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hen did Audi decide to use aluminium?
WDr. Haldenwanger: Strictly speaking, light-
weight construction started back in the 1930°s with the
DKW master class which had a lot of wood and fabric in
it so as to cut down on the weight. In more concrete
terms, the idea of building the Audi Space Frame (ASF)
came from Dr. Piech in 1978 or 1979. At that time, he
asked for new technologies in order to conserve natural
resources and the environment. The definitive decision to
use aluminium was made in 1988. Simultaneously, also
new standards for booth construction were set. Then, in
1994, the A8 model was introduced. It was the first top-
of-the-line automobile with an all-aluminium body.
OCTANORM: What was the consumer response?

Leitermann: The typical A8 customers are passionate

technology fans, »self-drivers« and businessmen who

spend much time on the road — so naturally, they were
quickly won over by such an innovative type of overall
design: the sales figures right up to today reflect this
permanently increasing rate of acceptance.
OCTANORM: Are there further projects in the works?
Leitermann: Well, the AL2 project has already been
introduced in the trade press. Also in the future, alumi-
nium will be used for the construction of motors, chassis
and body components.

OCTANORM: What are the disadvantages of alumnium?
Dr. Haldenwanger: If a component is designed and
developed in aluminium right from the start, there are
actually no disadvantages at all. The difficulties come

when you try to adapt existing structures to the new

material. At first, our main problem was just being quick N

enough in providing our dealers with the technical
information they needed to repair the components,
especially in terms of welding and straightening. But our
experiences have shown that we were able to master

these initial difficulties brilliantly.

Interview with Dr. Hans G. Halden-
wanger, head of the materials,
procedures and recycling section
of the technical development
department at Audi, and with Wulf
Leitermann, head of the

centre at Audi in Nec

Germany.

[ MATERI AL: raw and auxiliary materi al
for the production of a workpi ece]
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Your exhibition stands create memorable worlds of experience. Yesterday in Paris, today in Dussel-
dorf, tomorrow in Sydney — OCTANORM, its OSPI* network and associated organizations worldwide
- provide the means and offer you the unrivalled luxury of designing here and exhibiting there. Get

: in tﬁch with one of the OCTANORM-Service Partners on the spot — the systems are internationally
structed to uniform standards and guarantee you a perfectly styled exhibition stand whether its

in | ongf(o&g, Rio, Oslo, New York or Salvador de Bahia.

- * OCTANORM® Service Partner International



Economist Hartmut Krebs
is managing director of
Messe Diisseldorf GmbH,
one of the largest
international trade fair
exhibition companies in
the world, and a leader

in its field.

r. Krebs, do you have time?
I\/l Krebs: Rarely. In our business...
OCTANORM: But it's always been this way, hasn't it?
Krebs: Yes, but the situation is getting noticeably
worse. Time is the most important factor. The time
frames available for assembling and dismantling are
getting shorter and shorter, and the schedules are
getting tighter. Speed in dismantling is especially
important. The halls must be cleared in the shortest
time possible, and materials need to be disposed of
environmentally friendly...
OCTANORM: ... or recycled.
Krebs: That's right.
OCTANORM: Your suggestion?
Krebs: The field of system building — in other words
your field — should work on providing even more
scope for individual designs, which creates an
incentive to avoid building custom-made stands.
This is where the potential for innovation in
exhibition construction lies in the future.
OCTANORM: Anything else?

Krebs: No time.

[ SPEED: the di stance covered related to the tine needed]
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With online connection, »OCTACAD« 3-D software can transmit

your individual stand design around the world, detailing it
- precisely and, of course, visualising it instantly. We’re looking
=il _ forward to getting in contact with you.
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»Adequate proportions«
»Things must have well-balanced proportions«
»A decisive effect for appearance« '
»Aesthetic«

»The correct mix«

»Relation of individual factors« =~

»The importance of the compo.

5 T

¢ 7 o ]
»Emotions relative to mood« jq

i
These are some of the spont:
from people when askd'_ .
word »proportion«.
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r. Esslinger, is the Sullivan
I\/I principle »form follows
function« still valid?

Esslinger: Fundamentally yes, of
course. However, at the moment
we are seeing a trend towards
»form follows emotion«, which by
the way is also the frogdesign’s
slogan. Viewed this way, design
becomes merely an expression of
a sophisticated change in social
values...

