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STAPLETON: a new department store



Fashion is a great deal more than a way to dress. It
ingests the tempo and character of tne 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 dilemma of developing a thesis
project, I was determined to undertake a project that would
not only allow me to illustrzate for future employers my cur-—
rent interests in architecture but mcre importantly allow me
to research and gain practical knowledge about a particular
area.of-interesti In order to fulfill ‘hese requisites, I
began a periocd of soul searching in hopes of finding a past
project or experience that would stimulate my design inter-
est for an entire two qua?ters. 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 ny third spring quacter here, I recalled my par-



ticipation in a somewhat insignificant renovation project.
At the time I possessed little interest in the restoration
of ar old run down building znd could Zind no possible reason
ior its (rsstoration) national appeal. Perhaps most intrigu-

ing to me as I looked back was tne multitude of gquestions that
were 12ft unanswered in ny mind at the project's conclusion,
«uestions 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
cuestions caue to the surface during ny search. Looking aﬁ
drawings of old projects 1 noticed that in each of them, the
extericr fernr had become such a major concern that the inter-
ior was 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

O

{ 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 major 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 pcssibilities‘for
renovation matched my reasons for undertaking one.

The decicsion 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
boutigues 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 mumber 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 chenging nature of fashion in hopes

of more ably designing for the changing nature of architecture.



and third, to use the “tapletcn building as a catalyst to help

understand architectural rencvation 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.l

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 around 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 is not a single successful manufacturer
today that does not consider the fashion of its product before
produciion and distribution is begun. And whethér or nop 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 pleassthemselves 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 simply from oneself. ¥hat is it within
each of us thal creates this conscious or anccnscious longing
for approvel and how does it manifest itself in oir buying

-~

habhite?

Abrahar H, Maslow, noted psychologist gives an irsight in-

1

to personal behavior in his hierarchy of nsedes published in

&

1943. A need is a longing for, or lacxing of something that
we do nol nave, HMaslow b=lieves that we as wmen beings are

5
0

in & perpetual siate of "wanting" znd our behavior is deter-
riined by our priority of needs. At the bcttom of the hierarch-
ical ladder is the need for physiclogical essentials; biologi-

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

th

@

need for these essentials has been at least partially met
the next step in the ladder, thé need for safety, is reached.
Here, Maslow 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 receiveAaffection
and approval and the need to join some sort of group that shares
common interests or ceonditions. 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 highecst

level of human needs according to Maslow is the need for self



actualization or personal fulfillment. At this level rests
the creative aspects of achievement and the ability to say
"T've made it". It is important to understand that each per-
son has a different requiremrent for the satisfaction of Lhese
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 headpisce to signify a place of honor
in the tribe. To the socialite, on the other hand, that need
iignht only be satisfiad 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
betwéen each of the levels of need and a certain type of fashion,.

Besides the five basic necdé, the choice of a person's
clothing is also influenced b; a nultitude of other forces,

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



and adventure are developed within the individual, Family

and peer pressure along witn conformity are factors that con-
stantly bomhard the individual trom the sxterior. Bota inter-
jor 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 zvery avenue of behavior including the selection of fashion,
As an individual, each of us :ztruggles to preserve our person-
al identity. Fashion is used by individuals as a way of declar-
ing a distinct versonality in order to stamd out from the rest
of society. It is also used by some to define status, »r to
emulate certain character ideals in order to crezte an iden-
tity for 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, docters, 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.”

In his book The -conomics of Fashion, Paul Nystrum pre-
sented another insight into the motives behind personal fash-
ion. To a list very sinilar to that proposad by Maslow fifteen
years later Nystirum added the human need for change and the
need for adventure or motivation. In his work, Nystrum cited
the tendency of numan beings to become tired of sensations that
become to constant and that changing ones clothing could defin-
itely be linked to a change in ones personality.6

Nystrum also believed that an indevidual's curiosity was
2 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
and satisfying sensationsa7

Wwilh 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 wnich calls out to each passerby. The successful. store
is the one with which the paying custorer feels he can identi-

fy.
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How is a store's 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
Jepartment 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 hecomes mdre important to the customer than the
marchandise baing purchased.

Store image is the way a particular retailer is preceived



in the mind of the customer.8 The majoer elemscts that contpi-

bute to a customzr's visw of « store are its:

location
siz¢ and newnsss
typz of merchandise

Ar. aggressive, broadly recognizzble image is the best selling
tool that a department store can nave,

it is first important to recognize that Lae character that
is preceived Dy one custouer can and in all likelinoods will
be quite different from that preceived by another. No store
can possibly o< all things to all people. Inevitably a certain
tyre of customer will be attracted by a stores location, goods
prices or sales people and beccme regular customers, The same
features that attpact one group can be used to alienate anotp-
er.) K-mert for instance, attracts a certain customer because
of its low "plue light soecial! prices, its informal atmosphere,
and its convient and many times oversized parking lot., A fre-
cuenter of a Jesigner or specially shop, on the other hand,

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




of personal services. Iach 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 foriulation
65 store image depends cn the image mcdel that is adopted by
the particular resteiler.

There are currently three store image mcdels that are used
by retailers tc develope an image for their store: The narket
based store image imodel (1.BSIH), the internal based store image
model (iBSIL4) and the trade based store image wmodel (TBSIM).1O
A store following the market based nodel begins and revolves
around a target segment of the buying public. That group of
consuniers 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 tae 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. This store risks being a boring duplicate of every
other store around and is never known for setting any trends,

Of the three 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 wnat 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 IBZIM)
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 unicue for the simple reason that it will capture the imag-

ination of the market.



In his book entitled Contemporary Retailing, wWilliam
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 seld,
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 .1l



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 départ—
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 irmediate impact on
the passer-by. 1t is estimated that only 11 seconds are spent
looking into a store window when passing by a storefront.12

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 tool. Windows czan 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
power:.,L3 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 money while moving
around the store also.

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-

ior space and lighting system, a closed window provides a



2.

enclosed space in which a multitude of lighting effects can
be obtained.

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

3.

exterior of the store to see the character of the store!s
interior,
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.

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

14

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.15

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 cusfomer 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 thevunderstanding of
peak business hours in order to ecenomically 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

16

for checking items at the check out station,
The density of merchandise that a retailer displays ig 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



m

the retailer wants to move. Tne extremes of high and low mer-
chandise density evoxe images that we are all fasiliar with.
At the dense end exists the "[-mart" concept of merchandising.
The trick here is to cram as much merchandise as pos:zible onto
rows and rows of racks and shelves. This method, though high-
ly successful for K-marl and other mass merchandisers is unde-
sirable in a department store where the preferred custorer
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 the appear-
ance that it is constantly in the process of going out of busi-
ness. Precelved as transitory by the buying public, stores
with a low merchandise density are not trusted by customers
who are sold on service after a sale., For department stores
whose success depends on thé 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 elenient 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,

1l. Warm 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 warn, 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.

