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POINT

Let a Thousand Malls Bloom !

Shopping for Asians is much more complex
than just a mere act of buying. It's all about
the experience. Going to the mallis a form
of recreation, enfertainment, and bonding
activity shared with family and friends. In
short, for Asians, shopping and going to malls
should be fun. And in the Asian context, fun
means dynamic places, bright happy colors,
movement, texture, and well-lit open spaces.

Asian markets are leading the group in a run
of retail development deals worldwide, with
China accounting for more than 60 percent
of the world’s shopping center space under
construction, according to a Commercial Real
Estate Services (CBRE) report released early this

year. The retail development boom is attributed

o the region’s economic growth and stability,
The urbanization of large cities, as well as the
growing middle-class market in China and the
rest of Asia. This middle market is the sector
that is demanding more and better places for
shopping, entertainment and recreation.

However, it is no longer enough to simply
build a “shopping center”. Because of market
demand, malls are increasingly becoming
more sophisticated. They are being designed
to meet one goal—to create a fun and
memorable experience for their customers.
Retailers and designers need to constantly
innovate and redefine the mall to capture
people’s attention. From the standalone
fraditional enclosed indoor retail center, malls,

especially in Asia, come in all shapes and sizes.
The architecture of new shopping centers is
anything but ordinary. Bold, fantastic, mind-
blowing designs for both the exteriors and the
inferiors are becoming the new norm. Some
malls embrace the outdoor lifestyle center
concept to create an indoor/outdoor hybrid.
Ofthers build on the concept of nostalgia, and
create themed places, often in fraditional
styles, to create a destination shopping
environment. In relation to urban planning,
many shopping centers are being developed
as part of a mixed-use complex fogether with
residential and office developments, following
a transit-oriented design (TOD) model to
capitalize on convenience and accessibility.

Instead of simply being a
"shopping center”, the new mall
is more like a “lifestyle center”
that focuses not just on retail,
but also gives equal importance
and attention to F&B, wellness
and entertainment in their mix.

It is safe to say that, in spite of
the emergence of online retail,
malls are not yet dead. They are
far from becoming exfinct. They
are just evolving into something
better.
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Cendes + Point

Cendes and Point has more than 20 years of practical
experience in commercial and retail design. The partnership
allows us fo provide a complete range of design services, from
master planning and architecture to the design of mall interiors
and store environments in China and in other parts of Asia.

Cendes is a Chinese architectural design company that has
a strong global outlook. The firm specializes in the planning
and design of urban complexes and retfail developments.
The principal designers have numerous years of experience

in infernational projects, and have, therefore, accumulated

a great amount of knowledge and expertise which they
consciously apply into their design practice in China.

Cendes is one of a few design companies in China that can
provide a complete menu of design services throughout the
design and construction process as demonstrated in our work
with maijor infemational developers such as Kerry Properties (HK),
Mapletree (Singapore) and SM Group (The Philippines).

Point is an interational design firm, with offices in New York,
Buenos Aires and Manila, it is dedicated to the design of retail
environments. The principals collectively have more than

20 years of experience in retail design in Asia particularly in
Indonesia, Vietham, Koreaq, the Philippines, and China. As retail
designers with extensive international experience, the designers
are aware of the global developments in retail, understand the
demands of the retail business, and are conscious of the local
customers. That knowledge and understanding allows them

to come up with retail environments that aim to achieve key
goals—to sell, to make the merchandise look good, to keep
customers happy, to make the shopping experience easy and
fun, and to make the store or mall look great for several years
without losing its appeal.

Cendes and Point Design have been designing retail projects
in China for over a decade. The collaboration has successfully
completed such projects as the Shimao Center in Jinan,
Changning Guoco Mall in Shanghai, the Mapletree Center

in Ningbbo, and a number of other large commercial building
and retail interior design projects. Having parallel design
philosophies and complementary design expertise, Cendes
and Point infend to become long-term partners noft just for
projects in China but also in other countries and become one
of the notable design firms in the world.
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Architecture

Balancing the needs and aspirations of
shoppers with the often conflicting financial
goals of the developer is a particular
challenge in designing shopping centers and
malls.

We've long excelled at designing centers
around the globe notable for their seamless
infegration of beauty, efficiency, and
innovative and cost-effective use of space
and materials.
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Retail Interior

What turns shoppers into customers? What
makes them want to come back for more?
There's hardly a single answer. But inventive,
inviting, exciting, edgy and alive are all
words that describe the hardworking retail
environments we've designed around the
world.

Each of our client’s retail environments

is unique, though all offer custormers a
compelling experience of the brand at every
point of contact.
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ldentity & Graphics

We create brands. We help new brands sell.
And we help established brands sell more.

A thoughtful, strafegically designed identity
can work for an organization on many levels.
It sets a brand apart from its competitors and
signals strength. It can communicate pride,
professionalismn and a sense of confidence
o both infemal and external audiences. And
it makes a vital connection between the logo
and all the elements that make up a brand -
especially its environment.

The identities we create work well on paper
and in three dimensions, wherever consumers
encounter them.
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Erhai Lakeshore Development
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Location:

Dali, China

Total Area:

150,000 m?

Status:

Hongling Propery Group Co.,Ltd
Time:

2013 fo Present

Situated in Dali City, Manjiang Economic
Development Zone, the project covers an
area of 590 acres with a fotal construction
area of 150,000 m?.

Erhai Lakeshore Development is an

urban complex composed of residential
structures, five-star hotels, shopping centers
and retail strips.

Inspired by Erhai's natural environment and
historical culture, the project consciously
infegrates elements of nature and culture
into every aspect of the design. The idea
is to have a seamless combination of

modermn commercial and institutional
facilities with comfortable and enjoyable
residential and recreational amenities.

A key feature of the project is Erhai’s
outdoor garden squares that are spread
throughout the development.

These landscaped outdoor areas, together
with fop-notch urban facilities, aim to
provide a balanced lifestyle that allows
people to take advantage of the modem
conveniences of an urban center and the
benefits of communing with nature.

S ERE Master Plan
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Daci Temple Heritage District
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Location:

Chengdu, China

Total Area:

130,000 m?

Client:

Chengdu Unified Construction Office
Time:

2004-2005

Awards:

The First Prize in International Design
Competition, 2004
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The Daci Temple Historical and Cultural
Protection Area is located in the heart of
Chengdu, and is one of the city’s three
major cultural protection areas.

The project required extensive research
on how tfo stimulate the local economy
and bring new vitality to the district, while
protecting its local features and historical
heritage.

The project was designed to carefully
infroduce new materials and systems while
still maintaining the humanistic scale of
the old streets, alleyways and courtyards,
preserving the rich structural details of

the ancient buildings, and respecting
fraditional building customs. The design
intends to protect the site’s historic
structures while injecting the urban spirit
into them so that the local neighbourhood
is able to survive and develop in a
sustainalble manner without losing its

unique, historical value.
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Shenyang Kerry Mixed-use Development
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Location:

Shenyang, China

Total Area:

397,000 m’

Client:

Hong Kong Kerry Estate (Shenyang)
Time:

2014
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The project is a large-scale integrated city
under Kerry Estate, with a land area of
660,000 m?, and a tofal construction area
of 1.7million m?2, With its accessible and
strategic location, only 20 minutes away
from Taoxian International Airport and is
adjacent to Youth Park, the development
was envisioned to be the most important
commercial center in Shenyang.

The project consists of high-end
apartments, 5A office buildings, a five-star
Shangri-la Hotel, and commercial facilities.
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Location:
Vientiane, Laos
Total Area:
310,000 m?
Client:

Laos Intemational Development Co., Lid.

Time:
2014 to Present

The project is located atf the heart of
Vientiane, capital of Laos. With the
increasing developments in the region, the
city needs to keep up with the demands
of the country’s growing economy.

The World Trade Center development
project aims to address Vientiane's need
for more urban centers to support the

continuous influx of businesses and tourists
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ZE¥EE 2nd floor

—ZFEE B1 floor

into the country. It includes commercial,
institutional, residential and recreational
buildings and facilities within the
310,000m? project areaq.

With the modern lifestyle that the project
aims to bring to the city, World Trade
Center hopes to support and be a catalyst
for further economic growth in Laos.
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Location:

Xian, China

Total Area:

388,000 m?

Client:

Yueda Grand Canal Real Estate
Time:

2013 fo Present
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Because of the large scale of the project,
the most important factor that needed to
be identified was how to most effectively
attract and keep as many people as
possible in the commercial district. After
numerous discussions, the feam decided
to plan and divide the area info sections
according to retail categories such as
fashion, recreation and enterfainment,
gadgets, food and beverage, groceries
and a supermarket, etc.

