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<Abstract>

Discussions of Innovation and business strategy have focused on technology. However,
facing deadlock of the waterfall model, Japanese companies have been exploring new
innovation processes and business models. One solution to this problem is “Design
Thinking”, which is expected as a new method of innovation in the 21st century.
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1. A ) R— g VERDEE

1930 FRUFEA 7 X— 2 U EREFIBRND L DX Ty a2 v X—%— (Joseph A.
Schumpeter) 1%, 1 /X— a3 v EEEFRFMEDNREREELZ LT LM LT, TOR
MTC, A _X—=va ik, OFMEDOAE, @B AEELFIEDEAN, @FIRFTILORT., @
Bt N DR, B L OOFMMEOERO S FRICHFINTEBY, 4/ X—va b
MFLD THE ) BT 2 FRICE LD LD TIERN- 7223, 20 HidicBiT b4 /) ~—
Ta i Tk, TOFMEOARE] & TOFT-RAEFEEDEBEAN] IRV TREZHET )
PEFEMRIIG R DA /37 FORE SHIT, FHCEMERREEZ > TVt FoThU,

Va =2 =L, ERRICHBEENG LRI ZZNA ) = a L ThHDH E S,
ZOMEERA VX7 FORESIZEY, FfEHA / _N—v 3 v ERERN A ) R— 3 V7R
FeaplanTt&ri,

ZOWMEEIX, 1990 D7 U AT & (Clayton M. Christensen) (Z/&MES v, BEAE
TR THRHA OFAN (BRI (S <paims, Mo M (KMkg, f#
WEFOR S 72 EAEAMEORE LT, S EIICRVIARGD Z LRSS, E£72,
FTTITARE L TV DR EITBE OB AR, FISMEENORATE T, 20 XL 5 RAdER
A R=2a VOB EITERICKINT D T4/ _X"—varovbr~] b2 &%
D UHNTZN, 22 ThHA /=g v SRR CEANSEHT ICBE T 2& L L THb
NTET,

YT UR=F I = LR—FDOWTNL, A/ _X—varbnzxdEE LT
MEATHH ) OFERTHW TN D, ZHUTESL DA/ _X—v a3 VimD % < X, AL~
L~V HLWVEEZ L XL ONTHICET 25D Th o> Th, AT EM 5 <
HY . FOVHY AL MamlIEMBFRORMR, BB SR & 5 5 72 ORI E
FRMAAL L THoT,

2. o E MR OEE

TR RS B EALME, RO EB D T, A—# — (Michael E. Porter) (22X > T
2R S D BIEER R ER 22 BlGm & STl | EREF D EN LIRS 2 K& 512
B0 AR EIT O E TR BBIZEN TN D,

1980 AR E TO HARIZIBW T, HIFFHNI IS Bl smbis ., RS E
Bl - mATIMEE L, FAEERINIC L 2 IKa XA M EOTRERMATHZ T, Dl
FEREATE - KEHBRESDETN, RFBEEZFEB LT,

FERFIRBEICEB W TRENFEATREHEIEE LT, A—% —13 3 2O DA TH
HAANY—F =y TR, LB, SRS A 528 L CTH Y (Porter, 1985), R—
Z—OFRITRKEAE, & MHIEL 2280, IME, EREED, Rl &R 7R E
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EX—U—RELTHMEIN TN D,

R—2 — DR Z AR E T 256, TV A v OIF AL 2RI X 2 BB O JE
FEBEEMERENL O LRIEIND Z LIC2 D, ik, HEEfEiRm, 2 A b CAERL
ANSE RSO e SN ER SN = 70 N Al a (VA B2 Y |l A /N << BT U R
KT HHREMENH S Z LICL B,

