
VIENNOISERIES
Viennoiseries are made from 
a yeast-leavened dough in a 
manner similar to bread, or 
from puff pastry. Viennoiserie 
such as croissants, Danish 
and brioche got their name 
and fame after the bakery of 
Austrian entrepreneur August 
Zang opened in Paris in 1839.

CUPCAKES
Why the cup cake? Children 
and grown-ups (women 
mostly) love them because 
of their playful look and 
extremely (painfully) sweet 
taste. The cupcake shop 
is a recent form of pastry 
specialization very popular in 
metropolitan areas. 

DONUT SHOP
Of all pastries probably 
donuts probably are the 
most American. Donuts are 
accessible American food, 
not too healthy and big 
business. Many countries 
have their own version of fried 
dough pastries among them 
oliebollen en churros. 

PATISSERIE
A pâtisserie is a French-style 
bakery that specializes in 
pastries and sweet goods. 
Patisserie can refer to the 
shop and to the goods 
sold their. They have a very 
distinctive look, decidedly 
different from the German 
Konditorei counterpart. 

MACARONS
Macarons are an 18th century 
invention. Their current form 
was shaped by pâtisserie 
Ladurée but it is Pierre Herme 
who reinvented the macaron. 
They are akin to the Little 
Monsters, the fans of Lady 
Gaga and have become a 
global craze.  

AFTERNOON TEA
Low tea, high society-contrary 
to expectations it was British 
high society that from from 
the 17th century had a ‘low 
tea’ between 3 and 5PM, 
whilst the workers had ‘high 
tea’- a light meal between 5 
and 7PM. 

CHOCOLATERIE
Chocolate is a key ingredient 
in pastry. Together with 
bonbons they has developed 
into an independent domain. 
Larger companies, brands 
and chains have developed 
IN�THIS�lELD�BECAUSE�OF�THEIR�
relative ease of distribution 
and preservation. 

ICE CREAM
Ice cream is the most 
accessible and popular of all 
dessert types. The Persian 
Empire had the earliest 
examples of it, while Later 
on Marco Polo is said to 
have exported the milk based 
ice cream concept from the 
Chinese.

CONFISERIE
4HE�CONlSERIE�IS�A�STORE�THAT�
sells sweetened goods and 
candy. Originally these were 
fruits that were cooked with 
SUGAR��.OWADAYS�CONlSERIES�
have branched out into all kind 
of sweets including bonbons. 
They often have an abundant 
rich interior.

KONDITOREI
The Konditorei has a 
German/ Austrian origin. It is 
a traditional place to buy 
sweetened goods or sit down 
and have a cake and a coffee. 
What the couch is to psycho-
analysis, Sacher-torte is to the 
Wiener Konditorei. 

WAGASHI
Wagashi are  traditional 
Japanese confectionery often 
served with tea. They are 
often made of mochi, azuki 
sweet bean paste, macha, 
green tea or fruits.  There are 
many kinds such as manji and 
monaka and each region has 
its own specialties. 

PUDDINGS
The pudding shop is a 
typical niche invention. This 
tiny place in Meguro Tokyo 
specializes in different types 
of custard pudding, among 
them pumpkin, macha (green 
TEA	�AND�CHESTNUT�mAVORS��
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Dear Reader,      Amsterdam, December 2012

This New Year’s card takes a light tone. It focuses on patisserie, a topic that is very dear 
to me. The focus is not so much on pastry itself, but rather on pastry shops and how they 
have found their place in the city. Patisserie might be a French word, but it is a global 
phenomenon. 

Patisserie is a festive kind of food and as such, is deeply embedded within cultural rituals. 
It is made and consumed to celebrate special events from birthday to religious holiday 
and from state banquet to wedding ceremony, or without any more reason than pleasure 
itself. Patisseries also tell of the architecture of seduction. The shopping window offers 
a view of an almost theatrical performance that takes place between buyer and seller. 
Patisseries give a sense of joy to the city. They are the icing on the cake, so to say. What 
about 2013? What will the year bring?  Dark chocolate for darker times or sweets to 
celebrate?
I wish you all the best for the new year!

