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INTRODUCTION _

“Decoration” and “design”

As I read final version at the desk and begin to write this pref-
ace, it is already late night.

Looking at former collections and reference materials scattered
on the desktop where “design™ is the word frequently appeared, I
cannot help rethinking the real meaning of the word “design”.
Many newcomers to interior design industry seem to look design
as decoration. They call the process design that is infusing ap-
propriate elements into points, lines, and planes of a space and
then combining them in accordance with aesthetic rules.
Actually this kind of widespread view is in existence for lack of
deep understanding of the design industry.

Interior design is different from purely abstract aesthetic paint-
ing; it is a process to materialize imaginary things.

Interior design is also different from artistic creation of arts and
crafts; it is a production process to take practical application and
operation as ultimate purpose, and benefit the investors in the
process of operation.

So what 1s decoration?

Literally in a dictionary, decoration is to ornament architecture
or commodity appearance, which is discussed emphatically from
the angle of visual arts. For instance, indoor floorings, walls,
and ceiling. The choice of decoration materials may also include
choice, configuration and design of furniture, lightings, display,
and landscape pieces. Not only outsiders, but also some design-
ers tend to misunderstand “design” as “decoration”. At the be-
ginning of design, how to manage the effect, what shape, mate-
rial, color, lighting to be employed, etc. are given priority to, but
these are only belong to the category of “decoration”, just part
of the follow-ups of design. A modeling design without theme is
vague, while theme is decided in the light of customers’ orienta-
tion of the project.

So what is design, how to understand “deccoration™

and “design™?

Design is an activity to express a plan, planning, vision through
a visual form. Human works to transform the world, build civili-
zation, and create material and spiritual wealth through human
labor. And the basic and main activity is creation. Design is the
plan technology and process of activity of creation. Design is, in
short, a process of the overall planning of

R &

things. Through a dictionary for the interpretation of a design
system “The simplest definition of design is the creation of-a
purposeful behavior”, we can consider interior design as overall
planning of a project. That is, to clearly position target custom-
ers for investment projects. And then according to specific cus-
tomers groups understand consumption habits and consumption
psychology of customers. Following sufficient research on
market, clearly decide functional configuration and business
model, and design a reasonable layout. On this basis, according
to consumers’ age, occupation, income, interest, understand and
analyze systematically and in the light of aesthetic habits, cli-
mate, industry development speed in different regions, clearly
decide design theme, style, characteristic of the project, and then
through the rendering present specific project scene and atmo-
sphere, and reflect operating effect and decoration effect as the
project is accomplished. In the end, the unity of function and
aesthetics 1s achieved.

Creative Design was established two decades ago, and always
follows a scientific working procedure that ranges from pro-
phase planning, interim design, to ultimately service for opera-
tion. It contributes to business success of clients while winning
the honor for itself.
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The Chinese style means to integrate the Chinese elements to modern fashion, rather than just rebuild the ancient style. This
project is a Chinese commercial entertainment club, based on the modern Chinese style, mingled with Five Elements (metal,

wood, water, fire and earth), and reorganized shapes with Zen characters, resulting into the diverse space content. The using

of concealed lighting highlights the mystery and romance of space, and pushes the entertainment club to a new level.
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This luxurious club covers 6,000 m2 with 33 private rooms. The distribution of
operational and logistic areas is in reasonable proportion. Equipped with multiple
functions and distinctive features, the club satisfies various operating requirements.
The garden-style area in the lobby is used for Gu'zheng performance. The theme
corridor is five meters wide. There are rooms of 225 m? specifically for birthday party,
with various recreational zones such as main sofa zone, leisure zone, table for cake
and wine, bar counter, football table, mahjong table, beds, etc.
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