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ORGANISATIONAL STRUCTURES : contractual relationships

PRODUCT AS BRAND NUCLEUS : A quality strategy

Design for Market
= IDENTITY

Design for Manufacture

VM

POS

PACKAGING

MARKET

Constitution of a Brand

UI / UX

SERVICE

ADVERTISING

FORM

R & D

ENGINEERING

MATERIAL

PROCESS

Design for Market
= IDENTITY

Design for Manufacture

BRAND

= PRODUCT VM

POS

PACKAGING

MARKET

UI / UX

SERVICE

ADVERTISING

FORM

R & D

ENGINEERING

MATERIAL

PROCESS

Enterprise

Entity A

Entity B

Entity C

Entity D

Entity E

Other entities:
Materials / tooling

C1

SC1

SC2

SC4SC4SC1

L1

A1

A2

L2

L3

Supply contractor Trademark

Patent

Shareholder Shareholder

Supply sub-contractors
Designs / Copyright

type

NUMBER TYPE SELECTED
BY OPERATOR AND PLACED ON MP

masterplan widget 31/8/16

ON PLACEMENT: UNIQUE NUMBER 
DRAWN FROM CSV TO CREATE RECORD

DATA ENTERED INTUITIVELY BY
OPERATOR ON MP

DATA WRITTEN TO CSV

ADD / AMEND RECORDS
DIRECTLY IN CSV

ADD BATCH RECORDS

STANDARD SYMBOL 
CALLED UP ON ALLOCATION

INTERROGATE CSV
- BOQ / BOM
- ILLUMINATION / SERVICES
- MESSAGE CONTENT
- BRAILLE / SPECIALS
- ETC.

CSV FILE
 FILE

unique no.

side a message

side b message

illuminated no

1

1 2

3

4

2

3

4

5

type unique no.

side a message

side b message

illuminated no

Various business and market strategic analysis, models, insights, and artifacts. BUSINESS : STRATEGY

PROCESS MAPPING : automation solution 

PROCESS MAPPING : PaaS product validation
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[Brand]
Australia

Fashion

Specialty
Gifts

Stationery
& books

Furniture
(Commercial)

Furniture
(Residential)

Design
Stores

Home
Wares

Museum
Stores

Dept
Stores

Media 
& PR

2
Specialty 

Agents

3
Importers &
Distributors

4
Wholesalers

Trade
Professions

(Design 
Community)

Corporation
HQ’s

Advertising
Marketing

ArchitectsGraphic
Design

Orders

 sh
ipped directly fro

m Australia

Orders received via Representative Office

1
Agent
Japan

LEGEND

CD

ACCOUNT 
SERVICE

RGM

RETAILER

TRADE DISCOUNT

TRADE DISCOUNT

TRADE ADDED 
(IF REQ)

20%

DISTRIBUTION CHANNELS SHOWING MARGINS & COMMISSIONS

WHOLESALE RETAIL 

OTHER RETAILER

80% 20%

TRADE (INTRODUCTION)

RE
TA

IL

RG STORES

SALE VALUE

OVERALL SALES VALUE

OVERALL SALES VALUE

(Fixed w/sale as above) = 40% of overall

80% 20%

100%

100%

15%

W
H

O
LE

SA
LE

PURCHASE VALUE

STORE FRONT

TRADE (DIRECT)

PURCHASES

SALES TO OTHER RETAILERS

80%

ST
A

N
D

A
RD

 P
RO

D
U

CT
S

CU
ST

O
M

PR
O

D
U

CT

TRADE 
(INC CORPORATE ACCOUNTS)

45% (Variable on trade discount)

OVERALL PROJECT VALUE

10%
(Fixed)

75% (Variable on trade discount)
10%

(Fixed)
15%

90% (Variable on trade discount)

RGMadden Dist Deal7-3-02.xls CHANNELS
11/03/02 1 OF 1

PROPOSAL 2BRANDED PRODUCTS

CUSTOM PRODUCTS

WHOLESALE

RETAIL

STORE FRONT

(PUBLIC)

TRADE (b2b) 
− OWN USE
− SPECIFIER USE
− SERVICE INTROS

PURCHASES

SALES TO OTHER RETAILERS

PROJECT SERVICES TO SPECIFICATION

20/12/05

Specialty Gift / Stationary

Fashion
Homeware / Furniture
Dept Store

Architects

Graphic Design

Interior Design

Advertising
Pr / Marketing

Govt

Architects

Graphic Design
Interior Design

Advertising
Pr / Marketing
Govt

CD

CC

VV

QUALITATIVE
Wholesale market and end-user survey = customer profile and behavior = optimised user experience and adaptive global distribution model

QUANTITATIVE
Business vision + viability analysis + market validation = Target operating model

50/70/12LAITNEDIFNOCdtL ytP kseD tcapmoC

:etoN laicepS
5002 yaM - slennahc selas tnerruc no desab era BOF

tcerid elas/W = tsuA ,tnega hguorht elas/W = oruE ,tnega hguorht elas/W = napaJ ,tcerid elas/W = ASU

5002 yaM - PRR / BOF elaselohW - nosirapmoC

00.05 DUA

00.001 DUA

00.051 DUA

00.002 DUA

00.052 DUA
BOF SW ASU BOF SW PAJ BOF SW RUE

BOF SW SUA xaT + PRR ASU xaT + PRR PAJ

xaT + PRR RUE xaT + PRR SUA SGOC

BOF SW ASU 37.32$ 37.8$  37.8$  75.7$  75.7$  43.42$ 80.02$ 75.07$ 08.75$ 92.12$ 34.61$ 88.61$ 65.11$ 37.8$  88.61$  93.31$  60.11$ 37.8$  37.8$  37.8$  28.5$  51.45$ 64.74$ 97.91$ 46.13$ 37.32$ 80.02$ 05.63$ 02.92$ 02.92$ 

