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COMMERCIAL DESIGN

Commercial design is a very strong communication form that needs to be
comprehensive to all.

We like to think of our projects as story tellers. Each project tells a different
story, a story that relates not only to the specific structure, but also to the
city where it's at. For example, Miss Sixty Los Angeles, is an ironic homage
to the city of Hollywood. Or the store in Barcelona which uses the vivid
colors of a Mediterranean city.

The by product of this process is that we can create a familiar language
that is immediately recognizable all over the world, and at the same time
create a different experience in every store.

If you are a sensible visitor, you will be able to recognize the story, and if
not, you will still be able to feel it.

An important element is the understanding and working relation with each
client. Every client presents a different world with different images and
colors. The stories we tell are based on our understanding of the client and
his/her world. This is what gives us the possibility to tell a different story
every time.

We are often asked about the latest trends in design. We find it difficult
talking about trends, our inspirations and understanding comes from many
different aspects of arts and crafts and not necessarily design. Like everyone
today we travel a lot and are very curious to see different people with
different ideas and cultures. Like everyone else, we are exposed to a huge
amount of information that is shared by everyone and can be taken and
transformed into something new and very personal.

In this world of contamination it is important to be honest with ourselves
in what we create, and do what we feel is right for a specific client and a
specific project.

We are very interested in all art forms. In our projects we feel free to use
different disciplines to express our ideas. In some projects we transformed
plastic arts into 3D, or recreated a scene from a movie that inspired us,
or even used music and more conceptual ideas in realizing a project. The
advantage of being an architect or designer is that you can create a small
world, and in that world there is light and color and forms and sound etc.
So you NEED to use different art forms in your creation.

Studio 63 does contemporary architecture and design but our innovative
ideas have always roots in the past. We always relate to the location of the
project as well as its history. It is the private history that is carried out by
objects or forms that can give you a sense of continuity. The feeling that
a space has a past, especially in retail design but not only, gives it a warm
embracing atmosphere with human proportions and a personal feeling.
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Rethinking of “Place”

The characteristics of modern consumption that consist of the common
desires from the consumption and distribution system involved in
consumption and participation that have emerged since the middle of
1990s, and the rational manufacture and non-rational individual consumption
has developed rapidly to an uncertain future.

The space “place”, a traditional and inherent concept of function, endures
unprecedented impacts and challenges. In 1979, the appearance of Walkman
0ODO audio device changed the way of enjoying music in a fixed “place”,
and the emergence of this tool has brought the environment for us to enjoy
our favorite music anywhere we like. In 1987, after the sales of mobile
phones in the market, the place became more personalized. In the age
of digital network, the so-called “place” is everywhere, which makes “any
time” and “any place” to be a reality. In the future, Starbucks probably is
not just a single place for us to have coffee, but according to its usage,
there is also a possibility to be an office, a small bookstore, as well as a
space for digital entertainment. With the progress of this form, how can
we correspond to the functions and space forms of the buildings? The
previous traditional architecture and space form of classifying different
function areas is no longer common, and we need to re-organize them.
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In terms of composition the interior of the Leonardo Glass
Cube is divided into two zones that differ from one another
both in function and mood. Between the exterior glass facade
and the centrally located freeform — an undulating wall
enclosing an introverted exhibition area a circular walkway
emerges. The purpose behind this exciting “space within
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space” concept was to meet the usage requirements for
artificially-lit product presentation, as well as to incorporate
daylight so as to enhance the visitor’s sense of wellbeing. As
such the creation of varying light spaces and moods strongly
impacted on the design process.
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