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Preface I

In terms of residence, shop, club and restaurant, the division of space is the basic condition for
a good design. If the space can not be divided appropriately, no matter how good the materials
are and no matter how much you spend, it will not achieve a good effect. Moreover, the
designer should treat his work honestly. It is very important that every project should achieve
the functional demands of the owner. According to the dining space with different features, we
should grasp the combinations of point, streak, and surface intentionally. Through analyzing the
owner’ s functional demands, the designer perfectly presents the space plan and communicates
with space by his heart.

The design of restaurant involves many parts, including porch, reception counter, elevator,
staircase, lobby, corridor, carrel, and private rooms. The design of restaurant should bring an
experience for guests. When guests enter into this restaurant and then leave it, they will have an
experience about space and food. Therefore, it is not enough to grasp the visual effect simply,
and more importantly, it should pursue practicality and exert the benefits of space. Furthermore,
the simple division of space will make guests and staffs feel fluent, so I like some simple and
practical designs more.

I want to share what I have gained about the design of restaurant. Before the design, we should
ask the owner whether he has some ideas about design elements, level and target customers
of restaurant in his mind. I have noticed that many restaurants at home will put seafood pond
and fish pond at the entrance of door so as to present all fresh seafood and provide chances for
guests to choose the seafood personally. But it will make the entrance of restaurant have a kind
of “fresh smell”. The entrance of restaurant is the place that guests have the first impression for
restaurant, and smell will influence the impression of guests to space. Moreover, the staff who
takes fish at the entrance will make the floor wet, so I prefer to put the seafood pond in a room
which is near to kitchen. The seafood room will have windows, so that the guests can see the
fresh fish and those who want to choose fish can enter into it and choose. Then it is convenient
for staff to take fish and also the show windows of seafood room will become another special
design. Doors are made at the two sides of private rooms, so that private rooms are connected.
Space area can be added according to the different demands of guests. Kitchen is the most
important place in the whole restaurant. Good design is a basic thing for a kitchen. Appropriate
division of space can largely improve the work procedures and efficiency of staffs. The
proportion of kitchen takes up 20% to 30% of the whole restaurant. The bigger the restaurant,
the smaller the kitchen is. The location of kitchen is close to fish pond normally. Meanwhile, the
kitchen is in the centre of whole restaurant generally, so as to improve the work procedures of
staff. It makes the staff send food to the guests’ tables from the kitchen very quickly, so that
the guests can enjoy the delicious food.

As to the design of Xinyishi, resplendence is not equivalent to magnificence. Conciseness could
also have a sense of luxury. Concise design will have a longer life. A successful restaurant should
have good design and service. Our interior design will help the restaurant make use of its design
and service to attract more guests. And that is a good design of restaurant.

Joyseph
Joyseph Design studio
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Preface OI
Design - Business - Design

As to the title “Design-Business:Design, I think about “good design, great idea” at
first. This sentence was mentioned in a design previously. In fact, it seems that many
people like categorization, for example restaurant design, hotel design and so on. But
I think it is nothing more than a design and is unnecessary to differentiate it so clearly.
What is “design” ? It is an industry or a profession. Just because of our favor, we love
this field. For we enter into this field, then projects must be demanded for us to exert
the function of this field. “Project” means “business”. For having “business”, we
have things to do. Things will be finished sooner or later. When we have finished, we
hope to have more “projects” to do. It also means more “business” that can be
called “good business”. Then how to have more “good business” ? If we want to
have more “new projects” and “new business” which frequently derive from “old
business” and “finished business”, the precondition is that all the “old business”

