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Design for Society is the major undertaking of Hong Kong
Design Centre (HKDC). HKDC is a non-profit organisation
and a strategic partner of the HKSAR Government in
developing Hong Kong as an international design hub in
Asia. Since 2002, HKDC has been on a public mission to

(i) champion strategic and wider use of design for
creating business value and community benefits;

[i) promote and celebrate design excellence; and

(iii) educate the professions and the community to be
resourceful champions for sustained developments
through design and innovation.
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kodw 2015

How can the service industries transform business
challenges into competitive future services and build
collaborative opportunities? Hong Kong Design
Centre (HKDCJ is striving to create value of design
for Hong Kong's business ecosystem by building
creative confidence and strategic activation. KODW
is one of HKDC's annual flagship programmes and
this year, it comprises of:

CONFERENCE C1 Trends, Cultures & Foresight

Designing Service Futures |

CONFERENCE C3 Designing Service Futures ||
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Art & Science of Colour Communication
By Berit Bergstrém

Senior Advisor, NCS Colour AB

Sweden

Workshop
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kOdW KNOWLEDGE Crafting Strategy
OF DESIGN WEEK BIEESRAE

B EHEZEN 2015
REHETEE 2015 © 09 JUN

DESIGNING
SERVICE SEmsmERAAR

FUTURES 10 JUN

8- 12 JUNE 2015 @Hotel ICON Opening Ceremony
www.kodw.org | #kodw2015 Ed b

Conference Mz4& C1:
Trends, Culture & Foresight
385« EEER

11 JUN

Designing Service Futures |

TEREt - BRFE - KK, ()

Conference M54 & C3:
Designing Service Futures Il

TEREt - BREE - R, (D)
12 JUN

Culture Mapping for Retail Industry
FEEAYCulture Mapping

REtRRT

DESIGNING Consumer Ethnography for Service Design
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RIBCHE FERR
SERVICE INTEGRATED People Insight through Guerrilla Research Techniques
CONSUMPTION EXPERIENCES? i indeieis AL d suaRe Your
KODW 20713

Power of Infographics for Brand Communication
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Per Kristiansen
Master Trainer, LEGO® SERIOUS PLAY®;
Partner & Co-Founder, Trivium, Denmark

Crafting Strategy:
Build a Better Way to Business

The LEGO® SERIOUS PLAY® methodology

is an innovative process designed to enhance
innovation and business performance.
SERIOUS PLAY is aimed at fostering creative
thinking through team building metaphors of
their organisational identities and experiences
using playing bricks.

Participants work through imaginary scenarios
using visual three-dimensional constructions
to visualise a common problem and collectively
develop real time strategies for problem
solving, spread brand culture, visualise
customer services and spark innovation.
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Art & Science of Colour Communication

This workshop comprises of a mixture of both
lectures and interactive exercises with various
colour projects during the day to increase
your knowledge and understanding on the
importance of colour as a tool, develop your
capability in seeing colour and its differences.

Through the different exercises you will get
a deeper understanding of how our colour
perception works and its applications to
achieve successful results when making
colour decisions. You will understand how
to communicate colours during the design
process to avoid misunderstanding.
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Tim Stock

Assistant Professor, Parsons The New School for Design;

Co-Founder & Managing Director, scenarioDNA, USA
Seeing the Future by Visualising Culture

Tim will outline the imperative for uniting big data
with cultural insight to help propel bigger and
more sustainable opportunities for products and
services in the 21st century.

To learn how the patented method of Culture
Mapping can reveal the important cultural signals
and trends that show how markets are changing.
To learn how the patterns and differences in
culture are key to understanding how culture

is working and how it is likely to evolve. From

the selfies we post to the pictures we take of

the food we eat, all of these cultural signals

can be analysed and patterned and reveal the
opportunity to synchronise more naturally with
how consumer behaviour is changing.

TELLS US
HOW GULTURE
IS WORKING
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Asian Consumer in 2025:
Rising Behavioural Shifts

What is happening in Asia in the next 10
years? Against a background of uncertainty
and constant change, we are witnessing a
shift in consumer mind-set. We are seeing a
recognition among clients that much of the
work they have conducted in recent years is
wasted resulted from these dramatic changes
- segmentation schemes are out of date;
motivations evolve; brand perception deforms

immensely; new competitive sets have formed.

