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Design, the concept of making everyday habits enjoyable, was
born in the 20" century. This “luxury” has nowadays become
essential - it particularly applies to environments where one
arrives as a guest.

A hotel can also be regarded as a product; designing its
details also requires such uniformity as designing the package
of a beverage product family. The primary aim of restaurants
and hotels is to make the guests feel comfortable; therefore,
functionality is almost as important as aesthetics, completed
by consistency. For the whole building to be entirely uniform,
we need to appropriately influence a great number of units
by a close cooperation with architects and interior designers.
Various obstacles that may arise due to limitations of certain
technologies - for example, in case of an embroidered,
woven or embossed surfaces - can easily be converted into
advantages by smart and conscious decisions. A respectful
attitude can make the designer become a well-informed and
multifunctional professional; this is very important for our
agency, since it enables us to keep the structural hierarchy
of our company as simple as possible, however, all members
have extended authorities. Uniform outcome requires a
well-coordinated teamwork, as well as precise mapping of
the task; this latter stage is also performed by ourselves -
graphic designers.

The abovementioned conditions act as catalysts; along with
our strong professional commitment, they have directed our
team towards an ever-active and productive pathway. All
commissions and tasks are considered as individual projects,
where the procedures of completion and future maintenance
and refinement are clearly separate.

In order to enhance effectivity, we are working in groups
of 2-3 persons within the design studio. Consequently, we
continuously accommodate to and work together with each
other even during design, which requires great professional
respect, human patience and attention, as well as strong
professional control regarding the whole procedure, for all
products are ultimate results of consensus. This is our most
important advantage compared to individual designers since
by working as a team we can handle and overcome most
of the obstacles of design more effectively; as the proverb
says, two heads are better than one. The same applies for

procedures of production preparation - another responsibility
of designers. In our opinion, since the designer is capable
of creating a unique mixture of technologies, beautiful and
satisfactory end-products require that a single person should
make decisions concerning design and production. As the
designers themselves maintain contact with our clients, we
can appropriately represent the abovementioned opinion for
the clients, so that we can effectively convince them that it is
worth spending a bit more money on certain spectacular print
techniques.

The task is extraordinarily complex for hotel branding, as we
are designing various end-products, the production method of
which is usually different.

Obviously, hotel design also commences with the appearance
of demands. The management of the new hotel is usually
assembled one year before the actual opening of the hotel;
we usually contribute to the activities of the management as
external counsellors. Based on our history of hotel design,
we are able to give practical advices for our clients, and
we can also help assemble the perfect timing prior to the
actual launch of the service. In most of the cases sales
prior to the opening is of utmost importance, which requires
establishment of a realistic, enjoyable picture of the building
that is just being built. This impression can convince potential
guests and partners to book rooms in advance when the
construction workers are still working in the hotel. If all the
rooms are booked on the very first day, then it was worth for
the client to work with our design studio.

Prior to the actual design activities, it is of crucial importance
to collect information on the preferred group of guests as
well as on the future style of the hotel. Architects and interior
designers can assist us in this respect, as the interior they
imagined already determines a certain style. Consultations are
followed by research activities by scrutinising well-established
hotels with good reputation both abroad and in Hungary.
The demands of our clients are compared and contrasted to
preexisting hotels and a series of standpoints are established
for design, so that we can exclude the possibility of huge
mistakes. For example, a hotel for young tourists close to a
railway station must not be mistaken for a luxurious wellness
hotel; if we start to develop our design plans towards a



wrong direction, future guests may get disappointed. Precise
positioning is therefore of utmost importance.

Real work, however, will only start with the design of a
logo according to the predefined viewpoints, It can even be
considered as a certain kind of experiment, when beyond various
criteria, some unigue values of the project also have an influence
on the result. Logo design is by no means a simple illustration;
a more abstract sign can sometimes be stronger than capturing
reality. Things that remind us interesting stories can often be
more inspiring than the building itself. For instance, in case of
Zara Hotel the Middle-Eastern origins of the owner; while in case
of Opera Garden the characteristic nineteenth-century motifs of
the renovated building provided us with inspiration.

