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May 11, 2016  
Rick Fox 
 
Interior Designers Institute 
BA Program  
Senior Studio 440   
 
Reading Notes:  Godin, Seth.  All Marketers Tell Stories  New York: Portfolio/Penguin, 2012. 
 
WORLDVIEW 
1.  Focus on what people believe, then tell stories that augment their worldview. 
 
What Godin means by worldview: 

P39. “Worldview is the term I use to refer to the rules, values, beliefs and biases that an individual 
consumer brings to a situation.” 
P44. “A worldview is not who you are. It’s what you believe. It’s your biases. A world view is not 
forever. It’s what the consumer believes right now.”  
P65. “A worldview is the lens used to look at every decision a person is asked to make.” 

 
Advise on how to treat consumer’s worldviews: 

P41. “Don’t try to change someone’s worldview… instead, identify a population with a certain 
worldview, frame your story in terms of that worldview and you win.” 
P43. “our opportunity lies in finding a neglected worldview, framing your story in a way that this 
audience will focus on and going from there.” 
P54. “It’s not enough to find a niche that shares a worldview. That niche has to be ready and able to 
influence a large group of their friends.” 
P60. “People don’t want to change their worldview. They like it, they embrace it and they want it to be 
reinforced.” 

 
STORIES 
2.  P2. “Stories make it easier to understand the world.” 
  Stories spread ideas.   

We all tell ourselves stories. 
 
3.  P7. People don’t buy facts; they buy stories. 
  Stories spread person-to-person. 
 
4.  People believe compelling stories.  
 
5.  Great stories make a promise: e.g. safety, wealth, fame, fun, shortcut 
 
6.  Great stories match the worldview of a specific audience. 
 
7.  P19. “Successful marketers are just the providers of stories that consumers choose to believe.”  
 
8.  P23. “…spreading ideas is the single most important output of our civilization.” 
 
9. P74. Frame your story in terms of your audience’s worldview, and it will be heard. 
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BELIEF 

10.  P27. There is a gap between …  reality ---&----what we believe. 
 
11.  Audiences are selective; they pick and choose what to believe.  
 
12. P33. “The actions or our competitors change what’s going to work in the future.” 
 
13. P67.  Communities share (some) worldviews. 
 
14. P69. People like being in sync with their peers. 
 
15. P78. Most people tend to ignore data contrary to what they already believe. 
 
16. P89. “In order to survive the onslaught of choices, consumers make snap judgments.  
 
17. P91. “The reason authenticity matters is that we don’t know which inputs the consumer will use to  
 invent the story he tells himself.” 
 
18. P103. “It’s the story, not the good or the service you actually sell, that pleases the consumer.” 
 
19. P110. “Expectations are the engine of our perceptions.” 
 
STRATEGY 
20. P124. “The only robust, predictable strategy is a simple one, to be authentic. To do what you say you’re  
 going to do.” 
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 Reprinted From  Fast Company  

 09.16.09  

This Five-Letter Word Is Key to Marketing 

Success: B-R-A-N-D 

While the concept of personal branding has taken off, corporate branding seems to go in and out of 

favor. Economic cycles may have a lot to do with that. With the growth of the Internet and social 

technology tools, personal branding opportunities and activity have exploded. On the other hand, in 

some ways, the arc of Web 1.0 to 2.0+ (not to mention this current economy) has seduced many 

marketers into being focused on tactics at the expense of strategy including branding.  

By Kevin Randall   

While the concept of personal branding has taken off, corporate branding seems to go in and out of favor. 

Economic cycles may have a lot to do with that. With the growth of the Internet and social technology tools, 

personal branding opportunities and activity have exploded. On the other hand, in some ways, the arc of 

Web 1.0 to 2.0+ (not to mention this current economy) has seduced many marketers into being focused on 

tactics at the expense of strategy including branding. Hot media tactics often substitute for the “strategy.” 

If you are skeptical that brands still matter in the age of 1-1, millennials and social media, or if you are just 

trying to run a business and make numbers and don’t have the patience for brand consultant-speak or 

theories, here is a quick, simple refresher on good old-fashioned branding that works today, that can help 

you frame your marketing and operational tactics…to drive business results. 

Your 

business enterprise and marketing programs will be more successful if they are guided by a cohesive 

strategy that meets the B.R.A.N.D. criteria. 

Your brand strategy must be: 

B–Believable (about Belief & Behavior too) 

Your brand positioning needs to be credible both with your customers and employees. Would a Volvo 

strategy around the idea of “sporty” be believable? (they seem to own “safety” for life). In addition, your 

organization’s belief in a brand vision and values and execution on that is critical. Many marketers and even 

some of my clients all too often equate the brand strategy with a logo. The brand is so much bigger. The 

brand strategy is about what your business stands for. It should be championed by the CEO, internalized by 

all employees and behaved and delivered, employee-to-employee, employee-to-customer. Just 

ask Zappos. And building this brand foundation internally has to take place before an external launch (ads, 

trade shows, Web site, social media…), otherwise you risk doing more harm to the brand (if your company 

is not prepared deliver on its promise). 
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R–Relevant 

You and your colleagues should be close enough to your customers to develop products and services that 

truly meet their needs including interacting with them in a meaningful way, through the most relevant 

media. 

A–Adaptable 

While your brand strategy should be relevant for today and for specific markets, it also needs to be flexible, 

broad and viable over the long haul. GE’s “trust in good things” (1970s-80s) and “imagination & 

innovation” (this decade) brand positionings are enduring platforms from which diverse, effective concepts, 

campaigns and media strategies develop. 

N–Numerically based 

How you arrive at the brand strategy as well as measure your business’ alignment with it and marketing 

effectiveness must be based on objective data and customer and market inputs versus gut. In addition, your 

brand opportunity should map to business objectives such as market share and profits (numbers!). If a niche 

positioning results in being a second tier player it is likely not viable. 

D–Differentiated 

One of the toughest challenges is to create a brand strategy that is truly unique. Solutions? Quality? Laundry 

list of commodity features? Zzzzzzzz. Apple’s brand positioning around playful, innovative simplicity has 

not been duplicated and is seamlessly expressed across media too numerous to name. 

So even if you think the B-word is a bad word, and the SM-word (Social Media) is a good word, you might 

agree that tying your SM programs to an organizing principle, anchoring tactics in an underlying 

organizational and market strategy (or B-R-A-N-D strategy) is a good thing. 

By the way, the Five-Letter Word can also guide your personal branding efforts. 
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45 Rules for Creating a Great Logo Design 

1. Do not use more than three colors. 
2. Get rid of everything that is not absolutely necessary. 
3. Type must be easy enough for your grandma to read. 
4. The logo must be recognizable. 
5. Create a unique shape or layout for the logo. 
6. Completely ignore what your parents and/or spouse think about the design. 
7. Confirm that the logo looks appealing to more than just three (3) individuals. 
8. Do not combine elements from popular logos and claim it as original work. 
9. Do not use clipart under any circumstances. 
10. The logo should look good in black and white. 
11. Make sure that the logo is recognizable when inverted. 
12. Make sure that the logo is recognizable when resized. 
13. If the logo contains an icon or symbol, as well as text, place each so that they compliment one 

another. 
14. Avoid recent logo design trends. Instead, make the logo look timeless. 
15. Do not use special effects (including, but not limited to: gradients, drop shadows, reflections, and 

light bursts). 
16. Fit the logo into a square layout if possible, avoid obscure layouts. 
17. Avoid intricate details. 
18. Consider the different places and ways that the logo will be presented. 
19. Invoke feelings of being bold and confident, never dull and weak. 
20. Realize that you will not create a perfect logo. 
21. Use sharp lines for sharp businesses, smooth lines for smooth businesses. 
22. The logo must have some connection to what it is representing. 
23. A photo does not make a logo. 
24. You must surprise customers with presentation. 
25. Do not use more than two fonts. 
26. Each element of the logo needs to be aligned. Left, center, right, top, or bottom. 
27. The logo should look solid, with no trailing elements. 
28. Know who is going to be looking at the logo before you think of ideas for it. 
29. Always choose function over innovation. 
30. If the brand name is memorable, the brand name should be the logo. 
31. The logo should be recognizable when mirrored. 
32. Even large companies need small logos. 
33. Everyone should like the logo design, not just the business that will use it. 
34. Create variations. The more variations, the more you are to get it right. 
35. The logo must look consistent across multiple platforms. 
36. The logo must be easy to describe. 
37. Do not use taglines in the logo. 
38. Sketch out ideas using paper and pencil before working on a computer. 
39. Keep the design simple. 
40. Do not use any “swoosh” or “globe”symbols. 
41. The logo should not be distracting. 
42. It should be honest in it's representation. 
43. The logo should be balanced visually. 
44. Avoid bright, neon colors and dark, dull colors. 