and “finished business” must be robust and strong. Then how can they exist strongly?
Operational concept, investment cost control and management should be right. We,
the designers, can only do one thing that is to add fuel to the fire. It doesn’ t matter
whether the operational concept of owner is objective and right or not, we can’ t judge it. But
supposed that it is supportive, and then do we develop the owner' s concept to a higher
stage? There are many factors we should consider, for example streamline between
hosts and guests, allocation of spatial area, target consumers’ favor and habits,
proportion between operational area and backup area, cost control, and plan and
so on. In the process of design, whether our control is better than what operators
have imagined by using design methods (certainly, the precondition is that the effect
and feeling must not be weakened when it is finished.). These have become the key
to decide whether the operators would be successful or not. In a word, we don’ t
have right to let the operators lose at the starting line. The starting line here refers
to the lowest cost, the largest operational scope and the maximal effect. Under this
precondition, we set up excellent foundations for the investors and operators, so
that our “clients” which also mean “business” could have “good business”, and
then they are naturally robust and strong. Either this investor or other investor will do
business with us again, thus forming design— “business” —design...It is going round
and round. That is “business”. From the comprehensive view, restaurant design,
hotel design, entertainment design and sample house design and so on have common

points. Design-nothing more than business, business-nothing more than design.

Gao Yuan

Guangzhou Yannuo Interior Design Consultant Co., Ltd.
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Preface I
Design Creates Value

Design is a kind of creativity and when it is revealed in the commercial field, the aim
is very clear. At first, it should reflect commercial spirit. Then it must combine with
art and culture appropriately. As an interior designer, I insist that design is a kind of
business behavior and service instead of purely artistic manifestation. Designer is
different from artist for the reason that design can’ t be done on the basis of feeling,
but is a purposely behavior. It aims to embody the value of project that you design. In

short, our design should bring benefits to guests.

Currently, society comes to a period when economy permeates and integrates with
culture mutually. Clients and mass consumers pay more and more attention to cultural
manifestation of commercial space design. When designers show their talent, they
should respect client’ s self-awareness. Of course, it doesn’ t mean that designers
will lose themselves; instead the designers should use their professional skills and
aesthetic training to help clients and translate the feeling which can be sensed but
not expressed in words in client’ s inner heart into effective visual sense through
their design, and use their profession and experience to analyze and consider every
part behind commercial management from different layers, so as to find the best
description way and realize the biggest value. If the design of commercial space can’ t
create economical value for clients, then it is not a real qualified design work. We know
clearly that what the clients care most is whether the project will attract people and
bring economical benefits or not, which is the goal that our designs want to achieve

and also the precondition for designs to exist exactly.

Wang Kun
Yiding Design
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Preface IV
Dining Space in Rational Consumption Period

Going through the poverty in 60s and 70s periods of 20th century and experiencing
the booming wealth and uproar in 80s and 90s periods, now, we finally come to a
period for people to live comfortably. “Abundant but not luxurious, agreeable but not
flaunty” —rational and appropriate consumption becomes fashion in this age when
people have surplus food.

Enterpriser wants to serve as the wise in the process of consumption, and is willing
to go further in the equilibrium state of “guiding consumption”
consumption” . Based on my working experience in design of dining space for many
years, I elaborate my own opinions.

and ‘“rational

Here and Now

The city becomes bigger and bigger, and commercial circles largely increase. The
distance among residence, work and consumption becomes further. Facing gloomy
reality, we have to give up some good ideas. "Choosing close restaurant” —this has
become the mainstream answer for people to choose the dining place. At past, we
can orientate our target guests in the whole city, but now, we pay more attention to
the existence and power of surrounding consumption. Our design of dining space
should face the mainstream consumption and potential consumption “here and now”

. As for the consumption feature, is it a commercial and political banquet or friend’
s party? Is it a lover’ s date or family party? As to the target guests, are they strangers
or indigenous people? Are they social elites or common people? As for the area which
the restaurant belongs to, is it an administrative and business district or an industrial
production area? Is it a business logistics district or an educational and sanitary area?
As to the period and state of the area, is it mature or uncultivated? Besides, there are
other factors, such as consuming ability, taste and habit and so on. Only knowing
these conditions and factors, can we make our investment plan, average per capita
consumption, space style, cultural characteristics and expected payback. All these
factors are closely related to each other. Perceptual investment will face the loss of
market inevitably, but rational analysis and accurate cut-in are the basic guarantees
for the investment in dining field. Concentrating on macro may not grasp the overall
situation. However, market segment, distinct concept and careful location will help you
master the world frequently.

