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Samsung Electronics is now taking lead as the trendsetter for global design trends.
And behind Samsung’s rebirth as a brand leader in design lies its management strategy
that good design elevates the value and image of a brand. By establishing a design iden-
tity program that incorporates the soul of what is uniquely Samsung and by carrying out
a design strategy based on this program, Samsung is creating designs that convey
unique brand images. In order to launch the identity program, Samsung began by
searching for an identity that everyone could agree with and that could represent
Koreans and Korea's culture. As a result, Samsung has discovered that their design
should pursue as core values the wisdom and spirit integrated in the Seokguram (pan-
theon of divinities symbolizing Buddhist philosophy and aestheticism). These core val-
ues can be summarized as ‘human-oriented, user-focused designs,” and Samsung is
consistently carrying out a design innovation strategy based on the identity program,
enabling it to be recognized as a global design leader.
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“A closer look at Samsung’s Design Center reveals
Samsung Electronics’ vision for the future and the
creativity, passion and dynamism from unceasing
efforts of every designer.”

This quote describes the shared opinion of global
leaders on the quality of Samsung’s design, includ-
ing those from Interbrand, Business Week and
Forbes who recently visited Samsung Electronics
Corporate Design Center.

Last year Samsung Electronics’ brand value was
estimated at 10.8 billion USD, representing the
world’s 25th largest brand among the global top
100, and the company was named the fastest grow-
ing global brand for two consecutive years (with a
30% increase of its brand value). Aimed at becom-
ing one of the top 3 global companies by the year
2010, Samsung Electronics proclaimed 2004 as the
beginning of its pursuit of this vision, making
Samsung design all the more significant this year.
Samsung’s design expertise is gaining increasing
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attention around the world, and this has been
echoed by Business Week’s recent assessment of
cutting-edge design, along with continuous invest-
ment in brand, as one of the key success factors
behind the company’s fastest growing global brand.
Samsung is clearly positioning itself as a trendset-
ter that determines the direction of global design,
rather than a fast follower.

Good designs not only enhance product competi-
tiveness but also work as a key factor that ultimate-
ly improves brand image in the global market.
Against this backdrop, Samsung Electronics, as a
global trendsetter, is pursuing design innovation,
through which it plans to establish a unique design
identity reflecting the soul of Samsung based on a
set of design strategies.

SAMSUNG ELECTRONICS’ DESIGN
IDENTITY: PLACING HUMANS AT THE
CENTER OF SOKKURAM'S ‘JINYEO’

Defining the 21st century as the era of culture and
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Efforts to seek the core idea pursued by the Samsung Electronics” design

led to a quest for our own identity, and this in turn initiated research on

Sokkuram Grotto.

the era of intellectual assets, the CEO of Samsung
Electronics declared 1996 as the ‘Year of Design
Revolution,” and began leveraging design as a
strategic management tool, ahead of other global
companies. This movement showed that Samsung
Electronics recognized design as a key to innova-
tive corporate brand-value and a determining factor
in the corporate image, not merely as an element to
strengthen product competitiveness.

In order for design to bolster the company’s vision,
‘Leading the digital convergence revolution,” and
further, to establish a consistent global brand image
called ‘Samsung Image,’ the primary task was to
set up a design identity program that could present

a design philosophy on which every designer could
agree and a guideline to help designers apply the
philosophy in a consistent design language.

Efforts to seek a core idea to be pursued by
Samsung Electronics’ design led to a quest for our
own identity, and this in turn initiated research on
Sokkuram Grotto,picture 1 a sacred site that repre-
sents the people of Korea and the culture of Korea.
Through a yearlong, in-depth study conducted by
in-house and outside experts, we discovered a core
value within the wisdom and spirit of the grotto, and
adopted it as a foundation on which to develop a
design philosophy for Samsung Electronics.
“Sokkuram is said to be a space of Jinyeo. In
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picture 1

Main Buddha Statue of
Sokkuram: 3.26meters
height, 8th Century,
National Treasure

No. 24.1
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picture 2

Arrangement of
inside Sokkuram?
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1. KIM Won-yong et
al.(1994), The Korean
Grace, Buddha Statue,
JoongAng Daily, pp.
125.

