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TRENDS IN

DESIGN -

- Retailers must define their voice and reflect that

By Jessica Chevalier

voice within their physical and digital spaces.
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Londan jewelers of Manhasset, New York, designed by Nelson Worldwide, features European white oak by PID Floars
in @ hemnghane pattem. Photo by Andrea Brzzi

rior to the pandemic, brick-and-mortar retail was undergoing a significant shift. Over

the course of the last decade, many stalwart brands of the U.S. retail landscape met

their demise. Others toiled to redefine themselves to a new consumer audience that
was both shopping online and seeking to support brands with values similar to their own.

Then Cowvid swept the nation, and brick-and-mortar stores
emptied or reduced capacity. Consumers who were aready
shoppng online increased Lheir actvily, and many of those
who weren't yet digital consumers made the transition, For
some brick-and-mertar stores, the Covid quarantine was the
nail in the proverbial coffin. But thase that sunaved found
that, moving ahead, an omnichannel approach—appealing to
censumers on bath physical and digital fronts—was key. Both
channels are important compaonents of 2 retail strategy, and
the two must be aligned in aesthetics, feel and values if they
are to work effectively in union.

SYNCHRONICITY
The gocd news for brick-and-mortar retail is that while con-
sumers can tuy virtugly anything enline today, a year at home
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made many crave in-person expenences. Nelson Worldwide's
senior technical designer, Germana Gioglio, reports, “Retal is
not dead bul coming back differently [post-Covid). Here in
New York City, now that many people are vaconated, they
are really out and about. They have been at home for a year
and a half, and that gave retail a bt of a push. If we can play
our cards well, it may turn out to have been helpful.”

As consumers emerge, it is key that their in-person nterac-
tions live up to what they expect from their online experiences
with the brand. “We all want to go out and be places and see
things and reconnect with our lives, and that apples to the
consurner,” explains Alec Zaballero, managing executive for
TPG Architecture, “There is pent-up consumer demand—but
not only for stuff. It’s not hard to get stuff any longer. A store is
part of a brand ecosystem that allows the consumer to have a
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€] Palncia de Hierre Yerocnuz n Heroica Verocruz, Veraonuz, Mexico, designed by TPG Architecture, features

a custom terazzo floor in newtral and deep blue. Photo by Poul Rivera.

lactle and immersive experience of the brand, which a screen
can't gve you.” As consumers venture cut again, they want
more than they can get frem the comfort of their houses,
meanng that a physical
experience had better
celiver on the brand’s
online promise and
then some, If not why
would a consumer go
through the trowle Lo

Says Kevin Horn,
principal with Calli-
sonRTKL, “The future of retail must be a multifaceted expen-
ence. If ='s just a transaction, consumers won't do it. They can
get that online” Within a shoppng mall for instance, Hon
suggests that cevelopers not just rely on big national brands but
engage interesting retzilers from a vanety of dfferent markets.
Foad and beverage is also a big driver in creating expenence
in these faaltes. Places where people can gather, socialize.

"“A store is part of a brand ecosystem
that allows the consumer to have a tactile and
immersive experience of the brand, which a

visit? screen can't give you." Alec Zaballero

leam and relax are an impor
tant component of a successful
marketplace. “Offering oppor-
tunties to take a cooking class
in a restaurant setting or create
a cocktal-—those are multilay-
ered experiences that aren't just
about buying something,” says
Hom.

Just as importantly, a unified
omnichannel approach must
reflect a brand's values. If any
element—physical space, web
presence or social media—
does not align with the values
a brand espouses, they risk los
ing today’s consumer. 7abal-
lero—with a diverse body of
work focused on branded and
consumer-onented environments—explains why that is,
noting that “everyone has certain brands that they like, and
those, in aggregate, define their lifestyle and identity. People
want to come back
out [post-pandemic]
and reconnect with
their brands and new
brands because that's
how we energize our
lifestyles and feel con-
nected to our values
and community.” At
present, for physical
locations, that's often about telling a story of what has
changed while consumers were away quarantining.

CREATING SPACE
Designing a retail space begins, first and foremost, with

understanding what the business’ audience is seeking, “How
do you carve out a space that is memorable, interesting
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and addresses the needs of its
audience!” Horn asks, “On a
micra level how do you create
unexpected moments, inviting
and compeling the consumer
to spend time in the space?”
In essence, this is atout build

ing a cammunity, a group of
enthusiasts who believe in
and connect with the brand.
Hem's retail work is varied,
from mixed-use shopping malls
te individual stores, including
airport retzilers and depart-
ment stores.

