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Occhio founder and designer Axel Meise on the fine art of custom-
er-whispering, technological breakthroughs, holistic brands and the
future of light.

Have you ever walked out of a hotel because
of bad Iighting?

A
M

Mo; once ':,'nu’ve booked in, you just grit your
teeth and get onwith it. But | certainly didn't
stay there twice. Hotels, restaurants and
shops live from the experience they offer, the
quality of time spent there, the colours of
the materials and the products. If you save
on the lighting and on expert advice, ':,ruu'ﬁ
end up with no customers at all. That's pinch-
ing pennies in the wrong place. We alwa

ensure we use the very best LEDs. That's the
Oechia philosaphy: no compromise. It's al-
ways been about realising a cencept the

idea of u:ing |ig|1t as o medium for holistic
design in private spaces and large-scale pro-
Jects ahke.

It's quite a popular 5I-ngan. What's your take
an k7

A
M

| see hodistic as the opposite of the way it's
normally done, where a few items are picked
outofa hutc:hpntch of diverse pral:lucts. Cur
aim is te create a streamlined concept, not
just slap together a mishmash of different
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materials, designs and light sources. Oechio
supplies a lighting system in which the de-
5iE"'| surfat;q;, light qua“t}l and control t:,r:-
tems are streamlined and consistent through-
out. The aim is to create the right lighting
for every situation, but creating a consistent
overall effect. That makes an enormaous dif-
ference. Customers get that experience from
a single Occhio lamp and then develop an
appetite for more, enabling ws to build up a

Inyal base of repeat customers. Like Appl:e.

That emphasis on technology, user conveni-
ence and de-sign 1:|u5||i1.‘:lv,r certainly does have
a certain Apple ring to it.

A
M

| hear that comparisen a lot, and there is ac-
tually a lot ef commen ground between us.
We feel we only partly belong to the lighting
industry, | like to take brands like Apple for
Euidan:n an|:|. check out what th!-}r'r!' dning
|:.||..|.1: nnl':,.l sa that | cam da it all Eluitt-

diffe rnrlt|1,r IN GUr W industr}r.

Could you e:-cplain wihat you mean h:,r that?
Making IiEhL inte a cultural gn-ud and a lux-
ury prnduct?

A
M

Light has always been a cultural geod, right
from the Stone Age, when people would clus-
ter around a fire that gave heat and light. It's
a|wa1l,.r5 been a cultural guud in the form of
artincial |ig|‘i|:=I too candles and g-as“ght.
Then electric light came along, and some time
or other the first LEDs appeared, and then

energy-saving lightbulbs. And that was the
moment when Inge Maurer, for one, an-
nounced that he feared far the culture of
light. Onee peaple have experienced quality
light, they no longer want to give it up. We
adopted LEDs relatively late because we al-
WA :uugl\t ta :uFFI}r l:|'|¢ WEFY best qual;t:f
that was the closest to halegen. In fact, there
was a risk invelved in the move from halogen
and incandescent te LED, and many people
suffered because of it.

COechio seems in many respects to be a thor-

oughly German phenomenon, consistently

updating and advancing the system-based
design from the 1960s,

A

M
But that's the way the Swiss do it too! And
the Danes. It's such a sensible idea. An eco-
system doesn't fall within a specific nation-
ality, as our name shows; we deliberately
decided not ta use a German name for the

product or the brand.

Why not?

A
M

Because we see ourselves as an internation-
al brand and because the idea also works at
international level. The name Cechio nat-
urally reveals a strain of [talophilia, but it can't
be localised or pin the design down to a spe-
cihe re_gi:m, {ae s r'rr_f_:.".r.l PEFINTE would be a
good it as a label. It's about high-end prod-
ucts in a high-end ecosystem.



ol e

o







WO AD

And that means..

A
M

| don't want to make things that other peo-
ple make, or do what they do. We aim to cre-
ate products and spaces that inspire cur cus-
tomers: not only in our own ﬂagship stores,
but also with shop-in-shops at cur retail part-
ners, | hat means bei ngfa miliar with the mat-
ter right down to the tiniest detail. The prod-
uet is only the eore, the seed; it's all about
designing the entire chain of brand experi-
ence from end to end, and that really means
geing right up to the customers, being in di-
rect contact with them, listening to them,
understanding them. In the end, we seek to
affer our customers what they really want
for themselves, but may not even have known
they wanted. That needs consistency, right
dewn to the imagery we use. One weak link,
and it’s all over. Well, perhaps not all over,
but the whole brand experience is weakened.

Are there still I:-igI diferences between your
vision and the products that are now availa-
hle ta lank at and I:ru':,l'?