BOF SW PAJ 55.22$ 22.8$  22.8$  77.6$  77.6$  50.32$ 45.81$ 36.36$ 11.25$ 40.91$ 35.41$ 74.51$ 25.01$ 22.8$  59.51$  90.21$  51.01$ 23.8$  47.7$  47.7$  23.5$  01.94$ 90.44$ 73.81$ 98.13$ 39.32$ 40.81$ 75.43$ 65.72$ 65.72$ 

BOF SW RUE 47.42$ 21.9$  21.9$  06.7$  06.7$  47.42$ 01.02$ 85.96$ 66.55$ 78.02$ 42.61$ 94.71$ 04.11$ 21.9$  94.71$  86.31$  04.11$ 21.9$  21.9$  21.9$  80.6$  21.45$ 61.74$ 35.02$ 39.13$ 33.42$ 01.02$ 88.73$ 51.03$ 51.03$ 

BOF SW SUA 46.32$ 05.8$  05.8$  65.7$  75.7$  22.42$ 58.91$ 17.56$ 59.25$ 58.91$ 31.51$ 40.61$ 73.11$ 15.8$  54.61$  27.21$  78.01$ 15.8$  15.8$  15.8$  76.5$  11.05$ 44.44$ 58.91$ 98.13$ 39.32$ 09.81$ 74.53$ 63.82$ 63.82$ 

xaT + PRR ASU 3.321$  34.54$ 50.53$ 46.73$ 66.42$ 74.91$  46.73$  58.92$  66.42$ 74.91$
1

5.051$ 
7

2.101$  31.44$ 05.76$ 26.05$ 38.24$ 88.77$ 03.26$ 03.26$ 26.05$ 74.91$  74.91$ 78.61$ 78.61$ 29.15$ 38.24$
4

5.511$ 
2

 74.91$  74.91$ 89.21$

xaT + PRR PAJ 0.061$  05.75$ 05.24$ 57.84$ 00.03$ 05.22$  05.74$  05.73$  00.03$ 05.22$
0

2.602$ 
5

0.031$  52.65$ 05.78$ 00.56$ 57.35$ 05.29$ 57.87$ 57.87$ 00.56$ 52.62$  52.62$ 05.22$ 05.22$ 00.56$ 05.25$
0

0.051$ 
0

 05.22$  05.22$ 00.51$

xaT + PRR RUE 0.621$  52.74$ 57.63$ 52.04$ 42.62$ 99.02$  52.04$  05.13$  52.62$ 00.12$
0

5.751$ 
0

7.601$  52.74$ 05.37$ 00.65$ 05.54$ 57.58$ 52.86$ 52.86$ 00.65$ 99.02$  00.12$ 94.71$ 05.71$ 00.65$ 05.54$
5

5.221$ 
0

 99.02$  00.12$ 00.41$

xaT + PRR SUA 8.101$  81.83$ 90.92$ 19.03$ 28.12$ 63.61$  28.13$  55.42$  19.02$ 63.61$
2

3.621$ 
6

 63.61$ 19.01$ 54.59$ 54.58$ 81.83$ 90.95$ 54.54$ 63.63$ 81.86$ 55.45$ 55.45$ 54.54$ 63.61$  63.61$ 55.41$ 55.41$ 54.54$ 81.83$  63.61$ 

SGOC  63.71$ 71.6$  62.6$  44.5$  78.5$  20.91$ 16.61$ 59.05$ 42.14$ 83.51$ 56.21$ 18.11$ 16.8$  87.6$  64.21$  46.9$  76.8$  72.7$  88.5$  88.5$  51.4$  82.73$ 48.23$ 86.41$ 61.42$ 31.81$ 23.41$ 67.62$ 35.12$ 03.22$

402302202102911811411311211111801601501401301201101 XOBK
1

XOBK
2

XOBK
9

XOBK
3 2FK1FK0FK721621021331231131

PRR napaJ

PRR tsuA

1

Product Code 

Wholesale 
FOB 

(Free on board) 

RRP 
(Recommended 

Retail Price) 

COGS 
(Cost of 

Goods Sold) 

Product Range

User Application

Territories

Strategy for Growth
The compounding effects

Infrastructure

  2002   2003   2004  2005  2006
Territory Australia
 USA
 Japan
 Europe 
Market reach (users)  0%  2%  7%  17%  29%
Product in the market x territory  2  6  16  24  32

Sales Channels
The table below profiles sales
channel on effort, profitability and
strategic benefit. 
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OPERATIONS IN DETAIL

AppendixE2

Consumer Channels

Channel Service effort Margin Profitability* Key benefits

Wholesale Agent Medium Low 19% ease of distribution, volume

Wholesale Direct High Low 33% direct access to retailers, controlled
positioning

Export (w/sale direct) High Medium 38% global associations, volume, (also includes
above)

Trade Sales (discounted retail)High High 61% peer endorsement, entree for ‘Industrial’
projects

Retail Direct (online sales) Low V High +65% low cost marketing, high returns

*Gross profit on sale after COGS - using averaged prices of current product range and purchase volume/cost - 
calculated from AUS price list only, USA and Euro higher

Industrial Channels

Channel Service effort Margin Profitability* Key benefits

Industrial (custom) V High High to V High Variable strategic association with client
brands/companies

60-200% peer endorsement toward Consumer products
R&D at charge-on
potential for volume

*Gross profit on sale after COGS - nominal from past projects

© COMPACT DESK PTY LTD 2000 -04 CONFIDENTIAL BUSINESS PLAN V4.5 - JANUARY 2004 B1

COMPETITOR PROFILES IN DETAIL

AppendixB1

European Model

Company Origin Est Products Markets Sales Channels Comment

Helit Germany Desk accessories Global Prestige retailers only Key association w Norman Foster
helit.com Corp & Trade specifiers Use leading name designers

Manufactures in own factory
Material: plastics but some aluminium
Narrow distribution but highly specialised
Typical rrp AUD$60 to $350 per item

