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PREFACE ®i=

Japanese Characteristic Storefronts
AAE®E&T

Storefront design is a comprehensive art form, which consists of architecture,
decoration, and surrounding landscape. The commercial districts in Japan
are a place where exchanges of culture and commerce are active between
Japan and the West, and where both pop design and Japanese style can be
found. Storefronts play an important role in attracting customers by adding
characteristics and charms to the shops. Every detail in designs such as
layout, colour, lighting, advertisement drawing, logo design, and huge display
cases, will directly lead to perfection and become important elements that
capture fashionable Japanese styles, regardless of which kind of design
styles. Success in storefront design is dependent on many factors, such as
how to emphasise the brand identity in the most effective way, how to raise the
brand competitiveness and how to play up to consumer psychology. A well
—designed storefront can identify the value of its own and elegantly raise the
brand's profile, develop an enjoyment of shopping experience and stimulate
purchase through visual appeal.

EEEITE—FRENA. K. AESUA—BNEEZARAER. BANB LR ERA
AXNFFEZM, hiEZAESHEELRE. XEEXFUERTXUHRARREEEE, th
BARZEASGENE MR, ERB—%, BRI LS R, thw: K5 8% 4T
K. TEE. Logoikit. XERARITES, MESEEE T MEIEBRE KM,
RIABIEHTS N, MNETREFESANBEROESEONAESE, BETEREEAIIN
53 TE MY R 2 2R TR BB AT R A R bR 2

In this book, listed are the storefront designs of many world's top brands
and distinctive stores in upscale shopping districts in Japan. The features of
Japanese storefront design are summarised from the aspects of structure,
material and style.

FHLET BREER RN —LERNE RSN RFE NN EER, NS, PR KU
EETINEE L L HANEDRITER:

Ginza resembles a contemporary art gallery that exhibits the architectural
works of world-renowned artists from Japan and other countries. It is all
the rage among young generation who pursue fashionable products, and is
always considered as the fashion area of Tokyo. Futurism with quirkiness and
carelessness is the main theme in some designers' brands, flaunting freedom,
sharpness and flamboyance. One of the best examples belongs to the fashion
heavyweight Giorgio Armani. The Ginza Tower is a thirteen-storey building
decorated with bamboo shoots encased in transparent glass. This building
of Western luxury brand is infiltrated with traditional oriental humanism. In the
evening, "bamboo leaves" are illuminated with pink lights, which is spectacular.
This type of stores with towering buildings are suitable for the limited space
in Japan, but interestingly clash with the mild and containing personality of
Japanese islanders.

—. FEEERLXKILN—ERARZITEYE, SKNGMERRAEXBSRNL. —&
RARIEHERANBE, MEAHA. FHNKBNSREXLRITTHT RREXNE
SRR MG, RREMMIDREAE, BH13%, BFMNUEIMT M FHIER, 33
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The store window space is one of the most important elements the
designers need to deal with and it is used to grab the attention of passers—
by. Meanwhile, an excellent store window design is critical in storefront
design, reflecting store positioning and the characteristics of brands. Glass
is commonly used for doors and windows. Many stores even install glass
fagcade, creating an open environment and allowing views between interior and
exterior at all times. The use of glass brings high transparency with special
visual effects under influence of lighting inside and neon outside. Prada
flagship store located on Omotesando in Tokyo is an unconventional six—
storey building covered with diamond-shaped glass panes. The steel frame is
softened by curved glass. In twilight, the framework resembling fish scales is
striking.

—. BESANEHENEMNNSS, SRS, XER. EREBEEELRE LAEE
WEME, ROMMEEEEHRTE LEAERABRNEERE, BRREEEEKERE
hE, ILERNER. RERRSFLAMMEEETN, BERIMILES, HAFEH.

ERHRR. EERATHAFIMBEAATAMM T, HBHEE /£ RILEEEB S XE
HER, EASKEZBMNENXFOELER, EFH 7 ARWEMEE, REBEERLTK
AR RAR. RUTRARHRSE . HREEHAL e BANLRDAKE, EHRER
KEESHMERIHIN, REFR. FENRERT, MARZRBEFONE, £EEHS, H
B SRR AEMRIA

Another trend is to highlight brands' features by store designs. The Chanel
building is what first comes to mind for most people when they think of Ginza.
This ten—storey palace of glass is the biggest Chanel store in the world with
fifty—six metres in height. The shiny glass reflects the busy street. Peter
Marino, an American architect, got inspiration from Chanel's signature tweed
and incorporated it into his design. No matter how near or far, the features
of the brand will be obviously seen and be associated with the brand. Dior
Ginza is also a high-rise building, which is gentle and rather understated. It
is completed with two layers of aluminium finished with fluorocarbon paint.
The outer layer is perforated to reveal the illuminated inner skin. The exterior
design recapitulates the brand's signature Cannage pattern. Kazuyo Sejima,
the Pritzter Prize winning designer, described that a woman dress made it!

