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Brief Explanation/Outline of Project 

 
To recycle vintage suitcases into experiential environments, that are transportable and can 
be easily erected in any space.  The cases will form a fully-functioning community space, 
encouraging interaction and engagement between people and their environment.  Cases 
can be designed for different products, games or brands, but maintain a similar functionality.   
 
The vintage nature of the cases will provide a nostalgic narrative, the functionality will 
encourage interactive, which in turn, will create memories and engagement with the central 
product.  This maybe educational (e.g. pop-up science lab or library) or more frivolous (e.g. 
fussball in a forest). 
 

Context / Rationale 

 

The overwhelming choice and speed of an increasingly digitised world, has created a demand for the 
familiar, where people seek reassurance from the ordinary and reminisce about past sentimentalities. 
Previously observed in aging populations, this is increasingly being noted at an earlier age, 
particularly amongst Millennials, coining the phenomenon ‘early-onset nostalgia’ (McGinley, 2016). 

 

When engaging with products or events, consumers are now increasingly looking for tangible ‘real-
world’ experiences.  New exciting event environments can be created using fully sensual, immersive 
designs. This may utilise digital technologies, such as Augmented Reality (AR), holographic 
installations, or an interactive element on a smaller, more personal level (Munro, 2015).   However, 
Koepfler and Evans (2016), suggest a rejection of full immersion in favour of ‘shallow interaction’ 
design, focussing upon human-to-human interactions, with a peripheral digital element.  The narrative 
of social media, means that people are now seeking unusual and surprising experiences that can 
document them ‘doing’ (Adams in Perrett, 2016). 

 

Pop-up installations have become the ubiquitous image of these experienced based activities, taking 
brands to consumers.  With Pearlfinders predicted a growth of 40% in these experiential event 
activities by UK brands in 2016 (Gyton, 2016), they show no immediate sign of exhaustion.   

 

With both nostalgia and experience based design both growing, is there a way to combine the two?  

Is it possible to re-appropriate historical objects and narratives to create new portable experiential 
spaces? 

    

Key Area of Research 

 
 
Immersive and experiential experiences take people away ordinary consciousness and providing new 
perceptions.  The Experience Matrix, produced by Zoels and Gabrielli (in Berridge, 2007), showcases 
how the use of sensual stimuli can be utilised to connect with personal beliefs.  Of particular research 
interest is how varying combinations of sight, sound, imagery and tactility can be utilised to create 



narrative.  
 
 
Trade shows and exhibitions provide a key area of research into how static, pre-defined spaces can 
be transformed into brand portals, competing for attention amongst a cacophony of similarity.   
Likewise, pop-up installations in shopping centres, galleries and the urban environment, demonstrate 
how similar spaces can be created in less constrained environments and will provide a source of 
inspiration and understanding.  Both of these areas produce key research possibilities, in terms of 
construction (materials, weights etc), branding, audience engagement and ROI.  
 
 
There is also a requirement to identify key target audiences.  As already discussed, Millennials have a 
propensity toward engagement focussed brand activations, but WGSN’s (2013) report into the luxury 
market, suggests that this sector is also moving away from mega-brands to those with philosophical 
and heritage based ideologies.  Why are consumers turning toward products that have a meaning, a 
history or a story to tell?  What factors are directing this trend?  What role do political, environmental 
or educational awareness play and how might this impact on design interpretations. 
 
The use of vintage cases or music instrument cases may provide both a historical narrative to a 
design and also a practical solution as a transportable pop-up space.  But how can these be 
transformed into immersive and informative environments?   Is it possible use these to create new 
spaces removed from the convention of the normal ‘four walls’?  Can the contents/theme of the cases 
juxtapose against their surroundings successfully? 
 

 

Intended Outcomes of the Project 

 
To re-appropriate vintage suitcases as pop-up experiential spaces, which can be utilised in 
any environment, either independently, or in conjunction with one another. 
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