R— 2 —OHGEREEROS % L, 1990FI21Z/3—=— (Jay B. Barney) M B30
WEER~DOEFEHZRBL, VY —RA + X—Z K+ E'2— (Resource Based View of the
firm: RBV) EFRENDE X NIEN -7, £z, FRHIZ 77 ~F— R (C. K. Prahalad)
BLUUNA L (Gary Hamel) 1%, =27 « 25 23— (Core Competencies) D&%
TR L., RENINOBEREZBZTHIEREDT 54T LV AZET DL 57, 28454
¥4 %R L2, RBVICE W T, RERMEEA (Financial Capital) . W& A (Physical
Capital) . AFUEAR (Human Capital) X O¥HMEE A (Organizational Capital) &\
IR EEJ (Firm Resources) 72U~ 4 /Xt U7 ¢ (Capabilities) DOH & A7 S 41,
BHETLICEOREERDNHRNEEZA T 2808 ER IS, £ LT, REEEOSH O
AL L TAR—=—N R T HVRIOY L — AT — 27 %, &FEMME (Value) . 7

(Rarity) . FffR#EPE (Inimitability) 3 X O¥H# (Organization) OELSNL 2 b
OREEREZFMT D LIcky, BREENAT HMAOMRA - HALEZHEIELEL S &F
HHDTHD,

ZOXIBRRBVOBBIZL Y | HIFAIZ TS, v R T AL hOXG & T RSB O
REEIROALE DT S HEI Shv T,

52, 21 AL A Y 7V — R~ (Thomas L. Friedman) (R0~ Z v MbA
L, BROIEFIZL DA /) RX=2 g VORENZ—OEE, BELUNBLEANLA
ST E TR L MFBIEOBFERE OB Z FHIL TV 5,

LLED X 9 72 g sm a3 fite & 55, HIFBALOEEMEOT TIX, 7V A U iTmizemz
B E L TAE DT DL, SRR EE oI, AR Z LTk EL
T, 203, BEEWMESTHZOOETALF 20 VOFRELE LTHRESH, Fsh T
7o

3. R BTIE B i DR S

20 AL OOV IZIE, HIFEFICHOWT THRFEFTORROKE] NBX LN
(Rosenbloom and Spencer, 1996), 72>, HRFIER CHEIFEZHE L, ~—F 7 17
2K > THEEIZIBN D RGam R 2 RS | (IMBE O LG 2 T5I2 % 0 L TRl &
FFB eS| HA R B EEEUE TOREPE NGB T ARt Tun S, B
EHHREEET ML DR ARV BRZ DL IR TERDOTH S,

ZITRIGLEBEN, A=A /) R—=va v Thsb, BEOERE#BZ T, ALO
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WA & RTDOTH 2R « ANEIR, &0 b RECHEEEZTEHT A LIck Y, &
HRERE Db S ICHINEF 225 L9282 ThHD,

AARTITEE, THINDCHD AAN, e FETAT L2000 L) MEERNMERS
NTWBHOEE, 2009), HARDEANBAFE B, FFEFE2 REICERG LR S, EHEEE X
A D TIEFCKARFED KA T FREICx T 2R & LT, BRI, Bi% L7owBdiiz
FIZ TR TR 22 L) BMEFRGHIARTER. T70b BIRHAETRE &
OFEDHEEN, OREFE (7T —%7 27 Fx) TR BFEINOR%RE. @ IMgodk
K& AR ) Z [FRIRFEERR T 2 B VR A BTV OMEEE, @5 B HiT ORI & E( L,
NEEEMHE T A B A BRI —T VU EEENSIT M~ R A NORERM, &
EELTWD,

4. BB AL BAR DN

BT HO8T 22 i & L 7o fR MRS Rm D FE e L MliTER T VA Bl FRlS. BEfFEO TG AR &
L7z, Bz 2o < BERBEIMNC X 2 @A IMifE b, e &7 M7 A A K250
B WO BERRICKI L, ~—7 T ¢ V7 RE T, 20 AR, BERBRST 7 UK
WZHEET D, FilcleT A LV BIRRNLTE T,

