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This is the second volume of CHIC design series, enriches with
52 projects from the UK and US. The three sections: “to shop...”
presents retail shops, “...and gather,” features malls and
supermarkets, and the third section “...have fun!” collects several
entertainment space.

Good brands see no regional boundaries. The fashionable
international brands around us all have their uniqueness, but local
brands can also be renowned by their qualities and creativities.

Shopping malls can be considered as one of the catalyst to
globalization. Although some might criticize them as repeating
volumes standing everywhere in the world, they help the

modernization of cities. The question is: Can we achieve
modernization and preserve our precious local values at the same
time. We got some positive answers in this book showing that
vernacular culture identity can also be injected to shopping
centers that has emerged to be an important gathering place for
the community.

I 'would like to Thanks all contributing designers in this book.
Working through emails we have bypass regional boundaries. This
book is a demonstration of the "brick and click" concept very
CHIC nowadays in the retail world.

Amy Liu
Editor



BUtBAEANRBHR TR AN XFBEENKEH UL
MEERZRNEE
FRA .

ESUEHFNTHBFANZONE - Bit - BRITBERFEITNRE

TMHTEERA - TRESE XM TR FKES

TR
B % MR RIFARBEEANHEEE -
MEROERTREFEN - R RANE T80 B 2005 R AR RN
B FEPBRBEZLIMBKANER - THXL B RAXRRERZERITHET
BEHSHEENRABLES | MEMH
%&ﬁ%$ﬂ¢mE?——ﬁﬁﬂ%%ﬂﬂ%ﬁﬁﬁ%%ﬁ'EMR%%%

LE—F REXAENE - RAEE

—RELSARBIIRDFETHER °

A
o AFBBFNAMER  BIHBLARITHERME - HEMR - AF
BETLBRANTBMIKE - FESZEHORNES )

NESNENEHNMELRBS - NHNSSHARET A6

RE ERNHRS MEES

BRAMFETANTE-—TL2EMERE - FHFERRAAREORER
ZR - w0

EMNADEE&

Design must be of its time to meet market demands, but it must
also reach beyond trends to address customers’ deeper
aspirations. If it doesn't, it can’t hope to last or resonate across
subcultures and different generations’.

Authenticity is an enduring core value of the emerging culture,
so we use it as a litmus test in the selection of programs, projects,
sites, materials, finishes and merchandising.

Customers are not one-dimensional and so the spaces we
create must speak to all their senses and interests, and must
respond to their desire to learn and grow. Execution is the key to
achieving these goals - our insights mean little unless they can be
integrated and implemented with real artistry. Story-telling is also
an essential ingredient - design and merchandising must tell
stories or risk being short-lived and irrelevant.

In addition, customers today are increasingly co-authors of
their own interactive experiences, establishing the possibility of
new forms of participation. To meet the demands of the emerging
culture designers must create personalized journeys and
immersive, narrative encounters. Brimming with rich content,
services, products and amenities, environments must invite the
customer in for a personal transformational experience.

Ron Pompei
Principal, Pompei A.D.
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The Art of Mall Circulation

Shopping malls function as today's gathering places, providing
a venue for shopping, dining, entertainment and the basic human
need to socialize. The fundamental rule of malls is circulation, but
there is creative play and freedom in designing pathways and
public spaces that enervate and vitalize these social spaces for
both their commercial and consumer populations. Some even
become beloved community centers.

Circulating people easily and happily through the shopping
center is essential, particularly with the growing size and
complexity of these environments. Successful plans include a race
track design, where people circulate along a walking path with
tenants on both sides of the track; and a mini-city, town-center
layout, where people enjoy a pleasant city-style pedestrian
experience with a central gathering place.

Strategically placed anchor stores serve as magnets, drawing
people to and through the mall. As opposed to a linear pedestrian
track, it is helpful to create vistas, where people can observe a
panorama of tenant offerings. Design elements including
architectural features, art, plantings, fountains, seating, event
areas and caf_s create social backdrops and unique, desirable
spaces that draw and help orient guests.

.

Lighting too plays an important role. luminating the walking
path creates a constant sense of daylight that suspends the
guests' sense of natural time and also promotes a safe,
comfortable atmosphere. A more conspicuous level of lighting
attracts attention to merchant identity and window displays, and
the dynamic paths that lead into the individual tenant spaces.

Kiku Obata
Kiku Obata & Company
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Throughout history, in all cultures, theater and entertainment

have been used in classic story telling, stimulating the imagination,

and evoking human activity and experiences. Over the past 10-20
years, not only have we seen entertainment in the theater and art
settings but now in the design industry. In entertainment design,
whether in hospitality, restaurant, and / or retail settings,
architects and designers are creating special environments,
redefining spaces and triggering the human emotional response.
Design has become more playful, energetic and dimensional as
these venues are becoming multi-cultural, more consumer driven
and interactive. Dramatic entrances are created to entice, dynamic
processions are designed to draw, and spaces are shaped for the
consumer experience. The vision becomes the language, and
design concepts and spaces become theatrical scenes of fantasy
environments, all designed to give attention to the characters and
audience- the consumer.

So | challenge you, what is entertainment design? Is it an
experience? Is it a place? Is it a culture? How do we as designers
define it? And how do we as consumers experience it? To entertain
is obviously to provide amusement or enjoyment. To design is the
art of producing a concept, a space or a structure supporting a
specific experience. As designers we have the responsibility to
create venues for cities, social cultures, and spaces involving
entertainment. But more importantly we as designers become the
set designer, the artist, the creator of a vision, the narrator and
narrative to the story.

Wendy Wright
Pavlik Design Team
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Ginza District, Tokyo, Japan
508 sg. m.

B Coach, Inc
Michael Neumann Architecture
LLC

For Coach’s first Flagship store
in Japan, the challenge was to
architecturally reinforce this
classic American brand within a
more inviting environment for a
modern, style-savvy audience,
introducing innovation in materials,
details, and presentation without
becoming tricky or overwrought.
The resulting palette and spirit -
like the fashion photography of
Irving Penn - evokes New York's
postwar modernism and Coach's
roots. Simple display boxes with
glowing white interiors provide
striking high contrast to the rich
color and texture of the product.
American woods, dark walnut and
white milk-painted maple, add
warmth that is both fresh and
familiar. Travertine flooring and
limestone walls establish the
classic and lasting subtext.

The double-height corner
window with monumental display
wall creates the impression that
customer® occupy the window, as
they step up on a grand travertine
platform that serves as both
landing and mannequin platform.
The pedestrian in the street, the
mannequins in the front window
and the customers in the store all
interact within the same visual
space. Traditional boundaries are
dissolved, reinforcing the design
goal of an open inviting space
with collections both varied
and accessible.