Lexon France 80’s Desktop items Global General retailers Wide variety of "design" products
lexon-design.com Bags, Cases, Corp gift & premiums Use leading name designers

Design novelties Manufactures by contract in Asia
Umbrellas Material: plastics but some aluminium

Broad distribution through regional agents
Typical rrp AUD$25 to $150 per item

NAVA Italy 60’s Print stationery Global Specialty retailers Wide variety of "design" products
navadesign.com Diaries, calenders Corp gift and specifiers Built on print business

Desk accessories Commercial furnishers Use leading name designers
Bags, Cases, Stationers Key associations inc. Porsche Design
Leathergoods Manufactures in own factory and in Italy
Small furniture Material: plastics but some aluminium

Est revenue Euro 7m. (Print only)
Typical rrp AUD$12 to $500

Rexite Italy 70’s Desk accessories Global Prestige retailers only Use leading name designers
rexite.com (Small) Commercial Corp & Trade specifiers Manufactures in own factory

furniture systems Extensive range commercial accessories
Material: plastics but some aluminium
Have several ‘iconic’ products
Typical rrp AUD$50 to $1000

Pina Zangaro USA 80’s Presentation folios USA Art Stores, Stationers Specialise in aluminium products 
pinazangaro.com Binders, Frames Corp & Trade specifiers Manufactures in own factory

Archival containers Narrow distribution - primarily USA
Offers custom product capability
Material: only aluminium
Not available in Australia but typical rrp is 
AUD$40 to $300

Asian Model (Generic)

Multiple China, 80’s Multiple types, Global General retailers Typically high volume low-cost products
Taiwan 90’s functions & Corp gift & premiums Low on design, reliability and quality
(Korea) materials Low price stationers Main competition: aluminium specialists

and other stores Typical product collections uncohesive, 
focus on colour and novelty

© COMPACT DESK PTY LTD 2000 -04 CONFIDENTIAL BUSINESS PLAN V4.5 - JANUARY 2004 A1

MARKET & SALES MODEL IN DETAIL

AppendixA1

Volume

Consumer product series active per territory

FY02 FY03 FY04 FY05 FY06

Australia 1 1 4 6 8
USA 1 1 4 6 8
Japan 0 0 4 6 8
Europe 0 0 0 6 8

Industrial product service active per territory 
(0=Non-active 1=% Active)

FY02 FY03 FY04 FY05 FY06

Australia 0 0.3 1 1 1
USA 0 0 0 0.1 0.2
Japan 0 0 0 0.1 0.2
Europe 0 0 0 0 0.2

Retail sales channel in each territory 
(0=Non-active 1=Active)

W/S Dir W/SAgent Trade Exp Ret

Australia 1 0 1 0 1
USA 0 0 0 1 1
Japan 0 1 0 0 0
Europe 0 0 0 1 1

COGS per channel

W/S D W/S A Trade Exp Ret Ind

Australia 45% - 25% - 17% 35%
USA - - - 30% 15% 30%
Japan - 50% - - - 30%
Europe - - - 30% 15% 30%

Assumptions

Scale

(Retail) Consumer 

Stock purchase per store, per product series
Specialty/Design $500 
Furniture/Homeware $400 
Stationery/Book $200 
Fashion $100 
Department Stores $600

Stock turn per store, per annum

Specialty/Design x 4
Furniture/Homeware x 3
Stationery/Book x 4
Fashion x 4
Department Stores x 4

(Trade) Consumer

Purchase per employee for own use
Graphic design $50 
Interior design $50 
Architect $50 
PR/Marketing /Advertising $50 

Industrial projects

Average value of contract $5,000 
Est. number of contracts per firm 0.3

Territory

Market Size multiples 
(Factor used to estimate other territories)
See Page 6 and 9 for principles of assumption.

Territory Factor x

Australia x 1
USA x 8
Japan x 6
Europe x 7

Market Share
Percentage of allocated market reached

FY02 FY03 FY04 FY05 FY06

Australia 1.0% 3% 10% 25% 50%
USA 0.1% 0.2% 1% 8% 25%
Japan 0% 0% 1% 8% 20%
Europe 0% 0% 1% 5% 10%

Average 0.3% 1.3% 6.1% 14.8% 27.5%

Internet Sales
Single visit totals allocated as potential sales 

FY02 FY03 FY04 FY05 FY06

Australia 0 0 5000 15000 40000
USA 0 0 10000 36300 74000
Japan 0 0 0 0 0
Europe 0 0 1000 16800 48000

% of potential visits converted to sales 3%
Nominal purchase per online sale $75 

Various business and market strategic analysis, models, insights, and artifacts. BUSINESS : STRATEGY
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Shipping Box Configuration 
30/04/2008 

B2 B3 B4 

C2 

C4 

C3 

C5 

80

230 A1 - #11329
150

B1 - #11330

160

320
240

C1 - #11339

330

510
355

STRATEGY AND SYSTEM DESIGN

Market popularity as gross margin per channel, per region   = optimised COG & volume purchasing   = maximised global sale price for each channel

STRATEGY AND SYSTEM DESIGN

Standardised shipping outers   = unitisation of product range per shipping outer  = optimised CIF bulk wholesale units for export

Various : strategic analysis, insights, visual and data models BUSINESS : STRATEGY
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Innovation Thought Leadership for the 21st Century

The Elements of Innovation

Sustainable
Profit

Business
Model

Creative
Ideas

(internal)

(external)

find idea

find model

Innovation Thought Leadership for the 21st Century

Pain Points and Pain Relief

Differentiate Create culture Build brand Communicate

Translate Facilitate Commercialise Operationalise

  Leadership Strategy Practice

Capture Create incentives Build assets Store

Unblock Prioritise Systematize Operationalise  

Create Facilitate Acquire talent Ideate

1. How do I translate ideas into revenue or growth
2. How do I capture all the ideas
3. Where are the idea and implementation blockages
4. What should I be doing to allow creative flow
5. What are the key differentiators in my organization to attract the right innovation talent?

