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Our Built-in Kitchen Appliances and Sinks are produced to meet the highest quality 
standards found in Europe and are seamlessly designed to complement the best 
kitchens in the world!

Purchasing our products means establishing a relationship direct with Teka, as 
there is no middle man, allowing high quality at better prices. After sales service is 
exclusively handled by our certified Teka Küchentechnik Technicians, ensuring the 
perfect experience from the beginning and beyond. 

Teka Küchentechnik Built-in Kitchen Appliances and Sinks - The complete kitchen solution.

Kitchen appliances 
made with German precision

Teka Küchentechnik, Bin Khedia Center, Al Garhoud, P.O. Box 35142, Dubai UAE. Office Tel.: +9714-2833047, Fax: +9714-2833048.  Showroom Tel.: +9714-2822884, Fax: +9714-2833048. Teka appliances can be found through our exclusive network of Authorized Dealers in the UAE.
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THERE IS NO LONGER ANY DIFFERENCE 
BETWEEN  INSIDE AND OUT

Transtube is born. A total shower solution that adapts perfectly to the environment thanks to its all-round 360º 

avant garde design, created along minimalist lines, which expands the dimensions of your bathroom space while 

at the same time offering exclusivity and sophistication. Its innovative technology incorporates state-of-the-art 

materials and exclusive functions such as the automatically opening door, the Styltech© shower tray, the MaxiClean 

screen and the stainless steel column. Now your whole world will revolve around Transtube.

NEW 360º SHOWER SPACE

Bahrain: SAYYAR TRADING AGENCIES W.L.L., Tel.: +973.17.290.111, E-mail: sayyartd@batelco.com.bh · Bangladesh: GREEN AGENCY TRADING LTD., Tel.: +880.1.8619007, E-mail: marifgrp@bol-online.com · Iran: BANA BUILDING IMPORTS, Tel.: 
+98.21.2613.1223, E-mail: Info@banabi.com · Iraq: BESARANI TRADING, Tel.: +964.53.3123191, E-mail: besarani@aol.com · Jordan: A. KAYYALI & CO., Tel.: +962.656.90016, E-mail: info@kayyali-roca.com · Kuwait: ABDUL AZIZ IBRAHIM AL-
RUMAIH & CO., Tel.: +965.484.88.80, E-mail: info@4alrumaih · Lebanon: O-TEC CO. FOR SANITARY WARES & TILES S.A.L., Tel: +961.1.868.529, E-mail: otec-co@cyberia.net.lb · Maldives: SONEE Hardware, Tel.: +960.333.699, E-mail: abdulla@
sonee.com.mv · Oman: KHIMJI RAMDAS, BUILDING MATERIAL DIVISION, Tel: +968.24.852.702, E-mail: krbmd@omantel.net.om · Pakistan (Karachi): ABDULLA & CO., Tel: + 92.21.585.04.90, y.abdulla@sabdulla.com.pk · Pakistan (Lahore): 
ABDULLA & CO., Tel: + 92.42.111.722.722, sabdulla@brain.net.pk · Qatar: SAYYAR TRADING Co. W.L.L., Tel: +974.469.69.23, E-mail: sayyartd@qatar.net.qa · Saudi Arabia: MUHAMMAD SALEH BAHARETH CO. (MSB CO.), Tel: +966.2.66.33.462, 
E-mail: info@roca-saudi.com · Syria: TRANS MEDITERRANEAN TRADING CO., Tel: +963.11.661.70.48, E-mail: tm@transmedit.com · UAE (Abu Dhabi): SANITARY MATERIALS CO., Tel: +971.2.677.13.63, E-mail: info@sanitary-uae.com · UAE 
(Dubai): HAMAD RAHMA ABDULLA ALSHAMSI GENERAL TRADING, Tel: 971.4.266.64.29, E-mail: info@hrshamsi.com · Yemen: ABUALREJAL Trading Corporation, Tel: 967.1.272.519, E-mail: sanitary@abualrejal.com 

ROCA SANITARIO S.A. (Representation Office - Middle East): Gold & Diamond Park, Building 5, Office 111 · Sheikh Zayed Road, 4th interchange · P.O. Box 282337, Al Quoz branch, Dubai, UAE · Tel. +971.4.347.64.00 · Fax +971.4.347.64.08 Mobile: 
+971.50.465.93.24 · Website: www.roca.com
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Design has a decidely uneasy relationship with fashion. 
They are members of the same family, of course, but 
fashion is the fl ighty, fl irty, slightly irresponsible 

younger brother to design’s older, more pragmatic sister. 
Where fashion is transient, fast-moving and ever-changing, 

design is more permanent. Fashion is whimsical; design is 
dependable. Design is, in theory at least, free from fads. It is 
a long-term solution to a very real, very human need. It has a 

longer life span and, arguably, a more lasting impact on its users. 
Interior designers are always slightly wary when you ask them to talk about 

their ‘style’, or the recent ‘trends’ impacting their work. These are words too 
closely linked to fashion, and too fl eeting in their nature, to sit comfortably with 
most serious designers. 

Philippe Starck perhaps best summed it up when he launched his clothing line 
last year, but steadfastly refused to refer to it as ‘fashion’. “I will never be idiotic 
enough to do fashion,” he was reported as saying. “Fashion has a very high speed 
of turnover. It produces energy, materials, waste, and gives birth to a system of 
consumption and over-consumption that has no future.” 

Yes, the relationship between fashion and design is decidely uneasy… but that 
doesn’t mean that the two are not irreversibly interlinked. These seemingly oppos-
ing entities are constantly meeting and merging. The fact that Starck was design-
ing clothes at all is testament to how far the lines between fashion and interiors 
have been blurred. 

If anyone needed further evidence of how irrevocably intertwined these two 
worlds have become, the new Armani Hotel Dubai is a larger-than-life example. We 
take a look inside the new hotel (page 26) to see what happens when fashion and 
interiors fi nally decide to put their differences aside. 

Correction: On page 27 of the May issue of Commercial Interior Design, we 
stated that LW Design was responsible for the design of the Emirates Towers 
Hotel. In fact, Lars Waldenstrom and Morten Hansen were the principal designers, 
working on the project for Design Division, prior to setting up LW Design Group. 

Fashion forward

SELINA DENMAN, EDITOR
selina.denman@itp.com
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UAE: Adobe Systems marked the 
Middle East launch of its new Cre-
ative Suite 5 (CS5) product fam-
ily with the Adobe Beach Bash. 
Creative professionals, from 
architects to interior designers, 
photographers to gamers, and 
animators to artists, were invited 
to attend the event, which took 
place at The Ritz Carlton Hotel, 
Dubai on May 8.

Alongside its partners, HP, 
Nivida, WinSoft and others, Adobe 
presented fi ve live demonstration 
islands – including Photography 
Island, Flash & Gaming Island and 
Calligraphy Island – offering a fi rst 
glimpse of the latest video, print 
and web tools from the newly-
launched CS5, in action.

The new CS5 family offers 
over 250 new features that are 
designed to embrace interactiv-
ity, enhance performance and 
maximise the impact of creative 
content and digital marketing 
campaigns. Interior designers will 
be particularly interested in Photo-
shop’s enhanced ability to handle 
3D objects, or Illustrator’s ability 

‘CRE ATIVIT Y SHOULD NOT BE LIMITED BY THE TOOLS’ SAYS ADOBE E XPERT

Getting creative

to design on perspective planes, 
noted Joe Karkour, business devel-
opment manager – creative, Adobe 
Systems Middle East. 

“CS5 also gives you the abil-
ity to move your work from any 
print design to the web. That’s 
something that interior designers 
defi nitely look for because they all 
have websites, online portfolios 
and galleries that they need to 
be able to update. Traditionally, 
they would have to give that work 
to a website developer. Today we 
integrate all the web tools inside 
the Creative Suites. 

“It makes it much easier to go 
from print to web to other different 

media – so different screens, for 
example, from mobile phones to 
computers to TV screens,” Karkour 
explained. “Imagine an interior 
designer going to a customer with 
their portfolio on their Blackberry, 
for example. Why not?”

When it comes to interior design, 
technology has a massive role to 
play, Karkour continued. “First of 
all it enhances productivity, and 
time to market. At the end of the 
day, interior designers are selling 
a product. The faster they can go 
to present and the faster they can 
meet their deadlines, the faster 
they can get their jobs done. CS5 
is mainly about productivity, about 

how all the different tools integrate 
together. You design in Photoshop, 
you import to Illustrator. You 
design in Illustrator, you take to In 
Design. And the structure of the 
data is maintained. All the applica-
tions across the creative suites 
exchange documents very easily 
and that is the most important part 
of CS5 – its creativity.”

After all, technology exists to 
facilitate and enhance the creative 
process – rather than hinder it, 
Karkour noted. “Creativity should 
not be limited by the tools. You 
should be able to use the tools to 
unleash the creativity.”

Ultimately, designers must be 
masters of the technology that 
they use, rather than slaves to it. 
“There’s a danger of this happen-
ing if the tools are not properly 
presented. With CS5, this is what 
we won’t be seeing, because the 
tools are so easy to use. 

“You should never work your 
creativity around the tools that you 
have at hand. This is what I stress 
to my customers – get the proper 
training on the tools you use.”
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SAUDI ARABIA: In celebration 
of its tenth anniversary, Saudi 
Arabia’s Al Faisaliah, a Rosewood 
Hotel, will unveil its new south 
wing this summer. The extension 
will include 106 rooms and suites, 
an Italian dining venue and a 
ladies-only spa. 

Designed by HRH Princess Al 
Anoud Bint Khaled Al Saud, owner 
and founder of Al Dar Designs, 
the new wing will bring a fresh 
new feel to the hotel, with vibrant 
colours and touches of Arabian 
and Islamic culture recurring 
throughout. The design will 
maintain a sensory connection to 
the ‘dune’ theme of the original 
hotel and will be modern, elegant 
and cutting-edge, setting it apart 
from Saudi Arabia’s other hotels, 
Princess Al Anoud explained.  

“Many hotels you see in Saudi 
are elegant but very traditional 
in design. Al Faisaliah Hotel has 
been the pinnacle of elegant de-
sign but with this wing we wanted 
to bring international hotel design 
to the kingdom. It will stand out 
for its unique infusion of Arabian 

culture into the central theme. 
This was a very important element 
for us” she maintained.

‘We’ve chosen to go with art 
deco classic and use Royal Ot-
toman Iznic patterns and Arabic 
calligraphy as a key element 
of the Arabian and Islamic art 
throughout the wing. We’re also 
using four to fi ve vibrant colours 
that, when integrated, give it a 
very fresh feeling.”

Al Faisaliah, a Rosewood Hotel, 
is located in Riyadh’s Olaya dis-
trict. Dubbed as one of Riyadh’s 
most luxurious properties, the 
hotel features the largest column-
free banquet, conference and 
meeting facilities in the country. 
With the introduction of 24-hour 
butler service, the hotel has also 
established itself as a leading 
provider of personalised service. 

“We at Al Faisaliah, a Rosewood 
Hotel, strive to always offer our 
guests the very fi nest in luxury 
surroundings and service that 
is second-to-none,” commented 
Peter Finamore, managing director 
of Al Faisaliah.

RIYADH’S AL FAISALIAH, A ROSEWOOD HOTEL, WILL UNVEIL 
ITS CONTEMPOR ARY NEW SOUTH WING THIS SUMMER

Winging it

“Approaching our 10th anniver-
sary, we want to ensure that this 
expansion to our offering delivers 
a standard of design and comfort 
not seen before in Saudi Arabia. 

“We’re very glad to be able to 
work so closely with HRH Princess 
Al Anoud in order to deliver a 
new product to the market which 
embodies the very best of interna-
tional design, infused with a new 
interpretation of Arabian culture 
and tradition,” he continued.

The new wing will signifi cantly 
bolster the hotels’ room offering, 
Finamore pointed out. “The new 
rooms and suites will be by far the 
largest hotel units in the kingdom. 
We are also introducing the 
kingdom’s fi rst ever concept spa 
suite,” he said. 

“The Oasis Suite will have dedi-
cated in-room spa facilities and 
has been specially designed with 
the discerning guest in mind.”

The new wing will bring the total 
room count at the luxury hotel up 
to 330 units, and will boost its 
food and beverage offering to a 
total of fi ve restaurants. 
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UAE: Sustainability is still the key 
trend when it comes to fl ooring, 
according to Angela Schaschen, 
managing director of the Dubai 
branch of Deutsche Messe, 
organiser of Domotex Middle 
East, the trade fair for carpets and 
fl oor coverings, which took place 
in Dubai from May 10 to 12. “The 
‘environmentally-friendly’ part of 
the show is becoming more and 
more important,” she said.  

Looking forward, the fl ooring 
industry is all set to be revolu-
tionised by nanotechnology, ac-
cording to John Alexander Smith, 
professor and Emeritus chairman 
of the department of interior 
design at the American University 
in Dubai, who gave a presentation 
entitled ‘Flooring – Old Problems, 
New Materials’, as part of the APID 
seminar session at Domotex. 

“If we apply nanotechnology 
to fl ooring fi nishes, there are un-
limited potential benefi ts. Floors 
could be self cleaning. They could 
have thermo-insulation, UV and 
solar protection, fi re proofi ng, an-
ti-grafi tti, anti bacterial, scratch 
proof, and even anti-fi ngerprint 
properties,” Smith said.

“We are at the outset of a new 
era. Nanotechnology means that 
you will no longer have to specify 
a product or material that you 
know will be in the builder’s yard. 