2. CHANG Kyung-hee
et al.(1994),Under-
standing Korean Arts
and Culture, Ye-kyong
Publishing, pp. 257.
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Buddhism, Jinyeo refers to the center of the uni-
verse, which encompasses mankind, and represents
the immortal place and the space of truth.
Sokkuram is the crystallization of perfect harmony
between rational-thinking based construction tech-
nology and humanism in the form of art. Design is
not merely an aesthetic idea, but the act of facilitat-
ing smooth links between all objects, always with
the ‘human’ at the center. This is the wisdom of
Sokkuram.” picture 2

From the lesson of Sokkuram, we uncovered the
clue to a design philosophy that ‘puts people first;
user-oriented designs, and based on that clue, we
established a design philosophy, ‘Balance of
Reason and Feeling,” which reflects the CEO’s
clear vision for the company’s design strategy. The
philosophy, ‘Balance of Reason and Feeling,’ pro-
motes harmony between reason and emotion and
between technology and spirit, and culminates in
the ‘people first’ or ‘user-oriented’ design identity.
In addition, the role and application of the philoso-
phy are increasingly expanding as the embodiment
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of Samsung Electronics’ mid/long-term vision,
‘Leader of the digital convergence revolution,’ in
the context of design language from the users’ per-
spective.

SAMSUNG ELECTRONICS’
DEIGN STRATEGY figure

“In an effort to utilize its global design resources
strategically and to maintain a consistent, unique
identity, Samsung Electronics has adopted a cluster
system for each functional and product group, and
it performs three different processes for design
development.”

With the declaration of the ‘The Year of Design
Revolution’ as the momentum, Samsung estab-
lished a design philosophy for the ‘creation of a
design identity unique to Samsung.’ Since then,
Samsung Electronics has pursued a series of innov-
ative activities throughout its design management
system, including organization, human resources,
processes and infrastructure. As a result,
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Samsung’s design has not only strengthened its
global competitiveness but also expanded its role to
include a concept of ‘Total Design Solution’ that
enhances overall brand value, by taking part in
every process, from product development stage to
final contact points with consumers, rather than
product differentiation through style alone. figure 2
Samsung Electronics’ ‘Total Design Solution’ began
with a change in awareness in terms of the role of
design. Whereas, in the past, design focused on the
development of hardware, the new vision, which is
now leading design innovation at Samsung
Electronics, requires transformation into a ‘soft,’
value-oriented design that considers the emotions of
users as well as the nature of user environments.
Design innovation is continuously driving new
changes and growth through ‘3i Innovation,’
‘Design-driven Business Creation,” ‘Global Design
Network’” and ‘Human Resource Development.’

3i Innovation Activities Samsung Electronics
has been implementing 3i (Visual Innovation,
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Finishing Innovation, Usability Innovation) innova-
tion activities in order to create greater value in
every product development process, as well as in
pre-product planning processes, and to maintain a
unique design identity. Among them are innova-
tions in a product’s visual effect, appearance and
usability, and in holistic designing, which creates
consistent brand image throughout various media
including advertising, in-store display and commu-
nications at customer contact points. figure 3

‘Visual innovation’ enables a 3-dimensional
innovation of design concepts by adding the ‘Z-
axis,” which provides a new lifestyle and experi-
ence to users as opposed to the conventional
2-dimensional way of thinking that defines design
identity to Samsung’s electronic products. The pur-
pose of visual innovation is to establish a brand
image by creating ‘Samsung Image - Samsung
Design Identity.” As part of its activities, a design
guide for the establishment of design identity and a
visual evaluation system for a strategic design
selection have been established. In addition, a tool
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was developed to share and instill a global mindset
that sees beyond the boundaries of the Korean mar-
ket. Such activities of visual innovation together
contributed to creating new businesses through the
development of design prototypes for each environ-
ment/product group by integrating brand image as a
‘Total Communication Design.’

‘Finishing Innovation’ refers to efforts to maintain
premium product quality by adding quality, sophis-
tication and reliability. This includes identifying
exterior design problems beginning at the product
development stage, setting up guidelines for high-
quality products, nurturing quality experts, and
establishing a process to improve product finishing
activities throughout the company. Furthermore,
finishing innovation ensures continuous monitoring
of high product quality and quality evaluation in all
stages of product development.

With the acceleration of product digitalization and
convergence, user interface (UI) is becoming a key
product-differentiating factor in the market. This,
in turn, draws attention to ‘user innovation,” which
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promotes the development of easy-to-use UI that
exceeds user expectations. In an effort to innovate
UI, Samsung Electronics has established an insti-
tute specializing in UI innovation, called the UCD
(User Centered Design) Lab. The lab focuses on
the developments of physical UL, GUI and auditory
design. The auditory design development team, in
particular, consists of music and composition
majors as well as designers to promote more diver-
sified, in-depth design development.