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.17

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. taese-ihat

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 resp—
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. tc 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 changes18

Historically, stores were lit entirely from the ceiling
or suspended light fixtures that created bright spots at an

interval equal to the specing 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 displéy 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 distinctivensess 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
display 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 1lit 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
in which to creat dramatic display effects.l9

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 zenerates.,

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,

3. Fixture display: 100 footcandles; this includes showcases,
shelves, counters and wall cases and displays.,

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

mannikins and other ma jor displaysozo
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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-
Aing.

3. It permits economic maximization of selling space versus



non-selling space.

L4, It aids the customer in finding and conparing merchandise.
5. Cepartments must be located and emphasized according to

their sales potential.21

Planning the layout of a department store involves three
important steps.
1. Determination of the space available.

2. 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 inveolved 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 ol a store's
layout is the synthesis of a workable program. I chose three
department stores
1. Neiman Karcus: Washington; 180,000 square feet
2. Hart-Albin: Billings; 66,450 square feet
3. Bullocks: Newport Beachj; 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 (MOR) publication.
1000 - Adult Female Apparel

2000 - Adult Female Accessories and Intimate Apparel



3000 - Adult Male Apparel and Furnishings

400C - Infants, Boy's and Girl's Clothing and Accessories
500C - Personal Needs and Smallwares

6C0CO - Hobby and Recreation

7000 - Home [Furnishings: Furniture and Decorative Accessories

Next, I calculated the square footage of each department
and the tctal square footage devoted to each of the seven cat-
egories. The square footage of each category was then compared
witn the total square footage of its fespective 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
MOR 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 pcrcentages and performence results of both
the 1080 and the 1983 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 accoumodate 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 footagé to
each department is its sales potential which is compared with
those of other departments in the store. The greater thz sales
potential of a department, the more square footage is devoted

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



a bata shop as it would devote to its women's Apparei for the
simple reason thal the women's department does a bigger psrcent-
¢ of the store's total sales (a higaer sales potential),
Further iore, it is not likely that an increase in the sigze of
the bath snop would increase its sales.

Other factors also influence space allocation. The size
and type of merchandise carried as well as a departuent's
servicing requirements cen affect the size and placement of
a department. Some departments simply need more space because
of the merchandise that taey nandle. The furniture department
requires a great deazl of space for proper display of arrange-
ments. Toy and gift shops rust have the ability to expand in
size at peak tires of the year. And nosiery , despite the fact
that it is usually a nhigh-volume department, can be sold in a
relatively siall salies area.

_orie departments convey the fasiaion image of the store

)

wore than others. - Typically the women's and wisses Jresses,
coats and sporiswear are such image expressing departments,
For this rsason, thése departrents are given usore display area
than other departments.

15t is seold in a Jdepartient whether

(¢}
cr
<y

ine type of merchandis

demand, se<ii-demand or impuilse has a definite affsct on its 1o-



cation in the overall store layout.

1. Demand: A demand good is one .or which a customer visits a
store. Also called "draw" merchandise: men's suits, coats,
womwen's apparel, dewand goods are located in areas of the
store furthest from the enlrance in order to draw customers
past other merchandise.

2. Semi-Demand: Senii-demand goods include men's shirts and other
accessories, women's bags and other itews that do not draw
customers in necessarily but become additional purchases to
complete a fashion ensemble. CLemi-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 vieibility is para-
mount to impulse sales, departments with this type of merch-
andise are placed near the entrance to the store or along

major circulation paths within the store.22

The placement of departments with respeet 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 irip 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 thing< 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 custouers move
througn tne store in oreder to get to them. These are goods
that customers plan shopping trips around and it is assumed
that they will seek them out no matter where their location

witnin the store.

Not all areas of a store are of equal desirability in terns
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. Ctudies have shown that as nuch
as 1/3 of the total volume of merchandise sold and 1/2 of all
transactions eonducted in a store occur on the first level in
15 - 20% of the total store selling area,.z3 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 venturs, .
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 em@—
nate from the restaurant can have both gocod and bad affects and
must be considered in the placement of the restaurant. If taey
are part of the program, ticket and travel offices are usually

located near the restaurant.






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

: 2
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 vith the means of vertical
circulation or another entrance. Secondary aisles run
perpendicular to and connect the main aisle with the in-
dividual selling stations. Temiary aisles distribute
customers within each department.

The Free Form: The free form pattern of circulation saw



is

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 widelf
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.

Boutique: The boutique layout of traffic flaw lines depart-
ments up along a central aisle. The newest of the flow pat-
terns, the boutigue 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 path.

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

little flexibility in their location and the amount of space

that they can use. At the other extrsme, 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
continuity throughout the entire storeﬁ5

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. Ixterior display

window, discussed earlier in the book, use dranatic 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.

1. Aisle and island displays: This type of display incorpe-
rates low, free standing placforms that function as stages
in the round and ailow viewing from all sides. A major
contributer to 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. Perineter displays: The walls that boarder and divide de-



partments can be used to tneir maximum 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.
Showcase and counter display: Counters with glass tops and
drawers in the lower section can oblige the double duties
of displaf and storage allowing more reserve stock to be
cstored 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-

: 26

1s0n.

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

L-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 tne design of any store fixture.
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Located in the heart of downtown Billings ab the corner of North Broad-
way and lst Avenue North the Stapleton Building is directly across the
sipeet 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 Bamk Building and the Hart-Albin Department
Store. Within a three block area are the City dall, the County Court-
nouse 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
Hotel ars located within a short walking distance.
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TYPE OF CONSTRUCTION

fxisting 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 II1 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, e
columns and Jjoists do not meet the required one-hour fire T EuEEn
rating standard for a "rated" condition. i
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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
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Re-usﬁ CoRdition: : s
o change in occupancy division.
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1lst floor occupancy- 4,60
2nd floor occupancy-

upper floors
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ALLOWABLE SQUARE FOOTAGE

Existing Condition:
4, levels @ 14,000 square fecet
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 Cftapleton
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 18,000 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)-1 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 tne building, floor area may be
increased at a rate of 1/4 percent for each foot by
which the minimum width exceeds 20 feet, not exceeding
50 percent.
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MAXIMUM HEIGTH

Ixisting 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 occuparcy division B-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. Efection 507
permits the further addition of a level if the building

is equiped with an approved automatic sprinkler system.
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ELECTRICAL SYSTEN

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
diain 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 constructior, 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 14 11700 17 18600 32.6 1.8 105 8600 16
"~ 1101 W,M Coats & Suits 2540 10 1350 11.5 1500 8 Ll {2 05 1200 14.1
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Adult Female Accessories 13200 7.3 1LO2 575 8250 14 SHE) 133 4050 7.5
2001 Foundations 1850 13.9 112522 900 10.9 13.5 S¥5(/ 120 650 16
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Home Furnishings 33700 18.7 1172108658 2020 53,5 =3.7 L0 5400 10
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7600 China & Glassware 5150551558 2820 25.2 850 42 18.3 7.6 55 1350 25.2
7700 Silverware 2950857 400 3.6 250 12.4 3e2 -5.8 6L 17053
7800 Lamps & Fixtures 490 14,6 1740 15.5 10.5 4.7 55058102
7910 Gift Shop 3350 9.9 950 8.5 8.4 7.1 40 450 8.3
Miscellaneous 9000 5 636019 5 660 162 2150 4
__ Bath Shop 1875 20.8 2000 31.9 -0.1 45 550 25
Wine Shop 1800 20 1400 22.4 520015
Kitchen Shop 2358 26,2 1600 23.6 450 21
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Mechanical 9000 5 2000 2.9 1710553 2500
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Jlteraiions 1350 575 600 .9 650 1
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Materials

