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Since establishment in 1997, San Interiors has accomplished an extensive portfolio of inspiring
space designs, spanning brand name retail stores, quality restaurants and corporate headquarters.
We also have performed in different roles as private and commercial artistic consultants. During the
past decade, our company has especially and successfully penetrated the Mainland China market,
completing more than 200 various projects of corporate identity, brand image, and hospitality
space designs that spread all over the country. Through our unfailing efforts, we have grown to be
a top and well-known design consultant in Mainland China, with a style that is unmatched in the
industry.

We are committed to our motto of "a unique style for a unique client" backed by a new generation
of spirited designers with fresh minds and professionalism. We fully recognize that each
commercial brand has its own unique story, and we strive to tailor a unique design to capture

that unique story. We will employ a full spectrum of visual elements to capture and represent the




B199THEMILFK, FIRERTR T — M X — 1A EEBERANOH M E)IZIT. #ixg
BAZTHIBBREZ, FRELRE—MRAE. X, E, X, KERBBES.
H#EEN+ZEF, HRER-ERNTFHEHERMTE, THRT Zik2000 &EREEE
EEEZERT. ESENRITREMSENRTRBEY IV RZE. SFk, HRETRR
THERCSZEBHEE &M, R HTEEDEET—ENMBESREAIZITEE.

HREREEEF —RIBTNNEIESHE, £HXBRE "WENEA, BT Bt
EE. RNFESIALREBOBFNE, FERNTIEIERBONE. RRTEUER
PRETRRAMKPBEERINXE, BATHEFESTEEAREFEHMEIRT, N
M. =6 MAUGTE, RAMEE&EREHIRES SR

FREDSHENS T MERMABENEURERENIZIT, UAREHEIH. EBREHAHEF,

BREFECIZIT, SREHN, REFER. AHHFETHEET 0N RIAIZ T E UMET I EE
‘mEMmE, FERitT BitEN, SAS=E, £Fiigit.

“*b




Brand de:
story

mhRIZITITENR MRS ERNA  IEETE 4R AR H 30 N RI R Mg S




sigher
as a
teller

let . .
san Inferiors

tells you
the stories of

30 brands




s CONTENTS
H %

Alla Scala

Actaris o .
5[ S — e e o

Cabbeen Lifestyle .
TE I e e 26/27

Cabbeen Urban =5 ‘
Bt =R 11 O oosssssosssssssssss oo oo ............................... 36/97

Dazzle &



Fairy
FERR

Fapai

106/107

) a ey ] |
B e IR R — 'ﬁ ........... ! AE ...........

Goelia o 2 T
RETE oo e 124/125

116/117

8/9



B IaT e eeeeeeeeeee e eeeene ............................................................................ 134/135
Hon.B X
ZTILR .o e eeeeeeeeee e eeeeeeeeeeseme e eeeeeeeeseseree s eeeeeeeerseeeeeee e 142/143

150/151

i

@ ....................... ettt eeen -158/159
168/169

178/179

Mik&La - - =
KITHL e eeeeeeeeeeeeeeeeeeeeeeeeeen e ' 186/187

Mikibana PR 2
KO e et e eeeeeeee s eeaeeseesreeraseanraenens e eran e 194/195



202/203

Omnialuo

= 210/211
Pepco

INFE DT 218/219

Tangy

R oo eee e s e r e e v s s e s e r s s s e e s s es s s tesseersenraneen = . 2928/9229
236/237
244,/ 245

256/257

W.S.M Home \ . A
BRZLER 2 BR ... oo e 264/265

10 /11






o, scallo,  mm—

MEHRRAESITATREGURA, RANAETEEEESHHRE
B. MEMNEZERHTLARSERRENEE, DEFHRRET
=, BUHKHNREEEIICL. Ala Scaall “HIABIXZHEIR" A
mEMERETE, QEERAFREKZORE, BRTEREES
BIRHES, MINEMImENAE, RARMONE. TRHNEFR
BETENHE, FANNEFE—NEF. Ala Scalall HREHX
HKRE, BUHEANES, RS2 tkamE A URZ E Ala
ScalafJ 45 % 77 o

Fashion has been pervaded the soul on details, and the low-
key visual elements are applied to evoke the classical warmth.
As a excellent exclusive store, interior design must reflect its
unique and intangible character and culture through a specific
visual elements. By using the brand artistic conception of

"Modern Milan Theater", Alla Scala has successfully established

the brand position, increase brand value. At the same time,
classic is combined with vogue to display a vigorous character
within low-key ambience. Different color has different stories
and vice versa. A fine cultural connotation would make every

guest feel the charm from the brand, so does Alla Scala.
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