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In this summer issue 
of 2014, AQ decided to 
investigate Design in 
the field of Graphics, 
Signage and Branding. 
The power of symbols and 
graphics, names and logos, 
expresses confidence, 
security, reliability, stability, 
power and sophistication. 

Think experience not decoration, think playfull not way 
finding, think storytelling not signage, think emotion not 
technically and think what experience customers will take 
away.
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Design Discussion

Over the past few decades, as artists seek out their 
own unique place in the musical universe, band names 
have gotten harder to nail down, and hilariously 
abstract. Spanish graphic design group Tata & Friends 
have turned the most famous of those obtuse names 
into a series of 24 punchy graphics, called Rock Band 
Icons. The yellow-and-black compilation of graphics 
play out like rock-and-roll themed flashcards. For 
example: see how quickly you can figure out which 
band is best represented by a seashell and a jelly jar.

Rock Bands as A Logo JB, Off The Record

It is my believe that not only will urban growth have to 
stop, urban areas will need to be reclaimed in order for 
the planet to feed itself. This will lead to urban projects 
getting bigger and bigger as well as taller and taller. 
In this future vision of mega building a human touch 
will be needed even more and the role of the graphic 
designer, the photographer, the sculpture, the interior 
designer and the landscape architect will be 
even more essential.

Read More Read More

Read More

AQ - ARKdesign Quarterly
More than just an e-magazine...

Why architects loves us?

Place where you can find cool article
When design meet various architectural issues

Ideas for livesWhere ideas meet the result
Interior.Graphics.Architecture

Good advice for the decision maker
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News & Events Innovation

Our New Member Chineasy... It’s Easy

Read More

Chinese is notorious for being one of the more 
difficult languages to learn, especially for 
Westerners. Its ideograms aren't an easy switch for 
the Roman alphabet. Entrepreneur Shao Lan Hsueh 
wants to change that with Chineasy: A New Way To 
Read Chinese. 

Our Projects

   Source: Fastcodesign.com



AQ 17 / JUNE 2014

Graphics in Architecture and Beyond...

In this summer issue of 2014, AQ decided to investigate Design in the field 
of Graphics, Signage and Branding. The power of symbols and graphics, 
names and logos, expresses confidence, security, reliability, stability, power 
and sophistication. 

A tense relationship often occurs between the power of 
graphics and the audience. It can be provocative and 
unsettling, yet a much needed tool in the wilderness of 
urban signage. Sophisticated developers will not 
underestimate the importance of graphics in and 
outside their buildings, it is however important that 
graphics is done in conjunction with all other 
disciplines and not as an add on or an after-thought. 

In this edition, John Banton, Associate Director of 
ARKdesign, who also is the founder of RECODE, 
a branding consultancy in Melbourne Australia, has 
given us his insight into the world of graphic design and 
beyond.

As we know from our everyday life, symbols, logos and 
icons speak "a thousand words", and more importantly, 
a thousand languages. It breaks down the barrier of 
culture and language to communicate fast and 
accurate, key ideas, to everyone. It provides relief to 
those in foreign territory. Color and shape indicates 
familiarity. Boldness and light provides visibility.

Buildings are often designed to fulfill a certain functional 
experience. Signage gives the user a well-designed 
way finding tool to make the building run smoothly. 
Signage also comes in sound, gestures and braille for 
the handicapped. Observe the pedestrian crossings, 
buttons and sign language on television broadcasts.

These methods of communication has been used since 
the beginning of human evolution. It is one of 
the most important tools to function as a civilization. 
Egypt, Chinese, Greek, Roman, Indian just to name 
a few of the civilization that has developed sophisticated 
graphic signage and symbols as a way to communicate.

We hope this issue of AQ will give you a better 
understanding of the design and use of proper graphic 
management of our environment. 

To those abiding to the Moslem fasting month of 
Ramadhan this July, best wishes from all of us in 
the AQ team.

