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Dear Readers,

I am delighted to be presenting you with the first edition of “Characters”
- the new magazine from Walter K. It tells of people who inspire us.
Brands we work with. And the furniture we create. What do they all have
in common? Personality and excellence.

It takes personality and courage to create something new that is
here to stay. And it takes excellence and craftsmanship to transform
an idea into the shape that makes it sustainable, precious and classic.

Which is why we are pleased to be introducing you to some of the
most striking personalities of our times - in interviews, reports and
pictures. From his London base, Norman Foster in collaboration with
Walter K. has just created an iconic masterpiece, Foster 620, a new type
of upholstered bench for large, urban spaces (page 128). In Vienna,
the designers at EOOS came up with nothing less than the re-definition
of the desk. Tama Desk is a song of form and shape. A sculpture for
visionaries (page 94). In Tokyo, creative director Kashiwa Sato was
searching for clear-cut, bold furniture to design a puristic interior for
a Japanese pharmaceuticals company - and found what he was looking
for at Walter K. (page 50).

A piece of furniture is only Walter K. if it has personality. And for that
to be the case, down to the very last detalil, it needs the attitude and
expertise of our construction engineers, seamstresses and upholsterers.
This is where everything comes full circle, a circle of excellence. And
it's the reason why;, in this first edition, we also present the people who
turn the ideas of the architects and designers into excellent pieces of
furniture, which above all else have one essential ingredient: character.

Enjoy your journey of discovery reading our magazine. For news
and more information take a look at our website. We look forward to
welcoming you to Herrenberg!

Sincerely yours,

Markus Benz
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People

People shape progress and spawn innovation. They set
up companies, create brands, construct buildings -
sometimes even entire worlds — and fit them out. But
what connects all this? How do ideas, attitudes and
values become things of value? Seven managers, makers
and creatives reveal what is important to them,

what inspires them. And what influence furniture by
Walter K. has on their lives
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Koen Maerevoet, CEO
Koen Maerevoet
in the visitors' lounge.

Bao armchair, Jaan sofa
by Walter K. More
about the new

KPMG headquarters

on page 34

KPMG Belgium, Brussels

“We moved into an unusual building
and wanted furniture that emanated
both innovation and stability.

At Walter K., we found
what we were looking for.”

Read the interview with Koen Maerevoet about MINDFULNESS on page 20
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Barbara Knoflach

Barbara Knoflach

enjoys her view from
the thirty-third floor

of the Frankfurt
OpernTurm. Exec-V desk,
Leadchair Executive
chair by Walter K.

BNP Paribas Real Estate, Frankfurt

“Spaces shape people,
I’'m convinced of that.”

Read the interview with Barbara Knoflach
on QUALITY on page 21
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Frank Dopheide in the Silent Chair by Walter K.,
the favorite armchair of the Handelsblatt editors. F ra n |<
Together with the occasional table and pouf,
Dopheid

it belongs to the Seating Stones range from Walter K.

Handelsblatt Media Group, Dusseldorf

“Walter K. suitsustoa T -
like the Handelsblatt, it stands
for excellent products.
And astounding experience.”

You can read the interview with Frank Dopheide on BRANDS on page 22
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Claus Sendlinger on the building site of.his

latest project, Marina Marina at the Rummelsburger
Bucht in Berlin, a creative campus for

communal working, living, eating, and being.

FK chair by Walter K.

171

Claus
Sendlinger

o Design Hotels AG and SLOW Hospitality, Berlin
r

!

-

“With the FK chair, every point
1s defined. It just radiates a timeless
power. And in this way every
good design has its own energy, its
own character.”

Read the interview with Claus Sendlinger on PERSONALITY on page 24
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The EOOS design team
Martin Bergmann,
Gernot Bohmann and
Harald Grindl (from left)
in their studio in the
First District of Vienna

o T Martin Bergmann
- Gernot Bohmann
Harald Grundl

EOQS, Vienna

“At some point in the
design process, the
model strikes back:
you make another
change and it all gets
worse. You can feel it.
That’s the moment
you know the design
is perfect.”

