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Professor Gideon Loewy
It BX &% 5t B 5 & B 4 | / Scandinavian Design Consultant Co. Ltd.

Building a Cultural Creative Environment

AR RET RIPEER
THE CREATIVE DESIGN CHALLENGE: Upgrading by Design
in a Globalized, Knowledge-Based & Cultural-Creative, Commercial Environment

Miaoli, 12.12.2005

The Agenda:

3 buzz-words: innovation, creativity, originality

3 trends in business: knowledge-based industries, cultural-creative
industries, network & globalisation

3 business tools: product-based, service-based, experience-based

from innovation to original creativity

companies look for:

e« material resources, tangible,
TECHNICAL SMARTNESS
innovation
work
productivity
standardization
Quantity / more

consumers look for:
e immaterial resources
intangible
HUMAN INTELLIGENCE
understanding
creativity
knowledge
originality
Quality / better
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the steps of business evolution: phases of product development
Manufacturing vs. Services, East vs. West, Convergence vs. Differentiation

examples:
*Lenovo
*IBM

adding value: upgrade management

Creative Business Development
Upgrading toward Brands

better

incremental improvement
knowledge

difference

new concept

creativity

The whole market is upgrading, when you get there all your competitors
will be there tool!

understanding DIFFERENCE:

Examples
MP3 i-pod
Windows Apple
Ford Jaguar
FIAT Ferrari

Innovation vs. Originality
Example: Acer

Acer Ferrari notebook computer € Ferrari cars € Apple i-pod

Design Tools for IP-driven design:
Design in the knowledge-based & cultural-creative economies

ThinkingCAPSe: thinking skills for change management

the 3H model, HARMONY: Head Hand Heart
ThinkingCAPSe : CREATIVE: Analytic Practical Synthetic
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Applied Design Thinking: toward creativity management

ThinkingC APSe: professional roles, thinking modes & personality
types

the 3F model, the creativity hotspot: FIT: Form Function Feeling

the 3P model, thinking is change management: People Process
Product

Thinking-CAPSe + (FP)3 = C-Spots Design:
Creativity, Choice, Change, Consequence

BestFitDesigne: from product-function design to people-focused
design
BEST: Business Experience Service Technique

The Asian Design Model

the “manufacturing” business syndrome: the standard Asian business
model lacks a “Feeling for People”

the limitation of practical thinking, the advantage of strategic thinking

the 3Q's of BestFitDesigne E-valuation: Quantity, Quality, Qualification

Enablement: PEP: Products Enable People

9.



2005 % R AL AN R 1T MBIR BT @

-10-



2005 FR AL AR A TR E m i &

R () BFRUL ~ AIREPHR
EXC YN

EHBRF
CIRVACE FR=-shiF &GPt 6

A CHERR N

BAK ##
] LB S R ER T SRR E T R/ BIBUR SRR (T
ATHEE
[ S B A R ER 2 BRE R Fe L B R SR B
ZAaE
EIRVA:FE N el E

REZLIE
EREE G EEIEATARL - BMIIEERTBE X EE
il
BIE
] 37 B A KB R ERE KSR LA B
REL
(B 77 kS R B T U LaARn ~ SR SO E (T
EA LR |
R RSEFEBGE R BUAREE AT E
P 5 53
Bz AR R R RTE A BINZER & K2R B R O B S
H

aram A

e
HEE R RS PR ST BB
SR
CORVAECE /SR PN oL Loy Bk S U IR 2 6
I8 V7 15 P Bl SR A B AT R A AT
R 2

ARG RN 2R E B R ATRIEEE

11-



