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Ariel Rojo

The destiny of establishments is uncertain.
The shopping habits find each day a new
paradigm that become quickly in new
custom; Internet, Telemarketing or even
the postal service are all very profitable
alternatives for not having to invert in
physical spaces, however, why do we still
need shops?

At last, none of the mentioned alternatives
substitute the complete experience of
going to a store. Observing the details of
an item, watching it from all angles, feeling
the softness of fabric, being able to try on
the clothes, smelling the bread coming out
from the oven, falling in love with someone
you saw in the music shop; these are some
of the experiences that these spaces offer
us beyond the practice of just buying the
product. Being inside, going outside, up and
down, walking around, finding, and living
in a space that send us to another world;
the world inside the mind of a designer, or
at least to another place in this world.

Our society needs objects, architecture
and urbanism with more spiritual content,
searching for the essence with new
experiences. Today a designed shop can
certainly become a piece of contemporary
art.

The exterior design of a shop concerning its
urban surroundings is going to be a theme
of great interest in the upcoming years.
Besides the shop display windows and the
signs that are now still used in traditional
ways; new resources are going to be
experimented to call the attention of clients.
They will offer different situations and new
norms for urban spaces to let facade designs
more audacious. Nevertheless we will
always have to be capable of compensating
its presence with the context.

Mexico City with all its “architectural
liberties” is undoubtedly a show of plenty
different styles. It is always difficult to
conciliate so many architectural proposals.
Commercially speaking one can appreciate
an architecture and urban phenomenon
with the



presence of so many brands. Some of them
are placed in a harmonious way and many
others in an invasive way.

Itis possible to design an advertisement
that appears in a subtle way, just insinuating
or suggesting the related desires to the
product or service. It is going to be the
future designers” job to achieve the correct
balance between information, publicity and
life in the metropolis.

1. How can you deal with the clients or their
different opinions between your design and
client's demand?

As part of the ADN of a project, the
necessities of the client have to be

included to achieve the project in the most
harmonious way. The best client is the one
that is open to new ideas and that is looking
for the same things as you in design terms.

2.Your ultimate shop project...

Club Med for Mexico City, the corporative
offices and the boutique.

3. You wish you'd designed...
A very sexy motel
4. Your favourite shops are...

Liberty (London)
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BART LENS

In recent years there has developed a trend
of an increased specificity of concept for
each store — Nike has its specific concept,
coffee stores have their own clearly defined
and differing concepts. As a reflection of
this, the features of these shops form part
of the concept in various, complimentary
ways, and support a sort of “lifestyle” —
and increasingly this typology is replacing
the typical concept of just a few minutes of
looking and buying, with an experience of
browsing, reading, sitting, eating; in fact
something like another way of life, one
particular to this store.

For what lies in the future, | am sure

that shop designers will be concerned
increasingly with interaction; you might be
walking past a clothes store, and a little chip
in your Levi jeans allows the shop you are
passing to “know” this, and in some manner
proposes you a similar or related product or
provides you with some information on a
future product.

In the same line of thought, it is the future
clients with which shops must be able

to communicate and interact; it will no
longer simply be a case of product first,
then communication, rather the other way
around. As an abstract example, water does
not need to be re-invented, rather the thing
which makes the critical difference; it is the
way by which it is served.

For example, a pharmacy theoretically does
not have to do this, as people have a “need”
of what it provides, yet what effects the
success of this particular pharmacy is the
environment in which it provides this “need”
to its clients. As noted previously, people
increasingly desire lifestyle choices, so

much so that this desire is a kind of “need”
- a sort of peg to hang yourself on, for
whatever reason, emotion, or need. Yet the
very best shops and stores don’t even need
to search for this — it is already part of what
they do and what they are.

As a sort of conclusion, the communication
between client and designer is relevant in
this discussion — indeed it must be exactly
that — a two-sided conversation which
allows wish to be translated into form and
function, and vice versa; it is most often
through this creative process from which
the best designs emerge, those that provide
this “total experience”.

1.How do you deal with the clients or their
different opinions between your design and
client's demand?

Our clients come to us because they are
already familiar with our previous work, and
therefore convincing them of “what they
want” is not so necessary, as they already
know what we provide. The principle
discussion therefore, and as is often the

case in architecture and design, is cost. It is
never the case that the client controls the
design process; they have their demands
and wishes in terms of functionality and use
etc, and we take these and shape them into
concepts, giving them form, producing an
aesthetic vision particular and unique to the
project in question.

2.Your ultimate shop project...