ZOHIZIE, EVRA EOBBREL LTT VA U SNDIRBDRIF LA H, &7
HEZITNG D, 734 > (Joseph B. Pain 1) & F/LE7 (Pine and Gilmore, 1999) (3%
D EFE(Pine and Gilmore, 1999)DHF T, T EDO LS Rk (22T 47 1) ZBIRT D
DT K o TRHUET 2P f0ilAs S E S D THEEHRWE ) DR S Y | £ DWIT, FEdn
DERERCHMBLINS T A OISR L0 TR . £ L TrEmORED TR0, MEs
FRZLEDRN—EANRT A 3L d [ —E AR BHE L, h—EARFDOR
kDD TRBRE 7 LT05, 2F0, BEORBRNT A L OXMRIZIRD &
I ETH D,

ZDRIBRT A U BROEEI B, BEPBR IS LTRSS ifE b 2T 5,
a—b—ZBNIEY . Ty TIMS -0 OfffE (k) Zitid 5L, JFEE LToa—t
—HiF1~2kr b, MILESHa——GEHE, Sy r—VlE LCONEETREDLY
HBlTIE5~25F L h, ZLTCEOEEH- TNV ¥ 2T —a—b—F, T<HF@EOL R
FZ U ETIEB0E Y h~1 R Lice b L &R b,

R ETVA T DBEDOLRD L, PIZIEAZ— Ny 7 2T, BIZENTZ-TOY XU
a—b—ZRET L RETITRS, BGTHLRTORVWE=ZOGFT, T42bb THEOR
NFE] ICBTORBRAREL TVWDEF XD, AX— Ny 7 AT, ZOFE=ZOHRFTEHED
BTRZIEIZKY, A=y 7 ZADHLAETE (T4 T7AZA)N) ZRIETDHIZTE>TWY
% DT 5 (Peters, 2005),

Flo, TARITHERDIAR=Y Ty XA =T —TiF e, AR—=Y T v XDOMMHZET
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TREBO LIS T AY — hOBREZBIRBRT 2 L) TRER 2585 2 LI2X D k)
LIER¥ETH D, T4 FITHE—ANOE Y OO U A2#RtET5720, 727 |k
THEAOPEOEELEIR (=R« WRAZ<ARX) L, BRAA—TEET 2T 74X
L7z ECHELTEL AT LAERA LTV,

I, mgEE, MO AARDOA— hANA A—H—~OXPURE LT, N—L— &
By YU IR 7 3BEFETIIRS, RAR - BEREERHZKD ) FERTHL L
OPRIEEZ B L., KENY =7 #0E Ly —R%, VA OS850 (T—4% —
TATN) DOBERER (FA4AT7AZAN) NI ERLLICT T R Lo n) Z &0
T& 5D, EHIIn—Lb—iF, F—F—HA 7 NLDORFTHIZBIT DRI Z &, R
A0, a—F-a3a=F 4 (Wbwd Inh—L—2] ) 1TtT 54 MEROEME
B BRARIEETO L BT, ZRARAV DFTANR—YEHEL, BEEN/THERIC—ED
EAPHVWv~V~%ﬁﬁ%TémF%r;szé

v =2 X v F(Bernd H. Schmitt) 390 KITIEE L7 RBRilfiE~— 47 7 « > 713, TFEH
ﬁﬁ%ﬁ@_iofﬁéﬁ%%ﬁﬁﬁ%%ﬁbiok#é_k%%ﬁmn/t7bkbf
W5 (Schmitt, 1999,), L7223> T, GHAIZRAPIC K SHRE(ER Y 7' m—F 1Tk L, &
FHORBT HME. THbbERERICESLS T e —FThHHEE I ZENTE D,

