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The exploration of developing digital components amnegrating technology with design
informs a new model for retail design. This model resisoto its users and lets them engage
more with the space than the traditional retail stoleslso provides an experiential space
informing customers in more attractive interactive svaydvances in computing technology and
software, along with new ways to configure and disptegse systems, have made it possible to
create a new generation of immersive environments. Thisemewonment, which is integrated
with design, gives more freedom to users. Accordingh& more links and connections this
immersive environments creates, It provides a more libgratvironment that is free from place
and time and engages more people to attend to the spddeeaa part of that. Equipping the
retail with digital components makes it accessiblepieople to interact with each other and get
any information they want. As a result, interactivéaitespace relies less on materials and

locations and more on social and technical capabilities



This practicum would not have been possible without #p bf so many people in so
many ways. | would like to express the deepest appreciadiony committee chair, Dr. Mary

Anne Beecher for all her constant support and guidance.

| would like to thank to my internal committee member, Cynthia Karpan for her
infinite advice and discussions we have. Many thanksyoexternal committee member, Mr.
Mike Isbister, for his extended inspiration and conveyingtexent he brought in regard to the

project.

Thank you to my friends for always being supportive andoeraging and all their

unsparing kindness.

Very special thanks to my family, mother, father armthwer for all their endless support,
both emotionally and financially. Your encouragement, ygs®n and believing in me always

motivates me to reach my goals.



$
&

%
1%

*%
%
%

"%

%
1%
*%
*%

%
%
"%

#%

,%

9%%6%6%6%6%6%% %% %6%6 60 BRHBHBHBHBLBL020000HEHBL00R0LL0E00600RBREB000000696%6%9696%6%6%6% % %N
%%6%%%%%6%6%6%6%6%6%6%6%6%6%%%%% %% %% %% %% HHH %% %% %% %% %% %% % % % % %%
" %%%6%6%6%6%6%6%6%% %% 6% %% %% %% %% %% %% %%
$ %%96%6%6%6%6% %Y T Yo% % %% %% %% % %% %% %
* %%%6%6%6%6%6%6%6%6% IIIISITITITIEY%6%0%0 %% %% Y% % %% %% %% %% %% %% % % %Y
- Y%%%%%%0%0 %% Y Yo Yo Yo Yo Yo % %% %6%6%6%6%6%6%% % % % %Y
( %%%%%%%%%% %% %) 96%%%%%Y% YWY
%%%%6%6%6%6%6%6%6%6%6 ) SUU WIS RS Y% %% %% YoYU Y YU Y%%K
$ & I ———w—ww
" ) * o ——————— n—,
9%6%%%6%6%6%6%6%6%6%6%6%%%%%%%% %% % %% %% %% % %% %% %% % %% %% %% %%
9%%%%6%6%6%6%6%6%6%6%6 % YIS U U Yo% %% %% % % % %"
YOI %%%6%6%6%6%%6%% %% Y U Y060 % %% %% %% %% %% %% Y% Yo%l
14 4 ( %%%%%%6%6%6%6%6%6%6% WV W VW W% %%% %% %% %% %% %% %!
(4 %%%%%%6%6969696%6%6%6%6%%%% %% %% %% %% % %% %% %% %% %% %% %% % % %% %Y
- %%%%%%%%6%6%6%6%6%6%
(60606 Y60606%%6Y606% Y SN IH Yoho Yo Yo Yoo Yo Yo Yo
* %%%%6%6%6%6%6%6%6%6%6%6%6% %% %% Y% %% %
Y 000%0%%%0%%%%% %% IBAM099969696969696%0%0%0ROBOLOLILICY Y Y% %% %% %% %%
9%%6%%6%6%6%6%6%6%6%6%6 BB 6%6%6%6%6%6%6%% % %% Y% Y% % %% %% %% %% %"
Y ( %%%%%%%%6%6%6%6%6%6 ) I G % % % %% % %%
) [ %%%%%%% 9%696%6%6%6%%%%6%6%6%6% %% %% %% %% %% %% % %% %% %!
(60606606060 %6Y606% Y AN Yoo Yo Yo Yoo Yo Yo Yo
(4 * Y %00%%%%696%6%6%6% %% %Y0WY6%% %%
) (% (0 Y%%%%%%% %% %Y Y T % % % % Y% %o Yo Yo Yo Yo% Yo % %%
9 %%6%6%6%6%6%66%6YeYeY e P IIIIEo% % % %% %% %% % %%
( /0 e pr————— prn——,—.



; 1
5' 6 "t
"

* 0 4 %%%%%%% %% %% %%
%%%%%%%%% %% % %09
1% 19 ( ( %%%%%%%%%% %% %% % %8%8%8%6%8%46%6%68%0908%8%048%64626%626262026%626%4

% (

T R A TN TR A TTR NI}

I T R A NN TR A TTR NI}

*% %0%%%% %% %% %% %% %% %% %!

% ¥ $
%
oy
#% x|
Yoo
* 8

% (

$ 'S

; &%

$| +||||||||||||||n||||n||||||||||

+ N
+||||||||||||||||||||||||n||||n||||
[ +||||||n||||n|||||||||||||||||||||n|||

+ T T TR T AR TR T LA

5 %
S %
L7
2

0% (

% I
$ ($  mmmmm—

e

+ PO
+|||||||n||||n|||||||||||||||n||||n|

O T TR R T TR IO T

" "t
( (.
, -'$+
%,( "

5| +||||||||||n|||||||||||||||n

o

+ PO

%%%%
20%%0%% %% %% %% % Y PR SIS PRI
%%0%%%0%%0 %% % %0 %R0H8UHUEHA LA

%%0%%%%%0 %% %% %% Y I e VeV e VeY
%6%0%0%%0%% %% %% %0 Y P P S P PSP %% % %% %% %% %% % %% %% % % %Y
969%%%% %% % % %% %% Y S S e

1% %0%%%%0 %% %% %% %0 Y PSPPI

T T R A TN TR A TTR NI}

T T R A TN R A TTR NI}

T T R A TN TR A TTR NI}

T T T R A NN TR A TTR NI}
T T R A TN R A TTR LTI}

T T R A TN R A TTR NI}
L T R A NN TR A TTR AT AT}

T T T R A TN TR A TTR AT AT}

06%6%6%6%6%6% % Y6%6%6%/60/ I
%% %% %Y %% %66 U U Yo Yo Yo Yo% % % % % %% %Y

I T R A NN TR A TTR T AT ]
T T R A NN R A TTR AT AT}
T R A TN TR TTR AT AT ]

N

9%%6%6Y6%6%6%% %% %66 0HBUBBBYBYBUEOUSUBLYYBYEBLOLOLOBIUN

T T R A TN R A TTR AT AT}

T R R A TN R A TTR NI}

—

96%%0%%%0%%%6%6%0%%6% %% %% % %% %% % %% % %% % %% %% % %% % %% %% % %% % %% % %%
PP 65545/0%0 %6 %0 % % % % %% % %% %% %% % % % % % % %

96%0%%%%% %% %Y
%%0%%% %% %%
0%%%%%%% %Y

%%0%%0%%%0 %% Y% VSIS %0 % % %% %% %% %% %% % %% %!
%%%%0%%% %% % %% %% % %% %% %% %% %% % %% %"

(A O B B B By %%%%%%%%%%%(M
%% %% %% %% %% %% %% %% %% %
16%6%0%0%%% %% %%

%%0%%% %% %% %%

T N T E RN LR R TN T 2
1

B o
mmm— . g

T T TR T T T T 5||

i n—— —— s

mmnm—n—— a7,

i n—=_=-nnn-en 55

I T T LR R T T TR AT 5

%%%%%% %% %% %% %% %

N _#
L N TR AN TN AR AE _#

LLRLR RN RN _$

T _$
2%0%%%%% %% %% %% %% %

N n

T N T T TR R LR R TN T (



[ + I O T T T T T T I R A TN R A TTR NI} I T N T T TR R TR R T T T (

2 rmm——— ————————— —————""_
1% ( %%%%%%%%%%%%%%%%U%%%% %% %% %% %K%Y %% %% %% YWY U Y%
*0f %%%%6%6%6%%6%6 %% %R 6% %% %% Y%%N
% %% %%%%%%%6%6 %% %%R %% %% %% %% %% %%
% < %%%%%%%%%6%%%608 %% %% %% %% %% %Y
x 1 %0%6%6%6%6%6%6%6%6 %60 0%6%6%%%% %% %% %W WYY Y %% %% %%
% %00%%6%6%6%6%6%6%6%6%6%8 %% %%%%%%%% %%
1% %060%6%6%6%6%6%%6% %% BUYYYYYY %%
*0f 4 %%V I Y% %% %% %% YUY Y YY
% %0%6%6%6%6%6%6 %% %% %% OYUYYYYeYoY
% %0%6%6%% %% %6 %% BH%YYYUNYYYY %% %% %%

$ 8 o S —————————— n—e g

" 8 o e —————————— n— 4

¢ 8 9 I g

"% ="C ( %%%%%%% %% %9 0%0%%%% %% % %% %% % %% %% %% %% % %A
#% "™ %% %% %% %% %% % %% Yo%k
,% ' ( %%%%% %% % %% %% %8%68%846%8%6%8%8%96%6%646%6%6%68%040%8%4848%8%80% %% % %% %% % %% %A
o 2* ( %%%%%%%%%% %% 20%%%%%%%%% %% %% %% %% %%

%%%0%%%% %% %% %% %% 0%%%%% %% %% %% %"



o

$+9 ! )
"+9 1 )
+ ' 9 7 )
) 6
5+ : )