Read the conversation with
Gernot Bohmann and Martin Bergmann
about CREATIVITY on|page 25
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Koen Maerevoet

KPMG Belgium

Mindfulness The CEO of KPMG Belgium explains what
furniture has to do with respect, team spirit and management — and
why his clients like to visit him at his office so much

I\/l r. Maerevoet, you just made a beeline

for the 369 armchair by Walter K. Is that

a coincidence?

w Not at all. This chair is my favorite
model. It is compact, flexible and very
comfortable, and its high quality is
away of showing respect to guests and
employees alike.

Why did you choose furniture by Walter K.

for your new headquarters?

w We moved into an unusual building - and
wanted unusual furniture. Furniture
that would emanate the core values of
our work: innovation, stability and
trust. And at Walter K. we found what
we were looking for. The architecture
and furniture are in perfect harmony
with one another and with the values
of KPMG.

There are various meeting rooms here on

the tenth floor. Almost all the tables are

round. Does that have anything to do with
your values?

w Although we’re a big company, we're
essentially a family and communicate as
such. Once a month I invite a dozen
employees to lunch so we can have an

il

open discussion. If we’re all sitting
together in a big group, that makes the
meeting easier.

What does management mean to you?

w To guide a group towards achieving a
shared goal. To effectively communicate
avision and be able to develop a strategy
based on that.

What matters more? Managing or letting the

employees do their thing?

w Good question. Our employees are
highly qualified individuals who want to
make their own decisions. That’s why
it’s important to us to always strike the
right balance between autonomy and
structure. On the one hand, there are
employees who want to make their own
decisions and, on the other, the team
that is pursuing a shared goal. At KPMG,
the team is ultimately more important
than the individual.

How have managing styles changed?

w Expertise used to be the main reason
for hiring someone. Back then, managers
had a scrutinizing role. Today, they
focus more on motivating employees.
That’s why we prioritize social skills
when recruiting.

How has your managing style changed?

w I doalot more listening and communi-
cating than I used to. My employees
expect immediate feedback to their
questions and suggestions. We are in
constant contact with one another.

These days there is much debate about new

work, agility and holacracy when it comes

to leadership. How important are these things

to you?

w We talk about them. In my opinion,
they are important prerequisites for good
teamwork. And I see teamwork as the
future. Decisions can be implemented

more quickly and efficiently when the
members of a team are working together
— far more so than when they are just
following orders from the top.

Did you want to reflect the corporate culture

in the furniture?

w Absolutely. When picking furniture, you
must first understand the corporate
culture. Ours is characterized by friend-
liness, transparency and intimacy.

How does the furniture show that?

w Ultimately, it’s about quality and trust.
And the furniture perfectly embodies
those values: clear-cut shapes and
great skill down to the last detail - those
are also our brand values. I like to think
about KPMG as a family-run business.
Our tone of voice is less aggressive than
at other companies - we try to motivate
our employees. The furniture conveys
the way our company treats people and
the environment as well as the company’s
approach to the future. In other words,
our furniture is a way of showing respect
to our employees and clients. And,
naturally, the furniture is a part of our
branding strategy.

How do visitors respond to the interior?

w Our clients are very impressed by the
building and the furniture. Lately, a
number of clients have started to prefer
meeting in our office. Which is, of course,

agreat compliment.  Interview: llona Marx

About

Koen Maerevoet is CEO of KPMG Belgium.

In 2016, the lawyer and tax expert became

a Senior Partner at the company.

Read more about the new KPMG headquarters
starting on page 34.
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Barbara Knoflach

BNP Paribas Real Estate

Quality When the Frankfurt-based real estate expert talks about
her new office, it sounds like a wonderful ménage a trois.
And the other protagonists are a table and chair by Walter K.

rooms, open spaces or community working spaces rather than individual offices.
If abuilding can do all that, then its resale value goes up.

Interestingly enough, quality and flexibility are also key values for furniture design.

s« Abuilding and its furnishings are complementary: one begets the other and vice versa.
The better both work with one another, the higher the value.

Why did you decide on furniture by Walter K.?

s When I started to look for a desk during the move, I saw a model that I could move
up and down: the Exec-V. I unexpectedly fell in love. Minimal design with an ingenious
function - this table is just delightful.

Do you ever move it up and down just for the fun of it?
s At the beginning, yes! It’s so incredibly quiet. And now I see that it’s good for both
my back and my brain when I alternate between sitting down and standing up while

working. Now I even have a second Exec-Vin my office in Paris.