A
M

My vision has various different dimensions.
The geal is a culture of light that we create
and offer to cur customers. What we see now
is certainly the vision | had hve years ago, or
FFIE-':."I:I!: even Iun.gqr: anex I:remtl:,,r Fre:i:e ard
cumFrnhnnsi\rl: portfelie, a helistic system
offering the right light for every situation. A
complete solution, But technolegy moveson,
we have ideas, and innovation is our middle

Nnarmie,

Seit's nat nnl':,l abaut deaign.-.

A
M

Dq:ign T q-nl}-' the marmfestation af inneva-

tion that develops successively. It might be

interesting to intreduce decorative elements

while we manage our existing pertfolic and

add new products, like the Mito series with

its touchless contral, It opens up scope for
SUrprises,

You said befare that you only partly see your-

selfasa |ig|1tiﬂg manufacturer. Are you mare

like a technology company that's expanding
its saftware operations?

A
M

Light iz always about control. How can | ad-
just it ta my moods, my needs and desires?
With electranics alone, of course, I'm proud
that we've come through the chip crisis so
well. The innovations coming along now are
more cencerned with control, but they alse
involve lighting technology or the possibili-
ties offered by motonization.

Dechio has shown impressive growth in recent
years.

A
M

Standing stillis going backwards. Throughout

the entire history of the company, ever since
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1999, we've only dipped into the red briefly.
We've exp nded almost fourfold over the past
five years, That's an incredible pace.

Growth on that scale l.lw;l"‘,r comaes with a
price tag..

A
M

I'm really proud that we've grown so much

but still stayed highly pruﬁtabfr.Th at growth

isn't only down te Mito; classic designs like
Sento are also kicking up a gear.

There have also been a few changes in-house.
Benno Zerlin is now co-CEC, overseeing day-
to-day business...

A
M

Yes, the big switch has just taken place. I'm
new free of the daily routine and handed man-
agement over to Benno. Maw I'm chair of the
advisory board and | leve it. I'm still the di-
rector of design and innovation, strategy and
brand. We've broken the EUR 100 million
:'.Illa-: barriar and are the Eur-n-an markat
leader. Mow we have to unlock the vast po-
tq-nﬁ.i|| {!F inturn;tianﬂ markets. !t':. now all
the mare impu-r'l:i nt for averyone to focus on
their core skills. I've done the management
up to now, but my core skills lie elsewhere...

Im design':'

A
M

Yes, and in innovation, brand and stratepy.

The hardest part af de:ign %

A
M

..only doing what's most useful for the brand

and the pq-rl:fn-“:r and, of course, what deliv-

ers added value for the users, But not all the

designs have to come from me. We have a

strong design team. My main_il:.‘-h is to pro-

vide a flow of constructive input and to kﬂrp
saying no until it's perfect.

Is there a set of specihe criteria?

A
M

Mo, we only draw up a rough set of specih-
cations, which evelves constantly. Qur ap-
proach is holistic, thinking consistently and
living and breathing our own values, truly im-
plementing them. The hardest task is actu-
ally ensuring our employees :Iearhr under-
stand our values and are familiar with them
down to the smallest detail.

Have you ever rec cived love letters to il
ot freautiful fighe”

A
M

fes, | have, actually. It's ultimately about giv-
ing our users what makes them hai:q:nl,r and
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genuinely enhances their quality of life, and

that's exactly what we do, Cur first praduet

saw us making something utterly new and

disruptive and saying: we're putting an end

te chaos and creating order, consistency and

:-:n'-.rl:nitn::. Tﬁdﬂ}r Wi :u” it e el
af fradny

Doesn't success generate its own risks, par-
ticularly when exclusve designs are involved?
What if customers start to say: oh, Occhio
15 everywhere, let’s look for something else?

A
M

Alll can say there is: have funlooking, There's
nothing around in the same league. Of course
we have a certain presence, but then so de
many gnqd I:I\ings.. | 1-17] th:lt asa muti'u'.atinn,
not a riil'!. I'F you |D'i""|:' 'dri"«"il'tg }I'IJUI” leﬂﬂhl':f'
give anything to drive a Porsche some day,
even though the roads are full of them.

S0 where will Occhio go from here?

A
M

There's still 2o much to do. Take internation-
alisation, for exa mple, which s still & I""'-'ﬂf
subject for me. The UK is our next market in
Europe. In ltaly we've already sent out a clear
5igna| with our new stere in Milan: we're row
the Eurupean market leader, and our next
goal is for Oechio to conquer the warld. We've
air:ad}r made a start, at least in !:q' markets
like China, and there's still plenty of poten-
tial in the USA. That will dehnitely be the
next phase of our business. But it tm|:.r waorks
if we have the right people, the right employ-

ees and partners, who share our values and
inspire our custamers wheraver I:he:,.r are in
the warld.

Axel Meaise, thank you.
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