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Entry I
An architectural flower shop

https://www.wallpaper.com/design/tableau-flower-shop-copenhagen#pic_225738



3/30/18

Tableau is a new flower shop in Copenhagen designed by 
architect David Thulstrup. The goal when Thulstrup was tasked 
to create this space was to make the flowers look as if they 
were works of art and that is precisely what he was able to 
communicate.  

Thulstrup’s approach was to treat the flowers as part of the building 
materials and to emphasize the living elements by keeping everything 
else minimal and pared back. The use of podiums also help in 
showcasing the flowers and plants. The other materials used to create 
the space such as the geometric shapes and blue vinyl floor were used 
to create a sense of contrast between the space and the flowers.

The space is effective because it allows for the flowers to stand out due 
to their organic shapes and vibrant colors against the hard and solid 
background. The ultimate goal of visual communications is achieved when 
the product in this case the flowers stands out and is visually captivating to 
the customer. 
 

Staying true to retail trends the Tableau interior was also created with 
the community in mind. The architect chose to expose the raw walls of 
the old building and collaborated with local artists and artisans to create 
everything from the metal work to the lighting. 

As discussed in class many new stores are focusing on creating a shopping 
experience for customers that is centered around showcasing the product 
without any extra distractions. I believe Tableau has successfully created a 
space that is beautifully curated while also inviting the customer to explore 
and purchase the product inside.  



Entry II Bottega Veneta’s looks 
to apartment living

https://www.wallpaper.com/fashion/bottega-veneta-manhattan-retail-directory#pic_221251



Bottega Veneta has opened a new flagship in New York City and has 
created a large space for customers to fully immerse themselves 
in the brand. They transformed three landmarked 19th-century 
townhouses to become a five-storey location that includes 
womenswear, menswear, accessories, watches, jewellery, fragrance, 
eyewear and home products.

4/06/18

This new flagship was the work of Bottega Veneta’s creative director Tomas 
Maier who drew  inspiration for the boutique from the skyline of New York 
City. The use of materials such as brushed brass, industrial beams, and the 
patina display cubes aids in communicating the industrial big city feel on 
New York City. Maier was also inspired by the streets of Manhattan which 
he communicated through the different tones of color such as grey, washed 
green and beige.

I believe the space is effective because it invites customers to come in 
and explore every part of the boutique with its home like atmosphere. 
Not only is the space inviting it is also beautifully designed and upholds 
the brands  luxurious Italian roots. Tomas Maier was able to successfully 
incorporate his inspiration of the city with the brands unique aesthetic 
to create a dynamic space for their customers.

This space is also successful at visually communicating to customers 
through their choice of product displays. Many of the products are 
displayed in well lit recesses that allow them to be the focus point and 
demand the attention of the customer. The mannequins are placed 
in key locations like the stairs and entry ways to further attract the 
customers attention. 



Entry III
Japan meets Italy at Milan’s 
new zen co-working café

https://www.wallpaper.com/lifestyle/japanese-design-comes-to-milan-at-tenoha-coworking-space-and-cafe#pic_228483



4/16/18

Tenoha a mixed use cafe and co working space originally from 
Daikanyama, Japan has opened a second location in Milan. The 
interior designer Park Associati has successfully achieved a balanced 
unity between both Italian and Japanese design and components.

Every element used in the creation of this space was carefully thought 
out to represent the unison between the japanese brand and the 
Italian location, from the cherry wood banquette seating, to the 
Horigotatsu-style booths, and even the kelp-green tiles that line the 
bar. The designers were proud to accomplish a space that was in many 
ways visually from Daikanyama but constructed with Italian materials. 

 This Mixed use cafe not only achieved a cultural balance in its visual 
design even the menu is a mix of the two. This offers  customers and 
members a truly unique experience, which is crucial to the success of 
a brick and mortar in this digital age. 

This concept store has successfully achieved to visually communicate 
the unison of the two cultures in a way that is not superficial or 
overdone. Concept stores that combine cafes, co working areas, and 
retail spaces are popping up all over the world, this is a trend that has 
resulted in consumers need for “a third space”. Customers of Tenoha 
can expect beautiful japanese products in a Italian setting that is 
modern yet visually compelling.