MR &, PIE g vy B T ORMKRZR L 2 & A L2 O L,
5 ZLiIC k2l ARETHY, MIEHRBRMME Y = —/ (SEM : Strategic
Experiential Module) & FEIZAL 2 Bl & L CRCRE HIRRBRAM A (Sense) 15 i A7 5 A e
(Feel), #BAIAYRRERMMMA(Think), 1TEIAURRERMMME(Act), BICRAVIRBRMMfE (Relate) & f1F, =
o OEEZBARICE D, 2t 25 2 LICK VBEORERE T A 95 Z LITEAN
BToHhd,

RN~ — 27 ¢ > 7BV CE, EREAREGME & 1%, [L0HE T 2BED
JERZ R R T D R R :%6<Mﬁ?%@\r%m%%ﬁﬁk6Fﬁ\%@TC%
B2 10 DEIFERRE ICESMETH D, Flo. RBAAREBRIGIE & 13 Ex
7D, BEF 72 R A A b, BROAEN 2 ERICERR T 5 iRl &R A A
DT Ta—F ) ITEISMETH Y . ITEIRIREBRME &1L (TTEIR 7 4 7 2% A4 LR
W72 88— ZoRie T 5 2 L TRIERRBRNE 2 &, XA Z&O L2 L) 12
BIfRT %5, £ LT, BIRAVRERMNME & 13 TRZEEAOBEC L 77 FORITKBRI A TU
DN SIULD R E ZFE DT, BEDTZO DT AT 7T 47 4 T
HZL ko TELLMETH D,

BERE(HE I CIXEBMEAINEE & 72 S T2 B0, BOR NI — EXORBR ARt 5 &
VRAGIITEBWT, L THEREMERICB W TERLICRI L TV DRI DN T E 2,
RBAEE Y 2 — /TS bk x oA ) =2 a UGB D, L LR
By oy MI. FHZROHITOMAZRR LI b OO, BEORREZ O X 5 I2HREadh -
T —ERADBAFEITTENT D, LW D FEEITEIZOWTIHMEIR S R0 o 72,
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F x>+ ¥4 (W. Chan Kim) & L% « ER/L== (Rene Mauborgne) M&"E4 %7 /L
—A— Ty I, BRI L o TOME A IR EEHAT L A TRRT A v iia—Icd
HZZFTHY ., FIHGERERBICSLER TN a—A ) R_X—T 3> 1ZiF, &7 LHHEIFE
FINMMEETIE 2 & 2VR & 72 (Kim and Mauborgne, 2005),

B 5 0E, BREE S v N R ERES MY — I LD . ZEOFEFNTI T D AnE dh R & PR
LDy, R FEFICB N TIX, 4207 7 v a . $hbb TRVERS ) L) M4

MMz 2 WO REZEL T, 2R KX M D FL— FAT7ERE R L.,
Fo B O b & cH = etith= [T —F—v v ] ZAMTL2ZENTELEL
7o

WSS T D D EINARRES . (K2 A R 2 EBT 57D RE, £2036H L
TR UTERH SN FHI, Fo, Fic BRI 2 12457 5 72 DI IR AR
P&z, FITECTEFE L LT, BASNEFHN, Z<BETRENTWDEICERET
RETHA9,

5. T YA B (Design thinking) DH§ 3
A7 R_R=varETHA L OHMISERIZOWNTIE, ZIVE TICHR A Zeikinnd B S
TEY, THA LU EEZSTHEHEN, A ) N—a L EEROIT HEHE L BHERBEGRN

HHZ LIRS TS (1) .

£1 THA LA R_R—=2 3 & DRI

Design and innovation

Design definition element Innovation model element

Research Assessment of needs of society and the market place
Concept development Part of idea generation

Concept validation Part of idea generation

Design resolution Development and design

Productionisation Use of new technology, manufacturing
Communication Marketing and sales

HAT : NZ Institute of Economic Research, 2003, p4.

