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Not long ago, graphic design in architecture was only thought of as
putting up signs to a building after it was designed and mostly built. It was
a necessity, but was mostly considered as a visual distraction from the
overall design statement.

Then, groundbreaking designers and firms such as Masimo Vignelli,
Chermayeff & Geismar, John Follis and the GNU Group designed a
number of groundbreaking projects, which began the conversation that
graphics could be an important part of the overall architectural design
statement.

Those who ventured into this new field were from diverse backgrounds
including graphic design, architecture, interior design, industrial design,
fashion design and others. This spoke to the wide variety of skills needed
for this form of design, but also suggested that environmental graphics
could be approached from a number of starting points.

Now, graphic design is considered a key element in the overall success
in the design of commercial architecture. As urban areas become more
populated, high quality environmental graphics are very important in
differentiating one office building from another, in suggesting a feeling of
quality or progressiveness to clients, of reinforcing a new brand direction,
or in helping you to make it to your flight on time.

Graphic designers are brought into project in earlier stages of design,
with graphics often considered a significant part of the basic design
approach. Many architects now embrace graphics in the conceptualisation
of buildings and spaces, acknowledging their important role in the
expression of a design, and as a key element in tying together the
function of their buildings with the humans that will inhabit them.

The public, consumers and workers understand the importance of
graphics in navigating complex spaces, enlivening daily experiences, and
making architecture more accessible to those with disabilities or special
needs. The explosion of graphic design in the media has made us all
much more knowledgeable and sophisticated consumers of this visual
data, and requires that environmental graphics communicate the right
message on a number of levels.

Environmental graphics are expected to be functional, visible, unique,
manageable and hopefully to make our life easier and more enjoyable.
They can do the important task of breaking down complexity into small
bites, or to lend visual richness to an otherwise uninspiring space. They
can provide information that can give new perspective and understanding,
and can ease people’s minds in stressful situations. They can stimulate a
feeling of discovery and experiencing things in a new way. They can bring
focus to people’s intellects and emotions, deepening understanding, and
connecting with others.

As the world becomes more mobile, graphics need to be more carefully
considered, as the audience for these visual communications is becoming

much more diverse. Potential cultural issues need to be accounted for in
the potential viewing audiences of these graphics, as colours, forms and
other visual aspects are often as large of a communication factor as the
words contained on the signs.

Also, environmental graphics can be just signs, and we need signs.
We need to know that is a one-way street, that an alarm will go off if
we go out that door, that this is a wheelchair accessible entrance, that
procedures need to be followed at security checkpoints and that this is
our seat at a sporting event. But even these mundane elements, that we
mostly perceive as important visual clutter, can become environmental
graphics, when the designers take the time to consider all of the needs
of those who will use their buildings. All of the potential audiences of this
information need to be considered, from those that work in the space
every day, to those that are visiting for the first time. Flexibility is important
in many types of sign elements, as informational needs change as the
functions that buildings support evolve.

Graphics for architecture need to be designed with careful consideration,
as the product of this design is much more permanent in nature than
in other areas of graphic design. Graphic objects that are initially a
spectacular landmark can become visual blight over time if too much
emphasis is placed on the expression of a design concept of the moment.
This of course is an important consideration in the larger picture of
architectural design also, so project design teams must always stay
focused on both how the objects they design will look and function in 10
years, not just at the grand opening. This requirement varies depending
on the type of architecture, as retail venues look to visually refresh their
shopping centres frequently, while public buildings need to stand the test
of time.

All of these factors make graphics in architecture a challenging and
constantly evolving field, and one that | am happy to be a part of. The
speed of this evolution requires one to keep up with trends in technology,
construction, communications, fashion and culture, as some or all of
these can provide important insites that lead to the right design solution
for a project.

Graphic Design in Architecture provides an extensive current snapshot of
the range of work being done in this vital field of design, by a number of
today’s leading design firms. We hope that you enjoy this book and that it
inspires you to further investigate the great work being done in this field.

Tom Donnelly
GNU Group
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The Principles of Commercial Wayfinding and Environmental Graphic
Design

In any building, especially public spaces, people need continual “direction”
so they can find the way to their destination. The same is true for outdoor
spaces such as pedestrian malls, zoological parks — even roadways.

The science of the design, manufacture and installation of these “sensory
cues” is called wayfinding, and it involves a discipline called “environmental
graphic design”.

Effective signage design and signage placement is essential for the
success of any commercial project.User-friendly navigational systems
must provide simple, logical guidance for users.ldeally, these systems
will also integrate seamlessly with the brand and with the architectural
elements, and feel of the space.

Functional wayfinding systems work in conjunction with architectural
landmarks. For example, major entrance areas in shopping centres and
hotels frequently have prominent names, colours, materials, art and/or
sculptural elements, providing location cues that support wayfinding.

Usually, the simplest and most functional wayfinding systems are the
result of a great deal of planning on the part of experienced environmental
graphic designers and wayfinding experts.