As a result, clients need to rethink what they
are doing with their businesses.

202555 HEEITAED
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Form Follows Time:
The Key of Transforming Small
Homes into Smart Homes

As our urban population expands with limited
land space, more people are squeezed into
tiny but expensive apartments. Otto and LAAB
meet this challenge by incorporating “time”
as a major principle to organise a 300 sq. ft.
apartment. With time-sensitive design strategy
and intelligent systems, the new interactive
design opportunities are intimately associated
with our real-time activities, allowing us to
create a more comfortable, enjoyable and
healthy lifestyle, especially in a small living
space in Hong Kong.

AR EBE R RE
BaepE Es |

mEAOEART M TR - 3AER
THEFESRMEmEAE - REBN
LAAB 78 ZIH$ "AFRY 4 JTRMA—{E300REE
{7 » BB Rk FE 5% 51 A B BE RGBS &7 FAY
BE: > SPNEBENARARBARNSEARE A
il REXREEZMEERE @ LiREEFMH
EEHREEE BERERNEE -

27



The first generation of the 21st century.

Mhmuw talking
t pest-millonaisls - pecple o afler the

yoar 2000,

We'ra getting obssssed with them, because
they represent the {near) future of humanity.

ik nevver befors. And living in 8 world that's
‘evobving so quickly, means  is growing up
fast

Explone this site. (It's & work in progress).
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Designing for Future Minds:
The World of the Post-Millennial
Generation Z

While the Gen Y digital natives are now coming
of age, the Gen Z kids are hot on their heels
and will be a dominant consumer force as soon
as 2020. And if the Millennials are the first

generation of multi-tasking, non-linear-thinking,

with Attention-Deficit Disorder tendancies,
what does a future of post-millennials hold for
all of us? Jennifer will bring to life the mind

of the Z kids, and identify their fundamental
characteristics and the causal changes.
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Arne Bergh
Creative Director, ICEHOTEL AB,
Sweden

Creating a World Famous Brand from a
Natural Material - Ice

The first ICEHOTEL was built 25 years ago 200
km north of the Arctic Circle. The challenge

was to turn the long, cold & dark winter into an
attraction. Combining local ingenuity and ice from
the nearby Torne River, the ICEHOTEL was born.
The ICEHOTEL has continued to expand every
year with innovative construction methods and
participation from artists worldwide. The hotel's
mission statement is to deliver a life enriching
moment for every guest.
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U ELEELGLELET
Chairman and Representative Director,
Ryohin Keikaku Company Limited, Japan

The Future of MUJI

Mr Kanai will speak about how he designs
MUJI's business development strategy for
the international market, with a special focus
on the China market. MUJI, as a renowned
Japanese brand, shifts its plans to look out to
the rest of the world.

Today, MUJI has conducted business through
301 stores, located across 25 countries and
regions. In particularly, the store development
in China, including the flagship store in
Chengdu, has shown the success of MUJI's
globalisation; how it strengthens its brand
identity in the pursuit of good products, good
environment and good information.
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Experience Signatures

Brands have more opportunities to engage

creatively with their customers than ever before.
However, in the splintered world of shopping, the
challenge lies in capturing people’s imagination.

Omnichannel marketing connects the dots, but
the brands that succeed will create a continuous
experience, treating people as users, not just
customers, creating moments of connection that
are creative, playful and human.
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Predicting the Future by Looking at
People Today:

How Consumer Ethnography Informs
Service Design

For over thirty years, Continuum has conducted
ethnographic research to understand the
values, experiences and aspirations of
consumers. The insights gleaned from

these consumer ethnographies have led to
breakthrough innovations like the Reebok
Pump basketball shoe and the Swiffer. In
this presentation, Jason will explain how the
ethnographic process works today and how it
drives design through two case studies: The
House of Z: A Building Book for the Future’
and a realised project for the Spanish based
International bank BBVA.
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the Company
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Francesco Maria Furno & Pablo Galeano
Co-founders, Relajaelcoco,
Spain

