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Tiffany & Co.'s Biggest

Store in Asia Bows in Tokyo

· Thestore,inGinza,isina
newbuildingcoveredin
glassthatreplicatesthe
brand'ssignatureblue.
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oneofthemost,orthemost,beautifulof
allLVMHstoresworldwide.Ifeelit'sabit
arroganttosaythat,butit'sdefinitelyin
thetopthree,"Ledrusaid.

"It's66meters[high],it'safacade
takingyoutoheaven.AllTiffanyblue,up
tothesky.Youdon'tseethedifference
betweentheskyandTiffany,"headded.
"Andit'sthefirsttimesincethe[LVMH
MoëtHennessyLouisVuitton]acquisition
thatwe'vebeenabletocreatesuchabig
impactfromoutside.BecauseevenThe
Landmark,weonlytouchedthetoppart
ofthebuilding,butthefacadewasjust
cleanedup.Ifyoudon'tgetinside,you
don'tknowthatit'sbeenrenovated."

TOKYO- Tiffany&Co.isgoingbig
inJapan,asitopensitslargeststore
inAsiaonFriday.Locatedintheritzy
GinzadistrictoftheJapanesecapital,
theboutiquestandsoutwithamassive,
shiningfacadeinthebrand'ssignature
bluecolor.

Tiffany'schiefexecutiveofficer
AnthonyLedrudescribedthestoreasa
"lighthouse"forthebrand,similartoits
iconicFifthAvenueflagshipinNewYork,
calledTheLandmark,butwithevenmore
ofavisualimpact.

WhileTiffanydoesn'towntheGinza
building,itoccupiessixofits12floors,
withstorespacestartingfromthe
basementandextendingtothethird
floor,Japan'sfirstofficialBlueBoxCafé
onthefourthfloor,andaninvitation-only
VIPspaceonthe12thfloor.Evenso,the
brand'slogoappearsonthetopofthe
building'simpactfulblueexterior.

Thestore'sarchitecturewasdesignedby
JunAoki,withinteriorsbyPeterMarino.

"Itdoesn'thappenveryoften,tobeable
tosecureabrandnewbuildinginGinza.
Omotesandowasanotherone,butthat
wasanexistingbuilding.Thisonewas
everythingfromscratch,withtheability
toreallybuildthefacadethatwebelieveis

Theprojecthasbeenintheworksforfour
years,withconstructionlastingalmost
exactlytwoyears.

"Therehasbeenasenseofreadiness
toopena'lighthouse'likethisinJapan,"
Ledrusaid."It'ssomethingthathasnot
beendoneyetinTokyo."

Adisplayin
thestore.

AnImpactful Facade
Todesignthestore'sroughly80,730
square-footfacade,Aokisaidthathewas
inspiredbystainedglasspiecesthathe
foundinTiffany'sarchives,particularly
onefeaturingwisteriaflowers.

"ThereisnonatureinGinza,it'salljust
buildings,"Aokisaid."SoIwantedtoadd
somethingthatinvokesnature,ratherthan
somethingthatisjustanotherman-made
object."

Hesaidtheshapeofthecurvedglass
isreminiscentofwisteriahangingfrom
aboveandswayinginthewind.Tocreate
thesignaturecolorontheoutsidewithout
castingabluehueinsidethestore,he
coveredtheglassintinywhitedots,before
layeringbluedotsoverthem.
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Aviewof
theBlue
BoxCafé

Aninterior
viewofthe
newTiffany
store.

TheGinzastorespansover27,340
squarefeet,withseveraldesignelements
thatcelebratethebrand'slonghistory
andclosetiestoJapan,whereitopened
itsfirststoreover50yearsago,in1972.
InadditiontoartworksbyMichelangelo
Pistoletto,DamienHirst,JulianSchnabel,
DonaldJuddandmore,thespace
incorporatestheworksofover100
Japaneseartisans.

Therearewashipaper-coveredceilings
thatresembleorigami,otherceilings
coveredingoldleaffromtheJapanese
cityofKanazawa,furnitureupholstered
inexquisitefabricsbyHosoo,window

displaysbytheJapaneseartistKimiko
Fujimura,andanotherwindow
designedbyMarikoKusumotoand
inspiredbytheJapanesetheatrical
artformKabuki.

Asweepingstaircasethatleadsvisitors
betweenthefloorsfeatureswallsofdigital
screensdepictingscenesinspiredbythe
NinomaruGardenofTokyo'sImperial
Palace.Theartwork,titled"Immersive
MovingFresco"byOyoramVisual
Composer,incorporatesjewel-encrusted
birdsthatflitteramongtheflowersand
treesascustomerspassby.

