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Chief Creative Officer, CEO

Experiential design / creative services agency using art to build brand community

Creating leadership for emerging “brand curator” focusing on Manhattan’s
“downtown” art / design world.
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Position Art as a Marketing Tool
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Global Design Report (GDR)- The Culture of Commerce
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No. 77 — Formavision Reinvisions Brand Relevance
Emerge — Interview with Sebastien Agneessens
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Creativity — Coke’s New World of Op Art
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Advertising has been seen as art,
now art used as marketing tool

o wo ks ns or kT and brands
hiwe commimigled with varying
I'Iml'l""."r- I'I: EASE %I.IT Ak II'IH = E)
r|'|r_~1'r~'1."r' heen barbares sou |:-.||||.]
stare shelves, A= Toe Clow las
pointed aut, “Tonkwse-Lontoe:
wasan ad guy”

L5 advertisine et Yinz o Ll ai-
gz the question indebnstely—un-
Iz of course, as sevmms to he the
case more froquently mkay thers's,
likez, a gallery and painting=and
stust invelviad

F:'I:'I_'Li:_""?_ |'|.|'|I_'| :-'.nr',_'||.'\-*T i.'::'l'l'l[l:l'lil.:i
are the st olwicus moder pa
trons of anists these davs burrany
lasoer markerers have mmied
e o crcace o buld eoa brand
visioo. Topoma has hamessod enar
ray ol ooncernparsry artists for the
et v woars not fust o croate ad
mesgages forits wouthful Sdon
Lieannd Bar o make art o of the ve
hides therrselves—earlier this year
the compary calisiod artists inchad-
g David Choe o interpree the
Saun xB. More recenuly, Sciom, with
apervoy Autil, created the
"INt 2BSguare” projod, which in-

dluded pallery shows feariring the
=:.||.|*|.1:-|J1q.Lmdal tof severnl arfscs

LSl [.ﬂ.l.l a -\."'=" IIL'I""I'I," -'I'I‘I_'II. t.
Lesus, Lannehed irs 46 sedan with
the Lestus a0} Deprees Gallery a
showronn featuring the ast of
Arne{ringe, Fascoel Sz anc
Mirandz Lichrenstein, The exhibie
tiaveled po Mo Yok, L, Minome
and ":]"-Img!"

Sowhen advertising is litern]
ly art, what does that make the
art? We turn for guidance tothe
mmiazt wehwo has established an zes-
thetieally pleasing lootheld ac the
imtersection of marker il'q'; and art,
Sebastien Apneessens, founder of
Formavizion. Agneessens curated
rhoe Temus 4800 show as well a2 last
et Buarbucks Salon, & music
lomge and gallery the markeser
Frovestedd iin Mew Yook 1le's
worked wich brands like Diescl
[ the brand s ongeing Denim
Caallerie=! and Marithe & Fran-
povis Ui rbawd aod recanddy pub-
lished his first |.l|.l-:.l|-q\ *Remas-
rered. " in which 53 classicworks
b artare reinterpreted by o new

RN L ol artists,

"Tondaay Brands need o conne s
tor pecple onan emotional orintel-
levtual fevel ™ Apneessens says
Stk abou what vou have to
ael| i MEORIAIY, but ret enaugh.
Frstnels nesd snsrave who they arg,
chare their values and baild their
:'|:|.—.|||:'.-.|| I|'||:}'-;:1|". -il'E IJl1|:|l!l‘EI:|:n:'l.'|
in ipualisative tenns”

Fairenogh, bu vl are more
mitinshem |1-:Jr||JE|.|.'I.'.|.I|;_:I arti=rs
5r\-c'.a|'. e their bebalfF “Thean
marizet |-|-|-. becomie su popular that
cverybody s o ko a callec-
teT,” e ﬂ.gr'.-.""a.l:-ll.-.-. Tk a
b maTw art rrigpEsines thess are
today, Iis paert v bewanizme ol the -
'p:'.;||_|_||:1n'-.'|-::r|'|_!-5i|1.:|'.,|.lu| the vi-
soal peberenoes thial T ol ant uses
tl_'l-:i..a_lr' ._'.n'|'||_|':-r' til L i'III'.JIt'.l.I:'
ewen sensaticornl=r. So |kl.l|_'l|E"l.'..: n
ensily relite or react ki

Agnerseens, o gallery cwnes
with am BLEA anda Llu:|-iH|1.:u:|.J
in mmarkes T AT COMpanes suwh as
L real ard Chanel. loane beest] Tr-
mavizinn AL when bzl be-
AT raseek him ot te rente hie

TERESSA IEZZI

art adwenharas,

His latest progect: pollilaaza-
tom wathz T baartisls Lo Cr2ale
permanent metallativas for the
e World of Cogas-Cola, 2210
open next month in Atlana,

Apmeessens takes anactive role
inthe CTEITINE! IO Ess, enllabioiat-
g with bramels e thre vison Lo
art projocs s wel e artises, “Tron-
ically enough,” he saws *1 perann-
ally prefer toworls on branded ars
projects than For galleries O
course, there is the constraint of
being cloze mo the brand value in
the cantent yon generate, but i
wau seleet the dght artist, Hhos
should come naturally”

Ltozs all of this menn thes disting -
domn bepween line art ard comsanmear
culmire is Blurring ? Moz exactly,
savsAgneossens,  Rathier, the fron-
tiers berwern fine and pop rulnane
arcvanishing ”

Tesessa lezziis the editor of Cre
ALLVELY Magaerine smd
AdCriticcon, E-mail your big
ideaz voher at HezziiE crain com

commuricatar chose notto
pracice whal he surely wauld
haree preached b client s, but
decided nstasd towieg i in
atherworas, the ad guy didn'’
[hink he rseded HiE.

AS SEEN ON ADAGE.COM/

SMALLAGENCY

WEAVER: JUST SAY NO

T0 ALL-NIGHTERS

| a8l week |1ogged 71hours. And

while | Feured i ty=idl al Lhe alli
cver breweekend, | revear oo
putled an al-nighter, nor dd

LE
L

arsgon: [vaas warking wikh ik
| smiply oo not beliews i L
Allnighters, inmy ooinion. burn

call gr skarf, slbnigniers are
when tha sl mislakes are
mede. Mall @l-righters

repeatady end you'll soon have

Cnidny s wha aremissing

wveor k becaien of healthn 5ses or
ana just im plaim need of secpand

saniby when you have
empiyees who aa constan
grinding awey and chained o

¥

ther office chars, youcon kiss
Figikeveds af creathve thinking

sk,



B T O N

.ron

L T T

M A R K E T I N G

ARTFUL BRANDING

Diesel is well known for pushing the boundaries of consumer marketing. The label
is doing it again with its Diesel Denim Galleries (www.Diesel.com/~denimgallery),
concept stores positioned between retail spaces and galleries, and which invite con-
temporary artists to develop site-specific installations. With locations in New York
City. Tokyo and Osaka, the Diesel Denim Galleries present themselves as art
custodians. providing an enriched retail experience with the aim of establishing
more meaningful relationships with consumers. The galleries present bimonthly art
exhibitions together with limited-edition denim products.

Diesel works with specialists like New York-based Sebastien Agneessens who
in 2002 founded Formavision. a boutique curating agency that collaborates with
contemporary artists and studios on a mission to design. develop and produce
innovative and original art campaigns that capture the imagination, reinforce the
brand vision and resonate on an emotional level. Each campaign tells a story unique
to the brand it serves.

“Al a time when consumers are increasingly informed. independent-minded and
aesthetically sophisticated, brands are challenged to assume the role of cultural
curators 1n arder to inspire meaningful—and culturally relevant—dialogue within
their customer communities.” the agency notes.

‘Each [Formavision] campaign invokes creativity, authenticity and self-expression
to create a cultural infrastructure within which target market influencers experience
the brand's values and aspirations. We build further value into our campaigns by
translating creative content into sponsored magazines. display window campaigns,
catalogs, limited edition products, online galleries, permanent installations and
traveling exhibitions to major cities such as New York City. Los Angeles. London.
Paris. Berlin, and Tokyo.”

Since its launch, Formavision has curated and
produced numerous gallery exhibitions and
international art campaigns for brands such as
Diesel, Mavi Jeans and Sharp Electronics, and
Agneessens regularly curates projects for Diesel,
Marithe+Francois Girbaud. Coca-Cola. Sharp.
Starbucks and Converse.

The Diesel Denim Gallery in New York City is
currently showing "CORNUCOPIA", featuring
works by Belgian painter Ellen Depoorter and
installations by engineer and architect Jeroen de
Schrijver. The show runs until April 15.

vol. 10 nos. | & 2
Januarylfebruary 2007

™



Fine Art Is Fine For Brand Building - AdPulp 12/17/07 10:28 AM

Genuine Swiss Army Powered by Amazon, Supporting AdPulp.com

Pulp

1858 Ltd Art Advisory Pino Gallery(877)633.0307 Buy & Sell Original Art

International Art Advisory for private and Call recomened official gallery or view Pino artists, collectors, galleries no commissions
institutional clients art & prices online www.TheArtTrader.com
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On Ad Age's behalf, Teressa Iezzi, the editor of Creativity magazine spoke to Sebastien artists, collectors,
galleries no commissions
www.TheArtTrader.com

Agneessens, founder of Formavision about the use of fine art in advertising.

Agneessens, a gallery owner with an M.B.A. and a background in marketing

at companies such as L'Oreal and Chanel, launched Formavision in 2002

. . Contemporary
when brands began to seek him out to curate their art adventures.

Photograph
' Fine art & contemporary

Agneessens curated the Lexus 460 show as well as last year's Starbucks photography direct from
Salon, a music lounge and gallery the marketer fronted in New York. He's the artists at Apenthe
worked with brands like Diesel and Marithe & Francois Girbaud and www.Apenthe.com
recently published his first book, "Remastered," in which 55 classic works of Art Value 500.000
art are reinterpreted by a new generation of artists. artists

Complete art auction
"Today brands need to connect to people on an emotional or intellectual catalog prices & images.
level," Agneessens says. "Speaking about what you have to sell is necessary, >1,000 top auction
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The Culture of Commerce

Brand curation and the art of communication

by Sebastien Agneessens
in conversation with editor Lucy Johnston

Sebastien Agneessensis a New
York-based curator and founder of
Formavision, a boutique that aims to
expose contemporary art and design
to a broader audience than its insiders.
He curates and produces art projects
for Diesel, Lexus, Coca-Cola, Sharp,
Starbucks and Converse. He graduated
from Bordeaux University, France, and
received an MBA from SDA Bocconi,
Milan. He was a marketing executive
for Armani in Madrid and for Chanelin
New York before he opened The Point,
a gallery showcasing multimedia
installations and collaborations with
artists. In January 2007, German
publisher Die Gestalten Verlag
internationally released his first book,
Remastered.

www.formavision.info
sebastien@formavision.info
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At a time when consumers are increasingly
informed, independent-minded and aesthetically
sophisticated, brands are challenged to assume
the role of cultural curators in order to inspire
meaningful - and culturally relevant - dialogue
within their customer communities.

