Representative work, all disciplines
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STEFAN KAHN Design for durable consumer product. Aluminium, PP and stainless steel. P R O D U CT 2 O O 6



STEFAN KAHN Prototype form in HD merino wool felt for exhibition at Tokyo Design Week, later part of luxury accessories and small luggage collection. P R O D U C —|_ 2 O O 5



STEFAN KAHN Part of prototype collection for exhibition at Australian Embassy Tokyo. Anodised aluminium (100 x 70mm), HD merino wool felt. P R O D U C —|_ 2 O O 5



STEFAN KAHN Prototype occasional table (colour) and commercial (4 shapes) for exhibition at LDC, Los Angeles. Flat-pack, anodised aluminium and glass P R O D U CT “ 9 9 6
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Process design for multi-stage heat lamination and indexed die-cutting of HD merino wool felt.
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STEFAN KAHN Patent process design for AFS™ anti-slip micro-texture. Direct extrusion on to metal substrate. P R O D U CT . M A—l_ E R | A LS 2 O O ’I



STEFAN KAHN Design for manufacture of various branded products in high quality materials. Quantities from 1 to 1000 P R O D U CT . B RA N D E D 20 ’I 4
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Top panel

Technical design solutions: Qantas national roll-out / ‘Everglades' historic garden P R O D U CT . E N \/ | R O N M E N TA I_ 2 O “ ‘I



L: Design of materials & finishes  R: Operating documentation for rail infrastructure P R O D U C—l_ . E N \/ ‘ R O N l\/l E N TA L 2 O “ 2



STEFAN KAHN

For the ordering of
wayfinding information the
primary relationships are:

1. Buildings relate to each other
2. Buildings relate to vicinity

3. Vicinity relates to buildings

4. Site boundary relates to vicinity

Districts model

SYSTEM DESIGN

Line of sight

Recommended Recommended

ENVIRONMENTAL IMPACT

Recommended

ENGINEERING DESIGN INTENT

PUBLIC INFORMATION & WAYFINDING

Pedestrian Zones
(exterior)

Extract from strategy for new multi-site urban precinct. Jakarta, Indonesia
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Pedestrian Zones

Bﬂ - - (interior)

MASTERPLANNING
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GUIDELINES CONTENT STRUCTURE

SIGNAGE AND ADVERTISEMENT DESIGN GUIDELINES MANUAL FOR PUTRAJAYA, MALAYSIA

Guidelines Manual
Final Report

art A
ontrol Guidelines
gnage & Advertising

PartB

Design Guidelines

Signage & Advertising

[Trafﬁc Signs & Road Markings]

]

[Civil, Structural and Electrical ]

Urban and Landscape 1. Systemwide Graphics 4. Pedestrian Signs 1 Introduction 3 Road Marking Guidelines | [ 1. Structural Steelwork
Introduction - 1.1 The signage alphabet 4.1 Hierarchy 1.1 Background 3.1 Introduction 1.1 Structural Steel
Planning Applications 1.1 Pictograms 4.2 Application 1.2 Application of Signs 3.2 General Principles 1.2 Substitution of Materials
Gemeral Polleits : 1.3 Arrow pictograms 43 P1 and Road Markings 3.3 Colour of Marking 1.3 Shop Drawings
Plaqn\ng design guidelines 1.4 Colour/Pattern 44 P2 Materials 1.4 Camber
Zoning land use _ 1.5 Crests 45 P31,3233 2 Traffic Sign Guidelines 3.4 Materials 1.5 Fabrication
Placement design criteria 46 P4 2.1 General Principles 3.5 Size Tolerance 1.6 Transport & Storage
Planning guidelines by zone | | 2. Landscape & Placement| | 47 p51,5.2 2.2 Categories of Traffic Signs | [3.6 Types of Markings 1.7 Erection
Placement of signtypes (JBI to provide latest 173 Sign Location 3.7 Examples of Application | | 1.8 Testing
B diagrams & text) 5. Promotional Signs 2.4 Sign Mounting JunctionTypes 1.9 Surface Treatment
egal/Bylaws ) TS, 5.1 Hierarchy 2.5 Sign Clearance 3.8 Coloured Roads 5 -
3. Identi |ca;|on Signs 5.2 Application 2.6 Sign Orientation 2. Vehlcylar & Traffic Signage
212 ;her‘e_)rc A 53 AF1 2.7 Signing Arrangements 2§Locations
.2 Application 54 AF?2 28 Sign Formats 4. Traffic Signtypes 2.2 Foundations
3[31 :g ; . 55 AF3 2.9 Number of Messages/ 4.1 Graphics setout 23 Postand Purlins
: : Lines To Be Displayed 4.2 Hierarchy 24 Back frames
35 ID22 —— — |2.70 Arrangement of 43 V1 2.5 Fixings
36 ID3 6. Advertising Structures It 44 V21 2.6 Sign Panels
37 D4 -1 Hierarchy 2.11 Arrow Arrangement For 45 V22 2.7 Road Markings
38 ID5 6.2 Application Directional Signs 46 V3 2.8 Road Studs
39 ID6 6.3 Graphics & Design 2.12 Letter Height for 47 V4 29 Markers and Delineators
3.10ID7 6.4 Al Traffic Signs 48 V5 2.10Gantries
<11 DELY 65 A2 2.13 Variable Message Signs 49 V6.1l 2.11Shop Drawings
52109 C o (VMS) plCIAC2 [3 Design Criteria & References )
b i iteri
g D2 6.7 A32 2.14 Kilometre and Hectometre [ | 411V 7.1 g
3.14I1D 10 68 A4 K 412V 7.2 i i
69 A5 markers _ : : 4. Design Details
: 2.15 Traffic Sign Materials 4.1 Materials
2.16 Colour for Traffic Signs (5' Landscape & Placement ) 42 Finishes
2.17 The Signing Concept for 4.3 Details
the Traffic Guide Signs
2.18 Temporary Signs ( 5. Structural Details J
2.19 Diagrams
\2.20 Alphabet 6. lllumination
6.1 General
6.2 Performance Data
6.3 Materials
6.4 Equipment G)
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STEFAN KAHN

