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ABSTRACT

The emergence ofeommerce and technology in the twefitgt century has caused a

significant shift in shopping behaviours and consumer needs. This practicum project responds to
these shifts by investigating how the practice of interior design can revitalize traditional retail
environments to enhance the user experience. By respdodimg demands of contemporary

retail spaces and the experience economy, the design of this project was developed based on a
theoretical framework rooted in concepts of brand experience, interior atmospheres, and
strategies of adaptive reuse. The ZensmeZ@ temporary, location adaptive, and experience
based retail model, is an alternative retail space aimed for introduction of the Zenshi brand.
Ultimately, this project highlights the ongoing significance of physical retail environments, and
demonstratelow retail space can be redefined to sell through unique brand and consumer

experience.
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CHAPTER 1: INTRODUCTION



INTRODUCTORY BACKGROUND

In contemporary society, advancements in technology and the growttoairaerce
have caused immense shifts in ouhydives and the environments in which we live, work, and
play. The trends arising from these advancements have caused the retail sactimeto
considerablyn the twentyfirst century, and retailers are now responsible for catering to an
audience thas more social, interactive, and technologically advarcguls is what inspired the
design of this Master of Interior Design practicum project completed at the University of
Manitoba. Considering the significant developments in retail ecairemerce, th aim of this
projectwas todesign a retail model rooted in brand and product experience. This was done to
address the increasing desire consumers have for extraordinary experiences in the retail setting
experiences that are both exciting and enterigihUnlike online shopping, physical retail
environments afford a brand the ability to emotionally engage and stimulate the senses of

consumers.

This practicum project is centered around the Zenshi brand, with the initial project
location being The Powétlant in Toronto, Ontario, Canafi@he intent of this projeatas to
study how, as designers, we can improve traditional retail environments and the shopping
experiences they provide. In addition, the design of this project focused on how to successfully
incorporate a brand within the experience of a retail environment, while remaining relevant to
the local context and culture. Simply stated, the intent of this pregsip design a retalil

environment that is better suited to the needs and desires afyo6 s br ands and con:¢

2 Squire Patton BoggThe Retail Experience Economy: The Behavioural Revolufesearch Report. Retail Economics and Squire Patton
Boggs. United Kingdom: Retail Economics.

3 Garvin, Alana Nicole. (2009Experiential retailing: extraordinary store environments and purchase behaitaster's Thesis). Retrieved
from http://commons.emich.edu/cgi/viewcontent.cgi?article=1225&context=theses.

4 For the purposes of this project, this client is hypothetical iredDetailed clieninformation can be found in Chapter 5



A theoretical frameworkvas developetb inform the design strategy and process. With a
strong foundation in concepts and design strategies related to brand experience, interior
atmosphere, and adaptive reuse, the theoretaaleiworklaid agroundwork for design
programming and decisianaking Authors such as Adam Arvidsson, Sarah Baletser, Liz
Moor, and Martin Lindstrom, informed the study on branding, brand identity, and brand
experience. Joseph lithatareon the ekpedeacsmecenondifurtharo r e 6 s
contributed to an understanding of the significance of experience in retail design. The works of
authorsGernot Bohme, Peter Zumthor, Juhani Pallasmaa, Jean Baudrillard, and Jean Whitehead
informed the analysisf interior atmospherd.o furtherinvestigatdts significance to retail
design research on retail atmospherics by Philip Kotler was consulted. The writings of Graeme
Brooker and Sally Stone were examirtednformthe design strategy of adaptive reuBeese

concepts and design strategies are discussed and analyzed in Chapter 3: Literary Analysis.

The retail environment in this practicum project was designed for the client Zemshi, a
influentid Chinese company specializing in the telecommunicatiombss. Though Zenshi is
an internationabrand the Zenshi name is unrecognized outside of the Asian market, and
marketing strategies to expand brand presence in North America and Europe have proven
unsuccessful thus far. Therefore, the aim of thispreyeatts t o enhance Zenshi
product awareness, with a specific goal to I
related accessories to the North American market through consumer experience. A more detailed

client profile can be found i@hapter 5Design Programme

Ultimately, what differentiates this retail environment from traditional brick and mortar
retail is the focus on selling through experience rather than product. Considering the significance

of eecommerce, the idea behindglalternativaetail model is that consumers will make a

0s

n



purchase online after they experience the product in the physical retail environment. The online
marketplacdiasenabledetailers to no longer focus solely on physical purehtdsis providing

an opportunity to concentrate on consumer experience. Furthermore, the foundation in adaptive
reuseallows for this project to be inserted within various significant landmark buildings globally
This permitsthe retail environment to be temporérpot only ingeasing the exclusivity of the

brand experience, but also affording the environment to reach a greater number of consumers
across more cities. By utilizing impressive landmark buildings, the design can create influential,

culturally-relevant branded experices that generate lasting impressions.

This space was designed to be functionally adaptable by use of modular and flexible
design element§ he modularity of the design allows for maximum impact through location
adaptability and mixedse function flexpility. As will be discussed in Chapter 2: Site Analysis
the initial design model was inserted into The Power Plant in Toronto, Ontario. In the future, this
model is intended to be transported and reconfigured to suit international sites that meset the sit
selection criteria, which irtherdiscussed itthis chapter an@hapter 2 Due to the modular
and reconfigurable nature of the project, site analysis is a critical component of this practicum

project.

Thep r a c t rewiumodeks calledthdi Zehi Zoned. With the Zen:
shopping experience was designed using interactive entertainment, innovative technologies,
spectacular atmospheres, and flexible spaces. As discussed, this is an alternative experience to
the traditional retail mébdi an opportunity to provide Zenshi a space for brand introduction

and experience. Rather than focusing on physical purghasedesign of this experierbased

5 See figure 81 in Appendix A for a future reconfiguration plan for The Yard, Shoreditch located in London, United Kingdom.



retail model ainedto differentiate the Zenshi brand from competitors and position timel bra

name globally.

TYPOLOGY AND PURPOSE

This practicum project is focused on designing a retail environment that is experiential in
nature, thus removing the act of physical purchase behaviour. Experiential retailing is defined as
a retall strategy thatot only transforms the consumption experience, but also satisfies the
hedonic desires and utilitarian needs of the consfifieis project, and the design of the Zenshi
Zone,was concerned with the experience of consumers and coedit®wv various consunmsg
will experience retail space in diverse ways. For this reason, the programming of the Zenshi
Zone was based upon different user profiles and customer journeys as de@hegier 5
DesignProgramne. Since brand experieneess one of the key considéi@ns of this project, it
was essential to program the space based on how different types of users will experience it, and
how it can be organized to achieve maximum effect. Through this, the project explored how to
create a successful and captivatingitetavironment centered on various human experiences,

while exploring the emergence and impact of technology asuirenerce.

As is critical when designing retail spaces, in order to remain purposeful and meaningful,
the design of the project consideredvto adapt the interior in such a way to ensure its
relevance to the local context and culture, while remaining consistent with the Zenshi brand
identityT this played a large role in both the programming and design decisions that were made.
The design pnposal can be found in Chap&rDesign Proposal. Ultimately, the purpose of this

project was to design an environment that is responsive and adaptable to the rapidly evolving

6 Kim, Youn-Kyung, Judith Anne Cardona Forney, and Pauline Sulligaperiential retailing: concepts and strategies that shiéw York:
Fairchild, 2007.



needs and desires of todayds c on stotheanterior whi |

design of the retail insertion.

CULTURAL CONSIDERATIONS

The design of the Zenshi Zone was intended to not only become a retail space, but rather
a destination that would reinvigorate the site and city fabric in which it is situated!l Ag w
discussed in Chapter 3: Literary Analysis, consumers apeanhucers in the brand experience,
and the acknowledgment of this notion became a critical consideration in the project. For these
reasons, the interior of the Zenshi Zone was designattinaway to include both fixed and
adaptive brand elements. Fixed brand elements are intended to remain consistent regardless of
which city or site the model is situated in. These features are intended to be direct reflections of
the Zenshi identity, imnreing consumers into the narrative of the brand and its character. On the
other hand, adaptive brand elements are features that respond to both the local culture and the
varying host buildings, such as the café and bar area, installations, and locgl ghbse
adaptive features were designed to be flexible and responsive, thus allowing the local context to
guide their offerings and functionality. The combination of fixed and adaptive brand elements is
what allowed the Zenshi Zone to act as an insethiahis suited for application internationally.
Furthermore, this allowed Zenshi to introduce the brand in such a way that connects on a
personal level to the local audience, thus forming more pertinent and meaningful consumer

relationships.

SITE PROFILEAND SELECTION CONSIDERATIONS

The host building selected for this project is The Power Plant Contemporary Art Gallery,

located in Toronto, Ontario in the Harbourfront Centre. The Power Plant was built in 1926 and

e



operated as a powerhouse until 1980, attvtime the building was renovated to function as an
art gallery’ A more detailed analysis can be found in the following chapter, Chapter 2: Site

Analysis, however it is critical to establish the main site characteristics and selection criteria.

Firstly, it is situated in the downtown core in Toronto, and witnesses heavy pedestrian
traffic in the summermontfsAsi de from being adjacent to the
located near major transportation hubs, thus ensuring ease of accesstto 8econdly, the site
features the characteristics of a simplistic sirgjteey layoutvith an existindighting grid
system therefore allowing ease of insertion of the proposed design model. This is an essential
consideration for any future sitesattwill be considered the floor plan must be designed in a
rectangular nature with minimal obstructipasd an existing lighting grid must beailableto
allow the programming of the design to be adapted accordingly. Thirdly, it is situated in a
significant cityi Toronto is the largest country in Canada, as well as the economic and cultural
capital. Torontobés history dates to the 17000
suitable for adaptive reuse. Finally, the Harbourfront Centre diteni®s wn t o be fAa bol
innovative force i hayEarouaddestnationcfar arts, gcultuae, and c e n e 0
cuisine® Considering the nature of this project, it was critical to select a site that would align
with the intent and goals of this pecti to be more than merely a retail environment, but a

compelling destination to experience.

""The Power Plant The Power Plant History. http://www.thepowerplant.org/AboutUs/History.aspx

8 The Zeashi Zone will be inserted into The Power Plant for four months during the summer peak season. These months include Mby, June
and August.

9 "Harbourfront Centre: Festivals and Activitieglarbourfront Centre http://www.harbourfrontcentre.com/festis/


http://www.thepowerplant.org/AboutUs/History.aspx

RESEARCH QUESTIONS

The design of the Zenshi Zone was aimed at exploring how the interior design of a retail
environment can redefine the retail experienceadéy. More specifically, it was aimed at
developing a theoretical framework to inform the design of a retail model rooted in brand and
product experience. This project examined how to engage the consumers in the physical store
environment, as consumersypla vital role in the careation of a brand identity. Furthermore,
this project considered the role eEemmerce in twentyirst century shopping behaviour, and
how brands must adapt to cater to an audience that is more social, interactive, and
technol@ically advanced. By removing physical purchase behaviour, the design of the Zenshi
Zone considered how the advancement of technology and rolecofiimerce can benefit

physical retail spaces, rather than cause their decline. Through this, the prajenedxaow to
design the interior of a retail environment to consider these trends and the progression of
consumer needs and desires. The designed outcome of this project aimed to propose a retalil
model that was not only experiential in nature but imprdkedjuality of a brand experience
through interior design. To inform these objectives, the following questions were used in the

process of research and design:

1) How can a traditional brick and mortar retail environment be reinterpreted and
designed to iform and sell users through immersive brand experiences rather than solely

products and services?

2) How can interdisciplinary theory, particularly in the fields of brand experience, interior
atmospheres, and adaptive reuse in retail design, inform tigm ddsn alternative retalil

environment?



3) How can theory and research of these concepts inform the techniques used to design
an experiencdased retail model, centered around branded elements that are effective,

responsive, and adaptable?

RESEARCH METHI®S

To address the above questions, as well as to guide and inform the design process and

decisions, this practicum project used the following research methods:

1) Literary Analysis:The literary analysis was intended to identify and analyze the
conceptshat informed the design of the Zenshi Zone. The concepts studied informed
both the programming and design decision process of the project, as well as the

subsequent analysis of precedents.

2) Visual EssaysThe visual essayspmpiled by the author of theroject, were intended
to enrich reader understanding of the project site and building architecture. For this
project, two distinct visual essays were created to allow comparison between the past and

present nature of the site. These visual essays daume in ChapteR: Site Analysis.

3) Precedent Analysisthe precedents analyzed demonstrate three retail projects that are
characteristic of the concepts studied in the literary analysis. The qualities and nature of
these projects were used to contexngathe nature of the typology, as well as to reflect

on the process of designing user experiences. The precedent analysis is intended to
inform the reader on existing applications relevant to this project, as well as to highlight

specific qualities thaniformed the design of the Zenshi Zone.



PROJECT BENEFITS

Throughout the course of this project, the analyses and research conducted have
highlighted the need for interior design to step in and play an essential role in retail environments
to make them me meaningful to the current consumer landscape. The benefit in this project
comes from the ability to demonstrate the vital role physical retail spaces have, especially when
considering the online marketplace and trends relateadtéonenerce. Though thigoject is
hypothetical, it considered and addressed the need to design a retail model that allows a retailer

and consumer to eproduce the brand identity through human experience.

As an alternative to traditional retdihis projectconsidered differertypes of consumer
journeys in retail space and demonstrated the importance for interior design professionals to
understand the experiences that are required for distinct user groups. Since these user groups
vary in character, the physical store environtrean be designed accordingly to ensure
maximum efficacy in establishing brand awareness. UltimatedyZémshi Zonaimed to define
the ongoing importance for physical retail environments, and the importance of strengthening
consumer relationships andabnd loyalty through atmosphere and the senhsesnething thate

commerce simply cannot do.

BIASES AND LIMITATIONS

A potential limitation arises when considering the temporary, adaptive reuse nature of the
Zenshi Zone design. The design proposal waedie a manner to demonstrate the design
model 6s i nsert i oni TherPower Plaht e Tdronto, Ontario. Since thim |l si t e

project is intended to be situated internationally, to maintain this project under a manageable
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scope the design promdsiepicts only the initial insertion in depth. However, to supplement this,

the design proposaighlightselementf the desigrthat wouldbe adapted for future locations.

A bias that exists in the project is the nature of the client. The goal @irdjest was to
design a brand experience, however the client in this project, Zenshi, is hypothetical. The reason
for this was to ensure that the project could move forward, thus avoiding a potentially lengthy

process of gaining rights and permissions feoqisting brands.

