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LV Omotesando Tokyo, Japan

34 plus 2003. 12

(ROIMS TERIE) ofge p, 75 T2|D B2
o| g UABIsict. Of2fet AITE F2 480 i
Tiolo] EAHAE W50 26 FOIHE 48 5 Z2HE
7t okt 8 28 Ul onjsich
Z 0l277} Cixiolet 22 JHdel 270le] 21 ciet
ol sia%ol, i 7k £33 Yolse K8
SelS 31 200} £243 HEK2Ae| 2ol M2e
S8 NI 2182 92 SRl AbolRlA Al
ol ofio} L] To] L ARfolzlA AG, 72
elolojz FAEICE 2424e) E3IEE M2 TSk )
5| 318 H1 glon] 288 WRH TASL RE 5
ol % 71 B2 B8 9l olalz olAE 4 5lof el
f55jol 858 K57 tick,
FolWB 2ol il e 2t o Xl
29 22 HekS 81 9ict, 2 B0l Sofst g
= o ajig Algeio) u] SsiE Yo g %
o0 917, ek, Helbiolef 28]o] Hok3zie ejo| L
& AHRIRIA AR RS0l HiB2ISt SIEF SigiCk
Eofojole| Biste o 7502 jgalsict, 2
£ A0 9{2/2t Q0lef 0le| CISH Rolfs Fuzt aje
22 ABslof Sk 78 22 S8 71 ol &
28 MUY+ U S,

The LV Omotesando building integrates the conce-
ption of the building facade, structure and interior
spaces. This represents a significant step in the ev-
olution of the Louis Vuitton Architectural projects
that previously focused primarily on facade design.

A completely new 27 meter tall building is
conceived by Jun Aoki as a stack of trunks of vary-
ing sizes, textures and colors, which alludes to the
beginnings of the Louis Vuitton company as a trunk
manufacturer. This is expressed externally by two
Weaves of stainless steel metal mesh against an
interior layer of polished stainless steel and copper.
Internally each trunk-like form contains a two-story
Space on alternating floor. With each floor the cus-
tomer climbs, they discover a two-story volume and
Maintain continual views to the space above and
below assuring a fiuid circulation.

The interior spaces, designed by the Louis Vuitton
Architecture department, are conceived s lined tru-
fks. Each space is wrapped with a distinctive fine
Metal fabyic giving the impression dematerialized
Walls angd acting as a guardrail for the floor below.

The intermeiate spaces of entry, stairs, elevator lo-
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bbies are finished in polished stainless steel in an
effort to create non-spaces. The VIP space is lined
in ivory leather. In order to economize space a large
ceiling lantern descends from the ceiling to occasio-
nally become the changing room. A 9 meter high
multi-purpose events space caps the building. This
space is lined in a translucent white fabric creating a
cloucHike ambiance by day and views across Tokyo
by night.

Architects: Jun Aoki and Associates, Tokyo - Jun Aoki/
Principal in charge, Shinya Kamuro/ Project leader

Interior Architects: Louis Vuitton Architecture Dept.,

Paris - Eric Carlson/ Principal in charge, Marie-Eve Bidard,
Laetitia Perrin/ Project leaders, Melanie Antoine/ Praject team
Associate Architects: Higo & Associates, Tokyo - Isao Higo/
Principal in charge, Masako Asai, Tsunetaka Ueda,
Kaysuyuki lwakiri/ Project team

General Contractor / Engineer: Shimizu Corp, Tokyo

Interior Confractor: Takashimaya Space Create, Tokyo
Lighting Consultant: George Sexton Associates, Washington D.C.
Fumiture design (vip): Studio Power, Milan - Tim Power/
Principal in charge, Matteo Minchili/ Project leader

Exhibition Design: Caravanseriail, Paris

Total Area: 3340m”

Retail Area: 900m’

Opening: September 2002
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LV Roppongi Tokyo, Japan
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Unlike most projects, the Louis Vuitton Roppong st-
ore in Tokyo began by involving 3 Architect’s offices
to create conceptual programmatic options which
would serve to guide the ensuing design phase.
Defining these programmatic foundations and the
method of developing them proved indispensable
in create an exceptional architectural design.

The Brief

The brief chosen requested a store of an entirely new
design (inside and out) that responds to the specifi-
¢ urban context of the mega-redevelopment Ropp-
ongi Hills and to the night-life for which the neighb-

orhood is historically renown. The design solution -~

should seriously reconsider the luxury retail archite-
cture as a instrument to follow the changing seasonal
rhythms of fashion instead of becoming a prison to
fashion, changing every 6 to 8 years. The project is
also to function as a laboratary for testing ideas co-
ncerning merchandising, store operations, and the
“selling ceremony’. The store design is to creatively
use the materials employed in other existing LV stores
including anigrey and wenge woods, leather, plaster,
limestone and teak flooring. Finally the store should

suceessfully function commercially.