I\/l s. Knoflach, what matters more to you: furnishings or views?

s (laughing) Spaces shape people, I'm convinced of that. So I
believe that good furnishings matter most of all. They have an
impact on our quality of life. And if you have a heavenly view
like we do here from the thirty-third floor, well, that’s an added
bonus. Then again, I also like our lobby where you can see
outside from almost anywhere — and there is lots of greenery.
The entire building is massive and minimal at the same time.

A mix of clear assertiveness and restraint.

It sounds like the building has a character. Is that what a property needs?

s I am essentially an asset manager. If I invest my client’s
money in a property, I always consider three factors: quality,
infrastructure and flexibility.

How do these factors increase the value of a building?

s When you buy quality, you are sparing yourself future expenses.

Which is to say: you buy cheap, you buy twice?

s« In most cases, yes. Quality can be seen above all in the work-
manship and architecture. When I talk about infrastructure, I
am talking about a building’s proximity to public transportation
or parking spaces for cars as well as bike stands. But that still
isn’t enough. The people who live or work in the building also
want restaurants, bars and culture nearby; and if they get hungry,
they should be able to go around the corner and buy a sandwich.

And flexibility?

s Flexibility is becoming increasingly important because the needs
of tenants are changing more dramatically and more rapidly
than ever before. Companies no longer want to be bound to
ten-year leases. And if they do, they want to be able to divide and
sublet their spaces. Many users at some point will want flexible

PEOPLE BRANDS FURNITURE

How often, approximately, do you adjust the height of the table?

s Every day! I write while I'm sitting and I like to stand while on
conference calls or for short meetings. And the Exec-Vis well
suited for people to gather around.

How did your Leadchair Executive come into your life?

s« I wanted a chair with a high back rest that supported my head
but was still elegant. And I wanted the seating depth to suit me
down to the ground. Most executive chairs are simply too deep
for your average woman — only taller women can sit comfortably
in them. My interior designer recommended me the Leadchair
Executive and I ordered it.

You didn’t even try sitting in it first?

s No. And it has been extremely comfortable since day one. For
years I suffered from back and neck pains and now they have
gotten significantly better. It feels like the Leadchair Executive
was designed for the sole purpose of doing my body good.

That's what you meant when you said that spaces influence our quality

of life.

s Harmonious surroundings are incredibly important. It
shouldn’t be too perfect, but livable. When I walk into a room,
Iwant to feel comfortable there.

What do you feel when you walk into your office?

s Ilook forward to my furniture and my view every single morning.

The two things together inspire me. Interview: Ralf Grauel

About

Barbara Knoflach is Global Head of Investment Management at BNP Paribas Real
Estate. In 2017, she received the Most Influential Woman of the Decade prize from
the trade magazine PropertyEU in London. She is considered the most influential
woman in the European real estate sector.
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Kashiwa Sato

Naturalness We are always drawn to the same things:
fire, earth, water, air. The Tokyo-based creative director is a master
of the four classical elements. A portrait

Handelsblatt Media Group Samurai Inc.

Frank Dopheide

Brand What does an armchair say about a company?

How does furniture inspire employees?

The media maker was intent on realizing his vision of the new
Handelsblatt exclusively with Walter K.

of an agency and graphic designer, he never gets tired of sitting at the drawing board.
But above all, he likes to discover through dialog what a company needs and how it sees
spend at the office during our life. And itself. “A pharmaceutical company wants to restore health, i.e., promote vitality.
this space has an influence on our
decisions. If you don’t care about the
furniture, the technical equipment or
the quality of the coffee machine, that

shows your indifference. That is why

It’s a prestigious item that embodies
ultimate relaxation. I enjoy sitting on our
FKs with customers in the entrance
hall. If people are as enthusiastic about
the Handelsblatt as they are about these
armchairs, then I'll be a happy man.
What will the Handelsblatt of the future
look like? to the equipment in our new building.
w  We are shifting from a distinguished Why did you opt for Walter K.?

That’s why I chose vitality as the basis for the entire concept.” The source of vitality is

found in nature, as is the source of medicine. It therefore seemed obvious to use natural
materials, especially wood.