CHAPTER SUMMARIES

1 Chapter 1i Introduction: This chapter outlines the goals and objectives of this practicum
project. It is intended to introduce the theoretical concepts that informed the research and
design of the project, as well agtimformation that will be analyzed in the following
chapters. A brief introduction of the site and building are provided, as well as the client
and the nature of the typology. Site and cultural considerations are discussed to give
context to the intent dhe design. Research questions addressed by this project are
presented in this chapter, and research methods, biases, and limitations are outlined.

1 Chapter 2i Site AnalysisThis chapter is intended to inform the reader about the site and
building seleted for the purposes of this project. The chapter begins with an overview of
the Harbourfront site in Downtown Toronto, and its suitability for the initial project
location. The building analysis provides a history of The Power Plant, as well as a study
of the architecture. Within this chapter, two visual essays depict the past and present
conditions of the building and site through by use of photography

1 Chapter 3 Literary AnalysisThis portion of the project is divided to study three
concepts that havafluenced the design of the projé&cbrand experience, interior

atmospheres, and adaptive reuse in retail design. These concepts are intended to be

11



understood distinctly, however also understood holistically as they informed the
groundwork for the programing, process, and aesthetical decisions of the final design.
Chapter 4i Precedent Analysisthis chapter is concerned with providing existing
applications of retail design that were informed by the concepts discussed in the
preceding chapter. These peelents were selected for their ability to provide insight into
experiential retail environments and to add legitimacy to the design decisions made in
this project. Three precedents were chosen based on their relationship to the retall
typology and literay analysis.Through this studythe final design outcome was

influenced by characteristics and qualities of these environments that have been proven
effective.

Chapter51 Design ProgrammeThis chapter outlines the client and user profiles, as

well asanin-depth description of the primary consumer types. This section also displays
varying consumer journeys based on the established profiles, and provides a detailed
description of the functional, programmatic, and spatial needs of the proposed design.
Chapter61 Design Proposalln this chapter, the information and findings from the
preceding chapters inform the design of the Zenshi Zone. This chapter features the
completed design, which includes drawings and renderings. The final design outcome
demonstrees solutions to the issues raised in the analyses of the project, and how they
have influenced the design process and decisions.

Conclusion:This section aims to reflect on the research findings and how they influenced
the final design outcome. A persomneflection on the result of the design has been
included to summari ze the investigation

future opportunities.
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CHAPTER 2: SITE ANALYSIS
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INTRODUCTION

Much of the design for this pect was informed by the theoretical concepts raised in the
literary analysis, however the selection of the site was primarily driven to meet the criteria of the
topic and typology. To maximize impact and global presence, this project was planned to be
situated within large, influential metropolitan centers globally. The proposed space was intended
to have a small, yet effective, footprint for insertion into various existing structures. Due to the
projectdos temporary nat urtedasparto$theantial phasd ofthe si gn
project. Once this model has been completed, the project will be expanded internationally and
installed on sites that meet the ventureo6s si
is adaptable to eadistinct site, thus serving as an individual adaptation of the specific site.

Aside from an emphasis on adaptive reuse, selection is based on sites located in central city cores
with high pedestrian traffic, significant architectural histories, and tiigyab create unique
impressions on consumers. The Power Plant Contemporary Art Gallery in Toronto, Canada was
selected as the site for the initial project introduction phase. Located centrally in Downtown
Toronto in the culturallrich Harbourfront Ceme, the site sees heavy pedestrian traffic and is in
proximity to major entertainment hubs within the city. Furthermore, the historical designation

and industrial nature of the building presents ideal conditions for adaptive reuse.

Adaptive reuse is a pnainent topic in the field of interior design, as working with
existing buildings for contemporary uses is becoming an increasingly important practice.
Reusing a building for new functions and activities has proven to be a valuable strategy towards
preservéioni Eugene Emmanuel Viollde-Duc, French architect and theorist wietiown for

his interpretive restorations of medieval bui
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a buil ding i s 1°Theprécessaf remurpasiagehistbpoildings for cetail will

not only result in aadvancemenf urbanregenerationbut will allow for aprogressionn the
activity and growttof historic centres! When existing buildings are repurposed, an opportunity
arises for a retailer teevealand intensifythe heritage of the site and its surroundings, which
further enriches the relationships formed witthe existing spac¥ This becomes a significant
opportunity for retailers to tap into new markets, as well as a chance to revitalize the

brarding and cores of the cities in which they are established.

This chapter begins with an overview of the aforementioned subjects and their influence
on the selection of the site. Through this, a proposed program and design for this project can be
made tareflect an alternative retail design strategy founded in adaptive reuse, with a primary
focus on the method of insertion. Following this, awl@pth analysis of the Harbourfront in
Downtown Toronto and The Power Plant will be conducted. This will pramdeverview of
more detailed information about the siteds se
series of figures and maps to supplement the analysis will be presented throughout the chapter.
To build on this, an amhietury and lsstory will b€ presenked wer P
through visual photographic essays, depicting both the past and present. The chapter will

conclude with a summary of site suitability for the initial design model.

10 Eugene Viollete-D u ¢ , fi R ® gntHistoriaal anaphilosophical issues in the conservation of cultural heritAgee, Nicholas Stanley,

Mansfield Kirby Talley, and Alessandra Melucco Vaccaro. (Los Angeles: Getty Conservation Institutg, 2010

UKirby, Audrey, and Tony Kent. 2010. @ Th&&0Jduma af Towrd &QitynManaBeeneh§ly of Bui | o
pg. 8091.

2Kirby, A.E., and A. M. Kent. 2010. iAr cloiralefrdudt &Brand MaBagemedB:(6) St or e De s
pg. 432439.
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SITE ANALYSIS

Downtown Toronto: Suitahtl for Initial Project Location

The situation of the site is a critical consideration for this project, as it will determine the
effectiveness of outreach from the retailer to the consumer. The location plays a vital role in
establishing the appropriatennection between the brand and its surroundings, thus resulting in

a cultural destination for the public rather than solely a shigen environment.

When designing for influential retail experiences, the city and site in which the
environment will ke designed is of vital importan¢enot only for maximum outreach to
consumers, but also to ensure feasibility of the project. For this reason, the cities selected for the
purposes of this project must be deemed influential through expert analysis. Senbesl were
consulted and examinéch a mel vy, a Research Report titled #fAS¢
Changing Face of the GI|I obal Cityo. The resear
with contributions by a research team consisting of urleaggpher Ali Modarres, management
consultant analyst Aaron Renn, and demographer Wendell@ox.quant i fy a cityéds
influence, the researchers looked at eight factors: the amount of foreign direct investment the city
has attracted; the concentratimincorporate headquarters; how many particular business niches
the city dominates; air connectivity and east of travel to other global cities; strength of producer
services; financial services; technology and media power; and racial divé@ftg. totalof 47
evaluated cities, the prototype city, Toronto, Canada, was ranked in the tenth p63Jitien.
cities ranked above Toronto included: London, United Kingdom; New York, USA; Paris,

France; Singapore; Hong Kong, China; Dubai, UAE; Beijing, China ande§ydustraliat®

13 Kotkin, Joel, Wendell Cox, Ali Modarres, and Aaron M. ReBize is not the answer: The Changing Face of the Global Rétyearch Report.
Demographics and Policy, Chapman University and Civil Serviceg@bingapore. 2014.

14 Toronto, Canada tied for the tenth rank with Los Angeles, USA and San Francisco, USA.

15 Kotkin, Joel, Wendell Cox, Ali Modarres, and Aaron M. ReBize is not the answer: The Changing Face of the Global Rityearch Report.
Demogaphics and Policy, Chapman University and Civil Services College Singapore. 2014.
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Therefore, these cities will be the ones considered for future site locations once the standard

design model has been established.

Toronto, Ontario is the financial and economic capital of Canada, with a lively downtown
core which is bme to many cultural and entertainment destinatibas. per the 2016 census
conducted by Statistics Canada, the current population of Toronto is 2.8 million, making it the
largest cityin CanaddWi t h a hi story dating b pokiatdcity t he 1
with anabundance of sites suitable for adaptive reuse. The city core is predicted to continue to

see steady development, with the most growth predicted to be in the Downtown and Central

Waterfront Areas?®
City of Toronto Proposed Non-Residential Development

Steeles Ave E

Built Projects Active Projects Projects Under Review
¢ 5000m2 . 5,000 m2 . 5,000 m2

0 25,000 m2 ’ 25,000 m2 ’ 25,000 m2

‘ 50,000 m2 ‘ 50,000 m2 ‘ 50,000 m2

- Core Employment Areas [l General Employment Areas

Source: Land Use Information System II

Development projects with activity between January 1, 2012 and December 31, 2016.

Built projects are those which became ready for occupancy and/or were completed. Centres and

Active projects are those which have been approved, for which building permits have been applied Downtown & Central Waterfront
or have been issued, and/or those which are under construction.

Projects under review are those which have not yet been approved or refused and those which

are under appeal.

"].m Tnnnm Toronto City Planning Division, Research and Information - April 2017 1

Figurel: City of Toronto ProposeNonResidential Development Map, April 2017. Not to scale.

16 Kotkin, Joel, Wendell Cox, Ali Modarres, and Aaron M. ReBize is not the answer: The Changing Face of the Global Rétyearch Report.
Demographics and Policy, Chapmidniversity and Civil Services College Singapore. 2014.

17 Government of Canada StatisticEehsus Profile, 2016 Census Toronto, City [Census subdivision], Ontario and Toronto, Gigissois
[Census division], Ontarid Census Profile, 2016 Census. Novem83, 2017.

18 City of Toronto."How Does the City Grow?City of Toronto. September 06, 201itps://web.toronto.ca/citgovernment/plannigr
development/trendanalysis/howdoesthe-city-grow’.
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Toronto is arespeciallyexcitinglocation for retail, as predicted by JC Williams Group, a
global retail advisory and consulting firm. When analyzing retail trends in Downtown Toronto,
the firm concluded thatwk to declining shopping trips and store visits, Toronto retailers are
experieci ng pressure to deliver an fAautihentic, se
creativity and experimental qualities are becoming a differentiator for existing-ancksortar
retai | er $°Adide fromhetail, the corg areas of Downtown Tooomave seen a
simultaneous development of businesses, restaurants, and other entertainment venues that
contribute to the cultural qualities of the city. These qualities coexist in conjunction with the
vi brancy, functional it ytropoldan fbrict Gansidariagitteeses of To
factors, the Downtown and Central Waterfront areas hold great potential for the situation of this

project.

The Harbourfront : Torontods Cul tur al Destinat

The Toronto Harbourfront is located on the northern shorelké IOntario within the
downtown core of Toronto, Ontario. Since the founding of the city, the Harbourfront has been
used for shipping and industri al purposes. Un
Crown corporation was formed with a mandateevitalize 100 central acres of waterfront land
stretching west from York Street to Stadium Ré&4@ihe Harbourfront Development Framework
caught theessencef the late 197& in Toronto and received one of the first City of Toronto
Urban Design Awardseflecing the best of new planning practices: meditse, high density
urban fabric, mixed uses, preservation of historic buildings, mixed incomprobnhousing,

and public programming to animate urban spat€&silture, education, and recreation wer

19 Barron, Stuart:Toronto Retail Snapshot Q4 201&tishman & Wakefield. 20161tp://www.cushmawakefield.com/en/researand
insight/canada/toronteetailsnapshot/

20"Harbourfront Centre: HistoryMarbourfront Centrehttp://www.harbourfrontcentre.com/history/index.cfm

21 Spafbord, Greg "Toronto Harbourfront Case StudyCentre for Environmental Design Research and Outreach. 2001.
http://www.ucalgary.ca/ev/designresedprbjects/2001/CEDRO/cedro/cip_acupp_css/harbour.html
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intended to be tools that would bring Toronto residents back to the lake and attract international
visitors. These cultural activities would strengthen the city core and redefine the nature of public
space in the city. Archite¢tarley Sherlock reinforecethis notion by referring to noted urbanist

Jane Ja cbhe Desath dnadlafkof Great American Citiesi n whi ch she stat
enhances a cityod6s reputation more t aacobéri end
argues the importae of offering a diversity of activities in the central cores of cities, as well as
ensuring there is a consistent excitement offered to the public. By implementing a project with a
temporary nature through a unique application, an alternative retaibtypwoiill further

strengthen the themes of diversity and public excitement for the Harbourfront.

In 1976, the Harbourfront Corporation was formed to fulfill the intended mandate and
initiate changé? Since then, the site has been at the forefront forrgatie way in urbanization
in Toronto. The Harbourfront Centre, a Apiofit cultural organization established in 1991
plays a key role in the sites initiatives and oversees the programming of events and activities.
With a vision t othdoalture af ow time,rinapiring peoplatteoudh the
magi c of t he daraftont Centreshasibeconme a model &f arban
revitalization, inspiring and setting a new standard for cities such as London, Tokyo, San
Francisco, and Chicag® Moreover, the Toronto Harbourfront has established itself as a

valuable public space for the city and its inhabitants. Architectural curator Zoe Ryan argues:

One indication of quality public spaces, used by many kinds of people and at different
times of dayand night, is that they are flexible spaces that can accommodate different
activities, whether programmed or spontaneous, and have the capacity to transform over
time to encourage new uses, energizing the site at all fines.

22 Sherlock, HarleyCities are good for ud.ondon: Paladin, 1991. Ebook edition.

Z"Harbourfront Centre: History Marbourfront Centrehttp://www.harbourfrontcentre.com/history/index.cfm

% Ibid.

% Ryan, Za The good life: new public spaces for recreatibiew York: Princeton Architectural Press, 2007. Ebook edition.
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The Power Plant is a stroegample of what Ryan describes abowvbe space is used
both day and night, throughout all seasons, and by all ages. It presents the public with both
programmed and spontaneous events in venues that are flexible and easily transformed.
Examples of this iclude the Natrel Pond and Skating Rink, the Harbourfront Concert Stage, the
Harbourfront Theatre, and the gallery itself. The activities that take place within these spaces
range from physical activity and outdoor relaxatimnentertainment and perfornma@mnart.
Hosting over 4,000 events and programs annually, the Harbourfront is not only a significant
cultural destination but also acts a quality public space; both of which were key considerations

for site selection.

When considering the site, it is impant to note that the Harbourfront is home to the
ports of Toronto. This has determined the development and growth of the area and is an
important consideration for the narrative for the projébe Harbourfront not only provides
Toronto with a leisure watfront zone and outdoor public space, but it results in a distinct

personality and qualities that will be critical for successful integration of the project.

