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Introduction

In recent years, shops and boutiques have assumed an urban
and cultural role that would have been unimaginable in earlier
times. Consumers today find that brand names furnish quality
goods. As a result, they will visit their favorite brand-name stores

all over the world in search of an identity that brand-name loy-

alty provides

Recent work, such as the Guggenheim Museum in Bilbao
proves that marketing and culture can go hand in hand. that
inteliectuality and consumerism can sell. With this unification
of what were long thought to be opposites, a redefinition of the
temples of consumerism began to take place and new fashion
spaces appeared, converted into spectacular containers where a

person could shop while contemplating a work of art.

New ways of interpreting such spaces have been appear na since
the 1980s. Commercial strategists saw in current Minimalism a
language that invited the treatment of objects as the true stars
of a space. Interiors were stripped and the products were exalted

Inside a neutral, often nearly invisible, shell

In a competitive retail environment, the need to provide new
experiences that differ from simple consumerism has encour

aged the resurgence of spaces like those shown in this book.
New Shops and Boutiques takes us into the most recent projects
that best illustrate the flexibility of today's spaces. Arranged in
five chapters (Clothes, Accessories, Home Design, Showrooms,
and Healthcare), New Shops and Boutigues presents a selection
of the most outstanding commercial spaces that have been
designed by architects to offer extraordinary shopping experi-
ences. The spaces are multifunctional, hybrids, incorporeal,
imaginative ventures to make neo-romantic and customizable

shells that can be renewed at the same time as the collections.

The competitive era that we are iving in continues to provoke
a revolution in timeless, indefinite, and flexible spaces. [he
architect Rem Koolhaas captured this spirit of change most
clearly when he said, “| have lived through four ideological peri

ods in my lifetime, and | have no reason to believe that the

changes will ever end.”
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PORIO ARMANI

Massimiliano and Doriana Fuksas
Ramon Prat
Hong Kong, China

2002
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clothes

EMPORIO ARMANI

The guality of the Emporio Armani collection is
abvious when seen against 2 neutral background

with the perfect amount of light, highlighting the

beauty and elegance of each pece
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CARLOS MIELE

- Asymptote

pher: Paul Warchol Photography

MNew York, USA
late: 2003

The flagship store that Braz

designer Carlos Miele opened ir

tural responsibility. Locat
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Sybarite

Richard Davies
London, UK
2003
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BABY MILO STORE
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Designer: WonderWall Inc.
Photographer: Kozo Takayama
Location Jingumae Shibuya-Ku, Japan
Opening date: 2002

The design of the Baby Milo
store in Tokyo is the result of
S=wsee.  gn attack of creativity suffered
by Masamichi Katayama, founder of
WonderWall Inc. This designer is capable of
turning the act of shopping into

an attractive and surprising experience.
The Baby Milo space is an impressive play
of two-dimensional graphics that come
alive when a customer crosses through the
entrance—the effect is spectacular. Once
inside the store, the customer enters
a world full of thousands of tiny Milos,
the monkey that is the symbol of the brand.
One behind the other, like a binary
sequence, the diminutive figures direct
the client to the center of the store. Once
there, a carousel of "Baby Milos” welcomes

-

visitors, who are astonished by the numbe;
of monkeys.

The floor covering, chosen specifically for
the figures in its design, could be rignt out
of an animated cartoon. Visitors walk
through the store on a floor that seems tc
be made of fictional bricks. On the ceilin
is a mirror of irregular design that reflects
this dazzling image while contrasting witk
the white walls.

Design becomes entertainment in the
hands of Masamichi Katayama. Alway:
looking to the future, he designs spaces
that hide surprising elements with little
tricks that provoke the senses of anyone
who contemplates his work.
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The merchandise is exhibited in futuristic-looking
alass tubes that become esseniial parts of the struc-

: ture itself
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In Barcelong, intense colors dominate the
background of the setting, the brightest of which

are different shades of vellow and orange

Ground-floar plan
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MISS SIXTY/ENERGIE

CATANIA

Designer: Studio 63 Associati
Fhotographer: Yael Pincus
Location: Catania, Italy
Opening date: 2003
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esigner: Studio 63 Associati
holographer Yael Pincus
Location: London, UK
pening date; 2002
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A stairway climbs above the interjor garden to the
display area on the second level of the store.

Floor plan 1 Floor plan 2
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Studio 63 Associati
Yael Pincus

Bologna, Italy
2002
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Designer: OUT.DeSIGN
Photoarapher: Kozo Takayama
Location: Kyoto, Japan
Opening date: 2002

- The QUT.DeSIGN team, headed by
Tsutomu Kurokawa, was com-

> issioned 10 design the interiors
of the Adam et Ropé stores for both men and

women in different Japanese cities.

The carefully planned corporate identity of
the store is based on the concept of multi-
functional spaces in which combinations of
different materials and textures personalize
each establishment.