Exterior signage is typically the most visible component of a wayfinding
project, especially in an area with both vehicular and pedestrian traffic.
It's essential that this signage be minimal, yet very clear, so as to guide
visitors safely into the environment at critical decision points. Such
signage should also be memorable, should complement the surrounding
architecture, and should support the brand.

Again, thinking and planning for each individual sign and its placement is
critical before the actual design of the signage can be completed. It's very
important to the visitor experience — and for safety — that all exterior signs
provide users with a clear, confident navigation path.

Once inside a facility, even more specific destination information must be
provided. As with exterior wayfinding, a hierarchy of signage is essential
to interior wayfinding. Interior sign type categories include building,
lobby, floor identification, directory and directional signage and regulatory
signage.

Retail storefronts are the final destination in shopping centres or at
remote sites. The signage for a storefront is a small part of the overall
fascia design, which includes a combination of architectural materials
and display windows intended to catch the potential shoppers’ attention.
Consistency in retail storefront design and signage is intended to provide
consistent branding for multiple or chain stores. Effective signage enables
the shopper to quickly identify the brand and feel comfortable and

familiar with each location.

A key element of interior signage is the “directory sign”, which provides
even more details about the space as a visitor walks up to the sign.
These signs need to be located close to entrances and at major decision
points throughout the space. Successful directory signage is based on
the designer's ability to depict complex elements of an environment in a
simple, universally-understandable manner. Directory signs and “maps”
should be based on the viewer's orientation within a space, rather than a

"compass north" orientation, which can be confusing to first time visitors.

More use is being made these days of international pictograms, multi-
lingual elements and universally-familiar images on signs. These elements
can minimise clutter on maps and signs while effectively communicating
key public destinations such as restrooms, elevators, information kiosks
and stairs.

Experienced wayfinding and environmental graphic design professionals
typically undertake a multi-step process in order to deliver a successful
project.

Step one involves analysis and master-planning including orientation
meetings, regulatory rules, terminology, traffic patterns, etc. Step
two includes schematic design and design documentation, location
plans, message schedules, budgeting and sample work. Step three
involves construction documentation, and the final step is construction
administration and supervision.

In summary, environmental graphic and wayfinding design is a very
involved process requiring a great deal of thought, teamwork, research,
planning and a knowledge of branding.

it Ty

Richard Lang
Visual Communications, Inc
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Design Agency:
BrandCulture
Creative Director:
Stephen Minning
Design Director:
Antonijo Bacic
Photography:

Kris Baum, Stephen Minning
Client:

World Square
Location:

Sydney, Australia
Date:

2008
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BrandCulture were intent on turning this around with the World
Square Car Park, by creating a welcoming environment that
was simple to navigate and easy to understand. Located
in the heart of Sydney’s CBD, the World Square Car Park
is an amalgamation of several car parks situated under the
new developments that make-up the largest multi-functional
complex in Australia. The research showed that car parks
were often quite dangerous and with poor identification of
exits and emergency equipment. The designers applied
innovative wayfinding principles of cognitive mapping and
circulatory navigation combined with integrated and intuitive
design for the best outcome. The solution to the challenge for
pedestrians came through establishing two lines of sight: the
first visible from motor vehicles, using full height icons, giant
type and bold colours; and the second from the more elevated
position of a pedestrian standing. This experiential factor
becames a differentiator between this car park and so many
others around the globe. Meanwhile, every graphic element,

colour placement and typography was considered for its
ability to communicate information concisely and consistently.
Playful, super-scaled level numbers and icon graphics were
combined with blocks of bright, punchy an memorable colours
to help orient drivers and pedestrians from the moment they
arrive at World Square.
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The Hill Country Galleria is a mixed-use lifestyle centre on the FRBHEN R ANZMEEFRL, CFRICTANMK. RTKLE
|—| | | | edge of Austin.The client commissioned RTKL for graphics ANFREARRHFEMFRIRT, SETE—EH. 5. AN
and signage that would be straightforward and utilitarian SMARK. ZRITEAAERBRIRITHIESSAMENERN, FTEEGS
and provide much-needed navigation. The design team saw BRHEE, NERIHER. REMNRITHRIABH, L8 7THEN

CO U ntry an opportunity to take the assignment one step further and RECTH A SR, BITAT SERSERN SN LGHEEREY, HREAT

created a solution that was functional and cost effective but RERGHENARARA. FHEMAEALT. SMEREE, GENE

' that also greatly contributed to the overall sense of place and ARERLSE. HFEMRITRERANEENGRENSE, FAMR
a < erl a > > customer experience.The resulting programme reflects local ARAN, BFEIHEZH. FAKFS. BEFERS. TARBEIANE
Austin character without being overly thematic. Materials and BT —MFE. Rk N EERRE.
%/J\ FREFF 1B details imitate the rolling countryside and feature local white

limestone, rusted steel faux finishes, exposed bolts, and an
agrarian based colour palette. The logo, inspired by traditional
ranch brands, is simple, yet powerful, leaving a distinguished
mark throughout the entire environment. Directional markers,

parking signs and pedestrian directories form a space that ‘ I N i | P ﬂng aragE B
feels comfortable and honest yet unique in character. i s | _ . ) | : iy 1 P a .. ﬂg Ga ragé {