The unique quality of the Harbourfront site is the character it has consistently retained
and estored over the decades. By amalgamating two straiegistoric preservation and public
accesst he redevel opment agency continuously soug
image?® Not only has the Harbourfront preserved its original indudbtidtiings, but these
architectural symbols of Torontods history ha
originality and creativity. To date, the Harhb

i nnovative cul t3 asawl asfapapuae destimatiof forrbathresidents and

26 Spafford, Greg"Toronto Harbourfront Case StudyCentre for Environmental Design Research and Outreach. 2001.
http://www.ucalgary.cal/ev/designresearch/projects/2001/CEDRO/cedro/cip_acupp_css/harbour.html
27"Harbourfront Centre.TorontoCommunity Knowledge Centiattp://ckc.torontofoundation.ca/org/harbourfrasntre0.
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tourists. It is especially popular throughout the summer season, witnessing heavy pedestrian
traffic during the months of May through September. This may be a result of the high density of
parks, open spas, and walkways in the publideatures which the city has often been criticized

in lacking.

The Harbourfront is easily accessible by foot and streetcar from the downtown core, as
well as by ferry from the Toronto Islands. Apart from being centrallgtéxst for transportation,
the Harbourfront is in walking distance to major entertainment hubs and amenities within the
downtown coreEase of access was a critical consideration in site selection to ensure feasibility
of the projectWithin the Harbourfronarrea, other notable buildings and facilities include: Jack
Layton Ferry Terminal, Queens Quay Terminal, Canada Malting Sihaksthe Redpath Sugar

Refinery. An analysis of the site is depicted in the following site maps

Figure2: Map representing parks and entertainment venues surrounding site. Adapted from Mapbox. Not to <
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Figure 3: Map representing transportation routes to The Power Plant, as well as major transit hubs surrounding site. A
from Mapbox. Not to scale.

Figure 4: Aerial mafacing northeast. This magpresers theToronto Transit Commission (TTC) designated streetcar sto|
the Harbourfront Centre. Adapted from Mapbox. Not to scale.
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THE POWER
PLANT

Figure 5: Map represeimg northeast facingaerial view of site, as well as density of surrounding structukdapted from
Mapbox. Not to scale

BUILDING ANALYSIS

The Power Plant: Building History

The Power Plant was constructed in 1926, and was the original powerhduse tha
contained the heating and refrigeration equipment for the Toronto Terminal Warélamase
The Ice Hous®, its companion building® The plant operated as a powerhouse until 1980, at
which time the Harbourfront Corporation provided the Art Gallery at Haflbant with the
opportunity to renovate and move into the existing struéfu@m May F, 1987, the building
was established as The Power Plant Contemporary Art Gallery and opened to the public. During
this time, posindustrialismpresented the city wita large shift in the cultural scene, bringing

new museums back to the city fabric and into previously existing buildings. This shift has been

®Presently, Toronto Terminal Warehouse is known as Queends Quay Tern
2 presently, the Ice House is known as the Harbourtentre Theatre.

30"Harbourfront Centre: HistoryMarbourfront Centrehttp://www.harbourfrontcentre.com/history/index.cfm

31"The Power Plant The Power Plant History. http://www.thepowerplant.org/AboutUs/History.aspx

23


http://www.harbourfrontcentre.com/history/index.cfm
http://www.thepowerplant.org/AboutUs/History.aspx

understood as the musealisation of historic city landmarks, known as a contemporary

architectural heritagedeind as o6i ndus¥rd al archaeol ogyd

Since its inception, The Power Plant has operated as a registered Canadian charitable
organization, supported by members, sponsors, donors, and funding from all levels of the
government. Throughout this, the gallery wagssistently devoted to presenting the public with

culturally enriched experiences through the exhibition of Canadian and international

contemporary art. In celebration of theif2&nniversary®, t he gal |l ery introduc
ALL FREEO. Toffersshe puhlic fteé admissioreand open access to all exhibitions,
thus furthering the galleryds outreach. Refl e

commitment to providing the public with a dynamic cultural destination has resulted in an

eshblishment that is essential to the cultural infrastructure in Toronto and C3nada.

32 Industrial archaeology is the systematic study of material evidence associated with the industrial past, collectivittprageimeustrial
heritage (Palmer, Marilyn, and Peter Neaverstndustrial archaeology: principles and practideondon: Routledge, 2005. Ebook edition.)
33 Alfrey, Judith and Tim Putnanindustrial Hertiage: managing resources and usemdon: Routledge, 2016. Ebook edition.

%The Power "dhhiversarydvas celebrated in 2012.

35"The Power Plant.The Power Plant Mandate and Visiarhttp://www.thepowerplant.org/AboutUs/Mandat¥ision.aspx
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Figure 6: Historical site y@evelopment plan. Not to scale.

In support of its activities, the fiscally sound Power Plant has been awarded The
Lieutenant Governorsodo Awar d t hseotoepartneshipe®s f or
This institution has established itself as a key player in the Toronto art and design community,
which has been proven through consistent recognition throughout its years of operation.
Spanning the last twenfjve years, the gallery has produaaeer forty significant and award
winning publications it was a recipient of the 2011 OAAGCuratorial Writing Award
(Adaptation: Between Species, 2010) and 2011 OAAG Design Awards (Pae White: Material
Mutters, 2010; The Power PlainRefresh, 201138 As demonstrated through its history, as well
as present and future initiatives within the city, The Power Plant has inevitably positioned itself

as an influential figure and sets the standard as a top cultural destination in the country.

36 "Harbourfront Centre.Toronto Community Knowledge Centinétp://ckc.torontofoundation.ca/org/harbourfrantre0.
37 OAAG is the acronym for Ontario Association of Art Galleries.
38"Harbourfront Centre.Toronto Community Knowledge Centingtp://ckc.torontofoundation.ca/org/harbourfrasntre0.
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VISUAL ESSAY: PAST

The following series of photographs (figure4#) portray the historical qualities and
architectural heritage of The Power Plant and surrounding site. It is intended to convey the
character of the site and institution upon its establishment irO8(@sl Images represent the
relationship between the building exterior and interior and are supplemented with historical

building plans.

26



Figure 7: Looking south, a view of the Ice House. In 1981, Artec Consultants conducted a feasibility study of the splatetrrimey
that it presented the ideal deria for a music hall due to its lack of windows, brick construction, interior dimensions, afod#€eilings.
For these reasons, it became host to a performance space due to the building size, shape, and acoustical characteristics.
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Figure 8: Lookingrest to the gallery on the south and theatre on the north. The historical characteristics of the building,
as the signature smokestack, have been preserved through the site renovations. These comparisons can be made in 1
subsequentvisual essay,+ A &dzl £ 9aal &Y t NB & SdhyiphoiograpksiodtesevidB.a Sy (G a LIN.

28



£AD

i e

T

Figure 9: Looking north, a view of the gallery entrance and clerestory. Once again, the historical chara
of the building remain greatly unchanged when contrasting plast and present images. The glass entran
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Figure 10: View of foyer in ground floor lobby, which links gallery and theatre spaedsbbly has evolved over tl
yearsg not in terms of materiality, but rather in program and layout. The cement featuhe cylinder at the left o
the imageg houses the facilities washrooms and utility spaces. These areas are common and shared aotbng
the theatre and the gallery.
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Figure 11: View of gallery areas, with electricalfijustable lighting grids. This photograph depicts how past installati
were presented. Maple flooring was installed throughout the galleries, and walls were paiiited warm white to
present a clean, white aesthetic.
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Figure 12: View of gallery areas, with former maple flooring. An image of a different gallery spatieetiprevious
image, both photographs depict a harmonious theme across the galleries. Contiitemursg, materiality, and use of
color promote a cohesive aesthetic within the interior and allow for the art installations to stand out.
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Figure 13: Historical section drawings. Not to scale.
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Figure 14: Historical plan drawings. Not to scale.
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Building Architecture

The Power Plant is an exceptional example of preserved architecture in Downtown
Toronto. Judging from historical phot ographs,
retained a large majority of its architectural atdictural qualities since it was constructed as a
power house in 1926. I n the 19800s, wetern the b
Smith of Lett/Smith Architects was selected to head the préjéat.the renovations were
undertaken, thedesig was fAintended to take into consider
and the demands “FAomcthe exteromnthecdondnant 2periodtazhitecture
i's distinctly identi fi-abtlesmokestack ancindussltqualitiest ur e 60 s
These contribute to the persona and charm of the building, both of which add character and

appeal to the Harbourfront community.

Furthering its mission to operate as a welcoming public space, The Power Plant
implemented an initiative deved to increasing public access to the gallery in 2009. In 2011, to
i mprove physical and visual access, the fHAcce
the lobby and reception area were renovétdthis design not only improved the visitor

expeience, but also positively impacted the amount of pedestrian traffic to the gallery.

Though the renovation preserved many of the existing qualities of the exterior facade, the
interior underwent a larger scale of transformation. The shifting typolothedafpace primarily
motivated this; predominantly the adjustment from operating as a powerhouse towards
functioning as a public art gallery. The space currently consists of four indoor gallery spaces

over two levels with ceiling heights ranging from 1®@tfeet.*? A naturallylit central

39 This partnership ended in 2004; since then Peter Smith Architect Inc. and William Lett Architect Inc. operate independently.
40"The PowerPlant."The Power Plant History. http://www.thepowerplant.org/AboutUs/History.aspx

“I»Harbourfront Centre.Toronto Community Knowledge Centinétp://ckc.torontofoundation.ca/org/harbourfrantre0.

“2The Royal LePage Gallery was the original boiler room; the J.S. McLean Gallery was formerly a coal silo.
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clerestory, a double volume space complete with skylights, becomes the central focal point and
foreshadows the design language carried throughout the interior. This defining feature provides
the visitor with immediate inigue and fascination upon entrance into the gallery. The design of

the interior is approached in a simplistic manner, defined by a sleek, white aesthetic. Certain
industrial elements contrast this, such as the original brick smokestack in the fronTleesey.
symbols allude to the preservation effort of
history. There is great flexibility for custom projects and installatiofts example, when it

comes to lighting, the lighting grids throughout tladigries are electrically heiglaidjustable.

Large windows flood the gallery with natural light, however are also fitted with motorized

shading and blackout blinds to accommodate certain exhibitions. At any given time, the gallery
holds a maximum capacityf 2, 000 people. A site visit conf

excellent condition.

The design of the project gives prominence to the site and architecture, with the intent to
reinvigorate the interior with a new purpose. Taking into consideraixisting conditions and
gualities, the initial project model has been designed for insertion into The Power Plant through

means of various strategies. This will be further discussed in Cltaesign Proposal.
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VISUAL ESSAY: PRESENT

Thefollowing series of photographs (figures-26) document The Power Plant and site as it
exists today. It is intended to portray the current architectural state of the establishment, in
contrast to the historical photographs presented in the previous e$sagl. These images are
intended to not only depict the relationship between the site and building, but to also consider the

diverse activities the complex offers to the public.
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Figure 15Queens Quay West at Harbourfront Centre streetcar station. The station is centrally located at Queens Quay
Lower Simcoe Street, allowing ease of transportation to the site. The Toronto Transit Commission (TTC) runs two stre
routes to this sation: Harbourfront 509 and Spadina 510A. These routes, and this streetcar stop location, are presentet

maps found in Figures 3 and 4.
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Figure 16: View of The Power Plant complex and surrounding area. Though this photograph is taken in the wth&gritmo

depicts the large amount of space surrounding the complex. The Harbourfront Theatre, formerly the Ice House, is sho
NAIKG 2F GKS O2YLX SE® ¢2 (GKS tSFix ¢KS t26SNItfl yipa

known as the Toronto Terminal Warehouse.
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Figure 17: Looking south at The Power Plant complex. This view gives a closer view of the Harbourfront Theatre, as w
advertising for programming in the area. Natrel is the sponsor for the skating ririkepmhkich acts as an activity pond in th:
ddzYYSNJ Y2y (GKad !'a GKS ROSNIAaASYSyd adlraSaz aqal {Ay3
be skating in the winter months or paddle boating in the summer, the site is hostddety of activities catering to all ages.
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cityscape. The CN Tower is known as a prominent Totanttmark, one which is in proximity to The Power

tftlyiao
to the site.
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Figure 19: Looking north at The Power Plant Contemporary Art Gallery. This view also presents a glimpse of the surro
Toronto kyline, situating the site within the city context. In comparison to the historical photograph of this view, as seel
Figure 8, it can be concluded that much of the exterior architectural qualities have been preserved.
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Figure 20: West fagade of buildiagd pathways to waterfront. This photograph also depicts a series of bike
alluding to the encouragement of activity on the site. With these bike racks in place, visitors are offered ye
another option for transportation. The large windows, whick &cated on the west side on the building, allown

for great daylighting and views within the interior.
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THE POWER PLANT
Grarisox ivont. centre

located to the west of ThBower Plant, with an adjacent restaurant called The Boxcar Social located at the left of the
photograph. This area is a central part of the Harbourfront site, where many events and programs are hosted.
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Figure 22: Exterior view of east entranceto The8dw) t f | yi / 2y i SYLR2 NI} NB ! NI DI f €
L9l wX I'[[ Cw99éx ROSNIAaAYy3d (GKS FTNBS FRYAAaaAz2y @3
outreach program to encourage the public to becomgaged with the arts and culture of the community.
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Figure 23: View of gallery entrance from lobby. The grand entrance doors provide visitors with a heighten:
entrance experience to the contemporary reception area. As shown on the sign, the washroodosated
outside the gallery, as is the Harbourfront Theatre. This lobby area serves as a common area between the
O2YL)X SEQa TIFOAtAGASaA®D
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arbourfront

Figure 24: View of theatre entrance from lobby. The spacious lobby acts as a welcoming space for all visitoray with ma
entrances on both the east and west sides of the building. Though the theatre and gallery spaces coexist within the bu
each are located on opposite sides of the building and act as separate entities.
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Figure 25: View of Harbourfront Centre Stdagg’ R 2 dzi R2 2 NJ adzY YSNIAYS LI GA2ad adz

occurs in these areas, with a variety of concerts, shows, and performances occurring during peak season (spring, sunr

fall months). With a steady mix of food and drink establishis, event stages, and activity areas, the Harbourfront ensure
there is something for everyone to enjoy.
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Figure 26: Looking north at Harbourfront Centre Stage, which showcases seasonal concerts and live shows. This stay
to many of the HarboMF N2 y (i Q& LINPINI Y& | yR 2FFSNE FTNBS LISNF2NXYI Y
liveliness and energy to the public, while engaging the audience with an outdoor atmosphere and views of the Torontc
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Figure 27: The Kajama TalK A LJZ  {y 26y | a 2yS 2F ¢2NRByd2Qa 3ANBlIGSad |
outside of The Power Plant, which increases both tourist and resident traffic during its operational months. Howewvet, it
the only of its kind at thélarbourfrontg several other cruises, such as the Mariposa Boat Tours, depart from the site as’
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Figure 28: View of Amsterdam Bridge, which joins the Harbourfront Centre site with adjacent Amsterde
Brewhouse complex. In the summer months, when theeBlays baseball team is playing in town, this con
is extremely populag wait lines extend past the restaurant, and visitors can expect over an hour wait to
seated. This establishment is an awavthning Toronto craft brewery which enriches the Blauarfront with
GKS OAGR@Qa LINARRS YR aLANRGOD
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Figure 29: View of Amsterdam Brewhouse, an awairthing Toronto craft brewery. In the summer months, the large patic
spaces offer stunning views over Lake Ontario. With three patios seating over 300 peoplentisphere is intended to
NBLINBaSyid adzzal21lQa O2GGF3S O2dzy i NE ®
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Figure 30: View of Lake Ontario. Across the lake, the photograph provides a slight glimpse of the Toronto Islandsnike
are accessible by ferry in the summer months, with the termio@ng located right on the Harbourfront. Though this image
taken in the winter months, in the summertime the lake is strewn with sailboats, kayaks, boat cruises, and various othe
activities.
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CONCLUSION

A retailer can use historic buildings as a tool for differentiating themselves in an
oversatirated retail market and offer charismatic experiences in a time whermmerce
has begun to dominate purchasing behaviour. Additionally, the relationship established with
the architecture will further contribute to emotional brand connection with comsuAs

stated by branding expert Martin Lindstroftyyands that create an emotional connection to

consumers are much stronger than those thatidontt ' s as s* Withthisinaimd, t hat .

the project demonstrates how interior design can play &gial role in creating authentic
and influential consumer experiences through the adaptive reuse of significant architecture.
It outlines that, as interior design professionals, we hold the opportunity to uncover and

inspire sustainable strategies thatlwifluence the future of retail design.