45. The logo must not break any of the above rules. 
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440 SENIOR STUDIO 

           (25 points) 

 

MARKET STUDY 

 

1.0  Objectives: 

The objectives for this assignment are as follows: 

1.1  To develop and strengthen the brand identity of your own Contours prototype, by 

identifying and understanding the personal history and motivation of your client, and 

addressing the needs and expectations of the end-user / target-market. Focus on how your 

prototype addresses emerging trends in the industry.  Also, focus on the geographic, 

demographic, and cultural aspects of your chosen location that are relevant to developing 

a unique brand. 

 

1.2  Focus on branding elements such as the place’s “tag-line” (“mantra”) and logo that help 

establish a memorable image of the place in the mind of the users and the general public. 

Develop several adjectives that you think capture the overall spirit of the brand.  Identify 

sources and images of inspiration that will guide the development of the brand.     

 

1.3  Identify general elements and components of the physical setting that are the most 

important for the project’s identity / brand.  Focus on the “big-picture” stuff that captures 

the architectural character of major interior spaces, such as spatial organization, basic 

geometric vocabulary, and other general elements of the physical setting relevant to the 

project concept.      

 

2.0  Guidelines & Format:  

The following guidelines should be followed for this exercise: 

2.1  Present all findings and analysis using the 11” x 17” landscape format. This assignment is 

the first of several that will be incorporated into the final project book at the end of the 

quarter. 

 

2.2  A good response is to develop the following pages:  

  A Cover Page;  

(2-3) pages on the location you’ve selected;  

(1-2) pages on your client, who they are, their personal history, what they  

 value, and why they are into health and wellness;  

(2-3) pages on your target demographic, who they are, their lifestyle, etc.;  

(1-2) pages showing the general inspiration for the look-and-feel of your place,  

 including a preliminary list or description of services and activities of your  

 Contours prototype. 
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INTERIOR DESIGNERS INSTITUTE 

440 Senior Studio 

 
Market Research Study                                                                                  25 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
1.  Vision            ( 5 points ) 

______ Thematic clarity      

 ______ Thematic coherence & consistency    
______ Compatibility with design criteria  

 

 

2.    Functionality            ( 5 points ) 
 ______ Response to functional requirements   

______ Consistency with vision & brand identity   
______ Appropriate elements of physical setting (materials, lighting, furnishings) 
 

 

3.  Human Impact              ( 5 points ) 
______ Promotes positive human experience  
______ Response to user demographics   
______ Human Factors (ergonomics, proxemics)   

 

 
4.  Innovation                ( 5 points ) 

______ Originality & ingenuity   
______ Use of design principles & concepts  
______ Attention to detail   

 
 

5. Professional-grade Presentation        ( 5 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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         WHERE THE HAND

DOES NOT WORK WITH THE SPIRIT,

                  THERE IS NO ART.

                            w Leonardo da Vinci



         WHERE THE HAND

DOES NOT WORK WITH THE SPIRIT,

                  THERE IS NO ART.

                            w Leonardo da Vinci
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In every moment, with every touch, our hands work in concert with  

your spirit, your intention. And it is from this union that a creative,  

highly personal spa experience is crafted.

It all begins with an imagined end. Well before your arrival,  

we introduce ourselves and help discern your goals.

Do you seek Replenishment–to rejuvenate, restore balance and detoxify? 

Do you seek Invigoration–to strengthen, energize and boost immunity? 

Or simply Relaxation–to relieve tension, stress and to unwind?

Your intention is the path that leads to our door, and beyond it.





v 3

 
 

Here you are greeted with simple, sacred acts. 

Breathe deeply, as signature aromatherapy blends and flowing walls  

of water mark a sensory moment in time. Slip on a perfectly sized robe  

and slippers. Sip your choice of custom, pre-treatment teas.

These rituals are beyond pampering. They help to slow down the frantic  

pace of the outside world to a more natural, focused and mindful rhythm. 

As you enter the Spa, so too you enter the spa within, a state of being that  

promotes healing and reconnection to the mind, body and spirit.

Here, your intention is realized.
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   PRONTO MASSAGE  ..................................................................30 minutes 

Decompress with an express upper body massage, targeting the neck, back 

and shoulders with Swedish techniques.

   AMBER GOLD SIGNATURE MASSAGE ....................... 50 minutes, 80 minutes 

Dry brushing exfoliation and enhanced oils amplify Swedish massage techniques 

for an integration of mind and body that improves circulation and relieves stress.

   TRAMONTO [SUNSET] MASSAGE ............................... 50 minutes, 80 minutes 

Performed in the superb surroundings of your Villa or Bungalow, as the sun 

slips into the Pacific at day’s end, this inspiring, deeply relaxing, multisensory 

experience heightens your sense of place and pace.

   AROMA INTENTIONS MASSAGE ................................. 50 minutes, 80 minutes 

Featuring intention-specific blends designed to calm, stimulate or replenish the 

body, mind and spirit, this experience combines gentle massage techniques with 

beautiful essential oils sourced from all over the world.

   TERRA STONE MASSAGE ............................................................... 80 minutes 

Enhanced by essential oils and their therapeutic application, heat and massage 

improves circulation and healing of tissue, while basalt stones engraved with a 

specific intention provide a reconnection with the earth.

Massage Therapy coLLecTion
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   DEEP TISSUE MASSAGE .................................................. 50 minutes, 80 minutes 

Designed to relieve pain, improve performance and increase mobility, this vigorous 

and refreshing treatment incorporates sports massage techniques, such as stretching, 

friction across muscle fibers and deep pressure to sore points.

   REFLEXOLOGY ..................................................................................50 minutes 

Inspired by the Ancient Egyptians, this gentle, but highly effective, massage 

technique stimulates reflexes on the feet and hands that benefit the entire body. 

Therapeutic and energetic, this experience is designed to relieve sore, tired feet and 

hands. Loose, comfortable clothing may be worn.

   GLOBAL TRADITIONS MASSAGE ..................................................80 minutes 

Applying techniques adapted from healing traditions around the world, this massage 

combines herbs, massage, pressure points and heat. A foot ritual sets the pace of 

this universally celebrated treatment, while a release of trigger points initiates the 

relaxation response and opens energy pathways. Herbs induce relaxation, soothe 

muscles and relieve strains, stiffness and inflammation.

   PAIO MASSAGE ...................................................................................50 minutes 

Two therapists working in perfect synchronization create a hypnotic, therapeutic, 

immersive and luxurious experience that exponentially increases well-being and 

relaxation, beyond a traditional massage.
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   DESERVING MOTHERS’ MASSAGE .............................. 50 minutes, 80 minutes 

A soothing treatment for pregnancy during any trimester or postpartum, this 

massage improves circulation and provides a gentle, soothing touch for expectant 

and new mothers.

   DUET MASSAGE ............................................................... 50 minutes, 80 minutes 

In a beautiful couple’s suite, discover your intention together with your massage 

therapy treatments of choice. Relax with an Amber Gold Signature Massage or 

Global Traditions Massage. Invigorate with a Deep Tissue Massage or Reflexology.  