+? 9 ) 9 )
4?2 0 ) )

2+ )

@+ 7 B* ) "
$#+ ) 13

$$+ & 27 )

$'+8970 ) )"
$(+ ) C % )
$,+ 3 0) C % )"##
$5+9: 3 0) ) "HH) <
$+ 1) 7)) <

$+ )L ) 1)

$2+ ) 0)
$@+! 9: ) :

"#t 8 ) =

"$+ 9 ) 8

8 )

>||||||||||||||||n||||n|

" ) % C )"
"+ ) % C )"
"H1E ) 1 3 )<
"5+9 | )

"t )

0 )
o] )
"o+ ) e
(#+  gp

$+ % 700

||+ % PO

*+9 ' 9 ) '

N

R R A NN R A TTR NI} I LR R N N TR TE RN}

R R A NN R A TTR NI} I TR R TN N TR TE RN}

O T TR N TR T R T T LA AT

yw2)<t 1 o)=L >
) "##-) < :
4@)A? 9

HHYA? 0 )1 )

T T R A NN TR A TTR NI}

g
"5
g5
) A '$-

I T TR TR T

> i

AIIIIIIIIIIIIIIIIIIIIIIIllI

T T R A NN TR TTR AT AT ]

) "#$#) AT

IO T TR

W
VHEYA D) AT
HEYA 2 ) A o
"HH@) < ? ) )
@) < ? ) 2
%OD 6 0 A (@

> mm————s ——(@)

LT LT LRI T #
’

O TR N TR T R LT TR AT

I TR R TN TR LT o #
’

) "H#) <! 7 > i
606)"##) < g > "
%? 8 ) ") <

T R A NN R A TTR AT AT ] N n
3

## O T A TR T LA AT A AT} LN T T EE TR TN T TR T (
)

## O T A TR T LA AT A AT}

LN T T EE TR TN T TR T (
)

o
LRl

7 ! >IIIIIIIIIIIIIIIIIIIIII

N L RN T L EE TR T TN T AT 2
)

I T L R NN TR R NI TE A 5"

T T E R A TN R A TTR AT AT ]
T R R A NN R A TTR NI}
T R R A NN R A TTR AT AT ]
I T R A TN R A TTR NI}
T T R A TN TR A TTR AT AT} T N T TR R T T A T 5(
T T R A TN TR A TTR NI}

LT LR EE R I T T 5
1

T R R A NN R A TTR NI} T N T TR R T T A T 5
)

T R R A TN R A TTR NI}



+ 7 ) o
(5+ 7 ) c!)
(+9 1 )
(-+ B )
@+ ! ) "
(@+ ! )
H & )
S+ & 1) o
o)

% )

9
2 9 )
2+8 )30 C
@+8 )30 c
5#+ 8 )y 3o
5%+ 8 )% 3 QU
5"+ )G 7
S5(+ )
5,+ x
3 g
3 g

LT RN TR T T

nt 7
5+9 !
-t9 !
.+ 8

mn

5@+ ) 3 QU

TR EE T T T IO T

3 g
)30 6

4 PO
4 T

mn

-—+ * |
_.+ 7 mnn

LN RETERR]
4 LTI T I

ORI T

$+ 3
S+03 )y
(+30 3
S48 7

)<
< F) E%)

T T L R A NN TR A TTR NI}

T R R A NN R A TTR NI}

T R R A TN TR A TTR NI}

N

R R A NN R A TTR NI}

T T R A NN R A TTR NI}

T T R A NN TR TTR NI}

T TR T TR TR AT TA R TN

T T R A NN TR A TTR NI}

I T R A NN R A TTR NI}

L L N T TR R T TR R AT AT ]

I T R A NN R A TTR NI}

T R A NN TR A TTR NI}

T T TR R N R R RN TRA RN}

T R R A NN TR A TTR NI}

I T R A NN TR A TTR AT AT ]

T R A NN TR A TTR NI}

T T R A NN TR TTR AT AT}

I T R A NN TR A TTR AT AT ]

T T R A TN R A TTR AT AT}

T T R A TN R A TTR AT AT}

T R R A TN R A TTR AT AT}

T R R A TN R A TTR AT AT}

T T R A TN TR A TTR NI}

T R R A TN R A TTR AT AT}

T R R A NN TR A TTR AT AT}

T T R A NN TR TTR AT AT ]

T T R A NN R A TTR NI}

I T R A TN TR A TTR AT AT}

T L R A TN TR A TTR NI} [

T T R A NN TR A TTR NI}

T T R A NN TR A TTR AT AT}

T T R A NN TR A TTR NI}

T T R A NN TR TTR AT AT}

TR R A TN TR TTR AT AT ]

T T T R A NN TR A TTR AT AT}

I T R A NN TR TTR AT AT ]

T T T R A NN TR TTRIAT AT}

T T R A TN TR TTRLAT AT}

T T R A TN TR TTR AT AT ]

F)E%)!

> [LOLRRRTTET
! > o i 5.
I T L R NN TR R NI TE A 52

N _$
NN _$
LLLLEE UL LA EL AL LT LT L L
LLLLLE UL LA EL AR T L LTI
NN _2
Ty n
T (
L T TR R T T TR AT
o

LT LT LRI 2

L T TR R T T TR AT @

I TR R R NN N TR TE RN} 2||
I TR N N TR TA RN} 2(
N 25

L T N T LR TR R T I T ] 2_

I TR N N TR TA RN} 2

T T TR R T AT RN A L 22

N 2@
N 2@
N @$

N @II
T N T TR LTI T T @(

L T T LR R T T T T AT @
3

N @
PO @

L T L R NN TR NI TE A 2

||5_



+ EC RN TTRR LTI

48 2) (
2+3 | HE
@+30 3 !
2#+3 0 E
2%+

IR TR TN T

L T R TN TR AT A ]

T

$+ %

||+ N

(+

N

5+ LT CE T TR T IT T
—+ 9 L TR T T T AT
.+ 8 : N

[LLLERTTLT

T R A NN R A TTR NI}

T R R A NN TR A TTR AT AT}

L TR T T TR T

T

T T R A TN R A TTR LTI}

T T R A TN R A TTR NI}

T R E R A NN R RATTR AT AT ]

T T R A NN TR A TTR NI}

o

o

T

o

T

T T R A NN R A TTR NI}

T R R A NN R A TTR AT AT}

PN

PO

N $$

T T TR R L AT TR T A L
’

T N T LR R R AR TR AT T AT 5

e _@

mnn $

T T LR R AR TR NI AT $ll#

LR RN TR ETTE)
LR RN TR ETTE)

LR N TR ELTTA)

T T LR R AR TR NI AT $ll$



(8 ! ! 2) 6 ) "##2) <! ! ;) =h $,
! > 11 D4%! "'# 6 x

+HHO00' 6' H H6 : ($"2H$(- @-.5."H
"1 : ) ) ") < : > D £ $5
%! Mg +HHO00' 6' H H H"-5@.,2#$H
"(2 2?9 ) 9 I )"##@)<? 9 > Il D ®%lz "%  $5
9 I'* +HH000' 6' H H ; H(..(25%".H
"( 3?2 0 ) )'H#E)<? 0 )l ) ) $-
> 1l DA%!4%7 (‘# sx +HHO00' ' H  OH$"54
H$A-5H? 40 4 441 44 44
(-7 ) |3 ) "#H$H) <7 I > np<s ("
%14%7 "% | 3 '*
+HHO00' 6' H H H,(@5@.$@ H
(- & 7)) ) "H#.) A? ) > (.
! 7 ()"H$$ *
+HH000' 6' H H H(#,(2 -2$5,H
"( - 8977 ) ) "#H#) A ? ) > (.
7 ()"H$$ *
+HHO00' 6' H H H(#,(2 JH
" (-0 ) C % )"#H@)< ? ) > 2
DA%!"# C % '* +HH000' 6' H H  H(((-.($-H
"( -8 3 0) C % )"#H@)< ? ) > D¢ (2
%l"# C % % +HH000' 6' H H  H(.("-.2,5H
"(-1 9 30 ) "H$H) < ) % 0OD6 % A !lD &l "4 (@
Lk +HH000' 6' H H JH5#@@5@5--@H
" -2 1) 7)) < > D Sl " 7 (@

* +HHO00" 6' H H 0 H$222,".2H



8

n ( _6 ! 9: ) )"##_ )<! 7 > ‘!
) - 7 2)"#$$ *
+HH000' " H
(7 8 ) = 606 ) "H#) <
>l D4 "# = 606'*
+HHO00' 6' H H6 606 H"2#2##" 2.H
" - 9 ) 8 % ? 8 ) "##.)
8 )  >! DA%4 "#8 %? 8
- +HHO000" 6' H H OH(#,"2.(25"H
" ) % C )"##- ! ()38
+HHO00' 6' H H & H$-2.,($"H
(.0 ) % C ) 70 H#sS
+HHO00' 6' H H & H$-#-2@#,%H H H
"(.8 VE ) 1 3 )u$H<7 P> 1D A7
| 3o +HHO000" 6 H H H,(@5@,$@,.H
7 $3)"#$$ +HH 4
' H8  HHI%.$-" #-$52.(#
7 $9)"#$$ * *HH 4
"' H8  HHI%.$-" #-$52.((#

—~



1" #



The development of technology opens up many opportunitiesitamas a profound
influence on the living standards of people. The cumpenibd of rapid change in technology is
paired with a considerable change in people’s lifestyldss change is also seen in the
increasing speed of communication. Modern societies su€lusopean and American countries
are based on industrialization and consumerism, and rieeg to increase their products to
satisfy consumers’ needs. In these societies advertsiaghistorically played a major role in
presenting products and attracting customers. Also in Westeuntries, visual culture has
become dominant as a representation of modernity duringnthestrial Revolution and the
creation of mass consumers and urbanization. Assistatpaéogy and implementing different
media with visual products attracts more audiences and plagajor role in representation. It

can also transfer information more easily and quickly.

