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ORGANISATIONAL STRUCTURES : contractual relationships PROCESS MAPPING : automation solution

BRAND MARKET
PACKAGING
FORM POS
Design for Manufacture
= PRODUCT MATERIAL -
R&D ——p —P
U/ Ux
Design for Market ENGINEERING
= IDENTITY PROCESS SERVICE
ADVERTISING

PRODUCT AS BRAND NUCLEUS : A quality strategy PROCESS MAPPING : PaaS product validation

Various business and market strategic analysis, models, insights, and artifacts. B U S | N ES S . ST R AT E G Y
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QUALITATIVE
Wholesale market and end-user survey = customer profile and behavior = optimised user experience and adaptive global distribution model

Appendix E2

Sales Channels
The table below profiles sales

1

Gompaison -Wholesal OB P - ay 2005
w0 5000 channel on effort, profitability and
Strategy for Growth Gsawsron AP wrs FoB EoRwsros strategic benefit.
[~ The compounding effects i epiet e
- Consumer Channels
Channel Service effort Margin  Profitability*  Key benefits.
pupsece Wholesale Agent Medium Low 19% ease of distribution, volume
Wholesale Direct High Low 33% direct access to retailers, controlled
Ao 10000 positioning
Export (w/sale direct) High Medium 38% global associations, volume, (also includes
above)
awso0
ade Sales (discounted retail)High High 61% peer endorsement, entree for ‘Industrial
projects
Product Code Retail Direct (online sales) Low V High +65% low cost marketing, high returns
o ERERERE Gross proi on saloster COGS - using averaged pices of curt poduct ange and prchase volumeloos

calculated from AUS price lst only, USA and Euro higher

2002 2003 2004 2005 2006

Territory _ Australia
USA

Appendix A

Japan
Specil Note:
Europe FOB are based on current sales channels - May 2005 MARKET & SALES MODEL IN DETAIL
Market reach (users) 0% 2% 7%  17%  29% USA = Wisae irec. Japan = Wisale through agent, Euro = Wisal trough agen, Aust = Wisal direct ofitability”  Key benefits
Product in the market x territory 2 6 16 24 32 Variable strategic association with client

Assumptions 60-200%  peer endorsement toward Consumer products
RED at charge-on
Volume Scale Territory potential for volum
Consumer product seies active per tertory (Retal) Consumer ke Sze mutpies
FY02 Y03 FY04 FY05 Y0 Siock purchase per sioe, por product seres R e

Australi 1 1 4 6 8 ) P

istraia o 5400 A d

i1 4 6 s Z
[ - ppendix
Europe 0 0 o 8 8 $100
IMPETITOR PROFILES IN DETAIL

QUANTITATIVE e

Stock tum per store, per annum

. .. . - . . . X FY0Z FY03 FY04 FY0S FY05  SpeciryDesan X3 Market Share
Aswla 0 03 1 1 T 1 ;
Business vision + viability analysis + market validation = Target operating model R e o
= e 9 5 8 %2 Fahon x
e 0 0 0 © 02  DeparimentSiores xa FY2 FY03 FY04 FYOS FYOB Markets Sales Channels Comment
T JE— faee 50% a’z’: JED fes Global  Prestige retallers only  Key association w Norman Foster
(e g Japan 0% % 20% Corp & Trade specifiers  Use leading name designers
< on WSAon Tade Exo et PRGNS0 porampiore oronn use B ok o i Manufactures in own factory
WSO WSAgent Trade B Ret  Graphic design = 1 Ta8% 275 Materlal: plastics but some aluminium
[ 8 T AT b Narrow distribution but highly specialised
Japan 0 i 8 & 0 PRMakeing idvertsing $0  |nternet Sal Typical rrp AUDS60 to $350 per item
Euope 0 o o 1 i
Single vsi totals llocated a3 potentis ssles Global ~ General retailers ‘Wide variety of ‘design’ products
Industil projects Corp gift & premiums  Use leading name designers
OGS per channel e "
" ‘Average value of contract 55000 fYos fvos Ho Manufactures by contract in Asia
WiSD WISA Trade Exp Ret Ind st number of convacts pe firn 03 A 0 5000 15000 40000 Material: plastics but some aluminium
Auvala a% - 2% % % = L S Broad distribution through regional agents
L T 30” Eirope 0 1000 1600 45000 Typical rrp AUDS25 to $150 per item
Bliope - o - s0% 15% converted 1o sales

Global  Specialty retailers Wide variety of ‘design’ products

STEFAN KAHN Various business and market strategic analysis, models, insights, and artifacts. B U S | N ES 8 ST RAT E G Y



STRATEGY AND SYSTEM DESIGN
Market popularity as gross margin per channel, per region = optimised COG & volume purchasing = maximised global sale price for each channel

STRATEGY AND SYSTEM DESIGN
Standardised shipping outers = unitisation of product range per shipping outer = optimised CIF bulk wholesale units for export

