience stores, make way for try-out stores: Apple's retail stores, with
their elaborate try-out facilities, saw record sales during the last quarter of
2006, posting revenues of USD 1.1 billion. The company opened five new
stores during the quarter, for a total of 170 retail stores. AlImost 28 million
TRYSUMERS visited the Apple stores in those 3 months, which works out to
13,000 customers per store each week (source: macNN). Time to add a bit of
performance-testing to your own stores or outlets?

designdb*
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FRONT ROW 100% Desigyn London

24 - 27 September 2009

With a focus on innovation, creativity and
sustainability in 2009, the aim is to offer everyone
an unprecedented experience that opens up a
two-way dialogue between designers and visitors.

100% Design London celebrates 15 years of design excellence at
Earls Court this September with an unrivalled array of talent under
one roof. 350+ exhibitors will demonstrate design diversity from
furniture and fixtures to innovative building materials. 100%
Design London features world-class interiors show 100% Design,
cutting-edge materials exhibition 100% Materials and emerging
talent showcase 100% Futures. Besides this main exhibition,100%
Design London has prepared various programs to deliver
meaningful messages.

Designersblock London 2009 Designersblock London 2009 takes
place over 5000 square meters of space alongside 100% Design in Earls
Court One. More than 50 established and emerging designers, collectives
and design companies will present furniture, lighting, textiles, accessories,
digital animation, musical instruments, installations, concepts, design
services and design product. Materials Feature For the 2009 edition of
100% Materials, curator and designer Chris Lefteri has based the materials
feature around the idea of deconstructing and reconstructing - an
approach that aims to encourage designers, usually so preoccupied with
making things, to learn how to plan for the unmaking of things as well.
The Brompton Bike Tours and Live Assembly The Brompton Tours
in collaboration with JAM at 100% Design London. Linking 100% Design
London with the Brompton Quarter, creating easy transport links and
guided tours to and from both areas. Brompton will also demonstrate the
engineering, human intervention and customisation involved in their bike
assembly by having it demonstrated live at the show. The Box Project -
NoChintz The Box Project competition asks creative's to design the
interior of a 2x2x2m micro building. The building has been developed for
simplicity of build and so it can be easily transported. The pre-fabricated
cube takes up minimal storage space and will be adaptable for many uses
such as retails space, kiosk, café or even a spa. Studiomama Working
with Nina Tolstrup's Pallet benches to create a sustainable seating area.
The instructions to make benches are sold online for people to find their

designdb*
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own discarded pallets to make seating. Artists and designers will
customise a few benches for the show, which will be auctioned off to raise
money for the Lugano slums in Argentina, where these pallets are often
made in unsafe workshops. Doing it for the Kids - [Re]design An
exhibition of sustainable play design from [Re]Design. They will be
showing toys and other products that inspire designers, educators and
parents to be more critical and creative. A diverse group of [re]designers
will be selected to participate in the project to build a rich picture of the
potential and possibilities of positive, greener play. Doing it for the Kids
looks at sustainable design through the product lens of toy design.
Metropolitan Works - Rapid Prototyping This area is about bringing
a live workshop element to the show, where visitors can not only
participate, manipulate and become a part of the design, but also watch
demonstrations of machinery in use. Examples of exploratory work,
stations to test drive software programs and advice from professionals will
all be at this year's event. Skystation - Peter Newman and
Futureeditions Inspired by the form of Le Corbusier's iconic LC4 chaise
longue, Skystation is a circular sculpture that acts as a piece of public
seating. Designed by Peter Newman and developed by Futureeditions as a
limited edition of 100, it encourages contemplation of the vast expanse of
the space above and beyond. Perception of Colour - Rob & Nick
Carter with Pantone® 2700 Pantone® swatches will be laid out for
1000 members of the public to select colours from the whole Pantone®
range that, in their mind, best represent the seven spectral colours: Pink,
Red, Orange, Yellow, Green, Blue and Purple. Their choices will then be
physically stuck onto large wall-mounted sheets of aluminium, creating
seven large monochromes that will evolve over the course of the
exhibition. Park benches - Corian A series of quintessentially British
park benches in an area of the show providing the opportunity to take a
moment of respite, a welcome pause, revealing a new perspective on the
show. White Corian will be used to mimic a typical park bench with a
twist using new technologies and touches of British colours. Spunique To
promote up and coming design talent, yound designers are invited to
submit their products for inclusion on Spunique - a website that shows
work from different generations of British designers. They should make
good use of simple production techniques and be made in the UK. The
winning designs will be exhibited at 100% Design and offered for sale on
Spunique.com. Focal Shift - Jake Dyson and Jason Bruges Studio
Using Jake Dyson's new Motorlight Wall; the first remote control, variable
angle wall light to be developed for use in commercial and residential
spaces. This intelligent, ten panel installation will create a wall of light
that transforms as the luminaries cycle between their narrow and wide-
angle beams, creating striking patterns of shadow and light. The Bike
Feature - JAM Bringing together creativity in the emerging world of bike
design and bike culture. The Bike Feature is being developed by JAM in
support of Cycle to Cannes. The feature will Show examples of leading
edge designs from brands such as Biomega through to experimental bikes
inspired by Bauhaus and bamboo construction. This will be a dynamic
glimpse of different subcultures through bike design.

—
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Dogleg chairs by Derek Welsh
Durable, humorous and fun to sit on
the 'Dogleg’ chair has been designed
with an angled back to

accommodate the sitters easy elbow
rest position.

The UK's leading contemporary interiors
event for the contract market, attracting
] d : key manufacturers, star designers and
Reie chair by Pli major specifiers from the UK and
100% recycled computer games overseas. There is no other show that
consoles: The Reee chair is Pli's best- .
connects the worlds of architecture and

selling product. The curvy black . . .
plastic seat and back of this design with innovative, contemporary

comfortable, stylish chair are made interior products, creativity and an
from 100% recycled computer games exciting mix of new and established
consoles. talent.

Armchair by OpusDV
Asymmetrical Armchairs and Sofas -
part of OpusHome upholstered
furniture collection.

Lovesick Bunnies Sweet Stand by

Undergrowth Design

Undergrowth design produces highly
collectable tea ware in ceramics which

makes tea drinking a fun and flirtatious
affair.

Lovesick Bunnies Sweet Stand by
Undergrowth Design

10111
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Sugarspin

by Beate Einen Glass Design
Dimentions: w 40cm, d 40cm, h 97 cm
Materials and finishes: glass, light
fitting, light-bulb

Owls by Matt Pugh .
Owls, shown here made from An unmissable showcase for the best

walnut and oak emerging creative talent from around the
world, 100% Futures reveals tomorrow's
design superstars. Edgy, dynamic and
experimental, it is part of leading
contemporary interiors event 100%
Design. It is also the place to spot talent.
Over 50 exhibitors will be at this year's
100% Futures include furniture from Alex

Dinner for Tonight floor lamp Brac.iley, lighting from Benjamin Hubert,
by Another Ceramic textiles from Ayme Fitzgerald.
"Containers” that we see every day and which
always existed on top of a kitchen table - the
"containers” that we are using right now present
yet another possibility that we previously haven’t
recognized above and beside the kitchen table.

Spill Milk mugs by Another Ceramic

The amusement of having a cup cut in half was expressed.

The spilled-over milk serves as a saucer and a small empty plate.
It was made in two sizes, mug and espresso.

designdb*
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Architects and designers are hungry to
source new ways to develop the
aesthetic, technical, and sustainable
qualities of projects.100% Materials
s —
material made of luxurious tin. Each .

and every piece of MOONLIGHT is cast materials, surfaces, components and

by the hands of master tin craftsmen. processes to actively engage 26,000
specifiers and get short listed on live and

future architectural and interior design
projects.

Moonlight wall tiles
by Tashiro Alloy

Bolidt Sensation flooring in
the Bubblebar at beijing
Watercube

Bolidt Topsynthetics of Hendrik
Ido Ambacht has designed and
fitted a very special floor to the
VIP bar in the Olympic swimming
pool in Beijing. The colour and
image of the floor on which
during the Games there will be
many celebrations matches
seamlessly to the unique
architecture of the “Water Cube
designed by the Australian
architects PTW Architects.

n

ES Salmon leather
They offer custom designed and fitted
decorative pieces to accommodate various
classic, modern furniture and interior design
needs.

2113
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global.designdb.com Reporter's Story

D I .’ I ( i N I I { .' Sun-Jung Lee
email : marianna97@hanmail.net
Lee majored in environmental design and
interior architecture. Lee won a prize at the
Korea Interior Design Awards and worked
for Igong Interior.

Lee received a master’s degree in
environmental design (Maitrise) from
Université de Paris 1 Panthéon-Sorbonne of

France and Mastere Specialise Creation et
A first-floor showroom of Kartell. Inside the room are plastic chairs and lighting instruments Technologie Contemporaine from Ecole

Nationale Supérieure de Création
Industrielle ENSCI.

After working at ENSAD Lab , IKEA and
Wilmotte & Associes S.A, Lee is currently
working as an interior designer at Didier
Lefort Architectes Associese.

