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Aurelio Vazquez Duran
DIN Interiorismo

1. How do you understand the
concept of the Experience Store?

A: The idea was to change the
tfraditional “furniture store” and
fransform it into a space where the
visitor gets the feel of a real ambiance
through all the areas and sets in the
store. Visiting the store is not just a
mere shopping trip; the customers will
enjoy just walking and picturing the
different scenes displayed -such as:
dinning rooms, living rooms, bedrooms,
etc.— as part of their own homes and
eventually buy all the set or just select
an accessory or two.

There are no corridors, so the
customers may browse through all
the areas just noticing the change
of section because of the different
products in display. Indirect lighting to
emphasise the areas in combination
with natural light adds the special
atmosphere to every area. The ceilings
have a metallic structure so different
elements may be hung to enhance
the displays and change according to
the seasons or special promotions.

2. What do you think is the most
important for an experience store?

A: The most important thing when
designing an experience store is to
forget about selling products and to

centre in the client’'s experience, to
determine how is he going to enjoy
and live it.

3. How to design the atmosphere of an
experience store?

A: The atmosphere of an experience
store has to emerge from livable,
mouth watering and desirable spaces
that give solutions and surprises with
permanent changes. An atmosphere
like this will make the customer want
to come back frequently because he
feels comfortable and most of all he
knows it is the right place to satisfy his
interior design needs.

4. How to display the cultural element
of the products?

A: When talking about cultural
elements we have to understand first
that globalisation is a fact, so we have
to be very careful with the display in
order to create a tasteful display. The
main keys to achieve this are to focus
on fruth and credibility, the rest is left to
creativity.

5. How fo divide the space in the store
to reach the best effect?

A: To divide the space the best thing is
to have the fewer hard walls possible.
Open spaces will generate a more

flexible and dynamic space, that will
allow all the elements to interact and
disappear as needed.

6. What kind of added value does the
design of the experience store bring
for the products?

A: The design of the experience store is
definitely the wrapper of the product.
The correct atmosphere will generate
the perfect ambiance, hence the
product will catch the eye better.
Sometimes just a spot of light on top
of the product will make it stand out
from the rest when the interior design is
based on the experience.

7. What's your design technique (like
style, material, proportion and so on)
to make the display part stand out?

A: My design fechnique is fo balance
all the elements in order to achieve
the results that the store needs. Even
though the main target of the store
is to sell products, it is very important
that the displays do not take over
its personality. In my experience you
have three main levels: the client, the
product and the store, and the three
have to be taken into consideration to
obtain a correct result.
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llaria Marelli
llaria marelli studio

Each of my project, in interior, and in
exhibit design, starts from a strong and
clear ided, that unify the space and
make it immersive for customers, a
space where to experience emotions
and beauty.

| feel | am a sort of “storyteller” through
my design, and | see that people
always understand a project if they
perceive that there is a story behind
that.

The experiencing cenfre in my opinion,
is always a story displayed in a space
that mixes elements and reminds
previous experiences with something
surprising, poetic and beautiful which
makes people stay more, and usually
share it with friends.

The starting point is always a mix of
cultural influences, intuition, projection
into the future, and a careful listening
to people's desires.

This is an imporfant point in my
design...at the basic level | work to
obtain a friendly experience for users:
they must be guided to understand
the path - the display of product, etc,
but more than that | take care that
users get fascinated by the generdal
mood of the space.

I always add something “"magic” in my
interior design. It could be an unusual
element of display (such as real trees,
out of scale furniture, boat shells...).
Plus | always give a special attention
to light (very bright — or very dark — to
change the mood of people coming
from outside), and to a general
welcoming atmosphere.

Usually | try to surprise the customer
directly at the entrance, so that he
feels entering in something different.
The door is the gateway, and then
| add some touch of "magic" as

heart to discover in every centre of
different displays...If there are more
brands, each one will have its own
peculiar "emotional display"; the same
if the space is divided info different
categories or themes, each one must
have its own personality.

Then the specific details are to be
defined according to the identity of
the space and its purpose (selling,
educational...), and also with the
director of the space, since | have a
lot of respect for their knowledge in
everyday use of my design and their
strategy to display products in a better
way.
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LABscape

Tecla Tangorra & Robert Ivanov + Cecilia Bernasconi de Luca

1. How do you understand the concept
of the Experience Store?

It is to put the customer in an unusual
ambiance, to create experience in
an uvnusual place, to find the right
product, fo create an experience
in the act of purchase, not only an
aesthetical space, or innovative, but
also create a range of services that
complete the promenade.

2. What do you think is the most important
for an experience store?

Curiosity - Create a place where
the product and the space are
merging together, adding tfechnology

10-11

and interaction with the customer.
The experience is an act that calls
for the five senses and memory.
If in a shop you have at least two
senses stimulated, then it has partly
succeeded in creating experience.

3. How to design the atmosphere of an
experience store?

There isn't a universal receipt. But we
very often see how organised system
in nature works then we try to recreate
it for the project incorporating the
programme and all the constrains. In
the first process of the design it will be
the concept to find in correlation with
the services. The second process is to

adapt the concept fo the functions
and purposes.

4. What kind of added value does the
design of the experience store bring
for the products?

The product is no longer shown as a
stand-alone object but is taking part
of the overall scenography, which
creates the complete experience.

When the product and the space
are completely working together it's
making a new way to see the product,
because the product is taking all of
his meaning inside the space. The
values of the product are completely



linked with the experience that the
customer has while is in the store. It
makes the client closer to the situation
of choosing the right product for him.
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Calle Veinte is a decoration store situated in
a shopping centre on the first floor facing the
street. The project is located in high vehicular
traffic street and responds to it as an urban
sideboard. The ground floor works as this great
sideboard to the exterior, at eye's elevation and
at the vehicle's speed you can appreciate the
ceiling and that is why it's one of the subjects
that the project pretends to emphasise. The
ceiling is made of wooden beams in repetition
which give the space a sense of depth and
height as well as break its horizontality and
provide a certain rhythm.

The sense of cleanliness in the inside, allows the
furniture and fabrics to give the space colour
and life, making evident only the structure,
which contrasts with the white colour of the
walls. The furniture and fabrics can naturally
be the decoration; thus no extra complicated
decorations are needed. The goods can be
highlighted.

The materials were used in their natural
condition, the marble on the floor, the natural
wood on the ceiling and the transparent glass
on the walls, leaving all the prominence to the
furniture. In this sense, nature and human are
combined together perfectly.
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