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Lassen Sie sich inspirieren …


Ob Architektur, Fashion, Kochen & Backen, Wohnen oder Reisen:
Callwey Bücher entführen Sie immer wieder aufs Neue in andere Welten.


Mit unserem NEWSLETTER tauchen Sie monatlich ein in unsere stilvolle Welt:
köstliche Rezepte, Dekorations-Ideen und schöne Geschichten.
Seien Sie als Erstes informiert über unsere Novitäten und Verlosungen!


https://www.callwey.de/newsletter/


Jetzt abonnieren


Natürlich finden Sie uns auch auf SOCIAL MEDIA.
Folgen Sie uns schon?


@ Callwey
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https://www.facebook.com/callwey
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https://www.instagram.com/callwey


Callwey Bücher machen glücklich.
Probieren Sie es doch mal aus.




Good design makes brands strong and companies successful.


PROF. MIKE RICHTER
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Dr. Robert Habeck


FEDERAL MINISTER FOR ECONOMIC AFFAIRS AND CLIMATE ACTION


Greeting
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An idea, however important or progressive it may be, will only become a breakthrough idea if it first becomes an attractive product. In the process of turning the idea into reality, product design is not just embellishment, but an important factor for the success of the product on the market. Design is not only about creating beautiful forms, but also about providing answers to the challenges of our time, updating current designs and making technical achievements accessible to the general public. This is especially true in times when innovations are needed at an ever-increasing pace to meet current social and environmental challenges.


We in Germany can be proud of the long and successful history of German design, of the industry’s ability to turn forward-looking ideas that only existed in designers’ heads or sketches into reality. The “Made in Germany” brand serves as a quality label for pioneering product innovations in almost all industries worldwide. We owe this in large part to the ingenuity and foresight of our designers. They know how to shape economic and social developments across cultural barriers in a way that enthuses people. As creative minds and design creators, you know that attention to detail even in the smaller aspects of a product’s design has a decisive influence on how successful the product will be. It is often the ideas of designers that make products and services particularly competitive.


I congratulate the German Design Council on your many years of successful work and wish you an avid readership for the anniversary publication “The Major Brands in Germany – recreate. transform. be resilient” that will be inspired by it and will work creatively to help shape our future.


Dr. Robert Habeck
Federal Minister for Economic Affairs and Climate Action
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Annalena Baerbock


FEDERAL MINISTER FOR FOREIGN AFFAIRS,


Greeting
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The Russian war of aggression marks a watershed for our country’s security policy. But it is also helping to catapult the German economic model into a new era. As an exporting nation, we remain committed to globalisation, openness and connectivity. At the same time, though, we recognise what many here have long ignored: interdependence also involves risks; trade is not necessarily followed by democratic change; business contacts need a level playing field if they are to be fair to all. And if we do not invest massively in innovations for the energy transition and digitalisation today, then others will overtake us in the global economy of tomorrow.


That is why the Federal Government is doing everything possible to ensure that the German and European economies remain the foundation of our prosperity. By hugely ramping up the energy transition – and ending our dependence on fossil energy from Russia. By investing in the digital transformation and key technologies. By making our supply chains more resilient and diversifying our business contacts. And by shaping our trade relations in line with our values – not least because our own companies benefit if, for example, no products of forced labour are sold in the European internal market.


This shift is being led by Germany’s companies themselves – because they are responsible for shaping and driving it. Once again they, and the major German brands in particular, have an opportunity to demonstrate their innovative energy and their dynamism. From DAX-listed companies and SMEs to small start-ups, German businesses set global standards for sustainability and new technologies, thanks in no small measure to their close cooperation with our country’s universities and research institutions. The prestige enjoyed by German products around the world is a crucial factor in Germany’s positive image abroad. Our foreign policy can build on this. Equally, German business can continue to count on our support.


