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East Meets West
on New Terms

Kevin MCCULLAGH, UK
Director of Foresight, seymourpowell

Back in the 1980s Asian industry met Western design
consultancies for very different reasons than they do today.
Back in the days when seymourpowell was founded they
would come looking for individuality, experience and know-
how. They still do - but instead of applying this knowledge
to crafting beautiful products, the requests now tend to refer

to the what, why and how of design.

World class product design is no longer black magic only
practised by a small band of gurus in Milan, London and
Palo Alto. Asian countries have rapidly established strong
home-grown design cultures. When | recently asked a
Michael Erlhoff, prominent German professor of design,
where the best post-graduate design school was, he replied

Shih Chien University in Taiwan.

The result is that design as ‘styling’ has become
commoditised. There are now thousands of competent
products designers around the world able to ‘give good
form.” China has become the workshop of the world and as
a result it will become harder for western designers to stay
abreast of new manufacturing technologies being

developed, honed and perfected the other side of the world.

There are also global forces acting on design consultancy.
The rise of the in-house design department is the most
striking - Apple, Philips, Samsung and Sony spring

immediately to mind. When Jonathan Ive joined Apple in
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1992 it nailed the myth that all the best design talent was to
be found in consultancies. Also a new generation of 3D
CAD literate designers are able to set-up business and
compete with established players on smaller projects on

price, if not quality.

Where does that leave the Western product
design consultancy?

East now meets west on more equal terms. Asian
designers can match western designers in traditional design
skills and often excel in technical ability. So Asian
companies now look to use western consultancies in more

intelligent ways - they are looking for new thinking.
The qualities Asian clients are now looking for include:
1. Signature designers: designers like Jasper Morrison,

Sam Hecht and Mark Newson are increasingly being used

for their ‘designer brand’ cache; and most operate out of

western cultural capitals.

ppooooo
Jasper Morrison

oooo
Mark Newson

gooo
Sam Hecht
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2.00000:0000000000000,000000000
poooooooo 2. Innovative spark: an energetic outsiders point of view,
knowledge transfer from other industries and conceptual

thinking

ooooo
Knowledge transfer

3.0000:0000000000

3. Processes: design software, not hardware

Knowledge
research & analysis
Trends Markets Users Products ®
D
% Social National differences Observation Product mapping =
= S
D Lifestyle Brand analysis Interview Range analysis %
) w
g Technology Market segmentation Workshops Technology analysis g
[=) <}
) Design Case studies Lifestyle survey %
[
Colour, finish & Executive interviews
materials

synthesis

validation

strategy




4. 0000000:00D000000D0bObObObOOOoOoOOo
000000.00000000000000O0DDOOOOO. 4. To think different: opinionated mavericks do not tend to
work in-house and if they do they do not survive very long
5.00000:0000000001500000000000
0000000000000000000000D00000. 5. Cultural intelligence: Europe's design culture is 150
years old and global cities like London offer insights in
6.00000000:00000000000O0O00C0O00O0OD rapidly shifting tastes

goboooOo,o0bocooooooooa.

ooog 6. Redefine premium: Europe is the home of luxury: where
1.0000 intangible ideas and stories now count more than tangible
- goo” quality

oooooooo Premium
2.000 1st aristocratic

20000000 ‘old money’

000000000OD00O0OO0O0
dooooooo@oooooo)
3.0000
198010
00=00000000
4.0000
0ooooo,00000002100
000000000
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7.00:00000,0000000000O000O00O

high-quality craftsmanship

2nd Hollywood

20th century 'new money'
inspired by the of Hollywood lifestyles stars

ostentatious display (jewelry and cars)

3rd designer

1980s

status = designer labels

4th value for life

7.

post-industrial, post-material 21st century
luxury is becoming a state of mind
a search for inner happiness, not wealth display

how you spend time is the new luxury

Strategy : Joined up thinking about people, technology,

brand and market trends
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Tough Luxury
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National differences ‘

Germany




National differences

taly

Cultural Basement




National differences

Hong Kong/Shanghai

Hong Kong and Shanghai, capture the spirit of China's
current state of transition.

Since ‘The hand-over' Hong Kong's role as middieman
Fetween western business and China has diminished
as many corporations have moved their headquarters
to Shanghai or Beijing. Manufacturing in Hong Kong
has been eclipsed by China which has confirmed itself
as the new workshop of the waorld.

LR

This has forced a period of reflaction on its position

as just one of China's big cities. As well as playing a
major capital-raising role for the Chinese economy, the
Government is also promoting Hong Kong as a creative
‘Centre of Bxcellence’. Guangdong was the traditional
capital of Cantonese culture, Hong Kong's Canto Pop
stars and movies now define Cantonese style.

Mowhere captures the vitality of the New China as well ——t1
as Shanghai. A bustling city of more than 13 million =
p=ople has rapidly become the economic and cultural

heart of the country. It already boosts an impressive

highway netwaork and public transporation system.

Mew skyscrapers, shopping malls and apartment

Chen Yifel, & Bx-propegancds ertiet h he Cullird Revolulion,  gomplewss continue to spring up to support the
Iz enengetically bullding China's Tirst home-grown Chinese s - : = e
Ieury Brand — Layefs. Establishad three years ago it has massive migration of people into the city. A new
QIESIPI:L B2 TRT e ] S0 IR e g aULEEE I 18 P international air hangs over the city, which is well
fashlonable areas and often alongalds Guccl and Louls 3 g LS T e = :
Vulttan. Leysfe's lagship store In the Tashionabie Xmtiandi on theway to becoming the "Mew York of the east’.
nelghbournesd, salis classic Intemational talering with hinks
of Chineze style a3 well as sarving cocktalls.
He has also |ust launched a lifesty e magazine, Viskon,
E&sed on hip English publcation Wallpaper. ¥ e s target
rmarket 15 China's new wealthy elite, which a recent China
Mational Resaarch Survey estimates represants Bt 1%
of the Chinesa population. s members earn more than
4,000 ranminkz & manth and malnly work for mutinationa
companies In Shangha, Be|Iing and Guangzhou.


















