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RED DOT EXHIBITION

THE ESSENCE OF DESIGN

CREATING VALUE

It has now been 10 years since we published

the book Design Value - A Strategy for Business
Success as Red Dot Edition publishers. The

book dispels the old clichés that design is a
matter of taste, or simply a question of aesthetics
and inspires many other authors to confront

the question of the value of design. Since then,
numerous other books have appeared which
examine the subject from different angles.

The book Design Value - A Strategy for Business
Success acted as a catalyst, as it was the first

to explain in a rational way how design creates
value for companies and therefore providing a
strategic potential the company leadership can
exploit. This was new. To this day, the book has
lost none of its relevance. On the contrary, for
the first time in 10 years, in collaboration with the
Hong Kong Design Institute an opportunity has
been offered to make this topic the focal point
of an exhibition, entitled The Essence of Design -
Creating Value. A first which comes at a notable
moment in time.

Unfortunately, there are still too many companies
which only attract attention with their low pricing
in an attempt to gain a market share through
cut-throat price competition. They only have one
tool in their box for maintaining their competitive
position: cutting production costs. Once
competition gets tougher, because cheaper

suppliers force their way onto the market, or due
to manufacturing and logistics costs causing
transport rise, this price competition quickly
turns into a ruinous price war. Escaping from it
then becomes almost impossible. Companies
start going into the red. Generally, by then it is too
late to change strategy. In the end, they not only
lose competitive edge and cost advantages, but
also their own survival in the market.

There are, on the other hand, companies that
leave the competition behind by virtue of their
design strength and design continuity. They
differentiate themselves from their competitors
through innovative, aesthetic, user-friendly

and sustainable products. The exhibition The
Essence of Design - Creating Value presents

a hand-picked selection of such companies
including Apple, Karcher, Dyson, Kartell, Lenovo,
Canyon and Grohe. Although these companies
come from very different industries, they all have
one thing in common: design is crucial to the
company and brand strategy.

Design-centric companies achieve their turnover
and profits not through low pricing or fierce price
competition, but from the design of innovative
and high-quality products. Identifying and
designing their own products are the mainstay
of their economic activity. Even when market
and industry sectors are already highly saturated,

design-centric companies are not scared off

by the wealth of products on offer but seek

to pinpoint a customer-oriented benefit and
distinguishing quality characteristics on which to
base their product development and positioning.

A design-centric company that is worthy of

this description begins with questions relating

to product design in its widest application. It

will not only look for something new, but also

for something better. These companies do not
just want to be different, but to be and become
better. This mindset allows them to create value
for consumers and customers, as well as for their
own business.

These are the companies we focus on, and it

is to them this exhibition is dedicated to. We
very much hope visitors to the exhibition can
gain something for their own economic or
professional activities and will, in future also give
the concept of “design value” their attention.
Itis worth it!

Professor Dr. Peter Zec
Founder and CEO of Red Dot
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Karcher

Kartell

BEST-SELLERS OF DESIGN

THE VALUE OF
MATERIAL

THE VALUE OF
COLOUR

THE VALUE OF
FORM

FORM DETERMINES
PRICE AND TASTE

N

PART 1

Form Determines Price and Taste
BETHEANAE AR AR E

The Value of Form
HEHERREE

The Value of Colour

BenEE

The Value of Material
R EE
Becoming a Bestseller
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PART 2

Apple
Kéarcher
Dyson
Kartell
Lenovo
Canyon
Grohe
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DETERMINES

D R I C E In Germany, one litre of tap water costs, on average, 0.2 cents. EEE —RXABRKNFHERR

For one euro, you get about 500 litres of tap water. For the 0278 At —BEAUBERAAHA

%ﬁ %;l_ SH ﬂ EJ%E% *% sak.e of comparison: in the USA, one litre costs only 0.05 gents, BRK e BEEZT %E% ;*’D\HEI

== which is about 75 percent less than the cost of tap water in FKRE0.05%  RIEEHEETS% ©

Germany. What is more, with good packaging design, it is I PR R EEEOR - KEERT
possible to achieve considerably higher prices. AlgERIRIR S °

AQUAGE]

Deep Ocean Sparking Wald
180mi

VEEN

VELV

SPRING WATER

Hassia Liz, HK$48 Ice Age Water Vellamo, HK$58 VEEN Velvet, HK$92 Cedea, HK$162 AQUAGEN, HK$55
Red Dot Winner 2010 Red Dot Winner 2019 Red Dot Winner 2009 Red Dot Winner 2018 Red Dot Winner 2015 Price per litre
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THE VALUE OF
FO R M A early milestons nthe

development of interactive
design was the Sony Aibo.
ar AT s “Aibo” in Japanese means
Eﬁ =|' iﬁ 2 iu E’g 15 {E “pal”. Given its puppy form,
A == ; ;
Aibo can awaken emotions
which were previously only
reserved for living beings.