“As an architect or a designer, 
what you will basically do is write 
the specifi cation of the material 
that you want. So let’s say you 
wanted it to absorb solar radia-
tion during the day and, at night, 
emit energy as light. Instead of 
working with what already exists, 
you are starting with a clean, 
blank piece of paper.”

When it comes to current 
buying trends in this part of the 
world, it is no secret that wooden 
fl ooring has become more and 

FLOORING INDUSTRY REMAINS BUOYANT, DOMOTE X REVE ALS 

Big plans afoot

more prevalent over recent years, 
but there is still high demand for 
wall-to-wall carpeting, particularly 
amongst the expat community, 
Schaschen pointed out. 

“They don’t like marble fl oor-
ing. It’s too cold for them. So, wall 
to wall is a trend and, within this, 
there is a trend towards high-
volume fl ooring,” she said. 

While regional buying trends 
continue to evolve, there are 
some obvious constants, Sch-
aschen continued. “Luxury is still 
a major factor. You have to give 
them something to play with! The 

Middle East likes luxury and it 
likes intelligent toys!”

The current economic climate 
is also having a clear – and not 
entirely negative – impact on the 
fl ooring industry. For property 
owners looking to add value to 
their investment in a highly com-
petitive marketplace, fl ooring is 
an obvious place to start. 

“There are so many empty 
properties around right now. Own-
ers trying to add value to these 
properties will start with fl ooring; 
it’s the most obvious thing you 
can do,” said Schaschen.

In a hospitality context, the ten-
dency right now is to keep fl ooring 
longer than might traditionally be 
the case. Renovation and replace-
ment cycles have been extended, 
Schaschen noted, with surprising 
implications for Domotex.  

“As a result of the current fi nan-
cial situation, some of the hotels 
are keeping their fl ooring or car-
pet longer so, this year, cleaning 
and maintenance has become a 
more important part of the show, 
which we didn’t expect.”

This is in keeping with Deutsche 
Messe’s efforts to make Domotex 
a show that covers every single 
aspect of the fl ooring industry. 
“Domotex Middle East is a show 
that covers everything on the 
fl oor, from sports stadium fl ooring 
to hospital fl ooring, to supermar-
kets and hotels, to handmade 
carpets – everything is here. It 
starts from the production of the 
fl oor, the machinery that you need 
to cut it and lay it down, all the 
way through to how you clean it; 
there is nothing related to fl ooring 
that is not here,” said Schaschen. 

Further broadening the appeal 
of the show, Domotex this year 
partnered with R+T Middle East, 
a trade show organised by Messe 
Stuttgart dedicated to roller 
shutters, doors, gates and sun 
protection systems. “We have 
been trying to enter this market 
for many years but it is diffi cult 
to get a slot at the World Trade 
Centre, so we joined forces with 
Domotex,” explained Bernhard 
Muller, division direction of Messe 
Stuttgart International.

“It is obviously very diffi cult to 
launch a new show in Dubai right 
now, but many of the industry’s 
key players already do business 
in the region and many of them 
approached us saying we need a 
more focused show,” he added.  
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KUWAIT: Dubai-based restaurant 
consultant, Thomas Klein Interna-
tional, and its Chicago-based ar-
chitectural offi ce, PS Studio, have 
introduced a ‘vertical farming’ 
concept in their latest project, a 
Prime and Toast outlet in Kuwait.

The concept of vertical farm-
ing was introduced in 1999 by 
American professor Dickson 
Despommier, with the aim of 
growing food in crowded urban 
areas. Thomas Klein International 
has converted the revolutionary 
concept into the centrepiece of its 
latest restaurant, which is set to 
open after Ramadan.

“Prime and Toast is well known 
for the quality of the produce used 
in its large selection of salads and 

UNIQUE DESIGN ELEMENTS TO FE ATURE IN NEW KUWAIT RESTAUR ANT 

Vertical industry

sandwiches, incorporating only 
the freshest ingredients and veg-
etables, as well as the best prime 
USDA beef in their dishes. 

“The main feature of the res-
taurant is therefore the vertical 
farming section, and the rest 
of the restaurant was designed 
around this unique and innovative 
concept,” explained Daniel Dur-
ing, managing partner, Thomas 
Klein International.

The feature will be watered 
using condensation from the air-
conditioning system. “Due to the 
high level of humidity in Kuwait, 
especially over the hotter months, 
we have the perfect weather 
conditions to enable us to use the 
water from the air-conditioning as 

a by-product to water the plants. 
We will also be using energy-sav-
ing light bulbs within the system, 
and within the entire restaurant,” 
said Paula Palombo, principal 
of PS Studio.

The vertical farming section 
and kitchen will take central stage 
in the eatery, with all tables enjoy-
ing direct views into the produc-
tion area. Two central tables will 
be available for communal seating 
while smaller tables have been 
included for individual seating. To 
add to the ecological approach of 
the restaurant, all the wood used 
in the production of the furniture 
will be from sustainable forests.

The new outlet will also feature 
a metre-wide ‘blackboard ribbon’ 

running along the restaurant’s en-
tire walls, as well as a shelf above 
the blackboard which will feature 
a selection if the fi nest mineral 
waters from around the world.

“The strip of blackboard origi-
nates from within the kitchen and 
runs all the way around the space 
from the kitchen throughout the 
dining area, linking the restaurant 
and the kitchen and enabling the 
chefs to write on the blackboard 
not only their daily specials and 
recommendations, but also to 
express their thoughts and cre-
ativity. We believe this ‘ribbon of 
ideas’ will create a link between 
the chefs and the customers and 
will entice customers into trying 
new food,” added During.
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A real brand is there for the good and 
the bad, and doesn’t leave the minute things get 

diffi cult. You increase your profi le tenfold by 
standing up when everyone else is lying down. 

Vivo, a manufacturer of high-quality, 
custom-made furniture products, Dubai 
is the ideal setting for a satellite hub.

“Lots of people have said to us, why 
have you started a new venture, in 
Dubai, at this time? Why would you take 
the risk? But we set up the company 
here not necessarily to only target the 
Dubai market. We are here for the whole 
Middle East, but we are also here for 
Africa, India and Sri Lanka, and even as 
far afi eld as Russia. We are looking at 
Dubai as our satellite hub. We want to 
target Abu Dhabi, and we are looking at 
Qatar and are working on some projects 

Our furniture is of a higher quality 
standard; we’re targeting the top end 
of the market. If I can get them to come 
and look at the product, it’s easier to 
convince them. The furniture speaks for 
itself,” Pass said. 

In challenging market conditions, 
making sure that you stand out from 
the crowd is a worthwhile investment, 
agreed D. L. Narayanan, group general 
manager of Afkar Financial & Property 
Investment, owner of 2XL Furniture & 
Home Décor, which recently opened 
a new store in Sharjah. “Indirectly, 
the pressure is on retailers to provide 

proper space in the right location is not 
easy but we are confi dent that our new 
location is ideal and visible to both our 
trade and retail clients,” he added. 

When it came to location, Palmon 
Group opted for Dubai’s Jebel Ali Free 
Zone for its new showroom, which was 
inaugurated on May 6. Coinciding with 
the company’s 25th anniversary, the 
opening also marked a new partnership 
with CP Furniture, a leading European 
supplier of contract furniture.

“As a group, we have expanded and 
diversifi ed over the last 25 years, with a 
consistent strategy to bring brands and 
services to this region that haven’t been 
offered before, or have a strong USP. We 
consciously seek out brands that have 
an innovative edge and hence are ex-
cited about our new partnership with CP 
Furniture,” said Rania Lahori, marketing 
director, Palmon Group. 

Speaking of the new alliance, Andrew 
McGillivray, head of business develop-
ment at CP Furniture, reiterated the 
importance of an effective showroom. 
“We needed a tool box and that tool 
box is a showroom. And you can see 
from the results that The Palmon Group 
pulled no punches. They’ve given us 
the space and they’ve given us the 
personnel,” he said. 

In spite of the recent fl urry of activity 
on the market, McGillivray remains 
confi dent that there is enough room for 
everyone. “We’re not about pushing and 
fi ghting for space. That’s not an issue. 
We think that all good products have a 
viable place in the market. We’ll have 
our clients, they can have theirs. Forget 
about 60% market share, or whatever. 
We go for the high-margin, long lasting 
business relationships.”

And key to creating those relation-
ships is showing commitment, he 
maintained. “A real brand is there for the 
good and the bad. A brand doesn’t leave 
the minute things get diffi cult. Did you 
see all of Dubai’s Armani stores closing 
down because of a drop in sales? No. It’s 
just not something you do. 

“You commit, you stand up and you 
say, I’m here. We were especially bullish 
in 2009. When everybody was leaving, 
we ran in. You increase your profi le ten 
fold by standing up when everyone else 
is lying down.” 

there right now. We’ve also quoted for 
a number of hotels in India and we are 
getting quite a lot of interest from Saudi 
as well,” explained Mike Pass, manag-
ing director of Arte Vivo. 

The company’s preferred partner is 
Pacifi c Traders, a Philippines-head-
quartered manufacturer with 37 years 
of experience. Arte Vivo launched its 
showroom – a vital tool in enabling 
potential customers to fully understand 
the brand – in March. “We would like our 
clients to see the quality and the crafts-
manship that goes into each piece of our 
furniture. All of the furniture that you 
see in the showroom is manufactured in 
Cebu, Philippines,” Pass pointed out. 

In this way, the company can also 
counter any misconceptions that 
people might have about its products. 
“What we’ve found, being at different 
trade shows, is that people ask where 
our furniture is manufactured and I 
say the Philippines and they immedi-
ately put us into a window, as if it’s 
the equivalent of coming from China or 
Malaysia or Indonesia, so it has to be 
either low price or low quality. 

“One of the challenges is to convince 
people that we are on a different level. 

state-of-art design which engages the 
customer and make them stay longer. 

“Having huge showrooms helps us 
create a better visual for the consumer. 
The settings are very illustrative to help 
the customer make their fi nal decision 
quicker. Hence a larger showroom was 
warranted,” Narayanan continued.

Italian mosaics brand, Sicis, has 
also seen the benefi ts of a larger space 
and opened a new 4,300ft² showroom 
in Dubai last month. The new space 
showcases a range of contemporary 
wall and fl oor mosaics, as well as the 
company’s famous stiletto shoe-shaped 
bathtub, Audrey, mosaic mannequins 
and a newly-launched range of designer 
chairs from Sicis Next Art. 

“Although we have had a showroom 
in Dubai for the past six years, our 
diverse range of products and customer 
base have both grown to the extent 
that we need more space to allow us to 
showcase these collections,” explained 
Tareq AbuRoza, managing director, Sicis 
Middle East & Gulf.

“Sicis is a worldwide brand and we 
have specifi c and unique requirements 
for our showrooms in the likes of Paris, 
Milan, New York and Tokyo. Finding 
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Debbas Group
W HO?

In 2010, Debbas Group celebrates 100 
years of growth to become a multinational 

technology and services conglomerate 
which operates from the US to China 

in the fi elds of lighting, systems, MEP 
contracting, manufacturing and trading. 
Our journey started in 1910, when Cesar 

Debbas established ‘Le Grand Magasin 
d’Electricité’ in the heart of Beirut, a 

pioneering commercial space dedicated 
to innovative products in the electric and 
lighting fi elds. Today, through a network 

of 25 companies in 16 countries, four fac-
tories, six showrooms and a workforce of 

more than 1,000 people, Debbas Group is 
dedicated to providing its customers with 
innovative turnkey solutions to create the 

human spaces of tomorrow, today. 

USPS?
After 100 years of providing innovative 

solutions, the Debbas brand has become 
synonymous with quality, high perfor-

mance, responsiveness, uncompromised 
service effi ciency and excellence in execu-

tion. Yet, our prime identifi er is the fact 
that we strive to be the leading technology 
provider to high-end construction projects 

by delivering the fi nest turnkey solutions 
through our dynamic process: engineer, 

source, supply, install and maintain.

WHAT ’S NE W ?
2010 is a festive year for Debbas Group as 

we are currently enjoying the 100th 
anniversary of our foundation.
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BE S T SELLER S?
At Debbas, we are proud of our diverse brand 
portfolio. Debbas Group has the privilege 
of enjoying exclusive relationships and 
partnerships with some of the most renowned 
manufacturers in the world. In fact, many of 
those relationships have been consistent 
since the 1950s. Our six showrooms refl ect 
that diversity as they propose a distinctive and 
extensive selection of premium lighting, from 
iconic, to contemporary and classical, as well 
as decorative and technical luminaires.  

PROJEC TS?
Debbas Group has successfully tackled 
numerous projects, ranging from the Mecca 
pilgrimage site to the state-of-the-art New 
Delhi International Airport. Our strength is in 
the versatility of our engineering corps and the 
logistical power of our network.   

Over the past 100 years, Debbas Group has 
effectively provided solutions for intricate and 
diverse projects in the hospitality sector, in-
cluding Royal Monceau in Paris, Burj Al Arab in 
Dubai and Intercontinental Phoenicia in Beirut; 
the healthcare sector, including Hamad Medi-
cal City in Doha, American Hospital in Dubai 
or CMC John Hopkins in Beirut; as well as the 
corporate and public sectors, with projects 
such as the Citibank headquarters in Dubai, 
the Nestle headquarters in Paris, the ministry 
of industry building in Khartoum or the 
Grand Serail in Beirut. 