Gicglio refers to this as creating a “coveted experience.” She
says, ‘Generation 7 really cares about the story behind the
product or brand. Social media is an easy way to get through
to the younger crowd, but when they get to the store, it's all
about the experience. A relailer can build different expenences
tc drive the consumer in, but things get old and need to be
renewed cften, which is expensive and takes a lot of effort
That's why not everyone succeeds or only does so tempararily.
If you don't keep putting energy in. youll lose the consumer’s
interest” On a recent jewelry store project, Gicglic’s client
reguested a space thal could be transformed Lo brng in key
dients for events and parties. The space includes a lcunge area
and a bar, which can be maoved around 1o configure the space
as needed. Gioglio works primarnly with luxury retall clients,
often jewelers.

One important understanding within the omnichannel ap-
proach is realizing that any engagement that supports a sale
is a success—whether or not that sale happens immediately
and in-store. This engagement varies by location and product
offering. In airport retail. international flyers are captive and
often have a few hours to kill, so it makes sense to build
out spaces that support consumers interacting with the
merchandise for longer periads of time, To that end, for one
cosmetics company, Horn utilized “magic” mirrors that enable
consumers 1o try on products digitally. And for one airport
wine merchant, he made use of a smart table that displays
facts about a wine's vintage and other pertinent details when
consumers place z hattle on the tzble. All of these strategies
build engagement with a brand in a way that the smple buy-
sell consumerism of cld did not.

As another exarrple, Hom also points to a California-based
fixture and appliance retailer calleg Pirch that alows interested
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CallsorRTKL created a new design concept o
largest department store for both Hyundai and the southeast region of Korea. Photo by Kyungsub Shin.

r Hyunda Seoul, Jocated in Seow, South Korea. The location is the

buyers to cook on its gnlls prior to purchase as well as schedule
after-hours appointments to try out its shower systems.

In all these cases, the space is operating as the physical ex-
pression of the brand and must do so with accuracy. Zaballero
notes that because the visitation of a physical space is amost
always preceded by the consumer’s online engagement with
the brand, it must live up to a brand's online portrayal and not
be a disappointment in any way. Comparing the process to
online dating the designer notes, “Before you meet up with
somecne for drinks, you always look at their online profile,
You're trying to determine thesr morals, ethics, kkes, personality
so that when you meel someone, youre sokd on their values
already. The first vist to a retail store is like a first date. it can
be a great date that affirms the brand, or it can be like a bad
date where the brand isn't what it portrayed online. The retail
interior has the responsibility of expressing the brand and seal-
ing the deal. | test this on myself by walking into a store that |
have looked at online. You can feel immediately when a space
aligns with its brand positicning.”

FLOOR STORIES
As the first surface that a consumer physically interacts with—
except, perhaps, door handles—flooring has the responsbility of
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telling a brand's story at frst touch. Unlike healthcare or education
cesgners, the experts with whom we spoke don't have go-to
products that they use tme and again because their flconng
specifications are intimately aligned with each brand's story.

Of course, the status of the goods being sold within a space
matters a great dezl. Luxury clients desire flooning that commu-
nicates their product quality. On a recent project for London
|ewelers, the client wanted ta communicate the brand's family-
owned nature, so Gioglc took inspration from the aesthetics
of clzssic, high-end Parisian apartments, selecting hardwood in a
thewren installaion and high quality, traditional area rugs. While
the client was a bit concerned about utilizing real hardwood in
a commercial space, Gioglio beleved it was cruoal to the lock
and feel they were rying to achieve and noted that a luxury
jewelry store is not as heavily trafficked as stancard retal. Gio-
glio selected one of the most durable woods on the market,
and she notes that the bit of wear-and-tear panina visible on
the floor just speaks to the authentc nature of the matenal.

Anather option for a luxury space is stone. However, Gioglo
believed il was Loo risky Lo have such a hard floor beneath
such fragile and expensive objects for sale,

Gigglic notes that with regard to pulling consumers into
a storefront, luxury retailers have an inherent advantage as
consumers are simply unlikely to purchase an item like a Rolex
or a diamond without having seen it in person.

In luxury retail projects, Gioglio relegates look-alike products
like LVT 1o back of house spaces, noting, however, that their
attractive nature serves well to create warm, comfortable
spaces for sall.

Landan Jeselers’ custom area s, created by larme Stem Design, highfight zones atop the wiite ook floonng.