LsH - BLALK. MAMLE , WOoORS, REFLECTIVE
MATERIRLS,

1912 FASHION EVENINC LEAR, O ,M TR &

Description: *DESKNGEY  EUANAIG (GeR  INLUKS  PACSSCS
of QL LNCTHS, PANT. SJIT OUTFITS,  WMPELITE,
s OFPARTAET  FIAL R P((p",;x-".i slow
PMERCLQIDIC  TLRAY CUCR  Tyree % Fo THIS
AEASOA)
Square footage  Selling svace 0 g FT
Non-aelling space R S |
Customer Loren
Type of service FermsonAl
Type of good el - DEMAND /PRAL

Typerof display DEPLAY (S MOSTLY FRAGAG 0N HANGERS

HANRIKNS - | HavoR

Adjacent areas OTHER UDMNENS CLOTHING, SHots §
ALCESSCRES Te FUR SRLES.

Department location (EVEL T oR 3
Lighting LoLXR,  CEACRPL LICHTING To  empua®IZE 7ThE
: MERCHONDISE 1, PIsPRYS, E

Materials




101 WM SPOARTSWELR

Description:

Square footage

.0 HAY

« MLT  REe DCSICNER LY THE AcTIvE
LOHMAN N MNP,

* 26 YA i; oFP - McPE INVOLLED ‘M/KOM

4 OTrER ACTVITIES OUTSIOE  TrE rRUSE,
MIPDE  AUEP LOMCA) - PIVREED .
MorE  pLTORMIMG TO SUICL OR (ORKING
¢ 'NOT  CLOTHES  SVITAAE  TCR Sudodl.
Lo e -" THE o - FITNESS I(IC](I

- LPCRTS  SOPHISTICATION

90 <o iy

20 € T

Selling soace
Non-celling space

Customer HMoDLC ALL LerMeN

Type of service LL'YTED

Type of good Dot W

Type:'of display MoSTLY HANGNWA:® LWLL v‘] FIXTORES

BINNING  TOR Felle(? PRTIUES

Adjacent areas

Department location =FFP

Lighting

Materials

NeoTRAL
TorXS f weMeN

CoLerS  To SOPPerRT  Spun

Square footage

m wnzu;s My

Dresses
*BILINS To PCK UP oN  LOMENY HORE
oFiTICATEDS SIDE.

* PPLSSES - PETIRNED AS OFFICE NoRM.

* &) THE INCPEAS[NG NuMBeR of ARAF.
LOorem  THIS  DEPRRTMENT /S A (enSTANT
SOURCE OF SALES.

‘o FRON LRk o DUSRCRY BARCNG

° INForMED, TELF CONFIPENT  CosToMER-

" ‘Selling sovace 1000 =0 Fr

Non-gelling space 0 Q kT

Customer LIOMER - 2 G ApeRl
Type of service ASEISTCD
Type of good DEr D -
Typecof display HANGING = AXTURCS *
MOLTY wORU- .
Adjacent areas LoMENS  DepT,S
. Department location 2*U PRAW
I.i_ght.ing <“OFT  LICATNA  f) MuuC W/ eSS

DISTRPRCToNS IN DXXPT, LHERC wonen)

Materials

SCPAST. CATION § REFINCS
I CLOTHING .

ASE €€ Kinl
(oo TASTC




el JA  DRESSES

Description:

Square footage

* YOUNG  (WOMEN(T - ) LOKING Fort..
_UOTHES -0 TAXE THEY FROM rioch-
TJo WoerK, Home To OFFKCE,

+ SOLXCT To TRENPS

o MOST CAPTURE  IMACINATION § Sedf
CORFIDERCE OF Jouns LN

CRACE: LoHeRE  1DRAS Of  fRsHIoN §
STILE APy PELELOP. -

‘

Selling svace go @ FT
Nor-~celling space 100 KR T

YoumG LOCHEN SoMETIMCY «y TRRENT

Custorer
Type of service ASS15TCP
Type of good DEHAND

Type of display

MosTLY  HARNGING

Adjacent areas

OTHER  YouNG  WOMENS  DEPT.

Department location

32{)

Lighting

Materialg

1901 O SPPRTSWEAR

Description:

Square footage

CCAREP TheRDS “oork womaas  MRRKET

LM L ool Fera NGO § NousTive
STRES  TrAT Atse [ty rEA Coaniiny,
LTETTILES, SCHooL § o, k

¢ MoPE  INFOPMER ABeuT LTYLEL Trvan)
N THC  PAST

* Mope TRERD OPENTED = OCTINE

VEAH 1S STRONG To FIND 1O o)
IPERTITY.

< (oOD  PLACE To INTPEDUCE cf FRoDXE ACTINTY.
Selling soace 1200 = FT
Non-celling space 2% So rr

“borx, ACTINE  LorCN)

Customer
Type of service ASSILTCD
Type of good et emO

Typecof display

HMaTLY HANGIA G

Adjacent areas

Yot [MERS  AREA fok  [ATERACTION
’
OTHER  QOLNG  (OMENS  ARTRS

Department location -3f% FLCOR

Lighting

BPICHT |, UIBRANT

mterinls_

LLessy PPPECRANCE |, VITAUTY OF
CLOTHES PLFECTER N GLASS,




2001 FLomMPOTIONS
Description: + PAOATE NATURC OF HENHANPISE T
HERE  REQUIRES THAT THIS FPCPARIMEST
B CUT OF MAJUCR - ACTIVIT] AREAS,
* BECALSE OF  [MPULSE CHARACTER-OF
NeNLHANDISE DEPT. HOUST pBE  S|TONeD
O THE (DAY To A PENANP PEPARTHENT,

Square footage ~ Selling soace b: 5qQ P
: Non-celling space % fr

Customer BomehSMALCIAREST Description: CELEGANT  ACCESSORY  THAT | usteuy
Type of service SELS PORCHA®ED  pBY ARA - OpS,
Type of good IMPULSE el e

= i PeTaLS
TypecoLidioplay SRPIEGIARG e e "PRIRTC  Chanwirten 6] MERGWDIw,
! % 1 4

Adjacent,aréas

Department location O THE wAY To WOMEN'S TCHAND DEPT,
LOCLL  LIGHTEP - Fofs E05€ ofF SELecTiod) '

ggh§ing : Square footage : Solling soace 890 3 wr
Nor-gelling space %0 6 FT
Materials
Customur LXoMeL)
Type ol service cCir - SSISTED
Type of good 1MPULSE
Type:of display HARGIDG - 4 Al FIXTORES
Adjacent areas OTHER  LOMENS  PEFT.S.