Design-driven Business Creation The ‘user-ori-
ented’ design innovation of Samsung Electronics
doesn’t just consider today’s users. Through
research on technology, market and user lifestyles,
Samsung’s CNB (Creating New Business) group is
anticipating future trends, and developing concepts
and scenarios for products to be launched in the
next three to five years - just one example of how
Samsung considers the users of tomorrow.

Rather than simply assisting product development
by differentiating the look, the CNB group takes
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figure 4 see left

Visual innovation
system

figure 5
Global design network
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the lead in planning and developing products by
seeking new product concepts through research on
users’ living environments and lifestyles. Its proac-
tive design development activities allow Samsung
to develop the company’s various visions for digi-
tal convergence in the form of specific scenarios.
Moreover, the group organizes global road shows
that present the future vision of Samsung
Electronics.

A large percentage of Samsung’s recent products
have been developed using a ‘Design before
Development’, in which a product concept is built
first based on proactive design development before
product planning and development. In the case of
mobile phones especially, the ‘Design Bank
System’, in which designers not only come up with
product concepts, but also take a leading role in
developing an advertising concept, is already being
implemented.

Design Network As a part of market-driven
design activities, Samsung Electronics operates a
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global design network with key sites in five cities -
San Francisco, Los Angeles, London, Tokyo and
Shanghai - and through that network, it studies
local society, culture and lifestyles, as well as glob-
al trends in order to develop designs suitable for the
global market.figure 5

By securing core competence at overseas design
sites located on each continent, Samsung
Electronics is strengthening market-driven design
and creating synergy through close cooperation
between headquarters and each location.

Human Resources Development Samsung
Electronics’ ‘human first’ design philosophy is not
just limited to users. The company has made enor-
mous investment in recruiting and nurturing excel-
lent manpower in the field of design. Among the
programs supporting the HR development effort
are ‘Design Membership Program’ and ‘Design
Power Program.” While the ‘Design Membership
Program’ is developed to secure excellent designers
with potential early on, the ‘Design Power
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Program’ focuses on strengthening the global
competitiveness of employees by cultivating their
specialized skills through various hands-on experi-
ence and team interaction (search for outstanding
designers) and offering strategic support for
designers with outstanding competence and perfor-
mance so that they can grow as ‘star’ designers in
the organization (management of career path).

 Design Membership Program
The program provides a variety of work experience
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to undergraduate and graduate students majoring in
design, which includes the opportunity to partici-
pate in joint projects with professional designers or
in an international industrial-academic project held
in collaboration with overseas design colleges, in
order to support students’ efforts to become profes-
sional designers.

Since it was established in August 1993, the pro-
gram has produced 11 graduating classes of design-
ers, all of whom now play a vital role in Samsung
Electronics’ design innovation effort.
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« Design Power Program
In an effort to foster ‘star’ designers with a global
perspective and creativity, the program offers
exceptional Samsung candidates the opportunity to
study or work in overseas design institutes (includ-
ing colleges) or at one of Samsung’s overseas
design sites, so that they can experience different
cultures and design areas.
The program is just another example of how Samsung
Electronics spares no effort to secure world-class
human resources with an understanding of global
design trends and the necessary creative skills.

SUCCESSFUL CASES WITH
USER-ORIENTED PRODUCT DESIGNS

Since 1996, the Year of the Digital Revolution,
Samsung’s user-oriented design philosophy called
‘Balance of Reason and Feeling’ has been praised
as a success in the global market, as evidenced by a
series of products it has introduced. Some of the
globally recognized designs are as follows:
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DLP Projection TV 7]& Projection TV (Box Type)

T-100 Series Mobile Phone This product changed
the market trend with its ‘wide and easy to use’
product concept when first introduced to a market
flooded with slim, small phones.
It was recognized as a ‘highly stylish design’ that
led the global trend by appealing to the senses with
color and texture, instead of creating a mechanical
feeling. The success of T-100 was made possible
through designer focus on users’ emotion and
usability rather than following the trend toward
technology.
Its success reaped not only international recognition
but also an increase in company revenues. Since the
rollout in May 2002, more than 10 million units
have been sold, and it has become one of the suc-
cess examples of ‘Design-driven Business,” with
revenues and profits posting 3 trillion KRW and 1
trillion KRW, respectively.
Based on the core competency of proactive design,
the success of Anycall mobile phones including the
T-100 series was attributed to

i) Development of unique, differentiated design



‘Power of Balance’ is an extended concept of ‘Balance of Reason and

Feeling.” More than a formative language of design, it is a key word that

summarizes and expresses Samsung future design activities including

the role of design and the core value to be pursued.

for Anycall phones,

ii) Collective design in collaboration with market-
ing activities, and

iii) Improved productivity and absolute quality
achieved through process innovation.

