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THE MARTINI AND THE

MARTINI BAR
“S

haken, not stirred.” These words are not only heard in the movies,
they also evoke certain feelings within us. Charm, sophistication,
extra dry vermouth? Is it the way the lemon twist rests at the bottom of the glass? The

savoir faire. But why? Is it the taste of the crystal-clear vodka and

sexy shape of the glass itself? Is it possible that a great martini results not just from the

vodka, vermouth, olives and glass but also the atmosphere that surrounds it?

The martini and the martini bar, that veritable angel and her firmament, share a symbiotic relationship where, in a
perfect world, one cannot exist with out the other, Nor does one dare reign supreme.

The Marriage of Product and Environment
Imagine rich Corinthian leather without a Chrysler, an
antique desk without the hunting scene and richly bound
book collection, a martini without a bar. If it is true that the
one is somehow incomplete without the other—that a mar-
tini remains somehow unfulfilled without the tinkling of
cocktail conversation or the sensuous rumblings of
cheesy jazz on the jukebox—then why is there a lack of
cooperation between the designers of each? Why do
these heavenly choirs of sensibility and taste seldom sing
in harmaony? Why isn't there more crossover between
design worlds in arder to create a better product and
enviranment?
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We know that both products and their ultimate envi-
ronments are composed of the same attributes of color,
form, light and texture. The intellect and skill sets required
to design both are similar. Yet, we find that the design
process is very different for each. Unique methodologies
musl be engaged because environment and product
each play a very different role and purpose.

The purpose of a corporate marketing center or
lobby. museum, retail space, trade-show exhibit or other
such environment is to educate and entertain. Such
spaces evoke emotional responses in order to change
users' perception or to reinforce existing beliefs and
behaviors. The environment is created to help people
experience a brand, a product or a culture,

A product, on the other hand, is an extension of our
physical bodies. Products are created to improve the
quality of our lives. They help us engage in activities more
proficiently, comfortably and, generally, in better style,

The biggest and most important distinction between
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environment and product relates to the scale and posi-
tion of each. An environment can be massive—much,
much larger than the visitor. People find themselves
immersed in an environment, emotionally enveloped by
its attributes. On the other hand, people are outside of
most products, manipulating them rather than being
manipulated by them.

Classically trained industrial designers go in many
different directions. Some become engineers and pro-
ject managers. Others go into sales. Some design trans-
portation, furniture or consumer products. Some design
the environment. When following this last path, the
biggest challenge the industrial designer faces is under-
standing the purpose and unique thought process that
is involved with creating environments.

The Perfect Martini

Creating a good martini begins by gently introducing
the glass to a whiff of extra dry vermouth. The newborn
cocktail is then baptized in fine gin or vodka, joined by
ice in a sweating silver shaker. The exquisite rumba
results in a drink as pure as the streams fed by the
melting snows of mountains too tall to be spoiled by
man. The martini’s introduction into a crystal stem of the
angular receptacle called a martini glass is the stuff of
great theater,

The process of creating the environment, the martini
bar, is a bit more complex yet no less theatrical. | like to
break the creative process into three basic steps: Know
your audience, know your host, and build a bridge.

Understanding your audience is the first and most
























