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Chain Store Agesalutes the winners of its 24th annual retail store design competit ion.
Pacific SunwearÕs new prototype (above)  in Glendale, Calif., was honored as Retail
Store of the Year. Special awards were given to Wal-Mart Stores (environmental
responsibility), Build-A-Bear Workshop (design consistency and execution), Geek

Squad (best new service concept) and Kerr Dr ug (best new retail concept).
The judges in this yearÕs competit ion were:George Holz, director, design and construc-

tion, Red Door Spa Holdings, Stamford,Conn.; Karen Meskey-W ilson,VP and director,
store design and merchandising standards,J.C. Penney, Dallas;Jane Rappleyea,VP design
and existing-store development, Linens Õn Things,Clif ton, N.J.; Stacey Shorr, associate,
SBLM Architects, New York Cit y; and Nicole Tricarico, interior designer, Tricarico
Architecture & Design PC,Wayne, N.J. (Judges whose firms submitted entries in the com-
petition were not present during discussion and voting on those projects.)

Al l the winning projects are profiled in this special section. Additional photos can be
seen on www.chainstoreage.com.Projects received first-place awards,except where noted.
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I
nviting, warm and easy
to shop, ChicoÕs new
prototype is designed to
empower the customer,

allowing her to easily find,
pair and accessorize separates
to create complete outfits.
Arched,mosaic-tiled niches
create a decorative backdrop
for clothing displays in the
4,860-sq.-ft. store, which is
divided into two main
rooms,and serve as architec-
tural breaks that organize the
merchandise.Special niches
highlighted by swirling
metalwork give new visual

prominence to accessories.Simple chrome fixtures allow the
brightly colored clothing to take center stage.Fun, geometrically
shaped ottomans double as seating and visual-merchandising
displays.

C
ole Haan breaks new ground with the opening of its first-ever
womenÕs store.Influenced by mid-century modern design,the
1,616-sq.-ft. space evokes a refined,quietly elegant style.
Custom-made furnishings in a neutral-toned palette enhance

the mood.To add softness,walls are interspersed with gray silk drap-
ery. Residential-style furniture, including side chairs covered in blue
and neutral fabrics,offer subtle color and elegance.

Soft Lines (less than 5,000 sq. ft.)

ChicoÕs
San Antonio
Design: Callison, Seattle

Retail Store 
Of The Year

Soft Lines (less than 5,000 sq. ft.)

Honorable Mention

Cole Haan
Charlotte, N.C.
Design: Callison, Seattle
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1
Fournier Street, a new concept

from Timberland Boot Co.,
debuts in a renovated old 
warehouse in London with a

Òplace-basedÓdesign that reflects the
brandÕs values and tradition of crafts-
manship. The design team took the
approach of an independent shop-
keeper, which involved respect for
context,designing in a sustainable
way and fusing the store with the
surrounding community. A light
touch was exercised so that the store
would leave a minimal trace on the
building. The emphasis was on recy-
cling, regenerating and repurchasing.
All materials are either recycled, re-
purposed or, if new, are from certi-
fied sustainable sources.

InternationalÑHard Lines 
(less than 5,000 sq. ft.)

1 Fournier Street
London
Design: Checkland Kindleysides, Leicester,
United Kingdom

G
alleria Gourmet Emporium
establishes a new standard for
gourmet grocery shopping. The
30,000-sq.-ft. space is dramatic

and sophisticated.The plan is divided
into two major zones separated by a
centrally located checkout, which
serves as a point of orientation.
Dropped wood ceilings help define 
the aisles and break up the space into
quadrants.Large-scale, stylish lamps
help give the store a luxury-hotel feel.
The use of artwork as wayfinding
allows for a sophisticated way of 
providing signage and engaging 
the customer.InternationalÑHard Lines

(greater than 15,000 sq. ft.)

Galleria Gourmet Emporium
Seoul, South Korea
Design: Pavlik Design Team, 
Fort Lauderdale, Fla.

Retail Store 
Of The Year
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Retail Store 
Of The Year

A
n updated version of a traditional
British home apothecary served as
the design concept for Crabtree &
EvelynÕs 800-sq.-ft. shop in OgilvyÕs

Department Store, M ontreal. The concept
dictated the domestic vernacular, reflected in
the harvest-table display units, wood-block
pulls on cupboards and simple panel details.
The clean lines and simplicity of the overall
design showcase the product on display
while conveying a refreshing, spa-like 
ambience. Oversized digital botanical
images in sea foam and aqua provide a 
backdrop for the perimeter fixturing.