Entry IV
Martin Brudnizki gives 
Harrods’ wine rooms a 
full-bodied make-over

https://www.wallpaper.com/lifestyle/martin-brudnizki-gives-harrods-fine-wine-rooms-a-make-over



4/20/18

The wine department at Harrods has received a much needed 
conceptual and visual update thanks to Martin Brudnizki Design 
Studio. The Cellar stil is true to the Harrods brand however now this 
department has become much more approachable and captivating.

Martin Brudnizki Design Studio wanted to achieve a cellar that 
was much more about the flavor profile of the wine rather then the 
category or brand as they are typically set up. Visually the design of the 
space is true to the 1920s style with its patterned marble floor wooden 
and wall paneling, however it’s modernized by how immersive it is for 
customers.

Yet again Harrods has been able to successfully visually communicate 
an in store concept that will continue to draw the attention of the 
modern customer. Retailers today need to focus on how they can make 
immersive experiences in their brick and mortars that are still visually 
compelling and on brand. This is exactly what harrods has been able 
to achieve with this specific department.

Department stores are not generally thought of at the forefront of 
retail innovation, however Harrods has been able to continue to make 
an experience worthwhile for consumers. The cellar has become an 
interactive atmosphere with the Aroma Table which guides customers 
through the grapes flavors, and the Education Room where people get 
to personalize their bottles and live stream the vineyards where the 
wine is produced.



Entry V
Somni restaurant a 
multi-sensory experience

https://www.wallpaper.com/travel/usa/los-angeles/restaurants/somni 



4/27/18

Somni is a small new restaurant located in The Bazaar in Beverly Hills’ 
SLS hotel. The restaurant is part of José Andres’ ThinkFoodGroup a set 
of restaurants that explore culture and innovation. This restaurant was 
designed by Juli Capella and is a unique addition to the group since it 
was thoughtfully designed to be a multi sensory experience.

Juli Capella envisioned creating this multi sensorial space by designing 
the restaurant with no angles or corners. He did this so that the so that 
every plane of the restaurant including  the floor, ceiling and walls are 
able to envelop the diners in what would feel like a ribbon of oak and 
white marble. 

This restaurant successfully not only visually communicates to the 
people that dine there  but it also provides them with that multi 
sensory experience that the designer was trying to achieve. The golden 
atmosphere created by the beige palette  and the wood paneled 
ceiling and floors envelops the diner. Like brick and mortar retailers 
restaurants need to provide an experience that sets them apart from 
competitors and that is what Somni has been able to to accomplish.  

He does this by drawing the diners in with the horseshoe dining table 
making the kitchen almost like an exhibition. This will allow for the 
diners to be fully immersed in the culinary experience, which makes 
this fine dining experience memorable. This rounded dining table also 
allows for the diners to experience the golden dome which illuminates 
the dishes in a etherial way.  The customers get to hear, smell, and 
see everything that goes into preparing their modernist dishes in this 
beautifully curated minimal space. 



Entry VI
A garden blooms inside 
a new architect-designed 
Brooklyn coffee shop

https://www.wallpaper.com/lifestyle/devocion-brooklyn-new-york-coffee-shop-by-lot-architects 



4/30/18

Devocion is a farm to table coffee roasters and cafe in Brooklyn, New 
York designed in collaboration with LOT Office for Architecture. 
Together they worked to make this space a combination of Colombian 
and Brooklyn aesthetics in efforts to go back to the cafe’s roots. These 
space was also created with the purpose to provide the neighborhood 
with a place to relax from the busy everyday life in the city.

Visually this space is an oasis curated with specially crafted features 
such as the black marble coffee bar counter, the wood paneling, the 
raised central island surrounded by greenery,the marigold floor tiles, 
and custom made cabinets. The marigold floor tiles contrasts with the 
perforated concrete block partitions giving the space a graphic touch 
while the large floor to ceiling windows provide a great deal of natural 
light.

I believe this is an amazing space that effectively represents what a 
communal space of lounging and connecting should look like. In 
general it is also visually stimulating due to the architectural features 
and the contrasts of the material used. In a time when people seek out 
locations for special moments and gathering places a space like this 
is especially effective. In addition space uses a warm palette and raw 
materials to make a space that is inviting and soothing. 

