








elcome to the not-so-humble abode of modern design in China,
The client, a Shanghai-based furniture retailer dealing in high-end
[European brands, sought to push the boundaries of retail design by
wanting not only to market and sell products, but to build a venue|
where culture, art, lifestyle and design fuse to become one single|
entity.

Studio Twist was given the shell of a 3,000sq m vacant factory in|
order to execute its client’s ambitions, which became the perfect|
wvehicle for breaking new ground in the design of furniture display,
The venue being blessed with a five-metre high ceiling, Twist carved
out space for the furniture showroom at ground level, and an events,)
lexhibition, seminar and gatherings space on the second level, while|
the mezzanine level served as a design museum displaying work by]
modern masters such as Le Corbusier and Frank Lloyd Wright. Much|
deliberation went into what would be the best way to articulate each
furniture collection’s unique design qualities, branding and identity]
The decision was to create a three-dimensional space by building
multi-level platforms of various heights that would act as zones for]
leach furniture brand. The raised platform strategy also served as 3
storage facility for the products, adding an extra 700sq m of space|
to the site.

he spatial makeup of SDC is as dynamic as it is aesthetically gratifying,
A 9.5m vertical hall that begins at the entrance sets a grand scene|
his is then met by a ‘rising floor’ clad in timber, which penetrates|
the building on its main axis and gives an overview of the showroom|
allowing visitors to plot their own path around the premises. The
Iplatforms vary between 1.5 and 0.45m in height, demarcating each
brand’s zone while creating new opportunities for engagement]
between visitor and display at various angles and scales. The setup)|
also creates opportunities for discovery and surprise as visitors come
in and browse.

At the north-east side of the building Twist had the building’s existing]
facade carefully removed to extend the interior area outwards, forming|
a protruding box structure within the concrete columns. The enlarged|
space (reserved for a cafe) is also clad with the signature timber tiles)
merging the newly constructed area with the existing one. At the|
lentrance, a 7m sheltered car dropoff is supported by an I-beam portall
frame on one side, and cantilevered from a logo-signage wall on the|
other. This creates the backdrop to the lawn displaying a selection o
outdoor furniture and sculpture pieces.
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IMINKIIKL, HONG KONG
Andy Tong Creations
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[Part of the retail experience projected to land at Hong]
[Kong’s old airport space, Mikiki is an effort to educate

prospective tenants and attract young shoppers with a
taste of things to come at Kai Tak Metropolis.

he show suite is split into four independent areas;
[Fashion Display, Mobile Shop Area, Wonderland and
Mushroom. Andy Tong kept things light, playful and|
flexible at Fashion Display, using the simple design of af
[paper aeroplane as a platform to display products.

he Mobile Shop Area is further split into ‘moving’,
themed stores, to display everything from perfume
to pet gear. Deep colours, stained mirrors and grand|
lighting evoke the sensuality behind perfume, while|
the walls come to life with all the products in full glow
at Lumiere. A similar concept is adopted at Milky Mikil

here bars of chocolate surround visitors to sweeten|
the offerings on display.

A Rococo-style mural dominates the entrance to

onderland, a resting spot with a table and delicate|
tableware that mixes up the interactive experience|
hings ultimately turn futuristic at Mushroom, where
isitors are invited to take a look at the development
Iplans of Kai Tak Metropolis. Scenes of the site are|
recreated along with a large scale-model of Mikikil
introducing a shopping concept with a new look and|
approach for the future.
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Crox International

indful of lighting specialist Artemide’s philosophy - that light shoul
be a source of pleasure and comfort, both physically and mentally — Cro:
International decided to base its design of this store on the uplifting
concept of sunlight breaking through the clouds.

'To achieve this within the two-level site (the first floor measuring 44sq m|
and the second 95sq m), Crox used fibre-reinforced polymer to build a
lightweight freeform piece that stretches from ceiling to walls, engulfing|
the entire site in white. On the first level, the FRP is pulled and moulded to|
also form the shop’s reception desk. The lamps then descend from above
‘breaking’ out of the FRP cloud like rays of sunlight. The huge sculptural
composition was given a lick of glossy paint, lending it a surface that
reflects light and enlarges the space. Black mirror and glass, along with|
homogenous tiles on the floor, compose the rest of this project’s simple
material palette. Despite the somewhat archaic, romantic origins of its
design concept, Artemide’s Taiwan flagship also evinces a quasi-futuristic|
look (the interior of a UFO, perhaps?), with its glossy, curvaceous surfaces|
and floor-to-ceiling glass windows clearly marking out the brand as a
leader in contemporary lighting design.
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ith rival automobile showrooms in the neighbourhood, Braillard]
couldn’t let its Peugeot cars be parked in an ordinary lot. The
existing site consisted of a showroom and auto repair shop over|
four levels. So, faced with limited space and the high standards
of a French firm, Metropolis had to look for creative solutions to
realise their demands.

