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Uniyprsal Design Studio, Lokbe Department Siore, |
Seoul, South Korea, 2B05-07

A aduipterpd wall, made up ol Indidual caramis

tilerk, runs abieeg this length of B S0-metn (164-doatl)

galiory spacs bo creale & sanse of cohesion

The shop floor of the department store has
increasingly become a cluttered no-man’s-
land, no more than a space between
competing branded concessions.

Howard Watson describes how at Lotte, a
department store in Seoul, South Korea,
Universal Design Studio has applied its
subtle decorative design style = first
launched internationally in the Stella
McCartney stores = to unifying effecl

Followang the acclaim of the Stella Molariney store des igns,
London-based Universal Design Studio was approached by
Lotte to help redesign the interiors of its five-storey
department store in U Myeoigdong district of Seoul, Souih
Korea. At the same time as understanding that a modern-day.
upmarket department stone must compete with boutigues
while olfenng its own cobiesive, curaled amd branded
experiendce, the practce addressed one of the major problems
that have long compremised depanment store interions: how
to explore the drama of 2 large space while resisting the
visnal maonntony that beleaguers the genre and minkes it thi
piar cousin of fashion retail design
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The collaboration with Lotte begamn in 2005 with the
oommission to redesign just half of the 1.000ssquare-metne
(10, Ted-2quare-ioat) ffth floor, but Universal’s success in
mimclucing & tvpe of retail experience quite foregn (o Konean
fashionmtas has led to the redesign of the third Goor,
cormpleted in winber 2006, [nllowed by the second hall of the
fifth floor, which is due for completion in spring 2007 and will
include a cafErestaurant anea

Fashion retall in Sepul i very brand bed and, previously,
Lotte had followed the established template of dividing the
department $tore into brand-orientated boxes. The
operations of Lote are so diverse = 1t 15 as famous jor s
mineral water as it is for selling clothes - that it is virtually
a ‘mon-brand”; in contrast to Virgin, it successfully traverses
gennes by stepping hack fmom a forceful, cross-sactor identity
Comseguently, the department store had little identity
beyond the franchises 11 boused. and this suited the local
rerall mindser: weslthy Secul shoppers expect branded
boatiques rather than a desegregated. multibrand experience
where they can graze. Unusually in an era where the
mativation of much high-profile retail design is 1o creare
individual pockets of experience as a reaction against the
momapenous whole, Universal Desiga Stucho needed 1o
break down the barriers and extend some idea of
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