The Kyoto space has an industrial character: the
beams and utility ductwork of the unique ceil-
ing are wvisible at the top of the structure.
OUT.DeSIGN designed a multi-use space, with
open display areas of different sizes. The design
uses polyhedral and circular elements to dimin-
ish the uniformity of the space. The same

approach was used in Sendai. Cylinders sus-
pended from the ceiling for use as display fix-
tures accentuate the geometry of the objects
and soften the horizontal feeling of the interiar.
None of the counters are the same—some were
designed as simple metal pieces for displaying
the collections, others are avant-garde glass
cases that extend toward the middle of the
space, supported by the exposed brick walls.

Added to the juxtaposed forms that define
the different stores are their contrasting
warm and cool textures. Rough materials
share the space with transparent, polished
materials. Some of them include mosaic sur-
faces mixed with natural woods. This results
in spaces where the perceptions and story
lines continually confront each other, making
each interior distinctive.
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OUT.DeSIGMN

Kozo Takayama

Sendai, Japan

2002
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CUSTO BARCELONA
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Clesigner Air-Projects
Photographer. Jordi Miralles
Location: Seville, Spain
Opening date: 2003

Custo Barcelona is a clear exam-
ple of how a brand can become

a cult object. To maintain such
success, the architecture must help sell it; and
to do this, a shop must be transformed into a
spectacular interior, as seen in the stores that
exhibit Custo Barcelona collections world-

wide.

The Air-Projects studio, consisting of architect
Inés Rodriguez Mansilla and the interior
designer Radl Campderrich, designed the new
store in Seville. Having already received good
reviews for their work on the stores in
Barcelona, Paris, Milan, and Rome, they again
demonstrated in Seville that architecture plays
a very important role in the corporate identity
of a firm. The new space in Seville is open,
without furnishings that would clutter the
central setting. The designers purposefully cre-
ated an interior that exhibits a minimum of

expression and gives priority to the forms and
details of the structure. Transparent surfaces
frame the shell of a neutral, almost imper-
cetible space, where the movement and the
color of the clothing becomes the main focus.

For the store that was recently apened in
Tokyo, the Japanese firm OUT.DeSIGN used a
concept very similar to that of Air-Projects.
The designs of Custe Dalmau hang from
attractive, illuminated fluorescent lights that
show off the uniqueness of each item. The
space is totally open, and its repeating curves
echo the sensuality of the structure. From
the outside, 3 totally transparent, undulating
surface distorts the visual continuity of
the interior, altering the perceptions of
the customers drawn to the products. With
this store, OUT.DeSIGN achieves z space that
raises each piece to the level of an exclusive
work of art.
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Diesigner: Jose Luis Portillo
Photographer. Galilea Nin
Location Barcelona, Spain
Opening date: 2003

,248 is a space where children

can have their say. The Barcelona

children’s store, the work of
José Luis Portillo, 15 located on the same
block as the iconic Pedrera by Gaudi,
and recreates an elementary school setting
in its interior. According to the architect,
the intention was to create a space for
a generation of children’s product con-
sumers that has grown up with an innova-
tive design culture.

Thanks to some imaginative elements, José
Luis Portillo created an interior cancept in
which children can feel comfortable with
the unexpected. In tune with this idea, a
blackboard lets children turn the simple
purchase of a sweater into a fun experience
of drawina and recording their impressions.

Above the shelves in the display area, the
large fluorescent orange numbers on a ruler
indicate the location of clothing by age.
Although dark gray was chosen as a back-
ground color for the setting, orange IS also
used in the store's logo and graphic design.

The children’s clothing Ts displayed in the
center of a hrightly-lit space, while the rest
of the interior is bathed in soft light. A doo-
dle in three-dimensional fiber optic light
accentuates the straight lines of the
changing area.

Also designed for the tastes of adult con-
sumers, this stare is one of many modern
establishments in which the architecture
and design can have their say when it
comes to selling.




=
=
















DESlGUAL
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Designer. Marti Guixe
Photographer iImagekontainer
Location Barcelona, Spain
Opaning date: 2002

Desigual is a commercial estab-
lishmerit located in the mythic
Zeleste building in Barcelona,
ane of the most well-known concert halls
in the city from the moment it opened its
doors in the mid-1970s. After experiencing
several problems with space and ambient

noise, the concert hall left the Born neigh-
borhood and opened in a new space in the
Barcelona neighborhood of Pable Nou,
where it closed forever in 2001. Desigual is
in one of the buildings of greatest historical
value in Barcelona, so the remodeling had
to be done very carefully,

The intention, according to Guixe, was 10
relocate the old staircase because it blocked
the entrance, The double wall that acted
as an acoustic barrier was also eliminated,
gaining five feet (one-and-one-half meters)
on the inside perimeter.

