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To face an interior design project, besides the economic factor, there are some conditions that must be taken in
account from the beginning.

Each client is different and all of us have our rarities and peculiarities. There are no universal ways and, what is
odd to me, may be normal for the others... The program of requirements of the customer must be the first step to
study. The way of life, the more essential likings and even the personality of the client will mark the project.

On the other hand, if the work is made in Dubai or Madrid, it also determines each project approach from a
cultural and climatic point of view. However, this is also a weapon that must improve the results of the work.

It's basic to have all these factors in mind. We have to know the customer, know how to talk and hear, and also
how to persuade without imposing anything. These are the keys for the execution of a coherent work and the
satisfaction of both parts.

The architecture Studio A-cero opens an explanatory space of sale of furniture and decoration designed by our
proper team, which both my partner Rafael Liamazares and | direct.

It is a question of the new showroom of A-cero, where the furniture and the pieces of decoration developed by
the studio, acquire a scuiptural character, all of them with a pronounced formal and decorative sense.

We try to promote the interior design department and offer to the market the possibility of creating ambiences.

We strongly believe the philosophy which defends that an architecture studio can go so far as to have the
capacity and the structure necessary for the achievement of a project that includes in itself the architecture,
interior design and even the landscaping following a common conductive thread as for creativity and concept of
the project, execution and final score.

Our final goal is that every piece fits in the best possible way in the chosen spaces. The intention that design and
quality go of the hand of the highly functional.

Every piece we design fries to reflect the sensibility obtained by the constant inspiration in the world of the art.
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A-cero Joaquin Torres & Rafael Liamazares architects
A—cero Joaaquin Torres & Rafael Llamazaresi@ZiNESeT



Underneath the emotive design, carefully considered graphic language and advertising, often lay a companies

or brands core values. This is evident in the influence and success of certain global brands, that they have been
built on solid beliefs and philosophies.

Fashion retail has become exiremely transient and fast-paced in recent years. Spurmed on by evolving, varied
tastes and the ‘what is now' culture that underpins this sector, retail design within the fashion realm has developed
a nature that continuously pushes boundaries. Advancement and originality here, is partly achieved through
exploring innovative material applications, hi-tech solutions, engaging commissions and processes - all with the
desire fo aftract, engage, interact ultimately to sell products. More adventurous, memorable and desirable spaces
encourage aftention to a brand and so architecture and interiors therefore act as a beacon endorser within the
market place.

Big brands have and do often affiliate themselves with recognizable names in design to enhance brand
awareness and status, the two going hand in hand. Having been fortunate enough to work for a selection of
outstanding retail clients with invariably different brand cultures; Harrods, Chalhoub Group, Spencer Hart - it is clear
that through design - all convey personalities that distinguish their name.

There is no escaping the fashion industry as one of the most vulnerable to economic sway or the importance
of a shop or store as a valuable asset and selling tool for a brand. The key fo a company’s continued success
is therefore to stay both ahead of the trends and close to the changing needs and aspirations of the customer.
Design remains a vital business and marketing tool, manifesting itself through many facets of a brand including
the creation of the retail environment. Successful retailers know the importance of considered and well executed
designs for their environments as an integral part of a local or global growth plan. As an increasing amount of
engagement and interaction is becoming virtual, this rapidly evolving ‘multi-sensory’ requirement poses further
design considerations ultimately demanding more creative and integrated responses.

The future of retail design within fashion will continue to be an evolving challenge to the designer and one that

can only result in the continual creating of new and exciting brand environments.
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THE HOUSE OF ROOSEVELT

BRAND CULTURE EEENEmE s g s e s s

Ports 1961 also known as Ports, is a fashion house originally founded by Canadian entrepreneur Luke Tanabe (1920-2009)
in Toronto in 1961, specializing in luxury ready-to-wear and accessories for men and women. Since its founding in 1961 in
Toronto, Canada, Ports has embodied the stylish, working independent woman of the day. Success in North America led fo
expansion into the UK in the 1970’s and 1980’s, and then in the 1990's the brand was the first western luxury brand to enter
the nascent China market. This astute business move proved hugely successful and led to the company’s IPO on the Hong
Kong Stock Exchange in 2003. As of today, Ports operates a network of over 380 luxury stores throughout China and is one of

the most recognized luxury brands in the country.

FERI161HIRATER, ERERVHNEAEWRFT - BALL(1920——20090)71 961 FERIIF2C0) — EIYET, &'IIM
EBTAEFRNENEM. B1961FERIITNNERZDA b%u;& FRRAE T SN EIRITIEVZM . EICEBIMIIERE 3 20184270
FRAB0FERE P]? =, M0, ZERRRAHESNILPERZNE TLEREM. X TEHIEIEE
#HOLBEE ERBINID, Lifpﬁ:gm??mﬂtrhééml%’x\% . BESH, FEEE J&u;‘ﬁﬁDUBﬁ‘*‘>§"’!‘%%cwﬁ HER
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Ports 1961 Shanghai

F£1961 L85

Archi-Tectonics Shanghai, China 221m David Barr, Thomas Barry, Hiroyuki Miki, David Schragger, Hira Sabuhi, Victor Ortega

Design company #it/2a  Location iR Area iR Designers &1t
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We recycled an old Chinese house. The sculpted wood base below, features accessories such as bags, shoes and jewelry. Like an oyster, the rough outer wood
walls reveal the soft glowing pearly white volumes inside, which generate a more gallery-like atmosphere. Here mannequin bodies are suspended in space,
highlighting the collection's main pieces. The mannequins are lit from above and below by recessed lighting, accentuating the fiuidity of the fashion pieces.
Movement created by the Flagship store's clients, causes the mannequins to slowly turn, and reveal the clothing slowly from all angles.

When approaching the dressing rooms, one finds a golden metallic padded wall, which forms a shimmering backdrop for the seating area adjacent to the
fitting rooms. The fitting rooms then “frame" in an ingenuous set of pivoting mirrors, which generously reveal all angles in this crystalline space.

BNOWRAAT —HEBNTRER. TONARZEEENE. BIKRENEMARE. B—SRHE, HENINSNERR T ABRLHBIRENRER, X~
E-NEEEBRNESF. BXE, ERFEREEED, RETHAINTIERS . AERHEYRBIVREM CEN TERRZRE T NEHRIVRIT. EMESE
FENHRSRMABRFEERY, ANMSTREESERTIRE.

YBAEREN, MR- T2ENEEERE, ARLNKENEIREE — NN ANAER, BREU—EARGERBENTR “BR" . FEWREN
TXTKBREERZTRE,

011



EXTERIOR FACADE TO STREET
GALLERIA

STORE ENTRANCE DOOR
COURTYARD

SHOP FLOOR

CENTRAL DISPLAY

CASHIER DESK

DRESSING ROOM WAITING AREA
. DRESSING ROOM

. STORAGE
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