Summer in Paris becomes a lively and new place
filled with street festivals and events as grey clouds
clear up like magic to reveal a blue sky full of warm
sunlight. Among these events, the long-awaited
Designer's Day is held each June. In a huge exhibition
hall, design salons with all brands gather together
and provide a great spectacle, but Designer’s Day
urges visitors to look at the map and try to find the
design shops by walking through the Parisian alleys
on a beautiful day. Another charm of the event lies in
the showrooms. During the event period, the goal of
the shops lies not just in selling the design products,
but in the creative displays executed by designers
depending on the yearly theme of Designer’'s Day.
These showroom designs are as impressive as the
design products displayed in the showrooms.

Designer's Day began in 2001 in Paris and celebrates
its ninth birthday this year. Design objects created by
world-famous brands are displayed, with greater

designdb*
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The entrance to the exhibition room of Roche Bobois on 2009 Designer's Day
produced by designer Elizabeth Leriche who showed a trend in 2009 Maison &
Object.

N

AN\

i

A second-floor showroom of Kartell, a world-renowned Italian furniture company,
which became famous for a transparent plastic chair of Philippe Starck. Kartell
produces excellent modern furniture and lighting products.

On the red wall is Book Worm, a bookshelf that can be bent.

numbers of visitors attending the event each year, marking it as one of
the most important events of Paris. This year's theme is the Secret of
Design. What secrets hide behind the design objects that make our lives
more abundant? What alchemy helps create a design loved by all
people? Throughout the history of design, what kinds of secrets are
hidden? The theme <Secret of Design> is expressed differently in each
showroom, exceeding the expectations of over 40,000 visitors. Visitors
were provided with an excellent opportunity to ask questions and come
up with answers themselves by pondering on the theme from his/her
own perspective.

You can touch the objects with your own hands, sit on them and take
pictures. Designers as well as middle-aged couples and young students
enjoy the designs, looking, listening and touching them as well as
asking questions. The objects are no longer luxury items by famous
designers displayed in luxury shops, but objects accessible to Designer’s
Day 2009 visitors. The exhibit also makes us think once again about the
value of design, not only from the viewpoint of the beauty of design
expressed in shape or color viewed by our eyes, but as a source of
happiness and vitality in peoples’ lives.

—p—

Global Design DB Dot Com (global.designDB.com) is
Korea’s first English-language design information site
which informs the world of Korean design and
designers, latest design trends and news.

NEWS News on domestic and foreign design and design policies
TREND Latest design trend issues, design reports from 13 countries
WORKS GD(Good Design) works and major prizewinners at the
Korea Design Show
PEOPLE Profiles and portfolios of next-generation leaders,
stories on and interviews with renowned designers
COMPANY Profiles and portfolios of excellent design firms
SOURCE Calendar on design-related exhibitions and events around

the world. Stories on design organizations, groups and
colleges in overseas countries.

KOREA INSTITUTE OF DESIGN PROMOTION

Kico

A second-floor of
Roche Bobois where
people see trends at

one time by
matching all about
interior design such
as wallpaper,
furniture, cushions
and carpets.

—
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Theme National Branding

Jorge de Vicente :Master of Arts in Law and Diplomacy Thesis 2004 © 2004 Jorge de Vicente
under the advisement of Professor Bernard Simonin of The Fletcher School, Tufts University htto://fletch
: r.tufts.
Title : STATE BRANDING IN THE 21ST CENTURY e Iffletcher.tufts.edu

1) THE RISE STATE BRANDING in the 21st century

1.1.. What is it?

State branding is about using strategic marketing to promote a country's image, products, and attractiveness for tourism and foreign direct investment.
State branding implies that countries “behave, in many ways, just like brands...they are perceived in certain ways by large groups of people both at
home and abroad; they are associated with certain qualities and characteristics.”

Marketing a country is not entirely new; in fact, numerous countries have traditionally promoted their image for tourism. However, the current process of
globalization has underlined the need for countries to brand themselves on four different dimensions (public diplomacy, tourism, exports, foreign direct
investment) and in an integrated manner.

1.2. How relevant?

State branding is relevant because consumers and investors continue to rely heavily on country images to make their economic decisions. Brands or
images have become a shortcut to a purchasing decision. Effective state branding not only serves to reinforce positives images but also helps to fight
negative ones by shaping new images and associations.

Equally important, branding has become a central tool of country competitiveness because having a bad reputation or none at all seriously affects a
country's ability to compete. Thus, effective branding of a country can give it a competitive advantage in world markets and this, as we shall see later,
opens many opportunities for developing countries.

designdb*
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2) STATE BRANDING: THEORY AND PRACTICE

2.1. Branding applied to Countries

This section is about thinking of a country name as a brand, the contrast between how other see us
(country image) and how we see ourselves (country identity). It explores how the image of a

country affect our perception of its products (country of origin effect), and how the image of a product
brand condition our perception of its country. The elements of a country's brand and the concept of
country equity are also laid out before moving on to consider the practical aspects of developing a

country brand.

« Country as a brand
The fundamental assumption in country
branding is that country names amount to
brands and as a result convey images, help us
evaluate products and services and make
purchasing decisions. Thus, a powerful
country brand translates into a better
perception of the country, increased exports
and inward tourism and foreign investment.
As Simon Anholt has rightly point out,
country brands still stand for a limited
number of qualities (power, wealth,
sophistication) so there is still plenty of space
for countries to brand themselves with
qualities such as 'creativity, music,
philosophy, trust, innocence, wisdom,
challenge, safety and so on.

- Country image vs. country identity
A country image is the mental picture of a
country, the sum of beliefs and impressions
people hold about places. Every nation has an
image which can vary across time and across
countries to a greater or lesser extent, and this
image colors both consumer's perceptions of a
country's products and services and investor's
perceptions of the country as a place in which
to do business.
As Nebenzal indicates, “the image of a country
is influenced by the perception of its people,
culture, level of economic development, quality
of its products, products in which it has a
comparative advantage, etc. The image of a
less known country may be highly influenced
by the country category in which it is classified:
a developing African country, a developing
Asian country, a developing Latin American
country, an industrialized country.”

« Country Equity

Based on the concept of brand equity, the
term country equity has been coined to mean
“the emotional value resulting from
consumers' association of a brand with a
country.”
The concept of country equity clearly points
to export promotion as the principal
actionable dimension in state branding.
However, we should also consider tourism
and FDI as dimensions contributing to
strengthen or weaken country equity, for
tourists are very likely to come into contact
with a country's products during their stay
and FDI decisions by companies do take into

account not only factors of production but =%%
also image and name awareness. ”

Our image of countries and places are formed since early childhood from
education, the media, travel, product purchases, but most of them are in
fact stereotypes and clichés that do not conform to the contemporary

reality of the country. By definition, clichés have a grain of truth in them

and since they are so familiar, we feel comfortable with them. Country
image is not a static phenomenon, but country images are long-lasting
and difficult to change. That is why in order to improve a country's
image, it may be easier to create new positive associations than try to
refute old ones.

Country identity is what a country believes it is. Astrong country brand
should be rooted in reality and connect with people, both within and
outside the country. Ultimately, it should strive to strike a balance
between its image and its identity.
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2.2. Practicum on Country brand development

After examining the salient aspects of country branding, | now turn to the practical aspects of how to
develop and/or manage a country brand. First and foremost, state branding requires an understanding of
a country's relative competitive position. That includes the strengths and weaknesses of the country to
compete with others (country location, the size of the domestic market, presence of industry clusters,
access to regional trade areas, education of the population, tax incentives, skilled labor, cost of labor,
security and other factors) as well as the ability to recognize threats and opportunities in the external
environment.

In addition, carrying out a SWOT analysis of your country's image, and benchmarking best practices are
all critical to designing an effective country branding strategy. Ultimately, it is a process that requires
participation and a shared vision from government, citizens and businesses.

South Africa's umbrella logo

SOUTH AFRICA

ALIVE WITH POSSIBILITY"

N/

South Africa's array of logos

ELECTIONS

%\SOUTH AFRICAN l:BOLI-

flysaa.com
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- Brand Strategy: the umbrella concept, segmentation,
targeting, and positioning
Developing a country brand begins by crafting an umbrella concept or
core message rooted in reality that will cover and be consistent with the
four dimensions of country branding. Among the possible concepts is a
country of quality, innovativeness, nature, security, pleasure, progress,

Scotland
uar

honesty, which lean on industries, personalities, natural landmarks and
historical events that can provide a basis for strong story-telling.
Prioritizing one of these branding dimensions based on the competitive
advantage of a country makes total sense, especially when resources are
limited, and should not be seen at odds with the idea of an umbrella
concept. In fact, effective branding in one dimension can have positive
spillovers into others. The underlying idea is that the four dimensions of

branding are closely linked
and therefore are mutually
reinforcing and
complimentary. This clearly
calls for a new
conceptualization of state
branding as a dynamic system,
very much along the lines of
the diamond framework put
forth by Professor Michael
Porter.

Segmentation and targeting
entail identifying your markets
and within them your
potential clients for each
branding dimension.
Positioning is about
emphasizing those traits of
your country that are more
appealing to each specific
country and audience. All
three phases require an
ongoing understanding of
how your country is perceived
across space and over time.
This in turn makes it possible
to adjust the message to
different countries over time.