The resulting space is divided into two
distinct areas, a white area for showing
the collections and a dark blue perimeter
composed of lattice windows, This 15
where the changing rooms are located,
and also where part of the original struc-
ture of Zeleste is preserved. Recurring
elements such as press clippings about the
most famous moments of the music hall
put the clothing in the context af the
building's celebrated past.

In the hall that leads to the interior of the
store is an assortment of clothing that is
visibly nailed to the wall, an approach that
will definitely capture the attention of visi-
tors. At the end of the hall, in a separale
room, Marti Guixé provides a camera 50
that customers carn record a video up toa
minute-and-a-half long with their views
an the temporary installation.
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Deswaner: Claudio Silvestrin Architects

Photographens: James Morris
Location: London, UK
Opering date: 2003

g&——= |t has become the norm in
. recent years for the big names
& = infashion to entrust the design

of their commercial spaces to prestigious
architects. For a new store recently opened
in London, Giorgio Armani selected Claudio
Silvestrin Architects, who were also
responsible for Armani stores in Milan,
Paris, Sao Paulo, Costa Mesa, Moscow,
Heng Kong, and Vienna.

The international image of the Armani
stores is a transcendent Minimalism, which
achieves great elegance by using natural
materials such as limestone from St
Maximin and Macassar ebony. The design
of the entrance and the stairway follow the
basic concept of the design of the store
itself. Claudio Silvestrin created a pristine

space, with linear and proportioned sur-
faces. The interior makes use of the natural
light that flows in through openings in the
quier architecture. According Lo the archi-
tect, the entrance becomes a poetic pause
between the exterior and the display area
for Armani's collections. In some of the
stores, Claudio Silvestrin uses water as a
symbolic element to create a magic space. In
London, however, the architect preferred a
more spiritual feeling, inspired by archaic
and sacred sources.

Inside the store, each piece 15 displayed on
a pristine canvas painted with a color
palette of neutral tones. The result js a
space where the majesty of the Armani
collections blends with the elegance of the
architecture.
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BELLUCCI

Studio 63 Associati
Yael Pincus

Grosseto, Italy
2003
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M-PREMIER

Fumita Design Office

her: Nacasa & Partners Inc.

Kyoto, Japan
pening date: 2003

e \ d [ 16 i
Tall a1, I J N 1
a5t )T & Qe naing: socety
] clamors T 1 1 I er ti
-': Md l 1 Cmenc | [ |
Ly | I A | | 15 T sl ol I i
i I it | 11T ! § el 1 ) |I
rchl F Fumit | n Ot | (4
¥ F e : F s ¥
Carted [ § 10anese ¢ F
I HEA MNE HOENE ma
esthetic. Fun Jesin | &
i ] i R ig [ W, n 1400
W 0 €5, dn ar ent n e
ll = Y D& e
NI [.|I minate | | ol n;i IT¢
d CKl ! { a ciotnir [
115 W M Eler
ial ' i tl







The stainless steel wall with the store’s logo
attached to it reflects the coglness and austerity of
the pieces on display
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G Tects LLC and Frank O. Gehry
Hoger Casas
New York, USA
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ME, ISSEY MIYAKE /Tokyo

Designer: Curiosity
Photographer: Yasuaki Yoshinaga
Location: Tokyo, Japan

pening date: 2001
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CHRISTIAN LACROIX

esigner: Caps Architects
Fhotographer; Nacasa and Partners Inc.

Tokyo, Japan

ening date: 2001
After doir severa rojects which differentiat m other importar
together, Christian Lacroix and brands that equate luxury with architt '
architect Christophe Carper that IS orten over led with ¢ |
o f ':.-'.|"‘:- Architect ecently de Jeloni 1 '}r mu Viared ( [ /5 eate 3
a new concept for the Chrnistian Lacroix sensual labyrinth, w an be modified
store in Tokyi between collectior )y changing
Nensions and 1] |
The French fashion designer's store is a crs
tive |aoyrintt | ¥ ran intense [hi variou .|E-::.= ! 0 ot the ¢
exchange of ideas with the architect. It 15 lines of the space; but rather, they cre ]
like @ gallery, and the Lacroix collections are play of colors th Y NONYMOoUS W [
the main works rt in the setting, work af Christian Lacroix £ transparel
surrounded by different elements that alors. the colorful bases, ang the grapl
empnasize tNeir Deauty Paintings, pho freedom ar t NISplay TIXTUres Can Ot en
tographs, and videos 0y contemporary fraom the outside through a 32-Toot
artists (such as Delpnine Kreuter, Nils Udo, m) facade dec ated with Chr
Bernard Quesniaux, and Joel Bartolomeo), acroix's calligraphy
are liberally arranged among the multic
ored glass prisms, summing up Lacroix’s  The space is comp th et e
ENsIDITY ences ke ratiar Ire Tl Hoor and
Southeast Asian lobster pots. Baroqut
The quiding principle of this [abyrinth 1s details alluding to the era of Napoleon |
seen in the freely arranged furnishings, add a finishing touct
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Calligraphy designed by Christian Lacroix himself

covers the store's 32-foot=high 110 m) facade
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I 100 Architect
| Eric Laignel
i New York, USA
late: 2003
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FASHIONHAUS

gner: 1100 Architect
rapher: Michael Moran
Location: New York, USA
Opening date: 2001

