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INTERVIEW WITH DANISH MASTER DESIGNER TORSTEN VALEUR
INTUITIVE, ENDURING, EMPATHIC AND GENEROUS

Torsten Valeur is definitely a well-known name in the field of global audio-visual and home appliance design. As a Danish master
designer as well as CEO and creative director of the Copenhagen-based Valeur Designers studio, he is renowned for the numerous
star products he has created for Bang & Olufsen (B&O), the world’s leading audio brand. In iF DESIGN AWARD 2022, Torsten
Valeur has once again received the top award — iF DESIGN GOLD AWARD, with “Beosound Level” speaker for Bang & Olufsen.
The iF international jury was generous in their praise of this product: “Beosound Level exemplifies the sophisticated, understated,
and high-quality design language for which Bang & Olufsen is famous. The materials were chosen with longevity and sustainability
in mind. This design allows for flexible positioning, ensuring harmonious and effortless use in all kinds of interiors.”

We can say that the comment of the iF international jury not only reflects the longstanding and deep cooperation between Torsten
Valeur and Bang & Olufsen, but also reveals adequately Torsten Valeur’s design philosophy.

In 1995, two years after Torsten Valeur had earned his degree from the Royal Danish Academy of Architecture, Department of
Industrial Design, he joined the then-David Lewis Desighers, which was founded by the famous designer David Lewis in 1982.
When Torsten Valeur started the first day, David Lewis’ first words to him were: “This is your desk. Now design a telephone!” —
David Lewis didn’t give him any guiding information. Instead, he allowed Torsten Valeur a free creation. Surprisingly, it was exactly
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“My goal is to create remarkable and memorable products with strong
personalities that evokes a lasting appeal to keep them.”
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the landline phone BeoCom 2, Torsten Valeur's first project for Bang & Olufsen, which made him famous. Since then, Torsten Valeur,
together with David Lewis, had created successively countless classic works for the main client of their studio — Bang & Olufsen.
In 2008, he became a partner of the then-David Lewis Designers studio. In 2011, after David Lewis passed away, he took over the
studio. Under requirement of the clients, the studio was renamed as Valeur Designers in 2018. Valeur Designers has continued to
create extraordinary iconic products for Bang & Olufsen, maintaining their close and deep cooperation.

Torsten Valeur has always been fascinated by designhing elegant technological products. Being adhered to the four design principles
“intuitive, enduring, empathic and generous”, he thrives for transforming technology into products that are aesthetic, uncomplicated
to use and can evoke an enduring magic pleasure as well as a lasting appeal to keep them. Moreover, the products should have
strong personalities, can yet easily blend in various home interiors. — All these seem to be familiar Scandinavian design features.
However, Torsten Valeur concludes his own design philosophy not as the common Scandinavian Minimalism, but as “Essentialism”.
In addition, he would conduct sufficient "feasibility study" on products and takes "marketability" into account.

Torsten Valeur’s unique "Essentialism" design concept and extraordinary design quality are not only appreciated by Bang & Olufsen.
In recent years, international brands such as LG of Korea, TP-Link of China and Elica of ltaly have also cooperated with him,
thus making Torsten Valeur produce more outstanding works which have won numerous awards in the world and accomplish
remarkable achievements.

So what indeed differentiates Torsten Valeur’'s “Essentialism” desigh concept from “Minimalism”? How can he manage to make
his designs to have strong personalities and blend in the surroundings unobtrusively at the same time? In view of the fact that
consuming electronics products usually have short life, how does Torsten Valeur create products that people can keep for a long
time"? Moreover, how does Torsten Valeur conduct “feasibility study” and “marketability study” on products? As a design expert of
technology products, what does he think is the future development trend of technological product design? With many questions,
Package & Design conducted an exclusive interview with Torsten Valeur, and selected some exceptional works of Valeur Designers
studio over the years to share with our readers.
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» Q: Package & Design » A: Torsten Valeur, Danish Master Designer, CEO and Creative Director of Valeur Designers

About “Beosound Level” Speaker
- iF DESIGN GOLD AWARD-Winning Work 2022

“Beosound Level is constructed with smart modularity so all the parts that would age first,

from battery to the core brain, can be easily changed, giving Beosound Level an extended new life.”

