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OT hear

hain Stoe Age saluteshe winnersof its 24th annualretail storedesigncompetition.
Pacific Sunwea®new prototype (above) in Glendale Calif., washonoredasRetail
Store of the Year Specialawardswere givento Wal-Mart Stores (environmental
respnsibility), Build-A-Bear Workshop (designconsisteng and executon), Geek
Squad(bestnew sewiceconcept)and Kerr Dr ug (bestnew retail concept).

Thejudgesin this yea®competition were:GeorgeHolz, director, designandconstuc-
tion, RedDoor SpaHoldings, Stamford, Conn.; KarenMeskey-Wilson, VP anddirector,
storedesignand merchandisingstandards, C. Penney, Dallas;JaneRapple/ea,VP design
and existing-store development, Linens OrT hings, Clifton, N.J.; Stacey Shorr, associate
SBLM Architects, New York City; and Nicole Tricarico, interior designer Tricarico
Architecture& DesignPC, Wayne, N.J. (Judgesvhosefirms submittedentriesin the com-
petition werenot presentduring discussiorandvoting on thoseprojects.)

All the winning projectsareprofiled in this specialsecton. Additional photoscan be
seenon www chainstoreage.conirojectsreceivedirst-placeawardsgxceptwherenoted.



Retail Store
Of The Year

to shop Chico®new

prototypeis designedo

empawver the customer
allowing herto easiy find,
pair andaccessie sepaates
to createcompleteoultfits.
Arched,mosaic-tiledniches
createa decoativebadkdrop
for clothing displayin the
4,860-sq.-f. store, which is
dividedinto two main
rooms,andsewneasarchitec-
tural breaksthat organiz the
merchandiseSpecialniches
highlighted by swirling
Soft Lines (ess than 5000 sq. ft.) metalwork givenew visual
prominenceto accessas.Simple chrome fixturesallow the

nviting, warmandeasy
l

g:::(finio brightly colored clothing to take centerstage Fun, geometically
Design: Callison, Seattle shapedttomansdoubleasseatingandvisual-mechandising

displays.

aan breaksnew groundwith the openingof its first-ever
womer®store. Influencedby mid-century moden designthe
1,616-sq.-f. spaceavokesa refined,quietly elegantstyle.
m-madefurnishingsin a neutral-tonedpaletteenhance Cole Haan
the mood.To addsotnesswals are interspersedvith graysilk drap- g:;::?za':iﬁ;n, Seaftle
ery. Residential-stle furniture, including sidechairscoveredin blue
and neutral fabrics,offer subtlecolorandelegance.

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

Honorable Mention
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Retall Store
Of The Year

InternationalNHard Lines
(greater than 15,000 sg. ft.)

Galleria  Gourmet Emporium
Seoul, South Korea

Design: Pavlik Design Team,

Fort Lauderdale, Fla.

ia Gourmet Emporium
establishea new standardor
et grocely shopping The
-sq.-f. spacas dramatic
andsophistiated.The planis divided
into two majorzonessepaatedby a
centally locatedchedout, which
servesasa point of orientation.
Droppedwoodceilingshelp define
the aislesand breakup the spacento
guadants.L arge-salg stylish lamps
help givethe store aluxury-hotel feel.
The useof artwork aswayfinding
alowsfor a sophsticatedwayof
providing signageand engaging
the customer.

ournier Street, anew concept

om Timbedand Boot Co.,

ebutsin arenovatedold

housen L ondonwith a

®lace-baseddesignthat reflectsthe
brandSvaluesandtradition of crafts-
manship T he designteamtook the
appioad of anindependenshop-
keeperwhich involvedrespecfor
context,designingin a sustainable
wayandfusingthe store with the
suroundingcomrunity. A light
touch wasexecisedsothat the store
would leavea minimal traceon the
building. The emphass wason recy-
cling, regeneating andrepurcchasing
All materias are either recycled, re-
purposed or, if new, are from certi-
fied sustainablsouces.