- Integrated Marketing and Communications
Campaigns for Country branding

Since state branding is a long-term, cumulative effort, in order for
a country branding campaign to stand any chance of success, it
must rely upon an integrated marketing and communications
campaign. After all, “the way a brand is sold can be as important
as the brand itself.”
A public private partnership with overall responsibility for the
country branding efforts, like South Africa" International
Marketing Council, seems more appropriate than a purely
governmental body for various reasons:

—First, it enables an integrated approach to marketing the nation
and ensures continuity beyond politics.

—Second, it makes it easier to enlist the largest consensus,
support and contribution possible from all relevant brand
stakeholders (government agencies at national, regional and
local levels, major private companies, top advertising executives,
universities) on the country brand proposition and marketing
tools.

—Third, multi-stakeholder buy-in guarantees subsequent use of
the country brand.

—Finally, a country branding campaign, if properly executed,
could have a positive effect on the morale, team spirit and sense
of purpose of a country.
All of the above shows that a public private partnership is the
best institutional arrangement to manage a country branding
effort. Neither companies nor the government can do it on their
own, but they each have important contributions to make: money
and long-term vision in the case of the private sector and
coordination, institutional support, and legislation (i.e. use of
logo, quality controls) in the case of the government.
One of the pioneering and most successful overall country
branding campaigns to this day has been that of Scotland.

BRITAIN
MALAYSIA
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3) METHODOLOGY

The following analysis seeks to integrate existing
knowledge and provide new insights on the four
dimensions of state branding by bridging theory and
practice. Considering a number of different case
studies, this chapter explores countries' practices,
identifies gaps, and provides recommendations to
maximize country branding efforts.

4) THE FOUR DIMENSIONS OF
STATE BRANDING

The following analysis seeks to integrate existing
knowledge and provide new insights on the four
dimensions of state branding by bridging theory and
practice. Considering a number of different case
studies, this chapter explores countries' practices,
identifies gaps, and provides recommendations to
maximize country branding efforts.

4.1. Overview

The current process of globalization and the
accompanying increase in economic competition for
markets has underlined the need for countries to
brand themselves on four different dimensions
(public diplomacy, tourism, exports, foreign direct
investment) and in an integrated manner. This being
said, each country's level of emphasis on each of
these four dimensions will vary depending on its
brand essence and competitive advantages
Nevertheless, countries don't look at the four
dimensions of branding as reinforcing and
complimentary and therefore ignore the synergies of
country branding. What we actually find is that most
countries only clearly brand themselves for tourism
purposes, so much so that tourism branding tends to
be confused with state branding. As Anholt has
rightly pointed out, “this is because tourist promotion
is usually the only way in which countries ever
consciously engage in marketing themselves to the
outside world."”

4.2. Public Diplomacy

This section examines the concept of public
diplomacy, its goals and time horizon, and then
provides a snapshot of how public diplomacy is
carried out in three countries: the U.S., South Africa
and the UK.

designdb*

- Definition
The term "public diplomacy' was first
used in by the United States Information
Agency in the early 1960s in terms of
how a country manages its reputation
abroad.

"Public diplomacy . . . deals with the
influence of public attitudes on the
formation and execution of foreign
policies. It encompasses dimensions of
international relations beyond traditional
diplomacy; the cultivation by
governments of public opinion in other
countries; the interaction of private
groups and interests in one country with

those of another; the reporting of foreign

affairs and its impact on policy;
communication between those whose
job is communication, as between
diplomats and foreign correspondents;

and the processes of inter-cultural communications. Central to
public diplomacy is the transnational flow of information and

ideas."

ant

(N
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Purpose:

Institutions:

Instruments:

Strategy formulation:

Purpose:

Institutions:

Instruments:

Strategy formulation:

Purpose:

Institutions:

Instruments:

Strategy formulation:
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4.3. Tourism

This section begins by looking at the renewed and critical importance of branding for
tourism, and makes the case for coordination and segmentation. Next, it examines
tourism as a way to leverage exports, as well as effectiveness of tourism branding
through the Internet. It concludes with a series of case-studies relevant to tourism
branding: Costa Rica as an ecotourism destination, regional tourism branding
through the Geo-brand “Central America,” tourism branding opportunities for
developing countries exemplified by Ecuador and Rwanda, and the challenges of a
successful tourism destination such as Spain.

» Why Branding for Tourism is critical
Country branding for tourism is not new, but its
importance has grown dramatically as tourism has
become one of the world's largest industries, with
worldwide tourism revenues amounting to $462 billion
in 2001, according to the World Tourism Organization.
With most destinations boasting superb hotels, services
and facilities, claiming a unique culture and heritage and
the friendliest people, and also competing on price, “the
need to create a unique identity-to find a niche and
differentiate yourself from the rest of competitors-is
more critical than ever.” Furthermore, with 15 countries
accounting for nearly 70% of the market share of ”
international tourist arrivals, branding becomes essential —
for the other countries. ”

The following are some logos used in tourism by various

countries throughout the world:

¥

q‘ﬂazing @ SCOf{GV?d

[T ]
THAILAND| <OV

e ot o3| KENG
speru Talskal
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CHALLENGE

OFFICIAL TOURISM WEBSITE
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so litte. .. cowuch...

Positioning

Purpose

Private Sector participation

Commercial Website

Institutional website
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4.4. Export Promotion

This section deals with country of origin as brand name, as well as branding for
export promotion in developed countries and developing countries. Two case studies
are presented: Spain's branding project, and Café de Colombia to bridge the gap
between theory and practice.

What is it:

Participants:

. N
o

Relevance for Exports:

Project Phases:

designdb*
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/ A

Café de Colombia

Creation:

Purpose:

Communication Channels:
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4.5. Foreign Direct Investment

This section looks at the promotion techniques to attract Foreign Direct Investment
(FDI), how to design an effective branding strategy for FDI, types of export promotion
agencies, competition for foreign investment between countries and cities/regions.
The topic is then demonstrated through a case study about Intel's investment in
Costa Rica.

- Branding Strategy for FDI

In designing a sound and effective country brand strategy to

attract FDI, countries must first define the industries they want

to attract and try to build clusters as companies tend to look

for networks of interconnected organizations
(producers, suppliers, contractors, R&D institutions)
and highly skilled labor that increase productivity
and foster innovation.

They must also always be aware of the basic
information foreign companies are looking for
when searching for a location: local labor market,
access to customer and supplier markets,
infrastructure, transportation, education and
training opportunities, quality of life, business
climate, access to R&D facilities, capital availability,
taxes and regulations.

Countries can use any combination of image-
building techniques with a view to changing the
image of a country as a place to invest and/or
generating investment directly. The most common
of these techniques include: “1) advertising in
general and financial media; 2) participating in
investment exhibitions; 3) advertising in industry or

sector-specific media; 4) conducting general

« Competing with regions
and cities for FDI

Countries also have to deal with
competition from sub-national
governments at the state, province and
city-levels, which may pursue their own
self-interests. As this phenomenon
expands, investors are increasingly likely to
think of places other than countries. This is
already the case of world cities such as
New York, Paris and London. Therefore,
countries need not only benchmark against
external competitors but also coordinate
the approaches of individually marketed
regions or cities within a country so as to
effectively leverage the country brand.

information missions from or from host country to source

country; 5) conducting general information seminars on

investment opportunities.”

designdb*
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Design Polivy Redesighing Americu’s Future

U.S. National Design Policy Initiative Source : U.S. National Design Policy Initiative

The U.S. National Design Policy Initiative advocates for a govemmental plan of action to support design email: info@designpolicy.org
in service of U.S. economic competitiveness and democratic governance.

The United States is in need of a redesign.

The U.S. has lost its economic competitiveness. Its role as a beacon of democracy has dimmed. Our economy is in its longest slump since the end
of World War IlI. The National Debt has reached $10.6 trillion dollars. Our unemployment rate has increased to a 15-year high of 6.7 percent.
Scandals, corruption, and the Irag War have eroded the sense of American democracy and the trust in the transparency and effectiveness of our
government. Design serves to advance the goals of the United State's economic competitiveness by saving time and money and simplifying the use,
manufacturing, and maintenance of goods and services. It enhances democratic governance by improving the performance and delivery of

government services. Thus, the American design communities offer ten design policy proposals for how we can partner with the government to
help redesign America's future.

designdb*
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DESIGN POLICY FOR
DEMOCRATIC GOVERNANCE

Design makes government policy something people can see, hear, touch, taste, and smell through
designed objects, communications, environments, and experiences. The improved performance of
government design can positively affect the experience of trust, accountability, and effectiveness
between the U.S. government and the People. Design policy for democratic governance takes the
form of design standards and Policy as Designed. Design standards consist of regulations and
guidelines for safety, technical quality, sustainability, and social inclusion. They help encode

the values of democracy into everything America creates. Policy as Design addresses design’s role
specifically in government policy creation, the public understanding of issues, and the
implementation of policy. Design improves policy success by making it relevant to the People. The
first five proposals represent the American design communities’ ideas for how we can serve in the
redesign of the U.S.’s democratic governance.