40 plus 2003.12

The Method

In order to achieve the 2 years worth of design and
construction in 12 months, the Architects Aurelio
Clement, Jun Aoki and Eric Carlson coming from
three different countries and cultures were engaged
to design together in two time zones to insure a 24
hour evolution of ideas. The design work was not
divided as one might expect, but rather all three of-
fice generated ideas on all aspects in order to attain
a singularity in the final product.

The Design

Located in the center of the Roppongi Hills develo-
pment, the Louis Vuitton store is seemingly compr-
essed from above by a 40 story masonry clad hou-
sing tower and from the sides by 2 level limestone
retail facades. Directly fronting onto a large urban
plaza the LV Facade, in contrast to the surrounding
opacity, is conceived as a giant (13m high x36m wide)
pixelized screen composed of 30,000 glass tubes
stacked in a honeycombrlike manner. The perceptual
combination of focused and blurry creates a ‘mirage
effect” which is the first of many layer of the dream-
state that permeates through to the interior.

The irregular shaped store plan of 900m” extends
over two levels. To unify this space an interior “skin”
of interlocking polished and brushed stainless steel
rings (100mm in diameter) wrap the central areas.
Both the skin and the facade abstractly reproduce the
circle, diamond and flower patterns found in the po-
pular Louis Vuitton Monogram canvas. The honey-
comb like skin also vaguely delimits the peripheral
product areas which are metaphorically manifested
as night-fife functions such as bag-bars, shoe-salons
and a luggage-lounge. The two central areas reinf-
orce the dance floor reference as a pretext for an in-
novated produgct display where 70 mannequins o~
mbine with 70 sales people and the crowds of cus-
tomers. To further animate these space, portions of
the limestone floor and stair risers are micro-perfo-

rated every 8 mm by fiber optics moving image sy {

stem.

There is a constant stream of architectural illusions
that continually intensify the mystery and dream-like
experience. The stair risers in mirror polished stain-
less steel perceptually dematerialize the steps and
en-trance those climbing upwards. Another original
feature is the MP3 jukebox where customers can
download selected songs from DJ mix playing in the
store that changes every 4 months,

The interlocking pattern of circles of the facade and
skin are also present in the wall plaster, inlayed stone
displays, stamped leather and wood marquetry walls,
This pervasive texture creates both a Large scale to
the spaces and a Small scale texture. The Medium
scale found in other stores is virtually eliminated as
there are no furniture like elements allowing the eye
to focus on the products. This pattern also practically
served as a kind of “architectural alphabet” aiding the
different 3 designers to create a common language.

The LV Roppongi store is a custom designed store
that responds uniquely to its specific conditions, free
from the “concept store” approach that repeats itself
globally. With this method which focuses on differ-
ence rather than sameness, the objective of evoking
the brand images of Louis Vuitton never the less
achieved.

Architects (3 offices): Louis Vuitton Architecture Dept., Paris
~Eric Carlson/ Principal in charge, Marie-Eve Bidard/
Project leader, Laetitia Perrin, Mathurin Hardel/ Project team
Studio Aurelio Clementi, Verona - Aurelio Clementi/
Principal in charge, Irene Antolini, Gettina Schepis/ Project team
Poki and Assodiates, Tokyo - Jun Aoki/ Principal in charge,
Ryuji Nakamura/ Project leader, Noriko Nagayama/
Project team
Associate Architects: Higo & Associates,
Tokyo - Isa0 Higo/ Principal in charge, Mie Miyamoto,
Tsunetzka Ueda/ Project team
Floor Imaging Design: SUN Produce, Tokyo,
Speaking Pictures, Tokyo
Fabric Design: NUNO, Tokyo
Graphic Design: FLAME, Incorporated, Tokyo
MP3 Jukebor Programming: NTT DoCoMo, Tokyo
Gem_aral Contractor / Engineer: Shimizu Corp, Tokyo

'Teru:r Contractor: Takashimaya Space Create, Tokyo

919 Consiant: George Sexton Assodiates, Washington D.C.
Ughting Fabricaion: Yamagiwa Incorporated , Tokyo

Total Areg: 1200m*

Retal Area: g05m:

Opening: September 2003
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LV Seoul, Korea
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Designed by the Louis Vitton Architecture depart-
ment, the Seoul project is a free standing building
located on the exclusive shopping street Chungdam
Dong in central Seoul. The structure contains two
levels of L. retail store along with three office levels
for the brands’ Korean headquarters.