Department location 3"C - o) TrHE (wAY To PeENan® OPT.
Lighting

Materials MARPLE - NEOTRAL  Torts




260C  JOOELERY  § WATEHEDS

Description: ¢ LRICHES, PMIMCS, BRalel€ TS, AREONAL JGRCLERY

INPULSE - LICHTERS, Ti6 AINS.

* CUSTOMERS  AFE  pRemorIardTLY  (EMPLE .

¢ TRRD|TIoNALLY COUASTERS CAXIACLE %&.J..UNC\
FLoof),

* LUKLA'OUS | +0PU 15T cATED i{’ OLTRA (O FoRTOBLE .

* SAFE MUY RE PROUICer FOR  LALAE
IIEPCNAM§/5€'

« CHORS oR  SToolS THAT AUR S(TTING
WHILE DG JE<Eery ARE AN Apxp

LDXORY,
Square footage Selling svace 26C g e
Non-celling space 23 Sa 7.

WK NPEQ

Hew € worten) Zeol, 2T, 2811 HOSIERY | cuOXS, HAnpRLLs, GLARDCS , €1C,

'(I;i\;:o:?'r"ewice pEASHAIA L evGELrnt .fuh AUCIORY Aess LSO EESIiy
Type of good erenz [ 1vonLse ol CTTEAL S TaRALL Pﬁ(\)bUSL‘f HOSoNEDS

CUSTOMERS.

* BePT  MUST fostegs CHARRL TCRIST
EEMENTS  LRPERITOD 5 RCLATCR 7o
BY €ACH) (GRevp,

*GREATEST %o F1 oF AN} TePT.

5 GREAT PeAL  oF ALTIITY.)S
Department location LEVCL Fallniarl 3 PE SEAST.
ComMRNATop)  OF FAIORE LT LOw) VOLTAGL

AfSEHAL. GOoDs DISPLAYELS Lot LRSS Counl7er

-rO’s- ~
GLALS TOP CARMIETL L) PEIR RCCELS.

Type-of display

ALOLSTION RTH. 70
an% areas WPTEQ o MACCA  CIACLL
Adjacent a MAYIMISE  CUSTAMEAS,

Lighting Precidos .
INCANCESLENT. (Lorh For, PRECICLOS §TonEe)

EXTRA  CoNOIEASTIarY To UGuTIAL COONTERS SHowW (LIS i S LT ﬁg:i:'i'l:?c: e 125 25eRET
Materials PLAM (BLL (PLOR 9 TCATORC SO AS AOT To  E70 i P VIS Q.
oy ETPACT Ao HERCHANDISE,

Goo0 (oLoPS - PO LAY, DARK BLUE OR
LRcerT |, Ok 7€er  CRIMSOM,
Customer WOHEN - AU ALES
Type of service SELF
i i i Type of good InruLse

Type:of display HARGING - RELTS , DAGS | 1oS/erY
SLOT  FIXTURES - HoSIERY
COULRNTERY - C*L-DbeS

Remd - FOLDER  SCARCES |, BACS

.
.

=
s

—
eeeer
s

Adjacent areas

~e

Department location 137
Lighting

,Haterials_

Sessssssessasy

“[Swvwe.

)




<q FT
J%0 59 [

eo

- AL ALES:

ASISTED

o
o
«
aQ,
o
w
m
i
[~3
o
=

WAL PISPLAYS-

" Selling scece
SHELVES

WOMENS SHCES
LooMer)
SELF -
PINNING ¢

Description:

Jepartment location

Square footage
Lighting

Type of service
Typerof display
AdJacent areas

Customer

3 e
eSS0 0s +
e sessssssssssassasanss
e Sessssassescasss.




Least Active

Active

Most

hing

Clot

Men's

Sportswear

en's Furnishings

M

on

o
+2
@

Circul

Shoes




1200 -MENS  woTreEs

Description: *TRADITIONG L AT OEPHERE

S LOXrER) REC  LASLE PMACCRITY OF ’v”mb‘as
CF MENS  CWTrNG

* INJPeoLlTiors oF DESKNER et T euubv(.s
foa  YouniEA ' £ 0i0€R  fi€Ad,

¢ VLA TURNLWCR €F  SCFCHA NIDISE 1A
MENS  GXARA . :

CSTVES DomT CHANGE RS GuickLy.

Square footage ‘ Solling snace ; 500 “a

FT
Non-celling space o 59 r7
; 2500 MENYS  FumpisHaS
Descriptions o HILATS  ARAVC rcuxpt!, PR y
ARC  CASIY STOXKEL | FIXTORE
Customer MEN & ‘Women PARLC RS
Type of service Ast|sTeO ¢ of HTTING RME *SHIATS - S1TES -
Type of good DerHON D ©3 UM TT e - 1772 ek
Typecof display HRWGAIG - SUTS , SRAT Cor7S, (6aTS - 18 o -z 3L, AN oS
BINING - SUCATEAS, PanTy, JEANY, 'z,'i‘:"zu’“." * FORNISIISLS - LrATHER LooDs | LmescuRS,
COLNTER - 12 W FT. . L 4 QEWELAY ,  Meud  ToreTAes,
FIARRIRIAIS - | - MAJOR 2 MNMoA

Adjacent areas CTeR  MENI RAFPPAREL  (APRATHENTS

Square footage Selling soace 180®  ©Q w7
Non-gelling space 240 -
RESERVE STOK I8 FXTIRES
| OFfICE oie
Lork. RooM
STORACE

Customer Mes) §  worea)
Type of service ASSISTED § - GELF SEARLKC
Type of good ScH ! - DEMARD
Type:zef display <HiIATS: FOLDER: /N RNS s L BT,
HBNGIAIL, - T G eANS 0.5 W Fr,
FOMUTIUMCSS o\).ﬁ #S COrRTE S
(CHNTER . 12°

Adjacent areas MUST A ADJIRKEART Ta “wpit (LOTANG
Ja % S ORPER, ~€ INFLUERCE AUSY/Asc, , NEA

Department location LERCRZ oA :

Lighting <UPOLED GEREARL  LKGHTNG WITH SPoT gﬁfmg,s :
g gad AXTCRES | PISPLAYS, .

Materials NATUESL - LWODS,
: CAPPET - PUISH | PUTRAL (VARM SHADE

JUODED  ToRKS CF FIXTORES, § WAL (DLARINGS

SOTS
Department location LECEL 2 oA I
Lighting QTS ON  FIATome< FoA EASE Il

wLer, S ELECTIoN .

