
innninnrnnn? 

::::::::::: 

• • • • • • • • • • • • • • I  

! • • • • • • a t • • • • i  

:::::::::::::::::::::: 
:::::::::::::::::::::: 
liiifliiiiliiiiiiiiili 

:::::::::::::::::::::::::: 

:::::::::::::::::::::: • • • • • • • • • I  >••••••••< 

:::::::::::: 





STAPLETON: a new department store 

by 

KURT FREDRICK NELSON 

A thesis submitted in partial fulfillment 
of the requirements for the degree 

of 

BACHELOR OF ARCHITECTURE 

Approved: 

Thesis Advisor 

Director 

Chairman, Thesis Committee 

of Architecture 

MONTANA STATE UNIVERSITY 
Bozeman, Montana 
June 4, 1934 



OHM "iPP(r 

STATEMENT OF PERMISSION TO COPY 

In presenting this thesis in partial fulfillment of the requirements for an advanced degree 

at Montana State University, I agree that the library shall make it freely available for inspection. 

I further agree that permission for extensive copying of this thesis for scholarly purposes m^y be 

granted by my advisor, or, in his absence, by the Director of Libraries. It is understood that any 

copying or publication of this thesis for financial gain shall not be allowed without my written 

permission. 

Signature 

Date 



STAPLETON: a new department store 



Fashion is a great deal more than a way to dress. It 

ingests the tempo and character of trie times and records it­

self in everything from architecture and home furnishings to 

automobiles and everyday products. As the world around us 

changes, the concept and understanding of fashion and that 

which is in fashion changes. This thesis is about designing 

for these changes. 
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When presented with the dilermna of developing a thesis 

project, I was determined to undertake a project that would 

not only allow me to illustrate for future employers my cur­

rent interests in architecture but mere importantly allow me 

to research and gain practical knowledge about a particular 

area, of interest„ In order to fulfill these requisites, I 

began a period of soul searching in hopes of finding a past 

project or experience that would stimulate my design inter­

est for an entire two quarters. In order to be considered as 

a possibility, the project had to evoke questions in my mind 

to begin investigation and to lend itself to a physical sol­

ution in which the ideas synthesized during questioning could 

be displayed, explained and understood. 

during my third spring quarter here, I recalled my par-



ticipation in a somewhat insignificant renovation project. 

At the time I possessed little interest in the restoration 

of an old run do.-/n building and could find no possible reason 

iof its (restoration) national appeal» Perhaps n-ost intrigu­

ing to me as I looked back was tne multitude of questions that 

were left unanswered in :ny liiind at the project's conclusion, 

questions of the appropriateness of renovation, the adapta­

bility of old buildings to new uses, the feasibility of res­

toration and the process involved in the renovation of and 

addition to old buildings were left unanswered even to this 

day. 

Tne want and need to understand the answers to these 

questions caj.e to t ie surface during my search. Looking at 

drawings of old projects 1 noticed that in each of them, the 

exteric.^ form had become such a major concern that the inter­

ior v:as all but neglected to last minute interior perspective 

sketches,- At that point I realized that the only project in 

which the interior had been of major concern had been the ren­

ovation project of two years earlier. Interior materials, 

character, circulation, lighting and layout were all aspects 

of design that 1 had not put effort into understanding let 

alone designing so when the opportunity to choose a thesic 



project arose, these became my najor concerns. The choice of 

renovating an existing building provided a building shell in 

which I could consider and study the elements of the interior. 

The next step was to find a building whose possibilities for 

renovation matched my reasons for undertaking one. 

The decision to utilize the Stapleton Building in Bil­

lings and my selection of a department store re-use program 

were made relatively quickly after taking a job with my dad 

during the summer. With the completion of three clothing 

boutiques in a matter of a few months (two of which were in 

old buildings) it became obvious that we had a corner on the 

retail design market in Billings, Having worked as a merch­

andise and display manager for a number of major department 

stores my father had developed a common knowledge of retail­

ing, merchandising and display, prerequisite in the design and 

success of any retail business regardless of its size or loca­

tion. 

In choosing this retail design project my goals are three­

fold. First, to learn to synthesize a workable program from 

the study of existing stores. Secondly, to understand and thus 

to more ably design for the changing nature of fashion in hopes 

of more ably designing for the changing nature of architecture. 



And third3 to use the "Stapleten building as a catalyst to help 

understand architectural renovation and interior space design. 
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What is fashion? How does it affect us? 

Webster's dictionary defines fashion this way. 

1. the form of something or the way it is con­
structed 2. appearance or mode of construction 
3. distinct or peculiar form, shape or cut 4. 
the act or process of making something 5* a 
short lived custom, usage or style 6. prevail­
ing or accepted style or group of styles in dress 
or personal decoration established during a par­
ticular time or season.1 

Fashion. The mere mention of the word evokes images of 

the "in people" those few lucky ones about whose"jet set" 

lives magazines are written. We tend to see fashion as an 

element of New York or Hollywood, wild nightclubs and lavish 

movies, images that are bigger than life to the outsider. 

Not surprisingly, fashion is all of that but it is also a 



great deal more. In fact, fashion is all arovnd us. It is 

in New York City and Billings, Montana, It is in large office 

buildings and it is on the farm. We wear it, we use it, we 

drive it, we read it and we listen to it. Indeed, fashion 

affects each and every one of us no matter who or where we 

are. 

Fashion is more than simply a term denoting styles of 

clothing at a particular time, it is a multidimensional term 

with a multitude of broad psychological and socioeconomic 

ramifications. There i3 not a single successful manufacturer 

today that does not consider the fashion of its product before 

production and distribution is begun. And whether or not we 

care to admit it we all like to make a good and lasting 

impression on other people. In either case, the reasoning be­

hind why we choose the products that we do requires not only 

a knowledge of retailing but an understanding of personal and 

group psychology. 

A leading fashion magazine has stated that 95 percent of 

all women dress to please themselves and that only 5 percent 

dress to please men.2 (somewhat surprisingly no opposite re­

sults for men were given) No matter who the object of one's 

approval, the fact is that we all seek approval whether it is 



from a peer group or sirrply from oneself. W-iat is it within 

each of us that creates this conscious or anccnscious longing 

for approval and how does it manifest itself in oir buying 

habits? 

Abraham H. Maslow, noted psychologist gives an insight in­

to personal behavior in his hierarchy of needs published in 

1943• A need is a longing for, or lac ring of something that 

we do rot have. Maslow believes that we as hu-'ian beings are 

in a perpetual state of ''wanting" and our behavior is deter-

rined by our priority of needs. At the bcttom of the hierarch­

ical ladder is the need for physiological essentials; biologi­

cal in nature these include food, water, sleep and sex. When 

the need for these essentials has been at least partially met 

the next step in the ladder, the need for safety, is reached. 

Here, Kaslow suggests, is the need for physical safety and well 

being. Third comes a need for love. Included at this stage 

is the need to love and be loved, to give and receive affection 

and approval and the need to join some sort of group that shares 

common interests or conditions. The fourth step in the ladder 

is the need for self esteem and confidence. This stage also 

reveals a need for self respect and independence. The highest 

l«vel of human needs according to naslow is the n«ed for self 



actualization or personal fulfillment. At this level rests 

the creative aspects of achievement and the ability to say 

"I've made it''. It is important to understand that each per­

son has a different requirement for the satisfaction of these 

needs and may be working at satisfying more than one of these 

needs at any one time,3 

It is important also to realize that a persons realization 

of satisfaction at each stage depends to a great extent on a 

person's cultural and economic condition. An African native, 

for example, will obviously satisfy his needs in a different 

way than a member of the New York social register. For the 

native, the need for self-actualization could be met with the 

donning of an ornamental headpiece to signify a place of honor 

in the tribe, To the socialite, on the other hand, that need 

might only be satisfied with the purchase of a Cadillac or a 

membership at the club. In his own way, each has satisfied 

the same basic need. 

In the same manner, it is quite easy to make a connection 

between each of the levels of need and a certain type oC fashion. 

Besides the five basic needs, the choice of a person's 

clothing is also influenced b, a multitude of other forces. 

Pride, modesty, individuality, and the need for constant change 



and adventure are developed within ;.he individual. Family 

and peer pressure along with conformity are factors thA t con­

stantly bombard the individual from the exterior. Botn inter­

ior and exterior forces are strong determinants of personal 

fashion. 

There is a constant pull that exists between the forces 

of the individual and those of the group in society. Social 

forces are constantly attempting to influence the individual 

at 3very avenue of behavior including the selection of fashion. 

As an individual, each of us struggles to preserve our person­

al identity. Fashion is used by individuals as a way of declar­

ing a distinct personality in order to stand out from the rest 

of society. It is also used by some to define status, or to 

emulate certain character ideals in order to create an iden­

tity tor oneself. 

Groups, on the other hand, use fashion as a way of main­

taining a level of conformity within itself in order to dif­

ferentiate its members from those of other groups. Occupation­

al dress, for example, is very much geared to the identity of 

the group. Pilots, doctors, postal workers each have there 

own distinct uniform which has become recognizably their own. 

Words like "punk", "preppy" and "new wave" have gone beyond 



meaningless character descriptions to envelope entire group 

fashion ideals,^1 

In his book The Economics of Fashion, Paul Nystrum pre­

sented anocher insight ir.to t.he motives behind personal fash­

ion. To a list very similar zo that proposed by >iaslow fifteen 

years later Nystrum added the human need for change and the 

need for adventure or motivation. In his work, Nystrum cited 

the tendency of human beings to become tired of sensations that 

become to constant ana that changing ones clothing could defin­

itely be linked to a change in ones personality.^* 

Nystrum also believed chat an indevidual's curiosity was 

a key motivational factor in determining personal fashion, To 

him, the thrill of adventure, the separation from group or peer 

convention along with the excitement of doing things that are 

out of the ordinary (including dressing to evoke a shock re­

sponse) are all related to curiosity and the need to seek new 

7 and satisfying sensations, 

With each of these separate and distinct forces trying to 

sway personal fashion decisions it is amazing that we wear clo­

thing at all let alone decide what to buy and wear. In order 

for a store, or anything related to fashion, to be successful 

it must not only concentrate on satisfying the needs of the 



public as a whole (group) but it must also create a link with 

each individual customer. The link that exists between the 

store and the individual is accomplished through the store's 

image which calls out to each passerby. The successful store 

is the one with which the paying customer feels he can identi­

fy-
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How is a storeys image developed? 

The success of any retail operation is dependent on much 

more than simply the compatancy of the buyers and the selling 

ability of the sales people. The retail building itself must 

be designed for maximum selling potential. Such elements as 

department size and placement, fixture design and layout, light­

ing and circulation all play a major role in the success of a 

department store. 

Perhaps the most significant element of a store's appeal 

or lack there of is its overall image. Because of the fact 

that many retail stores carry the same merchandise, the image 

of the store becomes more important to the customer than the 

merchandise being purchased. 

Store image is the way a particular retailer is preceived 



in the mind of the customer.* The major elements that contri­

bute to a. customer's view of a store are its: 

xoca 'j^on 
size and newness 
type of merchandise 
sales people 
type of display 
type of fixture and their layout 
mineral store atmosphere 

An. aggressive, broadly recognizable image is the best selling 

tool that a depart?.ent store can have. 

it is first important to recognize that tae character that 

is preceived by one customer can and in all likelihoods will 

be quite different from that preceived by another. No store 

can possibly be all things to all people. Inevitably a certain 

type of customer will be attracted by a stores location, goods 

prices or sales people and become regular customers<> The same 

features that attract one group can be used to alienate anoth­

er K-mart for instance, attracts a certain customer because 

of its low "blue light sneciai" prices, its informal atmosphere, 

and its convient and many times oversized parKing lot. A fre­

quenter of a designer or specialty shop, on the other hand, 

would be repelled by "popular" prices and styles and the lack 



of personal services. Each store looks to and depends on a 

certain segment of the buying public for its sales. The ex­

tent to which the target market issue affects the formulation 

of store image depends on the image model that io adopted oy 

the particular retailer. 

There are currently tliree store image models that are used 

by retailers to develope an image for their stcr«: fhe market 

based store image model (hXIri), the internal based store image 

model (iBSLu) and the trade based store image model (TBSIR).lO 

A store following the market based model begins and revolves 

around a target segment of the buying public. That group of 

consumers that the retailer wants to attract. Indepth poling 

and research of the target segment result in an up-to-date 

knowledge of their likes and dislikes at any time. The store's 

image as well as all of its merchandise is chosen around the 

customer and his constantly changing wants and needs. 

The second store image model is derived from ideas that 

come from within the operation itself. The internal based 

store image model bases all image making and merchandise buy­

ing decisions on the ideas , traditions and knowledge of the 

single retail firm. A store developed around this model risks 

being to old fashion or out dated cut can,just as easily, be 



the most unique, creative and fashionable as well, 

The third model and perhaps the most dangerous to use in 

the developement of a new store is the trade based store image 

model. In this model, a store's image is assimilated from sim­

ilar retailers in the area, The store utilizing this model is 

designed around the philosophy that if it worked before it can 

work again. 7nis store risks being a boring duplicate of every 

other store around and is never known for setting any trends. 

Of the Lhree models, only the first is based directly on 

the wants and needs of the consumer. As the size and number 

of departments in a store grow, it would seem that the con­

stant research involved in the MBCIM would be the only safe way 

of knowing what their ever changing desires were. In years 

past, when one person ran the only general store in a town, the 

knowledge of traditional selling techniques (used in the IBCIM) 

was the only way of running a store and all of them looked 

exactly the same from one town to the next. Today, with the 

seemingly limitless number of retail stores to choose from and 

the consecutively high level of competition between them, the 

most successful store is the one that is different, innovative 

and unique for the simple reason that it will capture the imag­

ination of the market. 



In his book entitled Contemporary Retailing, William 

Bolen calls the department store a package in which merchandise 

is contained. If that package does not attract, entice or at 

least interest the customer, he adds, the product will not sell. 

A retail store that lacks a sharp and unique character, that 

does not stand for something special to any segment of the pub­

lic, he adds, will end up as an alternate place to shop. Like 

a dull person it will be avoided.^* 



How does the design of a store help define its image? 

Once the proper image for the store is determined by the 

retailer, its affects can be seen throughout the entire store 

design from exterior materials to interior layout. A depart­

ment store has two distinct faces, one interior and the other 

exterior. 

The exterior of a store is the most important element of 

a department store's image because it is the first idea that 

the customer gets of the store and thus becomes his first means 

of judging it. Whether a perspective customer will enter the 

store or not is dependent on the preceived image of the exter­

ior. Window displays and other architectural features have 

made their mark before a customer reaches the door. A run 



down structure in need of a coat of paint; a well cared for 

establishment with clean display windows and sidewalks that 

are free of trash; both convey an image. The most important 

job of any store's exterior is to attract customers and by 

means of a unique image and imaginative window displays en­

tice the customer to enter. 

Window Display 

Display windows have been the eyes of retail for many 

years and even today continue to provide a multitude of 

extremely valuable services. Windows provide an interesting 

link with the store's interior by providing potential cust­

omers with an idea of the quality of the store's merchandise 

and interior character. Windows not only dramatize the dis­

played merchandise but they also help to dramatize the entire 

facade. 

Because of the nature of their location, the design of 

exterior display windows must impart an immediate impact on 

the passer-by. It is estimated that only 11 seconds are spent 

12 looking into a store window when passing by a storefront. 

For this reason, window design has become a science of its own. 

By creating punctuated images, that fit together into a uniy-



fied sequence, the window designer can stimulate the curios­

ity of the customer and create the ultimate drawing and sel­

ling toolo Windows can act as advertising in order to suple-

ment newspaper ads and double the impact of seasonal or sales 

merchandise. At certain times of the year; Christmas, Valen­

tines Day etc,, window displays, newspaper advertisements and 

interior displays can be synchronized to generate overwhelming 

seasonal extravaganzas that become part of a store's drawing 

powerl-^ Many stores are visited by people, especially over 

holidays, who simply want to view its creative, sometimes 

animated displays. It is not a bit surprising to find out 

that these browsers spend a great deal of mon^y while moving 

around the store also0 

There are four types of display windows each with separate 

and distinct characteristics and advantages for display. The 

four include: 

1. Straight front, closed: characterised by floor to ceiling 

glass on the street side and closed off from the interior 

of the store. 

Advantages: This type of window allows a more dramatic use of 

display lighting. Because of its separation from the inter-

lor space and lighting system, a closed window provides a 



enclosed space in which a multitude of lighting effects can 

be obtained. 

2. Straight front, open: characterised by floor to ceiling 

glass on the street side and open to the interior of the 

interior of the store. 