B BRETHIERITE - Sony
A look into the past is essential to learn from earlier successes EABEBENEEFTRAOKINEA - HAbOMR R FM T T —

N . [ . AEZERE - [Aibol £
and to integrate familiar forms or materials into new products. ER/AABN R ED LYK ERE

BERER (A - £
The design strength of a company is determined by the degree  #E® T - —M 2 B MR HEORR MRS T AR

S ) . ) ) ) A o s s - R . YA BHRE o
to which it uses design to innovate in order to differentiate e LB R RIBERIF AL - K

itself from the competition. Together with design continuity, EEERFUFRRAML - ©EEE
it plays a key role in a company’s design value. BB R EENRHEERLD -

This balancing act between tradition and innovation, design ERESEAINT - REaE N MREHEE M
strength and design continuity is essential for brands like 2 FERFES5 Braun ~ Sony * Motorola *
Braun, Sony, Motorola, Coca-Cola or Porsche. AIO A2 RIGES REEHEE -

Braun Micron Plus and the new
Braun Series 9 exemplify how
a bridge has been built with
colours and contrast of hard
and soft grips.

Braun Micron Plus %58 7] K& 37
H#H# Series 9 G EFIRUEE
MRERZAOBRRESGE
FFER -




THE VALUE OF
COLOUR

AenNEE

Evolution of the red Hilti tool
case from 1967 to 2017

19674 220174 Hilti AL T
ARREHRE

/ NIVEA®
CREME |
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Colour is information. Colour is emotion. The same can be
said about form. It is precisely in their interplay that form and
colour unfold their effect and play a key role in design and
communication.

Design is a strategic tool which can be used to establish a
consumer brand without the need for many words. Against this
backdrop, the colour’s structuring function and its significance
for the brand becomes unmistakably clear.

Evolution of the blue Nivea
tin from 1925 to 2007

19254 220074 [H Nivea £
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THE VALUE OF
MATERIAL

YR BV EE

Materials play a key role in design and architecture. However,
designers and architects sometimes fall into the trap of believing
only new materials can result in modern and innovative design.
Even the very best selection of the newest materials will not
automatically create a good and useful form for users.

It is not the material alone that makes innovative design or the
value of a product. It is the designer or architect who turns
materials such as wood, metal, rubber, or plastic into a valuable
object. The added value lies in the creative performance and
the handling of the material.

PHERANMERTHREENBE -
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RRGHENYELA LR IR R AMBIRR
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Siemens Breakfast Set is
made from brushed
aluminium. Designed by
Studio F. A. Porsche, Red
Dot: Design Team of the
Year 2021. The brushed
aluminium not only gives the
impression of a high-quality
and durable product but

is also an important part of
the construction.

FaPIF Breakfast Set Eas4A A
RIAHSREIAK - R IRFSHERGT TIE
= B 20NFAMFE

Nola Kaskad lounge chair
designed by Bjorn Dahlstrom
is made of simple steel
wire. Its elegant form and
flowing design lines offer

a high degree of seating
comfort and make the chair
a valuable design object.

Nola ) Kaskad ¥R B LA R 406
spfEfEM L+ 2 Bjorn Dahlstrom
HRREHEm o B RFT SRR E
TRV IEAIETER - FERE
R A— A EENER °




BECOMING A
BESTSELLER
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The history of design brought forth numerous products that
have changed and improved our lives, such as the Fiskars
scissors, the Sony Walkman, the Siemens Breakfast Set, and
the Mono A cutlery.

All of the exhibits have one thing in common: a rise to fame
thanks to their consistently simple design and ease of use
that contributes to which both improve quality of life.

When the first Sony Walkman TPS-L2 launched on 1 July 1979,
portable radios and tape recorders were already available,
but not portable cassette player. The first Sony Walkman
embodies typical features of Japanese design. It is small and
compact, with straight lines and a simple colour scheme.

Its miniaturisation was driven by design, not by technology.
By 2010, when production stopped, Sony had sold
approximately 200 million Walkman cassette players.