In-store Shop
Honorable Mention

Crabtree & Evelyn 
(OgilvyÕs Depar tment Store)
Montreal
Design: Fiorino Design, Toronto
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D
esigners created an exciting, one-of-a-kind cosmetics
paradiseÑ World of Beauty Ñ  in El Puerto de Liverpool,
Insurgentes, Mexico. The 15,700-sq.-ft. department houses
more than 15 luxury

brands, a nail bar and 11 treat-
ment rooms, using a branded
architectural style that is
unique to the culture of the
department store chain.
Incorporating LiverpoolÕs sig-
nature color, World of Beauty
is highlighted by a raspberry
fieldstone floor. Large trumpet-
shaped columnsdominate the
space, while a sculpted woven
wall distinguishes the depart-
ment by creating a consistent
wave of architectural texture.
Glowing bars of pendant light-
ing are positioned over points
of action and feature counters. A
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In-store Shop

World of Beauty 
(El Puer to de Liverpool)
Insurgentes, Mexico
Design: RYA Design Consultancy, Dallas
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T
weeter Home
Entertainment Group
breaks new ground with
a concept that shifts its

focus from selling individual
products to providing solutions
and services to its customers.
The 12,000-sq.-ft. space fea-
tures a series of home environ-
ments, with products installed
in each area. Lifestyle graphics
and a welcoming aesthetic in
the various “rooms” give prod-
ucts context and transform the
store experience from a prod-
uct-driven one to an emotion-driven one. Signage is dis-
played on plasma screens, which also serve as a dynamic
visual element throughout the store.

Retail Store 
Of The Year

Hard Lines (5,000 sq. ft. to 15,000 sq. ft.)
Honorable Mention

Tweeter
Summerlin, Nev. 
Design: FRCH Design Worldwide, Cincinnati
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P
low & Hearth makes the
leap from catalog and Web-
site sales to bricks-and-mortar
retailer with a prototype that

brings its brand to life. Featuring a
strong sense of place, the design
reflects the spirit of country living by
using the metaphor of a Virginia
country home as inspiration. Cus-
tomers move through the 6,000-
sq.-ft. space as they would a home,
starting on the front porch.
Natural, rustic materials and 
simple, traditional country 
detailing incorporated within the
design create a comfortable and 
welcoming backdrop.

Hard Lines (5,000 sq. ft. to 15,000 sq. ft.)

Plow & Hearth
Fairfax, Va.
Design: Little Diversified Architectural Consulting,
Charlotte, N.C.
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A
classic, modern design strikes the right

balance of luxury and comfort at
Mariposa, the 4,800-sq.-ft. restaurant 
at Neiman Marcus, San Antonio. An

overall palette of light bleached ash, tan leather
and vanilla upholstery, cream resin tabletops,
warmly tinted concrete flooring and alabaster-
toned lenses under ceiling-mounted light fix-
tures give the space a warm, soft and open feel.
The design utilizes the narrowness of the space
to set a linear theme, with a strongly sequenced
perspective from one end to the other.

Retail Store 
Of The Year

Restaurant

Mariposa (at Neiman Marcus)
San Antonio
Design: Charles Sparks + Co.,
Westchester, Ill.
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K
FC reinvents its
brand with a bold,
contemporary new
look that appeals to

young, on-the-go con-
sumers. The design holds
fast to the company’s
Southern roots in an “old-
school-cool” manner. Picnic
tables and metal chairs have
replaced the traditional
booths, creating a lively
atmosphere. Large graphics
frame the doorways, while
urban artwork of the updat-
ed (and leaner) Colonel is
displayed at exits. Neon lights and 
a digital jukebox dot the perimeter, completing the store’s 
retro feel.
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Casual/Fast Food Kentucky 

KFC
Louisville, Ky.
Design: FRCH Design Worldwide,
Cincinnati
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A
strong, contemporary

design makes Kay
JewelersÕManhattan
store a three-dimen-

sional version of the brand
itself. Rich interior finishes
establish a feeling of quality
and comfort, while lifestyle
murals departmentalize the
2,160-sq.-ft. space and 
communicate such key brand
elements as romance and
trust.Special flourishes,
including an oversized,
rotating diamond-pendant
fixture above the entrance
and hologram videos at the
storefront, elevate the brand 
experience to a new level.

A
modern aesthetic 

coupled with product
storytelling delivers a
sense of style and a

new fashion orientation to
LensCrafters,Louisville, Ky.
The 3,000-sq.-ft. store is
sleek,contemporary and 
welcoming, with a color
scheme of sophisticated
whites and rich browns.
Display units line the length
of the space and showcase
the premium brands.Backlit
glass shelving with Corian
accents and visual elements
make the product the hero. Wooden storage towers 
separate the service area from the retail floor,
providing customers with enhanced privacy.

Hard Lines (less than 5,000 sq. ft.)

Kay Jewelers
New York City
Design: Jencen Architecture, Cleveland

Retail Store 
Of The Year

Hard Lines (less than 5,000 sq. ft.)

