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SCANDINAVIAN CHIC
From its small beginnings, one interior design consultancy has evolved its business concepts to match those of the cruise 

industry. Tillberg Design’s Fredrik Johansson explains to Huw Kidwell the changing nature of cruise-ship interiors.

T illberg Design is a design consultancy 
with significant experience in the 
cruise-ship industry. The company 

has a niche market providing interior 
design for the essential areas of some 
of the world’s best known cruise ships, 
including Queen Elizabeth 2 for Cunard, 
the Crystal Serenity for Crystal Cruises,  
the Four Seasons’ Ocean Residences and 
Carnival Celebration for Carnival. 

‘Tillberg Design has, through the 
company’s 40-year history, planned and 
designed interiors for approximately 130 
vessels, large and small,’ says Fredrik 
Johansson, senior designer and project 
manager at Tillberg’s headquarters in Viken, 
Sweden. ‘In several cases, it has been a 
matter of developing not only the interior 
design per se, but also the ships’ entire 
cruise concept. In this way, founder  
Robert Tillberg’s pioneer spirit has 
contributed to shaping the cruise  
industry into how we know it today.’

The latest additions to the Tillberg 
portfolio are Cunard Lines’ Queen Mary 
2, Bora-Bora Cruises’ two 230ft yachts 

Tia Moana and Tu Moana, and NCL’s 
Norwegian Pearl, all projects where 
Tillberg was coordinating architect. 

Adapting to market evolution
Cruising has changed since Tillberg 
Design first began designing ship interiors. 
Vessels have changed from smaller liner 
type designs to the mega-ships that are 
pushing the boundaries of tonnage. Modern 
cruise ships are built to serve up to 4,000 
passengers, as well as a crew of up to 
2,000, so the design has to be accurate as 
there is not much space to spare. 

Cruise passengers have also become 
more sophisticated and because of this 
the interior design has to cater for a 
variety of tastes, to the highest standard. 
Designers need to be aware of the area 
of operation, the market of the cruise 
ship and the major nationality of the 
passengers, as there can be a world of 
difference between the interior design of a 
ship for the European market and one for 
the US market. Shipboard dynamics are 
another consideration, for example, where 

passengers will be concentrated  
at particular times, and how design  
can help maintain the flow of people 
around the ship. 

‘This varies incredibly between the 
different clients,’ says Johansson. ‘We 
often say that our professionalism is about 
stepping outside our personal taste and 
creating something that is right for that 
particular client. Although Tillberg Design 
is perhaps best known for designing classic 
and timeless elegance, we have naturally 
responded to a growing demand for 
colourful and progressive design, something 
that we really enjoy – and do very well.’

Tillberg has had to change its approach 
to handling new projects. It can design 
single rooms, such as a restaurant in a ship 
while the rest of the vessel is designed by the 
shipyard. Or, increasingly, it can take total 
control of designing the entire ship’s interior 
as an integrated project. 

‘For Queen Mary 2, Tillberg was 
responsible for approximately 85%  
of the interiors, and for Tia Moana,  
Tu Moana, and Norwegian Pearl  
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Norwegian Pearl’s Blitz Ultra Lounge is one of Tillberg’s 
more progressive design concepts.