Yours sincerely,
Annalena Baerbock, MdB
Federal Minister for Foreign Affairs
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ESSAYS recreate. transform. be resilient.
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Good design makes brands strong and companies successful


PROF. MIKE RICHTER
PRESIDENT OF THE GERMAN DESIGN COUNCIL


Following this conviction, and with great foresight, the German Design Council was initiated in 1953 by the German Bundestag, endowed by German industry, with the aim of strengthening design as an economic factor. Today, the German Design Council is part of the global design community and, as “Germany‘s design authority,” stands for a holistic concept of design that encompasses cultural as well as economic and ecological values. And these values, for all their constancy, are also subject to change.


It is becoming apparent that in the future, more than at any other time, concepts for a world that is not only ecologically but also socially more sustainable will have the best chances for economic success, since consumers‘ expectations of responsibly manufactured products are growing. And the legislative power will also impose the necessary guard rails on economic activity for the responsible use of resources and energy. Irrespective of this, we as entrepreneurs have a clear responsibility to lead the way, and this responsibility has intensified to a large extent in design.


Therefore, the German Design Council promotes research and innovation as well as its transfer into practical application for society and business. From a design perspective, we look at the full range of possible innovations, including economic, technological, ecological, social, and digital innovations in particular.


Alongside the megatopics of digital transformation and the energy turnaround, the topic of sustainability remains at the top of the agenda. The German Design Council addresses these megatopics with a practical range of events, conferences, seminars, workshops and concepts for effective communication of design competence. With trend and theme studies as well as brand and design audits, we support and advise companies of all sizes in all questions of brand, innovation and design.


With our awards, we provide motivation, support change processes, reward courage and foresight, and provide inspiration and positive guiding principles for companies that are perhaps only at the beginning of their transformation.


Design talents are engines of transformation.


In this context, the topic of promoting young talent also plays an important role, as design talents are engines of further development and transformation and therefore not only important for the innovative capacity of established companies, but also an essential part of the start-up culture of today and the brands of tomorrow.
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For this reason, the German Design Council has always promoted and supported young designers with various projects and initiatives: as one of the world‘s leading competence centers for communication and knowledge transfer, we open up networks to newcomers and ensure public awareness of their work with competitions for young designers, such as the “German Design Award Newcomer” or the “German Design Graduates” platform


In this way, the German Design Council promotes the ideas of the young design generation and brings their perspective into companies. Incidentally, in 1969, industrial designer Hartmut Esslinger received the first newcomer award presented by the German Design Council. It opened the first doors for him on his journey, which led to one of many high points in the 1980s, when the first Apple Macintosh design language was developed together with Steve Jobs. Part of his success story as a designer was to work exclusively for companies that made design a top priority.


With the annual publication “The Major Brands in Germany,” we present successful company stories that follow the principle of Hartmut Esslinger: they have all deeply integrated design into their corporate strategy and are therefore able to offer a holistic customer experience via user-centered innovation and a consistently designed brand image.


Remaining successful requires anticipating the future.


Since the success of companies requires a high degree of adaptability, flexibility, and openness to innovation, we have grouped this issue under the triad “recreate. transform. be resilient.” As different as the companies presented in this book are, they all have one thing in common: they have successfully positioned themselves as a strong brand and thus gained a decisive competitive advantage. A well-managed brand embodies consumers‘ expectations of the company and its products, makes it easier to find one‘s way around the market, and gives a sense of security and stability. I hope it can be seen that this always requires a willingness to transform. If you want to be successful and remain successful as a company, you have to anticipate the future. Tradition does not contradict this. Every transformation process takes place in the field of tension between revolution and evolution. The challenges that are emerging will force a profound transformation in all areas of our lives, not just for brands. Changing the way we live means changing almost everything; how we live, what we do, what we believe, and how we behave.


The circular economy will be one such transformational task that resilient companies will master as they prepare to reinvent themselves.


More than 350 well-known companies from various industries are already taking advantage of membership in our foundation and, in many cases, benefiting from the services offered by the German Design Council. We have formed a unique platform for collaborative dialogue — in the sense of the ability to think together — in order to use tensions between thoroughly opposing ideas and interests to find answers to difficult problems.