Each section is connected through
courtyards and afriums that allow customers
fo rest and fransition from one category

to another, giving them a more enjoyable
shopping experience.
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Kerry Center Renovation
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Intime City
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Times Square
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Tangshan Shangri-la Hotel and Commercial Development
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Jinan Shangri-la Hotel and Commercial Development
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Chengdu Hotel Complex Development
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Kerry Center Renovation

32

4

M IERE R OAE TR hRBE KU TR, G4, M. =R, Sa.
P, N o s gL g

Ny £, ;E_Hﬁﬁg\ﬁﬁ%x%ﬁjtﬂ, HithE =3, %iﬂz\ ﬁgﬁﬂ%\-%ﬂ:[*iuﬂia/\]
W Tk, BEDLT 1999 AT, £—4  AmreH, SEETEIHRIA
BREERE (d) EFL. DA AB. AREEEERGRE  ITFENT R, EBTEE
B;“E.l 1 N — A,

2011-2014 FEIET— AR BRI O EMNEESE, BH T
R :

CID (mk=R )

BIR (E5=FH=ERN )
China Team (#l€8 )
Wong Tung ( 355)

RRBET B EITH THE. REEEARE.
B DARERIVERRAIKE. B
ERABEESREEEEANTRE, MEES
b v N SN AVATIE 2

HElthMES o 99

"L“,,J

-

K

il

1]|*

B L]

CendesEEEE 33



34

Location:

Beijing, China

Total Area:

330,000 m?

Client:

Hong Kong Kerry Property (Beijing)
Time:

2011-2014

Consultant:

CID (Reftail Interiors)

BTR (Office Interiors)
China Team (M/E)

Wong Tung (Curtain Wall)

The Beijing Kerry Center is located in

the heart of Beijing’s central business
district, af the northwest cormer of the
intersection of Guanghua Road and the
East Third Ring Road. Completed in 1999,
it encompasses an area of 28,000m?

and a total floor area of approximately
33,000m?. The Kerry Center is a large-scale
multi-functional project that includes retail,
offices, apartments, five-star hotels and
leisure and entertainment facilities.

The renovation project included mainly the
addition of underground garages, logistics
management rooms, commercial spaces,
lobbies and public spaces on office

floors. Interiors were reworked fo create

hotel-style apartments and clubs, as were
outdoor spaces through the landscaping
of urban squares and the design of
business facades. The goal of the project
was to restore this site to its former glory
via innovative, modermn techniques and
professional design.

Carried out through close collaboration
with numerous professional architects,
construction engineers, mechanical and
electrical engineers, interior designers,
landscape designers, curtain-wall
specialists, lighting designers and other
professionals, this remodeling of the Kerry
Center reinforced its commercial value
and created a much better atmosphere.

CendesEEEE 35
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Location:
Panzhihua, China
Total Area:
473,000 m?
Client:

Intime Group
Time:

2012 to present

This landmark project has symbolic
significance, as it marks the first time that
Intime will enter a major commercial
complex in Sichuan. This site will eventually
become Intime’s flagship store.

Due to the property’s mountainous
topography, entries to the buildings

were created at a number of different
heights. Inside there are numerous indoor
boutiques, elegant commercial streets,
dining options, etc. The goal of the
project was to create a community where

were all within easy distance of each
otfher. Its mountainous location makes this
commercial center unique. Its 160m-high
office building in the shape of a “"Panzhi”
flower will become a landmark of southermn
Sichuan.

The project includes Grade A office
buildings, hotels, SOHO facilities, the
Intime department store, themed business
districts, high-end residences and more.
This unique “mountain city complex” will
reshape the heart of the city.

shopping, relaxation and entertainment
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Location:

Xi*an, China

Total Area:

361,000 m?

Status:

Ancheng Estate(Xi* an)
Time:

2012 to Present
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The advanced design concept of this
project aims to create a mulfifunctional
composite, full of the vigor and vitality of
an urban commercial complex.

Considered from the aspects of land use,
the dominant functions are commercial
offices, a hotel, F&B, entertainment and
other functions. These complement and
enrich each other. From the beginning,
aftention was paid to the integrity of the
whole, the business aspects, geographical
environment, with the focus on exploiting
the features of the natural environment.
This will enable Hyder Times Square
complex to become a modern, tasteful,
fashionable and hip destination for young
people in Xi‘an.

LYY TV =
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Tangshan Shangri-La Hotel and Commercial Development

M

E, Bl
HIHE:

407,000 m?

JEE: 56,000 m?
Bl 22,000 m?
£, 222,000 m?
E:
EREEEE (BEW)
WA :
2011-2015

Location:

Tangshan, China

Total Area:

407,000 m*

Hotel: 56,000 m’

Retail: 22,000 m?
Residence: 222,000 m?
Client:

Hong Kong Kerry Property (Tangshan)

Time:
2011-2015

66 HIREISS T PRAE, B 1" 2, FRATHBUERS, 0B(Er); Rtz

DB &ZBRAPRAE D, TR, 8. AXSAMIEEN S

AR, SEE. . RN,

BUGE£REEE, 2228 (1E) A
R SNER BN OB SR E A E L
T REHE FREENER RIS,
BREREROEE. BVEEE. YR
IR BCERR 598

DB BN EEERTT, FAUR. S
RIRHTETHAEL, BT TR 24,
MBS R EEhA—i,

77

The property forms a "]" shape around
the city’s central park, and is surrounded
by municipal roads and conveniently
accessed via public fransit. It sought fo
create an area of high-end businesses,
housing, shopping and leisure areas that
would be energy-efficient, safe, and in
harmony with nature.

The buildings possess simple yet elegant
facades, and are constructed using
earthquake-resistant and energy efficient
materials that are of natural sources.
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Jinan Shangri-La Hotel and Commetrcial Development

ne R T TN P o e Pt

a 51\ s N

U CESIZ 8 99

130,000 m?

.

BEREEE (&) ZIN B AN R R R O X RIS IR0 IE The project is located fo the south of

;{Ei s BN, HEEFRAEEAEE. FEER Quancheng Square in the center of Jinan,
7 EFRREIAEA— B A S MR . Shandong. It is a mix-use project that

Location: combines international five-star hotels

Jinan, China jtf)”'b@)ﬁ%*éﬁfﬂiiﬂ}—% , ﬁ?%@%%ﬁi and Grodola A offf?le buildings with other

Sitie FHERESHGMER, oAy, commercial focifies

Client: EEENERSEEE, IFEEER

Hong Kong Kerry Property (Jinan)
Time:
2012 to present

(Gendes EXET

ReREREMNFN =G, BULE
Rige, EHRLRENNAKE, TYH
TREIEERET . FMIFREI S HAR EERR
RIFELEEE | B R R TEEha SR
B E#RE,

The overall architectural style is simple
and elegant, and focuses on the

design of exquisite details so as to be
aesthetically pleasing and time defying. It
is a reflection of the best design principles
related to energy-efficiency, safety and
environmentalism.
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Chengdu Hotel Complex Development

Mg ZIEEEEEE L. RN HEREE. ﬂnl-
E’. e WHABESZMIE, @EiSThagALIR TN A ‘}ii
150,060 m TER— AR L SR a1,

wE:

PR BT USRI E I A R BURT,

iR HRESITE— . HE. 2 g

2014- B4

B SRER. RITF /f_tfén:iﬁﬂ:fﬁt
AHXEEEGHERE, hEEIAIFR
AEXE U GEHREL, TRER. ENE

BETRNSINTCITRIBINT EE79E
YIRS, BERthAIZEKIERE T EAFER

/\jj;/\lETJ

A gt R e 2
MRS, BRATLG A s
R, CRAIRBE. )
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Location: This project is a large commercial complex the possibilities of local commercial
Chengdu, China that houses retfail businesses, Grade A complexes. Sunken courtyards and rooffop
:‘:;IO%':?;Q offices, apartments and a five-star hotel. terraces enhance the customers’ shopping
Client: experience while also serving as additional
Yangyang Chengdu Hotel Co. Lid. The design drew inspiration from the open public spaces.

Time: history and memories of the original

2014 to Present Chengdu Hotel in order to create a new The architectural style combines traditional

urban complex that is “bred, integrated
and shared” here. It combines the
characteristics of open blocks and

elements with modem aesthetics,
preserving the historical character of the
site while adding fine, contemporary

fraditional shopping centers in unique ways, features.

evolving as a new model showcasing

'.I 'k

= =¥ HEE 3rd floor

E

PUERSFEE 4th floor

AL

ZE¥ERE 2nd floor

—ZEFEE 1st floor
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Mall Sport \
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New\ World Sf\wopp\mg Vel 3 S . S H O P Pl N G
e | MALLS

REL e

Stylemax Plaza

ST M1
SM City, Zibo

BIERE 7

Hai Di Lao Ploza

FRHRRLEREITR

Mapletree Xie Jia Riverside Mix-Use Development

TS ERR )

Runchi Infernational Ploza
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Mall Sport

s

R, ZthIrsF
B 18] :

2005 Z2AY

Location:

Santiago, Chile
Time:

Completed in 2005

#TE & Section Plan

66 From sports gear, equipment, and fashion, Mall Sport covers

a large variety of sports activities and houses both local and
intfernational sports and fitness brands. 99

RN TEN EEED TR — At —
WML, 100% BATFAESHE
FMESAERN =M. NEBEE. TERIE
BN B, SEEYTLOERET SE
FERRE B, BFEHAFIERRAY
FERS mE,

BIRBERRL: HBERR. FUTR. 1E
FENERIVEFI AT R, MEBRMS L
&, ZEHERITRA— P ESaTE, &
ENFNESNRRBABTTE 8

BRTEE, BYHLT BCEA—PREUE
BREIMESERSIHNEL. EXMEN
ST LUMECRIKY) B E E RIS
&S, SNEE— BRI, AT
SIAMEPAR |, AR A KE_ERTRAR R

The mall was established to cater to
adventure-seeking, game-playing,
outdoor-loving Chileans. Taking off from
the concept of sports, the mall was
designed o have a dynamic form with
large open spaces both indoors and
outdoors.