-

T

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

1 Fournier Street

London

Design: Checkland Kindleysides, Leicester,
United Kingdom
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Bre than 15 luxury
brands, anail bar and 11 trest-
ment rooms, using a branded
architecturd gylethat is
unique to the culture of the
department sore chain.
Incorporating Liverpool©sig-
nature color, World of Beauty
is highlighted by araspberry
fidldsone floor. L arge trumpet-
shaped columns dominate the
pace, while a sculpted woven
wall diginguishesthe depart-
ment by creating a consstent
wave of architectural texture.
Glowing bars of pendant light-
ing are postioned over points
of action and festure counters.

gsigners created an exciting, one-of-a kind cosmetics

m N World of Beauty N in EI Puerto de Liverpool,

entes, M exico. T he 15,700-q.-ft. department houses

-

=
In-store  Shop

World of Beauty
(El Puer to de Liverpool)
Insurgentes, Mexico
Design: RYA Design Consultancy Dallas

Retail Store
Of The Year

ANDREA BRIZZI PHOTOéF{APHY, NEW YORK CITY

DAVID WHITTAKER, TORONTO

updated verson of atraditiona
itish home apothecary served as
lesign concept for Crabtree &
Evélin®800- .- ft. shop in Ogilvy®

D epartment Store, M ontred. T he concept
dictated the domestic vernacular, reflected in
the harvegt-table display units, wood-block
pulls on cupboards and Smple panel details.
The clean lines and smplicity of the overdl
design showcase the product on display
while conveying arefreshing, spa-like
ambience. Oversized digita botanical
images in seafoam and agua provide a
backdrop for the perimeter fixturing.

In-store  Shop
Honorable Mention

Crabtree & Evelyn

(OgilvyO's Depar tment Store)
Montreal

Design: Fiorino Design, Toronto
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Plow & Hearth

Fairfax, Va.

Design: Little Diversified Architectural Consulting,
Charlotte, N.C.

Retail Store

Of The Year

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.

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.

MARK STEELE PHOTOGRAPHY, COLUMBUS, OHIO

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

Tweeter
Summerlin, Nev.
Design: FRCHDesign Worldwide, Cincinnati
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Retail Store

Of The Year

lassic, modern design strikes the right

ance of luxury and comfort at
iposa, the 4,800-sq.-ft. restaurant
iman 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.

Restaurant

Mariposa (at Neiman Marcus)
San Antonio

Design: Charles Sparks + Co.,
Westchester, |Il.

CHARLIE MAYER PHOTOGRAPHY, OAK PARK, ILL.

reinvents its
rand with a bold,
ontemporary new
H 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- B 2 s
' Casual/Fast Food

MARK STEELE PHOTOGRAPHY, COLUMBUS, OHIO

ed (and leaner) Colonel is
displayed at exits. Neon lights and

KFC

a digital jukebox dot the perimeter, completing the store’s Louisville, Ky.

retro feel. Design: FRCH Design Worldwide,
Cincinnati
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Retall Store
Of The Year strqng, contemporary
- — | : designmakesKay

Javelers@anhattan

store athree-dimen-
sionalversionof the brand
itself. Rich interior finishes
establishafeelingof quality
andcomfott, while lifesyle
murals depatmentaliz the
2,160-sq.-f. spaceand
comrmunicatesud key brand
elementsaasromanceand
trust. Specialflourishes,
including an oversizd,
rotating diamond-pendant
fixture aborethe entrance
andhologram videosat the
storefront, elevatethe brand
experenceto anew level.

CHARLES S. WHITE PHOTOGRAPHY, LOS ANGELES

Hard Lines (less than 5,000 sg.