TFT LCD Monitor (SyncMaster 152T/172T)

This product has not only satisfied consumer
demand, but has also been recognized for its design
excellence in adopting a global design language.
Consumer demands must be met on two occasions:
at the time of purchase and during the time the
product is used. The SyncMaster Dual-Hinge series
focused largely on the latter. To fulfill consumer
expectations during usage, such as how the monitor
coordinates with other appliances in the living room
or how the outer frame of the screen should be
cleared to better enjoy movies in the evening, the
designers of Samsung’s TFT LCD monitors have
eliminated any elements that can potentially distract
viewers, and have made make usage as flexible as
possible.

Even before the launch of the 152T in 2002, the
design team and the engineering team had worked
together from the very beginning to share and dis-
cuss information. For example, the adoption of a
dual-hinge concept in the product required a total
of six difficult months of discussion and decision-
making.

Nevertheless, the designers have continued to
develop new ideas while the engineering team has
researched technological feasibility until they were
able to come up with a common solution between
the two. Such an approach, combining in-depth
research and improvement of the entire core of
each product, as opposed to simply addressing
external factors, has earned Samsung Electronics a
number of globally recognized awards and honors
for design excellence, including a Silver Award at
the Industrial Design Excellence Awards in the US,
the G Mark in Japan, the iF Design Awards in
Germany, and the Best of the Best award in the Red
Dot Design Awards in Germany.

The product’s achievements include opening up a
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POWER OF BALANCE

oA ARIE 295 7]l A She S-S SfoFate.

high-price range market($500 — $600 market) by
introducing a structurally innovative design con-
cept to the global market, and a dramatic logistics
cost-saving effect(up to 50% compared to competitors)
by developing a folder type product with a two-
hinge structure.

DLP Projection TV With a unique ‘T’ shape struc-
ture, unlike any other projection TV (box type), the
DLP projection TV is not only pleasing to the eye
with its simple, slim design but it also presents a
new value with a look that is reminiscent of PDP.
Original ‘T’ structure: The upper part is composed
of a display panel and speakers while the lower
component comprises the main mechanism tower.
The same lower platform can be used in the manu-
facture of 50, 56 or 60-inch TVs. In addition, the
product was designed to suit optimally into the
user’s environment with the installation of a circu-
lar LCD display with a touch lighting sensor on the
mechanism tower and the addition of an automatic
light dimmes on the display to cause less distrac-
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tion to TV viewers.

Samsung’s DLP Projection TV, which has been
recognized as a design-driven product worldwide,
has won the Best of Innovation award at the Winter
CES in 2004, and also received a Silver Award the
IDEA (Industrial Design Excellence Award).

POWER OF BALANCE

Now, the design team at Samsung should play a
role and pursue activities that befit a top company.
Over the last 10 years, Samsung Electronics has
strived to establish and pursue its design philosophy,
‘Balance of Reason and Feeling’ in an effort to
build a consistent ‘Samsung Image’ identity, and
the results have been remarkable. Now the compa-
ny is faced with a new challenge, which is to
position itself as one of the top three electronics
companies in the global arena by the year 2010. To
transform itself into a design powerhouse, Samsung
must respond to the need for a new type of revolu-
tionary change, different from any other previous



innovation efforts. It cannot be content to rely on
past accomplishments in design innovation.
‘Power of Balance’ is an extended concept of
‘Balance of Reason and Feeling,” which has been
the core of design innovation until now. More than
a formative language of design, it is a keyword that
summarizes and expresses Samsung’s future design
activities including the role of design and the core
value to be pursued.

As a key driver that creates a top brand value tran-
scending the differences between the East and West
during a vital time of change, Samsung will contin-
ue to maintain and develop its design in a way that
maximizes the ‘Power of Balance’ while projecting
the ‘Samsung’s spirit’ and ‘Samsung culture.’ El
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