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Introduction

A good navigator may ask:

e How can anyone not know which way is North?
e Why can't people intuitively find the elevators?

e Why do people get lost?

Wayfinding is an innate part of our lives.
It allows us to explore and try new things.
It reassures and connects us. And if we
able to find our way easily, we are more
likely to come back.

The Wayfinding Primer shows readers
the art and science of wayfinding—how it
can express identities and create a sense
of place. While wayfinding and signage
are often used interchangeably, graphic
design is just one factor in crafting an
enjoyable experience.

The intended audience is anyone

with a curiosity in wayfinding, other
design and AEC professionals, facility
managers and those who want to
understand wayfinding as part of their
capital improvement project.

From color and fonts to naming
strategies and best practices,
audiences will get a glimpse into what
it might be like to create a new
system, and afterwards, may start
seeing wayfinding differently in their
own lives.
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What Is
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What is Wayfinding?

Wayfinding is more closely tied to your
organizational identity than you might
realize. The ease in which people find
their way to your website, your office,
your facility, is necessary to consider at
almost every business decision. Whether
intentionally or unintentionally, naming
and identifiers become shorthand jargon
people communicate and eventually
associate with themselves. From the
name of a conference room or sports
arena—people will build their identity on
the language and experience of place.

For managers and owners, it's important
to understand wayfinding's role in the

smooth and safe operation of your facility.

Beyond compliance with life safety
regulations, wayfinding systems can
create more inclusive environments.

Wayfinding designers can help to ensure
messages are understood for a range

of ages, languages and abilities, and
wayfinding can assist with the everyday
use of the space.

While wayfinding is often thought of as
just signage, the truth is, graphic design
is jJust one component to a successful
wayfinding system. As a system, individual
elements share certain characteristics
and it's up to the wayfinding designer

to design, synchronize and standardize
defining features. The wayfinding
designer works with a cross section of
disciplines, such as interiors, lighting,
consulting and planning, to ensure
signage, markers, landmarks and other
experiential elements become integrated
pieces of the built environment.
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What is Wayfinding?
The Non-Verbal Wayfinding Process

Wayfinding is a consistent use and organization of
definite sensory cues from the external environment.

The “non-verbal” wayfinding elements,
such as architectural organization,
placemaking elements, lighting,
signage and landscaping interpret
information about the environment
without necessarily the need for
verbal communication.

These unique elements that can help a
person find their way around easily when
executed well. Individuals begin to create
a mental map utilizing those visual cues
to maintain their point-of-reference and
provide an important sense of emotional
security. Their mental map of the urban
environment is needed to counter the
always looming fear of disorientation.

Users feel comfortable in a well-designed
environment as they shape their map.
Designs of non-verbal cues can therefore

- Kevin Lynch,
Urban Planner and Author

provide experiences that seem intuitive
to some users but not to others. Here is
where the wayfinding designer’s detailed
knowledge of the target audience

along the journey path comes into play.
Understanding the target audiences’
culture, background, demographic, etc.,
a designer can deliver a wayfinding
system providing a clear way that users
can take to without having to hesitate and
wonder how they can execute an action.

Kevin Lynch developed the first theories
on wayfinding and mental mapping. His
work gives us an understanding of how
people build the perceptional form of

an environment.
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Kevin Lynch Model:

THE IMAGE OF THE CITY

Kevin Lynch developed the first theories on wayfinding and mental
mapping. His work gives us an understanding of how people build the
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EDGES

Edges create places by
making divisions
between various paths
of the project as well
as its outer perimeter.

perceptional form of an environment.

=

PATHS

The user's first
experience centers on
these channels of
movement. We break
them down into vehicular

and pedestrian pathways.

=Y
DISTRICTS

Districts are places
with an identifiable
character, visible both as
one approaches and
once one has entered
inside of them.

s

NODES

Nodes are points of
intersection where paths
cross and the essence of

place will concentrate. They

are important decision
making points.

HSDSLH D

LANDMARKS

Landmarks create bold
first impressions and are
increasingly relied upon
for orientation and
wayfinding with
continued use.
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What is Successful Wayfinding?