Materials FIXTURES - Lmo22 OR. GLASS nimpinG




MENS  QCCESSEPIED

Description: * ALCESSORIES - TiICS, EFLTS, SOCK S, UrER,
WEAR, JANDKE R cHIEFS .,
© LCCOTER AT ENTRANCE To HENS
APRPEL  APER,
*HENS PEPRRTMENTSs CALL FoR A CONnAUITS
CF CHOARLTER, A% TrEY ARE AU APJRENT
To ONE AROTHER  UNUKE  LIOHEAS OEPORT -
MEATS

Square footage Selling snace
Non-celling space
PEERUE  STOK. IN FATVRES

MES  erer

Customer I
Type of service ELF. S ALSISRLD  SPICE.
Type of good TR ATRd

Typecof display <Soks ﬁ LNPEFWRAR, « SLETTED FIXTURES,
TES , RELTS - HUNG  QC AALKS, :

COUNTER - 10' To DoAY HONDERCHEFS ETC .
Adjacent areas MUELT B€  AC ACENT TO

Department location (ceL =z 0% 3
Lighting F0902  LGHTING I FIXTURES T ;
EMAPHRSIBE  HEACHIANPISE , I #

Materials SOME AS  OTHER MENL  DEFARTMGOTS

28/l NeNS SPRTSREAR

Description: o CONTISTS CF LWAH-UPS, CREULL

bTHAIG |, ACTINE  LI€AS - E-LATS -
T SrTS ‘
'€XCE°T0;\5' TO ADJACENCY ROLL.-
VOPATESLICAR  SHal HALE N A7/
CHRANC ~ER flcm B SE€PRRTER Facm
OTHER MENS APRPEL DEPARTMENTS,
* Sore STPE TCLIR= L ¢ PERCH Ha9 NElCJ:}
To EC EBIMWER Recouit oF SrRCcHnAG
THAT AN OCCCR ON FRAGAORS,

Square footage " Selling soace D o5 Fr

Non-celling space (0 <o o7

RELAE - STOCK. ROOM
LOORK  arLA

Customer MeN §  icres
Type of service AlnigTEP +OF FTTia)e Am8 -
Type of good ceMi-  DEMAND

Typesof display HANGIC - SHIPTS , SHCATY, LGHT JaCkETs
SWIM  WEAR, %o L\ oM wauS |
HARN I /A)S _/%KV‘! ﬁ/::f:'ﬁ 2 N HT,
SINNNC - COURNTER
Adjacent areas PolSiZLE ADUACEN(Y To MHENS AFFARE(L
oF TS LWGMENS  SRTHLXOR |,

Department location (EL€L 2 oA 2
Lighting PRIGHTESR OUERAU. CQAXTER

Materials ERICHT COLORSD FIKTOPES, (1°AORS
2TIOC RTTFeNING oAy FLAOR WY TIES




2411 MEN'S SHOES

Description: T HOLT BUoa A MArMor &1 SEATANG .
i COMFOATRRLE  chaRs &/ pAMS
; - for MIARSAS OA S Hoe LEue( HIRROR S
H : ARE A MusT,
* DISFLAY MOST BE Mo HicHep. Tiaka
i 7'-¢" FOR EasY  REACH.

* FLOSRS  MUsT BE (ORPeTED.

STetk ROOM  SHouL> BE AT (KAST
A3 LAAGE . BS . THE SEUING ARen,
To AcCorspaTE fANY  Paxes, :
‘ELECON]  HOoME  TYRT  ATNOLPHERE,
Square footage  Selling sace 250 R T
‘Non-gelling space 00 3@ 1.

Customer Her S
Type of service ASYSTED
Type of good e - PEMAND

Type: of display (WAL DisPay MOST BC MaxMizer
/ BUT FlexpiuTY IS OF OLTIMATE IMPORTANCE,
TRUCS AN BE USEP for PKELRY

Adjacent areas FENS  APPAREL DEPARTMHEAITS.

Department location ‘LEveL 20
Lighting SPoTs Tc  EMPHASITE Lod DISPLAYS %
Materials PLOTH  CHORS, Gass SpecniNG, ACrecTE

TALEZ € ALl SECTIONS, LAMY, cAN
ADp  Hermr v RPERRANCE .

PCHMANG . caSUBL, FoStiend, SPRT

SEMI . T SANDPALS, SUPPERS,

IMPULSE - FOUSH | CREAMS, RRUSHCE, LEATHEG. CeoDs,

iisvenia

-



4D RFANT  WEAR

Description: * SLEEP LEAR | RiankeTs,  INTANT Loy
WFAST  ToYS,  Shoecs, ¢

*LAN  fEe T LTeNED £T A DISToAgE:

FROM  THC ENTHANC  ReCPAUSE  CULvoras

WL SR v TRIO\T
e PAORLEM GF  IMRGORY |

Selling soace Lo S0 ¢

Square footage
Non-celling space SO0 ]

Customer wores)
Type of service RESISTER
Type of good SeMI- B2 IAND
Typeeof display PIANNG LG - lo URRAR oM IAUS
. 10 4 LIAYS 26 e "'
AN R DISrmaY- 2 MINOA -
COUNTEA - 16’

Adjacent areas UsLALY ADJACENT T RoVE § LIRS WERR,

Department location (eveL 3
Lighting C(HLOPERY. TEPIRTHMENTL TRADIToMILY POTSESS
0 wel UT CHARACTEA. iV 2

Materials L/aHT CoLOfs  f SCFT  TEXTOPES

“200

Description:

>+

Square footage

GINLS  APPARCL

¢ TRAPITIONAUY  cHARACTERj2ED BY IrMpees of
A CHuDS FOOM , Dou. Ho:s€ 3

T APeD OF DRamATIC  PRoMeT/ONS THROUGHOOT
FEAR, © PRtk 10 wmool” Cre.

P PROo!m MERCGHANDISE  TeRMOL
BUSY  Times.

T PSSIBLE  cACATION OF UNIGE jMALes
AS  FIXTUmeS. ANIMALS | cpeaTppes
PPULAR  cuapacTERS, e
. rLpAce fo:\ APRULTS TO T 1 u.e@;
CHILRS "TVLE sHoro
Selling svace L &0 FY
Non-gelling space 505 en - FY.

R, ARep AT

Customer CMS W BDULTS
Type of service ASYSTED 4 cr_tana Rk -
Type of good SEM|- DEMAND
Type ‘of display +RNGWIC- PREESES, PonTs, SHIATS . 40 LAOR
o AU
7y 4_ WAYS FleoR -
MRS -
oprrem - 19' _Foa
Adjacent areas APJISENT To  OTHER C(H)PrENS SYAREL
DEPARTMENTS .

Department location

LEVEL <]

Lighting

GEPEPALY LR UT. PUERALL,

Materials

USE OF [eEMInNE CoLORS g




K27 ) 2O9S WEAP,

"J"P&’ Do Tar

TTLE PoYS ppe HA:ZIETO(F—S LA A
* THDITONAUY  CHARKLTERIZED Y 1M eSS
OF  FOOTALU., PASKETEOLL, 4sTRONIOUTS © 4
oTher, reac  TYPES.

*ATHLETE ENDoRCEMEAT (S AUL IMPaRTIAMNY.
C IATING  ARCA  FOM ADULTS, 15 A JUST.

lor T

Description: s suaves } s
L

Square footage Selling soace e gy
lio.~celling space 6T B IT
PESCRVE STOLL Apea
WeRK.  AREA

i
tt

4a7c  Youna  Merd

Customer Eorl  LTUAULY ACCOMPANICD BN &ZULTS
- Description: . opa <
Type of service  A<s7¢o N : (,;r"c:: Cuu;r«m AIT)TIDE AS XK.
i}
Type of good weri- DFromp UOTHINC.

P RNDG 7 RN 6T IRENT/TY
‘ '.‘cnnom,\)c ores  TTaSTCS.

