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(Abstract)

Design becomes a source of new competitive power in
the boundless global market so-called globalization.

The competitive power in business was lied in the
technology in 70's and the design was understood as a
styling or graphic means. However, the design has
become more important means to get the competitive
power in business since 1980. World businesses have
found the fact that it has a super competitive power to
make the product's performance as well as its dignity
rather than it is to determine the product's external view
or color.

The change of design policy in Phillips, one of the
world’s leading producers of electronic products, is not
much different. Design manager's power was limited until
70's. However, Phillips has focused its business strategy
on the higher competitive power since 1980 and they
welcomed Robert Blaich, vice president of design and
development at Herman Miller Inc., to be a member of
the company, expanding the importance of design along
with restructure while working on the globalization.
Meanwhile, Stefano Marzano, a Senior Director in 90’s,
established a high design concept, working on the
strategic futures to get customer-oriented and for
successful commercialization. The vision of the future
developed over 3 years until 1996 was to forecast 10
years coming up and create a new value while achieving
the business target through the design as an innovative
design in bracing for the information network era.
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32l HE8%el Heart2t JHoIFL] SAHEI| ‘Wand'2 Z=H &l
Ch I Sloz A8, 2, oRlo|Ud & 2H9 & A
o1& 7i7IE0] Uch

3. 3399 - o W2 AA (The Wider World)
FEFAEY AL g A8 E 2A 2 Aotk ¢
2o JAEL WA AYE 22 FA =Ha FAe 2
A D& FAY Fhol FowA gA 8 Aotk Al
QA] Fours 2yt ol ZlXGlE AYeE FE3
243 F A B Rolth Yzt czke) Fiol oujs A
Aol AHeHE BASS U AY EFE ASHYIE
A A3 = Azl ST ¥ ol

> AnE:

Work Office - gletsoz Jiole] go| 3ol Hr} HAEo|

I so8oz g 5 UTE =YME HFE UEYT ARE

Z.

Multimedia Kiosk - 7|Z=9| ZEX3MM
204l § Z4E YE|OIT|HE o

0|&sl0] staTs=

2
=
g 5 A= 358 M

2A

1 2o Multimedia Rentables,
Interactive Billboards, Data Zones,
Network 5] ¢t}

Multimedia Dispencer,
New Bar, Hospital

4. o]F9Y - o|F3= F (On the Move)
vlee] o QA AP} 7P o] 7HeE R
olty. FMIEAZI7Ie 7t AFEAY 717 B of
2 B 4 v A7 498 F A 8 etk ¢
27t A q8E ¥ de F o FZFHoA & AHoit
AFAtdle BYEolY thE BA7I7I7 dwtgE T QA
ol M} AZAE # e THE 7|79} AFHA ol @
48 Aoty AEA= EHol= 3 (Home on Wheels)o
Ha #He A7} 7hsetn LA R HEE 5 9l
< Aotk
> Zis:
Puil-down Screen, In-car Camera, Cushion Screen, Dashboard
Navigation Screen, Pull-out Travel Guide, Work Wear, Biko
Games, Virtual Travel §0| QUC}.

ol9A EE AuEeE HEwg datd 41, opAleh,
Bojelst A1) A wjgAA APEAT A
&4 asel ¥ 2Us FAESc dze Auges
de ggoz ARYYT, ANHY Rd2 AR,
YEEe) 27AS HENe) dajel o A7 ARES
& oliEz WY Y2 AABe] AN} A vt e
A%, A2, YAOIE, oWE § T A Men A
AR}

[ 5] 0l2fAlsle) UAHRE 4TI FUSR LiH
ALRI2E =& g H0iFE T

Auz|2&

12) Philips, Vision of the Future, V+k Publishing, Blaricum,
pp.17~19 (1996)



[D2l4] olcfe) u|¥ =2ME F ZZ(Public)Fel FH el

" WE|OjCiof Kiosk®

- 71&Ee] IEHME 0I83t0] AMTLE FE AR
§ 43 SEDCO@ o|8% + U= BFE F20ICt

4. =

20417} F4t olF AAARL XY A AFY ¥4
o2 Wiyt Jom, AAAHQ JdER dobdr]l HE
A2 WIE H¥sa Utk o)A AFY HrieH
2L AgHol gF3HL 2den aRTE Avizte o
& ZhxsE QA aFANRe] B FasiNn 71dy
Hele U3 (Multinational) 714, %3 (Transnational),
A4 2 (Global)7 |9 2.2 W7k FAlolth

HEH HAAFH 719 EPae 1980 dd o] F A4
g A% A% dAQ A9 AFYAQ dge] FH
o MAAIRAAM AF] FAS ol Y29 ouRE
ZgaAct. Hn3ge} ARl AYate Hg e o
gl "2 Ozl Agn 2 M9 AL wiey
AAAER JIgez 43 £ U WP ol Al
uZe dzjeluieln QR 2HE EyolaE A
A YA #AYAtz JAsge 2288 AFRoly
£9 9% Wilu dxile F2W(Global)3lg F2%
F AUk =3 "PaE YAl AWl gEr)e

o 1088 d&F3a FRIANE drlste 7 Hal
Y AFUARJDES MEsh ez vy A3E st
HARlE 58 7Y S8 @4 MRS /H3xE ¥
F AU o' AAZHL 7igdol AgA HARlE 7Ide
Aoz g8 F1Y T AHEH W F2
vtz & £ Ak
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