Advantages: This type of window allows the customer on the 

exterior of the store to see the character of the store's 

interior. 

3. Shadow box: a small enclosed window at eye level that can 

be open or closed to the interior space. 

Advantages: Used for the display of small items such as bath 

items, jewelry, gifts, etc. This window type is usually 

seen in circulation areas of the store such as in the entry 

or the elevator landings. 

4. Corner: characterised by floor to ceiling glass on the street 

side and can be either open or closed to the interior. A 

window that is located at the intersection of two circula­

tion paths. 

Advantage: This type of window is especially advantageous to 

the display of clothing on mannikins because it allows a 

~l4 
multitude of view points for the customer. 



Once the potential customer has been sufficiently con­

vinced to enter the store it becomes the job of the interior, 

the store's second face, to keep him inside and spending money,, 

Of major importance here is the fact that the interior image 

created by such elements as fixture layout and type, color 

scheme, merchandise and a battery of sensory impressions be 

a continuation of the image introduced on the exterior. 

Today, the creative retail designer is assisted in his seem­

ingly impossible task by an endless list of possibilities for 

the store's interior. More than 50 finishes may be selected 

for the flooring material alone, ranging from wood to rubber 

to marble, The choice of patterns, textures and colors of 

carpet are even more numerous. Ceiling types, lighting types, 

colors and wall materails combine to complete the image of the 

department store. 

The way that a customer preceives the interior of a store 

is influenced to a great extent by sensory preception. Visual 

density of such element s as fixtures, merchandise and store 

employees, audible sound densities and olfactory odors all 

need to be understood in terms of their satisfactory or unsat­

isfactory presence,^5 

The density of employees refers to the number of sales 



\ 

clerks that there are working in a specified are. It would 

seem that the determination of employee density in a department 

store is an unpredictable and not easily solved dilemma. The 

most commonly heard expressions in any retail store today are 

"There's never a clerk around when you need one" and "No, I'm 

just looking" give an insight into the customer's preception 

of low and high employee density, both of which can be a source 

of customer frustration and anger. The number of employees 

that are needed to adequately cover a specified area in the 

store varies from department to department as the type of mer-

candise and service change. The three types of service include: 

1. Personal: Usually seen in boutiques and specialty shops, 

personal service occurs where a limited line of merchandise 

is shown to a very small number of clientele. This type of 

service usually requires a low employee density because of 

the limited clientele. But these customers do expect the 

best treatment. 

2. Assisted: Assisted service is the kind of service most 

commonly used in today's department stores. It is charac­

terised by the dispersal of cash registers and wrapping 

stations throughout a department. Clerks, manning each of 

the stations provide assistance in finding sizes and styles 



of merchandise that is in their area. Assisted service is 

also used in shoe stores where the style of a particular 

shoe is chosen by the customer from a display. The clerk 

then returns to the stock room to retrieve the necessary 

size. Assisted service requires a high employee density 

in order to cover the floor at all times with sales people. 

Important to this type of service is the understanding of 

peak business hoars in order to economically use employees, 

3, Self-service: This type of service can be seen at work in 

our modern day grocery store. The customer circulates 

around the store picking required items from displays along 

the way. When all of the desired items have been selected 

the customer ends up at the check out area which is located 

near the exit. In a self-service type operation a medium 

employee density is split into two distinct categories, Part 

of which is responsible for stocking the displays the other 

for checking items at the check out station,, 

The density of merchandise that a retailer displays ie a 

significant determinant of the preceived image of a retail store. 

Merchandise density is a result of the size and layout of the 

store or department as well as the amount of merchandise that 



the retailer wants t-o move. The extremes of high and low mer­

chandise density evoke images that we are all familiar with. 

At the dense end exists the "K-mart" concept of merchandising. 

The trick here is to cram as much merchandise as possible onto 

rows and rows of racks and shelves. This method, though high­

ly successful for K-mart and other mass merchandisers is unde­

sirable in a department store where the preferred customer 

wants to feel set apart from the mass of society. The over­

crowding of merchandise can also be quite unsettling, con­

fusing and disorienting to the customer, all of which need to 

be avoided in the developement of an image. 

At the other extreme of merchandise density is the "going 

out of business" image. Here, the number of fixtures and the 

amount of merchandise on display in a store present ohe appear­

ance that it is constantly in the process of going out of busi­

ness. Preceived as transitory by the buying public, stores 

with a low merchandise density are not trusted b;, customers 

who are sold on service after a sale. For department stores 

whose success depends on the sale of items that may require 

servicing, longevity and permanence become a major aspect of 

store image developement. 

The fixtures that are chosen to display the merchandise 



can influence the preceived density of the merchandise being 

displayed. Innovations in retail equipement and fixtures con­

tinually alter the nature, practice and flexibility of visual 

merchandising. 

Another element that must be considered in the preception 

of a stores visual image is the use of color. Because of its 

ability to create a particular mood and to focus attention, the 

study of color and its subliminal affects on the emotions is 

important to the developement of a store character... Studies 

have shown that certain colors are linked with definite psy­

chological feelings, 

1. V'arm colors: red, orange, yellow; colors on the warm side 

of the color scale can be used to evoke a feeling of inti­

macy and closeness, commonly used in restaurants and lounge 

in which a warm, friendly atmosphere is desired. 

2. Cool colors: blue, green, violet; these colors are used by 

designers to open up closed spaces and to create a clean, 

light feeling. Public lavatories are usually finished in 

cool colors in order to create the impression that they are 

more spacious and neat. Light blue and violet are looked 

upon as royal colors and present an elegant appearance. 

For this reason, these colors are desirable exclusive bou-



tiques. 

3. Earth tones: brown gold; Earth tones or other natural colors 

are easily blended together in create a safe, down to earth, 

comfortable feeling, shops that want to exhibit a tie to 

nature , craft or the country such as sporting good, western, 

or kitchen shops are usually finished in these tones.^ 

Careful consideration of color choices in a department 

store is a necessity in satisfying the need for a. desirable 

store image. 

The presence of sounds and smells can add to the entire 

selling character of a retail store. The low background sound 

of selling is important in the process of influencing new sales 

but a definite distinction needs to be drawn between beneficial 

sound and annoying noise. Beneficial sounds are £&©»« viaaat 

originate within the store and are the product of customer 

purchases and interaction. Traffic noises and the sound of 

construction that originate on the street and make their way 

into the store are extremely bothersom and annoying to most 

shoppers. A commonly used method of combatting the infiltra­

tion and preception of exterior noise is the introduction of 

pink noise into a store. Often called "elevator music" pink 



noise is a low level, wide frequency spectrum noise that is 

introduced to act as a masking to cover other more annoying 

noise, A retailer must be careful in the selection of back­

ground music for it as well becomes a part of the overall 

character of the store. Loretta Lynn, for example, might be 

quite acceptable in a western shop but may be unacceptable in 

a posh fur salon. 

Smells can be analyzed in a manner similar to that used 

to analyze sounds,, The attractive odor of leather or the smell 

of women's perfume can be used to draw customers to their area 

of the store* The aroma of food being served in a restaurant 

is one of the best ways of drawing hungry customers. A rest­

aurant that is part of a department store must be carefully 

located so as not to emit odors that will overpower store smells. 

The smell of onions is not likely to aid in the sales of per­

fumes in a cosmetic department. Undesirable smells can also 

set into the clothing and ruin its selling appeal. 
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The lighting system that is used in a store can be every 

bit as important to its ability to sell merchandise as the 

fixturing system. Major objectives for the design of a lighting 

system for a store include: 

1. to designate circulation 

2. to create points of interest throughout the store in order 

to draw customers to all areas 

3. to show.the merchandise clearly 

4. to employ color that suits and compliments the merchandise 

5. to be flexible enough to accomodate display and layout changes'^ 

Historically, stores were lit entirely from the ceiling 

or suspended light fixtures that created bright spots at an 

interval equal to the spacing of the fixtures but created a 



somewhat dim character everywhere else. Large expanses of 

floor to ceiling glass were encorporated into the store front 

in order to suppliment the interior light with as much natural 

light as possible, (the beginning of store display windows) 

With the advent of fluorescent lighting about thirty years 

ago, using plenty of light became possible and retailers adop­

ted the approach of brightly lighting every thing in the store. 

Since then, however, it has been realized that flooding every­

thing in intense light prevents distinctiveness because nothing 

is given any more emphasis than anything else. In recent years 

the trend in lighting has shifted to a more sophisticated 

approach incorporating a low level of fluorescents for general 

illumination while highlighting featured merchandise and dis­

plays with brighter spot lighting. 

Today, lighting a department store is almost as exciting 

and technical as designing the lighting for a stage set. In 

fact, the analogy between store and stage lighting is very much 

a true one as store lighting must be constantly changing as the 

displa3r of merchandise changes. The lighting system must be 

able to create different moods in_a single area in order to accommodate 

different merchandise and characters of display. 

Present lighting philosophy includes the recognition of 



two definite zones of lighting. One, extending from eye level 

to ceiling should be lit just bright enough to illuminate 

circulation, general merchandise areas and other architectural 

design features. The general lighting in this zone is usually 

camouflaged from the customer's direct view in a multitude of 

ways. Recessed can lighting can be used in stores with low 

ceilings to give the appearance of a taller space. More fre­

quently seen today is the use of lowered ceilings of louvers, 

egg crate or grid pattern the allow greater diffusion of the 

light and also provide the ability to hide unsightly mech­

anical chases and fire systems from view. The most important 

assets of these systems is that they provide a uniform light 

19 
in which to creat dramatic display effects. 

Below the zone of general lighting is the zone of display 

lighting. This zone, from eye level down, requires a much-more 

dynamic use of lighting than the upper zone. By far the most 

common source of merchandise display lighting in this zone is 

a well designed spot lighting system. Plugged into a lighting 

track, a spot light can can be positioned at any location and 

swivelled to any angle or direction. Reflective baffles are 

incorporated into many spot designs that allow a designer even 

more control over the amount and direction of light that the 



spot generates„ 

Lighting standards for in-store use include: 

1. Circulation areas: 20 footcandles; this includes elevator 

landings, circulation paths, entrances and other areas 

where merchandise is not viewed by the customer., 

2, Merchandise areas: 60 footcandles; these are areas where 

customers view merchandise, 

3o Fixture display: 100 footcandles; this includes showcases, 

shelves, counters and wall cases and displays., 

4, Major displays: 200 footcandles; areas of the most impact, 

20 
mannikins and other major displays* 
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A store's layout refers to its arrangement of circulation, 

merchandise, fixtures, displays, selling and non-selling areas 

and is probably the single most important factor in the success 

or failure of a retail store. Layout affects the adjacency of 

departments and the distance and path that a customer must take 

to get to a specific department. It determines how non-selling 

ares such as stock rooms and fitting rooms are integrated with 

selling areas to maximise and expedite selling. Layout affects 

the workings of the entire store. 
/ 

The layout of a store is important because: 

1. It can guide the flow of customers throughout the entire 

store to maximize the amount of merchandise exposure. 

2. It can provide stopping power for impulse or unplanned buy­

ing. 

3. It permits economic maximization of selling space versus 



non-selling space. 

4. It aids the customer in finding and comparing merchandise. 

5. Departments must be located and emphasized according to 

their sales potential.^ 

Planning the layout of a department store involves three 

important steps. 

1. Determination of the space available. 

20 Determination of space needs for selling and non-selling 

areas, 

3. Fitting space needs to the available space in order to 

achieve the most advantageous traffic flow pattern for 

maximizing merchandise visibility„ 

Step one can be handled in one of two ways depending on 

the circumstances involved in the design. If a store is to be 

designed for a specific site, the determination of available 

space is a subtractive process. Accommodation of parking, 

servicing, and landscape subtract pieces from the available 

space. In the case of an existing building, the task is as 

easy as measuring the building dimensions. 

The two remaining steps in the layout process are more 



difficult and time consuming. 

Program formulation 

Without the aid of a pre specified program of department 

requirements, the second stage in the developement of a store's 

layout is the synthesis of a workable program. I chose three 

department stores 

1. Neiman Marcus: Washington; 180,000 square feet 

2. Hart-Albin: Billings; 66,450 square feet 

3. Bullocks: Newport Beach; 57,000 square feet 

of various sizes and locations in order to 

begin a survey for the purpose of determining any similarities 

in department size and or location within the store. Also 

used in the survey were yearly publications put out by the 

National Retail Merchants Association of retail store depart­

ment sales results for the years 1980 and 1983. 

I began the survey by dividing each of the three stores 

into catagories of merchandise as specified in the 1983 

Department Store and Specialty Store Merchandising and Operat­

ing Results (M0R) publication. 

1000 - Adult Female Apparel 

2000 - Adult Female Accessories and Intimate Apparel 



3000 - Adult Male Apparel and Furnishings 

4000 - Infants, Boy's and Girl's Clothing and Accessories 

5000 - Personal Needs and Smallwares 

oOCO - Hobby and Recreation 

7000 - Home Furnishings: Furniture and Decorative Accessories 

Next, I calculated the square fcotage of each department 

and the total square footage devoted to each of the seven cat­

egories. The square footage of each category was then compared 

with the total square footage of its respective store in order 

to determine what percentage was devoted to each of the cate­

gories. In turn, the square footage of each department was 

compared to the total square footage of its parent category in 

order to determine what percentage was devoted to each depart­

ment . 

Category percentages were then compared with those of the 

other stores in order to synthesize workable category percent­

ages for my program. A strong influence at this stage were the 

category selling performance results that appeared in the 1983 

^0R publication. Upon determination of the square footages of 

each of the seven categories, I began work on the synthesis of 

individual department square footages. 



Department percentagesof the three stores were compared 

with department percentages and performance results of both 

the 1080 and the 1933 MOR publi cations. The results of each 

stage of this comparison are documented in the program form­

ulation tables later in the book. 

The third step of fitting the selling and non-selling 

areas into the availabe space involves compromise in most 

situations. Often, a retailer does not have enough space 

available and must reduce the size of non-selling space in 

order to accommodate the desired amount of selling space. 

Less often, a retailer has more space available to him than 

he needs and can enlarge his non-selling square footage. 

In any case, the negative image conveyed by a store with to 

much or to little selling are (similar to the image of merch­

andise density extremes) must be avoided. 

A key factor in the apportioning of square footage to 

each department is its sales potential which is compared with 

those of other departments in the store. The greater tho sales 

potential of a department, the more square footage is devoted 

to it. For example: a store would not devote as much space for 



a bat.i shop &.b it would devote to its women's Apparel for ths 

simple reason thai trie women's department does a bigger percent­

age of the store's total sales (a higher sales potential). 

Further more, it is not likely that an increase in the size of 

the bath shop would increase its sales0 

Other factors also influence space allocation. The size 

and type of merchandise carried as well as a department's 

servicing requirements can affect the size and placement of 

a department. Come departments simply need mere space because 

of the merchandise that they handle. Tne furniture department 

reauires a great deal of space for proper display of arrange­

ments. Toy and gift siiops must have the ability to expand in 

size at/ peak tires of the year. And hosiery , despite the fact 

that it is usually a high-volume department, can be sold in a 

relatively small taxes area. 

1"ome departments convey the fasnion image of the score 

more than others. Typically the women's and misses dresses, 

coats and sportswear are such image expressing departments. 

For this reason, these departments are given ..ore display area 

ohan other departments. 

ihe type of merchandise that is sold in a department whether 

demand, se;, i-demand or impulse has a definite affect on its 16-



cation in the overall store layout. 

1. Demand: A demand good is one Jor which a customer visits a 

store. Also called "draw" merchandise: men's suits, coats, 

women's apparel, demand goods are located in areas of the 

store furthest from the entrance in order to draw customers 

past other merchandise. 

2. Semi-Demand: Semi-demand goods include men's shirts and other 

accessories, women's bags and other items that do not draw 

customers in necessarily but become additional purchases to 

complete a fashion ensemble, oemi-demand goods are position-

between demand and impulse goods. 

3. Impulse: Impulse goods are cheap, small items that are usually 

,!spur of the moment" or after thought buys. Impulse merchan­

dise includes such items as men's ties and underwear, socks, 

women's hosiery, foundations and are always lacated at a prom-

inant place in the store. Since maximum visibility is para­

mount to impulse sales, departments with this type of merch­

andise are placed near the entrance to the store or along 

22 major circulation paths within the store. 

The placement of departments with respect to their type of 

merchandise is extremely important to the visibility of the mer-



chandise. Certain departments need customer traffic since they 

carry impulse and low priced merchandise. Goods that customers 

will not plan a shopping trip around such as hosiery, cosmetics 

and jewelry must be located near the entrance to the store so 

that the customer is given two chances to tiling of little things 

that they need and buy them on their way by. 