Type-of display LIAMGING

IININUS [
PRI * TPERDS  ARE  IMPORTANT.
CounrER - T . FCBE  INFOYMD  ALOLT STRES
Adjacent areas OTHEA CHILZRENYS APPASCL- ILrox MENTS '4 Teo,
T
Department location cxL 2 :
Lighting R )
: . Square footage Selling space @0 g F1
4 Non-celling space @D % rr
Materials LX0D , METAL. g OTHER TACTIE H8
;i MRTELIALS,

H Customer MER - 15 H P
H Type of service ASSISTED
" Type of good DE~AND

Type=of display Hartn
BINNALG - JERNS - PANTS

Adjacent areas OR.,  Loer(rs FoR CUST. INTERALTION.
Near. MENS DeEPTS.

Department location 207
Lighting

Materials | Leops § OTHER.. TOCTHE MATER/ALS
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5210

Description:

Square footage

STRTIONCAY € PAPEA GooDs
¢« LABOT uouz EC SIMPE € O'SLEY BHooLD

BC OIPE To AUs RR CIRCVLATION %
BAoWSIAG,

s TALL UNITS AwpG PERIFETER. LY Loww

FYTORRS DI01DINE  CENTRARL ARE fu

Selling socace
Non-celling space
RESERVE STK W FIyTuRES,

130 =9 Pr.

Customer Her ¢ wor4an)
Type of service SELF  SKANCE
Fype of good IMPULSE

Type-of display

STANDNRD SHELNG UMITE OY SToOk PRALKS.,
v CABMETY, TARLES, STeuDS :" RIAASING  CAN
ASo £E  useD.

Adjacent areas

sl FE ON A 1MAVOR i TraN
ARCA,

pepartment location LEVEL | oA T oR OGAEMENT

Lighting

LoD CEAERAL EHTING (S €SSeNTAL .
™ Ecmor, AL HERHANDISE (S e PsAAY.

Materials

SHALE MITORES 1) SOZ0uED ColeRS 50 Q3
PCT  TO Teke awRY  PROM  MERMONDISE.

i
e

gaoo LoSHETICS
Description:

Square footage

.

FAvoR  rMoxy pmarse DEPARTHENT or

R DEPARTMENT  STORE, :

T;::g: TORNGUER ©OF AL RaED [ICRHANDISE,

FIXTURES oo

P ( HUST Actom TE RESEAE

f:';}:"_': R DIOLY  THAT AU TG

el VIGQYNG MERCHANMPISE OR. HAOWG
ACAL. bR A NECWESS) T,

.

Solling sopace 17 SQ FT
Non-celling space 210 "SQ 1.
|1 OFFICE 3 BO

RECERUE STOUK ARER

Customer woner)
Type of service  ASsiyTED/ Sl SEAVICE.
Type of good SEMI- DEMAND [ MPUL SE

Typecof display

MEACHANDKE 1S PIEFLAY !N ¢ om TP

OF GULASS -—TOPRL COUNTERL Y REAR
Alcess,

RESERIX  SToXK IN' DAOWERY OF FIXTORES.
COUNTER - o0 tip¥o2 €7

Adjacent areas

TRADITIONALL- S PLACED  AEAR ENTRANCE
oy AJERR VERTKAL CIRLULATION OR OffER LEVELL.

Departnent location LEvEL !

Lighting

TRAP/ToALLY  coet— UT  FoA ﬁfbw&l\'.lc‘
PURPOSES, § RCADING OF Poxes
Uax e 18 FAXTORES Foe EMAIASS.

Materials

SHODT!  FAXTUES OF SURDUED (oLORS
To EfIHAS{ZE MERULHMDISE,

nlassss
Ssiteeviacieias

——




k300 “ove

Description:

Square footage

(LDOLT EMPHASIS)

v MEPCHANDTE  INCLUDES  SSTirpen ANMGLS §
CHARACTERS, SMALL ANOVELTY 1Tem s,

* THIS  PERQATARMT AOLLD €6 ARLC b
EYPAND FoR (CRTAN TIMES of YEPR,

s VFHSTICRTED CHAFPLLTER + AY OPPASEL
To DU HOUSC CHRATCR oF CHILDS DEFRRT.

Selling sn»ane o 5 FT
Non-gelling space 40 e7 pT.
~ToRale for, Poxe <

SMALL FERLENTACEL Of AFSFRUC STOCK

Customer PRENTS
Type ol service self  JERVICE
Type of good IMPALSE

Type of display

wpt: SHELUNG o~ JTUFFLD ARVMALS
Bryins(a (AN BE USED TO CFEATE [IOTERESTIAC

PISPLAYS - TRBLES AL LY DaguiERS,
COUMTERS -

Adjacent areas

6r>  MAOOR  CIRLILATION)  FATH - TO

INCRESSE  UISIBIUTY,
Department location LEveL T e
Lighting DROMATIC WAL DISPAY LUGATRNG = HigH
LEUEL L/ oVERALL- LOLXER LEuel .,
Materials LLASS  SPELUNIG . PLFLECTINE PARNCLS To

INCPERSE THC PrELEVEC STOOA.

Description:

Square footage

° THIS DERRATMENIT 1S CAllen L DRAW | ACcAvse
COSTomEAs  WARNTRIG To PORCHOSE AT
il GeaRt,) OUT TMIL D€PAR’Y/‘4GNT. =
: Locarem AT p CISTOAIKCE FRON The
CATAANCE  THE . LULGAGE DCPA&'/“I:ENT Can

VRA(O COSTorgrs  PRET  |HPLLTE 4 i)t
DEMANE cood  SARRING APPITIoN AL
FORCHASING ,

* Mercramaprse INCLODES q:

CIZES of UGCACe

HANGIANG ER(GS BRIEF .
' & SNECS £7C.;
Selling svace HOD =g vr
Non-celling space o SQ Fr

NOST AcoriopaTe Manay Boyes<.

Customer Memd 9 voomen)
Type of service ASSIDTER
Type of good PEMAND /[ Ser! - PEMAND

Typerof display

LOCCAGE DISPLAYER 1IN TETS o (O RLESTALS.
HANGING - TRAVEL BLLS - 0 UA FT. 8 <€19,
SNGLE LDOLALE PIECES oN THELLES

VPIEF CAES: o S ues

Adjacent areas

FANY TIMES TE LUGGACC DErARTHMEN IS
PLALER NEAR PESTRURANT oF TRAUEL PEFATMEST,

Department location

LeveL 3,9Y or BRSEMENT.

Lighting

UGHTING EMPHASIS onN FEPESTAL PISPLAYS -
FYTuPE LICATING ; L5

Materials

Fresievsass.




Tieo PETIVA,
Description: .

* CHoNCES IN

H
1

vivvveees

veeereevere
SeseensrasreRLEY
i

i b1t 1

o
bt

seer
e
-

MORCHRID e (NCLVs  FoAM o aiRsg
TOFAS, EAYS (OFFEE  TARWLES, TURULLAA
coNsTRUCTION  FURNITORE, ALSEMPLED

FORRITORE , Plu RS,

oMy HorMe

FOANISH
To  cpeaTE

FulL PiISPLaYs,
FleoR (eyels To cpente

PEPORTMHENITS

INTEREHT.