Formalize an American
Design Council to
partner with the U.S.
Government

Set guidelines for legibility,
literacy, and accessibility
for all government
communications

The first proposal consists of the formalization of an organizational body to partner with the U.S. government
in the planning and implementation of these policy proposals: The American Design Council. Established in
the 1980s, the American Design Council was organized as an ad-hoc group of design organizations
concerned with the changed funding of design under President Reagan's administrations. The proposal is to
formalize an organization called the American Design Council to serve as the national strategic body for
design in the U.S. and made up of members representing the American professional design associations, the
design accreditation bodies; and the leaders of Federal, State, and Local government design services groups.
The organization's operational expenses and strategic initiatives would be funded in partnership with its
members and the U.S. government.

The Presidential Memorandum of June 1, 1998 - Plain Language in Government Writing, Section 508 for Web
Accessibility, and certain multilingual provisions of the Voting Rights Act of 1964 represent some of the efforts
to establish design guidelines in government communications. In Appendix A of the Title lll Regulations, the
Americans with Disabilities Act (ADA) of 1990 Standards for Accessible Design provides one of the most
sophisticated set of design regulations. It guides a range of designs from sidewalks and ramps, signage and
doors, ATMs and drinking fountains, to toilet stalls and seating areas. The principles represented in the ADA
design standards needs to be applied to all forms of government communications. The establishment and
regulation of design standards for legibility, literacy, and accessibility for all government communications
ensures that all American people will have access to the information they need to engage with U.S.
democratic processes.
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Target 2030 for carbon
neutral buildings
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A comprehensive U.S. policy regarding sustainability has still yet to proposed and cannot be written without
the design communities' expertise and experience with Cradle to Cradle eco-effectiveness. In January of 2006,
Architecture 2030 officially issued the '2030 Challenge' that calls for (1) all new buildings and developments
to be designed to use half the fossil fuel energy they would typically consume, (2) at a minimum, an equal
amount of existing building area be renovated annually to use half the amount of fossil fuel energy, and (3)
the fossil fuel reduction standard for all new buildings be increased to 60% in 2010, 70% in 2015, 80% in
2020, 90% in 2025 and carbon neutral by 2030. As part of the Energy Bill of January 2008, the Challenge
targets are now required for all new and renovated Federal buildings beginning in 2010. But Federal buildings
are less than two percent of all U.S. building stock. The targets should be expanded into all new or renovated
U.S. buildings.

The Design Director for the National Endowment for the Arts represents one of the highest design positions
represented in the Federal government, but the activities and contributions of design extend beyond the
mandate of the NEA. Design's contribution also fall under the mandates of the U.S. Department of
Commerce, yet there is no design position represented in the department to oversee and administer design as
a specialized industry. By creating a position of Assistant Secretary for Design and Innovation in the Dept. of
Commerce, the U.S. government would provide accountability for the role of design in policy implementation
across all areas of public policy. The government would also establish the basis for the effective
administration of policies for design promotion, innovation, and design standards.

Community design assistance programs are an important part of extending the direct reach of design where it
has the most impact-locally. Often these programs provide the best opportunity for local communities to
understand the public policy codes and regulations that affect them. Through the National Endowment for the
Arts and the Environmental Protection Agency, many programs have been funded to support design for the
built environment in rural and urban settings. Yet, the experience of community involves all human-made
objects, communications, environments, and experiences; and thus design assistance needs to be conducted
in a human-centered holistic way.

The expansion of national design grants to support interdisciplinary design assistance based on human-
centered design principles ensures community empowerment in all designed aspects of their communities.
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DESIGN POLICY FOR
ECONOMIC COMPETITIVENESS

Design drives innovation that supports the entrepreneurial spirit and economic vitality of the
United States of America. Design policy for economic competitiveness consists of design promotion
and innovation policy activities. Boosting both global and domestic demand for American products
and services, design promotion activities include the establishment of design centers, publications,
shops, competitions, and exhibitions. Enhancing economic growth, innovation policy activities
increase the research and development (R&D), government procurement, transfer and diffusion,
and intellectual property of design products and services. Aiding in job creation, innovation policy
also supports design's contribution within small and medium businesses, large enterprises, higher
education, and industry employment. The last five proposals represent the American design
communities' ideas for how we can serve in the redesign of the U.S.'s economic competitiveness.

Commission a report to
measure and document
design's contribution to the
U.S. economy

The design industries - architectural services, landscape architectural services, interior design, graphic design,
industrial design, custom computer programming (including interaction design), computer systems design,
advertising agencies, commercial photography (NAICS 54131, 54132, 54141, 54142, 54143, 54149, 541512,
54181, 541922) - generate $251 billion U.S. dollars in estimated revenue for taxable employer firms and
represent 15% of all professional, scientific, and technical services small business firms. Yet, the question
remains of what is design's full contribution to the U.S. economy and how can it be increased. Similar to the
United Kingdom's Cox Review, the commissioning of a report to accurately measure design's contribution to
the U.S. economy would establish the baseline metrics of design's support of the United States' economic
competitiveness.

The American design communities hold over 50 different design competitions and awards. Although the
Cooper-Hewitt Museum National Design Awards exists, there is no award that bestows as much honor and
prestige than the Presidential Design Award. And yet, it is given only every ten years to Federal projects. Each
year both established and emerging designers create works of significant economic, social, and
environmental benefit that are now overlooked. The revival of the Presidential Design Awards every year
would provide opportunities for global recognition of the American design communities' exceptional solutions
to the both U.S. and global economic, social, and environmental challenges through design. Categories for
Federal and non-governmental design would expand the recognition of American design that performs.
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Establish national grants
for basic design research

Modify the patent
definitions and process to
reflect the types of
intellectual property
created by designers

Encourage direct
government investment in
design innovation
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Design Research is an internationally recognizable field with learned societies and journals, yet no U.S.
government granting body supports basic design research. The National Endowment for the Arts provides
grants for Artistic Excellence in Design. While NEA grants encompass the support of design processes, they do
not support basic design research. The National Science Foundation and National Endowment for the Arts do
not fund design at all. Over the past 50 years, design has developed as a coherent discipline of study with its
own history, methodologies, and °ssways of knowing°+. Basic research into the processes of designing takes
three forms: (1) the traditional investigations of design history and aesthetics, (2) the more experimental study
of materials, technologies, and approaches that generate new design processes; and (3) the explorations of
the created objects and systems that impact culture, society, and the environment. The support of basic
design research will lead to innovations that increase the U.S.'s leadership in knowledge and intellectual

property.

The U.S. Patent and Trademark Office has specific guides to filing a design patent that defines design as
°cothe visual ornamental characteristics embodied in, or applied to, an article of manufacture.°+ This
definition no longer reflects the diversity of design practices or outputs that have evolved beyond visual
ornamentation. The U.S. utility patent process -the other major category of patents for which designers could
apply -is biased towards technological, scientific, and pharmaceutical intellectual property, such that it
discourages designers from seeking patents. Design can be both ornamental and functional by definition. The
creation of a patent process that recognizes the distinct intellectual property of the design communities would
increase the U.S.'s intellectual property production and thus competitiveness.

There are many different types of innovations in business and social finance, process, product and service
offerings, and delivery. The U.S. government has offered direct investment in the financial sector in hopes
that it will reinvest that money in America's product and service industries. Yet, that seems to not be enough.
The success of products such as the iPod, an MP3 player only differentiated from its competitors by its
innovative product and interaction design, shows that the U.S. maintains its competitive edge through design.
While the iPod is assembled in China, it is °=<Designed by Apple in California.°+

As part of the proposed economic-stimulus program, the government intends to build roads, schools, green
industries, and other infrastructure. These all start as designs. The direct government investment in design
innovation would ensure that these projects are designed to perform innovatively to address America's
economic challenges.
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LIST OF SUMMIT PARTICIPANTS

FROM PROFESSIONAL DESIGN ORGANIZATIONS Richard GrefE, Executive Director
AIGA, THE PROFESSIONAL ASSOCIATION FOR DESIGN

Paul Mendelsohn, Vice President, Government and Community Relations
AMERICAN INSTITUTE OF ARCHITECTS

Deanna Waldron, Director of Government and Public Affairs
AMERICAN SOCIETY OF INTERIOR DESIGNERS

Earl Powell, Lifelong Fellow
DESIGN MANAGEMENT INSTITUTE

Frank Tyneski, Executive Director
INDUSTRIAL DESIGNERS SOCIETY OF AMERICA

Allison Levy, Managing Director of Government and Regulatory Affairs
INTERNATIONAL INTERIOR DESIGN ASSOCIATION

Leslie Gallery Dilworth, Executive Director
SOCIETY FOR ENVIRONMENTAL GRAPHIC DESIGN

Paul Sherman, President
USABILITY PROFESSIONALS ASSOCIATION

FROM DESIGN EDUCATION ACCREDITATION BODIES Catherine Armour, National Board Member
ASSOCIATION OF INDEPENDENT COLLEGES OF ART AND DESIGN

