INSPIRATIONAL M! 10

DESIGNS FOR ENTERTAINMENT SPACESE:" Mo ocs e .°:.’:f.’::(’"°°“Ji’:,:‘:’.’::*’:;:o., iy
;§§\:

BRERK E%

BEED
WP AR AR




EBERR®EE (CIP) #iF

QIR / PR B i ERIRH 460
AL~ BT BRI, 200310
[SBN 7-80693-075-2

[.A8]... 1. D..QF..0L.. @ .
M. X sh— A dEH—=" %t =HEiE i
MH—FE % V. TU242.4-64

e [ AR 50 CIP BB (2003) 45 039960

B pi:] &
IERE AR 1L HR
EMEE A DR PEBAT U LR
LTHF B BF Tl AR
AEUSLA BRI STTRRE A SR
AR A R e ‘
T DR P e
BRI A P R T
TR R o T RONAREE
STERSIEA LR ADRZLALRRIL
2PN R I aBREISFE R YRR
00 RS A A SRR A LR

BB IR Fig it

HRATT: BIRER BRI AT
RXEE wEY

RERE: ERFE WOE

7 iH SEeRiE

B Rl REFHSESER (5FR) BRAS

£ #: 965mm X 1270mm 1/16 [k 18.5
Fr o 2003 FE 12 BE1RE 1 XE0R
e i 198.00 ¢




INSPIRATIONAL M! o\

DESIGNS FOR ENTERTAINMENT SRAGES-wger0-y-61-190-0- -osusouyssysours

jsgdajskd

S5 B8 B &E
FERFEF AR

ALY,

%% %A8" @ #54uYoiojkhyg
f-pwqeil-)(* o

BREMK EHR BREERE  BlE%R
EEE BZ 102 RHAR BE
EmE & BRxt BER




¥ L
i i

! &l




.‘vw“nraawﬂ%

>
ak

RN R
ADVIALIIA |

-

WAL, FF S #EPDRIE U IA) 1 www. ertongbook. com R o
. weg w7~ 2N e A\ .



Foreword

HIJ

AR ATENERD RN, ERHIE
RETENESD, OB ERTEMAKRIER RS
HERE. BRER HE4ZNEMEKRRERE
MR DE, BHEXENFEE. Bk, KRR
RANBAMIAREF PR TR EBLELERS .
BEl, FEXIHSOERRIRRZASERTSRE
REROFBRAZTEHIL, AU T MRS HRITK
.

MEBR R B AR TESEMRITIAMN, K&
DEER KRR S BIR A AE B R4 SEERE,
HMES B, 53Xk, SEBHNEETR. B,
BERENRRE, &, IR, HEARNTE
AU, HREETTE. B, LARHRKE, tlEHmmn
ZARFER M AT R AR IR R E X A BkR .

BREMRITATEERREX—ES, EXLEP
RRABLB R —MFOIR AT ERTT, TRERE
RERE—FRITELE, MEMNNBERLESHAHFR
AF, B~ LERLY. &it. @E=f—#&54
B. Ak, BIHHIIRAFHERBAIE, Af]
HRDTTNEN, BBEFES PR EFNER.

ABRRT BIREMFRITA ST LENRITE
R, MMRPALRE A 5958 {EL’FHFLT@?D#E
R, MEBRETRTEHRTERZ R, BRFE
RITREZ. BHFMARIHEREGH.

B sucih
%$k¢%$%?ﬁﬁ
TERAFZSERNRITDPSEEK




Today, entertainment has become an indispensable part
of modern life. Relaxation and pressure relief are needed
as people face a harsh reality, quick pace, hard work and
loads of worries. Moreover, in the business world or
during meetings among friends or colleagues, activities
at an entertainment venue also serve as an important
factor in bridging people and reinforcing negotiations
and agreements. This explain the fast development of
the commercial entertainment sector over the last few
years. The trend has gathered impetus along the way.
Parallel to this development, competition among
companies has increased, constantly opening up new
paths for design.

For those who have been involved in interior design
and construction work for recreational venues over a
span of time, the principles of creating an improved
environment, refined taste and up-to-date fashion rule.
Thanks to the fruits of contemporary science and
technology, the emergence of new facilities, of materials
and techniques is always moving onto higher and more
sophisticated levels, which makes to redefine the forms
of arts and culture that designers must face. Guided by
these concepts, Original Design Co. is deeply impressed
by the notion, which gained from years of experience,
that the success of an entertainment project is not only a
piece of creative work, but also a planning, design and
operation process based on an adequate research of the
trade. Thus, designers should endeavor structuring new
spaces taken into account the changes that happen
through time and should remain concerned with the
progress society and lifestyles they undergo.

This book not only presents the recent works done

by Original Design Co., but also hopes to stimulate

communication with clients so to develop a greater
common ground and enhance professional exchanges
with colleagues for further improvement. I look forward
to the presence of more and better collections of designs
in the years to come.

