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H
ow a brand’s  
identity is com-
municated through 
design is usually 
considered in terms 
of logo develop-
ment, marketing 
materials, adver-

tising campaigns and comprehensive 
digital marketing strategies. 

In the interior design business, a 
well-designed space communicates 
brand values in a more subtle, yet  
highly effective way. The benefits of a well- 
designed space, from strengthening 
brand identity to improved customer 
loyalty and increased profits, are signif-
icant and shouldn’t be ignored. 

The physical space that a business oc-
cupies can be one of the most powerful 
aspects of a company’s brand, because 
it communicates the brand’s identity to 
customers and employees. It’s a tactic 
that creates an immersive experience for 
everyone who enters the space. It makes 
sense for that space to be meaningful and 
reinforce brand values via experience.  

The relationship between a building 
and how it aligns with company values 
helps reinforce the value of the products 
or services a company sells. That applies 
to employees too. Employees need to care 
about the brand they represent and to 
believe in what they do. A common sense 
of purpose and a strong identity within 
the space they occupy unifies a work 
force and reminds them of the their col-
lective worth.  

A good example of a building designed 
with its users in mind is the shared caf-
eteria space of the Condé Nast offices in 
New York. Architect Frank Gehry de-
signed the communal space using curved 
glass panels to echo the see-and-be-seen 
culture of the fashion magazine industry.  

It was Gehry’s emphasis firstly on the 
users of the space, the brand itself and 
the fashion magazine industry at large 
that makes you appreciate the value of 
this design. The idea of being ‘on show’ 
and being seen in a central, landmark 
location in New York would hold huge 
appeal to those working in this space, 
and Gehry took note of that.  

And while Gehry considered the user of 
the space, British designer Ilse Crawford 
focused solely on brand values when 
designing the flagship London store for 
Australian skin care brand Aesop. The 
brand places an enormous emphasis on 
rituals and wellbeing. 

Crawford’s design response was a large 
sink in the centre of the shop. It creat-
ed a central focal point that physically 
and symbolically emphasised Aesop’s 
core values. It also brought the ritual of 
hand-washing into focus and engaged 
customers in a sensory experience, in-
volving the senses of touch, smell, sight 
and sound. 

Spaces like these go beyond merely 
housing a product. Places that provide an 
experience have an impact on us emo-
tionally, and so we buy their products as 
souvenirs to preserve the memory. 

Retailers often use sensory experi-
ences, particularly olfactory ones, when 
trying to engage customers with their 
brand. Fashion brands Abercrombie & 
Fitch and Hollister created a retail sen-
sation across the US and Europe almost 
overnight because of their loud, dark, 

nightclub-style, heavily perfumed shops. 
And while the experience of shopping in a 
noisy, dark and overwhelmingly scented 
environment didn’t appeal to some, it 
fully conveyed the brand identity and 
resonated with their target audiences – 
trend-conscious young adults and teens. 

The pop-up trend is one that has been 
particularly interesting to follow in terms 
of branding over the past few years. Glob-
al retailers like Nike, Reebok and Ne-
spresso, for example,  created impressive, 

unique stores aligned with brand values 
and identity as a one-off, novel shopping 
experience for customers. These spaces 
generally include something general 
stores don’t such as limited edition prod-
ucts or customisation options, offering 
patrons something above the normal 
shopping experience. 

A pop-up that caught my attention 
was British lighting designer Lee Broom’s 
mobile van unit. The interior of the Sa-
lone del Automobile staged Broom’s 2016 

lighting collection in a refined and ele-
gant way. The vehicle was designed in 
Broom’s Shoreditch studio in London 
and travelled across Europe to Milan to 
exhibit the dramatic collection. 

An advocate for British manufacturing 
techniques, Broom used the mobile pop-
up unit to subtly remind his audience of 
the origin of his products. The van was a 
symbol of the countless other ones that 
transport his products to the 120 stores 
in 40 countries across the world.

One of our own designs, the Lon-
don-based Asian restaurant Tootoomoo, 
was aligned in terms of brand and design 
from the start as the two were developed 
side-by-side. The company was starting 
out and we were approached to design 
its first restaurant in London. 

With Asian cuisine at its core, it was 
critical that we created an overall au-
thentic and memorable experience. We 
uncovered traditional Asian crafts and 
techniques for furniture making and 

combined these techniques with bold, 
vibrant graphics and colours to allow the 
eatery to stand out from the crowd in the 
busy London restaurant scene.

Another interesting example we are 
working on at the moment is the design 
of two new office spaces for the Iconic 
Offices group. The brief demanded that 
the spaces were unique and aligned to 
the Iconic Offices brand. 

The designs also needed to attract cus-
tomers, and meant we had to identify 
Iconic’s target market. 

The hospitality sector has seen a major 
shift in interior design in terms of creat-
ing unique, stand-out venues, and the 
world’s most popular hotels now make 
their mark by celebrating the vernacular, 
from locally sourced food produce to 
showcasing and incorporating the work 
of local artists, traditional crafts, tech-
niques and supplies. 

One such hotel is the Hoxton chain, 
originally established in Shoreditch. The 
group now has two hotels in London and 
one in Paris, and each reflects the area it 
is in. For instance, the Hoxton in the cre-
ative hub that is Shoreditch incorporates 
elements of local street art, furniture and 
industrial details. 

By making cultural diversity and in-
dividuality a trademark, Ennismore, the 
company behind the budget hotel chain, 
has created a portfolio of trendy, authentic 
hotels with an informal, fun and refresh-
ingly genuine customer service. 

I am a firm believer that design is in 
the detail. In many ways, brands are the 
sum of lots of details that appeal to us 
at a sensory level: some we are acutely 
aware of, others more subconsciously. 

I am passionate about space and bring-
ing spaces, and by extension brands, to 
life through design. 

Each small detail, every idea creates 
the brand and tells its story, and that’s 
what we are: we are storytellers.

Roisin Lafferty is founder and managing 
director of Kingston Lafferty Design.  
Follow her on Twitter at @KingstonLaffert,  
on Instagram at roisinlaffertykld ,or visit 
kingstonlaffertydesign.com

When we think about brand values, we usually 
look outwards with websites, marketing and 
customer service – but what about interior 
design, asks Roisin Lafferty 

Trademarking 
your territory

I am passionate 
about space and 
bringing spaces, 
and by extension 
brands, to life 
through design

Roisin Lafferty (left), founder and managing director of Kingston 
Lafferty Design, which designed interiors for London Asian 
restaurant Tootoomoo (above and top right)

The Hoxton Hotel in London: incorporating elements of street art and industrial details

A kitchen designed for Iconic Offices

Backstage at TootoomooLee Broom’s pop-up unit has his lighting collection in the rear of his mobile van

A co-working space designed for Iconic Offices