Other goods are generators. Merchandise such as furniture 

and women's clotning create traffic flow as customers move 

through the store in oreder to get to them. These are goods 

that customers plan shopping trips around and it is assumed 

that they will seeiv them out no matter where their location 

within the store. 

Not all areas of a store are of equal desirability in terms 

of sales potential either. In a store of more than one level, 

it is inevitable that the upper floors will have less customer 

traffic than the lowest level. Studies have shown that as much 

as l/3 of the total volume of merchandise sold and l/2 of all 

transactions conducted in a store occur on the first level in 

23 
15 - 20% of the total store selling area. In downtown areas 

where the lunch time rush is a major factor in sales, the first 

floor must be designed for maximum sales because this may be 



the farthest into the store that a rushed customer will venture. 

Upper floors must be devoted to departments that will draw 

customers. Home furnishings and women's apparel can usually be 

found above the first or second level. The top level is usual­

ly reserved for the restaurant. In stores that have atrium 

circulation spaces the restaurant is positioned to allow an over 

all view of the store. As discussed earlier, smells that ema­

nate from the restaurant can have both good and bad affects and 

must be considered in the placement of the restaurant. If t.iey 

are part of the program, ticket and travel offices are usually 

located near the restaurant. 
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There are currently three types of traffic flow patterns 

that are used to move customers through the store. They consist 

of the traditional grid form, the free form and the newest trend 

24 
in traffic flow the boutique form. 

1. The Grid: The most traditional way to lay out circulation 

paths in a department store is very much like a city's 

system of streets. The grid system has main arterials, 

secondary and tertiary arteries that are used to distribute 

customers to all areas of the store. The main aisle usual­

ly connects the main entrance 1 ith the means of vertical 

circulation or another entrance. Secondary aisles run 

perpendicular to and connect the main aisle with the in­

dividual selling stations. Teitkary aisles distribute 

customers within each department. 

2. The Free Form: The free form pattern of circulation saw 



a surge of use during the 30's and 40's . In the free form 

layout, customer traffic is drawn through the store along 

more indirect routes which vary in shape and direction ac­

cording to the needs of each successive sales area. In view 

of the fact that the first floor is stocked mostly with im­

pulse goods, the free form layout is more advantageous to 

sales than the grid form in which traffic is not widely 

dispersed along minor shopping aisles» Curved fixtures 

provide a less structured, more interesting variety of paths 

through the store. Customers feel more comfortable stopping 

and browsing in a free form layout because the worry of 

blocking an aisle is reduced. 

3« Boutique: The boutique layout of traffic flow lines depart­

ments up along a central aisle. The newest of the flow pat­

terns, the boutique pattern fronts each department of the 

store on the major central circulation path thereby provid­

ing the customer with a view of each while remaining on a 

single patho 

In a grid pattern, displays are limited in number and their 

is little flexibility in their location and the amount of space 

that they can use. At the other extreme, the free form pat-



tern allows the most flexibility of display. Dresses and sports­

wear benefit a great deal from this layout because both are 

enhanced by frequent display changes. 
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Visual merchandising has not always enjoyed the status 

that it does today. Historically, goods were stocked in piles 

on tables with no apparent thought given to visual presenta­

tion. Today, the use of visual stimulation to encourage sales 

is everywhere. Displays are thought provoking works of art 

and window shopping has become a new diversionary activity 

for many downtowners. As stated earlier, the goal of visual 

merchandising is to present the merchandise to its best 

selling potential and maximum customer exposure. 

Visual merchandising combines the design of aisle and 

island displays, perimeter displays, showcases and counter 

displays as well as exterior window displays into an overall 

design strategy in order to increase sales and provide a 

25  
continuity throughout the entire store. 

If first impressions are indeed lasting it would seem 



that the windows or immediate interior displays are what the 

customer will see first and use as a basis to judge the store. 

For new or potential customers both types of display must im­

mediately capture and demand attention, interior display 

window, discussed earlier in the book, use dramatic lighting 

and provacative images to lure the customer to the entrance,, 

From here, interior displays which can take on many forms 

must continue the set up outside. Interior visual merchandis­

ing includes all aspects of display from the use of tradition­

al T-stand fixtures for the display of merchandise to complex 

arrangements of life-like mannikins in a setting with props 

and intensly vivid lighting. The three most commonly used 

interior disply types are aisle and island, perimeter display 

and showcase or counter display. 

l o  Aisle and island displays: This type of display incorpo­

rates low, free standing jlauforms that function as stages 

in the round and axlow viewing from all sides. A major 

contributer oo sales, these displays usually contain a man-

nikin whose entire ensemble might be purchased at one time 

by someone who does not like to mix and match their own 

outfits. 

2. Periii eter displays: The walls that boarder and divide de-



partments can be used to their max in,urn potential by using 

to display merchandise. With the incorporation of revolu­

tionary new wall systems, the walls can flexibly accommo­

date shelves, hang rod or waterfall type displays. 

3. Showcase and counter display: Counters with glass tops and 

drawers in the lower section can oblige the double duties 

of display and storage allowing more reserve stock to be 

stored directly on the floor to speed the selling process. 

Larger merchandise can also be displayed on the glass top 

of the fixture for customer handling, sampling and compar-

The use of fixtures for displaying merchandise has passed 

the strictly utilitarian phase of its beginning. Waterfall 

racks display merchandise in a dramatic sweeping fashion and 

4-way fixtures provide a maximum amount of merchandise to be 

displayed in a small area without losing any visibility. 

Today, modular, easily moved fixture units that provide the 

ultimate in interior flexibility have taken the place of 

fixed, traditional display fixtures. Flexibility and econ­

omy are the two key words in the design of any store fixture. 
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Located in the heart of downtown Billings at the corner of North Broad-
way and 1st Avenue North the Ttapleton Building is directly across the 
sireet from the newly remodeled Northern Hotel and only one block from 
the new Sheraton Hotel. Also within a one block radius are the renovated 
Grand Building, the Norwest Bank Building and the Hart-Albin Department 
Store, Within a; three block area are the City Hall, the County Court­
house and the Federal Building, as well as many other retail activities 
and services. 20 restaurants including the well-known Golden Belle in the 
Northern Hotel, Jakes and the Lucky Diamond at the top of the Sheraton ififffiiilH 

Hotel are located within a short walking distance. 
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7YFE OF CONSTRUCTION 

Existing Condition: 
The Stap leton building falls into the III "non-rated" cat­
egory of construction according to chapter 20 of the Uniform 
Building Code. 

Codes: 
There are five types of construction describing different 
building materials and building techniques. Types I and II 
designate the use of Non-combustible materials with differ­
ent degrees of restriction depending on the type of construc­
tion that is employed, types III, IV and V designate the 
use of combustible materials again with different degrees 
of restriction depending on exterior materials and type of 
construction. The Stapleton building with its wood frame 
construction and brick exterior falls into type III spec­
ifying the use of non-combustible materials such as masonry 
for the exterior walls. The "non-rated" condition is at­
tributed to the fact that existing interior wall partitions, 
columns and joists do not meet the required one-hour fire 
rating standard for a "rated" condition. 



OCCUPANCY 

Existing Condition: 
Throughout its lifespan, the Stapleton building has been 
occupied by various percentages of retail tenant space 
and professional office space. Constructed to house new 
office space for the expanding downtown area of the early 
1900's the first level became the new home for a growing 
Hart-Albin Company store and other retail shops. 

Codes: 
Group B occupancy- Chapter 7 of UBC 
Division 2- Wholesale and retail stores, office buildings 

etc. 

Re-use Condition: ,. . . 
No change in occupancy division. 

1st floor occupancy-

2nd floor occupancy-

upper floors 

460 
280 

280 
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ALLOWABLE SQUARE FOOTAGE 

Existing Condition: 
4 levels @ 14,000 square feet 
Total of 56,000 square feet 

Codes: 
The Uniform Building Code has strict regulations as to 
the allowable floor area for each category of construc­
tion. Table 5-c on page 59 of the UBC limits the allow­
able square footage in a type III "non-rated" building 
of one level to 12,000 square feet. 

Re-use Condition: 
The allowable square footage must be increased from 
12,000 to 56,000 square feet. 

A primary step in the rehabilitation of the Stapleton 
building will be to bring the entire structure to a 
"rated" condition. In meeting the one-hour fire code 
requirements, the allowable square footage is increased 
to IS,000 for a one story building. Section 505(b) on 
page 50 of the UBC permits a doubling of the allowable 
square footage for a building of more than one level. 
Section 506(a)-l permits further increases in square 
footage in relation to the buildings accessibility to 
fire fighting equipement. Where public spaces, streets 
or yards more than 20 feet in widthextend along and 
adjoin two sides of the building, floor area may be 
increased at a rate of l/4 percent for each foot by 
which the minimum width exceeds 20 feet, not exceeding 
50 percent. 



MAXIMUM HEIGTH 

listing Condition: 
3 levels of 12 feet floor to floor 
Main level of 14 feet floor to floor 
Total of 50 feet with 8 foot parapet 

Codes: 
Maximum allowable building heigths and number of stories 
shall be determined by the buildings occupancy and type 
of construction and shall not exceed the limits of table 
5-d on page 60 of the UBC. With respect to a III "non-
rated" building of occupancy division 3-2 the code spec­
ifies a maximum heigth of two (2) levels. 

Re-use Condition: 
The allowable heigth must be increased from 2 to 4 levels 

As in the case of allowable square footages, the Uniform 
Building Code also has strict rules affecting the allowable 
building heigth. As stated above, the UBC permits a heigth 
not exceeding two (2) stories for a type III "non-rated" 
structure of B-2 occupancy. An increase of two (2) levels 
is gained by providing a "rated" condition. Section 507 
permits the further addition of a level if the building 
is equiped with an approved automatic sprinkler system. 
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Condi-tx°n* cteW shOu pffo'Ct* 
^e-uSC entirC S j reUovati°n ^ignilggfe '• • ii?' - Condtiv°n'sVscerovlt°ion e£forC' 

Ihe e" . nlroai renovat 

»OSC 10 ..a!:ii31i!ISSIIllllS!li 
killi 

!l|]!]H!!i!i«-!!:!! 

r c^slEM h,t is PreS<:htlity 
T̂ lB 

hVnS syst̂  tl?an the feasi» of 

as '/system ™ê iorate4 
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ELECTRICAL SYSTETi 

Existing Condition: 
As a broad overview of the electrical analysis undertaken 
in the 1980 study the existing condition of elements of 
the electrical system are as follows. 

Service line- Antiquated and unserviceable poor 

biain distribution- Adequate but outdated fair/poor 
equipment 

Sub-distribution- Original fused switchboards poor 
equipment are a possible hazzard 

Branch wiring- Deteriorated to hazzardous poor 
condition 

Circuitry- installed after the fact poor 

lighting- Outdated and ineffective poor 

telephone- Post construction, surface routed poor 

Exit and Egress- No emergency service poor 
lighting 

recepticles- 2 prong ungrounded recepticles poor 

Re-use Condition: 
The existing electrical system is excessively outdated 
and unsafe with respect to today's standards and elect­
rical codes. Any renovation effort should include the 
replacement of the entire electrical system in order to 
conform to article 110 "Requirements For Electrical 
Installations" of the National Electrical Code. 
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Adult Female Apparel 25400 l4 11700 17 18600 32.6 i.a 105 8600 16 

1101 W,M Coats & Suits 2540 10 1350 11.5 1500 8 13.1 1.2 105 1200 14.1 

1110 W,M Tailored Coats 460 1.9 1125 9.6 1122 6 6.2 -2.7 126 550 6.5 

1411 Fur Salon 300 2.0 150 1.3 280 1.5 1.4 150 2 

1512 W,M After 5 3000 11.8 i4oo 12 2250 12.1 11 -1.8 86 860 .1° 

1601 W,M Sportswear 7200 28.3 29 75 25.4 5040 27.1 22 4.9 125 2150 25 

1711 W,M Dresses 3250 12.8 1700 14.5 1700 9.1 15 8.1 86 1200 14 

1801 Jr Dresses 2350 9.3 900 7.7 1200 6.5 8 -2.8 71 600 7 

1901 Jr Sportswear ij>850 19 1800 15.4 ^480 24.1 17.9 -U.U 85 1550 18 

1911 Active Sr>ort?vear 1250 4.9 300 2.6 1000 5.4 4.3 300 3.4 



3.6 133 4050 7.5 

2001 Foundations 1850 13.9 1125 22 900 10.9 13.5 3.7 120 650 16 

2101 Lingerie 3550 26.6 75 0 14.9 1500 18.2 24.6 5.6 114 1000 25 

2500 Jewelry & Watches 850 6.4 225 7 1800 21.8 8.2 -4.9 246 280 7 

2601 Hosiery, Gloves, etc. 1200 9 520 10.3 600 7.3 11.5 12.8 109 525 13 

2710 Handbags 1400 10.5 650 13 1150 14 11 2.7 132 450 11 

2811 Scarves, Belts 950 7.1 400 8 650 7.8 6.5 *K9 108 200 5 

2912 Shoes 3400 25.5 1245 24.8 1650 20 26.6 930 23 

Adult Male Apparel 9240 5.1 1800 2.6 6150 10.8 11.4 114 3750 5 

3200 Menfs Clothing 1380 15 450 25 2000 32.5 17 11.3 76 560 15 



3500 Men's Furnishings 5175 5.6 900 50 2150 35 50 13 129 2040 54.5 

3811 Sportswear 1740 18.8 450 25 1500 24.4 20.8 11.3 76 700 18.5 

3911 Shoes 9^-0 10.2 500 8 11.8 450 12 

Children's Apparel 8950 5 5150 7.5 3580 6.3 .7 60 2700 5 

**110 Infant & Toddler 2320 26 1325 25.7 800 27.3 28.8 4.8 83 700 26 

4200 Giro's 2150 24 1350 26.2 1080 30.2 29.6 -2.0 60 700 26 

4500 Boy's 1230 12.8 1025 19.9 1400 39.1 14 .7 66 550 20 
^570 Young Men 1800 20 1000 19.5 19.1 3.2 65 550 20 

4911 Shoes 1450 16.2 *150 8.7 300 8.4 8.5 200 8 



Personal Meeds 4500 2.5 2975 4.3 2320 4.1 .7 118 2150 4 

5310 Stationery 625 13.0 200 10.1 320 13.8 13.9 -5.1 230 11 

5900 Cosmetics 3875 86.1 2675 89.9 2000 86.2 86.1 16.4 1920 89 

Hobbies, Recreation 3225 1.8 1450 2.1 170 .3 1.3 78 800 1.5 

6300 Toys 1650 51.2 250 10.2 59 -6.7 38 320 40 

6600 Lugreaee 1575 48.8 1200 89.8 170 100 41 6.6 52 480 60 



Home Furnishings 33700 18.7 11210 16.3 2020 3.5 -3.7 40 5^00 10 

7100 Bedding 17950 53.2 5300 ^7.3 920 45.5 55.2 -2.2 38 2880 53.3 

7600 China & Glassware 5150 15.3 2820 25.2 850 42 18.3 7.6 55 1350 25.2 

7700 Silverware 2350 7 400 3.6 250 12.4 3.2 -5.8 64 170 3.1 

7800 Lamps & Fixtures 490 14.6 1740 15.5 10.5 -4.7 550 10.2 

7910 Gift Shop 3350 9.9 950 8.5 8.4 7.1 40 450 8.3 

Miscellaneous 9000 5 6360 9.1 660 1.2 2150 4 

Bath ShoD 1875 20.8 2000 31.9 -0.1 45 550 25 

Wine Shop 1800 20 1400 22.4 320 15 

Kitchen Shop 2358 26.2 1600 23.6 **50 21 



Beauty Salon 3000 33 610 9.7 660 1.2 800 15 

Receiving 18800 11 5100 7~A 3750 676 1 5090 

General Offices 3000 176 3300 572 2000 573 2000 U 

Mechanical 9000 5 2000 275 1710 3 2500 

Restaurant/ Kitchen 7^29 ^.1 850 1.2 2000 

Alterations 1350 .75 600 .9 650 1 

Circulation 27000 15 12000 17.^ 16000 30 
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Square footage Selling soace ;&x> >-

Non-Gelling space 70© ft 
LoerV. 
^-rop^C 

Custoner tOonr/J 

Type of service 

Type of good pen-cOL> 

Type^of dLsplay CC&M 1 SUITS WAU_ 
-f Z6 UM 

ftilJfJ.TJC. - SO L'^ FT. 