Or, simply replenish with an Aroma Intentions Massage or Terra Stone Massage.
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   PRONTO BODY BUFF ..............................................................30 minutes 

Pacific sea salts and herbal extracts provide a granular body buff to smooth, 

stimulate and deeply condition the skin, while minimizing free radicals.

   CALIFORNIA SUGAR GLOW ...........................................................50 minutes 

This deliciously pampering, antioxidant treatment leaves skin satiny smooth and 

radiant with a completely natural body polish of pure sugar cane, followed by a 

wonderful skin-quenching lotion.

   COASTAL RENEWAL ........................................................................80 minutes 

Relax the body with warm oils that provide vital nutrients and release toxins. 

Ocean algae and Mediterranean herbs envelope you in this scrub, wrap and massage 

combination that detoxifies and re-mineralizes the body, improves lymphatic 

activity and results in glowing skin. Renew your senses with an intoxicating hot 

oil scalp massage, cool gemstone facial and hydrating body butter application.

   CRYSTAL C THERAPY .....................................................................80 minutes 

A vitamin boost for the whole body featuring green tea and rose hip oil, this 

regenerative and highly antioxidant vitamin C body wrap pairs with massage 

techniques to improve elasticity, enhance hydration levels, stimulate collagen and 

counter sun damage. 

   MARINE WRAPSODY .......................................................................80 minutes 

Featuring a detoxifying body cocktail with mineral mud from the Dead Sea, 

this luxurious experience includes a scalp, neck and foot massage to restore body 

minerals, remove toxins and optimize cellular function.

Body Therapy Col lect ion
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   BODY GELATO ...................................................................................50 minutes 

Fresh seasonal ingredients, such as fig for summer, pomegranate for autumn, honey 

for winter and lavender for spring, are added to pure botanicals to create a scrub, 

moisturizing wrap and deep hydration. Antioxidant ingredients assist in combating 

the signs of aging, while exfoliation leaves skin supremely smooth, hydrated  

and supple. This experience concludes with a gelato treat in the season's flavor.

   COCONUT NEROLI BODY POLISH  ..............................................80 minutes 

Escape completely with the sweet scent of orange neroli blossom and a warm 

coconut and kukui oil massage. A light dusting of powdered orange peel and 

hibiscus flowers delivers a rich, gently astringent body buff to polish, tone and 

refresh the skin. While hands and feet relish in a conditioning coconut mask, relax 

with a head, shoulder and neck massage. Paired with the uplifting fragrance of 

neroli floral water, a deeply hydrating neroli and shea butter cream finishes this 

rejuvenating treatment.

 Massage & Body Therapy 

 COMPANION TREATMENTS 

   SCALP MASSAGE  ................................................................................15 minutes 

A targeted massage to relax the mind, release tension and encourage circulation.

   FOOT MASSAGE  .................................................................................15 minutes 

A rejuvenating massage, from toe to ankle, to ease pressure, strain and stress.
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 Specia lt y Bath Col lect ion
 Available exclusively as an addition to the Duet Massage,  

add a romantic 30-minute bath for two in our private couple’s suite.

   MARE  

For a refreshing and soothing soak, authentic Dead Sea salts blend with essential 

oils. Salts provide relief from skin irritation and rheumatic discomfort, while 

rosemary and mint oils stimulate the adrenal system and awaken the mind.

   CRISTALLO  

Hand-mined Himalayan salt crystals offer a mineral-rich soak infused with Italian 

bergamot scent to uplift your mood. Iron-rich salts heal and detoxify, as oils melt 

stress away.

   FIORE  

Encouraging deep and restful sleep, arnica and lavender oils combined with 

magnesium-rich salts induce deep relaxation and relief from aches and discomfort.
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Sk incare Col lect ion

 CLEANSE/MAINTAIN

        PRONTO REFRESH FACIAL ...................................................30 minutes 

Renew your skin with an efficient facial, which includes a cleanse, scrub, 

mask and relaxing massage.

   CLASSIC CLEANSING ........................................................................50 minutes 

Designed to refresh, clear, hydrate and refine skin, this facial increases circulation 

and prevents damage from daily environmental skin stressors.

   MEN’S GROOMING FACIAL ............................................................50 minutes 

This deep cleansing treatment includes exfoliation and extractions, a relaxing 

scalp and facial massage, a skin-conditioning mask and grooming details, such as 

eyebrow trimming, as needed.

 CLARIFY/CORRECT

   PH BALANCER ...................................................................................80 minutes 

A calming and healing facial for oily, acneic skin, this treatment combines botanicals 

that remove impurities, reduce oils, diminish large pores and decrease congestion.

   O2XYGEN AWAKENING ...................................................................50 minutes 

Provide the skin’s pores with a deep breath of fresh air through three layers of 

oxygenation. An advanced-grade peel leaves the skin in prime condition to 

penetrate a light-as-air formula that releases fresh, native oxygen molecules into 

the epidermal layer. This treatment re-energizes natural cellular functions and 

eliminates toxins residing within the skin’s pores. To enhance the O2xygen 

Awakening treatment, add an optional advanced exfoliation featuring specially 

formulated active enzymes.
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 REPLENISH/PROTECT

   ILLUMINA ...........................................................................................50 minutes 

Reactivate healthy cellular function, nourish cells with their most basic needs and 

repair the effects of the aging process, resulting in instantly firmer, glowing skin.

 REJUVENATE/REFINE/LIFT

   PERFECT PEEL ...................................................................................50 minutes 

Obtain advanced results without visible peeling with this professional-grade peel. 

Safe exfoliation and effective cleansing minimize the appearance of surface lines, 

smooth out uneven texture in the skin and clear acne, while fading pigmentation.

   NATURA’S DIAMOND EXPERIENCE ...........................................80 minutes 

Formulated with more than 30 active ingredients, including ATP and marine-

originating DNA, this energy-producing cocktail combined with three massages 

provides your skin with a recognizable difference, similar to a cosmetic lift.
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 Advanced Aesthet ics Col lect ion

   REVEAL FACIAL ................................................................................50 minutes 

Resulting in a “total reveal” of vibrant, younger looking skin, this facial pairs future 

advanced aesthetic techniques with premium skincare products to exfoliate, extract, 

penetrate, nourish and deeply moisturize skin using a Super Hydrating Masque. 

   PURE VITAL FACIAL .........................................................................50 minutes 

To bring out luminous, deeply hydrated, firmer skin, this treatment combines 

advanced techniques and premium skincare products to exfoliate, penetrate and 

diminish fine lines and deep wrinkles with advanced antioxidants.

   LUXURY LIFTING FACIAL ..............................................................80 minutes 

Ideal for dehydrated, aging and environmentally damaged skin, lifting aesthetic 

techniques and premium skincare products exfoliate, penetrate, cleanse, tone, 

protect and reveal an immediately lifted appearance.

   ULTRA ANTI-AGING FACIAL .........................................................80 minutes 

An entirely personalized anti-aging treatment tailored for your skin type, this 

experience harnesses all the benefits of technology and premium skincare products 

for exfoliation, skin brightening, penetration and circulation.
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 Facia l Companion Treatments

   BACK IN BEAUTY ..............................................................................30 minutes 

Purifies and cleanses acned skin on the back, clears oily and acned pores and leaves 

the skin healthy and protected.

   SCALP MASSAGE ................................................................................15 minutes 

A targeted massage to relax the mind, release tension and encourage circulation.

   FOOT MASSAGE .................................................................................15 minutes 

A rejuvenating massage, from toe to ankle, to ease pressure, strain and stress.

   DEPILATORY WAXING 

A variety of depilatory waxing services are available on request.

   CITRUS ENZYME LIP THERAPY 

Completed within a facial treatment, this added option exfoliates and quenches 

damaged lips with a restorative series of steps to produce a healthy, hydrated, 

plump lip and a softened full lip area.