Q: Congratulations to Valeur Designers on winning this
year's iF DESIGN GOLD AWARD with "Beosound Level"
speaker for Bang & Olufsen!- Could you talk about the
design concept and development process of this product?
What distinguishes this product from the numerous
loudspeaker products on the market?

A: Beosound Level differentiates itself from other products on
two aspects, the very versatile acoustic composition and the
build for longevity.

The process started with the acoustic team at Bang & Olufsen
set out for making a versatile portable speaker that could fulfil
the most used usage scenes. They came up with a solution
with a layout of the speaker drivers that would provide stereo
sound when standing in front of you, 180-degree omnidirectional
sound when hanging on a wall, so the sound would have the
same quality no matter where you are in the room, plus a fully
360-degree omnidirectional sound when laying in the center of a
party. All of this was made flat so it would fit nicely in a handbag.
With this concept we set out to give it a shape. The challenging
part was to make it look equally good when standing, hanging
and laying. At the same time, it has to be robust as a tool without

it visually slimmer and lighter which makes the good sound
performance even more surprising.

The second aspect was the focus for longevity. With my designs,
| have always hunted solution that would have an enduring
appeal as | really do not like products that fade out quickly. The
issues with technologic products are that the technology ages
too fast and people are forced to throw out products before they
actually wish. This is not good for the environment and it also
frustrates many people. Therefore, Bang & Olufsen set out to
make it different and Beosound Level is constructed with smart
modularity so all the parts that would age first, from battery to
the core brain, can be easily changed, giving Beosound Level an
extended new life. It is the first of its’ kind, but we believe that in
the near future most products will be made like this.

Q: As we know, David Whitfield Lewis, the founder of David
Lewis Designers (predecessor of Valeur Designers), had been
designing for Bang & Olufsen since 1960. As a designer, you
have been also working with Bang & Olufsen for more than
20 years. — Could you talk about the cooperation between
Valeur Designers and Bang & Olufsen?

losing any elegance. The solution has become the endless A: When | joined David Lewis Designers in 1995, he was still
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handle that wraps the speaker all over as a protective bumper the design director of Bang & Olufsen though our studio was an

indicating it can be set in all directions. The handle makes independent studio located in Copenhagen, 4 hours of car drive
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from Bang & Olufsen in Struer.

We had always a couple of ongoing projects running parallel and
every Friday David was in Struer for full day meetings. Our job
was to come up with new ideas and give them shape.

We did not have any brief, but the starting point could be a
question like “This product is quite old now. What type of thing
could replace this product?” or “We have this invention. How can
we use it meaningfully?”. It was based on a close intense dialog
with engineers and specialists in a closed circle group at Bang &
Olufsen called “Idealand”.

When projects were developed into a certain level we would
present it to the CEO, showing what it was, how it looked, how it
sounded or how the picture was and how it moved —in short, all
the things you could experience from a product. It was estimated

what the price would be and the investment needed for making
it into production. The question to the CEO was: do you want it
or not?

My first project the landline phone BeoCom 2 was made in that
environment and | had the privilege to present it first time to the
people at Bang & Olufsen. It was a great experience for a young
designer as | was.

The methods of working together with Bang & Olufsen have
been changed a lot throughout the years and today it is quite
similar to how it is in other companies. One thing that still is the
same is the close collaborations between designers, engineers
and specialists which | cherish a lot. | believe it is fundamental
that designers and engineers are deeply involved with each other
in a creative connection of making dreams become real.