The Harbourfront, a site located in the core of Downtown Toronto, has been identified as
one that encourages cultural expression while providing a dynamic, accessible environment for
the public to experience thelture of the city. Through anidepth site analysis, it has been
concluded that the introduction of a creative, experiential retail environment holds positive
outcomes for both the retailer and surrounding community. The application of this project within
The Power Plant, an existing building in the Harbourfront Centre, will provide the
neighbourhood with an innovative and imaginative new typology. This increases future
pedestrian interest and traffic and presents the community with a new venture tolgbstai

revitalization of the area.

43 Lindstrom, Martin.Brand sense: how to build powerful inds through touch, taste, smell, sight & soummhdon: Kogan Page, 2005. Ebook
edition.
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Based on analysis of the site and time spent in the area, the summeii ddagon
through Septembéroffers a prime opportunity for the project to be installed in the building.
The site is situated near major transgon hubs within the city, and located in proximity to
major attractions, amenities, and entertainment districts. Appropriately sized and centrally
located in the Harbourfront, The Power Plant site is an ideal location to serve the needs and goals
of this project. Through an analysis of the interior, its suitability for adaptive reuse, and its
reputation as a webtstablished destination, The Power Plant meets the criteria required for

insertion of the proposed alternative retail design model.
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CHAPTER 3: LITERARY ANALYSIS
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INTRODUCTION

Traditional brick and mortar retailing has drastically evolved over the past decade
retailers have shifted towards experiehesed environments that are exciting, dynamic, and
interactive? In the twentyfirst century, retail environments, shopping behaviours, and consumer
needs have drastically evolved with the rise-obexmerce and technology. Consumers crave
more than the typical brick and mortar store experiéribey desire extraordinashopping
experiences that are entertaining and engatjiRgrthermore, consumer demographics have
largely shifted, and a large proportion of retail audiences in now represented by MilléhAagls.
this generation becomes more significant in the retaibsdarands must adapt their experiences
to an audience which is more interactive, social, and technologically advdhtedever, not
only Millennials crave unique retail experiences, and therefore a strong need arises for brands to

address emerging trem@nd the constantly evolving retail landscape.

The creation of the Zenshi Zone addresses this need through the design of an experience
based retail model, inspired by the characteristics of a concept shop. Simply stated, the idea
behind a concept shoptis offer unique, curated experiences that evoke a brand identity and
lifestyle *® With a strong foundation in the concepts of brand experience and atmosphere, and
differentiation through adaptive reuse strategies, the Zenshi Zone redefines the retaihesper

of today by surprising consumers with the extraordinary and unexpected.

4 Moore, Melissa, and Robert S. Mookew meanings for marketing in a new millennipnoceedings of the 2001 Academy of Marketing
Science (AMS) Annual Conference;rSBiego, California, May 38 June 2, 2001. Cham: Springer, 2015.

4 Garvin, Alana Nicole. (2009Experiential retailing: extraordinary store environments and purchase behdaster's Thesis). Retrieved
from http://commons.emich.edu/cgi/viewcontentAegticle=1225&context=theses.

46 Though variously defined by different institutions, for the purposes of this paper Millennials are known as North Amamichesveen
1981-1996. (Source: Pew Research Center, http://www.pewresearch.otgfk2018/03/Q/defininggenerationsvheremillennialsendand
postmillennialsbegin/)

47 Squire Patton Bogg3he Retail Experience Economy: The Behavioural Revoluesearch Report. Retail Economics and Squire Patton
Boggs. United Kingdom: Retail Economics.

“8 Trotter, Cate. "What is a concept store?” What is a concept store? July 07, 2017. Accessed February 15, 2018. https://www.insider
trends.com/whais-a-concepistore/.
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In this project, the literary analysis provides a theoretical framework for the design
process. It has also been used as a foundation for precedent selection and analysiaywvdac
found in Chapter 4. As established, the main goal of this project was to design an experience
based retail design model that is rooted in brand and product expérigaioaduals do not
make a physical purchase in person but online eiteeriencing the product in the spade.
essencehie goal of the Zenshi Zone was to create a temporary interior environment that informs

the user through experience rather than goods alone.

This projectwas intended to immerse consumers in a captivating sgegperience,
which was made possible through the responsive design elements of the interior environment.
For these reasons, this chapter has been divided to analyze three concepts and design strategies
that have informed the design: brand experiencejantatmospheres, and adaptive reuse in
retail design. This analysis informed the design programming, aesthetics, and decision decisions
made in this project. The brand experience section outlines key branding theories that apply to
the designed space, theelationship to the experience economy, and the resulting experiential
retail environment that has been designed. The second part of the chapter defines atmosphere,
studies retail atmospherics, and considers the tangible, intangible, and sensogsdhatitiave
informed the designed space. Finally, this chapter analyzes the link between adaptive reuse and
the project, studies the relationship and significance of the strategy to retail design, and defines

the approaches that have been used in thgrdesi
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BRAND EXPERIENCE

Brands have a history that pegist the creation and development of modern markéting.
When considering the history of brands themselves, it is critical to highlight where they began.
Historians will often identify Wedgwood & Béey, a brand of luxury china in industrializing
eighteentkcentury Britain, as the first instance of a successful bita@deated by Josiah
Wedgwood, Wedgwood & Bentley understood the importance of branding through expérience
they designed theirshownmos and cat al ogues to convey a part
invested in a higfstatus image around their prodét¥edgwood understood the importance of
targeting a specific audience and producing a certain identity to attach to the brand. As Adam
Arvidsson, author oaritical brandingtheory, st at es: AWedgwood was con
the socially constructed O6aurad might®be as v
With the successful creation of a brand identity and experigviedgwood & Bentley sold their
products at a premiuiihand became one of the most lucrative brands of their time. In present
day consumer society, considering the emergenceofmenerce and online shopping trends, the
significance of brand experience i®ra apparent then ever. Brand experience is the core

componenthathas informed the design of the Zenshi Zone.

Though the Zenshi Zone is focused on designing the interior environment, the space and
resulting brand experience of the project is largejyetident on the host architectdfd@randing
in architecture, largely equated with commodification, plays a critical role as a catalyst to

generate an authentic identity for people and pl2fcésr this project, the interior environment

4 Arvidsson, AdamBrands: meaning and value in media culturendon: Routledge, 200&bookedition.

0 Ibid.

51 Ibid.

%2 Ibid.

53 This will be discussed further in the adaptive reuse section of this chapter.

54Klingmann, AnnaBrandscapes: architecture in the experience econ@aynbridge, Mass.: MIT Press, 2010, pg. 3.
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was designed to comact an authentic identity of the Zenshi brand, while considering the

importance of the existing architecture to the identity of people and place of the site. This was

done basedrothe significance branding has in the way we perceive and design spaces; t
spatialization of brands permeates urban centers, cities, and comninitiaddition, the

notion of authentic identity is especially significanbimthbrand strategy and the retail setting.

As stated by brantheoist David Aaker, an authenticbidn st r at egy consi sts of
h a v &esonality, values, interestsenefitsi backed with substance that consumers déSire.

Such brands will find compelling ways to narrtr
generating authentic brand exgertes.’ Aaker furthers the importance of this notion by

expressing the significance lofand relevancand credibility stating:

To win in brand relevance competition, an organization will have to be able to support
more ambitious and risky innovations.ehwill need to have the capability to sense
changes in the marketplace and its consumers, an ability to commit to a new concept and
bring it to the market, and a willingness to take risks by going outside the comfoffzone.

The statement above summarieaactly what the Zenshi Zone intends toi dwarrate the brand

story by being ambitious, committing to a new concept, and taking risks which will bring both
the brand and its audience out of the traditional retail comfort zone. In doing so, the Zershi Zon
demonstrates the significance of interior design to the retail envirofimérgn taking the quote

above into context, it is clear that design becomes an integral part of brand strategy.

Considering the aboyArvidsson discusses the concept of brand®iation to

informational capitalism, which he defines through two central principles: the indication of a

5 bid., pg. 81.

56 Aaker, Davd A. "Win the Brand Relevance Battle and Then Build Competitor Barri€adifornia Management Revied, no. 2 (2012): 43
57.

57 Ibid.

58 |bid.
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blurring of the distinction between production and consumption, and the putting to work of
communicatior?® The first describes a blurring of busaiseand leisure, in which the

socialization aspect is emphasized in traditionally understood work environments. In the case of
this project, the retail environment is no longer solely to produce value. Blurring the lines of
business and leisure was centoathe design of the Zenshi Zohespecially through the focus

of informing consumers through experience rather than selling physical products. Arvidsson
notes that, for retailers, wealth is now dependent on a series of consumer activities, such as
playing, observing, or dininf’ The Zenshi Zone was designed to engage consumers in all the
abovel whether it be in the digital play spaces, the performance and entertasme&por the

café and bar areas.

The latter principle is a notion central to whatwviaio Lazzarato, sociologist and
phil osopher, has cflUdzzaaridtmmad efriimds |taliosuras
are employed to produce the increasingly important immaiedasthetic, emotional, and social
T qualities of goods, or tproduce and reproduce the flexible social conditions that allow for
t hei r p P4 cholenated that the function of immaterial labour lies in its ability to
promote the socialization of the retail experience. In relation to this project, tacprodu
meaningful and memorable experiences, Zenshi must integrate the social dimension into the
design of the interior. The physical environment of the Zenshi Zone will act as the primary
component to drive socializatidnthe aesthetic, emotional, and sogjahlities of the designed

space are what will drive brand experience and influence consumer behaviour. To optimize the

5 Arvidsson, AdamBrands: meaning and value in media culturendon: Routledge, 2006. Ebook edition.

0 |ee, Benjamin and Edward LiPum&Cultures of Circulation: The Imaginations of Modernitptiblic Culturel4, no. 1 (2002): 19213.
51 Arvidsson, AdamBrands: meaning and value in media cultutendon: Routledge, 2006. Ebook edition.

%2 Ibid.
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socialization of the space, the Zenshi Zone was programmed to consider and address different

consumer profiles, characteristics, andij@ys of experience.

Experience is considered an important element towards appreciation of a brand, with the
brand experience being one of the most memorable characteristics that a consumer will
purchasé? A brand experience can be defined in a multitudeays, though its intensity and
influence will vary amongst each unique individual. It can be understood as an emotional
connection, a physical experience, or simply a consumer memory. Formally, a brand experience
i's conceptual i z e d cagrtions, e hehaviburabresponsed egoked byn g
brandr el ated stimuli that are part of a brandos
and envi%®onmentso.

Brand experience can be measured through a variety of factors, however key consumer
experiences include the product experience, shopping and service experience, and consumption
experience. Product experiences occur when customers interact with physical fmods
example, the search, eval uat i @Inthis@aed,thisisami na't
when the interior environment of the Zenshi Zone sets a stage for the product, allowing for it to
be presented in a captivating and engaging manner. This was done through the design of
interactive displays and attractive installatiom$eature the Zenshi products. Shopping and
service experiences occur when a consumer i nt
including its sales staff, business practices, and store pdfdiethe Zenshi Zone, this is the

area which considsratmosphere theory and retail atmosphériosth of which combine to play

53 Healey, MatthewWhat is brandingMies: RotoVision, 2010Ebook edition.

54 Brakus,J. Jako, Bernd H. Schmitt and Lia Zarantone({2009)Brand Experience: What Is It? How Is It Measured? Does It Affect Loyalty?

Journal of Marketing73, (3), 52-68.

% Hoch, StephenJ2(002) , fAProduct EXqumal of Eomsureer Reseai@(Dacenber) v44884.0

Kerin, Roger A., Ambuj Jain, and Daniel J. H -Quatity-\da | (ule9 9P2e)r, c efipStti oornes , Soh
Journal of Retailing68 (4, 376 97.
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a significant role in shaping the design of the interior. In this project, it can be seen in the
selection of live entertainment and performance experiences, as well as in gmegbi@s of the

food and beverages served. Consumption experiences are multidimensional and dependent on
feelings an individual! This is the result of the consumers interaction with a store environment,
as well as the success of the brand to connectaarmdd relationship with its audience. In the
Zenshi Zone, this is the cumulation of the experiences within the interior environifnemt the
tangible to the intangible, as well as the resulting relationship formed with the consumer. All the
above experieces directly reflect the Zenshi brand and define the qualities and characteristics
the brand aims to communicate to its target audience. Ultimately, these experiences were
significant considerations in the design of the Zenshi retail environment andiftrene

groundwork for design decisions and solutions.

