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The human is materialized and released as part of design
values, thus the spirit makes design have its own fea-
tures, namely the acquisition of experience and connota-
tion through the creation and use of substance. Creating
added values through design must be a key point in win-
ning market share in the 21st century. The research for
the lifestyle and value recognition for consumer is the
important part of localized design strategy. How should
the cultural spirit of the East be integrated with the con-
temporary design and exercise an essential role in the
global economy? The answers will signify the new design
value of East Asia.
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figure 2

The Maslow's
hierarchy of needs
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Design has been challenging and changing our
life values.

Today, with the wave of globalization, the old ram-
parts of technology and economy are collapsing.
The Internet brings a new, holistic perspective and
effects profound change in our traditional lifestyles.

1. DESIGN VALUES
AND THE GLOBAL MARKET

1.1 The Cognition of Design Values  For as long
as human kind has created artefacts, the design of
‘things’ has been a convergence of the material and
immaterial activities of man. The acquisition of
experience, the understanding of materials and the
collective, creative connotations, fuel the human
spirit to materialise and release value judgements
that shape and characterise design.

The Industrial Revolution brought about a ‘division
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of work’ and with it a division between the
processes of design, production and marketing.
This specialisation had, and continues to have, a
significant affect upon the creative process within
the making of ‘things’. The new ‘Industrialisation’ -
fast, innovative methods of producing in mass -
now separated the convergence. The design and
manufacture of ordinary things was paramount.
With the coming of the Information Age, economic
change and technological development has done
much to stimulate a re-assessment of design values.
The diversity of social development and need has
not been overwhelmed by the wave of globaliza-
tion, but appears strong and ready to provide a stur-
dy platform upon which to create redefinition.
Although it is commonly recognised that design
incorporates material and spiritual values, this
premise warrants further analysis. The traditional
definition of design value as shown in the diagram
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below stresses its nature rather than its meaning.
By contrast, Maslow’s ‘Hierarchy of Needs’
describes different levels of human need from the
fundamental to the advanced. The theory also pro-
vides gist for the description of design values. As is
shown in his pyramid diagram, he identifies five
levels of value and expression of design, thus clear-
ly indicating the needs of different groups and the
subsequent relationships within the human condi-
tion. It reveals the phenomenon of the search for
‘commodity’ and ‘emotional’ values in the process
of conversion from physical need to self-realisa-
tion. The ‘physiological’ needs and the ‘safety’
needs are placed within the material zone.
Friendship, love and ascription are categorised as
social need, whilst self-realisation and esteem,
characteristics that embody life notion and self-
value, are independently identified. In the material
zone we are made to be aware of utilitarian factors
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such as function, price quality and service.

Just as affection, friendship and ascription features
as social need, we see that both group and fashion
status is also of paramount importance. Human
behaviour is very much influenced by the pressure
of social grouping. We are aware of an extraordi-
nary repetition of social status within the fields of
commodity needs, hobbies, interests, consumption
styles and customs. Individuality lays more stress
upon features and symbolisation. It achieves self-
realisation by means of expressing self-values. It is
a strong identification of emotional consumption.
We can see a paradox between the material and the
spiritual, the utilitarian and the symbolic.
Commodity consumption stresses price and quality,
whilst our emotions seek more symbolism and
‘added’ value. The functional factors of a product
serve as a foil to emotional values.

We can conclude that the needs relating to con-
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sumption behaviour changes as product value dif-
fers. People buy what is valued according to their
income and consumption capacity. Most consumers
are sensitive to price and pay more attention to the
performance and quality of products. Many produc-
ers target this, providing commodities with funda-
mental functions to satisfy customer need. A low
price is a key factor to the lower income groups.

As people acquire wealth or achieve higher social
status(the two are generally linked) life style
changes accordingly. They seek more emotional
and immaterial consumption needs and choose to
express their own values.

We can find examples almost everywhere. In
China, the common people show great interest in
the sales of television sets, regardless of style or
design. Ownership is paramount. The so-called
‘Y-Generation’ is another good example. With their
amazing statements of fashion and individual dress
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code they are ascribing to be ‘different’.

They create the same sense of shock in Tokyo,
Seoul or Beijing. A stylish Ferrari runs no faster
than an Audi A6, however, as a powerful brand, it
remains a symbol of wealth and confidence. In this
instance, the price of the product is irrelevant and
‘immaterial’.