Also, Debbas Group has effi ciently delivered 
top notch solutions for airports in Dubai, 
Beirut, Sharjah, Doha or New Delhi, museums 
such as the Museum of Islamic Art in Doha, 
Musee d’Orsay in Paris or Bahrain National 
Museum in Manama, and sports facilities such 
as Stade de France in Paris or Beirut Horserace 
Track. The abovementioned projects are but a 
few select examples of the diversity of projects 
Debbas Group has provided solutions for.    

CONTAC TS?
Debbas Group has operations in 16 countries. 
Find out more by logging on to www.debbas.
com. Dubai offi ce: Debbas Electric, PO Box 
30571 Dubai, UAE, Zaabeel Road, Karama,
 tel: +971 (0)4 335 0006, fax: +971 (0)4 335 
3543, and email info@debbas.ae.
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At the ABBOUD M AL AK OF ST UDIO M HA S DESIGNED 
SOME OF THE PLUSHEST OFFICES IN DUBAI.
CID F INDS OUT MORE ABOUT HIS WORK

high end

Dubai. Being a Canadian citizen of 
Palestinian origin, and having lived 
in Qatar as a youth – before moving 
to Europe and, eventually, the US – 
Malak was drawn to the region. 

He moved to Dubai to take on the 
role of in-house designer for the Dubai 
International Financial Centre (DIFC), 
and was responsible for the interiors 
of the iconic Gate building. Once his 

A
bboud Malak’s interior 
design career began in 
the US, in the midst of a 
frenzied, dot com-driven 

boom. Fresh from university, Malak set 
up his own studio in west Hollywood, 
initially focusing on the residential 
sector. After a successful six years, 
he started hearing about an up-and-
coming city halfway across the world: 

work with the DIFC was done, Malak 
again branched out on his own, setting 
up Studio M, a design consultancy 
that has enjoyed particular success in 
the high-end corporate governmental 
sector. We caught up with Malak 
to talk about about the dangers of 
being pigeon-holed, the importance 
of promoting local talent and the 
defi nition of good design.  
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How did you get into design?
I think there was always an interest, 
ever since I was a little kid. But it be-
came serious after I fi nished a Fine Arts 
degree and I realised that I was going 
to end up being either a painter or a 
university professor – and that neither 
was for me. 

I studied in Los Angeles. I graduated 
from Pepperdine University in Malibu, 
California, with a BA in Fine Arts and 
then I attended the Art Centre College 
of Design in Pasadena, California, and 
studied Interior Architecture. In the US 
when you are starting out and you want 
to open your own studio, you normally 
start off in the residential sector – 
unless you go and work for a big fi rm, 
which I didn’t want to do. 

From the get go, I started off on my 
own. It was a bit harder, of course, but 
I think I started off at the right time. It 
was the late 1990s, so the dot com, 
‘boom’ years. I opened my own studio 
in west Hollywood. I had a partner and 
we worked there for about six years. We 
did a lot of great work, mostly residen-
tial, but also a lot of retail stores.

How did you become involved with 
the Dubai International Financial 
Centre (DIFC)? Is this why you moved 
to Dubai?
Yes, I came specifi cally for DIFC. I was 
hired by them to be their in-house de-
signer and to handle their image. Inter-
estingly enough, when I arrived, DIFC 
was just about to get started. The Gate 
building was barely under construction. 
None of that existed. 

I came here when the market was 
still quite young and even shopping 
for furniture was diffi cult. There were 
a couple of furniture stores and that 
was it. I have to say it was quite hard 
sourcing the right materials, fi nding the 
right suppliers, and getting the right 
manufacturers and contractors. It was 
a huge learning curve for everybody.

The fi rst year was very diffi cult for 
me because I had to deal with shifting 
countries and starting all over, while 
getting used to a new way of working. 
For example, I had to shift from the 
empirical system to the metric system, 
which is a big deal, even though you 
don’t even realise it. And on top of all 

those issues, you had to deal with fi nd-
ing the right people to build things, so 
it was defi nitely tough.

I was the lead interior designer for 
the DIFC Authority at the Gate building. 
When we completed that project, the 
international crowd thought that it was 
the most interesting corporate work 
to come out of Dubai. And equally, 
residents of Dubai were amazed by the 
new style of design and the unique ar-
chitecture of the Gate. They embraced 
it, and look where we are today.

Were there cultural differences to 
contend with when you fi rst arrived? 
Once you understand the reasoning 
behind it, it becomes just another chal-
lenge to embrace. Being of Arab origin 
and speaking the language helped me 
a lot in dealing with this environment 
from a different perspective. I under-
stand the nuances. You pick up things 
that you might not, otherwise. It’s like 
when you translate a joke into another 
language. It loses something. You have 
to speak the language to get the joke. 
It’s like that. It helps a lot.

You have to be aware of the cultural 
differences, even in your choice of 
colours. Here people prefer their woods 
to be dark. They don’t like light woods. 
They don’t like white, so you tend to 
be a little bit more colourful and more 
vibrant. Here people prefer polished, 
mirror fi nishes. They like marble. In the 
west, the preference is for fi nishes to 

be more honed, muted, matt. You have 
to be aware of these things. 

Has Dubai managed to create a design 
language of its own in the time that 
you’ve been here?
I think it does exist. It’s not necessarily 
noticeable because there is such a 
large number of people having their 
fi rst experiences here in Dubai. I also 
think a lot of work in Dubai is designed 
outside Dubai for Dubai, rather than 
designed in Dubai for Dubai. And that 
makes a really big difference. 

Doing it remotely, you can miss a lot 
of the details. It’s important to come 
and live in a space, and get a feel for 
a city, before you start designing. For 
me it’s very important. You can give me 
a fl oor plan but I have to go and visit 
the space in the morning, and again at 
noon, and then in the afternoon. I want 
to see where the light is, I want to see 
how it feels, the orientation of it. If you 
are doing it 12,000 miles away, it may 
be diffi cult. You could miss that. You 
could do a great job, but you could also 
miss something. 

You notice it in Lebanon, where they 
do have a modern, Middle Eastern 
aesthetic, or in Turkey where they also 
have a modern Middle Eastern aes-
thetic. You can’t mistake it for anything 
else, it is defi nitely Middle Eastern. And 
that’s probably because the majority 
of designers doing work in Turkey, are 
Turkish, or in Lebanon, Lebanese.

1 2
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Malak studied 

in the US and 

started his career 

doing residential 

and retail work. 
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In Dubai, it’s not an easy thing to do. 
The carpenters that build the dhows 
that you see alongside the Creek, for 
example. We are very far removed from 
them. I would love to go to one of those 
dhow builders and fi nd out what kind of 
wood they use and fi nd out whether we 
could build furniture out of that. 

It would be nice to take those raw ma-
terials and do something with them in a 
completely different context. But I don’t 
fi nd that that is a particularly accessible 
thing to do, which is a shame. 

Whose responsibility is it to guide the 
evolution of a local design aesthetic?
I think we all need to make the time, 
because it is in our interests to build 
that design culture here. 

As the ‘older’ generation of designers 
here, we need to take the time and push 
the younger generation through. We 
need to invest in them. It’s there and it’s 
still young, but there is defi nitely talent 
around. I’ve gone to a few exhibitions 
at Traffi c, and at some of the other 
galleries in Dubai, and I’ve seen these 
young Middle Eastern designers and it’s 
impressive how far they’ve come in just 
the last few years. It’s quite amazing. 

The standard has shot up so dramati-
cally. I think that in a few years time, 
with the next surge of the economy, 
these ‘kids’ will have a lot to say. It will 
be their time to shine. 

That’s when you are going to see 
true, authentic, modern, Middle East-
ern work. I’m 100% sure that is going to 

happen. The trick is to keep those kids 
here. Not have them feel like there’s 
no work for them here so they should 
go abroad. It’s very important that we 
put that talent to good use because if 
you don’t use it, it’s just another great 
opportunity wasted.

What makes a good designer?
It’s about levels of passion for what you 
do. You have to be very curious. You 
have to be nosey, you have to want to 
touch things and not be shy. If I walk 
into a hotel room, I’ll pretty much tear 
it apart. I want to know how it is put 
together. I want to understand it. Hav-
ing a curious nature helps a lot. You 

understand how things are built and 
what materials are used, and how they 
are connected. All of that helps you in 
the design process. When I fi rst came to 
Dubai, I really looked around, and took a 
lot of pictures – not just of Burj Al Arab. 
I took pictures of the old stuff, and the 
little things. That’s what’s interesting. 

Tell us about Studio M.
Once I fi nished work on the DIFC project, 
the governor of DIFC suggested that I 
stay in Dubai. DIFC offered to help me 
get a license and they started feeding 
me projects. At the time, all of these 
government entities, such as Dubai 
Holding, the Executive Council and the 
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Good design doesn’t 

have to be expensive, 

Malak maintains.
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Executive Offi ce, were very young and 
were just starting out. 

All of these entities were very new to 
the landscape, so one project led to an-
other and there was a kind of snowball 
effect. Because they were all successful, 
you get that repeat business. 

Do you predominantly focus on 
commercial work?
It’s interesting because I’ve been put 
into that niche. I would love to do more 
hospitality work. That really attracts me. 
I fi nd that a lot of my corporate work, 
because it is always very high end, 
ends up leaning towards the hospitality 
look. That’s why I would love to get into 
hospitality a bit more. But yes, for now 
we mainly concentrate on high-end, 
governmental corporate work. 

Are there inherent challenges when you 
are working with government entities? 
How modern are they in their approach 
to design?
I think things are changing. Maybe 
because I have done work for some of 
the most important entities in Dubai, 
and those are the places where most of 
the big decisions are made. Important 
people end up visiting those offi ces and 

when they see them, they think: “This is 
interesting, and it’s very different to our 
offi ce space. Why can’t our offi ce look 
like that?”

What are you working on now?
I am doing another corporate offi ce. This 
one is in Emirates Towers and it’s for 
the ministry of state. Because we are a 
small fi rm, we tend to – depending on 
the market, of course – work on two or 
maybe three projects at a time. We don’t 
like to spread ourselves too thinly. 

Are attitudes towards offi ce spaces 
evolving in this market?
I personally believe that there are 
spaces that, without you knowing it, 
make you feel good. And I think in a 
working environment, which is where 
you are spending the majority of your 
day and your life, it is really important 
to focus on that. 

It’s like your home. Your home should 
be an important part of your life and 
so should your offi ce. It’s funny how 
you fi nd a lot of people focusing on the 
things that they spend the least amount 
of time in, like their cars – but their 
homes and offi ces are not necessarily 
important. That’s ironic. You’ll fi nd 

somebody willing to spend AED 700,000 
on their car but not willing to spend AED 
30,000 on a sofa. And I think, wait a 
second, how many hours a day do you 
spend in your car, and how many hours 
do you spent sitting on that sofa? 

I think that the most important thing 
about an offi ce is that it makes you feel 
comfortable. And how do you make 
someone feel comfortable? You give 
them the right chair, you give them 
the right desk, you make sure that the 
material of the desk makes sense. 
Light it well, and use materials that are 
comfortable and relaxing to the eye. It’s 
not about shock value or something that 
looks amazing for fi ve minutes but then 
gives you a headache. 

How do you defi ne good design?
First of all, good design doesn’t need to 
be expensive design. And bad design is 
not always cheap. You can spend a lot 
of money on bad design. And you can 
spend very little money on great design. 

It’s about having the right client who 
is willing to see the design through and 
who trusts their designer. That’s very 
important. You have to have a good cli-
ent and a good designer. One of the two 
is not enough.  
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Malak recently 
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offi ces for the Boston 

Consultancy Group.
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CASE STUDY: ARMANI HOTEL

Designer

AN E XCLUSIVE LOOK INSIDE THE NE W ARM ANI HOTEL DUBAI

F
rom the A-shaped 
swimming pool to 
the capital ‘A’ carved 
into each and every 

sugar cube, Giorgio Armani 
has made his mark on every 
inch of his new hotel. 

This relentless reiteration 
of the brand starts in the lob-
by of the Armani Hotel Dubai, 

where a series of bronze col-
umns arch overhead, meeting 
at a point to create a towering 

collection of artful As. Be-
neath the arches, mirroring 
their shape, lie two oversized 

sofas. The combined result is 
a consciously contemporary, 
highly fashionable take on 

the traditional majlis. 
The A-shaped arches are 

a recurring theme – they 
reappear on the hotel’s logo, 

and then again, as a creative 
alternative to run-of-the-mill 
table legs. The message is 

clear: this is an Armani hotel 
in more than just name. 

FASHIONABLY SEDATE
Set into a corridor leading 
off from the lobby is a glit-

tering showcase of Armani’s 
exclusive Privé accessories 
collection. Available for 
purchase by invitation only, 

these one-of-a-kind creations 
are a striking reminder of how 
closely fashion and hospital-

ity sit side by side in this 
new property. At the end of 
the corridor are the Armani/

Fiori and Armani/Dolci retail 
spaces, where guests can 
purchase Armani-inspired 
fl owers and sweets.  

hospitality

1
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The hotel exists as a larger-than-life 
showcase of Giorgio Armani’s creative 
breadth. The world-famous fashion 
designer is reported to have overseen 
every single element of the design, 
from soap bars to suites. 

In fact, getting the shape and colour 
of the soap right took a rumoured 22 
months, and was inspired by a pebble 
that Armani came across whilst on a 
beach in his native Italy. “I had not 
been involved with construction itself 
but I followed every single step in 
design and style,” said Armani during 
the grand opening of the hotel on April 
27. “After fi ve years of working on this 
project on paper I saw it for real. It was 
marvellous to see how it came to life.”