Adjacent areas cam ft c.ep/^^Tep r>/oM ot>'c/< cJtoreMS 
fiPPa-e L DCFK>r,rnEr>Ts. 

Department location 

Lighting 
touj 6fLIC.hllfJt> tpfi -

piiPU/vV 
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Customer OOMtfJ 

Typo of service A«i*-rtp 

Typo of good 

Type of display " COftfi - -jot/J Pr. 

-b , rT. 

fSiOfOnuc, fb,*. AafSScPs/ C-TC, 

Adjacent areas P6 Lcc&rep 

Department location teoet, •I, 3 

Lighting To pi%PLAJZ • 

Lgueu 

Materials 

I:::::::::::: :::::::::::: 

:::: 
:::: ••••••••••••••••••••a 

aaaaaaaaaaia aa aa a aa *a 
:::::::::::::::::: 

I::::::::::::: I::::::::::::: ••(•((((((••(( • . . .  

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa**] 
' • (••••••(((••(•((((•••« •••aM(«(aaaiM«a((aaaaa(aa •  



PnH^iH^i&i^'fHnfn^HiinKnnninnHnHHnHnnninnn!!!! 

(Mil for) lALcrJ 
Description: Topf^oja*, a* Me^CHAMo/^e. *s>®, 

T^fc- t<, pzzetoz <5toca, 
/sue CJ-I/2-IR% Foft^ Cus~r&r~r€jZ. 

/*JCv ujhil£ f-pCf<irJa. fcv^cM<6ie.' 
l^PlDl?C&- bv^TiQOC ATf-CSpK:/?£ -

Foi*-. A u)Or-fAN> "T° ^>p£/jp A C.PCAT 
Deau or MorocV n i^c>--lP se^n 
Tma-T <>HC IPO-JLP ^>A°T MXI r»Q'r 

OF A>J eyPep-joJcf <i'M 

1MT0 /VJ AueS^CJC DC&^O.THENT. 

• •(••••••••IIIIHIII !!!!•!!! 

•••••••••••••••••••a** • •••tHIHMIIIIM • • • • • • • • • • • • • • • as *  

_ - ••••••••••! >••••••••••••< 
-••••••••••••••••••••as ::::::::::::::::::::::: 

••••••••••••••••••••••••••••••••a •••••••«•••••••••••••••• 

•••••••••••••••••• 

::::::::::::::: 

••••••••••••••••••••••••••••••••••••••••I 

::::::::::::::: •  • • • • • • • • • . * . . . . . . . . . . . . . . . . . . . . . .  
I:::::::::::::::::::::::::::::::::::::::::::::::::::::;: 

Square footage Sollinc space 
Non-celling space 

cooi*</ Office A 

/CP 
rr 

! II II 111111111 I 

Type of ser/ice rc«Sor*A.L WW/C6 

Type of good 
Type of display 

co^TS n<J»T ce r<o%T e>t 
rod., prrfiox, /o'^ptu/JCv c/J KOP. 
' titoOOK C>I--PUAS 

-XktdE. iri cno/JTcr?- LUX'JMOOS. 

Adjacent areas ADOAUNT -rt> OTMer*. 0J0 

iior.art.ment location L£JCL 7- o*> 3 

Lighting 
QV^OUTV or- ^ : 

€FT^Cr^ ON piiPcA^b, 

Materials UJtM - C>LAC)C. ^rvbtx , WOODS., B£.FL€"C7^£ 

::::::: ::::: 
::: 

U5£A/=S, tO,M CTrCK «•> 
Description: . £00*^)6 iOCa.^ i/Ociodc^ 

or £>u pfiAl' • SO17 outfit*-, wnPzoit:. 
• CX«:«r-,fAJr /usv /C pf^osLO*~J 

Tt-^1 fi*"« T/.--C t* FC THIS 
n€A5o^J 

:::::: 

::::: ::: 

:::::::::: 

1|1 

jit: 

•••••••••••••a 
• • • • • • • • • • • • • a  

I::::::::::: 

:::::::::::::: 

••••••••••••••••• 
:::: :::: 

:::::: 
::::::::::::::::: 

......... 

MtllMltffMtl 
. . . . . . . . . .  . . . . . .  

:::::: 
I:::::::::::::::: 

• • • • • • • • • • • • • • • a . • • • • • • • • • « • • • * • •  

::::::::::::::::::::::::::::::::: 

Square footage Soiling space 6°° sq fT 
Non-oalling space •" w ^ 

Custonor 
Type of service 
Type of good /p.*A.O 

Typet-of display DK.PL£\* (5 

S • i frcoa*-

Adjacent areas &7H£K. u-TOMefTs CM>Trt!bX.f *; 
/&ccfS5fr*0 T° S<C^^OL€S. 

Department location t£U€t x 3 
Lighting UC^T^Cy To 

P/trtftv'S, 
CM 

Materials 

*rh€ 

. . . . . . . . . . . . . . . . .  . . . . . . . . . . . . . . . r . . . . . . w , .  . . . . . . . .  . . . . . .  
(•••••••••••••••••••••••••••••••••••••••••••••••I 

•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••»••••••••#•••••••< •••••• f •••••••••••••• 

:::::::::::::::::::::::::::::::::::::::::::::: ••••••••••••••••••••••••••••••••••••• 
• ••••••• 



I<joi c-)I M 
Description: • Moi-T tc^iGAieP cy A-TTVC-

OOMA/J //O 
' 2a if, fj ^>p _ F'c /Mt'&UjGO l~/ 

^ OTriee ^TiujT/cs ovjfSlDe Trie rbose, 

• ,'iatW fu-,pouC i..XMC/0 • Piocmo . 
ficft-C p-c"TOfV«lf/OC» "TC ^C/'CCL. op. iCop^jf^C, 

' '-VoT CtoTMCS fry*. ScHco^ 
tOc"". -rve £»f - P/TAJCVJ , 

. t-^tecrJ ^ornl&T/CATlC/O 

Square footage Selling soace 
Non-celling space 

fioo %r? t-T 
Z*o <rp ?.-r 

::::::: 

t 1  1 1  t i l l  I t  1  1 I  I  t i  l l  
••••••••••••••••••••••••••••••< 

::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::: 
• 

••••••••••••••••••••••••••••••• 

Custoner MC-DLC *V.r 

Type of service AVj'ITCC 
Type of good 
Type'of display ••^cSTL'f ri}.T>>*£S 

6/AJ^IMC r*A fcLCcp wats 

Adjacent areas 

Department location "*>pp 

Lighting 

Materials jOCoT^-AU COLCr^. "To t^rc/^r "LfJ/O 
<-«" tOCMEM 

'7l| 
Descriptions 

Square footage 

::::::::::: 

Custoner 

Lighting 

Materials 
tit: 
HH 

IHMIIUII :::::::::::::: 

nmllllili! 
•••••••••••••• 
•••••••••••••• • • • • • • • • • • • • • • • • • • • • • • • • • •a  

• • • • • • • • • • • • • • • • • • • • • • • • • a *  
••••••••••••••••••••••••••a ::::::::: 

•••••••••••••••••••••••••••••••••••••a 

DR.es?>€^ 
• BCOi/oS To P|CA op CM l^OMCN^ h£i*£ 

• ^prf't'wTicATcp> ?>.ce. 
• Passes - pe-T^oefi opr/cc /Jc*m . 
• "/ 7>ie /MC PCA^/MC. N3Ur-\K>€r*. of ffair. 

WOf THI\> DcP/S<qMC/<Jr /s/i 
SCwftCC OF SfcUC*>. 

• FPJ3M IPO^ To 0e^C/AO^ 

• l^fOf^O, -U-LFCQMr/PC/^T cos7oMei^ 

Selling space 
Non-celling space 

1000 
ico 

JO nr 
*> FT 

LvSorCNi -zl 

Typo of service AS-^-TGP 
Typo of good 

Typeeof display /-I4M&Iaj&» • 
rec-tv-V t CVtU- . 

Adjacent areas u~oMeN5> D>£PT,S 

Department location PfV^O 
*oCrx fj iiotjc i-rs^ 
Dtt.-T'^CTo^S IfO DC^T. (.Or-CRC CCCMOO 

^c€ SCf^ ST.CA.TICrJ C, r^Ff/^CC> 
6.COO 'M ClTT^'NjCv . 



/eoi jr> pwevtei 
Description: "iCU^C,. 

O-OTHCS 
70 toop^, 

SoWCcT To 

(.ooMCNi^t- * Loo^,/^^ 
-to ~t^C 7H&* fT^oH 

crr/cc. 

Square footage 

n°ne Tc 

TF^DS 

f^T CAPTUTS^ |/iAC,//06T/CH ^ 
CopF\p£bX.C Of 
fl>CL- UYfrt'C IOEAL Cf f?»HfqfO ^ 
STfcE- P£UCLO«p. • 

Selling sivace 
Non-celling space 

Custoncr SbOMfr coctjf^ 50*6 'V F^jVrJT 

Type of service ASSt'olCP 
pcnA/OQ Type of good 

Type of display Mo^Tt-1 

Adjacent areas o-pfci* YoO/OCv fX>HC*n 

Departrent location 3 

Lighting 

Materials 

^nnnniinnnnniinnnnnninnzHizninHnninnnnin! 
iiiiiiiiiiiiiiiiiii! •••••••••••• ••••••••••••••••••••••••••••••••a 

•••••••••••••••••a .•••••*> ••(••••••• 
•• . . . . • • • • . . • • • . • • • .a  

•••••••••••••••••••••••••••••••••••a 

:::::::::: 

::::::::: 
:::::::: 
ililllll 

i.!" 
• " • • • • • • • • • • • • • • • • •a  

::::::::::: 

•••(••••(•••••••••••(•••• 

::::::::: 
•••••••••••••••••••••••••••a 
• • • • • • • • • • • • • • • • • • • • • • • • • • •a  • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a  
aaaaaaaaaaaaa.  

aaaaaaaaaaaaaaaaaaaaaaaaaaaa»>aaat . . . . . . . . .  
••••••••••• »•••••••«••••••••• 

••••••••••aat # » » • • » J • « • . . . • 
•••••••••••••••••••••a* 

................ 
•SS||!||MS'SS!S 

• • • • • • • • • • •a  
• • • • • • • • • • • •  •aaaaaaaa. .« . . . .« ' .  ••••••••••••••••••a 

•••••••••••a •••••••••••a 
• • 

• • • • • • • •aaaaaaa 
: : : : : : : : : : : : : : : : :  • • • • • • • • • • • • • • • • • • • • •a  aaaaaiaa i . . . . . . . . .aa.a  

MM 

rr 

Description: 

-

FiriP A-crv 
•••••••••••< 

::::::::: 
Square footage Selling space 

Non-celling space 

Customer 
I:::::::::: 

Type of service 

Type of good pr.*'X~MC> 

Type^of display H/Vacif,N)c-' cf .TL) 

.  - . .  
:::: 

:::::::: 

fICAJ t, A hCA fori Adjacent areas VOL^'l 

Department location Fi oop-
Llghting (3P.IC.T uifcfV^T" 

••••••••••••••••••••••••••••••••••a 

aaaaan Materials /:#•& , or/ouTy op 

P^HJrt-7xp inJ Cue*:, 
6LTS5Y 
CLcnr'e'b 

aaaaaaaaaaaaaaa 
• • •»• • • • • • • • • • •  aaaeaaaaaaaaaaa 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a*  

:: 
£ • • • • • • • »  
**aaaaa«aae»t*a"a. .»eaaa.a.a .aeaaa!aaaaaaaaaaaae 
a a a  a a  a  a  a  a  a  a a  •  a a a mm a a aa a aa a aa a a  a  a  aa a a  a  a  a a  a  a  a a  a  a  a a  
• • • • •«•• •  

::::::::: ::::::::: 
in 

aaalaaaaa«a""aa.*a.  
::::::::::::::::::: 

•  aaaiaaaaaaaiaaaiaa iaanaaaia  
aaaaaaaa aaaaaaaaaaaaaaa taaaaaaaaaaaaaaaaaaaaaaaaaaaa 

::::::::::::::::::::::::: aa.  aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 

" (Xt^\ZS> T6tvi&?>p5 

L&ofS'OC, frik /OCW 
Tha.T *sL^° Fn <-•-/ jrE'r^ 

UfC-.TViTa. -C^ool «j Jo lb. 

• f^V=fC (AifcfVlCP /i&euT 
|/>i Trie r^T 

• Mof* ~TTCr<>D fr^iOO^P 

• 1- vr/'vu/'^ "T° 

iPe^TiTT'. 
• PLAfX Tr CA r?cO..XC 

c*^ 



"2®ol f&_iMpiOr7fcv^S 
Description i , PTSx>«-[C ore Of MfKAavipiS* 

fte/t rso-'^-S T#IAT TICV p:W^MoJT 

6c ct>7 or MAOCP, A-i/oirf &<**>. 
< bU-AuiC or /MPuU>£ CHArACTe^O^ 
herds'Wene, DCPT. Ho5>T f=C ^|Toojrec> 
Cp TMC "TO « pCf-\AMFi 

:^:nn:::::jr:njwpm:::t::«j:t!r::::::::nnj;it 

...t.,.»...,.!!.!...........i.j,..i...................si[::::::j:i::::::::::::::::::::::i:.,...i.{t.... 
::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::: 

Square footage Selling apace 
Non-celling space 

fe«*> tq rr 
<ao so rr 

:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::: 

Hi i 

Customer UOMOJ • ALC- A^CS 
Type of service Stu 
Type ox good IMPULSE 
Typerof display P|A)>OIAJC P-PtAf - cr iwiio«e Typerof display 

^-CH)MD^TIO^^>. 

Adjacent areas 

Department location O" T'ir toA? to pcri^o pepr. 

Lighting IOCLL Llf-'UCP - for> bot»fe OF SELECT iOt~> 

Materials 

:::::::::: uoi L/wce/ve. 

iiilliiiii Description 

:::::::::: 

::::::::: 

::: 

• 6LtC,/VJT 7HAT |"b 
Puroi^eo by - of^, 

• DcucA-rt '^cet\i%jicATeo pe-T/y<_^ 
• F^IVJAIC C>l<j>vlLTCrV Cf ntr"ot^3astj, 

iHiiii 
::::::::: 

::::::: 

flpaaBBHaiB 
ISIii HijiHliiiililHiillllilH 

::::::::::: 

Square footage Soiling soace 
Nor.-celling space tV> 

V; «r 
10 (=f 

Custonur LOCMC/J 
Type of service •actjr . A'-.VC.-rfC> 
Type of good iriput^e 
Type' of display ^ r^To/*CS 

Adjacent areas cnve«- (/Oorjc/^ DCrT-'s. 

Department location 3^ - c*J Tr»C (AfeV to pr-iAAic» orpr. 
Lighting 

Materials rucoriv*- "Tories 

>»••••••••«••(••••* 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • . • • • • • • •  
•••••••••••••••••••••••••••••••••••••••ar•• • •••••••••••••(••••••••••••••••a 



4 wre"c-s> 

Description: 

Square footage 

uVbtCMCS, MAX'., epACtuC"^, CK^cu-^i 

IMP015C - LltnTe&S, 7,6 ^caK. 
• c.0t>T0f-<e/>} APC Pr,e©or"i,v-U>r070' (*WfiL£ . 

TPftDiT/or'^LuV cojA^7t/*c- c/octrc<~e ^njf^cy 

ru*>f*). 

' ( t»o"^5T'CA7eo *f ofPJ\ (.°rfo«Tceuf. 
• SAr?- Muvr p 

HePCz-y^i^/^g _ 
• aww**? 0/^ THAT />CLX>rO 5(7*7//NJ& 

tKiOvOc, JCt-CLe^V A*€ AAJ APPcP 
LUKDM 

licllini; soace "Z®0 

Non-celling space <?.c -us 
|/OC«*,<. &<>C4 

i::i;:ii:i::l:::::i!:i!::ii:::::::::i::i:i::i:::: 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a*  
M l l l i t l M K I I I I O t t K M I t l l M l l i O i l l l t t t l l K l t l  

• • • • • • • • • • • • • • • • • • • • • • • • • • •a  

• • • • • • • • • • • • • • • • • • » • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • * • • • • • • • • • •  

• ••••••••••••••••••••••••**•••*{••••••••••*•••••••••••*••••••••*••  

• . . . . . . . . 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • ( • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  

::::ss::«g 

• • • • • • • • • * • • • • • • «  • • • • • • * » • • • • • • • • • • • • • • • « • • • • « • • • • • • • • • •  

::: 

Custoner t \C^> 1 coor £>J 

Type of »er>ri.ce 
Typc of good 
Type of display 

"ft/v.npi Coco: t>s?LA'*fr •<»/' Cou^ie 

tV> • 
~VC~P Tt <»>/ /<.££<:t-V. 