When wayfinding and navigation are
not taken into consideration until late
in the project development, wayfinding
(signs) feel “tacked on" to architectural
and interior designs. Signage is added
to meet code requirements and where
‘needed’ for functionality. Or, worse,
signage is asked to solve a navigational
challenge and winds up as a bandage
solution to a problem.

Effective wayfinding signage builds

a system of language and graphic
elements that is legible, consistent and
concise—even empathetic and flexible.
Consistency in look and language
reinforces to users what to cue in on.

When designers integrate wayfinding
into early stages of the project design,
the result is a cohesive design where
signage and architectural elements
work together. Design elements in the
space lend a hand to make navigating
more intuitive. Clear, concise signage
complements the space.

15
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What is Successful Wayfinding as
Part of the Experiential Graphic Design?

How experiential graphic
design (EGD) can build
brands, create identities and
establish a sense of place.

Experiential graphic design involves

the orchestration of typography, color,
imagery, form, technology and content to
create environments that communicate.

What you want to communicate, and
how, become powerful tools to build your
brand. Through a person’s movement
through space, and thus time, you have

a chance to incorporate storytelling

and placemaking into spaces to create
meaningful connections between people
and the environment.

An experiential graphic design system can
be designed for a single site or hundreds
of locations across a company's portfolio.
It can cross markets and platforms,

and ideally would be connected to each
touchpoint a person may have with

your organization.
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What is Successful Wayfinding as
Part of the Experiential Graphic Design?
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CONNECTIVITY

Does the wayfinding
system deliver the right
message at the right
location at the right time?

THE3 C'S:

To develop a wayfinding strategy, the following principles
should be considered:

CONTINUITY

Does the wayfinding system
provide continuity in a diverse
architectural environment as
people navigate from one
space to another?

OO0

CONSISTENCY

Does the wayfinding system
communicate information in a
consistent manner throughout

the journey?
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Designing the Experience
Design Philosophy and Approach

Brand Identity

Image & identity

Personalized

Visual

Messages Vocabulary
Instructions & Tvoef |
temporal ypefaces, colors,

o material finish
communications aterials & finishes

Color Codes There are a variety Naming
Wayfinding, of assets used to Strategy
restrictions, .

hazards, create a logical Roorlf;svreci':p;ratirpseﬂtsr
8 warnings wayfinding program. & elevators

Symbols
& Icons

International
conventions

Wayfinding
Strategy

Signs, screens
& artwork

Numbering
Scheme

Building letter, room
numbering & suite
lettering
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Designing the Experience
Wayfinding Drivers

WHAT ARE THE KEY DRIVERS FOR
AN ALIGNED WAYFINDING EXPERIENCE?

Branding

Facilities Maintenance
Practices

Spatial Intuition

Amenities

Code Compliance

—  Enterprise Vision AllgnEf)!(?]:Vrié‘la}:]f(I:gdlng
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Designing the Experience
Wayfinding Drivers

We use journey mapping to

analyze a typical experience on

a given project. It helps identify
opportunities and gaps in the

experience. In this example,

Horatio is a professional athlete

going through his day at his 0 1
team’s training facility. = @--=-----“““ & 3
Arrival at the
Training Center.

Lush surroundings and an
awesome facility... | love this
City & I love my team.

Need my juice. Time to hit the
Family Room then get to work.

Wow. This is so cool - no other
team in the league has this level
of customization!

Catch elevator to
Family Room.

Hi, I'm
Horatio! | never tire of coming in

here. Home sweet home.

| am proud to play for the team and

Horatio pulls into
can't wait to win it all.

designated area in garage.

N
o

Arrival at family room.

Horatio stops at nutrition
for an iced coffee, heads to
garage to go home.

Looks like there's some new
photos up on the Fridge - and

there's my Instagram post from
this morning!!

