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Lack of knowledge about how to translate brand identity into architectural design

PROBLEM STATEMENT

(Teufel & Zimmermann, 2015, p. 8; Zuidhof, 2007, p. 23; Raffelt, 2012)
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How to design ‘architectural-brand-fit’?

Personality meaning 
of design attributes
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Study 1 
Scale model perception

Expert interview
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Study 2 
Personality & Attributes

Generative workshop
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Attribute selection

‘Friendly’ Round, Soft, Wood, Centred, 
Raised floors, Small

Angular, Glass, Mix, Smart, Con-
trast, Layers, Overlapping

Spiral, Wrinkled, Elastic, Mirror, 
Plastic, A-symmetrical, Pattern

‘Explore’

‘Cheerful’
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Study 3 
Concept development
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The magical trip

Journey



41/XXX

CURRENT INTERACTION

1,3%

27.9%

70,8%

Shared Room Private Room Entire place

Amsterdam
Rotterdam
The Hague
Utrecht

source: www.airdna.co
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‘THE CITY LOUNGE’

café & bar

main purpose

events service & sales
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Champion the mission 

Embrace adventure

Global accessibility
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Friendly & Welcoming

Explore & Discover

Cheerful & Young

Traditional 

personality

visual appearance
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Centred
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ISO Format > Content

EXPLORE CONTENT
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2480mm

2629mm

Stelvoet

Afstandstrip + neopreen band

THE WINDOW SYSTEM



60/XXX

IMPLEMENTATION IN FACADE



61/XXX

IMPLEMENTATION IN FACADE



62/XXX

CLIMATE CONTROL



63/XXX

Mechanical
Ventilation

Floor 
heating/cooling

CLIMATE CONTROL
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AMSTERDAM

ROTTERDAM

AMSTERDAM

ROTTERDAM

Cultural Capital
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‘city lounge’

STARTING POINTHIGH TRAFFIC TRADITIONAL

MAASKANT

MONUMENT
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Welcome to ‘The City Lounge’

rotterdam
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See you next time!
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