!!!!? 
::::::::::: 

::::::::::: 

ZVO/, 7-TlO, t«ll 
Description: 

Adjacent areas isk&ICO or* nAoop, f&rr*-1" 

Department loc.ition <-£^1 I o/*- Z 
or- fLjJO*£'J?r^X * looo vocr^c* 

/AJrA/oofiCe^Jr.Cc^-ft Ppfcdos fresco Lighting 

Materials 

/AJfA^CC&C€AOf. C 
rr>A^crss.T^\ 7c, C<v^rQft SMO^CCU< 

PU^Z toMX^CPtop^^tTroPcT^o^^ ^X>T 7° c ' 
(X TP ACT ME-fac^vJ£>/,i€ . 

C,ooC7 CO'-O^J • PC*-* Btue OA 
C.pctXT7o7 £rK'A1'Lar^, 

, c^ooes, 'jd-arj^o , tic. 
'AU. AUC'J.oK.1 ^JL[ JC PC^ic^CO 

10 /5lPFC^i_ To Au_ PFCo>ouSl^ /-<O-vfy0/\iro 
Costo^G^^. 

• Ce/T HOij fbs,^G^ CM.«^ACTTPjb7:C. 

C'-EhE^TS U/^PTfojocP £} PClAfrp 7<? 
Ctf CACH ^p-cvp, 

• C^CAT^St n Op" 0Cf*T. 
A ^PCAT pCAL- CT Ac T/vJ/TS' 
Ppcscmt. 

Square footage Soiling space 
Non-celling space 

nis v? rr 
l7<b M 

Custoner vOGMC^i- AU-
Type of service *£lf 
Type of good mrvi 

:::::::::::::::::::!::i!:ii::i£ii:i!i!::i:i!:ii:::!i 

•e'aa'aeeSaeaaaae*aaaaaeaeeeeea*e«aa*eeaaaaaeeaaaaa! 

Type. of display H«0c..*>c, - ^Lt<> , bAC<> , i)oS/e«^ 
Sucrr f.xtui- MoSier^-f 
coo^-rc^ -

- rotPcp SoaRep , s^c.-S 
Adjacent areas 

Department location l*-^ 

njliiililniinniinnilinnijilinininHHiHj 

Lighting 

Materials 

F* 
Mit l i i i a i i i i a i i i  
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I;:: 
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• aaaaaaaaaaaa aaaaaaaaaaiaaaaiaiaaa 
:::::::: 

::::::::::::::::::::: 
aaaaaaaaaaaaaaa 

a.aauaiaiaaiai. 
•aaaaaaaaaaaaaaa 

aaaaaaaaaaaaaaaaaaaaaaaaa ::::::::::::::::::::::::: ::::::::::::::::::::::::: ::::::::::::: 

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa* 

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
aaa... .aaaaaaaaaaaaaaa 

aiiaaaaaaaaaaaaaaaaaniaaaaaaaaaaaa 

a a a a a a a a a a a a a a a a a a e a . a a a a a e a a a a a a a a a e a a e a a a . a a a a a a a a . . . . . . . . .  
:::::::::::::::::::: 

Description: 

Square footage Soiling soece 
Non-celling space 

-/M.L AtC^> Custoner 

Typo of service 

Type of good impulse 

Type 'of display fSz/OM |/sj U 
Pt'-pL^V 

?>HcMXS 

Adjacent areas 

•aaaaaaaaaaaa* 

Department location 

Lighting 
aaaaaaaaaa 

Materials 
HH ::::: ::: ::::: 

:::::::::::::: 
•aaaaaaaaaaaaa 
aaaaaaaaaaaaaa 

'aaaaaaaaaaaa* 

:::::::::::::: :::::::::::: 
aaaaaaaaaaaaaa 

a.aaaa.a.a 
aaaaaaaaaaaaaaa..a.aaaaaaa 
•aaaaaaaaaaaaaaaaaaaaaaaaa 
B.aaaaeeaeaeeeeae.aaaaaaaa 
Si!!!!!"!!!!!!!!!!!!!!!!! 
aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
• "•a. aaaaa 
aaaa.a.aa.a.aaa.aa.a..••••...a.aaaaaaaaa 
aaaaaaaaaaaaaaaaaaaaaaaaaaaaaa.aaa.aa.a. 
::::::::::::::::::::::::::::::::::: 

!::! 
::::::::::: 
::::::::::: 
"•atMtair 

iliil ::::::::::: 



•••••••••••••••a* 
••••••••••••••••a 
••••••••••••••••a  

:::::::::::::::::::: :::::: • 
•••••••••••••••••••••••••••••••a* 
••••••••••••••••••••••••••••••••a  

• • • • • • • • • • • • • •  « . . .  
• • • • • • • • • • • • • • • • • •a  • •••• ::::::: •••••••••••••••••a 

:::::::::::: ........................ 

:::::::::::::::::: 

: •: 

::::: 

MEN 

Host Active fcitfttsuKsasu::: ••••••••••••••••••• Least Active 

Circulation Men's Furnishings 

Shoes 

Sportswear Ken's Clothing 

••••••••••••••••••••••••••••••••••••••••••••••••••••••••••a 
•••••••••••••••••••••••••••••••••••••••••••••••••••••••••a* 

•  • • • • • • • • • • • • • • • • • • • • • • • a  
••••••••••••••••••••••••••••••••••••a* 

•••••••••••••••••••••••••••••••••••••••a* ......................................... 
•••••••••••••••••••••••••••••••••••a 
••••••••••••••••••••••a* 

•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••a 
• ••••• •••••••••••••(•••••(••••••••••••••••••••••••••••••••••••••••••I* 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •  ...................................................... 
••••••••(•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••(•••••••••a 
••••••••!•••••••••••••«•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••• 

•••••••••• .a . . . . . .  
• •••••••a .•••••••••  
•a .aa .aaaaa.aa.a .a .  

:::::::: 

:::::::::::::: 
::::::::::::::::: 

••••••••••••••••a  

••••••••••••••••a  

::::::::::::::::::::::::::::::: 
::::::::::::::::::::::::::::::: 
• •••• ::::::::::::::::::::::::::::::: ......... 

••••••• . • . • . . • •• . . . . . • •••••• . . • •••••••••a  

. ...••••••«••••••••••••• :::::::::: 
• 



jzoc -MtAJ'i CtPT**S 

Description: 

Square footage 

• T^AJiricvviCL A"*?- to£ r*H£r-t 
• coiYfCNi a^c r-jz.ccsi-ri' k>r /vfcutsots 

c" K^J« rickT^/A-'f. 
• /^I^COOCtc^-* ^ bCS-C*Kr* ur^c\ Tb f 

fr* 0;DC«. /MC/O. 

'^LCuoC'^ * *>C/*A »s»Of«*. fAj 
t vt^i'v. 

•  V W L € D o m T  C r f ^ r - C  / i s  ^ t w c / C J . Y .  

Soiling soace .* 5oo "»» ft 
Non-celling apace Wo ^9 ft 

Customer reM V vwie*i 
Type of service /&si|iTeO * Of fTHW6 KmI 

• •••••••••••••••••••••••••SaiSSSSS" •••••••••••••< 
•  •••••••••••••••••••••*•••  

• •••••••• • • ;jj»« ........a...a..a.. 
::::::::::::::: 

......a.....••••••••••••••••• ••••••••••••••••••••••••••••a • • • • • • • • • • • • • • • • • • •  ••a.•••••••.••••••••• 

MMtMOMMMM 

a a • a a  a  a  a • •  

i:!h: 
:::::::::::::::::: :::::::::::::::::: 

••••••••••••••••••••••a 

Type of good CCTVOMO l'r'i rT 
Type'1 of display r'xvOc.'.-Jc; - lorb , CocrV <c.<v"b - '® J — 

6<M*^0C, • &,006T£AS, J€A^b, "2^ ^-Ty' 
CObMT*- fx oi ^7-

- I • fAjOg. ? 
Adjacent areas T>tP.<Vsr/st/jfs 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a  •••••••a.••••••*•«.........a. 
• • • • • • • • • • •» • • • • • • •  
••••••••••••••••••a aaaaaaaaaaaaaaaaaaa aaaaaaaaaaaaaaaaaaa • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • I  
• "•••'ill aiaaaaaaa 
• ••••• aaaaaaaa •••••••••••••i••••••••••••••••••' 

• •••••••I aiaiaaanaiaaiaai • •••••• 

. . .  
::::::::::::::::::::::: 

n&J* Fon^nHi^.^ . 

Description: » VirtTSt 
^ CAZliS 
pr^i^c^s. m 

' - *,1 Tfa -
Ml - t?'/z aXc<-
3i,S\ V, ->5 & 

. * fO^AJIS'11-J.AS - I~r£*"&t c/"6f.cuAZj 
iiiiiiiii octocLP>V, -re>>t.€7/«.'fe£>. 

fcxJXp tj «W^£<3 
rjTocr<ecj n trope 

Department location t-£."»u * ©*l "3 ,* 
Lighting 'jW»XO Tk«^7& ujith s^t 

Ct^ F\tTcM% 

Materials • kXtapi, 
cwr^T' pcosh \bJurnAL. (oKtsi sHAoe 
t-Ut>CX^P TCyOCS cy r-XTpp^s, ^ 

Square footage Soiling soace 
Non-celling space 
Fjese«,o€ erooc 
1 Office 

•5 7o*«i&e 

lftot> VQ rr 

Customer 1 uW'W'O 

Type of service A55iS7tr> 

Type^of display vi/flTs- wcXcjWm 6'/^ 
i«AAJ 

^ . &v)' ̂  ^ (0l ̂ -x 
fciw'f S - »7' 

Type of good tcM' -

:::: •••••••••••••••••••••••••a* •••••••••••••••••••••••••a* 
••••••••••••••••••••••••••a 

::::::::: 

U 'r r 7 # 

uJ pt, 

Adjacent areas MI>ST 7° 'r.oe 
im ofuae^ -rc ;ajrujc^.cK c.. »0€<ya> 
•S>>T'S 

Department location LfCCO IcA. 3 

::: Lighting •Sft>T5 
Couc»«, 

Fi^To«e 

Materials r/y.Ttv^ci - i^ioso o*(. •» 

••••••••••••••••••a •••••••••••••••a*** 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •«  .a •••••« 

•••••••••••••••••••••••••••••••••••••••••••••I aaaaa.a»aa.a.aa..aa....aaaaa.aaaaaaaaaaaaaaaa« 
aaaaaaaa a a I a I ••• I a I •• 111 ••••••• I • 



AcCLttc ::: ... 

M( ...... 
•••••• ::::: 

-IIHMHMMIIIMaM* 
::::::: 

ssssssss: 
::::::::::: 

Descriptions • - T!<^, IfiTl, soc/c s, 

LGCAjjgfo fix 7/°AAJC£ 70 

* PCf^rvr^/^r's cAlx 

Cf c*-<i*>oc7er<. /t-s r^V Z^iE. ^ /^PJAC£*JT 

"To cyoc A^Astmcrs iv;u'*€ t^QMe/o's he P/iRT 

H£yOTS 

a a a a a . a a a a . . .  ;  . . .  a . . . . . . . . . . . . . . . . . . . . . . . . . * . . . a a a a a a a a a a  
•••••••••••••••••••••••••••••••••••••••••••••••••••••••I 

• ••••••KM 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • I  
• •••••••••••••••••••••••••••••••••••••••••••••••••••••I 

••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••.••••••••••••••••••••a****** II 

...•......••.•.I • ' • - • • • • • • • • • • • • • • • • • • • • • • • • ( • • • • • • • • • • • • • a • • • • • • • • • • • • • • • • • • • • • •  
• ••••••••• •••••..•. 

•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••a •  • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
I.II..I.II..M MM....... 

• • • •« • •  • • • • • • • • • • .  • • • • • • I .  

CCy\Jr/-MU/Tf 

Square footage Soiling sr>ace 
Non-selling space 

57ock_ /aJ 

Custonor MfO 1 

Type of ser\rice ocu •) srr.'j.'C*:. 

Type of good 'Ji 

Type' of display *bOU^> -uoe/5,^ - Sicrreo F(XTC/<(S 

JiC% , HELTZ - OO . 

id COO^TCK Jo D"J>LS)^ •*l0'00o»Cf);erS Ere 

Adjacent areas MCtT" £<" /»C\',<cer^T to 

Department location (.C'>6L ~t- 3 

/Oee£> 

V/JC, 

Lighting K/Xtui*€S 7b 
frjp«</oSiec . 

Materials MC/^Z ^rV^r«-T^ter->7S 

••••••••••••••••••••••••••••••••••••a • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
••••••••••••••••••••••a 
•••••••••••••••••••••••a 

::::::::::::::::::::::: 
:::::::::::::::: 
aia.aa 

::::::::::::::: ttaiiiiia«ti«ii 
:::::::::: 

::::::::::::: 
••••••••••••••••••••a 

::::::::::::::::::::::::: I::::::::::::::::::::::::::::;::::::::::::::::::::- :::::::::::::::: 

Description: or 6yCY-^- 0*S,, CAL 
fx.jijc 

CAr*Zl*T1 
C<~crr^rSCy 
T SMWTS 

' £>[C£<?T/»/vi -ro fyOMcersiCf POCZ.-
ti S^CUk^P ^/CXX /O^J A17/JG 

c/yj C* jet* F#rn 

DT/fF^ bTP&pCL. EXPzjKTMeAJTS. 

To EC 5^A>oe:p HC(A>OZ.? of 
-V-l.tjT DC( C"A r' , 

Square footage Selling space 
Non-celling space 

STocC ftcoM 
OOF*^ 

Custonor 

Type of service niTisic. 
Type of good PC M AMD 

i'Cf^Tt/ UC,HT 
•y> o-\ <v^ ic&uJ& 

u *-r, 
' f /-7/aJo* 

roiiAj T'<. 

Type'iof display HAWwmCv- SH-»TS 

riAo^/K/^s 

Adjacent areas POwSi?,lC fiPJAcE^C, To A^APCC-
or -T& 1ocv-r/^'? SwjtXfiff 

Department location CfuTL 

CXjTptzU-Lighting MWItcA 

Materials FiXTUPfj, 
*~C7lC< fM PUTO"^ 

::::::::::: 

niyiiiilliiliiillillilii 



/l£Mi 

Description! 

liiiliiiliiliiilhiiiUiiiiiiliiiiliiliiiiliilliiili 
II 

IftltlttllMMfillMKMMKIIttttlKtMKIIMIMi** * _ . 
Square footage 

:::::: 

• t<o*,r aiioj aj MArf^oM 6c«^r,/OCi 

' rou. /-I'/VCvVt, OA U"Of(_ ^,PKoiL> 
r-tu%7. 

• /iosr OE aJo hk.mc/*-
7'- C" Gc,W *e»4CH 

• ft,«>6«.s ©c CfiKP^Tep. 

• fcocvN ^Hcuto ftG AT 
as, oo^e os TA/e t#xu^c APeMi 

to f./c^v r>o*<r«=>, 
« H0/7C T*pr fn€>iS, 

Soiling s-^ace 2^° S? *7 
Non-oellir.p space "Loo sc? n. 

, 
••••••••••••••••••a  

••••••••a***!****2*a!-****••••••••••••••••••••••••••[ '••••••••••••aaaaaaaaaaaaaaaaaaaaSaaJaaaaaaaaSaaaSaa' 
Jil JIJ11JIII! J JZ*! IJ25S2J*""*""*""**"*' 

:::: 
aaaaaaaaaaaaaaaaaa ••• 

aaaaaaaaaaaaaaaaaaaaaaaeaaaaaaaeaaaaasaaaaaaaaaaaaaa aataiaaaiaaaaaaaaaaaaaaaaaaaiaaaaaaaaaiaa«Maaaaaati> aaaaaa 
eeeeeaeeeeeeaeaaeaaaaaeaaeaeaeeeeeeeeaaeaaeaeaaeaaae aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaeaaa aaaaaaaaaaaaaaaaaaaaaaaeaaaaaaaaeaeaaaaaaaaaaaaaaaaa ••••••••••••aeaeeaeeeeaaeeaaaaaeaeaaaaaaaaaeaaeaaaaa 

• • • • • • • • •#•»• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •  
• • • • • • • • • • • • a • • • • • • • » • • • • • • • • • • • • • • • • • • • • • • • • • • • •  

• •••••••••••••••••••••••a** 
ItllMtMtttttatKtltttKKIttttllidtttttttltll**** 
•  • • • • • • • • • • • • • • • • • • • • • • • • a  
• • • • •  

• • • • • • • • • •» • • • • • • • • • • • • • • • • • • • • • • • • • • •« • • • • • •* • •  •••••••••• 
••••III••••••••••••••••I•••••••••••••• 

•  • • • • • • • • • • • • • • •  • • • • • • • • • • • •  • • • • • • • • • • • • • •  
•••••••••••••••••••I••••••••••••• •••OTMdIIMttltlMMtMIHtttMMtlllOMIMII 

Custoner re/J 

Type of service y&5V^7C£> 
Type of good 5e/1'- £7 

Type or display 6JAU- HOST zero 
tor FUEK/rblUT^ 1*0* OLT 1 /ftPoWArJCC 

Tfi-Ufi OWN) 6C usep /of* Prj, V 

Adjacent areas APPAPitL DCpAKV-IZ/JTS. 

