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a Close View

the complete re-
design of this store 
supports the optician’s 
positioning within the 
high-end segment, and 
the owners’ desire to 
facilitate personalised 
customer service, 
explains gunter Fleitz, 
managing partner, 
ippolito Fleitz group, 
the Stuttgart-based 
design firm behind this 
outstanding store design

this optician’s store has undergone a major 
refurbishment. what did the process involve? 
Conradt Optik is a specialist optician, located 
in the centre of Mosbach in germany. its 
refurbishment coincided with the business 
being handed over to the next generation 
of owners, who wanted to re-position the 
business with a select segment of brands and 
a stronger focus on individual customer care.   
as part of its comprehensive refurbishment 
programme, the entire building façade was 
renewed, which  made the shop’s new profile 
immediately evident from the outside, largely 
due to the long windows that stretch down 
to the ground, giving maximum views of 

the interiors. an adjacent shop space was 
incorporated, which opens onto the pedestrian 
precinct on two sides. Both entrances lead 
towards the main service counter, which serves 
as the centrepiece of the room.

tell us about the store’s interior design and  
fixtures. 
the room is encapsulated by a curved rear 
wall, which conceals the fittings, stairs, 
workshop areas and divides the shop into 
zones. Fitted into the rear wall are long backlit 
presentation bays and flush-set drawers for 
accessible product storage. the recessed ceiling 
is decorated with a fine structure of lines in 

subtle tones of brown, mauve and blue, that 
help differentiate the customer service area 
from the shop floor. Its soft contours formulate 
the wide-open horizon of the space, while 
at the same time dividing it into zones for 
women, men and children.

How have you optimised the product display?
the eye-glasses are displayed in three recessed 
horizontal bays, which span almost the entire 
length of the rear wall. Precision front and 
rear lighting creates a stunning presentation 
space for the merchandise. Flush-set storage 
space for the entire product line runs beneath 
the display bays. Various free-standing display 
cases provide space for special presentations, 
where continuous rear lighting ensures that 
the eye is drawn to the beauty of the products 
themselves, while simultaneously giving a 
rhythm and depth to the space.
the exciting interplay of light and dark sets 
the stage for an attractive display of products. 
Colourful accents are subtly set by the products 
and the structure of lines on the ceiling. 

the latter also delivers a unique key visual, 
which is employed in various settings in the 
company’s communication, for example on 
the paper bags, and the deep-pile, anthracite-
coloured carpet, which gives good acoustics 
while enhancing the soft and flowing character 
of the interior.

How has the store layout contributed to better 
customer service? 
Customer service takes place at two conference 
islands at each end of the longitudinal axis. 
arching tabletops continue the soft lines of 
the design idiom, while at the same time 
creating an open and transparent atmosphere 
for discussion and customer interaction. in the 
rear area of the shop, steps lead up to separate 
refraction rooms. the interior can be accessed 
through one of two entrances, both of which 
lead to the central service counter.

Your final word on design...
the basis and starting point of our work is 
always the development of a strong conceptual 
idea, which allows us to work simultaneously 
in different disciplines. in order to develop that 
specific idea it is necessary to know how to 
listen. Every project gets its first shapes and 
directions from our endeavour to understand 
the thoughts and feelings, the obvious and 
hidden needs of our client and his customers. 
it is important for us to understand the overall 
basics and the strategic details of the client’s 
business. we then collect benchmark data to 
form design parameters for the project. we 
thoroughly analyse this data to reduce it to a 
core – the idea – that can be communicated 
and ultimately consumed. 
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