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ARTISTIC VILLA
Classic Villa Design
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Since “Limitation towards Villa Construction” was issued in 2006, villa has
gradually become a rare property. And the villa in the real sense has unlimited
values. Compared with the ordinary residences, villa embodies the inheritance of

culture and tastes apart from the fundamental residential functions.
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Villa is a representation of status, fortune, identity, social values and personal

temperament and interests. It can also reveal the owner’ s life attitudes. The

design of every space expression in the villa should be in accordance with the
owner’ s daily life habits and every decorative ornament should display the
owner’ s tastes. Thus, to design a villa is not to pile up magnificence and luxury,
but to perfectly blend the owner” s life habits and his life attitudes together. To
arouse the information resonance between the designer’ s imagination and the
owner’ s life situations, only emotional touch can create a design with spirits.
Many locations in the villa, such as the parlor, sitting room, recreation room,
terrace and garden, can be used as places to display the owner’ s life information.
The life of the design can be continued because of the values in use. Such

continuation requires the interaction between the design and the human being.

Villa is also a kind of poetic dwelling representing some sort of ideal of human
beings. Villa life is not only a form of architecture or decoration preferences, but
a life style with the self as the center. Everyone would have a dream or a kind of
complex in his heart. Through “theme” design which makes full use of the self
conscience, cognition, cultural ideology and inspiration clues, we can integrate
stories one after another into the design. Thereafter every scene dreamed by
people would be displayed in the space. People would love to stay inside, tasting

every detail and experiencing the real sensations within

his heart.

Objects are valued because of their rarity. Villa is
definitely rare. And it would become rarer and rarer
because of the rarity of the resource which can not

be reproduced. Thus an unprecedented mansion
should be constructed for the owner of the villa to
guarantee the classical inheritance and cultural

continuation.

Liu Weijun
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On the Ginza street, looking at the row upon row of buildings, | found out many
metropolis just look monotonously alike. If they don’ t have different names,
| can not tell the differences between Shanghai and Toyo. According to recent
numbers, China has exceeded Japan to become the second biggest luxury goods

market.

In nowadays, imported goods is very popular in Chinese market. Many local brand
is following foreign market, such as Ausnutria and Scient. Even designers are
worshiping everything foreign. The owners like to choose foreign company or
foreign style. Most of high—end villas are designed in Spanish or south California
style. The Chinese traditional style villa is very few. Of course, it is because our
countrymen are losing faith to domestic product which is lack of honesty, and
worshiping foreign things. But, the most important is we don’ t have a healthy
consumer culture. As the economy is developing, people are getting rich. Buying
luxury product has come to a fashion. People want to try every luxury thing, they

wear Chanel and Amani, their shoes are Prada, their purse is Gucci.

Yes, people will eat a lot if they are hungry for a long time. Before the
establishment of new China, some upstart even were fitted artificial golden teeth

instead of their original health teeth, just for show off their money.

However, it can not stand the test of time. When the economy develops to a
certain degree, people will return to appreciate traditional culture but foreign
things. Because we eat corn, drink tea, use sauce, vinegar and oil in our dishes.

Natural life is what Chinese are pursuing.

A great man have said: “All imperialists are paper
tigers.” It is not bad to be a toy of our countrymen
Villa is just a kind of luxury thing. The British,

French, ltalian, and German style are all just our

countrymen’ s toy.

Chen Zhibin
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Hongji Ziyun Villa is the first
project of Xi’an Shenhongji
Property Developer in Xi’an
converging the top residential
civilization in Xi’an. This project
not only brings to the high-
end consumers the advanced
residential concepts, but also
supplies the consumers with

high-level life modes.

This project takes “Fragrance”
as the theme, displaying to
people the fascinating views
of the Mediterranean town
Provence during summer time.
Once Provence is mentioned,
people would think of the
purple lavenders waving in
the wind under sunshine, the
fruitful vineyards one after
another, various spices, the
simple and unsophisticated

folk customs, etc.

All seem so enchanting and
attractive in this God-blessed
land. Thus, this project applies
the red wine, lavender and
perfume of Provence to show a
European aristocratic-like way
of life, a situation with luxury in
leisure, taste in simplicity and
exotic charms in the casualness.
“Fragrance” represents
the intense atmosphere
of Provence, a lifestyle not
admiring or pursuing modern
and fashionable way of life,
conveying a strong exotic
cultural ambience and the

colorful life.

The metropolitan new people
living among the armored
concretes can get a “warm
hug” in the life pressure and
the survive struggle, finding
a quiet zone for hearts. At
the same time, the designer
makes a holistic design, select
materials and furniture and set
up the accessories combining
traditional culture of Xi’an,
climate change and life
customs, revealing the brand
concept of Hongji Ziyun: the
luxury inside is beyond the

imaginations.


