If we refer again to Maslow’s Hierarchy, the values
of design correspond at different levels. The differ-
ences among levels within the emotional and com-
modity values embody the features that design
should contain. In the industrialised society, people
laid stress upon manufacturing technology, quanti-
ty and scales. As for design, the emphasis was to
express the technology and function of the prod-
ucts. Technology was the only way to win a share
of the market. The notion of ‘form follows
function’ was just an expression of the relationship
between design and technology within the context
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of an industrial age. In an age of mass manufactur-
ing, design played a distinctly passive role.

By contrast, the information age has seen great
change within the social structure and this has had
a direct bearing on the design pursuits. The rigid,
technical and material manufacturing has been
replaced by flexible, non-technical and immaterial
methods. The diversity of ‘consumer need’ has now
become the most dominant character of both local
and global markets. In this post-modern society,
materials and technology have assumed the role of
being merely the building blocks with the more
emotional values achieving equal or even greater
importance. The leading design group Frog, suc-
cinctly put forward the phrase ‘form follows emo-
tion’, as an embodiment of the trend. It underlines
the fact that creating added value through design
must be a key dictate in winning a share of any 21st
Century market.
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In his book ‘The Dream Society’, the Danish schol-
ar, Rolf Jensen claims this new system inverts
Maslow’s pyramid, defining the most important
needs in our society as the expectation and pursuit
of emotional values. Today, this change is influenc-
ing the policies and attitudes of companies, design-
ers and consumers. It affects our psychological
need, the environments within which we live and
work, our lifestyles and our behaviour. Design is
becoming the platform upon which we experience
and realise our dreams.

1.2  Design Values and Globalization It is with-
out doubt that design can create values for con-
sumers. As for companies, design can also bring
profits. There are many cases where markets have
been conquered through design. The Sony ‘Walk-
man’ and the Apple ‘iMac’ are both fine examples
of good design concepts quickly establishing domi-
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Today, this change is influencing the polices and attitudes of companies,

designers and consumers. It affects our psychological need, the

environments within which we live and work, our lifestyles and our

behavior. Design is becoming the platform upon which we experience and

realize our dreams.

nant market positions. Progressive companies have
recognised how a sound design strategy can pay
rich dividends. The meteoric rise of the Korean
company, Samsung Electronics bears testament to
this. In a few short years they have achieved amaz-
ing success in a very tough global market and are
even beginning to eclipse Sony.

The more the economy runs global, the more com-
panies are forced to face competition and chal-
lenge. China, at present, the sixth largest trading
country in the world, has an international trade that
stands at more than 40% of its GDP. Multinational
corporations are queuing up to enter its market. As
the country now enjoys full membership of the
World Trade Organisation, the competition will
become even fiercer.

Meanwhile the globalization of markets continues
to speed up the division of work around the world.
Innovation, reservation and anti-monopolisation

through intellectual property rights, promote much
thought about an ‘intelligence economy’. One is
now able to identify a clear chain of labour division
within a global perspective as capital expenditure,
innovation, design, production and marketing line
up to assume a new order.

The big corporations seize the core technology
through an investment of capital and information
innovation, making themselves very pro-active
within this chain. They control both the overall
planning and the rights of distribution. The collec-
tion of raw materials and manufacturing are under-
taken in labour-intensive countries, but by retaining
distribution, the subsequent profits are the monop-
oly of the states that hold the advanced technology.
China, with her low-cost labour resource, now
plays the role of ‘world factory’ in the chain.
However, in South Korea, this very chain has now
undergone a revolutionary deconstruction mainly
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due to pioneering new design technology within its
IT industry. The big corporations such as Samsung
and LG, with their design strategy supported by
Government investment, have grasped the opportu-
nity to excel and break the market domination of
the established advanced countries. To this day it
remains a good example for China to follow.

2. THE DESIGN VALUE OF
LOCALIZATION AND GLOBALIZATION

2.1  The Design Value of Globalization  In the
process of global marketing, the control and orien-
tation of the world markets by developed countries
is the main element in the chain of international
divisional production. Developed countries can
exert degrees of cultural influence over their less
developed partners. This often creates conflicts of
‘cultural consciousness’ between the parties as each
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side wrestles for control within the chain.

