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Retall Stores pf the

hain Store Age celebrates the winners

of its 26th annual design competition,

which attracted entries from around the
globe. G by Guess, a new concept from Guess?
Inc., was honored as the best overall entry, Store
of the Year. In addition, there were 29 first-place
awards and nine honorable-mention awards in
the various categories.

The judges for this year’s competition were

Peter Kelly, VP, store planning and facilities
management, Brown Shoe, Madison, Wis.;

Steve Kitezh, director, colors and materials,
FITCH, New York City; George Holz, director
of construction, Foot Locker, New York City;
and Sue Nicgorski, director, T.L. Martin &
Associates, Wayne, Pa. (Judges whose firms sub-
mitted entries in the competition did not vote in
the respective category.)

All of the winning projects are profiled
in this special section. All received first-place
awards, except where noted. Additional photos
can be viewed on www.chainstoreage.com.
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66 G by Guess, overall winner of the Retail Store of the Year
competition, has a California vibe and a cool atmosphere.
68 REI’s eco-prototype advances green building and design.
69 New Balance mixes style with flexibility.
69 Minimalist setting puts spotlight on merchandise at
A/X Armani Exchange.
70 Design for Under Armour embodies the excitement and
emotion of sports.
70 Visual imagery, architecture and displays make for unforgettable
experience at Bass Pro Shops Sportsman’s Center.
Bloomingdale’s extends its signature style in new directions.
Neiman Marcus is a study in modern glamour.
Artist-inspired interior creates a sense of discovery at ILORI.
Engaging design makes shopping easier at Select Comfort.
3rd Nature is targeted to performance cyclists.
Streamlined design enhances the shopping experience at Best Buy.
Saturn presents its cars in a sleek, contemporary showroom.
America’s Mattress showroom delivers a strong brand message in an
inviting environment.
Mr. Clean Performance Car Wash is big on family appeal.
Innovative exhibit space reflects Timberland’s environmental positioning.
Elephant Pharm combines traditional drug store offerings with herbal
remedies in a lively space.
76  Flooring America engages customers with
easy-to-shop, home-like setting.
77 Neiman Marcus makes a dramatic first impression with undulating,
stainless-steel exterior.
77 The Home Depot transforms facade into a powerful brand statement.
78 Dynamic visuals enhance immersive, playful environment at Ridemakerz.
78 M&M’s World New York boasts three levels of interactive attractions, gifts,
souvenirs—and fun.
79 Las Olas Plaza’s light, breezy feel complements its beach locale.
79 Design of Chicago Botanic Garden Shop is in sync with its garden-like setting.
80 City Market entices the senses and evokes the feel of a European gourmet market.
80 Contemporary, Mexican-style artistry highlights Larroc.
81 Sophisticated accents add to the dining ambience at mesh.
Floating, curved-wood panels set off Vivi Ristorante.
40 Carrots has a bright, modern feel.
Fresh offerings take center stage at WOW!
SAQ Selection displays wine and spirits in a warm,
customer-friendly space.
Samsung Electronics Brand Shop is in tune with brand.
Sunglass Hut calls attention to eyewear’s fashion-accessory status.
Casa Palacio displays luxury home furnishings in an upscale
environment.
Seibu blends elegant design with Japanese aesthetic.




RETAIL STORE OF THE YEAR

he design for
Elephant
Pharm, which
combines tradi-
tional and herbal phar-
macy offerings, works to
establish the brand as the
premier authority on
wellness, and living a fit
R and sustainable lifestyle.
% The overall environment
% has a feeling of lightness
g and well being. The
: architecture of the
¥ 13,000-sq.-ft. store seam-
E lessly integrates the tradi-
5 tional pharmacy depart-
ment and the herbal area. Both have focal points to direct
Drug Store customers, and the adjacency of the two creates a dialogue

Elephant Pharm between t-he a-v'aulable remedies. Ir'1 kfeepmg with the'wellness
Walnut Creek. Calif. and sustainability themes, the majority of the space is com-
Design: McCall Design Group, San Francisco posed of materials with a recycled content of at least 20%,

and the airy sales area uses low- to no-VOC finishes.

looring America’s new prototype turns

one of the more complicated retail

experiences—selecting a floorcover-

ing—into an intuitive, easy-to-navigate
customer journey. Focusing on the female con-
sumer, the design creates an inviting, comfort-
able space that addresses the way she wants to
shop for products for her home. Warm lighting,
dropped ceilings and nesting tables enhance the
intimate, home-like setting. Flooring insets
throughout the 3,491-sq.-ft. store highlight the
various types of flooring options and emphasize
the brand’s installation expertise.

Home Improvement

Flooring America
Hooksett, N.H.
Design: FRCH Design Worldwide, Cincinnati
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Exterior—Freestanding

(100,000 sq. ft. or less)

Neiman Marcus
Natick, Mass.

Architect: Elkus Manfredi Architects, Boston

eiman Marcus
makes a memorable
first impression in
Natick, Mass., with
a bold and dramatic facade.
The undulating, patterned
stainless-steel exterior is
evocative of a silk scarf billow-
ing in coastal breezes. To cre-
ate the simple and elegant
flowing-fabric form, alternate-
ly inverted geometric cones
were placed adjacent to each
other around the perimeter
of the building’s exterior. The
pattern on the skin was
designed to reinforce the flow-
ing nature of the building’s
form, and the metal panels,
were textured and beadblasted
to create a soft, silk-like sheen
when sunlight hits the surface.

Exterior—Freestanding

(greater than 100,000 sqg. ft.)

The Home Depot
Jersey City, N.J.