Honorable Mention

LensCrafters
Louisville, Ky.
Design: FRCH Design Worldwide, Cincinnati
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A
consumer-centric

design transforms the
traditional,warehouse-
styled office-supplies

model into a colorful and
engaging environment at
OfficeMax.The new proto-
type is centered around a
Òtechnology hubÓthat attracts
customers deeper into the
22,000-sq.-ft. store and cre-
ates a more navigable layout.
Lifestyle graphics and warm
colors and materials bring a
residential feel to the space
and make an emotional 
connection with customers

while reinforcing the brand.A cafe area
with Wi-F i access is a welcome amenity,
and a focal wall styled to resemble a bulk-
candy display adds an element of fun.

T
he design for the 
new Williams-Sonoma
Home format spot-
lights an accessible

elegance that is not tradition-
ally found outside of a
designerÕs studio. The 18,500-
sq.-ft. store is the epitome of
an aspirational residence, with
handcrafted finishes,delicate
detailing and intimate spaces.
A series of rooms unfold,cre-
ating several lifestyle settings,
each of which displays a full
suite of premium home fur-
nishings.Seasonally painted
walls,antique oak flooring
and understated display fix-
tures provide a complementary background for the 
merchandise.A grand staircase and skylight play up
the double-height space.

Hard Lines
(15,000 sq. ft. to 100,000 sq. ft.)

OfficeMax
Macedonia, Ohio
Design: FRCH Design Worldwide, Cincinnati

Retail Store 
Of The Year

Hard Lines (15,000 sq. ft. to 100,000 sq. ft.)

Honora ble Mention

Williams-Sonoma Home
West Hollywood, Calif.
Design: McCall Design Group, San Francisco
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N
eiman Marcus evokes the latest in modern
luxury retailing with its 122,000-sq.-ft. store
in San Antonio. The interior is distinguished
by a contemporary design and a spacious,

open plan.The use of mosaics and the bold massing
of surface, texture and colorÑa treatment found in
modernist Mexican architectureÑmake for the subtle
recall of local history. Consistent with the companyÕs
widely admired store-design strategy, the overall plan
incorporates the expansive use of stone flooring, the
integration of fine art and an emphasis on lighting.

Department Store
Neiman Marcus
San Antonio
Design: Charles Sparks + Co., 
Westchester, Ill.
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S
erta Mattress Co.Õs prototype showroom in Las
Vegas offers the ultimate in modern comfort and
technology to its target audience:wholesale buyers
from the retail and hospitality industries. The

7,000-sq.-ft. space includes a private conference room
with a color-changing glass exterior curtain wall system
and a concierge station where laptops and cell phones can
be rechargedÑand reservations secured for local attrac-
tions.In addition to displaying the newest product line,
the space includes a cafe area to entertain visitors during
market weeks.Interactive, ceiling-projected video displays,
high-tech lighting and state-of-the art audio and video
give the overall space a futuristic feel.

Showroom
Serta Mattress 
Las Vegas 
Design: Echeverria Design Group, 
Coral Gables, Fla.

Retail Store 
Of The Year
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I
nviting and quietly luxurious, the fitting
rooms at White House/Black Market
are designed for comfort and respite.
Customers are welcome to interact with

staff and friends in a large dressing-room
lounge. The residential-styled area, which 
continues the store’s Paris-apartment theme, is
adorned with comfortable furniture, jewel-like
chandeliers and a large, custom-made leaning
mirror. The individual rooms are spacious,
with a very feminine feel. Flowing folds of ele-
gantly drawn black and white drapes cover the
doorways, lending softness to the space.

Fitting Room

White House/Black Market
Fort Myers, Fla.
Design: Callison, Seattle

T
he design concept of Forever 21’s 
San Francisco flagship juxtaposes an
ultra-hip interior against a historic
Beaux Arts jewel box of a building.

Bold architectural and decorative elements
are scaled with a touch of whimsy and fun.
Mirror-clad display cabinets recall old
Hollywood glamour in a modern manner
and sparkle against the restored Italian plas-
ter walls of the perimeter. Bold wall graphics
speak to the store’s youthful audience, while
custom chrome and glass chandeliers add an
unexpected touch of luxury.

Soft Lines (greater than 15,000 sq. ft.)

Forever 21
San Francisco
Design: Gensler, San Francisco
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Retail Store 
Of The Year
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T
he premier musical-
instrument company
First Act enters the
retail arena with the

debut of First Act Guitar
Studio. The 2,450-sq.-ft.
store celebrates the artistry 
of guitar making and invites
customers to play any guitar
that catches his or her eye.
The space is simple, modern
and quiet, both acoustically
and visually, allowing players
to get to know the guitar—

its feel, sound and tone. It includes a glass-enclosed studio where
visitors can watch a craftsperson put the finishing touches on a
handmade custom guitar. The material palette for the space comes
either from the guitar itself (the millwork is made of 1-in. rough
maple strips similar to the wood blanks from which a guitar body is
typically made) or was chosen as textural contrast to the finishes
found on the instruments.