Various : strategic analysis, insights, visual and data models B U S | N ES 8 . ST RAT E G Y



Workshop Themes Creative Thinking Style - Personality Types

Individual Organisation
(Leader)

vty ey

Failure Success
For individuals ganisations car
ailure’ is a KPI

fail
“Not setup to fail

How to lead creatively

Organisational
ecology
Ideator

Leadership

Developer
3

Puccess comes with tools specialised Success comes with tools specialised
in positive use of failure in predictive avoidance of failure

@» |magination @ Strategy

@ Dreaming @ Deliberate Design

@ Risk @ Human Centred Design

@ |teration (trial & error) @ Technology

@ Adaptation - Agility

@ Solution finding @ Persistence

@ Problem solving @ Discipline

How to
operationalise
innovation Input Implementor

How to think
creatively

The Elements of Innovation Pain Points and Pain Relief

Leadershi| Strats Practi
Business eadership rategy ractice

Model
Facilitate ——— Commercialise — Operationalise

Business-As-Usual : ‘
Thinking Download : —

Breakthrough : :
P 9 | Open Mind |
hinking ! :
! ! Embedding
- H Open Heart H
Forget voice | | Co-create
of judgement i i strategic
: : intent
E Enacting

Voice of Vision and
cynicism Black hole Intention
of
uncertainty,

Sustainable Create incentives —— Build assets ——  Store

profit €\ find model Prototype

Creative Unblock Prioritise ———  Systematize —— Operationalisg

find ide \deas

Facilitate —— Acquire talent —— Ideate

(internal . " . .
emnal) Differentiate Create culture —— Buildbrand ——» Communicate

How do | translate ideas into revenue or growth
How do | capture all the ideas

Where are the idea and implementation blockages
What should | be doing to allow creative flow

Voice of fear
What are the key differentiators in my organization to attract the right innovation talent?

STEFAN KAHN Innovation program, workshops & analytics for senior management. A collaboration.

BUSINESS | INNOVATION 2017



Combined Creative Ecologies

Universal Norm Visualisation of data and analysis presented
as assessment reports for benchmarking
organisational innovation capability

Department / Team Levels

Individual Rating

Act Practice

© 2018 Output reports from the Management Innovation Index data analytic. B U S | N ESS . | N N O\/AT | O N 20 ’I 7
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STEFAN KAHN MRP system, the basis of all enterprise databases to build 600+ components from raw material to shipped product.

BUSINESS | SYSTEM 2001
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Foamcoremounted ||
digtal print

Foamcore mounted

digtal it I E—
Product stock aranged
10 exhbit modarty

= Foamcoremounted |t
dghal prnt ‘

Indvidulcomponent o
cusomrs o arange themseves | 22
Dispiayed onceracyic angied o
o win akeavay caaopue

& postcaris

[

| v componensans —
angamns epayedon r

heler 8oy coe it

s b |

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.
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BUSINESS | BRAND

2013



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
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' DIGITAL

Ux/ U

Strategy, experience and service design for digital corporate innovation analytic & benchmarking product.

STEFAN KAHN



Home Page
News Design Products Contact Where to buy CD Info
1 3 a 5 6 2
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.

Same for 200 series
About
100 Series Modularity 1 Modularity 2 Detail
421 4212 4210

EDM :B2B & B2C Wholesale portal B2C ecommerce B2B project portal

STEFAN KAHN 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
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BOTTOM NAV

2018

' DIGITAL

Blog focused start-up commencing with business strategy and 12 month digital development plan. U >< / U ‘

STEFAN KAHN



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)
Ll
° ®)
c (
e
N S . . External Destinations
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STEFAN KAHN

Citywide design system for city of Putrajaya, Malaysia, new home of federal government.
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Districts model

SYSTEM DESIGN

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

MASTERPLANNING

STEFAN KAHN [

Extract from strategy for new multi-site urban precinct. Jakarta, Indonesia
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Plan - diagram only

Column location coding

Recommendation:

- Alpha codes to rows only - regardless of frequency
ofidentified column.

- A system that is non-sequential, used for
orientation and proximity reference only.

- Rows begin in North West corner, acknowledging
prevailing architectural grid for consistency.

v

Elevation — diagram only

Floor level coding

Recommendation:

- Maintain prevailing sequential number order from

ground level down.

- For signage purposes, replace ‘B’ prefix from

construction phase with ‘P’ for ‘Parking’ as relevant
to operations and international pictogram usage.

mon use these will become known as
g level 1, 2, 3" etc. reducing use of a prefix.