   BRIGHT EYES 

Completed within a facial treatment, this added option rehydrates the delicate  

eye area and softens fine lines and dark circles in the orbital area.
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 Nai l Care Col lect ion

   PRONTO AGRUME MANICURE .............................................25 minutes 

Heal the hands with an olive-based express manicure, infused with specially 

sourced citrus. Includes cuticle care, nail filing, buffing and nail lacquer, 

excluding French polish.

   PRONTO OLIVO PEDICURE ....................................................40 minutes 

Revive tired legs and feet with an olive-based express pedicure, including 

a skin-quenching foot treatment and pampering massage to restore healthy 

circulation. Includes cuticle care, nail filing, buffing and nail lacquer, excluding 

French polish.

   PRIMO MANICURE ..........................................................................50 minutes 

PRIMO PEDICURE ...........................................................................80 minutes 

PRIMO MANICURE & PEDICURE ..............................................130 minutes 

Pamper your tips and toes with a detoxifying treatment that reduces inflammation, 

exfoliates the skin and revitalizes hands and feet. Begin with a tonic soak, followed 

by a sugar scrub with Chinese jasmine. Finish with a red clay, lemongrass and 

organic ginger masque and soothing massage. Also includes cuticle care, nail filing, 

buffing and nail lacquer, excluding French polish.

   GEL MANICURE ................................................................................50 minutes 

Beauty meets durability with a dry manicure and vitamin-infused gel lacquer that 

results in a long-lasting, chip-free finish. Includes cuticle care, nail filing, buffing 

and nail lacquer, excluding French polish. For removal of existing gel lacquer, 

allow additional 20 minutes for moisturizing treatment and warm buckwheat wrap.
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 Hand & Foot Companion Treatments

   FRENCH POLISH ...............................................................................15 minutes 

A clean and sophisticated style, with a natural pink nail base and white polish 

applied to the tips.

   WARM PARAFFIN HAND OR FOOT MASQUE ..........................15 minutes 

A deeply conditioning hand or foot wrap smoothes and softens hands or feet.

   HYDRATE ...........................................................................................15 minutes 

A nourishing treatment that hydrates the hands or feet.

   SMOOTH ..............................................................................................15 minutes 

A smoothing treatment for removal of calluses on the feet.

   HEAL ....................................................................................................15 minutes 

An ideal hand therapy following artificial nail treatments.
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SHAMPOO & STYLE

HAIR CUT & STYLE

HAIR TRIM/MEN’S CUT

UPDOS

BRIDAL HAIR STYLING WITH VEIL PLACEMENT

COLOR WORKS

HAIR CONDITIONING WRAP  

Available as a complement to any of the hair services listed above, this rosemary 

lime conditioning treatment and hair brushing stimulates the senses and restores 

healthy shine.

KERATIN TREATMENT  

This intensive professional treatment results in hair that is more manageable, 

smoother and easier to style than ever before. By reducing frizz and curl,  

this revolutionary therapy is ideal for all types of hair, including color-treated 

and chemically processed hair.

MAKE-UP APPLICATION  

EVENING ELEGANCE

Make-up application and hair styling.

Hair Care Col lect ion
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 BEAUTIFUL BRIDE SALON PACKAGE  

The Spa’s comprehensive bridal salon package includes a Hair Styling Consultation 

and Trial Session, Wedding Day Hair Styling Session, Make-up Consultation 

and Trial Session, Wedding Day Make-up Session with lashes included, Pronto 

Agrume Manicure and Pronto Olivo Pedicure, along with a complimentary glass 

of Prosecco, Mimosa or Bellini. Optional crudités, canapés or tea sandwiches are 

also available.

 WEDDING DAY HEAD-TO-TOE SALON PACKAGE  

Designed specifically for the wedding day, the Spa’s bridal salon package includes 

Wedding Day Hair Styling Session, Wedding Day Make-up Session with lashes 

included, Pronto Agrume Manicure and Pronto Olivo Pedicure, along with a 

complimentary glass of Prosecco, Mimosa or Bellini. Optional crudités, canapés 

or tea sandwiches are also available.

 BRIDAL PARTY PRE-WEDDING PACKAGES  

Escape to the Spa together before the big day! Select from these intention-inspired 

pre-wedding celebration experiences with special packaged rates available for 

groups of 10 or more:

   Relax: Book an Amber Gold Signature Massage and Pronto Agrume Manicure, 

followed by a healthy spa lunch.

   Replenish: Book a Coastal Renewal Scrub, wrap and massage treatment, followed 

by a Pronto Olivo Pedicure and mindful spa lunch.

   Invigorate: Book a private group yoga session and guided Crystal Cove Beach 

Walk, followed by an Aroma Intentions Massage.

Wedding & Specia l Occasion Packages
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BRIDAL PARTY SALON PACKAGE

On the wedding day, the bride’s attendants enjoys canapés and sparkling Prosecco, 

while the salon styles hair and make-up, following manicures and pedicures. 

Special rates available for groups of 10 or more.

THE BRIDE, PLUS ONE PACKAGE

For the bride and her maid of honor or mother, spend the day before the wedding 

celebrating together with an 80-minute duet massage and the bride receives a 

complimentary Pronto Agrume Manicure.

YOUNG LADIES

For young ladies in the wedding party, enjoy tea sandwiches and lemonade, while 

the salon styles a “princess updo.” Receive a complimentary nail polish change 

with the purchase of a hair styling service.

GALLANT GROOM SALON PACKAGE

The Spa pampers grooms for the wedding day with a 30-minute neck, back and 

shoulder massage, Hot Lather Shave in the Salon’s Barber Lounge and Men’s 

Buffing Manicure. Optional beverages and light snacks available.

THE GROOM’S MEN

Enjoy a hot lather shave and men’s buffing manicure, with snacks and celebration 

beverages. Special rates available for groups of 10 or more.

THE HAPPY COUPLE

For the day before or after the wedding, book a couples massage in a private 

treatment room and receive a complimentary romantic bath upgrade with two 

glasses of sparkling Prosecco. Available exclusively to brides and grooms with 

weddings celebrations booked at The Resort at Pelican Hill®.
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Spa Deta i l s

WHAT WE NEED TO KNOW:

 

YOUR INTENTIONS

Your visit to The Spa at Pelican Hill® will be carefully crafted, based upon your 

intention or focus: Replenish (restoring balance, detoxifying, rejuvenating); Invigorate 

(strengthening, energizing, immune boosting); or Relax (de-stressing, unwinding, centering).

 

YOUR CONCERNS

Please advise the Spa staff of any medical conditions or concerns that may affect 

your treatment selections. Some services are not recommended for guests who 

have hypertension, who are pregnant or who may have other specific conditions. 
 

YOUR  SATISFACTION

After your visit to the Spa, we invite you to share the experiences you most enjoyed 

and the people who most impressed you on our Spa Comment Card.

WHAT YOU NEED TO KNOW:

 

OUR FACILITIES

Our Spa includes 22 private treatment rooms, a full-service salon with a private 

treatment room, as well as ample areas for rest and relaxation. Our Acqua 

Colonnades feature herbal steam rooms, saunas and saltwater soaking tubs and are 

complimentary to Resort and day guests receiving treatments.

 

SPA RESERVATIONS

Spa reservations may be made through the Spa or through Resort reservations. 

We suggest you book your treatments well in advance. Once booked, we will 

follow up with a reminder if you choose. We request a 24-hour notice to cancel or 

change a Spa reservation. Changes made within the 24 hours will be charged 50% 

of the treatment total, and no-shows will be charged in full.
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SPA ARRIVAL

We invite you to check in 30 minutes prior to your scheduled services to relax  

and prepare for your treatment in our Acqua Colonnade, which includes herbal 

steam rooms, saltwater soaking tubs and saunas. Late arrivals will result in an 

abbreviated service.

 

GRATUITIES

Service providers and support staff will receive gratuities through our 22% service 

charge, which is added to the treatment total.

 

SPA COURTESIES

The Spa at Pelican Hill® is a place for natural connection, with one’s self, or among 

friends and family. We request you “unplug” during your visit by turning off all 

mobile phones. Spa lounges are considered quiet areas, so please be mindful of this.