The Morphology of the urban fabric in this neighb-
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orhood is distinct. Rhythmically spaced freestanding
4-6 story buildings aligning both sides of the six-lane
street. The chess-piece’ like structures represent all
the major luxury fashion brands, each screaming
to express their brand image more loudly than their
neighbor. The particular design challenge for Louis
Vuitton Architecture department was to create a co-
ntemporary building with a powerful et calm pres-
ence, evoking the quality and tradition for which the
company is known. A series of architectural devices
including proportions, materials, transparency and
lighting were applied to achieve these results.

The typical solution employed by most of the other
buildings:along Chungdam Dong street were to de-
s'li-gn vast brutal stone glass facades. However, inst-
ead of achieving singularity, the results are rather
repetitious and banal. In order to have a distinctive
present we created a double layer rectangular facade
with the 2:1 proportion of a classic Louis Vuitton

steamer trunk that floats above the street level. Alth-
ough this is not the tallest structure along the street,
the carefully studied shape along with the material
richness establishes a distinctive identity. A highly
textured facade is created by the combination of
woven stainless steel fabric that wraps an interlayer
of dark brown and beige mosaic tiles laid in a chec-
kerboard pattern. This pattern is abstracted from the
"Damier” canvas motif from LV leathergoods prod-
ucts. The combination of the overlapping geometry’s
of both materials produces a mysterious vibrant
visual effect.

During the daylight the facade has a shielded ‘excl-
usive presence as the sun creates an opaque sheen
of light covering the surface of the stainless steel
fabric. During the evening hours the adjacent build-
ings fade into the night while the LV facade becomes
a shimmering enigmatic box. Lighting projectors
positioned in-between the two facade layers illumi-
nate the tile facade accentuating confusion of depth
and materiality. The continuity of the facade is inte-
rrupted by a large urban window that is veiled by
the metal mesh skin. The window allows views inta
the luxury retail space from passing cars and pede-
strians.

Architects: Louis Vuitton Architecture Dept., Paris - Eric
Carlson/ Principal in charge, Patrice Dibor/ Project leader
Associate Architects: Higo & Associates,

Tokyo - Isao Higo/ Principal in charge, Masako Asal,
Tsunetaka Ueda/ Project team

Project Management: Louis Vuitton Asia / Pacific, Hong Kong
Consulting Architects: Barthelemy-Grino Architects, Paris
Consulfing Architects: Rah Architecture Consulting, Seoul
Construction Management: Denton, Corker, Marshall Group,
Hong Kong

General Contractor / Engineer: Ssangyoung, Seoul
Structural Engineer: Hanook Structural Engineering Ltd., Seoul
Lighting Consultant: George Sexton Associates, Washington D.C.
Mechanical Engineer:

NOW Consulting Engineering Ltd., Seoul

Electrical Engineer: Samju Engineering & Consultant Co,
Ltd., Seoul

Facade Specialist Confractor: Josef Gartner& Co, Hong Kong
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LV Kochi, Japan
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This freestanding building is located in the small
Japanese town of Kochi located on the eastern coast
of Shikoku Island. The site is located on the corner
of a high traffic boulevard and famous pedestrian

Market street,

[ S

Opening- Septernber 2000 Kumiko Inui's design for the exterior facade assem-
bles soliq limestone blocks evenly spaced and sus-
Pended from above like a curtain. This traditional

Louis Vitton facade material is transformed to res-
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pond to the tropical climate of Kochi. The time con-
surning work of installing the stones, one by one on
site, produced one continuous skin without the typ-
ical architectural joints. At night with artificial lighting,
the void between the stone lattice is emphasized
giving view to the large scale Damier pattern inscribe
on the plaster wall behind. The perception of this
pattern varies as a consequence of the depth of st-
one. If seen frontally, the image is very clear and if

seen from oblique, the pattern vanishes.

The 13-meter high facade hides behind a single level
of retail space. In an effort to conserve the 250m” of
retall area, the architecture features are concentrated
above in three 10-meter high light wells. Each light
well is lined with a translucent fabric printed with
stripe, damier and epi patterns, represented of the
LV traditional canvases.

46 plus 2003.12

Architects: Office of Kumiko Inui, Tokyo - Kumiko Inui/ Principal in charge,
Mika Tanaka/ Project leader

Interior Architects: Higo & Associates, Tokyo - Isao Higo/ Principal in charge,
Kaysuyuki lwakiri, Tsunetaka Ueda/ Project team

Consuling Engineer: Kukan Kogaku Kenkyujo, Tokyo

General Contractor / Engineer: Shimizu Corporation, Tokyo

Interior Contractor: Diamaru Mokko, Osaka

Lighting Consultant: George Sexton Associates, Washington D.C.