Department location tl!^^ 
Lighting 

Materials Puov-f rjCruft-T/'vJe 
c ^ecT*c/05( CAM 

APP fic.Mf'' /oP^t^yoAjce:. 
pCr-iA^C . t/sAi,w,, FeSMw/O, 
ten . ' S, SufVc^S, 

f=bU3H t  CKf/sMi, S>*OS*C£, C.0OPS f  

•••••••••••••••••••••••••••••••••••••A ••••••#•11••••••»•%!••••••••••••••••••*••••• 
• • • • • • • • • • « • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •  • • • • • • • • • > • • • • • • • • • • • • • • • •  
• • • • ( • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a *  



<fHO MrAMT 

Descriptions uoThff-r^, Su£-CP loea^ ( et^vsJA"^ 
ifJFAr^j TD^S., Chocs', 

C-AM ec ft t T 4T /» D/St^-M;C • 
rJ:0-i T-'C r.-JTr^A'sjfr £r-e/»usc COfcro4r>^ 
UMLU tff* ' T ©Of. 
f*CR,L(s~y CF . 

Square footage Selling soace 
Non-celling space 

b<bc 
60 

Customer 
Type of service fASHTCZ 

Type of good 

Typeeof display 0/0 U-'jALXJ-Typeeof display 
10 V- T. 

M&KWK/IO 

COu'/OTfA - |<j' 

Adjacent areas l>soou.v' ~n> &0V1 i[ 

Department location l.£ jcl J 

Lighting emu* TO/iClTio.-aCU-V Poises r 

\ajO-C U T . 

Materials co(JVil f) >̂C*T jexT^fa 

• • • • • • • • • • • • • • • • • • • • • • •  _ _aaaaaaaaaaaaaaaaa«aaaaa 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • J  

••••••••••••••••••••••••••••••••••••••••a aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
••••••••••••••••••••••••••••••••••••••••••••• 

••••••••••••••••••••••••••••••••••••••••••••a aaaaaa*aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 
•••••••••••••••••••••••••••••••••••••••••••a* .................................. ....... 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a  
I  I  I  

::: 
• UMiiiMMMiiiiiiiiMtiiiiiiiiHiMtiM' 

:: 

••••••••••••••••I • 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •a  
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  •  aaaaaaaaaaaa•aaaaaaaaaaaaaaa aaaaaaaaaaaaaaa•aa  

aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa 

:::::::: 
: 
: 

::::::::::: 
•aa iaaaaaaaa  •aaaaaaaaaaa 

:::::::::::: 
::::::: 

I:::::::::: ! 

::::::::::::::::: ::::::::::::::::: 

•••••••••••••••••••••••.»•••>•• 
aaaaaaaaaaaaaaaaeaeaaaaaaaaaaaa 
a taa iaaaaaaaaaaaaaaaaaaa iaaaaaa  aaaaaaaaaaaaaaaaaaaaaaaaaaaa i i aa i i i aaaa ia iaaaaaaa i  

•aaaaaaaaaaaaaaaaaaaaa aaaaaaaaaaaa 

:::::::::: 
::::::::::::: ••••••••••••a 

•  a  aaaaaaaa 

ii 

aaaaaaaaaaaaaaaaaaa aaaaaaaaaaaaaaaaaaa 
I::::::::::::::::::..... 

I:::::::::::::::::::::::::::::: 
aaaaaaaaaaa aaaaaaaaaaaaaaaaa«aaaaa*aaaaaaaaaaa 

••••••••••••••••••••••••••••••••••a 

m :: 
::::: :::: 

:L 
* i i i a ! t t t !a !aaZaaaa!aaaaaaaaaaaaaaaa 
Ma iaaaaa tMaataaaaaaaaaaaaaaaa iaa ta . . . .  

"7 co 

Descriptions 

Square footage 

:::::::::::::: 
aaaaaaaaaaaaaaaaaaaaaaaaaaaaa• • • i f faaaaaaaaaaaaaaaahaaaaaaaaa 

f^rpAHu. 

» Tr)ApiT/c>rJAcx.v? chapa£-t&^Iizp oV or 
A CHM>% »*>Oe>^ , pou» 

or^ pr^ t,c rf*oMC5T/<5rJZ> 

' few*. TO Scr0O(_" CTC. 
• n&oor f-E^o-'/CMCxse 

.TI/o^cS. 
• ftoSSfBtc Vroicjoc 
A5 F(Xro«̂ s. AAJimaus ; C«atlv*<£«, 

• rL/'CC fo*. Amour's TO *,fT 
OVicDS Vvrs>i_£ S^oo", 

Soiling soace ve<jo <^c> ft 
Non-calling spaca 5© rr 

To»V»oof^ AT 

1 

Customer uj/ 

Typo of service iVdVi-tz? * Cf- *rrr//JC Fni * 

Type of good 5EHJ-
Tyi>e of display 

0(0 
/a <f-

Cou^fC^ - r0* 

TS . U/JOO*. 

Adjacent areas /fcPOoce/^T TO 
CCP/e>^Tn€A>TS. 

Department location cŝ jCl. *2 

Lighting OC/OP̂ U-V u)£u- UT 

Materials USC OF ftMlr-iC CC-Of-S «j 

a a  a  a  a  a  a  a  a  a  a  a  a  a  •  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  aa  a  a  a  a  a  aa  aa  a  a  a  a  a  a  a  a  a  a  a  a  a  a  •  a  aa  a  •  a a  a  a  a  •  a • '  
aaaaaaaaaaa aaaaaaaa a 

aaaaaaaaaaaaaaaaaaaaaaaaa 

• aaaaaaaaaaaaaa '  
laaaaaaaaaaaaaa 

a aaaaa i  

aa»eaaaaaaaaaa»aaaaaaaaa»»a»»a»aaaaa»»«a»»a»aaea»»aaaaa«a»«»»aaaaaaa»aaaaeaaaaeeai  
iaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaeaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa aaaa*a i  

a  inn  aaaaaia  aa i  



'!*&.•> v~o1 s 

Description: 

(Jf-AP, 

Dcy, T^rii ' Tj^rS 
*xV S /v»£ or 

CM^'W^eveep ©9 )mi\UV> 
roo't^u^^ 4vrf*oAJ£i7fs 

Square footage 

VJ*Kr.*> fj '.UAlU 
IJ-TTCX 

u.^ 
C* ( 

otw£«, >-tc^c Types. 

A-vii-rrf ^poACer>€/«JT rs >ou_ rnpo/k7AMT. 

t£AT/^ ror. spouts. is /<* MOST. 

Selling space 
IIoi;-celling space 

f£.i€AO£ ^,-rOLM Af» 

:n:;:mj:::xt::r::::r:::»::K:»t:i:::m:tt 
::::::::::::::::: 

•ft*f••••••••••••* 
:::>: 

Custoner tovr -aV AfCOi-'A^iCii T**' 6i-«J'_TS 
Type of service " rr r|T» Of. ".m'J 
Type of good itm-
Type of display (1/ 

fJiKiKfij 
-

Adjacent areas CTHCA U~- fOc-ST/ 

Department location l£'jgl 3 
Lighting 

Materials utoo , nc 7At— ij 07'(c/*~ T/»c.7't_ff 
n^rcrix,^. 

• MWMtWUllH 
::::::: 

HiiiiiiigiSsii 
ii-ili!:!"!:1!!! 

! ! ! ! !* ! • !  

•••••••••••(••••••••••••••••••••..••a.•••••••••••*••««••»••*•• 

• • • • * • • • • • • • • • • • • • • • • • • • • • • • • • • • •»» 

• • • • • • • • • • • • • • • • • • • • • • • • • • a * *  

::::::::::::::: 

<ttouA»Cx Me/J 

Description: . C^JahtfL /tfT|TJC>e J* 
CtOTrtWCv. 

Vj ^0u)LD»A^ CT^CJ \£0«Tn1 
'-~tUfLOP/^C "7/SLTCV 

TPf/^PS Aft 

/-*C°£ /N>cC>V^> /^tDUT 

TtaDt.f. 

;! Square footaee Selling apace <ioo >? n 
Non-oelling apace ® ^ fT 

:::::: 
"::r-

illMIMIMIItlSlMtSfaitMMOaiMtfll 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a *  •ttKIMttttVtt***********************' 

••••••••••••••••••••••••••••••••••••••••••••••••••< •••••••••••a•••••«••••••••••••••••••••••••••«••••• 
• • • • • • • • • • • • * • • • • • • • • • • • • • • • * • • • • • • • • • • • • • • • • • • • • •  ••••••••••a•••••••••••••••••••••••••••••••••••••••! '•••MM -

:::::::::::::::::::::::::::::::::::::::::::::::: ••••••••••••• 
•SSiMiS'SSS'SSiMf 

H: h 
:::::::::::::::::::::::::::::::::::::::::: • MMI»lll<IIMIIIt«IMM«IIIMMMMM«M*t 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
• tl«ft>*i**ltM**Ma*«tM***IMMt<*MMMM •••••••«••*••••••••••••••••••••••••••••••••• 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  ••••••••••••••••• 
• • • • • • • • • • • • » • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • «  MM«M>(MMMMM*«M»IMM*«M*MMM*M« •»••••••••••••••••••••••••••••••••••••*••••• 
• » • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •  

• • • • • • • a  
(•(•MMMMMMMiMIMMMtt'SMIMMMMMM** . , _ •MMMMI>MiMMMlMiMMMMII*IMMM(IIM(( 

:::::::::::::::::::::::::::::::::::::::::::::::::::::: 
•••••••••••••••••••••••••••••••••••••••••••••••••••••» 

::: 

Cuatoner MW - *> op 

Type of service /Cs&^liTCO 

Type of good Pf.fcMD 

Type^of display 
6ivl<0;.si6- -JeO/JS- P/yOTS 

Adjacent areas Of^. ^cr'Q'S. Foft COST. fNiTCKACT'C^-
r-CNS De?T"S. 

Department location T/00 

Lighting 

Materials tccops ^ OTft€A-- —ACT.^C 

••••••••••••••••••••••a* :::::::::::::::::::::::: 31 

::::::::::::::::::::::::::::::::::::::::: 
- - !••  >  * •  

> « •  

****************** 
••••••••••••••••••••••••••«***** ••••^••••••••••*••••••••••* 

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a *  

MMMIMtMMIMIMMKMItllMlfKKKMHttM •••••••••••••••••(•••••••••••••••••••••••••••A** 

• MMM*I**M*"***'KM»MMM""'"'*»'' ••••••••••••••••••••••••••••••••••••••••••to....... 
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a • • • • • • • • • • • •  ••••••••••••••• 

••••••••••••••a 



a a a a a a a a a a . - a a a i a a a t a a a . . .  
M l l l t t i J M M I I M I M M I M t  

I I M M I M I I I I M I t l l O l l l i M M  . a a a a a a a a a a a a a a a a a a a  I:::::::::::::;:;:;::: 
::::: 

•  • • • • • • • • • • • • • • • • • • • • • • • a t * * * * ! *  • • • i i i m i i i t t  » • • • • • • •  

• • • • • • • • • • • • • • • • • • • a *  

III I i H ii 
:::::::::::::::::: 

. . . . . . . . a a .  
M l l t l t l l t l M M I I I  

::::::: 
l i i i i M t i i i i i i f i i i n i i K i i i t 1  

• • • { • • • • • • • • • • • • • • • • • • • • • • a *  
. M I I t l l l i M f t t M l l l t t l t d t l t i . . . . . . . . . . . . . . . . . .  

• •••• • • • • • ..... : :::::::::::::::::::: 
I;:::::::::::::::::::::::::::::::::::::; 
' . ' " ' ' ' " " a a a a ! ! . ! ! ! " ! ! " " " " ! ! ! ! ! "  

• • • • • • • • • • • • • • • • • • • • • • • a  a a a a a a a a a a a a a a a a a a a a a a a a  
• • • • • • • • • • • • • • • • • • • • • • • a  a a a a a a a a a a a a a a a a a a a a a a a a  
a a a a a a a a a a a a a a a a a a a a a a a a  

• • • • • • • I  
I I M t M H M I K I I t l l t t l f t l l l l t l l M M I K K K I f t t t t t t t l i ,  
• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • I  
•  • • • • • • • •  • • • • • •  0 #  a a a a a a a a a  
• a a a a a a a a a a s a a a a a a a a a a a a a a  

Description: • c+\ij:«r.''r- t'Horb TP/,OT,oooll.'V 
to/ aA aetAu-sc i^rcrj po no:. 7 
Of T/'t 

• U^E Cr CiV-COoP 
Sot^es, hc*C>CS. 

5 - •=£/-'co<_ 

::::::::: 

::::::::::::::::::: 

ipiiijiillj!!;!:!!!:! M l ' t S l M M J  

a * a a a a « t a a a a « i a ( a  a  a  a  .  .  »  a  a  a  a  *  a  a  .  .  .  a  

a a a a a a a a a a  
a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a  

a a a a a a a a a a a . a a a a a a a a a a a a a a a a a a a t -
a a i a i a a a a « a a i n a a a a a i i i a a a a t ( a i a i  • a a a a i a a a a a a a a  

• • • • • • ; • • • • • • • • • • • • • • • • • • • • • • a a a a a  
i i t a i i a a a i K i i a a i a i a a t i a a a a i  

I:::::::::::::::::::::;::::::::::: 
a a a a . a a a a a a a a a a a a a a a a a a a a a a a a a a a a  

n a a a a a a a M a a M i a a a M M i a i a a a a a a a i  
a a a a a a a a a a i a a i a a a a a a  
:::::::::::::::::::: 

H I a  a  a  a  a  a  •  •  •  a  a  •  a  a  a  
a  a  a  a  a  a  a  a  a  a  a  a  a  a  a  
a a a a a a a a a a a a a a a  

a a  a a a a a a a a a  
• a a a a a a a a a a  

!  • • • • • • • • • • • • • • • • • • • • • • • • • • • • • ? • • a t e a a a a a e a a a a a  a a a a a i a i a i t a a a a a a a i a a a a a a t a i a a a a a a a a a a a t a a a a a a a  

Square footage Soiling space ioo 
Non-celling space -V rT 

^roc^ ftr'cA 

Customer 
Type of service 
Type of good SCMI-

a i a a a i M a i a i a a a a a a . a a a i a a a i a a a a a a a i a a a a a i a a a a a i a a a a l  
•  M l . . . . . .  

. 5 ! £ f • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a i * a a « a a a a a a a a a a  
a a a a a a a a a a a a a a a a a a a  
a a a a a a a a a a a a a a a a a a a  
a a a a a a a a a a a a a a a a a a a  
• • • • • • • • • a a a a a a a a a a  a a a a a a a a a a a a a a a a a a a  
a a a a a a a a a . a a a .  
a a i a i a a M i a a M i a a a i  

III ! !!!!!! illHllHiHinmi! 
• a a a a a a a a a a a a a a a a a  
' • • • • • • • • • • • • • • • • •  
^ • • • • • • i a » t » » « « a ( . . „ . . . . . . . . . . . . . .  
' ••••••••••••••••••••••••••••••••••a. . . . . .  >•••••••••»t•••••••••••••••»•••••••••••••• 
i M a « M M a a M i a a i a a M » ( i f a i a i t t M a i a ( a M a a .  

" " • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  
a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a c  
a i a i M H i a a i a a t t i . a a a M a a a i a a t a a a a a a a i M u t t a a i a a i a a a '  
• • • • • • • • • • a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a e a a a a a a a a a a a  

a i ( a i a M ( i i a * * M a a a a M a a a a a a a a a a a i a a a a a a a a a a a a a * a a a a  
i a « i i » ( t . « a a a a a * a  
::::::::::::::::: 
"••••••••••••••••••••••••••• 

* a ' a a a t a a a a a a a a a a a a a a a a a a a  
) • • • # • • • • • • • • • • • • • • • • • • • • •  
:::::: 

Typei-of display maJc>^ r~>ru<: at V 

Adjacent areas fcHii^Wos 

Department location l£OCl. Z. 