Innovation Thought Leadership for the 21st Century

Business-As-Usual 
Thinking 

Open Mind

Open Will

Forget voice
of judgement

Open Heart

Black hole
of 

uncertainty

Create

Let Go

Breakthrough
Thinking

See
with new

eyes

Sense
a new 
field

Download React

Voice of 
cynicism

Voice of fear

Let Come

Prototype

Crystalize

Vision and
Intention

Enacting

Co-create
strategic 

intent

Embedding

08-01-17

Innovation Thought Leadership for the 21st Century

Creative Thinking Style - Personality Types

Ideator

Implementor

Clarifier Developer

(action)

Input

31.9

32.8

‘Early Birds’

‘Finishers’32.2 

30.8

Output

(insight)

(imagination)

(analysis)

Innovation Thought Leadership for the 21st Century

Individual
(Leader)

Organisation

Creativity Innovation

Success

Success

driven by

Success comes with tools specialised 
in positive use of failure

Imagination
Dreaming
Risk
Iteration (trial & error)
Adaptation
Solution finding
Problem solving

Strategy
Deliberate Design
Human Centred Design
Technology
Agility
Persistence
Discipline

Success comes with tools specialised 
in predictive avoidance of failure

averted by

Failure

Failure

For individuals
‘Failure’ is a KPI

‘Organisations can’t fail’
‘Not setup to fail’

StrategyHow to think
creatively

How to 
operationalise

 innovation

Leadership

How to lead creatively

Organisational 
ecology

Practice

Innovation Thought Leadership for the 21st Century

Workshop Themes

DESIGN THINKING 

Creative Leadership workshop   :   professional education for CEOs, CFOs, HR and senior management

DESIGN THINKING

Innovation Practice for Organisations workshop   :   professional education for senior management
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Think

Individual, Department and Universal Ratings

PracticeAct

Engage Think

PracticeAct

Engage Think

PracticeAct

Engage

Think

PracticeAct

Engage

-0.07
-0.05

-0.07
-0.05

-0.07
-0.05

Universal Norm

Department / Team Levels

Individual Rating

Universal Norm Department / Team Levels Individual Rating

Combined Creative Ecologies

Visualisation of data and analysis presented 
as assessment reports for benchmarking
organisational innovation capability

Output reports from the Management Innovation Index data analytic. 2017BUSINESS : INNOVATION
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F=Finished

ITEMSTATUS

C=Component

P=Package

MANUFACTURING CODE

COLOUR & PROCESS

MANUFACTURING
FINISHING / PACKAGING

INVENTORY

BU
IL

D

SALES SHIPPING

302C
C302
P302
etc.

ITEMSTATUS

SKU CODE

CHANNEL

COLOUR

302AF

ITEM CHANNELCOLOUR

302AWD

PRODUCTION
INTERNAL

SALES
EXTERNAL

ITEM CHANNEL

DISPATCH

COLOUR

302A WD
CURRENCY

WD = Wholesale Direct
WA = Wholesale Agent
EXW = Exworks (w/sale)
R = Retail [direct]

AU = Australian Dollar
US = US Dollar
EU = Euro
JP = Japanese Yen 

AU

MRP system, the basis of all enterprise databases to build 600+ components from raw material to shipped product. 2001BUSINESS : SYSTEM



STEFAN KAHN © 2018

STANDARD COMPACT DESK®  FONTS & LOGOS

Proportion

Colour ways

® Compact Desk is a reg'd trademark of Compact Desk Pty Ltd

Large logotype 
(with filled or outline logo optional)

Reference only
(not part of logo)

Medium to small logotype 
(note proportion and position of symbol)

Small logotype 
(without symbol)

Other brand related text
Font = Zurich Light

Reference only
(not part of logo)

=A=B

C=B x1.5

=C x3

=A

=A

Foamcore mounted
digital print

900

Product stock arranged 
to exhibit modularity

Individual components for
customers to arrange themselves
Displayed on clear acrylic angled 
platform with takeaway catalogue 
& postcards

Individual components and 
arrangements displayed on 
shelf under acrylic cover with 
price blocks

Dims in mm

Foamcore mounted
digital print

Foamcore mounted
digital print

DRAWING NO.

12/02/03

SK

LWPInt02-02 A

RETAIL STORE 
CONCEPT #4

REVISION

DATE

DRAWN CHECKED

TITLE

Written dimensions take precedence 
over scaled dimensions.
Contractors shall verify all dimensions 
prior to commencement of work.

COMPACT DESK PTY LTD
PO BOX A644 SYDNEY SOUTH 
NSW 1235 AUSTRALIA
TELEPHONE: 0412 535 111
FACSIMILE: +61 2 9770 4120

Copyright 2001
Compact Desk Pty Ltd ACN 097 658 305
Reproduction of this document without the 
prior written consent of Compact Desk
constitutes an infringement of copyright. 
The information contained in this is 
drawing confidential.
CONFIDENTIAL

©

TM compact desk - Trademark
Registered designs pending

500

600mm
450mm
450mm
450mm
300mm
Total height of shelving 2240mm

Width of shelf 900mm 
Depth of shelf 500mm

45
0

60
0

45
0

Product packages 

Individual products 
displayed on platform
panels with takeaway 
catalogue

Foamcore mounted
digital print

DRAWING NO.

11/06/04

SK

LStyle A

Retail concept

REVISION

DATE

DRAWN CHECKED

TITLE

Written dimensions take precedence 
over scaled dimensions.
Contractors shall verify all dimensions 
prior to commencement of work.

