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The growing importance of the interior design of shops in the contemporary artistic
world is a logical consequence of keen consumption at the end of the twentieth century.
This introduction does not attempt to search for the reasons that have led up to its present
stage of development. It has been limited to a rather more restrained approach, although
no less hazardous. By narrowing the historical and geographical field of analysis (the
Europe of the last twenty years of this century), we may be able to assess the varied and am-
biguous world of commercial establishments with a higher degree of certainty.

A clearer and more accurate picture can be obtained by defining particular areas of study:
various channels which may give us access to perceiving partial and fragmentary aspects
that in practice appear to be complementary and interrelated. Firstly we shall attempt to
outline the assumptions of a social nature which affect the configuration of these spaces
and. following on from this, an analysis of the structural and technical conflicts facing archi-
tects and interior designers. Purely morphological design is another angle to be explored:
there are layout and functional constants of a general nature in this kind of establishment.
Finally, we shall go on to a fairly exhaustive examination of works that appear in this vo-
ume and justify their inclusion here.

Within the first area of analysis, it is important to note how social and economic struc-
tures have initiated closer and closer identification between the concepts of leisure and con-
sumerism. Shops have increasingly become a focus of attention and are conceived as tem-
ples in the modern rites of buying and selling. As a result of the new relationship between
these terms, what used to be viewed as strict necessity (buying clothing, shoes, food) is at
present acquiring an unsuspected dimension as a recreational activity, and shops have be-
come a faithful reflection of the tastes and habits of modern society.

This has all led to a veritable flourishing of small businesses whose primary profit-making
aim is very much in the forefront. The fundamental objective of these establishments con-
tinues to be, regardless of trend or fashion. to promote financial success. The proliferation
of retail shops within the urban mesh runs the risk of mass-production and impersonalisa-
tion, hence the appearance of macro shopping centres. In the face of these gigantic prod-
ucts of contemporary society the concept of the traditional shop must brandish weapons of
a different kind to combat their sheer scale and excessive proportions.

Small shops have had to use more subtle and ingenious methods to counteract the aggres-
sion of this new phenomenon in order to hold onto their special position, both in the market
place hierarchy and in terms of personal interrelations. In opposition to the huge depart-
ment and super stores, we see the emergence of a desire for individualism and personaliza-
tion in comparatively small shops as a way of advertising to attract potential clientele.

The drive for individuality has led to the appearance of particular methods of projecting
identity. of which the most successful has been the corporate image. This market technique
owes its unequivocal success to the large chain stores that have opened branches on an in-
ternational scale. but meanwhile maintain a recognizable company image. This market
methodology can basically take one of two approaches. One concentrates on a bombard-
ment of repetitive elements or iconographs which assails the subconscious of the consumer
without respite. The other consists of staging settings that convert the space into the ideal
mirror of the company, product for sale or the creative personality of the firm's designer.

The latter has been much more popular and offers much more scope. Creating identifi-
able atmospheres is closely related to look and image. and is consequently sifted through
the idea of form. Nevertheless, the mood of these designs has an eminently conceptual and
spiritual nature. a kind of intangible halo that impregnates the essence of the shop and turns
it into a definitive statement of the establishment's basic principles. In this sense interven-
tions are studies in mood and psychology and the designer expresses these through formal
and technical resources. This transition from the material to a higher plane is the funda-
mental criterion on which the designer bases his work.

The interrelation between form and concept has therefore turned into a philosophical
touchstone in defining image. The articles for sale. or the creative spirit of the designer, af-
fect in one way or another the morphological design of the shop in a complex stimulating

process of symbiosis. This methodology, which initially arose from marketing items affect-
ed by fashion and changing taste, is now being applied to other fields and the retail of es-
sential goods. The findings of the ephemeral changing world of fashion are beginning to
penetrate other spheres such as bakeries, wine stores, jewellers and record shops, and is no
longer the exclusive realm of clothing or shoe shops.