Design Agency:

RTKL Associates Inc.
Photography:
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Design Agency:
RTKL Associates Inc.
Photography:
David Whitcomb
Client:

Bellevue Square
Location:

USA

Date:
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Bellevue Square is a family-owned but nationally known
retail destination. RTKL was hired to renovate Bellevue
Square with the intent of upgrading its finishes to match the
design quality of a recent mall expansion and of adjacent
new mixed-use projects developed by the mall's ownership.
A restrained palette of wood and glass was strategically
added to complement existing exposed concrete columns and
bulkheads, transforming an industrial space into industrial chic.
New lighting rectifies long-standing issues with dark areas,
mostly through the installation of indirect sources in coves and
pockets. Great attention was paid to maintaining the simplicity
and integrity of the original design. RTKL is working with the
local architectural firm who first designed Bellevue Square
in the 1970s to ensure that the transformed spaces are
embraced by the long-standing and loyal clientele of Bellevue
Square.
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Design Agency:
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Photography:
David Whitcomb
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Prominently located on major highway encircling Moscow,
Metropolis represents a new generation of commercial
development for a burgeoning region of the city. The 315,000-
m? retail and office development had two goals — introduce
a modern mixed-use environment that supports around-the-
clock activity while creating a sophisticated space that fits into
the local setting.

Inspired by the energy of city centres, the design of Metropolis
mimics an open-air street scene. Retail corridors that
resemble shopping boulevards employ colours, patterns
and finishes to transform individual storefronts into dynamic
facades. Various architecture details continue the aesthetic of

an outdoor lifestyle centre including a grand plaza and garden
that form a junction between the retail component and three
office buildings. With close proximity to public transportation,
Metropolis is a celebrated extension of downtown Moscow.
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360°

Vall >>

360° &

Design Agency:

RTKL Associates Inc.

Photography:
Mitch Duncan
Client:

Tamdeen
Location:

Kuwait City, Kuwait
Date:

2009
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While retail developers and designers around the world strive
to create places that encourage visitors to linger and to return,
nowhere is this task more challenging than in the Middle East,
where the harsh desert climate keeps residents indoors for the
majority of the year. For the design of 360° Mall, RTKL was
commissioned to create a hub of retail, entertainment, and
leisure offerings that would act as an indoor civic centre and
an extension of everyday living where residents and tourists
can gather to socialise and shop.

The design of the 1.4 million sf centre, which is located at
the intersection of two major highways, is configured as a
journey that highlights the natural and cultural features of its
location. The name 360° guides all elements of the scheme
and references organic and manmade symbols, from the
rotation of the Earth to the needle on a compass, an important
reference to the historic Arabic art of navigation. The distinctive
rounded exterior comprises a carved limestone fagade
surrounded by lush landscaping and water features. Inside,
visitors progress through a main entry and into a techno hub,
a versatile space designed to showcase information about
the centre and its sponsors. The retail diagram unfolds in two
opposing concourses, "day journey" and "night journey". The
design elements in each concourse — from lighting to graphics
to interior architecture — respond to the qualities implied by
"day" and "night". At the intersection of the corridors, a three-
level crescent-shaped atrium features bronze screens that
reinterpret traditional Arabic patterns.
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Alexa
Shopping
Centre >>
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Design Agency:

RTKL Associates Inc.
Photography:

David Whitcomb
Client:

Alexa Shopping Centre
Location:

Berlin, Germany
Date:

2007
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In the heart of the former Soviet territory in East Berlin, RTKL
was commissioned to contribute to the redevelopment of
Alexanderplatz, a historic central plaza at the heart of Berlin
cultural life in the pre-WW2 era. The resulting design for
"Alexa", a mixed-use retail and entertainment centre, uses a
daring, sophisticated 1920s woman as its fictional muse to
evoke the area's rich artistic past.

The interior architecture and layout of Alexa are reflective
of its exterior, designed to establish the development as the
centrepiece of the square. The highest floor of the building,
topped off on two sides with a plated gold "Alexa" logo,
contains a cineplex, bowling alley, and state-of-the-art health
club. The lower floors are a stimulating mix of natural light
and vibrant colours, populated with a variety of specialty retail
and dining options. Throughout the building are large-scale
art-deco murals and bold, freestanding sculptures. Encased
by glass ceilings and wide, sweeping hallways, the artistic
mood of the interior calls to mind the centre's heyday while

establishing its promising future.
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Ingelsta
Shopping
Centre >>
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Design Agency:

BVD

Designer:

Carin Blidholm Svensson
Creative Director:

Kina Gisenfeld Herner
Client:

Eurocommercial Properties
Location:

Stockholm, Sweden

Date:

2008
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The concept was based on the idea "Communication to the
big and little ", which was executed on all levels. The graphic
identity has, for example two symbols, a large and small dot.
As well, all signs were designed to communicate in duplicate:
one message at adult level and one at eye-level for children.
The mascot "Inge” was created, and, along with his companion
characters, placed out in the environment and printed material.
The kids even got their own little toilet, their own café tables
and even their own little menu with mini-cinnamon buns.
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Ticket

