
디자인컨티늄:
보스턴-밀라노-서울

지안프랑코자카이, 미국

디자인컨티늄회장

스피드& 이노베이션

“이게임은비용절감이문제가아니라혁신을가속화하고회사의

성장을도모하는것이다.”

걸리어모윌, 인도방갈로어G.E. 존F 웰치테크놀러지센터매니징디렉터

(‘인도의부상’, 비즈니스위크2003. 12. 8)

경험으로서의질

“질은이제더이상과거의의미가아니다.”

(‘완벽함만으로부족한’, 비즈니스위크, 2003. 12. 8)

“과거의질은부족함을벗어나는것이었지만이제는미세한틈을

포괄하는것으로의미가확대되었다.”

니콜라스쉴, 포드모터컴퍼니대표

(‘완벽함만으로부족한’, 비즈니스위크, 2003. 12. 8)

Speed & Innovation

“The game here really isn’t about saving costs but to speed

innovations and generate growth for the company” 

Gulliermo Wille, Managing Director, 

G.E.’s John F. Welch Technology Center, Bangalore India. 

(The Rise of India, Business Week December 8, 2003)

Business Trend

Quality as Experience

“Quality no longer means what it used to”

When Flawless isn’t Enough, Business Week Dec. 8, 2003

“Quality previously was freedom from defects…It has

expanded to embrace a raft of subtleties”
Nicholas Scheele, President Ford Motor Company

When Flawless isn’t Enough, Business Week Dec. 8, 2003

Design
Continuum:
Boston-Milan-
Seoul

Gianfranco ZACCAI, US
President and CEO, Design Continuum 
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디자인컨티늄철학

1. 디자인이노베이션=휴머니즘+테크놀러지+경제

2. 기회에대한이해: 디자인이전의디자인

3. 경험의디자인(브랜드+제품+서비스)

4. 비즈니스의디자인

5. 세계시장을개척한다

6. 지역을강조한다

7. 꿈의실현을위한디자인

8. 일관성을유지한다

9. 엄밀함을적용한다

10. 재능을알리고힘을싣는다

중국: 깨어나는거인

중국의비즈니스

1) 수출을위한저가의제조업

2) 급성장하는소비자타깃마켓으로서의중국

3) 새로운다국적회사의근원으로서의중국

중국의디자인상황

· 기업브랜드와새로운아시아지역브랜드로확장하고자하는다국

적회사들은중국의국경을넘고자한다.

· 1998 - 디자인컨설팅회사약 2 5개

· 2003 - 디자인컨설팅회사약 1 0 0여개

중국의시장과컨설팅환경은미국, 유럽, 일본과매우상이하다.

· 중국은‘디자인’의역사가짧아경험과전통이부족하다.

Continuum Philosophy

1. Design Innovation = Humanism + Technology + Economics 

2. Understand the Opportunities: The Design before the

Design

3. Design of the Experience (Brand + Product + Service)

4. Design of Business

5. Exploit Global 

6. Accentuate Local

7. Design for Dreams

8. Be Seamless

9. Apply Rigor

10. Inform and Empower Talent 

China: The waking giant

Business views of China

1) Low Cost Manufacturing for Export

2) China as a Rapidly Growing Target Market of Consumers

3) China as a Source of New Multi-national Companies

China’s Design Landscape 

· International firms wanting to expand their brand and

new local Asian brands want to move beyond China’s

borders.   

· 1998 - Approximately 25 design consultancy firms

· 2003 - Estimate more than 100 design consultancy firms

보스톤
Boston
1983

밀라노
Milan
1986

서울
Seoul
2000



· 많은회사들이디자인의중요성은알고있지만사업의성공툴로디

자인을어떻게활용해야하는가를알지못한다.

· 중국의회사들에게는디자인서비스의비용이가장중요한핵심사

안이다.

· 디자인은투자가아닌필수적인비용이다. 왜냐하면즉각적으로성

공을가늠할수없기때문이다.

· 중국인들은차원높은부가가치적접근에대한준비가미비하다.

· 중국인들은협력작업프로세스의가치를알지못한다.

· 중국인들은위험을감수하기보다검증된리더를따르고자한다.

중국회사와성공적으로일하려면다른접근방식과한없는인내심을가

져야한다.

· 인간관계가매우다르기때문에관계를만들기까지많은시간과노

력이필요하다.

· 계약은신뢰없음으로받아들여진다.

· 관계를유지하기위해서는중국인스탭을고용한다.

· 적절한수위로이야기한다.

· 기본적인디자인접근방식을끊임없이교육해야한다.