 

VALUABLES

Please bring minimal belongings.

 

MINIMUM AGE

Our Spa and fitness facilities are available to teens 16 years of age and older with 

parental consent.

 

SPA HOURS

The Spa is open daily from 7 a.m. – 8 p.m. Spa fitness facilities open at 6 a.m. and 

close at 8 p.m. Salon treatments are available from 9 a.m. – 7 p.m. Spa Boutique 

hours are 9 a.m. – 8 p.m. Please note that spa hours may vary with the season.

 

GIVING SPA

Spa gift cards are available in any denomination for the perfect way to treat a loved 

one and share the spa spirit.



M en’s acqua coLon na de

WoM en’s acqua coLon na de
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440 SENIOR STUDIO 
 

           (10 points) 

 

FIELD RESEARCH 

 

 

 

 

Task 1:  (Objectives & Behavior) 

 

What do people do here?  Gather information using multiple methods, including direct 

observation, interviews, surveys, etc., to identify: 1) client’s marketing/branding objectives; and, 

2) project design objectives based on human behavior related to the accessibility, culture and 

social considerations. Document your findings using photography, quick 3-D sketches, and 

diagrams. 

 

 

Task 2:  (Physical Setting) 

 

Gather information about the physical setting by means of direct observation to identify 

important existing physical conditions, such as spatial arrangement, circulation paths, 

wayfinding devices, universal/inclusive design features, finishes, lighting, color palette, 

furnishings, etc.  Document your findings using photography, quick 3-D sketches, and diagrams.  

 

 

Task 3: 

 

Analyze the relationships (positive or negative; supportive or contrary) between human behavior 

and the physical setting, using the data gathered in Tasks #1 & #2.  Also, analyze how well the 

client’ marketing/branding objectives were met by the behavior—physical-setting connection. 

 

 

Task 4: 

 

Present all findings and analysis using the 11” x 17” landscape format.  
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Field Research                                                                                               10 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
 

 
1.  Task #1 — Gather Information (objectives & behavior)   ( 2 points ) 

______ Methods of gathering information       

 ______Value of information obtained     

 

 

2.    Task #2 — Gather Information (existing conditions)   ( 2 point ) 
 ______ Methods of gathering information    

______ Consistency with vision & brand identity   
 

 

3.  Task #3 — Analysis                    ( 4 point ) 
______Analytical rigor    
______ Breadth & Depth of analysis   

 
 

4. Task #4  — Presentation          ( 2 point ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
 

 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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May 18, 2016 
Rick Fox, Architect | Professor 
 
Interior Designers Institute 
440 Senior Studio  
 
Lecture Notes  Problem-Seeking, Programming & Information Management for Pre-Design     
 
References  Dickinson, Joan & John P. Marsden, ed. Informing Design. New York: Fairchild Books,  
   2009.  See Chapters 1 & 2 
    

Duerk, Donna P. Architectural Programming: Information Management for Design.  New York: 
John Wiley and Sons, 1993.  

 
Nussbaumer, Linda L.  Evidence-Based Design for Interior Designers. New York: Fairchild 
Books, 2009. See Chapter 1, pp. 7-8   

    
   Pena, William M. & Steven A. Parshall.  Problem Seeking: An Architectural Programming  
   Primer, 4th Edition. New York: John Wiley & Sons, 2001.  
 
   Robinson, Lily B. & Alexandra T. Parman. Research-Inspired Design:  A Step-by-Step Guide for  
   Interior Designers.  New York: Fairchild, 2010.  See Chapter 10. 
 
 
1.0  “PROBLEM-SEEKING” vs. PROBLEM SOLVING   

1.1 Problem-Seeking:: 
1.1.1  is a process of identifying issues, concerns, themes, facts, values, and other items of 

information likely to be relevant and useful for a successful resolution’    
  1.1.2 clearly articulates what “successful resolution” amounts to;   
  1.1.3 identifies and describes constraints and opportunities; 
  1.1.4 is a search for things that matter to the problem at hand;  
  1.1.5 identifies and defines the “problem” to be solved 
 
 1.2 Problem-Solving: 
  1.2.1 is a series of coordinated responses to a design problem;   
  1.2.2 involves methods of analysis & synthesis employed to arrive at a resolution of the  

relevant constraints and opportunities;  
  1.2.3  is the offering of potential design solutions. 
 
 
2.0 PROGRAMMING vs. RESEARCH 

2.1  Similarities include: 
  2.1.1 Accurate observation and description;  
  2.1.2 Systematic fact finding; 
  2.1.3 Gathering, organizing and interpreting information & data; 
  2.1.4 Reliance on published research. 
 
 2.2 Crucial Differences include: 
  2.2.1  Programming is the systematic search for information (Dickinson, 12);  
   .1  Programming is site-specific;  
   .2  Programming problems are broad in context but apply to a specific client  
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(Dickinson, T. 2.1). 
 
  2.2.2 Research is the systematic pursuit of new knowledge (Dickinson, 12); 
   .1 Research is a methodical process of discovery / invention;  
   .2  Research moves the “body of knowledge’ and the profession forward; 
   .3 Research can be generalized to the larger population (Dickinson, 21); 
   .4 Research problems are clearly defined and specific in nature (Dickinson, T. 2.1). 
 
 
 
3.0 PROGRAMMING  
 3.1 Some General Comments: 
  3.1.1 the first phase of professional services 
  3.1.2 the phase in which the design problem is identified and described 
  3.1.3 a bridge between research and design excellence (R, 265) 
  3.1.4 a search for the values that the completed design should embody 
 
 3.2 Definition(s) of Programming 
  3.2.1 Robinson cites a definition offered by Edith Cherry in her book Programming for Design:  

“Programming is the research and decision-making process that defines the  
problem to be solved by design.” (R, 265): 

  3.2.1 Pena & Parshall offer the following definition from Webster’s dictionary, 
    Programming is, “A process leading to the statement of an architectural problem  

and the requirements to be met in offering a solution.”  (Pena, 14 & 100) 
  3.2.3 Duerk offers this definition: 
    “Programming is the gathering, organizing, analyzing, interpreting and presenting  

of information that is relevant to a design project.” (Duerk, 9) 
  3.2.4  Robinson offers several more definitions.  (Robinson, p 15)  
  3.2.5 Defines the problem to be solved;   
  3.2.6 Identifies and develops strategies for solving the problem. 
  
 3.3 Frameworks for Programming 
  3.3.1 Spatially-Based vs. Activity-Based (Robinson’s distinction) 
   3.3.1.1 Spatially based: Identifies required spaces based upon some notion of what  
    spaces are necessary.  
   3.3.1.2 Activity based: Identifies necessary activities, behaviors, and functions, then  

defines spatial requirements. 
  3.3.2 Other specialized Methods  

Nussbaumer, Duerk, and Pena have developed more complex and sophisticated 
methods.   