Copyright 2004
Compact Desk Pty Ltd ACN 097 658 305
Reproduction of this document without the 
prior written consent of Compact Desk
constitutes an infringement of copyright. 
The information contained in this is 
drawing confidential.
CONFIDENTIAL

©

TM compact desk - Trademark
Registered designs pending

pantone 158
orange

STANDARD COMPACT DESK 
COLOUR SCHEME

black 50% (grey)

black 100%

white

Founder of brand. Product, collateral, packaging and merchandising for global market. TO 2013BUSINESS : BRAND
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Terrapinn

Home
It is possible

privacy
legal

www.themixindex.com

www.themixindex.com     New site structure

why the mix hire us

what is
the mix

(define)

sample
mix 
report

book a mix 
presentation

CTA

the mix 
designer

(bio)

PDF
PPS email us

CTA

contact

16/7/16    16:05

take the 
mix survey

CTA

This link goes
to survey engine
for 5 question survey

How does
it work

(need)

The
MIX
process

(process)

case studies

1.principles
(engine)

article a

article b

article c

2. metrics
(calculate)

3. reports
(identify)

4. consult
(guide)

URL:  twitter follow - @mixindex URL:  Linked In - Join Management Innovation Index group

1

2

3

4

5

1 2 3 4 5 6 7

ABC

PAGE LEVELS

statements

PDF
PPS

PDF
PPS

PDF

Outline
T & C’s

Allianze

(bio)



STEFAN KAHN © 2018 Strategy, experience, and B2B / B2C service design for a product brand. Including eCommerce, Wholesale Portal and EDM. TO 2013UX / UI : DIGITAL

B2C ecommerceEDM : B2B & B2C Wholesale portal B2B project portal

News Where to buyContactProducts CD Info

System

Design

Material

Website Map  6-3-07

1 23 4

Compact
Desk 
At a glance

Kbox
At a glance

Custom
Product

Modularity 1 Modularity 2 Detail
4_2_1_1

About
100 Series

4_2_1

5 6

email

Register
for lists

email

NEW WINDO

Same for 200 series

Step through projects

Step through countries

Step through productsStep through products

Preview links
to product page

W

4_2_1_2

Buy online Buy online

NOTE:  CD and Kbox purchases must be made as separate orders.

Home Page

Compact
Desk 
Catalogue

Kbox
Catalogue

Preview links
to product page
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About 
irenesays

About 
irenesays
(splash)

Latest posts

Home

PAGES

TOP NAV

BOTTOM NAV

irenesays.com  16/11/18 Rev D

About 
irenesays
(detail)

Social
(Instagram)
(Template
Legacy)

Signup

Content 
drven by 
relevance

External
modules

$$$
ecomm

CRM
dbase

Content 
drven by 
timeJump Links

Exclusives
(Template
Legacy)

About
Irene

RealPilates FAQ

RP.com

Press Contact

= Stage 2

Stage 1 = mailto only

Retreats Workshops

Search

Food
Eat well 1 2 3 4 5

5 Workshops Blog

5

4 Retreats Blog

4

3 Wellbeing Blog

3

2 Fitness Blog

2

1 Food Blog

1

Fitness
Feel fit

Wellbeing
Go serene

Categories

Instagram

2018UX / UI : DIGITALBlog focused start-up commencing with business strategy and 12 month digital development plan.
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Guidelines Manual
Final Report

Part A
Control Guidelines

Part B
Design Guidelines

1. Systemwide Graphics
1.1  The signage alphabet
1.1  Pictograms
1.3  Arrow pictograms
1.4 Colour/Pattern
1.5  Crests�

GUIDELINES CONTENT STRUCTURE
SIGNAGE AND ADVERTISEMENT DESIGN GUIDELINES MANUAL FOR PUTRAJAYA, MALAYSIA

2. Landscape & Placement
 (JBI to provide latest
 diagrams & text)

5. Landscape & Placement

1. Structural Steelwork
1.1 Structural Steel
1.2 Substitution of Materials
1.3 Shop Drawings
1.4 Camber
1.5 Fabrication
1.6 Transport & Storage
1.7 Erection
1.8 Testing
1.9 Surface Treatment

3. Identification Signs
3.1 Hierarchy
3.2 Application
3.3 ID 1
3.4 ID 2.1
3.5 ID 2.2
3.6 ID 3
3.7 ID 4
3.8 ID 5
3.9 ID 6
3.10 ID 7
3.11 ID 8.1
3.12 ID 9
3.13  ID 8.2
3.14 ID 10

4. Pedestrian Signs
4.1 Hierarchy
4.2 Application
4.3 P 1
4.4 P 2
4.5 P 3.1, 3.2, 3.3
4.6 P 4
4.7� P 5.1, 5.2

5. Promotional Signs
5.1 Hierarchy
5.2 Application
5.3 AF 1
5.4 AF 2
5.5 AF 3

6. Advertising Structures
6.1 Hierarchy
6.2 Application
6.3 Graphics & Design
6.4 A 1
6.5 A 2
6.6 A 3.1
6.7 A 3.2
6.8 A 4
6.9 A 5 

4. Traffic Signtypes�
4.1 Graphics setout
4.2 Hierarchy
4.3 V 1
4.4 V 2.1
4.5 V 2.2
4.6 V 3
4.7 V 4
4.8 V 5
4.9 V 6.1
4.10 V 6.2
4.11 V 7.1
4.12�V 7.2�

2. Vehicular & Traffic Signage
2.1 Locations
2.2 Foundations
2.3 Post and Purlins
2.4 Back frames
2.5 Fixings
2.6 Sign Panels
2.7 Road Markings
2.8 Road Studs
2.9 Markers and Delineators
2.10 Gantries
2.11 Shop Drawings

3. Design Criteria & References

4. Design Details
4.1 Materials
4.2 Finishes
4.3� Details

5. Structural Details

6. Illumination
6.1 General
6.2 Performance Data
6.3 Materials
6.4 Equipment

3 Road Marking Guidelines
3.1 Introduction
3.2 General Principles
3.3 Colour of Marking 
 Materials
3.4 Materials
3.5 Size Tolerance
3.6 Types of Markings
3.7 Examples of Application 
 JunctionTypes
3.8 Coloured Roads�

1   Introduction
1.1  Background
1.2  Application of Signs 
 and Road Markings

2   Traffic Sign Guidelines
2.1  General Principles
2.2  Categories of Traffic Signs
2.3  Sign Location
2.4  Sign Mounting
2.5  Sign Clearance
2.6  Sign Orientation
2.7 Signing Arrangements
2.8  Sign Formats
2.9  Number of Messages/
 Lines To Be Displayed
2.10 Arrangement of 
 Information
2.11 Arrow Arrangement For 
 Directional Signs
2.12 Letter Height for 
 Traffic Signs
2.13  Variable Message Signs 
 (VMS)
2.14 Kilometre and Hectometre 
 markers
2.15 Traffic Sign Materials
2.16 Colour for Traffic Signs
2.17 The Signing Concept for 
 the Traffic Guide Signs
2.18 Temporary Signs
2.19  Diagrams
2.20 Alphabet

1. Urban and Landscape
- Introduction
- Planning Applications
- General Policies
- Planning design guidelines
- Zoning land use
- Placement design criteria
- Planning guidelines by zone
- Placement of signtypes

2. Legal/Bylaws

B1
Signage & Advertising

A1 
Signage & Advertising

B3
Civil, Structural and Electrical

B2 
Traffic Signs & Road Markings
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B1
5.1

PROMOTIONAL SIGNS
HIERARCHY

1.00 2.0 3.0 4.0m
SCALE  1:100 

AF1 Promotional banners AF2 Flag sign AF3 Promotional banners (small)
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B1
6.1

ADVERTISING STRUCTURES
HIERARCHY

1.00 2.0 3.0 4.0m
SCALE  1:100 

A5
Unipole advertising sign

A1
Advertising billboard

A2
Advertising billboard

A3.2
Freestanding
double sided poster

A3.1
Freestanding
single sided poster

A4
Wall mounted advertising poster
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B1
4.1

PEDESTRIAN SIGNS
HIERARCHY

1.00 2.0 3.0 4.0m
SCALE  1:100 

P4.1 
Directional information 
and horizontal mapping

P4.2 
Directional information 
and vertical mapping

P5.1 
Cycle track  
and pedestrian
walkway

P5.2 
Pedestrian 
Information 
sign

P5.3 
Pedestrian 
Information 
sign

P1 
Primary directional sign

P2 
Secondary directional sign

P3.1-3.3 
Tertiary directional sign
alternative configurations

Persiaran Perdana
Precinct 1

Landas bot

Dilarang terjun

Dilarang 
berenang

Dilarang
memancing 

Landas bot

Dilarang terjun

Dilarang 
berenang

Dilarang
memancing 

Persiaran Perdana
Precinct 1

Precinct 1

Restoran

Taman Botani

Taman Putra Perdana

Precinct 1

Restoran

Taman Botani

Taman Putra Perdana

Jabatan Perdana Menteri 

Kementerian Luar Negeri 

Kementerian Dalam Negeri  

Dataran Putra

Taman Botani

Masjid 

Taman Putra Perdana  

Stesyen LRT  

Perhentian Bas 

Perhentian Teksi 

Pr
ec

in
ct

 1

Kedai  

Stesyen Polis

Taman Rekreasi 

Klinik 

Sekolah

Surau

Perhentian Teksi  

Restoran

Telefon  

Tandas Awam  

Pr
ec
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ct

 1

Pr
ec

in
ct

 1

Kedai  

Stesyen Polis

Taman Rekreasi 

Klinik 

Sekolah

Surau

Perhentian Teksi  

Restoran

Telefon  

Tandas Awam  

Kedai  

Stesyen Polis

Taman Rekreasi 

Klinik 

Sekolah

Surau

Perhentian Teksi  

Restoran

Telefon  

Tandas Awam  

Pr
ec

in
ct

 1 Laluan basikal 
dan pejalan kaki
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B1
3.1

IDENTIFICATION SIGNS
HIERARCHY

1.00 2.0 3.0 4.0m
SCALE  1:100 

ID1
Gateway to Putrajaya

ID2.1
Precinct emblem
with civic clock

ID2.2
Precinct emblem

ID3
Building identification

ID4
Facility identification

ID5 
Station name

ID6.1
Place name

ID6.2
Government
Residence

ID7
Taxi rank 

ID8.1,8.2
Bus stop

ID9
Light rail transit

ID10
Park and ride identification

Untuk mengambil
da menurun

penumpang sahaja

Hentian Teksi

H
en

tia
n 

Te
ks

i

Ta
m

an
 B

ot
an

i

Taman Botani

Pe
rb

ad
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an
 P

ut
ra
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ya

Perbadanan Putrajaya
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 1
4
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 3
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Stesyen LRT

St
es

ye
n 

8

Steysen 8

D
at

ar
an

 P
ut

ra

Dataran Putra

Ke
di
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i

Pe
rd
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a 

M
en
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Kediaman Rasmi Perdana Menteri Bas

Ba
s

Bas
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8

Commercial

Botanical Gardens
VIP Hotel

VIP Retreat

Taman Putra Perdana

Mercu Tanda

Parcel BDataran Putra

ROAD D

RO
A

D
 C

Đ

RO
AD

 A

RO
AD

 F

ROAD B

ROAD E1

ID2

ID 2

ID2

ID3

ID 4

ID4

ID4

ID5

ID 4

ID3

ID3

ID 2

ID 1

Botanical Gardens VIP Hotel

VIP Retreat

Taman Putra Perdana

Istana Hinggap
Mercu Tanda

Parcel BDataran Putra

ROAD D

RO
AD

 C
�

RO
AD

 A

ROAD F

ROAD B

ROAD E1

ID2
ID 2

ID2

ID3

ID3

ID3

ID 4

ID4

ID4
ID5

ID 4

ID3

ID3
ID7ID8 P1/2

ID 2

Concept Masterplan for Precincts 1
Nominal placement of identification  and  Pedestrian signs

