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cunded by Erik Missen Johansen,
Fanu based in Gotheberg Swedean,

atylt Trampoli is a multi-disciplinary
branding and designer agency responsible
for some of the more lavishly whimsical
interiors oul there, From French bakeries
zuch as Le Pain Francais o a restaurant
called Le Rouge, the design schemaes are
completely unexpected, lavish and furn.

Existing for mora than 20 years, Stylt

Trampoli goes a few steps furthar than
just using design as a profiling tool, As a
communication agency, they also see the
value of integrating overall visual thermes
in order to convey a cohesive whole for

the clienl. Stylt's work is based on the idea
that the story of the company is a valuabla
identity asset and the most valuable brand
resource. With storytalling as its base, a
powerful resource in the form of a tactile
brand is created. The whola project may
iImvodve archilects, mtenor desigrers, arlists
and othar specialists. A good story becomes
the foundation for clear, attractive and highly
distinctive concepis. Indeed it's no surprise
thal Stylt's strengths lay in the experience,
destimation and hospitality induwstry

The commercial viability has made
the concepts perzistent, profitable and
brand conscious, For exampls, Le Rouge
restaurant incorporates a red tented theme
that could bring to mind a luxury safan or an
18th century boudoir, Clearly the airm for a
cogent visual whola has succeeded since
the restaurant specializes in reinterprefations
of classic French and Itaharn food

The Le Pain Francias bakery caters to
a more democratic idea but it is lawvish
nonetheless. The slightly madcap ook of the
interior is compounded with lush textures
of velvet and a multitude of sculpiures
and artworks, This makes the four-story
restaurant a sensory experience for anyona
simply wandenng in o buy a baguslte or
sandwich.

Slyll have, nationally and internationally,
been involved in more than 400 restaurants,
250 hotels and a varietly of destinations
during their time in the businass. B