I'm feeling good and
ready to go. This crew is

My own patch of real estate | can't wait to get MY the greatest. ! iti

inside these walls. Can't believe team'’s banner up in _ _ | S_to.ps a nut.rl.tmn

this is here for all of us. these rafters! THIS is the spot...no place like . forjuice & a visit o

this in the league & there's no | the fridge.
0 7 *--¢ doubt about that. !
L e ————_—_——_———————————_—_——e_ec o | |
Horatio finishes his | ? _ ! !
workout heads to the | ' Heads to practice court. 0ff to treatment for ! 0 6 |
locker room for shower & | ‘: conversation with trainers. & o . ®

relaxation. Horatio takes his juice

to the Locker room.
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Designing the Experience
Message Master Planning

Message master plans map communication across a person's experience and provide a
framework for different authors and content creators to work collaboratively. They help
to define and synchronize the information people need to know. And they categorize
each element by type, author, platform and budget.

Wayfinding Wayfinding
Directional Icons

Wayfinding Kiosk
Visual totem offers directory /
Imagery messages

Station ID

Dimensional address at
each station with room
directory at this station

Monitor Display
Loop of all necessary ID
and wayfinding content

Graphic
Art Mural

Room Identity

Vision Screen
Translucent glass graphics
positioned at eye level for privacy.

31
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The Wayfinding Designer’s Toolkit
Design Factors

VISIBILITY

Consistent sign placement is important,
as is lighting. Check the lighting in
both day and night conditions. Can the
sign be seen from the location people
are most likely to look for it? Avoid
exceeding a 10-degree angle from

the natural line of sight, particularly in
spaces with high ceilings or transition
areas that involve changing levels.
Check location for clashes with other
elements and disciplines.

HIEARARCHY

Hierarchy prioritizes information at

a given point in time. The goal is to

avoid information overload. A common
wayfinding myth is that the best way

to solve a wayfinding problem is to list
every possible destination, but in reality,
this is rarely the case. The more complex
the wayfinding problem, the simpler the
solution needs to be.

PLACEMENT

The wayfinding signs must be
consistently located in the right place
with the right message. It is important to
think about where and what information
people are most likely to look for and to
consider decision points. In addition, it
must be remembered that placement
affects many things, including visibility,
legibility and directionals, but ultimately
it affects people making the correct
decision with confidence.

PDX SIGNAGE

MASTER PLAN
Case Study

As the design of several large capital
projects is underway, Portland
International Airport (PDX) needed

a comprehensive signage master
plan that would define standards for
high quality wayfinding both during
construction and for a unified system
upon completion.

HOK worked closely with the Port of
Portland and various stakeholders

to develop the 13-chapter, 900-
page document, which includes
guidance on content to be displayed
and on which platform. The master
plan ensures that future terminal
signage is updated and maintained
consistently, and provides standards
that are flexible, ease to use and
cost-effective. The standards offer
the right mix of technologies that
impact the passenger experience and
leave a lasting impression of the City
of Portland and its region.
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The Wayfinding Designer’s Toolkit
The Toolkit 1

SYMBOLS AND MAPS
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Symbols are essential to quickly identify
services in complex environments such
as airports, shopping centers, hospitals
and districts. Even without supporting
text, most symbols are nearly universal
and particularly useful for multi-lingual
audiences.

While symbols deliver information more
immediately, maps simplify complex
information into digestible formats.

They give visitors an overview of an area
and help orient and direct them by using
symbols, colors, graphics and features
that are recognizable as they continue in
their journey, such as the color of a sign
or the representation of a landmark. In
this way, maps can also tell a story about
a site and reveal hidden relationships or
reference past events.

COLOR

Color Hue/Spectrum

Color can dramatically impact our
experience and connect us emotionally to
aplace. Brands use color as a foundation
for brand recognition and ensure its
consistent use across all platforms. Color
can support hierarchy and clarity in an
environment with a lot of visual noise. And
color can be used as a beacon or identifier
for an area or district.

