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• t u r e a n d design f i r m NBBJ was 

called u p o n to help create major 

communica t ions company PLDT's ( M a k a t i , 

Phi l ippines) latest f lagship/concept store, 

Smart, i t envisioned an engaging, m o d u l a r 

experience for its visitors. 

" A flagship is d i f ferent t h a n a s tandard 

store, therefore it 's especially i m p o r t a n t t o 

create a strong brand identity," explains Sung 

Cho, senior project designer, architect, NBBJ, 

about the project's goals. I n addit ion to creat

i n g a physical d i m e n s i o n of the b r a n d and 

c o m m u n i c a t i n g its promises i n store, m o s t 

important , according to Cho, was creating a 

social space. 

The open f o r m a t is f i l led w i t h sweeping 

organic shapes, f r o m the expansive l i g h t i n g 

treatments to its architectural features. The 

edges of the space extend outward i n various 

spots, c reat ing staggered seating areas. I ts 

layout can be rearranged to accommodate cer

t a i n events, and "egg-shaped" digital displays 

o n the sales floor are equipped w i t h wheels for 

easy mobil i ty. Other interactive digital touch-

points throughout engage customers and visi

tors, as does its petite in-store cafe. 

" I n the Philippines, architectural integra

t i o n of digi ta l elements isn't very common, " 

says Sam Stubblefield, principal, NBBJ. Despite 

the tech-centric nature of the product - smart-

phones and home security, pr imari ly - PLDT 

was most interested i n encouraging people to 

interact w i t h each other i n store. 

"We designed f r o m a [social] perspective, 

so when you enter the store, you first see peo

ple connecting," Cho says. 

Informational screens are eye-level on the 

wal l - what Stubblefield calls "heads-up cul

ture" - so people aren't only looking d o w n at 

the phones. Other d ig i ta l offerings inc lude 

games and interactive software to help shop

pers engage one another. 

The sales associates are also o n the floor 

to help guide customers. For example, i f a cus

tomer must sign a contract during a purchase, 

associates can easily access blank paperwork 

stored inside some of the benches bui l t in to 

the store's wood-paneled perimeter. 

"The biggest challenge was f i g u r i n g o u t 

h o w to convert the wire-framed digital experi

ence and concepts w i t h i n the t ight timeframe," 

says Stubblefield about the specified digi ta l 

equipment and content for the on-floor dis

plays. "We pooled our resources f r o m digital 

vendors - i t was an all-hands-on-deck mental

i ty that got i t done." 

I n the end, Stubblefield is satisfied w i t h the 

seamless in-store experience: "More and more, 

we're seeing the [desire] to have the 'digital ' 

and 'physical' divide close," he says. "They're all 

just tools i n the toolkit , helping us create archi

tecture and helping serve customers a better 

environment." -Carly Hagedon 
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