What was the thinking behind Formavision?

The desire to create Formavision came from my
observation of a serious gap between branded communication
campaigns and consumers' interests. I was also greatly influenced
by the concept of emotional branding developed by Marc Gobé of
Desgrippes Gobé, and I wanted to explore its artistic and design
connotations. To me, art and design are the epitome of intellect
and emotion, which is why the marriage of branding and art
seemed like a natural mélange. That is the business explanation.

Now this wouldn't have worked without my sincere interest

in art and design, and my earlier experience of working hand

in hand with artists to develop exhibitions. Before I founded
Formavision, I had set up a gallery called The Point with two
partners, where we developed installations. Since nothing was
for sale, I decided to look for sponsors to finance our shows, and
after a few successful episodes, Diesel contacted me to curate
and produce their own art programme. And so Formavision
was born.

So how would you define Formavision’s mission
and relationship with brands?

Formavision is a brand curating boutique that
collaborates with contemporary artists and creative studios to
design, develop and produce original art campaigns that resonate
with consumers on an emotional level. People are increasingly
informed, independent-minded and aesthetically sophisticated
so brands have to generate a culturally relevant dialogue within
their customer communities and show in every communication
effort that they bring genuine added value.

Each campaign we create tells a story distinct to the brand it
serves, reinforcing the brand vision and harnessing creativity,

authenticity and self-expression to create a cultural infrastructure.

Consumers, especially target market influencers, experience the
brand's values and aspirations through that infrastructure.
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“To me, art and design
are the epitome of
intellect and emotion,
which is why the
marriage of branding
and art seemed like a
natural mélange.”

How do you define these target market influencers?

I think that most of our projects speak to the
creative community as it is defined in Richard Florida's The Rise
of the Creative Class. Estimated at some 40 million Americans,
this creative community lives and works pretty much like artists
and scientists traditionally have. They are independent in their
choices, personal tastes and relationships and in their use of
time, and appear to be major influencers of society. This large
community is composed of many subgroups which can be targeted
individually, but it is generally the whole creative class that we
target through our projects.

How do you view your role as ‘curator’?

Every curator has a different approach. I see
myself as a catalyst of creative projects, encouraging artists and
designers, and working closely with them to develop installations.
These differ from traditional brand campaigns or advertising in
that we don't mix the products and the art in our installations.
We evoke the values of a brand through our installations, and
then directly showcase the product in a different environment.
Our initial motivation is to maintain our artistic integrity, and
our style is to deliver strong messages in an elegant way.




The Culture of Commerce

"Today brands must find
ways to infiltrate the
fragmented media; and
mostly this can be done
through entertainment and
culture. Brands now create
their own media content,
through sponsored
concerts, exhibitions,
documentaries, films, books
and environmental efforts.
Through this effort, they
bring culture to the world.”

Case study
Striking a chord with the local community
New York
2006

Issue 26_2007 © GDR Creative Intelligence

How you approach ‘evoking the values of a brand’?

The most critical part is to forget the corporate
background that the brand might come from. Your thought
process should be confined to the role that the brand plays in our
lives - either its current role, or the ideal role - and then play with
that. For instance, when Lexus launched the new LS460, they
wanted to convey the fact that the car offered a seamless driving
experience. For me, a seamless driving experience is when you
don't realise that you're driving any more. Which is why we
created Light and Speed, a show based on the travel of the mind,
and invited artists whose work expressed that concept.

We took the same approach for Starbucks. We didn't want the
show to speak about coffee, but rather about the culture of coffee
shops and the fact that Starbucks produce music, books and films,
and are a true force in contemporary culture.

What is the motivation behind brands incorporating
culture and art into commerce?

When you look at the evolution of media today, you
notice that people are increasingly able to edit the information
they are exposed to, whether it is online, on TiVo, iTunes,
YouTube, or wherever. This means that brands must find ways to
infiltrate these fragmented media; and mostly this can be done
through entertainment and culture.

So this is why you see a whole series of cultural efforts coming
from brands, which now create their own media content, through
sponsored concerts, exhibitions, documentaries, films, books and
environmental efforts. Brands need to positively contribute to
our lives to be listened to and adopted - and they can do this
through delivering culture in an engaging and provocative
manner. We were lucky to work with Diesel as our first client
because they do all of the above, and always experiment in
several creative areas, most of the time with great success.

Where did these ‘cultural efforts’ from brands
start emerging?

I think it all started with the fashion world. Aside
from the Diesel Denim Gallery, I could list the Prada Foundation,
the series of art projects of agnes b in their Paris gallery (Galerie
du Jour) and their related publications, the Guggenheim Hugo
Boss Prize, and the Espace Louis Vuitton in Paris. I also personally
love Swarovski's concept Crystal Palace, for which numerous
editions of design sculptures, integrating the brand's crystals,
have been produced and sold to collectors over the years.

But today this goes further than fashion. In the automotive
industry Volkswagen opened Hotel Fox in 2005, commissioning
around 21 artists to design the 61 guestrooms, and Ferrari are
developing a gigantic museum in Abu Dhabi. And Starbucks are
obviously doing a great job with their label Hear Music; after
signing Bob Dylan, they released the new Paul McCartney album,
Memory Almost Full, in May. They have become a genuine, strong
voice in music distribution.

Do you think consumers respond particularly
positively to brands that incorporate cultural and
artistic references?

When we worked on the Starbucks Salon in SoHo in
New York, we thought that we were really taking our concept to
the extreme. We were walking on thin ice because Starbucks are
a global brand sometimes portrayed as a threat to local
communities and local culture. That's why we decided to work
mainly with local musicians, artists and designers, and to push
them to contribute new work and original performances
to the Salon. Then Time Out New York did a survey of the Salon,
which found that 68% of the visitors interviewed thought that
it was a positive contribution to New York, so we were reassured.

We have also noticed that whenever we have installations at
the Denim Gallery, footfall in the store generally doubles. Thisis
particularly notable when our installations take over part of the
street or the storefront.

But when brands initiate cultural efforts, people do sometimes
feel threatened by the involvement of commerce with the
creative disciplines. Brands must realise that if the content is not
relevant, or is too branded, the public will walk away from it and
it may actually give the brand negative publicity.
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Case study
Installations with a proven popular appeal
New York & Japan
Ongoing
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Case study

Art and culture meet automobile
New York, Los Angeles, Miami & Chicago
2006/07
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What form does the ‘cultural content’ that you
produce generally take?

We started with multimedia installations, or
‘experiential environments’, and this is why Formavision are
usually associated with large-scale work. While this represents
the base of our work and what differentiates us, we also work
on books, packaging projects and graphic design. However, even
when dealing with two-dimensional design projects, our work
remains highly physical.

Itis very important that form follows concept. Once your content
is generated, the idea is to maximise the return on investment by
applying it to as many media as possible so that it is exposed to a
wide audience. Brands, through this effort, create cultural content
that would not otherwise exist. They bring culture to the world.

Let's take the example of the Aquos project that we created for
the launch of Sharp’s LCD screens. Each artist was asked to
generate a video and an installation for a gallery we opened for
three months in New York. The video animations were aired in
the gallery, on a dedicated website, on various TV programmes
and on several web portals and DVD magazines. The installations
were featured in books, magazines and newspapers. We
interviewed the artists and created a documentary about the
project, produced collectable prints and so on.

Another example of our non-installation work is a personal
project we did called Remastered, a book published earlier this
year, for which we invited 55 artists to reinterpret the Great
Masters of western painting. Several brands proposed their
involvement but, for a change, I decided to do something on

a personal level. We wanted the project to be a comment about
customisation and remixing, which is a very important trend
in contemporary culture and can be observed across industry
and media.

“For our project
Remastered, we wanted
to create a comment about
customisation and remixing,
whichis a very important
trend in contemporary
culture and can be observed
across industry and media.”

Do you think that brands will increasingly need
to become culturally integrated in order to maintain a
consumer audience?

The brand of the future is the leader of a community
of people who believe the brand in question can improve their
individual lives and the lives of community members. Because of
the fragmentation of the media, brands need to be involved in a
number of cultural projects if they hope to be visible. This is
especially true for brands that target the creative community.
Diesel are, for me, a fine example. Their success is largely due to
their communications strategy: ads that state a strong message

relevant to our lives, plus a myriad of initiatives in music, film, art,

design, fashion, graphic design, video animation... and more
recently a dating blog. They definitely know how to involve their
customer base.

I think that our period will be remembered as a time when brands
played a major role in our lives. Artists didn't wait for brands to
commission them to convey this message. Look at Andy Warhol's
silk-screens of Campbell's Soup cans or Coke bottles back in the
early 60s. He was simply the precursor of what is happening
widely now.

Throughout history, art has been used to glorify the people in

power. Once it was the Church, kings and emperors, governments.

But now that power is decentralised and some brands have
become wealthier than countries, it is they who have the power
to contribute to culture, and more specifically to art. With the rise
of this phenomenon, corporate values and visions are playing a
growing part in artistic commissions. In this context, curators
play a crucial role in delivering a constructive and culturally
relevant message for both the brands and their audiences.
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Case study
Celebrating colour and technology
New York
2004/05

Case study

Artful launch of basketball shoe
New York
2005
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62 LD, September/October 2007

Best in Show = =

Introducing design’s new breed of curators. Unbound by museums
but linked to commerce, they scarcely resemble their art-world
contemporaries and work almost nothing like each other. They can be
retailers, agents, architects, promoteérs, or all-purpose Svengalis.
Here are three of the finest.

Portrait by Mark Mahaney i

Sebastien Agneessens. 1973



above For *“Automatic,”
a 2807 installation at
New York's Diesel Denim
Gallery, Agneessens
asked Sydney-based
artists Korban/Flaubert
to explore organic
growth patterns found
in nature.

left In 2008,
Agneessens worked with
Starbucks to create

a salon-style space

in New York's Soho,
outfitting the lounge
with foam seating by
Quinze & Milan.

right Lepage and
designer Tobias Wong's
Wrong Store, a retail
experiment that

provoked desire through

denial: The shop was
always closed.

