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Modern commercial space no more just focuses on function-
al requirements. The functional space, shopping experience
and branding strategy are blending, interpenetrating and
coexisting constantly. This phenomenon has reflected that
people's consumer psychology and concept are changing.
The design of a commercial building should consider the
combination of natural environment, transportation condition
and local features, as well as human behaviours in the envi-
ronment. The design should consider the issues in the point
of human requirements and internal changes. How does the
commercial space adapt to the development of commercial
activities and combine with urban development and social
life and which role should the commercial space play in or-
der to evoke consumers’ buying inclination have become
urgent issues.

Before 1960s, all the commercial buildings were generally
designed as single boxes. The fagcades were also simply
treated with openings, without any unique features. Since
1960s, the rapid growth of commodity economy, the exten-
sive spread of mass culture and the intense impact of pop
art all imposed tremendous impact on architects and archi-
tectural trends.

With the changes of business operation mode, some com-
mercial brands no longer limit themselves in a same shop-
ping centre with other brands. They select detached build-
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ings in commercial blocks, locations with dense clients or
busy streets to run their business. The brand client and ar-
chitect all pay careful attention to the design, in order to pro-
vide a comfortable consumer environment which can evoke
buying inclination.

Focusing on “detached” and “commercial buildings”, this
book includes more than 20 excellent projects of different
business types from more than 10 countries. These proj-
ects interpret basic architectural vocabulary of detached
commercial buildings and demonstrate design principles
comprehensively. Each project has its unique characteris-
tics: some use unique forms and skillful colour combination
to give unique features to the buildings, some emphasise
integration with environment, some place the buildings in
historical and cultural inheritance, some use new materials
and reasonable texture to reinforce the expression, some
focus on the use functions, some conform to contemporary
requirements of low carbon and energy saving...

The beauty of architecture is a coordinate system with multi-
ple axes. It varies according to different times, local cultures
and nationality backgrounds and condenses certain eco-
nomical and cultural features, as well as efforts and talents of
designers. We wish this book will open a gate to understand
detached commercial building design for readers, widen
their visions and enhance their minds.
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Every building exists in its surroundings. Detached build-
ings play different roles according to their locations. The
secret of harmonious unity between architecture and envi-
ronment lies in integration. Today’s consumers are highly
attuned to the importance of branding. It isn't just labels
and logos that need to be right, but the entire shopping
environment must be pitched perfectly to support and en-
hance retailers’ offerings.
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1.1 Architecture and Environment
Architecture is functional and its spirit is deposited in the entity.

Every building exists in its surroundings. Some are located faraway,
without any fundamental facilities. Their design focus on aesthetics
and their unigueness lies in the distinctiveness. However, most build-
ings coexist with other building groups. We'could treat location fac-
tor in multiple levels because it concerns whether a building could
blend with its surroundings’ overall feeling.

Detached buildings play different roles according to their locations.
As a leading role, the building should express itself sufficiently and
stand out; as a supporting role, the building should learn to coordi-
nate and avoid overriding the leading role's privileges. The distin-
guishing feature and artistic expression of the building can highlight
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it. However, not every building should become a star. Sometimes,
a building looks ordinary, even dull, by itself; yet its interaction with
surrounding buildings achieve a harmonious and appropriate total
environment.

The secret of harmonious unity between architecture and environ-
ment lies in integration. Coordination is integration and comparison is
integration too. The ultimate goal of architects should be “achieving
a whole overwhelming the summation of its individual parts”.

1.2 Shopping Environment

Brands can be global, but the shopping environment should cele-
brate the cultural aspects of its location, inspiring shoppers to have
fun, take time to enjoy what's on offer and ultimately return time and
again. From defining the personality of a major urban regeneration
scheme to the finer details that get noticed and give a place its iden-
tity, architects need add real value to the projects.

1.3 Brand and Design

Today's consumers are highly attuned to the importance of branding.
They are demanding. Brands have to innovate constantly to keep up
with the continually changing requirements of the public. Some of the
best known brands on the high street to create stores that embody
their cultural ethos and values, from ensuring maximum kerb appeal
to the right lighting and finishes on the shop floor. It is here, where
the consumer meets the products in person, that the brand becomes
a reality. The brands should be focused and respondent to the needs
of society.

1. The reflective facade of Parkpraxis can reflect the surroundings
2. The clinic is set oft’ by the park green space

3. Wincenter Winzerhof Dockner is built according to the terrain
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Itisn't just labels and logos that need to be right, but the entire shop-
ping environment must be pitched perfectly to support and enhance
retailers’ offerings.

1.4 Shopfront Design
Good shopfronts make high-quality contributions to the building as

well as to the street scene. Set out below are the broad principles for
particular elements of shopfronts.

1.4.1 Doors and Access

The design of the entrance door itself must reflect the design of the
other elements which make up the shopfront. Particular attention
should be given to the windows such that the bottom panel of the
door is of the same height as the stall riser and both door and win-
dow frames are of the same material.

Painted timber, two-thirds glazed doors are recommended for shop
entrances. Solid unglazed panelled doors are appropriate for ac-
cess to living accommodation above the shop. Entrance doors and
access ramps should be designed to be accessible to disabled
people. This means the door should have a clear opening width of at
least 750mm and preferably 800mm. If a ramp to the entrance door
is needed, it should not exceed a slope of 1:12.

1.4.2 Windows

Large plate-glass shopfronts without any visual support for the up-
per part of the premises can have a detrimental effect. The window

@mEAXBER EWO BRI, BR800
IR EER AT B SR B B AR E MR .

1.4 JF@EiRit

MROEARIT TN ES RABRRE, e
HREFEY. NTR2EERITHN—LEXEN,

+. Technical drawing ot shopfront design

4. EEIRITHAE

1. 10in HQI 250W multi
Size: W 275mm* D 130mm* H 150mm
2. T 8mm mirror glass fin.
3. App. gray water paint fin.
4. 20720 G/V steel plate/app. white emulsion paint fin.
5. T 8mm tempered glass/orange veneer sheet fin.
6. 20720 G/V steel plate/app. white emulsion paint fin.
7. T 18mm MDF/app. orange emulsion paint fin
8. App. self-leveling fin.

1.10" 250Wm F AT

R 3275mmXE 12 130mmXE 150mm
2. 8mmZHE I

3. IREK SR

4, 20X20 G/VSR#R/ A & LGS

5. 8mm BN (L IR 8 /4E 6 R AR

6. 20X20 G/VMIR/ B B ILEZE

7. 18mmEH F E A YR/ B I

8. BalATE

1.4.1 MR NEE

AN B TTER T AU B H AR5 BT R MR, HR
REEIRSMNERBSHNE S, EEKESE.
BAER R AR Fha%L

BINEEHAODLRAE 23 BERATEKNIT.
LONMERTESELAEBXEMAAD, AQTH
EAFENRITR Y ABBATREERN. X&
RENWEFREZE DN A 750mm, RFTILE
800mm., MR O RFRIE, HIFFERZBIL 1:12,

1.4.2 #E

WRRBEFRKEBEBH LTTRBEAREIE, Tk
SEMREHR. §RNY 5EANLGIHERER



