JM & EXHIBITION

eV IAS B




2005 2 3| ‘Lxﬂ“;ﬁiz:

gﬂxt‘l‘xﬁf‘ﬁ

I % m % O X K B R #



K 45 7E R g H (CIP) %4

20059 Y11 L V116 32 W8 e V1 i B/ R, 0 TN . 4
B3 B3 A B AR AL, 2007, 5

ISBN 978-7-5398-0935-9

[ 2 LW+ @3- IIL DL A- B -t 7
@ E AR H-1 Sttt RIUR IV. JO6

[ AR 7K B F 1EC | PALIE 4% (2007) 380505145

REZEAS

* £:FF B = Ih

Bl £ F: BV A%E P

- B RE R R 7 RO
R £FM BT BRET
wOA Y A B Mg
&

* - 55 AR

Bl £ m:x B FHE EER
RIERE: Y E KK
HENR T U

E WU R R4

2005 R itz B R ITiIRIER
3 AR H RCRE R

(B e A K 343815 B4 230063)
http://www. ahmscbhs. com

2 EH A S &8

PRI ML ED R A BR 2 =] ER Rl
FFA<:889X1194 1/16 ENFK:20
20074E5 H 1M 200745 H 551Uk B Rl

ISBN 978-7-5398-0935-9 JE:160. 007G (P4 %)




001

009

013

021

025

031

041

051

061

073

089

095

1K

139

e Mk B T 5 BURY

RESLIRYINE) “RIHZ #B”
ARSI #a

HEUEF

AL A

AT B 7E AT b
FRIEAFRYVE S = YR T R UE R A 1 17 50 5241
HLIB 55 1) 20 H 77 (0 FR 2 B 37 e
SRR i B SR AE 0 T B SR I
BIEME R SRE Rt

ilf 1

BT k7 3

e, XE. fR—FEBRER5&t
=ERIHERE

H & CONTENTS



il

009 Branding Shenzhen the City of Design

021 The IKEA Vision

031 Where Are We Now

051 Opportunities and Restrictions in Fashion Design Industry




R L LT

Design in Business and Government

REE - FEH
RERITERARBE
&, REEHKEDRS
MR & 24K

Andrew Summers
Chairman of Design
Partners

Ex-chairmen of British

Design Council




RREAONERRE . RitEnE
R E RS R, SR
e ui RIEE AR, BUFEITE
WER AR IR L X AEE B A
YER .

BT IE R ENRYIR, IR
EX AR B EEECRIENE, BUCk
3% B,

BRHERT BEFRITRL RIS
WZIAHIRER . RS AN IR E]
B RAEFHBEKN—MEEEER, T
WAL, LA TIIE 2R %
Tk, L E AT 2 E R, Xt
kSR, @R EE . XTBUFA
ARG EB IR, Ak 7 BUFIE 2
SR, R HEERE RREVER o XF
B2 38 TRV B BRI, #ovt
FFERHEEENAA.

RIMATAT 2R ETR? fRATE
B &k Eth &R S K &K
E®RHEZLER, REEWHIX
A, TR R —NE S B R
M, B WA 2 M RGN TE RN T
X A, AERAEARL . N TR
i AR R R 24, BAT—
R — Lo B W MR E & .

WitEARMBIERRILR
Jonathan Ive 7EINF|4E B I v 3E
R i-Pod — ARG Tt R AR
E& = e ?

B UL RTE R AR AR I
ZRTRT BRI TAEWR 2 4 a3 — e i
WHXEET B, &R, ST,
HEME TR A TR BB B £ 15 T
PUFERERHL=fh i-Mac.

B PR T R RS ST AR PR
A Fh @RS KRB

REERBGE—R T ERNWE

Jara

MacLaren FRAE R =R o

B RIEERRE R INEE &
/N3, W Black & Blum 4.

o # & Michael Ruhd MIFERE.

BY3# 2 1 Ross Lovegrove AR
+ Ty Nant BOKABEITHH5IAEHR
HIAOR RS,

W& R HLewis Moberly & /R
FEF R BT 2 SRR B O TV 2R A
3.

B RIE W EEE, Flam
BREFARNFRR—5,

WE 2HEAFWolff 0linsh—
FFEEEBE AT Vivo Btk
%.