  Source: flickr.com

HEADLINES PRINCIPAL POINT DESIGN INNOVATION DISCUSSION NEWS & EVENTS OUR PROJECTS CONTACT



AQ 17 / JUNE 2014

Strategy = One Goal + Many Solutions
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Miss Ko branding by GBH. The artwork for Miss Ko’s 
intricate and beautiful tattoos was created by 
Horikitsune (Alex Kofuu Reinke) GBH have designed 
the branding for Miss Ko, an Asian fusion restaurant 
in Paris that also boasts an interior by Philippe Starck. 
Located in the heart of Paris, Miss Ko is not just 
a restaurant; it’s a crazy place where street food, 
cocktails, art, and music meet to create a unique 
culinary experience. 

Inside Miss Ko, it’s the future; a place where cultures 
collide, fantasy rules and nothing is what it seems. 
It’s like blade runner – only happy. Phillipe Starck has 
channelled his limitless creative madness into the Miss 
Ko interiors, creating a place where art has no barriers 
and dinners are surrounded by endless technology. 
The restaurant’s name and identity are based around 
the character of Miss Ko, a young, sexy but eternally 
mysterious symbol of Asia, and the embodiment of 
its traditions and its strangeness. Miss Ko shows us 
her ‘yakuza’ full body suit tattoo, a sign in some Asian 
cultures of ties to the underworld. The artwork for Miss 
Ko’s intricate and beautiful tattoos was created by 
Horikitsune (Alex Kofuu Reinke), the only European to 
have trained as an apprentice in the traditional 
Japanese art of Irezumi. He studied for more than 15 
years in Japan under of the world-renowned Irezumi 

Beauty as Communication

artist, Horiyoshi III. The logo and the imagery of Miss Ko 
come together in the business cards to create 
an unexpected juxtaposition of strangeness and 
tradition. The Miss Ko identity is an eclectic mix of 
things taken from Miss Ko’s world. The cocktail menu 
is her private sketchbook, each cocktail is depicted as 
a crazy Asian character  and named after one of Miss 
Ko’s friends (Ginza Boy, Madame Keiko, Li Mon Li, 
Crazy Mofo). The dessert menu is a photo album saved 
from her childhood. The food and drink menu covers 
are a celebration of Miss Ko’s tattoos. The repeated 
disembodied tattooed body-parts are both strange and 
beautiful, almost symbolic of the Asian relationship to 
food and to the animal kingdom.

The Miss Ko signage was designed to replicate 
the many different bright, overlapping signs found in 
a busy Asian street. Connected to the signage by
a tangle of wires is a chest high animation of the Miss 
Ko logo to draw in passers-by from the street. Each part 
of the signage displays the name Miss Ko in a different 
Asian language creating a strange hieroglyphic effect. 
The logo has animated versions, an ambient dancing 
rice animation is projected onto the floor. The rice 
occasionally comes together seemingly at random to 
create the Miss Ko logotype.

Source: Designboom.com

   Source: Designboom.com
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Variety as Communication

MYER Head Office. Designers Büro North have 
completed the graphics and signage for the head 
office of Australian department store, MYER, 
featuring patterns carved into the walls. The design 
on each floor represents a specific decade in 
twentieth century fashion, starting from 1910 through 
to 1990. The signage was designed using materials 
relevant to the decade represented in each space.

MYER, Australia's largest department store recently 
relocated their head office. BVN Architects 
commissioned Büro North to design graphic 
embellishments and signage throughout the space. 
After a thorough research phase, we crafted design 
which evolves throughout the nine floors. Each floor 
is themed by a specific decade in twentieth century 
fashion, starting with the 1910's and working up 
through the building to the 1990's. Wall Graphics were 
relief routered and signage developed using a feature 
material relevant to the decade.

Source: Dezeen.com

   Source: Dezeen.com

Over the past few decades, as artists seek out their 
own unique place in the musical universe, band names 
have gotten harder to nail down, and hilariously 
abstract. Spanish graphic design group Tata & Friends 
have turned the most famous of those obtuse names 
into a series of 24 punchy graphics, called Rock Band 
Icons. The yellow-and-black compilation of graphics 
play out like rock-and-roll themed flashcards. For 
example: see how quickly you can figure out which 
band is best represented by a seashell and a jelly jar.

