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Born in 1952, Marcio Kogan graduated
from the Architecture School of Mackenzie
University, in Sao Paulo - Brazil. Recently,
a number of his houses have won awards
both in Brazil and internationally. The
Gama Issa House was on the short-list of
the World Architecture Award in 2002 /
Berlin. The Du Plessis House and the BR
House, received the Record House award
in two consecutive years, 2004 and 2005.
All of them have also received awards
from the Instituto dos Arquitetos do Brasil
(Institute of Brazilian Architects). In 2006,
another of his projects, Hotel Fasano, was
on the short-list of the wallpaper design
award. Among his various residential
projects, the outstanding ones include
the super-technological E-Home, which is
being constructed in Santander — Spain.

In 2008, a nursery project, “Primetime”,
won two prizes: “Dedalo Minosse
International Prize” from Italy and “D&AD
award ” from England. This project is the
first Brazilian nursery developed from a
program specially directed for children
aged from 0 to 3 years, based on an
exclusive educational concept.
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WHERE TO START?

When it comes to restaurant design,
experts say don’t bite off more than
you can chew. Operators should work
with their designer to develop a realistic
budget. Bushey said great designers use
their construction trade relationships to
formulate budgets and keep an eye on the
local and international markets for core
materials and trades.

After you know how much to spend,
develop your theme. Operators can
miss the mark if they choose a theme
that does not match their food. As
restaurant consultant Arlene Spiegal says,
restaurateurs can’t just plop a sofa in a
store or create an upscale design and call a
fast-food spot. It must be a cohesive brand
and appeal to all five senses.

MEBEEF?

LIRFETIRITE, TRIMNNVBARFERS, X
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KITCHEN DESIGN

Although customers may never compliment
a restaurant’s back-of-house efficiency, a
well-designed kitchen may be the most
important aspect of an operation. The
more efficient you are back of house, the
more profitable you will be front of house.
In an article titled “Designing Your
Kitchen--Where to Start” Ken Schimpf, of
KDS Consulting and Design, laid out four
key things to consider when designing
your kitchen.

First, he said, decide where to locate the
kitchen and the service stations, paying
particular attention to size and how they
relate to the rest of the restaurant. While
this may seem like a no-brainer, it should
be considered carefully if only because
what seemed obvious at the outset may
not be ideal once you have reached this
stage.

Second, identify the workflow you want to
achieve. Consider everything. When a food
product comes into your kitchen, what is

its life cycle from that point?

From initial storage to prep, then back
to storage to cooking to service, how
the product moves through the kitchen
is important. How well this is done will
enhance or decrease table-turns, affect
labor costs, and directly impact your
bottom line, Schimpf wrote.

Third, after you decide a general workflow,
begin the layout of equipment, noting
specific key elements. This schematic phase
ensures your plan will work once the
restaurant opens.

The fourth and final phase is design
development. In this phase, Schimpf
wrote, each piece of kitchen equipment is
specified, as are electrical and plumbing
loads and connections, exhaust, and any
special building conditions such as curbs,
depressions, wall-blocking and so forth.

The bottom line is that an effective kitchen
design is as critical to a restaurant’s success
as any other aspect of a restaurant,
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including the interior design, exterior
design, signage and menu. This is also why
it is important to work with a designer
who understands the restaurant industry
specifically.

KNOW YOUR MARKET

Determine what your customers want.
This may sound like a daunting task but
all it really takes is a little research. Who
do you talk to? Talk to your customers if
you are an existing restaurant. If you are
designing a new restaurant, talk to your
competition. You would be surprised how
talkative your competition is, especially if
they are successful.

Getting feedback from your existing
customers is extremely important. Chances
are these people dine out at other
restaurants and can tell you what they like
and don't like about the design of these
restaurants.

Talk to your competition - they will tell
you what went right with their design and
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what went wrong. You will also get the
added advantage of seeing their design in
action.

Do market research - look at the
demographics of your location, analyze
your competition and determine if there is
a niche for your idea. The information you
receive from this research will be priceless.
Also, you will be giving your customers
what they want.

KNOW THE TRENDS

This is related to the aforementioned
element but goes a step further. In our
information-based society, people can find
out more information at a faster rate -
and things keep getting faster and faster.
Three well-known area restaurants were
advertising web sites on the Internet in
the last issue of this publication.

Also, the TV Food Network has been

started and is available on most cable
television services. People can get
information about restaurants quickly and
easily. With more information, potential
customers can be more discriminating in
their restaurant selection. Interior design
influences a restaurant's atmosphere
which impacts the customer's decision-

making process.