T WINE TRAFFIC pIsLEs

Square footage

RESERUE
ASSEMRN  APCA -

Selling svace
Non-celling space

1o %q Fr
.2WO <5 o7

STow- AREA
W/ TooL AFEA

STORALE FOR  RoxES .

COOPLES - MEIOAITY

Customer
Type of service RTUTED [ EAToNAL
Type of good pEMAND [ PAAN)

Type of display

LROLPNGS QF FURNITUPE - T SPOR
EX"RA PURLHASES, ’ ;
operd  PISPLAYS 1O EAoURRLE CLOSTOMERS To
WALL AREUAD  THEM.

Adjacent areas

OTHER ~ HOME FOPNISHIADL
Aear, UVERTIcAL ACLESS,

CEPARTMENTS,

vepartment location

Lewel 3,9 oA EASEMCAT

Lighting

SPoTs To EMFHASIZC ARAANLE '“CTS. oF
FORNITORE .

Matex‘ial;

NEUTAAL ToNE aeds CRAPET. TO (eNnD

X gEnra

1ITser To AW 7‘1:{.,'7 COLORS OF FURNITLPE .
HRMD [ X/l ipds MATERHLS E€RSILY M4 0T0/NCR,

3
3

e
-
H

fH

ssae

atias
it

e

Pttt e I e e e i

i

reo 4
Description:

Square footage

TReLE

ISTN 7\

Selling soace
Hon-celling space

KRESERLC .smw AREA
JToARlE .
Customer FER 7 (oorerd
Type ol service ASSISTED [/ SELF SCRUCE
fype of good e/ DeaL

Type:of display

SHEETS - PACKALED § /N B/NS OR S LOTTEN
FiyroRes, S S\2E€ES § WAIFFD -

GUILTS = HOG, ¢ DISPLRAYED o8 PRRTIAL PePS .

BLANKETS - PReKALED § ond DNELLES.

TARLE ([ /AJER) - PRCISPGED G [N RIANNING .

Adjacent areas

OTHER FOMC  FURNISHING  PEPRRTMENTS.

Departrent location

LEVEL 3 d OR  BASEMEAT

Lignting

ARTURAL LGHTING Wit CNHAAGE MERCHANPRI2E,

Materials

AELUTRAL TONE  LOUS § CARPET To (Emp
(MSECE TO ALL (OWORS § LESIGNS,




7000 CHIMA G LASSWARE

Description:

Square footage

" MEACHANDISE. (NCLUDES BY 1o FiECE
CHUNA SETTINGS Boxcp
PRLATES, cOPS, TOUERT, Bl s, - ETC.

*GLAWWIARE. - COPAETS,

" Selling scace ke i ddnd

Non-selling space 290 SQ FI
PLSEROE STocK ARER
STORRCE.

Customer MoHTLY  WOOMEM
Type of service “ELF SEAVrE
Type of good PerARD /[ pAAW

Type: of display

CHINA § LOSBLIORE  APE DISAAYER ON LRSS
SHELYNG O WALY OA 10 FRE. DTampING
Drmey [IATORES )/ FEEAVE STOUK PRALIERS.

Adjacent areas

TARE  LAEN  AREA Y OTHER(. Jore
FURAINH NG PEPARTMEA TS

Department location

LEVEL 3,4 OA PAEMENT.

Lighting

IPOTS T HGHUGHT WAL SfELUEs:
g FATURE LIGHTS GIVE LUSTRE - To  CHAR.

Materials

NEUTRAL TOVE (DALLD BEA/ND  DispAts
LI EFPHOSIZE  CHMA Pﬁ‘/ﬁrwj
CHYSTRL, bl

Dreptaven SEPARATEY,

T0e SILUERWAE

Description:

Square footage

" Selling space

s MANY TIMES THE AN - SELLING
RRERS OF THE (CHINA g QOSSO
OEPARTNENT & THAT of NLLER ARE N
THE EAMNE  LOCATION.

1 = FT
Non-gelling space
PESERVE STogK 1N FIXTURES

Customer . HosTLY  Wioren
Type of service ASSISTER § Setf SFRUKE
Type of good DerHANYD [/ pPawd

Typecof display

SILUER HOS TRADIMOARLLY -85 DisPLOYED
W GLASS TOFED CoUNTERS (WY REAR
ACLESS, (LCKARLE) ,  °

Adjacent areas

CHINR |, GLASSUARE o TRRLE LANEA] AREARS,

Department location

Lighting

LCHTING FRoM INSiDE FiIxTORE DR Faord

ABoUE fIATosE  Can WORK, Uis3uty wbor LA,

Materials

FEFULTIVE  MATERJIALS RPD To WJXURY ofF
DErRATMENVT. -

Setvesiane

Lazs




76800 LAMPS {)uamw(. FIXTORES

Description: s LAMPS  ARe DEUIVERED TO .bCBU-".TH(J:JT <Tree
N BoXES SO TIORAGE SPACE For €MPTY
BOXeL UNTIL THE  ITeM (= oo

i

‘

Square footage  Selling svace 500 <q pr
Non-celling space %0 8q FY.
FESEROE  STock. AREQ
Ox $TOAAGE.

Customer MEN ¢ Llor1end
Type of service AssIsTep /SEir S€/VIcE
Type of good PeranD /peud

Type-of display LRmPr (A1 RE VLR IN DITPAYS )/ aTHeR
HOMNE FORMISHINGS T4 Q0P To DALKS
APFEAL d
LGHTING (S PSPLAYED ON SHEWES FoRr
COMPLRISON ,

Adjacent areas ATHER  HomE . FORNIBHING  APERS.
Department location - (EEL 72,4 oA IAEMENT,
Lighting

Materials_

7910 GIFT  DEPART -epdT

Description: CPAP'D  quRASUER oF M ANBISE Meanss
FIXTORES MUST HAUE DPALERS. Fok

PERERVE  Syock T KEER thewes STotrep
A7 AL TiMes | i

s AMPUE GROWAK.
DeraTrent /S
THE  VEAR,

* MCACHRARNIISE [NCLOUPES  CANDCS 1 HoLDERS,
S FLOWKERS, URZES,

SPACE  ARCONS TS
NTPRECMTED AT Tircs oF

Square footage Selling soace o i AL
Non-celling space as W FT.
PESEADE STOUS AREAQ
PoK  STOPRGLE

Customer WIDE  URARIETYT
Type of service SELF  SEAUILE
Type of good IMPOLSE

Type-of display  ME2-paDrs€ & MOSTLY DISPLAVER oN
SHELICS o' Tre wAUS § 1N RxTures .