Fashionhaus, located in an old
:r;j‘-‘!"-:""." WArenouse 1in migtown
Manhattan, is an impeccable
showroom that displays different collec

Lons 1ron
Architect was the New York firm responsi-

bie Tor renovating the interior. The charac

teristics of the space were nelpfu

initial development of the concept, Faced

With 3 ver \ I.-'I'_lr.._ ':-|3-.i|§_".' W 1|i 3 -I_I;.;p ce na
and open feeling, the architects decided
to design a neutral, well=lit shell with sim-

ple lines to highlight the color ang the sub

'_|e_'!_'3.' 01

the collections beinag exnibited [t =

architects arganized the space into differ-

ent display areas to create a variety of env

ronments, eacl

gesigned with slightly

of vertical wood

i ek il et i . —
curveg structures ma

rods. These screens separate the various

Nes an exnioit ana create simpie

traftfic patterns while adding visua

o h .':i: ant the space even more the

clothing is arranged along the sides, leaving

an open central area with a table. All of the

furniture in the store was designed by 1100
Ao f T v Fha A (a1 E= 1 Wi T C
ATFCnitect, tTrom Lthe gisplay fixtures for the

collections and accessor|es
steel racks, the tables, and

that hold the books. To create an organic

feeling in the space, the architects placed

several adjustable light fixtures in groups of

s -

tnree to supply the white, ethereal ignt in

"|"|s- nterio ."'|‘ :"r||'—' ctore [r'r' resin rioor "="-"i
the white ceilir g and walls enclose an

nTerior that 1s free of supertiue

an Interior where the organic, rationa
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VALENTINO

Designer: Antonio Citterio and Partners

Gabriele Basilico

Location: Milan, Italy

Openina date

lFRe | §

2001

[talian company Valentino

chose to locate one of thell

ctore
I,['l;lr"l nNe 1n i |._;'
two level, 7,040-5
~Flare 1
for men and
Collection. The u
WOmens reaqy

Valentino Sera co

Valentino entrus

Partners to desigr

I".".;'jll'"ﬂll"h' stOre Ir

the results could r

s on the Via Monten-

On the lower floor of the
4 m-| space,

quare-foot |6

eady-to-wear collections

women and the Roma
pper level accommodates

aEr FEm B
LO=WEal, LML |-'=r"r:_

anag

ections

ted Antonio Citterio and

 the interior of the space

Valentino. To do this, Antor
|—;I"|‘ T Lol rral: 1M 11 JdTal
S|17es b Expner| CE | ".r." eEnt

lesigns. The idea was to pre:

|losed area, w th a certain timeless reel

aus space, cxnoit areas 1qor tne coll

architectural spaces, and they

v thin bronze rods that suages

clothes are inside glass display:

:_fn the upper evel where
thing 1s exhibited, the li

jance of the structure, witl
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PINCEAU

Designer: OUT.DeSIGN
Phaotographer: Kozo Takayama
Location: Tokyo, Japan
Opening date; 2002

One of OUT.DeSIGN's latest pro

e i I T e e e
IeCES TOr the Finceau store 5

located in the Marunouchi

Building in Tokyo. The new store

|II|= LW S 1""_'
same aestnetlic guidelines as tne rest or the
firm's establishments, which: are character

1zed by simple getalling and a serene atmos

phere. The composition of the elements Is
based on a modular design that is lit from the
ceiling. This formula allows flexibility and
adaptability when lighting the different zones
in the interior, On the floor, the displays mix
very different materials. The counters com

pine natural wood wWith transparer

L surraces,

curved hanagers in blue, and simple madular

designs in white, In this store, the variety of

materials and forms break away from the

aesthetic of caommercial spaces that limit

themselves to a single prevailing look

The structure that surrounds the space is de-
VOIC OF sqQuare corners and seems to emorace
the sinuosity of the elements that compose
the interior. The celling seems to float as if the

walls were not supporting it, an effect

achieved by not running the wall covering all

the way to the celling

Different kinds of maternals are combined on
the floor as well, including a combination of

rough, matte-textured natural wood with

reflective matenals like ceramic tle
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Designer: Rosa Rull/Manuel Bailo
Photographer: Jordi Miralles
Location: Manresa, Spain
Opening date: 2003

By applying the same aesthetic
principles they followed in

their previous projects, the
Catalan designers Manue| Bailo and Rosa
Rull chalk up another success with their
new store for Sita Murt in Manresa. After
the much-deserved notoriety of the Sita
Murt store on Calle Avinyd in the historic
center of Barcelona, Bailo and Rull created
an interior in Manresa along the same
lines, For them, the stores they have fin-
ished up until now for the family of
weavers that owns the company have be-
come a reflection of the world of fabric. In
Barcelona, they were able to renovate a
very small space in a surprising and func-
tional way by incorporating the basement,
while in Manresa they remodeled an interior
in the opposite manner—by going up. The
characteristics of the space allowed the
architects to design a second level near the
ceiling to increase the useable space.