Shop >>

L

Design Agency:

BVD

Designer:

Carin Blidholm Svensson
Creative Director:

Rikard Ahlberg

Art Director:

Bengt Anderung

Client:

Ticket Privatresor AB
Location:

Stockholm, Sweden
Date:

2009
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In collaboration with Koncept Arkitekter, BVD created the new
shop concept, based on the idea of “that special buzz”. That
particular feeling comes when you are just about to embark
on a trip. Typography and graphic symbols are similar to those
found at airports. The red colour has been made brighter
and livelier. Texts and pictures have been given a new tone,
which helps to increase the “buzz”. The new desks reduce
the distance between clients and sales staff and increase the
feeling of openness and personal contact.

Jorden har blivit
rena himm alril_(et.
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Pressbyran
Rerall
Store >>

PressbyranZ & &

Design Agency:

BVD

Designer:

Carin Blidholm Svensson
Creative Director:

Rikard Ahlberg

Art Director:

Johan Andersson

Client:

Reitan Servicehandel AB
Location:

Stockholm, Sweden

Date:

2007
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BVD was comissioned to design Reitan Servicehandel AB
Retail store's concept, communication and signage system,
interior design, both in Pressbyran Sweden and Narvesen
Norway in 2007.

The previous retail concept from 2002 worked poorly,
especially in the areas of communication, function, and quality.
Pressbyran and Narvesen were in need of a concept that
could be used in both chains, while at the same time keeping
the distinctiveness and identity of each brand.

Flexibility and scalability were priorities, as were keeping
down construction and operation costs. Due to increased
competition, Pressbyran and Narvesen needed to strengthen
their respective brands.

BVD created a modern hub with everything that the modern
big citizens need. The intention was to turn Pressbyran into a
destination, rather than an institution
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Stads-
schouwburg
Haarlem
Theatre >>
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Design Agency:
Thonik

Designer:

Thonik

Client:
Stadsschouwburg Haarlem
Location:

Haarlem, Netherlands
Date:

2009
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Thonik examines for the house style of the Stadsschouwburg
Haarlem how a flexible graphical image can provide a strong
identity for the theater. The studio designed a house style
in which notions of glamour, light, glare and shade form the
starting point. The mosaics in the interior form the basics for
this design. The result is a specific font that can be used as
text, image and logo. A text or logo of the Stadsschouwburg
Haarlem are never the same, they are literally always lit from
different sides. Besides the new identity Thonik also designed
the signage of the building and together with fashion designer
Alexander van Slobbe the clothes of the staff.
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Annenberg
Community
Beach
House >>
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Design Agency:
AdamsMorioka, Inc.
Client:

The City of Santa Monica,
California State Parks,
and The Annenberg Foundation
Location:

USA

Date:

2008
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The Annenberg Community Beach House at Santa Monica
State Beach is a public facility with club-like amenities located
on five acres of oceanfront property. It sits on a site which
was once the opulent private estate that newspaper magnate
William Randolph Hearst purchased for his movie star
paramour Marion Davies. Later, the property became the Sand
& Sea Club, a limited-membership beach club. Although only
the guest cottage and pool remain from the original structures,
an extensive ten-year restoration resulted in new beach
recreation areas, tennis and volleyball courts, snack bar,
meeting and event rooms. AdamsMorioka created the identity,
the wayfinding, ADA, and informational signage system for the
Beach House.

AdamsMorioka worked with The City of Santa Monica, the
Annenberg Foundation, who provided an endowment for
the facility, and Frederick Fisher Partners, Architects on the
project. Taking cues from the original Hearst architect, Julia
Morgan's work, AdamsMorioka developed a vibrant colour

palette and kinetic system of interchangeable beach-inspired
icons that anchor the identity. The design revolves around
the idea of stripes, which echo the verticality of the new
freestanding pool house column structures as well as the
many palm trees that surround the property.
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Migros
Do [T +
GARDEN

Retail Chain >>
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Design Agency:
AdamsMorioka, Inc.
Client:

Migros Dolt+Garden
Location:
Switzerland

Date:

2009
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This project is a development of a wayfinding system for
Migros DO IT + GARDEN to get on the shortest way to the
product.One of the fundamental measures in the context of
the repositioning of retail space by DO IT + GARDEN Migros
is the fast, simple and clear guidance for the customer with
verbal and illustrative elements (name and Pictogram) as well
as colours.The designers assume that in future, the DO IT
+ GARDEN must make do with fewer staff. This means that
customers are increasingly dependent on information support.
Development of a pictogram signage system for the Migros
DO IT + GARDEN, which is used nationwide.
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Moskau
Orientation
System >>
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Design Agency:
Moniteurs GmbH
Designer:

Heike Nehl,

Anne von Borries.
Maximilian Mittermeier
Client:

Moskau GmbH
Location:
Germany

Date:

