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FutureVision:

aesign
in 2019
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Looking ahead a decade to predict the
future of interior design, is an aftempt to
address two main questions: Who will our
clients be ten years from foday? And
what areas and types of services will they
need, be it for offices or residential? Let's
start by taking a closer look at where the
forecast is heading toward the year 2019.

CHANGING TRENDS REQUIRES
ANTICIPATING OVERLAPPING LEVELS
OF INFLUENCE:

.- Long term (10 years)

Looks at the possible evolutions in lifestyle
and technology

Mid-term (5 years)

Looks at secio-cultural developments

. Short term (2 years)

Considers contemporary trend-setters-
individuals, processes, groups, events, elc,
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UPCOMING OFFICE & WORKPLACE

g o Jonalhan Beed-Lethbridge, UK design direcior of
i Harmson, senior associale al the Helen
1 les 4N & imnovalion tlapariment al Landomn’s
ge of Art: Mick Vilalan of nGenera, |lohn Vasellinag of
Cenenlach, and Doranne Coller-Lockard, an infarmalion and

valems management consullant, their collective precins are
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slafions slarfing 10-15 veors apo-ergonomics, accassibility, Taxibility
aftertion 1o malerioks and waoll space, elc. dra now bedng applied ta tha

affices’ soclal spaces I money will be spent on IMpraving soclal Spaces

Socinl spoces no longer meon only ha fancy lobby, gues! washrooma
Yisilor boordreoms; the “lirst imprassion spacas” elc., bul Tha Incragsin
naed fof Infra-company 2ocldl and cammunicalion spacas. Thase spoces
oan also woark o help beter infedgrafte out-of-ofice Workers imeo

carporgta environment when they do coms in Thiz will inchuda

rooms, break room, maating spoces and more

« Frvironments thot work Wil o mudl _:-.'||-_'|-|| onal workharc
BMpioyEes—maintain na zocial ond ooodemic osg
youngar empioyess, o spoca they o prods ol
amployvess, o spaca whara thay can fael “al h

OFFICE FUBRITURE




¢ & "Enowladge economy” puts high value on
inking and communication. [Ts impaerand for
offlce deslgn to tociiihte fhis procaess, nod
hinder i; i.e., sowwy product and uses

« Maorth Amarica is sl omoZingly conservaliva
whert B comes o office design, mamy mikes o
cublcles with & foof partfions. Imogine what the
1.5, could do if they droppad fhe panal height
ond storted lolking to aoch ather! Think open
spacas, modarn Hghting, streamilined worksld-
Home with corresponding equipmaent fechnology

« Scandinavia, kustralin ond evan racenlty tha
UK. appear 1o ks mora prograssiva in lerms of
offlce ko, space plonming, eic. Researching
why and fransioting fhat methodology of suc-
cass in design, eficiency ond cost-gffaclive
measutas 1o ha Norh Ambeficot markat could
be dquiks cdvanlagaous,

* For new buildings or guf renabs, sustoinabill-
by will b Key. Onae of the higgest effords will ba
oboul Eedpdng The sunbight oul [axcassive
hestharmiul UV roye), but the doylight in
(brightar lighi ondfor solor usesd and nohural
vaniitalion. IF's abowl energy ond rasource con-
trod al o lof of diflarant lavels.

& Sloirpozes are importont connectors rohear
than alevators. Visuol, emolional conmacions
halp focililats convarsobion with  co-workars
miare thon Tast alavalors, and are an axcallam
MiIng for almaos! dalhy eosy-GeoEss auercise,

= A confinuad blending of residantial alameanls
imlo commarcial destgn, malarlals and faobaras
that are part of home design--rocking chalrs,
gaorden plofs, “homey” materiols such os knits,
gle, invade officas looking lo creale an exen-
slon of Ma cosual home environmeant,

0 CFFCE FURMITURE = DESGN | tell os

= |n raverse, ovarall graater lavels of domestici-
by wihare wolk has imvadad the home, La. the
home affice will colenize the office environmant
for o mare profassional ambionce

= [ua o incransing lechnology and cosl, officas
will faad lo answear Ihis quaston: If paople can
wirk from anywhaers, where can they do thelr best
wiark? (Then support fhat environment in prod-
ued, dazign, eommunizafion kchnologias, ala

= Habiayar, fechnobogy phays an ever incraosing
role in the concept of comigrt. Sensors embed-
dad infn malarials will monitor & mainkain micro
(i.e. "parsonal™ anvironmants. For axampla, an
grgonamic fask chair that detecis fension in your
pock and works fo odjust your posturs or avan
provides o mossaga will ba populor,

Mote: peopla ara spending maore lima al work
ond e companies that make an efford fo
make offroctive, comiorfable work
spaces will be fhoza hal lock
afila e bas! qualifled akam
Think stylish breok rooms,
doyoore or sockal areo for
childran {even pels): cofa
of canfing anvitenmenl
for attar-hours client
natworking

= Think of chanpge as
0 plocass & o funchion,
It's regorded differently by Boomersfoung

Seniors vs, the vounger generation coming infa
the workploce, Far oldar amplayaes, chonga is
samalfing youd have o odjust lo. For younger
wiorkers, chonge just Is. e progresehe, eic,

= Youngar workers will oflen nol wail for change
lo hapgan bulwill atfect Itwithfoton hamsavas,

By 2016, 47% o
the US workiorce will be
Gen Y or younger; digital
_ nhollve workers will
. react and Inleract
differently than
the Boomer
- generation.