Some of the recent trends in restaurant
design based on our work at RAS and
discussions with experts in the restaurant
industry incorporate the following
elements:

A. An upscale, but casual, theme - Tony
Clark's, a recently-opened restaurant in
Philadelphia conforms to this design theme
- and has been overwhelmingly successful
in its fledgling stage. The Striped Bass also
falls into this category. The upscale, but
casual design trend appears as though it
will carry us into the new millennium.

B. Entertainment-themed restaurants -

FR. A=XHMBEBTHRAETMNRIRIFHREWFE
BEEM E#fTRNER

B, AHLEIME LB UNEEIERNR R
M, SRERZBIETNER. BENREESR
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Planet Hollywood and Hard Rock Cafe
are excellent examples of this trend. Also,
we are currently designing a prototype
restaurant for Philadelphia Park, and
creating a sports entertainment venue
that serves food and beverages. Activities
in this venue will not be limited to horse
racing - the venue will have the capability
to simulcast all forms of entertainment
including concerts and sporting events.

C. An exhibition cooking area where your
chef is visible. The Public likes to see who
is preparing their meals. This design also
brings chefs out of the kitchen. If your
chef is well-known, it will be a great
marketing tool for you.

D. Neighborhood feel - People do business
with people they know and like. It is the
same with restaurants. Restaurants are
creating interior designs that make people
feel like they belong.
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Coen van Ham (1971) is a Dutch conceptual
designer, architectural designer and source
of creative inspiration. He has studied
at Sint Lucas in Boxtel as well as at the
renowned Design Academy in Eindhoven.
His design agency COEN! is one of the
leading agencies in the Netherlands due
to its innovative concepts, much talked
about designs and inspiring workshops.
COEN! shapes and guards over your most
important possession: the identity of your
enterprise. The designs for your corporate
identity, product and interior are all based
on one consistent and powerful concept.
COEN! designs the identity of 3FM, Remco
Claassen, GGZ, City of Eindhoven, HVC,
the Dutch Army, KRO, the Media Academy,
the Public Broadcasting System, RTL
Nederland, Travelcenter Vacansoleil, The
Waalres Museum.

Coen van Ham (1971), 2R=#2%1HIH. &%
®itE, REEEN. RETFERHFFNEZSAF
#r, BNERIT#RRE T RIFNFEE, ATHY
MAEE, MhACOENIRITESFFRETERIFMNIE
IHEEZz—, COENIBEEBEFEPGWVHNEE
W= tUYHER, tUERERFSNEREITE
HEIE—NME—HABNEER L, fhAH3FM.
Remco Claassen. GGZ. City of Eindhoven.
HVC. B=EE. ¥k, A#BAF. o=
RTL. Travelcenter Vacansoleil. The Waalres &

WIBEERITE RS,

Restaurant design begins with conceptual
ideas. We use color rendering to represent
our designs for the restaurant or lounge.
We then begin to make the restaurant or
hospitality design concept a reality.

The interior design style you select with
your restaurant designer or hospitality
business directly relates to your clientele
and location. Before you select a style take
the time to explore the answers to a few
important design questions.

Who is your clientele?

What type of experience are they looking
for?

Are there any interior styles that your
customers would shy away from?

What image does your existing business
have and is that the image you want or
are you in need of rebranding?

Are you located in a big city?

Are you in a suburb?

Are you located in a resort area?

How does your location relate to your
interior design style?

DESIGN AS IT RELATES TO YOUR CLIENTELE
& LOCATION

Location has an impact on the interior
design styles used in the hospitality
industry. Colors and finishes that look
great in a restaurant or nightclub located
in Florida are not going to look as good
when you use those same finishes in NYC



or NJ restaurants and nightclubs.

Certain colors and finishes look and work
better in sunny, warm climates, while yet
another set of colors and finishes look and
work better in a cool climate. We would
select different colors and materials for
a club in Miami, Florida than we would
for a restaurant in NYC. The relationship
of clientele to location has an impact
on interior style. Patrons of a nightclub
or restaurant located in NYC are not
necessarily looking for the same type of
interior design experience as patrons in
Kansas. Customers shopping in a retail
store in Oklahoma are not necessary going
to relate to the same interior decor as
someone in D.C or Chicago.

If you're going to build or renovate a
restaurant, retail store, lounge, nightclub
or cafe your general contractor will need
a set of scaled construction documents,
often called working drawings. If there are
structural issues these drawings will need
an architect’s approval. These documents
can be drafted on a CAD system or hand
renderings (now considered obsolete)
and consist of space plans, elevations,
concepts, schedules and details. These
drawings are generally prepared by
several design consultants and field
engineers, integrated into one set for
submittal to your local building and health
department for review. We use video
tapes, digital cameras, site visits, email,

CAD files, extensive conference calls and
architectural drawings to communicate
with our client and cut back on travel
expenses when possible.