In Hasselt we had the opportunity to create
a design shop from the old post office of the
town. Not only was this a special project in
itself, but the project encompassed all scales
of design; we produced the shop concept
and interior, and we also restored the
building and reconfigured the street itself,
allowing us to work in a holistic manner,

It is this sort
of “total concept” which is so interesting to

creating a “city experience”.

produce, working in-between the smallest
detail and the urban whole.

3.You wish you'd designed...

The Hempel Hotel by Anushka Hempel

was a design | experienced some ten years
ago and it was a moment where | thought
to myself “Imagine | could make this” —

in the sense that it was so well calibrated;
from the small to the large scale, again a
holistic approach to design, one with a total
experience which had been articulated at
every level, and, what a level!



4 Your favourite three shops are...

In Milan, “Corso Como 10" is a place where
one can stay for hours; it is a shop, a library
and there are clothes, design products.

In fact it seems so disorganised, almost
messy, yet there is clearly an order to the
apparent chaos; an underlying organisation
and structure. Another favourite is a
bread/coffee shop nearby to Corso Como
10, designed by Claudio Sylvestrin. Finally,
in New York the department store “Nike
Town” is memorable for the different levels
of products, but not only that, but different
experiences; in each area you can smell

and hear things related to the products
themselves; in the swimming accessory

level you can hear water, smell water. It is
the sort of store concept which is almost
unimaginable here in Belgium.
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Emmanuelle Moureaux

Internet shopping, TV shopping, mobile
phone shopping, the way of buying has
been revolutionised these last years by the
development of the “Home shopping”. You
don’t need more to go to shops; shops from
all over the world come to you. Although
this new shopping style becomes more and
more convenient, cheaper and cheaper, why
are we still enjoying the “shop shopping”?

In the past, shops were not only a

place for buying, but a really place

for communication. There was a really
conversation between the customer and the
seller, or between customers too. We didn’
t only buy something; we enjoyed these
human relations.

Then, shops, located in shopping streets,
moved to shopping centres, or multi-
purposes buildings. The proximity shopping
tends to disappear for a targeted shopping.
We don’t more choose shops in function

of their location or the persons who work
in, but we select them by their image. The
design became an unavoidable factor, as
important as the products.

In Tokyo, new shops open all the time;

only few years old shops are renewed in an
incredible rhythm. These new shops are not
only a place for buying, but they recreate

a particular universe. Thus, going shopping
is like making a trip, a dream which project
you in a no-ordinary world. Shopping
became leisure. As shops are designed

more as a show-room than a meeting place,
shopping remains an individual trip.

A shop must not be only a business place but
needs to supply something more. It is very
important for me the space design gives
emotions to people, and spurs naturally to
communicate. Create a shop space like that
implies to find a good balance between

all its elements: the space and its design,

the goods and their display, the signs, and
people. A lot of new shops seem forget
people.

Recent shops have identical features.

They recreate a fantastic, a futuristic, or

a luxurious universe, in any case a no-
ordinary one. Because people realise now
the importance of the space design, its
budget becomes higher and higher and
luxurious shops are no rare anymore. These
new shops, very opened to the exterior, are
characterised by fluid lines, brilliant and
smooth textures, and monotone colours.
Goods are displayed like in a museum or

a show-room. Because the general design
image remains quite neutral, all these shops
look identical at first glance.

Iu

But “cool” doesn’t only mean cold or
fashionable. A cool shop is a space whose
design you ever seen before, which gives
special feelings to its visitors or surprise

them.

Although a prodigious development of new

technologies, there are very few changes
in the fields of architecture and interior
design, in comparison to cars, audio-visual
or computer industry. Living, dining, kitchen,
bedrooms, the typical plan of a house has
not been changed for several decades and
the evolution of the architectural space,
interior space and furniture remains very
slow. Appearances change, but concepts or
fundaments not. Of course, it is the same
situation for shops.

The trend of the future shops may be a
return to an environment nearer to people,
a change from no-ordinary to ordinary
spaces. Shops may be less luxurious, less
short-lived. While people remain passive in
present shops, the future shops may create a
new kind of communication, by interactivity
for example and may become a new place
of meeting.

I am designing a lot of shops in Japan, like
cooking schools (ABC Cooking Studio),
lunch boxes shop (Lunch Vacation), hair
and beauty salon (arp hills), show-room (CS
Design Center) and others.

