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So we’ll be discussing the pro’s and
con’s of design this time around. I'll
be honest with you, when this subject
 ffirst came up during one of our
. meetings, my initial reaction reflec-
~ ted the skepticism of a journalist who
. feels he is being told to write a story
~ about a matter unworthy of the ink and
. paper used to print the eventual

object, a goal of binding functionality
with aesthetics. Through its nature,

no functional value except per se. The
role of ideology has changed, especial-
ly on the bigger industrial plane where

result. Don’t get me wrong, | can ap- "l ~ ladding a little green label is a surefire
preciate a designer steak knife or a 9o iy ~_way to boost sales. In design, there
euro teapot as much as anyone else, | i g r must always be a balance between
just felt that the editorial value of the . . function and form, even if one of them

is emphasized. Way back in the olden
“days, design was often fueled by an
ideology as well. Soviet constructivist
~larchitecture was not just meant to
stand solid and look good, the buil-
dings were also designed to reflect]
. the principles of the communist ideal,
~ 'Their idea of design did not exclude
. _anyone based on their wealth or socia
istanding. They created with the hope
of changing the world they drew thei
designs for. More importantly, the
made it clear that they believed in
something beyond the price tag on
their creations and even published
their own magazines in which the
propagated their ideals. Nowadays,
ou pick something that your targef]
audience thinks is important (ecolog
is pretty much a sure shot these days)
and then you incorporate that concepf]
into your line of production and let the
world know about yo
tive. Doe

story did not match up to the bigger &
subjects like the ones we’re known for :
tackling. Indeed, the dandy designer
does not stand tall when placed
amongst a line-up next to the interna-
tional gunrunner, the money launde-
ring politician and child-molesting arch
bishop. He is a luxury problem, a man
pilfering only from the pockets of those
who don’t know what else to spend
dtheir hard-earned money on. Now
ilthis is a stab in the dark but given the
trend in our evolutionary curve, design
is only likely to become increasingly
#Imore important as more and more
dpeople gain the financial means to
spend a percentage of their money on
the aesthetic aspect of a functional ob-
ject. Unless of course the revolution
(Hcomes, in which case we’ll all be back
to carving spears out of modernist
Btable legs. On the other hand, design
gmi be the field that holds the
jon of our future as it
standard of living
at is conceived.
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The first sex toys all looked
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by internal satisfaction alone so that}
means that a lot of women are looking
for clitoral stimulation when they bu
a sex toy. So if you design a vibrator,
it’s quite logical that you keep that in|
mind. | have designed three products
gne of them looks like 3
ecause most women|
ith a plastic penis.
are very popu-
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feminist move fake
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the moist darkness of théfé#tire that
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lovingly. Now when it comes to the
design of sex toys, the male chauvi-
nist pigs at POSTRmagazine are even|
an they usually are.
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" |In the classic sense, design is a craft.
"It implies the purposeful combining of
~ two motives in the creation of a new_

art is excluded from design as it has

|environment they find themselves and
 their fellow people in. However, a desi-

gner who operates in an environment
where sales and consumption are the
primary laws of nature will automati-

“cally be confronted with the reality of

competition, production cost, marke-
ting strategies, trends and all these
other factors that really have no longer

‘anything to do with being innovative

and designing the next step. So, de-
sign becomes diluted as it no longer
serves its original purpose of taking
us into the future; the emphasis shifts
from improving and innovating to crea-
ting something that will be bought in
order to be thrown away. These are the
laws of the free market.

There are no morals
in a marketplace.

In the society as we know it, whatever
you design has to do the job and look
pretty to yourself or the people you’re
trying to sellit to. In the majority of de-
sign, there is no longer any ideology
and if there is one then the designers
themselves most likely won’t tell you
about it. Why? Because those who
design the majority of the products
we buy (speaking on a mass indus-
el) are themselves cogs in the
Western companies play
to the rules of the free mar-
at translate to making as
as possible. The simple
pu don’t make money by

giPeePle a pair of shoes that last
a lifetime, you want them to come back
in six months when your winter edi-
tion hits the shelves. You want them
to buy again, and you want them to be
eager to buy, which is why you adver-
tise for it; so people feel that there is
something better out there for them to
enjoy. Part of the beauty about the in-
ferior product is that you can keep on
selling it for as long as nobody figures
out (or cares — look at your sneakers
and go ‘oh, right’) that you’re ripping
them off and charging over 300% of
an item’s production cost at the cash
register. There are no morals in a mar-
ketplace. Louis Vuitton handbags used
to be tailor-made, handcrafted down
to the very last seams and buttons,
which to some degree may actually
justify the price tags on them. But in
2010, these bags come rolling off the
conveyor belt like any old pair of limi-
ted Air Max 9o’s Special Edition and
the vast majority of the retail price
goes to nothing except the two letters
in the logo. You pay primarily for the
image and what that does for your per-
sonality as perceived by yourself and/
or others, while the functionality and
craftsmanship that went into making it
takes a backseat. Of course there are
designers like Mike Thompson whose
algae lamp is not only brilliant in its
design but also makes a clear state-
ment about its relationship to context
and environment. Too bad he’s a rare
diamond and you can’t actually buy
any of his stuff.