Although the development of new technology has benefitesfomers, it also causes
customers frustration in dealing with new technology esyst and equipment. Thufhis
project’s subject is the design of a retail spacewatld help customers get acquainted with the
new products of digital companies. The design of this tgplfocuses on the spatial
experiences of visitors rather than the display ofdpots. A new technologic environment
provides new settings for experiencing all the featuras ¢an create attractive, interactive and
cooperative space to facilitate communication. Thecespaould be both an entertaining and

experiential place in a major shopping center in Taront
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The practicum project explores interior spaces that ldar the boundaries between
public pathways and retail stores. In this proposed degigre will be no clearly defined inside
or outside for the retail space to display its produtisill be a somewhat fluid path that invites
pedestrians to pass through the space. Not only physical bamdall be blurred, but virtual
ones will be created to provide more links for connectonghe space. Therefore, the project
attempts to create a hybrid performance space thathletsirtual customers become a part of
active marketing and shopping.

Moreover, the project will generally consider how teate interactive space and make an
entertaining place to engage visitors more with the spBoeviding such a space can potentially
attract more visitors to enter and can, to some exéen as a platform of experiencing products.
Thus, design will explore how different systems sushvasual products and new types of
technology can assist in creating an attractive space

Due to the crucial role of branding in marketing, how aeriar offers opportunities for a
company to express its brand and products and to attraet ocostomers is critical in this
project. The practicum explores how branding and its egiidin to visual products can inform
an interior space and exploit technology to provideebgitbssibilities for expressing the brand

and making better visual communications.

)$ * 1 %
My passion for designing interactive and digital spacesth@snain reason of exploring

in this area. Thus, designing an interactive and high-teteil space seemed like a good choice



for studying how to better design expressive and engagirgespa general. Also, for a post-
industrial economy, design is an important element imeaming competitiveness in global
markets, attracting more consumers and further investBesmiding and advertising are critical

factors in contemporary design and play a significalet in marketing and gaining revenue.

The project proposes an effective way for people to dsgéne in an interactive,
attractive and entertaining space to become famiigln new products; to have access to the
virtual world; and to increase their knowledge about neshrtelogies and products. Such an
interactive interior makes the display more of apegiential exhibition so that at the end of an
interactive journey, users’ knowledge of new product$ bel increased. This space will be
designed for all ages and ranges of people. The deslgmeWde digital screen installations,
interactive tables, touch screen windows and interafitees. The interactive exhibition allows
the users to get acquainted with new technological produets €xperiential atmosphere.

Making a vital space with new media installations can mg@ky attract visitors from
local and tourist markets; it brings investment on onedhamd creates an entertaining and
informing space on the other hand. This new experiefatial of interior is an unusual way of
presenting products that makes it different from the wagority of retail stores being created
today. The project proposed here directs pedestriansetgpdice and provides them with an

interesting, entertaining and informing space that theymaag not planned to visit otherwise.



The contribution of design to increasing awareness oflymts and their essential
gualities is shown in facilities designed to exhibit cawdities. A retail space with the focal
concern of raising awareness among consumers is a sramgple of a space that not only
serves the producing corporation, but also expands the jsuktiowledge about products. In
this process of applying visual media and using informatiolmn@ogy as instruments that can

help to reach this goal would be helpful.

Therefore, | am going to explore ways that intedesign can influence the ability to
present products in a manner that establishes interaetatgonships with potential consumers
in a specialized interior space. At the end of an augre journey, users’ knowledge of new
products may be increased. The space would house a tempetatystore that provides an
opportunity for potential customers to obtain informataoout new digital products by attending
to online or onsite sessions held in the retail. | presthis place will potentially serve as the
display show for companies that are more interestdédhnology or those that want to take
advantage of the new technological opportunities todioire their products. In this project | am
going to design a space for five high branded companies susppe, Sony, Toshiba, HP and

Dell.

This interior retail space will be designed for two laraf users: first, for digital native
users who are familiar with virtual space and second,dfgital immigrants who are not
acquainted with technology and the digital world (Pren2R91). The first group primarily
consists of the younger generation that is used to a ivexperience of space, while the other

group is more comfortable and familiar in physical spaleerefore, different media and



technological tools and materials will be employethis building for creating both physical and
virtual exhibition to offer diverse products. Ingtway the new facility will target a wide range

of population.

+$ &

Regarding the typology and function of the interiois better to have an expressive and
prominent design that is different from its vicingo that it can attract more people and become
the center of attention. At the same time, thegtesiill try to assist multimedia and intelligent
materials to attract more customers. Moreover|dbation is in a populated area; meaning that it
is located in a place with a large amount of pe@esttraffic. Since downtown Toronto is a
significant commercial and economic hub on an md@gonal scale, my suggestion is the spaces
around and under the openings in the Eaton Ceatetajor shopping center in Toronto. These
openings are mostly places in the main public dors that have access to the subway and serve
a large pedestrian population every day. Thesetitota are visually connected to the other

floors to allow more people to engage with the sp&tgures 1 and 2 depict the locations.




Gaining a thorough understanding of the interactive and exptispace that allows the
audience to further engage with a retail environmerttasmain goal of this practicum project.
The project also provides an opportunity to become fanwlir new technology and materials.
Thus, the goal is to design a high-tech space formed éyashistance of new materials and
digital devices to inform and attract audiences. Theeptoalso provides a comprehensive

understanding of visual products and their crucial role irketang and gaining revenue.

The practicum consists of six chapters: “Introductiot,itérature Review,” “Precedent
Review,” “Programming,” “Design Implication,” and “Conclion.” Chapter One provides an
overview of the practicum project. It explains what pineject is, why it is being done, and what
the purpose of the project is. Chapter Two consistslidérature review that is divided in to two
major sections: 1) the history of modern North Americatail design and 2) visual
communication and branding. Chapter Three includes an @alf/precedents that express
themes explored in the literature review. Chapter Foaviges the design program based on my
theoretical research, information provided by the Cadiffair View Company, the owner of
Eaton Centre, and an analysis of the design contextoantown Toronto. Chapter Five
summarizes the final design proposal for a new mode¢tadl design. Chapter Six provides a

conclusion and discussion of potential areas for fustudy.
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Nowadays, shopping is much easier than it was befordaylfoconsumers are able to go
to shopping centers located in their vicinities and bimatwhey need or even stay at home and
order online; but in a traditional form of shopping, peogterohad to travel to different retail
shops that might not be local to find their requirememtss tradition has changed with the
emergence of electronic shopping, since customers warofline and order many goods and
don't need to travel to shops (Gould 1998, 149). Travellingvéeh different places and
checking alternate shops to find essential goods wasiggpers’ time and energy. Expanding
retail environments, equipping them with various commesliand offering lower prices were
the solutions that modern retailers proposed to bettefysgaonsumers (Longstreth 2010, 8).
Therefore, providing comfortable, accessible, pleaaadtprofitable spaces, both for customers

and salespersons, are the main concerns in expandirngmeieonments (Longstreth 2010, 8).

Expanding retail environments also make the market marpetitive, as the ones that
could satisfy more consumers were the ones thatcetttamore investment. Offering more
services, diversity in commodities, better quality andeloprices of products were some of the

options that modern retailers adopted to challenge @hen (Longstreth 2010, 9).

This section shows the development of retail intesjpace and its impacts on shopping
culture. The development of retail spaces will alsoelkamined to show how service quality,
consumerism and business have changed stores and createchpatitive market. The

progression of small stores to department stores, suggys® shopping centers, is also what
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this chapter will explore. Following that, the chapconcludes by looking at future trends in

retailing and the advent of virtual shopping.

This diagram shows the shopping evolution:

1850 1890 1920 1930 1950 1970 1980 1990
department stores , ters electronic shopping
L. o erercy sowces : o || pm
malls became communty centers

shopping centers with parking lots
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The 1870s was a transitional decade in Americamarurbetailing. Small shops,
neighborhood dealers, small dry goods firms andelavholesalers were the dominant retail
environments offering special goods in cities. Be#w 1850 and 1890, a new pattern emerged in
response to urban growth and the discovery of masvgy sources such as coal, gas, oil, steam
and electricity (Leach 1994, 17). The progressibnmachines facilitated overproduction of
various products such as food, clothing, medicinewen household appliances by the 1890s.
Discovery of new energy resources and developmientachines, helped speed up the creation
of new goods and mass production; thus, many pteduere produced in factories and brought
to the market to satisfy people’s needs (Leach 11994 Due to urban growth, cities were faced

with large and growing populations and differensices that needed to be secured.

Prior to World War I, most of the commercial, rétanffice and residential spaces were

located in downtown as people lived and worked eéhéilberberg 1976,13). Downtowns
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became commercial hubs in large cities since they becaare accessible for citizens to get
there. Thus, downtowns turned into important placesdtailers to market their products based
on the accessibility that these locations had. Theseftransportation changed the retalil
environments and gradually replaced small-scale shops aiiferalized vast spaces that sold a
variety of products (Leach 1994, 15). Department storesyrmbads of a centralized retail
environment, began to dominate the commercial distoictsties as early as the 1850’s. As an
example, the growth of populations in large cities sucNes York, Philadelphia and Chicago
by 1880 encouraged the expansion of businesses and the aiagesifof stores by developing a
new form of retail: large stores with varied goods orgathimto departments (Benson 1979,
199). Macy’'s in New York City (1858), John Wanamakear Philadelphia (1861), and Marshall
Field’s in Chicago (1865) all exemplify this retailing revan. This type of retail environment
provided diverse choices for customers and allowed thelonowwse and find merchandise that

met their needs.