Kay Jewelers
New York City
Design: JencenArchitecture, Cleveland

moden aesthet

coupledwith product

storyteling deliversa

H sensef styleanda

new fashion orientation to
L ensCrafters,L ouisvile, Ky.
The 3,000-sq.-f. storeis
sleekcontempoary and
welcoming with a color
schemeof sophistiated
whitesandrich browns.
Displayunitsline the length
of the spaceand shavcase
the premium brands Badlit
glasssheliing with Corian

MARK STEELE PHOTOGRAPHY, éOLUMBUS, OHIO

accentandvisualelements Hard Lines (less than 5000 sq. ft)
makethe productthe hero. Woodenstoragetowers Honorable Mention
sepaatethe seviceareafrom the retail floor, LensCrafters

providing customersvith enhancedrivagy. Louisville,Ky.
Design: FRCHDesign Worldwide, Cincinnati
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Retail Store
_ Of The qur

consumer-centc

designtransfomsthe

traditional,warehouse-

styled office-supplies
modelinto a colorful and
engagng environmentat
OfficeMax. The new proto-
typeis centeedarounda
Oteknology hubCthat attracts
customersleepeiinto the
22,000-sq.-f. store andcre-
atesamore navigabldayout.
Lifestyle graphicsandwarm
colorsand mateialsbring a
residentiafeelto the space
andmakean emotional
connection with cusomers
while reinforcing the brand. A cafe area
with Wi-Fi accesss awelcomeamenit,
andafocal wal styledto resemblea bulk-
candydisplayaddsan elementof fun.

J. MILES WOLF PHOTOGRAPHY

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

OfficeMax
Macedonia, Ohio
Design: FRCHDesign Worldwide, Cincinnati

he design for the
new Williams Sonoma
Home format spot-

H‘HH lights anaccessible
elegancéhat is not tradition-
ally found outsideof a
designe®studia The 18,500-
sq.-ft. store isthe epitome of
an aspiationalresidencgewith
handcrafed finishes delicate
detailingandintimate spaces.
A seiesof roomsunfold, cre-
ating severallifestyle settings,
eat of which display a full
suiteof premiumhomefur-

nishings.Seasondy painted
wals, antiqueoakflooring
andunderstatedlisplayfix- Hard Lines (15000 sq. f. to 100,000 sq. ft.)
turesprovide a complementay badkground for the Honora ble Mention
merchandiseA grand stailcaseand skylight playup Williams-Sonoma  Home
the double-heightspace. West Hollywood, Calif.
Design: McCall Design Group, San Francisco
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Retall Store

Of The Year

attressCo.®prototype shovroomin Las
\egas offers the ultimate in modern comfort and
t logy to itstarget audiencewholesalduyers
the retail and hospitality industiies. The

7,000-sq.-f. spaceéncludesa privateconferenceroom
with a color-changingglassexteior curtain wal system
anda concergestation whee laptopsand cel phonescan
berechargedNandresevationssecued for local attrac-
tions.In additionto displayng the newestproductline,
the spacencludesa cafe areato entettain visitorsduring
market weeksInteractive ceiling-projectedvideodisplay,
high-tech lighting and state-of-theart audioandvideo
givethe overall spacea futuristic feel.

Serta Matiress
LasVegas

Design: Echeverria Design Group,
Coral Gables, Fla.

eimgnMarcusevokesthe latestin modern
|luxuily retailingwith its 122,000-sq.. store
n Antonio. The interior is distinguished
- b ontempoary designanda spacious,
= - openplan.The useof mosaicandthe bold massing
of sufface texture and colorNa treatmentfound in
modenist Mexican architectueNmake for the subtle
recall of local history. Consitentwith the compan®
widely admired store-designstrategy, the overall plan
incomporatesthe expansiveiseof stoneflooring, the
integration of fine art andan emphasi®n lighting.

Department Store

Neiman Marcus

San Antonio

Design: Charles Sparks + Co.,
Westchester lll.

CHARLIE MAYER PHOTOGRAPHY, OAK PARK, ILL.
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Retall Store

Of TheYear

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

SHERMAN TAKATA, GENSLER, SAN FRANCISCO

nviting and quietly luxurious, the fitting

rooms at White House/Black Market

are designed for comfort and respite.