2009
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In 1964, in East Germany a restaurant opened with the name
“Café Moskau” in the owned building of the “Volk” trade
organisation. Especially the transparency and lightness of
the architecture through the open atrium structure is unique.
Moniteurs developed the corporate design and the signage
system for Moskau, which now offers space for events,

conferences, exhibitions and marketing-events to the ewerk
GmbH. The design portrays light, the universe and planetary
constellation — for the grand opening ceremony, an original
sized sputnik, a present from the former ambassador to the
USSR, was installed.
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Dot
Shopping
Centre >>
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Design Agency:
Shakespear SRL
Designer:

Juan Shakespear,
Martina Mut,
Gonzalo Strasser,
Joaquin Viramonte
Client:

Dot Shopping Centre
Photography:
Alejandro Calderone
Location:

Argentina

Date:

2010
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Dot is a new technological Shopping in central Buenos Aires
mostly targeted to women and young people and the logo
comes from the architectural project.

Once the name and logo has been defined, Dot applied the
Visual Identity to all items of communications as wayfinding,
parking, publicity, printed material etc. Dot colours — unique
in Buenos Aires shoppings — express a friendly and dinamic
palette dedicated to the mentioned target. The designers also
design a type for the logo, later called Dot tipography.
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Galerias Pacifico is a down town shopping in Buenos Aires L F A EERT SRR 2 Z & FERIE Y O BC R T RN

1
G a| e rl aS mostly dedicated to foreing visitors and high life. The logo has R E 2K 5ISFoR. BFEH. B, RSN ELR
been applied to all items of communications as wayfinding, TG FRIRBA R .
Pac H:i C parking, publicity, printed material etc. _
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Design Agency:
Shakespear SRL
Designer:

Juan Shakespear,
Lorenzo Shakespear,

Ronald Shakespear

Client:

Galerias Pacifico Shopping Centre

Photography:

Galerias Pacifico Shopping Centre

Location:

Argentina

Date:

2007
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Stadium
Outlet >>

FEGERITHE

Design Agency:
BLINK

Designer:

BLINK

Client:

Stadium Outlet
Photography:
BLINK

Location:
Sweden

Date:

2010
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“The in-store warehouse” — use classic warehouse design
elements to create a contemporary look and feel. Stadium has
since the end of 2009 opened 8 outlets with huge success.
The #3 most profitable Stadium store is currently a Stadium
Outlet.
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Simplistic, functional presentation with B2B-look and feel.The RITEL. RERIEGR. BB ARKB2BINIAIRE . BITRER A K>
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colours, wood, galvanized metal, logo burned onto material. iz L.
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Design Agency:

BLINK

Designer:

BLINK

Client:

Granngarden Country Life Stores
Photography:

BLINK

Location:

Sweden

Date:

2010
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China

Town

Vall >>
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Design Agency:
Dot Dash
Designer:
Irené Ostash
Client:

Brisbane City Council

Photography:
Irené Ostash
Location:
Australia

Date:

2010
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The Chinatown Mall in Fortitude Valley was first opened in
1987. In 2009, the Mall was redeveloped by a collaboration
between architects from Brisbane’s sister city, Shenzhen ,
Brisbane City Council and Urbis.

The new suite of signs reflects Chinese cultural elements
whilst also referencing the new modern redevelopment.
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Westfield
Shopping
Centre >>
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Design Agency:
Pearson Lloyd
Graphic Designers:
Atelier Works
Designer:
Pearson Lloyd
Photography:

Phil Sayer

Client:

Westfield London
Location:

London, British
Date:

2008

078 >> ks

PearsonLloyd was commissioned to create a set of wayfinding
products for the Westfield Shopping Centre in London. The
object of the project was to create a comprehensive design
language for the wayfinding products that could carry the
different information and signage systems throughout the
Shopping Centre. This included digital information points,
digital advertising space, orientation signage and markers, as
well as concierge desks, and information terminals.

Westfield is a large development with 1.5million square
metres of shopping space. A sleek and modern urban mall,
the environment is to feel light and sophisticated, with lavish
storefronts and spectacular features such as sweeping
staircases and an undulating glass roof. The challenge
lies in creating a set of wayfinding products that is at once
expressive, yet complements the various features of this lush
environment.

The result is a family of white, sculptural products that are at
once impressive, yet unassuming. The forms are elegant and
fluid to reflect Westfield's refined shopping experience. The
forms morph organically to deliver the different wayfinding
products. Made in Corian, these self-finished products can be
easily maintained.
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Maison Corbeil is a Montreal furniture retailer. Its products are BRRNRE-REFFHARRATERS, HFRNEREFN. 4.