YOU HAVE 0 FRIENDS

The designer has went from being the
developer of the future to a 360° tailor
for our personality. We define our-
selves by the accessories we pick out
of clothing stores, car showrooms
and furniture catalogues. Most of us
compose a personality by putting
together a mix of things that other
people thought up, chosen from dif-
ferent styles and the various permu-
tations within those styles. Although
that makes it sound slightly condes-
cending, it rings true on a large scale.
Design adds identity to functionality,
whether we’re discussing clothing,
tools, musical instruments or architec-
ture. From the paint job on your new
car to the little label in the back of a
t-shirt, every little detail is there to say
something about you. Going off on a
tangent: what is it about the concept
of limited edition that fascinates us?
Do we need to own an object that no-
body else has in order to feel special?
Nobody wants to go out and walk into
a club to see some asshat at the bar
wearing the exact same thing and
deflating your carefully constructed
mirage of identity.

Now this is where it gets interesting
on a socio-psychological level. In the
Western world, the individual is the
center of everything; your life is yours
and yours only and none of us are the
same, just like no two flowers or drops
of rain are the same. You are a unique
ray of light. Unfortunately, that’s not
what it feels like in the real world.
When you’re young, it’s relatively easy:
you wear what your parents put on you
and you play with whatever you feel
like and that’s it. Then you start going
o0 school and meeting other kids and
e not wearing the same clothes
You start noticing that there
thing as cool and uncool,
ealize that you do not wa
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home a mercilessly ridiculed B-version
instead, condemning their offspring to
the cruel and honest scorn of the pre-
hipsters in grade school. The ones who
have nothing but lame toys so nobody
wants to go play with them and their
hopelessly outdated Pokemons on a
rainy Wednesday afternoon. The ones
who end up grudgingly hanging out
with each other and form friendships
out of a sort of hobo’s solidarity that
is based more on mutual exclusion
from society than on anything else. Of
course it only gets worse from there
on out and some people will actually
spend the rest of their life trying to de-
fine themselves by means of collecting
a set of material items that they hope
nobody else has.

GO WITH THE STATUS QUO

Nowadays, design is a large part of
our personal life in the sense that the
designer items you purchase represent
the material aspect of your persona-
lity. How you dress, what you drive and
how you live (architecturally speaking)
are all related to how you perceive
yourself and how you want to be per-
ceived by others. Basically, it’s image.
We define ourselves by constantly
cross-referencing, compiling an image
of ourselves out of what we can find
in the world. Now we don’t want to
step on any toes here, but that may
be the time to start asking ourselves
some questions. Not one of us is im-
mune to the charm of design (unless
you have a really, really strong perso-
nal opinion on what the world should
look like or if you’re completely blind
to its features). But it’s starting to look
like we’re getting it confused. We’re
living in a world where the expiration
date of an object is no longer defined
by when it gets broken but by when it
goes out of style. | need a new phone,
not because it’ll work better than the
one | have now but because I'm sick
of looking at this scuffed outer body. |
need a Toyota Prius because my neigh-
bor bought the new BMW and | want
to show him how much of a non-ma-
terialistic, environmentalist prick | am.
The red on this t-shirt has gone from
burgundy to scarlet so I’'m going out
to get a new one. It’s a culture of ex-
cess where throwing something away
immediately yields a reward of getting
to buy something new. This is in sharp
contrast with the designer’s principle
of stripping everything that is super-
fluous and creating a product that is
superior to the one that came before.
We have thousands of kilometers of
clothing racks and product showrooms
filled with stuff we don’t need and
never will. We live in the capitalist sys-
tem where the free market prevails and
the laws of this market dictate that the
best product will automatically sur-
face through consumer experience,
rendering other products obsolete
and forcing designers and production
companies to step up their game and
come up with something better. But
our free market isn’t really that free;
throughout history it has spawned a
number of mechanisms that directly
influence a consumer’s perception and
ideas. The entire advertisement indus-
tryis a handicap to the free market as it
is full of quasi-factual talk that revolves
more around image than anything
else. Import taxes artificially raise the
price on foreign products that might
be better designed in order to protect
a domestic industry. The evolution of
the standards that we hold the objects
in our world up to is not in tune with
the evolution of the world itself. The
free market stands in its own way and
therefore it stands between us and the
future, as it is the dominant standard
with no viable contenders to take its
place. Car companies won’t stop buil-
ding cars that run on fossil fuels until
they are faced with the reality of de-
pleted resources. It’s not that they
can’t design a better car (they already
have) but they’re also not going to
spend a fortune on creating a whole
new production line and infrastructure
when the existing one is still working.
Making a better world and making
money don’t mix.