In 1901, the Federal Industrial Commission in Washington, E2l€ased a statement that
recommended that department stores be located in the ¢eaters of U.S. cities (Leach 1994,
30). Such statements demonstrated the economic role pdrtdent stores in bringing
investments into cities. Department stores functioned asain place to display products
produced in factories and industrial areas. As such, thegnie important places to merge
regional industries and local commerce as two key ingneslifor providing support for a

thriving urban marketplace.

Department stores also became places for meetingstanment and tourism in cities of
the nineteenth and twentieth centuries (Benson 1979, 203)epetment stores started to turn

into prestigious spaces, they were not solely pldoesshopping anymore; they started to
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become spaces that were more social within a public xtorfEer instance, they became a
respectable place for women to interact with one faroin public, as the departments provide

safe environments for them (Benson 1979, 203).

Department stores exterior height, form and mateaahme important elements to show
off their space and encourage people to enter. Mostssteere designed and remodeled in a
way to persuade, seduce and fascinate customers and to rmadeptrtment stores places of

consumption of all kinds (Benson 1979, 203-205).

The advent of the department stores was also the easement of a new culture of
purchasing. With this new purchasing culture, customers erem@adnt variety of products,
facilities and services such as restaurants, beautgssglost offices, nurseries, meeting rooms

for women's groups, delivery services, and repair servicgevielry (Benson 1979, 203-205).

As a by-product of this new purchasing culture and increasesl pnaguction, new kinds
of media appeared in the 1890s. Picture advertisementjcapsters, painted billboards and
electronic signs were the advertising methods utilizedascinate and attract more customers
(Leach 1994, 40). Between 1890 and 1915, countless posters, signbodbdsrds and
electrical images appeared in the United States and Cafddertising and banners advised
customers of products each company had and presented themavéhaccessible information

compared to the past.

With the rise of department stores and the creatfoadwertising, department stores
started to compete by exploiting this new media to thioe their products and their services.
They highlighted the points that encouraged more consumeisit the departments. Gradually,

all the services became more customer-oriented tdysai@e consumers. These giant markets
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redesigned their fixtures in a way to be more attraamne convenient for customers to browse
and satisfy their needs. Changing the standard of shetabigs and providing each item with a
specific place were some strategies designed to enhandeesquality. Designing specific
sections and departments for different products madeaa lelgout for consumers to find their
desired goods quicker. The invention of elevators andaecalalso provided better services
and allowed salespersons to have multiple departmemseirbuilding. The effective point of
new arrangements and changing the layout was reducingntéetttook for customers to do

their shopping (Benson 1979, 216).

With the growth of urban populations and the developmeautdimobiles, a new type
of marketplace developed in the 1920’s. The retailing landseapechanged by the expansion
of the transportation system and the increased useeotdh Retailing started to become
decentralized and dispersed in the urban landscape asohilesybecame the preferred mode of
transportation. Development of a road system for aubdendransportation facilitated longer
trips and allowed people to have more leisure time aftigitees. Hence, downtowns were no
longer the only prestigious places for shopping as latggpping centers arose in distance
suburban areas as a type of retailing that provided pkeakapping environments all over the

cities.
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The first shopping center was
Country Club Plaza, established in 1922 in
Kansas City, Missouri (S6liner 2008, 3). The
development of automobiles and a growing
use of cars influenced the formation of auto-

based retail environments. Regional malls

were designed to serve consumers who had
n ( 8 *( *($ > = $ " &

access to automobiles. According to Riche =-775=7"( *(¢ >=@*= * A

Longstreth, the automobile was a central factahigs planning since most people had cars at an
early date (Longstreth, 1997). Therefore, the rfeegbarking spots increased and large parking
lots were developed as part of shopping cer{rsgley 2002, 78)In 1931, the first group of

stores that had their own parking lot was openddalas, Texas.

Malls became more popular as they provided a ungpsee and shopping experience
through their enclosed and inward structures. Trsé énclosed shopping center was founded in
Minneapolis, Minnesota in 1956 (Feinberg 1991 )was designed to keep shoppers away from
severe weather and crime and to provide a safeamaent and leisure time for customers
(Feinberg 1991). However, our concept of modernpphy centers today comes from the
shopping environment dated back to more than asdmdiyears ago when bazaars and markets

were the business and cultural place for peopietévact.



The Grand Bazaar in Isfahan, built in 10th centisyone of the oldest examples. The
fully covered ceiling let the pedestrians be prtadc

from the hot weather of Isfahan.

The number of shopping centers increased in
the 1970’s. People preferred the convenience of
having all the shops together and the new entantin
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space that they provided. Shopping malls had atg =772=2 [|> A
impact in retail development by providing a corigdl and relatively safe environment.
Shopping malls consisted of a mix of merchants wittentral management; in most cases, they
also had recreational spaces such as fountainsfeodl courts that provided a pleasant
environment. Creating such a safe and pleasane spamouraged consumers to spend most of
their time and money theré&hus, in the late 1970°'s and early 1980’s, maksdme a
recreational place and people not only went tosrallshop, but to visit their friends and to have
fun. Gradually, shopping centers turned into a comity center that allowed shoppers to shop,

to go to entertainment places such as cinemasurestts, bowling alleys or cultural events. The

overall size of some of these malls is quite large.

West Edmonton Mall located in Edmonton,
Alberta, Canada, is the largest mall in North Arceri
This mall is spread over an area of 350,000 square

meters. It has over 800 stores and parking for more

than 20,000 vehicles. The mall receives 28.2 nniIIi;‘( 29 - %

*(=.776=B9 B
visitors per year and between 60,000 and 150, (
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shoppers daily, depending on the day and seastaslbver 800 stores, an indoor ice skating

rink and 24 movie theatres (Pocock 2008).

In the 1980’s and the 1990’s, another type of
shopping center was formed in response to urban
growth and a shortage of land. High-rises wereghesl
to accommodate more people in a compact footpndt a
to act as a smaller-scale model of the city. Thisls
scale city needed to contain essential spaces asich
shopping centers for their residents. This new logyn
vertical shopping centers, included parking lotgps,
offices, hotels and residential spaces (Sollner82@&).

They were usually located in places with large

1
©

populations. High residential, financial and offic ( 39
o _ _ | =.772=B9 =

buildings were the possible choice of space . - _-cpg

accommodating this type of shopping center, as they

could provide service to their consumers in theaal vicinities. Chicago's “Water Tower Place”

is an example of this type. It includes hotelstaesants, offices, stores and residential units.

Supercenters, warehouse club stores, big box eetadind on-line mass merchandisers
are other types of retailing that have emergedch@ late 1990'sHausman and Leibtag 2007,
1158). They often have extremely large stores atldasvide variety of products. Today, Wal-
Mart is the largest and most popular of these mgmer outlets. Wal-Mart offers different
products from different brands at significantly lemprices. The average price at Wal-Mart is
about 15%-25% lower than traditional pricing (Haasnand Leibtag 2007, 1157). These lower
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prices create a competitive market and they forcer dthditional retail outlets to compete with
Wal-Mart by reducing their prices or by leaving the markemla his competitive market has
brought benefits for consumers by offering a varietyptions in prices that allows them to
choose the most affordable one. On the other handM&fl makes profit by increasing their
customers, which they have attracted by offering lowereprignd through their convenient

return policy.
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In the late 1990’s, popularity and prevalence of the Intemfuenced shopping
behavior, and marked the beginning of electronic shopping. Sédtion explores the impact of
e-commerce on the general retail environment and theatrole of digitization and the World
Wide Web in shopping behavior. Recent research showghhaglobal electronic market and
digital revolution have had a great impact on electrehapping (Dixon 2005, 98). The number
of consumers shopping online and the amount of timearegpending to do online shopping is
rising. Research estimated that internet sales doubl2d0@ comparing to 199@Volfinbarger
and Gilly 2001, 34).

The commencement of the World Wide Web in the 1990'd #we subsequent
emergence of online banking provide a space to do online bumame shopping is an option
that allows consumers to find the items they need, tordiaen online and to receive their
orders in a couple of days or weeks. Moreover, with ttpamsion of the Internet, a further
marketing channel to target consumers has emerged thas allistomers to browse more easily
and more quickly from their home instead of going out jtblic or being stuck in traffic.

Having freedom and control are the two noticeable bengfits shoppers gain while shopping



online. Inquiries have defined the convenience of online shgppiterms of saving time and
effort and due to increased accessibility (WolfinbargerGuitigt 2001, 42).

The possibility of shopping at home at any time, evdaraftores are closed, gives
freedom to consumers and allows them to shop online 24 halayg, aeven days a week, 365
days a year. Shopping online provides a comfortable environimebtiyers at home, work or
school. It makes shopping timeless and placeless,rssig®rs can do their shopping any time
and anywhere.

Technology makes life even easier. Now, smart phomglse the network accessible
everywhere and make it possible to connect to theneteand order what is desired while
waiting in bus stations or in doctors’ offices. Having ffee in this trend of shopping makes it
very popular. Today, web sites like Amazon or eBay\ag popular. Both companies are
online shopping websites in which people and businessesnougedl a broad variety of goods
and services worldwide. They offer various products wittsarable products and shipment
prices that motivate more customers to buy online filoer websites. Both websites allow for
the buying and selling of both used and new products betweendre Bayments are made
easily through online payment services such as Paypal amd-based feedback system ensures
a rather reliable trade.