Adjacent areas ON A MAJOR CiRCOLATION  PATH. |
TARRITION ALY  ADOACEMT To  HOME  FORANSHAXS
N PESTALRANT .
Department location . ecverL 3.9
Lighting BritrT oOLCR ALL CHRRILTER IS RELT rom
SESCTION FROCESS % CaN @D SHopurT-NG
Materials FoS3R)UTY




WINE  SHoP -

‘ Description: * BAOIC  ToANOUCR of HEACHAND! SE

Square footage

AT CERTAN TIMEL OF HAY . THE CAP

OF THE (D6RK. DAY SIGNALS BUSIEST TIHE.
< CLMSTE  ComTRoL AS LOELL A% UGHTNG
ONTPOL  pRE ~ (MPORTANT .,

Selling scace 20 £
Non-celling space 553 ,1

Customer NN § WorEN
Type ol service «€u- LERVICE
Type of good MPULSE / DARW

Type-of display

B CRISS CPO5SS FATORC 1o CerX Aoy QSEL
T ©ToAf t‘; DISPLAY (ONE ROTTLLS.

2ATH  SHof
Descripticn:

MERCGHANDSE INCLODES EATH ToWELS,
THOJERA CCRTAING, Wicker AULESSoRes
CERRMNIC ALCESSORIES , SORPS , '

.

VEATICAL RoWb APE A RY OF PRCSENTIACG 2
A LREAT QUANTITY oF WINC (AN A SHAL AREA.
NTCHEN ACCESSCRIET © NEAR AELTIVRONT

Adjacent areas

Department location LEUCL 4, @OSEMENT : 8
Lighting MOST EC (OMTROUED OR 1T (Qra - HAUC ) _;:
RDERLC AFFECT ‘on THE wynE.

Square Iootage Selling soac 0 9
Méterials L0 2 : Non—izliliiz gpace VE’:* :_::,:
PESERIE STOCKk v 31y TORCE
CTerALE
Customer vIorer)
Type of service <ELf LrUICE
Type of good LCr - DEMAAID

Type ‘of display MocT BATH  MERCHANDISE (S PoPLRYE> TowlLs
oN  <HELVES HT FPort CEUNY. SPoTs . 199711

Adjacent areas OTHER  HemE FUPRIENING DEGRARIMENTS

Department location LeEL 3,9 6k FRASEFENT
Lighting

Materials




KITCHEN RUELS

Descriptions

Square footage

oAIES

¢ MEACHAMDISE [MHUES  KITeHEp) BTENSILL, ToLx (s,
CEcoraT/NE  IPERS, (uPs  Moat, EVERIDRY
DisHIARE f SILUER (PwotTC), ATRONS |

¢ AISLES MUST BE (oPE ErbLG To allow
PAowsside  §  GACOATING.

*SHOOLR €. LOCATER BY MR CIRusTiow
[ATH. :

¢ O OF KITCHEN TYRE MatER/ALY TO

Selling soace gicoteatyy

Non-celling space P o FY

MosT FESERVE SRk (A e O TrlE. FLooRr
IN THE  FIxTupges.

Customer MEN §  LDOHEM
Type of service DELF  SERUICE
Type of good S - DEMSNC

Type of display

SHELG CN  WALLS § N FXTORES CAN BE 0SGD
To DIeAY MSHWARC 4 OTHER “MRALHAAIP(SE .
BINRING - DISPLAY OF 01ENSILS

COUNTER -

Adjacent areas

CAPVACEMNT To WINE SHoP pR CAN RECorC
A FPART OF THE HoMe FupaSHIIGS AREA,

vepartment location (cueL 9 |, ResErenT

Lighting

SPOTS o LIGHT WAUS €, FIXTORES

Materia ls_

KITCHEN FIATERIALS © LONG WeEsRING T
(CERAMIC , JINYL)  LOCOD  CABINETRY,

i+

sssasieitians

AECZIVING

Description: *hERE N RECEIVIAIG (-o0DS ARe CHECRED,
gt L
UNPACKED, MARKETER 9§ FROM Hege HeRCanDI5e
5 PIRTARUTED To OTHER CEPaRTMEANS

Square footage Selling svace N/A

Non-celling space Sz00 =Q FT

Cuslomer Ya
Type of service VA

Type of good MUST  HONDLE AL TYPES OF oODS.

Type of display nNAa

Adjacent areas’ LOADING DOCK, REFUSE AMED, VERTICAL MEFCH.

CUALVRTIONS; STOMALE.,

Department location PEAR OF LEVEL | of RASTMENT,
' Lighting CERR AL § TASK LIGHTAC -

NRTUPSL UGHT IF FOSSIDLE - SKYLIGHTS,
Materials PUPRLE | ERSLY CLEANGD  pMATERIALS,
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As a design element, a wall
riane, or be articulated as
backdrop for other elerents

clement within it.

plane can merge with the floor or ceiling
It can be a nsutral
visually active

an isolszst

space, or it can be
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"But suppose that walls rise toward heaven w sveh 2 way

that | am moved. | percewve your intentions, Yovr maad has Veen
gentle, brutal, charming, or noble. The stonee yov have erected ;
tell me 0. You fix me to the place and ny eyes reqard it. They : :
behold comething which expresses 2 thovaht, A thoyght which {g
revedls ibeelf withost werd or sound, bit solely by means of
chapes which <t3nd n 2 certam relationshp to me snother i
These ohapes are such that they are clearly revealed i light. %’
The relatimships between them have not nezessarily any it
reference to whpt | f'/mo{:lc)l or Jr,-:mwr'tlvc. They are 2 ’5
mathematical crestion of your mind. They are the languige

ot Architectire. By the vee of raw materids and starting

from conditions mere er less utilitarian, you have establiched §
certam relabionchips which have 2rovsed my emotions, This 1o il
Architecture,




FOOTNOTES

1Websters New World Dictionary, rev. ed. (198C), s.v.
"Fashion'.

2Dorothy S, Rogers, Linda R. Camons, Fashion (New York:
Holt, Rinehard and Winston, 1983), p. 30.

3Abraham H. Maslow, "A Theory of Human Motivation,"
Psychological Review vol. 4 (July 1943): pp 370-396.

hRogers, Fashion, p. 37.

5Ibid.

6Paul Nystrum, Economics of Fashion (New York: Ronald
Press Co., 1928), p.55.

7Ibid.

8Robert F. Hartley, Retailing: Challenge and Opportunity
2nd. ed. (Boston: Houghton, Mifflin Co., 1980), p. 107.

9Ibid.

10%i11iam R. Darden, Retailing and Patron Behavior (New
York: North-Holland, 1983), p. 1l42.

11William Bolen, Contemporary Retailing (New York: Citizen
Press, 1980), p. 125.

12Rogers, Fashion, p. 259.

rouis Parnes, Planning Stores That Pay (New York: F.W.
Dodge Co., 1948), p. 159.

’Rogers, Fashion, p.259.

15Robert F. Lusch, Management of Retail Enterprises
(Boston: Kent Publishing Co., 1982), p. 465.




léDavid Mun, Shops, A Manual of Planning and Design
(London: The Architectural Press LTD., 1982), p. 65.

W7/

Ibid. p. 71.

lgParnes, Planning Stores, p. 119.
1)

Ibid. p. 232.
2O1biq.
PAL St

Hartley, Retailing, p. 165.
22Mun, Shops, p. 70.

23Parnes, Planning Stores, p. 35.

2

L}Hartley, Retailing, p.l71.
2

5Rogers, Fashion, p. 257.

L p. 259.
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