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Recreational Space Planning and Designing
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Tianjin Royal Pearl Night Club

Beijing Jinri Liangyuan Night Club

Beijing Gold Laden KTV

Guangdong Sanshui New World’s Star Night Club

Tianjin Holiday Hotel Night Club
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From the skyscrapers of Manhattan to the pyramids and Sphinx Statue
in the Egyptian desert, from the tranquil Venetian water alley to the mag-—

nificent royal gardens and landscape in Beijing, a spark of one designer’ s

inspiration can indeed shine perpetually in the whole world.
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In 2003 I happéned to read Creative Design for Recreational Space.
The outstanding imagination and the creativity of the author made a strong
visual impact and left me an unforgettable impression. I-couldn't help but
imagine the feeling of any one who is placed in such space. Might they
feel free? Or might they feel exciting and joyful? Whatever the case, they
will surely leave all their anxiety and pressure behind and adjust their mind
and body to the best state.

In modern society, people work hard to achieve their life goals. As
one of the consequences, they would unavoidably feel exhausted and des-
perately need to find some ways to reduce the pressure and adjust their
physical and mental state to the best condition. The booming recreational
industry therefore stands there to meet such needs.

Night club is regarded as a high-class recreational space, which is
characterized with high-grade and luxurious furnishing and meticulous
services. Other than providing a place for “fun”, it is so important for
designers of night clubs to find some new added innovative elements for
their design to attract the customers. Not like that of other types of interior
space, the design of night club space is quite different in terms of function
and the overall atmosphere. In a space where people come to relax and
enjoy themselves, the major elements of the space including audio and
visual effects, colors and shapes are all in dynamic movement and con-
stant'changes. Designers, therefore, must possess rich knowledge in aes-

thetics and basic designing skills, and in addition to these, they have to .

take into consideration of all sorts of modern technologies. In general,
designers are required to have a broad scope of knowledge to work well in
the profession. Today, in the era of information technology, a designer
also need to keep obtaining the latest science and technology and manage
to adapt them in their designing works. Continuous learning is undoubt-
edly a must for innovation and creativity. This volume is the accumulation
of the successful projects Creative Co. has accomplished in recent years.
A simple browse over the book will reveal the fact of what significant
achievement the company has made in the past few years and their en-
deavor cannot but be admired by readers.

The company has been endeavored in the field for more than twenty
years. While witnessing the development of the recreational industry in
China, it has as well accumulated rich experiences. With profound profes-
sional knowledge and ample practical skills, its designers are fully compe-
tent to provide satisfactory service to their clients regarding all aspects of

the planning, designing and operation of a recreational location. Upon tge*'

release of this new Volume, [ would like to give my sincere wish to them
for a greater success in the future.

Zhang Shili .

i May 3, 2006
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Recreational Space

I. Various Recreational Spaces and Consumer

Groups

Recreational spaces and consumers can be catego-—
rized in various types. The early years have seen the Sing-
ing and Dancing Ball, night club style Opera House, Disco,
Multi-purpose bar and Beauty Show Bar. Among the re—
cently emerged we found night club, buffet KTV, enter—
tainment saloon, slow sway bar, etc.. In general, recre—
ational spaces have evolved through a long period of time.
Today, as the recreational industry grew into maturity, the
various and distinctive types of the recreational spaces as
well as the differentiation of consumer groups have be-—
come more and more significant. For designers, the pri—
mary task is to set a clear direction and decide upon the
intended type of the space and customer group. With dif-
ferent types of recreational space, we find much differ—
ence with the function, decoration styles, service, opera-
tion concepts and so on. Furthermore, the overall design-
ing and planning have a decisive influence on the service
and operation afterwards. For this reason, designers could
take an advantageous position in the whole designing pro-
cess if they have a clear recognition of the various types
of recreational spaces and different customer groups.

(1) Night club: the mentioning of the word "night
club" invokes such pictures as people coming and going in
elegant dresses, drinking fine champagne, playing bois—
terous games and being with beauty companions. These
elements indeed characterize a night club. Within such
space designers should take into consideration of both
private compartments and common areas. The majority of
the customers are generally people from the business field,
or that of intimate friends. These people are generous and
care little about dissipating their money. A typical design
of a night club usually includes high grade, luxurious fa-
cilities and meticulous services.

(2
tional recreational services, the design of a saloon em-—

Entertainment saloon: apart from the conven-—
phasizes privacy. A comfortable reception is the priority
of consideration. Saloon provides to customers an elegant,
secure and comfortable entertaining environment and gives
them a feeling of being honored. Customers in saloon are
generally of high social status. They come to seek nothing

but top grade facility and elegance and desire to receive

VIP services.