OCTANORM!: ... within which
function once again returns to
center stage.

Esslinger: It goes without saying
that design is functional. If it
weren't, it wouldn’t be design. But
as the term »function« is central
to the concept of design, it must
also be seen in a social,
psychological and cultural context.
Who can say, for instance,
whether a perfectly ergonomically
designed office chair — back
straight, thighs horizontal — will al-
so be designed that way in the fu-
ture? Maybe tomorrow people will
prefer sitting at their desks with

their legs crossed.

OCTANORM: So design doesn‘t
keep pace with people’s desires?
Esslinger: Actually there will be
increasing saturation until the next
change in values happens. For
reasons of business competition,
increasing numbers of office chairs
that are the ‘ultimate” in
ergonomic design are being
manufactured — and all of them
satisfy the principle of functionality
better than the previous model.
The only way out of this is through
emotional design, which focuses
on desires, dreams and wishes.
OCTANORM: Aren’t you talking
about art now?

Esslinger: Not at all. | don‘t care
for the artistic inclinations of some
of my younger colleagues. Design
is a profession notian art. Its
purpose is versatility, mass pro-
duction. My favourite project was
the one for Villeroy & Boch — trans-
forming a bathroom into an expe-
rience. A room not for hygienic
purposes but for cultured and refi-
ned relaxation. The challenge was
not so much one of design as of
entrepreneurship expressed in a

refined and cultured way.

—

Hartrr-linger, 52,

is the head of frog-

design,

most famous design
agencies in the world.
Their principal clients
include Apple (compu-
ters), Villeroy & Boch
(bathroom fixtures),
Sony (»Triniton«),

Braun...






(Albrecht Durer)

»Beauty — what's that?«




OCTANORM'’s »shopfitting« and »interior

decoration« systems provide interior worlds

for amazing shops and display areas.




r. Gustavus, you don't
I\/I have a very high opinion
of natural beauty, do you?
Gustavus: What do you mean
by that?

OCTANORM: You are known
among leading photographers as
a great »manipulator«. And to
put the icing on the cake, you
even process your photographs
via computer.

Gustavus: That's true. Often, my
models hardly recognize them-

selves in the photos. In most

cases, mere beauty is no longer
enough. | create ideals and try to
put disguises on them. People
expect that. But maybe the
pendulum will swing back the
other way.

OCTANORM: Has pure
aesthetics been overdone?
Gustavus: Definitely. People are
bored with aesthetics. Modern
visual communication needs to
be shocking. People are only
really moved when they're

shocked. And young audiences

especially like being shocked.

For example: | was asked to
photograph a young woman
sitting on a sofa for a fashion ad
campaign. The picture was an
absolute bore, and we spent a
long time trying to think of a way
to make it more interesting.

Finally, we provided the young
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lady with a wooden leg. The cu-
stomer was quite surprised at
first, but the motif was well
received.

OCTANORM: But doesn't
provocation need to have

aesthetic value? Gu-

stavus: It all depends on your po-
. . . . Stephan Gustavus
int of view. My style is very in-

fluenced by Dadaism. If you find

your vision of the aesthetic in

that, be my guest.... .

Stephan Gustavus is one
of the world'’s top
photographers; he is also
self-taught. The 37 year
old resident of Berlin
began his career a mere
ten years ago with
photography focussing
on people and beauty. He
has created images for
Polydor, Kodak, Evian,
L’'Oreal and Skoda, among
others. His agency’s
slogan is ,expensive, bad

and sloppy”.
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Light sells



t
First and foremost an exhibition
stand must be properly
E: :?'3"‘ _illuminated. Light guides, creates

- .atmosphere and encourages
i i
L

mmunication. The vast number of

L op&a;s for the use of OCTANORM
B | PRI can be discussed — best of all

.directly with an expert —an
OCTANORM-Service Partner who has
the ©CTANORM systems and the

know-how at his fingertips. \




I\/l r. Derrer, is it really very important to hire a
lighting designer for a trade fair booth?

Derrer: This is a question | asked myself only
relatively late in my career, which | began by working
for 10 years as a lighting designer. During that time,
| did quite extensive research and developed
professionally in the fields of opera, theatre and
dance only. And even in these areas, the question as
to whether or not you need to have lighting
professionally done has not yet been satisfactorily
answered — as is, unfortunately, all too evident in
many cases.

OCTANORM: What is special about professional
lighting design?

