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Editor's Words

IR HITE ;

This book has collected nearly 60 representative
cases of the 8 young interior designers in 6 insti-
tutes of Hong Kong, They are representative and
active, from among we can find a large number
of youth designers like them coming forth now in
Hong Kong; they have been made good results in
lots of international competition, and successfully
demonstrate their talent and have been made
great achievements in the field of design at the
same time. Moreover, some of them have been
the chiefs in some areas. Perhaps now, they are
not in the limelight, perhaps they are not ripe
enough either, but nobody is able to affirm some
of them will not be the Great Masters in near fu-

ture, Let's wait for their good news!

ABFE T EBRIRIERN, FEE
BB T —ERGFHNKRITYMNSNEE
ERRI A RERIECOHE, NPT
BRI EEZTRRTROFAEL, BNESR
REBARS MEFRLEPRGMES, FHELR
REST, MRH, BEEAARESEZ
B MNAERFTEFRLKRE, NiFth
HEARGERI, (Bt NREMS, FRASME
EH LR IRRAIAY . LRI B LUSIE.

When compiles this book, we not only getting
their great support and help, but also take up a
fot of their valuable time, we show the sincere
thanks to them in here. Among them, some de-
signers may fail to fully communicate, and express
our apology for the shortage and other possible
mistake in the book specially. Last but not least,
express our great thanks to the grandmaster of
the Hong Kong interior design - Mr. Steve Leung,
whom taking his valuable time to do the preface
for this book!

ARRBILERER T MM A N X
BE, FHRATHRIOTZNTHEEE, Eit
FoT RS, RPN RIRITIBTIsEkAER
EoAB, MEBRARZL, BREE. B
B, BHEHME AR BEFNETEZTNRITE
BRIHRE R SEE BT 5 Bisi |



Design is not a mechanistic business, but a contin-
uously evolving creative industry. Interior design is
closely connected to humans and design itself can
never be dissociated from life. A design needs to
be creative and innovative, but its practical func-
tion and aesthetic value are also essential. While a
person’s experience is a measure of the profundity
of thought, a delicate design takes time to polish.
| am still learning and improving from day-to-day
life.

These 8 promising young designers, some ['ve
known for a long while, and some of whom | have
worked with, have already achieved much and
established personal styles. I'm really proud of

RITHARRAKMELAHF T, E—I]
THERMEE~ L. ERRITEEFRE
BT, R REB B A ET IR
BITRECRE. €IH, EEREXASERR
#. AWIBE, FERBRERENRR; Bk
igit, BEMNENEKE. ROESRNETE
hEI. P,

X8I EFRITIH, BHFREBEIR, F
FRERMHAE, MNXAFERERAAM, I
EREADARIE, KEBMINSEN HETFX

them. In a blooming economic climate, and under
the optimistic perspective of Mainland China,
designers are getting more opportunities to show
their talents. This generation is fortunate to have
been born in this era, and the prospects of Hong
Kong interior designers are even better. However,
we must still keep expanding our knowledge to
maintain our superiority. As Confucius said: “Isn't
it a pleasure to study and practice what you have
learned?”

| hope we can continue to work hard together
and make progress in design, and along the way
elevate Chinese design to an international level.
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Mr. Horace Pan s=sw

1992 Graduated in Diploma in Design, with dis-
tinction at The Hong Kong Polytechnic University
1993 Interviewed in TVB program ‘EYE ON HONG
KONG'

1994 Awarded Tao Ho Scholarship For Creative
Design

1995 Graduated in BA (Hons) Interior Design at
The Hong Kong Polytechnic University

2001
in Residential Interior Design, HKDA DESIGN
SHOW & awarded Winner in Residential Category,
ASIA PACIFIC INTERIOR DESIGN AWARD 2001

2002 Became Partner of HAK Studio

2002 Project ‘HAK Quarters’ awarded Judges'
Award & Silver Award in Office Interior Design,
HKDA DESIGN SHOW 02

2003 CEstablished PANORAMA International Ltd.
2003 Became Part Time Teacher at SPACE, The
University of Hong Kong

2003 Became Part Time Lecturer at Hong Kong

Project ‘Panhouse’ awarded Silver Award

Institute of Vocational Education

2004 Project ‘Blue One’awarded Winner in Com-
mercial Design Category, PERSPECTIVE DESIGN
RECOGNITION 2004

2004 Became Part Time Instructor at The Open
University of Hong Kong

2004 Became Full Member of Hong Kong De-
signers Association (MHKDA)

2004 Became Professional Member of Hong
Kong Interior Design Association (HKIDA Profes-
sional)
2004
awarded Honourable Mention in Restaurant / Bar
Category, ASIA PACIFIC INTERIOR DESIGN AWARD
2004