Single Unit/Hard Lines
First Act Guitar Studio
Boston
Design: Bergmeyer Associates, Boston

Retail Store 
Of The Year

Single Unit/Hard Lines
Honorable Mention

Neorest
West Palm Beach, Fla.
Design: Pavlik Design Team,
Fort Lauderdale, Fla.

A
spare but elegant design 

creates a luxurious show-
room environment and
establishes a strong brand

identity for Neorest. The minimal-
ist stylings and distinctive lighting
complement the sleek, modern and
revolutionary design of the toilets
on display in the 1,750-sq.-ft.
space. Curving focal walls showcase
individual products within a stage-
like setting. Plasma screens are
strategically located to educate cus-
tomers about products and features.

LUCY CHEN PHOTOGRAPHY, BOSTON
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T
he design concept for 
T-MobileÕs prototype in
the Netherlands reflects
the brand positioning of

the cellular company: refreshing
simplicity. A limited color
paletteÑwhite, black and
magentaÑand simplicity in 
furniture elements and graphics
help to reinforce the main
theme. The overall environment
is friendly high-tech. The back
wall features a Òdigit wallÓmade
up of 4,800 magenta lamps,
presenting low-tech animations
of the different services offered on T-Mobile phones.The
space includes a seminar area and a private room for one-on-
one business services and demonstrations.

International—Hard Lines 
(less than 5,000 sq. ft.)
Honorable Mention

T-Mobile
Amsterdam, the Netherlands
Design: Storeage, Amsterdam, 
the Netherlands 

D
esigned from a childÕs
perspective, the new
global prototype for
Lego reflects the

brandÕs key values of creativity,
imagination and fun. Strong
iconic elements link the space
together. The central area,
which provides an organic
place for young visitors to play,
is comprised entirely of ele-
ments done in LegoÕs signature
yellow hue.Multifunctional
cubes provide maximum flexi-
bilit y in changing the store
format.Shoppers can choose
from individual L ego prod-

ucts, which are displayed en masse at theÒpick-a-brickÓwall,
which forms a strong visual anchor at the rear. A perimeter 
Òribbon,Ópositioned at the eye level of a 6-year-old,features
illuminated vignettes,each containing a changing 3D display.

International—Hard Lines 
(less than 5,000 sq. ft.)

Lego
Brighton, United Kingdom
Design: Fitch, Powell, Ohio

Retail Store 
Of The Year
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C
urving, multilayered panels wrap SOGOÕs
exterior skin,culminating in a soaring,
three-level main entrance of layered glass.
Multidimensional patterning of oversized

and abstract cherry blossomsÑa traditional
Japanese motifÑweave through the luminous
facade of the 628,000-sq.-ft. department store,
creating a moving moire effect as customers pass
by. L ighting effects gradually shift as day turns to
night, from reflected layering in daylight to lumi-
nous projection in the evening.

Retail Store 
Of The Year

Exterior (freestanding)

SOGO
Osaka, Japan
Design: Callison, Seattle

Exterior (mall)

Spencer Õs
Whitehall, Pa.
Design: JGA, Southfield, Mich.

A
n authentic limestone
and brick storefront-
styled facade makes
SpencerÕs a standout

in the mall environment.
The storefront, designed 
to create the il lusion of an
urban back-alley haven,
is as functional as it is 
attention-getting. The 
industrial metal roll-down
security gate also functions
as the storefront signage.
The use of graffiti and the
Òhazardous materialsÓcolor
palette play into the storeÕs
edgy, provocative look.
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A
rbyÕs updates its image
and offerings with its
new format,ArbyÕs
MarketFresh.Inspired

by an eclectic Ò50s modernÓ
style, the space is upbeat and
fun, with an open,inviting
feel.A bright and crisp palette
enhances the atmosphere. An
arched,open wall separates the
dining room from the order
counter, allowing for a more
relaxing dining experience.A
range of seating options,from
bar to booth to meeting room,
offers different levels of privacy.

M
cDonaldÕs new flagship,
adjacent to its corporate
headquarters in Oak
Brook,I ll., represents a

fresh direction for its design.The
interior repositions McDonaldÕs as
a relevant,appealing place for
young adults,while at the same
time remaining comfortable for
the companyÕs Òmoms and kidsÓ
customers. The atmosphere is
stimulating and energetic,but also
family-friendly and bright. Under
a two-story vaulted ceiling, a bank
of plasma-screen TVs provide din-
ing entertainment.Large-scale
wall graphics animate the sur-
rounding walls using imagery
from McDonaldÕs latest marketing campaign.A choice of
seating types,from traditional booths to cafe tables,is
available.