Aside from retail, the mall has established
itself as a premiere venue for sports events
and activities which require large spaces.

The huge indoor atfrium can be a venue
for ice skating, wall climbing and even
tennis competitions, to name a few.
Outside, there’s a wave pool where
people can learn how to surf, as well as a
section showcasing boats on

water.
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New World Shopping Mall
;tfm B ALEM S HRERE SRS 2 B FRELHTE, SN ERSRBHT

=E| , =l N  Ls— -~ — g3 Y% = N
1. RS T A TSR R AR, B S TRE=E MR
f“ii“ " WHIERNZE,
LS RENERAS
:gil)q; YA FFWEHIRERMET, EELC  Much like a pile of boxes filed with

B TRIMEENE S, FritR S o anEt designer clothes from a day’s worth of

Location: BATFERETFY, “&F ~agRines shopping. the design for the New World
Shanghai, China bR T e B BRI ESK , 60K S Shopping Mall is conceived as a mass of
e IR, TS CRE ARy S00ked Dores

) m
Client: VIR, Rt EmBER D AIETR

Shanghai New World Co.,Ltd
Time:
2010

T RAIE A

The facade of the mall attempts to

strike a balance between opacity and
fransparency. Hi-tech digital billboards that
fill the exterior walls of the building provide
people with glimpses of what to find inside.
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SM City

M

FE, EX
HIHE:

149,076 m?
w=E:

SEMRTE SM &M
WA :
2008-2013

Location:

Chongaing, China
Scale:

149,076 m’

Client:

The Philippines SM Group
Time:

2008-2013

BR SM 23R R SM EHE TR ERHM
X F L E D ABREE MR LG Y T
R EIRL) 150,000 5K, £ERERIA
30,000 F75%s

B 2 R ERRRER L O
( Shopping Mall ) FIARE, H4EE
T B A et pth A 4 B FE SRR
TR, WRTEERER
AT MBS Rk, B8R
ﬁﬂu%m%ﬁ’iﬁa‘qiﬁﬁéﬁﬁogg

1
-

resaad EEEF

SM CITY in Chongaing is the second-
largest shopping mall complex developed
in southwest China by the Philippines’ SM
Group.

The design of the shopping center used
the local customers’ shopping habits

and aesthetic preferences as sources

of ideas to create a retail sefting that

will greatly appeal to the local market.
Towards the end of the project, Shanding
Design independently completed
planning, interior design, and construction
monitoring of the mall.
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Stylemax Plaza

Mo

R, AER

M

104,000 m?

.

PERBAE B BIRAS)

B 1)«

2005 FEEFY

LI

2008 F LR ST "PUIL" ZHK

Location:

Chengdu, China

Area:

104,000 m’

Owner:

Chengdu Tongsheng Real Estate
Time:

Build in 2005

Award:

Second prize for survey and design
services awarded by Sichuan Ministry

of Housing in 2008

(Gendes EXET

A wmaBET

BRHIS

BRABRE LT T —FELRS, ENY
WA EERZ E=SNRTR M X T IAZ 2 A
=W, ehEREATTERIANRI L AR
TTERHEYIRIRERE,

T AR T EEMNFRIER B, FUm.
SFHEMaL, MSTMEY Lt FER
HigmiTz, RERATTEATNE L
KEPREATELER, BRI ETE
BER, TAEEHISBEERIheEilE
BEIRBA SR EAES o

AVSEREG. iH%E). FELEEESRNASNES,
SNRHEANGZERBETRENRNITIRE. 99

i"{“_—_ .

SRR

Stylemax Plaza is a retail and office
complex located in Chunxi Road, right

at the center of Chengdu’s pedestrian
area. Given its strafegic location, the Mall
aftracts shoppers though an eye-catching
design. Upon entering the building,
shoppers are greeted by a grand 8-story
high central atrium.

The atfrium functions as the central vertical
circulation of the mall by means of

glass scenic elevators at the center and
escalators along the perimeter. At night,
Stylemax Plaza transforms info a vibrantly
glowing lantermn, positioning itself as and
important landmark in Chengdu.

ESF o i ﬂﬂg-nzﬁinil ™
FEpnE " ——— .
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SM City

ae ) suasmape. i, EEME, BLASGIEHE, RS
E,
i T3 "8 o 99
170,000 m”
wE:
SM T () BRRAE AIMBNFUREEENEIIX, 28R/ Located in the Zichuan District of Zibo,
B ) : EIR15.5 AKX, FARE, BT 1R, Shandong, the project is a six-level
2007-2014 - TEAEET. B8 8% Bk ERE. shopping mall with a total floor area
Location: 12 R L THAE H— AR A BIRg L s o of 155,000 m?. This shopping center
Zibo, China consists of a supermarket, a wide range
rolo e BRI, iy 0 00 00 ook aShema, and

,000m ~ N RN other enfertainment and recreationa
Cliont BRI, AEREBNRENR, ,

lent: establishments.

SM City Group (Zibo)
Time:
2007-2014

BEERACHS . REE. BEe. RE
&, B8, LAXEER, Bl IEE2E
MHAEHHMELER, BAm AR MET,
BicaBEAARRT, RoRARH T A
FATIREARI R

Designed 1o be in harmony with its
surroundings, the facade is clad with a
clear glass curtain wall and aluminum
strips arranged in a crisscross pattern.
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Hai Di Lao Plaza

LUE

ThE, fErE

MR-

146,300 m*

WE:

[BIFRTH SR T BFRA S
B A

012F - ES

Location:

Jianyang, China

Total Area:

146,300 m*

Client:

Jinghai Investment Co., Ltd
Time:

2012 to Present

(Gendes EXET

AIBE AR HESERERIE, ML
=% A E R 36,000 FA K, EIRHAE
146,300 752K, b EEFRA 84,300 752K,
HTEARERR 62,000 5%

RIS £ R OB R AR R, )
FITEL— P REBRE, R TR
WEREER, HFRAT MRS A
DA

A4 mmamaER B ERR, K

R RIS, EREmIN
RBRB/NZEHNEN, T2
HR=, 99

This is a project of the The Commercial
Hotel complex development projects,
the planned construction area is
about 36,000m?, construction area of
146,300m?, floor area of 84,300m?,
underground construction area of
62,000m?2,

The development includes commercial
and a hotel, and strives fo create a sense
of the times. The commercial complex

is representative of the city s vibrant
modemity.

The project's creative inspiration from the
sails of yachts, and takes these as the
design concept, meaning the city and
the sea sailing from here, open a new
chapter.
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290,000 m?
wE:

B E S G|
B8] :

2014

Location:
Ningbo, China
Total Area:
290,000 m?
Client:
Mapletree group
Time:

2014

[Gendes EXET

= 1

Mapletree Xie Jia Riverside Mix-Use Development

|A_|\I_I

25

S EE Master Plan

//'j—_'\A 12%

TRSF R LERE TR S R X
B DI o T I AR LE,
T 2 8.48 A, HAkEIRHN 7.8 HF
TiK, ZE OB AT LIRS, SR
RS, REE AT,

This comprehensive development for a
mixed-use complex is for the Mapletree
Group of Singapore.

The project includes the architecture and
design of an upscale shopping center in
Ningbo, China.

A E RRBILEINES, —EhO S, ERRRRSEE AT
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Runchi International Plaza

7o) 117G Sl £

(Gendes EXET
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Location:

Chengdu, China

Total Area:

134,000 m?

Client:

Sichuan Runchi Industry Group
Time:

2012-2014

=E¥mEE 3rd floor

BHEFEE 1st floor

Runchi International Plaza is located in
Shuangliu County, Chengdu, and is close
to Chengdu International Airport.

The complex aims to accommodate
different needs and functions through

a range of facilities, such as boutique
offices, cinemas, retail establishments and
hotels.

Eoooi 3 PUEFEE 4th floor

—E¥mEE 2nd floor
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Zhong Gu Shi Jia
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Water City

Zhu Xin Zhuang Complex
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Zhong Gu Shi Jia

Mo

TRE, A

M

174,000 m?