= RESREFSURABFERITHEETFR. fHH10RE. 6 XSNERILREEFRA
MARBEGFEEN "KEER" , tEFF/LAMAEHR LRANEE., BRRENAE
MAMAARRBILREHE— AR IR E RERRIEREOGE . FARINOE, NRIHE
EEEANEHEINE, XERAKE - DEEBESILEANNEERRED T BRI
TE, FAXRMELSITLE, EREMMKERIZMMENTE. BREARRSEEDR—
MEXRH WG, SHAN KRB BRLEXRS T -OLMARIMSMER. & RKE
SHABMBE-—HORKRBRMBEETA—ESEHNEN KR , ARTHES
5K X BERREY AR AR, RIS AR AR —FRERO TR, AILRES T 05 %%
—HERRANRIT . BRAREEhPUZ R ENEREE SR B RN IIAIRITRE, BN
REMERZ—.



In contrast to luxury consumption, simple and natural style is valued by mass
consumer culture. Stores which target to this type of consumers are relatively
small in scale without complicated decoration. They are usually very affinitive
and at ease. Glass doors and wide windows are commonly seen. Uniform
tone is utilised to emphasise store integrity due to limited space. Moreover,
mannequin is a must to demonstrate products and attract consumers. Shoe
shops, beauty salons and bakeries are also involved in a similar style.

W, CEAKTT, MMART E—EMETANERNEEIERORE, EBAEEZAT
RUFEMAMARAENZARSE, RETTEARTK. BREDE, LPARENHH, £
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MEEEENSHERARELNE, BLAXXENZEBETE - PAR.

Far from modern makeovers, the traditional Japanese storefront design
represents the unique Japanese civilisation. Thriftiness is honoured and
naturalism is appreciated in Japan. Many specialty stores, variety stores
and restaurants are still loyal to Japanese traditions. They amiably blend
tradition with modernity of contemporary Japan. These stores are usually
small and earthy, but with a touch of elegance. Wood frames are preferred
over industrialised synthetic materials. Patriotism is addressed in store design
as well. Sakura, lantern and calligraphy are characteristic. The traditional
Japanese restaurants have developed a true food culture. They opt for top—
quality cuisine and merit a fine combination of colour, shape and taste.
Sashimi, Sake and tatami are basic elements or symbols of Japan, which are
transformed into outer visual expression.

. OARHLEREEHERARNIFE! SFREAKEHNEHRE 7 BT 7D MR
%, Rz 2 ARANEHEXUNRAMART BANEE. M. BRdE, &
18, HRIEBARIRE QA MEEEEZL, BEETOE. BOEEFLBHN L
R, BEL NI5, EEXANT. RO RARKREX T U LSRR, KEHA
ARERRHMENABE, IHEHEATEN "B IEXEERERZRALRM. R
AEEEME—THEE. GEARNERREE—RAIRE. EXNEBEEER, #
. NEREGEF—IXEHEARKFEENREFSLATE. AN, ™E. HRH
HAAERBRIBEASFESEN “&. . K" ;UNEEAL, BYSLAEHNRERM:
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Japanese nationality and personality influence the storefront design. The
best example is the red lantern restaurants. As the name says, a string of red
lanterns are hung under eaves, which create a cosy environment. This type
of restaurants has been retained as part of the historical evolution. They are
built with wood, with curtains hung over the doorway. So the customers have
to bend their heads to get in. The setting is not lavish but simple and down to
earth. This reflects Zen, a major aesthetic trend in Japan. Fake food samples
are displayed by the windows. These are the best advertisement.

B, B—%X “OUBEE" . XXEE, MREX, RUBHAEENNLTES

B, BEEFLEFELE E—R/NTE, BTERE, FRSHBERL, HARKTEN
B, XEABEFHENENAT. BANEE. KRNI, NHNSERIBTREHRIE
—Tosk, BHEREMRTELRAAN LS, —DBREERARMN. G8, FRTH
AAFREFNEE. . REBHEEEATEXNIPR, MX—HE B BNHEENEE
FREFMUARHIERFAEERARE. HX, FEARBEIAREN SRR —
PRSI ARG R AR URELE A BRI YA MID i R MBS SR R SN R R
., XREMNRERS “TE o LBRARNTHEZ WRBK" 0 AR HEHER.

Moreover, Japanese people have a special way of thinking and taste of
aesthetics — efficiency is emphasised in Japanese culture. Therefore, here
come mini-restaurants! Even though the accommodation is very limited, the
atmosphere is relaxing. After a day's work, the peace of mind can be achieved
by dining in a small, quiet and comfortable restaurant.