Be Careful of Talking about Culture

So far, I have participated in cultural packaging and planning of some projects and
have some feelings.

The combination of dining and culture creates a concept about consumption
and apparently becomes the mainstream idea about restaurant operation. Some
restaurants which use culture successfully win market, and also gain a large number
of fans. When we are tired of pursuing and treat culture as the last straw, should we
consider culture and operational way? We should know which way suits our product,
which way suits our service, which way satisfies the target guests and how the staffs
understand and follow the pace and then carry it out in service. It should be careful.
Guests are not fool, every good cultural excuse can’ t hide strong commercial desire.

So how to make guests accept comfortably should be based on different crowds and
their own operational lines to make different concepts and designs. How deep is it
suitable to dig culture? If it is shallow, it only remains in surface. If deep and profound,
it will produce cultural barrier and disgust. It is unlike the thing which should be done
in this field. Steamed bread can produce culture, whereas culture can’ t produce
steamed bread. Do the guests eat freshness or food here? Although an uncultured
chef will not be a good chef, when stuffs in chef’ s hand are changed into books, who
will cook? Consumers are able to forget where they are, but their gestures for paying
are still standard. No matter how to dig, pure cultural concept will belong to marketing
scope forever. Enlarging the function of culture is as horrible as despising the existence
of culture. Only when cultural concept returns and attaches to the service management
and finds a balance point, can it become the soul of restaurant and exert its power.

Is it so important to make mature designs and importantion?

Exhaustion of vision and experience calls out purer original stuffs sincerely, which is
the instinct desire of human and also becomes characteristic of contemporary period.
But every thing should have conditions for it to generate, just as we can’ t draw an
animal which we never see forever. Pure original stuff does not exist.

The attribute of dining space is “dining”. It is a place for eating after all, a “container”
carrying delicious food, and a place for “common people” to consume. If it only
pursues the innovation of style and profound aesthetics instead of corresponding
service, the design of space will become the scarfskin of vision. Although visual
decoration needs function, we must make sure of the essential differences between
visual stimulation and enjoyment. Is it necessary to overthrow the normal living
experience and consuming habits of human? Moreover, which commercial space
does not want to be visited by guests for many times? Which kind of gorgeous visual
stimulation will not die away after it has been visited for many times?

Anyway, we' d rather use maturer attitude in normal restaurant design and operational
order. Forgetting about form, scarfskin and ourselves, we create an appropriate, safe,
comfortable, enjoyable, bright, and healthy dining environment form the viewpoint of
consumers. We should try hard on details, such as reasonable function, adequate price,
protection, convenient service and manpower consumption, cooperating
sensual

materials’
with commercial operation and spatial creation, in order to satisfy guests’
pleasure and make guest release themselves spiritually and meet the demands of
operators and guests. It should not only make more people like to hear and see it, but
also contain consumers with different cultural values. There is no lack of individual and
mincing fashionable stuff in our design. It is the neutral, generous and mature spirit
that we really need.

Cheng Hui
Chengjiu Huihuang Interior Design Consultancy Studio of Beijing
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Tsens, located in the Whampoa Park at the Bund, is the second restaurant in Shanghai founded
by Jacques Pourcel and Laurent Pourcel who have gained the three-star affirmation by French Guide
Michelin. Landscape can be seen from 360°angles. The landscape of park and Suzhouriverside can
be enjoyed by people. The main coloris silverin the whole space, and classical decoration styleis also
used. Emblazonry of British crystal palace is usedin the steel arched beam. Silver pillar model adopts
the soft curves of pillar ornament in European palace. Classical crystal glass chandelier is hung.The
chair which is covered with white leather collocated with purple service counter draws a romantic
andgorgeous fairyimage.

e~

¥ "4...—441"‘.. -
RN S LY

MkLLE s
e TR o L At

Romantic Restaurant 13



o=

P
Rt

; 7 ] |
. ;’ |

14 Romantic Restaurant




Romantic Restaurant 15