CONCOURSE < VALET
— MAIN
& SECTIONS 101

& RESTROOMS
PARKING

& EXIT

CONCOURSE .
& VALET

ENTRANCE

PARKING
ENTRANCE

Color Value Color Contrast

Not only do wayfinding designers use
color for aesthetics, they also rely on

color as a central organizing element of a
wayfinding system. Color value, contrast,

variation and saturation are all key
properties to the design.
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The Wayfinding Designer’s Toolkit
The Toolkit 2

TYPOGRAPHY AND LAYOUT

All typefaces have a specific personality
and association. Bebo seems traditional;
meta appears crisp and modern; ziggurat
is playful. When selecting a typeface, the
designer must consider the application,
scale and materiality of the messages,
including how it might display digitally.

An experienced designer experiments
with typefaces and selects a font that is
appropriate, legible and communicative.
The versatility of a typeface family is also

,,,,,,,,,,,,,,,,,,,,,,,,

Low x-height

Open counter space

Akzidenz

Tight Counter Space

Interstate Light Condensed

crucial. This variation in slant, weight
and width is essential when messages
often appear in different settings

and scales.

The Americans with Disabilities Act
also defines parameters for selecting
typefaces to ensure that they are
readable for people with visual
impairments. The ADA regulations
also include requirements for width-
to-height ratios for typefaces.

height

width

height

LEGIBILITY

Legibility comes into play as designers
consider the distance between the reader
and the message. In the wayfinder’s toolkit

are formulas that help calculate text heights

for both pedestrian and vehicular signage.
Based on Best Practices; legible distances
may vary depending on lighting conditions,
contrast and viewer's visual acuity.

MATERIAL TYPES

Materials can make all the difference in the
information and mood you are trying to convey,
and how well signage is integrated into the built
environment. The choice of material in both the
message and platform are integral to ensure

messages are delivered effectively.

Beyond aesthetics, signs must meet functional
requirements of fabrication, durability and its
ability to be updated. The quantity of signs and

Wayfinding elements should be placed
within the field of vision and should
establish a continuous visual feed of
wayfinding information by placing signs
in consistent locations.

diversity of types inform this too as you
consider costs and consistency across the
system--from an interior sign that hangs
from the ceiling to exterior monument
placed by a roadway. The choice of
material offers an extensive range of
freedom yet requires careful consideration
of the wayfinding designer to satisfy all
requirements, while being thoughtful to
the surrounding environment.

39
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The Wayfinding Designer’s Toolkit
The Toolkit 3

SIGN TYPES AND SIGN FAMILIES

Most wayfinding systems consist of

several categories of signs: identification,

directional, informational and regulatory.

As standalone signs, they serve a specific

role; as part of the overall wayfinding
system, they inform each other. This
relationship and the collections of signs
that make up an entire system is called
the sign family.

Similarly, signs may have a separate
voice depending on their function and
thus display a specific kind of content
called a message. Messages might
include nonverbal graphic symbols,
images and words. The message is part
of the journey and the voice of the place
or organization. Messaging reveals

the pathways and destinations of the
building or space and how to use and
navigate through the environment.

Exterior Sign Family

e Property Entrance
Signs (Monuments)

« Metaphor Art Sculpture

« Ground Mounted
Signage

« Building Signage,
Landmark

« Building Signage, Entry

¢ Building and Donor ID

 Vehicular Wayfinding

Structured Parking

« Entrance Identifiers -
Wall Mounted, Overhead
and Freestanding Units.

« Wayfinding Pylon

» Reserve/Eco Car
Parking Indicators

Surface Parking

« Markings and
Indicators

+ Regulation / MUTCD

» Secure Access

 Vehicular Directionals

Interior Circulation

« Room Name and Number

* Vision Screen Art
(Distraction and Privacy
Films) can serve both
Decorative and
Wayfinding Purposes

Interior Signage

» Room ID/Restroom ID

« Stairwell ID (Interior
and Exterior of Secure
Stairwell)

* Department ID

« Artwork Displays

e Dedication Plagues

» Workstation Name Plates

« Staff Offices

e Placemaking Elements

Interior Wayfinding
* Room Announcers

Digital vs. Static Kiosks

Digital Displays
» Directories

Wayfinding Directionals
« Flag Mounted Wayfinding

Security/Rules
Regulations

» Secure Access
(Vehicular at Loading
Docks, Entry Gates)