FEETITEGEO =T - a T y—L LTOA ) RXR—a ighraghbl-oic, 5
A NZEDA ) _N—=T 3] 20 EAERRE X 1u(Gaynor, 2002), T WA VA J X—




H AN 25850 8 B0 1 S
Published on the Journal of Intellectual Property Association of Japan, Vol.8, No.1

TarvEELMTHERE THL Z PRI ND LD IR TE,

PEEROT WA L ~DIEH EMIFRFZ G5 2023, 2004 4L 2005 FOETRAY 4 —
7 DO K#EFEHE [The power of design] (Nussbaum ,2004) & [GET CREATIVE! )
(Nussbaum ,2005) CT&H 5,

2004 FEDHFETIE, KEDORENTH A o~ + 77— 24 IDEO I2BIT HEERBR DT A
TR APEIREND L L BT, IDEO IC L DT A L OFEBRRIE L LT, ARk
il A ¥ — « X—< x> h(Kaiser Permanent)|Z35\F 5 E%ckiE, LA T SL L A—T
—D v 4 —F a—(WarnacolZFBF 5780 &7 A » OUENHE S, T TIZE L OFES
¥ IDEO O ZININWTND Z EAVRENT (% 2),

K2 FAEEITLD IDEO ~DIKIH

WHY CORPORATIONS TURN TO IDEO

Lots of well-known companies—including some we can’t talk about—use the firm’s services

COMPANY PROBLEM SOLUTION

INTEL Show computer makers the capabilities of its Build “concept” notebook—the 17-inch Florence—a wireless
2005mobile platform chipset. consumer appliance that replaces the TV, PC, DVD, and phone.

NESTLE Kids are eating chocolate less because they Conceive of new and exciting chocolate-eating experiences for the
are spending more time on their cell phones. young set.

GLOBAL AUTO Feared being out of touch with Gen Y, the Do research on the values of the young. “Authenticity” turns out to

COMPANY (SECRET) under-25 generation. be their mostimportant concern.

LUFTHANSA Neededto buildfirst wireless remote for in- Design a sleek handheld remote that orders movies, music, and
flight entertainment and cabin management. food, dims lights, and cools air.

SAMSUNG Decided in1991 to elevate role of design in Brought Samsung designers and managers to IDEQ U innovation
the corporation to overcome its reputation of workshops, created aninnovation center, and jointly designed a
making shoddy electronics. series of products in the 1990s.

PHARMACEUTICAL Wanted to benchmark its speed of product Produce research called How Fast Is Fast. The best speed: 8 to 14

CO. (SECRET) development. months from idea to market.

H A7 : Nussbaum, Bruce, 2004, “Power of Design”, BusinessWeek, May.17.

F 72, 2005 FEDORHETIT, Th (BEIFELER) | =TT 47 LT D52 L &HiHEE LT,
WM L ARSI L R DM BN TS, ZOH T, WETRERAIEA SN E
FNLREN, O LIEROTET 4T 41 T — LT DB, @Q2ET 47 4
fBizfE D b & 7o b Y — v v IR L B, OO A EN Y v 7 X - v
2 NDT A ERISICERR T D B, @RISR A X— 3 VR OTRUR & e D B
ZLTO®HT A ) ~N— 3 D DNA ZEOMENRIH L T BB, o 5 Bt LR
IhTWs (&3),
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# 3 ANERIEIEA~D IR HS

The Evolution of the Creative Company

Anew corporate model | sTEP1 STEP2
is taking shape. By Technology and information Hil'mnmmndﬁzaim core
focu sing on creativity become commoditized and can be sﬁ
and innovation. it globalized. Suddenly, the troa tf—.mrm
e atvantage of making things China, and E.a*:-tern
could provide new “faster, cheaper, better” sends a grmwgshare
pathways to growth: diminishes, and profit manufacturing and even the
margins decline. Knowledge Economy overseas.
STEP3 STEP4 STEPS
DesignStrategy beginsto Creative innovation becomes The successiul Creative
replace Six Sigmaas a key the key driver of growth. Corporation emerges, with
or@rizhg principle. Design Companies master new new Innovation DNA. Winners
f.'zskey role in product design thinking and metrics build a fast-moving culture that
tiation, decision-making, and create products that routinely beats competitors
andunde rstanding the address consumers' unmet, and | because of a high success rate
CONSUMEr EXperience. often unarticulated, desires. for innovation.