With this project being focused on brand introduction, the concept of branding became a
critical notion for the desigff Prior to designing any brand experience, the first major
consideration must be astishing and understanding the brand iderfti§rand identity is one
of the most significant factors in retail design because it serves as the inspiration behind a retail
concept and establishes a groundwork for how the store design is dev@ldpedeshi brand
identity, including vision and mission statements, is defingchiapter 5Design Programme
The abovementioned experiences aim to successfully communicate the Zenshi brand identity,

further determining the success of the relationship fornetaden the brand, retail environment,

%Hol brook, Morris B. and Elizabeth C. Hirschman (1982), dddheFExp&Tri e
Journal of Consumer Research(September), 1320.

58 1n 2001, Molly Hislop defined branding as "the pess of creating a relationship or a connection between a company's product and emotional

perception of the customer for the purpose of generating segregation among competition and building loyalty among customers."

% Brand identity: How the businesswaht® be percei ved by customers. Based on the brando6s
characteit he uni que combination of attributes that define the brandds as
Robins, Anthonywe b, s . v. fi dccessed dMah 402017 IRetdil pasign: Much More than Meets the Eye." The Robin Report.

January 21, 2016ttp://www.therobinreport.com/retailesignmuch-morethanmeetsthe-eye/.

" Robins, Anthony. "Retail Design: Much More than Meets the Eye." The Robin Reparary21, 2016. http://www.therobinreport.com/retail
designmuchmorethanmeetsthe-eye/.
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and audiencéArchitect and brand consultant Anthony Robins argues that a critical step in
designing a successful retail environment is a thorough understanding and clear sense of the
brand identity’* The built enviroment became a medium for the brand representation of Zenshi,
and every element and detail of the space was designed to reflect the brand identity.

Brand experience is derived not only from the brand identitys driven by the needs
and desires of conmers who seek memorable retail experiences. As will be discussed later in
this section, consumers aremmducers in the creation of brand identity and the resulting brand
experience. The influence of the experience economy, a term first coined bysbusitteors
Joseph Pine and James Gilmore, has greatly influenced the retail industry. Consumers have
shifted from valuing products and material possessions to desiring experiences and memories
that can be shared with friends, family, and social m&dihis shift, along with the emerging
presence of-eommerce and the online marketplace, has drastically changed the landscape for
traditional brick and mortar retailefoday, with the emergence of the experience economy,
retailers must focus on providing meries rather than products, thus becoming stages for
experiences rather than merely goods and service proVidenss notion illustrates that
consumers remain in need of a physical store environimeoitvever, the need for an approach
towards an alternate retail method arises when the desire for dynamic and memorable shopping
experiences is considered. This was the one of the founding ideas upon which the Zenshi Zone
was designed. This theme is further addressed by German architect Anna Klingmanategho st
that Afor architecture in the experience econ

sensation a consumer derives fromim the enjoyment it offers and the resulting pleasure it

" Ibid.

2 Squire Patton BoggFhe Retail Experience Economy: The Behavioural Revoluesearch Report. Retail Economics and Squire Patton
Boggs. United KingdomRetail Economics.

7 Joseph B. Pine and James H. Gilmakicome to the Experience Econoidgrvard Business Review. July 31, 2014.
https://hbr.org/1998/07/welcome-the-experienceesconomy.
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e v o k"eSamply stated, the Zenshi Zone aims to providecemces that-eommerce cannot

offer.

According to Pine and Gilmore, customers buy to reflect and conform toianagki
what they own is a depiction of how they perceive the world, who they are, and who they aspire
to be’® In this project, it can beagd that consumers seek shopping experiences that strengthen
their connection to a brand. The interior of the Zenshi Zone was designed to heighten the identity
of Zenshi in new and exciting ways, further enriching this connection. The principle behind this
stems from the notion that brands have become communities and cultural resources that people
relate to as significant components of their own identities, as well as their perceptions of the
world.”® Considering this, the Zenshi Zone narrated the brang®yftia variety of toolis
ranging from space planning based on the intended consumer journey, to visual devices built to
evoke certain emotions, to material selections that arouse a specific bodily experience. Through
this process, an alternative, expatial retail opportunity was formed.The design of this
environment allows Zenshi to tap into a new market, therefore differentiating the brand through a

distinguished brand experience.

However, brands and the experiences they provide are not the brdleve purchase
behaviour. What the consumer buys is the ability to create experiences and be involved in
constructing the brand identity. Consumers want to beraducers in this process, resulting in a
desire to establish authentic ideas about a fodigh experience. Arvidsson considers this the

ability to produce a common social world, one which is empowered and programmed to unfold

74 Klingmann, AnnaBrandscapes: architecture in the experiencensmny Cambridge, Mass.: MIT Press, 2010, pg. 19.

5 Joseph B. Pine and James H. Gilmarethenticity: contending with the new consumer sensibBibgton, MA: Harvard Business School
Press, 2007.

6 Arvidsson, AdamBrands: meaning and value in media cutt London: Routledge, 2006. Ebook edition.

"7 Experiential retail can be understood as a retail strategy that, through the transformation of products and servataséottsarmption
experience, satisfies both hedonic desires and utilitarian neadsbaumerSourceKim, Youn-Kyung, Judith Anne Cardona Forney, and
Pauline SullivanExperiential retailing: concepts and strategies that.9¢8w York: Fairchild, 200y
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through communication and interacti6iBrands are now spun into the social fabric of our

society, and act as an uarsal medium towards building our notions of identity, social relations,

and shared experienc€sThe value in brands comes from their ability to connect and form
relationships with their audienteconsumers are critical for this process, as without theand
experiences would not exist. In the Zenshi Zone, experience is reliant on consumer interaction.
The interior environment was designed to come alive through its audience, which serves as the
medium through which the Zenshi identity is formed. S&ahetWeiser, author and academic

in the field of branding culture, emphasizes the importance of brand relationships in the cultural
context. She argues that, in contemporary society, brands are about culture rather than solely
business$ the experiencesiey evoke define our everyday living, individual identities, and

affective relationship® To summarize the concept of brand perception, Bareiser addresses

t hat Abrands become the setting around which
individual s position themselves as the %Eeadoalal cha
of the Zenshi Zone was to design the setting for this to trarispineenvironment where each

individual is afforded the freedom to construct their own experience.

The commonalities that arise between brands and consumers are what define a brand as
valuablei it is through the ability to manage and program human interaction effectively that will
allow this value to be realizédTherefore, brand experience is notreway street it becomes
clear that a brandés value is not only in the

brand cecreates with its audience. This is the reason the Zenshi Zone was designed to inform

8 Arvidsson, AdamBrands: meaning and value in media cultutendon: Routledge2006. Ebook edition.

 Ibid.

8 BanetWeiser, SarahAuthentic TM: the politics of ambivalence in a brand cultdvew York, NY: New York University Press, 2012. Ebook
edition.

81 Ibid.

82 Ibid.
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through experience rather thaellghrough products this allows a greater emphasis to be

placed on consumers-gooducing the brand identity. With the project being aimed at brand
introduction, it is critical that at this stage Zenshi concentrates on staging the right experiences to
allow the audience to be a part of the identity construction process. With this, the process of
branding becomes more than simply a marketing strategy or commodificatisrunderstood

as a dynamic, cultural phenomenon that aims to shape the wayy pecigives the worlgf

Compelling consumer experiences within the retail setting could not exist without the
spatial environment. Branding researcher Liz Moor emphasizes the importance of utilizing the
spatial and experiential dimensions of a brand ashlveconsumer®. Moor states that the
Asocializationo of experience anida nieeneolriyn gc aonf
wish | wasthered 8 To further this concept, she discusses both Prada and Nike as examples of
Aexper i enitNikea nidz atthheonRbun Cl ub community, and Pr
club nights2® Moor describes careful spatial planning and a live, eased nature as a strategy
to make brands more memorable and create a shift in what constitutes a marketiiigtspace
more effectively the environment can engage the senses, the more memorable f"Willise.

was one of the core principles in the design of the Zenshi Zone.

As human beings, much of our knowledge of the world and our environment is
experienced througbur sensesVhen considering brand experience, it is important to address
the sensory qualities of the retail environment. Many retailers differentiate themselves based on

their ability to form sensory relationships with a consumer, targeting the serssgistp§mell,

8 Ibid.

8Li z Moor (2003), #ABr an derdk eStpoamakgsGonsdinercCulsyE (Vareh),8%60. new m

8 Ibid.

86 Both Prada and Nike spaces are discussed and analyzed in @Gh&pemredenfnalysis.

Liz Moor (2003), #ABranded S joarmakosConsdnerCulsye (Maeh), 860. new mar ket i ng, 0
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touch, taste, and souriBrand expert Martin Lindstrom defined branding in space through the
sensesHe introduced the concept of sensbrgndingi creating a brand experience focusing on
the emotional connections between the retailer adéeace, with the purpose to stimulate
consumer so6 i magi A &ar éxample, hrands spck as Starpucks, Alvercrombie

& Fitch, and Subway have a distinct smell that is immediately recognizable to the public
audience. However, it is crucial tithe sensory qualities emitted in the retail environment are
consistent with the brand identity, otherwise a disconnection will result. For example, Starbucks
experienced a problem when they began to serve breakfastvarming of the egg sandwiches
conflicted with the renowned coffee scent, which is central to its brand id€ertigyefore, to

make the right sensory connections with consumers, Zenshi must remain consistent yet be
adaptable to the environment in which it is situated. Lindstrom notebrdrads which appeal to
multiple senses and form resulting connections with their audience become stronger, and gain
more loyalty, than those who do 8T his is a key reason for the significance of physical store
environment$ an online marketplace carnrwe conducive to the five senses, as it is does not
physically interact with a consumer. The role of the Zenshi Zone is to provide a medium for
generating experiences that will be integral to the formation of consumer relationships and
loyalty. From lighing, to materials, to furnishing, this is the opportunity for interior design to
step in and pl ay abnandmatagegeftFrom the dareful curatio@@ n s hi 6 s

interactive installations, such as the digital galleries, to the integratiocaifduisine in the café

88 Lindstrom, Martin.Brand sense: how to build powerful brands through touch, taste, smell, sight & &ouaion: Kogan Page, 2005. Ebook

edition.

8 Ibid.

% Brand management: The process of identifying the core values of a particular braefieatidg the core values among the targeted

customers. It is important to be consistent in the ideas portrayed by the company, whether it is through internal braxténgal

Investopediapnl i ne ed., s. v. Abrand matpdwwevimeestdpedija.combecnres/b/lsramdnagdreentasp 4, 201
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and bar, to the characteristic materiality in the themed environiheaish design decision in

the Zenshi Zone was made to accurately represent the brand identity.

The ways in which a retailer stages brand experiences are Hegpdyndent on the built
environment, a process referred to as brandscaping. Otto Riewoldt, auBrand$caping:
Worlds of Experience in Retail Desijgn def i nes brandscaping as fitr a
attraction location a threedimensional microesm representing a brand image and identity and
provides an experienc ehlrantseapingearchiteciure andthdoy t he
interior provide the stage setting for a retailer, affording the opportunity for a flexible, constantly

changing sene. This notion is strongly related to the conceptiséenscéne which will be

further discussed in the subsequent section of this chRusvoldt states:

The primary objective is not to sell the product but to generate a fascination with the

brand to get the customer to identify with the world of the brand, creating a brand

awareness and providing it with a dessgt emotional anchor. The act of purchasing

becomes the potential climax. This dramatization of the brand experience calls for
experiaemchi tectured. Architecture and desi
sector, because as an expression of the image and brand, they are a vital part of any
convincing presentatiott.

Through this excerpt, it can be understood that architectuténgerior design play a significant

role in all brand experiences. With the previously discussed experience economy, physical
purchase behaviour is no longer what the retail environment is intended to achieve. Instead, as
discussed by Riewoldt abovejstthe ability to have a customer identify and connect with the
brand, thus resulting in an emotional attachment to its identity. Brandscaping can further support
the notion that in the current retail landscape, products are sold through brand expériences

retailers should not focus solely on product sales, but rather the opportunities presented by

91 Riewoldt, Otto.Brandscaping: worlds of experience in retail design. Basel: Biskbr, 2002
2 Ibid.
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selling through experience. As discussed by Klingmann, brandscapes allow for brands to develop
their own physical contexts by forming distinguishing culturaiterts®® Klingmann furthers

this notion by stating, Atoday, more than eve
el ements | inking i ddhmethiltyfortheZanshitZane ® conreectwith p | ac e
the local identity and culture waa key determinant in the adaptable, temporary nature of the

design. The Zenshi Zone is not intended to exist in a vag¢utim intended to revitalize not

only the retail experience, but also the site and social fabric in which it is situated.

INTERIORATMOSPHERES

A widely-used, yet broadly defined term, atmosphere is a phenomenon that reconsiders
the meaning of space. In a spatial context, atmosphere causes the blurring of boundaries between
humans, environments, and experiences, and can thereforddystand as the connection
between environmental qualities and human stat@grnot Bohme, philosopher and author of
Atmosphere as the Fundamental Concept of a New Aesthvatite about the expression of
atmospheres in termseofdefinewdaast iiat itheod,r ywhif
understood as t he p°%Heddiired dtnospheces as artaltemnatipech er es . 0
expression for mood, feeling, ambience, or to

reality of the perceiver andtipee r c e ved. 0

| n B° hhmArbosthe Stage Set as a Paradigm for an Aesthetics of Atmosiieeres

discussed how atmospheres are entities that change over time yet can be consistently recognized

9 Klingmann, AnnaBrandscapes: architecture in the experience econ@aynbridge, Mass.: M Press, 2010, pg. 83.
% Ibid.

% Bohme, Gernot. "Atmosphere as the Fundamental Concept of a New Aestiétésss' EleveB6, no. 1 (1993): 1126.
% Bohme, Gernot, and Jedaul ThibaudThe aesthetics of atmospheresndon, 2016Ebook edition.

97 Bohme, Gernot. "Atmosphere as the Fundamental Concept of a New AestiEitiesis EleveB6, no. 1 (1993): 1126.
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through their steady charact&This notion can be diregtrelated to branding and brand

identity T though brands are constantly evolving, the experiences they stage for consumers must
remain consistent to accurately represent brand identity. As the market, products, and consumer
demographics change, the stalgat is set by the retail environment must be temporal and

flexible to provide the appropriate brand perceptions, however the experiences evoked must
remain consistent with the brand image.discussed in the previous sectidns is criticalas
consumersre ceproducers of brand identity, and therefore experiences within the retall
environment must be meaningful and representative of the brand. This was a central theme in the
design of the Zenshi Zone, as the project is intended to be modular and tgmpoedure, yet

still consistent with the Zenshi brand. For example, one way this was done was through design
was the selection of specific materials. Materials are one aspect of the Zenshi Zone that afforded
the ability to stimulate multiple senses language was created not only by the selection of

certain materials, but also through the design of their placement. Thus, the materials begin to
form the scenes of the interior setting, narrating the Zenshi brand identity and the resulting brand
experienes. Bbhme considers this through his discussion of creating an atmosphere through
materialityT it can be understood through a process, which involves specifying materials,
arranging them appropriately within a space, and providing the environment wiblolsytmat

will further heighten the atmospheric identity.