On a more philosophical note, Rock Band Icons are 
a friendly reminder of how odd it is to sling around 
phrases such as "Sex Pistols" (it's easy to forget how 
saucy the name is) or "Blind Melon" (how random is 
that?). Tacking up a Tata & Friends poster may just 
stoke some serious conversation about the history of 
rock and where bands got their names from. It's no 
accident, for instance, that the Stones took their name 
from a track on a Muddy Waters LP--the blues band 
inspired them and some of the most legendary rock 
bands.

Source: Fastcodesign.com

Rock Bands as A Logo
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Typography as Inspiration

Benoit Challand’s new office furniture series fuses 
typography with functionality for a totally fresh 
approach to office design. The furniture line, called 
Fold Yard, uses the alphabet as inspiration for the 
modern cubicle. The French designer’s new cubicles 
transform the office into a sculptural playground, 
bringing an element of fun and design to the work 
place. Challand sought an innovative office furniture 
design that would move away from the traditional, and 
often stifling, design of the mundane cubicle.

Challand sought an innovative office furniture design 
that would move away from the traditional, and 
often stifling, design of the mundane cubicle. Keeping 
needed elements like wall partitions, storage drawers, 
shelving and desk space, the designer created Fold 
Yard – part furniture, part sculpture that turns 
the cubicle into a letter of the alphabet.

From the office, the pieces simply look like oblong 
and odd shaped furniture, but from above each can 
be seen as an individual letter. For an extra laugh, the 
units can also be arranged to spell out specific words.

The resulting collection is not only fun, but arranges 
employees in more social configurations. Rather than 
being blocked by a cubicle wall, Fold yard encourages 
comingling and co-working, a more modern and healthy 
approach to the office.

With typography as inspiration, the office modules can 
take on unorthodox shapes, like shared circular spaces 
(O), sharply angled private cubicles (A), a divided space 
with a smaller desk area perfect for an intern (F), and 
of course a more traditional L shape common in office 
already. Fold Yard brings a playful and convenience 
atmosphere to any office, while also paying tribute to 
the power of the word.

Source: www.inhabitat.com

   Source: Inhabitat.com
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Playful CommunicationSmall as Communication

Commonwealth Bank offices by Frost* Design recently 
completed this illustrated environment for 
Commonwealth Bank’s, Melbourne Call Centre. 
Working in collaboration with interior designers 
Davenport Campbell, we were commissioned to 
animate the newly refurbished activity-based 
workplace, whilst inspiring and engaging with staff 
who are often working on intense, monotonous tasks. 

Working closely with New York based illustrator James 
Gulliver Hancock, we established sub-themes of work, 
rest and play to tell the everyday stories of the city’s 
inhabitants – but with a fantastical twist. The concept 
involved visually breaking up the building’s floor plate 
by referencing urban-laneway culture in work zones 
compared to parklands and nature in the break-out 
spaces. Hidden pockets of quirky detail were 
incorporated at a micro-scale, as a cheeky nod to 
the city’s laneways where there is always something 
new to discover. A graphic language formed from iconic 
Melbourne architecture also helped embed the signage 
firmly into its location.

Source: Designboom.com

An ancient Icelandic calendar influenced the layout and 
interiors in this Reykjavík hotel designed by local 
architects TARK and HAF. Reykjavík Lights Hotel by 
TARK and HAF comprises 12 corridors, one for each 
month of the year, and rooms are themed around 
specific days in the traditional calendar.  A key element 
is the hotel's unique visual calendar," HAF founder 
Hafsteinn Juliusson told Dezeen. "Inspired by 
the ancient Icelandic calendar Rímtafla, it reflects 
the year-round daylight conditions in Iceland.