Total Area: 500m’

Retail Area: 300m*

Opening: March 2003

|
| 1
i L

a3

S———

Eﬂ—ﬂw—;w‘jf_rn—n—n s A ‘[ ‘ ‘[ !

=
il _._ :

1.1!1‘"' AR el & 1)
|
g |

AGUIS VUITTON

lI 2003. 12 plus 47



£019S a1l

LV Kobe, Japan
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ciation of 4 levels of parking and commerce includes ' L] g | i

the 3 brands Louis Vuitton, Fendi and Berlutti. {f— =i e | o | s | ] s | S
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The economic and the evolutionary requirements of
the fashion industry should be driven by a flexible
and not static architecture. The facades combine
references to Japanese tradition-timber latticework
technigues with one of the genetic codes of the LV
brand: “le Damier” or checkerboard pattem. Together
they dress the contents, envelope the interior spaces,
offer a subtle different reality between night and day.

Barthelemy - Grino Architects have developed three
basic ideas for the design of the facades. The 1stis
an opaque, smooth and monochromatic facade for
the parking ramps. The steel structure is dressed in
large prefabricated concrete honeycomb panels, which
reflects the proportions and treatment of the adjacent
museum building. The 2nd is an open, expressive
and animated facade for the parking areas. Above
the commercial spaces this facade is covered with
evenly spaced extruded aluminum louvers that pu-
nctually display graphic motifs evocative of each
brand, The 3rd idea is a framed day and night facade
for the LV store combining tradition and modernity.
The store facade is a mesh of interwoven brass and
stainless steel strips. This fragile latticework is prot-
ected behind a screen of transparent glass, but it is
also sfrong like an armor protecting the LV world with
inside. The design, like clothing, evokes the paradox
of being two things at once: the object of protection
on one hand and a seductive wrapping on the other.

Architects: Barthelemy-Grino Architects,

Paris - Philippe Barthelemy, Sylvia Grino/

Principals in charge, Ludovic Masson / Project leader,
Anthony Costa, Guillaume Bourgueuil, David Simonnet,
Hanna Svensson, Anna Lemme/ Project team

Associate Architect: Higo & Associates, Tokyo - lsao Higo/
Principal in charge, Masako Asai, Tsunetaka Ueda/
Project team

Associated Architect: Obayashi Corporation Design Office,
Osaka - Masayoshi Tomita/ Project leader

Associated Architect: Ninon Sekkei Inc.,

Tokyo - Kazuhisa Toka/ Project leader

General Contragtor / Engineer: Obayashi Corporation, Osaka
Interior Contractor: Diamaru Mokko, Osaka

Lighting Consultant: George Sexton Associates,
Washington 0.C.

Facade Specialist Contractor: YKK, Osaka

Graphic Designer: Juliean Gineste, Paris

Total Area: 11,600

LV Retail Area: 825

Opening: November 2002
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LV Waikiki Honolulu, USA
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The design of the LV Waikiki store by the Louis Vu-
itton Architecture department concentrates primarily
on the interior of the historical Gump building. Under
the sloping roof and open trusses of the second level,
recent LV facade design approaches have been turmed
inside out to develop and interior VIP room.

The walls of this room are conceived as furniture.
A dematerialized “Damier” ribbon wall composed of
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staggered wenge wood blocks and voids ambiguo-
usly defines the VIP room functions. The transluce-
nt nature of the wall allows fragmented views inside
and out intentionally reflecting the regional social
codes for segregating select and regular customers.
The ubiquitous square openings between the wenge
blocks also serve as a system for plug-in display
frames for the changing event functions.

A secondary internal layer of space was developed
within the ribbon of wenge blocks. The iconic Hawaii
shirt is restructured with the LV Monogram pattern
into 2 luminous sheathes: a monumental lantern and
a fitting room. The flowers and LV logo are modif-
ied organically to reflect the Hawaiian flora and give

aregional tone to the space.

The adjoining exterior terrace is covered with undu-
|ating bands of teakwood that mimic the form of the
ceramic tile roofing. The bright Hawaiian sunlight is
modulated by the waves of teak leaving textured
shadows in the pattern of the LV leathergoods "Epi”
motif on the terrace walls and floor.

Architects: Louis Vuition Architecture Dept., Paris - Eric
Carlson/ Principal in charge, Patrice Dibon/ Project leader
Associate Architects: Next Design, Honolulu - Ann Kutaka/
Principal in charge

Consulling Architects: Higo & Associates, Tokyo

Project Management: Louis Vuitton Hawaii - Doug Tom/
Project leader

General Contractor: WANI Construction, Honolulu
Specialist Contractor: Takashimaya Space Create, Tokyo
Lighting Consultant: George Sexton Associates,
Washington D.C.