· 비용중심적이기때문에효과적인브랜드매니지먼트에대한이해가

거의없다.

· 아시아인들은내부팀교육을기대한다.

The market and the Consulting environment are very

different from US, Europe and Japan.

· China’s ‘design’history is short.  It lacks experience and

tradition.

· Many companies know that design is important. They

simply do not know how to leverage or manage it as a

tool to drive business success.

· For Chinese based companies, cost of the design service

is a key driver.

· Design is a necessary expense but not an investment

because you can’t measure the success up front.

· They are not ready for a more value-added approach

· They don’t appreciate the value of a collaborative

process.

· They are risk averse, preferring to follow proven leaders

To be successful with Chinese firm you require a different

approach and a lot of patience.

· Relationship management is very different; it takes a lot

of time and effort to build.

· Contracts are seen as a lack of trust.

· Use a local staff to maintain relationships.

· Talk to the right levels. 

· Need to educate the basic design approach constantly.

· Recognize there is little appreciation for effective brand

management because of the cost focus.

· Asians expect training of internal team.



Design Ladder : Capability per Region

Consumer Market Understanding of China
중국소비자마켓이해도

비도시소비자8 2 0

“RURAL”
완전도시소비자1 8

“SATURATED”

도시소비대상자7 8

“ASPIRATIONAL”

기능적도시소비자3 6 . 5

“FUNCTIONAL”

비도시소비자

Total Rural Population
도시소비대상자

Aspirational Urban Consumer
완전도시소비자

Saturated Urban Consumer
기능적도시소비자

Functional Urban Consumer

디자인 - 비즈니스 비즈니스 모델로서의 디자인

Design - Business Design as business model?

전략 - 브랜드 전략적인 방향에 브랜드를 맞춤

Strategy - Brand Aligning a brand with a strategic direction

전략 - 제품라인 전략적인 방향에 맞는 제품 제공

Strategy - Product line Providing products that align with a strategic direction

전략 - 제품 전략적인 방향과 제품을 맞춤

Strategy - Product Aligning the product with a strategic direction

경험 - 브랜드 특정 라이프스타일 또는 경험에 맞춘 브랜드

Experience - Brand The brand aligns with a certain lifestyle or living experience…

경험 - 제품기반 제품은 전반적인 경험을 용이하게 돕는다.

Experience - Product Based Product helps facilitate an overall experience

사용자 중심 디자인 제조자의 시각이 아닌 사용자의 관점을 따름

User Centric Design Driven from the user’s perspective not the manufacturer’s

디자인 언어 제품을 통해 끊임없이 브랜드 커뮤니케이션을 한다.

Design Language Consistently communicate the Brand through product

형태는 기능을따른다 디자인은 제품의 기능하는 방식을 소통한다.

Form Follows Function The design communicates how the product works

유저빌리티 기기는 사용하기 편리하게 만든다.

Usability Make the machines easier to use

스타일링 - 제품라인 모든 기기는 특정한 형태로 보여지도록 한다.

Styling - Product line Make all the machines look a certain way

스타일링 - 개인 기기들을 특정한 형태로 보여지도록 한다.

Styling - Individual Make the machines look a certain way

데코레이션 기기를 보기 좋게 만든다.

Decoration Make the machines look nice

기능주의적 산업혁명, 대량생산

Raw Functional Industrial Revolution, Mass production

공예 제조 기술

Craft A skill at making something

예술 개인적 표현

Art Personal expression

디자인사다리: 지역별디자인단계

Under Development!

도시소비자구분(단위: 백만)  Urban Consumer Segments (million people)



비도시소비자 기능적도시소비자 도시소비대상자 완전도시소비자

RURAL FUNCTIONAL ASPIRATIONAL SATURATED

시장규모

Market Size

일반제품 820,000,000 365,000,000 78,000,000 18,000,000

General Prod. Category

의류 최소 저가/기본 보다 새로운, 질, 가치, 선택 최신, 프리미엄

Clothing Minimum Low Cost / Basic Newer, Quality, Value, Latest, Premium

Choices

FMCG:  Fast Moving 최소 저가/기본 보다 새로운, 질, 가치, 선택 최신, 프리미엄

Consumer Goods Minimum Low Cost / Basic Newer, Quality, Value, Latest, Premium

Choices

가정용품 저가/기본 보다 새로운, 질, 가치, 선택 최신, 프리미엄

Home Appliances Low Cost / Basic Newer, Quality, Value, Latest, Premium

Choices

고객 투자 구매 최신, 프리미엄

High Investment Latest, Premium

Purchases

소비자마켓vs. 분야

비도시소비자 기능적도시소비자 도시소비대상자 완전도시소비자

RURAL FUNCTIONAL ASPIRATIONAL SATURATED

시장규모

Market Size

일반제품 820,000,000 365,000,000 78,000,000 18,000,000

General Prod. Category

의류 핸드메이드 노 브랜드 상품 리바이스 구찌, 알마니

Clothing Hand Made Generic Levis Gucci, Armani,

FMCG:  Fast Moving Nice Group, NaFine,  Dencare Chong Qing Avon, Coke P&G, L’Orial, Coke

