gl glﬁ& 2007/2008

S | AR ERRERIRITEE
s SONmO Red dot Communication Design
A o ' Yearbook 2007/2008

®) 55w &

Peter Zec

red edition

KET T K AT



ﬂﬁ& 2007/2008

SRR EMRZEZIRITE

Red dot
Communication
Design
Yearbook
2007/2008

s

(1) 18 - 3% %
Peter Zec

£ F

k%R T A% HARAE




Red dot Communication Design Yearbook 2007/2008
By Peter Zec
© First published by red dot GmbH & Co. KG in 2007.
All Rights Reserved.
© Chinese edition published by Dalian University of Technology Press in 2008
© KEE T AFH kit 2008
FEAEAUE [R]85 1006-20074F 55200 5
RRALER A - B SR

B H R4 B (CIP) &R

LUK BRI AL IR BTHE 2. 2007 ~ 2008 /
(f8) FL3E (Zec,P.) %hi; Somik—AKi%: RIERTA
L, 2008.2

P54 5 3C:Red dot Communication Design Yearbook
2007/2008

ISBN 978-7-5611-3968-4

Lare .- @5 ML —LHER —
it — 5 —2007 ~ 2008 — 4% IV.J504-54

Fp [ RROAS P 54 CIPEHRAZ 7 (2008 ) 45001290

A AT KR T KA At
Mtk K TTRPED 80 k%W : 116023 )
Bl i+ AEHESEIR] (BN ABRA
I N F . 235mm % 295mm
Ep 7K. 31.5
I i 4
SRR TE] . 20084E2 ] 45 1/
ERIBTT] . 2008472 ) 45 17k B kil
v Tt w1
SeAEAS XS R
Ermdert: W

ISBN 978-7-5611-3968-4
£ 380.000C

M il 0411-84708842
& Ii. 0411-84701466
fis . 0411-84703636
E-mail: dutp@dutp.cn

URL: http://www.dutp.cn




red dot communication
design yearbook
2007/2008

Herausgegeben von
Peter Zec




o

bR

oo

IR il

NSRS







mk

Peter Zec

SEMNEENESRXEE S, BIKE. SMIRE. FXK
BHemBHRIaHHESREMNELEE; SH-804%
FRthARgBRANT B ERERFNES. RS
RAOBLHIM T ERRANIRE R I, MAENLHTRH, K&
HEEF 5T IE7E RN 5T 5 B R A S Bk A9 R 715
ZERMNOERN. BERBNGAEEBNREMRER, B
EXAHMAESETHNLTFREERETEY. b2
W, BREMNMELANEEREREN, EREBMNRERN
BMNOERNANZDMETEMESE, ZXMELT, BITAR
MEMA “PFEE", BA— 8B EEEANHEDE"; ®RITAK
BHBERA—FEKMIES, A—FERRLEE
AiEE.

SE, BNBRA—RIEE7RAHR SRR AR
Efh. REEREURNERFHERETNNLELS. &
7RG, WRNIMIFZMNBTASEMIERNXLERETN
ESRHTTE, MR REEMER, HFETEN ‘4
BB RE, BESR UAEER “USBRER 5
H USRE HRRE,

HSE, BT “BFE R AE—XRETTHINE
M ASRFHBREFTEBHEZMHEZHENTR ME, YAMNE
BATHHNEEFEANSAREEILNARDE RN, S0
BEAERENZATREMINEEMRR. AT, 8% %
HERABTARNER R, h AR 2 @RI —&9. &
e R B2 B R ARi& T 2 (Pan—European Brand De-
sign Association, PDAhS ) —iEREELLBRHERHEE
WItRERNERN, Bit, BMNERXENHRAFRBIF =
MBS REMN TR R T NHTIZAEEITNITESH, S

5]

BRI AL ERRITRNNAR MR BEESS

BMNEESN Bz F—F, SINZALLRNBBEF IS
B—F, BERMKEDLR E—F AL
KRABRN—RAEEESEMN “AaFRRitR” 1T
B R AR R MR B AR MR EREITT S~
TR UM R E LR, HESBAMBEFANSMEEIR, AR
BABREBIRAR, XMATRMRINTHEMAES
AKX, BREAZANERMNIBOZEF ST AEEH
b3 FHEFIANAXBSRIERNKEZRSH, MEXLE
FRPEHRRE T TFT RN ERAMNERNT B
RERERIKERS, BREERBB%NSFHEIEREBEIX
2, U RERTERAFFT09NSRIER, MARSK
FEITHEREEN “URFEER [QEITFHRAF T T27R.
SEAFERETMINEREFTERTEINRE A
10000 ST MR K 5T 7k B +HIRemo Camina-



daffilLudovic Varone, &I EREITENEF “Type
Generator” , Itb9h, EE 6N FERITIHEIL TR SR T
MR HIRE

