
D
essein Furniture was 
conceived as a “pure online” 
model for its Australian 
furniture design, production 

and retail business when the firm 
launched at Sydney Indesign 
(2013). However, ongoing 
demand from both contract 
specifiers and consumers 
seeking to “experience the 
furniture pieces”, compelled 
founder and principal Michele 
Chow to rethink the need for a 
physical store.

Defying “sedentary retail” 
and the overhead of a long-
term lease, Chow envisaged a 
space that offered a memorable 
experience of Dessein’s brand 
and their collaborative approach 
with designers and customers - 
where Dessein product quality 
and beauty could be appreciated. 

Collaboration between 
Chow, Marcus Piper, creative 
director for Dessein and furniture 
designers Jon Goulder, Adam 
Goodrum and Justin Hutchinson, 
to “tease out the essence” of 
Dessein’s maiden Light+Colour 
10 Degrees campaign, gave 
rise to the idea of a pop-up 
experiential concept store. 

Put simply, “10-degrees is the 
angle of the sun at the beginning 
and the end of the day where 
beautiful hues, colours and light 
is cast; that’s unique to Australian 
skies,” says Chow. ”It’s those 
times when people typically 
interact with their furniture.”

“We tried to express the 

essence of the sunrise and sunset 
experience and the human 
reaction to that quality of light 
– which makes you stop in your 
tracks,” says Damien Mulvihill, 
co-director of DesignOffice, 
designers of the installation. 
“Associating the brand to the 
experience rather than a literal 
interpretation, creates a softer 
but more powerful brand 
message,” he asserts. The “very 
singular idea” of using colour 
through lighting leaves Dessein’s 
guiding design principles – 
affordable quality, accessibility, 
customer choice and 
sustainability – to be “inherent” 
in the products on display. “Our 
role was to get people in the 
store, then it’s about feeling the 
space and the brand.”

The installation’s deceptively 
simple physical construction 
incorporates off-the-shelf 
fluorescent tubes where standard 
theatre stage lighting gels have 

been applied. A thorough colour 
study undertaken by DesignOffice 
determined a stronger sunset 
colouration underneath the 
product and a softer sunrise 
colouration above. Tilting the 
lighting bay to 10-degrees further 
captivated passersby.

“Once in-store we engage 
customers in one-on-one 
dialogue about the brand,” Chow 
enthuses, alongside a collection 
where each furniture piece speaks 
of the individual designer’s 
interpretation of contemporary 
Australian culture and what 
constitutes Australian design. 

Dessein’s concept store attests 
to the potential of experiential 
design. Mulvihill believes 
“there’s still a human need 
for experiences” and when a 
physical store experience works in 
conjunction with social media – a 
wider audience can be reached. 
“Offering that store experience, 
means customers opt into the 

brand rather than the brand being 
pushed out,” he says, “you’re 
much more aligned to the brand 
if your opting into something that 
you appreciate or recognise.”

Formerly occupying a compact 
36 square metre shop on Therry 
Street, Melbourne between 
October 2014 and January 
2015, the installation, which is 
designed to be demountable, 
moveable, flexible and scalable 
for different installation spaces 
– is currently stowed and primed 
for its next materialisation. Chow 
says the shop has “definitely” 
contributed to business growth, 
brand awareness and web 
traffic. Instagramability is also 
part of Dessein’s savvy social 
media strategy, where you can 
stay tuned for news on where 
this mesmerising experiential 
concept store will next pop-up.  +
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