Consumer Goods P&G, Unilever,  Oral Care company,

Coke P&G, J&J, Unilever, 

가정용품 Haier, Chinese Sony, Phillips, Sony, Phillips,

Home Appliances Samsung, Motorola Mobicom, Samsung,

Elextrolux, Haire, Elextrolux, Haire, 

TCL, Legend TCL

고액 투자 구매 GM, (Toyota), VW, BMW, Mercedes, 

High Investment Ford, Honda, First Auto Audi

Purchases Works, Beijing 

Automotive Industry 

Group, China Brilliance

소비자마켓vs. 기업/ 브랜드

Consumer Markets vs. Categories

Consumer Markets vs. Companies / Brands



아시아시장제품개발사례

프록터& 갬블

클라이언트지역: 오하이오신시네티

시장: 중국본토주요3개도시

디자인: 디자인컨티늄보스톤

팀: 마크베이츠, 케네스주월, 헤더리베이, 고레이로핫지

시기: 2 0 0 3

배경: P & G는중국에서베이비케어제품을수년간판매해왔지만시장

진입에성공하지못했다. 이프로젝트는, 가격을낮출수있다면‘시장

폭발적인’제품이될수있다는가정에서이루어졌다.

목적: 눈에띄는시장성을얻기위한초저가의제품디자인

프로세스: 직·간접적인리서치를통해타깃사용자를이해한다. 현재

사용되고있는하이볼륨제조방식에구애되지않는저가의솔루션개발

결과/교훈: 반드시비용의문제가아니다. 시장진입에크게성공하기

위해서는반드시이야기되어야하는문화적인장벽이있다. P&G는

이제품카테고리에대한문화적인마인드를바꾸기위해생각했던

것보다훨씬많은비용을투자해야할것이다. 

모비콤: 멀티미디어모바일커뮤니케이터

클라이언트지역: 중국

시장: 중국

디자인: 디자인컨티늄서울

팀: 김영민, 오승희, 박대엽, 이상민, 김윤진

목적: 중국내젊은유저들을대상으로한모바일커뮤니케이터제품개발

프로세스: 새로운시장가능성을규명하기위한중국에대한깊이있는

사용자리서치: 모비콤과함께“Gen Y”사용자를향한디자인가이드

라인과인텔리젼스플랜을기획하였다.

결과: 빠르고쉽게텍스트를기록할수있는풀키패드로젊은층에어

필하는심플하고아이콘적이며악세서리같은디자인이며보기드문

건축적솔루션이다. 

Product development for the
Asian market

Procter & Gamble

Client location: Cincinnati, OH

Market: Mainland China, Tier 3 cities

Design location: Continuum Boston

Team: Mark Bates, Kenneth Jewell, Heather Reavey,

Gaurav Rohatgi

When: 2003

Background: P&G has been selling baby care products in

China for several years but have little market penetration.

The assumption is that if the cost can be reduced to a low

price threshold they would have a ‘market-exploding’

product.

Objective: To design a very low cost product to gain

significant market share.

Process: Understand the target user through indirect and

direct research.  Develop low cost solutions unconstrained

by the high volume manufacturing methods currently used.

Results/Learnings: It’s not necessarily about cost.  There

are cultural barriers beyond cost that need to be addressed

in order to achieve high market penetration.  P&G has

learned that they will need to invest much more than they

thought in changing the cultural mindset about this product

catagory.   

Mobicom: Multimedia Mobile Communcator

Client location: China

Market: China

Design location: Continuum Seoul

Team: Youngmihn Kim, Seunghee Oh, Daeyup Park,

Sangmin Lee, Yoonjeun Kim

Objective: To develop a mobile communications product

targeted towards younger users in China

Process: In-depth user research in China to identify market

opportunities; with Mobicom, created a design guideline to

and intelligence plan geared toward  “Gen Y”users.

Results: Full keypad that supports fast and easy text input;

simple, iconic and jewel-like design that appeals to younger

users. Unique architectural solution.


















































