Blueprints

Creating a Work Space That Promotes a Brand 


Shiho Fukada for The New York Times

The Fahrenheit 212° logo and the signature palette of white, gray and goldfish orange are incorporated throughout the company’s 5,030-square-foot, eighth-floor offices in Manhattan. 
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The new space was designed by David Howell. 

WHEN Geoff Vuleta moved his product development company, Fahrenheit 212°, from temporary space into new offices at 375 Hudson Street in Manhattan earlier this year, he didn’t want to display images of its successful projects on its walls. Instead, he decided to treat the headquarters as packaging for the product he sells — ideas for consumer goods — and to use that packaging to promote his own Fahrenheit 212° brand. 

“I didn’t want just a space that had the name on the door,” said Mr. Vuleta, chief executive of Fahrenheit 212°, a four-year-old, 18-employee company that is a division of Saatchi & Saatchi, the advertising conglomerate based in London. “I wanted a branded space instead of a space with a brand,” he said. 

The Fahrenheit 212° logo and the bold signature palette of white, gray and an orange as bright as goldfish are ubiquitous in the 5,030-square-foot, eighth-floor offices, executed by David Howell, principal of David Howell Design. 

A blown-up version of the logo, featuring two perfect gray squares side by side with the company name in white, are stenciled onto the polished concrete floor in the reception area, in a meeting space at the center and again on a white wall at the back of the office. The word “Fahrenheit” in gray and a hot orange “212°” are printed vertically on a white column at the far right corner of the entry and waiting area. 

If repeating the name seems too literal a way to deliver the brand message, it’s meant to be. Mr. Vuleta wanted an interior whose elements were consistent with all the other graphics associated with the company, from the business cards to client presentation materials. It naturally extends to the Web site, where the company’s signature cubes, in orange, morph into whimsical origami goldfish that swim around the screen. 

Mr. Vuleta wanted the white, gray and orange palette and the perfect squares of the logo to identify the company to potential clients the way the swoosh logo says Nike or the peacock says NBC. Such complete continuity is unusual in his experience, said Mr. Vuleta, a New Zealand native who is a former president of the Saatchi division there and serves on the executive board of Saatchi & Saatchi Worldwide. His own company also has offices in Auckland and in Copenhagen, and has a client roster that includes Hershey chocolate, Samsung and Coca-Cola. 
“I’ve never seen a space that has total integrity,” he said. Carved out of half of one floor of the 17-year-old, 19-story American headquarters of the parent company, the new space is meant to be fresh and wide open, with no walls among work spaces for the designers and the receptionist. There is a corner for administration services — against a bold orange wall — and a central conference area delineated by the logo on the floor. 

The only enclosed spaces are Mr. Vuleta’s office, a war room for strategizing about new products, a conference room and three quiet rooms for research, along a short, out-of-the-way corridor. 

Strategically placed translucent panels loosely define certain areas while not actually enclosing them. Around the reception area, see-through partitions include honeycomb textured glass in double doors at the main entrance, a honeycomb-textured plastic material designed for the aerospace industry, and a curtain made from metal links. These partitions, as well as a large white divider with open shelves near the conference area, allow any activity to show through, keeping the whole staff engaged in the workings of all departments. 

“It’s all about the feeling of connectivity between the staff and the clients when they come in and the nonhierarchical way the small company works,” said Mr. Howell, who is also from New Zealand. “The focus is on the ideas rather than the personalities and egos.” 

Seeing movement through the partitions is also a lot more interesting than facing the Sheetrock alternative, he said. “Seeing something happening is more exciting than a blank wall and not being aware of the other members of the team,” said the designer, whose company has done retail stores for Coach, a showroom for the design team Badgley Mischka and offices for the Corcoran Group. 

The creative team also works in an area that is visible from every corner. In it, workers in one group sit facing their computer screens with their backs to the rest of the office, but this is only because of glare from the windows that look out over the Hudson River. Most members of the creative team sit around a central area, their desks facing one another around the perimeter.

A conference table will eventually be placed at the center of this layout, which is intended to foster a sense of teamwork, according to the designer. 

“By focusing your attention at the communal desk, you are maintaining a conversation,” he said. “If you turn your back to it, you have left the conversation.” 

The furniture throughout the office is sleek and stylish, with Parsons tables, charcoal gray couches, molded plastic cubes for additional seating, Aeron chairs and high stools of brushed aluminum. There is little in the main work space to distract anyone from the business at hand. The backdrop is no-frills industrial, from the concrete floors to the exposed ceiling punctuated by beams, vents, sprinklers and track lighting mixed with basic fluorescent tubes. 

The rooms on the periphery are more refined, but also minimal in their décor. The strategy room, where new products and their packaging are conceived and marketing approaches devised, is a work-only proposition with projects in progress pinned on boards on every wall. It is carpeted and sound-proofed, like the conference room, although that is an oasis of calm by comparison. 

With white walls, a long white conference table surrounded by white leather and chrome Eames chairs, it has gray industrial carpeting on the floor and an unusual gray felt panel of molded squares installed on one wall. There are television monitors at one end over a console that has a skirt made from silver bead chains. 

Mr. Vuleta’s office is smaller than one might expect for a chief executive, and it is as spare as the rest of the space. He sits at a white desk in front of a row of windows with a brushed aluminum Apple laptop open in front of a very large monitor. Gray flannel and chrome chairs are set to one side; on the walls are white metal shelves that for the moment stand empty in the brand-new office.

HIS office also looks compact when compared with the reception area, which is probably four times as large. It is a light, bright square, defined by a crisp floating ceiling, the company logos and hints of motion from behind the translucent panels. It holds a honeycomb cluster of low stools — most in silver and gray, but one in bright orange — and a bright orange molded plastic bench at the rear. 

There are no products, packages or images of campaigns on the wall, or any other distractions. 

“It allows your imagination to take over,” the designer said. 

And maybe to think about the ambitions behind the company name. It is, of course, the temperature at which water boils, or, according to Mr. Vuleta, “the single biggest transformation in science.” 
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