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PREFACE

it

Enjoy the coffee, share the book

The ritual of our daily coffee has become an integral part of contemporary life.

But, perhaps even more important than the brew itself, the spaces that deliver this
coveted commodity also allow us to reconnect with others, recharge ourselves
and remove ourselves from the ordinary.

This collection of coffee shop interiors demonstrates that the successful design of
such spaces are the ones that let us step away from the everyday, and also allows
us to engage with a singular narrative communicated within the interior. This indi-
vidual and bespoke design narrative is often fun, playful, bold and always immer-
sive. From a bike-centric café that celebrates the high mountain pass located near
the town, to a space that utilises a formally neglected corner store in Buffalo NY,
the designs often draw from local context, historical references or focus instead
on the product offer. With a focus on an individual personality, the coffee shop
becomes an identity, with a unique voice and aesthetic engaging customers with
their own particular character.

This engagement is not limited to just a visual design element, but to all senses.
The creation of a sensory space, one that fulfils one's body with sensory stimu-
lation; the smell of the coffee, the chatter of people in the café, watching people
pass by on the street from within, is a connected space and has a deep level of
resonance within us.

Enjoy the discovery of this eclectic and bold compilation of designs from around
the world, perhaps in a moment of quiet with a coffee in your own favourite café....

Katherine Kemp

Executive Director of ZWEI Interiors Architecture
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Foreword

FE

Romance of Cafe Design

Admiring the incredible variety of designs being born from the partnership
between design and hospitality and at the same time enjoying the impor-
tance design is given in this relationship, one might find it hard to believe
how everything about cafe culture started without almost a single thought
on the designing . Or more precisely, designing originality, uniqueness, indi-
viduality if we borrow terms so often found in today's vocabulary related to
design.

And how it really did start? It started with social twist of gathering on almost
public space, exposing the pleasures of drinking & smoking & reading &
debating, observing and of course being observed, while sitting on what
used to be rather standardized chair, accompanied by tables, benches,
lights and decoration of similar type. True, often of a truly great quality de-
sign (Thonet furniture for example), carrying truly important message of new
spirit, but cafe after cafe used almost the same selection. And cafe culture
soon became a matter of status. But no design. From perspective of today, it
is impressive how design played a minor role in this invigorating, powerful
movement. And when we follow the development of events further on, we
see how design was getting more and more wind in the sails.

When design took over the piedestal of importance in mostly functional im-
provements of everyday life, back in mid 20 century modernism, impressive
bunch of optimism laid in its hands. Slowly everything and | do mean every-
thing became a matter of design. Just take for example cafe interior, cups,
plates, cutlery, tables, chairs and benches, textile and above all this an over-
all conception, idea, branding ... let's not forget the toilets and wardrobe,
oh, just everything! And this everything shall be multiplied by the numerous
designed cafes being born every year primarily from individual desires and
visions. And all of them reflect the variety of today's world being globally ac-
cessible and enjoyable.

Interior designers know that some of the significance of the modernist era
has gone. From the limited scope of attention that is available on the pub-
lic side, there are other players that are getting much more attention these
days. And design is in a way fighting for that attention. IT era hasn't given
birth to a new style (yet, maybe) and after first attempts design also stopped
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competing directly by inventing forms that will literally express or define
"new" era. We could say modern design passed teenager phase and with-
out losing its vitality reached mature youth. It enjoys opened confrontation
or even flirting with traditional motives. It obviously gained self confidence
that provides the sense of freedom to enjoy the varieties without any need
to scream out the rules of big truth, the one and only truth wrapped in mani-
festo cellophane. Do we dare to say that it enjoys the partnerships with hos-
pitality operators, clients, guests, chefs, baristas, dancers, DJs etc...as they
do themselves in the environment of its. What a partnership, even friendship
could this be! How naturally the habits and pleasures of today would find
a way to design concepts and how both would interwine providing one full
"open code" sensorial experience.

It doesn't really matter that much where or how we start this relation, one
small cup of coffee is already a great start, it is of crucial importance where
we take that cup, how the impulses of life come in and influence the abstract
conceptions of design. And how at the very end this designed child of theirs
live its own life without support, without additional explanations needed,
without instructions. Such a design would be lived and enjoyed smoothly by
the natural logic of life flow.

And seeing all the varieties of design worldwide today from this perspec-
tive, it looks so obvious. The forms being admired are merely the conse-
quence of design process caught in the moment of physical finalization
but they are not the final result. They are the messengers of intentions and
their materialization being tested, modified and improved everyday by ev-
eryone. Stories behind design that gave birth to those shapes and life on
top of these shapes, equally contribute to the final result which can only be
enjoyed in reality together with sounds, smells, different languages floating
in the air, tastes in the cups, all tactile impulses...the senses are as it looks
today sharpening and developing in a way of multitasking, not necessarily
deepening. And interior design plays a vital role in this direction. Hand in
hand with all other numerous practises around human pleasures. Cause it
is about great pleasures what coffee interior design is all about. Simple as
that.
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Chapter 1

Theme and Site Selection of Coffee House

Coffee is no longer just a drink. It is closely related with culture from the day it
was created and has become the symbol of important historic times. Accordingly,
in Japan and UK, an average person consumes a cup of coffee every day. Both
countries are famous for their tea culture and have established a huge coffee
consumption market. In contrast, there is still great potential in the coffee market
in China, which is also historically a country of long standing tea culture. It is now
becoming the largest coffee consumer market in the world. The earliest coffee
shops are foreign brands of commercial origin, with 50-200 sgm of floor area and
the business structure similar to a cafeteria, e.g. Starbucks. Upon entering the
Chinese market in 1992, Starbucks gained the favour of city dwellers pursuing
modern lifestyle with its modern shopfront, classic jazz music and quality coffee
products. Other brands of this time include Manabe Cafe from Japan and Corsta
Coffee, going through years of rapid expansion in large to medium scale cities.
Iconic brand identity is a must in the industry, in order to survive in the fierce
competition of afternoon tea. Themed cafes then appear as a much needed
complement in this age of easy forget. What to be remembered about them is not
just the food and drink served, but the pleasant topics they provide.