The fact that the articles on sale and profitability are so important has meant that interior
design is heavily influenced by the idiosyncrasies of the public at which the product is
aimed. In general the latter is directed at a particular social sphere defined by taste, age or
sex. Designers have to create settings which appeal to the sector because of their attrac-
tiveness and ideology. and once inside the shop hold the client’s interest.

The next part of our analysis focuses on the main problems facing architects and interior
designers of a technical and spatial nature. One of the most important factors is that a shop
should be accessible to the passer-by as a potential client. Shops are therefore located at
street level in as busy an area as possible. This has led to high street shopping in town cen-
tres in order to concentrate retail buying and selling and channel human and economic ac-
tivity.

However, the concentration of shops has gradually meant the volumetric characteristics
of the space available are often not particularly attractive and are structurally inadequate,
Shops in town centres usually occupy the ground floor of old buildings which have been
converted to suit contemporary habits. Large shopping centres, as mentioned previously,
are made up of a group of small spaces that have to compete against each other to attract
customers.

This has resulted in an increasing number of problems due to awkward spaces and
mediocre planning that offers little of architectural value. It means designers are forced to
use every ounce of talent and imagination to make the best of inadequate buildings and cir-
cumstances. In some cases the formal characteristics of the architecture do have some his-
torical value worth preserving. The majority of the examples shown here, however, fall
within the first bracket: limited, uninteresting and formless spaces which test the abilities
and creative skill of the designers.

Every intervention must then go through certain procedures prior to planning restoration
or restructuring, whether this is a result of the age or lack of personality in the building, in
order to make the original volume suitable for its new purpose. On many occasions the
morphology of the building itself provides guide-lines for the planners to follow. The strug-
gle to compensate for scant surface area, over-pronounced focal points or poor perspec-
tives is a measure of how skilled the designers are in turning problems into advantages.
They exploit wall partitions, create changes of level to suggest a different function, empha-
sise unexpected lines all to make the most of the space available, expand the capacity for
display and promote identification between the shop, the product for sale and the potential
customer.

The third area of analysis, as we pointed out at the beginning of this introduction, deals
with strictly morphological aspects, layout and composition, while attempting where possi-
ble to verify the consequences of the space in the converted shop. Among the formal as-
pects, possibly the most spectacular and influential is the entrance. The facade of the shop
includes a transitional and intermediate zone where traditional notions -private versus pub-
lic, interior versus exterior and old versus new- converge.

In fact the most visible part of the shop has to fulfil various functions that are not easy to
combine. For one thin? the facade must fit into the building typology of its context, but
must at the same time find some way of standing out from the others and attracting atten-
tion. The facade has to show off what is on offer inside in the most effective way possible.
but also provide a degree of privacy for those involved indoors in the act of buying and selk
ing. The first of these contradictions comes close to the realms of architecture, while the
second, window-dressing is encompassed more specifically in retail activities.

The initial contradiction, conditioning the facade to a particular urban, cultural or typo-
logical landscape. presupposes interpreting the most typical characteristics of its context.




In some cases legal restrictions or building preservation codes prevent bold or major alter-
ations to the facades of certain buildings. The best solution is to recess the entrance and
display window back from the line of the facade so that the architectural essence of an old
building is respected. In this situation intermediate or ambiguous spaces are created where
a special dialogue occurs between old and traditional, new and modern, which serves as an
effective method of attracting the client.

Interventions often take on a function in addition to the strictly commercial or advertising
one. The intention usually embraces a wider concept of remodelling the town’s identity.
Each of these cases is specifically included as part of a cultural strategy to re-define the ur-
ban image, for these establishments as offspring of the wider architectural context can con-
tribute to renovating and revitalizing the appearance of our city centres.

The second of these previously cited contradictions —displaying the product while main-
taining privacy for clients- is a conflict designers resolve in various ways. The solutions are
many and varied although, in general, pertain to specific schemes. Resources vary accord-
ing to the physical properties of the building, the location and the product, but the usual
method continues to be glazing. The techniques used can be grouped into fairly general cat-
egories.

The first consists of ways of separating the shop window from the sales area, solving the
problem of display in the most logical manner, and by tradition the most commonly used
method. New experimental ideas, however, have emerged and are an effective way of se-
curing the public's attention and success in sales.