Holly Mattson, Executive Director
COUNCIL FOR INTERIOR DESIGN ACCREDITATION

Samuel Hope, Executive Director
NATIONAL ASSOCIATION FOR SCHOOLS OF ART AND DESIGN

FROM U.S. FEDERAL GOVERNMENT Clark Wilson, Sr. Urban Designer/Environmental Protection Specialist
U.S. ENVIRONMENTAL PROTECTION AGENCY

Frank Giblin, Director Urban Development Program
U.S. GENERAL SERVICES ADMINISTRATION

Janice Sterling, Director of Creative Services
U.S. GOVERNMENT PRINTING OFFICE

Ronald Keeney, Assistant Director of Creative Services
U.S. GOVERNMENT PRINTING OFFICE

SUMMIT FACILITATORS Renata Graw, Principal Plural
UNIVERSITY OF ILLINOIS AT CHICAGO MFA 2008

Siobhan Gregory, MFA student in Industrial Design
UNIVERSITY OF ILLINOIS AT CHICAGO

Alicia Kuri Alamillo, MFA student in Graphic Design
UNIVERSITY OF ILLINOIS AT CHICAGO

Matthew MuQoz, Principal DesignHeals
NORTH CAROLINA STATE UNIVERSITY MGD 2008

Sean Burgess
IDSA

Tim Adkins
IDSA
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DESIGN ISSUE AT&D Business Planning Report
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ADVANCED
TECHNOLOGY
& DESIGN
KOREA

Korea's national
brand strategy will be
promoted to remind the
world of Korea's image as a
nation of cutting-edge
technology and
fantastic design.

The Presidential Council on .

Nation Branding decided on a policy .
direction after holding a meeting at Seoul's

National Museum of Korea with President Lee Myung-bak
in attendance on July 22. Lee Yun-ho, Minister of Knowledge
Economy, presented performances[C1] and the future plans of the
Advanced Technology & Design Korea Project at the meeting.
Korea's strategy is to create “Korean Premium” by actively publicizing
the world-class products of Korea. The Korean government will air an
Advanced Technology & Design Korea advertisement on the global
news channel CNN. In addition, Korea's best brands will be selected
by people and brand specialists in October, before being officially
launched at the end of the year. The following is a summary of
the final research report for Advanced Technology & Design
Korea published as part of efforts to establish the

Source : MKE /KIDP

Some Korean companies are turning their brands into global brands in
overseas markets. However, Korea's national brand is not, despite the
nation being the world's 13th largest economy in terms of GDP in 2007.
Furthermore, Korea ranks 11th in the world trade sector, , and first in the
Digital Opportunity Index, an index focusing on the world's shipbuilding,
memory and display industries. Korea is also the world's 9th biggest
energy consumer. The following tables highlight Korea's position as one of
the world's major economies.(figure1)

The ultimate goal of this project is to seek out national brand
management measures in cooperation with companies and devised
policies to enhance the value of both the national and corporate brands of
Korea. The government can enhance Korea's competitiveness by devising
measures to encourage companies to contribute to strengthening national
brands. Based on this, the government will promote win-win relationships
between corporate brands and the national brand. Finally, the
government will establish and practice policies that gives the world a
positive image of Korea, which in turn can give positive images of Korean
companies.

The details of the project include the establishment of the identity of
Korean products and a selection of brands. In order to establish the
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national brand of Korea by the KIDP of the

Ministry of Knowledge Economy.
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identities of Korean products, Korea needs to analyze the core capabilities
of Korean products, their competition with major global brands and future
directions for development, as well as establishing those identities that
can mix well with the establishment of the national brand. (figure2)

In addition, the Korean government should devise a strategy to select
Korea's representative brands to spread the identities of Korean products
from a mid- to long-term perspective. To this end, the government should
check if a brand can have a positive impact on the national brand. The
selection strategy should include the selection of industry and product
groups, the collection and development of brands and an evaluation of
the selection.(figure3)

A corporate brand image and a national brand image are interdependent.
A national brand image interacts with a corporate brand image. This
project requires a differentiated method for strong and weak individual
brands. The KIDP will select brands in consideration of the effects of Korea
as the origin of products, Korea Discount effects and companies’ will to
use a national brand. Korea Discount effects means “foreign customers
usually want lower prices of products when they were made in Korea.”
For weak brands, the KIDP will need a selection strategy in consideration
of growth potential, feasibility, and synergies with a national brand.
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Economy of Korea('07)

Digital Opportunity, Top 25 economies, 2007
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{Figuret) Source : MIKE

This project needs a selection committee to select brands, an advising
committee to suggest specialized knowledge and opinions, and an
organization to manage the project.

The selection committee will consists of the academic world, the industrial
world, the Presidential Council on Nation Branding, the Ministry of
Knowledge Economy and those in related organizations. The main role of
the committee is to choose industrial and product groups (in the first
phase) and final brands (in the second phase). The selection committee
will manage brand evaluation and use the results as company evaluation
materials.

The advising committee will consist of professors of marketing,
international management and design and research fellows at private
economic research institutes as well as consultants at brand and design
consulting organizations and will suggest systematic and detailed
opinions.

The Presidential Council on Nation Branding takes care of the AT&D
Project while the Ministry of Knowledge Economy copes with practical
matters. The advising committee will be established as an advising
organization for the Ministry of Knowledge Economy. The KIDP will handle
overseas marketing activities. The KIDP will be in charge of selecting
brands and supporting companies, as well as holding the inauguration
ceremony and certification.

Moreover, the KIDP will produce the logo, slogan and certification for the
project and support overseas marketing with the KOTRA. The following
are the government's measures to support selected brands. The
government will divide the selected brands by eight regions and

({Figure?) Source :MIKE

Direction to Define Korea's Identity

Items to Consider for Identity m [dentity Keywords

+ Colorful
+ Friendship, Partnership

+ Colorful(Fusion)
*OQullim; Harmony

« Korea's Identity Direction

« Friend
*Oullim; Harmony

« IT Advanced Industries like IT

« Strengths of Korean Products
» Movies/Dramas, Online Games

» Nuclear Families and Aging Society ~ + Green
» Energy Resources and Environment

« Future Industrial Trends

« Smart

« Korean Industries, Companies
*Future, Creative

and Products

+ Dynamism and Interest
+ Advanced Technology and Specialty

+ France/ltaly: Sophistication and Design

« Images of Competing Countries
+ Japan/Germany: Quality and Craftsmanship

(Figure3) Source :MIKE

customized support progriims for them. In addition, the government will
support them with advertisements via TV, newspapers, the Internet and
magazines. By holding exhibition events and operating exhibition rooms
abroad, the government will make them friendlier with foreign customers.
In particular, the government expects exhibition rooms in airport lounges
to maximize publicizing effects. The selected brands will be supported in
terms of design and marketing consulting and developed into world-class
brands.

So far, this article has explained the national brand strategy promoted by
the Ministry of Knowledge Economy and the KIDP. This strategy does not
replace “Dynamic Korea,” the highest national brand of Korea. It will be
another slogan to promote the national brand of Korea in terms of
industry. This strategy is expected to contribute to informing the world of
Korea's advanced technologies and design and to enhancing the value of

341 3R

Dynamic Korea.
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Design&Designer Lee Seony-Yony

Career Highlights

2004 Koizmi Lighting, Lighting Design Honorable Mention
IDEA Design Exploration Gold Award
2005 Design Center of LG Electronics[C1]
2007 Participated in Fuori Salone in Milan
2008 *Intern at New York Studio Dror
*Participated in the Next-Generation Korean Designer Exhibition at London 100%
*MA in Product Design at the Royal College of Art in London
*Next-Generation Design Leader of KIDP
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Lee Seong-Yong

Fascinating
London

Lee Seong-yong is a designer who strives to create
designs that last for a long time through the harmony
of reason and sensitivity.

Lee has turned small everyday things into innovative
designs, such as a floating ladle which made Lee
famous in London. Lee is a designer who continues to
grow, catching the attention of people and the media
as he does.

A keyword to Lee's designs is “users”, and this
combined with his honesty means we can expect many
more surprising designs from him in the future.
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Q: You designed a floating ladle. What motivated you and what happened during your work?

A: To talk about the floating ladle, | should go back to 2004 when | saw cutlery on the bottom of a sink
when | was washing up. | thought it was a bit disturbing to find cutlery on the bottom when | washed up
after filling the sink. Furthermore, even though there were appropriate curves, it was quite difficult to pick it
up. Hence, | came up with the floating idea and applied it. Consequently, | adjusted the position of the
floating part for easy use. However, | wasn't sure about the needs of floating cutlery. As time went by, |
found a floating ladle was the most appropriate. | remember experiencing several mistakes as | not only
wanted a floating ladle, but | also wanted it to float at exactly 90 degrees from the surface of the water.
When finalizing the design, the new generation design leader project helped me a lot.

Q: The floating ladle is a design which combines functional design principles and esthetic value.
What is the difference between functional and esthetic design? And which is the more important
of the two?