Photo by relajaelcoco

Power of Infographics:
Transforming Complexity into
Persuasive Communication

Realising infographic projects during the past
years for private companies and international
magazines, relajaelcoco gains to spread
information in an emotional way.

relajaelcoco’s goal is to focus on what people
really care, despite client needs. It is playing
with data translating information in an effective
way, using common visual language as the
main tool to communicate in an engaging way.
For this reason, infographic is changing the way
how companies communicate their brand that
is relevant to the end user.
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People Driven Innovation through
Collaborative Approaches

Malin will focus on managing and driving
innovation in multidisciplinary teams, how to
work across organisational silos and challenge
organisations to collaborate in new ways. She
will also go in-depth on how people insight

and ethnographic research can unlock new
opportunities and identify new behaviours
including key aspects in order to develop the right
service or product to the selected target market.
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Malin #§ 5> 2 EHEE AT R BB HEEIBIFTHY
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Naoyuki Yamamoto
Director and Vice General Manager,
MUJI (Shanghai) Co., Ltd, Japan

When MUJI Concepts Meet
Chinese Culture

Aligned to its overall global development, MUJI has
successfully translated the brand into local markets
through the common language of design. With the
exponential development of MUJI stores in China
since 2008, the brand aims to identify themselves as a
brand for the everyday customers.

While delivering MUJI's global brand experience
through physical stores, MUJI also strives to ‘glocalise’
their products by sourcing local talents for local
markets. Through adopting MUJI Awards platform

in Shanghai, MUJI has successfully penetrated

other markets, especially China where they were

able to collectively gather creative works of local
artists and designers and turn their submissions into
commodities under the global brand of MUJL.

BHRBET AR - LIEREHEEH
BEERINEREMAS TS - LPEE
5l - 852008 FEBENRBMFIHZENRZE™
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Bennett Leung
Creative Director, Tink Labs,

Hong Kong

handy:
a key to unlocking new travel
experiences

Technology has evolved so rapidly in the last
decade that internet connectivity and mobile
consumption are now an integral part of

our lives. However, such progress is largely
stagnated in the travel and hospitality industry.
The moment a plane takes off, travelers’
dependency on technology becomes ever more
pronounced. How do we break the barriers, so
we can travel like a local in a foreign city?

handy is the world’s first free mobile solution
for travelers, breaking down barriers that would
otherwise limit a tourist access to connectivity
and information.

11TJUN
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Jens Thoms Ivarsson
Director of Design, ICEHOTEL AB,
Sweden

Material, Creativity & Form:
The Creative Process of ICEHOTEL

Ina modern and technical world, we still have our
bodies and minds that still need to be fulfilled and
nourished. Basic and simple things like water and
stone can be elements to fulfill those needs.

How much do different words and materials
affect your creative thinking? How does the

creative process work? How can things like a
material offer value to world known brands?

The most simple things and ideas are
sometimes the most powerful. The trick is to
find those ideas.

Y- BlE R
ICEHOTEL FYEI =872

ESRABKME  AFINFEES O BF
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Photo by Peter Kindersley
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Culture Mapping for Retail Industry

“Our best chance of seeing the future is having an
understanding of the signals and codes that drive
where perception is most likely to be next.”

In this workshop, Tim will demonstrate in
depth the functionality of his patented Culture
Mapping approach to reveal the codes and
dynamics of cultural signals which will provide
future scenarios and help analyse trends
across cultures. Culture Mapping is a powerful
approach that unites human behaviour with big
data to understand the full dynamics impacting
consumer markets.

CULTURAL VALUE — Rl T -“

FTEZ A Culture Mapping

FEREEFATRRIRINTTE B T BRERIRIX
{LISSREAZRRE - 4

FEIESE  TimBBRSTEBHEFNIMAE
Culture Mapping ZN1A[fE N EE 15 2R A9 ST IL1E 57
EARISARE LB E R TRRIRK RS © Culture
Mapping BB A Z REREBAEITAEEG K
KBS RAERESEETIBIEIEEN S -
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Jason Lee
Senior Designer, Space Group,
Continuum Innovation LLC, USA

Consumer Ethnography for
Service Design

What is consumer ethnography? How does it
drive innovation? This workshop will focus on
understanding how the ethnographic process
informs breakthrough design by examining
several case studies of Continuum’s work for
such clients as Reebok, BBVA, Proctor and
Gamble and others.