Planning and Designing
Chen Jianqiu

(3) Slow sway bar: this is a newly emerged recre-
ational space. After carefully psychological study on
customer’s demands, the design of the bar weaves such
elements as music, light and wine drinking together to
gradually stimulate and excite the participants. New com—
ers are greeted with bright light and soft music and be-
come relaxed. As they proceed in chatting and drinking,
music gets stronger and faster, while light'gradually dims.
Encouraged by DJ and dance leader, participants are gradu-
ally stimulated to high with music and dancing. In a suc-—
cessfully designed bar you can find people improvise hun-
dreds of forms of dancing along the music. If morning
exercise is supposed to help people keep healthy, then
what we find people doing in slow sway bars could be
called "evening exercise". Here music and dance have the
equal effect for relaxation and exercise. The difference of
it from disco is that the music accelerates gradually so
that participants could have enough time to adjust them-
selves to it. In addition to this, the slow sway bar sets
itself on a higher grade than disco, because customers at
the former tend to be of higher status and the cost conse-
quently is higher than disco. As music plays on, people
could dance randomly at will, not necessary to be in the
dancing area, but anywhere in the bar, even beside their
own seats. Generally speaking, customers to slow sway
bar tend to be young white collars and business owners.
They come to the bar to play and hope to relax themselves
in this boisterous environment.

(4 )Disco: hard beats, pungent songs and excitement,
these words are naturally related with disco. This type of
space is marked with strong music, group dancing and a
great deal of drinking. A disco is centered with a dancing
area, where DJ and dance leader take a position and en-—
courage people to get involved. Most of the customers are
young people. They come here to feel the excitement and
relax their mind. They expect to dissipate their fatigue
through extreme excitement. However, with limited budget,
what they mind the most is the light and acoustic effect in
stead of the interior decoration.

(5) Show bar:

performances of two or three people. Singers and custom-

it is a conventional bar which hosts

ers are mingled together and singing accompanies drink—
ing and other entertainment. People mainly come here to
get together and drink with friends, or court their lovers.

(6 ) Performance ball: the name indicates that this
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space focuses on performance. Consequently, the style and
quality of the performance decide whether the space is
able to attract customers. In some areas where recreational
industry has been well developed, bland performance will
no longer be able to draw people in. Performance alone
counts for the success of the whole business. People most
likely to the ball are generally families, young couples or
small groups of intimate friends. They come to enjoy and
appreciate the performance.

(7 ) Buffet KTV: buffet KTV is primarily a place for
singing. For this reason, top quality stereo system is a
must. KTV room is usually charged by hour. A buffet area
provides light meals for low price or free, whereas wines
and snacks can be bought in a store area. The cost of such
place is generally reasonable. KTV aims mainly at white
collars, families, student party and birthday party. Interior
decoration is best designed with sleek and practical facili-
ties and bright lights.

II. Differentiated Designs for Different Functions

1. Site and Location

In every given area there is a difference with the cus-—
tomers’ purchasing power, intention to come and expec—
tation on services. The first and foremost question a de—
signer needs to ask is how to match the target customers
with the location of the recreational space. The answer to
this question is the first step to any successful design.

(1)Night club: it is a convenient place for people to
conduct their business. Many of the customers come in
their private cars. Night club, therefore, should be located
in commercial area, attach itself with the bright neon lights
and bustling streets in the vicinity. Customers should have
much ease to find the location. Traffic in and out of the
area should be smooth and sufficient parking space is an-
other must.

(2) Entertainment saloon: the requirement for an
appropriate location of saloon is similar with that of a
night club. A good location must be ensured with graceful
environment and security. Many saloons offer member—
ship and therefore have rather fixed customers.

(3) Slow sway bar: with its peculiar ways to enjoy
people, the unique environment, DJ and music, naturally
attracts young white collars, SOHOs, and the so-called
avant—garde "neo—humans" who are well educated and have
their particular taste. These people do not hesitate to spend
their money, yet they are rather picky with the content of

the entertainment, type of music and the general

environment. Furthermore, these people are generally found
in well developed urban areas. The location of such bars
therefore should be in one of the bar streets, commercial
centers or any places alike, where young people are found
in abundance.
(4) Disco:
and had once been an overwhelming fad. Its popularity,

it is a type quite close to slow sway bar

however, has been dwindled because of government regu—
lation changes. Similar to slow sway bar, disco mostly re—
ceives the younger generation. Yet its customers are gen-—
erally with limited income and use public transportation.
The location of a disco should be close to city or town
centers where residents are concentrated.