Citywide design control system for city of Putrajaya, Malaysia, new home of federal government.
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Strategy, experience and service design for online corporate innovation analytic & benchmarking product.

STEFAN KAHN



Home Page

{

CD Info

News Design Products Contact Where to buy
1 3 a 5 6
Step through countries
material | | [
email 1email i
I | Register |
i forlists
System
Step through projects
Compact Kbox Custom
Desk TTTTTTTTTTR Preview links Ataglance 7777777775 Preview links Product —_—
Ata glance ! to product page ! to product page
Compact & Kbox &
g:tsaklogue Step through products Catalogue Step through products
|—> Buyonline |—> Buyonline
NEW WINDOW
( NOTE: CD and Kbox purchases must be made as separate orders.
o Same for 200 series
100 Series Modularity 1 Modularity 2 Detail
421 4212 4210
L

EDM : B2B & B2C

STEFAN KAHN

Wholesale portal

B2C ecommerce B2B project portal

Strategy, experience, and B2B / B2C service design for a product brand. Including eCommerce, Wholesale Portal and EDM. U >< / U ‘ . D | G |TA I_ TO 2 O ‘I 3



BRANDED PRODUCTS PROPOSAL 2
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Adrtising
P Marketing

MARKET INSIGHTS PROCESS MAPPING

Appendix E2

Shareholder Enterprise Shareholder OPERATIONS IN DETAIL
| I BRAND MARKET

Supply contracor o Sales Channels
S The table below profiles sales

channel on effort, profitability and

- Trademark

PACKAGING

i FoRM \

MATERIAL '

(A i Append\xB
ENGINEERING : ’I

' PROCESS SERVICE COMPETITOR PROFILES IN DETAIL
R - 4 ADVERTISING

Designs / Copyright

Profitability*  Key benefits

@ ; 19% ease of distribution, volume
v
33% direct access to retailers, controlled

i " )

; ! et i | s European Model
H fj | | 38% lobal associations, volume, (also includes
! ; —L2 Company  Origin__Est Products Markets Sales Channels Comment 8 g
Design for Manufacture ~ Helit Germany. Desk accessories Global  Prestige retailers only  Key association w Norman Foster o ; |

EiyE {13} ; = PRODUCT helit.com Corp & Trade specifiers  Use leading name designers 1% peer endorsement, entree for ‘Industrial
i H L Design for Market Manufactures in own factory
. . 5 ey Material: plastics but some aluminium .

- - Narrow distribution but highly specmhsed +65% low cost marketing, high returns

. Typical rrp AUD$60 to $350 per item duct range and purchase volumelcost -
Appendix A 1 B iVt iy o ot

Corp gift & premiums  Use leading name designers
Manufactures by contract in Asia
Material: plastics but some aluminium

