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From a humanized perspective, defining the shopping environment of a mall meticulously has become a winning strategy in modern business.

It has been three years since I came to know IDL when Hangzhou Tower Shopping Center began its development to transform Block A and B, as
well as Hangzhou Huamao Shoe and Leather Market, in order to inject the Hangzhou business district with a shopping city concept. We have in-
vestigated overseas and also benchmarked with varies large scale China shopping cities. Among them, the Super Brand Mall in Shanghai gave us a
stunning impression with its innovative space settings attracting our immediate attention, and to our surprise, this seemingly foreign-style design is
actually built by a Hong Kong team which happens to base in Hangzhou. Comparatively speaking, interior design in China started relatively late and
its designers are immature when compared with the international ones, especially for those property owners who have performed many overseas
site investigations and seen many great overseas designs, and such a contrast leads many owners to perceive that they cannot have a good under-
standing of the designs from domestic designers. However, Hong Kong and Taiwan designers possess the advantages lacked by domestic design-
ers. The rise of IDL has exactly filled the gaps in this market. Firstly, IDL can understand the domestic market better when compared with foreign
design companies, thereby better facilitating communications; Hong Kong design companies are relatively more commercially experienced; and
they possess overseas design concept that are suited to the Chinese national conditions. Also, Hong Kong has a unique advantage that provides
their designers with many a wider internationalized experience.

Shanghai is where I first knew of IDL. Thereafter, I invited them to bid for our tender, and they did not disappoint us by winning our entire Center
commercial design. They injected a brand new concept accordingly to currently international commercial development trends, transform a plain
field into a shopping city, and merge leisure with shopping.

IDL spent a total of more than five months from planning, design to completion, which overlapped two golden periods of Labor Day and National
Day, making it particularly stressful. However, IDL coordinated with our sales team and construction team, completing earlier than schedule with
the Huazhe Complex opening in April followed by Kunhe Complex opening in October.

After its reconstruction, the new and transformed face lift played a leading role in the prosperity of the Hangzhou Tower Shopping Center. Also, it
has since obtained many achievements, such as sales amount reaching 5.65 million RMB over two days of Lancome Event at the VIP area in Au-
gust, which is No. 1 global sales record for a single store. Furthermore, brands such as Shiseido, La Mer and Sisley all ranked first for domestic
single stores, while Estee Lauder, Armani and Channel ranked second for domestic single stores. The Watch and Accessories Section also attained
triumph: Omega, Longines, and Rolex recorded first, second and third respectively in China. Successes were especially seen in the Branded Section
as Bally, Canali, Hugo Boss, Corneliani, etc. topped the list in China. During the second year after the reconstruction, when the results from the in-
dustry was generally on a downward trend, the Center, nevertheless, recorded 25% increase in retail sales, with profits rising by 43%. This is also
a value created by IDL for us. Currently when consumers visit the Center for shopping, I believe that they will leave with a lasting and memorable
impression on its beautiful environment.

As a compliment, IDL should be one of the best design teams that I have seen. During the past few years when they worked with us, I saw them
becoming frequent flyers travelling between cities to complete different projects. Projects such as the Hangzhou Tower Shopping Center, Guiyang
Hongtong Mansion, Nanjing Longjiang New Town Plaza, etc. rose one by one, providing IDL with reward and recognition. A project is followed by
another; the company’s floor area is increasing continuously and its staffs are expanding, with each staff working hard but happily.
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I once compiled a book “HongKong’s World Interior Designers” that featured nine designers, none of which atedpfpfes-
sional commercial designers. Last year I met Antony. Antony and Keith established IDL in 2000 and moved to Hangzhou
from HongKong in 2003. IDL has developed itself as a professional interior design company that mainly deals with inte-
grated commercial design.

IDL's commercial designs are mainly large. Commercial space is different to that of residential space or office space, be-
cause it is a space shared and used by many people. Besides designing, a designer must also understand other aspects
such as environmental impact analysis, retail space distribution, and consumer group analysis, With natural resources be-
coming scarce in cities, shopping centers have become a place of leisure for many people during the holidays. People do
not just go shopping to shop. They go to the cinema for a movie, a bookstore to read, the gym for exercise, a café for a
chat, all of which are within the shopping centers. As such, the commercial space in the modern city has becomes a city’s
entertainment complex, energizing people’s life.

Amongst the twenty projects introduced by this book, there are the luxuries centers such as MeiMei Shopping Mall and
the Hangzhou Tower, as well as those for the general public such as the Zhengda Plaza and outlets. IDL sparked life in
these spaces. People stay in these spaces to share the enlightenment of life created by designers.

Thanks for Mr.Mai Weiquan'’s sponsorship & Miss Emily Tong support to this book.

Angela Wanling Tang
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Designs Create Commercial Value — Interview with DL
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As I write, more and more integrated commercial projects are in progress. Commercial space has become an integral part of these projects, which
are massive in size, huge on investment, and quick to build, because it realizes high rates of returns for investors. IDL provides a unique commer-
cial experience to tenants due to its innovative approach, and creates unlimited commercial value to investors through its designs.

Mr. Antony Au, the creator of IDL first stepped into the design area in 1993. After a decade of hard work and constant learning he strengthened his
interior design skills, and equipped himself with property development management related theories, knowledge, and practical experiences. Since
2003, Antony began leading his team to gradually establish a presence in the Chinese commercial design market.