Casual/Fast Food
Honorable Mention

Arby’s MarketFresh
Schaumburg, Ill.
Design: WD Partners, Columbus, Ohio

Retail Store 
Of The Year

Casual/Fast Food
Honorable Mention

McDonald’s
Oak Brook, Ill.
Design: Lippincott Mercer, New York City 
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T
he design for Borders 
celebrates the written
word with colorful,
illuminated lanterns of

text and reading-related quotes
and motifs of books on the
walls.Black-and-white 
photographs of people and
books further enhance the
theme.Accents of bright colors
and BordersÕsignature red hue
call attention to different areas.
The warm, inviting environment
offers something for everyone,
young and old, with merchan-
dise categories set up as 
individual in-store experiences.

InternationalÑHard Lines
(5,000 sq. ft. to 15,000 sq. ft.) Honorable Mention

Borders Bookstore
Sydney, Australia
Design: GRID2 International, New York City

I
nfiniti Dealership Concept
enters the Korean market in
a spectacular fashion with a
six-story showplace.The

customer journey begins on the
ground floor in a hotel-styled
reception area.A lounge on the
mezzanine offers a comfortable
setting for waiting and hospital-
ity while the two-story gallery
showroom on the fifth and sixth
floors dramatically displays new
automobiles against the back-
drop of SeoulÕs fast-growing
skyline. Luminous ceilings bathe
each vehicle in a seamless field
of light. Natural-material finishes,distinctive furniture and custom
fixtures work together to infuse the gallery with a modern but
comfortable expression of the brand and also help to deliver a
memorable dealership experience.

Retail Store 
Of The Year

ROBERT POLIDORI, NEW YORK CITY

InternationalÑHard Lines
(5,000 sq. ft. to 15,000 sq. ft.)

Infiniti Dealership Concept
Seoul, South Korea
Design: Lippincott Mercer, New York City 
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F
rom the eye-catching architec-
tural storefront to the dynamic
interior, Pacific Sunwear’s new pro-
totype brings fresh excitement and a more fashion-

forward look to its brand. The 9,000-sq.-ft. store, in the
Galleria at Tyler, Riverside, Calif., was selected as Store of
the Year in Chain Store AgeÕsannual retail design competi-
tion. It also placed first in the soft lines category (5,000 sq.
ft. to 15,000 sq. ft.).

San Francisco-based design firm Gensler balanced func-
tionality and flexibility with a design aesthetic relevant to

PacSun’s teen demographic. It
created an immersive retail
experience from start to fin-
ish, and provided the chain
with an iconic and more aspi-
rational look to hang its brand
on, with elements and materi-
als that blend together and
reference one another.

Customers enter the store
through a curving “half-pipe”
styled entry that evokes the
chain’s surfing and skateboard
focus. Arcs of highly polished
wood frame the entrance, in-
viting passers-by into the space.

The interior has a hip, cool
vibe, accented by stylish man-
nequins, light woods, over-
sized photos and splashes of
color. These and other key
elements all work together for

a visually integrated look.
The new store concept adds dimension

to the PacSun brand by showcasing indi-
vidual product categories and the wide array of product types in
a way that creates a meaningful storytelling experience and
allows the retailer to convey the breadth of its selection.
Mannequin-lined lifestyle runways provide cross-merchandis-
ing opportunities while leading customers through the space.
Dedicated fixtures, from flat, wall-mounted racks of sunglasses
to display cases of watches and other items, provide a new
emphasis on accessories.

Retail Store 
Of The Year

Best Overall Entr y

PacSun
Riverside, Calif.
Design: Gensler, San Francisco

Catching a New Wave
With PacSun
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The focal point of the
interior is a towering
circular T-shirt display.
The nearly ceiling-high
showcase houses a mas-
sive amount of product
in an organized, easy-to-
shop manner. The hot-
test shirts are showcased
in a series of vertically
hanging panels.

The design also spot-
lights PacSun’s expand-
ed footwear selection via
an internally illuminat-
ed footwear wall. Lo-
cated on the back wall,
it references the look,
both in style and mate-

rial, of the facade and contributes
to the store’s cohesive feel.

More than a one-off or flag-
ship concept, the new PacSun
prototype is designed as a flexible
kit-of-parts that can be utilized
with a variety of footprints. The
prelude to the next generation of
PacSun stores, it speaks to the
retailer’s unwavering commit-
ment to keep growing and evolv-
ing with its forever-changing
audience.
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C
ontemporary design
and upscale ambience
meet a nostalgic slice
of AmericanaÑthe

working barbershopÑin The
Shave of Beverly Hil ls.The
1,966-sq.-ft. space evokes the
feel of an exclusive, British
gentlemenÕs club, while also
creating a seamless retail area
to showcase luxury grooming
products.The dark-wood 
barber stations feature refur-
bished traditional barber
chairs while modern, brushed-
stainless hardware emphasizes
the shopÕs masculine styling. Floating fixtures 
create subtle separation between the retail space and barber-
shop, encouraging traffic flow and maintaining an open space.

