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PREFACE F~&

In the 21st century, society has shifted consumption from “need” to “desire”.

Luxury is no longer defined by wealth and value as status symbols. It is
a personal sensibility — an individual journey of discovery and emotional
engagement. |

Cutting-edge luxury brands use this power of the intangible to produce unique
experiences that generate emotional connectivity and ultimately, desire.

At UXUS, we call this “everyday wonder” — a transformation of the expected
and ordinary into surprising and extraordinary. It captivates customers’
imagination and creates a sense of discovery at every step of the journey.

We believe the future of luxury lies in celebrating everyday wonder through
sensorial and meaningful experiences at the intersection of commerce and
culture. They are about poetic soulfulness and personal interpretation, making
a brand worth experiencing more than once.

In this book, you will see many wonderful examples of luxury stores that go
beyond current paradigms. It is our pleasure to invite you to explore the “Luxury
Store Design” book; design that will inspire, transform and challenge.
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Qela Store

Qela &35

Architect  UXUS Design
Client Qatar Luxury Group

Location The Pearl, Parcel |, PO. Box: | 5604,
Doha, Qatar

Area 400 m’

Contractor LEAD Construction

Fixture Manufacturer The Set Company
Lighting DPA Lighting/ RCL Lighting
Photography Adrian Haddad
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Qatar Luxury Group awarded UXUS the mission to develop
groundbreaking retail experience for its global luxury brand

Qela. The Qela \uxury collection will include leather goods
fine jewelry and women'’s fashion, designed and crafted in

Qatar to the highest standards

The new store strikes a delicate balance between the
brand's cultural heritage and its progressive spirit, immersing
customers into the world of art, culture and design. Following
this comcepl, the boutique’s design blends the atmosphere
of an intimate salon with the dynamism of a world-class art
space: inviting clients to explore a continuously changing
' nf"’/ﬂ"",',!":" o ’ i ' | 4 : gallery of crafted luxury products and fine art

AT 4 & ‘ - Aesthetically, the Qela experience has its roots in travel and
embodies its native country's aesthetics of quiet, pure and
natural landscapes. Undulating forms and flowing curves
echo majestic Qatari vistas, punctuated with rich, luxurious
materials and a palette of elegant desert tones to highlight

the Qela collection

The unique use of textures and branded design elements
conveys an atmosphere of understated elegance and
comfort that is iconic to Qela. Bronze, solid walnut, travertine
and distinctive nero d'avola stone slabs are softened by
bespoke hand-knotted silk rugs and swathes of satin and
linen curtains. Both traditional hand-carving and the use of
state-of-the-art manufacturing techniques on a vast scale

add a subtle level of intricacy to the site's generous volumes

Celebrating the brand's Arabic roots, the store features a

signature Qela moucharabieh pattern created from distinct
elements of the Qela logo. The pattern forms the facade

and, through freestanding moucharabieh bronze screens

inspired by abstract dhow sails, defines intimately curated

spaces within the store. Breaking with traditional retail norms,
product displays are focused on solid wood and stone
plinths to create a more personal customer experience, and
to help reserve walls for the hanging or projection of works
of art

FIEREEREREIT UXUS HIETEERE Qela
BIT—FFOIMMNEERRE. Qela BEERAIBIERES
R, BEKE. HEgE, XS FEREERITNEIE
K,

ST T RAEEXAGEF R EUSH Z BRI F
&, ILMENEEZSA HINRITAIER . RIBX—ER,
AERITEETEENDPEFEURTHEDOERES
AR=E, BEMERREX—RBNR T ZHEMARRE
R ZAR RN EE.

MEEMNBERE, Qela KKFETFHEH, KMTH
ATESFBENREH. SENEASEN. KRFAFK
REMMES FEROEETR, BidFEEEMH
URAEIHEDEEAMLEE, RET Qela B/ miFE.

SOBF R T RAVRBN BEX T Qela mIEFH
RRRRMIERSFES R . EHF TR BEFILAR
HESILIZEANSHES SR, AR, AXRENRSNGIR
HiEEEZTER. EAFLIHRZUERSKFEFHETIZN
KIS RAILX— NS A E EE IR

AT EREARIERE, 2T RET B Qela FREAR
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Luxury Store Design 007

scene for a new paradigm in luxury retail. Thrc

products alike

At the intersection of culture, fashion anc

21st century definition of luxury as the ulti

faire and innovation. The new retail experie

brand qualities, taking customers on an ¢

a new benchmark for the world of luxury
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FIRit REKE TVEPEFENRILE, BEMEZZRATH.
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BTRENEE, NECRTEERIZTHNHETE, JER, SHK
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XAE. BEFNRITIIZRT, Qela RFET T+ —tHEXTE LM
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