   
 3.4 Program Document  

3.4.1  “Problem statements are the bridge between programming and design and are agreed  
 upon by both client and user.” (R, 294) 

 
  3.4.2  Presents the work of the programming phase: 
   .1  Summarizes client needs; 

.2  Information in the program document, “can help the client better understand the  
reality of the existing conditions.” (R, 274) 

.3 Should provide a distinct separation for needs from desires, and clearly prioritize  
both; 
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.4 “A good programming document essentially describes how the space should 
perform based on client needs.” (Dickinson, 17) 

   .5 Identifies broader issues relevant to the project.  
     If too limited, it inhibits creative responses 

   If too broad, it fails to inspire relevant responses or serve as a useful 
evaluative measure 

   .6 Functions as an “objective” road map / guide book for design; 
   .7 Succinctly and clearly identifies and describes the design problem and focuses the  

Design effort 
   .8 According to Robinson, the program document is a, “…guide that provides all  

relevant information and necessary guidance for the rest of the project.” (R, 268) 
   .9 Programs can and often do morph.  Robinson writes, “You can see your  

program as a living document: inherently flexible, responding to the design, and 
subject to change with the client’s approval.”   (R, 268) 

   .10  A good program document should separate the relevant and useful data from the  
superfluous to avoid “data clog,” analysis-paralysis and overwhelm;  

   .11 A good program document enhances the design team’s understanding of relevant  
Issues forming the context of the design problem;  

   .12  “Programming allows the designer to base decisions on facts rather than opinion,  
    assumptions, or experience.” (Dickinson, 16) 
   .13 Helps the design team understand the design problem from the multiple 

viewpoints of all stakeholders [client of record, end-users, potential users,  
contractors, community groups, governmental agencies, etc] 

   .14 Varies in size, complexity and detail depending on the nature and complexity of  
the project; 

   .15 The program document is separable from the design, and should be written  
assuming that someone other than the programming team will use it; 

.16 Robinson writes, “Remember, you should be able to hand this document to  
another designer and walk away from the project, leaving behind all the tools and 
information a designer would need in order to proceed to schematics.”  (R, 301) 
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 A Division of Fox Group Architects, Inc. 

 
 
 
           26 July 2004 
           Job No:    4013:1 
Toshiba 
Lobby & Product Demo 
2 Musick   
 
 
Design Objectives 
 
1.0  Entry Lobby & Visitor Waiting 
 Enhance overall look & feel of the entry experience, lobby and visitor seating/waiting area. 
 Create a high impact first impression. 

 
2.0  Space efficiency 
 Use space more efficiently – both in terms of allocation of functions and their functional relationships.   
 Create more efficient circulation – with potential to separate employees/visitors access. 

 
3.0  Dedicated Product Demo Area 
 Create a product demo area and sales/presentation conf room sensitive to customer confidentiality issues. 

Integrate elements of technology … plasma screens, gadget boxes, smart boards, thoughtful cable 
management --- things that reflect an “office of the future”. 

 
4.0  Marketing/Advertising Materials 

Seamless integration w/ architecture, but maximize flexibility for change-out when new ad campaigns emerge. 

 
5.0  Awards/Accolades 

Integrate & showcase awards/accolades & the “Wall of Fame” into the Lobby and Demo Area;  Making these 
achievements more publicly visible. 

 
6.0  Toilet Rooms 

Re-work the toilet room finishes and fixtures for a more upscale appearance consistent with the overall 
renovation.  

 
 

 
 
 

strătōs fôrm 
providing constructive solutions                

              rick fox, architect 
     carol tink-fox, architect 
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440 SENIOR STUDIO 

           (30 points) 

PROGRAMMING PHASE – PROGRAM DOCUMENT 

 

1.0  Objectives: 

The objectives for this assignment are as follows: 

Spatially-based Issues & Aspects 

1.1  To sharpen understanding of the spatial aspects of the “design problem”, by 

systematically itemizing and describing all of the rooms, areas and spaces of the project.  

1.2  To ensure that the specific ‘Program Requirements’ outlined in the course syllabus are 

incorporated into the project.  

1.3 To ensure a clear understanding of which existing rooms, features and elements of the 

existing building must remain unaltered, and which ones may be revised.   

Behaviorally-based Issues & Aspects 

1.4 To sharpen understanding of the social and cultural aspects of the target demographic 

relevant to developing this unique prototype, including expectations for acoustic/visual 

privacy, anthropometrics/proxemics, and universal/inclusive design.  

1.5 To sharpen understanding of the behavioral aspects of the “design problem”, by 

documenting and analyzing the specific activities and events occurring inside the facility.  

Problem Identification / Design Principles 

1.6  Identify and document important aspects of the “design problem” that must be solved in 

your project design solution such as: activity/service grouping, user orientation, overall 

spatial organization, circulation and wayfinding, spatial definition & spatial enclosure.    

1.7 To continue strengthening the brand identity of the prototype by means of translating the 

brand into spatial and architectural elements.  

 

2.0  Guidelines & Format:  

The following guidelines should be followed for this exercise: 

2.1  Present all findings and analysis using the 11” x 17” landscape format.  

2.2  The Program Document must include the following for BOTH floors:  

 Spatial Elements 

  Spatial Inventory – listing all rooms and spaces, quantities and floor areas,  

Block Diagrams – scaled graphic depiction of rooms and areas  

Criteria Matrices – diagrams highlighting design criteria for all spaces 

Adjacency Matrices – listing adjacency requirements between rooms 

Relationship Diagrams – 3 diagrams for each floor  

 Behavioral Elements 

Concise summary of relevant cultural and behavioral goals for the project 

Images & diagrams depicting specific user needs for major areas of the facility 

 Design Principles 

  Diagrams and sketches  
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Programming                                                                                                 30 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
 

1.    Spatially-Based Issues     (both floors)       ( 10 points ) 
 ______Identifies & inventories spatial needs specific to project  (spatial inventory, block diagram) 

______Identifies and analyzes detailed features of those spaces (criteria matrices)    
______ Analyzes spatial adjacencies and relationships (adjacency matrices, relationship diagrams) 
 

 

2.  Behavior-Based Issues   (both floors)      ( 6 points ) 
______ Identifies & analyzes activities specific to project   
______ Identifies & analyzes relevant social/cultural characteristics of user demographics   
______ Analyzes human factors (ergonomics, proxemics) relevant for users & activities  

 

 
3.  Problem Identification / Diagrams        ( 10 points ) 

______ Clarity & Conciseness of problem identification     
______ Explores Breath & Depth of issues identified  
______ Diagrams appropriate to identified issues    
______ Diagrams information value & graphic quality   
______ Diagrams usefulness in suggesting potential solutions   

 
 

5. Professional-grade Presentation        ( 4 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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INTERIOR DESIGNERS INSTITUTE 

440 Senior Studio  

 
Lecture 04 – Wayfinding & Shaping Space                                                                                        . 
 
1 Spatial Implementation of a Design Program: 
1.1 Wayfinding and Cognitive Mapping are ways to be attentive to user’s experience. 
 
2  Wayfinding: 
2.1  =df:  a process by which people navigate their physical surroundings to achieve their 

intended goal; mostly in unfamiliar territory.   
2.2 Purpose: successfully direct users along a path to their destination(s).  
 Provide equal access to and enjoyment of spaces and services to ALL users. 
 Ease of wayfinding enhances enjoyment of the place, unless, the purpose of the place is to  
 dis-orient, confuse, frustrate, and baffle.  
 
3  Ways/Means/Methods by which Design Assists Movement Through Space:  
3.1 Interior Spatial Organization:  
 Ching: Form, Space & Order: Linear, Centralized, Clustered, Radial|Spiral, Grid 
 
3.2 Layout of Circulation Path: 
 Ching: Form, Space & Order: Linear, Radial|Spiral, Grid, Network, Composite 
 
3.3 Path Space Relationship: 

Ching: Form, Space & Order:  path beside space; path through space; path terminate in space 
 
3.4 Spatial Definition & Degrees of Enclosure: 
 Ching: Form, Space & Order. 
 
3.5 Landmarks: important physical object or memorable experience. 

atrium, sculpture/art, water feature,  
  
3.6 Visual-Sensory Elements to assist: Color & Lighting; Texture & Acoustics 
 
3.7 Non-Architectural:  Signage / Directories / Maps 
 
4  Cognitive Mapping     
4.1 Kevin Lynch: Image of the City (1960). 
 Coined terms: “imageability” and  “wayfinding” 
 Path, Edge, District, Node, Landmark  
 
4.2 Sequential Experience Diagram 
 “String of Pearls”  
 
5 Shaping Space 
5.1  Spatial Geometry; spatial connections; ways light enters the space 
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440 SENIOR STUDIO 

SCHEMATIC & FINAL PRESENTATION 

 

Elements to cover in Verbal Presentation  

 

The verbal component of your final presentation will be evaluated using the same Evaluation 

Criteria used throughout the quarter (see syllabus page 10, and previous grade sheets).  