.

FIEESEL (1))
B 1)«

2008-2010 4

(Gendes EXET

A smB s R S

YA N= SN & W OE =g LN | 517
o BAOREF). BENER, &
AP NANINSNIA: RSl 7
R BXE, eiE HANEEI AR
FAvErL. BHAEIL=E5E,
MNIEIR L RSET . 51 SHHH
BUETETH, 99
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Location: The planning for this project significantly

Luzhou, China increased the amount of leasable spaces
fotal Area:z through the concept of interior streefs.
174,000 m

Client:

singapore Jinghope Real Estate The project primarily aim was to revitalize
(Sichuan) the area by atfracting and infroducing new
Time: retail and recreational concepts, while the
2008-2010 simple and relaxing setting creates a retail

environment that corresponds to the easy,
carefree lifestyle of the target customers.

7
\ / g
L EE Master Plan FTEE Plan

84 [Gondes T
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HTE 7K

Water City

M

PE, AED

HIHE:

103,000 m?

w=E:
FEBE(S R BB =L ERAS
B8] :

2012-F4

BHERMRTTE, BINSE BRI XARE W,

MBMTHNEERHIRIEA, Sk,
S5ERXRBUEE, BETBNRLN=
KK z—— “BFiE7Ki” SEEZ .

M

MEAZEEWX, = MRS,
HWELITHER, BhERBEIEE,

SMTAS BSNEE. BIMEE IR
ANORRREXW 17, BEREANSHRE
TR BENEER. 1#IIREITHE
KEJ180K, 24 MR LI2702K, 3#ithR{
#9250k, EHBWLHSEI0K, XHELICE
8K, BEANSHRE. = HbRIUENER
FHAORBEHER, HEBHRIETLE
FHEANTE, SREWTAERE, FH

>3

}

66 AR TT SR TR, BRI LI HER X HR MR (EFEFNER
B8, RIMBEXARRRFRXNHERR, ERPEEFEXE IR HHEE

MEERMITHEN T ERE, B/OITHbEA
RETRITFH.

RIT B BRI X 7T 2 AR R S 73
MARITFE, ESNEMRIEOAEFRE
BABEW) PXIS] LLE. B 2B
iR, HERZEYIL. fHiiER. EEE
R, EASENBRRIRINESR, BIERER
RAERISTN SAERRR, EBIKIKE
e, RILES . B EXHR ARt i
SRERRRE L, ISR, S5 EAT
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A EISENE R RLAEN NG, FR—
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Location:

Chengdu, China

Total Area:

103,000 m?

Client:

Hua Xin Da Zu Real Estate
Time:

2012 to Present

The project is located in the southwest
comer of Xinjin main road in Chengdu,
with a river separating it from the urban
zone across from it. The site is one of the
three water, cities or “fashion cities”, of
the area that the government intends to
develop.

Water City is a multi-storey business district
that draws inspiration from the local culture

and combines it with modern urban
planning strategies. Unique fo the project
is its use of regional architectural principles
and themes fromm Chengdu as well as the
use of the classical Suzhou garden design
style fo create the outdoor landscaped
areas of the complex that replicate the
natural scenery of rocks, hills and rivers
with strategically located pavilions and

pPagodas.
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Zhu Xin Zhuang Complex

Mo
FE, R
M
251,840 m?
wE:
A=
HE:
2014 - ES

Location:
Beijing, China
Total Area:
251,840 m?
Client:

SUNAC

Time:

2014 to Present

A FEFK AL ERRPIH, AT
FERBBE K (1BD) U NLE, RBhek
B ML 8 542,

TOD #=: FAEHmS tHERZ EM—
MEEER, BALEPLAPBEZTBEEH
NEMERT R L, IBEREAREERERE
FEREIES AT RIS TSE RN, 3
FhE LS RANERRHE,

FH K FTR A TOD R, MKFE
FEbEkuE Az L, B, FVAL
FEGERE, KE TSI

R B EME S, B5N R
T—ERER DB EERE, N
E RN EREFRA, 99

The project is located in the Changping
District within the science and technology
business district (TBD) northwest of Beijing.
The site’s strategic location is adjacent to
both The Changping Line Subway and
Subway Line 8.

Central to the planning of the complex
was relating the land use to the district’s
mass fransportation system. Given the
project’s close proximity fo two subway
lines, the development gave special
atftention to points along the rail fransit and
bus networks and build the commercial,
office, and residential structures around
them.

This strategy not only allows people to
conveniently move in and out of the
complex, but it also encourages them to
take public fransport.
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Bekasi Shopping Center

MZE %

Mendoza Plaza

SM Lanang 4750
SM Lanang Mall

Ehn

Guoco Mall

FRa o SR

Wan Jin Cheng

SRANESH TR e

Hansen Hengfa Underground Shopping Center
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Shimao International Plaza

Mo

ThE, e

M

21,000 m*

wE:

X BELARAS
B 1)«

2011-2015

Location:
Jinan, China
Total Area:
21,000 m*
Client:
Shimao Estate
Time:
2011-2015

(Gendes EXET

AT RERB VB RASFLAERL.
DA REBA—RAELEEHETE, LT
rEmHL, EREFEERERLEESR
B EANEME Y55, HIBVEESE,

A e assmlmE, Hls

AN TR EEER 9 9

Jinan Shimao International Plaza is a high-
end reftail, office, and residential complex
developed by Shimao Property Holdings.
The project is located af the center of
Jinan, across from the Shangri-la Hotel
project and Plaza 66.

The mall was conceived as a fashionable
upscale shopping center for the young
consumers of Jinan. The design puts
together a sleek, white contemporary
retail space with hints of color, dramatic
lighting, and a rich palette of textures to
create a young, sophisticated shopping
environment, sefting it apart from the other
malls in the area.
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Bekasi Shopping Center

;‘55};@1 . (%) From s existing European-inspired exterior, the new design
e, pny , , .

i proposed updating the overall image and environment of
108,000 m* Bekasi Mall in Jakarta, Indonesia and give it a sleek, modern
Location: facade and inferiors that have a high visual impact. 99
Jakarta, Indonesia

Total Area: N N N . )

108,000 m? ST ENE Fema I B R FENmARY Bekasi B3H/R  Point’s recommended changes and

AR NFRHIINN , IRt FeseH additions to the facade, interior layout
MBS FNIRES | Bih— P EHEERY. TR and overall design aesthetic infend to

HE, BEIRSHEhET, capture the Bekasi market’s aspirations,
retail demands, and aesthetic sensibilities,

while providing a modern shopping
environment that's exciting, efficient and
easy fo fravel to, encouraging customers

Point Design &SRS Nz EAIR SRR B AT AT
AN NP R S 2t e L A, &R
=H T HE Bekos TIHRIEEE, EEHRKM
HEERK, BERRESEEIACHIBREN
MRS, IS RIS RN A AR i,

to keep coming back.
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Mendoza Plaza

Mo

PIARSE, HEEHTSFE
M

120,000 m*

Location:

Buenos Aires, Argentina
Total Area:

120,000 m*

100

66 Designed to stand out, its exterior is covered with large
volumes in a variety of colors and shapes. 99

Fr T PR E B Eh B A e 2 5
T, B— 1 EREE 12 5F77KM
REE AR, — B T ENERITRIT
FRHERAHEY RO ERER. 1%
FERYTOBEER I EmEX, 887 —
NEE, ERIGMEREE. HINZE
FHTEEZEHBREMIR, SHERMA
(Do wss el NN

Located in Buenos Aires, Argenting, the
dramatic expansion of this 120,000 m?
shopping center included the construction
of a bridge over a city street to enable
pedestrians to move from the existing
building fo the new one. Covering two city
blocks, the center contains a hotel, food
court and performance space.

101



SM Lanang 4790

SM Lanang Mall

M (e RR A R L E— ST,
Eii;ij’ ER SM Lanang Premiere Mall I2—" M BB 83& 14
L5000 R AR AR 0 O A
B I -

POLL T EERIMN KRR P RNER S

|, ERSMRITRAT BRI rIAR
Eo REMRTZMRE, BHASIIER
R ANIEIHE, BN THREEY
KE, EER, ERPEROENZ K
PIEE" —— D EELRImEET, BLE

102

BRBFETENTL BRTRA—RT
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Location: 66 Because of the overwhelming length and central interior

Davao, Philippines

Total Area: space of the mall, the design intfroduced “large scale ideas”
145,000 m* to both the exterior and the interior spaces. L)L)
Time:

Completed in 2011

104

Inspired by the origami, the mall exterior
features tessellations on the facade which
aims to playfully break the extensive length
of the mall. Inside, one of the highlights

in the large atfrium is the “slab cafe”’—a
cantilevered coffee shop that is made to
look like it is floating in the middle of the
atrium.

Aside from providing a design atiraction
and focal point, the slab cafe creates an

opportunity for a premium leasable space
for F&B.