About Torsten Valeur and Valeur Designers

“I find myself fascinated by technology but a true sculptor at heart. I thrive for transforming technology into something that is aesthetic,

uncomplicated to use and evoke an enduring magic pleasure.”

Q: Could you talk about the studio's founder David Whitfield
Lewis? It is said that when you first joined the studio, his
first words to you were: "This is your desk. Now design a
telephone!" — So what David Whitfield Lewis is like in your
eyes? Please talk about how your experience working with
him has influenced your work today.

A: David Lewis was a fascinating man. Not so communicative
but very warmhearted. He was absolutely focused on creating
the concepts, deeply searching for each product’s unique reason
to exist. To achieve the right result was more important than
deadline, and if we did not have a solution, Bang & Olufsen had
to wait another week. He was not afraid of changing his mind
right up to a delivery.

When | started the first day, he gave me a desk between the
other two persons working at the studio at that time, and told me
to make a phone. As a newly educated designer | asked for a
brief and general information guiding me what | should create. He
told me to figure it out by myself, start designing and discovering
what it should do during the creation process. Work, explore with
curiosity in an unplanned process driven only by intention.

He was the fresh eyes who told what he instantly saw and that
was very helpful. His awareness of keeping an open sense and
mind is something | learned from him. He was exceptionally
good at that and | try my best to keep my senses open so | can
grab the instant moment of what | am doing.

Q: We know that you have been leading David Lewis
Designers since 2011, but why didn’t you rename the
company Valeur Designers until 2018?

A: Doing designs has always felt more important than being
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a manager and that is why | enjoyed being in the studio doing
great designs. Running a design studio has never been a dream
for me. Before David passed away, we were in the middle of a
generation change, so it was natural that | should continue the
studio after his death. | kept the name since | wanted to show
my respect to David. But it became more complicated after
years and clients pushed forward the idea of a name change,
finally we changed the name.

Q: Please introduce the Valeur Designers at present. As an
industrial design studio and consultancy, why does Valeur
Designers choose to focus on technological product design?
A: In many ways, we are just like we always have been. Our
client base is global, mainly Asia. But we are a studio with around
five persons and some extras with a background from architect
schools, product desigh schools, and automotive design
schools. The size is small but enough to guarantee that we are
involved in all projects.

It still is a rather messy place that looks like a sculptor’s
workshop with cardboard and materials and many full-scale
models all over the place because we like the direct hands-on
experience of working with models. The difference is that we
today work in 3D.

The reason we are focusing on technologic products come
naturally from our long history with Bang & Olufsen. | find myself
fascinated by technology but a true sculptor at heart. | thrive
for transforming technology into something that is aesthetic,
uncomplicated to use and evoke an enduring magic pleasure. It
is not easy to do that but the challenging part of overcoming all
the obstacles and turn the beast into a beauty is worth doing.
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Torsten Valeur’s Creation Philosophy - Essentialism

“Our design can both be full of shape and have decoration, but only if it is essential for that object.”

Q: You have said that your design philosophy is
“essentialism”, not “minimalism” — Can you explain that?

A: Our process of giving objects a shape could suggest our style
is minimalism. | like minimalism but we are not minimalists. When
we chisel away the excess until the essential idea reveals itself,
and remove anything that takes away from the original idea, our
goal is not the minimalism but to make sure every shape relates
to the idea and to the object’s unique reason to exist. | do not
like shapes without a meaning or decoration without a purpose
because without meaning it tends to fade out fast.

Essentialism may be a better word for our style. Essentialism

is more than minimalism. Minimalism tends to be a certain
style that dictates the shape, even when it is contradictory to
the core idea, and | try to avoid that. Our design can both be
full of shape and have decoration, but only if it is essential for
that object.

Minimalism can also be a bit too rational aimost impersonal and
you lack the sense of the people behind the object. | hope to
bring a sense of personality into each object we create. Not only
bring a sense of soul to it, but also make people feel our passion
within the object. With this | believe people will connect more to
the products.

