Story Boa r‘d by Beverly Russell

here is design headed
next? In a global
world, where are the

richest opportunities?

With the new billionaire wealth, the trend
or multiple homes across many countries
s growing. For example, one prominent
French industrialist owns places in
Paris and the South of France, a Fifth
Avenue apartment in New York and

—

palazzo in San Miguel de Allende,
exico. And Oprah just added a
ownhouse in Aspen to her residences in

>

Chicago and Montecito. These are the
plitters, a word coined by Florida-based

esort developer WCI Communities
o describe people who divide their
ime between residences for recreation,
work-life balance or to connect with
friends and family with the help of

echnology. To discover what the future

R

olds besides opportunities in the upper
strata of residential decorating, we talked
to three design mavens for further

irections.
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Beverly Russell, journalist, educator and author of
several books on the design arts, lives in San Miguel de

Allende, Mexico
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Territory, talent and technology

are the three T's to watch for.

Rodney Fitch
Chairman, Fitch’s 18 studios include locations in
San Francisco, Seattle, Scottsdale and 11 countries.

rom his London office, Rodney Fitch
emphasizes “traditional cultural values” as
an important aspect of design’s future. "By
this | mean paying attention to national identity in
an increasingly globalized world. The French want to

retain their Frenchness; the British want to remain

ritish. For example, in UK hospitality design,
we are seeing a surge in what is called the

gourmet pub’ in Britain, which serves local

H

draft beer, excellent British food by trained

|n

hefs, and often performs as a boutique hote
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Fitch also sees a major change ahead in
retail design. “We did a study in 2006 which
howed that 50% of all respondents in the UK
expect to do all their shopping online by 2012, the

T

ear of the Olympic Games in London. Theoretically

|

ou don‘t need shops but what | see happening
is a clicks-and-bricks strategy. There will be design

opportunities in retail digital websites and in

F

ulfillment and delivery of customer orders. What
we have seen so far is just the tip of the iceberg

of this worldwide trend.”

itch outlined The Three T's to watch for:

Y

fTerritory - World geography and population
rowth are changing. Moscow, Beijing, Shanghai

2

nd Mumbai are important centers for Fitch business.

alent - Address a shortage of human capital for the
expanding world. Talent is short, and we find we

raw increasingly on personnel from Russia, India

N

nd China. They come to us, and we train them.

Technology - | foresee Fitch as an increasingly digital
esign company in five to six years time. Like

D

obile telephony, the digital aspect will form a
major feature of client expectations going forward.
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There's no excuse for not including
sustainability in any design project
today. The fact is that we, as a culture,
are never going to stop consuming, but

we can consume smarter.

Allison Arieff
Senior Content Lead, IDEO, and
New York Times columnist

aving pioneered modern, sustainable living
during her reign as the influential editor at
Dwell magazine, Allison Arieff is bringing
this viewpoint to clients of the global design and
innovation firm IDEO. “There's no excuse for not
including sustainability in any design project today,”
she says, citing for example: hotels adopting

ustainable products and systems, cell phone

F

companies exploring longer lasting batteries and
toothbrush manufacturers exploring the possibility
of recyclable toothbrushes among others who are
integrating economic, social and environmental

issues into their business models.
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“The future of design lies in the integration of
disciplines,” she emphasizes. “We are moving
_beyond design for just aesthetics to human centered

esign. By this | mean, for example, the dashboard

control of a hybrid car that actually inspires people

o drive more efficiently or the new electric and gas

R

meters that allow consumers to monitor their energy
usage as it is happening, which results in them using

less energy.”

A

A
way houses and communities, both high-end and

t IDEO, Arieff hopes to have an impact on the

ffordable are thought about, designed and built.
In the meantime, she lives out her philosophy,
gradually renovating - “not tearing down”- her

N

100-year-old house, living with one car in a walking
friendly neighborhood with lots of restaurants

and cafes, a market, public transportation and

laygrounds close by. Believing that buying things

that are built to last is far more sustainable than

O

buying the latest trend, she just purchased two
Kjaerholm chairs for her living room which she expects

o have forever. “"The fact is that we, as a culture,

S

are never going to stop consuming, but we can
onsume smarter.”
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Jonah Becker
Partner, One & Co

ike Rodney Fitch, Jonah Becker forecasts a
return to regionalism in a global economy,
“This will be a challenge for global brands,
such as Coca Cola, to address the regional market
with marketing, packaging and taste.” As a backlash
to the constant precision delivered by science and

technology, he sees the pendulum swinging away

from the precision and perfection of, say, an iPod,
to "beauty in imperfection.” “We ourselves are still
unique individuals with our quirks and flaws. Products

that reflect environments and experiences that are

unique, serendipitous or beautiful in theirimperfection

will be among imminent changes.”

Through the democratization of the media, the

internet opens up gates to new creative formats. “A
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new age of celebrity is upon us and anyone could
be the next celebrity,” affirms Becker. And pursuin
success and fame does not necessarily have to come
at the expense of doing good. On the contrary,
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Becker believes younger generations don't want

to compromise either value and are looking for a
synergy between the two. “There is optimism that
career success and contributing to the greater good

can happen together, and there are career paths and

some innovative thinking making this possible.”

Reflecting Allison Arieff's drive for ever more
sustainable design, Becker would like to see action
across a broader platform. “Organic produce, Lexus
hybrids and eco luxury tours are for the 10 percent
who hold 90 percent of the wealth,” he comments,
“but what about the rest? That's when the real

environmental and social impact will be realized.”
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Products that reflect environments and
experiences that are unique, serendipitous
or beautiful in their imperfection will

be among imminent changes.