Additionally, the sculptural stairs on both
ends of the atrium, the supersized zigzag
orange benches, a pair of skylights, the
panoramic elevators, and the patterned

ceiling and flooring in yellow, orange,
and gray all have the same function of
creating points of interest in the mall’s
large space.

105



s

™t

Edpry» 9l

Guoco Mall
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120,000 m?
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2012 £

Location:

Shanghai, China
Total Area:

120,000 m?

Client:

Guocoland Co., Ltd
Time:

2012
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77

Guoco Mallis located within a mixed-

use development by Guocoland Ltd.,

in Putuo district in Shanghai adjacent fo
Changfeng Park to the west, and the Dadu
River to the east, south of Yuengling.

The first phase of the project involves

the renovation of the 31,000m? existing
mall, while the second phase is the
development of a new 90,000m?, six-level
mall annex.
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Location:

Guiyang, China
Total Area:

620,000 m?

Client:

C C Land Holdings Ltd
Time:

2012 to Present

108 [cendes XN
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Modern, sophisticated, fun, creative, and
exciting--these are the characteristics
that became the focus for the 7-storey
620,000 m? shopping center in Guiyang
City, China. It is part of a highend
commercial complex developed by CC
Land.

The mall was designed bearing in mind
the young market in this emerging city.

It features Hong Kong style recreational
facilities including a mini theme park cum
playground, which is infended to be the
mall’s main attraction.

Other fun design features include wall
gardens, quirky contemporary sculpture
and furniture, and a kinetic sculpture in the
main atrium.
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Hansen Hengfa Underground Shopping Center

Mo
E, fE
M
50,000 m?

Location:
Nanchong, China
Total Area:
50,000 m*

112 [eences CEET

66 In order to address the challenges that come with the

project’s underground seffing, the design involved smart
planning solutions, innovative design features, and creative
alternatives to ensure that the shopping center will be easy
to experience and will become the leading leisure and

lifestyle venue in the city.
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77

Created o be Nanchong's bomb shelter,
this one-level subterranean street is now
being developed into an underground
shopping center 1o turn it info a profitable
retail complex. With a total of five corridors
and two atfriums that run under the main
streets and rotundas of Nanchong, it
covers all the different retail categories

of a typical shopping center, from men’s
and women'’s fashion and F&B, fo home
furnishings and electronics.
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Centro Department Stores
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SM Department Stores
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Location:

Moscow, Russia
Total Area:

36,000 square-foot
Time:

Completed in 2004

118 [eences CEET

66 Today, the 36,000 square-foot. store features high-end

fashions and luxury goods and fop international designers
such as Chanel, Prada, and Armani. L)b)

Employs a sophisticated palette that
incorporates polished and honed stones,
mosaic files, fextured wall coverings and
dramatic lighting.

Designed to appeal to the growing
Russian elite's appetite for high fashion,
the store's success has led to its expansion

and development of a new location in St
Petersburg.

[Sences BB | 19
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Duty Free Shop

Mg
HEEETAET, FIRE

Location:
Buenos Aires, Argentina

122

66 With a combination of a clean, straightforward layout,

sophisticated color palette, and dramatic lighting features,
the design creates a simple yet chic environment for the

store.
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77

Taking a novel approach to merchan-
dising, fragrances and cosmetics were
positioned along the entire length of the
shop.

This strategy proved to be effective in
drawing fraffic, not only to the cosmetics
category, but also o the other products
along the way.
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Centro Department Stores (Mall of Indonesia)

e

ENEfemi, HimA
R

10,000 m?

B A :

2006—2008 £

Location:

Jakarta, Indonesia
Total Area:

10,000 m?

Time:

2006-2008

126

66 This fime around, Centro sought the expertise of our retail

design team to update their brand image by refreshing their
logo and creatfing an exciting retail environment that’s cool,

modern, and fashionable.

RLFFEINIA MOI B3 AT Centro 5 P 5 &
FIFFWAREEXR B A ST S, X—
R, Centro FRFUTE LRI THEBAIE L=
T, BT E IR AR E S BB A DA
BV IESREF b I mAR &, (EHEEMN
R, BRAR R,

MOI B A& T4 Centro Bl T — N8 A
FRBNEIVER, BEREAERESER
S ISR RANES B A2 N 4 MOl A
Centro BEHIRIIZ /G, — MBIAEIRITR
RN TR BR IR Goloxy Mall & EF0HE
JAKT SMS TR DRI E 5o X dE—H
3777 Centro FEENFRAEA— 1B & B4 B ATttt
R,

77

Centro’s fourth store in Mall of Indonesia
(MO} in Jakarta marked the tuming point
for the department store. The design for
the MOl store created a strong and more
defined identity for Centro. The more
fashion-forward image allowed them to
attract upscale cosmetics and fashion
brands.

After the success of Centro MOI, a similar
design concept was followed for two other
stores in Galaxy Mall in Surabaya and

SMS Shopping Center in Jakarta, which
further sealed Centro’s position as a chic
shopping destination in Indonesia.
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SM Department Stores
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SM Fairview
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+ SM Fairview
+ SM Aura

+ SM Makati
+ SM BF Sucat
* SM MOA

+ SM Bacolod

130

In the Philippines, where shopping is
considered a form of recreation and
entertainment, department stores and
malls are gathering places. People listen to
the buzz, and go to the venues that offer
the most fun, excitement and distinctive
shopping experiences. When Shoe Mart
(SM), the country’s largest department
store chain, recognized this new redlity,
their stores hadn't been updated in more
than five years. But rather than simply
modernize inferiors, SM jumped at the
opportunity to revitalize their brand, using
the shopping environment itself as a
critical element in appealing to customers

new and old.

Originally a shoe store founded more
than a half-century ago by Henry Sy,

SM eventually developed into a full-

line department store. Today the chain
encompasses 40 branch stores and malls
strategically located in Manila and in key
cities around the Philippines. Long years in
the business have made SM a significant
player in the country’s mass-market retail
arenq, catering largely to a lower-middle-
market clientele. With the revitalization
program, the management has set its
sights on a slightly higher-level customer,
without wishing fo alienate ifs existing
base. Starting with the Ortigas store (SM
Megamall) in 2005, the design team set
out to redesign the stores, giving them a
more fun and sophisticated look and feel.
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SM Sucat
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Cortefiel

%'; . 66 The modern, crisp, black-and-white interiors were made
more soulful by infroducing drama through innovative

k;:;‘i:";m lighting, natural fextures, and color contrasts fo direct the
attention to the merchandise while creating a luxurious
shopping atmosphere. 99

YUSTERBIIF E - RREEET IS Cortefiel is one of the brands under Grupo
EREFAETH SR —, ELKAE Cortefiel, Spain’s second-largest apparel
1100 R VE, B EF == T retailer that boasts of a total of 1,100 stores
X —R T E I B e, AR W?rldWIde. The cholllenge is To reposition
e WA B R RS this su;cessful specialty retailer fo gompeTe

N ! effectively among a younger, fashion-
MERE PR EHEMARRI 4 AT forward demographic while retaining its more
SISERMNE RS RN REKNE conservative customer base. A lifestyle of
B, FEit, tHNELSEZIRIEIE elegance and sophistication is the foundation
B A EE. of Cortefiel's heritage and ifs vision for the
future. Therefore, the concept of elegance was
consciously integrated throughout the different
components of the design.

RAMEGIW: AMSHRT, BHANAKT
B, RMEFERBERANS .
MM ERE s, BrEmANBENT S Elegant natural finishes such as stone
EIFERLE, NEHT—ANFHA. 512 mosaics and fine woods reflect the store’s
B2, FIRRREED S REas, conservative yet opulent heritage, while the
S N neutral architectural background of clean,
IR The. REEMH. JEAAREA, sharp lines that showcase the merchandise
ARSEERAE RRZILEE, ERHE provides a more contemporary, forward-
FYERNEREEMARS], FEEEBE  |ooking aesthetic that still maintains the
— M RENTEMFE, brand’s classic appeal.
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Etiquetta Negra
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Location:
New York, USA

142

The store is a fierce mixture of contrasts—it is nostalgic but
fresh, crisp but rough around the edges, fraditional but with
a modern flair. It has a perfect ambiance that combines
theatricality and drama through textures that you can hear,
colors that you can smell, and visuals that you can feel.

Argentinean luxury brand Etiqueta Negra,
which means “black label”, successfully

rendered a sensual and edgy character
for its store in SoHo, New York, integrating

the brand's sophisticated identity with the
feel of the century-old building,

Etiqueta Negra is known for its modermn take
on the masculine, equestrian and sporting
style. The founder, Federico Alvarez Castillo,
is very passionate about automobiles and
is an avid car collector. This appreciation

for beautiful cars has played a central role

in the design and aesthetic of Etiqueta

Negra as a brand from its inception. It was
only appropriate to intfegrate the vehicles
info the design of the store, with reference
fo the 1938 Alfa Romeo 158 on display.