Torsten Valeur’s Design Principles - Intuitive, Enduring, Empathic and Generous

“This becomes its identity that should both stand out strong so it can trigger emotions,

but also never be obtrusive and constant craving for attention. When it is without any unnecessary shaping,

unwanted details and it feels like everything is solved, then the product is free of visual noise and it will better blend in the environment.”

Q: While consuming electronics tend to have a short life
span, why does Valeur Designers concentrate on creating
“iconic products” with lasting appeal that people can keep
for a long time? In your opinion, what is the key to develop a
product with lasting appeal and for longtime sales?

A: Because it makes sense for the people. If you buy a product,
especially a more expensive product, you deserve that it makes
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you joyful for a long time.

My goal is that you should fall in love with the product and keep
it for years. At first glance, the design should invite you to take a
closer look at the object. This initial encounter should make you
convinced that the product is made for you and the interaction
should remain appealing, addictive and never become tedious.
When David Lewis and Jacob Jensen worked together, they
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made a model of a music system in 1962 originally for GE, but
it was later shown to Bang & Olufsen. It still looks quite modern
and desirable today. Isn’t that fantastic! They did not create
according to the fashion of the time but for the future, by making
what really made sense. It should be the goal for all of us.

Q: Could you explain the four design principles of Valeur
Designers: intuitive, enduring, empathic and generous?

A: | believe that great designs come from finding the true identity
of an object, an identity that is both original, obvious, intuitive and
new. It is not a thing written on our studio wall, however, when
we design a product, we are automatically led by our four design
principles: intuitive, enduring, empathic and generous.

Intuitive means that it is instant understood by its user. When
you see it for the first time you instantly know what the product
is and what it can do for you. Though it should be surprisingly
new, it is based on our human habits, experiences and cultures.
Therefore, it is recognizable.

Enduring means that it should evoke an enduring appeal. It
should stay desirable. It is made to last and give the user a
pleasant experience in many years to come.

Empathic means that a product should feel like it is made just
for you by someone that truly understands your needs, even the
unspoken latent needs.

Generous means that the products give you more than the
needed. It does more than solving the problem. It feels like the
perfect gift where every detail seems just right and it brings
you joy every time you look at, touch and use the product. You
should feel the dedication and passion put into the product not

only from us designers, but all involved in creating and producing
the product. It should be a product we all are proud of having
created and like to pass over to you.

Q: Valeur Designers aim for design that is “instantly
recognizable from a distance” and at the same time so
“quiet” that it harmoniously blends in with its surrounding
like a chameleon. — How does Valeur Designers achieve the
seemingly contradictory qualities of “unobtrusiveness” and
“recognizability” at the same time?

A: | find that some of the products that blend best into the
environment of people’s home are actually standing out quite
clear and full of attitude when you look directly at them. They
act posttively to the room and when they are not visually noisy,
they can almost disappear when you do not look at them. Other
objects that do not have a character tend to be present at all
time, because they do not act positively to the room and might
even annoy you instead by their pure presence.

The most important is to make the idea stand out. The idea
based on the true identity of the product. We then reveal the idea
by removing anything that takes away from the original idea. We
keep going until only the essential is left and the objects’ unique
reason to exist stands clear. This becomes its identity that should
both stand out strong so it can trigger emotions, but also never be
obtrusive and constant craving for attention. When it is without any
unnecessary shaping, unwanted details and it feels like everything
is solved, then the product is free of visual noise and it will better
blend in because you like to surround yourself with product you
like and feel being welcomed in your unique space.

Torsten Valeur’s Creative Methodology

“Feasibility study means examine the feasibility of the product. Is it developable and constructable?

Will it fit the clients’ facilities and capabilities? Is it possible to create within the boundaries and cost?”’