RErE PR BAEERE W REAEE
TERIES + HAREHE Fiskars 357 + Sony
Walkman [ & 52 « FaF9F Breakfast Set
BEEEE - LK Mono A BA -

SIREEMIBE —ELEN — BRHRE
4 EEE  TREAREERE
28 ERMABE IR LT o

% —&F Sony Walkman TPS-L2 B& & 521E
1979F7AIERAREE - EFTELE
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A FRREFEEREANRLERG -
Sony Walkman EEHAFHAEE - ©
BT THHNE%R - BEBZERA
HEE CFEH -  5EHRRRXES
HEMERORIEM R R - M3k
RIER - EE2010FZEM  Sony
BEEHH B RRNIESE -

In 1959, designer Peter Raacke created an alternative design in
response to the highly ornate silverware of the time and called
it Mono A. The cutlery was different from all other cutlery:
affordable, simple and made from one piece of metal — an
absolute innovation. Today it is one of the top-selling cutlery
sets, having sold more than five million units.

19594 + & &1HT Peter Raacke A& T —
EZRmMonoABE R - URIREFRHR
T MEERESBYEBLETGHRE
A HERTRZE  EREEBER -
SNRESZ - A— RSB — B A - TR
EoMnEg -BESA EEERA
BGHEHNEAELE Y — BHELEA
HEBE -




iMac, iPhone, iPad. This triad of Apple products alone
represents an entire universe of high-quality design objects
that have changed the world of work and communication.

Few other companies have proven so adept at giving customer
something they want before they even know it. It is the design
of these products that counts.

The shift from materials like polycarbonate to materials like
glass and aluminium alludes to the quality of the products and
the values they convey.

Apple iMac Pro

All-in-One Computer —8&3 & &
Red Dot: Best of the Best 2018
AT BE R ERATEE 2018

iMac —B2EJ - iPhone AL E 5% M iPad
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HIRAA T —EEERERRTNESRT
T AP TEFEER o

THOHE A QRN DA SRR © R
RERTZEL  BHERNARMLE

itk -

APV BB AN SR AU IRTE PC 2B
RixBAEE - BEREA T EmmENEE -

Karcher

Whether you are in the house or garden, when you see yellow
cleaning equipment you think of Karcher. Historically, Karcher
was not always yellow. Their first appliances were, in fact, blue.
After the death of company founder Alfred Karcher, his wife
continued running the company, consistently aligning it with
the cleaning equipment market and choosing yellow as the
brand’s signature colour.

“That was a deliberate decision” says Michael Meyer, Director
of Industrial Design at Karcher and responsible for the Home
& Garden Products division. “Karcher was demonstrably

one of the first companies to set a trend in this sector and
continues to set the tone today.”

Karcher K Mini

Pressure washer =B 5
Red Dot Winner 2021

AL BRRRATEZ 2021
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Dyson developed a new type of bladeless fan and created

an entire product line with a consistent look and feel. It is the
perfect embodiment of design strength and design continuity,
expressing their innovation and evolution of form. Geometric
shapes like the ring and the cylindrical base are used for
different products, from the air multiplier to the latest air purifier.

In terms of material, Dyson mainly uses ABS plastic, the same
used in Lego bricks. ABS belongs to a group of highly impact-
resistant copolymers, and Dyson uses the material to shape
the coherent appearance of their products.

Left £
lllustration of AEG classic fan 1908
1908FAEGHE £ A A& 8l

Right &

Dyson Air Multiplier™

AMOT Fan A5

Red Dot: Best of the Best 2010
A fERRET 82 2010

Dyson ZFHATERERSE @ #mERE
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ERYRTE ¢ Dyson HE ML ST
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¥) i Dyson BIAGERIBERER
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Kartell

Kartell was founded in 1949 in Italy by Giulio Castelli. In 1988,
his son-in-law, Claudio Luti, who until then had been active in
the fashion industry, took over the company. He turned the
furniture manufacturer into a lifestyle brand.

Kartell's collaboration with designers such as Philippe Starck,
Antonio Citterio, Alberto and Francesco Meda as well as Piero
Lissoni resulted in numerous iconic design.

The breakthrough came in 1999 when after years of research
and material innovation, Kartell became the first company in
the world to produce furniture made of polycarbonate. The
material still characterises the brand today.

Kartell Uncle Jack

Sofa Hift#E

Red Dot: Best of the Best 2016
ALBER T2 2016

Giulio Castelli 79494 7 B A F &Il 3%
Kartell + IAM988EF A B 2 RIHE BRFFEEAT
ML Claudio LutiEF » B HHEK
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Kartell B2 (3% 5T AT A 1E + B1E Philippe
Starck * Antonio Citterio * Alberto €2
Francesco Meda X + 1 Piero Lissoni
KREE -
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Lenovo

Lenovo's ThinkPad-branded laptops originally were the
property of International Business Machines Corporation
(IBM) and a milestone in the design history of laptop
computers. The strikingly simple design was primarily
created by German designer Richard Sapper, inspired by
the concept of the Japanese bento box.