Lighting 

Materials 

• a a a a a a a a a a a a a a a a a a a  
• • • a a a a a a a a a a a a a a a a a  
a a a a a a a a » a a a a a a a » a a «  

•  . . . a a a » . . a . . . . a M a a a a a ( M a « M « f > ( H f  
•  • • . a a w a a a a a a a a a a a a a a a a a . a a a a a l a a a a a  
a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a i a « a a a  
a a a a a . a . a i * i « a a a a a a « i a i t t t ( l i i a a a f M (  

> a » * a » . a . . a a a a a a a a a a a a a a a a a a a  
t a a • • • • • • • • • • • • • • • • • • • • • • • • • a  
i ( « a a » « l a * a a a a i a a a a a a a a a a a a a t  
^ • • • • • • • • • a a a a S a a a a . a a a e a a a a *  

a a a a i t . a a a a i a a a a i a a a a a . i a a a a a a i a a a a a a a a a a a . i . a a . a a a a a r  
• • a a S a a * a a a a a a a a » a a e * * a a a a a « a a a a * a a a * a a a a a a a . a a a * " * a a * '  
a a t a a a a a a . . « . . t a a a > . « . « • » * . . * • . . ! . I . . . .  
• 

• . a ' "  
•  • • • • • a a M < t a a i M i a a a M a i a a a a « M > a a l a a i a a a i . M < i M < > a  

a  I:::::::::::::::::::::::::::::: 
a a a a a a a a a a a a a a a . • a a a a a » * a a * * « a « a a * a a  

j  • • • • • • a • • • • • • • • • • • • • • • a a a a a a * * • • • • • • • •  



*jZ\0 ^7K-T)0^crt 

Description: 

? CooPS 

• wlour *„ nck-'U? £c Sif* 
flf tOiDC Tb 
CrV>^OV|AO(I, 

• ~J/*J-L- UK,T) Aoo/J^ PeftrCrGA. uy IS31~J 

Fi/fOr^t) (PioiD/^t- CCrJ7.svO(_ 

' * • • • • • • • • • * • • • * • • " • • •  • • • * • * 2 2 2 * 2 * * 2 2 * * * * * * * • • • • • • • •  

Square footage Soiling soace 120 ^ pj. 
Non-celling space 
pe^oe vret* Fi/jof\£-b. 

Custoner Me^-J Ij* V«je>f~O0 

Type of service ^ei_r sc*-oic^ 

Typo of good 
Type of display ^TAMtXy^o StfEt-Vf'0& i/MrS ^ ~~>~TOCJ< 

ifw CCS'MCTJ,, "TACtE-, •S'rc-ii?S ^ &/aJaj/aj£, C^j 
/OuSo £r USPO. 

Adjacent areas te f- MAOOK cirt-OLtoT'0^ 

AncA. 

Department location lEOC- 1 ^ 1 0/< C>/^/~'C'OT 

Lighting (-COP C.tfXftA (_ UC-1T/AJ& /s. cy.^»JT/Ai-
ft> «X£CT,o^, ALL HOV/i/tyJOteC (t <v^ P/sfV>Y. 

Materials «S>/rPLt p'Tortt itJ U.\^CoCO 10 <>a 
fJCT To /6.00/c.v r^on 

• ••••••••• • J • • » J 

• • • • • • • • • • • • • • a * * • • • • • «  J J J J J J" 11 

iiiiiiiiiii! 

MlIlMMtM 
Description: :::::::::::: 

Square lootage 

Custoner 
Type ol* sendee 
Type of good 

• HAJo<^ rvjficy op 
^ C«r'/,>f».T/-(CA3r STD/^C, 

• PA^/O TO^Ooyc^ Of VtOLt £o*eo . 
ricAM? Mir^r Accof^co-ire-

CMCi*s STOO^ 7^07 aujo^ Sir7"'/^ 
iXO^c/Oc MCfc H&rJOfbc. O/K 

Facial. 

Soiling apace 
Non-celling space 
/ otficc a eo 
«M«iX Vroc^ 

170c VQ FT 
2.H> S<? M • 

wJO^C/O 

/ossaico/ sfi-^ •6efw»'ce 

serf- OCn^^o/ 'iPviit 

Typcof display 'S p/tf-o&V M < e*^ 7^ 
of GtAS^> -lOprTO H'^A* 
access. 

STC*,* /A.- CF kxto^S 
f/yj^rrf*> • -N>o < vkcj 

Adjacent areas 
mmmmi  
::::::::::::: 
'•••••••••••»! ::::::::::::::::::::::::::::::::::::::::::::::::::::: 
??2222222222222***• • • • • • • • • • • • • • • • • • •* • • • • • • • • • • • • • • '  • ••••••• <•••••••••••••#•••• 

7i*AOf7iorJAU^" ^LAceO KC/i.K CrJ7«AAJC€ 
eft MtAn l>e*7*£L OPUsLkVofiJ oro offC*. L£v>CCi. 

• •• 

222222222222 !* •* • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • '  

-  - - -• • • • • • • • • • • • • • • • • • • •  
-iMM 

Departn-ent location L£uei_ / 
JP^p/vo^iAUJi l3CZH U7 ro/S ppoi^Si^jCy Lighting 

PiyVotfS, *; fiet&AJC- or Ootes 
'l^Tns^ //-> ^ 

Materials ^nonw RxvJVi) of 'sorUxjf-O c,o<-o*s 
To hACRcsibfJDISe. 



izco -To^ C<-y0Lr 

Description: 

Square footage Seliinjr soa^e 
Moil-Gelling space 

•yr&tfczjr ro^ gfexc s 

SM*^L F-E^fPNJTVvC Of frZFK.<J<i 

Customer FfcragMTS 

Type ol" service ifcuT <£rtO/C£. 

Type of good /MFULS£ 

Type of display - H £ UJlf^ £. o' '•Tl-":'rE-P 

B'/> ^ fC 70 C?rA~T£- I^TB/KiTi^C 
p/Sp'-A-T^ • TA&l-c"» ^tL uy Pc^uie/l*,. 

COOf-iTt • 

Adjacent areas (yO MAOOR /5^TM • TO 
//OCp.€At>f Vl<,lfr/U J\>, 

Department location IfvCL / o«- 1 

Lighting pKbhflTic PfCPtAV UfiMT'^" Ml<^ 
UEuCL. US/ oOtA*»U_- LDi-XA L&JCL-. 

Materials £i>>ss tfcou/'jf. rcnxcTvuc PAA-WCS to 

,^pc^c 7>4c fr euL?ioco 'biacj^. 

»  • * • • • • • • • • • • • •  
• • • • • • • • • • • • • • • a  
• • • • • • • • • • • • • • •a  

i/OCU'OC* V(.*-pe© ^ 

0-^A.TCAS, Sr~!M-L. MCOfLTV (TtM 5>. 

TH|<, PEOftn.Tr-ffAiT tMC>L\.!i ff AE-tf" lb 

tyP^-OO Ft>/^ CCflJfcH/J TlMFS or STytjf?. 

-jOFTi'STto=> Teo ^Ke^ccrcfv /OS oprqsep 

To £CU_ /-e^SC CflA^cTC/^ 5F CH/07S CtefJeAT 

::::::;: 

:::::::: 

(eluoo £.c""C6c.t_ 

Description: 

:::::::::: 
::::::::::: Square footage 

:niiiiiiii 

Trt/S PCP^TMCAIT r=, CAtieo £ c~/^, /yrc/iu^ 

C-VOM^ O/iAJ-r^c, To PoActfCU: >n//-,A>r 

^et«£->) OUT -TH/t t%f>AK7ne/JT- ii* r 
Coc^cr> £T P CStawc€ Mo* T^c 

ewr^AMcc 7HC LVU,^0C Oc^fii^rierOT ^ 
7Ks,° C'O&'rbnQn5 posT iHfvLze £ 
C*m&J» c,ooP SPO^RrAJC. APO/7/OAJ/ac 

wASrMC^, 

K£»C^<MOf5€ /AJCUO 

"eSSs tl*'"" 

Soiling suace 
Non-colling cpace 

Aloe 
9o 

fr 

most /s><Xor/0p^-jx: MAMV ^ojr£r<. 

Custoncr MC/O ^ oJencO 

Type of ser\rice ASSrntP 

Type of good pe/H/oMo / Cert1 • penwo 

Type of display U->C.C.<1C.€ DiiPLPfgO vO X£T*> cyJ f£~PC^TAL.^. 
I'J/dMc.frOG - Tf*yftiJC.c BAC.S - /0 t/Al. FY. 8"bCl5, 

Swcic '_uc,6^c.c Pieces 0rj Z^CLoe<> 
tflf C^'Jl 1 ryo !>/-T(_y£"S 

Adjacent areas MAMV 7?MC5 TfC LD6C.AC.C DC^PtHEM 

r"6/y.ep MEAr3- PjFSTW/Hft^T OF, *TiPA0€ L PeFXfjt-faJT. 

Department location lskxl. 5,V or ectfH&Jr. 

Lighting U0H7//0C- ei~lPrt**br> O/J FtPttTAC. Pl^fLA^ • 
f\i,rdrc Uch 7(i^C\ • : 

Materials 



lira rfctv^ 
Description: • MOcHAr-iDfix: l^Ct Of>< Foam 

ea^ ^ coTAtces, 
M>0i7^C<.T/O^J fO«AJ'To/5e. AiSeAffrtTD 
rLVAj-fo^e, p/uwa^ 

ceuecs 70 <^AT<r 
fAJ C hl&JCfi, 

lMl€/*.cfcT. 
1 ujidc j&Mric. fiit ce.<> 

Square footage Soiling si>ace 
Non-celling space "360 ^ fj 

K£^>e«ue 

*>-Top,fl*C£ 

STOCK-
aiPICA 
FOP- Bo/gs 

10/ TOOL fiS>KC> 

Custorwr 0 0 1 * 1 / -  A - ' C O o A / T f  

Type of service 
Type of good PCJMAMO /PaA'-J 

Type of display f.F.ocPW^ op FU/VJ• Tt> 
eX"TT^/\ PC&LhA^&<>, 
opo^ pfSPtAS'-J "TO CMcoiJaAiC Ci%TO^S To 

u;AU- A Orel's TW6M . 

Adjacent areas OTMCA HOMC. pOfV-J'^.VOC. C£AXATM&07V 
Aje/>fv oeATicA1- A c-csa. 

Department location l£UtL 'i/'' 0*- SASCA-CIOT 
Lighting <b|Vr: 70 ehr>"*'inc oe 

rofVJiTorc. 

Materials /0CLrr/sAC Tiaoc tOCLLt Tj 70 >-£*>& 

' H^CLT To AU. TrVfcv CyoLon^ &r Fvfir-JiTjPi 

e,5COK". MAT€«. C/C5IL>? ^,0/^^/0'AJTC 

Description: 

:::::::: 

::::::::: 

Square footage 
:::::::: 

Selling soace 
Hon-oelling space 

cTocf ,<PCA 

tTof\*C£.. 

:::::::: 

:::: 

(MM* 

iriiziriii.icirciiiiziiitziririiiri.iriii'irriizzrit 
;••;••••••••••••••••••••••••••••••••••••••••••#••••• •I 

•••••••••••••••I*••••••••••••••«••••••••••••••••••••« 
•••••••••••••••••••••••••••••••••••••••••••••••••••I 
J::::::::::::::::::::::::::::::::::::::::::::::::::; 

Cust^rwr flf/O UTA'fAJ 
Type of ser/ice ASt'STe,> / 
Type of good pe^-.)t>/ Z7«*/IU3 
Type.of display •o-ee r<> • PAC<Ac.eo /"J 

6 SMCS «| u>«Jf7Mea?-
^ J c U-r?.- HOfJC, i, piO/^ fifcRT^u f 
M/V^>*C-TS - fwoic&D «; tvo es. 
TfiitLf UMFJO - PF*J^C.CP < /AJ t'/^troa 

Adjacent areas 0-r<-e7. foMC "JC. ^€"P^R.TM&07^,. 

Departncnt location L£uet_ o«. M7 
Lighting MCrri^A"- UC,h\TthJU «->/U- GrO^A*-^ P^CM^OlZ^. 

Materials hXurffi.L- Ttvoe UVCO-V ?| CA.^PIFT TO I_COO 
rrsccs TO AU_ colons. sj 

•f!•!••••••••••••• Hi 
>••• • • • • • •<  

•••••••••••••••••••••••••••it*** if•••••••••••••••••••§#••-
• • • • • • • • • • • • • • • • • • • a • • • • • • • • • • • • # • • • • • • • • • • • • • • • » • • • • • • • !  ::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::: 



7<®D° ^ 

Description: , neAcu/vJDrsc. f/OCuY7e*> e> ^ 10 ficcf 

Square footage 

Custorwr 

Type of good 

i iy »w ^ ** jw- i'— v Kt j ( 
C»-|/w£> EoxCP> ij CKsPLA^O fjCPAflATZU. 
PLATco?S, "Uiuterti., fcct^Lt., - ETC. 

6t,AViuJC^£, - CCPX£T$, 

Selling soace 
Non-selling space 
PCiCfiOC StooC Affr* 
SroPycx^e 

7000 rr 

2,«rf> 5.^ fl 

MCjTL.l' 

Type of service t/ttF" 5CS0>«e 

Pert/v^P /D^uj 

Type, of display cawa «; toosstoo^c. /A^e p/t>HA^%0 UA*,*, 
^nBUJ/rJCv ^ OA W ^i?C« "VrfcMpi/OQ 

<0/reserve sibc*. 

HHiliiiii 

:::::::5i:« 
i::H::H{ 

ill! 

7>oc ^iuOt^uO/»r^ 

Description: . -T7ne\, 7H6 /Od^ - SeU-i/O^ 

pp&fr or "The ch/m** tj 
oc»»ft«7>^rAir £ TH*T or txu&K /<v^e yo 
Thc 6tr-<c location). 

Adjacent areas l/±t>UE u/o6aJ iJ ot^ch. Hane 
rvi*>' jiv^MC. P€^*A>7M6V^t-

Department location lCvjcv- 3 , V OiS t<z£nfr-il. 

Lighting T>POT* TO rfic,nuc,tn bofru- <>f euxv 
c rijfTORe UC,HTS c.i\>e Lus-me. • ro cHrr&* 

Materials MEUT^x. T0\* tO/fttfb PlSFLA'fc 
l^/M_ Zr-PH&IIC CH/rJ* r^77erW < 

:::::::::: 
iiiiiiiiii 
jjijljijji 

::::::: 

• • • * • • • • •  

:::::::::: 

:::::::::::: • MtMKIMI •••••••••••a 

Square footage Selling space /"» V? *T 
Non-celling space 
P£SC*Oe SToGf< iri rt*-n^*£S 

Custorwr novn_V ocrAerJ 

Type of service AtttzieP tf Setf 

Type of good pe^A-jO/p^uJ 

Type' of display H,°5 7*AP/7» ^ Q/sPOiVCO 
#0 6tAi-s Tbft^cD coOMTe^t f^v fV** 
ACCESS. ClPOCAftxX) , 

Adjacent areas C^rfOA , •"Xjiut „A)oJ 

Department location 

Lighting UCH T'.sJCi IfiJZl&C fiXTO^t Oft- FW 
(CJScxJe fir/"Ti^«.f 6^ 1/OcV^. Wt'3-UTV Cu&C. 

Materials r^rtctT/ve r^rr^/AC'b -<^>P 7O ujx<JA.9 or 
Dt-r'AP.-Tn&JT. 



7 *cO LAr>P^ 

Description: 

^ f(>nort£^> 

LAf.f^ D€UOep£ o 
i>j tote*, to 
0o*£V VhHiL. *rvic 

T® ft PKj>.TMC*->~r 
"Sp/lC^ po< ^MPTt1 

'Te/f /t. tocp.: 

• • • • • • • • • • • •%•  
•••••••••«•— • • • • • • • • • • •  
K I I M f l l t i  a a a a a i a a a a  

• • • • • • • • • a  •••••••••• 

• ••••KillllfMOtl 
Ja a a a a a a a a i » a a a a a « »  

...... 