Total Area: 1050m’

Retail Area: 740m’

Opening: February 2003
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Architects: Jun Aoki and Associates, Tokyo - Jun Aoki/
Principal in charge, Masaki Mori/ Project leader

Interior Architects: Louis Vuitton Architecture Dept., Paris -
Eric Carlson/ Principal in charge, Athena Paspala/ Project
leaders, Isabelle Courturier/ Project team

Associate Architects: Higo & Associates, Tokyo - Isao Higo/
Principal in charge, Masako Asai, Tsunetaka Ueda,
Kaysuyuki lwakiri/ Project team

General Contractor / Engineer: Shimizu Corp, Nagoya
Interior Contractor: Takashimaya Space Create, Tokyo
Lighting Consultant: George Sexton Associates,
Washington D.C.

Mechanical Engineer: Takasago Netsugaku, Nagoya
Electrical Engineer: Chuo Denki, Nagoya

Total Area: 840m’

SO0IHS Lialok

LV Nagoya, Japan

Retail Area: 490m”
Opening: August 1999
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As there is little uniformity of buildings in Japanese
cities. The design solution for the Nagoya building
by Jun Acki develops a special external facade that
acts as field in which various facade elements are
positioned. The field itself is composed of & mist-
like double wall, which gave no hint of distance or
material. This pure wall of vertical mist allows for the
many changes of window displays quanities, entry
positions and signage requirements, without com-
promising the essential idea.

The double wall is composed of an external glass
wall with a film of transparent and white squares that
is inspired from the distinctive Louis Vuitton checke-
rboard or "Damier” pattern. The inner wall positioned
1.2m behind the glass was also covered with a white
and dark brown Damier pattern of the same scale.
The interplay between these two patterns produced
a moires effect that changes with the position of the
viewer. Between the two facade layers, flouresecnt
lighting reinforces the graphic effect during evening
hours.
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LV Ginza Namiki Dori, Japan
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Ginza Namiki is one of the oldest luxury shopping
streets in Tokyo. The objective in designing the facade
of this 8 level building was to reflect and respect the
intimate pedestrian quality established in the narrow
streets and sidewalks. Instead of creating a large
luminous skin to be seen from afar, Jun Aoki desi-
gned a opaque facade embedded with translucent
marble squares of varying sizes.

Instead of the classic solution of limestone cladding,
Aoki developed an innovated application for terrazzo.
Famous for its interior use as flooring, for the LV
Namiki dori the material is structurally transformed
for the facade. The small, medium and large range
of back lit squares mysteriously emerge from the
terrazzo block as evening falls. The coexistence of
the opaque stone-like quality of the terrazzo and the
ranslucent squares responds 1o the placid ambience
of the surrounds in a contemporary manner.

Architects: Jun Aoki and Assiociates,

Tokyo - Jun Acki/ Principal in charge,

Nagaishi Takayoshi/ Project leader

Interior Architects: Higo & Associates,

Tokyo - Isao Higo/ Principal in charge, [
Masako Asai, Tsunetoka Ueda, o e
Katsuyki lwakiri /Project team
General Confractor: b 7 B @ g| g
Shimizu Corporation, Tokyo ; & :
Lighting Consultant: George Sexton .

Associates, Washington D.C. oM = L

Total Area: 2263m”™ v R B 3
Retail Area: 1235m” |
Opening: 2004 1
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LV New York, USA
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The basic idea of Jun Aoki for the design of the LV
building in New York was to achieve a sense of
“dream” and at the same time express the elegance
of the Louis Vuitton brand.

The existing 20-story building is located at the corner
of one of the most famous intersection in Manhattan,
b7th street and 5th avenue, The upper levels of the
building step back to create a monumental crystalline
stalagmite in the city. Reinforcing the crystal-iike
nature a multi-ayered white glass wall with graduated
transitions from opagque to transparent replaces the
white marble facade at the lower levels and corners.
In contrast to the regularity of the small repetition of
punched office windows large transparent square
areas were created to softly emerge from the hom-
ogeneous white building skin. The transition is cre-
ated by two shifting layers of white translucent and
fransparent squares within the thickness of the glass.
This checkerboard pattern is derived from the Damier
motif from the Louis Vuitton leathergoods. The overlay
of patterns creates a visual effect that clouds the
perception of the facade and established dream like

quality.