/Sebastien Agneessens

“I call myself a curator because otherwise people
wouldn't know what to call me,” admits Sebastien Agnees-
sens, the 33-year-old impresario who's behind some of the
most bizarre brand extensions in recent memory. (In 2006, he
convinced Starbucks to outfit its pop-up salon with furniture
by the Belgian interiors firm Quinze & Milan.) “But it's not a

1

very precise definition. Curators show existing work. I mostly
collaborate to create new work,” he says.

In 2002, Agneessens founded the boutique consult-
ing company Formavision. Since then, he's moved around
downtown New York like a dapper French yenta, creating
unlikely unions between brands in need of an image rehab
and niche designers who could use the exposure. For the
past 18 months, he's collaborated with Marithé + Francois
Girbaud, a fashion house whose reputation in America, at
least, was built on its success as a purveyor of 1980s designer
denim. Agneessens conceived “Construkt” as a series of exhi-
bitions and designer editions that would bring to light some
of Girbaud's lesser-known innovations; last year, to highlight
the label’s pioneering use of temperature-regulating ceramic
fibers, he enlisted New York designer Dror Benshetrit to pro-
duce a collection of sculptural jewelry made from fur dipped
in porcelain and fired in a kiln.

Agneessens’s work lies somewhere between curating and
branding. As an MBA who left a marketing position at Cha-
nel to open a gallery, he's equipped to mediate between the
two worlds, whether that means working with Japan's Kenzo
Minami to create CNC-milled sculptures for Sharp Aquos or
asking the Australian metalworkers Korban[Flaubert, among
others, to design installations for New York's Diesel Denim
Gallery, Agneessens's first and most loyal client. “More and
more brands are trying to be involved in art, but they need a
curator to be relevant,” he says. “And they have bigger bud-
gets than museums, so you can really do amazing stuff.”

Currently, Agneessens is working with Koan-Jeff Baysa,

a New York-based doctor, to co-curate a series of self-regen-
erating sculptures that will incorporate plant life and travel
the world from greenhouse to greenhouse. Vegetation as art?
“I know a curator is supposed to rationally explain his deci-

sions,” he says, “but most of the time I can only articulate my
choices once the project is done.” — JILL SINGER
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Hitspaper : Could you tell us formavision's history?

Sebastien : Formavision is basically a studio I created for the projects I curate.

I moved to New York in 1999, after business studies in France and Italy, and a few years working for
Armani in Spain.

Moving to New York was a big change for me, especially in 1999, in the frenetic rhythm of the Internet
boom.

There used to be something new everyday, and it convinced me to stay in New York.

I managed to find a job for Chanel in store design, and simultaneously opened a gallery located in the
Lower East Side with two friends of mine - a Swiss painter and a French architect.

I was working for Chanel in the day, and for the gallery at night. Slowly but surely, my nightlife
became more busy than my day life, so I decide to focus on it.

We were doing mainly art installations in our gallery, with nothing for sale, so had to find a way to
finance the show.

I managed to find sponsorship from a few companies for the shows we had, and at some point, Diesel
proposed me to become their curator.

This is when I created Formavision.

It was in September 2003.

Now Formavision is a curating agency that produces art programs for brands such as Coke, Starbucks,
Sharp, Lexus etc.

Small agency, big clients. I guess we are mainly famous for our installation work, but we are also
involved in books and design work.

We work with many different designers and artists of our generation, such as Arne Quinze, Kenzo
Minami, Stephen Burks, Dror Benshetrit, Jerszy Seymour, WK Interact, Faile.
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Hitspaper : Could you tell us "07 DIESEL DENIM GALLERY"?

Sebastien : We have been working on the Diesel Denim Gallery concept in New York since the
beginning.

It is a gallery store that mixes art and retail.

But I must say that the installations that we curate there are very ambitious and eccentric for a retail
space, and I often wonder how we manage to get them approved by Diesel!

We usually take over the whole space, creating every time a new shopping experience, working with
many international artists, and for instance in the 07 program, we have been working with Korban
Flaubert from Sydney, Jeroen de Schrijver and Ellen Depoorter from Belgium, and the Quistrebert
brothers from France.
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Hitspaper : What are you trying to express through your work?

Sebastien : My role as a curator is to collaborate with artists on new content.

And even though we always work with different artists, I think that our own style is visible.

We try to deliver subtle and poetic messages in a striking way.

But more generally, what we try to do throughout all our commissions with brands is translate the
brand values into art projects.
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Hitspaper : What have you discovered or gained through your experiences?

Sebastien : I have discovered that our projects are only as good as our clients.

In other words, if our clients don’t have the vision, then we will not be able to do good projects for
them.

That it takes courage to experiment, but that risk and experimentation pay off because they set you
apart from the mass.

That you should believe in yourself, because it is the only thing you really have.

That it is inspiration and creativity that keep me going.
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Hitspaper : What do you think is the most important elements for creator?

Sebastien : Well, I think it’s different for everyone, but for me, I think that my strength lies in my
instinct, some kind of sixth sense.

It allows me to feel which artists I can work with and how I can provoke and guide them.

But most importantly, I believe that in my case, the creative process is almost subconscious.
Sometimes, I feel that my ideas are not even my ideas, but that instead they are delivered to me in
some kind of subliminal way.

I believe that to be creative, I have to be in sync with myself.

I know, it's very “new age”...
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Hitspaper : Please talk about the environment around your studio?

Sebastien : My studio is in Chinatown, next to Soho, on the 5th floor of an old industrial building.
On the third floor there is a bordello and on the fourth floor a Chinese sweatshop.

Our floor is much more quiet, with an old wooden floor and floor to ceiling windows, very much what
you would expect from a New York loft.

Inside it is full of artworks, Apple computers, and contemporary design furniture.
On my desk there is a plastic dinosaur, a glass bottle of Coke filled with water, a cell phone, some rolls
of black tape and a parking ticket.

There is also a stack of my books, Remastered, for which I invited 55 artists to commission the
masters of western painting.
You should be able to find it in Japan.

We share the office with a graphic design agency and an interior design studio.
We are about 20 people in total, but only 3 Americans. Hey, it's New York!
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Hitspaper : Please tell us about current project?

Sebastien : We have a lot of projects coming up next, but the ones I am mostly excited by are an
outdoor design pavilion with Vito Acconci for Art Basel Miami Beach, and are starting to create and
produce a line of design sculptures by contemporary designers based on bio-mimicry.
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Hitspaper : Please tell us formavision's future vision?

Sebastien : In my immediate future, I see a drink with a friend of mine at the Mercer Hotel in Soho.
Probably a Jack and Coke.Maybe two.That's in 15 minutes actually.

In my one-month future, I see a conference in Singapore (http://www.engage2007.com/ ) and the
next day in Barcelona (http://www.designhotels.com/future forum 2007/overview ).

In the next three months, I see a trip to Japan for Docomo or Starbucks, and then presents to my
family for Christmas.

Next year I see more and more installations for real estate projects in Miami, Los Angeles and Abu
Dhabi.

In the long run, I see an old man with a long white beard still mumbling about art and design.
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Hitspaper : RBICARAICAITTA v E—IEEBBEVNTEEFIN?
Sebastien : HADE T Ao FAFE ST SCHRBILEICRIDIEEZNRULET,

Hitspaper : in conclusion ,can I have the message from you to japanese people??
Sebastien : Japon mon amour, c’est promis, je passe te voir tres bientot.
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Curating Studio Formavision Fashions New
Creative Directions

Collaborations with Marithe+Francois Girbaud, Edun and Diesel Strengthen the
Agency's Expertise in Fashion-based Projects

Since 2003 Formavision has been successfully integrating the work of leading artists
and designers with commercial culture. The agency, which counts brands such as
Coca- Cola, Sharp and Lexus as clients, now brings its curatorial expertise to the
fashion world with projects including creative direction for campaigns, showroom

design and fashion presentations.

Nocturne: Edun's Fall/Winter 08 Collection

In true EDUN fashion, this season's collection blends themes of nature and nightfall
taking inspiration from Nocturnes, instrumental compositions inspired by the night and
written most famously during the Romantic period by composers such as John Field,
Frederic Chopin and Gabriel Fauré. More of a fashion installation than a traditional
runway show, the event will take place at the historic Desmond Tutu Center in
Chelsea on February 12th under the format of a live, lyrical and photographic
presentation.

Influenced both by the work of 18th century French photographer Nadar and by early
photographic techniques used to crystallize spirits on photos and daguerreotypes,
Formavision's creative director Sebastien Agneessens has created a paranormal
universe for EDUN's collection where each element of the campaign evokes the
memory of nature lost. Endangered flowers and plants from Africa are captured in
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photography and complemented by a sound installation featuring poet and performer
Saul Williams.

EDUN is a socially conscious clothing company launched in Spring 2005 by Ali Hewson
and Bono.

The company's mission is to create beautiful clothing, while fostering sustainable
employment in developing areas of the world in particular Africa.

EDUN has a tradition of involving artists in their projects, with past participations from
the Citizens Band, Ernesto Caivano and Cecily Brown.

Le Jean De Marithé+Francois Girbaud New York Showroom

Formavision's collaboration with French fashion designers Marithé+Francois Girbaud
began in 2005 with the Construkt design series, which invites contemporary designers
such as Dror Benshetrit and WK Interact to experiment with new manufacturing
processes used by the Girbaud label, thus creating limited-edition design sculptures
and objets d'art.