* Rules and Regulations

« Secure Signage (Mainly
Painted)

Life/Safety

 Area of Refuge
(Accessible v Non-
Accessible)

« Evac Maps, Elevator
Lobbies (In Secure Areas
Sans Map)

« Two-Way Communication

Devices
¢ Maximum Occupancy

41
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The Wayfinding Designer’s Toolkit

Wayfinding Attributes

o

______

PAUSE

PULL

“Your Information”

“It's over there”

PUSH

ot
x

fias

Attributes to consider when allocating
wayfinding types.

o
LTI

Reading Distance

> 80 feet
Identification
Sense of Place

Sense of Place
Direction

OO

‘Pull’ beacons

Building
|dentification sign
Monument sign

> 30 feet
Directional
Identification

Assurance
Direction
Confidence
Sense of Place

A D

'Pull’ signs

Orientation
Vicinities
Beacons
Thresholds

> 15 feet
Directional
. ldentification

Orientation

. Reassurance
. Planning

00

'Push’ signs

' Route Directions
. Place Names

. Retailers

. Amenities

3+ feet
Informational

Orientation
Reassurance
Planning

00

‘Orient’ and ‘Push’

Journey Information
Digital Information
Journey Time Planner
Security Information
Tenant Information
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The Wayfinding Designer’s Toolkit
Wayfinding Types and Distribution

ARRIVAL WELCOME POINTS  INFORMATION SIGNS DIRECTIONAL SIGNS

K i A

Brand expression ‘You are here’

Identification ‘Your journey information’

Welcome Primary locational
information and
orientation points

‘Push’
Directional

high volume medium volume

medium volume

44

IDENTIFICATION SIGNS

K

‘Pull’
‘You have arrived’

medium volume

THRESHOLD SIGNS VERTICAL CIRCULATION

K 00

‘Pull’ ‘Pull’ Identification &
Sense of place Directional

‘You are getting closer’

medium volume
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The Wayfinding Designer’s Toolkit
Wayfinding Types and Distribution

EXTERIOR ARRIVAL

Common icons, symbols, colors and
consistent displays offer a common
visual language across diverse
environments.

Municipal Sign Property i Metaphor Art

i Entry Sign | Sculpture

Ground
Mounted
Signage

Signs on Building, i
Graphics at Entry

—
= BUILDING NAME —
% .

Landmark Architecture,
Sign(s) on Building

BUILDING NAME

BUILDING NAME

Entry Name

PARKING

Signage program to include
wall mounted, overhead, and
freestanding units

i Wayfinding
: Kiosk
Leée\ \E v,

Parking Garage Name

| =




The Wayfinding Designer’s Toolkit
Wayfinding Types and Distribution

INTERIOR CIRCULATION

: Room Name i Restrooms, Restrictions,
i and Number. i Warning Icons and all other
: Vision Screen : Basic Egress Signage

i Art can serve :

: both Decorative :

b and Wayfinding £y
Purposes

i Mapping and Directory. i Elevator Lobby;

i (Freestanding optional) i Elevator Exchange;

: Level Indicators
: Elevator Jam Tags

48

Dimensional Logo and ===+ et

Manned Wayfinding
Kiosk at Main Reception
Desk; Lobby Entry
Experience

i Wayfinding kiosk

i with on demand
iprint; located at drop
i off and heavy
itraffic area

. AV Display

\§\//

Mo

FLOOR ARRIVAL DEPARTMENTS AND ROOMS

H

PN :
“Overhead

Directional

Lobby Wayfinding,
- Exclusive Material

: Wayfinding

i Kiosk at Portal
: Bridge Connecting

i Building and
: Parking

Parking
Signage i

.~

i Exclusive Material

RESTRICTED AREAS

: Dimensional Letters;

: Overhead Directional

i Names of Department, Entry Announcers

: Function Rooms

:on Hallways

: Dimensional Names
: of FunctionRooms.
i Warning/Hazard Icons

Basic Egress,
: Restrooms,
: and Utility

NN

3

N\

——

i Rooms Signage

\ \\//
| -0

N\
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THE FRANCIS
CRICK INSTITUTE
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The Francis Crick Institute