Retail Store 
Of The Year

Ser vice

The Shave of Beverly Hills
Beverly Hills, Calif.
Design: Palladeo, Glendale, Calif.

A
futuristic spa-like

design creates a
unique environment
that sets BriteSmile

apart from the traditional
dental office.Circular seat-
ing pods serve as an icon for
the brand while making for
an open and highly engag-
ing environment.The back-
lit pods,made of lacquered
MDF, house soft-leather
spa chairs and audiovisual
equipment for customer
entertainment.A circular
cashwrap and open front
allow customers to browse

comfortably and become familiar with the teeth-whitening 
procedure.Visuals detail the benefits of the treatment in a simple,
nonthreatening manner.

Ser vice
Honorable Mention

BriteSmile
McLean, Va.
Design: ®difica, Montreal
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Retail Store 
Of The Year

Supermarket 
Honorable Mention

Super BI-LO
Columbia, S.C.
Design: Design Fabrications, 
Madison Heights, Mich.

N
ewton Farms is designed in the vernacular
language of its South Carolina “low country”
locale. The exterior of the 33,000-sq.-ft.
supermarket recalls one of the area’s signa-

ture tomato-farm barns. On the interior, grocery
aisles support steel structures that recall farming
equipment, while antique replica furniture is used
for merchandising. Lowered ceilings and earthy
hues convey warmth in the large, open barn-like
setting and make the space seem more intimate
and personal. The decor, with contemporary art-
work with traditional themes, works to the same
effect. Translucent roof panels create a soft glow
throughout the store.

D
esigned to evoke the feel of a warm
and breezy summer day, Super BI-
LO offers customers an effortless
and uplifting shopping experience.

A limited palette of muted earth and sky
tones creates a clean and refreshing ambi-
ence, with sweeping curves that grace the
floor and walls. Curvilinear elements are
also found throughout the finishes and
decor in the 60,000-sq.-ft. space to
establish the breezy-day theme. Custom
“umbrella” fixtures, incorporating track
lighting, accept produce and provide a
whimsical accent.

LA
Z

S
LO

 R
E

G
O

S
 P

H
O

TO
G

R
A

P
H

Y,
 B

E
R

K
LE

Y,
 M

IC
H

.

C
R

E
AT

IV
E

 S
O

U
R

C
E

S
 P

H
O

TO
G

R
A

P
H

Y,
 A

T
LA

N
TA

Supermarket

Newton Farms
Kiawah Island, S.C.
Design: Cubellismarco, Nor thville, Mich.
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T
he Disney Store
looks to re-capture
the magic of Disney
—the wonder,

excitement and sense of
adventure—with a dynam-
ic new store design that
revolves around the
brand’s most recognizable
icon. The overall theme is
reflected in the playful
cashwrap, where the
Mickey icon is made of
shimmering glass beads.
Fun and modern, the
counter serves as one of
the store’s landmark ele-
ments, conveying the
timeless appeal of Disney and 
its beloved mascot.

Retail Store 
Of The Year

Cashwrap
The Disney Store
Trumbull, Conn.
Design: Kiku Obata & Co., St. Louis

L
evi Strauss creates a point
of difference at its cash-
wrap through a mix of
elements that combine to

create a memorable experience.
The design plays on the tradi-
tional rituals of good service but
adds a note of theater to the
transaction. An oversized,
modern-day photographic take
on the two-horse logo—a Levi’s
brand icon—sits on the sliding
doors behind the desk, making
the area easy to spot from any-
where in the store. Beneath a

solid oak bar, the enamel cashwrap base depicts the compa-
ny’s pioneering heritage message via a mix of contemporary
and historical graphics. A wrapping station, where purchases
are wrapped in special tissue paper detailing the company’s
history, adds a premium feel to purchases.

Cashwrap
Honorable Mention

Levi Strauss
Brussels, Belgium
Design: Checkland Kindleysides,
Leicester, United Kingdom
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A
lderwood Mall Terraces &
Village, a lifestyle center in
Lynnwood,Wash.,exudes a
warm, contemporary Northwest

aesthetic,with exposed concourse joists
and maple-wood panels.Adjacent to
the enclosed Alderwood Mall, the new
open-air addition is comprised of two
separate components:The Village, a
pedestrian-scaled,outdoor retail envi-
ronment;and The Terraces,a garden-
like gathering place surrounded by a
movie theater and restaurants.The
buildings feature brick, stucco, metal
and stone, executed in complementary,
muted tones,while paving patterns
define and guide pedestrian traffic flow.
The material and form of the stone
sculptures refer to the Northwest while
signaling gathering places for shoppers.