“In design, there is always the question of how much to preserve and how much to
change,” says Kashiwa Sato, while turning a handleless Japanese ceramic cup over in his

we gave a lot of thought, and devotion, ‘ . hand pensively. In every artefact there is a basic function, an archaic form that must

always stay the same. “People are the same all over in the world. As living beings, we
function according to a basic biological rhythm. We have the same taste in music, colors

I\/l r. Dopheide, what kind of furniture

do you have in your office?

[ don’t have an office — that is part of the
cultural change that we are going
through. Publishing houses are hierar-
chical, making it very difficult for the

management to gain a sense of the mood

among the employees and within the
various departments. That is why, day
in day out, I find a place for myself

among my colleagues. But from eight till

nine in the morning, I sit downstairs in
the foyer.

You work in the foyer?

[ read our newspapers and the expres-
sions on my colleagues’ faces — to see

their frame of mind as they come to work.

Everyone knows and sees that I am

approachable. Some might hesitate a few

days, but they always come to see me.

Sometimes it’s about a difficult customer,

other times it’s to do with the office dog.
Many things are too small to require a
formal appointment with the manage-

ment but can nevertheless place a strain

on day-to-day office life, so we quickly
find a solution.
Do you already have a favorite item among
the range of new office furniture?
My favorite is the FK Lounge armchair.

il

business paper to an innovative media
group. We want to share economic
expertise with society as a whole — be it
in printed, digital or live format. Our
newspaper is 73 years old, people love
our experience, our analytical skills.
That is great, but we cannot allow our-
selves to be stifled by sobriety. That is
why we must bring the old forward into
the future.

How are you addressing this transformation?
r Our new building is a cornerstone of

the process. We wanted a flagship store.
As our products become increasingly
virtual, it helps to have a place where
employees, readers and customers come
into physical contact with the strength
of our brand. The rooms and furniture
must make our brand and our values
both visible and tangible.

What do you feel now when you touch your
furniture?
» Excellence, independence, clarity,

community and innovation. Excellence
is fundamental - our desks, upholstered
benches and sofas make that abundantly
clear. Every employee feels that the
desire for excellence also applies to them.
Every visitor, regardless of whether they
are a customer or a job applicant, should
see us as a future-oriented company.

Does that mean job applicants choose their
employer from the inside?
e [tis mind-boggling how much time we

» The company suits us to a T - like us,
Walter K. stands for excellent products.
And astounding experience. Markus
Benz and his team displayed the utmost
empathy and creativity.

How did you brief Walter K.?

» We handed them our brand strategy and
then worked together to determine
which values were to be conveyed and
which area played which communicative
and emotional role. It was sometimes
something of a struggle, but the result is
perceptible and quite exceptional.

What do your visitors think?

w They say that they want to stay and
work here. They praise the concentrated
power and the pleasant atmosphere.
The employees’ perspective has also
changed noticeably. They now tend to
see us as being much more flexible
and modern. It is important to remem-
ber that many of our employees are
journalists, a highly critical breed if ever
there was one. Praise from them is the
ultimate accolade. interview: Hiltrud Bontrup

About

Frank Dopheide has held the position of Managing
Director, responsible for customer development
and brand management, at the Handelsblatt Media
Group since 2014. Previously he was Chairman

at the advertising agency Scholz & Friends in
Dusseldorf and at Grey Worldwide, and founded
the agency Deutsche Markenarbeit.
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and smells. There is something archaic that connects us all.” Walter K. also works with
time-honored, tried-and-tested design principles. Staff there take archetypes very seriously.

K ashiwa Sato likes to keep it simple - just as long as it’s not
boring. The designer sits in the conference room of his agency,
Samurai Inc., in Tokyo, in the middle of a long table made of fine,
light-colored wood. The table is so wide that people sitting
opposite one another can barely reach each other’s hands. Apart
from that, the room - framed by sliding glass walls - is empty.
No pictures, no objects, nothing that could be a distraction.
“Whoever comes in here should focus on the discussion,” says
Sato and smiles mischievously.

The 53 year old Tokyoite, dressed in a dark T-shirt and light
pants, is one of the best known Japanese creative directors.
Global companies such as the clothes designer Uniqlo, the car
manufacturer Honda and the fashion label Issey Miyake treasure
his talent for omission. When working on flagship stores and
corporate headquarters, he boils down the design so dramatically
that only the essence of the brand can shine through - and be
understood the world over. “By leaving things out, priorities
become clearer,” says Kashiwa Sato, pushing aside imaginary
weight with his hands for emphasis. “What remains is stronger
and lasts longer.”