The notion described above can be strongly supported by the concgipeefrsene
In fact, not only doemiseensaneheavily relate to interior atmosphere, it also has a strong

relationship & the typology of retail environments. Though definitions vary, interior designer

% Bohme, Gernot. "The art of the stage set as a paradigm for an aesthetics of atmoApfigieeses. Environnement sensible, architecture et
espace urbainFebruary 10, 2013. http://journals.openedition.org/ambiances/315.
% Bohme, GernotArchitektur und Atmosine. Minchen: Wilhelm Fink, 2006. Ebook edition.
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Jean Whitehead notes that the simplest way to defiseensc ne i s @At he art of
choreographing, and displayiitgan essential part of this, in many films, happenshat is

staged (actors in an%ethedesigoaftheeZanshi Zorfiepthie arhof ¢ a me r
framing, choreographing, and displaying was apparent in all elements of the design. The

consumers are the actors in the Zenshi Zone environmenti@@emnshi brand used this art to

evoke its brand identity. The interior setting of The Power Plant provided the stage for the design
and allowed Zenshi to decorate the space in such a way that contributed to a captivating
atmosphere. To further support seddeas, Whitehead considers interior environments through a
miseensanelens, addressing that the decoration of an interior setting can contribute to intense

interior atmosphere$*

The concept ofmiseense@nesuggests that, similar to a cinema, theiior setting is
designed to evoke expression, set a scene to enhance character identity, and use narratives and
storytelling t o %IntheaZenshi Zonefilse use gf @atratisepvascused to
design based on the Zenshi identityith this project being aimed at brand introduction, one of
the core notions of the space was to narrate
were used throughout the desigm the themed environments, interactive installations, digital
galleries, ad performance areas. As previously addressed, the concaesesnseneand the
use of narrative has a strong relationship to retail désiWfhitehead notes that within the
commercial sector, narrative is often used to convey the essence of a hdatind Besulting
Aretail brandscapeso create memorabl e experie

carefully considered arrangement of graphics, lighting and setting that aims to appeal to the core

100 Martin, Adrian.Mise en scne and film style: from classical Hollywood to new mediaBasingstoke: Palgrave Macmillan, 2014.
101 whitehead, JearCreating interior atmosphere: mise ense and interior design_ondon: Bloomsbury Visual Arts, 201Zbook edition.
102 |hid.

72



c u s t d%letheiZenshi Zone, the coordinatiof graphics and lighting to stage the interior
was central to the design of the various installations within the space. These installations were
intended to do just as Whitehead describereate a brandscape to communicate brand identity

and stage mearnable experiences.

Since the Zenshi Zone is intended to be a temporary insertion, the interior atmosphere
heavily relies on the use of design props. Whitehead defines props as four main cdtegories
accessories, furniture, fixtures, and equipment. Prapk with the interior setting to
communicate a specific ambience, define the emotion of the space, and suggesttheyisee
intended to have no permanent connection to the structure of the building or its tftfiies.
notion of props is central the design of the Zenshi Zoiheas with any insertion, the project is
not intended to have any permanent impact on the structures within which it is inserted. The
following paragraphs illustrate how each category was used in the design of the spaate ta cre

captivating interior atmosphere.

Whitehead defines accessories as fAanything
somet hing about t H%IntberZanshilZonehseme oftthe hcoessgries o 0 .
included art installations, soft furnishingsd lighting and mirror details. Accessories were used
to highlight the brand identity and provide a strong visual identity to the interior setting. Ranging
in scale, accessories were intended to be personalized to fit with the local culture in which the

Zenshi Zone is situated.

103 |bid.
104 |bid.
105 |bid.
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Furniture, as defined by Whitehedd, are il
freestanding, moveable items that'msee no per
Zenshi Zone, furniture was used to create distinct spa¢emhe interior, suggesting specific
activities that were intended to take place. For example, the café area has a distinguishing
furniture setup which alludes to its spatial function. Bespoke, modular elements were used to

represent the Zenshi brandchuas the/irtual Reality Zone.

Fi xtures are fia distinct category as they
reasonably permanent b u'Fixtuesalsbavenmeperoanend i f ne
connection to the host building unlessytlage permanently attached. The fixtures in the Zenshi
Zone were constructed to be adaptive to fit different locaiiangh as the performance stage
and café bar. Though these fixtures are more fitted than other props, they are intended to be
temporary ad easily transported. Other forms of fixtures in the Zenshi Zone are the various
installations within the space. Whether they are suspended from the ceiling of the host building
or used to create a distinct space, the installations in the Zenshi Zomedalle interior to be

infused with a characteristic ambience, thus contributing strongly to the overall atmosphere.

Equipment was deribedboy  Whi t ehead as fAdthe electronic
we all encounter as we go about our lives, items trateh e us t o € Bouipntestt e t as
afforded the opportunity to bring the digital nature of this project to fruitithe technological
elements allowing the spatial functions to take place. For example, the acoustical and lighting
equipment for the pormance stage, the digital panels for the galleries, and the equipment for

the food and beverage areas. Though equipment could be regarded as cumbersome, this project

106 |bid.
107 |bid.
108 |pid.
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considered both its function and aesthetics. In this project, equipment not onlytsdppor
activities such as performances, but it also contributed to the personality of the interior
atmosphere. For installations and other fixtures, equipment was designed to be seamlessly

integrated into the feature.

With the Zenshi Zone being a retail prdjethe concept of props can also be understood
as products themselves. Props not only enhance atmo$pdeckescribed by philosopher Jean
Baudrillard, the concept of products as props can be used to reinforce a consumerififestyle.
Since the Zenshi Zorie centered on informing through human experience rather than selling
products, the ability for Zenshi products to act as props to reinforce the lifestyle consumers can
live through the Zenshi brand is central to the project. With his seminal work onti®smi
Baudrillard consi deokdethesdewbroductotst asbidatsed
and their valuél®In the Zenshi Zone, all props used were intended to symbolize elements of the
Zenshi identity to communicate the unique Zenshi pedggrio the audience. Certain props
used in the Zenshi Zone were coupled with various special effects, which were especially
apparent in the use of installations and digital features throughout the space. Baudrillard
compared the use of special effectght® art and techniques of the theatre, highlighting the
notions of architectural illusions and dramatutéyFurthering the narrative of the brand, the
combination of props and special effects are central to the sensory design elements of this project

T the drama created within the interior stage setting is what resulted in the immersive interior

atmosphere.

109 |hid.

10 Baudrillard, Jean. Translated by James Benetliat.system of objects: Jean Baudrillaxterso, 2006Ebook edition.

HlBaudrillard, Jeani Tr ut h or Radi cal i ty 7nThehlean Baudrilland Readeld. Redheal,iSteve.q Edinburghd

Edinburgh University Press, 2008), 13%.
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When considering interior atmosphere in the retail setting, there are various terms that are
critical to understanding how to design these environmanthitect Peter Zumthor identified
atmosphere as a core theme of architecture and design. Zumthoruses atmosphere as a
guiding principle in his practice specifieda series of themes that play a role in establishing
atmosphere, including: the bod§architecture, material compatibility, levels of intimacy, and
the sound and temperature of a spaét the design of the Zenshi Zone, these themes were
considered specifically in the creation of distinct spaces without the use of permanent partitions.
For Zumthor, atmosphere lies in the aesthetical qualities of space, which are perceived through
an individual 6 s@hmemotionstrat are inendeditotbé dvokedyn.each
uni que zone within the pr ojamosphere,butthee i but es t o

overarching atmosphere of the entire interior environment.

As discussed previously, brand experiences are formed through the emotional and
sensory relationships formed between the retail environment and the body of the consumer. The
neeal for a physical retail setting becomes paramount in achieving these connections. In his book
AtmospheresZzumthor describes the aesthetical qualities of environments through theisenses
the touch of materials, the sound of a space, and the sightsafraling objects. This is critical
for any retail space the way a brand is perceived through the retail setting sets the stage as a
representation and reflection of their identity, product, and experience. Zumthor reflects on the

notion of the architecteras a stage, stating:

Architecture, like music, is a temporal art. This means thinking about the way people
move in a building; rather akin to designing a stage setting, directing &play.

112 pallasmaa, Juharpace, Place, and Atmosphere LectiReyal Academy of Art/STROOM, The Hague. 24 Apr. 2014.
13 Zumthor, PeterAtmospheres: Architéaral Environments Surrounding ObjectsBasel: Birkifuser, 2006. Ebook edition.
114 |hid.
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Zumthor believed a great place for learning the relationshipde® movement and architecture

was the cinema. This notion is relatable to both the concepiseiensceneand the design of

the Zenshi Zone, as it is intended to be a temporary environment designed to set a stage for

Zenshi to play out uniquely desighbrand experiences. To further this connection, consider the
components of a cinema: a stage, a director, a narrative, characters, and an audience. In this
project, these variables can be redefined as,
enviromment, the Zenshi brand, the Zenshi identity, the interior props and features, and the

consumer.

Architect Juhani Pallasmaa, another noted author in the fields of atmosphere and the
senses, argued that the experience of atmosphere can be related togpeafspatial quality
and phenomenol ogy. Pall asmaa defined at mosphe
contemporary architectural practice and education revolves around the expressive qualities of
form and spacé®He addressed that the quality of spdoes not solely rely on visual
perception, but rather relies on a nuskinsory fusion of multiple environmental factors which
contribute to the overall atmosphere and ambiatfde. his book,Eyes of the Skin: Architecture
and the SensePRallasmaa desbes how the five senses were understood to form a hierarchal
system. In this system, he defines sensory experience as being subject to a multitude of factors,
with vision representing the highest level of human sense, and touch representing the fowest.
Int he design of the Zenshi Zone, the consumer 0

key factors in all design decisions.

pallasmaa, Juhani. 2016. AThe Si xt hArchtectusldesigBc(@®:128138ani ng of At mosphe!
116 Bohme, GernotArchitecture and Atmospher€ernot B hme. Mgnchen: Fink (Wilhelm)2006 Ebook edition.
117 Juhani, Pallasmaa. The eyes of the skin: architecture and the senses. Chichester: Wiley, 2014. Ebook edition.
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When considering the concept of atmosphere, though an individual can understand each
sense distinctly from another, Pallasmaagues that the various facets of sensory experience
influence and interact with each otié&tThe way an individual perceives and experiences an
interior environment is heavily founded upon the sensory qualities the environment emits. For
example, the sae of sight, and how it goes beyond solely vision or the act of seeing. To further
illustrate this, Pallasmaa describes the eye as touching, vision becoming taste, and certain colors
as well as delicate details evoking oral sensafibtiBherefore, the degn of any interior
atmosphere must consider the sensory effects it is presenting, and brands must ensure these
experiences are forming the appropriate physical and emotional connections with their

audiences.

It is important to understand the typology lipdesigned when considering the role of
atmosphere in an environment. For this project, atmosphere must be understood specifically for
the retail environmentn a marketplace whereammerce and technology increasingly
dominate the industry, retailers siunake a serious commitment to delivering unique,
captivating atmospheres to their audienteshe case of the Zenshi Zone, where the retail
environment is centered on human experience, the atmosphere relied significantly on sensorial
and emotional quales created by design. In retail practice, this is known as atmospherics,
defined by marketing expert Philip Kotler as
effects in buyers; the effort to design buying environments to produce speafioeah effects
in the buyer that e f#hkaterdescripes thephysisabretgslr obabi | it

environment, and more specifically the interior atmosphere it provides, as being more influential

118 bid.
19 |bid.
120Kotler, Philip. "Atmospherics as a Marketing Tédburnal of Rtailing 49, Winter (1973): 484.
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in a purchase decision than the products the brarféeisng.!?! Created by use of retail design
features, atmospherics is comprised of both tangible and intangible elements. Unlike atmosphere,
which is a concept that can be applied in any design typology, atmospherics is directly focused
on the spatial qualés of retail environments.

When it comes to the interior design of a retail environment, atmospherics is one of the
most important considerations when it comes to conveying brand identity and designing a brand
experience. However, there are different ¢ods related to atmosphericKotler describes
these as fdesired at mos p H?*éDesrréd atnospherd relates toehie v e d
role a retailer plays in establishing a distinct ambiance through sensory qialiiess also a
strategy Zashi can use to differentiate itself from competitors. These qualities are not dependent
on external factors, such as unique individual responses, but rather act as a desired, ideal
atmosphere the brand intends to present to its audience. On the othehéaathiler cannot
control the perceived atmosphere. This is mainly due to the inability to regulate consumer
reactiong for example, sensoselated reactions such as hearing sounds and music, seeing
colours and materials, or feeling temperaturestaruires. Such personal preferences cannot be
determined by a retailer, however can be better predicted if a brand has a deeper understanding
of its target or desired audience. Furthermore, due to selective attention and retention, an
individual will percéve and absorb certain atmospheric qualities differently than an@ther.

Thus, consumer behaviour is heavily reliant on store atmosphere, which influences brand loyalty

and purchasing.

21 bid.
122 bid.
123 |pid.
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Several elements of a retail interior are critical to study when dasi§oi brand
experiences. For example, in branding and marketing, colours and symbols act as a primary
method of communication between a brand and its audience. The same goes for a store
atmospheré after analyzing various studies and texts, it can beladad that meaning is
communicated through a subconscious understanding of colour. It is imperative to note that
colours have varying meaning across different cultures, which must be a central consideration
prior to designing any retail environment. Wtetndying the effects of colour on purchase
behaviour, marketing experts Joseph Bellizzi and Robert Hite experimented with the colours red
and blue in a shopping environméfftThese colours were selected based on their contrasting
color properties and popurity in retail settings. Two experiments were conducted, with both
experiments carried out through predominantly red or blue retail environments. The results
showed that blue resulted in more positive customer reactions, resulting in a calmer, relaxed
comsumer; red was perceived as negative and distracting, resulting in a tenser, more physically
aroused consuméf® Another interesting finding in this study was that colours that are warm in
tone seem to have greater potential in attracting a customerai@ avitdow or display?®
Therefore, when designing the Zenshi Zone, it was essential to understand the reactions a device
such as colour can cause prior to making any design decisions.

