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In view of the current understanding “shopping” is the site of business
activity. But consider of development trend in recent years, | will define
“shopping “as a place to reflect social communication.

The future development of the shop will not be confined to the traditional
store management concept; instead of it will be the cohesion between
people, so-called social hot. As social hotspot, primary condition is to have
social function, and must be changeable, can use different forms to reflect,
it can be children's amusement centers, art gallery, art gallery, etc.

With developed information, people's aesthetic standard also promote,
the future shop will attract more different kinds of guests. The use of shop
window may be less and less in design, this frame design will increasingly
unpopular in the future. Open, liquidity, no boundary are mainstream
concept of design shops. My experience is that people’s design direction is
enlightened. | always have this idea: stores ‘food plaza like museum, contain
every countries’ dishes, in their concomitant space, everybody wants to
show and express is different, some of them like advanced while the other
like what close to the window. The harmonious competition is the reason
that people stop to view, also prove that art is not appreciate only by one
person.

In the background of the environmental protection, we emphasis on
the incorporation of art and environment. In the future shop design
may add more interactive facilities between human being and natural
environment, for example outdoor relaxation area, the observatory, etc.
while environmental protection material will continue to popular materials
of construction. In the future, shop will not enough to describe, the word of

“shopping “also will be eliminated

Alex Choi(Alexchoi Design Company)
June 1, 2010

(Oral account of Alex Choi,Write by Kaye Chan)
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~ Audience and owners are of greatest concern in commercial design.
In costume shop design, on one hand, terminal consumer is audience, so designers need to form
of target customers in order to think about their consumption customs, minds and demands
to consumer environment, then create an environment which could satisfy their demands
through design so that to guide their consumption. This will needs designer to collect amounts
of information and materials, books and periodicals, magazines, field survey and travels. Being
active or passive, designers need to seek for the most updated information, frontline messages
from various sources, and classifying them. This is a huge challenge and test for designers, not
only great amount of energy needs to be put in, but also penetrating observation and wide
inclusiveness are needed.
Now, stores are not only the place to reveal and sale, and shop and client are not traditionally
buyer-seller-relationship any more. A pluralist society needs interaction, exaggerating and
building proper atmosphere of sales field will bring clients strong experiences, and attract clients’
desires to be involved, hanging around and finally consume. After finishing consuming behavior, it
would be a successful case if clients feel pleased with themselves and then contende.
On the other hand, branding operational owners have raised their demands to construction time
for stores and generalizability of stage property, convenience of transportation and cost control of
complete construction while facing rapid expansion of stores and high frequency plot shifting of
markets. When designers communicate with owners, the owners will often put forward a range of
rough cost, which is another test for designers. Designers need to look for elements correspond
to brand culture, and conceive a distinctive space, full consideration for budget is needed as
well, striking the balance between beauty and economy, and create the most beautiful and most
proper space within limited budget, which is the biggest difference between commercial design
and pure art.
Paying attention to design, environmental protection will be a permanent theme in the future.
With earth’s environment getting worse, focusing on environmental protection is equivalent to
paying attention to the future of human beings. Works of commercial space lead by designers
will be on display to the public after being done, and therefore the works itself would become
the best medium of environmental protection, which will help publicizing and proposing
environmental protection concept among the public to the largest extent. This requires designers
to remind themselves all the time of sticking to environment protection, which is regarded as
their responsibilities, throughout the whole process of design for the sake of the public and
human beings. Fortunately, we could see that designers have adopted recycled and waste
substitute materials to replace on more and more products. It is not only a trend but also a
method, a healthy lifestyle and idea as well. Paying close attention on environment, starting from
ourselves, and do everything in our power to protect the homeland for all human beings.

Zhang Jian
Hangzhou Guantang Interior Design Co.,Ltd.
Nov. 2010
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The Room at The Bay

Design Company  Yabu Pushelberg it/ Yabu Pushelberg
Photographer Evan Dion 5 - Evan Dion
Project Area 1858 m’ B ENEN 1858 m*

Under the direction of retail visionary Bonnie Brooks, now CEO and President of The Bay department store in Toronto,
Yabu Pushelberg recently set out to reinvent the iconic 1858 m? store, making it more relevant and responsive to the
needs of today’s fashion-forward clientele.

Capitalizing on the fact that modern consumers aren’t afraid to mix and match designer brands, the firm was able to
unify the large space by giving it a cohesive point of view, and not necessarily one that reflects the identity of each
individual retail brand. Each room flows seamlessly into the next, and guests will find a restored sense of intimacy in The
Room, thanks to the design team’s residential floor plan and familiar design aesthetic.

By transforming the store into a gracious residential home with multiple rooms and increased natural light, the firm was
able to create a more personal environment as opposed to a typical one-big-room-department store. Artistic elements
such as decorative screens, hand-painted wall treatments and wooden chandeliers enhance the space’s ethereal appeal,
as does the use of natural materials and sculptural elements throughout.

Texture — and the illusion of texture — is repeated throughout the design plan, in wall and floor finishes, a prime example
being the hand-painted crown moldings. And unlike traditional retail layouts where the cash register is exposed and
centrally-located, the firm opted to separate out the point of sale stations, giving them their own space — with mauve
and citrus color palettes — so as to add to reinforce the residential feel of the store. Also new to the store is the Platinum
Suite —a modern, chic space that will cater to VIP clientele and in-store events.
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By commissioning revered Canadian artists such as Deborah Moss and Edward Lam (of Moss & Lam) and Teresa Leung to
contribute to the space, the firm was able to recapture The Room’s fantastic pedigree, bringing back to life the glamorous
glory days via quintessential Canadian style elements.

The Room was revealed in October 2009, only three months after the concept was developed, providing consumers with
an intimate and polished department store experience — equally suited to the international shopper as to the fashionable
Canadian consumer. The sophistication of the space speaks to the fashions and the future of The Bay brand.
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