Online shopping allows customers to take advantage of Ulgbadaopportunities to find
and purchase products. It is usually impossible to ex@lbbreptions before making a choice;
however, browsing the websites allows consumers toaljghe possible information and a
variety of prices to compare before making a decisidvary Wolfinbarger, in her paper
“Shopping Online for Freedom, Control and Fustates that “online buyers’ perceptions that e-

commerce offers them better selection, howeveersab the selection available on the internet
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in general, rather than the selection on the iddial sites, which is often perceived as limited as
compared to the retailer’s offline stores and even aggakyVolfinbarger and Gilly 2001, 43).

A significant reason for consumers to use e-shoppinghés great availability of
information that is available with just a few click$é the mouse. They can acquire all the
information they want about a product, compare the paodsqualities and decide later. Price is
an important piece of information that is searcheddnsumers and the Internet, as a medium,
provides an environment to compare multiple websites ank ¢her products and prices. The
availability of information provided by the Internet lgisen many opportunities to retailers to
promote their products and trade them online. For exammiea furniture store with limited
space, it is rarely possible to display their entirdorca@ollection for a piece of furniture;
however, it is possible to display all of them infeliént colors on their website. This way, the
store is able to give the customers the opportunity éohsev the product looks in other colors
without having to carry them physically in the store.

Despite the fact that online shopping provides more fr@ealod control, in some cases
websites are a less convenient way to shop. There uge difference between physical stores
and electronic ones. First, it is difficult for custasé¢o trust a website from which they have
never purchased goods. Second, it is not possible to tthjebts and feel their shape and the
materials or even to see whether they are the sightor not. That is a particularly critical issue
when buying clothes and shoes. Although some websites ascleddiebauer.com and
landsend.com offer virtual fitting rooms, shoppers rapeéfer trying out cloths in virtual rooms
or seeing it on virtual models to traditional fitting m® (Wolfinbarger and Gilly 2001, 42).

Return policies are another problem in online shopping.eBoras an item is sent to a consumer
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by mistake or a consumer clicks on the wrong produchdse cases, it can be difficult to return
items and get refunds.

| assume these days, customers prefer multi-model stmgdbey go to retail stores to
check out products, to touch them, and to examine thdmeo&ind then later they go online to
compare the prices and get the information to order thesired product. Motivation is an
important part of designing a multi-model retail storeicsithe retailers should provide a
convenient environment for their customers and attraan ttee shop at their store. Thus,
deciding if a store should be structured more online or offiepends on the type of the
products they are offering.

Even with all the disadvantages, online shopping renwesof the most efficient ways
to purchase goods such as books, movies and tickets addhgyneed to be touched before
buying. Computer users prefer to buy online instead of goidifferent stores, standing in line

and being in crowded spaces, which they perceive as a efdktgr time.
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Through this review of literature on the history of retaild the development of
commercial space, it was demonstrated that there &ationship between retail design and
technological, economic and social structure. Theodisgy of new energy sources such as coal,
steam and electricity and the invention of industrial mvaes has sped up the creation of new
goods and led to mass production. Over- production has resulad expansion from small
shops to department stores and shopping centers thanhwafuence of the developing industry
and technology. Moreover, the development of technyologl the growing use of the Internet
created the concept of online shopping in the last deead¢her example of the progression of

technology and its influence in retailing. Retail landseapave also changed in response to
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urban growth, and emerging department stores and large spaggpiters are the results to this
change. Retallers have always taken advantage of ehatingy have made profits by improving
convenience and accessibility in their spaces by offeximgriety of products to their customers.

All of these social, economic and technological adeariave influenced the formation of retail

environments.

Finally, the development of retail environments turned them places that not only
offer shopping opportunities, but also a more attractilaeep for customers by providing

entertainment and leisure services.

| assume in the future, retailing will also be affectedsbgial trends and technology.
New ideas and business models are emerging almost eveayndalyey have been influenced by
the progression of technology. In my opinion a succéssfailers are the ones that can bring
more freedom, convenience and security to consumers. id&sidpoth online and offline

shopping centers gives even more freedom to customeris arore satisfactory.
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We live in a society that is becoming more consumemted In this society “products”
play a crucial role in gaining revenue for cities; thegry from architectural products to
companies’ commodities. In the large scale, architelgueoaucts, buildings, can attract tourists
and advertise the city by image making; however in sh&ll scale, retail stores attract
customers and bring in investments by offering different preduldterefore, presenting and
introducing products as a way of advertising, has becomewamarketing strategy in recent

years.

In this new strategy, products will be identified by a drarhich has a name, logo and
value. For cities, creating landmarks can help symbaliecation and provide identity for its
context (Julier, 2005, 871). Therefore, architectural prodictifgings, could act as a sign to
advertise their locations. For example, in a cite [karis, the Eiffel tower is a symbol of the city
and an attraction as well. On the other hand compasuel as Apple, Chanel or other
businesses such as McDonalds’ restaurants introduce andt rtfakeproducts by creating a

name, logo and specific design.

Successful brands in the market are the ones whichgmeded to all visual components
and enhance the visual communication between viewers lendiiewed. Related to this
definition, my project proposes a design that commurscatieh users and provides linguistic
signs to outsiders in order to attract customers. Thggiranvolves the creation of art and
technology, and can be seen as a system for embrasuogl\and material worlds. Thus,
transferring information and advertising products througipldying abstract forms may be

accomplished more easily and quickly by implementing visiahponents. Integrating the



design with new forms of technology and visual productsradsathe desirability of brands, the
store and motivates more customers to consider makinthgses. Therefore, this section is
going to explore the role that visual products play as whaysattracting customers and

advertisement of products.

First, this section is going to investigate the role ofltitkistrial Revolution and the rise
of consumerism in large cities and subsequently, it ismgyo® examine the crucial role of
advertising in marketing. Then, visual culture will be diseasin relationship to advertising,
communicating and transferring information to outsideeger, branding will be introduced as
an outcome of visual components, by exploring the necexdiinanding as an effective element
in advertising. This chapter demonstrates the differeeithods of branding that vary from
concrete to abstract forms. Furthermore, retailestavill be examined as the origin of brands

and the display of products that act as a medium betpreelucers and customers.

The Industrial Revolution started in the United Kingdom durihg eighteenth and
nineteenth centurig®eane 2000, 2). Changes in agriculture, manufacturing andportation
not only affected economic, cultural and social coadgiin the United Kingdom but also the
impacts were extended to Europe and North America ds kwethermore, the development of
machines, wheels and steam in the nineteenth century spiée upanufacture of even more
products. The commencement of mass production generated @esprahat led to

industrialization. Mass production and diversity in producisitiarded industrial societies with



new commodities that needed to be introduced to cussonfgivertising and presenting
products with the help of visual components were amongtthgegies that sellers used in order

to compete in this customer-oriented environment.
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Due to the importance of visual culture in today’s capitaocieties, enhancing visual
communication along with a thorough understanding of viswdture are key factors in
commercial design strategies. Visual culture represewigernity in Western countries during
the Industrial Revolution and has contributed to the toeaof mass consumers and
Urbanization (Julier, 2006). In these societies, margetas reached a level that requires more
advertising. When this occurs, visual products play an ouisandle by attracting more
audiences and more investments. Visual products usually inGlodenaking, image-making,
animation and photography that can express the condtioiently (Julier, 2006). Thus, visual
culture became important for studying the relationship beEtwsommodities, meaning, and

identity in today’s capitalist societies.

In the last twenty years, things have evolved from-wvisual shapes to aesthetic and
visual forms and we can trace this change in design. Acthitd forms are the other shape of
visual products and new forms of mediated design thatdspdays of social, cultural and
economical expressions that convey information througticpéar choices of materials and
forms. The influential theorist-practitioners Robert Wen Denise Scott Brown and Steven

Izenour have encouraged architects to conceive of thalditgs as billboards and to



concentrate on their exterior surfaces as medi@doreying certain information (Julier, 2008,
127). Especially for retail, design could be a representaf the activity happening inside and
an attraction for customers to lead them inside. Togetfierdesign, as we are surrounded by
products in the consumer era, it is important to undedsthe symbolic meanings of products.
For this purpose, visual products and sign language play ammdits role by attracting more

audiences and gaining more investments. Value is commuhitatéhe consumer through

advertising, signage or design that helps with better aomuation about the products through

their visualization.

Today, customers choose products based on the symbalie. \aigns, symbols and
icons are elements of visual thinking. Symbols and signsraoncate better with customers to
find their needs by using visual products. Signs and symbolsamsfer meanings and values in
a quicker manner than words alone. When words, sounds gnsg aife used together and
assigned to products as systems of advertising, thet rgamisfers more information to
audiences. Moreover, visual advertising and sign language saddrgger numbers of users
including local customers, universal audiences and also disakbple by providing systems of

mass media.

Visual components are universal language or “sign langubage can be perceived and
understood by everyone. People with hearing loss reddeevorld through a system of signs.
Visionless people understand their environment by eitheching or hearing. Thus, well-
equipped signs not only transfer meanings universally, butnads® it possible to communicate
with disabled people as well. Addressing more customerediending the market by exploiting
universal communications create a global market for carpaand bring in more investments

for them.
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In the global market, “branding” creates systemssighs, meanings and identity for
companies to advertise their products. Thus, brendi an outcome of visual communication
and an effective element of advertising at all sgaAnna Klingmann, in her bodkandscape
calls today's landscape of advertising a "brandsfalm developed capitalist societies, the
presence of brands everywhere makes the environanach “brandscape.” Now, in the twenty-
first century, she tells us that “we must learrotok at cities not as skylines but as brandscapes,

and at buildings not as objects but as advertisésrand destinations” (Klingmann, 2007).