Earlier on in this chapter, braidentityin relation to interior desigwas discussedt has
been established thiaterior atmospheri theretail setting is a primary method through which

a retailer can control brand experience. A retailer holds the ability to regulate elements of the

124 Bellizzi, Joseph A., and Robert E. Hite. "Environmental color, consumer feelings, and purchase likefibpdaology and Marketing, no.
5 (1992): 34763

125 pid.

126 |bid.

80



interior that are related to the ses, such as lighting, music, colours, and refreshménts.

However, though these are controllable, brand experiences are not exclusively managed in the
interior setting. Outside the interior environment, certain factors exist that influence both
atmospherand consumer behaviour. For example, situational factors such as store location, ease
of transportation, time of year, economic climate, and convenience of access can influence the
atmosphere a retailer intends to crédid.herefore, when selecting a spécea retail

environment, the site becomes a critical consideration as it will strongly influence and impact the
resulting experiences. For these reasons, a thorough site analysis must be conducted prior to the
establishment of any retail space. It isatalithat both the site and host building are in synergy

with the intended atmosphere of the brand. For the purposes of this project, the initial project
location site, The Power Plant in Toronto, was examined in Chapter 2, titled Site Analysis. Since
this project is intended to be a temporary environment, site selection and analysis will be an

important step in the future when the Zenshi Zone is transported and recreated in a new location.

ADAPTIVE REUSE IN RETAIL DESIGN

Repurposing existing buildingsif new functions through adaptive reuse has proven to be
a successful strategy in contemporary architectural praéfite any city, residents and tourists
alike engage with historical structures with a different demeanour than with contemporary
buildings.Whether it be due to nostalgia or inquisitiveness, the novelty of experiencing a

historical structure in preseday heightens its sense of fascination with the public. The history

127 Bellizzi, Joseph A.and Robert E. Hite. "Environmental color, consumer feelings, and purchase likeliRsgdiblogy and Marketing, no.

5 (1992): 34763.

128 Kaltcheva, Velitchka D., and Barton A. Weitz. "When Should a Retailer Create an Exciting Store Environment?bfibariating 70, no.

1 (2006): 10718.

129 Adaptive Reuse: Adaptive reuse is conventionally defined as the process of adapting old structures for new purposes.
MerriamWebsteron | i ne ed. , s,.accessed ey 26, 20Mtpsr/\ewwsneriam-webster.com/dictionary/adaptive%20reuse
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of heritage architecture provides a glimpse into the past, while formeingarratives with the

city in the present. Nowadays, when studying architectural construction work, renovations, and
conversions of existing structures account for 50 to 70 percent of global ptéj&tfering an
innovative strategy for designing altetiva retail experiences, creating a store environment
through strategies of adaptive reuse allows Zenshi to differentiate from traditional retail models.
One reason for this would be the opportunity to be situated in an influential, captivating space
thehistorical structure sets a unique stage for the consumer experience, thus contributing to a
strong differentiation strategy for the braridin the case of Zenshi, a telecommunication giant
expanding into the North American market, creating a brandedoanvent in an existing

structure would allow for a deeper emotional connection to its audience. By hosting the brand
experience in a historical building, Zenshi would be able to reach consumers in a creative way
that is fascinating and unanticipated. Foamaple, each visitor will feel a strong sense of

privilege when entering a space with historical status that has been reimagined into a cutting
edge retail experience. Not only does this heighten the brand experience, but it also elevates the
b r a n d atyin thedyesn df a consumer. In recent years, similar strategies have proven
effective by iconic brands such as Apple and Prada, who have chosen to situate their retail
environments in historical centéf¥.By employing strategies of adaptive reuse, Zeashovers

an opportunity to tap into a new marketomething which will become increasingly important

in the experience economy. In addition, this would allow the brand to break through the clutter of

both the retail and communications industries. Uniitast other organizations, who have built

130 Cramer, Johannes, and Stefan Breitliagchitecture in existing fabric: planning, design and buildiBgsel: Birkiduser, 2007Ebook

edition.

181Kent, Tony. "Creative space: design and the retail environmetgrhational Journal of Retail & Distribution Manageme®, no. 9 (2007):
73445,

Apple has a retail | ocat i teahStation,srid@®rada M thevGuggenhéim Nuiseuy @Iso loGated in Mew €arkn
City, NY). Both retail spaces will be further discussed in the Chdptrecedent Analysis.
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permanent stores and kiosks in malls, Zenshi will introduce their brand in an alternative way
using temporary environments designed to be inserted and installed within significant landmark

buildings.

Considerirg the nature and characteristics of the retail industry, such as high investor and
stakeholder interest, retail becomes an ideal sector to benefit from strategies related to adaptive
reuse. As a powerful brand that leads the industry, Zenshi has signifitaence and resources
to make a project of this nature feasible. For Zenshi, the design of this environment will be their
first impression to a new audiericé he i ntroduction of not only
identity. The design of the iatior serves as the fundamental component to support experiences
and establish new relationships between the brand and the consumer. As previously discussed,
the store environment is one of the largest investments for a retailer as it is the direct link
between a brand, its product, and the intended target audience. For example, an important
characteristic to consider is that retail interibiacluding traditional brick and mortar retailérs

are in a constant state of change. The lifespan of mostert@ibnments is noted to be five

years or less, which means that these spaces require renovation, upgrades, and modifications at a

much higher rate than other types of interiéfsThe temporary nature of retail environments
reinforces the importance of dgsing interiors that are both flexible and responsive. The design
of the Zenshi Zone was founded upon these notions, as it is only intended to be in a certain
location for a maximum of four months at a time. During this time, it must constantly evolve to
provide its audience with varying experientdhis can be seen in modular theme environments,
live performances, flexible play spaces, and alternating collaborations with other brands within

the space. Sensory features, such as digital gallerieah@meld roomswill reinforce the notion

133 James Douglaguilding adaptationLondon: Routledge, 201&book edition.
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of responsive design within the environment. This idea can be supported by considering the
reuse of existing buildings to create spaces for the display and consumption of products as
fiextravagan t-envirenm@ ¢ Ehe aimiofche Benshi Zone is to employ
strategies of adaptive reuse to stimulate the desires and senses of consumers, further

strengthening the brand experience and interior atmosphere.

Since this project is situated in historic city centresptida reuse is appropriate as it
allows for existing buildings to adopt new programmes and functions. It is also an ideal strategy
for this project for two key reasons: due to its temporary nature, entirely new architectural
construction would not be fe&de, and being situated in nondescript spaces would be mundane.
Graeme Brooker and Sally Stone, both authors in the field of adaptive reuse, state that the
original building becomes the most significant element in the design, serving as the foundation
uponwhich all resulting design decisions are based dpbho further complete the definition,
both authors agree that Ait is the establishm
is the most influential device in the design; an approach tagingvnew life and meaning to an
e xi st i n g she aga af theihost Kuilding guided the narrative for the new design,
allowing Zenshi to design unigue experiences centered around the contrast between the historic
and the contemporary. Naturally,agbnships are formed between the visitor and the existing
architecture. However, the customized experiences within the interior are what allows Zenshi to
stand out. For example, modular sensory panetgdesigned to respond to existing interior

features The live performances, partner brand collaborations, and cuisine served will be curated

134 Brooke, GraemeKey Interiors Since 190Qaurence King Publishing, 2013. pg. 92.

135 Brooker, Graemeand Sally StoneRereadings: interior architecture and the design principles of remodelling existing builtlimgdon:
RIBA Enterprises, 2014&book edition.
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based on local cultufiethe components that create these environments are designed to support

evolving consumer needs and values.

When any space is adaptively redsthe host building must be able to physically adapt
to serve a new set of functions and requirements. It is important to note that, when considering
retail design, both the brand identity and the experience a brand desires to present must be
thoroughlyunderstood prior to determining which adaptive reuse strategy will be employed. As
discussed in the previous sections, achieving synergy between the interior atmosphere and
intended brand experience primarily informs this decision. Furthermore, prioplenm@nting
any project in a historic structure, the desi
condition and qualities to determine which strategy is most appropriate. As defined by Brooker
and Stone, there are three strategies of adaptige:reuervention, insertion, and installatioh.
Though the adaptive reuse strategies are described as distinct methods, there are many ways in
which they inspire and influence one another. The following section will examine these
strategies, their relatighips, and how these strategies were considered and applied in the Zenshi

Zone.

The first method, intervention, is a process that attempts to stimulate the potential or
supressed meaning of a specific pladke building is a narrative for a story thsto be
discovered and restaté¥.With activation of a place serving as a guiding principle for the
design, a main consideration is representing the symbolic qualities, as well as the previously
generated energy, of the past buildiftFor these reasonthe building is remodelled in such a

way that the old and the new cannot exist independently from each other. Though the Zenshi

137 Brooker, Graemeand Sally StoneRereadings: interior architecture and the design principles of remodelling existing builtiogson:
RIBA Enterprises, 2014&book edition.
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Zone did not use intervention as a core strategy, it drew inspiration from the ways in which the
host buil di ngsilered mdesignaThis wae addressed in the design of adaptable
brand features unique to a specific site, such as the digital gallery and café area. These features
cannot be replicated in another city or site in the same maralieiding to the notionfathe old

and new being unable to exist independently. Since the narrative of a building is also a narrative
of the historical past in which it lived, the design elements within the space are intended to evoke
a unique energy characteristic of the hostdaug. In addition, Zenshi was able to build upon the
existing symbolic qualities of The Power Plarguch as the central clerestérthus heightening

the brand experience and strengthening the connections formed with its audience.

The second method, iedion, is the core strategy upon which the design of the Zenshi
Zone was based. It is a strategy that allows the character of the host building and the new design
to exist in a strong, independent manner while establishing an intense contfédtiis.meas
that new elements are introduced into, alongside, or between an existing structure. With the goal
of the project being to temporarily occupy historical landmark buildings, insertion allows Zenshi
to create extravagant interior environments withoutialjethe host architecture. This allowed
an opportunity for the existing building and designed space to form a dynamic relationship, and
the juxtapositions formed further heighten and intensify the consumer experience of both the
brand and environment. Utiately, the aim of insertion is for the existing building to maintain
its integrity by remaining physically unaltered, thus creating a sharp contrast between the
inserted design and the antiquity of the existittd.his contrast is what contributes to an
elevated experience for the visitor, as the excitement of the new design unified with the emotion

of the past architecture forms an exclusive, mesmerising impression. A prominent example of

140 |bid.
141 |bid.
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insertion in retail is the Selexyz Dominicanen Bookshop, locatdthastricht, The Netherlands.

This project, analyzed further in Chapter 4: Precedent Analysis, required introducing a bookshop
into a thirteentkcentury Gothic church interior, while maintaining the identity, character, and
gualities of the host structur€he success of this project has inspired the design of the Zenshi
Zonei the reason insertion has been chosen as the key strategy for this project is because it

allowed for a higher level of design freedom within the bounds of existing architecture.

Sincethe Zenshi Zone is intended to be temporary, insertion offered a strategy that
all owed for the creation of an interior envir
customized through the narration of the existing architecture. With the futasegpbf the
project intended to be located internationally, insertion allowed the design of this retail space to
create a relevant dialogue between the brand and the changing user demographics. Through this,
the brand can adapt the brand experience thrthegharrative of an already existing structure
that the public is familiarized with. The initial phase of this project designed a standard design
model that is comprised of both fixed and adaptable brand elements, thus allowing it to be both
modular andléxible in the future. The space within the host building is temporarily transformed
T however, when the project moves to a new location, the host building can return to its regular
state and functionality. | n tdraursd flgprrgallgriesct , The
will be host to the Zenshi Zone fapproximatelyfour months, after which they will resume

standard operations.

The third method, installation, involves the placement of a series or group of elements

related to one another in anigting environment?? In the Zenshi Zone, installation was a key

142 Brooker, Graemeand Sally StoneRerealings: interior architecture and the design principles of remodelling existing buildimgsion:
RIBA Enterprises, 2014book edition.
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component in the creation of brand experiences and atmosphere. Since the architecture was to
remain unaltered, installation allowed for the creation of distinct interior environments, such as
themed roomand settings intended to evoke a place or thiealeof which were designed to be
dynamic. Instead of building physical walls, installations provided an alternate means to dividing
spaces. The beauty of installation is that it can have &asiaristrongly distinct character from

the host building the relationships formed do not compromise or interfere with the existing as
minimal modifications are requiré@® Installations can be done on both large and small scales,

with varying levels of dtail and diversity of materials. For these reasons, installations can be
designed to accommodate and be fitted to almost any interior environment. Furthermore, they are
intended to be temporary, allowing them to be flexible and respoingineeuse of inavative

installations themselves represent the brand identity of Zenshi. An example of a successful
installation in a retail setting was completed by Kuramata Design Studio for the Issey Miyake
Store in Tokyo, Japan. As many installations often do, tliggirconsidered the consumer
experience and made careful design decisions based on maté&tfddiy this clothing display
feature, mesh was selected to resonate | ight
mesh, while the interior detailsed a chromplated mesli resulting in a shimmering effect for

the observer as they walked past. In this case, the brand experience was elevated through the
creation of this captivating display feature.
shaply designed fashion, but also differentiated the brand and its garments by creating a strong
impression through customer interaction. In the case of Zenshi, the use of installation within the
interior environment set the stage for the experience of th&uorer, communicate the brand

identity, and serve as the first impression of the brand to a new audience.

143 |bid.
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Brooker and Stone note that, though reuse is heavily prevalent in architectural and design
practices, very little theoretical support exists in ibklf**> A group of architectural historians
known as Crimson, who write on the notion ofReh!4® and the use and abuse of old
buildings, discuss architectural historian Ignaside&®b r al es® concept dAfrom
a n al ¥ gontrast emphasizes indiliality and modernity in the desigrthe design
establishes its own identity, disregarding the former state of the exitidg.the contrary,
analogy does not confront history. Rather, it focuses on connecting the past and present, with the
oscillation etween the two creating the new deslitftin this project, both contrast and analogy
were considered when it came to the use of insertion and installation. Insertion can be understood
as analogy in the Zenshi Zone, the overarching design had to considdrast building, with
the design features intended to form relationships with the existing architectural narrative.
Modular design elements that form the insertion, such as custom wall panels, must be
reconfigured when the project moves to a new siteth@mther hand, installation acted as a
form of contrast, establishing the brandés di
environment, such as tigital Playspace, did not need to form direct links to the existing
architecture, thus emphasizitige notion of modernity in their design. In the Zenshi Zone,
installations focused on forming relationships between the brand identity, local culture, and

audience.