As one of Europe's largest biomedical and translational research centers, the Crick brings
together 1,500 of Europe’s brightest minds from six different organizations to solve the
world's most vexing scientific problems. With no no departments or physical barriers
dividing the 120 labs, the Crick allows scientists to work together in meaningful ways.
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The Francis Crick Institute

The Crick is composed of four “lab neighborhoods” within 12 levels. The wayfinding
responds to the unique layout with different compass coordinates that emulate London’s
postal code system. Each floor is coupled with its own color that helps orient visitors.
Layouts like this speak to the Kevin Lynch’s model of districts and nodes.
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The Francis Crick Institute

Located in the center of London's scientific community, the Crick has become a hub for
both formal and spontaneous gatherings. Colorful breakout spaces on each floor facilitate
chance meetings. Highly visible and transparent, this space stays open to the public even
when there isn't a planned function.
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SALT LAKE CITY
INTERNATIONAL
AIRPORT
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Salt Lake City International Airport

HOK is working with Salt Lake City to create an entirely new airport in Utah's capital.
The project is one of the nation's largest aviation developments in years and will be the
first completely new airport built in the U.S. in the 21st century.
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Salt Lake City International Airport

The holistic signage program is integrated with the new terminal’s roadway
approach, transit program, exterior architecture, interior space, advertising
strategy and art program. The design for each type of wayfinding signage includes
a definition of type styles, colors, size and materials. Design considerations
included the project budget, maintenance, lighting, ability to easily accommodate
future upgrades and cost effectiveness over time.




This diagram illustrates “Best Practices” on how height placement and
scale is determined by informational hierarchy.

Overhead
CONCOURSE BAGGAGE

Wayﬁ nding Departures Transit 4 N
Elements A

Information Ground Transportation @ 9

Informational /N 9 Departures Directory N

. i D t
Slgﬂage A Information vt
é Parklng N Information

& Restrooms < Parking

& Restrooms

PARKING LEVEL
ZONEB
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o Upper-Level Placement

Large Scale

Reserved for large scale zone, overhead
directional, and amenities identification signs
(e.g. restrooms). Simplified messages and
high legibility in most traffic areas.

Visual Datum Line

Mid-Level Placement
Various Scale

Reserved for retail and concession type signs which
may include dimensional logos and banners. This level
establishes a clear sight line between informational
and overhead wayfinding elements and helps prevent
visual overlapping.

Visual Datum Line

At or Above Eye Level

Various Scale

Signs placed at slightly above eye level
are appropriate for dense or detailed
wayfinding information such as multiple
level destinations, directories, or maps.
These signs can included wall mounted,
free standing, or wall applied.
Approximately 6ft. (+1800mm) from floor.

Contents are indicative only
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Wichita State University

As the university was going through a rebrand, they wanted to extend this identity
into their campus wayfinding. They wanted the system to create cohesion and
connection and be a modern design that would stand out among the existing,
traditional architecture.

In association with Gardner Design.
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Wichita State University

The design concept features elegant forms that echo the movement of a wheat stalk
gently blowing in the wind. The wheat grain pattern is water-jet cut, allowing the yellow
accent color of the grains to show through and glow at night when illuminated.

82 Inassociation with Gardner Design.
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Wichita State University

Designed as a flexible system that can be updated as the campus grows,
wayfinding is strategically placed and oriented to highlight most frequently used
routes by students, employees and other campus visitors. Sign types included:

building identification markers, vehicular directional signs, pedestrian directional
signs and map kiosks.

In association with Gardner Design.
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HARD ROCK
STADIUM
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Hard Rock Stadium Modernization

The modernization of the Miami Dolphins’ Hard Rock Stadium has transformed the fan
experience and created a world-class destination for marquee events. To make sure the
NFL team wouldn't miss any home games, renovations were completed over three off-
seasons and completed in time for the 2019 Super Bowl.