Vintage decor gave the store’s timeless
and impeccably-crafted merchandise a
chic, sexy atfitude. Furnished with vintage
leather luggage, racing helmets and
handmade riding boots set against a
background of dark wood paneling, iron
beams, black and white photography and
vintage-inspired industrial lighting.
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Our Home

¥

Location:
Philippines

experience.
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66 The resulf is a stylish white box with impeccable lighting
and finishes. The merchandise is displayed without any fuss
or embellishment, allowing customers an easy shopping

77

Our Home is a sister company of

Home World, the furniture branch of SM
Department Stores. Home World asked

us to design a high-end fumiture and
accessories store with a European look.
We developed Our Home as a store

that offers a curated selection of foreign
designers, including modern home
furniture, beddings, accessories, and other
home decor.
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Toy Kingdom

Location:
Philippines

148
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66 Toy Kingdom is making waves in store design. 99

Toy Kingdom in the Philippines is one of
the biggest toy store chains in Asia, with
some formats exceeding 4,000 m? in size.
With an aggressive growth plan in mind,
and limited by the existing prototype,

Toy Kingdom asked us to create a more
flexible and cost efficient store prototype
that would be easy to roll out, and, once
built, easy to change, redefine and
merchandize. In order for Toy Kingdom fo
have a clean floor plan for merchandize,
most of the design was directed at the
perimeter ceilings and walls, and the
result was an exuberant combination

of style, color and a playful design with

a constantly changing color spectrum,
complementing the merchandising
categories. The central selling pads were
defined and featured with a series of
upside down boxes: each one highlights a
merchandise category and helps to orient
shoppers within the store.

”rrrr[
| B

k5

f
i

AL EA L

ConaesEEED 140



SM EERB T

SM Supermarket Aura
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Location:

Taguig City, Philippines
Total Area:

9,300 m*

Time:

Completed in 2014

162

66 Unlike the typical supermarkets in the country, The 9,300m?

supermarket in SM Aura was divided into different “worlds”,
with each category featuring a different sefting from the
rest of the store, and designed in accordance with the

merchandise that it carries.

Though the supermarket consists of
different sub-environments, the whole store
interior was designed following a cohesive
concept that ties everything fogether. The
colors and materials communicate the
concept of freshness throughout the store.
The gray floor, ceiling and wall finishes set
a cool background to make the grocery
products pop. Wood finishes for the walls,

7

display fixtures and lighting provide a

fresh and natural backdrop especially for
the fresh produce. Selected walls were
finished in white subway files to provide a
clean, sophisticated background for the
merchandise. To complete the palette, a
fresh, vivid shade of green was used in key
spots of the store, providing a cool, natural
color accent for the inferiors.
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MARGARIME YOGURT JUICE MILK WATER
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Brownies

Mg

Location:
The Philippines

168

B AR RIS SRS, THEA
JEAREEE M —RINEZZ LY R AMEE
JERIHAR ARVETH BASEBH fn AEAYY SR,
PD 2EMZMMEIET — 158K, BELS
FHNNFHIRRR S, EABLRM BB
AR ERIRITH T ERT, BRIEEIERRSE
[EDESAS

After establishing itself as one of the
leading dessert shops in the Philippines,
Brownies wanted o gradually expand
from a small kiosk to a coffeeshop. In
line with that, Point Design created a new
identity program for the brand that is
strong, simple and recognizeable. Seven
new store formats were also designed for
Brownies to match its new direction, and
these are currently being rolled-out across
the Philippines.

100% natursl, 100% chocoiate, 100% yummT
50y
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B AE A L

TSUM

IH|v| M

M FATIEER] Tsum FEMERFIFERIZITE Our design of a new identity for Tsum ’s P
AT, ST SRR T ERTIRESEERIT,  Moscow flagship store encompassed
_ signage, advertising and, most importantly,
Location: ) ,
Moscow, Russia EMUNE—NEENIRRZITIE, iz packaging. More than simply a logo

RAHRI MRS Sgt,  Prolech he new dently ieplaced a
I I R S — B T LB R Soviet-era design and responded o
« e , - PR management s desire for a brand identity
ER, FLFERRANBURSUSEI, 3
ii*xﬁ@{,'zjﬁsumﬁmﬂy - g . that would be immediately recognizable
F1=2 p T2 ’ =7 8] N

- T on busy city streets. We chose orange
L s sz~ =tale i —E=—=ra
Teps SRR AR R R EE . as the Tsum color and today, the store s

merchandise - and bags - are among the
most ubiquitous and most sought after by
Russia’s elite,
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Havanna
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Updating Havanna s brand identity
included review of all delivery channels
and packaging and the development of
Havanna Cafe, a prototypical café and
retail shop. A resounding success, the new

identity is now applied consistently across
all media, including signage, stationery,
menus, delivery trucks and uniforms.

Megatone Z< E§,

Megatone

Mg
AT ZEM

Location:
Latin America

A RBEMWARNEEREILIANIARE
DIER, SMNEEINTAER S,

TANVESELWARSEINEM, RIFEARE
MG, FHEX MR REBRIAETN
TSRS ArhEARR AT 7 T T

This home electronics category killer
asked us to upgrade its corporate identity
in connection with our design of a new
retail prototype. We softened the logo,
maintaining its signature red color, and
infroduced the system in all new stores
and at all points of brand contact.
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Centro Department Stores (Mall of Indonesia)

Mg
ENERAIE, FEImA

Location:
Jakarta, Indonesia

164

Centro N AISREHRATN, INEEEL R
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KRR R o

R BHRE T —HMERIHER . R E
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B FHTESEITARIERBRE: N2
SNEEIRITEIE NIRRT, BEMLE)
TN &%t

Centro’s success began on opening
day, and its logo is now a retail staple of
Indonesian life, particularly in Jakarta, the
nation’s capital city. About to embark on
an aggressive regional expansion plan,
Centro asked us to revitalize its existing
identity. Point proposed a new typography;,
new corporate colors and simplified
graphics - both to reflect the brand s
energy and fashion sense, and for ease
of implementation across all channels,
from storefronts and in-store signage to
shopping bags and advertising.

ConsesEEET 165



Easy
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Location:
Argentina

166

TR A B B — ¥R R 5B IS Easy ER 15
EHMMER. SRRIEERT, BRINEE
TREFHUR T R PRS- anAE .

BERISNILE B Easy ARSIt R B B
SRR amhBAY Mo

When Argentina’s leader in home
improvement stores, Easy, asked us

to refine its identity, signage and store
design, we focused on issues of scale,
creating environments within the store to
facilitate wayfinding, customer services
and product selection. The store’s exterior
features metal panels in Easy’s signature
yellow to add dimensionality to its surface.

rapidez,
seguridad,
confianza y
financiacién

muebles
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Platinum Signature

Mg
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Location:
Thailand

168

Platinum Signature XM ER1EsR{THI S i T
ARERAIRS | T REHSISKNERNE,
ERASERITI AR EE, HREMHEES
FIEERRITIRSFITEURRRAR 55 , S ftamiE.
BRI, ZAR. FRZEAMUHRS .

This high-end sub-brand of Kasikornbank
effectively reaches Thailand s growing
population of wealthy professionals. Its
identity has become synonymous with an
upscale offering that includes traditional
global banking services and executive
lounges providing access to news, Intemet,
fine art, refreshments and personalized
atftention.
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KERAT

Banco Nacional de Bolivia (BNB)

AN TR AT E— MR RER
RAT, BINA BTN STA AR
wit, BERTFREFRT, AHLEHE
DTIEHRETT A, FARRITES]
T BRI NI E SEIE KA FER T A
& BRI T EE M,

Our efforts to rejuvenate Bolivia's first and

oldest bank led to a program that brings
consistency to every area of its business,
from corporate offices to mini branches
to deposit slips. BNB's new identity has
aftracted a greater share of the market's
young professionals while cutting operating

i

ﬂl

FidEiaes
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COMMERCIAL PLANNING
MIXED-USE RETAIL COMPLEX
SHOPPING MALL
RETAIL ARCADE
MALL INTERIOR
ANCHOR STORE

IDENTITY AND GRAPHICS
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Cendes
&
Point Design

W
(ILIELE

LS N

‘UL BEE BT

& NEW YORK ( 417 )

& MAMI (BF7 )

Cordoba (FI/REE )~ ® :

BUENOS AIRES( 7 ELIEET I3 )

Point

MANILA ( B fe$7 )

11N Tower 1 Paseo Park View Suites142 Valero St.Salcedo
Village Makati City 1227 Philippines

T: +632893 9390

BUENOS AIRES ( FR ELTEHT3LFIAT )
Nicaragua 5935, 4th floor C1414BWK Buenos Aires, Argentina
T: +54 114772 7692

