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ICSI spoke with Florida-based Echeverria
Design Group Founder & CEO, Mario
Echeverria, following his company’s debut at
last month’s Miami Cruise Ship Interiors
Design Expo Americas.

Q: What gave you the impetus to enter the
cruise ship interior design sector?

A: My first introduction to cruise design came
in the early ‘90s after completing a series of
duty-free shops at Miami International
Airport.

That experience led to our first maritime
collaboration with Allders, where we designed
seven on board retail stores.

It was a fast-paced, high-stakes environment,
exactly the kind of challenge that inspires our
team at Echeverria Design Group.

Over time, our firm evolved into a leader in
experiential design for luxury retail and
hospitality, and the cruise industry now feels
like a natural extension of that legacy.

Q: What do you think you can bring to the
cruise ship industry that is different?

A: For over 40 years, we've focused on
turning spaces into experiences, not just
stores or restaurants, but destinations.

Cruise ships are floating cities, and we design
environments that feel immersive,
contemporary, and emotionally resonant.
From a retail atrium that surprises guests to a
dining space that tells a story, we design for
discovery.

We also understand demographics because
what works for a family-oriented Royal
Caribbean ship is very different from a
boutique luxury yacht or a design-forward
Virgin vessel.

Q: Is Echeverria marketing its expertise to the
ultra luxury end of the market?

A: We work across the spectrum, but our
sweet spot is mid-range to ultra-luxury.

We’'re particularly drawn to the superyacht
space and boutique lines like Ritz-Carlton
Yacht Collection, vessels where intimate
scale meets elevated design expectations.
That’s where our experience in bespoke
hospitality truly shines.

Q: In the maritime sector, sustainability is the
name of the game. How are you adapting
your design portfolio to this very specific
market?

A: Sustainability isn’t a new conversation for
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us. We've been working with California-based
companies and thus, designing under
California’s strict sustainability mandates for
years.

The cruise industry adds another layer of
consideration—weight. Each material must be
lightweight yet durable. That means no
marble, but rather high-end alternatives that
deliver the same visual impact with less
structural strain.

Fortunately, manufacturing partners are
already producing stunning sustainable
options, and we’ve built a portfolio around
using them effectively.

Q: Guest flows on board are also a vital
consideration. How are you addressing this
problem?

A: Cruise ships are engineered around a
consistent spatial logic, which are staterooms
along the perimeter and public spaces in the
core. Our job is to use that predictable
structure to our advantage.

We design for movement, layering wayfinding
with curiosity, and giving guests reasons to
linger. Whether it’s repositioning a retail shop
in the atrium or co-ordinating restaurant
access points, we shape journeys that feel
intuitive and engaging.

Q: Each cruise ship brand is looking for
something a little different. Do you work with
cruise companies to reflect that identity in the
design?

A: Always. Our process begins with listening
and understanding who the cruise line’s
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guests are, what lifestyle they aspire to, and
how design can reflect that DNA.

For example, in our work for Mayors and
Watches of Switzerland, we created luxury
retail environments that can be translated
into the cruise context. Every brand has its
own language. Our job is to speak it fluently
through design.

Q: With your strong background in land-based
hospitality and retail, how does that translate
to shipboard environments?

A: The fundamentals are the same, we create
spaces that people love to be in. What
changes is the constraint.

A cruise ship is a confined structure with
specific weight, material, and life safety
parameters. But the opportunity is enormous
as we are designing for guests who have
chosen to live at sea for days, even weeks.

We use our hospitality expertise to make
those spaces feel as inviting and memorable
as the best hotels or restaurants on land.

Q: Cruise ship interior design has evolved into
a more emotion-driven business. How would
you define that?

A: It’s no longer just about aesthetics. It’s
about how a space makes you feel. Whether
you’'re shopping, dining, or just walking
through a corridor, you want the guest to feel
transported.

We design for wonder, for joy, for elegance,
and sometimes even for surprise. Emotional
design is about crafting moments people
remember long after the cruise is over.

Q: As cruise operators have become more
competitive, has design taken on a new
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Mario Echeverria and team at the Miami Cruise Ship
Interiors Design Expo Americas

meaning in their strategy?

A: Absolutely. Interior design is now a brand
differentiator. Guests choose their cruise not
just based on the itinerary, but on the ship’s
design and amenities. Operators
understand that interiors can drive loyalty,
word-of-mouth, and increase bookings.

Our job is to help bring that competitive
edge to life.

Q: Are refurbishments just as important as
newbuilds today?

A: They're arguably more critical. Just like
luxury brands update their retail concepts
every season, cruise lines need to keep
evolving.

Every drydocking presents a chance to
refresh, rebrand, and re-engage. Whether
it’s re-imagining a dining venue or upgrading
retail, we treat refurbishments with the
same creative energy as new design
concepts.

Q: Can you reveal any cruise ship projects
currently underway?

A: What | can say is we're exploring

collaborations with cruise lines that align
with our vision. Operators that value bold
design, immersive experiences, and a deep
understanding of their guest.

We’'d love to see our work on board brands
like Virgin Voyages, Ritz-Carlton Yacht
Collection, and others pushing the
boundaries of maritime design.

Q: How do events, such as Cruise Ship
Interiors Design Expo Americas help
Echeverria market its services?

A: Cruise Design Expo offers a pivotal
moment for the industry to unite in one of
the most iconic cruise destinations in the
world, the vibrant city of Miami.

A global meeting of visionaries shaping the
future of cruise design, the event offers us
the opportunity to connect face-to-face with
designers, vendors, and cruise line
executives from around the world to share
ideas, discover new innovations, and build
lasting relationships.

The exposure and insights gained here help
to inform our creative strategy and brand
partnerships.

Mario Echeverria

Mario Echeverria is the Founder and
President of Echeverria Design Group
(EDG) and EDG Architecture LLC,
award-winning interior design and
architecture firms specialising in retail,
hospitality, and commercial spaces.

With over 40 years of experience,
Mario and his team have worked with

some of the most recognised brands in
the world, including Macy's,
Bloomingdale's, and Mayors / Watches
of Switzerland Jewelers.

His collaborative design philosophy,
coupled with an eye for detail and
functionality, has made him a
sought-after leader in commercial
design.
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