Avrchitects: Jun Aoki and Associates, Tokyo ~Jun Aoki/
Principal in charge, Nagaishi Takayoshi/ Project leader
Interior Architects: Peter Marino Associates, NY - Peter
Marino/ Principal in charge, Maria Wilthew, Paul Garret/
Project leaders

Assaciate Architects:

The Phillips Group - Larry Archer / Project leaders
Project Management: Louis Vuitton Americas, NY,
Gardiner & Theobold, NY

General Contractor: Shawmut Design and Construction, NY
Sturctural Engineer: Severud Associates, NY

Lighting Consultant: George Sexton Associates,
Washington D.C.

Mech/ Elect Engineer: Lazlo Bodak Engineers, NY
Special Facade Consultant: RA Heintges, NY

Facacde Contractor: Josef Gartner & Co., Hong Kong
Total Area: 2000m”

Retall Area: 1200m”

Opening: February 2004
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LV Canton Road, Hong Kong
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The role of the Architecture in defining the image of
a luxury brand is often limited to appearance of the
facade. In the case of the Louis Vuitton Kowloon
project the design of the immediate context is also
considered. The neighboring buildings are particul-
arily non luxurious with a mix of low-end retail and
restaurant functions. To render luxurious and simul-
taniously integrate in the the surroundings the design
strategy of the Louis Vuitton Architecture department
was to redesign the surrounding facades through
distorted reflection .
The two level facade is composed of thousands of
glass cylindars pinched on one side into diamond
shapes and stacked in an alternating pattern, Indivi-
dually diamond, circle and flower motifs found in
the Louis Vuitton Monogram canvas can be decer-
ned. Collectively the pattern creates an continuous

web of deformed glass that reflects the adjacent
facades, lighting and signage in a beautiful abstract
composition. The ambigous facade materiality and
depth create a mysterious. overall facade presence.

Avrchitects: Louis Vuitton Architecture Dept., Paris - Eric
Carlson/ Principal in charge, Dak Couts/ Project leader,
Nathalie Fremon/ Project team

Associate Architects:

Atelier Pacifi, Hong Kong ~ Mark Kelly/ Principal in charge
Project Management: Louis Vuition Asia/ Pacific,

Hong Kong - Stuart Yong / Principal in charge
Structural Engineer: Maunsell structural consultant LTD
Lighting Consultant:

George Sexton Associates, Washington D.C.
Mechanical Engineer: Ferrier Chan

Electrical Engineer: Ferrier Chan

Total Area: 1100m”

Retail Area: 750m”

Opening: 2005
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LVMH 1 Omotesando Tokyo, Japan
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Located at the comer of Omotesando dori and Ao~
yama dori the LVMH building designed by Kengo
Kuma acts as a gateway marker to the procession
along Omotesando to the Yoyogikamizonocho gar-
dens and the Meiji Jingu Sanctuary.

Inspired by the large Zelkova trees which line the
street, the facade is enclosed by a curtain wall con-
structed of wood mullions. In a deliberate yet unre-
trained manner these large wood vertical elements
unify the 4 retail stores and 5 offices levels into one
singular building. The patchwork overlapping of retail
and office facades along with excavations for a mo-
numental balcony and a roof top terrace are harm-
oniously contained by the veil of vertical louvers.
The perception of the building changes as a result
of the louver mullion depth of 60cm. When seen
from an oblique angle the facade appears a large
mass of wood rich in texture and color. When seen
frontally the thin wood lovers disappear exposing
voids within the building mass along with the office
and retail facades.

Architects: Kengo Kuma and Associates, Tokyo - Kengo
Kuma/ Principal in charge, Teppei Fujiwara, Minoru Yokoo/
Project team

Wlerior Architects: Higo & Assocites, Tokyo - Isao Higo/ Principal
incharge, Kaysuyuki Mekir, Yukiko Takakubo/ Project team
General Contractor / Engineer: Ando Construction, Tokyo
Stuctural Engineer: Structural Design Office Oak, Tokyo
Faciities Engineer: P.T. Morimura & Associates, Tokyo
Total Area: 3340m"

Retail Area: 900m"

Opening: October 2003
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Eunhwa Lee Thank you very much for your invitation
to the Exhibition of Louis Vuitton in the Aedes Gallery
in Berfin. It was very interesting to explore the appr-
oach of the Architecture of Louis Vuitton and to see
the different projects and prototypes. The exhibition
was titled “INCLUSIVE; 11 Projects 6 Architects 1 Br-
and’. What are the reasons for working with external
Architects, how are they chosen, and what are the
qualities required?

Eric There are essentially two reasons that we som-
etimes work with external Architects on the design
of Louis Vuitton store projects. The first is because
of the shear quantity of work we cannot physically
design them all within our Architecture studio. In re-
cent year the number of projects per year range from
between 50 and 90.