ESA
—

The designers used the same color guide-
lines as in the projects carried out before
Sita Murt: red covers the interior. Bailo and
Rull turned the space into a perfect combi-
nation of elements, some are innovative
while others maintain their original character.

In the entrance to the main level, a
metal screen separates the display window
from the rest of the store. This same object
functions as the front wall of the upper
level. Its open texture allows the setting
on the opposite side to show through, cre-
ating a perfect interrelation between the
two environments.

The central counter and the displays them-
selves are suspended from the ceiling and
seem to be an extension of the structure,
perfect examples of how structural elements
can become furniture. Once again, Bailo and
Rull have demanstrated their mastery of the
art of working with geometric surfaces.
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Some structural elements become '-.il|.|'. Tixtures,

UCH a8 the racks suspended from the ceihing,
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Rosa Rull/Manuel Bailo

Jordi Miralles

Barcelona, Spain
ate: 2004

[TEITELE R REREL AR



H_._._a__.,...m. T e
b MG o Ree—— o =

e 4.; £ P o X
- “. o - o

..__..m.l...ﬂ.-.. r.ﬂ-uaﬂ-ﬁv&ﬂ@_ﬂh .. P.# mﬂ.&n.nf....-.h—»:? 3 =5 .__ e
{ B AL L T Y ) éa.??%# ¢4

| = . ._.1 .vw_m..u‘ t. =
__ ey . - S uﬂ.@ﬁﬂﬂ@ﬂ@x GRSHRG L83

g S
e L s st
b e B ] Lk Sy

" -Lw#...lr.!,#i:.?iti A .a.hn.!

. R e

T e L





















Lesigner: Marmol Radziner and Associates

Photographer: Benny Chan
Location: Los Angeles, USA
Opening date: 2000

This store, the first of the Italian
company Costume National's

West Coast stores, opened in
Los Angeles and was designed by Marmol
Radziner and Associates. The space, an old
restaurant, underwent an exhaustive reno-
vation that began with the gutting of the
entire interior, except for the high windows
of the facade, The front windows were
enlarged from the floor to the ceiling to
take advantage of natural light and maxi-
mize the altitude of the space. The resulting
exterior of the building was painted a
warm gray to contrast with the light shade
of the interior.

Costume National projects an international
image with its collections, which are based
on an impeccable and elegant minimalism.
These qualities are reflected in an interior
that mixes a simple palette of whites with

touches of stainless steel, A few white
lacquered panels define the different dis-
play areas of the collection. Aided by a
screened light that projects from two sides,
the panels seem to float away from the
structure of the walls while the light
emphasizes the clothing on display. Marmol
Radziner placed Lucite shelves next to the
windows, illuminating the accessories with
fiber optics that extend from the floor to
the ceiling. The pearl gray floor and the
seats upholstered in suede and leather
complete the clean and neutral back-

ground.

All of the furniture, glass displays, panels,
and shelves in the interior were specially
designed for the Los Angeles store. This
new space on Melrose Avenue is the most
recent of the Costume National stores
opened in New York, Milan, and Tokyo.
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The furniture, displays, panels, and Lucite shelves are
illuminated with fiber optics that were specially
designed for the Los Angeles store.




The interior has an elegant Minimalist character that
uses white panels to create the different display
areas of the store
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Designer: Fumita Design Office

Photographer; Nacasa & Fartners Inc.

Location: Tokyo, Japan
Opening date: 2003

SR—

& New spaces for fashion have

o T

turned into interiors that clam-

T i

fLi11 T

or for the attention of the cus-
tomer. The inducement to go shopping, in
many cases, is characterized by good stage
design in the interior. Fumita Design Office
converted the m, i, d, shop located in Tokyo
into a neutral shell that invites us to
explore the elegance and the sobriety of its

latest collection

M, 1, d, shop was developed as a plane of
perfect lines. Following a Minimalist aes-
thetic repeated in other designs by the
Fumita Design Office, the interior opens up
into a fluid space in which the absence of
details gives the setting the simplicity that
IS necessary to catch the customer’s atten-

tion. Inside the store, the elements seem to
disappear into the structure. The fixtures
are so well integrated into the space that
each piece disappears in the emptiness. In
the center of the space, only the glass
display that runs from end to end stands
out. The material's transparency causes the
fixture to go unnoticed when viewing the
space as a whole, On the sides is a back-|t
system for hanging clothing, which looks
as if it is floating in space. Behind the fix-
tures, walls created with transparent hlue
surfaces make the space feel lighter, The
transparency and coolness of the materials
give it a watery texture that visually light-
ens the atmosphere. This strategy results
In a seemingly empty interior in which each
detail finds its own space.
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The transparency and coolness of the materials

chosen for the intenor aive it a simple and

elegant ook
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A transparent counter extends through the middie
of the space withaut changing the sense of a light-

filled intenor
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Designer: Studio x Design Group
Prhotographer: Osear Brito/Lara Rottondini (Studio x Design Group)
Location: Paris, France
Opening date: 2003