He has just designed the new headquarters of the pharma-
ceutical company Pharma Inc. in Tokyo - with chairs, armchairs
and sofas by Walter K. He found a kindred spirit in the furniture
maker 9,000 kilometers away in Herrenberg: “Walter K. has
managed to tread the fine line between linearity and finesse
perfectly,” says Kashiwa Sato. When, like him, your core principle
is minimalism, you need high-quality furniture that makes
an impact in aroom and pleases the senses with its perfection.

“What’s important to you?” — This is Kashiwa Sato’s favorite
question to ask his clients face-to-face. After twenty years as head

PEOPLE BRANDS FURNITURE

“And when new developments come along, they masterfully go
about finding a balance.”

His guiding principle: someone who wants to create something
eccentric while disregarding the archetypes is bound to fail. “A
concept must not stray too far from the known path, otherwise
people feel overwhelmed and it is immediately rejected.” If just ten
percent of an object is new — that is already very good. “It’s enough
to provide that small stimulus. Like a muscle,” says Sato and pinches
his upper arm. “Without any stimulus it cannot grow either.”

Kashiwa Sato created inspiring stimuli at Pharma Inc. in the
form of eight Japanese characters, which stand for different areas
of the building. Stylized in the form of kumiki, the traditional
three-dimensional wood art, they adorn walls and lights. That is
how a simple and remarkably effective design was produced.

Clear and warm thanks to the light Japanese cypress wood and soft
lighting. Valuable thanks to lovingly executed Japanese crafts-
manship. Reduction, innovation and quality in perfect balance:
“That’s how minimalist design works,” says Kashiwa Sato. And how

it eventually becomes a source of power. Sonja Blaschke

About

Kashiwa Sato is one of the most sought-after creative directors in Japan. He shapes
the brand identity of his clients from logos to company buildings. In addition, he
teaches at various universities and writes books, such as the bestseller Kashiwa Sato’s
Ultimate Method of Reaching the Essentials. He has been running his agency,
Samurai Inc., in Tokyo, since the year 2000.

*The company wishes to remain anonymous, so we have changed the name.

Read more about the new headquarters starting on page 50.
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Claus Sendlinger

Design Hotels AG, SLOW Hospitality

Personality Buildings with a special vibe. Employees with minds
of their own. Accidents that become opportunities. Whenever
this hotelier launches a project, something quite unique is created

es It’s working like a charm.

Will you be founding more farms like this?

s Definitely not. The era of global franchises is over. A good product can’t be multiplied
endlessly. Otherwise it can’t become a classic, a legend. This leather chair, FK, by
Walter K., the chair I'm sitting on now, is a classic. Every point is defined. It radiates
atimeless power. And every good design has its own energy like this.

This all sounds very spiritual.

s The trend forecaster Li Edelkoort says that in the next five years, we’re all going to be
yearning for spirituality and indigenous craft products. And for wabi-sabi. Which comes

from Zen Buddhism, and means the beauty of imperfection, transience. Everything
changes, and the beauty is in the ageing.
Workers at Walter K. also talk about imperfection in perfection. They work with natural
materials, leather, wool, wood. They take the natural variations of those materials into account ...

I\/lr. Sendlinger, what is more important: personality or price?

s Personality. The world is already gray enough.

Twenty-five years ago, you founded Design Hotels, a portal for select

hotels. In 2011, you started your own project. Was that because you

wanted to do yourself what you'd been encouraging others to do?

s Exactly. It started with the Papaya Playa Project in Tulum, Mexico,
beach huts for the digital community. We’re particularly proud
of our most recent project, the La Granja organic farm on Ibiza.

How important is personality in projects like this?

s It’s essential - just like it is anywhere else. If you want to stand
out, you need character. We only find twenty cool hoteliers
for our portfolio in a year. They’re often career jumpers, but
they know their way around music and art and the place where
they live. Ideally, they’re already doing good things in their
current field - exhibitions, DJ sessions. The important thing is
the user experience of our guests.

You're now moving away from Design Hotels and developing some-

thing new, the Marina Marina in Berlin. It has a... what do you call it?

s Aritual space.