In the lobby, a large spherical light hangs above 
a wooden polygonal bar. The lobby wall is decorated in 
graphics based on star constellations that can be seen 
from Reykjavík. Graphic designer Sveinn Þorri 
Davíðsson worked in collaboration with the architects 
to design the typography for the hotel's signage and 
stationery, which is based on historic Icelandic runes. 
One hundred and five custom-made wallpapers were 
created for the hotel, which correspond to the colour 
spectrums of Iceland's daylight conditions. Room are 
decorated with an eclectic mix of frames, which contain 
artworks showing the country's traditions and seasons.

Source: Dezeen.com

   Source: Designboom.com   Source: Dezeen.com



AQ 17 / JUNE 2014

Chinese is notorious for being one of the more difficult 
languages to learn, especially for Westerners. Its 
ideograms aren't an easy switch for the Roman 
alphabet. Entrepreneur ShaoLan Hsueh wants to 
change that with Chineasy: A New Way To Read 
Chinese. In the book, just out from Harper Design, 
renowned illustrator Noma Bar reimagined Chinese 
characters as playful, minimalistic pictograms--
convenient visual cues to what those characters 
really mean. She illustrates the character for person, 
for example, with a head and a pair of feet, so it looks 
like a person walking.

These pictograms serve as the basis for Hsueh's visual 
learning system. “Learning Chinese used to be 
painful, difficult, and complicated," Hsueh tells 
Co.Design. "We sought to reverse that. Now it’s easy, 
playful, and simple.” Studying the book alone won't 
make you fluent in Chinese, but Hsueh is confident that 
its 200 pages can teach you to navigate 
a Chinese menu, to read signs and billboards, and to 
understand basic newspaper headlines.

Hsueh's 2013 TED talk describing Chineasy has racked 
up 3 million views. She's calling her mission a "social 
movement" to bridge the gap between Eastern and 
Western cultures and to break down the Great Wall of 
Language. We sat down with Hsueh and found that her 
creative process and work habits have much to teach 

   Source: Fastcodesign.com

designers and creative people of all stripes. Here are 
a few of those lessons.

ShaoLan got the idea for Chineasy while watching her 
English-speaking children, 9 and 11, practically beat 
their heads against the wall trying to master 
the Chinese language. It was this deep understanding 
of the plight of non-native Chinese learners that allowed 
her to design a new learning system that actually works. 
“The majority of my team are non-Chinese speakers,” 
Hsueh says. “They suffer the pain of our audience, who 
are also non-Chinese speakers.” Any designer, she 
says, should “suffer the pain, suffer exactly what their 
intended audience is going through, then think about 
the solutions. Good design is about simplifying complex 
problems," she says, and the best designers 
understand the problems they're trying to solve from 
a first hand perspective.

Hsueh has had a lot of fun developing Chineasy--she 
recently collaborated with British fashion designer Paul 
Smith for an exhibition at his store in London's 
Heathrow airport, and design rock star Stefan
Sagmeister, a friend of Hsueh's, is also a big fan of the 
book. "I want people to feel like learning is fun," Hsueh 
says. "The joy of fulfilling curiosity is something we want 
to encourage."

Source: Fastcodesign.com

Chineasy... It’s Easy
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Dyslexia, A Curious Gift

Since he was a child, British graphic designer Sam 
Barclay has struggled with dyslexia–-along with 10% to 
15% of the population. To help combat the widespread 
misunderstanding of this common and sometimes 
debilitating learning disability, Barclay created a book 
called Reedeeng, which uses artistic typography to 
visualize the experience of trying to read with dyslexia. 
Beautifully designed and fit for both coffee tables and 
classrooms, the book helps those who aren’t dyslexic 
understand what it’s like to struggle with reading on 
a daily basis.

“Unlike many, I was lucky enough to have some 
excellent help from some amazing people through 
school," Barclay tells Co.Design. "However, it always 
stood out to me that all of the available help was aimed 
at making me read better. Rarely was the help aimed at 
helping those around me understand what it feels like 
to struggle with reading.” 

This book turns that trend around, pointing out that in 
a neurologically diverse world, "help" works best as 

  Source: Fastcodesign.com

a two-way street. Barclay says that a dyslexic entering 
the typography business makes perfect sense. 
“Typography is the business of creating the most 
pleasing reading experience possible within any given 
context,” he says. 