NEW YORK ( 4H£4)
21 Howard St. Suite 202 New York , NY 10013
T: +1 2126259993

MIAMI (iZFT2 )
117 N.W.42nd Avenue,C.U.2 Miami, Florida 33126
T. 41305643 4771

CORDOBA (B/RZEL)
Achaval Rodriguez 70 1°A Cordoba,Argentina
T: +54 3514117 719

2 5 AN & o @ 17 BEUNG)

FER (CHENGDU) ®

® MANIA ( Bfehr )

Cendes

BB (CHENGDU)

FERH R IR RASTIERE 6 SAHK 1 S 37F 610065
T. +86-28-8667 1100

JE5T (BEWING)
AR HEAEX R =3Pl 39 55251 SOHO B & 2302 = 100600
T: +86-10-5900 2480

7522 (XI"AN)
PELH XS —E 15 SHATAE 1 & 1 $5T 710065
T. +86-29-8889 6929
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Diego
Garay, AIA
e

SRETRYS
SEESAT ()
Director

Senior Design Director

Diego 7 1997 fF3# 57 Point Design A EFR
BARHGER L BHAETRS . AR
Pt T AW EEAR SR T E
RS o

2 B 13 4, Diego 824 Walker Group /
CNIHIBIBR MRS E 2. HFEAR
AEFWITE, TWAREHIVTIE, A5
I ERES TR ARAFBF LRI,

Diego Garay was born in Detroit and
raised in Argentina where he earmed a BS
and MS in Architecture and Urban Planning
from the University of Buenos Aires. He
established Point Design in 1997 affer
serving as Creative Director and Regional
Vice President at WalkerGroup/CNI for
more than a decade.

His experience as an architect, brand
strategist and designer is comprehensive
and spans the globe, including Asia, the
Americas, the Middle East and Europe.
Published worldwide, Diego’s work has
been recognized with design, retail and
architectural awards and he is sought after
as a speaker in the U.S. and abroad.

Allen

Felsenthal
=
BRIt RN

Director

Senior Design Director

Allen ¥ 30 £ F (9% 1T £ 1 7 A Point
Design. AEEERZITMRZEITASIBE
F 5 %I, 15 Design Intemational HJ
2= EFN CEO, F/M Associates 9 i LR,
Walker Group AFFNASIHBETE,

Alen BRSHIITTRZABIR, Eh
RESNIB B EEREH TR, B E
AN 8 Great Mall,

Allen Felsenthal brings more than 30 years
of experience fo Point Design, having
held senior positions in several leading
design firms in the U.S. and Asia, including
Vice Chairman and CEO at Design
Intfernational, Chairman at F/M Associates
and Managing Director of Walker Group
Pacific.

He has led the planning and design of
many large-scale projects, most notably
Kuala Lumpur City Centre and Everbright
City and Great Mall, both in Shanghai,
China.

Leandro
Artigala

=
ST RE

Director

Senior Design Director

Leandro % 5t BR F Mario Roberto Aivarez 3
WEERT, BERTE; BEEMA Bodas
Miani Anger A 8], &5 KEETE,
B BELTCFIETE W%, Leando F
2000 FEAA Point A S

B 2005 E£#2, (EAASHEERTIN, fi
METB ARSI TNEEt. e T
EM. RO, IENEZEHE,

Leandro Artigala joined the firm of Mario
Roberto Alvarez Architects as a designer
and then moved tfo the firm of Bodas,
Miani and Anger, working on large-scale
projects including the development of
Buenos Aires Domestic Airport. Leandro
joined Point in 2000.

As principal of the firm since 2005,he

is responsible for all phases of our

projects — from development through
implementation of design concepts.
Award-winning work in Latin America,
Europe and Asia attest to his talents as an
architect, retail designer, and team leader.
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Mario Yuan
EFK
[SE sy
Chariman
Senior Design Director

B FrRe@imRlERs, BEREst, 0
TrLRIETRT, SRR TR R L RS,
FTNE NETEC EH %13 &S5 AT X% DCA #H
BTEST.

S5 TEREN TIEER S,
Ho B3 mHA. HatE. SThRERLE
B ERNNES)Xa0Rt. 2E%ET
ENEEFURITIIE, CDIRR T AL
PIMESHRIERNLKRER, S5
THeAEAR 2L, THEEEERITN
INEZ AR T EELES R A EmANh
FHIRR,

Graduated from Xi‘an University of
Architecture and Technology with a
Bachelor of Architecture, Mario Yuan
worked in Singapore for several years with
the Housing Development Board, NETEC
Architects and DCA Architects before
founding Cendes Design.

Mario is a project designer and project
manager with a broad range of
experience, from urban planning, multi-
functional sites, office complexes,
resorts to residential projects. With his
extensive experience and wide network
of relationship, he has been actively
involved in projects worldwide. Many of
his commissions, particularly in residential
development and urban landscaping,
have resulted in unique and creative
solutions, recognized by professional
associations and his clients.

"/
S
Andrew Chen, AIA
e
R
JEAMEREIE (EE )
Director
Chief Architect

EEE TN TRMERE NS, 8z
WR=Fl, BERTFERELERESH
RTKL Associates F1 Design Intemational o

BRIEE FFRROTI LB KBS HE, 455)
HEFREFHEOBIE. SRR LRSI,
RRTHELEENHERRAE TR E77%,
BrRIEEFrS 5T MTIA A E T RS, X3
ERETUNETEXNEERENIAR,
ETREMNXUSERTRITZP, D
HIAREXHE AR EN BT Ko

EILESR, BREETERINRT LRI
NPTl R, MEERLER. o
IR HED T T EEL T SB2R, 5
BTHERMBFLLNATSEINT, FHA
A IERE AR

Graduated from University of Texas at Austin
(UT Austin) with a dual degree in Architecture
and Building Engineering. Prior to founding
Cendes Architecture, Andrew Chen worked
for RTKL associates, a global architecture,
planning and design firm.

He has diversified project portfolios, located
in many different countries, including

urban planning, commercial complexes,
office buildings, hotels and residential
developments. Andrew skillfully combines
his vast infermational experiences, his
understanding of both local and infemational
practice and appreciation of local cultures
into his architectural designs, customizing
them fo the different social needs and
background.

Over the recent years, Andrew has not only
developed into an outstanding architect
and project manager, he has also been the
driving force for developing market analysis
and feasibility studies in Cendes organization.

W
A
EpNiiE
Robert Zhang
Bt

Design Director

B, BRFYT (FARUIASSE
ML SER TRt ERAS, +
FEEFITALEREMIRR T EENE
WAL, BRNEREREAEF LB
DAt ERBE. FRk. SHaEER
AMFEHEARRE TEIE R T E,

KEERBRITRRITIBIIANZ, EA
TERSHARINNNER, BehETBE
FUh PR IHME, MR ERETIIEAERH
8, REBEHRES IR T ALE
REERBERTTR S EET HIRTEE.
wIthEES. MERARESEZHTEER
SHPTIERE, R—NIFNTEEESE,

Graduated from Chongaing University with
a Bachelor in Architecture, Zhang Peng is
a founding partner of Cendes (Chengdu
office). He has over 10 years of experience
developing commercial buildings, holiday
resorts, theatres and luxury villas.

Robert’s creative and innovative concepts
and designs and his familiarity with
engineering specifications and regulatory
controls is a great asset and often help
enhance the value of projects. He is an
outstanding project manager, well-known
for his ability to produce quality projects
and his excellent follow-up with clients.

(=

Aaron Lin,AIA,LEED AP
BIM / 18t lis

JEMERSIE (£E)

LEED JAEE K

BIM / Design Director

MEERERNFM LS, EEFMWER
V. LEED (EREDIRITERE ) INETR BEUF
5 Revit TRRMEZTEMHE. (EAWLSRRITH
BARMEBRITHREAY, HEEEEN
SRR T 19 FEEHEF R E
BEL, HERMAENTIERE T NS
BERRED AT, B THTE
TN ES, HEEREZFRITHIBIIE
=, BRI ™S4 F AL AE o

M4 A EN D EREZRES BIM RS &
A—BHEREANT, TEFTHEINEE
KRN, EERAtmE EEmEERS
)14 BIM A BEI, BRIgmRammihX
TR BIM FIBA, FES ZAMUEDN B ARt
FnsehEA EANFAT LSS,

Graduated from SUNY with Master's a
degree in Architecture, Aaron Linis a
leader in Cendes practice on advanced
technology and green design. With

more than 17 years of global experience
in architectural design and project
management, his portfolio covers
commercial, residential projects as well
as complex airport terminals. Thanks to his
excellent professional qualification,

Aaron has achieved a perfect
combination of cutting-edge technology,
rational design measure and innovative
idea in his undertaking.
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David Zou
#F (LR LR)
B2
Director (Beijing)
Design Director

KRARFERFASLE, BRIRTIEEHER
I REE (BAD ) , B REFIRIT
NEIYIAIRER ( AEDAS ) JEFAE],

SELEBHIET. ST, BLHPTE
FIRRT F BRI SEEER, HERR
PHOIERE DS, AR R
KBRR. SRTRITRAOE, {0
EOBE PN s Lt

SBEEZRSAR, T EERFNSE,
BEFENEROTEEER, REPERL
FEE, HAERIHOENTITES, 2
ARSEERF A EERANEHETF %o

Graduated from Southeast University with
a Bachelor in Architecture, David Zou
has previously worked for Beijing Institute
of Architectural Design (BAID) and AEDAS
Beijing office.