Customers are welcome to interact with
staft 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

74
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LUCY CHEN PHOTOGRAPHY, BOSTON Reta i I Sto re
Of The Year

remier 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

Single Unit/Hard Lines to get to know the guitar—
. . . its feel, sound and tone. It includes a glass-enclosed studio where
First Act Guitar Studio

Boston
Design: Bergmeyer Associates, Boston handmade custom guitar. The material palette for the space comes

visitors can watch a craftsperson put the finishing touches on a

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.

pare but elegant design
ates a luxurious show-
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.

Single Unit/Hard Lines

Honorable Mention

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

CHAIN STORE AGE, FEBRUARY 2006 www.chainstoreage.com 81



Retail Store
tail St
Of The Year esignedrom achild®
T ———— y perspectivehe new
globalprototype for
H L ego reflects the
brandSkey valuef creativity,
imaginationandfun. Strong
iconicelementdink the space
togetherThe cential area,
which providesan organic
placefor youngvisitorsto play
is compiisedentirely of ele-
ments done in L ego®signature
yelow hue.Multifunctional
cubesprovide maxinmum flexi-
bility in changingthe store
format. Shopperscan choose
from individual L ego prod-

(less than 5,000 sq. ft.) ucts, which are displayed en masse at the Qick-a-brickOwal,
Lego which formsa strong visualandor at the rear A petimeter
Brighton, United Kingdom Q@ibbon,(ositionedat the eye level of a 6-year-old featues
Design: Fitch, Powell, Ohio illuminatedvignettesgachcontaininga changing3D display
he designconceptfor

T-Mobile &prototypein
the Nethetandsreflects
HHHH the brand positioningof

the celular company refreshing
simplicity. A limited color
paletteNwhite, blad and
magentaNandsimplicity in
furniture elementsand graphics
helpto reinforcethe main
theme. T he overall environment
is friendy high-tech. The bad
wal featuesa @igit walOmade
up of 4,800magentdamps,
presentingow-tech animations
of the different sevicesoffered on T-Mobile phonesThe
spaceéncludesa seminarareaanda privateroom for one-on-

onebushesssevicesand demonstations. T-Mobile
Amsterdam, the Netherlands
Design: Storeage, Amsterdam,
the Netherlands

International—Hard Lines
(less than 5,000 sq. ft.)
Honorable Mention
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Retall Store
Of The Year

authenticlimestone s
dbrick storefront-
dfacademakes
Spefice®a standout
in the mall envionment.
The storefront, designed
to createthe illusionof an
urbanbad-alley haven,
is asfunctionalasit is
attention-getting The
industiial metalroll-down
secuity gatealsofunctions
asthe storefront signage.
The useof graffiti andthe
Mazrdousmateials@olor
paletteplayinto the store®
edgy, provoativelook.

|
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Exterior (mall)

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

, multilayered panelsvrap SOGO®
exteror skin, culminatingin a soamg,
three-lezelmain entranceof layeed glass.
imensionalpattening of oversizd
andabstactcherry blossomsNatraditional
JapanesmotifNweave throughthe luminous
facadeof the 628,000-sq.4. depatment stor,
creatinga moving moire effectascustomerpass
by. Lighting effectsgradualy shift asdayturnsto
night, from reflectedayeing in daylight to lumi-
nousprojectionin the evening

Exterior (freestanding)

SOGO
Osaka, Japan
Design: Callison, Seattle
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Retail Store
Of The Year

rby@updatests image
and offeringswith its
new format, Arby®
MarketFresh.Inspired
by an edecticO50snoden®
style, the spacéds upbeatand
fun, with anopen,inviting
feel.A bright andcrisp palette
enhances the aimosphere. An
arched,openwal sepaatesthe
dining room from the order
counter allowing for amore
relaxingdining expeience A
rangeof seatng options,from
barto boothto meetingroom,
offers different levels of privacy.