Aren't you afraid that's going to be too weird?

s Rituals are exactly what people today lack.

How can you prevent yourself from losing contact with reality out of

sheer originality — becoming untethered from the base?

s The people who meet on the farm are exactly the people we
want to reach. They’re all working with sustainability, they want
to work the land together, cook, eat, meditate together. We're
doing all this entirely without social media. If you want to book,
you write an email. Mystery of mysteries.

Is it working?

il

s ...and so they play with the quirks instead of cutting them out.

How do you think products with character are made?

s Ithink you have to understand that every object basically has
only one fundamental function to fulfill. A chair is a chair.
Ahotel is a hotel. So that’s your foundation, and then on top of
that there’s a kind of play, with undefined spaces, niches,
positions, horizons, and so on, to be explored and defined.

How do you find the right people to involve in your projects?

s Byaccident and through friends. The team on the farm has just
surprised me with a new chef. This guy had completely rede-
signed the whole kitchen. Great haircut, the right sneakers — he
looked fantastic. Then he cooked for us: panzerotti, ceviche
and a lamb that was brought in on a gigantic wooden tray. And
I'm asking, who is this guy? (laughs) He used to be a waiter.
Came from South America, and in his first year with us he got us
three people from Francis Mallmann’s kitchen in Uruguay.

I'm afraid | don't know anything about Mallmann.

s He’s from Patagonia, and he won the Grand Prix de ’'Art de la
Cuisine one time, in Kronberg - with potatoes. Because he
wasn’t allowed to import them into Germany from Argentina,
he smuggled them in. Thirty varieties. Weighing one tonne.

He won the gastronomic Oscars with potatoes?

s Nine courses of potatoes! That’s personality. interview: Ralf Grauel

About

Claus Sendlinger is one of the most innovative entrepreneurs in the international
hotel business. Design Hotels AG, which he founded, lists over 300 hotels in

its portfolio. Together with Peter Conrads, he now heads the SLOW Hospitality
("sensitive, local, organic, wise”) creative laboratory, based in Berlin, with the
aim of creating unique places around the world and reinventing gastronomy and
the hotel industry.
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Gernot Bohmann

I\/l r. Bergmann, Mr. Bohmann, how do

you create timeless design?

o Noidea.

ws That’s not how we think about it. We
don’t sit down at a table and say: “All

right, now we’re going to make a classic.”

So what is your approach?

ws We listen. We go to Herrenberg and talk
with Markus Benz once a month.
When he tells us about how he sees the
market, about ideas and visions, I start
to see shapes in my mind.

e You see shapes? Remarkable.
For me, something starts to light up.
A feeling of mutual understanding
that inspires me.

ws Something lights up for you? That’s also

pretty remarkable.

Most recently you designed the Tama Desk for

Walter K. How did it come into being?

ws We turned the usual design process on
its head.

o Instead of drawing a sketch, we took
some cardboard and cut out organic
shapes with a pair of scissors. Very
quickly. Because the process was meant
to channel our intuition.

EOOS

Martin Bergmann

Creativity How are classics made? Can you force inspiration?
How do the designers at EOOS manage to design
timeless furniture for Walter K. time and time again?

The result is more of a sculpture than a piece
of furniture.
ws We were thinking: If only we could

sit at a table that was more of a sculpture.
One that gently wrapped around the
curve of my belly which, after all, is a
vulnerable part of my body.

Where do you picture this sculpture?
ws In aplace where a person sits and thinks

and writes and works on a vision.

In a stately mansion or in the office of

a person who moves effortlessly through
the world of art and culture.

How do you know when a design is finished?
ws At some point, the model strikes back:

GB

you make another change and it all gets
worse. You can feel it. That’s the
moment you know the design is perfect.
We try to take all design-related factors
into account during the design process
- from the aesthetic, functionality

and material consumption of a product
to its serial production options and
manufacturing costs.

ws Design is a 380-degree process.
Why 380 degrees? Aren’t 360 enough?
ws Those 20 extra degrees are necessary

poetry.

Are you able to say in the end which of you
had the pivotal idea?
ws No. I might see Gernot’s three-hundredth

sketch of a chair - maybe the wrong way
round - comment on it, and the next day
he’ll have built a new model and found a
new path. We’ll work on a model for
months - arguing about and changing
things — and get into a flow where

it doesn’t matter who has what idea.