In 2005, Lenovo bought IBM's personal computer business
for $1.25 billion. Consumers were loyal to ThinkPad and
Lenovo succeeded in attracting new users and buyers.

Lenovo has been applying the brand extension strategy
very successfully in recent years. Today they produce and
sell not only laptops under the “Think” brand, but also
monitors, PCs, desk lamps, headphones and augmented
reality headsets.

Lenovo ThinkPad 25
Laptop FIRE
Red Dot Winner 2018
ALBARRETH2 2018

Lenovo HE T AY ThinkPad FIREM K
5IR% IBM #H - RFREIMZETL
EH—EBIRE - ThinkPad IR
SRR EREZRETEN Richard Sapper
BE  BERNEBAEERE -

20054 * Lenovo LA12 58T IREE T
IBM EIEL A EREET o B ThinkPad
MWHEHERERIEFTAL - Lenovo
HLRa| TEE AR

Lenovo T4 A AR ERASIE AL
Think R5BR T EERIHE FIREM -
BERENE - BN 2R ARUEK
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Canyon

The German company Canyon is one of the world's leading
manufacturers of road bikes, mountain bikes, triathlon
bikes, fitness bikes, urban bikes and children’s bikes. Like
no other company in the bicycle industry, it stands for the
combination of technology, design and quality.

Canyon succeeds in applying one design and brand
language to different bikes. Simplicity, precision and
dynamics are basic elements of their design ethos.

The company’s designers and engineers have achieved
outstanding products and a fantastic brand. Equally
fascinating is the unique and sustainable company growth.

Canyon Precede: ON CF 9
E-city Bike EE)tAHES

Red Dot: Best of the Best 2021
ALBh R (£ AT E 2021
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Grohe is a leading global brand for complete bathroom solutions,

kitchen fittings and innovative sanitary products. Grohe products
bear the “Made in Germany” seal of quality.

For many decades, the Grohe brand has focused on the values
of technology, quality, design and sustainability. Innovation and
design are closely coordinated and are supporting pillars of the
corporate strategy.

Since 2014, Grohe has been part of the international brand
portfolio of LIXIL Group Corporation, a company listed on the
Tokyo Stock Exchange. LIXIL is the world's leading sanitary
ware manufacturer.

Grohe Concetto Professional
Kitchen Tap BIFE/K3EE

Red Dot Winner 2017
ALBHRRAHEE 2017

Grohe RERBLMAERBHEEER
g - EmIEE [EEEE] - &
mEHIREE

#A+E - Grohe —HBUIERNEH -
mE - RAFKBEEROMEEE -
BB MERFT & BB AR - RARE
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B20145F#  Grohe IMA B ANEE (T £E -
BRAMMPETHNEZER RS - BT
EEARRESFRSMETMAR &
HRIBARMEA B ERIER -
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HKDI
GALLERY

HONG KONG DESIGN INSTITUTE

Affiliated to the Hong Kong Design Institute (HKDI), HKDI Gallery
is a dynamic exhibition space with unique vision, with a track
record of engaging with parties at home and abroad, including
internationally acclaimed museums, designers and curators. With
contemporary design as the cornerstone, HKDI Gallery presents
a series of top-notch exhibitions every year ranging on graphic
design, architecture, fashion, product design, multimedia and
so on, including the retrospective for the Pritzker Prize-winning
Spanish architect Rafael Moneo, the solo exhibition for the Oscar-
winning artist Tim Yip, the retrospective for Hong Kong design
legacy KAN Tai-Keung, the Asian debut largest solo exhibition for
one of the most influential German industrial designer Konstantin
Greic, the exhibition of Japanese posters in 20th century, etc.
Conjoining the design expertise of Hong Kong Design Institute,
HKDI Gallery inspires tomorrow’s creative talents and promotes
design education & creativity to everyone by staging museum-
standard exhibitions and education workshops.

BBEBSMERAER(HKDI) - HKDI Gallery A—FimiE 1 RIEF
HWRESH - FFRMHGRERNIINTRBL - WBIRHNEEYE -
BETER - RERASAE  WERBARE B RETERT - 2
£ WNE  ERRARZEBSHEIN-FINTERES - flanmELF
B2 AR 52 5ERN Rafael Moneo BIER - RETRIGHREERNEAR - &5
EERETANETR R ERE - 2B T3:%5HED Konstantin Greic REAZ+
HRETFEHERES - RAEAERNBALENERRED  URE
RIEHER  ARAXBREANZRDG - BER B -
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