retail lighting

Breaking Boundaries
Lighting designer Romano Baratta has broken away from the norm in illuminating the
Frezzato Pharmacy in Lavagna, Italy, thanks to formalighting’s Motolux fixtures.
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diﬀerent areas and marks out the peculiarity of the goods, using light

redeﬁned the boundaries for lighting pharmacies – a
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products. Furthermore, thanks to the ﬂexible positioning of the

light layers that, orchestrated together, create a luminous symphony

ﬁxtures, the light scenarios focus on diﬀerent areas at diﬀerent
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