What sort of input do you get when you go
to Walter K.?
ws An enormous input. We are a
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GB

MB

three-headed team, but we do need

an outsider’s perspective. When Markus
Benz sat down at the first Tama Desk
prototype, he said: I'm sitting too far to
the left, by about 15 centimeters. We
wouldn’t have realized that on our

own. Now the person sits in the center
of the desk.

That’s what makes Walter K. special.
Jiirgen R6hm and the others in the
development department are a group

of pros, specialists and artists who we can
talk to about each individual seam and
who help us come up with ideas when we
get stuck.

Another key factor: the people there
always make sure we’re well fed; they’re
very reflective and have a sense of humor.
Otherwise it wouldn’t be tolerable.

What makes your work stressful?

GB

When the material resources, con-
struction or price don’t match up; when
aproject turns out to be garbage in the
end. That’s frustrating.

And what helps you get back up again?

GB

MB

When Markus Benz gives us the green
light and the entire company stands
behind one vision.

When I hear his almost archaic “Yes”

in response to one of our designs - it still

moves me. Interview: Carsten Jasner

The Team

Gernot Bohmann (left) and Martin Bergmann
studied in the master class of design at the
University of Applied Arts in Vienna. With their
classmate Harald Grundl, they co-founded the
EOOS design agency. Their designs have been
significantly shaping Walter K.’s catalogue for over
twenty years.
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The sofa revolution

By llona Marx and Ralf Grauel

Why the sudden appearance of upholstered furniture in
our offices does not equate to laziness. And how a homey office
environment makes us more focused, relaxed and efficient

¥
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Emotion and encounter: between a
o conference and working on the
computer, we need some comfy zones
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re you familiar with Kastrup, Copenhagen’s
airport? Large, round lampshades diffuse soft, warm
light. Dark parquet flooring, upholstered seats and
couches - classic Danish design that exudes comfort.
Kastrup, one of the coziest airports in the world, was
made that bit cozier in December 2017: in Terminal 2,
the Atelier Relaxium was opened, with upholstered
furniture, carpets and luminous objects in all the
colors of the rainbow. Just a stone’s throw away is an
inviting sofa landscape, the color scheme of which
evokes a sunset above the clouds. Amid this absolute
bliss, passengers here run the risk of missing their
connecting flight.

“Hygge” is the word the Danes and Norwegians use to
describe the feeling of the world hugging you; of being
both snug and inspired at the same time. This Nordic
variant of coziness is a mixture of ambiance and feeling;
hygge is homemade happiness. With family, friends
and loved ones we feel good all around.

Hygge is now the theme of attractive coffee-table
books, colorful brochures, weblogs and magazines.

The meteoric rise of this small, soothing word to one
of last year’s global trending terms is evidence of a
universal yearning for deceleration. The more digitalized

our work and daily lives become, the more important )
Hygge: Kastrup Airport,

Copenhagen, welcomes
passengers with a sofa
landscape in the colors of

organic oases become. Last year, a meditation app of all
things became one of the most successful apps. The

pursuit of relaxation is one of the core trends counter-
acting digitalization. We long for tradition, vintage

and coziness. That is why we are now seeing sofas and
comfort zones in places that often cause a lot of stress.
And so, with the advent of upholstered airports, the
development that had for along time been an inextrica-
ble feature of hotels, lounges, public areas and offices
has reached a whole new level.

Cynics might soon be justified in lamenting the
cushification of the world. But, actually, what we’re
seeing here is the spread of a vital synthesis; because,
amid the multitude of acceleration and gear changes
in our daily and professional lives, the simple fact is
that we need places where we can restore our inner
balance and relax. In the rooms where ping pong and
foosball tables were once eyed with suspicion years
ago in start-up offices, there now stand sofas, armchairs,
reading lights and coffee tables today. And that is how

Al

it should be. Because this new variety of coziness

is not a means for distraction or shirking work. Quite
the opposite: office workers are creating places for
concentration, communication and encounters.
Afterwards, it’s back to the computer screens, where
they click their way through open windows, emails,
presentations and tables.

While during the new economy era the creative
chaos of start-up interiors conjured up images of
colorful hamster labyrinths, today, calm has finally set
in. People and work come together in flexible work-
spaces, between sofas, multifunctional tables and areas
that can be altered at will. In well-designed offices,
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the mood is the same as the concentrated atmosphere
in a factory.