Now the question is: What is branding? And whatkiof branding do we have?

We live in an era in which we are
surrounded by products, brands and ads. In order
to understand the world we live in, it is importa "( 51 = 3% (
to perceive the signs and symbols of products haul values. In the last decade, especially in
commercial industry, branding in particular has syad as a top management priority and as a
means of influencing customer perceptions (Ailawnatl Keller 2004). It involves the creation
of simple signage that is easy to understand foswmers. Branding gives meaning to a place
and helps it to be identified through the netwoirkigns that convey specific values, information

and symbols which are understandable for custonBmamnding and visual techniques create



product identities that are later conveyed to cores as part of their own identities. Selecting a

specific brand thus becomes an expression of theutoer’s interests and taste.

)$

Branding is the external frame of business stratdgt supports business goals.
Moreover it is a way for customers to forms ideag feelings about a business and its products.
It therefore acts as a medium between customersaabdsiness that communicates with its
addressees visually and literally (Petromilli, Msonis, and Million 2002, 23). Literally,
branding includes conveying the company’s speaahey characteristics and values. Visually,
signage and brands display themselves through ltdgor and by representing the unigueness of
offerings that can be reflected in design

culture as well.

Literature by Julier also
considers the important role of branding
as a major theme in contemporary
design practice (Julier, 2005). Brands
communicate value to consumers, and
design helps enhance brand
communication by shaping user:"
experience of the brand through visual represamsti McDonald's restaurants are a good
example in the way that they demonstrate the damution of brand to a corporation’s design
culture. The oversized yellow M on a red backgrouadhe “golden arches” — is one of the
world’s most recognized logos. The use of a comitt for the “M” along with vibrant colors

conveys a sense of liveliness that also extendieanterior spaces through the application of



these two dominant colours to interior walls and fumat This example shows how design can
signify its brand and become a symbol.

In Julier’s thesis, the branding of a location is am®rapt to create a meaning and a
narration for a place. In his definition, place brandm@ process of branding that is not just
dedicated to a place, but also to all activities and idesthappening there. Brand value and
hard branding are the two forms of branding Julier gamtis thesis (Julier, 2005). Brand value
has an abstract meaning while the others have conmptesentations. Assumptions about
brand value recommend identifying an environment by brandimgowves the place’s image.
This means that a place’s image is defined in both abstndcconcrete terms. Abstract qualities
include vibrancy, interactivity, and technological them&kese qualities are supported by
concrete and visual icons including architectural examplesh as the Bilbao Museum, the
Sydney Opera House or the CN Tower. These imagescargciimages for the cities and
advertise them to attract tourists and become a signftutbem. Thus, linking brand values
with concrete representations both in cities and camegacreates a rich brand that can advertise

places or products.

3% 2
For a brand to be strong, it has to bring togetherraéeemponents such as customer
interactions, employee communications, corporate piplag@and advertising/marketing efforts.
A brand then reaches out to employees, consumermdt& and the public. These components
need to strengthen the brand on a regular basis, dffialto satisfy the customers.
In marketing, two or more brands are used togetherdardo enhance their values. For

example, the master brand identity of Disney is thatproduces “wholesome family
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entertainment. This master brand creates the same falgeib-brands as well regardless of
whether it is Disneyworld, Disney Land, or Disneyrs® Each sub-brand has the same value of
the master one (Petromilli, Morrisonis, and Million 2028).

To Vanolo, in order to better perceive and rememberiladnvironment, specific labels,
symbols, and communicative stereotypes have to be creatddmust circulate at the
international level (Vanolo 2008). Starbucks is a good elamp this case. Its dispersed
branches around the world are dialectically linked tagretly similar design, characters and
signs that are used repeatedly. Its structure in intelesign includes prominent displays of
visual art and background music that are provided with aestfegtins and warm interiors
(Thompson and Arsel 2004, 633).

Specificityin meaning, values or even the design of a brand camreiit as well. For
example, specificity in design makes a branded architectiuaé further creates iconic
architecture. Iconic forms and intangible design strasegspecially for commercial spaces,
create systems of signification and reinforce compamemds. Therefore, symbolization in
design and exploitation of new materials and technold@gr ohe possibility of better visual

communication that can expand to commercial markets.
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Compared to other designed environments in a city, comaheuaces also play a major
role in gaining revenue for a city. Retail stores arerihidy vibrant and dynamic regarding their
relationships with consumers and other environmentdtraciing users (Findlay 2002). The
hard part is for retailers to use opportunities by setting ggstem that makes them work as a
“bridge” and to be the link between the customers angtbducers. The brand is the medium
that links these two groups together; it emerges fromenons sensual impressions and
experiences. Brand architecture is a creation of adworivhich all discerned components are
combined into one emotional experience. In order @ $iolutions for 3D brand management,
the advantages of architecture and communication shouldrbleireed. Forms, colours, sounds
and scents can help a brand be a genuine experience farnadn senses. Brands provide a
platform for products and make the brands not only atpwofirsale but a point of contact

(Manuelli 2006, 117).

In recent years, development in consumer’s shopmhgwor has changed retail stores
from a functional buying place to a place that is mecgeational. Retailers are rethinking ways
to attract customers with new format strategies.ghating spaces with visual products and
technological instruments is one common way thailezs use provides more attractive and
interactive spaces for customers. They are not lodkirggeate places just to sell, but to suggest

and evoke the essence of the brand (Manuelli 2006, 12).

Changes in shopping behavior are caused not only by custbuteatso by an increasing
supply of products. Stores are homes to brands and sheulielrepresentation of brand and

convey its message. Brand architecture allows custotoegst in direct touch with the brand
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and its context and characteristics are understoodd.tif the customer can relate to these
brand values, the brand will become understood by thenhey will buy the product (Manuelli
2006, 117). Consumers no longer buy products only because ofuihetional qualities. They
like purchases that stand for something they can connectedate to, something — or even
better, someone- of which they can be a part (Sclanitz Rossum-Willems 2009, 11). As an
example, today people keep updating themselves with neweApmducts to reveal how
modern, high-tech and prestigious they are. Using sppmalucts and brands creates identity

for users and shows their taste and status.

The project is the origin of five digital products. Hentlee design not only should be a
platform that represents the values of the retameifi but also should represent each individual
brand values as well. ThEnEx Store is the brand name | chose for this retail. It is the
abbreviation of “Entertaining and Experiential Store” whiatludes the essential values of both

the retail store and the companies displaying their produttem.

$
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As mentioned before, retailers try to create aeatwnal space for their stores to attract
more customers. New technology and the digitalrméttion revolution has had a huge impact
on shops around the world and they have becomactt elements in commercial spaces. In
today’'s world, consumers are surrounded by teclyyoldhe internet is a significant innovation

in attracting customers in commercial indugBurke 2002, 411).

Online access is one way of increasing connedirspace. Mediation is another
altering factor and a way to form a closer commaiian and relationship between the retail
supplier and the customer. Journalist Paul Maekifioints out inThe Economist'survey of
consumer power (8 April, 2005) that
eighty percent of Ford’s customers in the
USA have already researched their
purchase online before they arrived to the
showroom  (Manuelli 2006, 11).

However, there are many other

technological tools such as wireless

devices, touch screen kiosks, electror’( 7 4 = $* )> =.77=
_ B 4 * B
signage, smart cards and even robots t

make commercial spaces more interactive and atteact

An example of the integration of touch screen tedbugy can be seen in figure 9. This
image shows the digital menu in a bar named Clagla-tech, self-serve wine bar in New York.
Clo has an interactive menu that is projected t¢méobar surface and allows the user to search

through the menu and read the information on eaak,vgrapes, location and tasting notes, as

¢



well as the location of the bottle in the bar. Thierinet and other high-tech types of facilities

provide advance searches for customers and usually locaietbpourchaséBurke 2002).

The research that has been done showsettimtalogy was satisfactory in cases where
consumers saved time (30%), it worked reliably (21%), & e@asy to use (16%), it addressed
important needs (11%), and it offered better accesscantfol at all times (8%)(Burke 2002,
412). However, in some cases such as physical expemndrst®pping, technology will not be

found to be useful.

Volker Katschinski writes that physical expage is important in shopping. The internet,
he says, is an example of the digital age, and itad as a new medium. It is complementary to
traditional media (just like television has not displateeater or cinema yet). As much as the
Digital Age can help us with shopping, nothing is going ¢ctie same as physically touching

the product and specially shopping for clothes and shoasy#&li 2006, 11).

Retail stores take advantage of technologgcaspment to facilitate their marketing,
controlling, advertising and expressing their brands and praodmtegrating technology with
popular media to interior spaces and retail designs usllysbased on the aesthetics and
attractions (Schultz and Rossum-Willems 2009, 18). Mobgizstores with technology is an
indication of being powerful, wealthy, modern and fashiomdd the brand. Therefore, making
high-tech stores target customers with these values andieguaThe repetition of using
technological devices in similar layouts of interipases for a specific brand makes technology

an inherent character of the brand and reinforces thig.va

((



This section sets out to examine brands as symbolsattoacting customers and
advertising products. Branding is a medium of communicabetween manufacturers and
customers that can transfer meanings. Branding is aatfactor in contemporary design and
plays a significant role in marketing and gaining reverMaues are communicated to the
consumer through the brand and design helps enhance dwammdunication by shaping users’

experience of the brand through visual representations.