92
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Hard Rock Stadium Modernization

Reinforcing Miami's culture and heritage are murals by local artists, a branded signage
program and the use of local materials and colors. The designers collaborated with project
stakeholders to develop a comprehensive wayfinding experience that exemplifies South
Florida's identity. Each club, suite, gathering and dining space provides fans with a flavor
of South Florida.

98
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Hard Rock Stadium Modernization

Wayfinding was developed for the entire stadium, including exterior parking,
concourses, concessions and wayfinding within the seating bowl.
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U.S. DEPARTMENT
OF VETERANS
AFFAIRS




U.S. Department of Veterans Affairs San Jose Qutpatient Clinic

The Veteran patient population requires a complexity of care that ranges from minor
healthcare needs to urgent care. This new community-based outpatient clinic offers
primary, specialty, mental health, ancillary and diagnostic services distributed over
three floors.
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U.S. Department of Veterans Affairs San Jose Qutpatient Clinic

The complete interior and exterior sign family included: ADA and life safety signage,
room and lab signage, identity signage for each department, floor identifiers, elevator
and lobby directory signage, registration signage, exterior monument signage and
exterior building signage.
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U.S. Department of Veterans Affairs San Jose Qutpatient Clinic

ADA and life safety signage is designed to be easily updatable and complement
the design palette.
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KENTUCKY
INTERNATIONAL
CONVENTION
CENTER
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Kentucky International Convention Center

A newly-expanded convention center puts downtown Louisville on display and
underscores the expansion'’s vision: to re-imagine the convention center as a
community asset. The western half of the Kentucky International Convention
Center (KICC) features a glass facade and new public circulation spaces that
create an inviting front porch for the passerby.
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Kentucky International Convention Center

Signage at KICC is purposefully organic and relates to the architecture and interior
design. For example, the skylights, which are a big design feature, are referenced

in a subtle but meaningful way.
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Kentucky International Convention Center
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Kentucky International Convention Center

The wayfinding designers were able to collaborate with architectural designers to
include more integrated elements. At the ballroom entrance, the innermost interior
slat of the wood flag detail pulls out from the doorway and is picked up as an

architectural detail.
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WHAT IS EXPERIENCE DESIGN?

-
D,

WAYFINDING

Sigange design and standards
Assessments

ADA and life safety

Master plan strategies
Naming and numbering

WY
PLACEMAKING

Experiential graphics
Public art

Digital experiences
Storytelling displays
Donor recognition
Exhibits

&

BRAND DESIGN

|dentity and logo design

Brand applications

Media integration

Change management campaigns
New media
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Experience Design at HOK

Where Story
MEETS SPACE

Experience Design integrates with the architectural
process to create dynamic spaces that communicate
messages and enhance experiences.
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Experience Design at HOK

Create an
EXPERIENCE

We map out the journey and leverage
brand positioning so everyone can
visualize your unique personality. We
work with you to create and curate
content that inspires individuals and
teams, and we look for creative ways
to integrate graphics, art, custom
installations, and digital media to
embody your values and mission.
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Experience Design at HOK
By the numbers

60 IYNE1/§HR§ 2 OFFICES
INDUSTRY GLOBALLY

PROJECTS PER YEAR
MILLION 1 3
WAYEINDING EOOO
SQ. FT. MARKET

SECTORS

#1 US ARCHITECTURAL /
ENGINEERING FIRM

ENGINEERING NEWS - RECORD TOP 500 DESIGN FIRMS

CORPORATE
DESIGNERS HEADAQUARTERS

EXPERIENCE DESIGN FIRMWIDE
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The Art and Science of

WAYFINDING.

Brand Design | Placemaking | Wayfinding

Daniel Meeker

Firmwide Director of
Experience Design

t +1 312 254 5432
daniel.meeker(dhok.com

Jeff Lancaster

Creative Director of
Experience Design

t+1424 298 4633
jeff.lancaster(dhok.com

Emily Payne
Regional Leader of
Experience Design

t+1816 4723219
emily.paynefdhok.com

Steve Williams

Regional Leader of
Experience Design

t+1 713 407 7879
steve.williams(dhok.com
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