Three years later, Girbaud has commissioned Formavision to create its 2,000 square-
foot showroom in New York's fashion district for their new label, representing
Formavision's first foray into interior design.

dexigner.com

With a contemporary take on a traditional Parisian environment, Formavision used
interior photographs of a 19th century Parisian hoétel particulier and reproduced them

Jll National Park Service Gets

1 Long-awaited Destination
Center at the Blue Ridge
Parkway

House of Concepts Design
, Academy Eindhoven

Bright Architectural
Illumination and Light
Installations

Arabesque Graphic Design
from the Arab World and
Persia

Fragiles Pocelain, Glass
and Ceramics

Utrecht Manifest 2nd
Biennale for Social Design
Was a Great Success

Design Events

m

Collaborators UK Design
for Performance

Design Workshop
Internship 2008

Multiple Choice From
Sample to Product

Emerging Architecture

Co-Evolution Danish /
Chinese Collaboration on
Sustainable Urban
Development in China

Walk This Way

Density Fields by Oyler-
Wu Collaborative

Design Isamu Kenmochi
and Isamu Noguchi

Sex in Design Design in
Sex

Savannah Film Festival
Accepting Submissions for
0 “ N 2008 Festival

aLAl

Der Bilderklub

75 Years of Architecture at
MoMA


http://www.girbaud.com/construkt/
http://www.dexigner.com/detail/files/14723.jpg
http://www.dexigner.com/detail/files/14722.jpg
http://www.dexigner.com/architecture/news-g13685.html
http://www.dexigner.com/architecture/news-g13685.html
http://www.dexigner.com/product/news-g13683.html
http://www.dexigner.com/product/news-g13683.html
http://www.dexigner.com/architecture/news-g13682.html
http://www.dexigner.com/architecture/news-g13682.html
http://www.dexigner.com/graphic/news-g13681.html
http://www.dexigner.com/graphic/news-g13681.html
http://www.dexigner.com/product/news-g13680.html
http://www.dexigner.com/product/news-g13680.html
http://www.dexigner.com/product/news-g13679.html
http://www.dexigner.com/product/news-g13679.html
http://www.dexigner.com/art/news-g12237.html
http://www.dexigner.com/art/news-g12237.html
http://www.dexigner.com/architecture/news-g13141.html
http://www.dexigner.com/architecture/news-g13141.html
http://www.dexigner.com/product/news-g12006.html
http://www.dexigner.com/product/news-g12006.html
http://www.dexigner.com/architecture/news-g13168.html
http://www.dexigner.com/architecture/news-g13168.html
http://www.dexigner.com/architecture/news-g13585.html
http://www.dexigner.com/architecture/news-g13585.html
http://www.dexigner.com/fashion/news-g13321.html
http://www.dexigner.com/fashion/news-g13321.html
http://www.dexigner.com/architecture/news-g11717.html
http://www.dexigner.com/architecture/news-g11717.html
http://www.dexigner.com/product/news-g12082.html
http://www.dexigner.com/product/news-g12082.html
http://www.dexigner.com/product/news-g12789.html
http://www.dexigner.com/product/news-g12789.html
http://www.dexigner.com/art/news-g13367.html
http://www.dexigner.com/art/news-g13367.html
http://www.dexigner.com/art/news-g13192.html
http://www.dexigner.com/art/news-g13192.html
http://www.dexigner.com/architecture/news-g12824.html
http://www.dexigner.com/architecture/news-g12824.html

at-scale on the walls of the new showroom. The showroom reacts to Le Jean De
Marithé+Francois Girbaud's upcoming photo campaign shot this winter in Paris by
Ryan McGinley, the youngest photographer ever have a solo show at the Whitney
Museum of American Art.

Dexigner Network

Dexigner Feeds

www.dexigner.com

Legend Installation At The New Museum

On January 20th Formavision engaged the Manhattan skyline with a site-specific light
installation for the New Museum's top-floor. Commissioned once again by French
design duo for the North American launch of their new jeans
collection LEGEND, the event featured nine bi-chromatic LED towers wrapping around
the Sky Room's window-lined terrace.

Reminiscent of epic science fiction movies like 2001: A Space Odyssey as well as the
chimerical adornments present on LEGEND jeans, the light monoliths flashed
programmed bursts that evoked a sense of language or futuristic code.

LEGEND, Marithé+Francois Girbaud's new, high-end jeans line, focuses on details
tracing back through the history of the brand. As scientists of textiles, Marithé and
Francois focus on innovative treatments, finishes and production processes, making

each jean unique.

Diesel Wall New York
After successful editions in Toronto, Copenhagen, Milan and Beijing, the

is set to have its New York debut. Located on 17th Street and 7th Avenue
next to the new Diesel US headquarters, the Diesel Wall project will select one
artwork from open call submissions to reproduce in very large-scale and be seen by
thousands of people a day. Besides New York, Diesel walls will pop-up in Barcelona
(Spain), Manchester (UK) and Zurich (Switzerland).

To inaugurate the New York edition, Diesel's curating partner Formavision has invited
French illustrators to create their first outdoor mural in the US.

New Web Site
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NOTHING LASTS FOREVER

THE ART OF FAIR, EXHIBITION AND EVENT DESIGN

# Lukas Feireiss &1 Thierry van Dort, Quinze & Milan Archive

Some buildings are created only for the moment. Much too short, in our opinion.
Lukas Feireiss is an expert in the field of temporary architecture. Here, he presents
the genre’s most spectacular constructions and their creators.

Abreathtaking structure made of countless wooden beams
winds around and penetrates a multi-storey building. A flood-
ed warehouse is transformed into a kaleidoscopic spectacle
beneath an artificial roof of stars that appears to transcend
itself, and a fast food restaurant is refitted as an autonomous
guerrilla unit as part of a spatial installation.

Celebrating the temporary

These different examples provide a snapshot of the crea-
tive diversity and expressivity of contemporary, space defin-
ing practices in the field of fair, exhibition and event design.
What they have in common is a creative approach on the part
of various international market-leading corporations active
in different sectors. The spectrum ranges from a luxury car-
maker to an electronics company, from a fashion label to a fast
food chain. They are emblematic of the growing shift towards
spatial-expressive marketing strategies when it comes to the
establishment of corporate identities. It's not the visually com-
municated advertising message that stands in the foreground
but the three-dimensional manifestation of this message in

BBRULLETIN

the form of one-of-a-kind spatial experiences that sometimes
exist for no longer than a few days or a few hours. The incorpo-
ration of space in one-night stands of global branding. Fleeting
and intense. Corporate affairs that live for the passion of the
moment. In their poetic intensity, these works are at the same
time representative of the richness of ideas when it comes
to the creation of spaces that play with advertising, art and
architecture.

Strike a pose

Imagine a tornado ripping through a lumberyard. A swarm
of bees gracefully yet threateningly forming around a honey-
comb. The blurred forms of the landscape when you look out of
the car window. The passion for speed and a fascination for the
elegance of overwhelming natural forces are found in all the
works of Belgian designer and artist Arne Quinze. Also in the
installation Timegate, which strikingly ‘storms’ an entire house
in Miami Beach - a project organised for the launch of the
new 460 Lexus by Sebastien Agneessens’s New York Boutique
Curating Agency Formavision.

This installation
burned 2006 in
the course of the
Burning Man
festivalin

Nevada, USA

BBEBULLETIN
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With a similar elementary elegance, a sculptural wave cre-
ated by New York's Tronic Studio washes through the main hall
of this year's Wired Next-Fest, turning the 2,000 m® Water
Pavilion, the headquarters of the main sponsor Hitachi, into a
place of liquid dynamism. The phenomenal, blue-coloured CNC
sculpture is based on the circulatory patterns of flowing wa-
ter. A branding video, also created by Jesse Seppi and Vivian
Rosenthal’s Tronic studio, was projected onto an extra-large
screen in the immediate vicinity of the Hitachi wave, and con-
veyed the powerful impression of entire worlds of water being
formed from desert sand.

In an epic event for Hugo Boss, Etienne Russo’s Villa Eu-
genie also managed to transform Berlin's Postbahnhof into an
enchanting liquid environment for one night. An open ware-
house flooded with water and illuminated by countless chang-
ing, coloured lights transformed the catwalk into a sensual
spectacle that appeared to eliminate the boundaries between
up and down, inside and outside. Everything is illuminated.
In a game with images of vanity, models presented the new
clothes on the reflective mirror of the water’s dark surface. All
is vanity. Atemporary garden is created: sand covers the floor,
and the buffet is served on melting blocks of ice. Everything is
transitory. Even fashion.

The provocative, radical works of the American artist Tom
Sachs offer a totally different kind of access to global markets.
A critical ricochet within the context of international advertis-
ing strategies: a Prada concentration camp and toilet, a Chanel
guillotine and chainsaw, and a mobile McDonald’s unit. The lat-
teris part of his expansive installation “Nutsy's” and reads like

BBRULLETIN

an ironic plea for the formation of alternative economies, in
which imitation goods profit from the brand pressure of mass
consumption. Hamburgers instead of handbags. McDonalds in-
stead of Prada and Vuitton. In a parody of entrepreneurialism
- from drive-in to do-it-yourself McD’s - Sachs plays with the
leitmotifs of global consumer culture.

Step into the arena

But all of the discussed works represent only a fraction of
the inexhaustible reserves of imagination and ingenuity when
it comes to the intervention and expansion of space through
advertising strategies. Appetizers at the grand feast of in-
ternational branding. The kaleidoscopic spectrum of works is
typical of the current, creative resourcefulness in the exten-
sion of spatial possibilities within the context of advertising.
Space is consciously deployed as a forerunner of interaction
and experience. Architecture serves as a communicative me-
dium that speaks and touches people.

At the same time it's clear that the creation of space and
spatial experiences is no longer the job of architecture alone.
More and more, it's an emotional matter, in which various
creatives express their impulse for unigueness through spa-
tial structures. In some way, architects are stripped off their
traditional sovereignty in the formal design of space. But it is
precisely this collapse of conventional forms in the construct-
ed environment that offers a unique opportunity to discover
new, fascinating worlds, to rethink economic, architectonic
and ideological boundaries and to recognize the socio-palitical
structures which fence us in, define and demarcate us. %

Left & Right:
Not all installa-

tions created
by Designer Arne
Quinze and his

team fell prey
tothe fire.
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WHAT'S IN STORE

VM View: Sebastien Agneessens of Formavision
CLAIRE F HAMILTON, WGSN 24.03.08

Launched in 2003, Formavision is a curatorial agency that links

brands with artists. Founder, curator and creative director Sebastien Agneessens
Sebastien Agneessens talks to WGSN about recent projects. Founder, curator and creative
director

How often do projects start from scratch?

Most often we start our projects from scratch, or at least from a very
basic brief. For instance, when we worked with Edun, they approached us
simply with the look and the name of their new [autumn/winter 2008]
collection, "Nocturne". To me, Nocturne meant different things: Chopin,
the Romantic period, melancholy, and also the period of the birth
of photography.

Formavision
392 Broadway

"Nocturne" installation for Edun at Desmond Tutu Center, New York New York, NY
Tel: +1 (212) 431 1120

Back in the late nineteenth century, there were a lot of experiments with

photography to make spirits appear on prints through double exposures formavision.info
and other techniques. I thought that this could be a good inspiration for

Edun, but instead of spirits, we decided to make endangered African

flowers appear.