Good design is the key that can allow
us to take control of our own evolu-
tion. It is a discipline with a complete
approach that can unite the progress
we make on the different levels in
our society: technological, social,
aesthetical and economical. It has the
potential to supercede religion, poli-
tics and military power because of how
natural, logical and inevitable it is; no-
body needs to be convinced of its value
because the benefits are undeniable.
Good design is measurable because
the language it speaks in is not subject
to interpretation. Great design does
not need to be measured because its
superiority asserts itself simply by
being used. What needs to happen is
the elimination of everything that is
ill-degi ds our judgment.
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Johnny Weissmuller in Tarzan and the Amazons

Yourself’ involves quite a lot, from
every fully equipped family man who
singlehandedly tries to fuck up his
own domestic property to the carrying
mother sewing Scooby-Doo badges
on her little boy’s torn pants. But in
recent decades, western society has

more and more evolved into a breedlng#

ground for the Do-it-Yourself-menta-
lity wherein people become more and
more able to shape their own environ-
ment from A to Z. Ever since its addi-
tion to common language, the term
DIY has become closely connected to a
wide maze of subcultures, design and
art movements, if not assigned to a
variety of obscure techniques, low-
brow skills or time consuming pro-
cedures. Doing everything vyour-
self has never been more relevant,
omnipresent and fashionable as to-
day, especially considering recent
economical crises, the growing debate
on durable societies and of course our
ever increasing individualism.

The whole DIY philosophy is linked
with design: it became popular in
the 1950’s with home improvement
projects that involved the renovation
of affordable, rundown older houses.
Earlier accounts date back further,
starting in the late 19th and early 20th
century, when the Arts and Crafts
movement —an international design
movement that originated in England-
reacted against the impoverished
state of the decorative arts and the
conditions under which they were
produced. DIY culture and ethics
often originate as a reaction to in-
dustrialization and serial production.
Some ascribe the origin of DIY to the
UK punk scene in the late 1960’s and
early 1970’s with the creation of a
recognizable (graphic) design aesthe-
tic that used cut-and-paste letter
forms, collages of photocopied images
and hand-scrawled or typewritten
typography. Regardless of how the
concept originated, DIY is a natural
way of expression that is still deve-
loping and continuing today. Obvious-
ly because of mankind’s fascination
in the countless processes that even-
tually lead to the spectrum of material
objects that surround us. It is an
interest that you either satisfy by wal-
king onto a factory floor to stare at a
computerized production line that
produces 5000 salt shakers every
minute, orbyapproachinglifeinamore
creative way.

Some people just
try to get creative
with their environ-
ment without
automatically
making the
assumption that
they’re the
pinnacle of human
creativity.

But what drives and inspires the
people of today in their choice to
create, modify or repair (parts of) their
own objects without the aid of experts
and professionals? And what does DIY
mean to them? In order to find out, we
decided to have talk with some die-
hard DIY artists and designers. “I'd
say DIY is the application of something
that is not considered very useful in
a different manner in order to gain
some kind of refreshing result”, Dy-
nooo answers, “Whether that result
Dynooo is a Belgian

is art or design.”

The elementary idea behind ‘Do-it-

If you’d like to have POSTRmagazine delivered to your do
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The Toykyo cone sculptures designed by Bue

artist best known for his work as an

unsigned electronic music producer,g

but he also runs his own record label,
makes zines and collage art and custo-
mizes utilities. “I might pick up some
spray cans and start spray-painting m
furniture, or grab a jacket and painf]
a design on the back of it”, he conti
nues. “I do my own tattoos, make m

own music and | have a VHS camera™™

to create my own videos. People say
that anything you do yourself, you do
better. Me, | just like to do everything
myself.”