Photc by Andreo Brizzi.
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She does get requests for polished concrete from clients
who love its monolithic look and notes that it works well for
retailers that have a bit of an industnal vibe, She ponts to a
recent project in Williamsburg, Brooklyn established in a re-
purpased factory space. Here, the client was hoping to reflect
the onginal pupose of the faciity and an exposed concrete
floor served that design intent.

While the designer also loves the monalithic look of large-
format porcelain, she finds that, even in New York City, it can
be difficult to find installers comfortable with the matenal and
notes that clients often have anxiety aboul utilizing the large,
potentially breakable slabs. Less-than-perfect substrates make
their instalation even more complicated.

In floonng specifications, Gioglio priontizes aesthetics first
and foremost, followed by durabilty and maintenance, espe-
cially in areas particularly rany or snowy.

Zaballero believes thal the floor plays a cucial role in es-
tablishing the feel of a space and must be considered early.
“It is integral to the first conceptualization because literally
everylhing is alop it ILis the largest surface in the space,” he
notes. For one high-end per-
fumery dient, Zaballero speci-
fied rich, dense broadioom to
communicate a luxe comfort.
He often opts for porcelain,
including large-format gauged
products, and terrazzo. He is
excited about today's options
for thin terrazzo toppers as well
as coordination between floor
and wall coverings to create a
more monolithic expenence.
He is also pleased with the
progress the industry has made
in creating realistic lookalikes.
“Today, you have marble looks
in porcelain that can be book-
matched,” he notes. “The indus-
try has really come a long way.”

Interestingly, the designer
does not generally expect the
floonng to do the acoustic work
in a retal space, instead relying
on the ceiling However, if the
retaler is amenable to manag
ing the maintenance, he often
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utilizes area rugs—both free
standing and insel. broadlcom
and carpes tile,

Hom is a fan of LNVT for re-
tail, noting that the category

is "definitely coming into its
own now. With LVT, there
is opportunity now from a
tost point-of-view. Though
it's not necessarily cheap, = is
less expensive than real wood
or stone with the appearance
of & higher-end finish. It's also
soft underfoot and easy to
maintain. The advancements
in making it ook like real ma
tenals have catapulted it to the
front of the pack.”

Horn notes a strang trend

Lawrence Anderson Photogrophy.

Lloward lerrazzo locks, espe-

dally those with chunkier aggregate. These are often used not
only on floonng but 1o wrap a space. "Poured terrazzo is an art
form. You have te find the nght contractor, and there may not
be one in every market Temrazzo-look tle mimics the look of
poured terrazze,” says Hom. He also likes concrete for scme

£ Palacio dz Hiemo Veracnuz's children's area fectures g notural-toned
terazzo wa'kwaoy, occented by sweeping waves of nch blues Photo by
D,

'D
il fverd
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(he Dacor Kitchen Theater, designed by Cal¥sonRTKL and located in Inine, Calfomia drows inspirat
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parcelan tle and textural wood Photo by

malenas

applications and notes that he believes concrete as a finished

floor is not a trend but an option in the designer’s portfolio
from here on out, ncting that, when paired with wam finishes,
concrete can move beyond the industnal look to something
more elegant and organic-feeling

Hom uses a lot of porcelain, particularly in larger commeraa
shopping malls. “There was a trend a while badk Lo go Lo nalu-
ral stone, which is beautiful but offers a limited palette and is
expensive,” says the designer. In the past, porcelain was seen as
more basic. it didn't have the sense of qualty that natural stone
does. But today, you're hard pressed to tell whether wood and
stone porcelain looks are real or fake.” Homn appreciates the
variety of sizes avalable today as well as the fact that larger
formats create fewer grout joints, which is appealing from an
operation's perspective.

When opling for sofl surface, broadloom was the go-lo
for years, but Horn sees carpet tile assuming that role now.
While carpet tile aesthetics were imited in the past and more
complicated to customize than broadloom, today, there is a
broader selection of products to choose from, and the prod-
uct brings strong benefits to commercial space with regard to
replace-abiity. ®

RETAIL RE-ENVISIONED
elong Gaming Arenas is rolling out the first of 500 gam-
ing arenas in CBL Properties’ Pearland Town Center in
Houston, Texas, reports the Chatfanooga Times Free Press.
The gaming areas will range from 4,000 to 14,000 square
feet and aim to give gamers a “connected framework for gaming
at the local and amateur level where gamers and their families
can watch, play, and compete across the most popular game
titles.”
CBL Properties is based in Chattanooga, Tennessee. “Gaming
is @ part of CBL's focus on offering entertainment in its malls
and shopping centers,” the article reports.
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