Overall the attention to detail in this space is breathtaking, there is 
a sense of authenticity that they tried to communicate to customers 
that is clearly evident. Everything from the custom made furniture 
by a Colombian craftsman using local wood and a vast variety of 
indigenous plants makes the space one of a kind and true to their 
heritage. The use of greenery in the space also goes along with trends 
in interiors today, which provide customers with the zen of nature 
without actually having to be out in a forest or jungle.



Entry VII
Architect Mark Landini 
plays hide and seek at a new 
Sydney jewellery boutique

https://www.wallpaper.com/watches-and-jewellery/sarah-and-sebastian-sydney-flagship-store



5/10/18

The Australian jewellery brand Sarah & Sebastian have opened their 
flagship store in paddington, Sydney. They worked to create a small 
scale space that had a great deal of light and they were able to do this 
with floor to ceiling glass walls. The  co founders Sarah Gittoes and 
Robert Sebastian Grynkofki  envisioned a space that is very intricate 
and unexpecting for a retail experience and the architect Mark Landini 
helped them make this a reality.

The co founders have a strong connection to the physicalization of 
product therefore they decided to use two way mirrored cabinets 
to display their designs. This brings customers the unexpected 
experience of entering the very minimal space and being faced with 
walls lined with nothing but mirrored surfaces. They are only able 
to actually see the product on display once they state  to the sales 
associates their areas of interest which they then make the mirrors 
turn to glass.

Today brick and mortar retailers really have to draw customers in with 
a unique experience that will justify them from simply purchasing 
the same product online. They aimed to create a level of exploration 
for their customers which I believe they successfully achieved. 
They also wanted to bring the wonders of a jewelry workshop to 
the store in a subtle way, which they were able to achieve with the 
copper inlay custom built sales desk that also doubles as a jewelry 
bench. Furthermore communicating to customers that this minimal 
architecture retail space is more of an experience worth having.   

This unique store experience plays on the curiosity of the customer 
unlike traditional retail spaces everything in the store is concealed. 
This magic reveal of the product is controlled by the bespoke lighting 
system in the store allowing for the customers to be fully immersed 
what they have to offer including the secrets of the store design. They 
wanted this store to be unlike an ecommerce site where everything is 
revealed at once.



Entry VIII
Montreal’s newest 
architectural barber shop 
is a ode to minimalism

https://www.wallpaper.com/lifestyle/crisp-minimalist-barber-shop-ivystudio-montreal



5/14/18

Crisp is a minimalist barber shop  like no other created as a project by 
Montreal based Ivystudio (née Obiekt) located in the design centric 
neighborhood of Pointe Saint Charles in the heart of the city. This 
unique but functional barbershop was created with the intention not 
just to attract people with its minimal artsy aesthetic but also allow for 
the artistry of the barbers work to shine.

The designers of the space Philip Staszewski and Gabrielle Rousseau 
approached the design of the space by experimenting with forms and 
new materials with the goal to continually redefine the relationship 
between the space and the user. For crisp they used a narrow material 
palette and a mineral color scheme which contrasts greatly from the 
typical barashop that is usually filled with dark interiors,  checkered 
flooring, and wood cladding. This space was made to provide their 
clients with a refreshing take on a traditional space that is finally fully 
in the 21st century unlike many old school barbershops.

This minimal barbershop is not only minimal in design but also lacks 
any typical  clutter of products instead they have a mural like wall that 
only features local brands, and a simple neon sign displaying their 
logo. Like many other retail spaces barbershops and hair salons are 
also undergoing a reinvention by not only providing a necessary/
luxury  service but also providing a space for socializing and 
relaxation.

The design of the space is clean, airy, and a palate cleaner for the eyes 
with its exposed concrete slab flooring, bright white walls and natural 
lightened oak barber stations and benches. The lights are delicate but 
also bright with mint hued  fixtures that tie in nicely with the subtle but 
potent greenery provided by the potted plants, however the main focal 
point is the large dark green marble reception counter that creates a 
backbone for the space. The symmetrically designed shop provides a 
sense of zen in a space that would typically be considered a machos 
retreat.