“I've become fascinated by my struggle to read even 
the most legible of type. Because of my dyslexia, I think 
that I see shapes where others see words.”

While it’s a hindrance to reading, seeing letters as 
shapes first is a huge part of what makes a good 
typographer--you have to be able to see words 
abstractly and aesthetically, not simply as units of 
meaning. In Barclay's book, letters are turned into 
visual art. In a perfect example of showing instead 
of telling, words here convey an important, overdue 
message not through their literal meaning so much as 
through their imaginatively altered visual structure.

Source: Fastcodesign.com
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Clever Billboards

Billboard ads are an architectural eyesore. And they’re 
fundamentally designed to get in your way--to leverage 
visual noise to distract you while going about your day 
and having your own thoughts. Worried about filing that 
report? A bus stop wants to sell you french fries. 
Dodging other drivers during rush hour? An overhang 
has a deal on car insurance.

But the campaign by IBM’s People for Smarter 
Cities Project, by Ogilvy & Mather France, has a better 
approach to big signs. Namely, they’ve incorporated 
useful functions into their billboards. One sign is simply 
curved at the bottom to double as a bench--and flipped 
upside down, a similar protrusion creates shelter from 
the rain. Genius.

In the most ambitious piece, a sign actually folds 
90 degrees over concrete steps, providing a useful 
ramp for bikers and anyone else negotiating wheels. 

Because if  you’re going to stand next to an ad  anyway, it might as well be useful.

  Source: Fastcodesign.com

I imagine that, placed in the right spot, such an ad can 
feel like a godsend to a sweaty commuter lugging 
a 20-pound frame up a flight of stairs. Even still, I think 
this particular ad goes a bit too far, potentially invading 
our urban landscape and personal space with too much 
zeal. Because, imagine if I’d prefer to take the stairs, 
but they were crowded and this ad-ramp got in my way? 
I’d despise IBM, stomping on their silly ramp with every 
begrudging step.

As Google reminds us with their two jars of marbles, 
however clever a solution may seem on paper, if it’s 
imperfect in actual use, it’s just part of the problem. 
It’s just more noise.

Source: Mark Wilson Writer / fastcodesign.com
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Intrigue as Communication

Non-profit organisation platform. Platform’s mission is 
to increase the interest and participation of under-
represented groups in the fields of technology and 
entrepreneurship, with a particular focus on african-
americans, latinos and women. Pentagram designed 
the identity and website for the organisation, as well as 
the graphics for the first platform summit, recently held 
at the MiT media lab.

The logo is set in the font threesix 11 (designed by 
muirmcneil), chosen for its futuristic, technological look. 
the wordmark has been extended with a distinctive line 
that can be customised for a series of transformations 
that reflect the dynamic nature of the organisation.

The line can appear in an endless variety of forms and 
shapes: lengthening to convey the idea of connection 
or inclusion, or taking the shape of stairs, an arrow 
cursor, or the peaks and valleys of a chart. The line 
was animated for motion graphics projected before the 
summit presentations; in environmental graphics at the 
conference, the line extended from the logo to travel 
through the event space. The designers used 
the structure of the threesix 11 font to develop a system 
of unique, playful icons for the summit collateral and 

environmental graphics. The icons appeared in patterns 
on the summit guide and in directional signage at 
the conference. Each summit will have its own graphic 
look that is used in conjunction with the platform 
identity, and for the first conference, the materials were 
produced in a strong, simple black and white, with 
typography set in the font new rail.

While the summit graphics are mostly designed in 
elemental black and white, the identity for platform as 
a whole incorporates bright colors to stand out. Bold 
color is a basic element of the website, the chief 
‘platform’ for the organisation to share its ideas through 
videos of the summit talks. Optimised for mobile use, 
the site design echoes the segmented forms of the logo 
in a modular format that places content in blocks. 

Different categories of information appear in different 
colors, creating bright patterns. The site will eventually 
host a large library of conference videos, blog posts 
and other content, and the designers will also be 
working with platform to incorporate statistical info 
and data visualisations related to the topic of 
entrepreneurial diversity.