ORGANISATIONAL STRUCTURES _ T 1 AUDSS 10 180 pr o

MARKET & SALES MODEL IN DETAIL

Assumptions bl Specialty retailers Wide variety of ‘design’ products
Corp gift and specifiers ~ Bult on print business
Commercial furnishers  Use leading name designers Profitability” ~ Key benefits
vl seals Teritory Statoners Key assocations inc. Porsche Design | L
Consumer product series active per terrtory (Retail) Consumer Market Size multiples Manufactures in own factory and in Italy ligh Variable strategic association with client
FY02 FY03 FY04 FYO5 Y05 Stock purchase per stor, por product sers R S e o ssmotn Viaterialiplestios bul bomela b
e el e ss00 Est revenue Euro 7m. (Print only) 60200%  peer endorsement toward Consumer products
s R mul:::rfw tomovere Teriory Factor x Typical mp AUD$12 to $500 RED at charge-on
Bl 6 8 o & & e - = bs1 Prostige retailers only  Use leading name designers potential for volume
Sepaimen Stores = g Corp & Trade specifiers  Manufactures in own factory
1 Europo b Extensive range commercial accessaries
e Sl o8 1 M Stock tum per store, per annum Viterial plastis but some aumimum
— T o Strategy for Growth SpeciatylDesign 4 Market Share Have several ‘iconic’ products
ewaron e J———— F Fumiuro/Homeware sy Market Share Typical rrp AUDS50 0 $1000
The compounding effects Stationery/Book %4 porcentago of alocated market reached
. n Feshion x4 . - et e Art Stores, Stationers  Specialise in aluminium products
L epariment Stores x4 FYo2 Fvos Corp 6 Trade specifiers  Manufactures in own factory
Awsvala  10% 3 Narrow distribution - primarily USA
., E (Trade Consumer oan s O Offers custom product capability
—_— e Material: only aluminium
rchase per rmployes for own s
L il o s BT = Not available in Australia but typical 1rp is
p Interor desion S5 o AUDS40 t0 $300
- plicatio vchitect 550
L y PRMarketing /Advertising S0 Internet Sales
iR . .
o = P e S o B e e bal  General retailers Typically high volume low-cost products
r P Rromme s oo %000 P02 Y03 FYo4 FYos FY06 Corp gift & premiums  Low on design, reliability and quality
= e i s Ammia 0 0 5000 15000 40000 Low price stationers  Main compefition: aluminium specialis
1 1 1 1 sa o 0 10000 36300 74000 and other stores. Typical product collections uncohesive,
Product Code —» T Europ 0 0 1000 16800 aso0n
% of potental Vit converied o sales
20022003 20042005 2006 Nomifal purchase per onine sale
Toritory  Ausirala
UsA
Japan
Market reach (users) 0% 2% 7% 7% 29%
255 o cuort sl sy 005 Productinthe marketxtertiory 26162492

FINANCIAL & DATA MODELING BUSINESS ANALYSIS & STRATEGIC PLANS

STEFAN KAHN Various : strategic analysis, models, insights, and visual & textual artifacts. B U S | N ES 8 . ST RAT E G Y TO 2 O ’I 8



Workshop Themes
How to lead creatively

Organisational
ecology

Leadership i
e Thinking Style - Personality Types

(imagination)

How t ‘Early Birds’ d
i ow o eator
ng;z\::lmk operationalise s

4 innovation ooy

Developer

Totion) o a  Creative Leadership

Capabllity Assessment

Implementor Compiled by Dr Ralph Kerle & Associates for;

Business-As-Usual 'Finishers’
Thinking Download

Output

Breakthrough See \
Thinking with new Prototype
eyes

Embedding Department / Team Levels

bsiness Your team
Model Creative Leadership
- Profile

Voice of Visionand | @& N T T - find model
cynicism Intention

,/ creatve : Where you are

Ideas
Voice of fear

In the Creative
(internal) LeaderS h | p
(external) eCO\Ogy

Leadership Strategy Practice

Facilitate  ———— Commercialise — Operationalise

d Creative

Create incentives —— Build assets ————  Store

Individual
Unblock Prioritise ———  Systematize —— Operationalise (Leader)

Creativity

Success NN

Facilitate —— Acquire talent ———— Ideate

Differentiate Create culture ———3 Buildbrand ——% Communicate Failure

, ne c Universal Norm
How do | ranslate ideas into revenue or growth
How do | capture all the ideas N . . -
Where are the idea and implementation blockages Success comes with tools specialised Success comes with tools specialised
What should | be doing to allow creative flow i it i i ot i
What are the key differentiators in my organization to attract the right innovation talent? n pOSltIVe use Of fallufe n prEd ictive a\/o'dance Of fallure

Department / Team Levels

@ |magination @ Strategy

@ Dreaming @ Deliberate Design

a» Risk @ Human Centred Design
@ |teration (trial & error) @ Technology

@ Adaptation - Agility

@ Solution finding & Persistence

@ Problem solving @ Discipline

Individual Rating

Practice

STEFAN KAHN SIS

Innovation program, workshops & analytics for senior management. A collaboration with Dr Ralph Kerle. B U S | N ESS . | N N O\/A—l_ | O N 20 ‘I 7
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MANUFACTURING . INVENTORY . SALES . SHIPPING
: FINISHING / PACKAGING : : :

STEFAN KAHN MRP system, the basis of all enterprise databases to build 600+ components from raw material to shipped product.

BUSINESS | SYSTEM 2001



STEFAN KAHN SIS
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Large logotype
(with filled or outline logo optional)

Reference only —|
(not part of logo)

Reference only — ‘,
(not part of logo)

compact desk

Medium to small logotype
(note proportion and position of symbol)

COmpaCt deskw Small logotype

(without symbol)

100 series 200 series

=Cx3

C=Bx15

compact desk

pantone 158
orange

black 50% (grey

black 100%

Founder of brand. Product, collateral, packaging and merchandising for global market.

aigia prnt

naiualproduts
Giplaye on i
panel ithakeanay
calogue

BUSINESS | BRAND
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STEFAN KAHN Founder of brand, a JV outcome of industrial innovation collaboration. Product, brand and collateral for global market. B U S | N ESS . B RA N D “ 9 87