You know, Edun, is a lot about helping Africa, about fairtrade and organic
fabrics. So speaking about the idea of a vanishing nature seemed
appropriate.

Desmond Tutu Center, New Image from Edun Image from "Nocturne"
York "Nocturne" collection installation
autumn/winter 2008

Are there particular media, materials or methods
of presentation that you find particularly
interesting right now?

Most of our work so far has been multimedia installations, usually called
"experiential environments" by the advertising industry. But in the

http://www.wgsn.com/members/whats-in-store/features/ws2008mar24 0837107? 3/24/2008



VM View: Sebastien Agneessens of Formavision Page 2 of 3

past few years, we have also naturally evolved towards general creative
direction, applied to fashion shows, showroom design and photography.

New York showroom of Marithé + Francois Girbaud

It's actually interesting that both Marithé & Frangois Girbaud and Edun
called us roughly at the same time to manage the creative direction of
their spaces and campaigns.

More than a particular medium, I think that what's interesting
now is how brands are driven to collaborate with artists in order
to inspire, and establish an emotional or intellectual exchange
with people.

The facts that the new campaign of Girbaud is shot by Ryan McGinley and
that we presented Edun's collection in an exhibition format indicate that
brands are now really receptive to the art world.

What artists interest you right now - ones that you
haven't already worked with?

Recently I have been inspired by the large-scale light installations of
Olafur Eliasson, the biomorphic designs of Ross Lovegrove and the
video work of Encyclopedia Pictura.

It's interesting to note that all these artists somehow work with
nature at the core of their works, which is a very relevant topic today,
and I believe will be for the next few decades.

Diesel Denim Gallery in New York, installations by Formavision

Is it a challenge to avoid losing the sophistication
of an artist's idea when it is employed for
commercial use?

It can be a challenge, especially when dealing with clients whose worlds
revolve too much around the brand they work for. But usually, the
decision to work with us is motivated by the desire of expressing the
brand in a more emotional, poetic, and inspirational way.

There is a lot to say about the recent marriage of brands and art.
Not all of these projects are good, the quality of the work really depends
on all parties involved, in particular the curator/creative director who has
to make sure that the project is relevant for the artist, the brand, and of
course the people who are going to see it.

http://www.wgsn.com/members/whats-in-store/features/ws2008mar24 0837107? 3/24/2008
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WIDER RESOURCES FOR CREATIVE PROFESSIONALS
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Since Formavision began in 2003, it has curated and produced some
50 art projects and acclaimed international art campaigns for
leading brands such as Diesel, Coca-Cola, Lexus, Starbucks,
Marithe+Francois Girbaud, Converse, Docomo and Sharp Electronics.
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IdN magazine is an
8 international

publication for

creative people on a
mission to amplify and unify the
design community in Asia-Pacific and
other parts of the world. It is
devoted to bringing designers from
around the globe together to
communicate with, learn from and
inspire one another. It has truly
become what the initials of its title
proclaim it to be: an international
designers’ network.
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“l think that a recipe for success in these branded art projects is to
trigger collaborations between artists and brands who have the same
style, values and cultural references.”
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EMERGE Interviews Sebastien Agneessens :: Emerge Trends 12/17/07 10:25 AM

EMERGE Interviews Sebastien Agneessens 09/25/2006 02:57:00 PM =4 B

Duly impressed by the Starbucks Salon initiative that wrapped up last week
in NYC, EMERGE wanted to learn a bit more about how that project took
shape, so we reached out to an old friend, Sebastien Agnheessens, of
Formavision, who was one of the folks who helped mold the Salon idea into
the eclectic and engaging experiment in experiential lifestyle branding for the
coffee brand people love to love and love to hate in equal measure. Here is
a brief interview with Mr. Agneessens:

Could you introduce yourself and describe your work with Formavision
in terms of who you've been working with and what you have coming
up?

| am a curator based in NYC, and founder of curating agency Formavision. Through my curatorial
practice, | work with various brands, which allows me to develop ambitious and eclectic projects with
the artists and designers that | like. | started a bit by accident, with my gallery The Point, in the Lower
East Side back in 2000. Since most of my exhibitions were installations and had nothing for sale, |
had to find a way to fund them, which naturally came through sponsorship. Diesel called me up to
curate their exhibitions at the Denim Gallery [on Greene Street, just doors down from the Salon],
which | have been directing since then. The way | work is a bit particular compared to other curators,
since | remain deeply involved in the creative and production processes, and always commission
new work.

Anyway, to make it short, through Formavision | have curated the Aquos Project for Sharp, the
Denim Gallery for Diesel, the Starbucks Salon for Starbucks, Construkt
for Girbaud among other things, and am now also developing projects for Coca-Cola and Toyota.

| also curate independent projects, such as gallery shows and Remastered, for which | have invited
55 artists to revisit the masters of Western Painting. The Remastered book will be released this Fall
internationally.

How did you become involved with Starbucks Salon?

| became involved in the Starbucks Salon through Genart, who gave birth to the Starbucks Salon
concept at the last Sundance Festival. Back then, the Salon was basically a series of concerts
hosted in an existing cafe. Genart called me up to take on the creative direction of the space. This
project was a bit particular for me since | not only curated the art, some of the performance, but also
designed the space. And suddenly, most of my clients want me to design a space for them!
Seriously, it's very unexpected. When that happens, | take interior design as a way to extend my
interest in art installations. | met Adam Gerard, Genart's founder, two weeks after | moved to New
York back in 1999, and | guess that | was at the back of his mind when he thought of who to
develop the Starbucks Salon with.

Who else was involved in determining the creative direction for the Salon?

Well you have three different areas here. For the perfomers, we were four members :Catherine
Burns (The Moth), Jesse Ashlock (RES Media), Carmine Pietri-Diaz (Nuyorican Poets Cafe) and
myself in a jury headed by Genart's programming director. For the art installation and exhibition, this
was basically my call. And for the interior design, we collaborated with the Starbucks design team in
Seattle. The look and feel of the promotional campaign, including the website, was developed by ad
agency Wieden+Kennedy.

What were some of the criteria you considered when crafting not just the programming but
the overall feel of this highly unconventional marketing program with Starbucks

The fact that brands are participating in contemporary culture is now a given. Starbucks produces
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words | tamara warren

Sebastien Agneessens stands in front of the store, observing the cosmopolitan
-rowd on Wooster Street at the flagship Marithé + Francois Girbaud shop
- Soho, New York City. He is observing quietly off to the side, away from
the clamor of clinking glasses and buzzing swirl of French and English, before
soing back inside to mingle. Patrons are lined up out the door to investigate
the latest installation in the CONSTRUKT series—a chic annual event featur-
ng in-store installations by original artists. For this series, Moment of Impact,
Belgian architect Jeroen De Schrijver created towering, 7-foot tall cardboard
sculptures. The commissioned work is a commentary on explosive moments,
citing volcanic eruption and the violent impact of two bodies as the context.
But the theme is twofold; the work also reflects on the Girbaud Non Surgi-
cal Surgical Lift patented technology for their current collection. Champagne
flows early in the evening as the store morphs into a festive gallery setting
featuring the latest Girbaud designs and a mishmash cast of art and fashion
patrons; Agneessens can relax after the opening, his latest exhibition.

Through his agency, Formavision, Agneessens has curated installations for
Coca-Cola, Lexus, Starbucks and Diesel, pairing visual artists, architects and
designers with corporations."We translate the essence of the brand with de-
signers and artists,” he explains." Traditional advertising isn't effective. It makes
more sense for brands to create cultural content. That's what | do—produce

and curate art shows, projects for different brands.”

If art is a reflection of the surrounding world, then French-born Agnees-
sens is at the cusp of an emerging movement. | believe that brands are an
important part of contemporary culture. In the beginning of the twenty-first
century, brands became the main force, like the church was the main force
and commissioned great pieces during the Renaissance. Today, it's the brands
that are driving contemporary culture,”

With a marketing background, Agneessens transitioned into art from a suc-
cessful career in the perfume and cosmetics industry, working for Armani and
Chanel.“When | arrived in New York, | met many people in art and design,
and | understood that New York was center of the art world." With a part-
ner, he opened the exhibition space The Point; it wasn't long before curious
corporations sought him out.“Girbaud was the first one to call me," he says.
"Having brands sponsor artists enables new work to be made. To produce
the work, you need money to do it

In collaboration with corporations, he sees added value not afforded by art
galleries, " The dynamics of the project are different from the gallery world,
where there's always this commercial aspect. In the branding world, you just
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have to produce the message, meaning that you're actually freer”

The challenge is to create a discourse between two very different entities:

the artist who seeks authentic expression, and the corporation that is look-
ing to persuade with a calculated statement, though both messages contain
a common thread. “The language is very different. My role as a curator is to
translate between two different worlds.”

With Belgian product designer Arne Quinze, Agneessens created an installa-
tion of wood centered around Lexus's debut of the LS 460 as a comment on
light, speed and travel. After winning a design contest, he curated a perma-
nent installation for the New World of Coca-Cola in Atlanta, Ga. Kaleidoscoke

includes a sweeping, pop-art mural map made up of words, art content for

several rooms and a video component. "The level of relevance of the project

totally depends on the client,” he says. “Sometimes they are open to explore,

and sometimes they are eager to control the message. The more freedom
we have, the better the project is from an artistic standpoint.”

Drawing from his thoughts on imagery and context, Agneessens's book Re-
mastered was first released in 2006, making a splash at Art Basel Miami Beach
for its launch."l was interested in the social custom of remixing and rematch-
ing. It started with the culture of remixing music. A big movement in culture
has to do with post-production remixes. The last thing to be remixed is the

master painting" Agneessens literally commissioned 55 contemporary artists
to reinterpret and remaster classic VWestern painting,

“It made people think about the status of the original art pieces” he says.
“We take them for granted.We don't really understand why they were made
in their time. | wanted to create a dialogue with contemporary society and
history."

Agneessens is taking his vision to couture, planning fashion shows for New
York Fashion Week this fall, using a church-like environment as the back-
drop for one runway show and conceiving another to look like a circus, He's
exploring the design concept of biomimicry, too, which is, as Agneessens
describes it,"an idea of science replicating the behaviors of nature to create
intelligent products, new materials” He plans to incorporate this into his
ideas for the International Contemporary Furniture Fair,

“My medium is to do shows with brands, | would like to start producing indie
projects and collaborate with brands as sponsors and sustainable design in
general" As curator, marketer and brand impresario, sustaining any idea, green
or otherwise, to flourish in a space and in the mind is, for Agneessens, just a
matter of planting a creative seed. Under his watch from there on in, growth,
it would seem, is inevitable,
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Diesel's Satanic Exhale

"Shades From the Breath of Hell" at New York's Denim Gallery.

