
THE
ISLAND

I s it a plane? A bird? A ship? Access it over land? Take the travelator via the 
underground tunnel? Or arrive by private boat? Rarely does a retail store 
throw up so many doubts, choices and questions, and that’s before you 
even make it inside. But that is the beauty of the latest Maison for the 
almighty fashion label, Louis Vuitton (LV). Jutting out from the sea, the 

41,000-square-foot Peter Marino-designed LV Maison, opened just a few 
months ago, has already carved a space for itself on the breathtaking Singapore 
skyline. Sitting on the waterfront of the Marina Bay Sands hotel, the luxury 
store is so imposing that it’s being dubbed ‘The Island’.

It was Yves Carcelle, Chairman and CEO, Louis Vuitton, who convinced the 
government of Singapore to allow LV to open its first Maison (home to LV’s 
iconic show collections alongside a separate space to display art and culture) in 
south-east Asia, in a space originally commissioned for a food centre. 

With interiors reminiscent of a luxury liner and an exterior that 
glitters in the sea, Louis Vuitton’s first Asian Maison is a unique 

shopping experience.  got an all-access tour
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LUMINOUS
The crystal pavillion glowing like “a lantern in the 
sea”, according to architect Peter Marino.

RETAIL

“Yves is so intuitive when it comes to retail. As an architect it’s 
a fantastic challenge to be told you’ve got to make this kind of a 
store,” said Marino, during the opening in Singapore. 

The LV Maison showcases a bookstore, an art gallery and a 
floor dedicated to travel, featuring luggage and accessories 
amongst its collections of men’s and women’s fashion, watches 
and jewellery. Modelled after a ship’s sail, the world’s fifth Louis 
Vuitton Maison features an outdoor loggia to recreate a luxury 
yacht’s private deck. Marino found inspiration in the sea on 
which ‘the Island’ sits, lending a nautical sentiment to the design 
and allowing three separate entrances to ‘the Island’. “Louis 
Vuitton launched the first ‘Steamer’ bag and the origins of the 
brand were inspired by the sea,” explains Carcelle, who is also an 
avid sailor. Shoppers moving along the travelator can see the 
over-110-year-old ‘Steamer’ bag’s evolution, from 1901 till today.  

CROSSING OVER
‘The Island’ can be accessed via a boat landing at the private jetty. 
Even the conventional walk, through an underground tunnel 
opening into the centre of the showroom, feels like a secret 
escape. The floor-to-ceiling glass façade looking out to the bay 
sparkles like a crystal in the Singapore sun. At night, it glows        >  

(Clockwise from top right) 
DIFFERENT LANDSCAPES  
Recreating the deck of a private 
yacht, the outdoor loggia 
overlooking the Singapore bay 
is an ideal spot for shoppers 
to unwind; Havana-born artist 
Ruben Toledo’s commissioned 
mural on his interpretation of 
Singapore city life can be viewed 
while walking up a winding 
staircase; in contrast to the 
bright women’s universe is the 
darkness of the men’s area, with 
ink-blue carpets highlighting the 
timber-and-white interiors.
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<    “like a lantern in the sea”, says Marino. 
Shoppers entering from the Basement 2 level of the Marina 

Bay Shoppes are instantly transported to a world of calm. It starts 
from the moment you step into the bookstore, housing a 
collection of carefully curated art and culture tomes. An angular 
staircase showcasing a mural by Cuban-born artist Ruben Toledo 
leads directly to the luxury timepieces and jewellery collection.

The travelator, also on the Basement 2 level, is part-airport, 
but also evokes a dreamy under-the-sea quality as shoppers enjoy 
the art installations by 16 artists from around the world. The 
conversation piece is a cast-bronze sculpture of a mythical 
creature by Australian-Aboriginal artist, Dennis Nona. 
Twinkling LEDs from the ceiling complete the aquatic theme.

Taking the escalators up to the First level, there’s a completely 
different aesthetic. Marino has utilized the crystal windows to 
create a feeling of being out at sea. The floor houses signature        > 
<     men’s and women’s collections. The two ‘universes’ are split 
down the middle—natural sunlight and bright light encase the 
women’s apparel and bags area. On the men’s side there’s darker 
panelling to complement teak wood floors buffed to the nines, 
recreating the atmosphere of the inner depths of a yacht. 

The women’s ‘universe’, in contrast, engages the natural 
sunshine, as if sailing above water. While the men’s area uses low, 
matte ceilings to further the underwater feeling, the women’s 
section utilizes the high glass ceilings and white mesh drapes to 
allow in controlled amounts of sunlight. “We faced a real 
challenge with lighting when we conceptualized the store,” says 
Marino. In addition to the intense afternoon heat was the 
limitation of working with the already-fixed façade of the crystal 

pavillions, designed by Moshe Safdie for the Marina Bay Sands. 
Marino’s team spent months marrying glass and panelling in just 
the right proportions for a comfortable, non-stuffy ambience.
SCULPTED ANGLES
The Upper Strut, a wooden installation by Turner Prize winner 
Richard Deacon, lends the finishing touch. The 8-by-15-metre 
structure is suspended and can be perceived when standing below 
the artwork, or viewed at eye level from the top floor. “If you are 
looking at the surface from underneath, it is as if you are within 
its world. However, from the mezzanine you appear to be sailing 
along that surface,” says Deacon of the piece that was so big it had 
to be assembled in three overlapping and interlocking parts. 
Marino commissioned the site-specific installation in late 2010. 
Deacon drew a parallel between Louis Vuitton’s historic 
relationship with steamships and the wood used in his piece, 
which had to be steamed then twisted into shape. 

Deacon’s artwork takes on a whole new meaning when 
shoppers ascend the stairs leading to the travel luggage display. It 
is an unparalleled vantage point to see every layer of the Maison. 
The installation makes you feel as if you’re swimming in the 
ocean, reminding you that perspective is everything. 

The Basement level is all twinkling lights and magical 
colours of the artwork—as if you are in the depths of the ocean. 
But by the time you reach the outdoor deck on the highest floor, 
you could be enjoying the sunshine on your very own private 
yacht. The different modes of travel are also in keeping with the 
voyager theme. Visitors are constantly on the move, exploring 
the different levels of the store, arriving via different modes of 
transport. “The store should be remembered for the products, 
but we hope it will also be remembered for the experience. 
You’re leaving behind the hustle and bustle, and when you look 
at the water from the windows all around you, it’s a literal and 
metaphorical voyage,” says Marino.    
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IN THE AISLES 
Sharp angles of the Upper 
Strut installation make for 
an arresting mobile over 
the women’s bag bar.
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‘ The store should be remembered for 
the products, but we hope it will also be 
remembered for the experience.’  

~ Peter Marino
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