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“Everything that can be invented has been invented.”

- Charles H. Duell, Commissioner, US Office of Patents, 1899 -

23 years later

= TV invented in Dec. 2, 1922

%



OIXfQl AJhO) = ot 2L THA]

o _7’_1'7‘], @Xﬂ, ZE]_I_'_ U]E]‘] — %;’-

2005.2.3

S



CIRfQ) A} =29t 2L THA]

% 3D in 21st Century 2141719 3D
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% Goal of Companies 71¢9 2=

Goal of Companies

I

Economic Success
= PROFIT

Y

Company’s abilities 1. to identify customers’ needs

2. to create products
- that meet the needs
- that can be economically feasible

= 7199 M Innovate or Evaporate
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¢ Definition of Design HAIQI< g9

From Webster's New World College Dictionary Third Edition

de-sign (di zin') v&. [[ME Sesigren < Jdasigrare (dezx'ig ra re), to mark out,
define <de-, out, from + sigrara, to mark <sigruny, a mark, SIGN]] 1 to make
preliminary sketches of; sketch a2 pattern ar outline for: plan 2 to plan and
carty out, eszp, by artistic arrangernent or in a skillful way 3 to form [(plans,
etc, ] in the mind; contrive 4 to plan to do; purpose; intend 5 to intend or set
apatt for some purpose - /. 1 to make designzs 2 to make original plans,
sketches, patterns, etc; work as a designer _». [[Fr dessain , It dasagre =
Jizignare < dezigrare]] 1 a plan! scheme; project 2 purposze; intention; aim 3 a
thing planned for or outcorne aimmed at 4 developrment according to a2 plan o
find a desigr in hizstory/ 3 2 plan or sketch to work from: pattern fa design for a
houzef 6 the art of mmaking designs or patterns 7 the arrangernent of parts,
details, farm color, etc.zo asz to produce an artistic unit; artistic invention [the
design of a rug] 8 a finished artistic work or decoration _S¥M., INTEND, PLAN by
design deliberately, purposely

Az the word "design” passed through the French language it became
enunciated as we commonly usze it today, di zine.
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% Design & Art 9xpolx ol&

%= AU
=X 991 90Ig + AFdd + 3AIY
TURS X}1/%e 7t A& AT
QI | AUE =P s | M2 Lifestyle/7d =
2 Non-systematic Systematic
e Motivation Innovation
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s Good Design =

» appealing

e attractively colored
e comfort

* compactness
 construction
durability
efficiency

feel
good-looking
unique

* vibrant/exciting
« visually striking

71X

e ©xfl

2005.2.3

Good Design

Aesthetics

T

Ergonomics

Emotion

T

Logic
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¢ Trend of Design

Form
I —> Context
Function
HOW > WHAT > HOW

%
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< Design New Definition (1)

[0 Problem Solving (in a Creative Fashion toward an Innovation)
O &8 =2: 2A19Y F2t ojo)

= G B

= YT HY =Y

» Open Mind

-7199) 71K E7

,ii

oS
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% Design = Problem Solving 2A) ojZ

At : Shopping Cart by /DEFO

Modular Shopping Cart
- baskets
- hooks
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s Design = Problem Solving 2A) osi&
AHl: Faucet & Shower Head by dContinuum

You've
never F E

*" Finishes and Colors

Shower Experience

“designing the water*
- droplet shape and size

- frequency !ﬁ}g
- distribution /X
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< TIXIQ): New Definition (2)

O Providing Happierness © @YL517| OIE0oiF= A
> Argoll Wik 27 gT oot Arg

"If people are made safer, more comfortable, more
eager to purchase, more efficient - or just plain
happier - the designer has succeeded."