With kind regards,  Kai van Hasselt,  Shinsekai Analysis 

If one analyses the in- and  exteriors of pastry shops certain things take notice. There 
seems to be an implicit, but strict design principles to which most patisseries shops 
ADHERE��/NE�CAN�lND�THE�TEN�ELEMENTS�WHICH�WE�HAVE�DRAWN�ON�THIS�MODEL�PATISSERIE�IN�
almost all pastry shops in the world. The elements are numbered in order of declining 
importance:  1 the shop window, 2 the façade, 3 the counter  and so forth. Together 
THESE�DESIGN�ELEMENTS�INmUENCE�THE�CUSTOMER�EXPERIENCE�OF�THE�STORE��

The most important element, the pastries themselves are not mentioned here, they are 
they the objects which are staged in this design environment. The pastry shop can be 
seen as a kind of set-design where pastries are sold and against which background 
a somewhat theatrical ritual is performed.  Managing this condition is crucial for the 
expectations, experience, taste and perceived quality of the goods sold. Thus the 
(interior) design of patisserie is an architecture of seduction. In each phase different 
aspects of the relationship between customer, seller, chef and product are being 
RElNED��(E�OR�SHE�WHO�MASTERS�ALL�ELEMENTS�RIGHTLY�WEARS�THE�TITLE�MASTER�PASTRY�CHEF��

The geography of pastry stores is an insightful way to analyse 
the real estate values of a city. The density of patisseries 
roughly overlaps with the most appreciated residential and 
commercial districts. An interesting case is the Southern 
area between the Singel and Prinsengracht in Amsterdam. 
Historically, in the site streets of the canals the merchants 
to the canal residents worked and sold their goods. This 
PATTERN�STILL�HOLDS�lRMLY�AS�THE��AREA�FORMS�THE�GOLDEN�
triangle of pastry shops in Amsterdam . It spreads out into 
the established South part and de Pijp. Similar to the way the 
AVAILABILITY�OF�CAPPUCCINO�IS�AN�INDICATOR�OF�HOW�GENTRIlED�A�
neighborhood is, the density of and distance to pastry shops 
indicates how established or desirable an area has become. 

The question is, can one also reverse the relationship? 
Would the presence of a good patisserie lift the value and 
attractiveness of a street or neighborhood? Is there, in another 

words, a way to capture the value and positive externalities 
that patisserie brings to an area? The proof of the pudding 
is in the eating and the challenge is out there for a real 
estate developer and a pastry chef  to collaborate and make 
it work.  

Historically pastry has been part of the palace culture and 
patisserie traditions have spread along different European 
elites. The story goes that Austrian born Marie Antoinette, 
wife of King Louis XVI, requested a fresh croissant every 
day.  According to NPR writer Melissa Block “ Patissier 
Marie-Antoine Câreme baked Napoleon’s wedding cake, 
and dazzled Britain’s future King George IV at Brighton’s 
Royal Pavilion. He created masterpieces for the Romanovs 
IN�3T��0ETERSBURG�AND�SOUFm½S�mECKED�WITH�REAL�GOLD�FOR�
the Rothschilds in Paris.” Câreme became known as the 
founder of haute cuisine and ‘the king of chefs and chef of 

KINGS���(E�WAS�PROBABLY�THE�lRST�CELEBRITY�CHEF�

Something of that relationship between pastry and court 
life is still visible in luxury hotels, the modern day bastions 
and palaces. In need of good pastry in Kampala, the capital 
of Uganda? Go to the 5 star, Aga Khan owned, Serena 
Hotel. They have an excellent in-house pastry shop. Any 
self respected restaurateur prides himself on having a well 
trained pastry chef. In that world, a training from the CIA 
(the Culinary Institute of America in Poughkeepsie, Upstate 
NY) is a passport that opens many more doors than that 
from the other CIA in Langley, Virginia. Patisseries with 
their historic roots and relation to luxury retail play a role 
in establishing or maintaining the atmosphere and/or 
desirability of a neighborhood. It is not just about what is 
sold inside, but also their presence impacts an area.

