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I’'m creating all kinds of spaces-residences, shops, offices, and recently I've been asked at
times to create space for advertising.

My work, no matter what | design, is often critiqued by others around me as being very
architectural in approach, but | am not sure what that “architectural approach” means.
What I’'m conscious of is very simple — to think without stereotyping and avoid being
captivated by the thought “this type of thing ought to be this way”. '

Although it’s naturally not so easy to escape from what I've seen and heard to date, |
try to think carefully and concretely about each of the countless points and link them

. together without cutting short the thinking process. It is my hope that this process will

lead me to create a free and refreshing space that liberates us from what has been taken
for granted until that time.

At the same time, I’'m aware of how difficult it is to build a relationship with the society to
realize such spaces. A major task, as a planner, is how to present the possibilities of the
forms that exist there, how to incorporate the “otherness” that opposes them, and what
kind of values should be shared in that process.
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The Stella McCartney Project comprises 8 of the 141 typical yellow limestone
arches within the promenade colonnade.

The existing site parameters have determined the design response in terms
of specific historical reference, materiality, craftsmanship and detail.

The design evolved from an extensive process of selecting a palette
of complimentary materials. Bronze-colored veined marble, Japanese
decorative ash and cast brass were chosen, each of which relating back in
some way to the site environs.

The organisation of the Stella McCartney Project is however rooted in the
art of early 20th century modernity. The work is informed and inspired by
artists such as Sol le Wit, Carl Andre, Ben Nicholson and Donald Judd.
Artists’ installations dating from the 17th-to-21st century have been housed
within the Palais’ garden courtyard. The space is a curated series of external
rooms.

The concept for an installation within the store informed the development of

the “rain” units; a filigree of sculptural lightness in brass and stainless steel
constructed within a wider composition of marble slabs and plinths. The
overall canvas aims to create a playful contrast of mass, plane and volume.
The existing gilt ceiling has been meticulously restored with gold leaf. The
bespoke furniture has been crafted with great attention to detail combining
bespoke ceramics, casting and metalwork detailing with machined routing
and laser cutting techniques of modern manufacture.

The result sought is a carefully balanced container of simple forms and axes
juxtaposing the luxury and opulence of the existing Parisian materiality
with the economy of line, shape and mass of the modern city. The store
is described in a palette of strong yet warm, feminine materials and
personalised by individual character.
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ARE TO BE THE RESPONSIBLITY OF THE CONTRACTOR

'DRAWINGS ARE INDICATIVE FOR DESIGN INTENT ONLY.
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Located in the heart of the Golden Triangle in a
traditional Milanese courtyard Palazzo close to
the intersection of Montenapoleone and Santa
Spirito, the Stella McCartney Milan Flagship
Store mediates between the worlds of fashion,
art and design.

Uncompromising gestures of sculptural lightness
in the wall hung clothes rails combine with the
visual playfulness and geometric puzzle of the
floor to create a spirit of openness.

A lack of weight (almost everything is suspended
from the walls) allows space to dominate over
furniture in spite of the relative intimacy of the
rooms.

Rhomboid tiles in crafted ceramic bounce light in
through elegant proportioned window reveals,
providing the crystal clarity daylight of a gallery.
A simple geometric stair in obligatory black is
topped by a shot of brass, which is the visual and
textual signing for a new floor.

On the first floor, the sculptures are more
refined in form and colored white. They describe
soft swoops and gentle arcs confident yet
unselfconscious, innocent.

Colorful furniture in felt and ceramic stacks and
unstacks like a miniature city.

In amongst all this sculptural and material
playfulness is a collection of finely studied and
cut clothing in rich textures and elegant fabrics.
The warmth of the collection and its acoustic
softness balances the “gallery” feel.

Juxtaposing material, color, art and wit of the
store are open to everyone who seeks Stella
McCartney.