B R H Lambie Nairn Ja&ERiE
f) WPP %448 Hl—— BBC #E LG HE
LRI HIRRE.

B 2 Eidos ARIHIFRR (dE
WY witMiZcE /A Lara Croft {
B & .

BEREHMET TEE NG BE
TP HB IR B R T A 3 S

BN E B Priestman Goode JNHE
AR EK 500 N HIZE &4 A3B0 Bt M=
W2 ] .

B AT LR v/ Timorous
Beasties Wit MFKEZR WA

aiF & Casson Mann AFH “%
RERT R XK AR Y A&
ZRESRITALPFOER, FEME
AR Yl

ai#& 7 Foster & Partners A F]
BVHAL TAC BB BT R I A KA

B REEKIREER Dollond &
Aitchison W) Styleyes &R,

B Marks Barfield 31098
HEREMENN “BiR”.



B R E AT o B E KON IEEE B AT IR S5 A0

T ELE A JEE W 7T F Paul Smith B3+ HIEHT K —
ik 2 .

TR, LIRRIXEEeEE R, iR TR A
Tk s G, SENEREE. B B2, RS, TR
danhile I EHET R HISE BRI, BB T — 1, iR
FrERFE MR kit, HEEMNEEET

— ¢ AR R IR S

— 8GR REFMEE

—AEHE &M IE

W, BUIE M IO E N B R R R T
B, BREXEBHWER.

- BAWIHELS LRERIVE? X B EH JuEyE T B
EW . BHRXALHEIES, TERMKE —HAEIE.

BHERBTHLFIE. OB BB EIE Bw, M
R EBEOE, Bt sh BB N 200123 TR A B 11620
¢ 7T -

XAt &k 710 2T . B B EThIm 210
AL TTHIFN A K HLAI P EB 770 12700 1% 3h 3 R 48 %
B, BIRHRXEESHNHS, fludtEaARNEREHER
B vHT . (SRR FER 1620 1278, T EHE 5
29 1. 5%,

B AKE BRI E R A R BREER R R HER
MHHZER. EE—OWETREES, 88 E R
FATTHML S R DR EUE . 95% PRE R R A [ 1
BEREEER, MEKERHIARRHF 26% [HEL.

&G, Wit 5RETHIRMEEER . (SRR IR
B TR BUESAZ 5 BTy LR AR, BAIM FTSE 100 540k
EbE—"F LLik it R R A KA BRI, &RIEEFIE®. 7£2004
FZHHTER, U ARANAFRBELETX—IEH
199%, HETE/FIHERAMETIRE, eNIUHR8 1 Z%E
17%, EBEAFRA TR, ENELEEE 30%.

X S KSR Bon T Wovk 5 & R R A Bk
R, EHIFRELERT &N NMALXFEH®REMN 4. L
EIAEBHRE < ERE” B AT BeRTiXEES
IFHIA SR . AP RE/NA R HE)FREH—T.

BRI — /N AHE Wallace Cameron, iZA

AAEFRRIEEH 50 FNE, 10 FERi— Nk ER
o Frdk =N A AR = SR, TR M S — KA
AFEREAERRTIEET, WERBREPAR. A
DRBRILNALAG . FA B SEERNKREN AT
WE. FEERLE, MATE=TERRSRE, X
bR B A B A AR, SREF AR
B, ERSHNTHUEN K, #EEEHAKAT
HEMRT . XMEANETFRERS S, FHAFE. T
fesT e HRe s A A=, AN, BT eRirEbas,
T X e A T FF R IE R A R T 35 7 SR 0 R 517

IMAE, Wallace Cameron H54¥R 50 MEFKE R ST
k, BREET MWL, ATHERMSMFE, 3+
BIE T B ORISR ARG .

B TR Feonic, XAN/NATIIA —THEA,
AEAE B — Ml i 35 SO FE AR BT A R, (B AR 403 dn ]
BIXAF R R R R, TREER T — K& iHE#H
AF . BEAFIFNX —BRNIZEBEH TR, 246
A=A ANBEWRIMP3, FKHE e e ErRE (Fiin
BT RED B, EHBT — N ES. PRt
MBS FERANRERT F1, A7 A IR RER . iXFF
CEHT BRI T . MEEEMETENEENEAR
TIA B ANEBHGRE, BTN THE I
R A XA R MPRATESR.