Casual/Fast Food
Honorable Mention
Arby’s MarketFresh

Schaumburg, IIl.
Design: WD Partners, Columbus, Ohio

cDonalddnew flagship

adjacento its comporate

headquaersin Oak

|||Brook, II., representa

freshdirectionfor its designThe
interior repositionVicDonald®as
arelevant,appealingplacefor
youngadults,while at the same
time remaining comfotablefor
the company@®Q@noms and kidsO T it -
customers. The atmosphere is : . |
stimulating and energeticbut also
family-friendy andbright. Under
atwo-stoly vaultedceiling a bank
of plasma-s@enT Vs providedin-
ing entetainment.L arge-sale i
wal graphicsanimatethe sur- Casual/Fast Food

roundingwallsusingimagey e o e e
from McDonald®latestmarketing campaignA choiceof

_'--'_Il'[,__,-_l-.'__un = ppitis

e

v/
seatingtypes,from traditionalboothsto cafe tablesjs &ckbl;::;(hf"s
available. Design: Lippincott Mercer, New York City
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R etai I StO re ROBERT POLIDORI, NEW YORK CITY ‘
Of The Year ] v ‘

nfiniti DealershipConcept

entersthe Koreanmarket in

a spectaculafashionwith a

H‘ six-story shavplaceThe
customeljoumey begnson the
groundfloor in ahotel-syled
recepton area.A loungeon the
mezanineoffersa comfortable
settingfor waiting and hospital- : 4 ' =
ity while the two-stoty galery — - : z
shavroom on the fifth andsixth ; : e
floorsdramatially display new . . -
automobilesagainsthe badk-
drop of Seou®fast-gowing —-—
skyline. L uminousceilingsbathe
eat vehide in aseamleseld
of light. Natural-mateial finishes distinctivefurniture and custom
fixtureswork togetherto infusethe galery with amoden but Infiniti - Dealership ~ Concept
. . Seoul, South Korea

comfottableexpessiorof the brandandalsohelpto delivera Design: Lippincott Mercer, New York City
memorbledealershigexperence.

=k -

e

InternationalNHard Lines
(5,000 sg. ft. to 15,000 sq. ft.)

esignfor Borders

celebatesthe written

word with colorful,

illuminated lanternsof
textandreading-elatedquotes
and motifs of bookson the
wals. Bladk-and-white
photogmaphsof peopleand
booksfurther enhancehe
theme.Accentsof bright colors
andBorders€ignatue red hue
cdl attentionto different areas.
The warm, inviting environment
offerssomethingfor everyone,
youngandold, with merchan-
disecategoressetup as
individualin-store experences.

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

= Borders Bookstore
Sydney; Australia
Design: GRID2 Intemational, New York City
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Retall Store

;!‘!‘
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s S R

Of The Year
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Best Overall

PacSun

the eye-catching architec- Riverside, Calif.
tural storefront to the dynamic

wnterior, 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 ChainStoe Age€innual 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

Design: Gensler, San Francisco

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
Entry 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.

68
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FOTOWORKS, LOS ANGELES

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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Retall Store

Of The Year

ontempoary design
andups@leambience
meeta nostalgicslice

m of AmericanaNthe
working babershopNin The
Shaveof Bevelly Hil Is. The
1,966-sq.-f. spaceavokesthe
feelof an exdusive British
gentleme®club, while also
creatinga seamleseetail area
to shovcaseluxury grooming

products.The dark-wood

baiber stationsfeatue refur-

bishedtraditionalbarber

chairswhile moden, brushed- - _

stainles$iardwae emphasies - — Service

the sho®masculinestyling. Floatingfixtures The Shave of Beverly Hills
createsubtlesepaation betwveenthe retail spaceandbaber- Beverly Hills, Calif.