ID3

ID7
P3

ID7

ID7

ID8

ID8

ID8
ID8

ID8

ID8

ID8

ID8

ID8

ID8

ID8

P1/2

P1/2

P1/2P1/2

P1/2

P1/2

P3
P3

P3

P3

P3

P3

P3

P3

P3

ID3 Building identification
ID4 Facility identification
ID5 Station name
ID7 Taxi identification
ID8 Bus identification
P1/P2 Primary / Secondary direction
P3 Tertiary direction
P5 Pedestrian information

External Destinations
Taman Wetland

Precincts
12,14-19

External Destinations
Taman Wetland

Government
Precinct

Precincts 5-10

Government Precinct
Precincts 5-10

CBD
Precincts
12,14-20

CBD
Precincts 12, 14-20

Precincts 12, 14-19

Government Precinct
Precincts 5-10

Citywide design system for city of Putrajaya, Malaysia, new home of federal government. 1999UX / UI : ENVIRONMENTAL
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Districts model 

VICINITY

Sequis Tower
Wayfinding & Signage 
Strategy �.�: Wayfinding models

Principles of the Districts model approach

26Proprietary and confidential information ©Urbanite* 2016

SEQUIS
CENTER

SEQUIS
TOWER

For the ordering of 
wayfinding information the 
primary relationships are:

�. Buildings relate to each other
�. Buildings relate to vicinity
�. Vicinity relates to buildings
�. Site boundary relates to vicinity

�
�

�

�
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Sequis Tower
Wayfinding & Signage 
Strategy �.�: Car park strategy – coding systems

Column location coding

Recommendation:
• Alpha codes to rows only - regardless of  frequency 

of identified column. 

• A system that is non-sequential, used for 
orientation and proximity reference only.

• Rows begin in North West corner, acknowledging 
prevailing architectural grid for consistency.

Floor level coding

Recommendation:
• Maintain prevailing sequential number order from 

ground level down.

• For signage purposes, replace ‘B’ prefix from 
construction phase with ‘P’ for ‘Parking’ as relevant 
to operations and international pictogram usage.

• In common use these will become known as 
‘parking level 1, 2, 3’ etc. reducing use of a prefix. 

B1 mezz

B2
B1 P1

B3
B4
B5
B6

Elevation – diagram onlyPlan – diagram only

P1moto

P2
P3
P4
P5
P6

1
1moto

2
3
4
5
6

A

B

C

D

E

F

G

H

I

J

K

L

Carpark Numbering Systems : Column and Levels

Decision 
Required

SYSTEM DESIGN

39

Sequis Tower
Wayfinding & Signage 
Strategy

Proprietary and confidential information ©Urbanite* 2015

�.�: Zones & circulation paths
Level � – Ground Floor – Sequis Tower

Pedestrian exterior zone

Secure interior zone

Public interior zone

Building entry

Pedestrian circulation

Pedestrian Zones
(interior)

Destination

Decision point

Identification point

D

D

D

D

ID

ID

ID

ID

N

MASTERPLANNING
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Sequis Tower
Wayfinding & Signage 
Strategy �.�: Sky signage strategy

N

Placement
Building facets considered optimum for large format 
‘Skysigns’ are north and south faces of the highest 
tower

Recommended

Orientation
Taking into account building orientation, the 
recommended Skysign placement offers a wide 
and largely uninterrupted line of sight across the 
parklands and stadium to the north and beyond SCBD 
to the south

Recommended

Line of sight
Guidance is taken from KPF study of line-of-sight 
interruption by other buldings upon the whole of 
Sequis Tower (2012) and notional building works in 
close proximity since and due for near completion.

This line-of-sight interruption plan estimates the 
obstruction by high level buildings only - of similar 
height to Sequis Tower.

80Proprietary and confidential information ©Urbanite* 2016

Sequis Tower
Wayfinding & Signage 
Strategy �.�: Sky signage strategy

N

Skysign visibility
Combining recommended orientation with estimated line-
of-sight, this diagram presents the notional visibility of the 
skysign over several kilometers.

Actual legibility of the signage wording will diminish 
over distance but the ‘beacon’ impact of a high visibility, 
illuminated image will prevail and remain recognisable and 
memorable for distances beyond the limit of legibility.

Similarly, shadowing by adjacent tall buildings will reduce 
over distance as the viewing angle becomes more acute.

(This diagram is an estimate only of overall effects)

Recommended

Sequis Tower

Tallest tower of Sequis Tower

Illuminated visibility of Skysign

Adjacent buildings of similar height

Line-of-sight obstruction to Sequis Tower 
by buildings of similar height

1km

2km

ENVIRONMENTAL IMPACT

Environmental report & engineering design strategy for urban precinct. Jakarta, Indonesia 2016UX / UI : ENVIRONMENTAL

E1 External Identification
Sky Sign

Written dimensions take precedence over scaled dimensions. 
Contractors shall verify all critical dimensions on site prior to 
commencement of work. Reproduction of the whole or part of 
this document constitutes an infringement of copyright. The 
information ideas and concepts contained in this document are 
confidential. The recipient(s) of this document is prohibited 
from disclosing such information, ideas and concepts to any 
person without the prior written consent of Urbanite Pty Ltd.