A: Function seems to have the value of existence when the aim of things used is to offer benefit. Therefore, if
there is an aesthetical benefit, it would also be a mental function which is one of the several functions of
design. Increasing the aesthetic value of something is like injecting the designer's feelings and experience
into it, like an essay and travel literature into an explanatory literature. Even if a thing is very beautiful, if
there is a lack of basic user needs in terms of function (actually it doesn't even look beautiful), it will be so
shame. Although | see function as the bigger boundary, it would be better if there is an appropriate
relationship between the two.

Q: What is your definition of design? What do you want to do via design?

A: 1 would say design is the process in which we plan and confirm to make things good to look at and fun to
use. | tend to try to find the way people make a history by themselves with products rather than put some
message into my work.

Q: Your works have received very good responses from people abroad. What do you think about
this?

A: It's true that the result and reaction from people were very good at the last exhibition. However, there
might not be enough quality in my work, and also | have had so much passion about my current study in the
school, so it is not easy to process as | expect.

Q: We have learned that you have signed some loyalty agreements and have taken part in various
exhibitions. Could you tell us abut your plans for the future?

A: After the exhibition finished, there were lots of exciting things, such as a contract with a company,
proposal for co-operation, stories in various media and the invitation to take part in another exhibition.
However, | couldn't use the opportunity for something such as mass production of the product probably
because of my lack of experience and ability. | try not to forget the big difference between the reaction at the
exhibition and the difficulty of the real process. This year | am going to take part in 100% Design London.
Using weight balance is my theme at this exhibition, so | am preparing invisible design for my new work. |
actually don't plan so much after one day. | realize good work automatically makes a good plan. So, it seems
more productive that | consider more about better quality and value.

Q: You're a student at the Royal College of Art. What is a difference between design education in
Korea and the U.K.? Could you tell us about your future research themes?

A: Maybe | should say only about Design Products at the RCA. | suppose the department's aim is to give
students self reliance to be responsible and independent. During terms, it is up to your passion, so you might
work very hard and be always busy. However, if you don't make your own anyhow, you would feel difficult
and be in a hard situation. First of all, there are lots of good tutors to offer you advice. Moreover,
outstanding technicians are also there who can help make your idea become more concrete and real. It is
also to the college's credit that there are many students there from different countries as well as
backgrounds. | am mostly dealing with furniture design in the school; this is because | had wanted to make
something bigger. | recently created a new material, and therefore | am having experimenting to develop the
material and am aiming to show the material after applying it into new works next year.

—
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ONIV

Candleholder, vase, oil lamp
Creation year: 2008 initial: 2006
Material: ceramics

Sometimes, observing objects in new
angles aesthetically and functionally
gives unexpected joy. ONIV is a
candle holder, vase and oil lamp
inspired from the shape of wine
glass upside down.

Apartment

Stackable dishes

Creation year: 2007

Material: ABS

There are a lot of apartment in cities
owing to the limited space reasons. |

compared cities as tables,
accommodations as dishes and people
as food. As the food on a table is
7 . 5 COIOr Space getting more, the dishes are needed to
bookshelf_ Creation year: 2008 Material: ABS, aluminum be stacked like apartment.
Some size of color is needed to provide vitality and a character
into a space. | have found the appropriate angle of a leaning
object neither disturbing people moving nor being unstable itself.

LIGHT AND SOUND

Lighting and speaker__ Creation year: 2008 Material: ABS, speaker units

This work is to give relaxation to people with a harmony between ambient light
and clear sound and appropriate size of a color space. The size of this work is the
same size as 40 inch TV as | aimed that people are more familiar with the
proportion and the size. The front face is like a canvas, and has calm light grey
color, and there is ambient light from inside. Every unit for the speaker part such
as 2 front speakers, 2 tweeters, 1 amplifier and 1 woofer is inside the work, so
you do not need to have other things. Moreover, the duck for mp3 player is also

built in the back case.




EUX|I-xF78 2009.9.7 2;43PM L{|O|X|40

INDUSTRY STANDARD IDEO

Jane Fulton Suri Radical innovation requires both evidence and intuition: evidence to
The chief creative offcer at IDEO . . e . . e o= .
(the renowned design and innovation firm based in Palo Alto,California) become |nf0rmed, and |ntu|t|0n to Insplre usin Imaglnlng and Creatlng
Source : 2008 winter issue of Rotman Magazine new and be-l-ter pOSSIbIIItIeS
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Forces at Work in Design Research

market

forces Culture brand

cultural company

forces culture
Looking Looking
outinthe: { out inthe

world i i company

extremes empathy
andtarget withclients
market Individual as people

Later, in the early 1990s at IDEO, | was given
the chance to work on things that were
completely new to the world, such as some
of the first digital cameras, and medical
processes and devices that neither doctors
nor patients had experienced before. | also
began to conceive and develop new
offerings aimed at specific groups of people -
educational games for children, a new kind
of drink for athletes, and tools and services
for people travelling on vacation.

—

THE TERM “RESEARCH" shows up in the context of design and
innovation in multiple guises, not all of them positive. For some
people it connotes “data collection”-looking to the past and
present but not to the future; for others it's simply a required step
before coming up with ideas; for yet others it's a filter that rejects
promising ideas before they've had a chance to evolve. The truth
is that research can be an immensely positive force in the
innovation journey. But to derive value from it, we must be
willing to complement, challenge, and evolve many of the
approaches and practices that traditionally prevail.

Starting out as a human-sciences graduate, | believed
passionately that research could help us reach a better
understanding of people - their needs, desires, habits and
perceptions - and that this would lead to better decisions about
what and how things get designed and put into the world. I still
believe this today, but | now have a much more nuanced
perspective of what it takes and have come to understand that
different challenges require different approaches.

New Kinds of Innovation Challenges

Later, in the early 1990s at IDEO, | was given the chance to work
on things that were completely new to the world, such as some
of the first digital cameras, and medical processes and devices
that neither doctors nor patients had experienced before. | also
began to conceive and develop new offerings aimed at specific
groups of people — educational games for children, a new kind of
drink for athletes, and tools and services for people travelling on
vacation.

These days, many of the innovation challenges we face in the
workplace are framed in an even more open-ended way:

-How can we leverage the value of this brand to increase
its reach?

-Here's an amazing new technology - what applications
would be good business opportunities?

-There hasn’t been real innovation in our industry for a
decade or more - what can we do to change that?

-We already own this market category- what’s going to be
our ‘next big thing'?

Effective research is not just about analysis of objective evidence
- there isn't any directly applicable data anyway;it's also about
the synthesis of evidence, recognition of emergent patterns,
empathic connection to people’s motivations and behaviours,
exploration of analogies and extreme cases, and intuitive
interpretation of information and impressions from multiple
sources. This type of approach is now often referred to as
“design research” to differentiate it from purely analytic
methods. At its projects have different scopes and different
starting points, ranging core, design research is about informing
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our intuition. . N

The Role of Intuition Design research both inspires

In innovation projects - particularly those that are more radical in scope - discovery and decision making imagination and informs intuition
cannot rely exclusively on analytic processes. By definition, as soon as we start to think ahead to future through a variety of methods with
experiences and how people might respond, we begin to draw upon our intuitive and interpretive related intents: to expose patterns

bilities. We begin to i i d thize. . . . ,
abfiities. e begin o magine and empathize underlying the rich reality of people’s

Design research both inspires imagination and informs intuition through a variety of methods with behaviours and experiences, to

related intents: to expose patterns underlying the rich reality of people’s behaviours and experiences, to explore reactions to probes and
explore reactions to probes and prototypes, and to shed light on the unknown through iterative prototypes, and to shed light on the
hypothesis and experiment. Innovation projects have different scopes and different starting points,

unknown through iterative
ranging from the incremental - enhancements to known offerings in a known market with well-

understood consumers and usage patterns - to the more radical, in which the intent is to create new hypothesis and experiment.
offerings for which there is not yet a market or established behaviours

Sources of Confidence

As a reaction to inevitable risk and uncertainty, many organizations establish consumer research
processes as a way of deciding what programs to support, and many employ methods that have been
optimized to assist in decision making about incremental innovations. For incremental innovation, by
definition, there is a history of actual market performance against which to calibrate new concepts,

so it makes sense that we assess ideas using processes and objective pass/fail criteria that have proven to
be good predictors in the past.

Unfortunately, these same processes often work against our ability to innovate effectively in more radical
ways - to create ‘disruptive’ innovations.

Processes that are good at instilling confidence when it comes to directions for incremental innovation
can be inappropriately limiting and personally discouraging to more radical innovation efforts, in which
many variables are unknown or unknowable.

Integration and Engagement

Design research is most valuable when it is treated as integral to the innovation process rather than as an
external activity. To inform intuition, it is important to have team members actively interpret the richness
of evidence and discoveries as they emerge. Research that brings rich information will provide not just
facts, but insights and possible reasons behind the facts.

To be effective, decisions informed by design research demand a much higher level of personal
commitment and engagement at all levels within an organization than do judgments based purely upon
hard facts and objective data. Design research often means changing the way work gets done.

The largely qualitative and interpretive nature of design research is its strength, but this also makes it
potentially vulnerable to invalid or ill-founded conclusions. In order to be done well, design research
demands that everyone involved be prepared to grapple diligently with ambiguity and nuance.

