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KABC was hired by design firm GENSLER 
to merge the brand of the legendary Hard 
Rock Hotel & Casino in Las Vegas with an 
adjacent mixed-use development consist-
ing of more than 7.37 million sq ft on 30 
acres. Due to its interesting mix of hotel 
guests, which includes famous musicians, 
mainstream celebrities, sub-culture B-per-
sonalities, hipsters, bikers, and wannabe’s, 
the Hard Rock Hotel & Casino is perceived 
as a cult destination. KABC analyzed the 
archaeological potentials of the Hard Rock 
brand and translated them into two distinct 
masterplanning concepts. Both schemes 
are based on the original Hard Rock scheme 
and expand this mission by integrating ele-
ments of wellness and sustainability as well 
as ecotowers powered by renewable en-
ergy sources. The first scheme was based 
on the idea of the “Rock” to lend the Hard 
Rock Brand a physical presence – a new 
place of origin. A lazy river and a luscious 
park that separates the residential areas 
from the lively casino/pool area surround 
the Rock. The Park is animated by  water 
features and visually continues the luscious 
landscaping of the existing poolscape into 
the more quiet residential area. The second 
scheme was based on the creation of an 
Ecstasy Island surrounded by iconic Ec-
otowers. The central feature of this scheme 
is a private island that houses a series of 
exclusive amenities for residents and VIP 
guests. While the island is envisioned as 
a pristine oasis, the other side has a more 
public, lively, and commercial ambiance.

PROJECT TEAM: KABC in collaboration with Gensler
Anna Klingmann, Iljoong Kim, Matthew Celebrio
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Cult status
Due to its interesting mix of hotel guests, which, at 
present, includes an eclectic mix of famous musi-
cians, mainstream celebrities, sub-culture B-person-
alities, hipsters, bikers, and wanna-be’s, the Hard 
Rock Hotel & Casino is perceived as a cult destina-
tion.

Potentials
> Bringing cult status into residential

> Maintenance of intimate scale for music venues     
    and casino
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Style   

From retro to upscale eclectic   
 
The design of existing casino is intentionally sub-
dued and retro glam, which appeals to a hip crowd 
in their twenties and early thirties. 

Potentials:
> Extension of retro appeal into sophisticated  
   upscale eclectic to appeal to an older affluent  
   clientele.

> Creation of unexpected collisions of art, activities,     
   and atmospheres.
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Save the Planet
Hard Rock International began to “Save the Plan-
et” long before the environment became a widely 
supported cause. Sustainability and the public’s 
concern for the environment has since become a 
meta-trend. As people are becoming more health 
conscious, they seek the same qualities in their liv-
ing environment. Consumers are willing to pay more 
to live in a well-designed “green” community that 
conserves energy resources and protects the beau-
ty of the natural environment.

Potentials 
> Expansion of this mission into an overall theme of   
    the proposed extension

> Ecotowers powered by renewable energy sources
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Rock + Rehab
The Hardrock is defined by an interesting sequence 
of rock (entertainment), roll (casino) and rehab 
(swimming / spa) proving that wellness today is a 
must but — if augmented by reckless hedonism— 
turns into cool.

Potentials 
> Amplified fusion of wellness + hedonism

> Creation of day/night use scenarios (spa by day,     
    party by night)

> 2�h spa + 2� h nightclub

> Intense mix of yoga, massage, and dancing
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