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EDITORIAL DESIGN EXAMPLES

FRONT COVER

additional kitchen area for sinks, 
hand-washing and further shelving. 
A changeable poster space features 
as a concealed door to further 
hidden storage, making use of 
previously dead space above the 
stairs. 

The rear wall of the space 
features new yellow tiling, wrapped 
around existing teak timber. 
Further food story graphics are also 
integrated into this wall, along with 
the Old Chang Kee logo in black.

Phoenix Wharf also had 
a graphic remit as part of the 
refurbishment, redesigning the 
menu and creating a new poster 
in a yellow frame for the right-side 
wall. Newly recommissioned brand 
photography works well with the 
upgraded interior and graphic 
treatment.

Sandra Leong concluded, “After 
five years of successful trading, our 
Covent Garden location was in need 
of a redesign, both to make our 
grab-and-go offer more appealing, 
as well as making operations a 
little slicker. This was a challenge 
given the tiny footprint of the site, 
but Phoenix Wharf was able to take 
a difficult brief and run with it. The 
new layout and design certainly 
have more stopping power than 
before and our team appreciates 
a better laid-out store that is 
operationally easier to maintain. I’m 
excited to use our new-look store as 
a blueprint for future locations.”

Phoenix Wharf  
+44 (0)7805 871029
www.phoenix-wharf.com   
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Phoenix Wharf
Old Chang Kee
Covent Garden,

London, 
UK

A11

The Singaporean family-run 
operator opened its first 
two UK stores in Covent 
Garden in 2018 and on 

Goodge Street at the end of 2019. 
The client, UK franchisee Sandra 
Leong, commissioned branding and 
retail designers, Phoenix Wharf to 
redesign the Covent Garden store. 
The idea was to improve on spatial 
issues while delivering a more 
modern look. The fast-turnaround 
project saw the venue both to close 
and reopen over the course of 
August, with minimal refinements in 
September.

Emma Carter, Creative Director 
at Phoenix Wharf, commented, 
“The Old Chang Kee food offer 
had been incredibly well-reviewed 
since the brand opened in the UK. 
The logistics of the existing Covent 
Garden site, however, offered 
definite room for improvement. 

Phoenix Wharf has completed a colourful refurbishment of hospitality outlet 
Old Chang Kee in Covent Garden, London. 

The interior colours were rather 
muted and the menus not clearly 
visible until you were inside, making 
the offer challenging for anyone 
previously unfamiliar with it.”

From humble beginnings in 
Singapore in 1956, the stall quickly 
became famous for its curry puffs 
attracting customers from far and 
wide. Expansion over the following 
decades saw the brand become a 
recognisable staple of Singaporean 
street life nationwide.  

The brand’s UK outposts feature 
a grab-and-go concept with the aim 
of making authentic Singaporean 
street food accessible to customers 
in London and the UK. A favourite of 
eminent food critics, the signature 
curry puffs sit alongside other 
Singaporean classics.

Phoenix Wharf’s brief was to 
create a more contemporary look 
for the outlet, moving away from 

the understated magnolia interior, 
decorated with trinkets. The Covent 
Garden location also has lots of 
local competition, therefore the 
venue needed to stand out, as well 
as offering easier access for its 
customers.

“A clear balance needed to 
be struck between retaining Old 
Chang Kee’s brand essence and 
heritage and creating the desired 
more modern look and feel,” added 
Emma. “The bright yellow of the 
fascia is an established brand 
colour and had to stay, although 
the tone needed to be punchier 
and make more of a statement. We 
also introduced a blue secondary 
colour to the interior for the first 
time. This immediately adds a 
more contemporary note, as well 
as working well with the yellow. The 
blue has been used for the walls 
and features additionally in the 

A1
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menus and the counter-front tiling 
– as well as being extended to new, 
reusable blue melamine crockery 
and chopsticks, which set off the 
food really well.”

The new layout needed to 
incorporate seating, whilst not 
encouraging too much dwell time, 
as the offer is predominantly 
grab-and-go. Window seating, plus 
two standalone tables for four 
were integrated, featuring loose 
wooden seating, plus one new inset 
banquette in a teak veneer with a 
yellow seat pad. The new tables 
feature a laminate top in a rich 
oyster grey, which allows the food 
and coloured plates to stand out. 
External seating allows for another 
10 customers to eat in situ at any 
given time.