1
I\/l al SO n characteristically simple, pure and elegant. Over the past 35 fifE. ELEMISFE, ZTEEFCERNRERITNEIL. ZARIEH
years, this local institution has become the first stop for the ERURBRIFZE, BELANBRT 4, BELRAL, BEFE
! serious home decor shoppers. The company takes a global ZREo BER, B RIUR—EZFARMIR T TIEE I HRHRIEH
CO rbe | | approach to home design, where established classics and the FF&RIT RITIHSRIEIRIT M M, BB D AGRHET. %R B MR

latest trends harmonise in a unique combination of perfect TARBY. HENES, BIDEEZ, 8FFRER. BPB. ER
MBI SHRRIAR AR HI M ko

| taste and comfort.
U rn | U r( > Maison Corbeil has entrusted Paprika studio with their brand

. development for many years. The designers aim for unfettered
Re‘tal | er > > consistency that can evolve with the times. That means the
design sticks to the company's precepts of simplicity and
elegance for everything, be it a catalogue, prospectus, interior

ﬁ*"} : $4Jrl\ﬁ}§E§%E or exterior signage or their website.

o

Design Agency:
Paprika studio
Creative Director:
Louis Gagnon
Designer:
Francois Leclerc,
David Guarnieri
Client:

Maison Corbeil
Location:

Japan

Date:

2010

W
HMRIT TIER
BIERA:

2% 5 1 g 49
el
FPRRHFTER,
KB t&eHL
BR:

B RNFRAZER
A

[ZF:N

IR

20104

082 >> wWlEHR Commercial >> 083



MEDICAL >>

77

084

Introduction

As principal of the environmental graphics consulting firm Formation, | know
that there is a wealth of information readily available on the internet or in printed
publication about wayfinding in healthcare. Much of the content describes how
successful healthcare facilities realise that good wayfinding is synonymous with
good patient flow, and that applying simple organisational, architectural and
graphic principles not only reduces patient stress and anxiety, but can lead to
improved patient outcomes, profitability, safety and staff utilization. While all of this
is true and important to us at Formation, | would like to focus on our approach.

Form Relationships with the Architect

Our office embraces a philosophy of working closely with the architect to integrate
wayfinding into the architectural building design in order to optimize circulation
through a facility and infuse a sense of intuitive guidance into the surroundings.
This critical input provides architects with a patient-user viewpoint that addresses
their emotional and physical needs, as well as assistance in solving the owner's
demands for functional service spaces. Wayfinding systems can easily show
benefits of reduced staff involvement with lost patients. Providing this level of
new effectiveness in a new facility is in many ways the work of the environmental
graphic designer — a specialist who represents the voice of the patient family.

Our best projects are the ones that we engage early in the design process and
are completely in sync with the goals of the architect. We form a close working
relationship with the architect and interior designer to understand or help create
the design rationale of the overall project. This kinship and trust is important,
because there are many projects in which we challenge the design of the building.
We ask questions like “How can the physical space be altered to accomplish
better circulation or clearer visual cues”, “Can donor recognition be integrated into
the architecture” to create visual landmarks, or “How does a patient know which
door to enter, and can we identify the entrance in a more architectural way without
a sign?” These are opportunities to simplify the visual clutter that typically comes
with the additive nature of a “signage system”.

Tell a Story

Conceiving an intuitive and expandable wayfinding strategy for a healthcare
environment is a challenging engagement. Clients come to us to resolve issues
that exceed simple signage solutions. Examples include naming and nomenclature
inconsistencies that have existed for decades, integrating marketing messages
and directions given via technology solutions, or creating comprehensive branded
environments. Having a finger on the pulse of so many initiatives necessitates a
well orchestrated story about the patient journey, illustrating the hospital’s public
image and the various interactions a visitor encounters.

By producing a detailed patient journey story, we describe the needs and conflicts
of the patient, and give our work a sense of humanity. Stories typically begin
from home with a pre-departure patient communications packet they receive with
a customized map to their destination, brochures and a website for additional
information. During their journey, the story describes how the address on their
GPS technology is coordinated with the address of the hospital parking, how to get
to the correct front door, and how they are greeted at the lobby. We direct them to
the correct elevator, to the patient room, from patient room to an amenity (like the

gift shop or cafeteria) and then back home. We paint the story with broad strokes
about the overall experience, by always describing environmental conditions
beyond the physical signage that effect the first time visitor’'s wayfinding
experience. The story will inevitably tell the tale that less is more, and confirms
that integration has tangible value in a complex environment.

Test the Design

Formation utilises qualitative and observational research to test several wayfinding
system options with hospital user groups. The goal is to gain insight into how
people will use the system, how they interact with spaces within the hospital, and
what improvements or innovations are needed. This research allows us to uncover
unspoken cultural and social patterns that shape visitor behaviors, and ultimately
interpret this information to help form a wayfinding system recommendation for the
hospital.

In order to ensure adequate collection of data from the diverse pool of visitors, we
utilize focus group, quantitative survey and on-site interview based methodologies.
In each method, wayfinding system options are presented to staff and visitor
comprised focus groups. Each system showcases key features that distinguish it
from the other option. We present large storyboards depicting a typical wayfinding
scenario for each wayfinding option, followed by questionnaire surveys to gather
initial user opinions. Subsequent focus group sessions are conducted to gather
general comments from each group represented. On-site interviews are also
conducted in a similar fashion with hospital visitors selected at random in the
hospital waiting areas.