The showroom is the first space to greet visitors. This idea
inherently logical, was effected to introduce the company’s new,
merchandise to customers before they proceeded to the auto
repair shop above via a series of consecutive ramps. Metropolis|
elevated the showroom space to the first level in order to provide|
a better view from outside of the cars above.

IA 18m-high facade was erected at the workshop on the upper]|
llevels, concealing the repair area whilst boosting the brand’s|
image using Braillard’s corporate colour, blue, which stands out
boldly from the building’s light concrete grey frame.

The ‘brilliance’ of this simple design comes to life at night as|
lateral blue strips of fluorescent lighting, exposed over the glass|
facade, are switched on. An eye-catching indigo washes over the
building, creating not only a showroom that effectively displays its
merchandise, but also a site that actively engages the surrounding
landscape and has unsurprisingly become an icon in the area and|
among its competitors.
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N\ MAISON BAGCARAT, MOSGOW
X Philippe Starck
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bling is your thing (and
snow queens with chiselled features and

hite fur coats) then you’ve come knocking
at the right palace... A crystal palace
by none other than Philippe Starck. The
[Frenchman has taken the luxury, grandeu
and the world of illusion associated with the
brand and conjured a palace where, he says
“everything is possible”.

Inspired by the sparkle from a facet of

intricately-cut crystal, Maison Baccarat

looks a bit like a movie set — you enter a:

aristocratic world with contrasts highlighted

by the excess of magnificent chandeliers

against the crude concrete of the boutique’s
alls.

he ground floor, christened Home, houses
Baccarat’s decoration, jewellery
accessories boutique along with its lighting
and watch collections. Large thrones, long
marble-top banquet tables and ornate
candelabra remind us of a bygone era
or as the crystal-maker describes it, the
sight is reminiscent of a scene from Alice
in Wonderland. Boutiques One, Two and
hree reflect similar sentiments. The Cristal

the palace, while toning it down with more
modern furnishings.

[Fairytale or not, the project evidently stays
clear of garishness, and has upped the
ante with the sophistication of the brand it
represents (even with its imposing mirrors
and giant, lit table with crystal base). Art
Deco being all the rage these days, the
aesthetic is no stranger to this city. Now, don’t

e all want to fall down the rabbit hole and
into this palace of illusions?
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ARMANI, ST AVENUE, NEW YORIK

Doriana & Massimilano Fuksas

Photography by Ramon Prat

Spread over four floors, this 4,000sq m flagship comprising
retail, bar and restaurant completes the Armani trilogy
together with its two sister flagships in Hong Kong and Tokyo
[Uber mod to the core, beginning with its clear glass-clad
exterior, the store was conceived by Fuksas as one, single]
fluid space, bound by a vortex-like staircase which snakes|
across the store like a white rollercoaster. The staircase,
made in Italy, was built using rolled calendar steel and
clad in plastic material, breathing life into this mammot
sculpture which defies conventional geometric shape and
form. The randomness of the zig-zagging actually leads to
the upper floors, which open out into a changing pattern of]
curved surfaces that add visual interest to the light-putty-|
coloured walls.

IAs with its sister stores, the palette for Armani Fifth Avenue|
is pure and subdued - beige for walls, black for floors|
and ceiling, and metal for the shiny, glossy look — but the|
quiet atmosphere aims to suggest movement, with special
attention to lighting, which accentuates the curvature of
walls, spaces and merchandise. The products get more
refined and exclusive the farther up one travels... But who|
said getting to the top was ever easy?
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ThE SHANGRAI HOMIE OF ALFIRIED DUNIRI:L,
VAGHERON CONSTANTIN MANSION

Kokaistudios
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Photography by Richemont Group, courtesy of Kokaistudios

retail brands plus a private club and art gallery in twin historical

illas set back from Huai Hai Lu, Shanghai’s answer to the Champs|
Elysees. Dunhill and Vacheron Constantin each occupy a villa and
are internally linked. Kee sits on the third and fourth floors, spanning|
both, while the art gallery is behind the villas, in a newer structure

he villas are designed as a private home — one that just happens to
contain artfully arranged objects of enormous worth. Intentionally, it
is difficult to see where original details merge with new retro ones,
and the thorough blending of architectural materials and ornament]
is convincing.