1.1 Theme Features

Themed coffee houses are set around certain cultures or functions, providing a
space of interesting details and alluring ambience for customers to explore and
indulge. Common themes include popular culture(Zodiac signs and maid cafe),
decorative style(industrial, country), reminiscence(nostalgia, youth) etc. The theme
of ‘sculpting in time’ in Beijing is Arts and Humanities; the ‘Zoo Coffee’ from Korea
focuses on animal images. These successful cafes own either word-of-mouth or
special functions and themes. Therefore, unique theme, clear target group, advanta-
geous location are the major issues to consider before making an investment.
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Theme selection and customer targeting

Store specialty is the first thing to consider before opening up a coffee shop, i.e.
what to offer to the customers. This requires a profound understanding of their
needs while the intended characteristics of the cafe decide the capital, form of
business, style of decoration, site selection, product variety, pricing of menu, and
marketing approaches.

Coffee houses with personalized theme

A successful cafe could be the hot spot for parties or time killing, featuring impres-
sive personality or high quality food.

Here are a few examples of successful cafes with strong personality:
* Prevailing ‘cat café’ in Japan
Features:

Cats play the leading role in cat cafes. For them, all are equal, regardless of
wealth and power.

Coffee seems secondary here to spending time with the lovely cats, as it helps
relieve stress and loneliness which is exactly what people need after a long day of
hard work in times of economic depression.

Target customer:

Young office workers who want a cup of coffee and a carefree time with cats after
work or on weekends.

» Cafes for entrepreneurs
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Chapter 1

Theme and Site Selection of Coffee House

Features:

‘The secret of running a business’ is the theme of such cafes. They provide the
meeting places for entrepreneurs in all stages. A cuppa means a day’s access to
the venue and its facilities. More importantly, valuable business solutions could be
found over this cup of coffee. Famous cafes of this category are Cheku Cafe and
3W Cafe on Chuangye Street in Beijing. (See Figure 1.1)

Target customer:

Those who are planning or starting a business with the need for communication
and consulting.

* Photography cafe
Features:

The art of photography is the main theme. Such cafes are not just places for cof-
fee but an art gallery, featuring sophisticated layout, elegant setting and photogra-
phy-related activities including lectures, competitions and parties.

Target customer:
Those who are keen on the art of photography.

Comparing with the well developed cafes in other countries, unique cafes as such
are only getting off the ground in China, with more themes coming up, like Zodiac
signs, maids, oceans, cars, games, ect. (See Figure 1.2 to Figure 1.4)
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Tips:
A coffee house needs to demonstrate a variety of characteristics to meet the
needs of different customers:

1. Would it be luxurious style, outdoor seating or indoor seating? Be it only coffee,
coffee+dessert, or coffee+dessert+light meals that is served?

2. Would it be fast paced or slow paced? (which affects the seating ratio)
3. The interior should emphasize personalized decoration.
Coffee houses with ‘certain style’ as their theme

Coffee houses with ‘certain style’ as specific themes are also in fashion nowa-
days, yet investment in this category should be rational and based on comprehen-
sive research.

Figure 1.1 3W Coffee in Shenzhen wishes to provide an open, professional and relaxing platform of communication
and exchange for those who work in the Internet industry (By IDEAL Design and Construction)

Figure 1.2 A coffee house with *Yongijiu bike’ as its theme (Yongjiu Bike Café in Shanghai by Kyle Chan & Associates
Design Ltd)

Figure 1.3 A coffee house with ‘Alaloum board game’ as its theme (Alaloum Board Game Café in Greece by
Triopton Architects)

Figure 1.4 A coffee house with ‘Stelvio Pass’ as its theme (Stelvio Experience Bicycle Café in Italy by BEARprogetti)
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* Industrial style XZEHTITUA

Features: EAL:
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XESHE. Y. Wi, s, ILERERN
Target customer: FRAMVFR O (JLE 1.55 E1.6)

Industrial style uses raw industrial elements to create a mystical, rustic and calm
environment, which is magnetic for young art lovers. (See Figure 1.5, Figure 1.6)
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Young artist and people who love art
*Simple, natural Nordic style
Features:

Under the theme of natural Scandinavian style, the seemingly random decoration
and arrangement present a spontaneously attractive atmosphere and the soothing

beauty of nature. (Figure 1.7) W —FHE. AFOEGZE. (LE17)
Target customer: SRR .
People advocating natural, simple beauty and slow-paced lifestyle REBA. BAZE, BRBEFNAR

Those kinds of coffee houses are largely welcomed by the public but LXRL’E\?-J‘}”L?EWJUD TR % *ME'JEJH*
understanding their background information and supporting culture is a must to TUSHARRME, MERN, SHR. &R
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