This was precisely the mood the Handelsblatt
publishing group was going for when they set to
furnishing their new editorial offices together with
Walter K. The transformation from a classic daily

newspaper to an agile media company is in full swing.
The new interior design had to be more flexible, and
the furniture and materials absolutely had to reflect
the media company’s high standards of quality,
management and excellence. The newspaper’s new
rooms combine open space with silent rooms, collabo-
ration with concentration, communication with
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the sunset

discretion. This breathing structure landed the media
company in the new world of New Work - it’s no
wonder the curvy, colorful sofa landscape Circle by
Walter K. now forms the fulcrum of the office floor.
However, the office sofa is more than just the
new foosball table. Taking a little time out and briefly
stopping and sitting for a conversation are part of
the new creative process — just like the latte macchiato
is part of the morning ritual. For a long time now,
laptops and smartphones have blurred the boundaries
between work and free time. We occasionally like to
work from home and, conversely, want to see homey
features at work. And so, like an echo, in the era of the
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In the European headquarters of the
Bloomberg media group in London, the
upholstered bench Foster 620 by
Walter K. structures the open space.

It was designed — as was the entire
building — by architect Norman Foster

Al

WALTER K.

30

home office, elements from home resonate in the office.
Of course, more than just furniture spills over - this

also happens with all other tones and topics of a new

era: culture and etiquette, democracy, communication

at eye level, diversity and welfare. Spending all day

and all night in the office has no place in the life model

of Generation Y. YOLO (“you only live once”) is not

the dictum of the digital natives for nothing. Nowadays,

everything must fit - work to live and live to work.

The office sofa has become a symbol of mindfulness,

appreciation and authenticity.

New Work is me time and we time

At the same time, the upholstered comfort zones
create points of contact in the truest sense of the word.
In the 1980s, the future still looked bright, and
progress was wrapped in plastic and held by a chrome-
plated steel tube. But now, because digitalization

is changing our lives and it can only be grasped in the
form of a smooth screen, we need analog experiences:
nature, material, haptics, substantiality. Satisfying
the elementary needs of body and soul could become
the luxury of the twenty-first century.

However, above all, comfort zones are a spatial
representation of the change in work and organization.
They give structure to everything that New Work
stands for today. Agility, flexibility and diversity are
direct responses to acceleration, digitalization and
globalization. Projects, teams, targets and processes are
so diverse nowadays because the markets are, too.

And all these new aspects also mean that we can very
rarely fulfill our multifaceted tasks sitting on our
posterior all day in the same place.

Sometimes, it requires careful concentration at a
computer and other times a relaxed conversation

with coworkers, and then sometimes a highly confiden-
tial three-way meeting. This can be stressful and can
even easily lead to misunderstandings. That is precisely
why zones are needed. For relaxation and exchange.
For concentration and communication. In this way,
office life is normalized into a mixture of me time, we
time, sometimes work bench, sometimes marketplace.

As such, for along time now, high potentials have
been assessing a company’s strategy for the future not
only based on its furniture but also on its floor plan.
The architectural firm Foster + Partners, which already
refers to itself as a “workplace consultancy,” has just
developed the spectacular European headquarters of
the Bloomberg Media Group. Founder Michael
Bloomberg has always been an advocate of an open-
plan office layout. And so, after years of research, Lord
Foster and his colleagues have successfully eliminated
footstep sounds and ambient noises to create a virtually
limitless open-plan quiet zone. Vast quantities of
wood and stone, ten open, curved floors, giant fish
tanks, snack bars, and - running in long, flowing curves
- upholstered furniture designed by Norman Foster
and made by Walter K., create a stimulating and, and at
the same time, extraordinarily homey ambiance.

And did Jeff Bezos - Bloomberg’s compatriot who is
also lauded as a visionary — not just buy 40,000 plants
to create a jungle paradise for his staff in Seattle? The
signs are clear: the number of office oases will increase.
You could even say that work is becoming hygge. The
coziness factor is therefore expected to continue on its
upward course. But don’t think that it will make
things more boring. At the end of the day, outside our
offices, lounges and comfort zones, the world is still
out there. And it continues to spin at break-neck speed.
As do our jobs.
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