This degree of direct involvement often brings another advantage to the design and innovation process -
that of creating common ground and shared perspectives among people representing multiple functions
within an organization, in ways that have seemed previously unachievable. Enabling teams to share raw
evidence and create meaningful frameworks, principles, goals, criteria, and priorities together energizes
movement forward with much more enthusiastically supported ideas and greater confidence. In this way,
successful design research first requires, then perpetuates, forms of cultural transformation in
organizations that enable radical innovation to thrive.

Design Research in Practice
Typically, research processes used in new product development combine multiple objectives into a single

designdb*
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Design research demands
commitment from innovators to
reach new levels of understanding
about what matters to the people
we want to connect with. For radical
innovation, we need both evidence
and intuition: evidence to become
informed, and intuition to inspire us
in imagining and creating new and
better possibilities.

exploration. A survey tool, for example, may be constructed both to seek out consumer insight about
opportunities and to field a sample-size that enables statistical estimations of scale. Or a series of focus
groups may be used to explore both the appeal of an early idea and the size of the potential market.

For known markets and offerings, this approach seems to work reasonably well. But in research for
radical innovation, compromising the potency of a single research objective leaves important questions
unanswered: we know what people say they want, but do their behaviours really support this? How can
we use the best of our half-baked ideas to create a better, more integrated experience for consumers?
How can we assess the likely size of an opportunity if we have nothing to directly compare it with?

Design research addresses three different kinds of questions with respect to innovation:

Generative: Evaluative or Formative: Predictive

Generative design research

Generative research involves looking for emergent patterns, challenges, and opportunities that can be
addressed by innovation. The intent is that ideas about possible new offerings are informed and inspired
by in-depth understanding of people’s aspirations, attitudes, behaviours, emotions, perceptions,
processes, and motivations within their prevailing and evolving social, cultural, and technology context.
Crucially, it is about interpreting this understanding to inspire new perspectives that disrupt current
conventions and ways of seeing things.

Evaluative or formative design research

Evaluative design research is about building confidence by addressing questions and uncertainties as
they arise. Frameworks, ideas, and concepts are shared in various ways as prototypes from very early
(even in insight-gathering phases) to late in the process in order to learn from other people’s reactions,
and to check, revise, and refine assumptions.

Rather than treat evaluative research as a formal and objective test, it is often more fruitful to engage
with participants in a spirit of co-discovery, even co-design, in which input is valued for whatever insight
it brings, whether or not it reflects well on the concept. Treated more openly as an interactive design
session, evaluative research can result in valuable dialogue that engages the best of participants” critical
thinking and creativity.

Predictive design research

Predictive research refers to those research activities that are concerned with looking ahead to estimate
the potential of future opportunities and ideas, primarily from the perspective of their business viability.
Designers need to be more creative in finding good ways to work through these business questions, both
in helping to define potential markets and in determining the viability of ideas. There is tremendous
pressure to provide estimates of business potential to guide decision making about innovation, including
its most radical forms.

In-market experimenting seems to offer great potential to radical innovation in enabling accessible,
rapid, and considerably lower-risk and lower-cost learning than would a full-fledged launch.

In closing

Both a personal and an organizational mind-shift are required to get comfortable with the emphasis that
design research places on informing our intuition. Like many people in our culture, my formal education
placed higher value upon received knowledge than upon personal discovery. But the longer | practice
design and innovation, the more | am convinced that true learning comes not only from ready-processed
data, but also from concrete sensory evidence and direct subjective experiences that have the power to
capture our imaginations and achieve new understanding. Design research demands commitment from
innovators to reach new levels of understanding about what matters to the people we want to connect
with. For radical innovation, we need both evidence and intuition: evidence to become informed, and
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intuition to inspire us in imagining and creating new and better possibilities.
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WATCH Men'’s Fashion Trend Code

Neutersexual Fashion in Spring/Summer ‘10

Men's Collection Abroad

In the midst of financial crisis due to the economic collapse that occurred in the United States, the
world is still suffering and facing an uncertain future. As a result, consumers have changed their
purchasing habits and have begun asking basic questions. They are rearranging all things and all
relationships surrounding the “self” and planning a progressive and hopeful future. The global
fashion industry is offering a recession alternative to consumers who prefer a “comfortable friend”
rather than a “posh friend" by presenting basic yet attractive and unique ideas. The recession-proof
global fashion is one based on research of basic and classical styles, expanding the concept of
seasonless clothes, incorporating positive mood, environmentally-friendly lifestyle, new localism,
outdoor sports and familiarity.

There is a type of masculinity that is on the rise these days. In the popular TV series on KBS2 called
“A Man Who Can't Marry,” the actor Ji Jin-hee has acquired the label of “neutersexual” or “male
herbivore.” This concept is derived from the idea some men are not alpha males, ground-hunting
carnivores but more like docile, gentle and elegant herbivores. In the TV series, the character that the
actor Ji Jin-hee plays is very active in developing his personal life and interests but is passive when it
comes to developing relationships with the opposite sex. Such masculinity is reflected in the Men’s
2010 Spring/Summer Fashion abroad.

; X | The Spring/Summer 2009 Collection emphasized “intersexual” fashion, one that mixed feminine and
\/ v masculine concepts, emphasizing the feminine sexuality of men. On the other hand, the Fall/Winter

/;%:\ 2009 Collection emphasized masculinity. The Spring/Summer 2010 Collection emphasizes the

LE “neutersexual,” a concept emphasizing neither the masculine nor the feminine but a sexless or

neuter style of casual suits, knit vests on t-shirts, not dressing for the opposite sex but for one's

pleasure and one’s particular style.

designdb*
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Trend O | Relaxed spirit

Overall the collection
showed items that were
relaxed and comfortable.

Tre N d O 2 Dressed Down

In terms of suits, the hard-edged style
was nowhere to be seen. Instead, the
dress-down style that can be seen abroad
was reflected in comfortable and relaxed
items.

Trend 03 Fnrucued e

By eliminating pads, clothes flow
smoothly with an unstructured and
elongated silhouette.

Trend 04 Sophistcated simplicity

Bestowing sophisticated simplicity to
simple polo shirts and basic minimal
blue shirts.

Trend 05 Weightless Dressing

All items can be layered due to
lightness and comfort, and are thus
seasonless.

44| 45
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Men'’s Fashion Trend Code:
The New 2010 Man — Going Beyond Excess

Easy Formal Casual Wear
and “Neutersexual”

The trend in men’s fashion is facing a sudden change. The 2009
Spring/Summer Collection predicts that this fall men will be wearing
clothes that combine the utility of the Fall/Winter ‘09 Collection and the
comfort of the Spring/Summer ‘10 Collection. Such a trend copes with
the current reality and ideological contradictions and trails the positive
and yet realistic mood of the times. The presence of classic men'’s suit
has somewhat diminished and has been quickly replaced by a sporty
and easy, formal casual wear. The expansion of sporty casual wear in
men'’s fashion has already been foretold. Furthermore, such easy casual
wear, or, in other words, the “neutersexual” style, that can be seen on
television these days is a worldwide trend.

"Neutersexual” refers to the type of man who possesses a strong sense
of self, who is active in developing his life and interests but who is
passive when it comes to developing relationships with the opposite

|u

sex. The popular actor Ji Jin-hee plays a “neutersexual” character in the
TV series in which he stars, where he showcases the “neutersexual”
style of casual suits, knit vests on t-shirts, uninterested in the opposite
sex but focused on personal style.

This fall designers are emphasizing movement and utility by presenting
cotton pants and pique shirts rather than formal suits. To prepare for
such a trend, we recommend white, beige and bright tops that embody
simplicity paired with rolled-up pants, big bags and comfortable
sneakers, or loafers instead of shoes.

In the 2009 Fall/Winter Men'’s Collection, Dsquared and Marni received
great praise after presenting a combination of formalwear and casual
denim and formal casual workwear, respectively.

In the 2010 Spring/Summer Collection, Kenzo, by reinterpreting the
loose and comfortable silhouette, presented looks that combined the
classic mood with a relaxed sensibility to create a non-restraining
formal look. The designer also took a risk by replacing a man’s jacket
with a quintessentially sporty item like a baseball jacket. This year's
global trend consists of “neutersexual” items such as cropped and
rolled-up pants that come up to the ankle, comfortable loafers, casual
shirts and bow-ties.

Materials were provided by Adigm (wwwifp.cokr / Interfashion Planning
Senior Researcher Kim Do-yeon, Department Head

designdb*
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Theme Ol
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Trend 07 wan-sartoria
\ / As the source of life for humans, water cleanses the confused and
A anxious soul and acts an antidote to inject positive life forces. As a tool
for chromatic therapy, day-glow colors give life to minimal structure and
N line. Super-normal items offer utilitarian modernism for the universal

style.

Trend 02 clobal Journey

The escape from the routine expresses as the strong desire to see the
world and brings out a carefree and yet bold mood by combining codes
from faraway exotic resorts and beaches to North Africa’s barren deserts
and other global cultural items. The ethnic sensibility is expressed in a

soft and comfortable multi-layering.