Antony’s partner, Mr. Keith Tang graduated from the University of Salford with an interior space design degree. He has nearly fifteen years of work
experience, and participated in many Hong Kong residential and commercial design projects.

Using their professional knowledge to fully understand how to create commercial values with design, IDL has been involved in nearly 30 large inte-
grated commercial projects over fifteen cities across China within a short span of seven years since 2003.

In the beginning of the 1990’s when China’s property development experience was immature, Antony had an opportunity to apprentice on a devel-
opment project in Guangzhou. Back then, Antony rotated in different departments including sales and marketing.

Antony gradually mastered the details for the process flow of a development project, and also gained experience in developing, planning, and sell-
ing an estate. Antony worked on he first independently managed integrated commercial development project in 1996. After that, Antony also had
opportunities to participate in a theme park strategy planning project.

Antony then had an opportunity to prosper as a field manager in Shunde of Guangdong. After he grasped the comprehensive skill set regarding
integrated property development, Antony then begin his quest as a professional interior designer, establishing an office in Hong Kong. And with an
invitation opportunity to package a West Lakes project, he began the path from an unknown to today where he stands firm in the Hangzhou.

Antony’s entrepreneurship was fortunately supported by Keith, who became a long time partner with Antony. When Anthony invited Keith to work
in Hangzhou, Keith accepted his role as the creativity brain and Antony dealt with external chores, project strategy and commercial positioning.

IDL succeeded not because of its design alone, but also by emphasizing the commercial value of design. This is because Antony is experienced in
integrated property development, and with his related commercial knowledge, defines a strategy after an extensive analysis and not by considering
the design aspect alone.

IDL is considered from perspectives of clients and consumers. The company makes designs that are in line with market trends and diagnoses a
clear direction giving confidence to property owners. This is @ market survival advantage of IDL.

IDL goes beyond the conventional standards of beauty and achieve a balance between subjective and objective design ideology. Its designs are al-
ways original and not repetitive.

As Antony says, every class of society has its own cultural perspective. Therefore, they see a successful design as one that can harmonize with dif-
ferent consumer behaviors. Only a commercial space with special attributes will attract consumer attention.

The aim of IDL is to devise commercial space designs in China with Chinese lifestyle and shopping characteristics, prompting more people to con-
vert shopping into lifestyle leisure.
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Commercial design is the integration of space design and business planning. Exquisite products, comfortable environment, innovative advertise-
ment, wonderful display, and gorgeous shop design will generate a deep impression on consumers. The aim of commercial design is to provide
a vibrant shopping environment and to create an innovative and appealing space that will attribute fashion and taste to shopping.

Space design comprises interior design, architectural design, and landscape design. Modern and unconventional interior design focuses on the
use of new material; a harmony between a natural and human environment; and a transformation and innovation towards traditional architec-
ture and environmental art concepts. Commercial design considers both the functional and aesthetic requirement of clients.

Interior design plays a key role in a modern business project. The interior design includes the atrium, corridor, leisure area, and sales area. The
design should properly orient and direct the shoppers, and simultaneously take into account the future use of the space.

A good business image is foundational for a company’s brand, which in turn further improvises the brand image and value of a property‘for de-
velopers.

A successful appearance of a shopping centre can directly reflect its theme, positioning, and quality. An appearance can provide people with an® =
enjoyable and passionate shopping experience immediately upon visual contact, which will stimulate the shopping consciousness and behavior &
of individuals, achieving the aim of attracting clients. An appearance should be adequately designed to combine the landscape design and ligh
ing effect of a shopping centre, creating a commercialized landmark with unique attractiveness.

A signage system orients shoppers in the commercial space; it is the directory of the entire commercial space; and is an important compo-
nent within commercial design. It indicates the total indoor and outdoor space, the floor plan, the location of the stores, and the culture of the
brands.

A successful commercial design signage system should orient the shopper and promote consumerism. Its appearance should mainly be simple,
clear, and pleasing; color combinations should be vivid and blend into the surrounding environment; material, typography, and graphics should
be in uniform with the overall environment; and at the same should integrate with lighting design and advertisement design.

Traffic flow design is an indispensable and important component in commercial space. It is the linkage between spaces and the control of
crowds. A successful traffic flow plan directs crowds effectively; provides a comfortable routine for shoppers entering the shopping centre to
gradually feel the commercial culture mood and relieve shopping fatigue; self-adjusts the shopping density of consumers; and exploits the
power of passive traffic flow to avoid and reduce the influence of blind spots and to alleviate the pressure of tenants.
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Hangzhou Tower Shopping Center, with a total 140,000 square meters,
mainly comprises Building A and B, the Kunhe Arena of Building C , and the
Huazhe Complex of Building D. The magnificence of the shopping center
rises within Wulin Square, the heart o Hangzhou City, providing the site with
geographic advantage and a commercial atmosphere. The shopping center
provides food, entertainment, exhibits, Chinese luxury goods, and interna-
tional iconic brands such as LV, Hermes, Cartier, Chloe, Valentino as well as
residential and commercial floors. The shopper city is characterized by its
transcendence, comprehensive facilities, and quality lifestyle.
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