One of these techniques is to approach the entire shop itself as a display window. It is
particularly effective in shops that are very small, especially in large shopping centres. It
does not interrupt or block internal perspectives and encourages an all-encompassing view.
The necessary privacy is attained by making the decor warm and comfortable where the
customer does not feel observed or inhibited.

A less common method is to go completely against convention. The underlying principles
are contrast, innovation or unexpected effects such as a striking advertisement. Transgression
of convention might be simply formal or conceptual. The latter is more hazardous and
therefore requires more experience and expert handling. The usual notions (entrance door-
way, shop window, vestibule) are fused, superimposed or ignored in favour of free commur
nication between interior and exterior. The way into the shop from the street is natural and
logical, unobstructed by physical barriers.

Entry zones typified by their wide-ranging morphological variety have one element that is
common to all shops, the logotype. The sign is an essential part of image and advertisement
since, from the first, it is one of the basic properties of the content. In an iconographic sense
the name of the shop or company becomes the basis of the entire code of identity, appear-
glg as a symbol on typical items and advertising material and forms part of the design and

ecor.

Having considered the major aspects of the exterior, we should now move on to an anak
ysis of the world of the shop interior, and the complex lines which separate functional from
merely aesthetic factors. From a pragmatic standpoint the basic activities inside a shop are
the same as they have always been: buying and selling transactions and public relations.
This conventional situation means that there is a division of areas which have specific uses
(display, sales, fitting rooms). The limited space available in these shops has very frequently
meant that distinct gunctions have been merged into one single area and come under plan-
ning the internal dynamic of layout and distribution. All functions of a public nature (involv-
ing the client) can be considered to share the general form and area of the shop. It is only
the furniture (the cash-desk) and private areas (the office and stock-rooms) that are physi-
cally cut off and limit the free and easy circulation of customers.

As a result of this, public space is usually completely open, using the perimeter walls
where possible to make the most of space and their capacity for display. They often tend to
be symmetrical and regular to encourage an unconscious overall comprehension of the
content, using extra spaces in the original building volume to arrange additional functional
areas (fitting-rooms, washrooms, ec.).

On the basis of the above description it is generally true to say that the most defined func-
tional areas are the cashier’s desk and private zones. One can also see new areas being in-
troduced that concur with a contemporary life-style, particularly small cafes and bars and
certain areas set aside for events and exhibitions that have some thematic relationship with
the product the establishment offers. Customers and sales staff share the same varied, dy-
namic and flexible space. This brings them closer together and places them on a more hu-
man plane where there is a personal relationship.

This leads us on to the purely morphological sphere of interior design. Creating an image
for a shop must necessarily involve using formal resources to establish its stylistic vocabu-
lary, translated, as a general rule, by systemizing materials, colour schemes and lighting.
The infinite ways of combining these three decorative components mean one can create an
endless number of spaces with an exclusive and completely different character. However,
using certain registers offers the opportunity to create atmospheres that can be applied to
different spatial, typological and cultural contexts, which is why wide distribution chain
stores employ top designers to define the image of the company or products.

The fundamental rule in designing shops is at all costs to avoid deflecting attention away
from the products on display. The design should provide a neutral well-illuminated back-
ground and encourage a feeling of spaciousness. The materials employed should be in har-
mony with the quality of the products on display and appropriate to the public at which
they are aimed. Thus, for a middle to upper class clientele within a certain age group, mar-
ble and fine quality wood are high on the list in terms of preference, while for one sector of
the youth market materials tend to be more innovative and eclectic.

On one hand, clear glass is used repeatedly to make the best use of available natural light.
Artificial lighting, on the other, is combined with this to bring out nuances, theatrical effects
or aesthetic interplays with the texture of materials. Diffused indirect lighting turns out to be
the best method of illuminating shop interiors, for it can create splendid effects without de-
tracting from the basic attributes of the products on display.

The projects that make up this volume are difficult to classify from any point of view, for
none of them keeps unbendingly to strict rules or has a unique and exclusive style. One fac-
tor they do have in common is their electicism, which has been used as the ideal formula for
getting around problems of all kinds that have arisen in the course of designing these
spaces.

