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PREFACE

One of my most vivid memories growing up in Sicily is receiving crates
of oranges, each fruit individually wrapped in a square thin tissue paper.
They were ordinary oranges, but we treated them like precious candies
or special gifts. Each wrapper, soft to the touch, bore a colourful
drawing representing views of Siclly: seas, gardens, saints, the Mt.
Etna, etc. Without the tissue all oranges looked, smelled and tasted
more or less the same but when wrapped in paper, all of a sudden each

fruit became precious, one that should be treated like a specialty.

Storefronts today are like those images on tissue paper: they cover
stores and make them stand out in our cities; they turn shops into
special places and they do so in the same way all over the world. Brands
have crossed borders without adapting to the local culture: Prada, Zara,
Uniglo, Armani sell the same image in Miami or in Milan, in Shanghai or
in Moscow. They probably best represent the contemporary society in
which we live today, along with the flickering screens, the signage, the
gigantic billboards and all this never-ending ebb and flow of information
that reaches us like a strong wind and quickly moves behind. It is not
architecture that represents society because our culture evolves at a
speed that passes the life of the buildings by many folds. The Parthenon
and the Acropolis were for the ancient Greeks a mirror of their society
and they were so for centuries; for us architecture is obsolete before it is
even built, Buildings are like ruins whose presence in the city becomes
more and more mysterious with the passage of time, whose links with
society, with the people, their anxiety, their excitements, their fears,

their passions or political views are quickly lost.
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So Is it the rapidly changing but flat facade of the building that mirrors
our zeitgelist? Is it the seduction of millions of ads winking at us at every
comer? Seducing us to buy, to consume, to convince us that whatever
we purchased the day before is not good anymore? It is like our cities
have become a series of snapshots, a never-ending sequence of static
images. Susan Sontag even argues that our eyes are becoming so
used to the photographic images that reality is turning itself into a series
of “potential photographs”.

The images have multiplied so greatly that their power is losing strength,
as pornography removes the mystery from sex, from the body and
from seduction. So if the excess of seduction is killing seduction itself,
maybe it is visual silence that will save us. Maybe it is a blank image,
a non-image. Or maybe it is the fragile, thin tissue paper wrapping the
oranges of my youth that will come back and will bring with it a new set
of senses and gualities.

Sergio Mannino
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PREFACE

One of my most vivid memories growing up in Sicily is receiving crates
of oranges, each fruit individually wrapped in a square thin tissue paper.
They were ordinary oranges, but we treated them like precious candies
or special gifts. Each wrapper, soft to the touch, bore a colourful
drawing representing views of Sicily: seas, gardens, saints, the Mt,
Etna, etc. Without the tissue all oranges looked, smelled and tasted
more or less the same but when wrapped in paper, all of a sudden each

fruit became precious, one that should be treated like a specialty.

Storefronts today are like those images on tissue paper: they cover
stores and make them stand out in our cities; they turn shops into
special places and they do so in the same way all over the world. Brands
have crossed borders without adapting to the local culture: Prada, Zara,
Uniglo, Armani sell the same image in Miami or in Milan, in Shanghai or
in Moscow. They probably best represent the contemporary society in
which we live today, along with the flickering screens, the signage, the
gigantic billboards and all this never-ending ebb and flow of information
that reaches us like a strong wind and quickly moves behind. It is not
architecture that represents society because our culture evolves at a
speed that passes the life of the buildings by many folds. The Parthenon
and the Acropolis were for the ancient Greeks a mirror of their society
and they were so for centuries; for us architecture is obsolete before it is
even built. Buildings are like ruins whose presence in the city becomes
more and more mysterious with the passage of time, whose links with
society, with the people, their anxiety, their excitements, their fears,

their passions or political views are quickly lost.
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So is it the rapidly changing but flat facade of the building that mirrors
our zeitgeist? Is it the seduction of millions of ads winking at us at every
corner? Seducing us to buy, to consume, to convince us that whatever
we purchased the day before is not good anymore? It is like our cities
have become a series of snapshots, a never-ending sequence of static
images. Susan Sontag even argues that our eyes are becoming so
used to the photographic images that reality is turmning itself into a series
of "potential photographs”.

The images have multiplied so greatly that their power is losing strength,
as pornography removes the mystery from sex, from the body and
from seduction. So if the excess of seduction is killing seduction itself,
maybe it is visual silence that will save us. Maybe it is a blank image,
a non-image. Or maybe it is the fragile, thin tissue paper wrapping the
oranges of my youth that will come back and will bring with it a new set

of senses and gualities.

Sergio Mannino
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CHAPTER 1 INTRODUCTION
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1.1 Importance of Shopfronts

Shopfronts are one of the most important elements in determining the character,
quality and perception of retail streets. Traditional shopfronts and well-designed
contemporary shopfronts complement the varied architectural character of the
city's retail buildings. Shopfront design aims to promote good-quality shopfronts

and streetscape for a city.

These guidelines were developed to assist designers as well as shop owners in
making smart design decisions about designing shopfronts and investing in the

exterior image of a commercial or retail property.
1.2 Functions of Shopfronts

The shopfront has a number of important functions in a streetscape, and these

need to be borne in mind when approaching shopfront design. The primary function
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Christian Koban Jewellery Shop & Showroom, Berlin, Germany, 2011, design by Studio Kattentidt, photo by Marcus Zumbansen

SERIETT &

of a shopfront Is to identify a retall premises within a street using a combination

of name sign and window display. The shopfront also has an important role in

expressing the architectural character of the building at ground-floor level. Both
the commercial and architectural functions should be addressed In the design
process.
An exciting shopfront makes your business a difference. A good shopfront design

should help attract new customers and sales. Variety of design adds value and is the

key to making business more noticeable and exciting. While some uniformity may

be helptul in reducing overall construction costs, business owners are encouraged

to imaginatively explore the relationship of their type of business (i.e. restaurant,

bookshop, cosmetic shop, flower shop, etc.) and how that type translates into a

unique shopfront treatment within the business district. For example, an insurance

office is «

clearly not a jazz bar, and is clearly not a laundromat. Their purposes and

beak periods, business hours, etc.) are different. They need not lo
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