Zhang Shili

Professor of Faculty of Arts, Tsinghua University
Director of Interior Design Division, China
Architecture Association
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California Red Disco (Dong Guan)
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Golden Rules for Entertainment Projects

Do the development of the entertainment business sector dazzle your eyes? This

sophisticated area of investment is controversial, as people see it as declining, or being
at the crossroads of a new direction, or loading with potential to be enlightened by
opportunities. It seems to be endowed with an ever-changing nature, which challenges
expectations since benefits and risks are on the move all the time. However, years of
experience tell us that behind every successful entertainment project lies a fixed golden
rule. To acknowledge the needs and wants of customers requires the skills of great
talent. Different from those of some other service industries like restaurants and hotels,
customers of the entertainment sector demand more of a feeling, which is not as easy to
describe as that of flavor for food or cleanness of bed sheets, for they will buy joy
without any regret when they are happy somewhere, but will consider it a waste of time
and money when there is no interest. Therefore, how to pilot the customers towards the
appropriate atmosphere is the primary and ultimate goal of every entertainment business
person. This mandate contains three key elements: Planning towards market trends,
designing with professionalism in mind and operating on the basis of commercial and

artistic integrity. With this, a scientific approach can be applied to the process.

Planning

1. Overall Planning

In order to succeed, it is of tremendous significance to begin with the right option
rather than the proper execution. Before any decision is made, a practical market
research as well as a feasibility study are essential in launching analysis of the clients
needs, on competitors who are in a similar or even at a higher level; on the customers in
the context of local cultural ideas. Extra concerns must be given to potential customers
income, expenditure modes, ability, psychology and habits; also to the environment,
including locations, surrounding architectures with their leading businesses, and factors
such as policies governing the entertainment business.

2. Market Forecast

People's spending inclinations are constantly changing, and this causes the
entertainment sector to constantly adapt. Changes in taste follow the laws of a
development cycle theory. As history itself has shown, when the entertainment industry

was still at its initial stage in Dong Guan, customers were seeking enjoyment in the

enclosed spaces of KTV rooms. Yet as time evolved, performance platforms on a larger
scale became more in demand, and so in the year 1993 we saw the rise of nightclub-like
theatres. Singular patterns of viewing KTV programs were replaced by multifunctional
Disco bars five years later. As expected, after all this heated dancing and singing, a
more relaxing and easy-going health-orientated style emphasizing nature started to
dominate the scene. In the 21st Century, the entertainment industry now undertakes
further innovations under the influence of developed countries, featuring more special
dimensions, more intelligent service and diversified styles. Moreover, differences in
local policies and customers' needs must be reflected on the forms entertainment takes.
For instance, Disco halls and bars that prevailed in Guangzhou and Shenzhen from the
mid-1980s to early 1990s were not welcomed by Dong Guan until near the end of the
1990's. Guangzhou, an old populated metropolitan area with a large resource of young
consumers, focused on bars, but discouraged nightclub-styled venues. Whereas, being
a young migrants city, Shenzhen, with its relatively better educated and more avant-
garde inhabitants, was seeking vigorous excitements for releasing the stress generated
by modern life. In contrast, Dong Guan is a new industrial city developed from rural
towns. Consumers there are basically local business people or those from Hong Kong,
Taiwan and Macao. Therefore, a different timing is more appropriate for discos, which
have been popular here these last two years and which will ultimately take a new route.
Walking in others' shadows does not breed a wise seed for investment, and in the realm
of entertainment business only innovation should rule.

3. Project Positioning

An average business-minded person always tends to pull in every passerby, without
realizing such an imprudence of expanding consumer circles can lead to the improper
positioning of a project. As a matter of fact, setting a clear target for customers is our
final goal. Customers' life styles, personalities and social backgrounds have a direct
impact upon psychology and behavior of consumers. As birds of a feather flock together,
people can be categorized into different groups as well. So a successful entertainment
venue often has a defined identity linked to its targeted customers, and this is exactly
what preject positioning should be all about.

4. Prospective Return

For each project, a reasonable investment and return cycle are necessary. As the planned

positioning sets the context of the aggregate investment, the turnover should be calculated




based on the parameters of the business area (number of customers and pricing). After
subtracting operating expenses and depreciation, the monthly income and the expected
length of return can be sorted out. An accurate analysis of this not only provides some
facts for an investment plan, but acts as the operating objective as well. It can be reviewed

and improved later on.

Designing

1. Avant-garde Notions

In the sphere of the entertainment business, space comes first and its design
contributes no less than the services offered. Once done, it will not be easily
altered. Therefore, it is of great importance that during this process, however
confident the planners may be, new concepts be tailored to pave the way for the
consumption tendency and at the same time leave some room for renovations as
well.