The second reason is to expand creative sources to
continually invigorate, diversify and enrich the work
of all involved. An important aspect of this approach
is that we work with young “up-and-coming” Archi-
tects as opposed to hiring famous brand-name de-
signers. The reasons for this are generally they are
more hungry, more personally involved, more pre-
pared to listen and consider the myriad of constraints
surrounding retail design and finally more in touch
with the nature of fashion today.

David This approach of working with numerous yo-
ung Architects results in the creation of a diversity of
“Louis Vuitton Buildings” based on Architectural cont-
ent, rather than purchasing the signature of a famous
Architect. This reinforces the clarity of brand image.

Eric As to how we select Architects; we are in cont-
inual exploration of the work designers are producing
across the globe. Because of the vast distribution of
the LV store network we travel internationally up to
30% of the time, giving us opportunities to see inte-
resting work first hand that could potentially corres-
pond to future works. In some cases, such as for the
LV Nagoya and LV Omotesando projects we have
organized invited design competitions.

Eunhwa Lee The first Architecture exhibition of Louis
\uitton was in Tokyo, the second one in Berlin, what
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is the reason for that? Are you thinking in the other
places in the world ? What about in Korea?

Eric | think these kinds of things happen like many
thing in the fashion world, more out of the circums-
tances of the moment, rather than from a calculated
strategy. In the case of the Tokyo exhibition we rea-
lized a number of building projects including Nagoya,
Seoul, Tokyo Ginza, Sapporo and Bangkok and we
were on the threshold of completing 7 others, beg-
inning with the Omotesando building in Tokyo. The
Berlin exhibition was initiated by AEDES Gallery. this
was quite and honor for us as it was generated by
their interest in our unique architectural process, not

for commercial or economic ends. The body of the

“Work represented in this exhibition reinforced the

credibility of commercial / retail architecture as "Arc-
hitecture” with a capital "A". Or in other words a con-
firmation that conceptual retail architecture can prevail
without compromise while satisfying economic / co-
mmercial programmatic objectives.

David The second part of your question as to future
exhibition; yes we would like to pursue exhibitions in
other cities, currently we are considering New York
as a possibility for early next year to correspond with
the LV building opening. Paris is also under consid-
eration as it the origins of the brand. Our objective
is not to have the same exhibit travel from place to
place. As there is a prodigious amount of work con-
tinually being realized, each new exhibition is an op-
portunity to present the latest projects thus allowing
for reflection of the current status of LV stored evo-
lution. For the moment we are not planning an ex-
hibition in Korea, but this could be a possibility.

Eunhwa Lee | had the opportunity last year to go to
the Exhibition of Prada in Milan. It was interesting
to see how fashion would coexist with space within
progressive design. It was also interesting to under-
stand the architectural process from the scale models
to the full size prototypes. The dressing area had an
interactive system that allowed the client to see hi-
mself from front to back at the same time and con-
sult through internet the different items he has pre-
viously tried on. | think that this exhibition had a str-

ong influence on the brand image of Prada. What
are the reasons why Louis Vuitton is now doing ex-
hibitions of Architecture ?

Eric The reason for us to pursue exhibitions as a fo-
rum for the Architecture for Louis Vuitton is to expose
a significant number of building projects realized with
a unique design approach. We consider we have so-
mething to add for analysis and criticism to this very
topical subject of “Retail-Architecture”, It is true that
some other brands have 1, or in some cases, 2 pro-
jects of architectural importance, but there are three
basic differences with our work. First we have more
than12 realized building projects, and in six months
time will have 3 more, and so on. The second diffe-
rence is our specific process of making architecture
as both designer and client, and finally how the arc-
hitecture influences not only brand image but func-
tionality contributes to the exceptional economic

success of the stores,

Eunhwa Lee How do you intend the evolution of
architecture of Louis Vuitton in the future (in which

direction are you going)

Eric For myself the next step will be working on Louis
Vuitton projects as an independent Architect begin-
ning in 2004. | would like to apply some of the exp-
eriences within the last few years to other building
types and then intern invigorate the retail design work
with that experience.

Eunhwa Lee What or who has an influence on your
philosophy of life and your philosophy of design?

Eric This a very simple and directly question. So much
so that it quite difficult to answer. Maybe it is more
telling if | try answer this question for David and in
turn, David can answer for me.

At the same time this approach might also give you

a sense of how we work together.

David philosophical undercurrent is his constant
pursuit of “equilioriun”. It is most apparent in his de-
alings with people. This manifests itself as a talent
which should not to be underestimated in any prof-

| - |

ession, but particularly important in our corporate co-
ntext with its layers of hierarchy and variety of cultural
perspectives where everybody has something to add.
Seeking balance by navigating through the extremes
that can derail the design process is one of the keys
to series of successful projects in the last 6 years.