2005 Became Visiting Lecturer at The Hong Kong

Project 'Restaurant Golden Dynasty’

Polytechnic University
2005 Became Executive Committee Member of
Hong Kong Interior Design Association

2005 Lecture Speaker at STYLE HONG KONG
(Guangzhou)

2005 Graduated in MA Design at The Hong Kong
Polytechnic University

2005 became assistant professor at School of De-
sign. The HongKong Polytechnic University.

2006 Flected Vice-chairman of HongKong Inte-
rior Design Association
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Re-branding for California Red Box Karaoke

\

AN

IR OKm i BE

“Singing Notes”

Karaoke, originated from Japan in 1980's, had long
become a dominated entertainment format in
Hong Kong over the past 2 decades. However, the
unique experience of the activity of “singing” was
seldom seriously addressed as most of the inte-
riors of karaoke in town are decorative oriented.
Being one of the major market players of karaoke
business in town, California Red Ltd. has decided
to re-brand their "Red Box" series to better against
the competitions. Located in the down town area
in Hong Kong, California Red Box — Mongkok store
is the first completed outlet of this re-branding

exercise of its whole karaoke series.

The design objective is to reposition this long
established brand to the higher target groups like
middle class & office lady, and clearly differenti-
ated from “Green Box" - a series of the same com-

pany which targeted at younger generations.

Black and Magenta was chosen as the key color

scheme so as to provide a darken envelope & cre-
ate the right mood for singing pop songs. Glossy
and matte finishes were applied on ceilings, walls
and floors in different zones to create illusion and
mysteriousness, which started from the transition
space of general corridors. On top, the corporate
color of hip magenta tone was superimposed
and washed on various surfaces by glowing room
directory or concealed lighting. This has also
brought femininity to the space which suited the

brand’s new target groups.

Spatial rhythm was created by the transforma-
tion of intangible musical elements (e.g. rhythm,
tempo and pitch) into tangible spatial elements of
circles (rings and dots) in various treatments of the

envelopes of VIP rooms of different sizes.

To conclude, the culture of karaoke was reinforced
in manipulating the egos and psychos of the
customers as they were the “stars” performing on
stage and thus created a strong and unique image

for people to hangout.
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ARTISTIC PALACE

Artistic Palace
X T &

“The Red Interweaving Thread ”

Ihe name "Artistic Palace” symbolizes the quality /
craftsmanship of the merchandise is comparable
to those of the emperors in ancient China. It offers
an expanding range of men & ladies' apparel, ac-
cessories and a collection of novelty gift items - all
of which enhance the concept of revitalized Chi-

nese arts. The style of the merchandise was built

on the Oriental aesthetics: emphasis on sophisti-
cated workmanship and subtle details. The main
construction of the garment, e.g. all trimmings,
piping and intricate details are mastered by hand
stitching which includes embroidered, beaded
and sequined details as well as the construction of

the signature oriental Chinese fastenings.

The challenge of the client’s brief was to build up
a new brand identity in the highly competitive
high fashion market and yet maintain the brand
association with her master brand, the Chinese
Arts & Crafts Store.

To achieve this, the C.I. & interior design tactics
adopted were the merge of the two spatial lan-

guages: the interweaving “grid” & “thread".

Dark spatial shell of timber floor, black relief wall
and grey exposed ceiling are firstly set up to pro-
vide an understated backdrop to the space. This
was followed by combining the patterns of grid
planning of the ancient Forbidden City with the
knitting threads in Chinese garment in both 2D &

3D ways.

From the rectilinear arrangements of key areas,
display units, light fittings to the logotype & pack-
aging, the “Chinese ness” of this retail space were
aimed to be executed in a subtle and functional
layer. Black logo monogram walls configured the
shopfront display area, square-shaped floating
lantern defined the highlight display platform,
red wall shelving unit dividers-cum ceiling feature
controlled the light fittings arrangement, logotype
derived into 3D sculpture and multi-functional is-

land display units created unique brand signature.