—
B1 mezz P1moto 1moto
B1 P1 1
B2 P2 2
B3 P3 3
B4 P4 4
B5 P5 5
B6 P6 6
e

i e

UX /Ul ENVIRONMENTAL

Pedestrian Zones
(interior)

Identification point
@ Decision point

* Destination

Public interior zone

Secure interior zone

Pedestrian exterior z

@  Buiding entry

— Pedestrian circulatic

20106



Placement

Building facets considered optimum for large format
‘Skysigns’ are north and south faces of the highest
tower

Recommended

Orientation

Taking into account building orientation, the
recommended Skysign placement offers a wide

and largely uninterrupted line of sight across the
parklands and stadium to the north and beyond SCBD
to the south

Recommended

Line of sight

Guidance is taken from KPF study of line-of-sight
interruption by other buldings upon the whole of
Sequis Tower (2012) and notional building works in
close proximity since and due for near completion.

This line-of-sight interruption plan estimates the
obstruction by high level buildings only - of similar
height to Sequis Tower.

Splien 1

Vianding & Siyane
Strategy

STEFAN KAHN SIS

Environmental report & engineering design strategy for urban precinct. Jakarta, Indonesia

Skysign visibility

Combining recommended orientation with estimated line-
of-sight, this diagram presents the notional visibility of the
skysign over several kilometers.

Actual legibility of the signage wording will diminish

over distance but the ‘beacon’ impact of a high visibility,
illuminated image will prevail and remain isabl
‘memorable for distances beyond the limit of legibility.

Similarly, shadowing by adjacent tall buildings will reduce
over distance as the viewing angle becomes more acute.

(This diagram is an estimate only of overall effects)

Recommended

N
Sequis Tower
Tallest tower of Sequis Tower
Illuminated visibility of Skysign
Adjacent buildings of similar height

Line-of-sight obstruction to Sequis Tower
by buildings of similar height

Sky Sign llumination State #A : Front on only

UX /Ul ENVIRONMENTAL 2016



Visitor arrives by vehicle

Vehicular Drive through Carpark Elevator to Proceeds to
Tuminto elevator lobby dostination tenancy
driveway rk Tower floor (DCS) reception

Approach from

11 Sudirman

Ground level vehicular zone

— Vehicular Zones

External
and exit enter escalator to lobby check-in
d Center, exit N
and external Refer to carpark consultant’s flow
destinatior ‘masterplans for internal circulation.
1) Sudirman

Identification point
@ Decision point
* Destination

Existing Tower

Ride escalator (Mezz)

10 L2 Edu/Health Ride escalator

and L3 SkyGarden to L3 SkyGarden Sequis Tower
Exit buiding
to vicinity

Jalan Kawasan SCBD

Tower west lobby
for retail, exit and
[2 ]
Fowsan external destination

Sequis Center

Vehicular zone
Anna e L2 Educat Carpark

Young professional woman arrives by taxifrom ) Sudirman. wrive L2 Education  Arive L3 SkyGarden fI—

Taxi drops her at Sequis Center then leaves the site. & Health Center Carpark entry
She meets her friend who works in Sequis Tower in the lobby.

) Loading dock entry
Then they go together to L3 Sky Garden for lunch. Bank Niaga

Vehicular circulation

Exit bulding
to vicinity Exit to ) Sudirman

External carpark Sequis Center —
escalator o Center, (Mezz Love)

exit and oxternal

destination @

Elevator Destination Tenancy

Carpar 10 destination Tower floor reception
Carpark only Park car Tower floor (DCS) ‘

Ground level pedestrian zone Ground level building entries

-—
Visitor arrives by vehicle

Tower west lobby for

T o P . Pedestrian Zones

(exterior)

Turn into Vehicular
riveway Socurty check to west lobby

Carpark elevator
to Tower west lobby lobby check-in

Identification point
@ Decision point

* Destination

Retail, exit and Mosque
external destinations

(Mezz)
Ride oscalator Escalator to
tol2and L3 L3 SkyGarden Existing Tower

Sequis Tower
Drop-offand Proceed to
then park Tower south lobby
(Valet)

Jalan Kawasan SCBD

Drop-off and Exitbuilding
vehicle exit to vicinity

Sequis Center
Arif
Senior businessman attends a meeting with Sequis Tower client.
Personal driver drops him at Porte Cocher then parks in carpark. Arrive L2 Education  Arrive L3 SkyGarden
He checks in at Registration Desk who authorises a lft pass. & Health Center
He proceeds to client’s reception floor.

Pedestrian zone
Building entry
Intersite ramp
Pedestrian circulation
Energy Tower

STEFAN KAHN [SISRE! Journey Mapping, Personas & Wayfinding strategy for urban precinct. Jakarta, Indonesia U >< / U | . E N \/ | R O N M E N TA |_ 20 ’I 6
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Design of materials & finishes / Operating documentation for rail infrastructure P R O D U CT . E N \/ | R O N M E N TA I_ 2 O “ 2



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 6



STEFAN KAHN Prototype for exhibition at Australian Embassy Tokyo and production collection of 60 pieces. Anodised aluminium P R O D U CT 2 O O 8



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