1  Pompadour  

Huidenstraat 12 en Kerkstraat 
148  
2  Kuyt

Utrechtsestraat 109-111 
3  Holtkamp

Vijzelgracht 15
4  Tout

Maasstraat 105
5  van Welie  

Beethovenstraat 72 en 
Gelderlandplein 173
6  Arnold Cornelis 

Van Baerlestraat  +  
Elandsgracht 78, 1ste 
Constantijn Huygensstraat
7  Le Fournil de Sébastien

Olympia plein 119
8 van Avezaath- Beune

Johannes Verhulst straat 98 
9 Poptasi- macarons

Gerard Doustraat 103
10 Van Velze 

1ste Oosterparkstraat  7
11 Lanskroon

Singel 385

/N�THE�MAP�ONE�lNDS�THE�TOP����PATISSERIES�OF�!MSTERDAM��
Each is given a circle depending on the proximity to 
surrounding shops.  The map shows the intensity of 
Amsterdam’s pastry urbanism. The higher the density, the 
more desirable a location is.

12 Unlimited Delicious

Haarlemmerstraat 112  
13 Puccini

Staalstraat 17 en Singel 184
14  Petite Pâtisserie Sol 
Sint Antoniesbreestraat 25c
15 Douglas Delights

Nw.Weteringstraat 47 (op 
afspraak) 
16 De taart van mijn tante 

Ferdinad Bolstraat 10  
17 Mondaine pastry, 

icecream & tearoom

Overtoom 85
 18 pop-up bakkerij Zoet, 

Zuur en Zout 

ZuiderMRKT (Jacob Obrecht 
and Johannes Verhulststr.) 
19 patisserie van Perlo

winkelcentrum Amsterdamse 
Poort, 1e van Swindenstraat 
20 special mention to bakerij 
Paul Annee (mostly savery 
but extremely good bread)
Runstraat 25

8. DISPLAY GOODS
What kind of display goods does a 
patisserie use?. For some the food 
itself is on display and customers can 
choose from a selection in  the shop 
window  The Japanese are famous 
for their precisely manufactured fake 
show case food. 

2. COUNTER 
The counter is the second most important element of a pastry 
shop. The counter introduces a separation in the space, 
between client and baker, between spectator and object of 
desire. The act of OTC trading (over the counter) versus the DIY 
(Do it yourself) model holds up the tradition of selling pastries. 

1. SHOP WINDOW
4HE�SHOP�WINDOW�IS�THE�SIGNIlER�OF�A�PATISSERIE�AND�
a crucial elements of its design. Shop windows 
offer the passerby a doll house like glimpse into 
what goes on inside.      

3. FAçADE
The façade, the outside of a pastry shop is 
often painted or decorated in a particular 
color. On the backside of this poster you 
will example from all over the world. 

10. TAKE AWAY OR TO STAY?
Some patisseries are take-away shops only, 
others  have (added) a tea salon, lunch room or 
grand café. 

9. ACCESSIBILITY
Accessibility describes the openness and 
atmosphere of a particular bakery. Does 
it make one feel welcome or does it treat 
customers with arrogance? 

6. STYLE
Style is related to most elements of a patisserie shop: from 
the physical product, to the store design and packaging. 
Style sets one patisserie apart from the other and helps 
clients decide where to go.  successful bakeries.  like 
fashion labels have over the years created a kind of brand 
image.  

5. PACKAGING
Packaging is what comes between acquisition 
and consumption. It blends the practical 
of bringing the goods safe home with  of 
expectations management and branding 
exercise.

4. THE AWNING
The awning sheds the interior of the shop from the sun 
light. This is important because most products are fresh 
and can melt. Many awnings have a distinctive color 
pattern and identify the shop in the street.

7. SERVICE
What kind of service you receive from a street 
vendor, or in a bakery, restaurant or hotel lobby 
can make all the difference in the price you pay 
for pastries.



Bissinger’s
St Louis

Cheesecake factory
Pittsburgh

Toni patisserie
Chicago

Toni-shop window
Chicago

Walmart
Houston

Miel Patisserie 
Philadelphia

Shogoin  Yatsuhashi
Near Kiyomizu Temple

Wagashi shop
Gion district

Malebranche
Near Kiyomizu Temple

Wagashi shop
Near Kiyomizu Temple

Pâtisserie des Rêves
Kyoto

Berry Cafe
Kyoto-station

ArtsCaffe
Westgate, Nairobi 

Boulanger-patissier
Tanger, Morocco

Ice cream parlor 
Triangle d’Or, Casablanca

Moema’s 
Parktown Johannesburg

Brunella
Sao Paulo Int. airport

#ONlTERIA�%L�,OUVRE
Montevideo

Café König
Baden-Baden

#ONlSERIE�3PRÍNGLI
Zurich

#ONlSERIE�"R¹NDLI�!'
Basel

,ADUR½E
London

Turkish Delight shop
Istanbul

Konditorie Heinneman
Dusseldorf

Bel Ami
68th St x Madisson Ave.