# Tha idea of o “corporala cufure” will nead 1o

chonga fram e "ong way we all hink”™ 1o ha
mamy waye of individuols working fogathar, no
longer just one woy

= Tha group following Gan Y will bring o lha
warkplace thelr own S&l of parsanal nafwarks
that are themselves, d valuoble ond expected
nssal to their company

FUTURE CLIENTS:

Generation C

Here 1= the new consumers; a Bvpe thal
ruts across demaographic and geosraphic
houndaries demanding a different
relabonship._. Generation C,

C stands for:
Creote + Curate, Confent +
Communities with Conscience

CREATE acknowdedpe« | b
consumer of cliesnl as
Co-Crealor. Companies
immersed in GenC are cre-
ating goods, services and
experiences in close coop-
eration wath (or for) the
sy, expenenced and cre-
ative cuslomsar. A peed for
erealivily explodes & conlent-
erealing tools help unleash i

CURATE means consumersend users are
following a new type of style setler. These
contemporary curators of sivle and (aste
are well connected with their audisnce
through Bogs, chat rooms, open-

acress file shaning sites, leacing 1o a
sharing of informabion.




CONTENT development = no longer
expensive « lechnology allows ws to create
internationally availahle cantent alimosi
instantly, The most compelling content &
novey persomal and emoticnal, not jusl

disinterested third-pary obserabions.

COMMUMNITIES now Hourish on-lina
while soriologists sill despair over the
anonymity of much of contempaorary life
Vibranl commumiies consist of like-

e lesd consumers, g Iuifing oirlirie,

CONSCIENCE filters from the hath the
!'-.'-'l--d]“-'-i.I'1.IE.-'I=. Breen, rech e r'r-.'"-'-.cl .I!1I'|
the localvist communilies thal were
|||:|_|r|--4|'|'i_; [ el f] |_-|':|:|-'|' ||‘.I' O ICHTING

o nlurm The CONSCIENTIUS CONSUImer &
--':-!'I.|||!.' '|'='|'||'l|'-hii. g, wilh |‘::I.’i'l'.|h|='~' hiased

on a brand’s ethics & percenved value

FUTURE SERVICES:

The Experience Economy
Clisnt= are minre --'=|:-||"-I=|'.-I|"| TiR LR
miore informed & demanding. In order 1o
capture their attention & ultimately their
dollars, fransacions musl e sensory,
engagng, personal, and contribute [o the
pEvchaldogical or physical well-being of the

I"'III Laser

The Design Economy

The conlemporary parcH luehon of pooxls 1=
lasaar] an the anlersaction of "wlility'' and
significamce.” Litility means thal the prodl-
LWL or SeryIce ImilED wWorks. "'l'_:.’;lllu'l'f'.'ll'li'l:"

OTHER
Ematianal §air-femiimant,

spirthasiity, desie for dedper
Insering. cannetson |o e2hars:

tamily, friend, commurifty

PLEASURE
narcissism, excifement

DRIGINS

denfity. ecalogy, ethice:

WELL-BEING
Enengy/vitality, woliness, anfi-strass,
onf-aging, individual candnol

means Lhat 1f o=t I'.".'- E =0Ime |'|||5|'r. more
transeendent quahity. For many consumers,
techmology has become so well-integrated
into their fives thal most fechnological
atvancements are considered ordinary and
expeciad; it's often the artual de<ign iand
evier codor) Thal makes the real difference
In am econanmy whers irnovabion will rein

supeeme, voul need to think like a l’|l."~'-5_'|‘r."

High-Concept to High-Touch
High-Coancegt w the ability (o ereate
arfislie beauby: 1o delect palterns vel build
M r-|1|'|r-|:|.n|'-|-~' 0 comdbine l'l.-"l'I!'l'I!::l'.
uneelaled icless inta a nowvel invention
High-Touch w the alulity to understand the
.l|'||_,._| --|_||I|-"I:|'-- il IIJ-'il.III rlerachn,
lhe |lLiI'-I_.l| 11| -':x|'|"|: iy mearning
Intarrelated skills will b needsd by

dlesizners & vendors

FUTURECONNECTION:

Consumption Competition
Con=umption halits dramatically change
Luxury is widely available vel mare
intangible as “musi-have” ilems such as
eleciromes, arcescories & clothing ame
readily avarlalde af eock-botlom [ries,
Providing services to clients thal don'
v 1o :'il'_::IL'!E_'I‘l'I -i‘:1'|'“r|'."' Vel wse o
gelting quality items al less cosl, will be the

sralesmy maecledd

Design Sense & Experience

Cen { population is still conscience-driven

due 1o tougher job markets; do-it-yourself

MASLOW'S PYRAMID REDEFINED
Looking to consumer behavior in the next 510 years, we can fake (sociologist)
Maslow's Pyramid and recreate it using potential marketing motivational categories.
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EAING w1 el
nreshipe, AOVANRCES 1N
technology make it possible for novices (o
el space and color planning, some
product design and other previoush,
“restricted” aspects of design. 5o, what key
eoles are bedt for o rainedl jrt fagsinnals?

Thowoh trends will affect the market to
some deeree, chent= wall continue to rely
omn |Jr"i-:"--|r|'1.| Ivy eertafied] & |:|J.||'I|r i
nolividuals and manufacturers 1o produce
aoadds 1o their specificalions and 1o
compliment ther tlemperament. Large
erale fachies such a healtheare,
efucaton, -.|-:_'L.|| ponvernmenl, insurance,
banking, and nithee specialiy organizations
will continue to demand office furnifure
and arressones thal are su=tainable anc
erp=frendly, non-toxie & natural with
epgonomic elements of desien, The fulure
will have a conscience, and products and
services will nesd 1o provice “meaning”

tesicles funciiom, i,

oMy winibe YOUNQEr 8a
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