== The new Mandarina Duck

space, designed by the archi-

il

- e
- =t

B = tectural team of Studio x
Desian Group (STX), is based on the new
identity planned for the so-called agent
stores (the most spread-out and traditional
point-of-sale stores of the Mandarina Duck

brand).

The STX project should be seen as a mani-
festo against superficial design; STX avoids
the fragmentation so widespread in com-
mercial spaces today, where furnishings
seem scattered throughout the interiors.
The coherent structure of the project,
meant to focus on the Mandarina Duck
product, provokes a sensation of surprise

and curiosity in consumers.

As a response to these conditions, Lara
Rettondini and Oscar Brito created the new

concept of "Mandaring”: a modular furni-
ture system that allows the store and land-
scape to fuse together in the |talian firm's
stores. The "Mandaring” concept divides the
available space into a precise modular grid
of 48 x 24 inches (120 x 60 cm). Curving
compositional lines become tables,
pedestals, vertical displays, | luminated wall
shelf systems, and unexpected elements
that hang from the ceiling like stalactites.
The colors, such as the yellow that refers to
the brand's duck icon, as well as the mate-
rials and the forms, are designed to cap-

ture the attention of the consumer,

The exterior filters into the interior through
a translucent screen that separates it from
the display window area and only permits
direct views through a cutout in the shape
of the duck icon, which furnctions as a
corporate logo on the urban plane.
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Structural elements hang from above like stalactites

serving as displays for the Mandarina Duck designs
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Designer: Marti Guixe
Fhotographer: Imagekontainer
Location: Madrid, Spain
Opening date: 2003

Camper's new space in Madrid

is based on the "info-shop”

guidelines proposed by Mart|
Guixé. After the successful results In
London and Munich, Madrid was added to
the new wave of camper establishments
that are implementing this new concept in
their interiors.

The design for this store consists of
an encompassing three-dimensional pro-
gram that recreates the Camper world
More than 700 samples of shoes are placed
in the middle of the space, surrounded
by drawings, collages, and press clippings
that refer to the brand, as well as other
elements neatly arranged in the setting,
to create an encyclopedia of the Majorcan
company. Evident among the many details
Is a drawing by Javier Mariscal and
waords of advice such as, "True beauty is on

the inside”.

Marti Guixé had already used this informa-
fion as a decorative element in the

Barcelona stores, where the walls morph

into gigantic photographs, The store in
New York's Soho neighborhood has hand-
written text and drawings, and other stores,
such as "walk in progress,” contain a board

for leaving messages.

The “info-shop" concept replaces expen-
sive materials, complicated construction
details, and exclusive elements with infor-
mation. Guixé insists that this method
allows the budget originally meant for
unnecessary elements to end up in the
hands of the authors, who create intellec-

tual content, whether written or visual,

The functional aspect of the commercial
space does not disappear, rather, it Is
layered over the information. Texts by
different collaborators are spread across all
of the surfaces, even the floor. On the ceil-
ing, for example, can be seen 137 icons that
represent the varied trends of today's
society. In the case of the London store, the
theme chosen as the subject of the exhibi-
tion is the history of the Majorcan donkey,

icon of the brand's publicity campaigns.
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CAMPER / LonDON

Designer; Marti Guixé
Photographer: Imagekontainer
Location: London, UK

Opening date: 2003
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Designer, Air-Projects
Photographer: Jordi Miralles
Location: Barcelona, Spain
Opening date: 2004

The Anima jewelry store is the
paradigm of an interior that is

pure, transparent, and scrupu-
lous In Its details. Air-Projects, the architects
in charge of the project, began with a very
small space. They had to create a design that
would take full advantage of the floor plan
s0 that the pieces on display would have
breathing room.