 

Specifically, I’ll be looking for your verbal presentation to provide support for the following 

aspects of your design solution.  As you prepare for the presentation you should consider: 

 

 

Vision  

Summarize the “big-idea” of what you want this prototype to achieve.  Make sure we understand 

what your brand vision is, and clearly explain those client goals and principles that are central to 

the design concept. Focus on key aspects of the design problem and show how you addressed 

them in your design solution.   

 

Functionality 

Briefly recap the target demographic and their needs & expectations. Show how the overall 

spatial organization and specific design selections (materials, colors, furniture, lighting, etc) 

satisfy these needs and expectations.  Explain how these “functional” aspects of the project 

reinforce the brand vision.      

 

Human Impact 

Explain how your solution is beneficial. Convince us that you are responding to the relevant 

cultural and social expectations of the target demographic. Show us how your design solution 

creates a positive human experience, both physically and psychologically.  

 

Innovation 

Explain what it is that specifically makes this place “stand-out” in the crowded marketplace of 

health, exercise and wellness options. Discuss how various design principles have been used in 

your solution in a way that supports a unique and innovative user-experience. Convince us that 

your design solution is an innovative response to the needs of the project. 

 

 

I strongly suggest you prepare an outline of your talking points, (and perhaps use note cards to 

aid memory) but please do not read from a script.    
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           (35 points) 

 

SCHEMATIC DESIGN PRESENTATION – “Internal” for client & other team members  

1.0  Objectives: 

The objectives for this assignment are as follows: 

Vision  

1.1  To present a design solution whose overall vision is thematically clear, coherent & 

concise, and compatible with the client’s ambitions and other design criteria established 

in the Design Program. 

Functionality  

1.2 To present a design solution that responds to the specific activities, events and behavioral 

needs identified in the Design Program, and whose spatial organization, spatial definition, 

sense of enclosure, furnishings, materials, and lighting is consistent with the brand 

identity established in the Market Study and Design Program.    

Human Impact  

1.3 To present a design solution that promotes positive human experience, and responds to 

the social and cultural aspects of the target demographic, including their expectations for 

acoustic/visual privacy, anthropometrics/proxemics, and universal/inclusive design.  

Innovation 

1.4 To present a design solution that depicts a strong, unique, and original health & wellness 

prototype suitable for you and your client to “pitch” to an international five-star resort 

owner.   

 

2.0  Guidelines & Format:   

The following guidelines should be followed for this exercise: 

2.1  Present all schematic design work using the 11” x 17” landscape format.  

2.2 The presentation must include all previous elements from the Market Study and Design 

Program. 

2.3  The presentation must include the following new elements for BOTH floors:  

  Space Plan – computer drawn, showing furnishings in all spaces, rooms & areas    

2.4 The presentation must include the following new elements for each of your five (5)  

 specific spaces: 

  Overall architectural character      

Furnishings & major equipment   

  Lighting systems & fixtures 

  Finishes – floor, wall & ceiling 

  Color concept & palette  

2.5 The verbal component of your presentation should concisely summarize the key elements 

of the “design problem” you are aiming to solve, and clearly guide the choice of design 

elements and concepts employed in your solution.    
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Schematic Design Presentation                                                                    35 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
1.  Vision            ( 6 points ) 

______ Thematic clarity      

 ______ Thematic coherence & consistency    
______ Compatibility with design criteria  

 

 

2.    Functionality            ( 6 points ) 
 ______ Response to functional requirements   

______ Consistency with vision & brand identity   
______ Appropriate elements of physical setting (materials, lighting, furnishings) 
 

 

3.  Human Impact              ( 6 points ) 
______ Promotes positive human experience  
______ Response to user demographics   
______ Human Factors (ergonomics, proxemics)   

 

 
4.  Innovation                ( 6 points ) 

______ Originality & ingenuity   
______ Use of design principles & concepts  
______ Attention to detail   

 
 

5. Professional-grade Presentation        ( 6 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
6. Verbal Presentation        ( 5 points )
 ______ Organization & clarity of expression 

 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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SENIOR STUDIO 
 

ASSIGNMENT                          

 

 

ACOUSTICAL STUDY  

 

1.0  Objectives: 

The objectives for this assignment are as follows:  

 

1.1  To develop an understanding of the spatial complexity, scale, and architectural character 

of the interior spaces and how to control/contain the acoustical issues/concerns that are 

present.  

 

1.2 To specify products that focus on acoustical issues/concerns while not losing focus on the 

products architectural and artistic merits.  Develop an understand how the interior 

architectural character of one space influences another. 

 

1.3  To support the process of designing by means of 3-D visualization, elevations/sections 

and clear visual communication. 

 

1.4 Student must DEVELOP their selected 5 spaces to highlight acoustical solutions and 

products being selected. 

 

 

2.0  Guidelines & Format:  

The following guidelines should be followed for this exercise: 

 

2.1  Present all findings and analysis using the 11” x 17” landscape format.  
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Acoustic Research                                                                                         20 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
1.  Vision            ( 4 points ) 

______ Design clarity, coherence & consistency       
 ______ Compatibility with project design criteria  

 

 

2.    Functionality            ( 4 points ) 
 ______ Response to functional requirements   

______ Appropriate materials and systems to achieve functional goals 
 

 

3.  Human Impact              ( 4 points ) 
______ Response to user needs for acoustic control   
______ Selections achieve required level of acoustic performance    

 

 
4.  Innovation                ( 4 points ) 

______ Use of design principles & concepts to achieve desired impact  
______ Attention to detail   

 
 

5. Professional-grade Presentation        ( 4 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
 

 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Fire. Life-safety & Egress Study                                                                     20 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
In each of the “Five Areas” you are focusing on, complete the following:  

 
1.  Egress            ( 4 points ) 

______ Indicate Floor Area, Occupant Load Factor, and number of occupants       
 ______ Indicate number of required exits (based on that load calc)   

 

 

2.    Surface Flamespread of Wall & Ceiling Finishes     ( 4 points ) 
 ______ Indicate required surface flamespread     

______ Indicate maximum smoke development index 
 

 

3.  Ceiling Plan Development  - Egress Lighting     ( 4 points ) 
______ Include ceiling plan symbols    
______ Show egress lighting and battery-back-up     

 

 
4.  Ceiling Development         ( 4 points ) 

______ Indicate Fire Sprinkler head locations  
______ Indicate Fire Alarm device locations    

 
 

5. Professional-grade Presentation        ( 4 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 



2016 California Building Code Requirements 

Copyright 2017  Rick Fox, Architect 



BUILDING CODES  

 2016 CA Building Code  
 2016 CA Mechanical Code  
 2016 CA Plumbing Code 
 2016 CA Electrical Code 
 2016 CA Fire Code 
 2016 CA Energy Code  
 2016 CA Green Building 

Code 
 

ACCESSIBILITY  

 2016 CBC, Chapter 11B 
 Americans with Disabilities 

Act (“ADA”), 2010 
Standards for Accessible 
Design 
 
 

 
 

Copyright 2017  Rick Fox, Architect 



EGRESS CONCERNS 

 Occupancy Group 
 Design Occupant Load 
 Occupant Load Factors 
 Required # of Exits 
 Exit Separation 
 Door Swing 
 Corridors (dead end) 
 Corridors (width) 
 Corridors (fire rating) 

 

FLAME SPREAD CONCERNS 

 Flame Spread Index 
 Material Classification 
 Thickness Exemption 
 Occupancy & Location  
 Required Ratings 
 Floor Finishes 
 Critical Radiant Flux 
 Fire Sprinklers 
 Fire Alarm System 

 
 

 Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
 
FACTS about our BUILDING  
Type of Construction : V-B 
Fully-automatic Fire Sprinklers 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Occupancy Group 
Assembly Group A-3 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Occupancy Group 
Business Group B 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Occupancy Group 
Mercantile Group M 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Design Occupant Load  
Areas without Fixed Seats  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Design Occupant Load  
Areas without Fixed Seats  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Occupant Load  Factors 
Areas without Fixed Seats  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Required Number of Exits  
Spaces with One Exit  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Required Exit Separation   
Diagonals are our Friends  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Exit Doors   
Swing in Direction of Exit Travel  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Corridor Requirements  
Dead Ends  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Corridor Requirements  
Minimum Widths   
[48” min for barrier-free] 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Egress Concerns 
 
Corridor Requirements  
Required Fire Ratings   

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Flame Spread Index  
Wall & Ceiling Finishes 
How Materials are Classified 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Thickness Exemption   
Wall & Ceiling Finishes 
What is NOT regulated  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Required Ratings  
Wall & Ceiling Finishes 
Occupancy & Location 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Required Ratings  
Wall & Ceiling Finishes 
CBC Table 803.11 

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Floor Finishes  
What is not regulated  
How Materials are Classified  

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Flame Spread Concerns 
 
Floor Finishes  
Critical Radiant Flux   

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Fire & Life-Safety Issues 
 
Ceiling Legend  
Egress Lighting 
Fire Sprinklers 
Smoke Detection   

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Fire & Life-Safety Issues 
 
Fire Sprinkler Systems  
Basic Head Spacing & Coverage    

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Fire & Life-Safety Issues 
 
Fire Sprinkler Systems  
“Small Rooms Rule”     

Copyright 2017  Rick Fox, Architect 



Senior Studio  
Egress Study 

2016 California Building Code  
Fire & Life-Safety Issues 
 
Fire Alarm Systems   
Basic System Overview  
System Components     

Copyright 2017  Rick Fox, Architect 
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440 SENIOR STUDIO  
 

ASSIGNMENT 7         ( 30 points )   

 

SPECIFICATION BOOKS  

1.0 Content Guidelines  

1.1 The Spec Book shall cover all floor, wall and ceiling finishes, furnishings, equipment, 

accessories, and lighting associated with the essential five (5) spaces highlighted in your 

project design, and shall be sufficient to depict the overall scope and character of those 

spaces.  You do NOT need to specify gym/fitness equipment. 

 1.1   The Spec book content shall be presented in the following order, based on a modified 

version of the Construction Specifications Institute (CSI) MasterSpec format:  

 Section tabs are required for the EACH of Sections (1,2,3,4) listed below: 

 Section 1: Finishes  (list finishes in the following order, to the extent you have them) 

   Woods (for cabinetry, millwork & trim) 

   Translucent Resin Panels or Specialty Glass 

   Plastic Laminate 

Ceramic Tile (floor & wall) 

   Acoustic Ceiling Tile  

Specialty Ceiling Systems 

Wood Flooring 

Resilient Flooring 

Carpet 

Wall Coverings (paper, vinyl, textile) 

   Paints & Stains 

Section 2: Furnishings 

 Section 3:  Lighting  

 Section 4:  Accessories & Equipment  (use this section IF you need it) 

   Artwork 

   Equipment  (such as food service, if you are specifying a café) 

 

2.0  Publication Format: 

2.1  The Pictorial Spec Book shall be published in the following format:  

2.1.1  Binder Style:   
 8 ½” x 11” 3-ring, D-ring style binder; 

with integral clear plastic front for insertion of custom project cover;   

Individual 8 ½” x 11” pages shall be located in clear plastic sheet protectors;  

  All spec pages shall be in color. 

2.2 All individual Sections of the Spec Book listed above shall be identified by a tab. 

2.3  Any 11” x 17” pages shall be landscape orientation, three-folded; NO plastic sleeves. 
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Specification Binder                                                                                       30 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
 
1.  Furnishings           ( 5 points ) 

______ Response to functional requirements   
______ Consistency with vision & brand identity   
______ Response to user demographics/expectation   
______ Human Factors (ergonomics, proxemics) 
______ Attention to detail   

 

2.    Lighting            ( 5 points ) 
______ Response to functional requirements   
______ Consistency with vision & brand identity   
______ Response to user demographics/expectations   
______ Human Factors (ergonomics, proxemics) 
______ Attention to detail   

  

3.  Finishes               ( 5 points ) 
______ Response to functional requirements   
______ Consistency with vision & brand identity   
______ Response to user demographics/expectations   
______ Human Factors (ergonomics, proxemics) 
______ Attention to detail   

 

4. Professional-grade Presentation        ( 10 points ) 
______ Organization & clarity (Cover, table of contents, sections) 
______ Overall graphic quality of presentation  (page layout & design, information clarity) 

 
 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Construction Documents Set                                                                         30 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
 
1.  First Floor             ( 8 points ) 

______ Floor Plan         (Room names, #’s, Int Elev Ref) 

 ______ Floor Finish Plan    (legend, legible hatching)    
______ Furniture Plan   (ID tags)  
______ Reflected Ceiling Plan  (finishes, fixtures, symbols) 
 
  

2.    Second Floor           ( 8 points ) 
______ Floor Plan         (Room names, #’s, Int Elev Ref) 

 ______ Floor Finish Plan    (legend, legible hatching)    
______ Furniture Plan   (ID tags)  
______ Reflected Ceiling Plan  (finishes, fixtures, symbols) 

 
 

3.  Interior Elevations            ( 8 points ) 
______ Surface and Material callouts   
______ Dimensioning   
______ Naming & Referencing    
______ Completeness   (of each elevation, all required walls elevated) 
 

 

4. Professional-grade Presentation        ( 6 points ) 
______ Organization & clarity   (Cover Sheet, set order, sheet #’s)   
______ Overall graphic quality of presentation   (Title Block, notes, text, graphics) 

 
 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Final Promotional “Leave-behind”                                                                  15 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
1.  Vision            ( 3 points ) 

______ Brand Clarity           (identifiable, coherent, consistent)      

 ______Attention to detail    (specifics, supportive detail)    

 

 

2.  Human Impact              ( 3 points ) 
______ Emotional/aesthetic appeal to user expectations/life-style  
______ Reflects user needs & human factors   (ergonomics, proxemics) 

 
 

3. Professional-grade Presentation        ( 9 points ) 
______ Organization, composition, layout  
______ Attention to detail; clarity; legibility    
______ Overall quality/ingenuity of presentation    
 

 
 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Final Boards                                                                                                   40 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
1.  Vision            ( 6 points ) 

______ Thematic clarity      

 ______ Thematic coherence & consistency    
______ Compatibility with design criteria  

 

 

2.    Functionality            ( 6 points ) 
 ______ Response to functional requirements   

______ Consistency with vision & brand identity   
______ Appropriate elements of physical setting (materials, lighting, furnishings) 
 

 

3.  Human Impact              ( 6 points ) 
______ Promotes positive human experience  
______ Response to user demographics   
______ Human Factors (ergonomics, proxemics)   

 

 
4.  Innovation                ( 6 points ) 

______ Originality & ingenuity   
______ Use of design principles & concepts  
______ Attention to detail   

 
 

5. Professional-grade Presentation        ( 8 points ) 
______ Organization & clarity of expression 
______ Overall graphic quality of presentation   

 
6. Verbal Presentation        ( 8 points )
 ______ Organization & clarity of expression 

 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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Final Design Packets   (11 x 17)                                                                     25 points 
 
Name:   ______________________________________ 
 
Project Name: _________________________________________ 

 
Location: __________________________________________ 

 
Concept: __________________________________________ 

 
 
1.  Substantive Design           ( 10 points ) 

______ Thematic/Design continuity       

 ______ Development/Refinement of design     

 

 
2.  Completeness              ( 5 points ) 

______ All prior assignments      (Market, field, program, schematic, acoustic, egress) 
______ All current assignments  ( CD’s, final boards)  
   

 

3. Professional-grade Presentation        ( 10 points ) 
______ Organization, composition, layout          (Table of Contents; page #’s, etc)  
______ Overall graphic quality of presentation   (attention to detail, legibility, clarity) 

 
 

Comments:    _____________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
 
_____________________________________________________________________ 
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