(5.6)Show bar and performance Balt with the rapid
development of recreational industry, the popularity of show
bar and performance ball have been fading in well devel-
oped cities and areas and migrating to less developed areas.
A few of them with frequently updated programs can still
make a foothold, yet they heavily rely on old customers
and have no more significant influence. In urban area,
grand performances find their home in theatres, concert
halls and other public venue, whereas private performance
balls have moved to minor towns and cities.

(7) Buffet KTV:
of its novelty, it is at present only found in developed

it has become a new fad. Because

cities. Most of the customers to KTV are white collars,
company employees, families and students. They are not
empowered with strong financial strength and generally
do not have private transportation means. For these reasons,
buffet KTV should be located close to residential areas.

2. Surface Planning

Surface planning is closely related with the whole space
and the operation. A good surface planning in a large de-
gree decides the success of the afterward operation. It is
the common focus of both designing, planning and
operation, and ensures the success of the whole project.

(1)Night club: the major component of a night club
is the rooms. Lobby and corridors should be designed to
be curvy but convenient for traffic. More than one route
is provided between two points to create an impression of
infinite space and disorientation. Rooms should be fur—
nished according to various grades, which includes
standard, luxurious and presidential suites, to meet dif—
ferent demands of the customers. Lobby and reception
should be with elegant design. Long corridors should be
equipped with seats and repose areas where customers can

chat and talk with phone.




(2) Entertainment saloon: it receives their custom—
ers holding memberships, who are generally of the upper
class. The surface planning of a saloon therefore must
emphasize the privacy, security and luxury. Most of the
area should be allocated to rooms, which are not great in
number, but must be well equipped for all possible
functions. Customer’s demands could be both for enter-
tainment and for dealing with business. The exterior fa—
cade and the reception counter, on the other hand, could
be of small sized but elegant, and do not require the gaudi-
ness of a night club.

(3) Slow sway bar: the focus of the whole planning
is the DJ’s compartment, the stage for dance leaders and
the dancing floor. These elements should be located in
obvious area. To create a rich visual effect, they could be
designed into various horizontal levels, with the back space
deliberately raised to form a focal point in the bar. If there
is a raised platform, it should be furnished with seats and
connected with both the ground level and the upper floor
so that the three parts become one unity. If the space is of
significant height, part of it should be filled with decora-
tion to reduce the impression of being hollow. A space
with such design is easier to compress people together
and have them involved. For the same reason, dancing
floor should not be too spacious. Individual tables, seats
and corridors need to be close with one another. In addi-
tion to this, individual tables should not be too many, and
the surface of the tables is better made of transparent board
and in shape of circle. Experience shows that in many
such bars in developed urban area, seats are better de-—
signed to be open and with easy access. A certain degree
of privacy, nevertheless, must be retained as well.

(4) Disco:
of a slow sway bar, with the only difference of a larger

the surface planning is similar with that

dancing floor which is equipped with springs. Bar counters
should be of more refine design and do not occupy the
main space.

(5) Show bar:

space, because singers and customers need to keep close

it usually does not occupy a large

contact to achieve the expected interaction. The stage
should be of small size and placed at the center of the
space, whereas bar counters at the two sides. Such plan-—
ning provides easy access to tables and compartments and
at the same time does not hinder customers’ viewing the
performance.

(6 ) Performance ball: a large portion of the expense
will be on the performance. There should be a rather large

space and a great number of seats. Otherwise there would

not be enough audience to cover the expense. Large space
requires the surface planning to be with more variation.
Monotony and emptiness must be avoided. Stage is the
focal point of the whole space and should be equipped
with various modern mechanical devices so that audience
would not become bored with the view. Modern stage usu-
ally includes a main stage and a second stage, the latter
being very close to the audience. The two stages are con-
nected with an aisle so that performers could approach to
the audience and hence improve their interaction. The stage
of course could be three-dimensional and with various
viewing angles. An overhanging stage or sky bridge con-
necting the upper floor could be utilized as well. Per—
formers could use an underground tunnel to access to stage,
adding a little surprise to the audience. Ground and upper
level stages could be connected with an open elevator to
create a non—conventional and three-dimensional perform-
ing area to attract the audience’s sight.

(7) Buffet KTV:

practicality and terseness. Rooms must be plenty and in

the surface planning emphasizes

different sizes to meet different demands. Most of the
rooms need not be too large. Snack and grocery store and
dining area should be situated at the center of the space
close to the entrance so that customers could find conve-
nience to access. Corridors and alleys must be straight
forward and spacious, whereas toilets need to be nearby
the rooms.