He has worked on designed and managed
projects of varied natures, including luxury
residential compounds, office buildings and
commercial developments. His well-known
works R&F City and Sage’s Wood Compiles
are rated as Beijing top 10-star properties.
His designs have won several infernational
design awards.

Having collaborated with international
architects from Japan, Hong Kong and
America, David infuses international ideas
and experiences info his designs, fapping
info the innovative design concepts of the
international arena and combining them
with the Chinese culture, thereby creating
a unique design that is favored by many of
our clients.

EIX

Peter Wang
#F (IERWLR)
Rt
Director (Beijing)
Design Director

FRREAEERPY T, TEFUEFRITM
V&R, FrIREERAazRtaAsElis
IREK (AEDAS) MAFRHS AR, FEEE
RRTEENTLER, BES5. TKS
NIRETERTIE, TEECRGHE
BT &M ITERAHE. et REE.
withEEd. NERHtRESFZHIENT
NZ55

FREFFITNIEMBSCE 2, 838
REGZERU. DA BEEREEEK
MRS, AlERERERHET Smamm
BEtEERo

Peter Wang has a Bachelor in Architecture
from Southeast University, and over 10
years of experience in architectural
design. He used to work for the leading
AEDAS for 5 years. In AEDAS, he has led
and participated in numerous project
developments and has further enriched
his knowledge in the specifications

and requirements of the of different
interrelated engineering fields, thereby
enhancing the quality of his projects.

He has presided over a variety of profitable
projects, including multi-use integrated
centers, office complexes, hotels and
large-scale residential compounds.

i

A

B9

George Huang
Wit

Design Director

BEETTTIHIRONE, HiRkgupihiiil
BEEA=ER B RZITLE, Bk
&G THTE 2 REH#E AL
EpIi=

TREMRFTEH P ERETH TER
Bz, SRRSO, I
. BRI EEAREUEERRNE, 55,
IRMIREMAXRRBLH, HhtlEg =,
HIrmrnst T fERRa T TS, i
HIEBEEREANNER, halFR
ZRERM T SmEnTREEER.

George Huang specializes in creative
site planning and innovative space
utilization. His strength lies in his ability 1o
incorporate his design into the natural
surroundings, maximizing the use of the
given geographic conditions. His designs
are highly acclaimed by industry peers
and competitors.

He has over 10 years of architectural
design experience and has presided
over projects of all natures in different
geographic regions. His projects include
large commercial shopping complexes,
office buildings, luxury villas and large-
scale residential compounds. He is known
to produce quality projects that result in
promising returns for both developers and
owners.

¥

EYalioN

Leo Liao
1wt E

Design Director

TREMBIVTALEF, ERRITHII
BSTEZ, SRR T A,
SRAEERBEEXINE, ST
BEFRRITIE, AL ERHET SHEM
BITHR, RRTFEENETLER, Bt
RS EEIE AR RE T
LEHHHRIEREY, MBI
ARSI SRANESE), BEEmRTRET
WFERZINTFIEE,

Having been in the industry for more than
10 years, Liao's project portfolio covers
retail, complexes, office buildings, luxury
villas and apartments. His work is reflective
of his talent throughout new concepts

and ideas, combining aesthetics with
functionality. Leo’s unique strength lies in his
creative use of space and this has eamed
him respect from peers and clients alike.

Brandon Du
paasy s

Design Director

ZEMNETTN L E A EEERR T+
EMTIAR, Hi, EINEREHEDE
KA, UL SERtR RS AL TG A
TEANTENR, BEAEMY O DR,
REMFEHR ESEFIZE,

B AB) SRS, theRGhERT &5
TAEARRAE BB R EE R E .
TERHEESLITAMNT LR, RN
EBHEsaELERK, I EHEIE
KIRRIE, ZTAOEIEESA T ERAEM
(e R

Brandon Du has been in this industry

for many years, and brings a wealth of
experience to Cendes. He has been
exposed to many advanced architecture
ideas and concepts particularly from
experiences on overseas study trips. He
creatively adopts these new concepts and
incorporates them into his various projects,
which include mixed-use developments,
shopping complexes, office buildings and
large-scale residential projects and villas.

Through his continuous professional
development in Cendes, he has further
developed his understanding of different
engineering specifications and mastered
more sophisticated project management
methodology and skills. His understanding
of market frends and needs is fully
embodied in his project works, which fully
showcase his talent and diligence in this
field.
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TEF IR

R %57
Commercial
Planning

014 RIENEEINER
RE, K3
Erhai Lakeshore Development
Dali, China

018 REFFHIHX
FRE, AER

Daci Temple Heritage District

022

024

028

180

Chengdu, China

BEBRRSELRE

HE, Mk

Shenyang Kerry Mixed-use Deve-
lopment

Shenyang, China

ZH WIC IiH

Eh, AR

World Trade Center, Laos
Vientiane, Laos

SR BARSEET
PE, A
Yueda Outlets
Xi*an, China

032

038

042

044

046

048

AlEaE
Mixed-use
Retail Complexes

FZERORE

HE, JER

Kerry Center Renovation
Beijing, China

R

RE, BRI
Intime City
Panzhihua, China

LR
HE, AR
Times Square
Xi*an, China

BELERENGEERE

TE, El

Tangshan Shangri-la Hotel and
Commercial Development
Tangshan, China

TERRENGEERE

TE, 5

Jinan Shangri-la Hotel and
Commercial Development

Jinan, China

BEBRIESREER

PE, AEs

Chengdu Hotel Complex Deve-
lopment

Chengdu, China

054

056

058

064

066

068

072

074

T
Shopping
Malls
GBI
=BF), ZHITE
Mall Sport
Santiago, Chile

HrE SR
PE, L

New World Shopping Mall
Shanghai, China

SMIETH 3%
PE, BX

SM City
Chongaing, China

EERBRI1H
PE, AEB
Stylemax Plaza
Chengdu, China

SM T
FE,
SM City

Zibo, China

TRIEEE 1
HRE, fEE

Hai Di Lao Plaza
Jianyang, China

FREFRIEEHA

FE, TE

Mapletree Xie Jia Riverside Mix-Use
Development

Ningbo, China

JERERRT)

E, AEB

Runchi International Plaza
Chengdu, China

Al # X
Retail
Arcades

082 SR
RE, AN
Zhong Gu Shi Jia
Luzhou, China

086 HTERKI
PE, AER
Water City
Chengdu, China

090 SRFEFIVEGER
PE, dEm
Zhu Xin Zhuang Complex
Beijing, China

094

098

100

102

106

108

Al RbER
Mall
Interiors

HRERR

FRE, TR

Shimao Infernational Plaza
Jinan, China

AN aL 7
ENERATL, ik
Bekasi Shopping Center
Jakarta, Indonesia

MZEEEg L
PoItReE, #EEET AT
Mendoza Plaza

Buenos Aires, Argentina

SM Lanang 477700
e, R

SM Lanang Mall
Davao, Philippines

[Edpi SN

FE, BE
Guohao Mall
Shanghai, China

R A
PE, &k
Wan Jin Cheng
Guiyang, China

PENER &= NN 222N

PE, #rx

Hansen Hengfa Underground
Shopping Center

Nanchong, China

122

126

128

138

140

148

150

FNEER Rt
Anchor Identity
Stores & Graphics
O 158 TRERfEEHMm/E
BT, SR E[Zead
TSUM Brownies
Moscow, Russia Philippines
Tl 160 FEREMAHIHC
FIRYE, 7o EEHTSFIET HEHE, EHER
Duty Free Shop TSUM
Buenos Aires, Argentina Moscow, Russia
ENfe Centro B¢ 162 Havanna §nEE
ENERAIL, Hink RTEM
Centro Department Stores Havanna
Jakarta, Indonesia Latin America
SMBEHZRT Megatone Z .
E[Eeacy KT ZEM
SM Stores Megatone
Philippines Latin America
BAFER 164 ENfE Centro B 5%
FaEF, SEE ENERAIL, Hink
Cortefiel Centro Department Stores
Madrid, Spain Jakarta, Indonesia
- ISR 166 Easy KB
EE, A4 FartREE
Etiquetta Negra Easy
New York, USA Argentina
EsaliER 168 ZREARTT
Our Home Platinum Signature
Philippines Thailand
IAETE 170 AT EZRRIT
E[Zeacy R4
Toy Kingdom Banco Nacional de Bolivia (BNB)
Philippines Bolivia
SM BB T

SM Supermarket Aura
Taguig City, Philippines
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www.cendes-arch.com

www.pointdesigninc.com