We shall first consider some of the more classical and traditional ambiences, and then
those which show more innovative and creative design aspects. Between both these ex-
tremes there are other categories defined on the basis of differentiating qualities such as the
choice of goods, urban influence, and the “designer’s shop”. An area that could be seen as
traditional involves company image, the quality and style of product and the type of public
it aims at (middle to upper class adult), as reference points to their typical identity.

The two projects by the Austrian designer, Irmfried Windbichler, reflect a unique creative
language based on a concentration of expressive media and his predilection for small
spaces. The Cachil Galerie project was conditioned by an amalgamation of factors of an ur-
ban, typological and historical nature that made the process of installing a functional pro-
gramme problematic. The solution proposed by the planner consisted in emphasising the
masterly architectural lines of the premises, respecting interior perspectives and the interi-
or-exterior relationship. The most notable characteristic of Junge Mode, however, was the
attempt to integrate the retail space with the pedestrian area outside by changes in flooring
and a transitional porticoed area which stages a dialogue between public and private, and
old and new. €

The two shops planned by Claudio Nardi for the Dolce and Gabbana firm in Milan could
be considered classic solely by virtue of the goods on offer and its clientele. Added to this,
however, he wanted to exploit the architectural essence of the buildings in which they are
located. The creative idea has thus emerged from the space itself and its history. This
menswear shop has adopted the serene and balanced proportions of the aristocratic salon,
taking on its restrained lines, severe decor and simplicity of layout. The women's fashion
shop has, on the other hand, given emphasis to a Ezeling for the past through refined ar-



chitectural features and furniture such as the Imperial chaise-longue and the Louis XIV and
Louis XV period pieces.

Finally, this section also includes the shop designed by Mario Campi and Franco Pessina
in Bellinzona (Switzerland). Past and present have come together in a spectacular glazed
cupola which, apart from reorganizing the irregular volumetry of the premises, dramatises
the entry. The interior is organized around an axial row of white columns reminiscent of the
classical era and pursues harmonious symmetry and a rhythmic visual sequence.

The projects cited above all have, one way or another, some link with traditional or clas-
sic ideas. Those cited below have a clearly innovative vocation, whether from the perspec-
tive of form or in the sense of breaking with convention. The Eva Jiricna Architects team,
with their shops Joseph and Esprit, of?er an interpretation of the possibilities of high-tech,
softened by a light touch of lyricism. The grand staircase that spans the floors in Joseph
shows this approach quite clearly. Its magnificence, elegant construction and intrinsic mini-
malism have made it an architectural element that unites aesthetics with functional pragma-
tism. Esprit, on the other hand, has no component acting as a catalyst such as this one, but
it does use an essential and rational language that is diffused throughout the volumetric
structure of the interior based on its treatment of space, materials and light.

As in the case of Joseph, a staircase is the key element in the Gianfranco Ferré Boutique

in Florence by Letizia Caruzzo, Paolo C. Rancati, Ezio Riva, Architetti Associati. The inten-
tion underlying all their shop projects is to create osmosis between the classic and the ex-
perimental, the mark of the top designer. Thus having clearly opted for new materials and
textures, these are applied to a vernacular tradition based on glass and ironwork.

In terms of breaking with convention, emerging Spanish designers stand out particularly,
typified by their passion, imagination and ingenious creativity. Eduard Samso has achieved
international stature through work that is studied, personal and forthright, of which there
are a few examples in this book. The shop Ekseption, in the capital, is an example of this
transgression. The shop window and entrance doorway have become an open continual se-
quenge where there are no physical barriers to screen the contents of the shop from the
outside.

A similar tone comes over in The End, an old fisherman's cottage converted into an ele-
gant fashion shop in the Ciutat Vella in Ibiza. Here, however, a combination of original ele-
ments have assumed a greater importance (stilted arches, Marés stone, wooden roof), with
other new ones (the techniques of connecting the floors physically and visually and the
block plan of the fitting rooms), that are more appropriate for the new programme. In Jean
Pierre Victim's, however, the main achievement has been to convert the shop itself into a
display window, a logical though not easily accomplished solution with the scant space as-
signed in a shopping arcade.