The most important thing for me is to
design new concepts, new atmospheres
which will give emotions to people who
visit or use the space. | create spaces using
colours, or it is better to say the colours |
use create the space. | use colours as three-
dimensional items, like layers, in order to
create spaces, not as an element applied



after in order to complete or decorate the
space. | am living and working in Tokyo

for 12 years, a city which inspires me a lot.
Tokyo is very colorful, contrary to the grey
monotonous European cities, built in stones.
The buildings themselves are not coloured,
but a lot of non- architecture elements like
vending machines or signboards give colours
to Japanese cities. In the past, there were

a lot of colours in the Japanese daily life.
People wear colourful kimonos and vivid red
colour was often used for the construction
of temples. The recent buildings or interiors
are monotonous, and white, black or grey
are very fashionable colours in Japan. | try
to express in my projects some Japanese
essence, like colours, which has disappeared
or has tendency to disappear in the
contemporary designs. | try to reintroduce
colours in a new way in the daily life.

Transparency is another key-point in all my
projects. | don’t use walls to divide the space
but create flexible and fluid spaces, which
communicate and breath, with ambiguous
limits.

“Colours” and “transparency” are expressed
in a concept | develop in all my projects, the
concept of “Shikiri”, a made-up word which
literally means "dividing space with colours"
in English. “Shikiri” is a colourful partition
series, inspired by the Japanese traditional
sliding paper screens or wood partitions,
which have almost disappeared now.

-

ABC Cooking Studio

pﬂus intemationaf

By creating and designing a shop space with
colours, | try to create a strong visual image
by the interior design. The shop spaces |
design catch eyes and remain in memory.
Apart the visual appearance, people are
very important in my projects. | not only try
to give emotions to users, but try to create
communication by rethinking all the uses in
the shop. It is a parallel work, on invisible
parts like use and users, and visible parts
like the interior visual design. “Cool shops”
mean “Colourful Emotional Shops” for me.
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1)How can you deal with the clients or their
different opinions between your design and
your client’s demand?

In general my clients give me carte blanche
for the design. | can imagine freely how

to create a unique space which will

give emotions and special feelings to its
future users. But it doesn’t mean that |

can decide everything. Especially for the
projects | design, like cooking studios,
cafes, beauty salons and others, there are
always restrictions -sizes, material, cost,
schedule- and a lot of practical requests |
have to respond to. When a project starts,

| discuss a lot with my client in order to
understand what is important for him about
practical use, space operation etc..., what
is absolutely necessary and what is not. |
give priorities to these different elements
and choose to integrate them as much as
possible in the project if | think they are
necessary, or decide not if | think they will
weaken the general concept. By discussing
a lot with my clients, | can understand
their dreams, | can explain them the design
concept, so they can understand my vision
of the project. | think the most important
thing is to communicate as much as possible.

2)Your ultimate shop project...

I would like to design totally a shop, from
the brand concept, packaging, graphics to
the interior design. In general when you
design a shop, the brand concept is already

decided, the brand logo already designed,
the packaging too. Thus the interior
designer must create an atmosphere which
fits perfectly to the brand concept. That was
the case when | designed Lunch Vacation:
Although Lunch Vacation was a new
brand, the logo and its colours was already
decided when | start the project because the
branding image, graphic design, interior
design, all these works were very split

and entrusted to different persons. But |
think interior design, graphics, packaging
design, and the brand concept must be

in total coherence so | dream to design
totally a shop from the brand concept.

| love stationery, | love chocolate, and |

am a French architect living in Tokyo so it
would be fantastic if | had the opportunity
to design a chocolate shop or a stationery
shop in Europe, from the brand concept,
packaging, graphics to the interior design.
Of course |

love colours, so | would design a very
colourful shop, in which the products and
colours match perfectly together.

3)You wish you'd designed...

| discovered by chance a small chocolate
shop, called XOCOA in the old Barcelona.

| think this brand is famous in Spain but |
didn’t know it before. The brand concept is
“the new experience of chocolate”, so this
not common shop tries to give a new vision
of the chocolate. The interior design is very
simple. The walls and the ceiling are painted

in dark pink, and a lot of bars of chocolate
are displayed on a white wall. They have
very beautiful and colourful packages which
highlight them and give a lot of colours

to the shop. Each package is fantastic

and visiting the shop is an amazing visual
experience. | really love it. The century-old
family enterprise decided to modernise and
give a new image to their brand so they
asked graphic designers to redesign their
packaging and create new products. It is

a very interesting project and | wish | had
designed a project like this because it is a
real work on the total brand image. It is a
very small shop but it is a real pleasure to
visit it.
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Greg Natale

Our approach to retail has always been

the same as our approach to any form of
design, to find exciting and original design
solutions for our clients. This quality is
particularly important when dealing with
retail. Given that the lifespan of a retail
space is constantly subject to change, being
on the fore front of trends is of the utmost
importance. Like all good design the aim is
to create a useable space that can stretch
the design limits and bring something new
and exciting into the mix of your everyday
space. We accomplish this by using strong
colour palettes, bold graphics and a sense
of playfulness juxtaposed with superb
quality and a passion to do something that
produces that "wow factor," leaving the
client more than happy with the results.