shop encouagingtraffic flow and maintainingan openspace. Design: Palladeo, Glendale, Calif

futuristic spa-like

designcreatesa

unique environment

‘that setsBriteSmile
apart from the traditiona
dentaloffice.Circularseat-
ing podsserveasanicon for
the brandwhile makingfor
anopenandhighly engag-
ing envionment.The bak-
lit pods,madeof lacqueed
MDF, housesot-leather
spachairsandaudiovisual
equipment for cusomer
entetainment.A circular
cashwap andopenfront
allow customergo browse
comfottably andbecomeamiliar with the teeth-whitening
BriteSmile procedue. Visualsdetail the benefitsof the treatmentin asimple

McLean, Va. :
Design: ®difica, Montreal OB e

MICHEL TREMBLAY, MONTREAL

Service
Honorable Mention
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Retall Store

Of The Year

ewtgn Farms is designed in the vernacular

langliage of its South Carolina “low country”
. The exterior of the 33,000-sq.-ft.
arket recalls one of the area’s signa-

su

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.

Supermarket

Newton Farms
Kiawah Island, S.C.
Design: Cubellismarco, Northville, Mich.

CREATIVE SOURCES PHOTOGRAPHY, ATLANTA

ioned to evoke the feel of a warm

eezy summer day, Super BI-
ffers customers an effortless
d 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.

Supermarket
Honorable Mention

Super BI-LO

Columbia, S.C.

Design: Design Fabrications,
Madison Heights, Mich.

LAZSLO REGOS PHOTOGRAPHY, BERKLEY, MICH.
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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.

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

RICKY ZAHAVI, BROOKLYN, N.Y.

Cashwrap

Honorable Mention

Levi Strauss
Brussels,Belgium
Design: Checkland Kindleysides,
Leicester United Kingdom

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.
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\Westen-styled mal

rastiucture is combined

Russianthemesto
dazalingeffectin Mega

Khimki Family Shopping Center
Moscow. The two-level,2.3
million-sq.-ft. centeris designed
with four nodesgad with a
depatment store andhor. The
entranceto ead nodefeatuesa
sculptue of a Russiarfolktale
chamacter The mal alsofeatuesa
populardestinationarea,dubbed
the QVinter Garden,@ndored
by a 180-ft.-wide indoor ice-
skatingrink whoseceilingsoars
75 feet.Daylighting of virtually 360-degeessuriounds
the gardenareaabovethe secondstory. Bird mobiles,
cloud-like sculptual instalationsand perimeter natural
lighting evokethe feelingof openspace.

Mall (enclosed)

Mega Khimki Family Shopping Center
Moscow
Design: Callison, Seattle

Mall (open)

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

erwoodMall Terraces&
lage alifestyle centerin
wood,Wash. exudes

waf, contempoary Northwest
aestheticwith exposedoncoursgoists
andmaple-woodpanelsAdjacentto
the endosedAlderwood Mall, the new
open-airadditionis complisedof two
sepaatecomponentsThe Village a
pedestian-s@led,outdoorretail envi-
ronment;andThe Terracesa garden-
like gatheing placesuroundedby a
movie theaterandrestauants.The
buildingsfeatue brick, stuccometal
andstone executedin complementay,
muted tones,while pavingpatteins
defineand guidepedestian traffic flow.
The materal andform of the stone
sculptuesrefer to the Northwestwhile
signalinggatheing placedor shoppers.
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alluning, classial design
ingsatimelesslegance
armanya 38,000-sq.-
ft., -level clothing store
for menandwomenin RedBank,
N.J. The designtransfomeda
va@nt 38,000-sq.-f. building into
adramatt, high-endenvronment
fashionedwith luxurious mateials
and custom finishes The men®floor
hasa masculindeel,reinforced
with rectilinearlines,anigre wood
millwork and a cocoa- colored car-

pet bordeed by chocolate-bown Single Unit/Soft Lines

marble accentsThe womar®floor hasa femininedesignwith soft Garmany

curvesanda blonde-on-blondecolor shhemeaccentedy alight, Red Bank, N.J.

luminousblue.A vaulted,lluminatedcovered ceilingis used Design: Tricarico Architecture and Design PC,
throughoutthe space. Wayne, N.J.

okia ExpeiienceCenteraimsto takethe confu-
sion out of mobile comnunications.The 250-sq.-t.
sewvicecenterdoesnot sellanyproducts.nstead it
is intendedto provide consumersvith a greater
understandingf Nokia productsand benefitswhile
immersingthemin the essencef the brand.The moden,
angularexteior of the freestandingylassstructure reflects
the stylish andtedhnologially advancegroductsfeatued
within. Curvedtablesin the centerof the spaceprovidea
comfottableplacefor peopleto gather Each productis
individualy highlightedanddisplayedPhonesare
freestandingallowing full viewing from all angles.