The previous hot food counter 
has been replaced with a new 
1.6m-counter with inset food 
tray display spaces for the curry 
puffs. The new counter top is a 
solid surface material, whilst the 
counter front has been clad in eye-
catching and typically Singaporean 
Dragonera tile.

A new gantry pelmet with curved 
timber detailing has been designed 
to sit above the counter; with the 
easily-legible menu now visible 
on three 50 inch inset illuminated 
digital screens. This is located well 
above head height and is clearly 
visible from the exterior.

Storage was a big part of the 
new design story, allowing takeaway 
packaging that was previously 
visible to customers to be removed 
from sight. Behind the service 
counter is a new ground floor 

Old Chang Kee, 
Covent Garden 

Phoenix Wharf also had a graphic 
remit as part of the refurbishment, 
redesigning the menu and creating 

a new poster in a yellow frame 
for the right-side wall. Newly re-

commissioned brand photography 
works well with the upgraded 

interior and graphic treatment.
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most common charging solution in 
the UK. This has been helped by 
changes to planning regulations, 
which means that electric vehicle 
charging infrastructure is required 
in most new home projects.

Unlike in cities, where AC 
charging is usually sufficient 
for drivers to top up and move 
throughout their days, that isn’t 
always the case in rural areas. 
Those travelling further distances or 
lacking reliable access to charging 
may require faster DC rapid 
charging solutions. Increasingly, 
that’s enabling a 30-minute retail 
economy based on the average 
dwell time. Unlike petrol or diesel, 
electricity is readily available and 
distributed, allowing any business 
to participate in the EV charging 
revolution. 

Many drivers will choose to 
spend their time and money where 
they can reliably charge their 

T he electrification of road 
transport is a primary policy 
goal for the UK, which 
has set a deadline to end 

the sale of new petrol and diesel 
cars and vans by 2035. Although 
electrification has broad public 
support across the continent, it 
will disproportionately impact rural 
areas, where people are often more 
reliant on their vehicles and where 
it can be more expensive to install 
charging infrastructure. 

Battery electric vehicle (BEV) 
sales are one third higher in the first 
half of 2023 compared to the same 
period last year, whilst the market 
share for new petrol and diesel cars 
continues to fall. One advantage 
EV drivers quickly realise is the 
convenience of refuelling wherever 
they are parked, which for most 
people is at home or work. Many 
drivers currently charge in this way, 
with home charging units being the 

Joe Gorman, UK, 
Ireland and Nordics 

Director at 
ChargePoint talks 
to A1 Retail about 
the opportunities 
created from the 

electrification of road 
transport for retailers 

in rural areas. 

October 2023

vehicles. For businesses, such as 
retailers, that means implementing 
seamless charging experiences 
with quality, scalable products 
and effortless services to attract 
customers to spend more time in 
their premises, whilst customers 
benefit from their EV battery being 
topped up more for each extra 
minute they spend relaxing. 

For urban areas, there is 
a commercial need for public 
charging today, and in order for 
rural areas to keep up with urban 
areas, Government investment is 
necessary. However, there’s a role 
for businesses to play as well. Public 
charging will bring lots of benefits 
for drivers and retail shops in those 
hard to reach areas, as well as for 
taxpayers and policymakers.

As the old saying in real estate 
goes, ‘The three things that 
matter most are location, location, 
location.’ Rather than driving 
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How the electrification 
of transport will benefit 
retail in rural areas
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somewhere out of the way to fuel, 
EV drivers in rural areas congregate 
at emerging charging hubs. They 
will arrive alongside travellers 
navigating to these hubs, prompted 
by their EV charging apps or in-dash 
infotainment systems. Along with 
the increased time spent, the range 
of offerings will move far beyond 
standard corner shop fare as well. 
No longer constrained by fast food 
options such as crisps and soft 
drinks, retailers can begin offering 
everything from restaurant meals 
to haircuts. From there, businesses 
can begin catering to customers as 
they see fit. For instance, they may 
choose to use charging to attract 
customers while offering it as a 
valuable employee benefit. 

