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LUXURY RECEIVES A NEW HANDWRITING: CLOSED ROOMS FOR 

THE MODEL INNOVATIONS OF THE BMW LUXURY CLASS. 

Category: Event // Best Brand Activation 

Please note: Even though the attendance of personalities from the fields of art and culture and their 

interaction with participants played a major role in the concept, there is very little authorised photo and 

video material documenting this due to very strict confidentiality agreements, 

1. CREATION 

1.1 Idea 

The BMW Group is redefining luxury with its new high-end models - the BMW X7, the 

BMW 7 Series, the BMW 8 Series Coupé and the BMW 8 Series Convertible. The 

BMW Manifesto of the "Story of Luxury" is no longer about physical luxury, but about 

an attitude – with the courage to break new ground and proudly pursue one's own 

visions.  

This new attitude is reflected in fascinating stories, in the encounter of strong 

personalities and in the generosity of space and time. Together with its partners 

BRANDROOM (architecture) and WOLF ONE (production), METZLER VATER LIVE 

developed a new meeting venue for the BMW Group: "The Studio". 

The concept of the "Studio" completely abandons the convention of closed rooms in 

which the vehicle is the focus of attention and the participants are guided passively 

through the staging and vehicle features. In contrast, the studio creates an equivalent 

brand and product environment in which vehicle presentation steps into the 

background in favour of a new understanding of luxury and which offers a social 

occasion to talk with personalities from the worlds of art and culture about current 

topics and thus give each other the most valuable thing that people can give each 

other: Time for personal conversations. A closed room becomes a meeting place. 

Inspirations and themes inspire discourse and trigger something in the visitors that 

ultimately radiates onto the products and associates themes with them. The studio 

meets its visitors at eye level. The products themselves are no more than part of an 

overall experience and the staging around the vehicles themselves is the place to 

physically experience the aura of the vehicles. The message behind it: BMW 

consistently represents a new luxury dimension and sets new standards in the 

presentation of luxurious automobiles.  

 

1.2 Innovative strength 

“The Studio” completely reverses the mechanics of a closed room: It no longer 

focuses on the vehicles, but on the people. It thus ideally conveys the BMW attitude 

of "Contemporary Luxury", which is no longer defined by status symbols, but by the 

attitude one carries within oneself. 

The concept is so far-reaching that the product does not impose itself on the visitors, 

but they even have to actively engage in it (passive activation) if they want to learn 

more about it – thus the activation develops from a push to a pull activation. 
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1.3 Target group affinity 

In the spirit of modern customer centricity, the BMW Preview consistently focuses on 

the expectations and requirements of the participants rather than the product. 

Although the high-end models BMW X7 and BMW 7 Series also follow a certain 

positioning, the brand does not retreat behind the staging here, but remains in an 

authentic dialogue through personalities such as Jonas Kaufmann, who meet in the 

studio. Although these embody the brand world of high-end models, they also have a 

high radiance and authenticity. Conversations at eye level between them and the 

participants therefore also lead to a high level of identification between the extremely 

demanding target group of HNWIs, which represents the new concept of luxury, and 

the brand and product world. 

 

1.4 Stringency 

The entire concept was consistently based on the three leading principles of BOLD, 

CONFIDENT and DISRUPTIVE, which embody BMW's concept of luxury: 

Starting with the locations, the choice for the "Studio" did not fall on locations already 

known for the presentation of luxury products, but on rough industrial halls 

(CONFIDENT). The design of the closed room took up the concept of the space of 

the new place of encounter (BOLD). All the way up to the completely changed 

dramaturgy of the events (DISRUPTIVE), this concept was consistent and 

perceptible in every detail and thus convincing right from the start. 

 

1.5 Artwork 

Derived from the basic idea of the studio, valence and functionality were also the 

focus of the artwork. The main motif was lines that consistently ran through all media 

and communication areas. The design is withdrawn in each case, but was 

nevertheless implemented in all details in a very high quality. 