"Weareofferingsomethingthat

Insidethenew
Tiffanystore.

Hereand
below:The
jewelry
displaysin
thestore.

embracesJapanesecultureandthelove
storythatwehavewithJapan,"Ledrusaid.

ASpecialCafé
TheBlueBoxCaféonthefourthfloor
showcasesTiffany'shomecollectionand
boastsadedicatedterrace,ararityin
Ginza.Thecafé'smenuwasdevelopedby
renownedchefNatsukoShoji,whohas
beenlaudedasAsia'sbestfemalechefand
Asia'sbestpastrychef.Inadditiontoher
highlysought-aftercakes,dinerswillbe
abletoenjoyfullmealsinthespace,which
isdecoratedwithflowerinstallationsby
MakotoAzuma.
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Hereand
below:
Displaysin
thestore. Thehome

collectionon
display.

"I am used to working

with craftspeople

on retail projects, but

for something like

this, it can't be artisan-

made, it has to be

on an industrial scale.

Sothe challenge is

to make something

that is industrial but

looks artisan-made."

JUNAOKI,architect

LedrusaidthatTiffanydoesnotplanto
doanotheropeningquitelikethisanywhere
intheworldforawhile.Therearemajor
storesplannedfortheSouthCoastPlazain
Californiafornextyear,inSeoulfor2027,
andParis,Osaka,andRodeoDriverfor
2028,butnoneofthemwillhavethekind
offacadethattheGinzastorehas.

TheTiffanyGinzastorerepresentsAoki's
largestretailprojecttodate,although
hehasdesignedseveralstoresforLouis
Vuittonaroundtheworld,aswellasaLoro
Pianastore,alsoinGinza.Bothbrandsare
alsoownedbyLVMH.

withcraftspeopleonretailprojects,but
forsomethinglikethis,it can'tbeartisan-
made,ithastobeonanindustrialscale.So
thechallengeistomakesomethingthatis
industrialbutlooksartisan-made."

Theglassthatcoversthreesidesofthe
cornerbuildingfeaturestwo-dimensional
curvesforafluidlook,whilethecorners
incorporatethree-dimensionalcurves.Aoki
saidthatthistechniqueissomethingthat
theaveragepersonwouldnotnotice,but
theywouldseeanaturalsoftnesswithout
understandingthetechnicalreasonbehind
it.Hesaidthathewasinspiredbythe
softnesshesawinMarino'sinteriorsofThe
LandmarkwhenhevisitedNewYork.

"TheLandmarkopeningin2023marked
thebeginningofaneweraforus,andwe
areworkingonabout40projectsayear,
whichishighfortheindustry,"Ledrusaid.
HeaddedthatTiffanyhasalreadyrenovated
roughlyhalfofits60storesinJapantobein
linewithitslatestdesignconcept.

Japanisanextremelyimportantmarket
forTiffany,representingboththefirstAsian
marketthatitenteredandaccountingfor
moresalesthananyothercountryaside
fromtheUnitedStates.Itisbecauseofthis
thatthecompanydecidedtomakeoneof
itslargestinvestmentseverintotheGinza
store.Whiletraditionallythebrandwas
seenasaleaderinbridalandsolitairesin

Japan,thishasexpandedinrecentyearsto
includeothericonicTiffanycollections.

"It'sthenumber-twomarketandit's
beengrowingbydoubledigitsoverthe
lastfouryears.Thisyearwearepositive,
becausewearesofocusedonlocal
businessandlocalclientele.Weperhaps
missedoutalittlebitonthetouristslast
year,whichotherbrandsbenefitedfrom,
butwewantedtheteamtoreallyfocus
onbuildingthelocalclientele,andthat
businessisconstantlyingrowthover
thelastfouryears,"saidGavinHaig,
Tiffany'sexecutivevicepresidentandchief
commercialofficer."AndIthinkthatthe
opportunityupsidethatwehavenowas
weexpandintoallthesemomentsoflove
thatwesharedabout,we'reonlytouching
thesurface,tobehonest.Sowe'revery
confident,hencethelevelofinvestment."

BothLedruandHaigagreedthat,
whiletheGinzastorewillcontinuetobe
Japan'slargestTiffanyoutlet,thebrand
isnotdonegrowinghere.Haigalsosaid
thattheaveragesaleamongJapanese
consumershasdoubledoverthepastthree
years,signalingthatthereisevenmore
tocomeforTiffanyinitsmostsignificant
internationalmarket.

"It'sverydifficulttodoastorethislarge,"
thearchitectsaid."Iamusedtoworking
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