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1. (Previous spread) 
The interior of 2 Day 
Languages in Valencia, 
by Masquespacio. 2. The 
design integrates the 
historic values of Valencia 
but mixes modern with 
old.  3-6. Each classroom 
contains a brand colour, 
blue, yellow or pink. 
The colour is presented 
as a gradient. Due to a 
limited budget the original 
floor was maintained 
and 90 per cent of the 
furniture was realised 
in carpentry workshops. 
All decorative elements, 
tables and lamps where 
designed by Masquespacio. 
(Photographs by 
David Rodríguez)

“As construction 
progressed, and despite 
the trust between Dwight 
and Chef Aielli from 
their previous ventures, 
Dwight still received 
three calls a day saying,  
‘I trust you but I’m not 
sure about the green!’.”   
Simon Bush-King

�

IT IS NOW well into the fifth year since “La Crisis”, 
when the real estate boom in Spain came 

to a crashing halt. Among the cold, depressing stats like 45 per 
cent of architectural studios closing their doors and almost 
50 per cent of architects being unemployed, are examples of 
talented people making their own opportunities where good 
design continues to take centre stage. Two recent projects, 
both by young firms, show completely di�erent approaches yet 
demonstrate the possibilities that remain despite the di�cult 
design climate. A cultural centre with a broad focus on media, 
in the middle of Madrid, by Langarita-Navarro Arquitectos, 
demonstrates how to get the most from an existing building 
while grabbing our attention with a clear inventive aesthetic. 
Meanwhile in Valencia, designers Masquespacio have placed a 
brand centre stage in their renovation of the interior and visual 
identity of a company taking a fresh approach to learning a 
foreign language.

Two Day Languages, in Valencia, by designers Masquespacio, 
was a project for a regular client who specialises in taking 
existing business models and injecting new life and purpose 
into them. Masquespacio had a good feel for the brief and 
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ambition of their client. Designer Ana Milena Hernández 
explains this strong relationship by commenting, “After several 
projects we have built up a level of trust that makes them easy 
to work with”. Hernández continues by giving insight into the 
rationale and business case behind the project. “Many Spanish 
businesses lack innovation and o�er a very poor service due 
to easily making money during the Spanish property boom. 
Logically, today most of them are closing – our client specialises 
in upgrading existing business models by o�ering an innovative 
image and services.”

Approaching a project with a focus on a brand has delivered 
an interior that is highly graphic, visually interesting and fresh. 
Targeting holidaymakers in summer and mainly Asian students 
in the o� season, the ambition was to create a bright space that 
people were excited to be in. The focus is put squarely on the 
container – in this case a mid-19th century neoclassical building 
and what to put in it – clean, crisp furniture and branding 
elements. Indeed, as Hernández explains, this approach touches 
everything in the space, “the lamps, the decorative elements 
and the gradient colours are all a fragmentation from the logo.”  

The high ceilinged, 183m2 space, houses three class-

  4

  5

  6

  3

  2