,ITTLE�CUPCAKE�BAKESHOP
30 Prince street

,INDT�
692 5th Ave.

Financier Patisserie
World Financial center

Financier –interior
Fulton street 

Wholefoods
Columbus Circle

Pompadour
Amsterdam

Specialist Jagers
Enschede

Poptasi
Amsterdam

Holtkamp
Amsterdam

Kuyt
Amsterdam

Pop up Beluga
Maastricht

Boulanger
Minato, Tokyo

Food court
Maranuchi, Tokyo

Pudding shop
Meguru, Tokyo

Clarks Inn
Hubli, India

4RADITIONAL�CONlSSERIE
Seoul, S-Korea

Macha bakery
Tokyo

'ODIVA
Antwerp

#ONlSERIE�4EUSCHER
Zurich

Maison Bertaux
London

,OLA�S�+ITCHEN
London

"AR�'IGI��0ASTICCERIA
Stresa

Konditorie Heinneman
Dusseldorf

Aki Boulanger
Rue Sainte-Anne

,E�-OULIN�DE�LA�6IERGE
Rue St-Dominique

Boulangerie Poilâne
Rue du Cherche-Midi

Fauchon
Place de la Madeleine

Christian Constant
Rue Assas

Angelina tea room
226 Rue de Rivoli

4HE�%UROPEAN�TRADITION�OF�PASTRY�MAKING�lNDS�ITS�ROOTS�
in the Mediterranean and in the wide spread Ottoman 

empire. The Romans, Greeks , Phoenicians and probably 

even the Egyptians had philo-dough based pastries. The 

introduction of butter meant an innovation for the way 

Northern Europeans baked pastry during the Middle 

ages. Stiffer and better shaped pastries were developed 

because of new baking techniques and ingredients. 

The word Konditor stems from the Latin word candire, 

which means “candying of fruits”. The profession of 

konditor or patissier developed out of that of the baker 

around the 15th century when some experimented with 

adding honey and dried fruits to bread dough.  From 

the 16th century pastry recipes have been traced in 

places like Russia and Portugal. Each country has given 

its own twist to pastries. These so called Lebküchler 

found a guild in Nurnberg, Germany around 1643.  They 

developed a side practice around wax, a rest-product of 

honey. Accordingly, they also became candle makers for 

the Church. 

Sugar and spices entered Europe from the Orient through 

Venice and Genova. Sugar was very expensive and only 

pharmacists could trade it. Because of this, the work 

OF�THE�KONDITOR�OR�CONlSERIST�WAS�RELATED�TO�THAT�OF�THE�
pharmacist. Spanish and Portuguese traders introduced 

chocolate to the European elites, which they imported 

from South America from the 16th century onwards. In 

the 18th century chocolate received a wider reception 

and chocolate saloons opened in many cities. When 

sugar beets became mass produced and broadly available 

that too lead to a spur of pastry developments.   Actor 

and writer Vincent Schiavelli wrote that, “For centuries, 

almond paste (used among others for marzipan )was 

Sicily’s greatest export, prized as far north as the royal 

courts of Scandinavia.” 

Asia has its own pastry traditions. They are based on 

ingredients like rice, sweet beans and macha (green tea). 

They are less sweet than in Europe. China, Korea and 

Japan all historically have patisserie styles which were 

intertwined with temple and palace life. Nowadays some 

of the most important patisserie innovations stem from 

the cross-over between Japanese and French traditions. 

South America too has its own very outspoken pastries 

BASED�AMONG�OTHERS�ON�MILK��LIKE�mAN��DULCE�DE�LECHE��
and pastel de tres leches or variations on a theme of fried 

dough like churros. Similar to wine one could loosely 

speak of the terroir, ‘a sense of place’ of pastry, because 

each city and region has created its own specialties 

according to the availability of certain products, historical 

developments and the local taste. The current phase of 

globalization seems  only to expand and accelerate the 

multitude and cross breading of pastry recipes.

For more information on Pâtisseries sans frontières please go 

to Shinsekai.nl  
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