he site, a protected historical heritage of Shanghai, covers a
area of 4,200sq m. Kokaistudios was responsible for the restoratio
of the original surfaces, while at the same time preserving the
originality of the villas, including the old steel windows, woode:
floors, ceilings, staircases and original decorations. The historicall

illas house two flagship boutiques that were completely custom-|
designed — the Vacheron Constantin Maison in the east villa and the|
Shanghai Home of Alfred Dunbhill in the west villa. On the third and
fourth floors is Kee Club, a private wining-and-dining members]
club from Hong Kong.

he mansion’s exterior stucco was finished in the colour of ivory to|
copy the original 30s Shanghai technique of using elastic plaster|
finishes in response to the city’s humid conditions. Local Chinese|
carpenters and craftsmen were commissioned to custom-make all
the furniture in this project. Materials selected were in harmony]

ith the villas, including brass with customised coatings, crea
[talian leather of the finest quality and ebonised Chinese walnut, all
configured to resemble the traditional Shanghai style of displaying]
tables and sofas.

‘o match the spirit of the villas, a unique collection of old paintings|
and objects were displayed as a wall design to match the products
of Vacheron Constantin. Filippo Gabbiani, chief architect o
[Kokaistudios,designedaseries of chandeliers andlampsinspired by]
the villas’ black-and-white style of the 30s. The glass of the lightings|

as made using the original medieval techniques the Gabbiani
family had in Venice — completely mouth-blown, handmade and
[hand-carved - to reach the highest level of lightness.

Outside, a system of messy concrete structures was reconverted
to create an airy space all around the villas, which in turn was re-
designed so that light could flow freely within the space though the|
large glass windows. On the north side of the villas, Kokaistudios]
installed a peaceful space for the art gallery, where an outstanding
and refined composition of marbles reflected the daylight into the
outside water feature.

articular attention was given to the design of the mansio:
entrance, where an overhanging modern canopy finished in brass|
invited guests to enter. The entire mansion was made with a
elegant combination of cement, brass and oak wood in a moder
and contemporary way. The custom-made furniture, fitted withi
a functional and elegantly designed interior, matches the minimall
palette of materials and colours on the outside, creating a harmonic]|
cohesiveness that flows throughout the twin villas.
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Designing for Shopping:
From the Experts’ Mouths

When Panorama is commissioned for a retail project, how do you get started?
We’ll go through a research phase before the concept generation (be it a new brand
or an existing re-brand). This will normally include:

- Research on the company’s history and culture / vision

- User research on their expectations / buying behavior / loves and hates

- Market research on existing competitors with the same positioning

What role does brand image play in retail design? How high does it factor into
the overall design?

I'd substitute brand “identity” for brand “image” as the most important element that
needs to be well defined on the first day, as the former will not easily change but the
latter could change from time to time (according to trends). We should produce a
design scheme that fits the specific brand (like a person) which can reflect and relate
its unique personality to the target customers, ie “brand association”.

What are the challenges associated with retail design projects?

The challenge is that the designer needs to understand the branding strategies
of the client or their marketing consultant. We also need to speak the language of
business apart from traditional aesthetic / functional areas in order to establish trust
with the client and let them know that new business value will be created for them
through strategic design.

Also, more and more retail clients are asking for “total branding solutions” (SI + CI
services) in one go, especially projects in mainland China. So we’ve recently set up
a graphic team as well.

What are the rewards?
The reward is the high exposure of the project, as it is a public space: huge numbers
of customers will be using it and come to know about it.

Other retail thoughts...
Good retail design = appropriate branding strategy + unique shopping
experience.

Colin Chan, Pan Yu — Side Architects

When Side Architects is commissioned for a retail project, how do you get
started?

‘We would explore the philosophy behind the retail brand/shop as a clue to develop
a design concept for it. A strong design concept always gives a “punch” to the
audience, especially with projects which are widely exposed to the public.

A study of the client’s products will then follow, which provides another clue for the
best way to design the display method.

What role does brand image play in retail design? How high does it factor into
the overall design?

A successful brand image inevitably attracts an audience better by its reputation and
attracts more visitors into the shop as a chain reaction. The interior design should
work mutually with the brand image, as they can benefit from each other. Sometimes
a brand image can be established with a stunning interior design.

What are the challenges particular to retail design projects?