Mall (open)
Alderwood Mall Terraces & Village
Lynnwood, Wash.
Design: Callison, Seattle

A
Western-styled mall
infrastructure is combined
with Russian themes to
dazzling effect in Mega

Khimki Family Shopping Center,
Moscow. The two-level,2.3 
million-sq.-ft. center is designed
with four nodes,each with a
department store anchor. The
entrance to each node features a
sculpture of a Russian folktale
character. The mall also features a
popular destination area,dubbed
the ÒWinter Garden,Óanchored
by a 180-ft.-wide indoor ice-
skating rink whose ceiling soars
75 feet.Daylighting of virtually 360-degrees surrounds 
the garden area above the second story. Bird mobiles,
cloud-like sculptural installations and perimeter natural
lighting evoke the feeling of open space.

Mall (enclosed)
Mega Khimki Family Shopping Center
Moscow
Design: Callison, Seattle

Retail Store 
Of The Year
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A
n alluring, classical design
brings a timeless elegance
to Garmany, a 38,000-sq.-
ft., two-level clothing store

for men and women in Red Bank,
N.J. The design transformed a
vacant 38,000-sq.-ft. building into
a dramatic,high-end environment
fashioned with luxurious materials
and custom finishes.The menÕs floor
has a masculine feel,reinforced
with rectilinear lines,anigre wood
millwork and a cocoa-colored car-
pet bordered by chocolate-brown
marble accents.The womanÕs floor has a feminine design,with soft
curves and a blonde-on-blonde color scheme accented by a light,
luminous blue.A vaulted,illuminated covered ceiling is used
throughout the space.

Retail Store 
Of The Year

Single Unit/Soft Lines

Garmany
Red Bank, N.J.
Design: Tricarico Architecture and Design PC,
Wayne, N.J.

T
he Nokia Experience Center aims to take the confu-
sion out of mobile communications.The 250-sq.-ft.
service center does not sell any products.Instead,it
is intended to provide consumers with a greater

understanding of Nokia products and benefits while
immersing them in the essence of the brand.The modern,
angular exterior of the freestanding glass structure reflects
the stylish and technologically advanced products featured
within. Curved tables in the center of the space provide a
comfortable place for people to gather. Each product is
individually highlighted and displayed.Phones are 
freestanding, allowing full viewing from all angles.

Kiosk

Nokia Experience Center
Las Vegas
Design: Fitch, Powell, Ohio
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O
ne of AmericaÕs best-known
brands,Greyhound,has
transformed the retail space
in its Chicago terminal into

a modern, easy-to-shop convenience
store.The remodel,undertaken in
conjunction with the companyÕs
ÒWeÕve Elevated EverythingÓ
marketing campaign,helps
Greyhound speak to young,
ethnically diverse demographics.
Lightweight,hanging decor 
elements delineate areas and create
energy throughout the space.Bold,
stylish graphics and illuminated 
beacon signs highlight products
with imagery and help make the
space welcoming to all customers.
A mix of contemporary, vibrant 
colors and warm finishes enhance
the updated environment.

Convenience Store
Greyhound
Chicago
Design: Design Fabrications, 
Madison Heights, Mich.

A
n updated,more contempo-
rary design breathes new life
into Sawgrass Mills. The
remodel strips away the

shopping centerÕs dated theming,
clutter and visual noise, and
replaces it with a more modern look
and a more mature color palette.
Large forms of printed fabrics are
playfully integrated to the columns,
helping to bring a more comfort-
able, human scale to the vast envi-
ronment.The various shopping
zones are defined by the suspended
fabric forms and also by color,
flooring and graphic patterns.
Oval-shaped flooring patterns and clusters of trees define seating
areas.Vibrant and bold patterns introduced as bulkhead scrims
along the storefronts convey energy and excitement.

Retail Store 
Of The Year

Mall (renovation)
Sawgrass Mills
Sunrise, Fla.
Design: Pavlik Design Team, 
Fort Lauderdale, Fla.
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G
odiva Chocolatier’s 
new store prototype
reinforces its European
heritage and prestige

positioning in a more accessi-
ble and contemporary manner.
The stylish design celebrates
the Godiva brand and product
and seeks to move consumers
from a gifting mind-set to a
more self-indulgent one.
The 800-sq.-ft. store, in
Indianapolis, has a lighter
look, with a white-to-cream
color palette accented with
chocolate brown. A beverage
bar and a chocolate-dipping
station inject a new note of
theater to the Godiva shop-
ping experience.

A
minimalist design draws the eye immedi-

ately to the main attraction at Richart:
luxury French chocolate. The clean, stark
look of the 350-sq.-ft. Boston boutique

highlights the tempting products on display.
Built-in shelving merchandises small “tastings”
of chocolate. In a unique solution, the back wall
of the store is refrigerated, with a generator and
cooling unit hidden behind the shelving. Cool 
air blows through the slats to maintain the 
perfect temperature for the chocolate.

Specialty Food
Godiva Chocolatier
Indianapolis
Design: JGA, Southfield, Mich. 