Nokia Experience Center
Las Vegas
Design: Fitch, Powell, Ohio
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n updatedmore contempo-
rary designbreathesew life
into SawgrasMills. The
remodelstrips awaythe
shoppingcente®datedtheming
clutter andvisualnoise and
replacest with amore moden look
andamore mature color palette.
L argeforms of printed fabricsare
playfully integratedto the columns,
helpingto bring a more comfot-
able humansaleto the vastenvi-
ronment.The vaiousshopping
zonesare definedby the suspended
fabiic formsandalsoby color,
flooring and graphicpattems.

Oval-shapedlooring patteins and clustersof treesdefineseating
areasVibrant andbold pattensintroducedasbulkheadscims
alongthe storefronts conveyenergy andexcitement.

My

b

s

¥ HT &J‘_ "
II . g d

Sawgrass Mills
Sunrise, Fla.

Design: Pavlik Design Team,
Fort Lauderdale, Fla.

LASZLO REGOS PHOTOGRAPHY, BERKLEY, MICH.

Greyhound
Chicago

Design: Design Fabrications,

Madison Heights, Mich.

Convenience Store

ne of America®best-knavn
brandsGreyhoundhas
HH transfomedthe retail space

in its Chicagoterminalinto
amoden, easy-to-shoonvenience
store. The remodelundetakenin
conjunction with the company®
QVee ElevatedEverythingd
marketing campaign,helps
Greyhoundspeako young
ethnically diversedemoggphics.
Lightweight,hangingdecor
elementdelineateareasandcreate
energ throughoutthe spaceBold,
stylish graphicsandilluminated
beacorsignshighlight products
with imagel and help makethe
spacevelcomingto all customers.
A mix of contempoatry, vibrant
colorsandwarmfinishesenhance
the updatedenvionment.
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LASZLO REGOS PHOTOGRAPHY, BERKLEY, MICH.

- Specialty Food

Godiva Chocolatier
Indianapolis
Design:JGA, Southfield, Mich.

Chocolatier’s
new store prototype
ces its European
ge 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.

inimalist design draws the eye immedi-
ly to the main attraction at Richart:
y French chocolate. The clean, stark
loolbt 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
Honorable Mention
Richart

Boston
Design: Bergmeyer Associates, Boston

LUCY CHEN PHOTOGRAPHY, BOSTON
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ass Pro Outdoor World®singular atention to
desgn and detailing isevident in itsLas

Vegas location, which combines glamour and

rugtic lendor to awinning effect. A wide
range of sylesreflectsthe diversty of the loca cul-
ture and leads the cusomer on an expedition of dis
covery throughout the 165,000-53.-ft. Sore. Every
eement contributesto the impact of the design, from
the handcrafted clay birds perched on the imposing
chanddiersto the handwrought fireplace screen to
the sculpted cedar satues. A sea-blue ceiling in the
boat showroom, complete with sat-water fish
mounted in action poses, addsto the entertainment
and adventure of the shopping experience.

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

Bass Pro Shops Outdoor World
LasVegas
Design: In-house(BassPro Shops, Springfield, Mo.)

HILL PHOTOGRAPHICS, SNELLVILLE, GA.

