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e perennial problem facing retail design is the question of how to
communicate a brand effectively. The proliferation of generic
shopping centres means that each brand must create a unique and
memorable image to differentiate it from its competition, in order fo compel

the consumer to choose that brand in particular.

Shanghai today is a living sourcebook for retail design, with its status as a
meeting place for diverse fraditional and modern architectural styles from
both the East and the West. Retail landmarks such as the Bund and Xintiandi
play host to many of the world's most exciting boutiques. The abiiity to
synthesise the gamut of modern and fraditional influences is brought to bear
in the creation of individual shops that communicate powerful messages

about the brands they represent.

This lavishly illustrated volume showcases a selection of the most fascinating
and memorable boutiques in Shanghai, from interationally renowned
brands like Adidas, Bose and Shanghai Tang, to smaller local boutiques that

are by no means less distinctive.
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BICHE DE BERE

Alternative Shops
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The shop of French luxury brand Biche de Bere is strikingly spacious
and bright, with its masterful use of French windows, mirrors, white
walls and downlighting to emphasise the height of the shop.

The boutique is furnished with the whimsical and unexpected. A
number of miniature fishbowls are suspended from the ceiling,
with red goldfishes in them. The floor is paved with dark screed
and the pillars are designed to resemble old tree trunks. A frio of
chairs with artificial white turf on their high backrests serves as
display space for avant-garde jewellery.

There is a huge mural on the curved wall near the entrance,
featuring a collage of faces from various ethnicities. Its slogan
"difference is that wonderful thing" is the philosophy of founder
Nelly Biche de Bere, echoed in the design of her clothes and shop.



















TEA CUP

Alternative Shops
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The Tea Cup boutique is spacious and well-illuminated, with its
extensive use of white walls and large windows.

The boutique is clearly divided into an outer room and an inner
room. The floor of the outer room is tiled with a fan pattern,
leading the viewer's eye across the space and towards the inner
room. White rafters on the ceiling accentuate the dimensionality
of the space. In contrast to the outer room, the inner room is more
transparent and bright, with its flat ceiling and beige marble floor.
Most strikingly, the walls, pillars and even the fitting room are
sheathed in a grid of window frames. This pattern extends to the
shelves, which are designed as a grid where smaller items can be
displayed, making flexible and optimal use of the display space.
The grids traced by the stark black frames on the French windows
are also consistent with this distinctive pattern.
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