HWETHARKITU RIS EFHRNER )G,
BN Xz an el #5 Bh R e vt RE R 2 [RIEE, IRAS N T4E
HILPIRE, BURREBAE LT AN RIERE &5 81
M &tk BBURM A LRSS .

BSERF B L. —MEFR X IR/ 68055 A T
TR T4 B R v 7 M ARSI 52 mie) P AH S B8 o (B 2 28
FRX AT A B A B e K — 2P I XR— A
WM., BAZEMFXGEN, T RRIEK, BUFEES
HECHWHRAAE. HERBRAN. BREELL RIS
B R BRI — AT R —.

XTI R R, FFREMRFLRIIN, K&
TS A RAE AN A K EE— P . S REFRVIB IT
FIX—RH it R — A RITFH TR, & RIREBA “wH
Wit 7. SUEERT, WAEEERST “Ti-A”, Bt
PLERAE AR R U R IX — AR B NI R B . HEARTEE R



V2RI, SIIERS BRI
PR S T IRE M ERER . Bl
PR, T EE R <3RS
FERIR” WE: — AR, RY
SN T EF M AEATH < B SR
%7 IR X — R MR
BOR{R, RIE U T AL <D
Wit w3, EEE, RIBE
BIETR “BIF5HR”, E%
A EE R A £, RN e
R M (0 )

R 0 T AR R R T 4
P, IXBEX—AT LA S MR
B LW RR KR BT E R IT. B
T, WVHE RN B E AR A
TERI ™ X EIRIEE AL B — B4y . %
Iy X — 0 40K TR A 4 B B
i35

= E TR I B
AN /N T S R R K 4R B
., BN M BRI
W, MeRBEABIT. B, BE
HiAE FR R SRR B DR Sk (L
ST OMOE EB V2 E RT3 R
Flo A — TSI GRS AT
BIR, AR ROSE, 5L
LK RSP IORE . B
K RERIT (R&D) BEAL AT, &
RIFFRER T (RD&D) o 33T LA K
K B (R R 2 2 37 0 B 9

BIoRSEIL . BEREITTLIRRBARSRK
RV, HRIALE . WU EEH
B — TR E P& 3h, BONHS B (kg
B TEE BRIR AT TAER B — AN E
AIBURAUR . FIAnTER WM “ R kiR i
R7, SRk ERE. i, EE. &
H. HAFEKRHAERRFRE.
FH— AR A RS . BUFL
TR B BB AR T X — 4,
BHE LBUT E & AR EER
M . AR CERBERF IR, 3
BB EREWE, WRENRITE
KA, Bl AN . X —48
BEEH . @R, 8. AMEFRA
Fea], DURBUNE B E. AT
RETFHETENR, BUNFELEE
HREMETERESR. TREAR
—MEEEK ATERESR, TR
ZLH—IEREMX N E S U
B R ML A0 SCARTE E B B .
BRIVR, BHEFE5E, EH
TEEEMME, BxEFgkis
EREAEM . AR IR B R T
B HRMEHRE ERTEHRE.
BUF B @ e it =k, k2
FL AR 55 77 Tl X BUR R 38 i W -
IR E RIEM A FF T
HIZRVE 1R R R0 1A, A4
TERRER A OMEHZ T,



Thank you for your welcome to Shenzhen and it is a pleasure to
return here after visiting for the first time last year.

My presentation is about Design in Business and Government. [t
is increasingly recognized around the world that design is an im-
portant factor in economic growth. This is true for business whether
large or small, in manufacturing or service industries, in domestic
or international markets. It is true for public services delivered by
the state whether locally or nationally. And it is true for government
policy which benefits from taking into account the important role
which design plays.

But what is design? In my roles as chairman of Design Partners
U.K. and as chief executive of the U.K. Design Council, | have often
been asked that question. It is not an easy one to answer since
design has many forms and can be seen, felt, experienced in
many ways. To try to understand better what design is, let us look
at some examples of what is being produced by U.K. designers.
For instance, is design about the Apple i-Pod, developed in Cali-
fornia by Jonathan Ive, Director of Design at Apple, an iconic prod-
uct which has caught the imagination of people worldwide?