HIFT : Nussbaum, Bruce, 2005, “Get creative”, Businessweek, Aug.1,

R CTIET A U BE (Bil) X2V Rr A0 FHl & LT, P&G(Procter &
Gamble) OFFEXREZFIALI=Ey 7 THDLAY 1 v 7 7 —(Swiffer), —I A& =ik D
BWT A —T A A M S vy « K+ Y LA 2 (Cirque du Soleil), 71 7
ABANEEE LI T INRE—F o LD /L% — (Birkis) . AN LfEKH T2
TUVEZETEDHTVAD U A (Sirius) £ LT, 77 /LA M7 (Apple Store) 73

N ENTWD, S BT KEOREH A —DT—L 1 5 25 GE (General Electric Co.) 73,
BRI~ R AL R =V THDHY v T A T~DITEFEEE V5, IDEO & & Hicz Y
AT 4 TEEBEBRL, 508741/ X— a2 D DNA ol o7z b &
nTnas,

Z®DIDEO ® CEO TH57 4 &+ 777> (Tim Brown) (X, 2006 4ED & R A L@ M

[ ) _R—=va v LA 27 —<IZE LEEBRISGEEZIT> TWA B, ZOHT 75
PA e, bOEIT =N TELLAZXD LT HET TiERV, RKEZAET DTk
L LTT A v EEDesign thinking) Z WS BRENHDH | Lk Tn 51,

T YA L EE LT, IDEO 23B8% L Deep Dive2& 4 {1 Hiviz FislicfREEIND A /X
—varO7atATHY, {EROBINEN OREF AR FERDL DL LT,
M e TERI SR L SD X DT/ TE Tz,

Fio, KETEH 21 HALICERT 227 V=T 47« =3/ I —\ZHIET H AME BT

1 http://www.ideo.com/news/archive/2006/01/

2 ABC D=a2—2FKM A4 FT7 A4 OREIZBWT, SHMTHR a vy 70
—FNEfFETDLENI, ZV AT A ET A DI NDBEN ¥ 2 A2 —L LT
ek Z3v, "Deep Dive” QAR RN OGNS K 9127872,
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H7OIT, kDM (BT L HH) ST Ly Y 2a ) I—IZ#IST D AM &2 B
LTEREVERA < A7 =NV, THPA BT L7 r 7T AEZE LS, HICKIN - 75
A VRORFEBRERDON Y ¥ 27 2EEFT HUE - TN D,

6. THALEBELITMH

T AL T T L UT, IDEO IZBWTERKSNTWA T A VB LT, THIN
W ZEBUATHE T, FEAT AR BV R AHRIEIZ L - CRARAME & S i S G5 H 0
L AARD=— R —HIEDL LD THA T —OFEML FIEEZMVDLHEE] THD
(Brown, 2008),

THA VEBIZBNTE, WEREICESTEVEELORBRET VA 35701, #
RUTFO 7 at 2% 5 [Kelley and Littman, 2001),