Theme Park/Attraction Retall

Disney Bou-Tiki
Lake Buena Vista, Fla.
Design: Chute Gerdeman, Columbus, Ohio

n exotically themeddesign
drawnfrom Polynesiancul-
ture updateghe main lobby
gift shopat the Disney
PolynesianVillageResot, martry-
ing its themewith the other shops
in the hotel. Intricate authentic
Polynesiantexturesand details
givethe 5,100-sq.-f. store a
uniqueambienceEight-ft.-tall
tiki statueshandcarvedin Bali,
addauthenticity andan undeitying
charcterstolry to the shoppingex-
peiience.Merbauhardwoodfloor-
ing, bamboaosurfacesshels, carpet
resemblingsivermoonlit beates,
and hand-woven and paintedwall-
covelingsinspired by authentic
Polynesianculture work together
to engageguestsn afun, fantasti-
cal experencethat is pure Disney.
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uild-A-Bear Workshopis in aclass
all its own whenit comedo creating
|fun, lively and colorful envionments.

The retailerexpandednd celebated
its brandwith two new, excitingconceptsn
2005.It openeda 20,000-sq.-t., two-level
flagshipin Manhattan.Featuing larger-

' Special Award for Design
Consistency and Execution

than-life graphics
andfurnishingsthe Build-A-Begr Workghop
spacalsoincludes NEV\{ York C!ty and mol_Jlle van

he first Eat Design: Adrienne Weiss Corp.,
t 5_3 LR Chicago (New York City store);
With Your Bear Barrett Displays, Riverside, Mo.
HandsCafe.The (mobile van)
companyalsopulled off the amazingfeatof conveting a 53-ft. semitrailer

into a self-containedfully functioning mobile storeNcompletewith bear-making

stationsNon 18 wheelsBoth conceptoffer the uniqueandinteractiveshopping

expetencethat Build-A-Bear Workshopcustomerdhavecometo expect.

]
B/
> al-Mart Storeswent outsidethe box

in 2005,0peningtwo expeimental
superstagsthat raisedthe barfor
||| environmental sustainability. From

the lighting and heating ventilationandair
conditioning(HVAC) to the roofing andland-
s@ping the storesare dazzlingshonvcase of
emergingenerg-efficienttechnologiesand
@reerOdesignpracticesln aneffort to
advancehe causeof sustainabiliy, Wal-Mart
plansto shae the lessonseanedwith others
in the industry.

Special Award for
Envir onmental Responsibility

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

Iu.tmmm;,,. — 'r-
= gy T at sets a new stan-
e for pharmacy
retailing. Devoted exclusively
to health and wellness, Kerr
Drug Healthcare Center
combines health products,
: B EE DERFE FEER % _ " clinical services and educa-
B =9 g cpamas — tion in a convenient, easy-to-
FEEEERSD BETTH 58 s - ' i access setting. Warm colors,

reeT ¥ Ews | " . .
REREN vibrant signage and low pro-

_ Jra & 4 - . | file of product help create a
_. _,41_..,"1:-\.1" o A _ .y comfortable, friendly and
Il Best New Retail Concept ' non-clinical environment.

The design divides the 9,600-sq.-ft. space into various

Kerr Drug Healthcare Center ) ! ]
Lenoir, N.C. health-specialty departments, with products and literature

Design: Impressions,Lotton, Va. grouped accordingly, and also includes screening rooms

and classrooms for patient education.

quad, a service B — RS y y

offering from Best ]
"B oves into its , POLICING TECHNOLOGY AND PROTECTING THE WORLD

ultifunctional E ﬂg 'i =
o BT

space with a design that . SR
captures the essence of the i
burgeoning Geek Squad v m '
brand. The 3,000-sq.-ft. m—" l W
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 Best New Service Concept
of areas for service, sales, repair and training. Crisp white

floors, walls and ceilings convey an atmosphere of precision, S’enejlzsf%l;ﬁg
expertise and utilitarianism, while salespeople (dubbed Design: TS AO.Design Group, San Francisco

“agents”) costumed in stereotypical “geek” clothing add
tongue-in-cheek drama. Wall and fixture graphics
reference the store’s objectives and mission.
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