Eric To briefly describe my perception of Eric's phik-
osophy of life, | would say what is really distinctive
and remarkable after working with him for many
years, is his relentless pursuit of “getting it right’ and
his resistance to compromise. Much in the same way
that the company of Louis Vuitton cannot allow itself
to compromise because its position as world's leading
luxury retail company. This something that perme-
ates into all aspect of his way of working.

Funhwa Lee | would like to know from where do you
get your inspiration? And could you explain the
process of working no your projects? What are the
important guidelines you follow 7

Eric Two important sources of inspiration comes from
the places and the people with whom we work. Our
way of working is very different in comparison with
typical architecture office. Our work is virtually all over
the world. We travel to 47 different countries which
bombards us with a myriad of methods materials,
perspectives, etc. Over half of our Architecture studio
of 24 people come from foreign countries, not to
mention the many external Architects with whom we
work on certain projects.

David Regarding our process, our two roles are to
Design and to act as Client. An unusual hybrid that
fequires us to some extent use entirely different parts
of our brain. The "Architect half” generates ideas
based on endless possibilities and the other “Client
half” discerns and judges based on a full list of needs
and conditions. The final step in the design process
1akes place with a body of 5-6 executives within LV
that define the filter of constraints and approve des-
igns. This duality reduces the typical time interval of
exchange between Architect and Client and serves
0 expedites the process. Many aspects of our pro-
Cess are accelerated compared to the normal archi-

tectural practices. Other distinctive differences inclu-
de important financial means, full scale prototyping,
and access to an exceptional quality of craftsmanship
and construction. This allow us, for example, to co-
noeive and realize 9 story building projects within one
vear. Perhaps the most important result of this highly
productive process is the density of experience gained
from testing ideas and knowledge because of the
number of built works in a short periods of time.

Eunhwa Lee You have been working with several
architects from different countries, have you the int-
ention to work with Korean architects in the future?

Eric In many cases we work with Architects outside
of our office who come from the country in which
the project is being designed. This has the pragmatic
advantage facilitating communications with the con-
tractors and city official, For the future building project
in Korea we consider the working with a Korean
based designer.

Eunhwa Lee What's the most important thing in

your life? What's the meaning ‘design’ in your life?

David Professionally it's important to always be lea-
ring and not to be in a posttion where you feel you're
repeating what you've done before or what you've
being good at, take new challenges where you're may
not be good at but you may want to become good at.

Eric What's important ? | think it is important to be
able to ask yourself “what's important?” at any given
time. A provocative answer for a provocative question.
But truly | think this question forces re-evaluation ba-
sed on "0’ rather than previous calculations or formu-
las. | would say this also important in design, being
able to stop and think “what's important in this specific

situation” and being able to answer in a fresh manner.

Eunhwa Lee What is your conception of ‘space’ in
architecture? And how did you manage to integrate
this with the incorporate identity of Louis Vuitton in
your projects?

Eric This is a vast question, my response is more pr-

ecisely in regards to retail Architecture, with its” uni-
quely rapid intervals of change, based on the nature
of fashion and competitiveness of the market. In the
LV Roppongi project we are specifically studying the
way the space responds to these changes. We're
forced to release ourselves from the constraints and
preconception of “permanence” and consider the
space in evolutionary way. Because the space is te-
mporal it doesn't mean its” quality is necessarily low.
This misconception has long been a "hang-up” for
many Architects. | think its more a question of respo-
nding to the needs and the character of what happens
inside luxury-fashion-retail environment specifically.

Recently we have be developing the idea of flexible
systems’, which is not completely new. Office towers
where every floor slab can be arranged according
the needs of it specific user have a limited systems
that often result in banal homogenous spaces. The
flexibility in systems we are developing is much br-
oader, allowing for variety without the residual exp-
ression of economic necessity. Finally branding is
instilled in an experiential way, as David mention.

David Integrating the brand image of Louis Vuitton into
the architecture occurs very simply by matching the
level of quality in construction to that for which the
brand is famous. A more complex way the branding
is included in the architecture is through the develop-
ment of “skin” materials on facades and interiors that
capture the ambiguously and mysterious nature of
an exclusive luxury store, and at the same time at as

signs to attract more and more new customers.

Eunhwa Lee The question of "is it Vuitton” is consci-
ously or unconsciously applied to almost all decision
we make. This can be as simplistic as the choice of
material and understanding their connotative stan-
dards, such as brass is luxurious and aluminum is
not, or more abstractly through the use of product
patterns that are transformed into textures or effects
at a building scale. The use of the LV "Damier” canvas
pattern in both the facades of the Nagoya and Seoul

buildings is a good example.
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