To summarize RArch, Crimson notes that many times the new design does not begin

with a predominant concept, but rather with the smallest dietaiérefore RéArch is heavily

145Brooker, Graemeand Sally Stone, i The Pr oiokEanOrganisatiGhdonDeabration: Anrnngeriors Reated.o duct i on o
Graeme Brooker and Sally Stone. (London, Routledge, 38i1.3)19.

“pefined by Crimson as fitaskist ried adcerdv @rot ead,c he xt teecrt due ca,| fdeecsd Iginf twehce,n o
Ar cih Krom Organisation to Decoration: An Interiors Readed, Graeme Brooker and Sally Stone. (London, Routledge, pg12p8.

¥Cr i ms oAr citiie Organisation to Daaration: An Interiors Readeed. Graeme Brooker and Sally Stone. (London, Routledge,

2013)pg. 228.
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based upon technique and mateff&\With this project being centered around the methods of
insertion and installation, it is critical the design addresses these catisiaerFurthermore,
acknowledging the temporal nature of the project, it became important to consider the role of
reversibility in the interior environment. Crimson confirms that insertion is an appropriate
strategy for a temporary environment as it doatsalter the host building. They add that the
ultimate aimof REAAr ch i s t o create something fAinew at
it was t hat™mshe Zehshi Zane thd retail envidonment that will be inserted into
The PowelPlant will not only create something new at all costs, but it will also serve to redefine
the site and its previous functionsio such typology has previously existed in the building or

the surrounding site. This novelty will result in increased publimgament, enhanced human

interaction, and improved connectedness between the site, the brand, and the audience.

Since the design of the Zenshi Zone is centered on creating interior environments within
a host structure, studying the work of Eileen Gray magirational. An Irish architect and
furniture designer based in France, Gray was a pioneer in the Modern Movement in architecture.
In her early project, the rue de Lota apartment of Madame Matléigy Gray was tasked with
designing custom furniture glting fixtures, and finisheisincluding entire walls of lacquép?
The | acquered walls were designed to cover
with a system of panels decorated in abstract designs which were butted tbgathier.
demonstrees a creative solution towards recreating the interior environment without altering the

existing structure, a key consideration for this project. In addition, the level of customization

¥0Cr i ms oA citiie Organisation to Decoration: An Interiors Readed, Graeme Brooker and Sally Stone. (London, Routledge,
2013)pg. 232.
151 |bid.
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Gray had been heavily trained in working with | acgqurdrawingnonhper earl y

interested in the art, she had stumbled upon the shop of D. Charles in Soho, London whifebmeeak at school, and began working the
following Monday. (Source: Johnson, J. Stewgileen Gray: Designer_London: Debretts Peerage, 1988400k edition).
153 Johnson, J. Stewafileen Gray: Designer_ondon: Debretts Peerage, 198400k edition.
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within the environment Gray designed speaks to the identity of ngw._évy was a renowned
modiste, a profession in which each piece is individually tailored and customized for the

wearert> This notion is strongly related to this project, which aimed to create a customized
environment within an existing structurenethat is representative of not only the brand, but

also characteristic of the local culture.

In later years, when Gray turned her intesésivards architecture, the notion of
modularity in the interior environment became even more apparent. Her ownTremsa
Pailla, served as a great inspiration for the design of the Zenshi Zone. This home, which Gray
designed and built for herself, became an icon of Modernist architecture. Gray designed the
space with multpurpose furnituré modular pieces that calibe altered to suit her needs, such
as an expanding metal wardrobe on tracks and adjustable window louvres for light control. The
home itself is an example of working with existing architectu@ray built the structure on
three cisterns which existed tre site!®> She turned one into a garage, the second into a storage
cellar, and used the third to hold water collected on the flat roof of the 8@y embraced
the given site and made use of it, rather than rejectingiith the Zenshi Zone intendéar
insertion within existing landmark buildings, this becomes an important reflection. Moreover,
she was inspired by the site and made use of an interior language that emphasized the beauty of
the exterior. It has been noted that Gray fell in love witlet si t eds vi ews and co
therefore made this a key consideration in her design deciSfofs do this, she designed the
interior to be reminiscent of a shidong, narrow forms with many levels for storage and decks

for viewing. Once again, thalludes to the adaptive reuse notion of designing the interior

154 A modiste is defined as one who makes and sells fashionable dresses and hats for women.

MerriamWebsteronl i ne ed. , s. v. fA moewtbstertcemddictiofaty/ingdiste./ / www. mer ri am
15 with this project, Gray demonstrated adaptive reuse of a sitr thdn a building.

1% Johnson, J. Stewakileen Gray: Designer_ondon: Debretts Peerage, 198400k edition.

157 Goff, Jennifer Eileen Gray:Her Work andHer World. Newbridge, Co. Kildare, Ireland: Irish Academic Press, 2016.
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environment to be evocative of the existing
ability to create and design compact interior environments that are centered upon custgmizatio
modularity, and maximal functionalityall of which are core concepts that guided the design of

the Zenshi Zone.

CONCLUSION

This literary analysis examined three influential concepts that collectively informed the
design of the Zenshi Zone. This ara$ywas intended to provide a theoretical groundwork for
the design decisions made in this project. Through the discussion of brand experience, interior
atmosphere, and adaptive reuse in retail design, this chapter analyzed varying notions that are
significant to a retail environment. The investigation of these interrelated concepts allowed for a

more meaningful design process and resulting design solution.

By drawing on the theories and research of these fields, the design of the Zenshi Zone
can provide ta Zenshi brand with an innovative, cuttiedge environment that is grounded in
research and knowledgehis not only becomes a primary opportunity for brand differentiation,
but it also seeks to redefine what retailing will mean in the future. Thoughdeaension of this
analysis is separate, the concepts are intended to be intertwined with one another, thus
contributing to the overarching design of the Zenshi Zone. The diverse topics discussed in this
chapter allow for an elevated understanding of elstinct fieldi consciousness of the concepts
as a collective whole rather than as separate entities contributes to a deeper understanding of the
perspectives that have informed the design. The relationships formed between these concepts
werecrucial inthis project, as understanding these areas holistically allowed for a cohesive and

unified design, which is found in Chap&rDesign Proposal.
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CHAPTER 4: PRECEDENT ANALYSIS

93



INTRODUCTION

The following chapter provides an analysis intsige precedents that have influenced
the design of the Zenshi Zone. These examples were selected to provide insight into the guiding
strategies and principles employed by designers globally, as well as an enriched understanding of
the design features, abstics, and qualities that relate to the typology of this project. These
precedent studies are noted examples of international brands that have employed innovative
design solutions centered upon consumer experience. In addition, these precedents consider
elements of the theories and concepts discussed in the literary analysis, further informing the
design of an alternative, experiential retail environment. Considering the emerging trends of e
commerce and technology, these environments have been seletitecbasis that they deliver

inimitable, captivating retail experiences that are unique to the brand they represent.

The subsequent precedents have been chosen to demonstrate varying scales of retalil
space$ from the large, permanent Prada EpicenterewN ork City to the smaller, temporary
Nike Fuel Station in London. The locations of these projects are relevant to the Zenshi Zone, as
each is situated either in a historical building or a contemporary, futuristic retail setting. The first
precedent, thrada Epicenter in New York City, is an example of a powerhouse retalil
environment. Employing strategies of adaptive reuse, it is situated within the former
Guggenheim Museum building. Apart from its mixese functionality, this precedent is
significant Dr its research into experimental technology, innovative display methods, and
unconventional materiality. The second precedent, the Selexyz Dominicanen Bookstore in the
Netherlands, is an excellent example of an awérthing adaptive reuse retail insertiorl his
precedent significantly informs the study of how the host building narrates the organization of a

space, as well as how designers managed the conditions and constraints of a challenging existing
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structure. The third precedent, Nike Fuel StatioBatpark London, was selected because Nike
is known for designing experiential, futuristic retail environments that strongly convey brand
identity. It is an alternative retail concept located in an inventive séttduaxpark London is the
wo r | d o6 s-upfmalt. lknbwn psoapetail revolution, the site itself is constructed from refitted
shipping containers designed to host temporary retail spaces. The Fuel Station is intended to
connect and play with consumers, while capturing the essence of the NideHhrargh

experiential design.

PRECEDENT 1: PRADA EPICENTER NEW YORK

1 Location: New York City, New York
1 Completion Year: 2001
1 Designers: Buro Ole Sheeren Architecture and OMA

The Prada Epicenter in New York City is a 23,000 sgf@oeretail project thaalso serves
as a public space, gallery, performance space, and experimental laboratory. This multi
functionality allows the flagship store to become more than merely a retail enviroinihent
transforms into a cultural hub for the public and fashion conityul hroughout the interior, the
brand installed several exhibits to showcase its products using alternative methods and
technologies. For example, the brands iconic Prada Wallpaper is displayed as a colossal mural
that runs along the northern entran€¢he store. The way this wallpaper is presented begins to
express the programmatic intentions of the intdribdefines a theme for the exhibitions
throughout the store. The wallpaper also evolves on a regular basis, allowing the interior to
constantlychange. The store is filled with interactive technologies and ctetiigg displays in
an attempt to revitalize the shoppirelated experiences. For example, when considering the

fitting rooms, the liquid crystal glass doors turn opaque at the touchutfan, and users can
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view their silhouettes on video projections from varying angles. Through such elements, it is
clear the design decisions of the space all intend to change the attitudes towards how an

individual experiences retail.

Locatedonthe gound floor and basement of the former Broadway Guggenheim
building, the Prada Epicenter was designed with a strong concept and architectural gesture that
establishes a foundation forthe desoggh he space. Thi s iTsacukvimp wn as
elementhat radiates throughout a majority of the interior. This element is whag¢nteshe
user experience arahableghe space to serve the functions as previously described. Being the
largestelementwithin the spaceThe Wavealso sets the tone for therin, textures, patters, and
materialityused inthe store environment. The scale of this feature allows for both transformation
and experimentation one side offheWave caters to fashion and exhibitions but is also a
seating area facing the other sideha gesture. Once again, at the push of a button, an event
stage rotates out of the component to create a platform for performances, projections, lectures,
and other events. This rapid change between functions allows the space to be in a constant state
of change, allowinghe spacéo be both experimental and temporary in nature. This temporary
nature is apparent in other design features as well, such as custom shelving systems and

moveable partitions that can be readily altered.

The aesthetics of the sgaallude to the nature of the braiithey arecarried throughout
the spae which ultimately results thebrand experience. The flooring within the space is black
and white marblé materiality that references the bramdirst store in Milart>® The langage of
the spacé bold, sleek, and refinednot only reflects the brand identity, but communicates

character to the public audience. The materials also reinforce théakigbn, luxurious nature

158 \Welch, Adrian. "Prada Nework Epicenter: Architecture.” Brchitect. https://www.earchitect.co.uk/newyork/pradanewyork.
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of the brand The Wave is constructed from zebrawoodeaatic and expensive hardwood that

is known for its bold and unique striping. To represent the dynamic personality of the brand, this
feature is contrasted with unfinished, exposed gypsum wall boards and translucent polycarbonate
walls. The latter provideintrigue for visitors within the space, asavealsthe raw brick

element of the existing structure.

The relationship between the old and the new was an important consideration when
designing the space, forming a narrative that related to the hagtancimark. As noted above,
wall treatments allow for users to see the contrast between the antiquity of the host building,
while still experiencing a contemporary, futuristic retail environment. Situated on the ground
floor and basement of a space forimérelonging to the Guggenheim Museum, this project was
an interior conversion of the existing SoHo structure. The overlap of typologies within the space,
from performance art to social events, was inspired by the nature of the host building. Through
examnation of these typologies, one of which includes ongoing research into shopping
behaviours and brand perceptions, this precedent proves to be beneficial towards this practicum

project.

ANALYSIS

There are many qualities of the Prada Epicenter that mfdbthe design of this
practicum project. The environment was built to be rfulictional, with the intent to create a
cultural destination rather than solely a retail spagenajor component in the programming and
design of the Ze ofpeiformadce spaces, qalleriesl and chnolegies to
connect with their audience was highly relevant to the study of alternative retail. Furthermore,
the overlapping typologies within a single space is characteristic of the Zenshi Zone. The scale of

TheWave, as well as its narrative and symbolic quality, provided an example of how to tie these
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typologies together. It also demonstrates how to integrate a monumental architectural gesture

within the design of a retail environment.

Another elementof Pradas desi gn applicable to this pro
constantly change from the largescale mural to the modular functionality of The Wave. The
design of the Zenshi Zone required a temporary environment that was both flexible and
transforméve, thus such elements are inspirational in the way they can alter the atmosphere of
the interior. The experimental characteristics of the Prada Epicenter, such as the unconventional
design of the fitting rooms, blur the lines between physical envirotsnagid technology

precisely what the installations within the Zenshi Zone were designed to do.

When considering materiality, Prada made design decisions based on how to best
represent the brand identity. In the design of this project, materiality leeanajor
consideration for representing the Zenshi identity appropriately. Learning from the ways in
which Prada embodied the brand through mateirifdsm the representative marble to the
exclusive zebrawoot presented this project with a successfiglecaf materiality decision
making. The use of industrial materials, such as steel and wire mesh, for the product display
cages inspired ideas related to installation, while demonstrating the importance of material

selection that allude to the host buildictzaracter.

Finally, the project is situated in a historical landmark building. Though the project is not
necessarily a temporary insertion, the ways i
building are relevant to this project. For examfbezonvey the antiquity of the structure, Prada
insisted on using translucent walls, and exposing the raw brick of the existing building. This
serves as an example of how to celebrate the qualities of the old, while integrating them with the

newi a uniqwe way of presenting the audience with an inimitable experience.

98



I
1M
T
I

il
1]
_m
|

[T

o

Figure 31: Section view of The Wave demonstraitimgfunctionality of the feature. Above shows The Wave as a product display sp:¢
with the stage intact. Below presents an alternate option, with the stage unfolding to accommodate performances and éients. T
gesture highlights the modular quality of@kVave, as well as its ability to respond with ease to the changing needs of the environi
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Figure 32: View of The Wave and laggale graphic wall mural. This mural extends from Broadway to Mercer Street, pro
a streetlength graphic display acss the northern wall of the space. Another flexible interior feature, the graphic change:
regularly to define the theme of the space and the exhibitions and interactive elements within the store.

Figure 33: View of the metal cage display features. Thages; considered a "hanging city" by Prada, act as a
flexible display for merchandise and mannequins. They also accommodate audiovisual equipment, and the
can be reconfigured to provide technical support for performances and other events.
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