Derrer: My work in various artistic fields has taught
me a great deal about the limitations and
possibilities of lighting design. I've learned to work
with space and time, form and style, composition
and creation, attitude and emotion — plus I've be-
come well versed in the technical tricks of the trade.
OCTANORM: Are these factors significant for trade

fairs as well?

OCTANORM: What is the defining characteristic of
lighting design?

Derrer: Professional lighting should never be
obtrusive. Even the differences between warm and
cool colours can have a strong effect on visitors’
somatic and emotional responses. Light can intensify
and enhance the way a stand looks — or can ruin it
completely. A »creative« lighting environment that is
suitable for a given situation amounts to nothing
more than a statement. However, if certain key data
in visitors' visual memory are stimulated in just the
right way — thereby creating a significant experience
for them — they will become more open to credulous
enticement.

OCTANORM: Do you see a trend towards lighting
effects emerging at trade fairs?

Derrer: The overwhelming megatrend is towards
conditioning rooms — although that might sound a
bit militarisitc. | am talking about a chill-out room
whose purpose is to keep visitors from becoming
overstressed by the complex sensory input of the

event. These rooms are meant to be experienced

Rolf Derrer is the owner of
Delux Theatre Lighting of
Zurich, Switzerland. The 50 year-
old entrepreneur designs and
produces light shows for fairs
and cultural events. Among his
most significant work is his
collaborations with Peter Stein,
director of the Berliner Schau-
btiihne and with luminaries such
as Bob Wilson. For his light
shows, the city of Zurich
awarded Derrer the coveted
»Hans-Reinhart-Ring« prize. In
the field of trade fair produc-
tion, the companies he has
worked with include Mercedes
Benz (A-class tour, etc.) and

O-tel-O (at Cebit in Hannover).

Derrer: They certainly are. When | was first asked to
design lighting (in 1993), many experts were predic-
ting the imminent death of the conventional trade
fair. It was said that CD-ROMS and the Internet
would be able to make clearer images in the con-
sumer’s mind of what was actually at the exhibition
and thereby create a stronger bond with him or her.
Perhaps it was precisely this fear of the death of the
traditional trade fair that gave rise to novel kinds of
productions and a new professionalism — at least for
some exhibitors. Since then, exhibition stands have

become more imaginative and user-friendly.

quite naturally, and in a pleasant atmosphere. The
act of walking through or entering the tunnel or
channel is the most common form of this immersion
experience, and that can be best achieved through
the skillful deployment of light. These environments
can even give rise to brief journeys through time.
OCTANORM: Should indirect light be used?
Derrer: Indirect lighting in a specific colour quality
satisfies the need for understatement, and is an im-

portant affective factor.
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Brochures informing about the product line of OCTANORM® can be ordered directly from us.

OCTANORM" -product line.

Wall systems

Ceiling systems

Floor systems

Two-level systems

Lighting systems

Furniture and interior design systems

Shelving systems

Display systems

Software & service

Algeria
Andorra
Argentina
Austria
Australia
Azerbaidjan
Bahrain
Belarus
Belgium
Bosnia-Herzegovina
Brazil
Bulgaria
Canada
Chile

China
Colombia
Croatia

OCTANORM" partners worldwide.

Czech Republic Iran Norway
Denmark Ireland Oman

Ecuador Israel Paraguay
Egypt Italy Peru

El Salvador Japan Philippines
Estonia Kenya Poland

Finland Kuwait Portugal

France Latvia Qatar

Georgia Lebanon Romania
Germany Lithuania Russian Federation
Great Britain Luxembourg Saudi Arabia
Greece Malaysia Singapore
Hong Kong Malta Slovak Republic
Hungary Mexico Slovenia
Iceland Moldavia South Africa
India Netherlands South Korea
Indonesia New Zealand Spain

OCTANORM® HEADOFFICE

OCTANORM®-Vertriebs-GmbH
Raiffeisenstrasse 39 - D-70794 Filderstadt
Tel. (+49) 711/77003-0
Fax (+49) 711/77003-53
e-mail: info@octanorm.de
http://www.octanorm.de

Expertise with creative systems

Sweden
Switzerland
Taiwan

Thailand

Tunisia

Turkey

Ukraine

United Arab Emirates
United Kingdom
United States
Uruguay
Venezuela
Vietnam

Yemen
Yugoslavia

Zimbabwe
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