2. Function scheme

We stress that design for entertainment projects is a sort of career behavior,
which requires open minds, professional knowledge and experience. In entertainment
projects, function arrangements often play along with operating strategies and form
various business models. Therefore, planners who intend to create a unique mode of
interest and vigor should introduce a new function scheme based on a clear analysis of
the current market situation and its development cycle. The rationality of the function
scheme affects business operations in many ways: (1) A rational operating function
system can lessen the investment, reduce labor and improve work efficiency. For
example, if located in the center of the space, service areas like the bar, the kitchen and
the cashier's post will facilitate the work of the staff by shortening unnecessary steps
and the walking distance; A straight corridor between the KTV rooms instead of a curved
one, works better by reducing the number of staff needed; An additional bar counter
indicates an extra supply of relevant facilities and labor. (2) Within a common theme,
variations of the dominant functions will attract a wider variety of customers, which all
together will contribute to the making of an atmosphere. (3) A function scheme should
take into account operative benefits and design features, and only an appropriate balance

of public and private areas can bring out the best in each other. For instance, a low-end

performance hall is best to arouse the visitors' mood, but will cut down the numbers of

lucrative enclosed rooms and, as a whole, will cut down on profit. At the other extreme,

too many rooms will result in a lack of entertainment features that can draw public
attention. (4) The proper scale of functional areas has an influence on the entertaining
atmosphere and operation benefits. dance halls too large seem cheerless; ceilings too
high gives an impression of emptiness, while too low is depressing; spaces too open is
difficult for sound insulation, while too blocked out will induce partition. In a word, the
rationality of a function scheme has direct impacts on operations.
3. Entertaining Atmosphere

Some people fancy nightclubs as places of indulgence, where sensual pleasure
meets with wasteful spending. Some adore discos because of the feeling of freedom
and craziness that can be overwhelming, yet others are inclined to choose bars where
sentiments often sparkle among friends and during parties. There is more... Even for a
single person, from evening to evening, pursuits and needs vary according to different
moods. All these denote multiple demands in the market. In all entertainment projects,
the atmosphere should be strengthened like a magnetic force to retain the customers,
and this can be done when the overall effects of the theme, the sculpture, the colors and
lighting are in harmony and work together along with the entrances, lobbies, halls,
corridors, rooms and even the toilets, sharing a common tone.
4. Design Features
In the ornament design, many so-called designers concentrate only on design itself.
However, a true professional will search for the right design language in order to express
the designing theme and will often end up with distinctively striking forms full of
impressive connotations. The entertainment business sells spiritual pleasure. Meaningless
shapes and common textures lead to a lack of interest that bores unresponsive customers.
To trigger off their emotions, design elements should be blended with individuality,
human kindness and cultural meaning. Differentiation imparts a deep impression during
the very first visit, and a touch of humanity creates an affinity with the customers which
have various backgrounds and feelings, while cultural characteristics satisfy those who

enjoy mingling with men of knowledge and who pose as seekers of good taste.

Operative Concepts
1. The Missions

To begin with an aim of meeting the customers' demands instead of a thought of beating




the competitors; To apply to brand strategies rather than price wars; To commit to market

exploration, not market occupation.

2. Operative Strategy

Consumers tend to be oblivious of entertainment places unless continuous incentives
come up. Noting the fact that the public is always searching for something new, unusual
and diverse, operators of entertainment venues should correspondingly adjust their
business models and directions. Only by steering the tide will one excel.

3. Service features

In the world of brands, operators can make more profit by providing distinguished
features. A show-off of techniques does not amount to very much. What's more important
is to offer the perfect service by treating the customers with expertise, not only through

concrete and physical concerns, but in the spiritual sense as well. When the customers

find the niche that nobody else can offer, half the success is achieved. And if they find
it is the only place where their heart belongs, nobody else will be able to surpass you in
the game.

4. Company Culture

Just imagine what you could leave to the staff when you depart from the company? Will
that only be those codes on the walls, or something more profound? ... What we are
trying to discuss is company culture.

Modern management tends to personify a company and takes culture as its soul. Company
culture is the source of inner cohesion and creativity within an organization. It is a
belief that the staff will share and it is transferred to the customers through manners and

services. Is there something more important than this to a human-oriented entertainment

business? As the saying goes, only happy and satisfied staffs can satisfy the customers.
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Over time, designers have enlightened human beings' dreams by creating

long lasting works that are still shaping living spaces. It's they who are

bridging yesterday and tomorrow, still holding on to the unalterable

commitments of an ever-changing world.
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Acting as a multifunctional entertaining place,

Prominence Night Club & Disco is comprised

of a nightclub, a disco dance hall, KTV rooms

and an open-air bar, with strong colors being

the main visual focus of the overall space. A

sophisticated lighting system is used to create

a dreamy atmosphere of light and shades, with

. a more relaxing effect achieved when bright

beams spread out from the contrasting darker

center.
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A custom-made screen, with a series of em-
bossed circular designs, appears elegant and
artistic. This semi-transparent boundary prb-
duces a sense of mystery.
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