KTV emerged alongside with the recreational industry.
As time goes by, the surface planning of KTV has also
been evolving. Planning has been varied significantly to
meet different demands and functions. In night clubs, KTV
rooms are the ideal place for intimate friends to get
together. The surface planning therefore must take into
consideration of both the group entertainment and privacy.
Except the lounge area where plenty of seats can be found,
some large and medium sized rooms still need to be spared
with a corner and equipped with some needful entertain-
ment facilities. For example, swings, darts, dancing floor,
billiards, Mahjong table, massage chair, tea set, ball games,
internet access, mini golf course, mini bar with couches,
etc., all could be considered to be set in a room in accor-
dance with the space. In a disco, however, a huge lounge
with plenty of seats will be sufficient and no other equip-
ment is needed. In a night club, the dancing area needs to
be allocated to some not-so—obvious place to suit couples.
In disco, however, the dancing floor (equipped with springs)
must be in the center of the place and take most of the

space, so that many people can dance together. In large
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sized rooms in a night club, the interior usually needs to
be divided into several compartments. On the contrary,
the disco interior must be terse and spacious and should
not have any object hindering participants’ sight. There
might be a small DJ area in a few large sized rooms so
that music can be catered within the room. Depending on
the height of the ceiling, a small number of dim lights or
flash lights, and a couple of loudspeakers can be placed
there to enhance the acoustic and visual effect of the danc-
ing area. A KTV room is rather simpler. Except the large
sized rooms where there could be a mini bar counter, most
rooms will be sufficient with a few couch seats. In large
rooms, singing area could be extended from couches to a
raised stage beside the TV set, where a high chair, small
TV set and microphone could be equipped so that cus—
tomers can sing by sitting there and facing the couches as
well. Tea table should be large and tall for customers’
convenience to place snacks and other items. Additionally,
Song selecting counter and call service button need to be
placed in the most convenient spot.

Other than the above various room interior furnishing,
designers can also consider to arrange some rooms for
special purposes. For example, rooms could be designated
specially for birthday party, or with multi-levels, or very
private rooms for couples, entertaining rooms with botanic

balcony, etc..

3. Lighting Effects

At night, lighting plays an important role in the rec—
reational space. Dim light and cold hues generate a kind
of heaviness in visitors’ heart. Bright and warm light, on
the other hand, can make people exciting. When light dims
gradually, it could create a mesmerizing effect and makes
people particularly enjoying.

(1) Night club and entertainment saloon: as regard
to lighting, night club and saloon share the similar
requirement. The interior of rooms needs to be cozy, com-
fortable and elegant. Direct lighting, because it might be
glaring, must be avoided. §pot1ights can be used on tea
table, paintings and ornament to enhance their artistic
value. Warm lighting needs to be balanced with cold hues
to avoid monotony.

(2) Slow sway bar and disco: in Slow sway bars,
lighting needs to be in accordance with the music. In the
beginning, customers are welcomed into bright and warm
light. Afterward, as time goes by, light dims gradually until
there is only some LED or optical fiber lights remaining.

Flashlights could then be switched on to achieve the ex—

pected effect. All light switches should be situated within
the DJ counter to be regulated by computer program. Light—
ing in disco shares some similar requirement, only that
the light should be dimmer, colder and more mesmerizing.

(3) Show bar and performance ball: main lighting
should be warm and indirect. Stage light is the focus of
the whole space.

(4) Buffet KTV: light does not need to change fre-
quently and the basic requirement is to be bright, clear,

warm and cozy.

4. Various Styles of Decoration

Decoration styles are decided upon the factors such
as functions of a given recreational space, characteristics
of the target customers, their age, social status, etc.. A
suitably furnished recreational space releases an amiable
impression to its visitors, whereas an inappropriately deco—
rated space drives visitors away. Designers must spare no
effort to match the decoration style with the expected func—
tions for the space.

(1) Night club and entertainment saloon: with the
matter of decoration style, night club shares much simi-
larity with saloon. Part of the reason is that both of the
two places receive customers of similar age group and so-—
cial status. Most of these customers prefer the decoration
style of being top grade, firm and succinct. To achieve
such effect, designers need to select some high standard
materials and choose colors and hues which express
firmness. These strategies could ensure a unified and el-
egant style.

(2) Slow sway bar and disco: the majority of the
customers are the younger generation. What attracts them
the most is the latest fashion, style and fad. Designers
therefore need to select the latest and novel materials and
lively colors to construct modern and enjoyable profiles,
and thus create the unique and impressive style.

(3) Show bar and performance ball: participants’ sight
focuses mainly on the stage. There is no strict require—
ment for the general style except that it must be of good
taste and bright color. The stage, however, needs to be
carefully designed to be lively and rich in style.