Design changes our behavior and actions.


In this way, we strengthen awareness of the importance of design in the spirit of the mission formulated by the German Parliament in 1953.


The importance of design is still too often misunderstood, underestimated. We live in a world designed by people. Almost everything that surrounds us has been designed. The things we design, the artificial, change our behavior and actions, and just as we have changed things through our designs, these things will then change us. They will affect how we behave and live. We design the world and the world, in turn, designs us. Therein lies the great responsibility of design and, at the same time, its power. In doing so, it will undoubtedly take the mobilization of many to change the way we live so that we can change the world for the better.


I am delighted that we have been constantly attracting new brands to walk this journey with us for 70 years. Be inspired by the brand success of the companies featured in this book. I look forward to the dialogue.


VITA
MIKE RICHTER


Mike Richter is the president of the German Design Council. He is also Dean of the Department of Design and Serial Entrepreneurship, Darmstadt University of Applied Sciences. He co-founded icon group, an international innovation catalyst; banbutsu, an experience facilitator platform; and Veritas Entertainment, an e-sports investor.
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Why a resilient economy in the future is impossible to imagine without design and collaboration


ISABELLE VÉRILHAC
BEDA PRESIDENT – BUREAU OF EUROPEAN DESIGN ASSOCIATIONS


We are facing a major challenge, perhaps the largest that we have ever faced as a global society: climate change is an imminent consequence of the centuries we have spent innovating and the way we handled natural resources as a result, where almost all transformational developments are currently converging. Climate change, waves of migration, geopolitical battles for resources, and pandemics, for which industry and society are jointly responsible.


In this context, statistical projections of climate refugees and changes in biodiversity are juxtaposed with opportunities, which are reflected in the increase in business value developments in the area of sustainability (source: The New Climate Economy: The 2018 Report of the Global Commission on the Economy and Climate, which projected a 26 trillion dollar market in sustainability and a potential 65 million jobs by 2030).


This challenge, which can only be solved collaboratively, has reached Europe with the Green Deal and its associated climate goals for 2050. The New European Bauhaus (NEB) has defined this community task at the highest political level in Europe, and promotes interdisciplinary, cross-sector, and cross-industry teamwork by activating a framework for action. Beautiful, sustainable, together: this is how they would like to see the path toward a sustainable world in a new balance. But this motto is not the only indication that a major design task lies ahead in this project. The transformation also requires the structural power of design in particular, especially in the sense of its reflective, analytical, and problem-solving approach. As a process and a method, design takes on a decisive role in considering systemic dependencies and preventing their damaging consequences as much as possible.


With this understanding of design, BEDA has committed to being the first official partner of the New European Bauhaus Initiative as an umbrella organization of European design institutions and think tanks, and has supported the development of this incredible project, which involves citizens, experts, communities, and politicians. The participatory approach to the program corresponds to the method of design, which approaches the particular design task from the perspective of an individual. With the ability to think across disciplinary boundaries, designers have a crucial role to play in this great civilizational project during the collaborative process.


Designers possess a high degree of flexibility and adaptability, as they constantly evolve in order to anticipate the lifestyle of tomorrow, demonstrating their resilience and visionary spirit. BEDA (The Bureau of European Design Associations) supports talented individuals through the change and transformation of society, especially in the areas of digitalization and sustainability, to implement the Green Deal.


The Cultural and Creative Industries (CCIs) represented by BEDA describe, from the political promotional perspective, a broadly diversified and richly varied industry, which encompasses everything from architecture to literature to audiovisual medias, fashion, design, music, etc. It is one of the fourteen ecosystems defined by the European Industrial Strategy 2020 alongside the aerospace and defense industries, the transport and automobile industry, the healthcare sector and the tourist industry.


Still, the position of the CCIs should be perceived as a transverse sector rather than a vertical sector, as their reach and influence are critical to all ecosystems. Companies following best practice have integrated design deeply into their organization.


