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In the progress of gathering materials for the book, someone asked me
about the criterion of selecting the 16 cases. My answer was “design”.
That was it, very simple. The “Shanghai Top Commercial Space” cares
about “design” for sure: why, how and what to design?

Designers can never follow their inclinations like pure artists. The
limitation of subject matter and fund and the liking of customers will
become obstacles. It is said that the designers’ works have only fulfilled
other people’ s wishes and realized other people’ s ideal. It sounds
reasonable. However, in fact, most designers are fanatical idealists.
They are persistent and sometimes stubborn to produce perfect
products in their own minds, so they try their best to struggle with all
hindrances. Due to their insistence, there are so many rich and
charming designs coming to our lives.

In Shanghai, business has developed for quite a while and will continue
at a fast pace. Almost every day, the busiest sectors, like Nanjing Road,
Huaihai Road and Xin Tian Di, see new fashion shops open one after
another, one is more beautiful and attractive than another. From
everywhere, people come to these places for shopping, relaxing and
looking for fun. In the commercial times, vogue—chase people are not
satisfied with watching beautiful commodities as bystanders, but wish to
join in and become one part of the commercial show until they find
recognition to match themselves.

Boutique design needs careful plan, including commodities, props,
space, lighting, smell and temperature. Also designers need to make
sure that even the tiniest detail can deliver clear information and
emotional recognition. At this moment, shop is not only shop. Sale
becomes a drama full of fine experience, and potential buyers are the
leading roles that the drama is looking for. The designers, taking up
commercial interior design, must have a naturally born sensitivity to the
latest trend in commodities, markets and customers, and must catch
every single change. Based on balancing cognitive and surprising
elements, the designers then can create fashion or make another fresh
start.

The book includes 16 cases, which are successful works representing
the new developed direction of commercial interior designs. The
boutique cases cover various fields and ages, from Chinese flagship
shops of international famous brands to newly born brands with fast
recognition, from formal dress boutiques to casual clothes shops, from
brands for youngsters of E~times to some popular brands for middle—
aged women.

All the 16 cases include skilled and mature works by international
famous designers, and works full of passion and individuality by novel
designers. The common point they share is  “design”, which expresses
creativity, delivers emotion and touches customers.

Text by Shang Huifang
April 19, 2006 in Shanghai
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Ferrari flagship shop in Shanghai Xin Tian Di is
designed by a new ltalian novel designer,
Massimo Losa Ghini. The shop occupies two
floors of a building. The ground floor is divided
by the aisle in the middle. However, the
designer changed the disadvantage artfully
into the agile and diversified space to lead to
an effect of enchanting funs.

Delivering the passion of racing cars is the
topic of interior design. To realize this target,
the designer integrated senses of vision,
hearing and touch. Of course, the red
dominates the space. The whole boutique

looks like a burning flare igniting visitors’ zeal.
Like smooth curve of Ferrari racing car and
limousine, streamline shape is well used to
spark the desire for speed. Roaring of Ferrari
racing vehicle and racing slices on LED
screen bring customers into the exciting racing
arena.

The area of 700 square meters is divided into
Ferrari Cafe and four shopping areas as
Luxury Area. GT Area. Fans Area and Kids
Area. The designer meticulously established
the unique characteristic of each area. Fans
Area adopts Alumni wall to build a hi-tech
image. Luxury Area uses display racks and
glass show window of high quality and high
taste, together with leather wall to bring a
luxurious shopping atmosphere. Bright yellow
color appears in the Kids Area and the
amusement place where people can take part
in shows lovely kid fun. Ferrari Cafe runs
through two floors. Hanging on the second
floor, the Ferrari racing car model leans
forward over the bar on the first floor. This
becomes the focus of the shop and moves
coffee—taking customers with the F1’ s

flowing passion.
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1 —FZ¥®mAE 1F Plan

2 _E¥mE 2F Plan

3 HBE—NNEELEHBETHFSERNABEN
A1 There are many components of Ferrari
racing cars on the wall near the stairs.




4.5 RERENAZTEHZTHNLE
F2003-GA BEMHAERERARFRXAH
1> Under the shared space through the two
floors is the red F2003-GA car model, which
is the centre of Fans Area.
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6 ZEHRKEZEANRLEE BB KR F &R
EMEB%% Applying a great deal
streamline sculpts in the space comes from

the smooth curve of Ferrari racing car and

limousine.
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7 R A the cash counter

8 MBAEEXMHHEAFLETIE Oval show
box in GT Area

9 B HIME RFEFIE The moveable show
box

10 EBLERAXMBRHREFEAT Bright

yellow is the key tone in Kids Area.







11 MIHERE Ferrari Cafe
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