(4) Buffet KTV: the style is required to be brief and
succinct, fresh but not gaudy. Color and hues need to be
in harmony with the whole space to demonstrate a practi-

cal and pristine style.

5. Operation Strategies

Different functions of the recreational space demand




different operation strategies. Different groups of customer
as well, have different expectation for the service. A right
strategy for operation ensures the success of the project
and the return of the investment. With the experience of
the last twenty years, we have learnt numerous times that
a same project can yield polar different results due to the
variation in operation strategy and marketing tactics.

(1) Night club and entertainment saloon: most of
the business in night club and saloon is within the indi-
vidual rooms. Staff members are with close contact with
customers and thus require being very professional. To
ensure this, they need to be kept with satisfactory salary
and trained sufficiently. Only by such ways could they
maintain a fluent communication with the customers. When
quality service is ensured, customers will be naturally
attracted, like the Chinese saying goes: Fragrant flowers
draw butterflies near. The business as a whole will conse-
quently be operated upon a solid foundation.

(2) Slow sway bar and disco: the main space is
shared by the whole group. To guarantee the success of
the operation, the primary task is to excite the group.
Various tactics could be adopted such as inviting presti—
gious DJ or singers to present, discounted price during
promotion, advertisement, capable marketing staff, etc..
The aim of these tactics is to retain customers and conse-
quently the excitement. The arranging of lightings, audio
systems, dancing and programs could be changed from
time to time to keep fresh to the customers and make
them ever more exciting.

(3) Performance ball and show bar: deduced from
their names, are centered with performance. Performance
programs must be frequently updated and adapted to the
indigenous culture. Whatever the program is, it must be
attractive to customers.

(4) Buffet KTV: the business of buffet KTV is in
singing. Operation must be based on excellent stereo
system, lighting, decoration, dining facilities and service.

Customers’ satisfaction is the best advertisement.

II1. Planning and Designing for Different Re-

gions

Planning and designing of a recreational space must
take into consideration of the geographic difference in terms
of culture, economic development and climate.

First, cultural sediment varies from place to place. In
some areas where minority ethnic groups of people are

many, a recreational space must be marked with the local

color and style. Suzhou, for example, is a popular tourist’s
city famous for its gardens, landscapes and its rich culture.
The local people prefer the relaxed and natural style. In
Zhanjiang, a typical KTV is furnished with apartments in—
stead of single rooms. In the modern metropolitan
Shanghai, the so—called Window of China to the world,
modern European style has a strong foothold.

Secondly, as all other kinds of design, recreational
space design has undergone the periods of emphasizing
simplicity, complexity, and then returned to simplicity.
Viewing China as a whole, we have seen_the economic
development in different regions is not homogenized, so
is it with the recreational industry. Such difference must
be reflected in the designs. A designer must understand
the particular stage of the development in a given region
and produce an appropriate design accordingly.Different
climate in north and south requires designers to consider
carefully with material and color selection.In the cold north,
warm and gleeful colors are preferred, whereas the south-
ern people favor those colors of neutral tones. Soft and
warm materials are largely used in the north, while in the

south designer needs to choose "cool" materials.

IV. Appropriate Combinations of Various Func-

tions

It is wrong to think that one investment could target
a single space for many functions, the more functions, the
better, because more customers could be received. Some-
times such strategy might be successful, since variety of
the entertainment could produce more attraction to a given
group of customers. For example, a top grade slow sway
bar could be combined with a night club, and an inexpen-—
sive—priced slow sway bar could be attached with a buffet
KTV. They could be reciprocally benefited. However, dif-
ferent groups of customers cannot be taken into one single
consideration. For example, if a buffet KTV is put to-
gether with a night club, the prospected KTV customers
would hesitate to come in for fearing of demimonde. The
night club customers, on the other hand, expect to enjoy
more privacy than that of KTV. A saloon, when juxta-
posed with a disco, its customers would not feel safe enough
to stay long, while customers to the disco would feel
shameful of their low status and refuse to walk into. In
short, only appropriate combination of the various func-—
tions could ensure the successful operation in the long

run.
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Mingmen amusement club is an advanced amusement
club, with most of the rooms as deluxe VIP rooms. The de-
signer adopts a modern style of simpleness and lightness in
vogue to express the high-class amusement atmosphere. Ac-
cording to the different needs of the customers, the lighting
and sound effects can be adjusted. Through these adjustments,
the room can be transformed from the playing KTV to the disco
room, which helps to create the climax of recreation and at the
same time to make full use of the limited space and business
hours.
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