Architect: SBLM Architects,
New York City

CHAIN STORE AGE, FEBRUARY 2008

he Home Depot leverages its signature brand elements to turn
the entire facade of its store in Jersey City, N.J., into a power-
ful visual statement. The chain’s familiar orange hue and sign
extends to 50-ft. rhythmic wing-like forms in an angled, saw-
toothed footprint of scalloped, corrugated-metal panels constructed on
stainless-steel frames and composite decks. Panels fan out on the build-
ing face and create display windows via a glazed curtain-wall, allowing
the store to showcase products to traffic flowing in and out of the near-

by Lincoln Tunnel.

www.chainstoreage.com
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new concept in
experiential retail-
ing, Ridemakerz
offers an immer-
sive and playful environment
where kids from 6 to 106 can
build their own customized
toy cars and trucks. The
design is automobile-
inspired, combining elements
of an auto showroom, parts
store, custom body shop and
a car show. There are seven
zones in the 3,000-sq.-ft.
space; each one has its own
specific role in the car-mak-

visuals. From the high-impact “hero car” graphics
to the black-and-white checkered flooring with
embedded messaging, Ridemakerz is fun from the
word “go.”

ing process. The decor has a Attraction Retailing
larger-than-life feel, with 3-D fixtures and dynamic (less than 5,000 sqg. ft.)

Ridemakerz
Myrtle Beach, S.C.
Design: Kick Design, New York City
and Adrienne Weiss Corp., Chicago

TOM McCAVERA, BALDWIN, N.Y.
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ARK STEELE PHOTOGRAPHY, COLUMBUS, OHIO

he M&M’s brand takes on Manhattan's Times

Square in a 25,000-sq.-ft. glass box that boasts

three levels of interactive attractions and one-of-

a-kind gifts and souvenirs—not to mention 72
different variations of its namesake confection. Featuring
two enormous video screens on the exterior, the all-glass
storefront allows the colorful interior to serve as billboard
and beacon for the famous brand.

Inside, the design reflects the fun, color and character
of M&M’s. Shapes throughout the space are consistently
curved to recall the uniquely rounded candy. Signature dis-
plays, cabinetry and furniture are smooth, glossy and as
seamless to the touch as possible and done
in the classic M&M’s colors. Larger-than-life replicas
of M&M's brand characters are fashioned with a
distinctly New York twist.

Attraction Retailing
(greater than 5,000 sq. ft.)

Exterior
(5,000 sg. ft. to 25,000 sq. ft.)

M&M’s World New York
New York City
Design: Chute Gerdeman, Columbus, Ohio
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as Olas Plaza has a light,
breezy feel that comple-
ments its beachside set-
ting. The architectural
form of the 47,662-sq.-ft. center was
inspired by, and resembles, the bil-
lowing sails of boats in nearby
Acapulco Bay. A grand rotunda with
a sloping skylight roof defines the
main entrance of the mall. The inte-
rior features tall clerestory windows,
which allow for plenty of natural
light, and a colorful wave-like mosa-
ic in varying shades of ocean blue.
The flooring is a honed and pol-
ished porcelain tile in complement-
ing shades of beach-sand colors
fashioned in curved, overlapping
patterns.

Shopping Center
Las Olas Plaza

Acapulco, Mexico
Design: Pavlik Design Team, Fort Lauderdale, Fla.

DANA HOFF PHOTOGRAPHY

he Chicago Botanic Garden Shop
redefines its retail space with a
dynamic environment that presents
product “stories” crafted around
horticulture, botany and related arts.
Panoramic windows overlooking the grounds
are incorporated into the merchandise set-
ups, with the lush views and natural light
serving as an ideal backdrop for the interpre-
tive product displays. A bold graphic frieze
featuring subtle messages, soft colors, plant
silhouettes and other images about the garden
runs along the upper wall, unifying the 3,660-
sq.-ft. space.

Museum Shop

Chicago Botanic Garden Shop
Chicago

Design: Charles Sparks + Co.,

Westchester, 111.

CHARLIE MAYER PHOTOGRAPHY, OAK PARK, ILL.
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RETAIL STORE OF THE YEAR

ity Market is designed

to entice all the senses,

offering the taste, aro-

mas, sights, sounds and
textures of a fine European
gourmet market. The 26,422-
sq.-ft., high-end supermarket is
alluring and captivating, with an
abstract, mosaic-tile backdrop
that represents a city skyline.
Colored-glass mosaics comple-
ment the palettes and textures
used to define the various mer-
chandise zones. Warm woods
provide a residential feeling, bal-
ancing the cool, contemporary
stainless-steel fixtures and dis-
play units. A glass facade with a
black granite and stainless frame
allows visibility throughout the
entire store.

DANA HOFF PHOTOGRAPHY

Supermarket
City Market

Magno Centro, Mexico
Design: Pavlik Design Team, Fort Lauderdale, Fla.

ull of colors and textures,
Larroc provides an exciting,
adventurous shopping expe-
rience. The design pulls off
an enviable feat: It captures the feel-
ing of a high-end market without
making it look so expensive that peo-
ple wouldn't shop there. Comfortable,
inviting colors reflect the area and
demographics, and a hand-written
pricing system recalls a familiar ele-
ment used in many local markets.
A large color mural in the deli/food-
service area, based on contemporary
Mexican-style artistry, highlights
images of Mexico coming into an
industrial age and moving forward.
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Supermarket

PHOTOREGON, EUGENE, ORE. Honorable Mention

Larroc
Monterrey, Mexico
Design: King Retail Solutions, Eugene, Ore.

80 www.chainstoreage.com CHAIN STORE AGE, FEBRUARY 2008