BY: TERRY KATTLEMAN PUBLISHED: SEP 19, 2007 EMAIL | PRINT | V(’

The latest art installation at Diesel's Denim Gallery in SoHo celebrates the fall season, and
maybe the Fall of Man, with a multimedia installation by the French brothers Michael and
Florian Quistrebert, a darkly artsy duo who have been building a signature graphic style together
for the past five years. The exhibition notes liken the space to a surreal film set featuring
"various tableaux inspired by rock, folk culture and neo-Romanticism. Menacing ghost figures
and eerie lighting enhance the artists' interpretation of their paranoid mythology."

The scene, which incorporates incongruous elements from life on the prairie, includes a haunted
cabin, a sculpture of a ferocious grizzly bear (seen below), and some unsettling Halloween-
appropriate posters, but of course it's got nothing to do with the Diesel fall line per se, though it
makes a nice fit with certain elements of the company's vibe, according to the show's curator,
Sebastien Agneessens of Formavision.
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"I've been in touch with the Quistrebert brothers for about a year," says the French-born
Agneessens, who's been curating Diesel shows for several years. "Their work always lies at the
intersection of horror films, evil forces and rock culture. I knew I was on the right track with
them when I saw the new Diesel fragrance campaign, 'Fuel for Life,' whose story is also very
dark—it speaks about an illegal fragrance to use with caution, which takes you to the unknown.
It unveils a universe similar to 'Shades From the Breath of Hell.'"

Though the Diesel "Fuel for Life" site may exude a smidgen of
their goth-baroque flavor, the Quistrebert brothers had nothing
to do with it, nor do they have a site of their own. But they do
have a French art book that goes by the peculiarly disquieting
title of Fried Face Stories. The show, at 68 Greene St., will be
up through Nov. 13.

To discuss this article, visit the Creativity Forums.
W) =77

/"
s

9/21/07 3:37 PM

R/RHD

AAZORHEAD MUSIC

@ Cadbury: @ On Creativity: @ xBOX 360:

Gorilla Alex Bogusky, -~ Museum
Episode 3 W —

Agency: Fallon, A P! Agency: T.A.G.

London Client: XBOX 360

Client: Cadbury Director: Rupert

Dairy Milk Sanders

Director: Juan Cabral

% Nike: The @ Choice FM:
Greatest Team Kill The Gun

You've Never
Agency: Wieden + of Agency: AMV BBDO
Kennedy, Portland Heard Client: Choice FM
Client: Nike Director: Sean De

Di - Michael Agency: Wieden + s
irector: Michae Kennedy, Portland parengo
Mann

Client: Nike

@ Nike: Leave
Nothing

Register Now!

CDN by DVLABS

http://creativity-online.com/?action=news:article&newsld=120549&sectionld=ad_critic_news

Page 2 of 2


http://creativity-online.com/?action=theissue:home
http://creativity-online.com/?action=home:home
http://creativity-online.com/subscribe/
http://creativity-online.com/?action=mycreativity:mycreativity
http://creativity-online.com/privacy.php
http://creativity-online.com/?action=adcritic:home
http://creativity-online.com/?action=creativeculture:home
http://creativity-online.com/?action=opinion:home
http://mediakit.adage.com/creativityadcritic.htm
http://creativity-online.com/work/view?seed=62fa5086
http://creativity-online.com/work/view?seed=2920ff91
http://creativity-online.com/work/view?seed=21f13a70
http://creativity-online.com/work/view?seed=25b43dd7
http://creativity-online.com/work/view?seed=daba0394
http://creativity-online.com/work/view?seed=9820ef25
http://oascentral.adage.com/RealMedia/ads/click_lx.ads/www.adcritic.com/ad_critic_news/120549/1611610022/Bottom2/crain/ACO_HOUSE_OCT_175X90_0907/oct_175.gif/64386262316536663436326431626130?
http://www.diesel-fragrances.com/_en/_us/index.aspx
http://www.albertfoolmoon.com/index.php?option=com_content&task=view&id=170&Itemid=1
http://creativity-online.com/forums/viewforum.php?f=4
http://visualplant.net/

Creative And Live

Tuesday Edition

Creative And Live grows up too on Facebook and quickly with you!

Home
Categories
Archives
Submit Article
About
Subscribe

Login
Design

FORMAVISION

Featuring five years of curatorial and creative projects FORMAVISION is now live.

Over fifty art and design installations by international artists are featured for brands such as Diesel, Sharp,
Marithé+Francois Girbaud, Lexus, Coca-Cola, Starbucks and Docomo. Key projects are presented by guest
speakers such as Robert Klanten (Die Gestalten Verlag), Monica Khemsurov (I.D. Magazine), Francois
Girbaud (Marithé+Francois Girbaud) and Paul Laster (Artkrush & Art Asia Pacific). Created by curator and
creative director Sebastien Agneessens, Formavision is a curating agency that collaborates with artists and
studios to design, develop and produce innovative and original art campaigns that capture the imagination,
reinforce the brand vision, and resonate on an emotional level. Each campaign tells a story unique to the
brand it serves.
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Peace and Pulp at Girbaud

By Terry Kattleman

Published: July 05, 2007

The fourth edition of Marithé Francois Girbaud's quarterly Construkt series of retail/design
projects debuted in New York at Girbaud's SoHo flagship boutique last month, with an artwork
oddly titled "The Hanging Gardens of Pulp." Curated by Sebastien Agneessens of Formavision
and produced by Reflex Advertising, the work is a site-specific installation by British artist Zoe
Bradley, commissioned by Girbaud. Its garden theme ties into the company's involvement with
Seeds of Peace, a nonprofit "dedicated to empowering young leaders from regions of conflict
with the leadership skills required to advance reconciliation and coexistence," as explained at
SeedsofPeace.org.
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http://adage.com/
http://www.formavision.com/
http://www.zoebradley.com/
http://www.girbaud.com/construkt

VM News: October Page 1 of 5

WHAT'S IN STORE

VM News: October
AMANDA CARR , CLAIRE F HAMILTON, WGSN 05.11.07

WGSN checks out visual merchandising happenings around the . .
globe for October, including pop-up funghi in New York, niche VM News in brief
merchandising in Seoul and a celebration of Georgian architecture Fun with Funghi
in Bath.

. . e Japanese communications
Fun with funghi company NTT DoCoMo

Japanese mobile phone company NTT DoCoMo held a one week pop-up Lﬂ:&iﬂﬁiégggﬁg&ﬂ;m
exhibition-cum-boutique in New York's SoHo, featuring the company's Y

. . . to New York
mascot mushrooms, Docomodake (now instantly recognised in Japan o )
where they are popular symbols of happiness) to promote sales of phone  ® A pop-up exhibition space in

accessories. Although the company does not currently have a mobile SoHo featured funghi-
phone to sell in the US, the accessories are being introduced to promote inspired work from assorted
the brand. Japanese artists

e The mushroom characters
For the exhibition, various Japanese artists created work based on the are called Docomodake, and
funghi characters, including paintings, sculpture, jewellery pieces and accessories include plush
photographs, all stylishly executed in the temporary space. The toy screen cleaners, phone
Docomodake accessories include plush toy mushroom phone screen straps and umbrellas
cleaners, phone straps (35 million have been produced so far in Japan)
umbrellas and hats. http://docomodake.net

North meets South in Milan

e Exhibition in Spazio
Rossana Orlandi in Milan
that investigates the
aesthetic links between
Scandinavia and Africa

e Displays of products from
both countries were
combined in merchandising
features throughout the
store

e Collection was curated by
trend forecaster Li Edelkoort

Rosanna Orlandi
Via M Bandello 14
Milan

Jigsaw in Bath

e Jigsaw relocates its store in
Bath to a Georgian post
office with Victorian

=L L2 - ; - 1
Docomodake feature as art, toys and sculpture in the pop-up exhibition space for NTT

DoCoMo in New York heritage
e The brand prefers
North meets South in Milan architecturally interesting

buildings for its stores and
reinforces the heritage
through internal
merchandising and fixture
design

At Spazio Rossana Orlandi in Milan, trend forecaster Li Edelkoort
curated an in-store exhibition, North meets South, which investigated the
aesthetic links between Scandinavian and African design. The
origin of these pieces - furniture, rugs, ceramics, textiles, tools and toys -
is not always discernible to the naked eye, thus inspiring surprising

questions about the roots of humanity and the DNA of design. * The in-store merchandising
reinforces the strong local

http://www2.wgsn.com/members/whats-in-store/features/ws2007nov05_082356 11/7/2007
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DoCoMo Telecom is proving that effective
branding is about capturing consumers” imagi-
nation and delivering unique experiences at the
point of purchase. The Japanese telecommuni-
cations company made a good move when it
mtroduced its Docomodake mushroom-like
mascots back in 2005. It was to promote the
launch of a new mobile telephone service that
allowed unused monthly time to be carried over
or shared among family members. The mush-
room “family™ supported the company’s pitch,
namely that DoCoMo was the only mobile
operator offering the service—in Japanese,
“dake™ means both "only" and "mushroom".
The campaign took a life of its own, with the
smiling Docomodake becoming so popular that
they began popping up everywhere in Japan, in
the form of mobile phone accessories, phone
game or picture book heroes, stuffed toys and
more. The branding tactic worked so well that
DoCoMo is using it to penetrate markets over-
SIS,

This month. DoCoMo is tackling the US market
with a pop-up boutique and exhibition in New
York City’s funky SoHo neighborhood.

Dubbed "How to Cook Docomodake™ and pro-
duced by retail experiential marketing expert
Formavision (www.Formavision.info), the
campaign takes place October 19 through 28,
It features 16 up-and-coming Japanese painters,
fashion designers. illustrators and artists who
will express their interpretations of mushroom
culture.

Following an afternoon press briefing on
October 18, DoCoMo opened the space where
the renowned artists would unveil their works.
In addition to the exhibit, open to the public
from 11 a.m. until 7 p.m. daily. Docomodake
theme products, such as T-shirts, umbrellas.
dolls. caps and dresses, will also be available for
sale in the boutique.