Fino International was enlisted to 
transform Armani’s vision into a work-
able reality. “What we received was a 
concept design created by the Armani 
team. This concept was, I believe, 
personally prepared by Giorgio Armani 
himself. In a sense, we had to make it 
workable,” said Talal Saeed, managing 
director of Fino International.

“For instance, the Armani team speci-
fi ed a large quantity of a certain type of 
marble; we had to make sure that there 
was enough quantity in the quarry to 
ensure that we could do the entire job 
to the same quality. These were the 
technical challenges we faced.

“Almost everything was doable – it 
just took a while and some real guts. 

1

Bronze arches 

tower overhead 

in the lobby.

2

A muted 

colour palette is 

used throughout 

the property.
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Giorgio Armani was 

involved in every  

aspect of the design. 
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Diffi cult decisions had to be made. 
You want to meet the criteria of the 
Armani ‘look’ but you still had to look 
at safety standards and water proofi ng 
and durability and acoustic standards, 
for example. We had to translate it into 
a constructible site that met the stan-
dards of the world’s tallest building,” 
Saeed explained.

Time restraints were the biggest 
challenge that Fino faced with this 
iconic project, which was completed in 
36 months by a team of 2,500 people. 
“We were racing against time. We had 
to do so many things in such a short 
space of time. The logistics were also a 
challenge. It is a whole world in itself, 
this building. I think it will house 10,000 
to 15,000 people, eventually. You are 
not simply creating a building. You are 
creating a small town – just upwards.”

SIMPLIFIED
Armani Hotel Dubai occupies fl oors 
concourse to eight, as well as levels 38 
and 39 of Burj Khalifa, the tallest build-
ing in the world. The property consists 
of 160 rooms and suites, complement-
ed by 144 private Armani residences, 
located on fl oors nine to 16. 

Additional facilities include eight food 
and beverage outlets, including the Ar-
mani/Privé VIP lounge, and the world’s 
fi rst in-hotel Armani Spa. Rooms come 
in a range of different types, ranging 
from the 45m² Armani Studio Room to 
the 340m² Armani Dubai Suite, which is 
priced at AED 45,000 per night.

3 4 5
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Its prestigious location – and there 
are few more impressive addresses 
than the Burj Khalifa right now – 
coupled with the fact that it is the fi rst 
Armani property in the world, placed 
the hotel very fi rmly in the global spot-
light. Which, in turn, placed enormous 
pressure on everyone involved.

“Everybody is looking at this with 
a microscope. Your drawings, your 
technical expertise, your people, safety 
systems, quality control – everything 
was scrutinised,” said Saeed.

Which is one of the reasons why 
the fi nished product is very different 
to anything else on the market, Saeed 
suggested. “It is as simple as can be 
but also as beautiful as can be. I can’t 
describe it. We could not visualise how 
the hotel would look like once it was 
fi nished; but it turned out to be a one-
of-a-kind,” he said. 

The design is defi ned by its simplic-
ity. Unlike many of the region’s hotels, 
Armani Hotel Dubai is understated, 
and free of overly excessive design fea-
tures. “There are no colours, no crys-
tals, no gold leafi ng and no chandeliers 
in the building, at all. It is a totally dif-
ferent concept. It is very elegant, very 
exquisite, very refi ned,” said Saeed. 
“You will not see colourful fabrics or 
wallpaper. There is nothing hanging 
on the wall. You don’t see paintings or 
anything like that,” he added.

When he was fi rst approached by 
Emaar Properties to design a hotel, 
Armani questioned whether he was the 

right man for the job – given his mini-
malist sensibilities. Armani recalled 
saying: “Are you sure you want me? I 
believe in minimalism, less is more. 
And when you looked at what was hap-
pening here [in Dubai fi ve years ago] 
you would have thought exactly the 
opposite. It was a very different style”.

Armani’s ‘less is more’ approach is 
perhaps most apparent in the muted 
colour palette used throughout the ho-
tel. Bronzes, discreet golds, browns, 
beiges, greys and dark olive greens 
set the tone in rooms and public areas, 
with bright colours notable only in 
their absence. 

But while the colours used are at the 
more subdued end of the spectrum, 
they are not lacking in richness. In 
true Armani style, the palette has 
been injected with a touch of glamour, 
converting muted tones into warm, 
shimmering, sensual colour schemes. 

Materials further reiterate the rich-
ness of the design. Satiny, smooth 
and often curved, walls cry out to be 
touched. Japanese tatami fl ooring lines 
the corridors, soft and spongy under-
foot. Elsewhere, multi-faceted Eramosa 
marble covers the fl oors, mirroring the 
complexity of corresponding Zebrano 
wood walls. Every bed has a unique, 
elaborately-patterned, custom-made 
headboard and matching bedspread.  

The Armani team was very specifi c 
about the materials it wanted to use, 
Saeed explained. “They were very 
precise. They knew exactly what they 
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wanted. Most of the suppliers we used 
were from Italy and Europe. We brought 
fabrics from the States, and paint, 
glass, wood and veneer from Italy. 

“The marble came from Canada, 
Iceland and northern Europe. The furni-
ture was Armani Casa. It was supplied 
by Armani himself and we installed it 
for him,” Saeed explained. 

AN AIR OF MYSTERY
While Armani’s design may be simple, 
in terms of the muted colour palette and 
limited accessories, it is also surpris-
ingly complex. Built into the design is an 
inherent sense of mystery, with a con-
stant interplay between what is shown 
and what remains to be discovered. 

Corridors give no indication of 
where they might lead. Intersected by 
refl ective doors, all you see is your own 
refl ection as you make your way from 
one end to the next. 

Room doors are set fl ush into the 
walls of the corridors, and are made of 
the same wood so they are barely dis-
cernible. The impression is of a secret 
entrance to a mysterious destination.

Once inside the rooms, a sense 
of secrecy continues. Sliding panels 
and doors hide corridors, televisions, 
kitchens and cupboards, making 
journeying through the room a voyage 
of discovery. Guests can choose what 
they want to reveal and what they wish 
to keep hidden away. 

Smooth and sinuous, the curva-
ceousness of the walls further adds 

to a sense of mystery. This is a design 
with hidden depths – where decorative 
side tables unfold into fully kitted-out 
work desks, and cupboard doors, once 
opened, can be slotted into the wall 
to save space. 

But if a sense of secrecy abounds 
in the guest rooms, it is the direct op-
posite in the restaurants, where trans-
parency is the defi ning characteristic. 
All restaurants have open kitchens, to 
enable guests to fully appreciate the 
effort that goes into their food. 

The hotel’s eight food and bever-
age outlets include the Armani/
Lounge, which sits overlooking the 
Dubai Fountain and offers light meals 
throughout the day; Armani/Peck, 
the Dubai branch of Milan’s 125-year 
old Peck Deli, which offers a range of 
signature dishes, fresh pastas, hot and 
cold counters, and a striking black-and-
white checkered design; the casual but 
elegant Armani/Mediterraneo; Armani/
Ristorante, a fi ne-dining restaurant 
that draws on Italy’s rich gastronomic 
traditions; Armani/Amal, which offers 
fresh and innovative Indian cuisine, 
along with one of the most dramatic 
entrances in Dubai; Armani/Hashi, a 
modern Japanese eatery; and the exclu-
sive Armani/Privé lounge.

Designing his fi rst hotel was an ex-
perience that Armani relished. “There 
are so many elements when you are 
designing a hotel which makes it a 
very, very exciting project; so many 
spaces, so many areas, restaurants, 
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lounges, rooms,” he said. “The real 
difference is that when you design 
some clothing, journalists say after 
six months ‘it’s off’. With Hotel Armani 
it cannot be really the same. So it’s a 
much bigger commitment and a much 
bigger risk, which is why I love it,”
he continued.

“It’s very diffi cult to create space 
with spirit and lifestyle,” commented 
Mohamed Alabbar, chairman of Emaar 
Properties, during the opening of the 
company’s latest – and arguably great-
est – venture. “Armani has an incred-
ible common sense that makes him a 
designer and a hotelier; and that makes 
him a person that understands what 
works, [and] what doesn’t work”.  
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CASE STUDY: MARCHANT

In with the old
AF TER 20 YEARS, LONDON’S MARCHANT ANTIQUES STORE WAS CRYING OUT FOR A REFRESH

M
odernising a space that 
exists solely to promote 
‘the old’ was far less 
complicated than it 

sounds, according to Steven Southall, 
associate at SHH, the UK-based 
architecture, interiors and branding 
consultancy. Southall was the project 
architect responsible for a complete 

overhaul of the Marchant antiques 
store on London’s Kensington Church 
Street. This included a new brand 
identity, store fascia, extension and 
interior concept for the 85-year old 
family business.  

Established in 1925, the S Marchant 
& Son dealership is a specialist in 
Chinese ceramics and artworks. It has 

been managed by three successive 
generations of the same family, with 
father and son team Richard and Stuart 
Marchant currently at the helm.

The rebranding exercise started with 
a change in name. From the previous ‘S 
Marchant & Son’ brand, SHH developed 
the more concise ‘Marchant’ identity. A 
new visual identity was inspired by the 
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importance of jade in Chinese artworks 
and plays with the two shades of clas-
sic green and ‘white’ jade, which is in 
fact a lighter shade of green. A pattern 
was developed around the logo, tying 
in with an Asian motif that is used for 
interior fretwork walls surrounding the 
store’s staircase.  

Previous to this latest upgrade, 
the store hadn’t been refurbished in 
over 20 years – and was beginning to 
show its age. In need of an injection of 
contemporary style, the store required 
a fresh new look that would strengthen 
the brand and enhance the overall 
Marchant experience. 

The brief called for a rationalisation 
of the building’s space plan, in order 
to increase and enhance the display/
gallery area. The design team was 
instructed to pay particular attention to 
functionality, as the existing store had 
in fact functioned extremely well.  

“We were asked to create a scheme 
that was contemporary but with a 
classic and timeless air, so that it could 
easily last another 20 years without 
looking dated,” noted Neil Hogan, 
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creative director, SHH. “It was also 
important to maximise gallery space 
and indeed, thanks to our new space 
plan, we have increased gallery space 
overall by 20%.”

The display area is the heart of the 
store and, as such, was a critical com-
ponent of the new design. Dedicated 
gallery space is found on the ground 
fl oor of the four-storey building, which 
is entered via a lobby space that leads 
in from the main entrance. 

In this main space, the entire left 
wall houses a new, bespoke display 
system, made of non-refl ective glass 
and bamboo. Storage is incorporated 
into the bottom of the system, while 
top and low-level front lighting, custom 
designed by SHH, enhances the overall 
ambience. Artefacts are set against 
a deep red wall, a dramatic backdrop 
that draws immediate attention to the 
items on display.  

It was essential that the design of 
the display area was not overwhelming 
and didn’t detract in any way from the 
protagonists of the show – the antiques 
themselves. “A successful modern or 

contemporary scheme is the result of 
clean detailing and the utilisation of 
simple, clean forms and materials,” 
Southall explained.

“The clarity of display that is 
derived from the detail of the artwork 
contrasting against the simplicity of 
the display cabinets was the brief from 
day one when creating the concept; a 
process which is adopted in auction 
houses and museums throughout the 
world,” he continued. 

“We worked very closely with our 
joinery manufacturers in conjunction 
with the non-refl ective glass and Corian 
suppliers, obtaining multiple samples 
and fabricating off-site mock-ups. This 
facilitated the creation of the most 
important aspect of the gallery – the 
display – in order to meet the practical 
and design requirements successfully,” 
Southall said.

Another defi ning feature of the new 
Marchant interior is a striking stair 
spine that links the store’s four fl oors. 
White, full-height fret-cut panels, in a 
pattern that echoes traditional Asian 
motifs, envelop the stairs. 
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“We wanted the showcases to be 
the biggest and most powerful ele-
ment in the space, but when travelling 
between fl oors we needed to leave 
customers with a sense of identity.  
The fret-cut stair spine is just right for 
this in terms of intrigue and authentic-
ity,” said Southall. 

A major interior feature, the stair-
case’s Asian overtones are a nod back 
to the products on show. “An element 
of heritage and history, in this case 
the Asian fretwork motif, was adopted 
in the spine and in the branding and 
signage, creating connections be-
tween the display and the culture from 
which it originates. 

“The utilisation of bamboo fl oor-
ing and veneers, while not a literal 
interpretation, was also a practical 
material with a subtle reference to 
Asia. We did have a little fun with the 
handrails to the staircase, which are 
clad in green leather with stitch abut-
ments creating a more literal bamboo 
interpretation. While not necessarily a 
refl ection of heritage and history, this 
is certainly a reference to geography 
and culture,” he detailed. 

The fi rst fl oor of the store has a 
similar layout to the ground fl oor, with 
a gallery section and the same basic 
fi nishes, but it has a slightly more infor-
mal feel and is home to a meeting area 
fi tted with chairs and a sofa. The sec-
ond fl oor, which was always an offi ce 
area, has been reconfi gured to be more 
user-friendly. It is now more open-plan 
with more storage. It also makes fuller 
use of the ceiling void area, after the 
designers removed the existing fl at 
ceiling and raised it up to rafter level.

The lower ground fl oor, which now 
has the same footprint as the fl oor 
above, is home to a store room, library 
and preparation room where antiques 
are painstakingly cleaned and restored. 

The greatest challenges that SHH 
faced with this project were linked to 
the restrictions of the site and the con-
dition of the existing building, Southall 
explained. “The refurbishment encom-
passed all fl oors, including major struc-
tural works. This required stringent 
site safety requirements in conjunction 
with an element of phasing the works, 
so that site welfare facilities could be 
relocated around the building to allow 

the works to progress diligently. As the 
works progressed, a number of site dis-
coveries also came to light, resulting in 
a large degree of additional works such 
as bricking up concealed chimneys.”

