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To fascinate, to seduce, to convey emotions: the goals of the retail design
have extended since it can be considered a discipline itself, different from
interior design and architecture. The field of the retail design, even if explored
by architects such as A. Loos and F.L. Wright, has been initially considered as
belonging to a lower design. The last twenty years have esplicitated that there
are no jerarquies in the design fields, there are only better or worse projects.
Initially the similarity between shops and museums as exposing spaces was
highlighted.

As the museum is able to legitimate the object exposed as a piece of art, in the
same way the shop can make the product displayed to be considered object of
desire. Alessandro Mendini argued that an overlapping between the aesthetic
object and the object to sell can exist with a simultaneous switch of their

proper values.

The shop is not only an exposing but also a commercial space, therefore
a selling place and always more frequently a place for comunication and
representation. In addition to be a place technically suitable for selling, the
shop has the function to represent the company's identity and its values;
especially in the flagship shops this meaning usually exceeds their commercial
value. Many shops are more significant for their image than for their income.
This aim can transform the exposing space decribed above in a stunning
scenography with innovative solutions and with the use of melted lexical
structures, as the examples collected in this book testify. In some cases the
expressive forms of the retail design, induced by comunication requirements in
continuous and rapid evolution, move from the concept of exposing space to
the way of the seducing narration, of the story tale, of the journey. The need to
communicate the dream or the lifestyle brings the expressive forms of the retail
design to open towards multidisciplinar approaches deriving from the world of

marketing, advertising, art and temporary installation.

Both techincal and formal experimentations are intrinsic and necessary to
retail design for what stated above and also because a significant part of retail
design is dedicated to fashion which, for its nature, needs the "new" more than
anything else and it "burns" rapidly ideas and styles. In the shops we often find
concepts, materials, combinations, furniture, moods which anticipate interiors
and architecture, and also with setbacks on industrial design. An explicit
example is the use of backpainted colored glass, forgotten for decades, and
returned - in the mid 90s - into the fashion shops for invading subsequently and
massively the fields of interiors, architecture and industrial design. The same
happened for the recessed videos which have initially apperead in the fashion
shops; other examples can be found in custom made lighting and ceramic
products subsequently become industrial and common products.

The globalization of ideas and expressive forms, nomal in present time, takes—
in the case of retail design—an additional acceleration for the globalization of
the selling network and for the fierce competion among brands. The "news"
of the retail design can be found, almost in real time, in all the capitals of
shopping. This fact leads to a risk of formal omologation (homologation) of the

commercial landscapes which can be avoided thanks to the foresight of the
clients and with the creativity of the architects.

Another ineherent risk in the retail design is the one that can derive from
street shops in historical city centers. The commercial spaces are a significant
part of the visual curtain of historical cities. As a matter of fact they influence
the perception and the judgment of the city visitor, who certainly walks by
the streets of shopping. The idea that the retail project shall respect the city,
the building, the surroundings, is always more diffused, demonstrated also by
the fact that many brands, for their flagship shops, try to turn away from the
definition of no-place, mantaining the historical character of the building and
conveying individual identity to the specific shop.

Personally | had the luck, among other things, to restore the remainings of a
Paleochristian church and a chapel of XVI century, both turned into commercial
spaces.

In these cases a forcing was made only against their original use, which had in
any case been lost for long time, while the exposing space has gained appeal
and seduction from the aspects of the places. The commercial destination
has allowed to collect the necessary funds to restore and to preserve these
architectures, therefore, maybe, not always the "beauty" which has to do
with the dimension of "having" is harmful, as the philosopher Francois Cheng
argues.

| would like to go back to the dimension of the space as an exposing place, we
have already discussed how the needs of communication, experimentation
and the accelerated globalization covey to the design of the commercial spaces
different aspects from the design of museums and art galleries. | would like
to express some thoughts on how we can approch the design of commercial
spaces. On the one hand, you can think to the exposing place as a piece of art,
of design or architecture with its intrinsic value, with strong identity more or
less related to what exposes or represents; this is the case of the Guggenheim
museum in Bilbao by Frank O. Gehry. On the other hand, you can give major
focus to the object exposed, in our case the merchandise.

"The product has to be the protagonist of the shop" is the utterance most
frequently repeated to me by my clients. In this case the product is the main
object of the design thoughts and "how" it is displayed is the final goal of the
design. | do not agree on this statement which could seem correct at the first
sight. An exposing place is not composed only by the space and the product
displayed but also by the human beings who relate themselves with that space
and see that product. An exposing place without visitors or clients has no
meaning. | belive that the major thoughts on design have to address to people.
This is not a theoretical proposition, but a pragmatic and easily implemeted
approach. You have to image yourself as visitor in each moment of the path
starting from the entrance. To look with the eyes of the client, imaging, step by
step, his/her reactions, is useful to make a commercial space more a place for
relations and interactions than a tool for celebrating the brand or the design.

Duccio Grassi
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Designer: Michael Neumann
Design Company: synn architekten
Location: Brunn am Gebirge, Austria

Area: 45 m?

Photographer: synn architekten

Yellowecent Shop

The small shop near Vienna was designed to transform yellowcent’s already existing online-
presence and its corporate design into architecture. A wall unit which has perforations of
different sizes and heights acts as storage space and display area. Its surfaces consist of white
high gloss finish and plexiglas. Facing the entrance a large integrated plasma display shows
the company’s presentation videos.

The panels on the ceiling—shaped like the cutouts of the wall display—hide the lighting and
provide space for multimedia devices such as beamers and screens. The interior is completed
by a multifunctional desk, which also appears in the colours of the company logo.
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Design Company: Dalziel and Pow Design Consultants .

Location: UK
Area: 279 m?
Photographer: Dalziel and Pow Design Consultants

Dalziel and Pow have helped DSGi with the strategic turnaround of the Currys out of town
and Currys Digital high street brands. These businesses were facing a number of challenges,
including increased competition, especially from supermarkets and online retailers. As part
of DSGi's “Winning New Revenues” strategy, the designers were appointed to refresh the
brand’s identity, store communications and design new store formats for both the Currys
Digital and Currys businesses. A number of sites were identified to trial the new branding
and store format and, following successful prototype stores in late 2008, the brand and store
concepts are being rolled out. The total effect fulfils the brief, with an exciting new feel to
the brand, its communication and store interiors. Initial customer reaction has been very
positive, and trial sites are trading 25% above the chain.

@




Hewlett
Packard
Digital

Camcol

/

PR /

\

AY

PSSR S




o1 e

v