Design and branding work together to create a strong wailllewhich customers can
associate. As mentioned previously, design in differesles, from the urban city to interior, has
played a significant role in making brands successfulhifectural innovation, the choice of
construction materials, the application of space, aedvarious visual elements of graphic and
product design can be employed to create a brand thatlgppéato consumers and investors in

an integrated and highly persuasive fashion.
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| have selected my precedents according to their sitgileow my project in terms of
function and design approach. | studied and analyzed thdermrs of the qualities of their
interior spaces, their architectural form and/or thelationship to their urban context. Most of
the projects are commercial spaces in metropolitantegts with innovative functions that
encourage visitors to enter the interior space and prdk&® with a new spatial experience.
The BMW Museum, the Apple Store in New York, the |G&hone Exhibition, the Listening
Post, the Minneapolis Public Library and the CIO baNew York are the precedents | have
identified as most relevant. How the designers ofelsgmces have integrated them with visual
components, how technology and new materials have ksshta enhance the quality of space
and allocate a unique character to the environment araedjoe factors that | will explore in this

chapter.
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One of the precedents informing my
project is the BMW Museum Munich opened
in 2008. It was designed by ATELIER
BRUCKNER (ART+COM, 2008). The
modern and dynamic design makes it
exceptional and allows it to be seen as a
benchmark. The unconventional forn (.. 9 = $ $( =

773=B/9 ((=( B

elegant use of materials and its high-te

environment makes the building unique.

The interior space is artistically equipped withdigital and visual system to easily
advertise the products and also provides an atteaenvironment for visitors to spend more
time in the space and get informed with the

products.

The architecture and exhibition have
focused on new media based on the ART
+COM installations. The mass medium
system that employs media arts and design,
computer software, media and

communication technics applied to tt" ( $ $(= 773

B/9((=( B
interior space.



The ART+COM media installations create a distwetidynamic environment for
exhibits. “The concept of dynamisation and fluiddgn be traced both in exterior and interior.
The continuation of the street into enclosed spiee360 degree display show and the ramps as
symbols of mobility and fluidity of space are thenpiples applied to the museum by ATELIER

BRUCKNER.

White LED’s mounted behind the
frosted glasses create the “mediatecture”
walls. “Mediatecture” walls created by an
installation of LED’s lights make the interior
spaces more attractive (ART+COM, 2008).
Most of this media relies on interactive and

reactive concepts. "( -0 = $ E ( = .776:

4 3
209 (( ( =# A
In the interior, visitors are actively
involved in the exhibition and can access the
content autonomously and according to their
individual interests. For example, the
interactive table designed in this space

. . . »
provides an opportunity for audiences to ¢, (8 N E ¢ —

)
any information they want about vy 9 (L =# A

products.

The creative design of the BMW museum sets a newwdsrd in the field of brand-

focused museums. BMW also makes an effective usesign uniqueness in its marketing. The

@



architecture visually communicates to customersrder to reinforce BMW'’s brand by assisting
technology, its exceptional form and representihge kwolor in its interior and exterior as the
dominant color of the brand. The display of thenbdraan be traced in interior spaces as well,
where materials such as steel and glass are repaéisas of modernity. The interior spaces are
often colored with blue and white which are the twajor colors in the BMW logo. The
integration of new forms of technology in both mde and exterior spaces is another design

strategy to reinforce the brand.

$ .
Apple stores are an outstanding

example of the powerful effect of architecture

on business, and of how the public

understands and experiences a brand. The

signature Apple store in New York City is a

transparent cube with a noticeable Apple logo.

The design strategy immediately attrac'y 4 )= $ =.77=2

attention and thereby more effectivel - e °

advertises the company’s products. It was

opened in New York City in 2005. Designers

Bohlin, Cywinski and Jackson and structural

engineers Eckersly and O'Callahan (glass

elements) in collaboration with Apple, used

Apple Stores' signature structural glass verti' (-2 * = $ 4 =.772=?
A
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circulation to entice plaza level passers-by doaithe store's underground main level. The 32-
foot structural glass cube marking the store'samct makes a bold yet subtle architectural
statement. The design houses a transparent glxsstal wrapped by a circular glass stair to
provide options for accessing the retail level bel®y day it is a skylight that brings natural
light underground, while at night the lighted cubea glowing sign. It is located at 767 Fifth

Avenue between 58th and 59th Streets (Jackson n.d.)

This store contains elements in common with
other Apple locations throughout the world. These
repetitive elements reinforce the brand and make it
more attractive to customers. They usually inclade
open space, to accommodate large numbers of
shoppers. Apple’s logo on the front is a nonlingais
visual sign that forms a potent aspect of the caysa
brand. Simple and transparent interior spaces nateg
with technology are the characters repeated irrigrte” ($ -3 =* = *o=
spaces and are part of Apple’s design culture. The (
transparency can be traced in the design struetsire
well. Making a glass structure, with no metal fragi

creates a transparent and invisible space anddeewa

symbol which is only dedicated to the Apple store.
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The “Art and the Mobile
Phone” exhibition opened at the
Maryland Contemporary Museum in
Baltimore in 2007. Curator Irene
Hofmann selected “Cell Phone Disco”

as one of a few dozen art pieces related

to cell phone culture and technoloc: 6 $ = $ # 4 = 773:
?* A
(Informationlab 2007). The creation ¢
this technology increases the involvement of uged)nology and networks because creation of

art relates on the presence of users and the egests technology.

Artists are interested in mobile phone technology only because it allows them to
create artworks but also because there is a phigsi creating works that can be performed.
These works go farther than gallery walls and ataonstrained by wires and cables. They
bring art into the dynamic area of mobility, intetian and global connectivity (Informationlab

2007).

“Cell phone disco” demonstrates the electromagrgrts of an active mobile phone. If a
phone call is made or received in the vicinity lektinstallation, it will light up thousands and

thousands of lights.

This installation makes use of the organizatiom@hmunication within a mobile phone

network and shows us part of our environment tlsatotherwise hidden to our senses

3



(CellPhoneDisco 2006). This space is a good examiptiesigning an interactive space and of

how visitors can become a part of exhibition argpldiy.

The Minneapolis Central Library is an active
civic and cultural space for the city and act dsmamark
for the city as well. The new Central Library burlg
designed by Caesar Pelli opened to the public ay,M
2006. Its highly sustainable design creates a lootiztive
and public space that makes it a magnificent urban
library (Clarke 2006). (7 G '$ =

$@ " & &=.772=
? % '$s A

Ben Rubin designed two elevator cabs for the
four stories’ hall in the Minneapolis Public Libyar
These two elevators are visible from much of the

library’s hall. As the elevators move between flgor

illuminated texts are shown on the elevators facade

These texts are the titles of recent books checked

(- 4 = 3
(Rubin 2010). This installation not only creates 's$ 9( '$ 4 =
773=7 $ '$ =

attractive space, but also makes the space n A

interactive. This piece of art is created by therrelationship between books as the dominant



objects in the space and the people who are thieorgisof the space. These two groups
unintentionally affect each other and make an ditra piece of art. The size of each panel is
48"*90” (122 cm x 229 cm) and is equipped with LEObe fixtures, laser range finders, and

custom software.

$

The “Listening post” is another
precedent used to inspire my design ideas. It is
an art installation that displays text fragments
that are transmitted in chat rooms, on bulletin
boards and in thousands of public forums. It is

something between art, entertainment and

documentary and was designed by Ma7(72 B = $4E
Hansen and Ben Rubin. It is an audiovisual art
installation at the Whitney Museum of

American Art, New York, USA (Rubin 2010).

These little digital screens are mounted
on a concave grid that is equipped with a voice
synthesizer that can read and sing the texts that
pop up on the digital screens. The listening post

_ _ "( .0 = $ 4 E
is a response to a virtual world that can conv 772



the virtual communication to visual and sonic rese (Rubin 210).What is interesting about
this precedent is how different media assist tovegninformation and how new choice of
materials such as digital screens and sonic boxeddes better communication systems for

audiences than before.

0$ % . 8
The CIO Bar is a self-service wine-tasting bar iewNYork City. It is located on the
fourth floor of the Time Warner Center in Manhattd@his high tech bar has an interactive menu,
which is projected on to the bar surface. A selfise machine is located around the bar to
provide testing samples of 104 wines (Sykes 200®jitors can search the interactive table-

menu at the center of the space and read the iafaxmon each wine, its grapes, the location of

(8 *I = $ x> =.7-7=7 4 * A



the location vineyard, tasting notes and their locatiadhe wall of bottles that surrounds the bar.
After selecting wine using the menu bar, you can get tine wourself by inserting the CIO
master card in a slot above the dispensing bottle cakprassing the button above your selected

bottle.

CIO is a simple and fun concept that can attract petmplasit the space. | think this
approach to dispensing products would be a huge success in pldtdéisnited space such as
shopping centers, airports or hotels. This type of spatée&aontrolled, served and managed by
technology. Thus, there is no need to have spacbésasue staff room, reception area, cashier or

counters for serving wine so they are more efficiehar use of space.

$

In all these examples, design and branding work togethaette a strong value with
which customers can associate themselves. As mentwaeidusly, design in different scales,
from urban areas to interior, plays a significant mladding to the success of the brands and
their markets. Architectural innovation, the choice afenials such as applying new technologic
instruments like digital screens, interactive surfatms;h screen panels, the application of
space, the various visual elements of graphic and produghdasil integrating design with
technology can be employed to create a brand that agpeaiasumers and investors in an

integrated and highly persuasive fashion.