In order to facilitate this revamp, 
the pre-existing store was completely 
gutted and the building’s back wall 
was removed. This allowed SHH, which 
worked closely with contractor Paragon 
Management UK, to extend the rear of 
the property. A steel box frame was em-
ployed to create the new rear façade, 
which was then re-clad to match the 
existing rear brickwork. 

Around the front, the store was 
granted with a completely new fascia, 
which was glazed to the maximum al-
lowed by planning regulations. A total 
of three windows were set into a solid 
timber frame. The main entry door, 
previously set in the centre of the 
façade, was moved to the far right to 
maximise the window display area. 

Behind each of the three windows, 
SHH has hung a white panel in order 
to set off display items, again making 
sure that the antiques on offer are the 
undisputed stars of the show. 
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FROM FABRICS TO FUNCTIONALIT Y, TECHNOLOGY IS DRIVING INNOVATION
IN WINDOW DRESSINGS, SAYS FIDA SL AYMAN

N
ot so long ago in the Gulf, 
offi ce workers used their 
bodies to shield their 
computer screens from 

the glare of the sun, and restaurant 
diners avoided window seats for fear 

Windows 2.0

of ending up as roasted as their lunch. 
Fortunately, the region’s window 
dressings industry has advanced 
considerably since then. 

Blinds have transformed offi ces, 
hotels, restaurants, hospitals and 

schools into light-fi lled, energy-
effi cient commercial spaces. Although 
many manufacturers are increasingly 
paying attention to the decorative 
aspects of blinds, they nevertheless 
remain a pragmatic choice. “More 1
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often than not, given the nature of 
our projects, we install blinds as a 
practicality rather than an aesthetic 
detail,” said Jason Roberts, group 
design manager, Bluehaus.

“Interiors are very ornate here,” 
added Yvonne Tobien, sales executive, 
Hunter Douglas Gulf, referring specifi -
cally to the hospitality industry. “I don’t 
know if this region is ready for the Eu-
ropean style, which is more practical-
oriented; more ‘less is more’.”  

PARING DOWN
The global fi nancial crisis, however, 
has left its mark on interior design, 
in many cases veering it away from 
traditional, over-the-top opulence 
towards a subtler, more understated 

style. “People have been really scared 
with everything that’s been going on in 
the past couple of years and design has 
been refl ecting that,” said Marie-Noelle 
Swiderski, managing director of interior 
design fi rm, Blanchard. “Clients want 
something that’s a bit pared down, not 
too much excess.”

When it comes to window dressings, 
“people are turning towards simpler 
solutions, like shutters or roman 
blinds,” Swiderski noted. But this 
change in style does not indicate a 
lapse in craftsmanship, she was quick 
to point out. Although the fabrics that 
designers are using are simpler, they 
still stand out for their quality. 

“There’s very little overload of detail 
or texture or colour, but when you look 
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at it, the fabric will be of a particularly 
beautiful weave or it will have an inter-
esting pattern,” she said.  

In fi tting out offi ces, Bluehaus looks 
for blinds that are “as inconspicuous 
as possible,” Roberts maintained.  
“They’re very minimalist and very 
sleek, although we don’t ignore the 
aesthetics of that either.”  

Aesthetics aside, blinds have a very 
practical purpose: they must allow as 
much natural daylight as possible into 
a building, while keeping out heat and 
glare. “We look for something that has 
a degree of transparency – a fabric that 
you can see through. Some of the larger 
buildings have good views that they 
don’t want to block out, so we usually 
use a white or very light grey fabric. 
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Nine times out of ten it’s a roller blind 
as well,” said Roberts.

Catering for hotels, shopping malls, 
offi ces and other commercial enter-
prises, the Hunter Douglas factory in 
Dubai produces fi breglass fabrics with 
openings of 5% or 10%. “Those are 
roller blinds and they’re our biggest 
sellers here,” said Tobien. The screen-
ing fabrics allow a person to see out, 
and are available in light colours that 
refl ect the sunlight away.

Curtain manufacturers, similarly, are 
under pressure to produce fabrics that 
can resist the harsh elements of the 
Gulf climate, Swiderski pointed out.

“Because the light, temperature, 
wind and the sand are quite harsh 
on any fi nish you’re going to use, you 
need to make sure that the fabric has 
an excellent dye quality, that it has a 
colour fastness with UV protection, 
and that the weave is solid enough 
to withstand having sand particles 
lodged in it,” she explained.   

Full-length, custom-made silk cur-
tains are an investment, she continued, 
and must hold up to rigorous use. 
“Blinds are easier to change because 
they’re cheaper, but curtains are hope-
fully something that you don’t have 
to change – even if the whole room is 
changed, the curtains usually stay the 
same,” Swiderski said. 

QUALIT Y CONTROL
Dubious about the quality of fabrics 
available locally, Swiderski sources 
Scotch-guarded, colour-fast curtain 
fabrics from local representatives of 
international manufacturers. 

“You can fi nd beautiful fabrics on 
the local market but it’s a gamble on 
quality, and these are risks I don’t want 
to take,” she said.

“Where Dubai is lacking,” she 
asserted, “is the hanging systems. 
There’s not a huge selection of beauti-
ful rods or poles here – you can fi nd 
very cheap ones, or ornate ones, but 

if you want something that’s going to 
stand the test of time, and that’s going 
to suit a cosmopolitan interior, you still 
have to import.”

Though blinds are chosen for their 
practicality, they are increasingly being 
designed to be a style choice as well, 
albeit not one as rich as curtains. “The 
biggest innovation at the moment is 
with fabric,” said Holger Scholz, direc-
tor of engineering, Verotex Gulf. 

The company’s Verofashion line of 
blinds is designed to offer the versatil-
ity of a blind with the fashion of a 
curtain, an innovation popular with 
style-conscious companies and hos-
pitality outlets. The company has also 
developed PVC-free fabrics which, as 
well as being thinner and lighter than 
PVC fabrics, control natural light and 
save energy, thereby helping compa-
nies to meet LEED requirements. 

“It’s certainly a buzzword at the mo-
ment,” said Roberts of LEED certifi ca-
tion, adding that many companies have 
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started to invest in blinds systems to 
reduce their energy expenditure.  

Tobien agreed. “It’s defi nitely 
picking up. A lot of companies have 
strict rules and regulations about 
their carbon footprint; they want to be 
aware and do the right thing.” To meet 
increased demand for energy-effi cient 
blinds, Hunter Douglas has released 
the Duette Architella, a fi re retardant 
honeycomb-design blind which can 
reduce energy loss by up to 50%.

FLYING THE FL AG
As a designer, Swiderski takes up the 
environmental mantle even when her 
client has not specifi ed a desire to 
install energy-saving blinds. “Some of 
our clients make a point of specifying 
them,” she said, “but most couldn’t 
care less. We try and promote it any-
way, and to fi nd suppliers and manu-
facturers that have these ethics.”

Suppliers in the UAE, she continued, 
have “a real awareness” of environ-
mental issues. “They have a real will to 
develop that side of things, and a lot of 
them realise this gives them an edge to 
place them on an international level.”

“Promoting environmental aware-
ness has become a major issue,” added 
Scholz. “There are always people who 
go only for the price, but after so long 
of buying cheaply, clients’ buying hab-
its are changing; they are looking for 
quality, they are looking ahead.”

Companies with a serious commit-
ment to reducing energy consumption 

are leaning towards electronic blinds 
systems which automatically regulate 
the amount of natural light entering a 
building, said Roberts. “This is one of 
the big trends at the moment – what 
we’re noticing is that people are more 
open to technology-driven controls, 
especially in the larger-scale projects.”

Though it’s “not widespread”, he 
admitted that “more and more of our 
clients are becoming interested in ap-
plying LEED standards.”

“One of the projects we’re working 
on at the moment is a building with 
over 15 storeys, and all the blinds 
are electronically controlled through 
a main system that calculates the 
amount of natural light that comes into 
the building,” he explained. “So, if the 
amount of daylight is high then the 
lights are switched off automatically.”

Coupled with exterior blinds, which 
refl ect the sun’s rays before they come 
into contact with windows, electronic 
blinds systems go a long way in making 
a building LEED compliant. “The use 
of outside shutters will increase a lot,” 
Scholz predicted.  

Having completed projects for the 
Sharjah Maritime Museum, Al Badia 
Golf Club in Dubai, and Airbus Middle 
East, Verotex’s Middle East offi ce has 
seen a marked increase in demand for 
electronic blinds systems. The German 
company is planning to open a factory 
specialising in motorised exterior 
blinds coupled with a shading system, 
to meet local demand.

TOP TRENDS FOR 2010
•  Automated interior and exterior

blinds systems

•  Transparent, heat-refl ective fabrics

•  Simple, effective designs

•  PVC-free blinds

•  Investment in quality blinds systems

•  Window insulation

Looking further ahead, advances in 
window glazing and solar technology 
may mean an end to having to put 
blinds in at all, Roberts predicted. 
“Huge advances are being made in 
glass and external blinds that disperse 
solar heat and refl ection away,” he 
said, but admitted that “it’s defi nitely 
more expensive.”  

If the lifespan of a building is taken 
into account however, “then it will be 
cheaper because there may be no need 
to install and replace blinds”. 
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DESTINATION FOCUS: ABU DHABI

A
bu Dhabi has not escaped 
entirely unscathed from 
the economic downturn, in 
spite of the hype. However, 

a number of factors have left it in a 
stronger position than many of its 
peers. “The UAE has not been immune 
to the global downturn,” said Stephen 
Embley, managing director – Middle 
East operations, Aukett Fitzroy 
Robinson (AFR). “However, Abu Dhabi 
is well placed for economic recovery, 
with over 100 years of oil reserves, a 
balanced economy and enlightened 
leadership,” he added.  

“Leading this recovery has been 
government investment in ‘social in-
frastructure’, so healthcare, hospitals, 
education, universities, and key worker 
and Emirati accommodation. Hospital-
ity and cultural investment remains 

strong but luxury residential and retail 
developments are suffering from over 
supply and competition from the Dubai 
market,” he detailed. 

AFR was one of the fi rst design 
practices to establish a presence in 
both Abu Dhabi and Dubai in the 1970s 
and 80s, and was responsible for a 
number of iconic projects at the time, 
including The Arab Monetary Fund 
and the Sheikh Mohammed bin Zayed 
offi ce buildings on the Corniche, which 
appear on the AED 1,000 bank note. 
After some time away, the company 
returned to Abu Dhabi in 2007 and was 
responsible for the architecture and 
interior design of the Radission Blu and 
Park Inn hotels on Yas Island. 

AFR has offi ces throughout Europe, 
with ‘hubs’ in London, Moscow and, 
now, Abu Dhabi. “Strategically, we 

COMPANIES MUST SHOW COMMITMENT IF THEY WANT TO SUCCEED IN ABU DHABI

Capital gains
believe the global economic and cul-
tural centre of gravity is moving east-
wards. Abu Dhabi’s position as a bridge 
between east and west is signifi cant, 
being only six hours travel time to 100 
global capital cities,” said Embley. 

US-headquartered design fi rm RW 
Armstrong is also convinced of Abu 
Dhabi’s potential. “We came to the 
Middle East in about 2005. Our presi-
dent is of Middle Eastern origin and he 
wanted to come back to this part of the 
world and try to be part of the growth,” 
said Mona Salem, senior associate and 
programmes director, RW Armstrong.

“When we moved to this region, our 
president saw that the opportunity was 
in Abu Dhabi. Even though everybody 
was in Dubai, he decided to start with 
Abu Dhabi, and I think that was a good 
move,” she continued. “We started 1
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looking at opportunities and then in 
2006 we won our fi rst project, which 
was lead consultancy for the Sorouh 
Sky Tower project. Since that time, 
we’ve grown from an offi ce of about 
three people in the Middle East to 
nearly 250 people.”

According to Salem, it is this level of 
commitment that has guaranteed the 
company’s success in the UAE capital. 
“Our philosophy and strategy for 
growth, whether in the Middle East or 
anywhere else in the world, is to grow 
locally. We don’t go into a place and 
just have one person working out of a 
suitcase. We actually establish roots; 
we give back to the community.”

Embley reiterated the need for long-
term commitment, but also highlighted 
the challenging nature of the market. 
“The expectation of world-class 
design, combined with competitive fee 
levels, payment periods and aggressive 
programmes, will test the best in the 
world. Accept to be here for the long 
term, investing in the local economy 
and society. Respect the rich local cul-
ture and values and promote a synergy 
between the best of Emirati and west-
ern culture, design and enthusiasm for 
the future,” he suggested. 

According to Embley, Abu Dhabi 
boasts world-class interior design 

in certain sectors, but is lagging in 
others. “In the hospitality, retail and 
residential market, Abu Dhabi’s interior 
design offering is truly world-class and 
competitive. Commercial offi ces and 
workplaces currently lack the sophis-
tication of western markets in relation 
to the integration of new working 
practices, empowerment culture and IT 
integration,” he suggested. 

For British artist Kevin Dean, Abu 
Dhabi has presented great opportunity 
for creative expression. Dean, who is 
celebrated for his fl oral designs, was 
involved in the design of the Sheikh 
Zayed Bin Sultan Al Nahyan Grand 
Mosque. “I was asked to provide some 
impressions of what the main courtyard 
or sahan fl oor might look like.