Assisting general contractors and alternate
tradesmen throughout the entire design/
build process.
CREATING A TOTAL INTERIOR
ENVIRONMENT

In today’s day and age it is becoming
harder and harder to entertain and
service your clientele. You must always
develop new ways of keeping your clients
entertained and serviced. The hospitality
industry is ever changing. Businesses
within that industry must always be
advanced in their thinking and in their
design style. We feel the key to this is
creating a total interior environment that
is extremely versatile.

Essentially the hospitality industry is an
entertainment and service industry. You
need to create an interior environment
that makes people feel good about
themselves. A place that offers diversified
sources of entertainment and has great
style. Creating a unique environment
that relates to your clientele does take
planning, creativity and coordination but
it is an achievable goal.

Well-planned interior design contributes to
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the success - and the profits - of any dining
establishment. It begins with market
research, continues with understanding
market trends and concludes with strategic
execution.

Restaurant interior design has a dramatic
impact on the type of guests that
restaurants attract. The Rain Forest Cafe’s
interior design appeals to environmentally-
minded guests who enjoy a nature-made
experience, for example, while the 50's
Prime Time Café at Disney MGM Studios
appeals to guests who get a kick out of a
blast from the past.

Creative restaurant interior design,
however, does not require a million-dollar
investment - if you understand the nuances
of consumer marketing. Restaurant design
experts are equipped with the knowledge
and skill to create a dining experience that
fosters word of mouth marketing long
after the meal is over.

Fruition, a smoothie concept in Miami,
has generated a buzz with its resourceful
restaurant interior design.

With national smoothie chains grabbing
the lion's share of the market, Fruition
needed to stand apart from the major
brands.

Since Fruition bills itself as an "exotic"
smoothie shop that only uses fresh,
unusual fruit ingredients, the interior
design strategy had to be just as exotic.

The strategy is at once exotic and

practical. Fruition's interior incorporates
the exotic fresh fruit concept through and
through. In fact, walking into Fruition
is like walking into a third world fresh
fruit market with passionfruit, lychee
and canistels proudly displayed for guest
inspection.

Fruition invokes a contemporary and
upscale feel. The concept is designed to
give larger brands a run for their money,
thanks to a restaurant interior design that
corresponds with its unique selling point:
exotic fruit.

To be sure, restaurant interior design
requires an in-depth understanding of
how restaurants flow, how employees
will interact with the design, and how
site architecture could impact the design.
The most successful restaurant interior
design, blended with irresistible food
and impeccable service, breeds repeat
guests, spirited employees and greater
profitability.

BUILD THE BRAND INTO YOUR DESIGN

Every restaurant requires a different
flavor, a different flare - and different
experience. That's why it is important
to build your restaurant's brand into its
design.

Building the brand into your design
multiplies the value of your interior
investment because it communicates your
message while guests are waiting in the
lobby, on their way to the restrooms,
during the meal, and as they pay the bill.
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Marketing through your restaurant design
is not merely a matter of tossing up some
signage with clever messages here and
there; rather, it requires a top to bottom
approach that includes relevant messaging
in relevant places.

Your brand should be apparent through
your interior design as soon as guests walk
in the door. The lobby can speak volumes
about the experience awaiting them in
the dining room. Is the lobby seating
rugged or posh? Is the hostess station a
simple podium or does it have a concierge,
full-service feel? Do the restrooms offer
comfort with accessories appropriate to
the theme of your eatery? Building the
brand into your restaurant design is as
much about subliminal cues as it is about
blatant messaging.

Leaving guests with an unforgettable
experience is one way to build the brand
into your interior design. That's just what
Senor Frog's did at its first U.S. location in
Myrtle Beach, S.C. The restaurant set out
on a re-branding strategy as it developed
a restaurant prototype. That prototype
centered on a beach theme through and
through. But to really make the brand
shine through the design meant more
than just laying tile to create the look of
water and sand on the floor.

Senor Frog's Cancun incorporated
unforgettable elements that would send
guests away with a good word in their
mouths, along with good food in their
bellies.
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To differentiate this restaurant from

other Okinawan restaurants, unique and
unusual interior designs have been utilized
throughout. For example, a "flower hat"
worn in traditional Okinawan dances is
used as a lamp shade, and instead of just
displaying bottles of the local spirit called
awamori as done by other area spots,
awamori bottles are used as servers by
attaching pouring spouts. This restaurant
has a variety of dynamic and positive design
elements.
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