EV charging has the potential to 
significantly alter the way we view 
our relationship with retail visits. As 
has been seen in Australia, around 
charging stations, sometimes at a 
cafe or other times in a more rural 
location, a strange and wonderful 
communal vibe is developing. 
People are seemingly more likely 
to stop and chat with their fellow 
motorists when charging their 
EVs, thanks to the fact that a lot of 
EV charging hubs have attractive 
businesses for drivers to use whilst 
they charge. Places that wouldn’t 
otherwise see traffic are now 

having the ability to draw in new 
visitors, which is the benefit of the 
30-minute retail economy.

The transformation in transport 
is poised to rival similar disruptions 
in computing, communications 
and entertainment. It will provide 
countless opportunities for 
organisations to benefit from the 
coming shift in consumer behaviour. 
Importantly, it will also allow drivers 
everywhere a chance to charge 
wherever and whenever it makes 
sense for them, as they currently do 
with all their other devices. 

Nobody yet knows how the 
coming 30-minute economy 
will evolve. As we’ve seen with 
previous transformations like 
those in communications with the 
release of the iPhone, or in the 
way peer-to-peer platforms such as 
Airbnb have disrupted hospitality, 
it has the potential to bring new 
investments, valuable services and 
mobility to people throughout the 
UK. It will also give rural areas more 
prominence as more people choose 
to charge their cars in desirable 
locations. Aside from cleaner air and 
fewer greenhouse gas emissions, 
we can all celebrate that.

ChargePoint 
+44 (0)20 3219 6525
www.chargepoint.com

“As the old saying 
in real estate goes, 
‘The three things 

that matter most are 
location, location, 

location.’ Rather than 
driving somewhere 

out of the way to fuel, 
EV drivers in rural 

areas congregate at 
emerging charging 

hubs.” 
Joe Gorman, UK, Ireland and 

Nordics Director, ChargePoint.

A1

Images courtesy of 
ChargePoint.
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a Søstrene Grene app. The app is 
a universe of free content meant to 
inspire our customers to add more 
creativity to their lives. There are 
no deals or special offers as this is 
not part of our concept, but there 
are craft guides, interviews, and 
lots of home décor inspiration along 
with the option to shop in the app. 
So far, more than 450,000 have 
downloaded our app across markets. 

You recently opened a much-
anticipated UK webshop. What were 
the reasons behind launching this 
now and how has this been received 
so far?
As mentioned above, we want to be 
able to deliver the most wonderful 
experience for our customers and for 
us that means being able to offer this 
both offline and online. Furthermore, 
we of course want to be accessible 
for customers who do not live near a 
Søstrene Grene store, of which there 
still are many in the UK. 

Moreover, we have experienced 
a spill-over from online to offline 
sales, having a positive effect on our 
physical stores too. 

Do you have any plans to expand 
further in the UK over the coming 
years?
We are expanding and investing 
massively in our presence in the 
UK, where we hope to be able to 
have opened 50 stores in three to 
four years. On 1st December 2023, 
we will open our very first store 
in Central London at Tottenham 
Court Road. We have been very well 
received by the UK customers in 
our current stores and this warm 
welcome creates huge potential 
to expand our store concept more 
to both larger cities and in smaller 
corners of the UK.

Søstrene Grene
+44 (0)330 818 0848
www.sostrenegrene.com 

Please give us an insight into the 
history of the company.
My parents opened the first Søstrene 
Grene store in Aarhus, Denmark, in 
1973. While my mother had a good 
sense of business and negotiation 
from her father, my father had a 
background as a ballet instructor. 
From this came the inspiration 
for many of the elements for the 
Søstrene Grene store concept such 
as classical music playing through 
the speakers, dark walls like the 
setting in a theatre and staging of 
products using lighting.

To keep costs for the economy 
market low, the store displays were 
built from reused wooden boxes. 
These boxes have since become 
the inspiration for the classic, raw 
wooden boxes that are central in the 
interior of all Søstrene Grene stores 
today.

50 years later, we are a retail 
chain offering a wide assortment 
within home interiors, furniture, 
hobby items, kitchen supplies, 
children’s toys, specialty food and 
candy, gift-wrapping, party supplies 
and more. We now have close to 280 
stores across 16 European markets.

