
This page left to right / 
Ross Didier; Elfin Oaks range, 
designed by Ross Didier

CULTURE CLUB
How important is individual brands’ culture in the 
Australian design industry?
Extremely important, because it distinguishes one 
company’s unique personality from the other. If a 
product is sold with a narrative and a story, then that 
carries through to someone living with brand culture.

To what extent is a brand’s culture affected by 
its context?
This is always one of these contentious questions; 
is a Philippe Starck product the same in Japan as in 
France? Even though it’s a global industry we work 
in, I believe there is definitely variation; the culture of 
the nation and the people working from that nation 
carry stories and they have to have some influence.

How would you describe the culture of Didier?
Ah, jeez… it’s hard. I put it down to personal 
Australian design. Global tribe. Eclectic, creative, 
and authentic is how I like to see my brand. My 
product ideas are probably on the verge of being a 
little bit bohemian, in regard to the mix of character. 
I like to personify my pieces and I’m interested in 
how the user relates to objects, and the personal 
connection. Didier has a very Australian context. 
Those characters give me a wide direction to go in, 
that’s how I’m trying to define the company.
I’d like to see it become more adventurous in spirit. 
Things are going well and I think this is the time to 
further embrace fine art with design.

Is there any part Australian design culture that 
you would like to see change?
It comes down to this idea of that adventurous and 
brave sort of spirit. What happens with Australian 
products – because branding culture is a relatively 
new concept – is that people are still finding their 
feet and building up these unique brand cultures 
within individual, local companies. There is such 
an overlap of products in our small market that it 
becomes a very generic product very quickly. Brands 
should be more confident in trying to find that true 
identity in themselves. It takes time, and it takes a lot 
of patience.

How would you define ‘design brand culture’ in 
one sentence?
Whether it’s the product, or walking into a 
showroom, or even the person that greets you, it’s 
that first impression that defines your identity.  +
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How important is ‘culture’ to Australian designers? 
Melbourne-based designer, Ross Didier, reflects on his experience.
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DESIGNING SOLUTIONS 

M
arket research is key,” says Instyle textile designer 
Carol Debono. For Instyle, it’s all about “being in 
touch with what is going on in order to provide 
solutions that are based on sound research.” 

We all know that the design market is a competitive 
one, and post-GFC clients are making choices based 
on far more than how pretty something looks. So how 
do you balance a design-driven approach to give 
people solutions to their problems? 

Like any, Instyle’s design approach largely 
depends on the product area. As well as developing 
sophisticated, design-driven and high quality 
products, their collections are often designed to 
meet a brief, that can come from a range of factors 
including a product for a specific market such as 
healthcare fabrics, price-driven to provide a solution 
for a specific price point or performance-driven to 
meet a specific abrasion, fire or acoustic result.

The key here is a design team who stay up-to-date 
with current and future trends through international 
trade shows, design magazines, the Internet and 
market feedback. It also comes from broadening 
their perspective through collaboration with external 
designers such as Michael Young, Adam Cornish, 
Ilias and Lori Roop, to create new products for 
any number of sectors. Inspiration can come from 
anywhere, and this approach allows the team to 
deliver design solutions – regardless of price – to an 
increasingly discerning market. 

Ecoustic and Wovin product designer Demetre 
Tryfiatis notes that: “Working closely with the 
industry and our team in the field helps evaluate 
and sort one idea from the other. Personally, being 
exceptionally hands on in the design process with 
site visits, test installations, working in our studio 
and dealing with local manufacturers not only keeps 
inspiration up, it’s also another way to keep an eye 
out for an area of development. Combined, these 
all provide different channels to see where we can 
improve and what we can do next. Luckily (and 
thankfully) the company is willing to take a venture 
into new territory if we can see there is a need.”

Having established Instyle in 1987, Instyle 
has evolved from a textile design company to 
specialising in five key product areas; Textiles + 
Vinyls, Contemporary Leathers. Wallcoverings, 
Ecoustic and Wovin Modular Systems, that are 
represented throughout Australia and internationally. 
Today, the Instyle brief-driven approach has created 
a flexible design studio, who source, design, create 
and curate a unique and ever growing, diverse 
collection of interior finishes. Quality, best-of-breed 
products, sustainable thinking and local manufacture 
are just a few reasons to keep authentic players like 
Instyle on the radar. 
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Why is it important to be driven  
by market forces beyond looks? 
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