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CÉLINE
Janine King and Esperanza Muino



Ready to wear, leather goods, 
accessories and shoes: beautiful 
and practical, in tune with the 
everyday lives of the women for 
whom it is designed.

“LESS BUT EXCELLENT”

Phoebe Philo, Creative Director 



I D E N T I T Y

SOPHISTICATED MATERIALS

PASSION FOR DETAILS 

NO LOGO APROACH

EQUALITY 

MASCULINITY AND FEMININITY 
TOGETHER



PRAGMATIC CHIC SIMPLICITY POWERFUL



Whites, Beiges, Nudes and a feminine Soft 
Pink with hints of Minimal Black

DISCREET BUT POWERFUL 



CONCEPT

DESIGN THAT EMPOWERS WOMEN.

To make beautiful, sincere and genuine products 
which empower women and give them joy in 
dressing and living for themselves.



MOOD IMAGES 

POWERFUL WOMEN SOFT AND SHARP FABRIC 



Different textures show 
the connection 
between linear 
elements in contrast to 
the soft curves of the 
fabric. 



STRIPES COMBINED 
WITH SOLID 
COLORS

OVERSIZED 
CLOTHING WITH 
BELTS TO 
EMPHASIZE 
WOMEN’S WAIST

PATTERNS ALWAYS 
ASSOCIATED WITH 
NEUTRAL TONES

GEOMETRIC 
ELEMENTS

Stripes and patterns are always 
combined with solid colors in order 
to emphasize it
and make it the main feature 
of the look. 



SPATIAL MODEL 

The SPATIAL MODEL is a reflection 
of CELINE’s mood and essence. It 

combines all the essential 
characteristics of the brand in 

one sculptural and architectural
form.

The chosen color palette was 
very neutral and with analogous 

colors. A mix of textures and 
materials give form and meaning 
to the model creating something 
interesting and intrigues people 

to appreciate it. 
The use of curves in contrast to 
the sharp linear forms are also 

another big characteristic of the 
brand.   



ADJACENCY MATRIX DIAGRAM 

PROGRAM ANALYSIS

PRIMARY ADJACENTY 

ADJACENCY NOT REQUIRED 



SALES

IT

LOBBY

EXECUTIVE

SUPPORT

PURCHASIN
G

HUMAN 
RESOURCES

MARKETING

OPERATIONS

QUALITY
ASSURANCE

ACCOUNTING

BUBBLE DIAGRAMS

PROGRAM ANALYSIS
CREATIVE DEPARTMENT OPERATIONAL DEPARTMENT

The spaces were initially divided into two main categories: Operational and the
Creative. Therefore, each one will be in each floor giving the user the chance to be 
closer to someone from the same department  area.



BUBBLE DIAGRAMS

PROGRAM ANALYSIS

PUBLIC
The main entrance will have a 
public access to the office and as 
you enter it, it becomes restricted 
and more private.

2ND
FLOOR 

EXECUTIVE

DISPLAY

QUALITY 
ASSURANCE 

SUPPORT
MARKETING

SALES

LOBBYSUPPORT

CLIENT 
MEETINGS 

HIGH COLLABORATION ZONES:
High collaboration zones allows the creative 
department to work together and create new 
ideas every time.

MORE PRIVATE: The executive area 
needs more privacy and has a 
privileged view

CREATIVE

STAIRS



3RD
FLOOR 

BUBBLE DIAGRAMS

PROGRAM ANALYSIS
OPERATIONAL

OPEN SPACES:
Social areas for 
collaboration and 
internal networking.



3RD FLOORPLAN 



2ND FLOORPLAN 



3RD FLOOR RCP



2ND FLOOR RCP



QUALITY ASSURANCE ELEVATION

LOBBY ROOM ELEVATION



HOTELLING ELEVATION

CONFERENCE ROOM ELEVATION



LONGITUDINAL SECTION

TRANSVERSE SECTION 



AXONOMETRIC 



TYPICALS 



MATERIAL 
BOARD 

WHITES
BEIGES
NUDES

FEMININE SOFT PINK WITH  
HINTS OF MINIMAL



MATERIALS 



3RD FLOOR LOBBY 



2	3RD

3RD FLOOR HOTELLING 



QA	3RD

3RD FLOOR QUALITY ASSURANCE 



3RD SOCIAL AREA / CONFERENCE ROOM  



3RD GYM VIEW



3RD CONFERENCE ROOM 



3RD PURCHASING 



32ND FLOOR ACCOUNTING



2ND FLOOR CAFE



2ND FLOOR LOUNGE



THANK YOU!!! 

Luiza Mello. 



R E F E R E N C E S 

§ https://www.lvmh.com/houses/fashion-leather-goods/celine/
§ https://www.celine.com/en-us/home/
§ http://www.nytimes.com/2012/03/02/fashion/02iht-rphoebe02.html
§ https://www.glamourboutique.uz/eng/brands/c-e-l-i-n-e/
§ https://www.businessoffashion.com/articles/intelligence/on-the-wings-of-
celine

§ https://www.vogue.com/fashion-shows/spring-2018-ready-to-wear/celine
§ https://www.vogue.com/fashion-shows/spring-2018-ready-to-
wear/celine/slideshow/collection

§ https://architizer.com/projects/celine-offices/
§ https://www.linkedin.com/company/celine/
§ “Archello - How It's Made. Discover the Products, Stories and Building Teams 
behind the Project.” Archello.com, us.archello.com/en/project/underwater-
office.

§ “Wilkhahn.” Wilkhahn on Architizer, 
architizer.com/products/asienta/mail/.https://biid.org.uk/member/natalia-
shchyra/soesthetic-group-office-maket-hub-kiev

§ “WRNS Studio, www.wrnsstudio.com/project/airbnb-san-francisco.



• Jackson, Matt. “Do I Really Need My Office? - Workplace Strategy and Design -
Architecture and Design.” GenslerOn, 18 Mar. 2016, 
www.gensleron.com/work/2016/3/18/do-i-really-need-my-office.html.

• Dundon, Todd, and Jonathan Ginnis. “Workplace Strategy and Design -
Architecture and Design.” GenslerOn, 4 May 2016, 
www.gensleron.com/work/tag/commercial-office-buildings.

• Bowlles, Michelle. “Http://Ljournal.ru/Wp-Content/Uploads/2017/03/a-2017-
023.Pdf.”Workplace of the Future, 2017, pp. 1–4., doi:10.18411/a-2017-023.

• Siller, Deanna. “Employee Engagement: A Core Business Strategy - Workplace 
Strategy and Design - Architecture and Design.” GenslerOn, 22 Feb. 2017, 
www.gensleron.com/work/2017/2/22/employee-engagement-a-core-business-
strategy.html.

• “U.S Workplace Survey 2016.” GenslerOn, www.gensler.com/research-
insight/workplace-surveys/us/2016.

• “Sustainable Facilities Tool General Services Administration.” Flexible Workplace 
Design - GSA Sustainable Facilites Tool, sftool.gov/learn/about/243/flexible-
workplace-design.

• “Designing For Workplace Well-Being.” Designing for Workplace Wellbeing, 
centerforactivedesign.org/designingforworkplacewellbeing.

• “Permission for Creativity in the Workplace.” Insigniam, 
insigniam.com/blog/permission-for-creativity-in-the-workplace/.

• “A Look Inside Interior Design – Part 1: Where We Spend Time.” Legat Architects, 28 
Feb. 2017, www.legat.com/look-inside-interior-design-part-1-spend-time/

12