Seen from the outside, the fagade was totally
covered with glass so that the interior would
seem translucent to the customers, In the
entrance, three pillars hold a selection of the
designs sold inside. The shell of the store is a
neutral box. The four surfaces that enclose
the box—the floor, the two walls, and the ceil-

ing—become four totally white planes that
isolate the space. The tables where the jewelry
IS shown, the chairs, and the central counter
all blend together in the same scrupulously
white color. On both walls, transparent glass
boxes act as displays for a selection of the
best jewels. The rationality of the composition
can also be seen in the distribution of these
glass boxes, which are arranged in a rigorously
studied order

The interior takes full advantage of the natur-
al light that flows through the clear window
during the daytime, Nevertheless, a channel
for lighting was designed to run along the
tops of both walls, which increases the sense

of three-dimensional space.
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Aminimal, all-white decoration allows the small space
of the shap a certain amount of breathing room
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B-JIRUSHI YOSHIDA

Desianer: WonderWall Inc.
Photographer: Kozo Takayama

inon: Dalkanyama, Japan
Opening dale: 2003

New fashion spaces must be
placed in the context ol a func-
tional environment. This |s the
idea that WonderWall has brought to fruition
in some of (ts latest projects, which include
two totally different stores in the same
building. On the first level is B=lirush
Yoshida, a well-known handbag company |
on the second i1s Beams 1, an avant-garde

I-shirt gallery and shop.

WonderWall had help from the famous hand
baa designer Yoshida Kaban with the con-
cept of the store's interiar this name has a
double meaning sinmce Kaban means bag in
Japanese). The space had to fulfill one
requiremernt refiect the |!l_'|:':5|'-.,- rooted trad)
tion of the handbag brand. To do this,

WonderWall experimented with maternials,

mixing different textures and playing with
the details of the interior, Seen from the
putside, the bullding has two completely dif

ferent levels that are perfectly integrated in

a single structural skeleton

One of WonderWall's objectives was to desiqn
a calm and peaceful interior This comfortable
space was achieved by juxtaposing the tex

tures of warm materials against the coolness
of transparent surfaces. The floor and severa
counters make use of dark wood. The contrast
between this material and the [.|'|-z',l.|=.-1.' sLr

faces of the display tables and the glass dis-
plays Create a perfectly balanced and neutral
exhibition space. A transparent, glass-covered
ctructure can be seen avernead, perrorated oy

several taut metal cables that suspend it from

tne ceing, :|"JI|‘|-"-;:‘.:rn| Lne space
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Designer: Eduard Samso
Photographer: Jordi Miralles
Location: Barcelona, Spain
Cpening date: 2003

The eclecticism of the materials
used in this project was
inspired by that of the best fur-
niture and accessory designs sold in Pilma,

a prestigious store located in Barcelona.

The architect, Eduard Samso, used a mix of
warm materials such as wood to contrast
with the cool coloring of the white struc-
ture. The space is distributed on two levels
that are connected by a spectacular transi

tional passage—a waod staircase whose
exterior follows the outline of each one of

the steps.

The play of geometry is repeated in the lay

ered treatment of the wood in the ceiling, A
surface reminiscent of a wood trellis runs
across the entire ceilling with a sinuous and
curving line, This technigue not only layers
the spaces, but creates contrast ang
dynamism in the interior. The central
counter and the rest of the auxiliary coun-
ters were also built with wood. The center

counter makes a half circle near the

entrance. The counter and the wall that
extends behind it were finished with the
same material: this helps customers locate

the cashier area, which 15 a compact unit

The shelves that hanag from the ceiling on
thin wires are an q-u,,|r'r‘=I[|I:' of consistency I
the architect's use of materials. Paralleling
the unifying effect of the wood used
throughout both levels of the store 1s the
cool, hermetic feel of the stainless steel

shelves and the impressive interior lighting.

The lighting is what contributes the most
to the project. Natural hght filters through
the magnificent front glass window 1o
the interior. Various light fixtures, some
similar to those that are available for sale,
illuminate the areas that receive less

natural light.

Overall, the project reflects a commanding
use of the large space, with impressive
white columns and many opportunities for

mixing different techniques and styles
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Antonio Citterio and Partners

Fabrizio Bergamo
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John Pawson
Richard Davies
London, UK
2004
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BISAZZ

A SHOWROOM

Fabio Novembre
Alberto Ferrero
New York, LISA

2003
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SONY TOWER SHOWROOM

WonderWall Inc
Kozo Takayama
Osaka, Japan
200
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SONY QUALIA SHOWROOM

Curiosity
Daici Ano

1 Tokyo, Japan
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Plajer & Franz Studio
Fritz Busam

Berlin, Germany
2002
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SHOP KUTURHAUPTSTADT

signer: Eichinger oder Knechtl
Fhotographer: Rupert Steiner
ition: Graz, Austria

Opening date: 2003
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Studioo + a
David Wakely
Sacramento, LISA

2003
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Graffitl painted by Sacramento artists can be seen
behind the display fixtures designed by Primo Orpilla

and Verda Alexander
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*BAPY AOYAMA

. WonderWall, Inc.
ipher: Kozo Takayama
Omotesando, Japan

| date: 2002
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Ihe fitting rooms were designed to

