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ur Home SM Southmall

When it opened its fi

Home has introdos ed ' v concept
in furniture retail in the Philippines—afiordable
liEury. With a growing interest in interor desig
among the middle many Filipinos
become vary much aw

tas v
cater to thi

has ast:

with Mew
Ing. to crea
with their store
From itz new streamlined logo
v hite-and-gray interiors,
Our Home reflects the urban, minimalist spirit of
upscale Eumpean desi
hWeore than just :
of the new

neutral palette, the store become:
mearchand enabling them to ntually
change their hout difficulty to kesp
up with the continuo: sign trends
The minimalist store zetting parfactly
complemean ur Home's current line of Euro-
style furniture pi at fit the modern urban
style. With an assthetic flavor comparable

of pricier courtarparts, Cur Home

nigticated hame environments
affordable for marny Filipinos.
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SM Department Stores Fairview

Located an bour from WMetm Manila, Sh Fairyiew, colarg on perimeter wallz and ceilings indicate add a sense of whimsy and discovery to the
a 2b 000 squars-metar, two-level department iffars e handis egories and large-scale shopping experienca.
stare, was designed with color in mind. Bright srvironmental graphics throughout the store
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SM Department Stores Pampanga

—

Deasign Compary; Point Design

Project Location: Pampangd, Philipgires

Areq 18, 341 m°

Photographer: lto Lopez
The 18,5341 square-metar W Pampanga several levels and iz also notable for its with 0 -- designing new stores and remodeling
departmeant store brings to life an exubarant gize and height, which called for a saries of existing ones — has helped to position the retail
combination of style, color and design. This suzpanded colorful cubes. Each one highlights giart as a leader in the Asian market.
renovated one-leveal store deviates from the a merchandise category and helps to orient
traditional =M formula of two atriums along shoppers within the store. Cur ongoing work
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Children love variety and change. For the toy
industry, this means constantly finding new ways
to attract and keep kids' attention and interest.
To compete succ essfully, manufacturars must
refresh, update, add on to existing lines and
change their product lineups. And they have to
do this with an eye to the latest trends. Thesea
days, tove have to reflect kids' tastas in fashion,
comic books, computar games, movies and
television shows. The same goes for toy storas.

A

oy Kingdom SM Megamall

v
Deasign Compary; Point Design
Project Location: Manila, Philippires
I, Araa 4000 m?
. i Photographer: lto Lopez

Toy Kingdom, Manila's mass mercshandising
toy store, has taken up this challenge. When
the company opened its first store in 1921, its
zoned ratail environmeant mirrored what was
then in vogue — Dizneyland-themed “worlds”
that matched the eras most popular toys. But
the format was tired, and almost impeossible to
rafrash.

And what do kids want most from a toy stora?
Lotz and lote of toys! Toy Kingdom's new

4 000-zquara-meter store meets avary kid's
fantasy. It'e a toy paradise that offars a seemingly
irfinite display of toyve. Point emploved a simpls,
clean and streamlined layout, clearly defined
zalling pads and wide aisles to give emphasis to
the volume and ranga of merchandise. The stora
iz, sssantially, a spacious playgmund in which
kidscan explore freely, and its alao anorganized
retail space that's easy for adults to navigate.

Ric=8
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