Or is it about what Apple did previously, taking the dull beige box,
making it colourful, then changing its shape and functionality and
now with the latest Apple i-Mac making it beautifully slim and
elegant?

Or is it about high technology aero-engines such as made by
Rolis-Royce?

Or about the high technology which has developed Formula One
Racing Cars such as from MacLaren?

Or about low technology but fun items such as the bookend from
Black and Blum?

Or the flower display by Michael Ruh?

Or packaging'such as the spectacular water bottle designed by
Ross Lovegrove for Welsh water company Ty Nant?

Or packaging for consumer products such as for Duchy Original
biscuits developed for Prince Charles by Lewis Moberly?

Or the graphics on CD covers subh as the Beatles No. 1 for EMI
Records by the Team?

Or identity design such as for Vivo, a new South Ametican telecoms

company designed by U.K. company Wolff Olins?

Or graphics for the screen such as TV identity for the BBC by
Lambie-Nairn, part of the worldwide WPP group?

Or for computer games such as Tomb Raider with its iconic
heroine Lara Croft designed by Eidos?

Or interiors such as the Hong Kong Telecom building designed
by MET Studio, based in London and Hong Kong?

Or interior of airlines such as the new 500-seater Airbus A380
designed by Priestman Goode?

Or domestic interiors such as designed by avant-garde design
group Timorous Beasties?

Or exhibition design such as the Great Expectations exhibition
produced by Casson Mann for the Design Council originally for '
Grand Central Station in New York and which visited Shenzhen
two years ago?

Or public sculpture such as the B of the Bang designed by Tho-
mas Heatherwick for Manchester?

Or the latest office building in London, affectionately called the
Gherkin, designed by Foster & Partners?

Or another recent landmark in London, the London Eye designed
by Marks Barfield?

Or service design such as by British optical retailers Dollond &
Aitchison with their Styleyes system?

Or the Business Class service of British Airways introducing for
the first time the sleeper seat for long-haul flights?

Or fashion design such as the latest range from U.K. designer
Paul Smith?

Design is, of course, all of these things whether it is designing
consumer products, inddstrial products, packaging, interiors,
fashion, buildings, services, graphics, branding. What | have
learnt from my time involved with the promotion of design is that
the important elements common to all good design are that
design:

- turns ideas into reality

- shapes products, services, concepts

- creates added value for the user

And it is probably the critical factors of creating added value and
meeting the needs of users which are the most distinctive and

special attributes of design.



So is design economically successful? There is strong evidence that it is. Having
illustrated design through many examples, | will now look at some numbers.

Firstly the value of design to the economy. The latest data we have for the U.K. shows that
the value of design activity is US$ 20 billion or RMB 162 billion.

This is made up of Design Consultancies which have revenues of RMB 71 billion, freelance
designers with RMB 21 billion and in-house design activity with RMB 77 billion. There is
some overlap between these figures, for instance design consultancies using freelance
designers, but the total value of design is RMB 162 billion which represents about 1.5%
of the U.K. economy.

A second set of figures shows how companies in the U.K. regard design — and the
difference it makes to performance. In a survey done two years ago, companies were
asked whether design was integrai or significant to their business. 95% of faster-grow-
ing companies said that it was whereas the figure for static companies was only 26%.
Finally there is a link between design and stock market performance. Companies listed
on the London Stock Exchange are tracked by the Financial Times FTSE 100 Index and
we looked at how design-led companies had performed by comparison with this index.
The results are informative. The design-led companies outperformed the index by 199%
over the ten years up to 2004. Even in the more difficult bear market for the later part of this
period, they still outperformed the index by 17%. More recently in a better bull market, their
outperformance has been near 30%.

Those are high level figures which demonstrate the link between design and economic
performance. There are many examples of what it means for individual companies, and
last week’s Business Week featuring Design in China includes good examples from
here. Let me just illustrate with the stories of two small U.K. companies.

