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GLOBAL BANKING INTERIORS

Few interior design typologies have evolved as dramatically in the past 15 years as have banking interiors. Moreover, just
as there is no single, homogenous form of “restaurant”, there is no single “banking” environment either. A very wide range of
banking operations, regulatory controls and customer relationships exist, which require design and planning distinction from one
another in profound, yet sometimes subtle, ways.

Recognising this, my partner and | established One Space several years ago specifically to focus on the rapidly evolving needs of
the financial services sector. Since fhat time, we confinue fo witness an extraordinary shift in market perceptions and management
priorifies that naturally tend to respond to the global economic situation.

One particularly significant phenomenon, globally, has been the heightened focus on emerging markets. For our clients, this has
meant that our interior design solutions must be more responsive, adaptable and agile than their predecessors. Gone are the
days when bank executives sat behind imposing mahogany-panelled doors barking directives 1o their juniors. By contrast today,
exlensive peertopeer cooperafion across the bank's businesses and a more unified approach fo its markets necessitates greater
executive interaction, staff engagement, and collaborative teamwork.

Uniquely, our practice infegrates architecture, interior design and technology, because these marketdriven transformations
[demanded by the business of banking, and brought fo life by our inferior design and planning] are enabled only by the
technology advances that underpin them. For example, many of our global clients are travelling less = partly in response to
climate change and corporate responsibility goals ~ whilst cooperating more closely across geographies, so that virtual meeting
venues and installations, along with collaboration tools, have become a priority.

Infernet banking and selfservice transactions have also made a mark on the design of banks, particularly in the retail banking
secfor. In fact, these on-going changes, accompanied by a more tech-savvy generation of consumers, increased market
segmentafion and changing demographics of wealth and spending, have driven refail and commercial banks to wholly re-
examine their value-adding proposition.

Along with emerging markets comes rising affluence in many parts of the world, and banks have needed to respond to the
changing demographic of high-networth clients. The rise of private wealth management as a global bank offering presents a
unique set of design challenges. Universally, these wealthy clients have an expectation of privilege, exclusivity and stature, but
the manner in which the inferior sefling afiends appropriately fo this narrow but valuable customer base is directly informed by
the cultures and generations from which they come. Our muliinafional bank clients now must reconcile their globally-recognized
brand identities with their cusiomers' local cultural expectations, and our designs become a crucial instrument in conveying deftly
those imporfant first impressions.

An overview of bank inferiors globally would not be complete without mention of governance. Inevitably, the events of recent
years implore banks fo put increasing emphasis on demonstrating value for money. There is heightened due diligence surrounding
decision-making on major capital spending, as well as making nofions of ransparency physically manifest. Buf, as in all design
endeavours, aspirations are balanced by constraints; and design constraints, in this context, are treated not as limitations, but, on
the contrary, as a creative stimulus. ‘
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NEW METAPHORS FOR THE BANK

Credit institutes have always entrusted their image to the classic iconogrophy of safety: the fairly anonymous expression of
reliability represented by materials such as marble, metal, and wood, and formal solutions designed to fransmit the impregnability
of the place where the money is kept. The creation of a deep environmental fracture between the user and the service provider is
the most direct consequence of this approach.

The image of the bank has changed in many ways in recent years, and been redirected above all in the direction of a better
relo tionship between the bank and the public. The expressions “calm+familiarity”, “the bank must never be ostentatious”, and even

"transparency ond reliability” have all become passwords in the design of the layout to the extent that the concept of “userfriendly”
has been overworked into a cliché that must now be overcome. With nearly twenty years of experience in the sector, our studio
has always attempted to assume an experimental attitude that restores strong symbolism and subtle irony to the image without
neglecting comfort or hindering the execution of daily bank activity through the latest methods right from the start

Working with smaller banks, we have created many interlocking pieces that have all played parts in building the total image of
g ’ Y gp b g
each institute

Which message must be conveyed to the customer? “Joy!”... and so “joy” must be reflected in a service filled with joy. If the
:
service is then rendered with joy, we can make one branch different f

forever.

from the next, and anyone who steps inside will remember it

In the end, a bank is always a sales outlet, even if the goods are not arranged on shelves. Why not represent the bank as a
stage set with quality? A place where communication prevails over function, a place where an event is characterized also by its
place of occurrence and one where even our emotions have crystallized?

For example, we once had fo create a branch in a small town'’s historical center where an abandoned water mill stood. We
were able to imagine the potfential the moment we saw «he site: the wooden flour bin was still there, together with an old
hayloft and other old agricultural tools. In our renovation of the building, we left the flour bin in place as if it were an enormous
sculpture, converted the hayloft info office space, and put the old implements on display in glass cases. The result was a highly
personalized bank branch, one that was also deeply integrated in its surroundings and the local community: “Water Mill with

Bank”.

On another occasion in Montelupo Fiorentino near Firenze, potters and ceramic artists provided the context. Here, we set up a
: p p sef up
special area inside the-bank to be dedicated to exhibitions by different artists. The rest of the space was distinguished by large
decorative pottery resembling large still life works looking down from the walls Obwe The overall effect was "Still Life with Bank”.
pofiery g
| think banks should be desuned in a way that makes users feel good about coming inside and transforms bank operations info
pleasant rituals. The design should create advantageous condmoms for both the bank and the customer.

Scenery developed using metaphors evoking distant places can also be created today for ambience that has much less to do
with the workplace than in the traditional sense. A simple closet can become a sculpture that also serves the purpose of storage.
Money is sfill money, but the surroundings can change. I's nice to think that at least here, and now, the container can become
more human, more romantic. And maybe tomorrow, the money will follow.
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