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ACNE STUDIOS AOYAMA

Acne Studios reopened its Aoyama flagship store after relocation and expansion.
The total retail area is approximately 771 m?, making this the brand’s largest
flagship store worldwide to date.

The store spans three floors (including basement), carrying the full range of Acne
Studios products: men’s & women’s apparel, footwear, accessories, bags,
eyewear, etc.

Concept & Design — A Fusion of Swedish Minimalism and Tokyo Energy

*The architectural/design concept was realized by Swedish studio Halleroed in
collaboration with Acne Studios’ Creative Director Jonny Johansson.

*The interior is dominated by pink granite — used for floors, walls, and fixtures
— which is a signature material in Acne’s global retail spaces.

*Store furnishings include custom seating by London-based designer Max Lamb,
combining leather and fabric in flowing forms — adding sculptural softness
against the solid stone backdrop.

*Lighting was specially designed by Paris-based designer Benoit Lalloz to enhance
spatial rhythm and ambience.

*The overall spatial language fuses Acne’s global retail identity with inspirations
drawn from Tokyo’s urban density and layered architectural context — resulting
in a “brutalist-minimalism meets refined minimalism” aesthetic.

Exclusive Offerings & Artistic Collaborations

*To mark the store’s reopening, Acne Studios launched a Japan-exclusive capsule
collection in collaboration with renowned Japanese ceramic artist Takuro
Kuwata. This includes reinterpreted denim, bags, small leather goods, and
ceramic art pieces displayed in the store’s basement.

*The store’s complete collections — menswear, womenswear, shoes, accessories,
eyewear — are all available. The flagship thus functions as a full “headquarters
store” for Acne in Tokyo.

AREA: AOYAMA
JULY 2025
STORE SIZE: 771m?

Strategic Significance for Acne Studios & Tokyo Market

*This move represents Acne Studios’ commitment to Tokyo as a global strategic
hub — upgrading from a smaller store to a large flagship flagship in a prime
shopping district.

*The design and location (on a main shopping street corner in Aoyama) signal a
stronger brand presence and higher visibility among luxury/fashion-savvy
consumers in Tokyo.

*The use of local collaboration (with Takuro Kuwata) shows an integration of
Japanese aesthetic sensibility — reinforcing brand relevance in Japan while
maintaining global identity.

Brand Messaging & Cultural Resonance

*By combining Scandinavian minimalism with Tokyo-inspired urban context and
collaborating with a Japanese artist, the store embodies a cross-cultural dialogue
— positioning Acne Studios not just as a foreign luxury brand, but as a fashion
house that respects and engages with Japanese creative culture.

*The “immersive retail experience” (architecture + art + full collection + exclusive
items) aligns with current trends in luxury retail, where physical stores are not
just points of purchase, but brand- and lifestyle-experiencing spaces.

*This approach supports Acne Studios’ global image of being modern, minimal,
creative, and art-oriented — while deepening roots in a key Asian market.
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