The first is Wallace Cameron, a smail company in Scotland which had been in business
for fifty years making First Aid kits. Ten years ago it was acquired by a new owner who
immediately saw that he had to change its product strategy. So he started with a local
design consultancy who worked with the users of the products, in this case medical staff,
office and factory warkers who give first aid and with the patients themselves, to find out
what was needed. They developed transparent cases so that you knew what was inside,
where each item was for quick access in an emergency and which items needed
replacing. It was attractive, easy to use, functional and much more efficient for
manufacturing. It was aiso modular so that range variations for different markets could
be developed. Now Wallace Cameron has a worldwide business in 50 countries, has
built a new factory, has employed three times the number of staff and has created their
own design depariment in order to drive their business forward for the future.

The second is Feonic. This was a small company with a new technology, a material

which changes shape in response to magnetic fields. They did not know how to turn this



new invention into a commercial venture. So they linked with a design consulvtancy who
identified that a major application of the device was as a suction pad which, when it was
plugged into a personal stereo/MP3 player, and fixed onto a rigid surface such as a
window or table turns it into a loudspeaker. Styling had to appeal to a young market and
manufacturing cost had to be low. The Soundbug was the result and this has been very
successful now manufacturing here in China at 100,000 units per month. One interest-
ing result is that the designer has now been made Managing Director.
So with this understanding of what design is, and the argument that design is beneficial
to the economy, how can government help develop design capability? Again from my
experience in the U.K. and working with design organizations and governments around
the world, there are three areas in which government can contribute: the design industry,
business policy and public services.
Firstly the design industry itself. It is rare for countries or regions to be able to quote the
, sort of figures | described earlier on the size of the design industry and its impact. But this
is the first step to understanding the nature of the industry and helping it grow. ltis a
young industry with fledgling trade and professional associations and for them to plan
strategies for the industry’s future they need to understand where they currently are.
Mapping the industry with figures on revenues, numbers employed, sector breakdown,
etc, is the first step.
Promoting the industry and its best designers and users of design is an important way to
grow its value. Today’s Design Forum in Shenzhen is an excellent start and it comes
straight after Hong Kong’s Business of Design Week. Nine years ago in the U.K. | started
Design in Business Week so | wonder where Hong Kong got the idea from! There are
many design awards worldwide and they are valuable in drawing attention to its best
practitioners. For instance, two weeks ago | attended the Prince Philip Designers Prize
in the U.K., a week ago | was at the launch of the President’s Design Award in Singapore,
and earlier this week | was at the Design for Asia Award in Hong Kong. In the U.K. our
most significant award is for Design Effectiveness, not just for the design itself but awarded
for the impact it has on business.
Government also needs to invest in design education so that industry has the number
and quality of designers for its future needs. And design is now often seen as part of the
wider creative industries, including media and the arts, with government backing for this
growing area of every country’s economy.
The second major area is Business Policy. Entrepreneurs and small businesses are
often the drivers of growth in many economies and the more they can be encouraged to
use design well, the more they will grow. So information about good practice in the use
of design and schemes and grants to help them adopt it are widely used in many countries.

One area which is usually not very design-conscious is technology innovation, especially



coming from the research departments of universities. There is an opportunity to turn
R&D (Research & Development) into RD&D (Research, Design & Development). This
can be enhanced by incubator units on technology parks close to the university, either for
technology start-ups or for design start-ups. Design is an increasingly international
activity and market, and government help for promoting designers to work internationally
is another helpful policy area. For instance at Hong Kong's Business of Design Week,
there were delegations of designers and design exhibitions from the U.K., Sweden,
France, Ja)pan, Korea and others.

The other area is Public Services. Government policy on design often overlooks this area,
but government itself is a major purchaser of design services and can have a great
influence if it demands good design — and a bad influence if it does not. This covers
areas such as education and health, transport, how public housing and public spaces
are developed, how government communicates its information. And to bring this all
together, governmenté need to consider how they promote their image abroad. Design-
ing the image, not in a way which is false and unbelievable but in a way which portrays a
country’s, or region’s, strengths, does help the promotion of its business and culture
internationalily.