Lok, BFEFERER), BARGEE RN EEEXANERZZ—WET W
B A—MEGENBIERETNET . TEMNTERTRAMELE, TEELE "4F
F—REE, REM “RIRT MEHEES: RMBUR), MRERE; EFRNEATR
%, EBRUARRL. KBELRTTRN—KE, —MFE. BE, XEBZAMMIX
FREHNAREZ—MEXORIME. Bk, @A AT EEREM T XEETR
TR

Lastly, some Chinese restaurants in Japan are also introduced. They are
mainly located in Chinatown of Yokohama. The Chinese style is distinctive. The
wooden structure is symmetrical, with upright post, crossbeam, and purlin.

ABKE, NBT - LHEAANFREGET, TBRLBRTAEAFHLMERPES
t. FROBIHBRILEBELRSOAE, SRANTEEREAFAEROELME,
REEE, ERISNLANENHRNER, Ui, HR. IMESERES, K. 5%
HELEMNEMER, WEELENNAE BB IETEREEIEL M LA ET
BATKAE  EMARGRE. RAEETREHNTE, XETREREATRETHEIINGS
RSHH. PEAFMEEZNATRR. ETHARNRE, £X2ETUREEL
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Brand Stores
Bt 18 SR R

GIORGIO ARMANI
IS R

Ginza,Tokyo

Giorgio Armani’s storefront design perfectly combines elegant
luxury and absolute modern classic fashion. Bamboo, as a
culture symbol of grace and Zen, is decorated on the fagade.
Shining in the brightly-lit city, the store looks like a dynamic
bamboo grove. The peaceful light and colours break through
day and night. The front door is an entry at the lower level
of the grove, taking the connotation of Giorgio Armani from
outside to the inside of the architecture.

RIS R AR EERIT S HESNESHENMANFHA
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Brand Stores GUCCI
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Omotesando, Tokyo
RERSIEE
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Brand Stores BURBERRY
B i SR R TR ExF

Omotesando, Tokyo

FRESEE

Among various internationally famous brands in the
Omotesando shopping district, Burberry is extremely
popular. The straight and sharp metal framework
represents Burberry's eternal fine quality, while the
black stripes all over the glass walls are a reproducing
of the brand’s classic stripe pattern.

— %R HRSE L, EXFRMRERABZEE
MR, ZE. ERNSBERBNETAEAREN
HBERR, HARBEENRENNIBTATEENE
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Brand Stores PRADA
BF i S RS L4k

Ginza,Tokyo
RRIREE

/I\ Prada Ginza's design style conforms with Japanese idea of simplicity and naturalism. The
perfectly designed details on simple and concise concept highlight the brand’s elegance and
decency. The display windows show Prada’s unique temptation to the surroundings.

NAREERRITRIEEE T BAARHEA. BANEEA. TENEDARE. FIENR
HERLMEH T HAMSREAANLRSE. RENKIINEFNTXEEABERTERE
S RE B R

Prada Omotesando looks like a shining crystal golden fish. The glass fagade waves with
the diamond-shaped structure frame, making the whole building dignified and steady. This
irregular form shows a unique visual impact in the limited space.

EROAALE ERSEMRLFM— WAL KR EE, BEERMNERERR MR
MEBRAFRARBERTREE, X—FAAMNNEAERRTEERAALT KA
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Brand Stores
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CHANEL

B

Omotesando,Tokyo

RRRSER

Chanel Omotesando decorates the wide street in a special way. Grand
geometric structure and clean transparent display windows provide a
visual experience of combining softness and hardness, and feel like an
abstract and natural artwork of structuralism. The storefront is enclosed
with glass, so passers-by can view everything in the store.

FHEINEZILRREEX-BEHEIBEAEAIE, SANLETRENS
FEBERNRBEE R EURTRANRER, RREHE XER THIH
KXERNZAR. FENKEESZNE, BESEENKII—KTR



Brand Stores CHANEL
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Ginza,Tokyo
RRES

Taking Chanel's classic “Tweed” as the basic design element, Chanel
Ginza has an image of cleanness and freedom. The display windows
attract people’s eyes by its strong countryside style. Mild smell of straws
and randomly placed but orderly stack set off a backdrop for the models in
Chanel dressings, making them look natural and wild.

Ea)LREEERANN SRR BRI ENESIT, BEd IR
Fop. BHEAEIE. REBSLURE B ERAGH AT ARRE. F20
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Brand Stores
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WAKO

EA

Ginza,Tokyo
RRRERE
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Looking from outside, Wako Ginza is a large-scale high-end luxury store.
Passers-by can look through windows to see the inside. It seems like
a heavy footstone, calming down restlessness in this noisy city. At a
corner of the store, a clock with human sculptures adds a bit of artistic
atmosphere.

MIRE, EREEER—ERAEERNSHARE. EITERREE
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Brand Stores
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Ginza, Tokyo
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