The concept of “bring the building out of the building” is of
utmost importance, for by the time the guest actually gets to the
building, he or she has already booked or even paid for the room
and other services; consequently, the decision has been made
based on experiences of the products that have been created
- at least in part - by us. At the beginning, decision-making
is aided by 3D graphics, and later - after the hotel has been
completed and open - by spectacular, perfect photographs. Photo
models are frequently found in the photos made by us, since it
can be hard to imagine ourselves in a lifeless environment, but
if there is life in the pictures, it is very important that it should
be an attractive and pertinent person, with whom members the
target group could easily identify themselves. The fundamental
intention of guests for choosing the given hotel should also
be taken into consideration. In case of a boutique hotel, for
example, the hotel itself is used as a basis; for Soho Hotel, we
have taken vivid and joyful documentary photographs from the
close surrounding and combined them with pictures taken from
the interiors; while in case of a wellness hotel, services provided
by the hotel are emphasised more in the visual appearance of
the hotel. Management style is primarily represented by the
graphic identity through various communication pathways, which
suggests trust and professionalism towards business partners,
while it can evoke p‘ositive emotions from the guests.

The main concept of the identity is always the dramaturgic
line that guests have to follow. Besides perfect functionality,
maintenance of continuous admiration and new experiences
is also important. The moment when a guest books a room

online an impression is also given, which is further enhanced
by appropriate photographs. Approaching the hotel from the
airport, the very first real impression is the external appearance
of the hotel; therefore, it is as important as the registration
sheet itself, which has to be absolutely straightforward. The
design of navigation signs on the corridors and in the lobby is
preceded by thorough and careful planning, local inspections
and modelling - at the time when the interior has not yet been
finished, preventing anyone from being lost. In this phase,
graphic design gets in a close contact with materials and spatial
ratios used during the construction of the building. Small gifts,
as well as bathroom equipments will refine the positive overall
impression.

The consistent thinking and implementation guarantees that
tourists visiting our country will leave Hungary with a uniformly
positive image in their minds about the hotel and the overall
time spent here - as we are waiting them back!

David Drozsnyik and Laszl6 Ordégh
Hungary
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Lue Hotel
AYHEE

Design Agency: Impero
Date: 2010

Designer: Dirk Paetzold
Client: Lue Hotel
Nationality: Australia

Where the Hell is Lue? This was the first reaction of the designer when
the guys from Lue Hotel approached Impero. Sometimes the first
reaction is the most distinctive. So the designer ran with it. Aligning
the branding and stationary around the big question the designer
created a unique style, taking a mish-mash of elements from different
time periods to illustrate the colourful history of almost 100 years and
the character of the location - the middle of the Australian nowhere.
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Kruzes Hotel
AT

Design Agency: Andis Niedre
Date: 2006

Designer: Andis Niedre
Client: Hotel Kruzes
Nationality: Latvia

This is the graphic identity for a boutique
hotel, Kruzes. The hotel is located along a
beautiful forest lake, where waterlilies bloom.
Waterlilies, lake plant motifs and harmonious
nature environment served as the inspiration
for creating the graphic identity to the hotel.
Kruzes is a great place to relax from the urban
rush of the city.
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Omega Hotel
9 SINEVAS

Design Agency: venedi nation
Date: 2010

Designer: Pawel Pilat

Client: CirutDesign
Nationality: Poland

This is the visual identification system for the
hotel in Olsztyn, Omega Hotel. Identification
based on the browns and minimalist visual

form.
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WITAMY W OMEGAHOTEL
WELCOME TO OMEGAHOTEL

KARTA MELDUNKOWA REGISTRATION CARD
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Samode Hotels
FEIO RS

Design Agency: Red Design Company
Date: 2010

Designer: Ms. Kavita Chopra Dixit
Client: Samode Hotels

Nationality: India S

The Samode Safari Lodge at Bandhavgarh,
Madhya Pradesh, is an extravagant wilderness
experience cradled in luxury and unusual
sophistication. It is located in the heart of tiger
country, adjacent to the 450 kilometres. The
scope of work included: creation of the identity
for the property (logo, graphics, colour schemes
and typography); stationery design; design
of all hotel collaterals (room, bathroom); CD
cover with presentation; website.
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villagze murduy

u would like a change of towels,

S A M ‘H:) E eave your used towels on the floor.

SAFART LODGI

wohsil 1

bandhavgarh « madbys pradesh

ME MOULD LIKE TO THANK YOU FOR WELPING U3 PREIENYE OUN ENVINGNNENT

S.-\.\l(.,h)F

SANODE HOTELS
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Telephone: 00-91,7653280579

Central Reservations

Samode Havell, Gangapole. Jsipur - 302001
Rajasthan, India.

Tl 00-91-1412632407, 2631942 2631068

Fax 00-91-141-2632370 7 2631397
Emait. reservations@samode.com

UK representative | Mahout Ligt.
Email: mfo@mshoutul com

wwvesamode com