This workshop will also engage participants
to do observations, develop insights, define
design frameworks and perform experiential
envisioning with a hypothetical service model.
It will include presentations by Jason Lee,
Jennifer Allen, and Brian Wen - all members
of Continuum'’s international team.

BARTER
FASTER
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FHEZREIREERTRIE ©
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People Insight through Guerrilla
Research Techniques

Using Guerrilla Research, Veryday helped
IKEA with an in-depth user research both at
home and in-store for its new Home Smart

Wireless Charging Collection, and designed
the user experience to ensure that consumers
would intuitively understand the underlying
functionality of the products.

In this workshop Malin & Anna will share their
methods and their belief of the value of People
Driven Innovation. The participants will be
introduced to Guerrilla Research tools and get
Malin Orebick hands-on experience using them.

b4

BB TR

BEAHHERREEHNEERAEGRER
5l » Veryday AIERE FETT T RE KRIEARTE
E2XMR——ARUEE « RIS EER
R R 75 ARSI AN E 8 AV A5 SRR MESR IR 1R
E——AERET IS AR EEER - LIFE(REERAE
BEHAAAESHEARINEE -

Malin MAnna #§ 12 TR 352 b FIa0 {558
TOABAE B MAEHENRIR - @200
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Why read if we can see? reconstructing the story
Any data or information can be of evalution into 8 individual
represented visually; an atomic 22%22 mm squares,
explosion, cookie recipes, Frankly, it's all up to

heow to pump gas, or even the desigmer.

*Any harm done to culture was done with love and intent.
Photo by relajaelcoco

Francesco Maria Furno & Pablo Galeano
Co-founders, relajaelcoco,
Spain

Power of Infographics for Brand
Communication

Francesco and Pablo will share their
experience on transforming brand data into a
simple infographic structure for effective brand
communication.

The process from research to execution of the
final result will guide participants on how to
deploy infographic structures in an engaging way.

STRUCTUR

mEERE
MEEGINE

Francesco #Pablo #4153 T e Z b {FIan s
SRS EIEEL AN ERG - RMERE
BRI RIREEHR -
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N

o

69



Farewell, KODW 2015. Hello, BODW 2015!

Don’t miss the early bird offer — only available here.

bOdw

KODW 2 m&RRE

BODW 20152 5&H: BODW 2015 early bird offer:
PIZEEFE" 7 ticket up to half price

Limited to KODW participants

*Terms and conditions apply. Offer is subject to change without prior notice. @&

Organiser:

hk'e

Hong Kong‘Design Centre
EBEEEEDR

Major Sponsor:

CREATEHK

Co-organisers:

S HonG HoNG DESIGN INSTITUTE ?2b POLYTECHNIC UNIVERSITY
SEEPERTBE &/ Fenn
Member of VIC Group VTC ##5t 5 SCHOOL OF DESIGN

R

Official Live Streaming Partner:

I AZAN

DYMHAMIC MEDIA

Media Partners:
W s sk

EDUCATION POST % O

SET YOUR COURSE FOR LIFE

C AiA 73 R

people.cn magazine

The Government of the Hong Kong Special Administrative Region provides funding support to the project only, and does not otherwise take part in
the project. Any opinions, findings, conclusions or recommendations expressed in these materials/events [or by members of the project team) are
those of the project or and do not reflect the views of the Government of the Hong Kong Special Administrative Region, the
Communications and Technology Branch of the Commerce and Economic Development Bureau, Create Hong Kong, the CreateSmart Initiative
Secretariat or the CreateSmart Initiative Vetting Committee
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SERVICE
CONSUMPTION

A programme organised by:

hk'c
Hong Kong Design Centre
EBEEIEER

DESIGNING

INTEGRATED
EXPERIENCES?

1/F, InnoCentre, 72 Tat Chee Avenue,
Kowloon Tong, HK

FEENBEREEZE T+ RAIF AL —18
Tel &58 : +852 2522 8688

Email E#B : kodw(@hkdesigncentre.org
www.hkdesigncentre.org