The project by Manuel Ybargiiengoitia and Maria del Mar Nogués likewise fits into this
category with a design for a shop that questions the conventional treatment of shop win-
dow and facade in favour of enhancing the connection between interior and exterior. The
eloquent logo and the large boldly designed wall-racks show how the architecture has been
subordinated to the functional programme. The project on the front cover of this book,
however, is an example of the most intuitive youthful design in recent years. Its creator,
Joseph Beranoaguirre, makes a great show of eclectic plural language. He uses discarded
scrap and antique items, all lightly dusted with a dash of novelty.

Yet another category embraces those projects developed for international chain stores.
These attempt to define a representative identifiable image for the company through their
shops. The majority of designs that appear in this volume belong to the corporate image
approach. Those mentioned here, however, have used the methodology in a more person-
al and definitive sense.

The Swiss architects, Martin and Elisabeth Boesch, were commissioned to give form to the
philosophical and pragmatic approach of the firms Jil Sander and Arode. In creating the mood
image for the former firm they have used the infinite variety and combinations of colours,
textures and lighting as their fundamental base. Shops, such as Farrutx in Palma de
Mallorca and Madrid designed by Joan Pol and Joan Verger, also come into this cateqory.

In essence a minimalist approach has been the basis for converting these buildings: the dia-
logue between columns and curved walls, materials that have been reassessed, and above
all the coherent relationship between space and function.

Also within this group there are other shops whose major relevance lies in the attempt to
become a new reference point within their urban context. Re-defining the image of a city
through its shops is the inspiration behind the work of Michela Formia and Walter Vallini,
designers who, while bestowing a great deal of importance on the exterior of their shops,
have created notably splendid interior structures. In the case of Sbaiz Spazio, Claudio Nardi
has managed to transform an impersonal tourist building in Udine into an attractive shop-
ping area, by giving the building a new architectural skin with overtones of the seafront
based on wood and white columns. The shop Veste by Pol and Verger constitutes a mag-
nificent lesson in urban recovery and renovation. Located in a neglected street in Palma de
Mallorca it has a central courtyard that acts as a point of connection between two streets off
the beaten track in the city.

The Shoebaloo Shoeshop by Borek Sipek deserves to be set apart for special mention for
it could almost be considered a “designer shop”. The interior contains motifs that are typi-
cal of his creative work: biomorphic undulating walls, tiny square peep-hole windows and
the out-of-context use of decorative components. His main achievement, however, consists
in adapting his language to the functional requirements of the programme, creating a warm
and dramatic setting that channels public curiosity towards the interior of the shop.

Finally, there is a series of shops that fall within the same group whose products are not
connected directly with the world of fashion. They trade in goods that are closer to basic
human needs, although for all this they are no less appealing. Manfred Zernig's two shops
are a case in point, where the foodstuffs (bread and wine) with their spiritual connotations
have influenced the design of the shop. Another clear example of this approach is the Alte
Heslacher Apotheke, the pharmacy designed by Klaus Biirger. Here the elementary princi-
ples of alchemy are recreated on the basis of a calculated use of iconography and contrast-
ing materials.

Another popular interior design field is the jeweller's shop. Le Gioie by Giuseppe
Chigiotti has solved the problems of limited space by exploiting the modernist architecture
of the building to make an ideal frame for displaying the product. Within the same domain
the Gioielleria Vinicio Antonelli, designed by Cinzio Cacaci and Luigi Valeri, constitutes a
clear exponent of conceptual research into the hazy frontiers that divide architecture, art,
design and functionality.

The various categories which we have outlined above in the last part of this introduction
have assumed a ditferent classification only to provide a thread in this analysis. Each of the
works which make up this volume has been treated as a self-sufficient and independent
body, in spite of the fact that they are inspired by a common approach, that could be briefly
summed up as a desire to promote retail trade through the appeal of beautiful design.
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