—-Sandra Mithéferf§ “Rubenheimer Archiv—Ausstellungs—
konzept fir ein volkskundliches Museum” ;

-Ji-Young Ahn, Jenny Hagmann, Maike Hamacher,Franz
ReimerZ&®& A4 “NEU06-Das 1. Live—Shopping—Muse—
um” BETR;

-JungHyun Lee, NoJae Park#f1DukSang YoonFffi&it
8 “Enermax battery package” ;

-Julia RommelWik{THE%, “Distance, Motion, Foreign
Cultures” ;

~-Ozlen SagirtgEH “” ;

-Duc Nguyenfrigit#y$ “Off the right path—One way to

Evil and no return”

X, REERIMBEI IRBINKREMFARERE

O SERRITTR NERE, BERERMATE BRI
IS Z AIFRERITA R

BAERERSTFTFS SRR 1. TEARTEY

B, MRRAMNNSS, TOREBRMXAFLRZRTHET
B, IE2 MM TEES ERNATER AT I, F1X BHE
gt

B 633 B BRI S RSB A9 S . s
F3RIF BRI AABBRINFAHETARFMNBTING
1%

RBE, RAHZERSING ENFTECTHENE FTEHEE
Bl R FELLBRANITFR A, MR8 1R T K £940003 B3 tE M. X
MIBLSANEN T, ER—TUREN TIE







RSN s

 BBEERT UAKRR REFE—NSRLITE
BB MR FERE UATER HESREHSEBRIR
£ UAKRK HBEA. TIEG—SREIR, THH
REEEE— % A EAR” WHBE Bit, SERFETE
A UIEKRE .




TRAE

Long gone are the days when annual reports of private and
public companies were about publishing the final figures
and listing the balance of accounts. Today it is equally
important that this rather dry material is presented in such

a way that it makes the reader curious and is interesting

to read. Agencies specialising in annual reports have existed
for quite some time now, and every year many new successful

and original designs are created that present new approaches.

“Dare: The Ultimate [P Challenge” is such an example.
The annual report for the Intellectual Property Office of
Singapore combines the company’s services — the support,
the expansion and the valuation of the country’s creative
and intellectual achievements — with a real game. The
cover of the book doubles as the game board. Apart from tips
and the rules of the game the annual report also contains
the dice and tokens. The reader/player can directly

accept the challenge and on their way to the finish not only
get to know the opportunities and pitfalls a business

idea faces in the global market, but also the services and
successes of IPOS.

PATENTS COPYRIGHT IS RIGHT
EVERYWHERI NEARLY WORLDWIDE

Al Pt t

Your global business em]gire
needs protection. You will have to
secure your IP overseas in individual

markets. Thankfully, there

are short cuts.

TRADE MAR HAVING DESIGNS ON
GOING OVERSEAS?
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Annual Report 2005/2006
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What will the world of tomorrow look like and how will we
live? Exploring the future is as fascinating as it is essential
for our society, science and economy. However, there is
hardly any industry that consistently has to foresee trends
and lifestyles and anticipate today what life will be like in
six or seven years like the automobile industry. This is the
period of time between the first rough draft and the finally
functioning car which has to be ahead of current standards
in technology, safety and consumption as well as sense

of form, style and choice of materials.

The “bionic car” concept is exemplary of the extraordinary
paths the industry pursues to provide an idea of future
innovation and technologies. In order to develop the “bionic
car”, biologists, bionicists and automobile researchers made
an expedition into the animal world and discovered that
the angular boxfish came close to the automobile engineers’
ideal. The touring exhibition, designed by jangled nerves,
allowed the visitors to experience the visionary vehicle
project by presenting a self-illuminating sculpture of the
fish, the original vehicle and a 1:4 model together on an
amorphous pedestal immersed in blue, animated water

refl ctions. Holographic projections in the background
created the effect that the real and the virtual layer merged.







The technisation of our everyday live, which is often accom-
panied by apprehension, mostly loses its dread once it

has arrived exactly there, integrating itself naturally as well
as helpfully. Nowadays no one is startled by the voice of
their navigation device; we construct parallel worlds on the
Internet and are thankful if artificial organs fulfil their
duties more reliably than our own, natural ones.

In its new store in Paris, adidas presents itself as a state-
of-the-art company, which uses innovative technologies and
scientific research results to meet customers’ individual
requirements and optimise customer service. Via the 70-
sqm multi-sensory installation all high-end products

and services of the sports goods manufacturer can be ex-
perienced and tested. The LED Catwalk features a new tech-
nology which scans the foot, transfers the data via infrared,
and configures the appropriate shoe instantly on an online
interface. The design of the in-store concept combines

the complex aspects of media technology, functionality and
ergonomics in a futuristic look. It fascinates and arouses
curiosity. And it meets the customer’s individual require-
ments on product performance and the adidas experience.