Q: It is said that you are “a true sculptor at heart”. And
Valeur Designers studio in Copenhagen looks a lot like
a sculptor’s workshop. - Please talk about how Valeur
Designers integrates the creative thinking and methods of
sculptors in its creation process.

A: Working with full scale sketch models is a tradition we have
inherited from old days prior to working with computers. This
is still today an essential part of our working process because
we find that it is the most direct way to read and understand an
object. You can instantly sense how it feels and your reaction to
it. Does it feel too heavy or imposing? How is the size? How is
the balance? At the same time, it is a very good inspirational tool.
Their physical presence keeps our focus on the essential and
directs you where to go next.

Models are not used as presentation models but working sketch
models; they should be made as simple as possible so they are
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ready to be changed. We use cardboard, woods, pieces from
products. Real materials, aluminum, glass, natural wood, fabrics
are present to inspire and give the feel of material.

Though the sketch models are made primitive, quite a few
projects for Bang & Olufsen have initially been presented by a
cardboard mock-up made in the studio, even with cardoboard
you can get pretty close to the feel of a real product.

Q: During the “birth of product” stage, Valeur Designers
will conduct a “feasibility study” on the product. — Could
you talk about what aspects are included in the “feasibility
study” of Valeur Designers?

A: First step after presenting our design concepts is to do a
feasibility study with the client. Feasibility study means examine
the feasibility of the product. Is it developable, constructable? Will
it fit the clients’ facilites and capabilities? Is it possible to create
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within the boundaries and cost? All these questions can only be
answered in a dialog with the client.

Feasibility study cannot give you all the answers and we have
to be open for the possibility that the right solution come very
late in the process. With our long-term collaboration with Bang
& Olufsen we have more than once discovered that the best
solution came very late in the process. Because we had an open
and trustful process structure and we could grab the opportunity
when a different, but ultimately right solution popped up.

Q: The "iconic product" that Valeur Designhers seeks
stresses on being remarkable and marketable. — Could you
talk about how Valeur Designers takes "marketability" into

account during the design process?

A: Our overall goal is to create remarkable and memorable
products with strong personalities, that evoke a lasting appeal
to keep them. But we do that for our clients’ sake, not just
for satisfying our own will. Strong ideas can fail if we do not
understand the clients” unique situation, from the sales channels
to the production facilities. What is the point of designing an
oven perfect for build in, that is surprisingly small on the outside
yet with a full-size oven-room inside, if it is only sold in big
warehouses stacked besides other ovens? Then people will
never discover the benefit of this oven. We did that once and |
learned the importance of considering the clients’” many aspects
when evaluating our ideas.

Torsten Valeur’s View on the future

“I believe that it will be more common to see products made for a long life and even a second life,

by being upgradable, easy to repair and dismantle, because that would be obviously necessary.”

Q: Valeur Designers concentrates on designing technology
products. — Taking the current economic environment and
technological development into consideration, what do
you think is the future development trend of technological
product design? Are there any particular challenges of
technology product design you would like to take on?

A: As we earlier talked about Beosound Level, | believe that it wil
be more common to see products made for a long life and even
a second life, by being upgradable, easy to repair and dismantle,
because that would be obviously necessary.

We see how products are made smarter and more autonomous
and connected to each other. There is a lot that push forward
this type of technology and many talk about it, but | am not sure
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we have found the true meaning of it yet. To figure out the true
value for the users is a task we all have ahead.

One thing that | am currently thinking about and look forward to
exploring deeper is the invisible technology. Products which have a
high level of technology inside, but where the design is not harmed
by it. Products that appear just as desirable and intuitive as our best
crafted objects, but loaded with all the functionality that advanced
technology gives us. A speaker without holes, a car without the
need of cooling, a thin-walled porcelain cup that heats up the
water by itself. In many ways, a smartphone is an example of that:
essentially a solid piece of pure glass but with endless functionality.
Now we just need to give it a sense of soul and let the shape
pleasantly guide your fingers not just by the content of the screen.
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