In Retail as with all our design we are always
searching for ways to produce that vibe that
not only defines our client but has the user
intrigued for more. With the way stores are
progressing, we use the newest technology
in our spaces so that our designs not only
look aesthetically pleasing but can keep up
with the high demands of the market today.
New technology will bring about new
materials and manufacturing techniques
which breathe new life into old ways of
designing interiors, however the assumption
that the future lies in E Shopping and some
kind of “Jetsons” modernity is probably a
fallacy. The future will take on all kinds of

forms, for instance a return to basics and
utilitarian sensibilities as well as sustainable
practices of design and building.

www.gregnatale.com



1.How can you deal with the clients or their
different opinions between your design and
client's demand?

Ultimately the client is always right but
every so often it is our duty to educate the
client and offer suggestions of things that
the client might not have considered. Mostly
a client will come to me because firstly,

they have seen the work | do and like it but
ultimately because they trust me.

2.Your ultimate shop project...

YSL Stores, but also anything where | have
complete design freedom, where budgets
and time and site restrictions don’t hinder
the final design outcome.

3.You wish you'd designed...

The Gucci Stores

4.Your favorite three shops are...

Tom Ford’s New York Store

Dolce and Gabanna'’s LA Store
Dedece/Minotti Showroom in Sydney
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GUSTAVO SLOVIK

What catches a customer's attention in

a store? What makes one display more
inviting than another? What type of layout
encourages lingering, longing, and -- most
importantly -- buying?

As any dedicated shopper will tell you,

a well-designed shop is not merely a
commercial establishment, but a leisure
experience, an adventure that always comes
accompanied by intense doses of emotion
and expectation that has to be savored at
length. Shops are becoming mini-universes
which shoppers can wonder at, be inspired
by—and, of course, make their favourite
shopping destinations.

People like to feel that they belong to

a certain place to be more comfortable
and spend more time and money at that
particular store; we are creatures of habits
and we like to go shopping when we

are happy (we deserve it as a price), and
when we are sad we go more shopping
(we deserve it as a consolation), shopping
has become our favourite activity in urban
areas; it has become part of our lifestyle

With the increasingly important cultural
role being placed upon shops and boutiques
in today's competitive retail environment,
the need to provide new and innovative
shopping experiences has brought about a
redefinition of simple consumism. Fashion
spaces have taken on the role of the
museum, presenting product collections as
if they were displaying works of art. With

this new emphasis on the role of the retail
space, comes the architectural challenge of
creating multifunctional, customizable shells
that can be renewed to meet the needs of
every seasonal collection. Shop interiors in
major cities around the world have become
increasingly more outlandish and wildly
imaginative; the standards are constantly
rising, and the parameters of shop design
have expanded exponentially. No longer

is the retail landscape crafted only for
shopping convenience and to reinforce
brand identity. It has evolved to reflect the
role of shops as a public space where we
spend a large part of our leisure time. For
this reason, architects and designers are
increasingly pushing the boundaries when
designing shop interiors. The result: the
creation of unique and spectacular spaces
within the city; spaces which engage and
entertain even the most jaded browsers and
add to the city’s dynamism.

All kinds of commercial spaces have been
remodeled or newly created by adventurous
architects and interior designers, each of
which is distinguished by more than the
products it sells... the interior space, the
materials, the colours, the textures, the
light, the furniture, the graphic signs, the
apparel, etc.

The future shopping
INFORMATION TECHNOLOGIES: For many of

us, shopping has become much more than
a simple exchange of money for goods and

services. It can be a bonding experience, or
even a form of self therapy. The past few
years have seen the development of new
technologies that may completely change
the way we shop and how retailers interact
with us as their customers. The application
of network technologies, the emergence of
a new generation of consumers, along with
radical innovation in the nature of customer
relationships, are likely to make shopping

a very different experience in a few years
than what we know today.

The Future of Shopping focuses on
understanding the evolution of the
shopping experience and what changes
technologies could bring to enhance the
consumer's experience throughout the
purchasing process. There are several
researchers focusing on creating solutions
that provide the consumer with the option
to increase control of the retailer in order
to enhance their experience and turn latest
technologies that are now implemented
at the backend of retailing into front end
solutions, for the ultimate benefit of both
consumers and retailers.

Although there will be tons of new
technologies that will make life easier there

“will always be certain areas where customers

will not accept a high-technology store.

MATERIALS: Each age is marked by materials
that identify social, cultural and technical
aspects of the period. At the beginning of



