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Transferring corporate values to products



Wilkhahn

Why Product?

Marketdriven companies vs. Designdriven companies

Value oriented desigstrategy as instrument for longterm

recognition and brand development

Product is the proof of the philosophy
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Valueoriented positioning of Wilkhahn
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New Positioning of Wilkhahn

Traditional / Older
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New

Premium / Higher
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The Future of the Wilkhahn Brand - Profile

future brand profile

high relevance

innovation

(=slelenislalll  awareness - humanity - reflection - matter of course

service

experience - identity - authenticity - development

emphasis

obligation - professionality - cooperation - engagement

wellbeing balance - lightness - flexibility - self determination

reduced relevance



Corporate Value - Design

“Kite Culture”
Visual and physical reductio
Coherence

Value

Wilkhahn
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Corporate Value - Innovation

Theme
Material

Function




Corporate Value - Quality

Longevity

Love for the detail




Development of the product designguide
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Designcorridor

Dynamic Innovation Minimalism Modern Classic

New materials Focus on basic geometric shapesTraditional materials
Innovative textiles Symmetrical arrangement High quality finish
Dynamic design elements Purist use of colors ,Timelessness®
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Application of the design corridor
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Product design guide and positioning model

Distinction

V

Selfrealization E! Entertainment




Wilkhahn

Describing Emotional

Focus on basic

multicolordness or
multi material usage

: Reduction und I geometrical ) Clarity, purism, :
! : | Shapes ! : : 0 1
: Abstraction. { ' Quietness, simplicity,
i Formal analogies to 1 i sensuality |

~—"1 nature, technology ! ‘mTTmmmTmmmmmmm s —

i and architecture |
+ Balanced dimension and E
I proportion. No forced |
e T e e o] Symmetrical | and unnatural : :
L Symmetrical — —
Minimalism : ymm ; arrangement . S AEIEES: : Charisma
: principles i : . : i
: ! | radiance, tension, :
""""""""""" ' sympathy, character, |
I elegance E
Colors are material

colors. No e K

: Value !

Purist use of color
and material
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Strategy and even more Intuition
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|s value orientation still a value that is being paid for?
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