Retail Store 
Of The Year

Specialty Food
Honorable Mention

Richart
Boston
Design: Bergmeyer Associates, Boston 
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B
ass Pro Outdoor WorldÕs singular attention to
design and detailing is evident in its Las
Vegas location, which combines glamour and
rustic splendor to a winning effect. A wide

range of styles reflects the diversity of the local cul-
ture and leads the customer on an expedition of dis-
covery throughout the 165,000-sq.-ft. store. Every
element contributes to the impact of the design, from
the handcrafted clay birds perched on the imposing
chandeliers to the handwrought fireplace screen to
the sculpted cedar statues. A sea-blue ceiling in the
boat showroom, complete with salt-water fish
mounted in action poses, adds to the entertainment
and adventure of the shopping experience.

Retail Store 
Of The Year

Hard Lines (greater than 100,000 sq. ft.)

Bass Pro Shops Outdoor World
Las Vegas
Design: In-house (Bass Pro Shops, Springfield, Mo.)
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A
n exotically themed design
drawn from Polynesian cul-
ture updates the main lobby
gift shop at the Disney

Polynesian Village Resort, marry-
ing its theme with the other shops
in the hotel.Intr icate, authentic
Polynesian textures and details
give the 5,100-sq.-ft. store a
unique ambience.Eight-f t.-tall
tiki statues,hand carved in Bali,
add authenticity and an underlying
character story to the shopping ex-
perience.Merbau hardwood floor-
ing, bamboo surfaces,shells,carpet
resembling silver moonlit beaches,
and hand-woven and painted wall-
coverings inspired by authentic
Polynesian culture work together
to engage guests in a fun, fantasti-
cal experience that is pure Disney.

Theme Park/Attraction Retail

Disney Bou-Tiki
Lake Buena Vista, Fla.
Design: Chute Gerdeman, Columbus, Ohio
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B
uild-A-Bear Workshop is in a class
all its own when it comes to creating
fun, lively and colorful environments.
The retailer expanded and celebrated

its brand with two new, exciting concepts in
2005.It opened a 20,000-sq.-ft., two-level
flagship in Manhattan.Featuring larger-

than-life graphics 
and furnishings,the
space also includes 
the first-ever Eat 
With Your Bear 
Hands Cafe.The 

company also pulled off the amazing feat of converting a 53-ft. semi trailer
into a self-contained,fully functioning mobile storeÑcomplete with bear-making
stationsÑon 18 wheels.Both concepts offer the unique and interactive shopping
experience that Build-A-Bear Workshop customers have come to expect.

W
al-Mart Stores went outside the box
in 2005,opening two experimental
superstores that raised the bar for
environmental sustainability. From

the lighting and heating, ventilation and air
conditioning (HVAC) to the roofing and land-
scaping, the stores are dazzling showcases of
emerging energy-efficient technologies and
ÒgreenÓdesign practices.In an effort to
advance the cause of sustainability, Wal-Mart
plans to share the lessons learned with others
in the industry.

Retail Store 
Of The Year

Special Award for 
Envir onmental Responsibility

Wal-Mar t Stores
McKinney, Texas, and Aurora, Colo.

Special Award for Design
Consistency and Execution

Build-A-Bear Workshop
New York City and mobile van
Design: Adrienne Weiss Corp.,
Chicago (New York City store);
Barrett Displays, Riverside, Mo. 
(mobile van)
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K
err Drug introduces a
revolutionary concept
that sets a new stan-
dard for pharmacy

retailing. Devoted exclusively
to health and wellness, Kerr
Drug Healthcare Center
combines health products,
clinical services and educa-
tion in a convenient, easy-to-
access setting. Warm colors,
vibrant signage and low pro-
file of product help create a
comfortable, friendly and
non-clinical environment.

The design divides the 9,600-sq.-ft. space into various
health-specialty departments, with products and literature
grouped accordingly, and also includes screening rooms
and classrooms for patient education.

G
eek Squad, a service
offering from Best
Buy, moves into its
own multifunctional

space with a design that
captures the essence of the
burgeoning Geek Squad
brand. The 3,000-sq.-ft.
store brings a user friendli-
ness and approachability to
the often-daunting world of
computer problems. The
environment is clean, simple
and well-organized, marked
by the seamless integration
of areas for service, sales, repair and training. Crisp white
floors, walls and ceilings convey an atmosphere of precision,
expertise and utilitarianism, while salespeople (dubbed
“agents”) costumed in stereotypical “geek” clothing add
tongue-in-cheek drama. Wall and fixture graphics 
reference the store’s objectives and mission.

Best New Retail Concept

Kerr Drug Healthcare Center
Lenoir, N.C.
Design: Impressions, Lorton, Va.

Retail Store 
Of The Year

Best New Ser vice Concept

Geek Squad
San Jose, Calif.
Design: TSAO Design Group, San Francisco