In summary therefore, design has many facets but because it focusés on adding value it
is critical to economic growth. Those countries, regions and cities which use design well
have international competitive advantage. Governments can build design capability through
their policies on the design induétry, on business policy and on public services. If in the
past design has just been seen as something which you add on afterwards, as some-

thing of a sideline, in the future it will be central and of critical importance.
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Why is it important to brand Shenzhen the city of design?
1. To attract inward investment

2. To attract creative talent

3. To generate buy-in from local population

4. To attract global media attention

5. To compete for tourists, both local and global

How should Shenzhen, the city of design, brand itself?

With design - related global events

For example:

1. Asian Comics Festival

To examine the relationship between design and the popular.
Comics are one of the bedrocks of the new world of digital content.
2. Graphic Design and an Asian Aesthetic: a Festival

A global festival examining the contribution of Asia to global
graphic design — from ads to magazines,. to online work.
Through media profile .

1. Local media

Vital to embed the idea of Shenzhen as city of design with local
population.

2. Global style and creative media

To attract creative talent to the city and to position it globally with
the creative community.

3. Global leisure media

To attract visitors and tourists to the city. Cultural tourism is on
the rise globally.

Why are cultural quarters important to developing city brand?
Tourism is one of the key industries of the 21st century. Tourists
want to discover a “city” — and they are particularly drawn to
quarters with independent galleries, shops, restaurants and
bars. Such quarters are vital to media visibility for a city, in order
to attract tourists and to attract creative people who want to live
and work in such quarters.

Example: London

In London, there is such a quarter called Hoxton — with good
galleries, restaurants and bars, where people live and work
and where corporates like to try to find new talent. This quarter

has been central to the global media visibility of London.



Example: St. Petersburg in Russia
St. Petersburg has one of the greatest museums of the world —
the Hermitage Museum. But for tourists this is not enough. So
St. Petersburg is developing a creative guarter or cluster in
order to support and complement the Hermitage Museum. Such
quarters are crucial to building a contemporary city brand.
Networks
There are three sectors involved in a City of Design:
1. State and City (including Universities)
2. Independent
3. Corporate
How can these three sectors be brought together?
Through a monthly CLUB offering-network opportunities, semi-
nars and advice
| founded a Club in London, where 500 companies/agencies
come together on a monthly basis to network. It has been cop-
ied across the world.

" Benefits of such a club to Shenzhen:
* The Club is attractive to corporates — they can find new talent.
* The Club is attractive to independents — they can find partners
and clients.
¢ The Club is attractive to the city authorities because it brings
together the various design communities in Shenzhen. These
communities then can be asked to coliaborate on a Design

Festival.

Future of Design in Shenzhen

If Shenzhen is to compete with other Chinese cities and glo-
bally as the City of Design, Shenzhen needs to innovate con-
stantly in the field of design. Two emerging areas are:

1. Online design

Digital design is aiready acknowledged as the most important

growth area. Just consider that China has more mobile phones
than Germany, US and Japan put together. Need to invest — at the
level of research and at financial level — in developing Digital de-
sign resources in Shenzhen,

2. Service Design

This is the other huge growth area in design. Everything from
pathfinding in airports to designing transport policies to design-
ing hospital services. The service sector in the U.K. accounts for
almost 80% of employment and 67% of GNP. Even in Japan the
percentage of household expenditure on services has risen from
39% in 1993 to 53% in 2002. The market for ‘service design’ is
growing rapidly.

Two successful service design examples:

* Domino Pizza in the USA first identified the potentia! for doorstep
deliveries of pizza in the mid-1980s in New York. Though arriving
somewhat later in the pizza market than some of the competition,
through this innovation the company grew quickly. It was a;l idea
copied by many companies (as services cannot be patented).

* British Airports Authority (BAA), under the guidance of their Group
Design Director, planned the rail link between Heathrow Airport
and central London. The journey would only take 15 minutes and
sounded like a typical commuter trip. Market research showed
overwhelmingly that customers wanted a luxury experience and
were prepared to pay the correspondingly high price. The service
was introduced in 1998 and is now used by almost 20,000 people
each day. This shows that market research and understanding
customer requirements can be key drivers for service design.
Shenzhen would have a wonderful opportunity to be FIRST in
China, if it slowly developed its capability in the service deisgn
area. It would secure Shenzhen’s brand as city of design into the

future.