We can implement improvements to the wayfinding system based upon user
input and identify different user needs (staff, outpatient visitors, inpatient visitors,
patient guests, etc.). Additionally, we can implement the data retrieved to improve
colour legibility, hospital nomenclature/ naming conventions, fonts, character sizes
and legibility. We gather information about which internal destinations should be
highlighted on maps (key destinations) and the public path design as integrated
into the wayfinding system. All of the findings and feedback gets shared with
architect to influence any design tweaks.

Implement the Design

To ensure that our processes are implemented well, we typically get a reputable
graphics fabricator involved early on in the project to assist us with construct-
ability issues and to produce mock-ups for client comments. Architects and owners
appreciate an advanced understanding of the quality and aesthetic of the signage
because it eliminates the unknown at the very end of a project. This feedback
allows for us to document the graphics with better accuracy and for pricing to meet
the client’s expectations.

In summary, Formation focuses on interactions with people, understanding the
unique cultures of our clients and hopefully bringing humanity to our work. Our
process allows us to create experiences that are considerate to the users, and
integrated into the built environment.
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Philip LeBlanc
Formation
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Design Agency:
Designalltag

Client:

Zuger Kantonsspital
Location:
Switzerland

Date:

2008 - 2010
B
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The Zug Cantonal Hospital comprises three hospitals: the
Department of Surgery, the Medical Clinic and the Women's
Clinic. These priorities are complemented by the anesthesia/
intensive care, diagnostic radiology and the emergency centre.
Each year this hospital care for and treat approximately 8,700
inpatient and 30,000 outpatient patients.

Designalltag developed a comprehensive wayfinding
strategy and master plan, then coordinated the tree-year
implementation of this strategy. Implementation activities
included design development for all wayfinding components,
construction documentation, and supervision of all fabrication

and installation.
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Design Agency:
Designalitag

Client:
Pflegezentrum Baar
Location:
Switzerland

Date:

2008 - 2009
RITHE:
Designalltagig it 55 Fr
BH:
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g
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Nursing Home
Pflegezentrum
Saar >>

The Care Centre Baar has been equipped with a modern
architecture. The types of information have been incorporated
into the colour and architecture.

The project design parameters reflect the intent of the client,
whose objective was to go beyond signs in developing a
unique, site-specific wayfinding programme that works on a
variety of levels to enhance the appearance, interest, and
function of the hospital environment. Meetings with the client
and architects explored opportunities to create a meaningful
identity for the facility and different interior spaces. The
designers determine an appropriate, functional palette of

options for the sign system programme.
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Design Agency:

fd2s

Photo Credits:

David Omer

Client:

Lance Armstrong Foundation
Location:

USA

Date:

2009
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Founded in 1997 by cancer survivor and champion cyclist
Lance Armstrong, the Lance Armstrong Foundation (LAF) has
raised more than $260 million for the fight against cancer.

fd2s designed a graphics programme that turns the building's
public spaces into a venue for conveying the mission, history,
and achievements of the LAF and its many constituent groups,
while also providing opportunities to recognise LAF donors.
A recurring motif of the programme is a yellow band with
recessed or cut out type, which is a tribute the foundation’
s most recognised symbol, the yellow wristbands that have
raised tens of millions of dollars, one dollar at a time.

A low-key, backlit, stainless-steel panel on a repurposed
warehouse wall serves as the building’s primary identification
element, and the large yellow band in the glass-walled

reception area can also be seen from outside.The yellow
band in the lobby makes a strong statement, replicating the
organisation’s signature “Livestrong” wristbands.
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The University
of Texas

M. D. Anderson
Cancer

Centre >>

XESRFEHAFRERBEESF O

Design Agency:

fd2s

Photo Credits:

David Omer

Client:

The University of Texas M. D. Anderson Cancer Centre
Location:

USA

Date:

2008
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One of the world’s largest and most prestigious healthcare
institutions, M. D. Anderson Cancer Centre operates in an
enormous — and growing — physical environment. fd2s began
the project with an in-depth analysis of the needs of M. D.
Anderson patients and visitors, and the staff that serves
them. The elements concepted, designed, documented, and
produced by fd2s in the implementation of this strategy were
extensive, and the effort involved close coordination with staff
from throughout M. D. Anderson, ranging from facilities and
information technology to marketing and public relations.

The wayfinding system is based on a “pathway and landmark”
approach, which helps to simplify the extremely complex

environment. The signage components’ modular frame system
uses digital output produced on-site that can be replaced
without disturbing walls and interior finishes. Access is icon
based, and the entire system is designed to accommodate
users with varying language skills and cognitive abilities.
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Children's Hospital Boston asked Two Twelve to create a new REWILEERERN+ DRI ES A EITE— N FNBRX 5 SRR

' |
C h | | d re n S campus wayfinding and signage master plan for its 130-year 4, FHASMIHF130FER A LA TR BRI R BAMI . ZH L T3S
old, 5-building campus. S| SRR S AT AE I SEME . AR S FAFEE AR T AR X ERER
The plan included analysis and strategy for wayfinding and RIS EES.