I LIKE TO MAKE CRAPPY
THINGS

Although this approach and attitude fit
the core idea of DIY, Dynooo feels no
need to be identified with the whole
movement. “l only found out about
this DIY thing a couple of months ago
and then | was already doing that
stuff. It just comes natural”, he says.
“| believe that the poorer the environ-
ment and the less you have, the more
you look for other solutions to get so-
mething done. Whereas some people
can afford a 100 euro sweater, others
go do some vintage shopping or pick
it out of a garbage can and customize
it. You make something out of no-
thing. Why would you buy a poster in
a gift shop if you can grab an old pic-
ture, maximize it and make something
out of that? Some people just try to
get creative with their environment
without automatically making the as-
sumption that they’re the pinnacle of
human creativity. But that’s exactly
what DIY means to me. | just like to
make crappy things.”

In an essay we found in the book D.1.Y.:
Design it Yourself (Princeton Architec-
tural Press, 2006), editor Ellen Lup-
ton’s twin sister Julia refers to Karl
Marx to explain the people’s desire to
actually own the things they produce
themselves. DIY is not just a reaction
against the dominant system of pur-
chasing the items you want, it can also
be a source of income and commer-
cial success for its creator. According
to Marika Giacinti —a French designer
who grew up in the suburbs of Paris—
one really should have a creative mind
in order to start creating and designing
everything him- or herself. She’s the
kind of handy girl that you would trust
with your favorite childhood sweater
for no other reason than to see it come
back as an exclusive pillow which
you’d cherish for the rest of your life.
Which is exactly why she designs her
own pillows right now. “Ever since |
was very young | did everything my-
self”, she remembers. “My sister and
me designed our own games. We made
drawings and wrote our own stories.
Today | rather see it as giving a new life
to existing objects with the freedom
to create what you want and to decide
what the object will be used for in its
reformed shape. To me, DIY is using
objects in your direct environment
and reshaping them with simple tech-
niques. It’s spontaneous design with
an instant result. You can create what-
ever you want and at least you get to
see how your design makes progress.
But | don’t think that just anyone can
come up with the idea of creating or
customizing objects. You really have to
figure out a concept in your head. Of
course, you can find nearly everything
in a store as well. You just have to open
your purse and buy it instead of make
it yourself.”

I'M JUST KNITTING MY
NAME

If you happen to come across a 1500
euro Todd James designer toy or a cof-
fee table designed by Piet Parra, keep
in mind that you’re looking at an object
that comprises hours of research and
work through trial and error. Toykyo is
a Belgian based design and produc-
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in time. So even though we do think a
Gothic chest is design, we considerita
closed collection. We only exhibit 20th
century and contemporary design.

#The most widely used historical stan-
dard is that modern design started at
the 1851 World Fair (aka the Great Ex-
hibition of the Works of Industry of all
Nations). It was held in Hyde Park, Lon-
don and hosted a variety of industrial-
ly produced goods. It was the start of
what | call an artificial battle between
industrially manufactured products
versus goods that are handcrafted. De-
sign Museum Ghent doesn’t disfavor
either one: we consider both unique
objects as well as serial products to be
design. Another possible restriction
we use refers to the period 1875-1880
as the beginning of design, when a de-
signer’s name was written on the ob-
ject for the first time. The first designer
to associate his name with a product
was the Scottish designer Christopher
Dresser. Before him, it was mainly the
manufacturer who assigned his name
to a product.

Until about ten years ago, our concept
of design was a mainly western pheno-
menon. Nowadays we notice that other
continents are producing very beauti-
ful objects too: Japan, Taiwan and in
less extent China. In those nations de-
signers are working very hard and they
have a high quality education. But the
former Communist states of Eastern
and Central Europe —previously not
very renowned for their outstanding
design— are also showing beautiful
creations these days.

# Very important. Of course there’s a
variety of educations, but designing
objects involves extremely complica-
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are extremely ligh® ost
unbreakable so they 0f hole
range of new applications and¥possibi-
lities. Without them we wouldn’t have
windmills as we know them now. The
rise of composites is comparable to
the rise of bakelite.

i The phenomenon of limited edi-
tion most definitely is an evolution,
yet | don’t know whether or not it’s a
favorable evolution. | think it has a lot
to do with searching for fast ways to
earn money. The process of designing
an object is very time-consuming: the
timespan between the first drafts on a
piece of paper and the actual release
of the product is huge. Limited edition
articles can often be produced in a
shorter period because the difference
in the production process. Sometimes
limited edition articles can be made
without any need for a costly mold so
it requires less financial input. A desi-
gner who is making a limited edition
article has more freedom when com-
pared to a designer who is commis-
sioned by a manufacturer. Besides,
limited edition design can be instantly
sold and it has a market of its own.
Basically it’s an aspect of art that
is translated to design. An art lover
buying a painting specifically wants
that unique piece. The same goes for
collectors of design. Of course it’s not
unthinkable that some people will take
advantage of that feeling and get crea-
tive with the number of limited edition
articles.