Invitations: 
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  First impressions on site: 

 

 Spatial design: 
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Staging: 

 

 Giveaways: 
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2. REALISATION 

2.1 Scenography 

The starting point for the architecture were authentic and industrial locations. The 

expressiveness of this rough environment stood in apparent contrast to common 

conceptions of luxury and thus broke the expectations of the audience upon entering: 

 

In the integrated studio set-up, the vehicles were integrated into a room concept 

designed down to the last detail. Inspired by the central idea of the studio, various 

functions were interlocked in the approximately 1,200 square metre halls: Staging 

areas, retreats for discussions, exhibition areas for design objects and a fine-dining 

club. The generous interior design combined industrial surfaces with materials such 

as brass, leather and light installations, predominantly in amber tones: 
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2.2 Dramaturgy 

Guided by a tunnel with reduced lighting, the guests were already emotionally 

charged on their way out of their everyday lives into the closed room and immersed 

into the world of the new BMW high-end class: 

 

The arrival in the studio took place in Free Flow, where in the first third of the event 

the guests could dedicate themselves to the high-quality exhibits at Flying Buffet, first 

discussions or information offers on the new models and thus immerse themselves in 

the world of "Contemporary Luxury". 

This was followed by the central reveal of both the BMW 7 Series and the BMW X7, 

followed by a product presentation for all guests. Here, too, the first issue was the 

customers' attitude to the subject of luxury, in which the vehicle was basically "only" 

reflected. Here, the cubes became semi-transparent projection surfaces for a 

multimedia performance that formed space, media, light, sound and audience into a 

unit and directed the focus into the heads of the target group. It prepared the perfect 

stage for the unveiling of the two flagships, whose silhouettes repeatedly flashed 

through the cubes as part of the narrative. 

The subsequent round of talks with international artists such as Jonas Kaufmann 

focused – on a very personal level – on themes from art and culture: What is luxury? 

Time? Space? Attitude? A close personal exchange also took place between the 

guests at the integrated Seated Dinner, before the event ended in Free Flow, where 

service and information offerings could also be enjoyed. 
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2.3 Brand communication 

The brand communication moved consistently and in every detail in style, wording, 

look & feel and haptics on the "Luxury Manifesto" of the BMW high-end class. This 

does not use the central BMW logo for communication and differentiation, but its own 

new logo "Bayerische Motoren Werke", which is intended to create a common 

identity for the top models. 

The logo presence, however, deliberately played a rather subtle role – although it 

appeared as a platform, it never took centre stage in order to enable interaction at 

eye level.  

 

2.4 Material and Logistics 

The aim was to give the closed room the appearance of a stationary show room, 

which could just as well be located at the BMW headquarters in Munich. However, 

this showroom accommodates its customers. 

In order to meet the demanding luxury target group, a container solution – which 

would meet the mobile requirements for a roadshow across three locations – was 

avoided. Instead, a high-quality, mobile and flexible space solution was designed, 

which met the highest quality requirements and could be adapted to the respective 

characteristics of the locations. All of the materials used in it are just as stringently 

oriented to the look and feel of the BMW high-end class. 

 

2.5 Accompanying measures 

The attention of the guests was already aroused in advance with an elaborately 

produced, brand-adequate invitation: As the vehicles were still before SOC, they 

were supposed to draw attention to the world premiere of the new spearheads, 

without, however, already giving details. At the same time, the guests were already 

picked up by the new BMW luxury class and inspired for the brand by a high-quality 

visual appearance, a hand-flattering feel and an emotional, personal address by the 

respective dealer. This speech was followed up by the follow-up. 

 

2.6 Attainment of targets 

Although a conversion rate cannot really be evaluated until the beginning of 2020, a 

number of indicators are already pointing to the fact that the concept of the "studio" 

was a complete success: 

The response to the letter of invitation was already extremely positive, as the 

individual slots were fully booked within a very short time.  

This success continued on site: The personal exchange not only took place between 

BMW representatives, artists and customers, but also between the customers 

themselves – in some cases well after the end of the event.  
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This conclusion was also substantiated by the positive feedback forms and the many 

personal guest book entries: 

  

 

3. SUSTAINABILITY 

3.1 Social aspects 

A roadshow with such a large set-up across three locations with 18 event days 

requires not only mental but also physical effort from the entire team. Nevertheless, a 

respectful, communicative interaction between all trades ensured that the project 

could be implemented smoothly. All occupational safety measures were strictly 

adhered to. 

 

3.2 Economy 

The early integration of all key trades into the planning as well as the continuous 

communication and coordination at eye level ensured that there were no major 

difficulties during the course of the project and that synergy effects and thus savings 

could be achieved in many areas. 

 

3.3 Ecology 

Although the studio consecutively had three different locations, no separate room 

was produced as an individual construction – unlike is often the case with roadshow 

set-ups – but existing industrial halls were used. Here, only textile walls and rental 

material were used, which were completely flexible and could therefore be rebuilt and 

reused at the following location without any difficulty and without new production. 

This was not only in accordance with the character of the studio, but also helped to 

save resources and costs. 


