SUBJECT
E/

] 17 &
|| A

V%4
7; NG

e T S ;,,
=L il e
== (BRI I

New Experience of Sport Space
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As sports industry prosperously develops, spaces rela
are built and shown with various forms. Except traditional sport spaces
such as fiiness ciub, gymnasium and sports brand shop, sports cub
‘experience center leaves deeper impression on visitors. Such kind of
experience center integrates visiting, interaction and shopping, and
e design, through which visitors could get (o know
¥it. When sole resonates with space. the charm of

d 0 sports

experience arouses.

London Olympic Games is over, but the sports trend doesn! stop, Life
fies in sports. Sport space is the place provided for people o do some
leisure sports, and is closely related to people's daiy Ife. The most
familiar sport space for people is sports brand shop, which app
everywhere in the street or n the shopping mall. For this kind of spac
not only provides sports Goods, more ar

gradually appear In ths case, spon space design shoud nat ony salisly
sales space requrement, other functions should also take into account
Inthe end, the f shop shoud

ars

erence
museum that integrates visitng experience and shopping; it should aiso
become a fashion space provided tasteful ife. Except shopping, you
could experience more n a sports brand shop

In this issue, several excellent sport spaces are introduc
Experience designed by Sd Lee Archiect
the developing history of Ajax-the famous fo

and gsmox
all club; PUMA
signed by plajer & franz studio fol

Amsterdam shop. Puma

s sustainable guidelines, and subtly utiizes regional elements and

new technology, 0 as 1o create an interesting space filling with rich

Netherlands flavor, two Nike shops in Hong Kong are designed by
Studio Art. both of ¢ cted fashion and
technological

em are themed as lfe and sel

ments as the design roles

No matter museur-ike experience sport space, or delcate and fashion
sports brand shop, all retransmit the brand culture and sports spirt. Just
as the slogan of London Olympic Games ‘inspire a Generation”, sport
space design should also bring nspiation and hope 10 people.
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Mi5EPS7/E&EBiR®BE “AIR FORCE 1”
“AIR FORCE 1" , Nike PS7 Store, Causeway Bay, Hong Kong

Dynamic Element Cool Experience Nike PS7, the shop was showcased
the promotion of “Air Force 1" , only sellslimited Nike editions collected
from around the world. It strives to become Nike special store in Asia.
As a result, design of this project aims to create space experience which
is different to other Nike shops. Various fashion elements, different
shapes, colors and lighting designs are utilized to create a cool space
environment and bring unforgettable shopping experience.
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FEER. BEHK A% Pinnacle /& (PS7/&) 2 "AIR FORCE 1" 4F &
el e BETBRICOBLGS. HRABOXUREDROERN
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Design Company: Stuko At 5 BREESN WHMERE, BELRENTEDE,
BEARSOBMIRR .
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“FUSE

like “Fuse

EES RHIEE FELEStudio ArrtEEBIRITIIM R B/ —FAGR
RIEELAIITEANRITNE, HRZERRITHVE S 25T lFAY
‘FUSE” ZBEERA, XEMFE201 1 FEFHENFRA, K
RATFER~R. REWRIETER, RITERBTE 7 A TSRS
RRETALE, U=RA—ENFR, MEE— N RRENESH
BXRSEIMFE.
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Life Concept This project follows the concise and fashion
design style that Studio Arrt created for another Nike concept
shop in Hong Kong. This time, the emphasis of space design is
to highlight “FUSE” three layers coining technology, which

is the new technology launched by Nike in spring of 2011. The
display counter in the center of the stop is the design subject,
structured with three layers formed a group, the space relation
and decoration feature which is future—orientated is built.
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“FUSE” = R, AT ZERit .
RIHERAN R TERPROBTE, RitHEZ=EH—E80
i, BIE—PRRENESNBEAXRSRHEER.
FRFuseRER—HATRYIANIBAZBMHIRME,
ZHHHU—RERARRIBRETE—R, FUBFEHE
B, EAMRAGE, ARQTABHZENEE. AOA
R ENTFREBLN=R FRBENE
“KREH » ENE—MFUSERARRE e
R. MAKOKNNEE BANET BT
FEEL, RAFRAFENTRRR, BrHHRMEDR
AMBENRZENNYRR .

uF = RRRITNER, BE= 2
Ak, FELTFUSEM=MHEXEE. RESURNES
AXR~RMBRKNEIBR, HENE/HX, EERSE
REEEERSE, RUFBNIHBR, URFNNESE
RFHIEAFUSERGRINE.
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