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World Shopfront Design: DNA of Brand Building

Shopfront - as we say it in French the 'facade), is the face of the shop. It is obvious to
everyone the importance of the shopfront - it gives the first impression of the shop to
people. It is the entryway of the exterior of the shop towards the interiors. It is natural for
architects and brands to spend huge amount of energy to conceive the best-designed
shopfront to attract customers.

A shopfront works as the advertisement for the brand, its first function is to attract
attention for the business and its merchandise. Trajan's Market in the heart of Rome, is
thought to be the world's oldest shopping mall built almost over 2000 years ago. This
multiple-level structure is ancient example of how shops were built with their facade. At
this stage, there was still no separation of the structure and the wall. The facade was an
elegant travertine frame. The external wall was painted what people could find inside.
The external skin of the building, although many architects have spent great length to
enhance its esthetics, remained the core structure to support the building. As time goes
by, the evolution of shopfront design has been largely in-lined with the development in
architecture. Since the 19th century, the availability of architectural cast iron has become
more and more abundant. Architects and contractors have been able to experiment
with iron columns and beams as the foundation of the buildings. At the same time, the
development in glass-making technology has enabled the manufacture of large panel
~of glasses at a relatively lower cost. These two technological advancements together
have gradually resulted in the shopfront as we know today: the structural elements are
supporting large area of glass behind which the merchandise is displayed.

As the shopfront is usually built at the street level of the boutique, traditionally there
are two ways to handle the shopfront image in relation to its surrounding. Firstly, many
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brands create a shopfront image that is in big contrast with the surrounding environment, making
the shopfront a bold and prominent voice to highlight the existence of the brand, sending a
strong message to customers. This phenomenon is usually seen in brands that plan to carry a more
energetic image towards the market. Secondly, other brands try to be more subtle in conceiving a
shopfront more homogeneously fused with the surrounding environment. There is a big respect
to the history and culture of the local area. Either way, the difference in these approaches is the
result of the strategies of the brands, whether it aims to create a high-profile image or if it plans
to be more low key. The balance between the boldness and the homogeneity has always been
a delicate subject for architects and designers to explore, making facade design one of the most
fascinating themes of architectural discussion of all time.

A shopfront sets the tone of the design of the brands. It shows the core values of the business.
As the market is becoming more and more competitive, each brand strives to build up its
unigue image to create a distinctive soul - the DNA that cannot be replicated. The shopfront is
a manifestation of the DNA in a nut shell. It is the biggest 'business card' to give away for free. It
offers a glimpse of the merchandise inside. It is a teaser - customers are hypnotized as soon as
they see the shopfront and become immediately tempted to go inside the store. It is the magic
spell that calls for people's attention. As a result, facade design is essential to the brand building
process.

As always, history is a mirror for us to learn from today. We need an adaptation to an always more
demanding and sophisticated market but at the same time, it also gives the perfect opportunity
for designers to deliver the best.

Stefano Tordiglione
Creative Director
Stefano Tordiglione Design Ltd
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A shopfront projects the best possible image of the business. It needs to display goods
effectively and attract customers. It is in the shop owner's interest to make sure that the
shopfront is well designed and makes a positive contribution to the street. Attractive
shopping streets that provide a pleasing shopping experience will lead to higher custom.
(See figure 1.1)

Shopfronts are the main advertising method for retailers and are required to be eye-catching
as well as conveying the type of business offered. It creates the first impression of the trade
with potential customers. A good shopfront should add interest to the street scene, attract
shoppers and encourage them to stay and spend. In order to maintain the character of retail
areas, a concerted effort from all involved is required. If well designed, shopfronts can make
a positive contribution to the character and trading success of an individual street or the

whole shopping centre.

The principle purpose of a shopfront is the advertisement and display of goods and services
provided inside the building. Good design will reinforce the shop's identity and its location
in the street, but by reflecting the style of the whole building above street level, and that
of its neighbours. A good design will treat the shopfront as an integral part of the whole
building and street frontage without focussing exclusively on the retail outlet alone. (See
figure 1.2)

(See figure 1.3, 1.4, 1.5) Here, a good shopfront should be:

- The proportions of the shopfront should harmonise with the main building;
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+ Materials should reflect the existing range on the original building;
- The shopfront should not be treated separately from the upper levels;
- It should add interest and attract custom;

- It should avoid standardisation, reflecting the diversity of a street scene.

As shops change hands or need refitting, there can be significant pressure to update and
modify shopfronts. Without sensitive design, successive changes may fail to project a
positive image for the retail unit or the street and can undermine a place’s appearance and
attraction. Common problems include: alterations of a hasty or temporary nature, clashing
or dominantly coloured or over sized components, badly maintained units, or design that

pays little regard to the building, street and area within which it is located.
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Here, some practices will normally cause the problems above:

- Any forms of advertisement that detract from the appearance of the host building or the
special architectural interest of the County’s conservation areas.

« Internally illuminated box fascias, individually illuminated letters, halo-lit perspective letters,
fluorescent lighting on channels and illuminated projecting box signs.

- Materials such as Perspex, acrylic sheeting, uncoated aluminium and glossy plastics.

- Further use of swan neck lights and spotlights in conservation areas.

- The use of shiny or garish materials for fascias, box signs or hanging signs.

- The introduction of Dutch blinds.

- To minimise visual damage within a conservation area the council will encourage the use
of internal grilles mounted behind windows.

« Where internal grilles are not possible, some types of external grille, such as removable
grilles, may be acceptable. In some instances, a lightweight see-through mesh grille might
be considered if it is incorporated behind the fascia and painted to match the shopfront.

« Security systems which incorporate external box housings or solid shutters.

This book provides guidance to improve the standard of shopfront design and
advertisements throughout the world. The purpose is to encourage greater care to promote
high quality design standards in order to create settings in which retailers can establish and
develop successful businesses. The book is not intended to be overly prescriptive or stifle
modern innovate designs. It is to provide an understanding of the design of shopfronts
and advertisements that shopkeeper and local government will support when reaching a
decision on any planning application or application for advertisement consent. (See figure
1.6)

The objectives of the book are to provide a consistent and integrated approach towards
the design of shopfronts, to assist designers to achieve high quality shopfronts that are
accessible to all through inclusive design, and to ensure that the design of shopfronts
contributes positively to the vitality of the relevant areas daytime and evening economy

without detriment to safety and security.

In this book the term ‘shop'is defined as any commercial premises having a fascia sign or
display window, including non-retail premises such as banks, restaurants, takeaways, estate

agents and other businesses in a shopping area.

This book supplies with advice and specific design principles and approaches. Proposals
for new or altered shopfronts and advertisements are likely to meet the requirements.
The principles and approaches in the book are relevant where works to a new shopfront
or the installation of a shopfront are proposed within a conservation area or in relation
to a nationally or locally listed building. These principles and approaches seek to strike an
appropriate balance between the need for development and the conservation of heritage

assets.

The book has been arranged into six main sections:
1. Parts of a shopfront

2.The planning of shopfront design

3.The renovation of traditional shopfront

4. New shopfront design principles

5. Design approach of architectural elements

6. Security design
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