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Designer ; X -Line Design Co., Ltd. /Ron Shen

Participant_y Molly Chan

Photographer; Kuo Min Lee

Category ; Commercial space

Location ; Taipei city

Materials 4 Glass, mirror, gray mirror, tea color mirror, black mirror,
antique mirror, black steel painted on the surface, carpet, wall paper,
Indian black marble, Capri gray marble, mosaic tile, walnut wood

Size ; 264m

Design period ; May-June 2012

Construction period ; Aug.-Oct. 2012
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Ron Shen

KSR Ron Shen
K& ERETHRES 2013F~FE S 2004 - Now, Director, X-Line Design
# % 2004F~EFES 2001 B.A. London Art School
# ZERIFEETRE L 1999~2001
Awards:
2013 if Design, communication design award
FREtEE 2012 TID Award, furniture design
2013 TID EFEEREET KRR AB LR 2012 IAI Silver Award, office design
2012 IAlI ZE R ERRE T A TEZRIIREE 2012 1Al Bronze Award, exhibition space design
2012 IAl EEXERELET R E =R EHE 2011 TID Award, public space
2011 TID EBEEREET AR ALTRIFE LR 2011 FX Design Final Entry
20113%E F ST REEAERERE 2011 iF Design Communication Award
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1. The storefront is easily to be identified by its luxurious materials and heavy doorway design
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2. A symmetrical layout and a vertical-and-horizontal dominated visual
impression 3.4. Mirror clad over the surrounding of the staircase 5. Brand
emblem turns into a design motif inviting an easily-identified reading of the
brand
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CIS transformed

CIS is the identity of a commercial body; usually a graphic icon provides a readable and imaginable link to the product or the company.
The project for "Devieta" starts from the company iconic name "Devieta", which joins the French word "De Vie" and ltalian = Vita ~ ,
further suggesting the meaning of life and idea of geographical proliferation.

Ron Shen, the designer, said the firm s emblem was commissioned by Central Saint Martins College of Art and Design; it tries to
convey the messages of life and trip. The letter D and three circles below the icon give a visual hint of constant movements. Ron used
the original design and made several derivative designs; eventually they appeared in the interior details and motifs.

To properly interpret from an original icon, Shen said consistency is very important. Customers need to easily memorize the icon but
the motif must also be fabricated by a productive system. It was also important that the original motif could cope with further
expansion of the brand and the original can be modified by slight changes.

Contemporary decoration that shapes style

The brand is aimed at the international market so the design had to give the brand an identical impression for all customers. The door
is considerably big and clad by quite a chunky metal panel. The icon on the surface of the door is a crafted piece of art mixed with
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6. Behind the reception table, there is an independent spa area 7. A view from reception towards the staircase 8. A thematic motif extends
from the first to the second

metal and solid wood, which gives the store a luxurious identity. Black is the main color tone of the space; it extends from the main
door to the interior; the mystic blackness was a tactical selection; it intentionally puts a distance between customers and exhibit
products in a way that confers a dominating message of luxury.

The first floor is for fashion display (garment and accessories), the second is a spa room. To make room for the first floor and its lobby
space, Ron moved an existing staircase further to the lower space and created a symmetrical layout and good proportions. Less than
a normal tight display system on the first floor creates a more favorable ambience for physical comfort.

The first floor is mostly white except the floor and is dominated by a precise vertical and horizontal pattern. Light is a critical element
waking up the space. As Ron says: "white can accept anything because it gives a sense of imagination as to whatever is possible in a
space."

Ascending from the staircase is an extreme experience of "detachment" as the staircase appears to lift up without the restraint of
gravity. A mirror increases the rich feeling of levitation and the reflections of the rich iconic motif offers a sense of bewilderment. Even
the surreal experience of ascending is extremely dominating while the second floor is quite different. It is more like a home of intimate
elements.
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Black color and a heavy front door inform pedestrians that the store
sells high-priced items and experience that aims to entice customers.
The interior is mostly white and has a precise and symmetrical layout for
display cabinets and reception table. Fine details provide an identical

luxury while the most energetic space is hidden inside a staircase
chamber. Visual impression from outdoor to indoor is dominated by a
modernistic beauty with sparkly light and display items that give a sense
of luxury.
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This new brand started from the feminine experience of travelling. The
company emblem was commissioned by Central Saint Martins College
of Art and Design and the selective emblem is expected to serve as a
thematic icon and that produce derivative designs when the store
expands to other branches. The challenge of this commercial space was
to create an identical signature in space - interior and exterior, and the
space had to convey a precise message of the brand - Devieta, which
implicates that life is a conglomeration of various trips, passages and
leisure seeking.
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9. L shaped space in the second floor gives intimate impression to
the customers 10. Relaxing space in feminine air 11. Spa space om
the second floor displays an intimate comfort 12. Plan




