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The Top 10x10 forum series was launched by the Victorian Commercial
Interior group of the Design Institute of Australia in 2006. This year we present
9 speakers, each with 9 tips and hence Top 9x9.

Ranging from Design Practice Principles to those having a close association
with the industry, all our presenters are experts in their fields and eminently
suited to share their knowledge on their chosen topics.

As a memento of the night, we have prepared this record of the speakers,
their topics and tips. We hope that you find some, if not many of the tips
enlightening and inspiring. Our sincere thanks to the presenters, our hosts;
Living Edge and our sponsors who have contributed to making this such
a successful and memorable evening.

James Harper
Victorian Commercial Interior Practice Group
Design Institute of Australia
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TOP NINE BY NINE

9 Industry leaders 31 invaluable tips
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Mark Ross DotDash
WORDS IN SPACES

1

. Ask the right questions early.

Early in the briefing process discuss with your client
exactly what information do they want to share with
their visitors in the environment you are designing.

. Think of 4 types of communication.

These are Orientation, Direction, Identification and
All of the Other Stuff.

. Orientation

Providing orientation gives the visitor choices and allows
them to take control in an unfamiliar environment.

. Direction

Supports orientation and keeps you on track to
your destination.

. Identification

Confirms unequivocally that you have arrived.

. All of the Other Stuff.

Sometimes these are justified but often not. Do not
ignore this need or otherwise it will resurface after
you have gone.

. Create a visual language.

Once established, a visual language will build
recognition where more can be said with less.

. Start the dialogue.

Take this visual language into the 4th dimension like
a musical score that leads you through the spaces.

. Aim to be understood by everyone.

Finally, remember your purpose. It should not alienate
but must speak in a language and a tone that helps build
the relationship between your client and their visitors.

Cameron Harvey PTID Environments
SUCCESSFUL PARTNERSHIPS

1.
2.

7.

8.

Dream Allow yourself the luxury of blue sky.
Research Understand yourself, your partner and
what creates the value add.

3. Connect Surround yourselves with the best people.
4. Risk Nothing ventured nothing gained.

5.

6. Reflect Take time out - hold the mirror up - what

Perform Work, work, work, work.

do you see.

Evolve Keep moving forward - evolution not
revolution.

Reinvest Spend money on people (knowledge)
and technology.

. Reward Celebrate your achievements.
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Peter McCamley Geyer
CHINA. SURVIVING THE IDENTITY CRISIS.
. Understand and respect the culture.

. Build relationships and leverage from them.
. Take care with contracts.

. Always skip 04 + 14

. In control.

. Attention to detail.

. Accept the hierarchy.

. Good things come to those who wait.
. Project success — what now?
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Trevor Mein meinphoto

PHOTOGRAPHING YOUR WORK

HAVING YOUR WORK PHOTOGRAPHED

1. Shopping investigate who is in the image delivery market.
2. Therapy to acknowledge your body of work.

3. Mixed shoot your own shots to explore and to brief others.
4. Menu careful of the ‘cafes’ that offer menu’s of all styles.

5. Use another’s eye to discover your work.
6. Distance yourself emotionally to learn.

7. Don’t pretend you are a photographer, the cost is too great.
8. Do employ with respect.
9. It the purpose of ‘it” is to increase your growth and profile.

Mark Patterson 4m
SURVIVING THE MILAN FURNITURE FAIR

1. Book accommodation well in advance.

. Pre book your entry ticket.

. Don’t try to cram the entire fair into 1 or 2 days.

. Visit showrooms first thing in the morning before going
to the fair.

. Establish a game plan prior to arriving at the fair.

. Comfortable shoes.

Be armed with many business cards.

. Discuss and set clear objectives if visiting with others.

. Party in moderation....... Its a long day to carry a sore
head around.
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Matt Stafford Australian Art Resources
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THE ART OF PRESENTATION
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. Planning.

Empowerment.

. Artistic involvement.
. Presentation.

. Hanging Systems.

. Lighting.

. Framing.

. Installation.

9. The “Money Shot”.

Deborah Pool \Westfield
DESIGNING RETAIL IN A SHOPPING
CENTRE ENVIRONMENT

1.

2.

3.
4.

Start with knowing everything about retail, research
all available information and design trends.

Get an accurate, complete brief — then sometimes

challenge it.

Know the target market.

Be the consumer — take off your designer’s hat for

a while and step into the customer’s shoes.

5. Take responsibility for driving the entire job, including
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Visual Merchandising and graphics.

. Make sure that the design is relevant to the location.

. Use robust materials, built to withstand wear and tear.
. Build versatility into the design solution.

. Inspire your client.

Peter Maddison Maddison Architects
THE NINE COMMANDMENTS OF HOSPITALITY DESIGN
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. Cherish the projects that matter.

. Create a unique outcome.

. Establish a realistic budget.

. Understand client's commercial direction.

. Materialise the outcome in a meaningful way.

. Undertake base building works early.

. Beware of cut-out design.

. Engage with other design professionals.

. Respect the work of colleagues past & present.

Jane Williams Bligh Voller Nield
MANAGING CHANGE IN THE WORKPLACE

1. Observe people to discover what they do rather than
what they say they do. Be a fly on the wall, map a
‘day in the life’, observe behaviours, both good and
bad, from a cross section of the organization and
have objectivity. The business may ‘speak’ about
what behaviours it wants to support,to emphasize
and to flourish ie. Collaboration, creativity, etc., but
they must first understand what is actually happening
in order to change.

2. Ask for people’s participation to elicit information and
implement change in the workplace. Visibly reward
and recognize those who make it work and find
energetic, enthusiastic people in the organisation who
will be change agents that bring others along
the journey.

3. Implement and Experiment by quickly creating
prototypes to help empathize with people, to get
them involved and to evaluate proposed designs so
that it works for them. Try it yourself! This is a real and
an honest way in making people integral to the
prototyping process whereby ownership of the
solution can be shared and experienced.

4. Communicate and Listen not just one way, not in one
format but in many different ways, do it regularly and
not at one point in time, minimise surprises and give
everyone a voice.

5. Explain the ‘why,” including established principles that
have guided/underpinned the outcome, how the
change is aligned to the business vision, what the
benefit is to the organization and importantly to them.

6. Unfocus Groups by assembling a diverse group of
individuals to encourage rich, divergent and creative
contributions, opening up new thinking.

7. Lead from the top as well as from the bottom. The
leadership team’s endorsement of change
management is mandatory but it must be embraced
by other levels of the business.

8. Don't fear failure because while quick wins are
important, if something is going to fail, make it fail
fast. Acknowledge and learn from it and move on
quickly to succeed. Experiment with different
techniques and methods.

9. Be prepared for Resistors and don’t expect to take all
with you. Don’t let anyone play the ‘devils advocate.’
Welcome constructive criticism but not negative
criticism. Human and organizational change can
encounter fierce opposition if an idea hasn’t been
adapted willingly. Give people time and space to
make the new changes their own.
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