Square footage Selling soace ° 
Non-celling space 6° 
«TS£"pc>€ *>-odc^ A^r^c. 
fO X fc-rOi'VA&G-

^ FT 

Customer 
Type of sertn.ee 

ij uione 

/^is-yrp 

Type of good pfe / pfyicO 

Type' of display L&^.PC CAM CjC IX£P W 
/Hone TO 
AROCAL. 

LICHT/AJ6 f£> P/SPtAVtO 
roHPf^><)OfO 

P'T.f'tAV'i '"V 
/Oop Tfc VlUfS 

C>4 \>H£u}C?> FO& 

Adjacent areas flTHE* Wc^fC . 

Department location u6vJ£u l.,*/ b^t-eHEtOT, 
Lighting 

Materials 

{• • • • • • • • • # •  a a a a a a a a a  a a  
• •••••••••••••••••••••••••••••  

::::::::: 

:::::::::::::::::::: 

Jt!!!!!!!!! 

T?IO C,iF T 

Description 

ej-JT 

fVip'O 7\J(*A/o yef?, op 
F» X TO«e ̂  N JV 
P.e«r«l>C SToc#C 
AT /W- "T/'-l£"«i 

r.flouV'O'. 
Dpp<0 aJT /t. 

fwc VEAA. 
f.&fCHAaJPr^C t/JC(jUP£ s 
SfU*. 

Aier<c^/^A>Or^ 
P»/4uiep.^. KJK 

^p«CO<;-rjr0 yQT "'HC. 

Square footage Selling space h® 
Non-Gelling space 

oca AP-fa 
/ioK feTov^e 

:::::: 

:::: 
• ••• j I::::! I jiliili :j Ijjljjj | 

• • • • • • • • a a a a  

a a a a a a a a a a a a a a a a a a « • • • • • • • • • • • • • • • • • !  

::::: 
a a e a a e a a a a e a a a a e a a  
•  a a a a a a a  a a  a  a  t • • • 1 •  
a a a a a a a a a * a a a a a a a «  

• • • • • • • • • • • • j ;  

M l  
a a a a a a a a a a a a a a a a a a  
a n i K H M M i M t a i  a i M a a a a a i o u M i t i  

a i a t i i t t t i i M i a i a t a i  
I:::::::::::::::::: • a a a a a i a a a a a a a a a 1 a a  

a a a a a a a a a a a a a a a a a a a a a • a a a a  
a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a a ,  
• • t a # • • • • • • • • • • a a —  

a a a a e a a a a a a a a a a a » a a a e a a e a a a a a a a a a a a a a a a a a a a a a a a a a a a «  
a a a n a a a a a i a a a a a a i t a a a a i a a a a a a a a t a a a a i a a i a a a a a a a  
::::::::::: ( • ( • a i a a a t i  
• a a a a a a a a a <  

V' 

::::::::::: :::::::::: 

:::::::::::::: 
j:::-...ft-.. 

:::: | 
:: 

a a a a a a a  a a a a a a a a a a a a a a a a a a a a a e a a  
Sa a a a » » a » a a a a » a a » » » « » » i » a a a a a a a a » » « a a a a a » a a a » a a a a a a a  a a a a a a a a a a a a  a a a a a a a a a i a a a a  a n a a a a a a a a  

:: 
a a a a a a a a a a a a a a a a a  
a a a a a a a a a a a a a a a a a  

s a a a a a a a a a a a a a a a a a a a a a a a i  •  a a a i a a i i a x i u a a a a a a a a i  
: 

•  MM "Ml  a a a a a a  a • a a  a • a  

Ha a  a a a a a a a  • • • a a a a a a  a a a a a a a a a  
••••••••••  

• • • • • • • • • • • a  — • • • a i i i « r -
a a a a a a a a  
• a a a a a a a  
a a a a a a a *  
a a a a a a a a  

:::: 

Custoner VJIDC 

Type of service 

Type of good iMPULiG 

Type of display rlr 4 Mo-i-rt-'r' P'Sr'tA'ifep <vj 
•Sieix>e-> c-o T/-ir ma"- ^ M pxTt7«c<. 

Adjacent areas OfJ A 0«. Clf*jCOCj*TfO*J PATT-I. 
7AAOir,oOOU_V •QOO^CfMT T«\ c/*J£.1 

Department location -jeveL 

Lighting ;3r.!6f'T ouc« all /*. &ezj ro« 
5o-fCTo*J Fpccrss ^ CATJ r««c£Xxc 6Hcp£jrr.AJ^ 

Materials fb SiiOtUT^ 

a a a a M a a a a a i a a a a a a a a a a i a a a a a a a M  
a * a a a a a a a a a a a a a a a a a a a a . a a a a a a a a a  
a a a a t a a a a a a a a a a a a a a a a a a a a a a a a a i a a a a a a n a a a i a a a a a a a a i  

a  a  a  a • « • • • • a  a  a a a a  a  a  a a a a  a  a  a  a  

:: if 



uwc shop -
Description: • TOfVJouCf^ of AfCPm^Oi'Se 

AT or ry^ . 7^ie CMf? 
cr 7nc ioca< pat' fcus/esi T"^£-
CUA-f^TC CO^TrSoC loeu. U^V^ 
Co^'raL. /nPcrKfrrOT. 

Square footage Soiling soace 
Non-celling space 

f̂ T^^TT::::::::::::;:::::rTT;:̂ TTTq:rnTT;:njjT::nn:̂ TT;:ni::r::::::::::::jnj:::nr::n::::::::::jri:i::i:::t:jwnrt 

• • • • • • • • • • • • • • • • • • • • • a  

MiMdiittififtiii 

IIIIMIMIII ::::::::: 

. . . .  • * • • •  

• • • • • • • • • • • • • • • • • • • • • ( • • • • • • • a • • • • • • • • • » • • •  

• ••IIMIMMMMMKMIIIIMllMrlMMIIMIttlMIMIMIMMIMIIIIIMItMtMltKtlOitMMIIKMMMIMIf • 
I:::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::::*:::;::::::: 

'{{J!!!? * 
:::: 

Custorwr if oon^ 
Typo of aer/ice U-i-r-
Type of good iMPoWiC / 
Type'of display A cri^ cpffi5 ri/t-roi*& n ce«jc*>>u-Y <jt£0 

TO 6To^r A CltPLAV UW iPJ7LCS. 
Ppul^i f#C A t-W OF pfese^T/AlC 

A C.*ftT Q1VOAJ7/TV Of (^3/AJC /AJ A 
Adjacent areas MTOIO> Afxewves • 

Departnent location urocu (ZaSej-iC^I 
Lighting MO^T CX (_cr~}~r~-CiUjL b^- |T r«JC Al/J 

/dottle trre-cr 'oM tJ/>o<r. 

Materials WoO.O 

!!!!!••!•••;•••••••••••••••••••••••••••••••••••••••« 
• •••••••••••••••••••••••••••••••••••••••••••••••••••< 

••••••••##•! 
::::::::::: 

fSS***••••••••••••••••••••••••••••••••••••••• 
::::::::::::::::::::::::::::::::::::::::::::: 

• ••••••••• •••••••••#••• 
! ! ! ! ! • ! ! ! • ! ••••••••••••••••••••••••••••••••••••••••  ••••••Ifft•?••••••••••#••••••#•••••••••••••#••••••• Siiiliii :::::::: 

::::::::::::::::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::::::::::::::::::::::: 
::::::::::::::::::::::::::::::::::::::::::::::::::: 

:::::::::::::::::::::::::::::::::::::::::::::::::::: 
I::::::::::::::::::::::::::::::::;:::::::::::::::::: 
::::::::::::::::::::::::::::::::::::::::::::::::::: ::::::::::::::::::::::::::::::::::::: ::::::::: 

l«•••••••••••••••••••••••••••••••••«••••••••«•»•••••• 
• • • • • • • • !?#•• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • !  

• • • • • • • • • • • * • • • • • • • • • • • • • •  
• • • • • • • • • • • • • • • a *  

ftaTn shop 
Description: ntFcucMDit i^atooes jacket*, 

c «-'iVT<&f/0<s»/ ujicx-ej*. Acc£<,5o/^t-s. 
CZe^Mic , Scoops . 

Square footage Soiling soace <oop S9 tt 
Non-celling space 6° O? rr 

l TO c ft <•> "r ~->Z£-C 
tTCfXCX-

Custorur uJCv-/f 
Typo of service «b£Lf te.«u/cf 
Type of good te/c 
Tyi>e of display ^<Ot^ 15/STM 

0/J MT CCJU*-!'- SPOT'S . 

Adjacent areas OTHErt OO^RT/^f/OTS 

Departnent location 3,V frazeric*)j 
Lighting 

Materials c.AP-<-t 7 

:::::: :::: • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • a  ::::::::::::::::::::::::::::::::::::::::::: 
••••••*"I•••«•••••••••••••••••••••• _. 
::::::::::::::::::::::::::::::::::::::::::::: — z 

§j, • • ...••••••••••••a••••••#!••••••••••••••••••••••••«•••••••••••• 



HI!:: 
•••••!••• ••••••••••••• • ••••aa»»'••••••»• 
11 —I —'"MOIIMUMfllM*!*#!#!!*!!! 

•>aa»aaaaa*aaf»aaaaaaaaaaaa 
"*x •••••••••••«••••••••» ::::::::::::::::::::: S tlMiiMMM 

K'TtHeo /cocr; 

Description: ' iOU-VDC"} KfTtMff ) u-rrM^fU-, 
PtccAftT/,vJ^ IPCAS, tMoc.i, Cocr*l 

Div-no^e ^iLoep* Cpuoct,^^ . 
. AI^ubs ncn>T ^ /o/oe. e*ix_x:j-\ TO &LLPU) 

EYTOT^VAJC; CIFTC OLAT/AJC. 

"S^OcP pv c/^7(CVO 

1 ote op KiJcHer^ TV ft 

Square footage Soiling space 
Non-celling space 

'to FT 
ft 

A-icvt P^sc^pe. CAN t£ 
i*> fue P'/Tu/^c v 

Custonor AICAJ <J UdmeM 
Type ol" ser/ice tat-ir ^"-Qicc 

Type of good sen i • p^mo.^c 
Type of display fjptuj^c. cMuJA«-T> <j jaJ ov° i3G oSoo 

To prt?tA>< P|^ui/0<»£ ^ MtftcHA/UPfVt . 
B/AjrOf/oc, - display or 07C/ock.<^ 
CouAJTt^ -

h£F£ /M pece|OiMC> £>ooD'j Aw CX£C<Y^ 
Wf-ficMfrQ, rw^cTep «{• Ff^n Hefi-c ne^cliAA'O/se 

OThCA 

Adjacent areas 

Department location lCuCL. 1 , rtt^^cr e.>07 

Lighting Tc UCH7 

Materials *itc/\£*J rlA7e*>i*U-% • LOrJC* uyLA(\i*jC~ 
(cW-rt<c , vi^Vu) tooop jA©*oeTPtf, 

ji piisjjjiljjiiji jjijijft JlJjllJ ••••••••••*•••••*••»•••««•»•«•••••••••••#••••••••••••«»•••••••#•••••••••••••«••• IIIMIKMMUIIiKfMII 
MttdllMIKIIMIIIIIM 

••• MdlflMMtMllilMIIMMilKIMtliiMMIIIMIMtMMMttttMIMtttttMl 

• ••aa***a*«*aaaaaa»a>*a<«aaa*a 

::::::::::::::::::::::::::::::::::::::::: 
:::::::::::::::::::::::::::::::::::::::: 

i**aaii»tMMMMt*i 

MMtHMMM* SaIS*ra!*a"'t*Sa!'«*S«! aaa'aaa***" 

:::::::i::::::::::::::: • ••IHIIIiaiMiaflMlllfllllllllUIIM 
a a a a a•»•••••••••• 
naa ia«a i* iM«*t*  •aaaaaaaaaa 

•aaaaaaaaai ( HI • aaaaaa 
• a a a*taaa«(aa a mmm«m aaaaaaaaaa aaaaaaa 
a<iaaaaaaMiiaiMa«KMMiitMMMiMiH 
aua«a*iaianaaaaaaaa*Maaaaiaiaaai»atM 
• MtiaaiMMMMlMltxtiitu tiaaaaaiMa* 

• • • • • • • • • • • • • • • • • • • • •a  
aaaaaaaaaaaaaaaaaaaaa* 
•••aaaaaaaaaaaaaaaaaaa 

• aaaaaa 
aaaaaaaaaaaaaaaaaaaaa 

HATfr^AL^ TO 

aaaaaaaaaaaaaaaa 
aaiaaaaaiaaaaa»a 

• liMiiiMiMiiininaiin 
aaaaataaaaaiiaaaaaaaaataal 
aaaaaaaaaaaaaaaaaaaaaaaaaa Hliaaiiaaaaaaaaaaaaaataaaaaaaaaaaata 

aataataaaaaaaaaaaaaaaaaaaiaaaaaaaaaai 
•aaaaaaaaaaaaaaaataaaaaaaaaaaaaaaaaaa aaaaiiiiaaiaaaaaaaiaaaaaaat 

iilijiiijiiiiiiiilliiijij: 
! !ii!H:f! laaaaaaaaaa •aaaaaaaaaaaaaaaaaaaaa 

•aaaaaaaaaaaaaaaaaaaaa 
aaaaaaiaaaaaaaaaaaaaaa 

• aa aaaaaa*aaaaaaa 
aaaa a a a a a a a a a a a•• 
(aaaaaaaaaaaaaaaa aaaaaaaaaaaaaaaa 

f*)Z CZjvi/JC, 

Description: 

r//T<J/=<es 
Selling space r^/A 

Non-celling space 5zoo 

Square footage 

Cur; I.oner 

Type ol ser/ice 

fypc of good MOMJXC ALL TtPtS Of OOODS 

aaaaaaaaaaaaaaataaaa 
aaaaaaaaaaaaaaaaaaaaa 
•aaaaaaaaaaaaaaaaaaaaa 
•aaaaaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaaaa* 

lype of display 

aaaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaa 

••aaaaaaaaaaaaaaaaaaaaa*! Adjacent areas 

!a»»aaa«aaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaaaaaaaa 

a a a a a a a a a a a a a a a a a a a a 
•aaaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaa 

•••aaaaaaaaaaaaaaaaaaaaaaaaa 
aaaaaaaaaaaaaaaaaaaaaaaaaaaa 
aaaeaaaaaaaaaaaaaaaaaaaaaaaa 
:::::::::::::::::::::::::::: 

: 

Department location LE^EL I Cy*) 
ZeTjEpTZII tj -TAS.it. ucwtvjC -
/0£S7U*»VS>U U6MT IP ffc^Sfr»>l£ - s^VUC,^r5, 

Lighting 

, roiiu'r' CuEv^KltD p^Are^/A (-S Materials aaaaaaaaaaaaaaaaaaaaaaaaaaaa  
••••••aaaaaaaaaaaaaaaaaaaaa* 

APJACfr^T To oOr/Oe sHc^ 0/v (Aw Aecor-tC 
A PAfVT e>r THE HO,M6 FoW!>H"4C£ ARf>, 

LoADf/Oft DOCK, vtp,Tic6i_ 
Ctrcvunior^/ "=Torv*££.. 



i 

ili 
iiiiii 

i 

• • • • * • • • • • • • •  • * • • • • • • • • • • • • • •  

si:::::::!::::::::::::::::: •••••••••••••••••••••••.•a. Ai/re^AT'0*05 

Description i 
:::::::::: 

cr Chirac, po*. rou-r/^Jt 
0TMCA, C^<Al<U6i V® 

7Hr %Tbt\e. 

• • • • • • • • • • • • • • • • • • • • • • • • • • •  ••••••Jt••••••••• 
:::::::::::::::::::::::::::::::::::::::::: 
J::::::::::::::::::::::::::::::::::::::::: 

jijijj:!::: 

• • • • • • • • • • • • • • • • • • • • • •a  

CmPvCE7 

CLDirtirJc. /fJ 

1 oAsrVc trfAT/QcJS - cc>owvr/AJ6. oF : 
• A UTACHjr^e , 
• (JafMt. CAWTE^ • <*'x &' 
• "TiftK UCMT/JC . 

AP£*> fV*. ro ce co/uB 
< Foa that /5 A<?AJe. 

Square footage Soiling apace aj/a 
Non-calling apace Soo ^ FT-

'••••••'••••••••••••••••••••••••••••••••••••••••••i 
••••••••• •••••••••••••••*•••••••••••••Iff 

•«•• • • • • ( • • • • • • • •»•• • • • • • • • • • • • • • • • • •»••#•• • • • •  
• • • • • •« • •« • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •  

• • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • • •# • • • • • • • • • • •»  

: : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : :  
: : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : : :  
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