“Sheikh Sultan had already put down 
some quick ideas on paper, which 
was very helpful. I was surprised to be 
given so much freedom but Sheikh Sul-
tan was interested in moving away from 
traditional Islamic pattern in favour 
of more free-fl owing fl oral designs. 
Once my concept was approved I was 
then asked to design internal marble 
fl oors and the relief marble 
decoration on most of the 
external archways,” 
Dean detailed. 
Following on 

from this experience, Dean is currently 
working on a range of fl oral designs 
inspired by the Middle East, which will 
be featured on wallcoverings, rugs and 
china. The Oasis Collection is due to be 
launched at the end of 2011. 

“In the same way that the UAE has 
undergone enormous growth, so too 
has the nation’s design industry. In the 
malls, of course, you can fi nd many of 
the big international brands in interior 
design products and furnishings,” 
Dean explained.

“I think it is only a matter of time 
before even more indigenous design 
begins to take centre stage, particularly 
in the homeware and furnishing stores. 
I am currently developing a collection 
of wallpapers and textiles that uses 
fl oral motifs from the region. I’m not 
from the Emirates but that’s the sort of 
thing I mean – using local elements to 
refl ect the country’s culture.”

Dean’s impressions of the UAE 
capital are overwhelmingly positive. 
“I love Abu Dhabi; the people are so 
charming and helpful. Every time I 
return I’m astonished to see how the 

city has developed even more. It 
is hard to imagine that 40 or 

50 years ago Abu Dhabi 
was a small fi shing 

village.”  

1 & 2

Sheikh Zayed Bin 

Sultan Al Nahyan 

Grand Mosque.  
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DESTINATION FOCUS: ABU DHABI

I
t is fi tting, of course, that the 
new offi ces of The Environment 
Agency – Abu Dhabi are inspired 
by the topography of the United 

Arab Emirates. The sabkha, or salt 
fl ats, that line the coast; the dominant 
desert landscape; the mountainous 
terrain that snakes along the Omani 
border; the dunes of the Empty 
Quarter; and the islands that hug the 
coastline; all had an infl uence on this 
interior design scheme.

RW Armstrong, a US-headquartered 
architectural, engineering, project 
management, planning and design con-
sultancy with a presence in Abu Dhabi, 

was responsible for the interiors of the 
three-storey offi ce. “The project brief 
was for 12,000m² of offi ce space that 
would house the entire Environment 
Agency – Abu Dhabi. 

“The agency was interested in a 
design that refl ected its values and that 
showcased the UAE’s environment, 
but was also sustainable,” explained 
Mona Salem, senior associate and pro-
grammes director, RW Armstrong. 

The Environment Agency is a govern-
mental body that was established in 
1996 to protect and manage biodiver-
sity, create a clean environment and 
promote sustainable development in 

Environmentally 
friendly

ABU DHABI’S ENVIRONMENT AGENCY ’S NEW OFFICES HAVE
SUSTAINABILIT Y AT THEIR VERY CORE

Abu Dhabi. “We are also committed 
to giving environmental protection, 
regulation and natural resources 
conservation a high priority on the 
national agenda. We provide a direc-
tion for government, business and the 
community to build environmental 
considerations into the way they 
plan and live, without compromising 
Abu Dhabi’s development,” says the 
agency’s mission statement. 

As a highly prominent entity, the 
Environment Agency receives a high 
number of dignitaries from around the 
world, Salem explained. Furthermore, 
the offi ces are located in Abu Dhabi’s 

1

The Environment 

Agency protects 

and manages 

biodiversity in 

the capital. 
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prestigious Al Mamoura Building, 
which presented an additional incen-
tive to get the design absolutely right. 
Home to the Mubadala Development 
Company headquarters, Abu Dhabi’s 
Urban Planning Council, The Council of 
Economic Development, the Emirates 
Foundation and various other high-
profi le inhabitants, the Al Mamoura 
building is no stranger to good interior 
design, Salem pointed out. 

“What we did initially is we devel-
oped a concept that was based on the 
environment of the UAE. There are, I 
think, seven different environments 
in the UAE so, for example, we looked 
at the dune environment, the marine 
environment, the sabkha environment, 
the wadi environment, and we looked 
at the desert. We looked at all these 
different environments, at the colours, 
the textures, the type of animals and 
wildlife, the patterns, and incorporated 
those infl uences into the interior de-
sign,” Salem detailed.  

RW Armstrong introduced two 
distinct themes on each of the offi ce’s 
three fl oors. Each theme was character-
ised by a specifi c set of forms, textures 
and colour schemes, which shaped the 
fl ooring, ceilings, façade and furniture.

Throughout the design, the focus 
was very much on sustainability. “The 
offi ce has a luxurious feel, but it’s still 
sustainable. That’s a tough balance to 
strike but we believe that we accom-
plished that. We used a lot of recycled 

materials, environmentally-friendly 
materials, and materials with a low 
carbon imprint,” Salem said. 

“Most of the materials were sourced 
locally or from a nearby source. Electri-
cal consumption and MEP systems 
were a major focus and we introduced 
intelligent lighting and intelligent 
security systems. We also did a lot of 
customisation when it came to furni-
ture and artwork.”

But while sustainability was a 
primary concern, it was equally im-
portant to create an intelligent space 
that facilitated the agency’s work fl ow 
and promoted progressive working 
principles. “We put in a RPX digital 
conference room, which is the fi rst of 
its kind in this region,” Salem said. “We 
are very very proud of it. 

“We spent a signifi cant amount of 
time with the agency, developing the 
space programme. There are a total 
of 270 work stations. We took the 
structural hierarchy of the organisation 
and looked at having the majority of 

the staff occupying open workstations. 
Even the enclosed offi ces have sheer 
doors and sheer partitions to allow 
natural light to seep through and fl ood 
the rest of the space.”

In this, and many other ways, the 
new offi ce is strictly in keeping with 
current trends in workplace design, 
Salem pointed out. “The main 
trend in offi ce design right now is 
sustainability. Use of technology is very 
important too – being able to plug in 
anywhere, not being limited and not 
having wires all over the place. 

“IT is playing a major role in high-end 
commercial offi ces and conference 
spaces. Minimising bulk is also 
important, so there is a trend towards 
lightweight, modular furniture that can 
be assembled and moved around, and 
materials that are lightweight. Being 
able to use spaces for multiple func-
tions is also popular.”

All in all, the Environment Agency 
project took nine months to complete, 
a time scale that presented signifi cant 
challenges, given the size of the space. 
“The schedule was the greatest chal-
lenge. The agency was moving and had 
to vacate its old premises. They had to 
move into a temporary space and were 
very anxious to move into their new 
offi ces,” said Salem. 

In spite – or perhaps because – of 
this, the project was particularly re-
warding, Salem noted. “It was a fun job 
to do. It turned out very nicely and was 
well worth the headaches caused by 
the tight schedule,” she said. 

“It’s a project that we are extremely 
proud of, for many reasons, but mainly 
because of the sustainability angle; 
the client’s mission was very near and 
dear to our hearts so we were happy to 
be a part of the project, and hope to do 
many more like it.”   

2

The design was 

infl uenced by the 

natural environments 

of the UAE.     

3

Materials were 

sourced locally, 

where possible. 

4

The offi ce has a 

luxurious feel. 

2

SOURCES
Offi ce furniture: Estel 

Workstations: Herman Miller 

Training centre: Lamhults 

Waiting areas: B&B Italia and Minotti 

Lounges: Mauro Mori and Moroso 

Management suite: Estel, B&B Italia, 

Minotti, Molteni&C4

3
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S
pain has been slow to 
carve a niche for itself on 
the global design scene. 
Often overshadowed by 

their Italian counterparts, Spanish 
manufacturers have traditionally 
struggled to compete on an 
international level. But while Spain 
may have been a little slow off the 
starting block in terms of global 
marketing, back home its design 

SPANISH SUPPLIERS
YOU SHOULD KNOW

industry has been steadily – and 
stealthily – gathering strength. 

Embracing a fresh, innovative 
approach to design, Spanish 
manufacturers are quietly positioning 
themselves as a refreshing and unique 
alternative to more traditional design 
solutions. The Association of Spanish 
Manufacturers of Offi ce and Contract 
Furniture and Equipment (FAMO) has 
adopted the tagline ‘Sunlight shaping 

design’, a reference to the way that 
natural light infuses and infl uences 
Spanish architecture and design. 

In fact, light is a fi tting metaphore 
for the clean, contemporary, 
uncluttered lines that are inherent in 
many Spanish products. Over the next 
few pages, we speak to some leading 
players on the Spanish design scene, 
to fi nd out more about how they are 
differentiating themselves.   

SUPPLIERS YOU SHOULD KNOW
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CID speaks to Victor Schoone, country 
manager, Middle East, Roca.

Tell us about your company.
Roca’s vision is to be the ‘leading 
global bathroom brand’ by the year 
2020. The defi nition of this vision was 
set by Jose Miguel Roca in 2007 and 
has sparked the creation of numerous 
‘total change’ strategies through the 
company, and worldwide. 

Roca is aiming to be the leader in ev-
erything related to our business. It has 
defi ned fi ve key values, which are inno-
vation, design, wellness, sustainability 
and leadership. Any change programme 
or strategy must ensure that we improve 
in one or more of these fi ve areas.

New designs like W&W show our 
commitment to the environment and 
to innovation, as the water from the 
washbasin is reused for fl ushing the 
WC. This revolutionary concept has won 
numerous awards. Other innovations in 
wellness include Transtube, a shower 
cabin with automatic sliding doors, and 
the Home Beach. 

Roca has also shown its leadership 
in the bathroom sector through the 
establishment of a new concept 
of showrooms called Galleries, in 
which our values, goals, objectives 
and desires are transmitted to the 
end customer. We explain about the 
projects we are working on and the 
history of the company. 

Roca now owns such Galleries in 
Barcelona, Madrid and Lisboa, and in 
2010 a new London Gallery, designed 
by Zaha Hadid, will be opened. 

 
What sets you apart from the 
competition? 
The fact that Roca is still a family 
business, and is considered to be one 
of the largest family-owned businesses 
in Europe, makes it unique within the 
bathroom sector, and really makes a 
difference to the company. The fact 
that a family runs the business allows 
for good ideas, and even philanthropic 
ideas, to fi nd a way to the market, 
which really puts a signature on each 
and every Roca product. 

Roca
What projects have you worked on in 
this region?
Large-scale residential projects like 
Sky Courts, luxury hotels and resorts 
like Grosvenor House II and the Westin, 
as well as Saadiyat Island projects in 
Abu Dhabi, and many other housing 
and hotel projects across the whole 
of the Middle East. 

What are the defi ning characteristics 
of Spanish design?
Latin and Arab infl uences have created 
a unique combination of style, original-
ity and commitment, which, combined 
with technology, quality and hygiene 
(in the case of bathroom products), is 
putting Spanish designers at the fore-
front of international design. 

How do we contact you?
Please visit our new website, www.
roca.com or call +971 (0)4 347 6400 
to contact our regional offi ce at Emaar 
Gold & Diamond Park, Building 5, 
Offi ce 111, Sheikh Zayed Road, 
4th Interchange. 
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Catching up with Jill Gordon-Keep, Buro 
45’s business development manager.

Tell us about your company.
Buro 45 is an established, progressive 
company headquartered in Dubai offer-
ing a broad range of modern European 
offi ce furniture complemented by 
related services across the Gulf region.

What projects have you worked on in 
this region?
We have undertaken a large number of 
diverse projects across the Gulf region 
and we believe our track record speaks 
for itself. A selection of our latest ap-
pointments includes: Linklaters (DIFC), 
Omnicom Media Group (DMC), TBWA/
RAAD (Dubai and Abu Dhabi) and also 
the Masdar Institute of Science and 
Technology (Masdar City, Abu Dhabi).

What sets Buro 45 apart?
Buro 45 exclusively offers product lines 
from a number of leading Spanish pro-
viders. Through long standing relation-
ships and direct sourcing with Forma 
5, Bordonabe, Perobell, Oken and Vila-
grasa, we offer extremely competitive 

prices, enabling us to offer exceptional 
value to our clients, from sourcing and 
delivery to installation. Each supplier 
that Buro 45 has selected to work 
with comes highly recommended and 
possesses demanding certifi cations 
covering both quality assurance and 
environmental management.

What are the defi ning characteristics 
of Spanish design?
Our clients place high value on con-
temporary offi ce design – and so do 
we. When researching and selecting 
innovative furniture systems, we have 
found that Spanish product lines not 
only deliver minimalistic, modern 
design, but also offer a complete pack-
age. This comprises strong design, su-
perior quality, competitive pricing, low 
environmental impact, and services 
such as unmatched technical support 
and custom specifi cation work.

How do we contact you?
We invite you to visit our showrooms 
in Dubai (+971 4 283 1928) and Saudi 
Arabia (+966 2 60 79 426).  Find out 
more about us at www.buro45.com.

The low-down from Albert Granados, 
export area manager, Mobel Linea.

Tell us about your company
Mobel Linea is located near Barcelona in 
Spain’s north-east region and is one of 
Europe’s leading manufacturers of offi ce 
furniture and seating. Founded in 1973, 
the company is now present in over 20 
different countries.   

What sets you apart?
Large production capacity and facili-
ties; short delivery times – two weeks 
from the order confi rmation; a tracking 
system on our website; fl exibility to 
produce special items; no minimum 
order value; our own logistics network, 
which consists of 30 trucks running 
across Europe; offi ce project support; 
back offi ce support from 6am to 6pm; 
ISO 9001 and 14001, and Aidima, 
including TÜV certifi cates. We are one 
of the top three offi ce manufacturers in 
Spain, with a huge range of standard 
products and fi nishes to choose from. 
We have huge experience in exports and 
overseas markets, with 50% of produc-
tion devoted to exports.