f Obviously it has to do with the social
trend of an increased individualism.
People simply want to be or look diffe-
rent than others. You can buy a beau-
tiful dress in a store, but mine is bet-
ter because | made it myself. Luckily, |
think this is more of an enrichment to
design than it is a threat.

tion studio that collaborates with re-
nowned and less renowned artists and

. brands. The small production team ap-

proaches the whole DIY phenomenon
from a different angle. “DIY reminds
me of that old stuff like the Arts and
Crafts movement wherein architects
would not only design the shape of a
house but also the door handles, the

Usilverware and the tablecloths. They

thought about the total picture”, Ben-
jamin Van Oost (one of the studio’s ar-
tists) says. “If we create an object or
product for an artist, we like to think
about the total picture too: both the
technical aspects and procedures as
well as the artistic part.” By experi-
menting with a variety of materials and
production techniques, Van Oost star-
ted transforming the illustrations and
characters of his graffiti friends into
3D-shaped sculptures, utilities and
toys. Starting off rather amateurish,
today nearly every object that is pro-
duced by Toykyo is a high quality,
highly limited edition object that is
the result of days of work. “It’s cool to
make one beautiful toy or sculpture,”
says the graduated graphic designer/
jack-of-all-trades. “But | can’t describe
how it feels to make a series of that
same object. That’s the part where you
become somewhat of a one-man facto-
ry. It really feels great to make five toys
in three days. Especially nowadays
when everything is going so fast, it’s
nice to know that we can just take our
time to create something from scratch
in our own way.”

So when done very properly, DIY de-
sign can change owners for a price tag
as high as any other exclusive design
object. Toykyo could take a design by
Todd James to a mass manufacturer
in China but instead they choose to
go through the entire manufacturing
process themselves. For most artists,
the need to retain full creative control
is stronger than the excessive pursuit
of profit. “I love to work in my atelier in
the middle of the night, scraping and
cutting”, Van Oost says. “It makes me
feel like I live in the past doing some-
thing that comes close to Yeoman’s
work. During the production process,
we come across small problems that
need a proper solution. How are we
going to construct this? What ma-
terials are we going to use for that?
Today we create something in porce-
lain, next week we might use plastic
or wood. We use different materials for
the packaging. We learn a lot about a
wide range of processes and we can
use that knowledge and experience to
accomplish future projects. | love to try
these things out myself and eventually
succeed, or fail. So this entire learning
process is very interesting. DIY is lear-
ning while doing and the possibilities
are unlimited.”

Together with Marika —who’s trying
to find a producer to release her own
pillow line— the people of Toykyo
admit that they hope to release some-
thing that is produced on a larger
scale in the near future. “l think every-
one who’s designing has this dream
of making one classic object. And it
would be great for us if you look at it
from a financial point of view. DIY in-
volves risks. If we work on five projects
at the same time, we’re constantly on
the lookout for whatever can go wrong.
So it would be nice to have some
savings in the bank to invest in our
little factory. You can keep on working
on an object if you try to make it look
like it was industrially fabricated until
the point of flawless perfection, and
in the end that’s what we aim for. Still,
if we would outsource everything and
our design drops out of an injection
malt somewhere in China, | wouldn’t
experience it as DIY anymore. If you
look at our stuff with a keen eye, you
will notice several imperfections. One
of the charming things about DIY is
that people know it’s DIY.”
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Most of the time ‘de-
ow and meaningless
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EWe how you look
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ploited a massive
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furniture in g way they buy
a t-shirt or a pair of jeans. So yeah,
the robber barons probably feel like
they’re living in the golden age right
now! But it’s also a known fact that
mass consumption leads directly to
illustrative poverty and a flattening of
taste...which is of course not a good
thing.

i Well, they are the playgrounds for
future designers, so yes, they’re ex-
tremely important. Although | do think
there should be as few art & design
schools as possible.

I Design is present everywhere, much
like it’s always been. Although the bio-
logical-ecological thing is definitely
the new way to make an extra buck
these days.

f Everything has become ‘limited edi-
tion’ these days. | even saw some
‘limited edition’ mayonnaise in the
supermarket the other day. But, like all
other hypes, this one will pass as well.
In the meanwhile, we’re not going to
stop making unique pieces and limited
editions. When we put a unique piece
into the world of design, we do it be-
cause we crave creative freedom. That
craving is still there!

B It’s nothing new. Back in the days,
people used to make everything them-
selves. It would be great if they actual-
ly posed a threat (market-wise) but so
far it’s too small and insignificant to
really reckon with.