Time is always the most crucial factor for retail design projects compared with other
types, as they always bear the high rental burden. Hence, clients keep the design
and construction process to a minimum. The challenge is in squeezing out your ideas
and skills in no time.

What are the rewards?
A widely exposed portfolio. It’s always fun to see how people experience/criticise
the completed projects.

Horace Pan — Panorama

Shirley Chang — Chang Bene Design

When Chang Bene Design is commissioned for a retail project, how do you get
started?
We begin with a narrative, similar to a story but still abstract at the beginning.
This narrative can be text and/or images, and it has to relate to the essence of the
product.

What role does brand image play in retail design? How high does it factor into
the overall design?

Brand image is an expression of the essence of the product; it is a very focussed way
of looking at things.

‘What are the challenges associated with retail design projects?
You have to do things that stand out among other retail businesses; it has to be
somewhat unique, entertaining, seductive and irresistible.

What are the rewards?
The rewards usually go to the owner company, and us as well when we are recognised
for our work.

Other comments...

The important thing is that the clients have to be very clear about what they are
selling!

Usually, their brief is too complicated, too many ingredients but none of them stand
out...

We try to get them to distil their thoughts into one simple sentence.

Samuele Martelli — Oobiq

When you are commissioned for a retail project, how do you get started?

The most important point at the beginning of a project is not related to the design, but
to the communication. I think this is valid for all projects, but for retail it is even more
important. A brand comes to us because they need a space to sell products, so this space
is going to tell a story: it is the philosophy of the brand, the quality and the outlook
they need for themselves, to create the most appropriate space. So the client has to
communicate to us their feelings, who they are and what they want. Sometimes a client
will tell us “Just do what you want” and honestly we don’t feel comfortable at all when that
happens. Projects are for clients, not for designers themselves!

In retail projects communication always starts with brand positioning, checking
competitors’ images, and then we go inside knowing more about the philosophy of the
brand and the image they want to show customers. When you sit around a table with a
coffee - or tea if you are in China - it is the most important moment.

Then, per the brainstorming we try to develop a concept. Sometimes we just start from a
word or an object, or maybe from a feeling, and we try to go from the idea to a 3D space.
Then we show the concept to the client and do some more brainstorming. There are no
rules in this process. Design is not something you can foresee.

What role does brand image play in retail design? How high does it factor into the
overall design?

Alot,I would say. The brand image is not given only by the products, but also by the retail
space. The “box and what is inside this box” have to both play the same game. What is
hard for us is when a brand asks for a retail image but it really doesn’t have a clear brand
image. Luckily this is happening less and less, but sometimes it still does. There are
brands that may be inexperienced ask for retail design, but they don’t really know what
they are looking for. I think in Asia, compared with the huge number of brands we have
here, the role of the brand consultant is not that developed, or clear enough.

Here’s an example: a few months ago a Chinese company asked us for an image for their
fashion shops. A must for the client was a luxurious feeling, with precious materials. To
give us an idea, they showed us pictures of well-known, high-class Italian brands. The
point was that their products had an average price aimed mainly at young girls with not
a lot of money. We immediately told them that a luxury image of the shops would have
scared the potential clients away; that they would think the clothes had higher prices.
It took weeks to let them understand this, but in the end they got it... Even if a lot of
companies in Asia are surprisingly advanced, others still don’t know anything about
brand image and they need to work with consultants before developing too fast.

But that’s the point: the retail market in Asia is that fast...

‘What are the challenges associated with retail design projects?

The challenges are related basically to clients that are always more demanding, as they
know more, they travel a lot, they know perfectly the market so they know what they want.
I am working mainly in China, with Chinese fashion brands and I have to say that a lot of
them could be perfectly compared with European ones in terms of fashion designers —
even because they are working mainly with Italian or French fashion designers — and in
terms of retails. So this makes everyday life always harder. This is related to the design
part.

I have to say that what is challenging is China is also the ability to reach quality. The
scheduled time for the construction is always so short that often there is a lack of quality.
In our daily routine we always “fight”, trying to compromise on a good design, the
budget, the construction time, costs and quality. That’s a great challenge and really hard
to deal with for designers who are working in China for the first time. The experience in
retail is a key point.

What are the rewards?

I think the best reward is when you know from the client that their business is increasing
after we changed the image of their shops. It means it was a good job, not only in terms
of pure design, but it means we understood each other and the relationship of product-
shop is working perfectly.

And you feel really proud when somebody calls you because they hear about the good
job you did for somebody else...
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