Source: Designboom.com

   Source: Designboom.com
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How important is branding/ brand image for 
the company?

If you think of brand as the essence of a company or 
project, then it is very important to one degree or 
another. It doesn’t really matter whether the company 
or project is big or small or has one hundred employees 
or one employee, the same principals apply.

How can brand equity increase the value of 
the company?

Brand equity can contribute to the value of 
a company in many ways. A strong visual brand 
strategy can evolve into extended product lines. 
A strong brand ethos can build a loyal customer base 
which in turn become advocates for the company, 
project or service. A strong brand morality can create 
a global interest in the company, project or product. 
Combined, these elements of brand equity can become 
a very powerful force.

How can design create a strong brand association 
within an architectural environment?

This all depends on what the architectural environment 
is and what graphic design elements are applied. 
For instance, if the architectural environment is 
an office or company then the graphic textures or 
typography can add a sense of focus, or 
professionalism, or story telling. If the architectural 
environment is a retail or leisure space then the graphic 
textures, photography or typography can add a sense of 
excitement, fun, story telling or a value offer. 
All these types of elements interact with the users of 
the space at a human scale and a human level and this 
is what makes them so powerful. 

  Source: new.pentagram.com

JB, Off The Record
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How do you integrate wayfinding, signage & 
environmental graphics into an architectural project?

This is always a collaborative effort because way 
finding and environmental graphics are interwoven 
through the architecture. Of course the main function of 
wayfinding is to find your way, and its in this context 
the designers communication skills come to the fore. 
Environmental graphics can be much more complex 
depending of the story being told or what emotional 
responses are desired.  

Many architecture projects involve graphic design, why 
is that?

There are various reasons to include graphic design in 
an architectural project and developers and owners are 
becoming knowledgeable as to the benefits of doing so. 
Brands and design in general are much more part of 
the public awareness these days which is also driving 
a higher demand for sophisticated environments.

What do you think about branding as the important role 
in architectural design?

Branding as the essence of a project encompasses all 
aspects including the grand elements of architecture, 
the landscaping and lighting as well as the human scale 
elements of graphics and textures and stories. 

What can graphics element communicate within 
a building alone can't?

It’s the warm feeling a soft texture on a wall or 
a typographic store running through a footpath or exotic 
imagery that lingers in customers minds and brings 
them back time and time again to a place they bond 
with.

What is your opinion on the future of graphic design in 
architecture?

If you take a global view of population growth, limited 
resources and environmental degradation I believe 
the future will be much different than it is today, and 
there is a blimp of the future in the worlds mega cities. 
It is my believe that not only will urban growth have to 
stop, urban areas will need to be reclaimed in order for 
the planet to feed itself. This will lead to urban projects 
getting bigger and bigger as well as taller and taller. 
In this future vision of mega building a human touch 
will be needed even more and the role of the graphic 
designer, the photographer, the sculpture, 
the interior designer and the landscape architect will be 
even more essential.

   Source: Dezeen.com
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J-Hotel Ground Breaking Ceremony at Cikarang

Indesign Domus New Logo 

Happy Ramadan
& 

Eid Mubarak

May all the joys of life 
be showered on you and family...

AQ  Editorial Team
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J - Hotel

MEWS

Location   : Cikarang
Status   : Construction Documentation
Design Architect : Paul Tan, Alexander Doerr

Location   : Pluit City, North Jakarta
Status   : Design Development
Architects  : Danny Sutresna, 
                                      Alexander Doerr in collaboration 
                                      with DP Architects.
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AQ Editorial Team
PT ARKIPURI INTRA NASIONAL
Taman Kebon Jeruk Blok G1 No. 58, Jakarta 11630
P. +62 21 5304456/ 5869371
F. +62 21 5869369
E. jakarta@arkdesign-architects.com

We encourage you to write your comments and opinions to us at: 
jakarta@arkdesign-architects.com

Contact Us

Pilot Pen Project, Cikarang
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