This kind of marketing strategy works because
it helps the DoCoMo brand stand out in a
market that is known for hitting consumers
repeatedly with fee packages, limited-time pro-
motions, product launches. advertising cam-
paigns and contests.

The same is true of store openings in shopping
centers, New stores set up shop in malls so fre-
quently that, unless you are dealing with a retail

brand that is new to the market. the excitement
of the opening wears off rapidly.

When you plan a proper opening and include
elements that will intrigue consumers—not to
mention the media—you have a much better
chance of making the experience memorable
enough for shoppers to get the urge to come
back to the mall and visit the new shop.
Keeping in mind that retail teams are often
working right up to the day of the launch. it can
be difficult to access the new shop ahead of time
to host an event. However. taking inspiration
from DoCoMo, a mall marketer could work
with the new retail tenant and use empty in-line
space or a portion of the common area to run
a pop-up boutigue well before the opening.
There. shoppers would get a preview of the new
shop as well as a chance to meet with the store
manager and some of the staff. It would also
be an opportunity for the store to potentially
recruit additional employees.

Events like these can turn **Store ABC No. 178"
mto “My Favorite ABC Store™ in the minds of
consumers. And that’s the first step to building
loyalty for the shop and the mall that houses it.
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sugartown

DJ Colleen Crumbcake's Super Secret DJ Diary!...Disclaimer: MP3s on this blog are available for a VERY
LIMITED TIME. Please support the artist and purchase the CD. If you are the creator or copyright owner of a
song or anything else that might be posted here, please contact by sending an e-mail to
sugartown@gmail.com if you wish to have it removed.

« There is Always Madness | Main

OCTOBER 25, 2007
How to Cook the World's Cutest Japanese Mushroom?

Okay FIRST OFF -- Go to
SUGARTOWN tonight —- I'm
spinning! It will be funnnn (all the
info is in that link & in the post
below this one).

o ol e ot afa e ot ol afa ot afa afa ot ala afa ot afa afa ol afa ol afa ol ala ot
«««««««««

Yesterday | met a friend for lunch at
Tiny's in the L.E.S then we wandered
around the rainy streets of Nolita,
bitching about how we couldn't
afford any of the ridiculously

| MY ONLINE STATUS |

DAIM: geekinfullstop

I'M ON THE

HOW 70 C

INTERNETS!

SANDY ACRES SOUND LAB
Weekly Web Radio Show --
Saturdays 10AM to 12PM EST -
Podcasts 'n Playlists!

SUPPORT THE LIL ENGINE THAT
CouLD

100% Listener supported Web
Radio

WHERE AM 1?

Huckleberry Bar | Brooklyn | NY
* Every THIRD Tuesday - 10pm -
2am *

My MySpace Page!
Let's be friends!

Phantastic Invisible Tentacle |
Beauty Bar | NYC
* | guest DJ here with the boys

00K
- DOCOMODAKIE?

Docomodake Art Exhibition Oct.19-28 2007

ARTISTS /AKINO KONDOH, ANREALAGE, CHIDORIYA+ICHIHARA,
ERINA MATSUI, HOURAN YOKOYAMA, IMAITOONZ, KENTARO KOBUKE,
KIYOSHI KURODA, KYOTARO, MIKIKO MINEWAKI, MUSTONE, NAOKI
. HONJO, RIKA E RISA FUKUL TAKU ANEKAWA, THEATRE PRODUCTS

We decided to go inside & were
greeted by this gigantic pile of plush
mushrooms! I'm a big fan of
Japanese characters, so this was
happy surprise. The staff explained
that the pile of plushies were all of
the products available for this
adorable Japanese mushroom
character named Docomodake!
(More about the exhibit &
Docomodake HERE.)

overpriced items at the fancy
boutiques blah blah blah, we
stumbled upon a bright yellow
storefront bearing the words:
TO COOK DOCOMODAKE?

HOW

The exhibit featured several young Japanese artists who interpreted

Docomodake in their own style. It was really fun.
the ones | thought were especially neat.

| posted a few pictures of

every so often * . .
Y Try to catch it asap because it

http://girljukebox.typepad.com/sugartown/2007/10/how-to-cook-the.html Page 1 of 10
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DoCoMo mushrooms ("Docomodake"), a family of mascots in the likeness of ME Too

mushrooms and one of Japan’s leading corporate characters, are set to become Amazon Wishlist m%g,\jfﬁ

the nation's best-tasting mascots in an art exhibition entitled, "How to Cook Curated Consumption ﬁg?n}"sszs.oo

Docomodake." - Best $25.00
Del.icio.us

The unlikely company mascots were introduced in 2005 when NTT DoCoMo Facebook

launched a service allowing unused monthly time to be carried over or shared ls g ‘b~ Philippe Halsman's

among family members. The mushroom family was conceived to emphasize that FakeFunk Jump Project ;i ﬁ%man

DoCoMo was the only mobile operator offering the service, because in Flickr JUMP Best $54.00
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Oct 17 NTT DoCoMo Presents: How To Cook DoCoMoDake?

Date:
October 19(Fri.) to 28(Sun.), 2007

Venue:
201 Mulberry St., New York, NY 10012

Time:

11a.m. to 7p.m.

(An Opening party will be held on October 19th from 6p.m.,
Drisks and Saacks will be provided. Live performance will also
be dusplayed. Also, Press admission will be from 4p.m. to 6pum.)

Admission:

Free

Sponsor:

Team “Docomodake addict”

http://docomodake.net/art

HOW 70 COOK
DOCOMODAIKIE?

Docomodake Art Exhibition Oct.19-28 2007

ARTISTE AKING KONOOM, ANKEALAGE CHIDORI YA « ICHINARA,
ERINA MATSUL, HOURAN YOROTAMA IMAITOONE, KENTARO KOBURE.
KIYOSMI KURODA, KYOTARD, Maind MINEWAK], MUSTONE, NAOK!
HOMIO, RCA EGUCH, RISA FURLR. TAXU ANERAMA, THEATRE PROOUC TS

NTT DoCoMo Presents: How To Cook DoCoMoDake?

10/17/07 3:03 PM

Created as part of 2005 advertising campaign for Japanese wireless giant NTT DoCoMo, the mushroom-like
caricatures DoCoMoDake swiftly became the must-have accessories. In addition to the 35 million
DoCoMoDake cellphone straps sold, the characters are also available as plush figures, capsule toys, digital
wallpaper, and etc... The DoCoMoDake family also grew, from the original 3 to now 8, extend to 3
“generations” of grandparents, parents, and children.

To introduce this cellphone-centric caricatures to the rest of the world, NTT DoCoMo created an unique
exhibition - How To Cook DoCoMoDake? The humorous exhibit will feature some of the most talented, up
and coming Japanese artists, and their interpretations of this popular mushroom family. The event starts this

http://freshnessmag.com/v4/2007/10/17 /ntt-docomo-presents-how-to-cook-docomodake/
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ew York’s trendiest

entered the world of

Japanese popular culture
recently. at an event called Tow
0 cook a Docomodake.” For the
uninitiated. Docomodake is a
corporate mascot character of a
Japanese mobile phone company.
svmbolising family ties.

The phone company allows
unused monthly time to be shared
among family members. so to
convey this idea of family sharing,
DoCoMo designed a family
of mushroom characters. as in
Japanese ‘dake’ means both ‘'only’
and ‘mushroom.’

\ total of 16 up-and-coming
Japanese artists reinterpreted or
‘cooked’ these little mushrooms
according to their respective
media. which ranged from fashion
0 photography. from cartoons to
jewellery.

Among those who took part
was Kiyoshi Kuroda, an illuserator
and art director known for his
advertising and magazine work.
I'he winner of Japan's Good
Design Award in 2005, he is
regularly involved in exhibitions
both in Japan and overseas.

Representing the world of
fashion was Theatre Products,
whose philosophy is that clothes
and their creation must be
dramaric. Their striking designs
have also arrracted praise from
the areas of art and architecrure.
As well as Kunihiko Morinaga
who won the highest award in
the avant-garde division of the
new designer contest in New
York in 2005, In the same year he
showeased his designs at the Main
Observarory of Tokyo Tower.
He has an indirect approach and
believes ‘God is in the derails.

Artists at the event ranged
media as diverse and unusual as
paper-cutting. Risa Fukui uses
this to show delicate expressions

and realistic representations. and
her work has been used for a Reebok
shoe promotion and stage costumes.

Also interpreting (or cooking) was
the better known Imaitoonz, thanks
to launching his career by animating
for M'TV Japan’s Top of Japan
program. He has been involved in
ads and made music videos with his
work shown at film festivals around
the world.

Orther artists who took part
in this quirky fungi-family event
include photographer Naoki Honjo.
(eurrently shooting Tokyo's fast-
changing cityscape from the sky) and
Mikiko Minewaki - who produces
jewellery from ordinary goods
because she says ‘good shapes are
hidden in familiar arricles.’

And two other women artists
giving their input included Kyotaro,

wish you were here

How to cook docomodake? October 19 to 28, 201 Mulberry Street, New York
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originally a cartoonist, she has added
painting. animation, comics, ads and
music to her list of skills and she is
due to hold a privare exhibition in
New York in 2008.

And also Akino Kondo who
won herself the Grand Prix for her
animation of a rhythmically dancing
girl. Her delicately drawn women
have attracted many fans both in
Japan and around the world. and last
month she held a private exhibition
at the Tacheé-Leévy Gallery in
Brussels.

The company says it has
‘entrusted’ these contemporary artists
to take forward its message. and they
may well be glad to have their names
associated with such a craze. as the
company is intending to make this
an international brand with toys and
accessories to follow.

Japan's most quirky and unusual
up-and-coming artists were given the
chance to take forward the telephone
company's message, using the fungi
family as their inspiration.

For more information please contact
info@capellamagazine.com
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Pop-Up Reebok

Rev up the Delorian, Doc, it’s time to go back to the eighties with Reebok. The British sportswear company has opened its
first ever pop-up store which captures the spirit of the 8os more than a Deely-Boppered roller skater sporting a Rara skirt
and a batwing top.

Called Reebok Flash, the store is located in a 3,000 square-foot gallery space on the Bowery in New York. It features limited
edition sneakers and exclusive apparel collections. The range includes the distinctive and colourful work of Rolland Berry, as
well as input from design guru John Maeda.