 What projects have you worked on in 
this region?
The Toyota showroom, Abu Dhabi, the 
Central Bank of Qatar, the National Bank 
in Qatar, The Qatar Foundation, United 
Precast Concrete in Qatar, Qatar’s 
ministry of interior, the United Nations 
offi ce in Qatar, a real estate offi ce in 
Abu Dhbai, MTTS in Jeddah, Dolmen in 
Jeddah and EYAD in Jeddah.

What are the defi ning characteristics 
of Spanish design?
Nowadays, it is at the same level as Ital-
ian design, just less well known. Span-
ish design offers modern and classical 
shapes. Ergonomics and functionality 
appear in all our products. You get a 
similar quality and assembly to German 
products but price-wise, Spanish design 
is cheaper than German, Italian and 
American products.

How do we contact you?
Albert Granados can be contacted on 
tel:+34 973 530 050; fax:+34 973 530 
649; email: albgrand@mobellinea.es. 
Please visit www.mobellinea.es 
for more information. 

Mobel Linea

Buro 45
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Tell us about your company.
FAMO is the Association of Spanish 
Manufacturers and develops activities 
in foreign markets to support our mem-
bers’ presence abroad, with activities 
such as commercial missions, market-
ing campaigns, international fairs and 
product presentations.

What sets you apart?
We are the only body entitled to talk 
and act on behalf of the companies of 
the offi ce furniture sector to the admin-
istration, and therefore the only one 
able to manage public funds to back 
the above activities.

What activities have you undertaken 
in this region?
So far we have organised a Spanish 
pavilion at the Offi ce Exhibition three 
times, in 2008, 2009 and 2010, and 
have carried out several trade missions 
in the area, as well as published and 
distributed a special newsletter three 
times a year, for many years now.

In June we are setting up a trade mis-
sion with nine Spanish manufacturers, 
which will be visiting importers and 

distributors in Abu Dhabi, Dubai and 
Qatar. The nine companies involved 
in this mission are Actiu, Forma 5, 
Imasoto, Inclass, Kron, Megablok, 
Ofi fran, Ofi ta and Vilagrasa.

What are the defi ning characteristics 
of Spanish design?
On the one hand, design is always 
understood by Spanish manufacturers 
as an added value that must be linked 
to quality. That is why behind Spanish 
offi ce and contract furniture you will 
fi nd well-known Spanish designers 
such as Mario Ruiz or Patricia Urquiola, 
among others, as well as the use of the 
best materials.

On the other hand, our southern 
character is found in any product made 
in Spain, where sunlight fosters creativ-
ity. As a result, you fi nd unique Spanish 
products, as well as unique Spanish 
architecture, caused by a process that is 
lit up by our Mediterranean spirit.

How do we contact you?
Tel: +34 917310091; fax: +34 917 388 
113; email: exterior2@famo.es. Please 
also visit www.famo.es.

FAMO
Ofi tres

Actiu

Forma 5
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New on the market 

BoConcept has unveiled its latest 
collection of lamps. While the colour 
basics are still black and white, this 
year’s palette also includes turquoise, 
orange, red and multi-coloured 
stripes. Shades come in all sizes and 

BOCONCEPT 
in a range of materials, including glass, 
wood and coloured aluminium. 

BOCONCEPT 

+971 (0)4 341 4144

www.boconcept.com
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LULL ABY
Lullaby is the latest creation from Sand & Birch Studio – a chair 
with a slender, bent silhouette and a strong personality. Lullaby
is made of varnished, hard polyurethane.

SAND & BIRCH LUXURY DESIGN

+39 773 176 2584

www.sandbirch.com

TOP BIMATERICO
TechLab Italia has mixed stain-
less steel and DuPont Corian 
to create the innovative new 
Top Bimaterico. The collection 
of kitchen surfaces combines 
the tactility, beauty and mould-
ability of DuPont Corian with the 
practicality and high tempera-
ture resistance of stainless steel. 
Large sheets of stainless steel 
are set fl ush into slabs of DuPont 
Corian, using an exclusive fl ush-
mounting system that gives the 
surface exceptional stability and 
solidity, and is easy to install.

TECHLAB ITALIA

+39 432 403 500 

www.techlabitalia.com
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LIT TLE LUXURIES 
Little Luxuries is promoting its 
new spring/summer wallpaper 
collection in its Town Centre 
Jumeirah store. The home 
accessories, wallpaper and 
fabric boutique is also offering 
its customers free installation 
when they purchase wallpaper 
throughout June and July. Little 
Luxuries was created in 2006 
to offer original items to the 
interiors and home accessories 
markets. In addition to wallpa-
pers and fabrics from across 
Europe and the US, the store 
offers cushions, glassware and 
tablecloths, a small and unique 
range of furniture that includes 
drawers, chairs and garden 
items, as well as ladies and 
children’s accessories.  

LITTLE LUXURIES

+971 (0)4 349 4755

www.littleluxuries.ae

T WISTED 
LG Hausys has introduced Twisted, 
an eclectic collection of furniture 
designed by Philip Michael 
Wolfson. The collection’s complex 
shapes create a choreography of 
motion and continual transforma-
tion. Twisted includes Eruption, a 
low table, the Twisted Bar, the Split 
stool and low chair, the Twisted 
Desk, and the Why Not console. 

WOLFSON DESIGN

+44 207 229 3221

www.wolfsondesign.com

T WISTER & WISPER
Orange Technology has intro-
duced Twister and Wisper in 
the Middle East. Developed by 
Austrian environmental engineer, 
Siegfried Kogelbauer, the brass 
fi ttings are inserted into shower 
and tap fi xtures and contribute 
to water savings of up to 68%. 
Water is swirled as it passes 
through the fi xture, ensuring that 
it is enriched with oxygen.

ORANGE TECHNOLOGY

+971 (0)50 6408189

www.orange-llc.com



Official Media Partner: Co-located with:

*Independent research conducted by Vivid Interface UK

8–11 NOVEMBER 2010
DUBAI WORLD TRADE CENTRE

BOOK YOUR STAND NOW
by calling +971 (0)4 438 0355 or email
naomibarton@dmgworldmedia.com
www.indexexhibition.com

83%
of visitors stated that INDEX is the

most important regional interior design event*

$1.3bn
trade sales resulted from INDEX 2009*

91%
of trade visitors had purchasing responsibility*

ACCESSORIES ART FURNITURE KITCHENS &
BATHROOMS

LIGHTING TEXTILES &
UPHOLSTERY FABRICS

INTERIOR DESIGN
SERVICES

FLOORING

Index_Ad_Commercial_Interior_Design_.ai   4/26/10   10:03:55 AM



www.constructionweekonline.com Commercial Interior Design | JUNE 2010   65

PRODUCTS

LOOP, COAT & IKI
Axil has collaborated with Italian 
designer Ilaria Marelli to create 
a series of new products, includ-
ing three double beds. Coat is 
inspired by the tailoring trade and 
the world of fashion. Fabrics have 
been wrapped around the struc-
ture to create a soft and sumptu-
ous silhouette. Resembling the 
lacing of a corset, the point where 
the covering is fastened is par-
ticularly striking. Marelli was also 

responsible for Iki, which means 
beauty or grace in Japanese. This 
king-size bed has a lacquered 
white frame that can be matched 
with four different headboards. 
Meanwhile, Loop is a bed and 
armchair combination character-
ised by light, hollowed-out vol-
umes. The armchair’s silhouette is 
created by a continuous line that 
bends to become the base, sides, 
backrest and armrests.

AXIL

+32 230 810 131

www.axil.it

ZANINELLI BAGNI
Italian bathroom furnishings 
brand, Zaninelli Bagni has 
launched a collection carved 
out of precious, natural stone. 
The CNC Collection was 
designed by Mr Smith Studio 
in Milan. It includes single and 
double washbasins, built-in or 

fl oor standing basins, counter-
tops, shower receptors and 
bathtubs, each carved out of 
big blocks of stone.

ZANINELLI BAGNI

+32 461 858 482 

www.zaninelli.it

JUNGLE 
Ceramica Cielo has extended 
its Jungle collection of decorated 
bathroom fi ttings with new 
iguana-, pony- and crocodile-
inspired products. Additions to 
the collection include ‘iguana’ 
in white, the black and piebald 
‘pony’, Cocò Blanc, or white 

‘crocodile’, and Cocò Retro, a 
vintage grey crocodile effect. The 
collection now includes a total of 
ten different ‘skins’.

CERAMICA CIELO 

+39 7615 6701

www.ceramicacielo.it
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PRODUCTS

SUBWAY
Villeroy & Boch’s popular 
Subway range has been given a 
facelift. In the seven years since 
its launch, the product family 
has been extended to include a 
complete shower and tub series, 
as well as a new generation 
of wall-mounted toilets and 
bidets. For 2010, the rectangular 
Subway washbasin range has 
been redesigned to include a 
more delicate vocabulary of 
shapes. A total of 11 rectangular 
models, including double-
washbasins, are now available, 
along with six round washbasins 
in a variety of sizes. 

VILLEROY & BOCH MIDDLE EAST

+971 (0)4 364 2613

www.villeroy-boch.com

B_CAUSE 
Stackable and versatile, Bene’s 
latest offering, B_cause, comes 
as a cantilever chair, or as a 
four-legged model with castors 
or glides. The backrest is made of 
ergonomically shaped plastic, and 
is available in black, white and 
graphite grey. The frame comes 

in a choice of chrome and is pow-
der coated in black, aluminium 
and graphite grey. The seat is 
always upholstered. 

BENE

+971(0)4 204 57 22

www.bene.ae

Located opposite Marina 
Furniture Showroom, 
Umm Suqeim Road, 

Al Quoz, off 4th Interchange 
T: (+971) 4 341 5010 

E: info @nordichomeworx.com

www.nordichomeworx.comR e a l   w o o d  f l o o r i n g

The Rolls Royce of Floors
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SHIO AND UXI
Arturo Alvarez has reiterated 
its commitment to the environ-
ment with its two latest product 
lines, Shio and Uxi, which are 
both made from birch plywood 
sourced from protected forests. 
The Shio collection consists of 
a table lamp, fl oor lamp, two 
suspension lamps and a wall 
lamp, which are all characterised 
by curvaceous shapes and a se-
quence of layers. The Uxi family 
consists of a suspension and wall 
lamp made of glued laminated 
board on methacrylate. 

Arturo Alvarez 

+34 981 814 600

www.arturo-alvarez.com

THE CRYSTAL
COLLECTION
Bisazza has unveiled its new 
Crystal Collection, a series of 
decorative patterns in glass 
and mosaic, embellished with 
Swarovski crystals. Five distinct 
patterns – coral and seahorses, 
skulls and crowns, fl ash, stars 
and rain – are outlined against a 
monochromatic background of 
white, lapis lazuli, blue and black.

BISAZZA 

+971 (0)4 204 5252

www.bisazza.com

Perennials has taken the richest 
velvets in the industry and 
combined them with exciting 
animal-inspired jacquard 
prints. Catwalk has a rich, 
comfortable texture and lush 
hand, and appears in four wildly 
imaginative colourways; Cool 
Cat is white with grey leopard 
spots; Sophisticat is grey ground 

PERENNIALS FABRICS 
with black; Alley Cat provides 
a brown background for black 
markings; and Crazy Cat is the 
wildest of them all, with a green 
background, orange marks and 
pink accents.  

PERENNIALS FABRICS 

+1 888 322 4773

www.perennialsfabrics.com
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PROJECT TITLE CLIENT CONSULTANT MAIN CONTRACTOR VALUE / 
VALUE RANGE 
(US$. MN)

PROJECT STATUS PROJECT 
T YPE

City of Lights - C10, C10A and C11 Tamouh Investments Palm & Turner Architects China State Construction & 
Engineering Corporation

101 - 250 Project under 
construction

Mixed Use

Royal City Seasons Hotel in Abu Dhabi City Seasons Group James Cubitt & Partners Tae Young Contracting 101 - 250 Project under 
construction

Hotel

Ritaj Mixed-Use Complex in DIP Dubai Investments Real Estate Co. Al Jabal Consultants Robust Contracting 155 Project under 
construction

Mixed Use

Layia Hospitality in Dubai Gulf General Investment Co. National Engineering Bureau Not Appointed 31 - 100 Bidding underway for 
the main contract

Hotel

Al Falah Development in Abu Dhabi - 
2000 Villas

ALDAR Properties Al Torath Engineering 
Consultants

El Seif Engineering & 
Contracting Co.