Henry Dreyfuss
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% YXIQ: New Definition (3)

O Interface (= inter + face)
» Company & Customers: communication interface

» Technology & Users: technology interface

[0 Keeping Balance Between

= Aesthetics & Usability
= Emotion & Reason
= Art & Science
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% Y XIQl: New Definition (4)

d Experience 4%

- FYY AR DAY RE, YA EL YAIS PEROMS ARY AL

A% XL (interaction)

=39 NE, A = YAE HirOtE AT
SOA 22 9] Bk (reaction) S US9] Ye

1=
mE
= 229 Foi7t glow FYL Yoiy 5 ¢l
n D = AV)XF > W = KoK}

Ato]9) MB AL (interaction) 2
A

O Once interaction takes place, a reaction occurs, the result of the
Interaction is the formation of a feeling, an EMOTION

= positive: delight, pleasure, happiness

» negative: fear, shock
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o Attractive Things Work Better!

Attractive things

!

Make people
feel good

|

Make people

Positive Emotion
(Width)

A4

People encounter problem
when they use the product

|

Easier for people to find
alternative solutions to the problems

think more creatively

%
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% Experience Model 3% 24 by Darrel Rhea

Purchase > Delivery > Set-Up > Learning/Training >
Usability/Productivity &> Maintenance/Service/Repair >

Update/Upgrade/Replace

1. Cognitive Presence
- g7 ol "ojor &

Discarding the physical
remnants of the

2. Attraction product
- hold & grab attention - recycle
L - compacted
3. Communication - sorted
- S ]% XNEY £5790] - collected

dgdoior g

Source: Design Mgt. Journal, Fall 1992, pp.40-48
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% YXIQl: New Definition (5)

O 99 =3

Innovation is how a firm or an individual makes money from creativity.

Origination process of generating something new

process of generating something new

Creativity 4 -, has VALUE

process of creating something jnew
that has SIGNIFICANT value
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o

 22: Creativity & Innovation

Personal
&
Group
Creativity

l

Possibilities
Organizational culture

T

Processes
creative
techniques

A
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% YXIQ: New Definition (6)
O EJE Trend

“ One of the biggest trend of these days is to try to understand
what the trend is.”

[1 Something that is happening now.

[J Something that will change the way we live.

[ Collective thinking - thoughts shared by many people
» Insight & System (Collection & Analysis)

“When you've got one example, it's a noticeable situation.
When you've got two examples, it's a fact. And when you've

got three examples, it's a trend.”
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s Trend Indicator

Economy 7 Politics

Medicine Media

(/
Technology ﬁ
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% Technology & Society: 71& €739 3 YY¥
—> Convergence
Technology > Network 1t
—>| Intelligence 1k
Information _
Society > Dream Society

= Experience
= Story
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s Common Challenge 35 &=

Design

Marketing

Engineering

3

o

Lifestyle @

_______________ >

New Material
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. Food + o Sport +
100 words of InS|ghtS Fashion Design Health + ~ Leisure +

Beauty =~ Travel

Science + Education Entertainment Online + Culture +

Technology Mobile Value

Rationality i Visual SR Kids Reality E-insurance
2| A 8 T.P.O fashion e Super food - computer Ararie G.P.S Shopping
— addiction mall
S -
= . . ; = IS oeriler1l Design touch
® Emotionality Special Exe Sabbatical psisdeen Culture Party
S Experience SEE7 5 U Slow fOOd’ ( el:Tx}a)—I education PETEEL community GRS U
=R = z
-n » .
2 Body Radiance Hair Su;freal Pearl elg Healing Resort Cognitive | kids safety fgg?]rig?] 'r\:IObII-
= Aa) A 8 ife \%eurosmence shoppihg
» . R Extension \
, . New Family |Close range | EXperiential L W
Relationship Soul mate Heritage Eco-beauty histor);/ overseag ame Skin ship Cultural Moblog
convergence
Natural Them Hydlogen | child PPL
. . . . care A : '
Bling Bling List book dsmetics organic e pension Ecohomy plan business Digital single; Leisure card
Culture Pracfical Sound Ponca Multi
tlustrater ' vpholsterer| messenger | - scieptist Mentor designer | journalist therapist
m Fitness
% Noblesse Colldction
= People/Generation Tuning & Slobbie HREEWIEE Nomad digital /49&-5\ Holic Reply & Saladent
> prpduct p. \
T , . .
1) . Man’s {ashion Sky park [ENTH. ccess ome Olympic
ght time
8 Lu Aura SAl & A 0 space ntgrtainmen RLLES marketing
P / \\Fl hold /
. Premiug ; Portable Unlimited
Suit Travel ba
Stthh Water calor brand ue / Blue LED toy DVDP P.M.P mail service
o Double treet Messy SHOIHZ A Energy
Personality | furniture K cafe |atopy el play (2B ~E) oS efficiency
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AFl: DutchBoy Paint £

Plastic Paint

- AU)X} Lifestyle® Trend zhet
- 1003 o)1 A8 29 25 3 o

..