Experiential agency Formavision developed the store that takes its inspiration from Vorticsim, an English arts movement
from the early twentieth century noted for its dynamic interpretation of Cubist and Futurist principles.
www.formavision.info

Sebastien Agneessens, Formavision’s creative director and founder, comments: ‘We wanted to create a destination
underground space that creates a buzz among fashion hipsters. We also want to attract partners so we can use the space as
an epicentre for cultural events. For instance magazines like [interior design title] ID are using it to launch its 40 under 40’
issue, and some indie record labels also plan to use it.’

Oh, and in amongst the packed cultural itinerary and visual references to Flash Dance and Thriller, there will also be a few
pairs of shoes on display. Reebok Flash is re-launching several popular lines from the 1980s, including the Pump and
Freestyle series.

Agneessens adds: ‘Our intent is make people feel they are stepping into a poster rather than a store.” Formavision has a
history of creating pop-up shops for the likes of Starbucks, DoCoMo and Sharp.

Pop-up shops have been used by a range of brands, often by those which already have a strong retail presence. The Gap
Concept Store is a pop-up shop opposite one Gap’s flagship NY store on Fifth Avenue at 54th Street in Manhattan. As it
wasn’t an orthodox Gap store, the apparel goliath partnered Collette in September, enabling the French designer lifestyle
boutique to make its US debut. The cleaning brand method also used a pop up store in SoHo, New York, in May-June 2008
to swap traditional, chemical-based cleaning products for more colourful, sweeter smelling method ones.
www.methodhome.com

If you happen to be in Soho in London anytime over the next few weeks, check out the Barnardo’s pop up shop on
Broadwick Street. Selling vintage shoes donated by the likes of model Twiggy and actress Dame Helen Mirren, the shop’s


http://www.levidepoches.fr/contagiousideas/
http://www.levidepoches.fr/.a/6a00d8341c609053ef0105362eb370970c-pi
http://www.formavision.info/

I.D. - Reebok Flash Store Opens in NYC http://www .id-mag.com/article/?p_Articleld=7381
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Formavision Develops Permanent Installations for the New World of Coca-Cola | Dexigner

8/9/07 12:58 PM
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Formavision Develops Permanent Installations for the
New World of Coca-Cola

For the conception of the New World of Coca-Cola, which opened in the Center of Atlanta in
June 2007, Formavision was commissioned by the Coca-Cola Company to design and curate

the exhibition content in two strategic areas of the facility: the central hub and the sampling
lab.
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Formavision Develops Permanent Installations for the New World of Coca-Cola | Dexigner

For the hub, Formavision created a large-scale mural in collaboration with New York design
studio Plus et Plus, representing a lively and abstract projection of the earth. Formavision
and Plus et Plus took inspiration from the cartographic legacies of Galileo and Copernicus to
re-imagine a map, introducing op-art elements and positive words in various international
alphabets. The mural symbolizes the optimistic outlook of the Coca- Cola Company on the

world.

The collaboration between Coca-Cola and Formavision went further as Formavision was
retained to design the sampling lab, "Taste It!," where people of all ages are invited to
sample some of the 400 brands of soft drinks that the Coca-Cola Company produces and
distributes around the world. For this room, Formavision collaborated with French illustrators
Antoine & Manuel, who created a story based on the cycle of fresh water with a series of

murals and videos, developed in collaboration with New York-based digital media studio

Tronic.

www. dexigner.com

Formavision is Sebastien Agneessens' curating agency that collaborates with contemporary
artists and design studios in the design, development and production of innovative, original
art campaigns that capture the imagination, reinforce brand vision, and resonate on an
emotional level. Each campaign tells a story unique to the brand it serves. Formavision has
produced numerous art and design projects for brands such as Diesel, Lexus, Sharp and
Starbucks.

Formavision's founder Sebastien Agneessens declared at the opening that "this project has
been particularly important for the agency because of its scale and of its permanent nature,"
adding that "this the first time that so many people are going to physically see one of our
installations."

The nearly $100 million museum is the latest attraction in the tourism and development
boom of Georgia's capital city, following the September birth of Zoo Atlanta's new panda, the
High Museum of Art's unique exhibit of works from the Louvre and the late 2005 opening of
the Georgia Aquarium. It is making a new epicenter for tourism in Atlanta and will draw an
estimated crowd of 1.5 million visitors a year.

http://www.dexigner.com/design_news/formavision-permanent-installations-for-new-world-of-coca-cola.html
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Location_284 Centennial Olympic Park Drive, Atlanta, US
Date_May 2007

T he N ew WO rld Design & curation_Formavision

Store design_Pompei AD

Of coca- COIa Website_www.woccatlanta.com

This new venue, replacing the previous museum, has been created to tell the
complete story of the brand and showcase how people around the world have
connected with its products for over 120 years. The active experience includes
three theatres, a bottling line, a popular culture exhibit showing artwork by
Andy Warhol and a tasting lab. Visitors can also play interactive games, send
digital postcards, create their own pop art and contribute their Coca-Cola
memories to a living exhibit.
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BrandPlay
The New World of Coca-Cola

The focal point of the venue is the hub,

a central open plan area that acts as the
transition between the individual themed
exhibits. A large Op-art inspired mural,
created by Formavision in collaboration
with design studio Plus et Plus, represents
a world map and integrates positive words
in various international alphabets to
symbolise the optimistic world view of
the brand.

The sampling lab, Taste It!, is a key
attraction, offering visitors the chance to
try over 70 of the company’s beverage
products. A bar area offers tastings of the
‘drink of the week’, while a wide range of
exotic beverages, including juices, teas and
sports drinks, can be sampled at island
stations representing the five continents.
A sixth station serves all the Coke-based
drink varieties. Each totem features an
eight-screen video installation, created by
Tronic Studio, displaying footage about
the 400 soft drinks that the company
distributes around the world. A wall mural,
inspired by the cycle of fresh water, is by
Antoine+Manuel.




The New World of Coca-Cola
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The final space, the store, resists the
conventional exit retail experience, with
an emphasis on unexpected merchandise
and recycled goods such as CD cases made
from old Coke billboards. The store design
focuses on environmental concerns and
the creative management of crowd flows -
essential since the museum expects to
draw crowds of 1.5 million a year.

One of the nation’s few ‘green’ certified
buildings, the whole venue was conceived
with environmental impact in mind and
aims to convey the message that the

company is a responsible corporate citizen.

Incorporating the latest advances in
environmentally friendly design and
operation, features include floors of
recycled rubber matting, bamboo and
carpet made from recycled PET bottles.
The cups used in the sampling lab are
made from 100% compostable cornstarch,
with all waste from this area
automatically recycled.

Issue 26_2007 © GDR Creative Intelligence

The New World of Coca-Cola




BEHIND THE DESIGN

REFRESHING DESIGN

With 62,000 square leet of guest areas, Atlanta’s New
World of Coca-Cola is approximately twice the size of
the previous World of Coca-Cola. To bring life 1o this
massive space, the brand giant turned to New York
City-based Formavision to design two important areas:
aathering place on the first floor,

the Hub, a centra
and Taste It!, a sampling room on the second floor.

For the Hub, Formavision created a large-scale
mural in collaboration with New York design studio
Plus et Plus. "We were inspired by Victor Vasarelv's Op
art work.” explains Formavision creative director Sebas-
tien Agneessens, “We decided 1o create an abstract
map of the world using various shapes and alphabets,
and playing with the curvature of the walls.”

For Taste It!, the firm partnered with French illus-
trators Antoine & Manuel "to create a story based
on the evele of water, on the source ol taste and on
character of the Coca-Cola Company,”
Agneessens savs,

the universa

TYPOGRAPHY

February 2008

PROJECT
New World of Coca-Cola

FIRM
Formavision, New York City;
wiwn formavision.info

CLIENT
Cocu-Cola

TIMELINE
Nine months

SOFTWARE
Adobe Mustrator. Autodesh
3ds Max, Adobe After Effects

CREATIVE TEAM

Sebastien Aoneessens, curator!
creative director; Chris
Hoover. production director;
Shinva Nakamura, studio
director/head of painting
crew; Plus et Plus, desian for
the Hub; Antoine & Manuel,
illustration for the Taste It/
room: ronic Studio, videos
for the Taste It! room
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Coke's New World of Op Art

A happiness map factory in Atlanta.

BY: TERRY KATTLEMAN PUBLISHED: AUG 8, 2007 EMAIL | PRINT | 0

For Atlanta's New World of Coca-Cola—the recently opened tourist attraction that succeeds the
World of Coca-Cola, which made its debut in 1990 and closed in April—the New York-based
curating agency Formavision supplied some globally fizzy art. The central space of Coke's New
World, called The Hub, features a large-scale mural created in a collaboration with design studio
Plus et Plus, which, according to Formavision founder Sebastien Agneessens, is an abstract
projection of the earth, inspired in part by the cartography of Galileo and Copernicus. If this

map-like connection seems less than apparent at first glance, Agneessens notes that The Hub is
"all curves, which made it an interesting challenge. We decided to play with this constraint by Creativity's at Cannes
integrating some Op Art qualities into the work, very much in the style of Victor Vasarely," the
late Op pioneer.

"Then we thought about
. what kind of shapes we
" could play with to make
it relevant for Coke."
This being, after all, the
"I'd like to teach the
world to sing . . . "

corporation, "we came
up with words, which We're soaking in it on the Riviera so you don't have to
then became words in
different alphabets."
After further NEWS  WORK

experimentation, the

01 Eight is Enough
words became a map,
02 David Verhoef joins Publicis & Hal Riney
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and "the curvature of the
walls recalled the 03 Borchert Moves to Mother

multiple techniques used in map projections, which consist of transforming the globe into a flat 04 7-Eleven is Simpsonized

surface," Agneessens explains. "We used our own projection method, which is mostly poetic and .
K i . 05 CPB staffers partner in Goodness
abstract, but when you tell people that what they're looking at is a map, they totally see it and

they're able to place their country on the map." The overall effect of the design, he adds, is an 06 That Soft Skittles Touch

expression of Coke's fundamental optimism. 07 Music and Sound Design Special Report:
Top Tracks 2007

In addition, Formavision designed Coke's glowingly futuristic Taste It! product sampling lab, 08 From the Mafia to Madison Avenue

where some 70 brands are available for the sipping at a series of geographically arranged tasting

09 Bos Goes Bizarro for WITF?

stations. This room features a collaboration with French illustrators Antoine & Manuel,

whose pop-schematics-style murals, and videos (the latter developed with digital media studio

Tronic) present an anything but dry narrative of the planet's water cycle. RESOURCES
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