The function of the CCIs in further education (upskilling, reskilling) is extremely important for the changing job descriptions of tomorrow. In this context, BEDA has been involved as co-leader of the Pact for Skills due to its role as the link between its members and European politics, in order to take part in shaping the large-scale skills partnership for the Cultural and Creative Industries.


Our talents are a pool of creativity and sources of innovation, who produce sustainable economic success in all sectors. Designers and creatives are powerful engines for a new beginning for the entire industry.


European and national networks exist to facilitate connections and cooperation. Let’s all master the current and future challenges together.


VITA
ISABELLE VÉRILHAC


Head of International Affairs and Innovation, Cité du design, Saint-Étienne, France, BEDA President. Focal point Saint-Étienne UNESCO City of Design


Isabelle Vérilhac holds a Post-Diploma in design & research, a Doctorate in material chemical physics, and gives lectures in industrial design. She was the director of the Saint-Étienne Medical Technologies Cluster from 2003 to 2007, and has worked in design, medical research and development activities.


For 12 years, she has been in charge of the relations with economic stakeholders at the Cité du design Saint-Étienne. She created and set up the materials resource center, the innovative uses and practices labs (LUPI®) and the Design Creative City Living Lab of the Cité du design. She coordinated the European Project IDeALL (Integrating Design for All in Living Labs), that combined design and user-centered Living Labs methodologies, and was one of the first design programs funded by the European Commission in 2012. She is in charge of the development and management of projects for economic, territorial, and societal projects. Since the beginning of 2019, Isabelle has been the International Manager and Coordinator of Saint-Étienne UNESCO City of Design and, as a member for some years of the Board of The Bureau of European Design Associations (BEDA), she was elected President in May 2021.
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Enduring, adaptable, crisis-proof


LUTZ DIETZOLD
CEO GERMAN DESIGN COUNCIL


Suddenly, it appears — crises usually come as a surprise, and the next one probably will as well. But what possibilities exist to prepare ahead of time, as a company and as an industry? In our opinion, there is a clear connection between constant flexibility and the ability to survive turbulent times. This leads to several interesting questions: How are design and resilience connected? Can good design improve the stability and adaptability of products, businesses, or even entire industries? Questions that are highly valuable, particularly in difficult times.


As the German Design Council, we have supported the German economy for almost 70 years, and not a few of our members have existed for just as long or even longer. They were seven decades that also contained difficult times to overcome — but we still have the same companies on our side and have asked ourselves, what kind of an influence does good design have on long-term success? Are strong brands and companies with high design standards more resilient? From the perspective of the German Design Council, the answer is a clear, “yes!” Companies with a deeply rooted design strategy are more resistant to crises. This can also be well substantiated with regard to the different areas of design. Sophisticated design can work in different contexts and environments. We can begin our observations at the product level: well-designed products can still fit into the most diverse environments over a long period of time. Proven classics in furniture or consumer goods cater to diverse functions and aesthetic requirements. They achieve a high-level of adaptability specifically because of their durability. The products’ expandability or repair capacity are also important features of resilience: if one component should fail, it can be replaced or repaired quickly without making the entire product useless. Product families and systems that are able to be consistently updated and expanded, without having to be completely replaced, obtain a similar effect. At that point, there is a certain level of complexity that has been reached where good design management is necessary to maintain a balance between consistency and innovation. An additional advantage that increases the customer’s trust and creates a stronger bond with the brand.


Good brand communication builds on content, is honest and authentic, and can therefore also make necessary changes in course much more credibly than with laboriously constructed stories that are difficult to adapt when the general conditions change.


Further important factors related to resilience are economic stability and the ability to act. Brands with high design standards do not market their products primarily on the basis of price and are therefore not as exposed to the risk of falling into a spiral of pricing pressure in times of crisis, which can quickly lead to economic distress.