Søstrene Grene has seen huge 
growth in recent years, including 
making its debut in the UK. Why 
do you think your products have 
become so popular?  
Many of the products we design 
ourselves with inspiration from 
our Nordic origins. We believe that 
aesthetics is in the detail and are 
therefore always mindful of the 
importance of the choice of materials 
and colours. We believe that great 
finds depend on a combination 
of aesthetics, quality and price. 
Therefore, our products never cost 
more than they have to.  

Adding to that, we are very 
focused on creating a great customer 
experience both offline and online, 
and we try to tie these experiences 
in together. Last year, we launched 

Søstrene Grene
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Images courtesy of Søstrene Grene.

A1 Retail had the pleasure of 
chatting to Mikkel Grene, CEO of 
Danish homeware brand Søstrene 
Grene, about the success of the company 
and its exciting growth in the UK.

Meeting the needs of modern 
shoppers with enhanced 
connectivity

www.a1retailmagazine.com

items quicker. 
To reap the rewards of these 

digital enhancements, retailers 
need to ensure strong and reliable 
connectivity is available for all 
shoppers. 

Why not Wi-Fi?
While it’s true that retailers are 
increasingly offering free Wi-Fi, 
this isn’t always the ideal solution 
for shoppers due to concerns 
around speed and security. This is 
especially true as shopping centres 
play host to millions of people per 
year, putting huge amounts of strain 
on public networks. 

Alternative connectivity 
solutions, such as Distributed 
Antenna Systems (DAS) allow 
retailers to provide a truly seamless 
experience by eliminating the 
need for customers to connect to 
Wi-Fi via access codes and log-on 
processes. DAS works by utilising a 
network of very low power antennas 
to boost 4G and 5G coverage for 
vast numbers of retail customers 
at a time, across a variety of mobile 
networks. 

With this in place, customers 
can benefit from staying connected 
from store to store without 
disruption or experiencing slower 
speeds and dropped sessions 
common in highly congested 
networks.

Tackling connectivity not-spots 
What’s more, shopping centres 
present unique challenges 
when it comes to ensuring 
reliable connectivity – outdated 
infrastructure, thick walls, steel 
structures and the use of metallised 
glass in building design can impede 

When we think about 
the shopping 
experience of the 
future, it’s safe to 

say connectivity will be at its heart. 
Innovative digital technologies are 
emerging and changing the retail 
landscape by allowing for more 
experiential, personalised and 
contactless services.

As a result, bricks and mortar 
retailers are having to evolve to 
meet the demands of tech-enabled 
customers who increasingly expect 
the in-store shopping experience to 
be digitally enhanced. 

Many retailers will be 
familiar with the way in which 
tech is influencing shopping 
experiences today: offers and 
reward schemes can be provided 
through mobile apps and QR 
codes, as well as online checkouts 
and more. While these options 
streamline the shoppers’ in-store 
experience and reduce queues 
and congestion at fixed payment 
points, the implementation of 
these technologies requires robust 
connectivity. Poor signal leading to 
long loading times could hamper 
the customer experience and lead 
to frustration.

What’s more, the rise in 
augmented reality (AR) has also 
allowed retailers to further enhance 
the in-store experience. For 
example, AR can allow customers 
to virtually “try on” products, with a 
well-known beauty brand recently 
launching an app that allows 
customers to experiment with 
make-up products without the need 
for a physical tester. Some stores 
are also using AR to help guide 
customers through a store to locate 

Tim Loynes, Director at Cellnex UK In 
Building Solutions, explores shopping 
trends on the horizon and offers advice on how 
retailers can provide immersive, smooth retail 
experiences for the tech-enabled customer.

October 2023

wireless signals, resulting in weak or 
inconsistent internet connections. 
For retailers who are based in old 
buildings with poor connection, it 
can be a frustrating obstacle in the 
way of digitally enhancing their in-
store experience. 

Buildings can be retrofitted with 
In-Building connectivity solutions 
to solve this issue. DAS provides 
enhanced cellular coverage to 
effectively handle high data traffic 
volumes and extending the reach of 
wireless networks. By strategically 
placing antennas throughout the 
premises, DAS overcomes the 
limitations posed by thick walls 
and structural obstacles, ensuring 
strong and consistent 4G or 5G 
indoor connectivity for customers.

With the digital trends making 
waves in the sector, retailers must 
ensure their buildings are fit for 
digital transformations now and into 
the future. 

Cellnex 
+44 (0)20 4526 8553
www.cellnex.co.uk
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