251 - 500 Project under 
construction

Residential 
Development

Fisherman’s Quay in Ras Al Khaimah RAK Properties EDAW Not Appointed 101 - 250 Project under design Residential 
Development

Union Co-Operative Hypermarket in 
Al Barsha 

Union Co-operative Archdome Consulting 
Engineers

Bu Haleeba Contracting 33 Project under 
construction

Shopping 
Center

Extension to the Ruler’s Court
in Souk Al Kabir

Dubai Municipality Arif & Bintoak Consulting Not Appointed 22 Project under design Others

Arjaan Hotel Apartments in Adnec Bin Hamoodah Properties GA Architects & Engineers United Engineering 
Construction (UNEC)

31 - 100 Project under 
construction

Residential 
Buildings

Bafco Headquartes in DIC Bafco Trading, Dubai Model Engineering 
Consultants

Evan Lim Penta Construction 2.5 - 15 Project under 
construction

Commercial 
Buildings

Frankfurt Sports Tower 1 in DSC Memon Investments Al Hatmy Design & Engg. Cons. OST Constructional Projects 92 Project under 
construction

Residential 
Buildings

The Villa in Dubailand - Phase 3 Dubai Properties Shadeed Engineering Al Shafar General Contracting 91 Project under 
construction

Residential 
Development

Lilies Tower in Emirates City R Holdings Adnan Saffarini Abou Seif Building
Contracting Co

87 Project under 
construction

Residential 
Buildings

Champions Tower II in Dubai Sports City Memon Investments Adnan Saffarini Al Sarh Contracting 30 Project under 
construction

Residential 
Buildings

Champions Tower III in Dubai
Sports City 

Memon Investments Adnan Saffarini Al Sarh Contracting 40 Project under 
construction

Residential 
Buildings

Refurbishment of Oasis Hospital in 
Al Ain

Oasis Hospital Peddle Thorp Architects Not Appointed 31 - 100 Bidding underway for 
the main contract

Hospital

Watani Residential Development -
600 Villas and 48 Buildings

Sorouh Real Estate Ewan Arch. Engg./WSP Group Not Appointed 251 - 500 Project under design Mixed Use

Sandoval Townhouses & Residences
in Jumeirah Village

Bavaria Gulf Diar Consult Al Sayegh Contracting 31 - 100 Project under 
construction

Residential 
Development

Al Gurm  Complex in West Abu Dhabi - 
Banyan Tree Hotel

ALDAR Properties Dar Al Handasah Not Appointed 101 - 250 Award awaited for the 
construction contract

Hotel

32 Villas in Al Barsha Mr. Mohammed Al Nasser City Space Engineering 
Consult.

Moal Contracting 31 - 100 Project under 
construction

Residential 
Development

Champions Tower IV in Dubai Sports 
City 

Memon Investments Adnan Saffarini Al Jassmy Contracting 122 Project under 
construction

Residential 
Buildings

Altitude Tower in Emirates City BL Properties Adnan Saffarini Mehwal Building Contracting 44 Project under 
construction

Residential 
Buildings

British Business Group  Building in 
Bur Dubai

British Business Group Emirates Engineering 
Consultant

Jasaf Building Technology 16 - 30 Project under 
construction

Commercial 
Buildings

The Kingdom of Sheba Resort on 
Jumeirah Palm

International Financial Advisors 
(IFA), Dubai

Wimberley Allison Tong & Goo Dubai Contracting Co (DCC) 251 - 500 Project under 
construction

Mixed Use

New Building for Sharjah Municipality Sharjah Municipality Art & Design Engineering Globe Constructors 41 Project under 
construction

Commercial 
Buildings

Medical Complex in Arzanah Capitala HDP Overseas Not Appointed 31 - 100 Bidding underway for 
the main contract

Hospital

Masdar City Car Park and PRT Station 
Building in Masdar City

Masdar (Abu Dhabi Future Energy 
Company)

Foster & Partners (UK) Amana Contracting
& Steel Buildings Company, 
Abu Dhabi

164 Project under 
construction

Others

City Center in Masdar City Masdar Laboratory for Visionary Arch. Not Appointed 101 - 250 Project under design Mixed Use

Mall at Deerfi elds Town Square Mubarak and Brothers Investment RMJM Not Appointed 31 - 100 Bidding underway for 
the main contract

Shopping 
Center

Project Focus 
COMMERCIAL INTERIOR DESIGN IS COMMIT TED TO HELPING ITS RE ADERS GROW THEIR BUSINESSES, SO WE HAVE TE AMED 
UP WITH VENTURES MIDDLE E AST TO BRING YOU THE L ATEST TENDERS FROM AROUND THE REGION ON A MONTHLY BASIS. 

UA E PROJEC T S DATA B A SE
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PROJECT TITLE CLIENT CONSULTANT MAIN CONTRACTOR VALUE / 
VALUE RANGE 
(US$. MN)

PROJECT STATUS PROJECT 
T YPE

Isa Town Health Center Building Ministry of Health Adel Ahmadi Associates United Arab Construction 
Company

7 Project under 
construction

Hospital

Crystal Heights Dadabhai Contracting Habib Modara Art & 
Architecture

Dadabhai Contracting 20 Project under 
construction

Residential 
Buildings

Mall at A’ali Al Namal Group United Engineering Al Namal Construction 2.5 - 15 Project under 
construction

Shopping 
Center

Riffa Views - The Oasis Estate Riffa Views Mohamed Salahuddin 
Consulting Engineering Bureau

Poullaides Construction 
Company/Terna Contracting 

31 - 100 Project under 
construction

Residential 
Development

Al Matrook Tower Mr. Faisal Ali Al Matrook Mohamed Salahuddin 
Consulting Engineering Bureau

Charilaos Apostilides (Chapo) 19 Project under 
construction

Commercial 
Buildings

Apartment Building in Juffair The Islamic Association Modern Architects Middle East Contg. & Trade 
Center

16 - 30 Project under 
construction

Residential 
Buildings

Millenium Tower in Seef Hani Group Middle East Architects Classic Construction 31 - 100 Project under 
construction

Commercial 
Buildings

Shopping Complex in Saar Eskan Bank Not Appointed Not Appointed 66 Project under
concept stage

Shopping 
Centre

Qatar Embassy in Seef Qatar Embassy for MOFA Arab Engineering Bureau Not Appointed 2.5 - 15 Project under design Commercial 
Buildings

Refl ections of Bahrain Ithmaar Development Company DP Architects Not Appointed 101 - 250 Project under design Mixed Use

Diplomat Commercial Offi ce Towers National Hotels Company Mohamed Salahuddin 
Consulting Engg. Bureau

Chase Perdana Berhad 70 Project under 
construction

Commercial 
Buildings

Light of Bahrain Ithmaar Development Company DP Architects Not Appointed 101 - 250 Project under design Residential 
Buildings

Villa Compound at Al Areen Al Khaleeji Commercial Bank Modern Architects AAA Homes 6 Project under 
construction

Residential 
Development

Abu Obida Al Jarrah Primary
Girls School

Ministry of Education Dheya Towfi qi Engineering 
Bureau

Not Appointed 2.5 - 15 Project under design Educational 
Facilities

North Bahrain New Town - Phase 1 Ministry of Works & Housing Not Appointed Not Appointed 101 - 250 Project under
concept stage

Residential 
Development

Mansoori House Mr. Hassan Mansoori Mazen Al Umran Consulting 
Engineers

M & I Construction 2.5 - 15 Project under 
construction

Mixed Use

Manama Tower Complex Manama Municipality Not Appointed Not Appointed 251 - 500 Project under concept 
stage

Commercial 
Buildings

15 Storey Mixed Use Building at Seef Mr. Essa Bukhowa Arabian East Bureau Salah Al Qaed Contractors 2.5 - 15 Project under 
construction

Mixed Use

7 Storey Building at Riffa Sheikh Khalifa Arabian East Bureau Charilaos Apostilides 5 Project under 
construction

Residential 
Buildings

Diyar Al Muharraq Diyar Al Muharraq/KFH AECOM Not Appointed 3,200 Project under design Mixed Use

@bahrain Development Bahrain Mumtalakat Holding Co. Aedas Not Appointed 1,000 Project under design Mixed Use

Renaissance Bahrain Hotel at Amwaj Ossis Property Developers Davenport Campbell Charilaos Apostilides 16 - 30 Project under 
construction

Hotel

Edamah Headquarters Bahrain Real Estate Investment Co. Syrconsult Consulting 
Engineers

Not Appointed 31 - 100 Project under design Commercial 
Buildings

Retail and Commercial Tower
in Bahrain Bay

Salhia Real Estate Co. (SREC) Pan Arab Consulting 
Engineers/SOM

Not Appointed 125 Project under design Commercial 
Buildings

Energy Tower National Oil & Gas Authority 
(NOGA)

Gerber Architects/RMJM Not Appointed 251 - 500 Project under design Commercial 
Buildings

Note: The above information is the sole property of Ventures Middle East LLC and cannot be published without the expressed permission of Ventures Middle East LLC, Abu Dhabi, UAE
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OPINION

I
t’s hard to imagine the perfect 
‘work-life balance’ when you are 
rushing around in the heat of the 
Gulf… caught up in traffi c jams and 

coping with the daily grind of life. 
However, there is a small piece of 

paradise where this really is possible, 
and it’s only a three-hour fl ight away. 
Trust me, high-class design does exist 
elsewhere in the region. 

Where, you may ask? Well, it’s the 
third largest island in the Mediterranean 
and has been a member of the European 
Union for six years. It’s a place where the 
sun shines at a comfortable temperature 
for an average of 340 days a year. There 
is an abundant variety of outdoor activi-
ties to experience. The skies are vivid 
blue and it has a host of clean, free, 
beautiful beaches. 

It has mountains just high enough 
to ski on real snow during the winter 
months. This island is steeped in history 
dating back 10,000 years, with an eclec-
tic mixture of cultures – sort of east 
meets west.  Add to that, the people are 
genuinely warm, friendly and happy to 
help and be involved. Have you guessed 
where yet? It’s Cyprus! 

There are fi ve-star hotels, golf 
courses, clubs, spas, bars and res-
taurants that would easily compete 
on a world stage for design, fi nishes 
and memorable experiences! They 
are similar to those that I enjoyed in 
Dubai, where I spent fi ve years work-
ing in the design world.

As we all know, the Mediterranean 
design style is an enviable one and is 
replicated around the world. To really 
understand the Mediterranean, its roots 
and culture, and how that is refl ected in 
its design, I moved here. Now I am able 

to feel it, breathe it, smell it, taste it, see 
it and live it. What better way to under-
stand its true character and culture.

Living here for the past nine months, 
I started to incubate an idea that I felt 
would satisfy a number of requirements 
both here on the island and for overseas 
buyers, especially from the Middle East.

I noted that there was a high number 
of ‘boutique’ developers and suppliers, 
all with very interesting stock, but few of 
them seemed to combine their services 
and products with that of an interior 
design/architectural infl uence. I learnt 
from my own experience that quickly 
fi nding the suppliers that best suited 
the needs and tastes of myself and my 
clients takes a lot of time. 

I also noted that property agents 
would show you everything they had on 
their listings and generally didn’t take 
any time to understand what the client’s 
lifestyle needs truly were when making 
their recommendations.  

I saw developers struggling to dif-
ferentiate themselves and looking for 
ways to overcome the changes in the 
market caused by the global fi nancial 
crisis. I have met interior designers that 
tend to specialise in soft furnishings and 
furniture but have nothing to do with 
hard surfaces, kitchens and bathrooms. 
I met retailers looking to increase their 
footfall and client loyalty, and hotels 
and restaurants looking to take the next 
step with their successful brands.  

So, I decided to set up Mood Group 
Interiors. I decided that there was obvi-
ously room in the market here in Cyprus 
for a discerning interior design and 
architectural practice – a high quality, 
boutique practice that works across the 
disciplines with its clients, suppliers, 

developers and other designers, on a 
project-by-project basis. 

In that way I am able to work across a 
variety of projects, and my clients use 
me for the aspects of the process that 
they can afford and where they feel my 
talents deliver and add value.

This piece of paradise offers design-
ers the freedom and space to create 
endless possibilities. Cyprus is also 
looking to come on line with the rest of 
the world with regards to green initia-
tives. As a LEED qualifi ed designer I 
am able to apply the latest thinking in 
environmental and sustainable design 
to all my projects. I am one of a very few 
in Cyprus able to provide this service. 

With respect to Middle Eastern clients 
and design projects in the Middle East, 
I am able to interpret some of the tastes 
and preferences that they currently 
enjoy into a fusion of Mediterranean/
Middle East lifestyles. After all, it is 
often said that developments in the 
region will have a Mediterranean choice 
in their list of options, but many of the 
designers involved are without the daily 
inspiration that I receive, working in a 
studio perched on a hill 650m above sea 
level, with a cool breeze and Mediter-
ranean infl uences all around me.   

I have heard it said that a rut is a shal-
low grave. I consider myself fortunate to 
have found an environment which plac-
es great value upon innovative interior 
design, tempered with a dose of what 
is commercially realistic. For those of 
you that think this might be of interest, 
please send me an introductory email… 
but shush, don’t tell everyone.  

Emma Doo can be contacted at
www.moodgroupinteriors.co.uk.

BY EMMA DOO

Shush…
it’s supposed
to be a secret
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FORM FOLLOWS FLOW.
dOt, design Wiel Arets Bathroom Culture since 1892         www.laufen.com/middleeast

Bahrain: Al Abbas Gallery +973 17741919 alabbas@batelco.com.bh
Iran: Farbar +98 21 88 03 6364 sales@farbar.ir

Jordan: Izzat Musa Marji & Sons Co. +962 65 52 02 84 info@marji.jo
Kuwait: Arte Casa Trading Co. +965 4848 000 info@artecasa.bz

Lebanon: Georges Nassr +961 1 482 462 georgesnasr@zahleh.com
Oman: Ahmed Mohsin Trading L.L.C. +968 248 17 019 sware@amtoman.com

Qatar: M.S.K Building Material +97 44 440 051 info@mskqatar.com
Saudi Arabia: Articasa +96 6 2252 4402 (Jeddah), +96 6 1480 0720 (Riyadh) info@articasa.biz

Syria: Uni Group +96 31 15 32 67 00 unigroup@net.sy
United Arab Emirates: German Home for Bathrooms & Kitchens +971 4 268 9993 info@germanhome.net

Yemen: Abu Al-Rejal Trading Corp. +967 1 272 519 sanitary@abualrejal.com