Global marketing has led to an unparalleled expan-
sion and development of the ‘international brand’.
The American fast food giants MacDonald and
KFC have long since demonstrated their omnipres-
ence and have now been joined by Starbuck’s and
Pizza Hut, companies who have established their
place in the global market with new styles of con-
sumption. Trading has become truly homogeneous.
It is no coincidence that a new BMW car can be
launched simultaneously in Beijing and New York,
or that a company’s staff in both London and
Tokyo can wear the same livery.

There is no doubt that the development and out-
reach of the global brand demonstrates the extent
and common character of the global market. It is an
undeniable expression and common recognition of
a brand’s quality and value, mainly by a rapidly
expanding group - discerning consumers from the



LY E 2 S Electrolw) = 3 0] w3} 22 T A
o] & Aolghs F1E 7ML, 8 7HEAE YA%
oM F= A2 AFW7) A 71 A4 Z2aP A
Yol ek, AR WY dAlez £ RS
AWtk Eetoldnt, 28, £ 2314 ot
A2 1 Fol nlST 3 Gt WEAE g A
#59 WEE SRS dRolA M2 34 gt
OJAY YHYERZA o AUA JF WYL epor
TREAL, A= o] FAH: 19809 ol FHAIR A
22 AvE Ao, @AY o] T AEtYo] Hitst
= YAl e +sta, A9 o Hue £3
3k, Akt 23t JA S 357 siAE, B A
B 234 e 4] HEE olsista A= o A}
Fof M oldt 23}, 189 ulF stolA] oz Agt
ol Aol o] ERTTHE AL AA B0k Fht,

23 Cixil Mepol| chigt 8ix) vk 220 7] 4] Tizlel

developing world. It is of primary importance to
the multinational company that its universal design
values are recognised and accepted even though
these very values (for the most part Western in
character) may be unsuitable for the local condition
and culture.

The market is not the only place where cultural and
economic differentiation causes conflict and misun-
derstanding on a global scale. The United Nations
Organisation, itself a body committed to harmo-
nious association between more than140 nations,
continually witnesses conflict due to the remonstra-
tions of groups who are divided by wealth, religion
or race, fearful of another’s cultural, technological
or economic dominance.

In this respect, it is paramount that indigenous cul-
ture remains of value to all enterprises whether
they be international companies, building yet more
of their network, or local endeavours seeking to
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penetrate it. The critical factor is that design values
must always accommodate recognition of local
character and the potential dangers inherent in the
imposition of so-called ‘global values’ upon a
‘local’ environment.

2.2 The Design Value of Localisation

To localise value within design one needs to stress
the human component. This can be based in cultur-
al tradition, religion and philosophy. It is developed
from long held attitudes and deeply embedded
behaviour that relate to a ‘local’ way of life. These
can often pay little heed to national boundaries,
with divisions and barriers being simply cultural.
In his article Cultural Human Factors, John Heskett
pointed out that to respect cultural difference or to
change cultural patterns can be a competitive tool
in the global marketplace, one that can often bring
about unexpected, sometimes unfortunate results.

CAl Jun

43



figure 4

Elements of
design stragegy
CIRfel HMa2fo| 24

44

To illustrate some of the perils, one needs go no
further than examine the occasion when the
American cosmetics giant Colgate Palmolive
bought a long established Hong Kong toothpaste
manufacturer, branding their products under the
name ‘Darkie’. These products had for many years
featured a stereotyped illustration of a black-faced
minstrel with gleaming white teeth. No one in the
original Asian market found this troublesome, but
when news spread through America that the com-
pany was selling a racist product abroad, banner
carrying pickets appeared outside its New York
headquarters.

Another example is to be found with the multina-
tional company Electrolux. Under the impression
that Europe was to be a single market like America,
it embarked on a programme of acquisitions to
become a major player in large domestic appli-
ances, including refrigerators. The intention was to
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supply a limited range of designs to supply the
whole continent. However it soon discovered that
divergent cultural patterns throughout Europe are
very different to those in America. Food tastes and
food acquisition behaviour, especially related to
food freezing, varied enormously between North
and South. Its design values were proven to be
flawed and by the1980’s this miscalculated strategy
led to a market failure.

These cases are sound reminders that when impos-
ing a design strategy upon local lifestyles, it is
paramount to understand the cultural patterns
implicit in the local market and to recognise a dif-
ferentiation of lifestyle and tradition.