The term resilience is often used more broadly to include improving conditions as a new standard. That is where the connection is made to continual learning, developing, and innovating capabilities, which are inherent in sophisticated design. The ability to renew, for which our member companies are exemplary, is a glowing example of the adaptability of a company. Let’s take Bosch, a family-owned company that has remained compelling through technological advances and good design consistently throughout its more than 130-year history. Or the company Dräger, also more than 130 years old, which has continuously dealt with difficult situations as a specialist in medical technology and safety engineering in its products, and has obviously been good at transferring the insights gained from this to corporate management and design. Or Festo, which has been successful again and again in using pneumatics to create the most unbelievable things, most recently the motor inside Cobots, cooperative robots, which work together with people. The Deutsche Telekom as well, as an independent company that was only founded in 1995, shows how a company in the dynamic field of technology infrastructure can continually evolve and adapt. Just as impressive as the exemplary large companies mentioned are the many medium-sized companies among our members, which are also represented in this book. They all use good design as a factor in a resilient company that can continue to create innovative and compelling solutions to major challenges.


VITA
LUTZ DIETZOLD


Lutz Dietzold (born in 1966) has been Chief Executive Officer of the German Design Council since 2002. He has been a member of the German Design Museum Foundation since 2011, as well as a member of the advisory council of the German Federal Ecodesign Award, the Mia Seeger Foundation, and numerous other panels and juries.


Dietzold regularly publishes articles and holds international lectures on topics related to design, brands, and innovation.




Strong brands and the stories behind them.
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MENTOR


INTEGRATED LED LIGHT SOLUTIONS AND HMI COMPONENTS


With a major passion for the subject of light, MENTOR-Group from Erkrath creates custom solutions that enable their customers to break new ground in terms of product development and design.
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As providers of integrated light solutions, MENTOR executes LED based lighting components at the highest technical level. The customers of the North Rhein Westphalian company come from the automotive industry in particular, as well as other areas with design relevant products. Their specialized light solutions are created in close cooperation with the client: everything, from the technical concept to the development, visualization and tool construction, up to the manufacturing of the finished components, is delivered from the same provider. Since demand is steadily increasing and requirements can be very different depending on the project, Mentor employs a wide-ranging technology portfolio in the area of fiber optics. This enables the manufacturer to respond flexibly to individual customer requirements and create customized solutions.


The components that MENTOR produces are not subject to typical design criteria. The actual company product is good lighting and its effects. Designers use it as a multi-faceted design tool that offers practically limitless options for product and industrial design. High quality light can be integrated into a wide variety of products and offers added functional value. Through the way that MENTOR manufactures specialized lighting components, novel products can be developed that are contemporary, aesthetically pleasing, and robust. Light provides for more security, comfort, and orientation, among other things, and can serve as a component of communication or an information item.


MENTOR was founded in 1920 by the engineer Dr. Paul Mozar in Düsseldorf as a factory for electrical engineering and precision mechanics and registered as a trademark. Since then, the brand name has stood for the strength of the family-owned company, which offers excellent counsel to its clients. In 1965 Dr. Ehrhard Weyer took over the company and built it up into one of the leading German manufacturers for electronic components. In 1996, the product range was expanded into the field of optoelectronics by light guide systems. Since 2003, the Managing Partner and CEO Wido Weyer has led the company — and has done so since 2021 with his son, Dennis Weyer, serving as Managing Partner and CVO. Today, MENTOR is among the world’s largest suppliers with its light guide range. Its core competence in the field of LED light was specifically expanded by the founding of the MENTOR-Light Group in 2009.


The company uses its extensive software and hardware equipment to solve demanding lighting tasks. The virtual light development and its visualization happens in the in-house light laboratory. The specialized LED light solutions are used by customers from the fields of automation, electronics, communication technology, building technology and medical technology, as well as plant and machine construction. Roughly 80 percent of the product offering consists of components specifically developed for the customer. The spectrum of technology that is used in-house by MENTOR is large and ranges from plastic injection molding to electronic and light development to tool construction. Through close cooperation between the different departments, individual lighting solutions are created that are perfectly tailored to the project.
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