Project

Issue For Review

Drawing title

Revisions

Urbanite Pty Ltd ABN 71 169 539 208

Sequis Tower
Signage & Graphics

E1 External Identification
Sky Sign
Illumination Intent - Renders

Drawn
Checked

SK
AL

Scale 
As shown at A3

Urbanite (Part of The Frost* collective)
1st Floor, 16 Eveleigh Street, Redfern, 
NSW, 2016. Sydney, Australia
Telephone +61 2 9280 4233 
Facsimile +61 2 9280 4266
urbanite.com.au

A 14.11.16 For Review SK

Drawing no Sign type Project no. Rev

021-0 E1 FARP0001U A

Sky Sign Illumination State #AB : Front and Rear on
NTS - Diagrammatic

Sky Sign Illumination State #B : Rear on only

Sky Sign Illumination State #A : Front on only

Base building flood lighting - by others
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Sequis Tower
Wayfinding & Signage 
Strategy

Option 1
Sequis Tower Logo  
Night View 

ENGINEERING DESIGN INTENT
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Sequis Tower
Wayfinding & Signage 
Strategy
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�.�: Zones & circulation paths
Vehicular Access and Flow

Vehicular zone

Carpark

Carpark entry

Loading dock entry

Vehicular circulation

Pedestrian zone

Building entry

Intersite ramp

Pedestrian circulation

Vehicular zone

Carpark

Carpark entry

Loading dock entry

Vehicular circulation

Pedestrian zone

Building entry

Intersite ramp

Pedestrian circulation

Ja
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D

Jalan Jenderal S
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an

Sequis Tower

Sequis Center

Existing Tower

Mosque

Energy Tower

Bapindo Plaza Parking

Bapindo Plaza

Bank Niaga

Vehicular zone

Carpark

Carpark entry

Loading dock entry

Vehicular circulation

Pedestrian zone

Building entry

Intersite ramp

Pedestrian circulation

Ground level vehicular zone Below ground Carpark and entries

+
Vehicular Zones
 
Refer to carpark consultant’s flow 
masterplans for internal circulation.

Vehicular zone

Carpark

Carpark entry

Loading dock entry

Vehicular circulation

Pedestrian zone

Building entry

Intersite ramp

Pedestrian circulation
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Jalan Jenderal S
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Sequis Tower

Sequis Center

Existing Tower

Mosque

Energy Tower

Bapindo Plaza Parking

Bapindo Plaza

Bank Niaga

ID

ID

Destination

Decision point

Identification point

D

D

D

D

ID

ID

N
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Sequis Tower
Wayfinding & Signage 
Strategy

Proprietary and confidential information ©Urbanite* 2015

�.�: Zones & circulation paths
Pedestrian Access and Flow

Pedestrian and Vehicular Access Routes within scope
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Sequis Tower

Sequis Center

Existing Tower

Mosque

Energy Tower

Bapindo Plaza Parking

Bapindo Plaza

Bank Niaga

Pedestrian and Vehicular Access Routes within scope

Ground level pedestrian zone Ground level building entries

Pedestrian Zones
(exterior)

+

Vehicular zone

Carpark

Carpark entry

Loading dock entry

Vehicular circulation

Pedestrian zone

Building entry

Intersite ramp

Pedestrian circulation
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Sequis Tower

Sequis Center

Existing Tower

Mosque

Energy Tower

Bapindo Plaza Parking

Bapindo Plaza

Bank Niaga

Destination

Decision point

Identification point

D

DD

ID

ID

ID

ID

ID

ID

D

ID

ID

N

WAYFINDING STRATEGY

Journey Mapping, Personas & Wayfinding strategy for urban precinct. Jakarta, Indonesia 2016UX / UI : ENVIRONMENTAL
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Sequis Tower
Wayfinding & Signage 
Strategy �.��: User Journey – No. �

Our understanding applied to zone and mode of travel

Turn into
driveway

Approach from
JJ Sudirman

Drive through
Center to 
carpark

Vehicular
security 
check

Drop off only
and exit Center
driveway

Exit to
JJ Sudirman

Park car

Carpark 
elevator lobby

External 
escalator to 
Center, exit 
and external 
destination

Elevator to
destination 
Tower floor (DCS)

Arrives at
destination 
Tower floor

Proceeds to
tenancy 
reception

Carpark
elevator to 
Tower west 
lobby

Ride escalator 
to L2 Edu/Health
and L3 SkyGarden

Arrive L2 Education
& Health Center

Arrive L3 SkyGarden

(Mezz)
Ride escalator 
to L3 SkyGarden

Tower south
lobby check-in

Tower west lobby 
for retail, exit and 
external destination

Exit building 
to vicinity

Exit building 
to vicinity

Exit to
J Kawasan

Arrive 
Sequis Center
(Mezz Level)

From North

Anna
Young professional woman arrives by taxi from JJ Sudirman. 
Taxi drops her at Sequis Center then leaves the site.
She meets her friend who works in Sequis Tower in the lobby.
Then they go together to L3 Sky Garden for lunch.

Visitor arrives by vehicle
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Sequis Tower
Wayfinding & Signage 
Strategy �.��: User Journey – No. � 

Our understanding applied to zone and mode of travel

Tower west lobby for 
retail & escalator

Turn into
driveway

Vehicular
security check

Turn Left
or Right

Approach from
J Kawasan

Carpark only

Drop-off and 
then park 
(Valet)

Proceed to
Tower south lobby

Drop-off and 
vehicle exit

Park car

Pass through
to west lobby

Carpark 
elevator lobby

External carpark
escalator to Center, 
exit and external 
destination

Elevator 
to destination 
Tower floor (DCS)

Destination 
Tower floor

Tenancy 
reception

Carpark elevator 
to Tower west lobby

Ride escalator 
to L2 and L3

Arrive L2 Education
& Health Center

Arrive L3 SkyGarden

(Mezz)
Escalator to 
L3 SkyGarden

Tower south
lobby check-in

Retail, exit and 
external destinations

Exit building
to vicinity

Exit building
to vicinity

Exit to
J Kawasan

Exit to JJ Sudirman

Sequis Center
(Mezz Level)

From South

Arif
Senior businessman attends a meeting with Sequis Tower client.
Personal driver drops him at Porte Cocher then parks in carpark.
He checks in at Registration Desk who authorises a lift pass.
He proceeds to client’s reception floor.

Visitor arrives by vehicle
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STEFAN KAHN © 2018 2006PRODUCTPrototype form in HD merino wool felt for exhibition at Tokyo Design Week, later part of luxury accessories and small luggage collection.
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