- MY 27 28

2005.2.3




TIX}O] A|ThO] T} Aj2L J}K] 2005.2.3

s+ Common Factor 7154

Engineering
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*» Conditions for Innovative Design Y418 ©ARQI9 =3

v v
Y b Ll R R
Engineering Design

o]
I AgY |
Marketing Human Science

f f
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«» Our Problems 3= ©XxiQ19 2}x

1 UNDERSTANDING

= under + standing
= service € servus (Latin), slave

L Test & Evaluation

U Team Work - Team Spirit

= Common Ground
- Not existent in Korea
- Existent in USA

Engineering

ol
I

Marketing

mHA &

Psychology || Economy [| Engineering Science

%
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¢ Issues Around Design ©AIQI &g ©lr

xRl 39

UIAg
Marketing

O| 21 _._}U}
Human Science
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 Silver Bullet, a magical cure 4% ©XiQ1S 9%t 8|H

U Who should have the leadership?
= Engineer
= Marketer
= Designer

» Not by the authority, but by the caliber of
embracing people with different perspectives

U Criteria
» Understanding What Users THINK
- talk to them
- watch them
-?
» True Understanding with LOVE

= Affection for Philippe Starck

- Understanding people with LOVE & Passion L] T)X}O]L 0] 710 T}
Argl BdolIN SR




OIXfQl AJhO) = ot 2L THA]

2005.2.3

o Techniques for Understanding Users Thfsr AF2 X} ojof 7)¢

exploratory semi-structured structured
® ® ® ® ®
guerilla research visual stories interviews—
field observation beeper studies home, car,
: o office, & retail
video diaries
shadowing video ethnography—
tours home, office, & retail
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«»» Evolution of Observation 22 7199 ¥H

OBSERVATION

Micro

y

Observation ETHN
)
Macro Natural
CONTEXT

» Design Ethnography
» Video Ethnography
» Digital Ethnography
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¢ Ethnography

» ethnography = ethno (ethnos: people) + graphy (graphia: to write)
» fileldwork + observation
- as an observer
- as a participant
= Arm-chair Enthnography
» Became an Issue in Design in the late 1980s

-

. i LA ¢ v 1 §
78 ey “ \. bw. . B ‘““d’, .
L] - el | N e, o

Margaret Mead

%
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«» What can be learned from OBSERVATION

= Common Behavioral Pattern - Population Stereotype

Mg XIOPE OJxf _ 124

L’

8 8

M XIoHE AT - 62/

%
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o Conclusion: Y AQ1Y} ¥ord

& 2YIRLY BHOA

o« 2 YAQI9 MY Good Design

o HFJ0 TP Y 1 Ecological/Green Design
o OJYX|2B|OJ| Tjidt 5 Energy Consumption

o 2|2 UF9 49 Sharing

& IR AFONA]

o N5XQ X7 F9 7K Sustainable Design
o« 2= AIEZ /A% YAQ Universal Design
o TN TGOl Wt ©lok Cultural Design

o ALEAT T Y AIQ User-Centered Design
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¢ Dieter Rams’ Good Design

2005.2.3

IS iInnovative.

makes a product useful.
IS aesthetic.

makes a product understandable.
IS honest.

IS unobtrusive.

IS long-lasting.

IS thorough down to the last detall.
Is environmentally friendly.

IS as little design as possible.

%
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What do you want for your product?
Good quality? Inexpensive? Quick to get to the market?

Good, cheap, quick: pick any two.

- old engineer’s saying -

Engineering

Integrated Systems Approach

Marketing

%
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| am NOT a consensus politician.
| am a conviction politician.
Design or Resign!

My job is to stop Britain going RED.

- Magarett Thatcher -



