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“About flagship stores...how it is now and how is going to be”

The architecture has the distinguished task of making the brand physically tangible. It’s able to produce images that leave lasting impressions, create a
feeling of true luxury and style. Architecture can in the best sense assist the product, putting it centre stage while fully stage managed. It can seduce to
consume. The big brands are getting bigger and their flagship stores will be more exclusive than ever. | still think though in the future there will be a new

kind of “flagship store shop in shop”. And it will be a challenge to bring together several of these changeable smaller labels all under one roof.

L £p.

The Fashionization of Interior Design

Since it has become possible to share information instantaneously throughout the world, it has also thus become difficult to speak in simple terms about
trends in interior design. In the sea of information, the speed at which trends are born and disappear has increased and what we would call a “sense of
breathlessness” (that is, a sense of racing to keeping up with this fast pace) has become the prevailing atmosphere today. In the 10 years since we founded
Jamo in 2000, this trend has been constantly accelerating. As a result, for people who have stopped feeling the need to pursue the forefront of design trends,

this is a time in which there is an increasing diversity of designs that pursue each designer’s individual sense of comfort.

If we were to say what kind of spaces are needed in such a time of increasing diversity, naturally there would be no single answer. However, if we were to put
forward any particular idea, we might say that although there is great interests in highly original spaces that make full use of new materials, what is actually
most often sought after are spaces that express “life-sized comfort”. Just as with fashion, these are spaces that mix newness with old and nostalgic elements,
spaces that are “edited” freely in a way that pleasant music may be edited. If, for the moment, we were to call this trend “the fashionization of interior

design”, then this is something which was already become inevitable.

Naturally, consideration of the earth and the environment is also essential from the standpoint of creating interiors while also seeing the reach of the planet’s
future and past. For example, rather than, what is called in Japan, the “scrap and build” approach, why not propose interior designs that consider spans of 50

or 100 years. The designer has an increasing set of tasks in bearing responsibility for the future.

Jamo Associates

Norito Takahashi, principal and chief interior designer

B0

Chinatsu Kambayashi, partner and chief interior stylist
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EPISODE BOUTIQUE

Name: Episode Boutique
Location: Paris, France
Designer: David Ling Architect

Episode is a marking brand owned by Toppy Group and enjoys a famous reputation in the world. It is specially designed for modern women, with excellent quality and tidy style, standing out individual
tastes. Its patterns and design for the traditional suits are unfailing, and choice materials are the best and of different colors. It can not only display personal taste but also satisfy the customers. The
simple and appropriate cutting out caters to the various moods of women who pay great attention to their appearance. Together with best materials, like Chinese silk, Italian figured cloth and Japanese
wool, Episode design manifests individual characteristics.
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