FOWers, W th their own curtains [o ensure privacy,




PARAFARMACIA

Rosa Rull/Manuel Bailo
Jordi Miralles

Castelldefels, Spain
2003
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L.A. Eyeworks

esigner: Neil Denari Architects, Inc.
hotographer: Benny Chan
ocation: Los Angeles, USA

Jate: 2002

LA, Evewaorks is located on one

Lne corner

Angeles

and Beverly Bou

evards, where more than

)0,000 cars pass by daily. Neil Denar

architect for the proje

, based his desigr

the client's concept: the space shoulg

"_'|i"| t the "I.'E._:| anshio '[]I.\:r,'ﬁ'.:r._!-.. the inter 8]

architecture, a timeless element, anag

aiy commercial activity, 3 tempora

nt i-ihl'-!'l: on this cont .“Ln!l a5 |..:'” en

by Denari, the interior of LA. Eyveworks

tes a new caoncept in commercia

space desig

The shop is a pioneer in its

tof the interior as a neutral she

that can be adapted to chanaes in fashior

Denari left the upper af the stucco

facade intact and transparent, so the cus-

tomer can see the products from the out

side. In the entrance, blue panels that holg

the store's logo line the bottom of the

A ru;:'.-_'|-;, f !. P III"!:.I"‘". r,.l_._ flf"l_"":‘: |:. r|-”.

customer are blended with the idea

3. 0f Visu-

al continuity: and the architecture and the
glasses fuse into a coordinated design. [he
furnishings, also designed by Neil Denari

.l-"'l,a;.l '“':. r. mediate between the perma

¥ { eF= it =¥ ¥y enaera and tha
nence and stability of the space and the

glasses that are sold there, On one side, a

panel designed by Jim Iserman

awvtarrc
Xiendas

along the wall and displays the latest inno-

vations in eyewear, Behind this piece, which

dCi5 a5 d IWo-dimensional sUriace, IS

woven pattern that accentuates

'\L_.'!'.r".]fr' of the arcl ;ft":': re
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Inside, the totally white store and the neutral lines

lake advantage of the light coming through the

structure’s ariginal sky ghts
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Plajer & Franz Studio
Karl Bongartz

Berlin, Germany
2002
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John Pawson

Unit B 70-78 York Way

London N1 9AG

United K ngaom

Phone: +44 020 7837 2929
email@ jonnpawson.com

WwWw |_'If'-riF'.._'|-.|.-.,--_',.'_|r com

José Luis Portillo
Arago 224, 3
08011 Barcelona
Spain

Phone: +34 93 451 5757

portillo.prietod terra.es

Marmol Radziner and Associates
2902 Nebraska Ave.

Santa Monica, CA 90404

United States

Phone: +1 310 264 1814
info@marmol-radziner.com
Www.marmaol=ragziner.com

Marti Guixé

Calabria 252

08029 Barcelona

Spain

Phone: +34 93 322 59 86
nfo@aquixe.com
WWW.quixe.com

Massimiliano and Doriana Fuksas
Piazza del Monte di Pieta 30
1-00186 Rome

Italy

Phone: +39 06 6880 7871

office@ fuksas.it

WWW.TLIESES. T

MNeil Denari Architects, Inc.
12615 Washinagton Boulevard
Los Angeles, CA 90066

United States

Phone: +1 310 390 3033
nfo@nmda-inc.com

WWWw.nN ,.Ir.ll:.]‘_.-.i Tals f.-. om

OUT.DeSIGN

2-3-2 Kamiosaki, Shinagawa-ku
141-0021 Tokyo

lapan

Phone: +81 3 5789 0202
info@outdesign.com

www.outdesign.com

Plajer & Franz Studio
Erkelenzdamm 59/61
D-10999 Berlir
Germany

Phone: +49 030 6140 1350
plajer@plajer-franz.ae

www.plajer-franz.de

Rosa Rull and Manuel Bailo
Pellaires 30-38, nave G-01
08019 Barcelona

Spain

Phone: +34 93 303 46 60

Studio 63 Associati

Piazza Santa Maria Sopr'Arno 1
50124 Florence

Italy

Phone: +39 055 2001448
info@studioB3.it

www.studiob3.it

601 West 26 Street, Suite 1510
New York, NY 10001

United States

Phone: +1 212 675 9784
fmtloro@studiob3usa.com
www.studiob3.it

Studio x Design Group
Via Risorgimento 11
31100 Treviso

lfij.'-_,.-

Phone: +39 349 5574571
info@stxdesign.com

www.stxdesign.com

Sybarite

322 Fulham Road

London SW10 9UG

United Kingdom

Phone: +44 020 7352 4900
mail@sybarite-uk.com

WWW "J'.I:}L'r' IE-UK.COI

WonderWall Inc.

1-21-18 Ebisu Minami Shibuya

150-0022 Tokyo

lapan

Phone: +81 3 5725 8989
katayama@wonder-wall.com

WWW. WolI '!l'_jf._' r=wall.COm