(1) ERfiE

M. 7747 v b BEWFICEAT HHIKNFERARET 2 7 vk,

(2) #Bi%

BEORNOPT T, BLEOALZBLEL, THOERICHLHALEL Tn kR, £0
DT 7 =y 7 L LTIDEOTIE, A& LfTEhA L LT, ®EZEW, BEvwma L, ik
BElZATE . FIEERETE 0T D2 8572 [ ¥ F—A 7 (Shadowing) | | #¥F
EDHFTTD N2 O 28 U, 1TERERE1ERT 5 {78~ > v 7 (Behavioral
Mapping) | . {HEHEORG, h—ERAE TR T DY v FHRA > b EREET D TH
# ¥ %17 (Consumer Journey) | . BSHICBIHE T 2ITENCHIR OGS E L COHEH ICF R
EiRELTH5H 9 [H AT Vv —TF /L (Camera Journal) | . ®iF 2T — 2% RB<
Y, FEFE<HMORWAL LEEE L, EORMARBREFET 5 [98Ra—F—o ¥
t' = — (Extreme User Interviews) | . {HZRRERICEE T 28 ABIEEZFET X O 1ITfg 3 [ =
F—U—71U 7 (Storytelling)| . ¥ —% v MIROLARWEERRANLIZA VH B a—TF
5 775 —h A7 NV—7 (Unfocus Groups) | 72 EDOTFENHVLNS,

(3) Z7L—v A =37

N2 BB L TROONTT —ZEnh L, TAT T 2AERHTEy v a 2175 7 m
A, IDEOTIX, 7L —r A b= U 7Ll FOREE /L — AN ED BT 5,
cMANDTATT D EEIZHER BT S (7but” T/ < 7and” Tl %)

- BRERAY T A T T DBl
- TATT DEDIERS
- BRI 2 B6

3 f5i] 21X, Institute of Design at Stanford (D-school)
4 il 21X, IIT Institute of Design
5 N5y arTIE60TI00ELL EOT AT T L IND,
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cHOREN Py 7 ICERT S

s —EIZERE 27T (BT TAREZRERW MADT AT T 2 LR, B LR,
HEAL 7R RERE 13 AR 1)

(4) ¥y R-Fua b7

a7 he, ZhEENT2BEGREZATRCIEEL, Ewe M/ X—Ta v
DHEZ @O DD, By 7T v 7 afifET 57 nt X, IDEOTIX, LA ND5# - Fik
DA END,

i, P—E20OWVTHICH L THET VEED

- HERFRBR 2 BT 5 72 DI O BT A M 2 BT D

cFR LB I T v T EMERT D

- BHEZR BRI IRER & T 72

- 7a N AT EDSLTRN

- U A ERARET DT

s AT 4 A R—L (BRI ONOITEIZEH L THDL L)

(6) 7I9vvaTrv

BRI CEZ B O m N2 A T aED | Fli, AREZERDL ek X, HNOF—L 7
TAT FDOF—Ah, Tuvr b EEZEBR LW E b O AL DFERZ I AN
Do

(6) FEH

Flnar e N2 T 7Ol EO LD LT 57 vt X, IDEODTF — AT,
Bk, R, AEMES. VT bU =T MEETH LY. AERERIN L & O H KRBTSR DAL
BT DAL=, ZTORRNEFRMEL, ANEMRRRE FEBLT D,

72720, T A L EEBIZEINT D A =D F Ny 7 R — T EHABFRD L DI
B, EVFRA, aa=hr—ar, SibF. 8%, 2mLHY, RIBFESEDHE

Mz a4 585 bV D,

Ubokole, 74 BELIE, ~AORFIZEDRERICEDY, F—LT LA
o4/ R=v g v AR TZOOHEDOT A THDLH, T LT, FERMTHF A
BEAERIYE, Y0y 7 MERhcEL 2oi2id, OAESE (Anthropologist), @5
B (Experimenter), @7E#) D& OXF(Cross-Pollinator), @ ~— F/LiETF(Hurdler), ®=
7 R L — % —(Collaborator). ®EE (Director), D#%ER T 1 F—(Experience Architect).
®# £ 4EE F (Set Designer), @/ A(Caregiver), 0FE Y #(Storyteller) &9 10 FlkH
DXXY T I H—PUETHDL (—ANTEEOX v 77 X —%H L TH I & Sivd(Kelley
and Littman, 2005),

6 FREFHED 30X25 4 VFDRA A > MIT AT T ZEWTEEZAL S,
T RN L DR DRNHIEEE R, AR — A~ EEZ D,
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