2.3 The Implement of Local Value in Design
Strategy To implement local value-into

the design strategy of any corporation, we should

therefore pay heed to local culture, local lifestyle
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and local market forces. A user-centred design pol-
icy and comprehensive lifestyle research becomes
fundamental to this strategy, as it accommodates
the effective and relevant product strategies imple-
mented by both local companies and the interna-
tional conglomerates.
The purpose of establishing a design strategy is to
identify and expand a gap within a particular mar-
ket and promote a brand’s advantage. It includes
the following elements:

» The adaptation of local market competition.

» The identification of market space and brand

suitability.

« Integration by respecting local culture and tradition

* Correspondence with the global economy.
A localised design strategy can be constructed using
a target consumer group categorised by consumer
lifestyle and value under the following headings:
People, Product, Environment, Time and Influence.
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* People: By observation‘and division of con-
sumer age, education and income including
description and value orientation, patterns of
lifestyle and behaviour can be ascertained.

* Product: By analysis of a product’s position in
the market, it's consumer target’s characteris-
tics, culture and lifestyle can be extracted and
refined.

» Environment: By understanding the environ-
mental background of the consumer, changes
of lifestyle due to the influence of marketing
or consumption can be forecasted.

* Time: Analysis of a product’s lifecycle can
deliver information relating to its suitability
for the various stages of market activity.

« Influence: Research and analysis of a product’s
success and suitability can expose a brand’s
influence and pinpoint background market
trends.
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These cases are sound reminders that when imposing a design strategy

upon local lifestyles, it is paramount to understand the cultural patterns

implicit in the local market and to recognize a differentiation of life style

and tradition.

By engaging in effective research such as this, we
can discover how local values can be brought into
the design process for both branding and market-
ing. It would speed up the promotion and imple-
mentation of ‘localisation’ and develop ‘friendly’
products more suitable and acceptable to the local
consumer.

2.4 The New Value of Design in East Asia and

Its Role and Effectiveness in Globalization
Since the 1960’s the meteoric economic develop-
ment within Japan has brought with it increased
economic growth and production for many of its
neighbouring countries. In South Korea, where a
flourishing motor industry and a corresponding
expansion of information technology, partly due to
pro-active support from successive design-conscious
governments, has brought significant benefits. In
China, economic growth has increased at more than
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8% per year since the1980’s. In 2001, the National
Economy totalled US $9,593 billion. With an aver-
age GDP of over US $850 per person. In the
coastal economic zone it reached between US
$2,000 and US $3,000. It climbed from sixteenth to
sixth place in world rankings and remains the lead-
ing target for foreign investment from the devel-
oped nations. That same year China achieved mem-
bership of the World Trade Organisation and
became fully integrated with the global economic
system. The huge population and vast marketplace
offers unmatched opportunities for international
companies. Low labour and production costs make
it an excellent manufacturing platform for global
penetration. The figures are astounding - 60% of
the world’s televisions and 40% of its copying
machines are now made there. China is also the
leading market for the sale of mobile phones. The
collective influence of these new ‘tiger economies’
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upon world trade cannot be underestimated, as they
now represent a powerful and vociferous entity and
a real presence in global affairs.

Contrary to this East Asia’s cultural identity
remains, in general, locked within the bounds of
the Orient. The rich traditions inherited from
Buddhism, Confucianism and Taoism have had lit-
tle bearing upon a world economy. This could be
deemed a great tragedy. The characteristics that are
embedded in Eastern philosophy - harmony and
balance, could indeed play a significant, even gov-
erning role in relation to shaping and solving ques-
tions within an environmental dimension.

Oriental culture has been singularly lacking in its
ability to harness its energies and counter the
imbalance of Western industrial and economic
processes. There has been little adjustment by the
‘tiger’ nations to address the forcefulness of
Western promotional methods and marketing.
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There is also little exchange of ideas in this respect,
so the rapid process of economic and cultural expan-
sion remains distinctly and sadly asymmetrical.

The question is, how do we integrate the spirit of
Eastern culture into contemporary design, so as to
have a positive bearing on the global economy?
Does it mean incorporating new values into estab-
lished design methods and practice? As the pre-
dominant players within the Asian design commu-
nity, the designers from Japan, Korea and China
must duly accept this responsibility. With some
groundbreaking experimental work, both Japan and
Korea have demonstrated a willingness take on the
task, whilst still managing to forge their own
unique character in its execution. The designers of
today’s China must also be ready to shoulder the
burden and play their part in the explanation and
expression of these aesthetic ideals. El
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