1
| | OS p |ta| signage, the design of sign types and graphic standards, and

oversight of the initial pilot implementation in selected areas of

Boston >>

B EER

Design Agency:

Two Twelve

Creative Director:

David Gibson,

Cesar Sanchez

Designers:

Ellen Conant,

Chris Dina,

Sun Yang,

Dominic Borgia
Photography:

Anton Grassl

Client:

Children’s Hospital Boston
Location:

USA

Date:

2004
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CHOC
Children’s
Hospital >>
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Design Agency:

Formation

Creative Director:

David Hoffer, Philip LeBlanc
Designers:

David Hoffer, Philip LeBlanc, Erich Theaman
Photography:

Philip LeBlanc

Client:

FKP Architects

Location:

USA

Date:

2006 — 2012
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Formation is providing wayfinding strategy and design services
including interior, exterior and donor recognition campaigns
for the new 425,524 sf hospital tower. Formation was
initially involved in the building and campus design, allowing
Formation the opportunity to fully integrate identification,
wayfinding and donor graphics into the architecture. Floor
patterns, sculptural details, oversized dimensional copy
and kinetic sculpture help engage children while aiding in
wayfinding and the overall visitor experience. Wayfinding was
a major element, with travel and navigation guides woven
seamlessly into the interiors.
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Design Agency:

Formation

Creative Director:

David Hoffer, Philip LeBlanc
Designers:

David Hoffer, Philip LeBlanc, Erich Theaman
Photography:

Chan Do

Client:

Jones Lang LaSalle
Location:

USA

Date:

2007
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Formation provided logo design, place making and wayfinding
design services for the exterior, interior and parking garage
of this 300,000 sf 13-storey medical office building/hospital
located in the Texas Medical Centre. The building tenants
include medical offices as well as a 68-bed long-term acute
care hospital. There is a health club facility that anchors the

east end of the project and a public park at the west side of
the project. The building acheived LEED gold certification.
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Nationwide
Children’s
Hospital >>

EEILEER

Design Agency:

Formation,

Ralph Appelbaum Associates
Creative Director:

David Hoffer,

Philip LeBlanc

Designers:

David Hoffer,

Philip LeBlanc,

Erich Theaman

Photography:

Philip LeBlanc

Client:

Nationwide Children’s Hospital
Location:

USA

Date:

2007-2018 Phased Implementation
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Nationwide Children’s Hospital is ranked as one of the
nation's ten largest children’s hospitals and pediatric research
centres. To begin the engagement, Formation completed a
comprehensive wayfinding experience audit and onsite focus
group research to understand the complexities of the campus
and behaviours of the various users. Data from this research
is being used to inform a unique and personalized wayfinding
experience for Nationwide Children’s. An important component
of this experience was reevaluating the way hospital staff
described destinations when giving directions. Formation found
that in many cases, the staff used conflicting names for many
of the primary destinations, causing confusion for visitors.
Formation is currently implementing a new nomenclature and
naming convention for all hospital destinations.

In addition to the New Hospital Tower, Formation has been
engaged to implement the interior and exterior wayfinding
master plan for the 1,494,500 sf renovation of the existing
inpatient facilities, outpatient facilities, support and office
facilities, and parking structures. Working with the hospital
Foundation, Formation is providing standards for a
comprehensive donor recognition system as well as specialty
donor campaigns. When completed, Nationwide Children’s
Hospital is expected to be the second largest pediatric hospital
and research centre in America.
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Auburn
Hospital >>
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Design Agency:

Buro North
Designer:

Soren Luckins

Dave Williamson
Tom Allnut
Photography:

Brett Boardman
Client:

Brookfield Multiplex
Location:

Australia

Date:

2009
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Auburn Hospital is a 120-bed acute care health facility on the
eastern border of Sydney The West Area Health Service.

Biro North was enlisted to create signage design for this
complex, busy and stressful hospital environment.

A strict colour palette was chosen to work with all the interiors
and with the overall hospital theming while maintaining a high

level of legibility and wayfinding function.

Pattern was employed as a visual language to strengthen and
coordinate with the hospital's overall theme and art/feature
wall.
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Design Agency:
fd2s

Creative Director:
Mark Denton
Designer:

Mark Denton
Photography:
David Omer
Client:

The Texas Medical Centre
Location:

USA

Date:

2007
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In developing the wayfinding master plan, fd2s worked very
closely with TMC staff, as well as with members of the TMC
Ad Hoc Committee on Wayfinding. Members of this committee
were briefed regularly on the status of the project, and also
participated in a number of work sessions. In addition, fd2s
team members also met directly with high-level representatives
of TMC member institutions, gathering information about the
institutions’ immediate needs and future expansion projects,
and generally working to build a consensus for the concepts
being developed, which helped to smooth the later efforts to
achieve buy-in from all stakeholders.

The underlying logic of the wayfinding system ties particular
destinations to landmarks, which take the form of large

“numbered entrance” monuments. Directional elements on
roadways leading to the Medical Centre guide users to these
landmarks, and from there more specific wayfinding signage
takes them to the appropriate institution entrance.
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