Tre N d 03 Morph-coding

As the sporty sensibility is seeping more into every day life, formal
dressing is becoming more casual and changing into a more useful look.
Designers are pushing more for the sporty, casual wear by incorporating
energy-filled sporty elements and mixing spontaneity and novelty. The
current fashion is showing trends of progressive sporty looks along with
fashionable active sports wear.

§ ***
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Tre N d 0 4 Young Revivalist ) 5 **
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Inspired by the 50s look, the classic casual style is reinterpreted in a more
youthful look. The basic casual items are mixed with 50s graphics and are
defined as a joyful, clean preppy summer look. The rebellious mood
inspired by the 50s rock scene presents itself as powerful, chic rock and
roll style. The overall slim silhouette with a shortened waist fit brings out
the 50s retro look and expresses the carefree sensibility of youth.
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KIDP Major Events & Exhibitions
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Application for Translation Services for International
Design Awards

o In order to help Korean design companies and designers expand in
@ the global market, the Ministry of Knowledge Economy in
peibdist design awand conjunction with the Korea Institute Design Promotion will be

providing free translation services for those entering three major

product

design . i i i iti i

o | D L'-| \ international design competitions, the iF (Germany), Reddot
INTEMATIONAL DESIGN (Germany) and IDEA (United States). Mid-size companies, design

2009 | EXCELLENCE AWARDS 09

companies and designers will be eligible on a first come first serve
basis for translation services of less than three products/works
within the prescribed budget of the ministry and the institute.

Mid-Size Companies: Must be eligible according to the Basic Law for Mid-Size Companies Enforcement Ordinance.

Design Companies: Must be registered as a design company and eligible according to Industrial Design Law Article
9. For more information on the deadline and requirements, please visit www.gd.or.kr.

For more information, please contact Heo Jin-yeong, business administrative personnel at 031-780-2104.

16th Teenage Design Show Award Ceremony
and Exhibition

>

"‘ﬂ'b!I"‘H’j *lﬂclxl'onlxﬂ_ﬂ!l P The winning design and other entries of note from
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THE 16TH DESIGN COMPETITION FOR THE YOUTH (% SN the 16th Korea's Teenage Design Show, a major

celebration of upcoming designers, will be
exhibited at the Korea Center in Bundang from
Thursday, August 20th to Wednesday, August
26th. Displaying outstanding creativity, this year's
entries stand out for featuring Korea's traditional
culture and illustrating Korea's unique identity as
well as demonstrating the potential for globalizing

Korean designs.
For more information, please contact Hong Seong-nam, deputy of the promotion and business department, at 031-
780-2169.

Application for the Fall 2009 Good Design (GD) Product

The Ministry of Knowledge Economy and the Korea Institute of Design Promotion will be accepting
applications for the “2009 Good Design Product Selection” from September 21st to the 28th at their Web
site, www.gd.or.kr. The GD mark is a governmental seal of approval bestowed on products with superior
design, helping to increase consumer confidence and product competitiveness. If selected as Good
Product, the entry will acquire both the GD mark and the Australian International Design Awards mark.
and extra points at the screening for the selection of superior product and production acquisition (when
registering as supply item), organized by the Office of Supply, the selected entry will receive special

treatment and a variety of privileges. For more information, please refer to our Web site, www.gd.or.kr.
For more information, please contact Son Seong-ho, administrative personnel at 031-780-2102.

Contact : Planning Team T.82-31-780-2164 Support Team 82-31-2115 Promotion Team T.82-31-780-2164
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100% Design London 2009 Korea Hall : Designomics

The world's design experts and latest trends to gather in one place! The 2009 100% Design London will
take place in Earls Court, London from Thursday, September 24th to Sunday, September 27th. As in 2008,
the Ministry of Knowledge Economy and the Korea Institute of Design Promotion will select design
companies that are globally competitive to be showcased in the exhibition named “Designonmics.”
100% Design is an event where business takes place on a world scale and is recognized as such by the
world's leading companies. Korea benefits enormously not only in terms of promotion, but also in that
participating companies truly obtain highly satisfying results. In the 100% Design London Korea Hall,
which will feature eleven Korean companies, there will be exhibitions of products and works as well as a
“Design B2B Matching Program” which invites buyers from all over Europe to conduct business talks

with the Korean design companies.
m For more information, please contact Jo Jin-hee, head of promotion and business department at 031-780-2155.

Color & Material Design Workshop: Foreign Design Experts
As Guest Speakers at the Design Workshop

The Color & Material Design Workshop which organizes seminars with foreign speakers will be holding
its workshop at Gangnam's Toz from Monday, August 24th to Saturday, August 29th. Organized for
hands-on designers, the workshop has invited former DIC president and director of Japan's Industrial
Design Association Yamaguchi Masayuki as well as five design experts to discuss the main themes of

color and material, using examples of successful companies and the latest global trends.
m For more information, please contact Shin Byeong-du, head of department at 031-780-2186.

1

Yamaguchi Masayuki Ogura Hiromi Jean Paul Cornillou Haruhiko Asai Uemura Kouhei
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"Celebrating its 44th anniversary,
Vol.3 the project began even before |
was born. | believe that the

“I'dlike to support prospective
designers to spread their wings to
become a Steve Jobs or Philip
Starck.”

current competitiveness of
Korea's design industry was
built by about 20,000 design
pioneers discovered by the
Korea Design Exhibition. The
recently rising interest in the
exhibition makes me proud and
increases my responsibility, ”
said Mr. Song, who has been
busy wrapping up the project
after the successful closing of
one-week exhibition following
the opening ceremony on June
25.

Manager of
the Promotion Project Office

Song Ha-dong

Q. Let's start with a brief
explanation of your current
responsibilities.
A. | work for the Convention
Team of the Promotion Project
Office and am responsible for
planning, administering and
managing all projects in regard
to the Korea Design Exhibition,
Korea's largest design contest
b i & ~. 2 y with time-honored tradition
and history. | also support
various other design culture
J— promotion projects that other
- teams promote.
Q. Congratulations on the successful closing of the Exhibition. What is
the key to its success?
A. In a broader view, | think it is because the base of Korea's design industry
has grown. Also, a lot of university students participated in the event to
overcome the job shortage. To do my part, | started marketing the exhibition a
month earlier than usual and promoted the event to professors of design
colleges. As a result, the number of universities that participate in the
exhibition has significantly increased. In particular, we saw considerable
growth in the entries from the visual communications design, craft and fashion
design areas.
Q. What is the characteristic of this exhibition?
A. This year event is different in that it has a number of works dealing with
environmental and social issues such as eco-design and socially marginalized
brackets. That is, design has evolved from the privilege of a special class into a
method to ponder over and develop solutions to social issues. Noticeably, a lot
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of entries were works designed to solve such issues.

Q. Do you have any memorable moment or episode from your three
years with the Korea Design Exhibition?

A. As the Korea Design Exhibition's purpose is to discover and develop
prospective young designers, | feel the work is worthwhile when | hear that
some designer succeeded through our event. One young man, active in the
overseas design area, entered a design that won a prize at our exhibition and
took home the world's three major design awards, achieving a grand slam. He
was also selected as a promising next-generation designer and is now actively
working in Europe, proudly heralding the excellence of Korean design to the
world. This year, we also received an entry by an elementary student, a first in
our history.

Q. What is your wish for the future of this exhibition?

A. | think the exhibition reached the current position thanks to the hard work
of my predecessors. At the moment, the Exhibition is a 100% independent
event where all the staff take care of the tasks-reception, review, exhibition
and carryout. If we could get an expanded budget, it might be able to improve
the quality of the event and provide more supports and benefits including
business connections for excellent design works and comprehensive
follow-ups. | also suggest that we have to take advantage of our high-class
human network of the invited and recommended designers from the exhibition
over the past 43 years, which amounts to 516 people as of 2008. Most of these
designers are in the leading class of the Korean design industry, and are in a
position to assist fledgling designers and to sharpen the competitive edge of
the Korean design industry if only we can build a systematic network with
them through information exchange and cooperation. Finally, | propose that
the Korea Design Exhibition try to enter the global arena in the long run.

Q. Let's move on to more personal topic. You are now working for the
Korea Institute for Design Promotion. What has changed most?

A. Geography, maybe. We moved from Daehakro to Bundang recently. When
the Institute was located at Daehakro, each team had only one computer to
share among team members and everyone had to take turns on night duty. In
retrospect, it was terrible working conditions, but we have a lot of fond
memories from that time. We spent many nights with each other sharing wine
and visions at the humble stand-up bars on the backstreet of Daehakro. We
now have much better working conditions, but we miss the old days. It is
inexplicable.

Q. What are your future plans?

A. | began my career in the Convention Team compelled by curiosity and
interest in outdoor and active work. Taking care of a design exhibition was a
dynamic job, requiring multi-tasking capabilities. In spite of extensive
preparation, you often face unpredicted situations. Therefore, you can never
relax during the exhibition. However, the years of experience also gave me a
nice present: Good people. I'd like to expand this precious human network. As
the institute is reviewing an integrated exhibition of all its projects starting
from next year, | hope the exhibition remains in step with the changes of the
times and evolves into a better event while maintaining its own identity. | also
wish to help young Korean designers realize their dreams.
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