The ENEX digital store is a high-tech retail space g&ls highly branded products.
Raising awareness of new digital products among consum#rs main concern of this project.
Broadcasting information about digital products both onlead offline, providing an
experiential space for consumers to examine digitalngodities and comparing products from
different brands at the same time lets consumers teker decisions. The space is unique in
terms of creating an experiential environment. In thecggs of making experiential space,
applying visual media and the use of information technot@gyhelp to raise awareness among
consumers. This type of retail environment needs adequate $padisplay products and
provides a space for consumers to touch them easily.digpday needs a secure space for
products and space for storing additional items. The retaironment needs digital screens to

broadcast information using pictures and text.

This retail environment will be embedded in a large shoppintece Specifically | have
chosen the Eaton Centre in Toronto. The site hag/migitors each day and it is the number one
tourist attraction in Toronto. Therefore, | am goingeixplore ways that interior design can
influence the ability to present products in a manneit #@courages more interactive
relationships with potential consumers in a specializegtior space. At the end of an interactive
journey, users’ knowledge of new products would be increaBeel.space would provide an
opportunity for potential customers to obtain more rimfation about new digital products. This
place could potentially serve as an experiential/vintetdil show for companies that are more
interested in technology or that want to take advanmédfee new technological opportunities to

introduce their products.
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This section provides information and analysishef $ite proposed to the project. It will
examine social, cultural, and commercial conteotgtie project. Figure 25 shows the location

of the site and its vicinities.

"$

Regarding the typology and function
of the interior, this practicum is based on the
premise that it is better to have an expressive
and prominent design that is different from its
surroundings so that it can attract more people
and becomes the center of attention. At the
same time, the design will try to assist
multimedia and digital communication
systems to acquire more customers throt" ( .1 * = % (
using intelligent materials and structures. Howewtehelps customers to get familiar with new
digital products of different companies coming euéry day. Moreover, the location should be

in a populated area; meaning that it is locatea tace with a large amount of pedestrian traffic.



My suggestion is to insert this design onto thd@atd open spaces on different levels of
the Eaton Centre. The locations are visually cotateto multiple floors, allowing more people
to engage with the space. Figure 26, shows the

location.

The following points show the criterie

for selecting a site:

Located in a commercial and econom

hub of Canada on an international leve

Located in a primary commercial

district.

Significant in its vicinity

A place with a large amount of pedestrian traffic
Accessible by public transit

Located in a modern shopping center

Placed in a main access path of a shopping center

Having different interior volumes from small to dar
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Based on these criteria, the proposed s*
for this project is the Eaton Centre in downtov
Toronto. It is surrounded by primary high densi
streets in Toronto. Dundas Street is to the no!
Queen Street is to the south, Young Street is
the east, and Bay Street is located to the west.
shopping center has direct access to two sub\
stations: Dundas Station and Queen Station. 1
location offers few opportunities for socia.

interaction for shoppers and passersby.
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A node is an important cultural, historical, fulectal or visual space which is mostly
known by people. The important nodes within thisaaconsist of the CN Tower, the Rogers
Centre, Ryerson University, the University of Tamrthe Convention Center, the City Hall,

Allen Garden, the Art Gallery of Ontario, and thBCBroadcast Centre.
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There are only a few permanent residents livinthis neighborhood. Most of the people
who pass this area are shoppers, business, offttcg@ernmental employees and students. Thus
the site context is more active between 8 AM arkklVb During the evening the majority of the
population that occupies the site is young aduhlis whop, eat out in restaurants and go to bars.
The location is one of the popular spaces in Tarobécause most of the social activities and

events happen in this context.
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$
Climate analysis of the site is relevant for theige. It is important to know how natural
light wind and temperature will affect the desid@oronto has a semi-continental climate, with a

warm, humid summer and a cold winter.

Lake Ontario serves to moderate Toronto's weathénd point that its climate is one of

the mildest in Canada (Living in Canada n.d.).
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Figure 35 shows eight months of a year have 6-9sheun light per day. The Eaton
Centre is covered with a glass roof, to allow ghtlito penetrate the space and enlighten the
atrium. Thus, it will affect the placement
of digital screens because they are easier to

view in direct sunlight.

" (01 ( = ( E*x =2
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Year constructed: 1979

Project size: 900 foot-long- galleria with

237,720 m2

5 levels

Architect: Bregman + Hamann Architects and

Zeidler Partnership Architects

Owner: Cadillac Fairview

A multi-leveled, glass-roofed galleria comprisingma than 320 shops and restaurants,

17 cinemas, and a 400-room Marriott hotel

Number one tourist attraction in Toronto with ondlion visitors a week (toronto n.d.)

Received the 2008 landmark award from the Ontassagiation of Architects in 1992

One of the most prominent features in the shoppiaty is the group of Canadian geese

hanging from the ceiling

The complex is oriented inwards, with very few striacing retail stores

52



Natural light mainly comes through the glass-rdadelleria lightens up the inside of

the shopping center during the day

5@
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3.1.2.1 Major occupancy classification: Group E
Building area: 48,000 m2
Building levels: 5 levels

Building sprinkled

)$ ' 33%) %
3.2.2.62. Group E,

Building shall be of noncombustible construction;
The building shall be sprinkled throughout;

Floor assemblies shall be fire separations with arésgstance rating not less than 2

hour;

Load-bearing walls, columns and arches shall have -aefsistance rating not less than

that required for the supported assembly.
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3.7.4.2 Water closets: the number of water clogsgjgired is 22 for male (8 closets+ 14

urinals) and 44 for female

4% ' o%"
3.3.1.4. (3) Public corridor on a sprinkled stdrgvel distance to the exit from any part of the

floor area > 45m;

3.3.1.4. (4) No fire separation required betweenlalic corridor and a room or suite provided

the public corridor;

3.3.1.9 Public corridors containing an
occupancy (mall) should be unobstructed
and >=3m and all the combined

occupancies in public corridor should be

<= 15% of the area of the public "( 05 ($ * = $
corridor,;
3.4.2.5 At least 4m ceiling height is

needed to have kiosk in public

corridors. "( 06 ($ * = $ (
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The space will be designed for two kinds of userst, fics' digital native users who are
familiar with virtual space and second, for digital immaigis who are not acquainted with
technology and the digital world (Prensky 2001). Thstfigroup consists of the younger
generation that is used to a virtual experience of spd¢®y know how to access the virtual
world to get information and buy what they need, whike dther group is more comfortable and
familiar in physical space. Both groups would appreciateattility to examine and compare
products physically, however. Therefore, different medid &#chnological tools and materials
will be employed in this building for creating both phy$iiad virtual exhibition to offer diverse

products. In this way the new facility can target a waege of population.

6%
This group contains people who come to the space to bu@©or get information
about specific products. Thus, this group spends more time jphiysical space than does those

shoppers who accidentally pass through the space andracteat to new products.

Based on the information | found, the Eaton Center 8@%000 visitors per week.
Therefore, in an average day, 100,000- 120,000 people visit\histbry shopping center. So,
basically around 20,000 people may visit each level per dayody 3% to 5% of those visitors
may get involved with the products and the space. With auelile range of users, the design

should be universal and accessible for everyone.
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These groups of users are the ones who connect to tke sptually to get the
information, compare prices and see products. There Isnitoin the number of visitors. The
only thing they need is an accessible, convenient and acouedigte to lead them to their

products.

:$
Five well-known brands will serve as the companies ititeoduce their products in this
more experiential space. Apple, Sonny, Dell, Toshiba andrddRjoing to exhibit their products
in this retail environment. What they need is highly edutgtersonal to give accurate
information about products to customers. The retail enument would provide a high-tech and

entertaining display for these companies to introduce ieev products.

$
Staff are basically divided into two groups: saleff stad food service staff. The sales
staff includes a manager, visual technicians, an import ewdadi consultants and sellers. The
food service staff includes a chef, cooks, servers anchagea The café bar and restaurant will
be close to the food court. However, the retail staffspread out along the retail path to assist

customers.
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The products that will be sold and exhibited instidigital court are from different
companies such as Apple, Sony, HP, Toshiba and D&k products chosen for this retail
environment are the popular digital products peajse every day. TVs, laptops, cell phones,
cameras and mp3 players are the products thabeihown. Having different brands lets the

customers compare the products and make a bettisiade
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Ease of browsing, access and getting informatientlae main criteria for designing this
retail space. Architecture should provide a safenvenient, interesting and entertaining

environment.
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The project revitalizes the
public path in the Eaton Centre where
there is an opening in each floor.
Creating an entertaining, experiential
and interactive retail environment is
the main criteria of designing these
informatory paths and openings. The
diagrams below show the stations in

section and in the main level.
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The proposed design explored in this chapter is influencéldeayy, review of

precedents and the program analysis addressed in the dacumen

Exploration of the retail evolution has shown the@artant role technology has played in
retail design in creating new interactive spaces. Atsodevelopment of shopping behavior has
deployed advertising and made visual communication a keyeateim retail design. Likewise
incorporating brands with design has become popular as tiseplly communicate with

customers by transferring companies’ value.

A successful retail design is the one that candattrere customers by providing more
links to the space, creating interesting forms and emeargaspaces. Also a good design is one

that leads customers to examine the products and informigmoviding experiential spaces.

The following points are strategies that are going tomberporated with the design;

According to the research, the progression of teclgylcauses customers’
frustration in dealing with new technology systems eqdipment come up every
day. Thus, designing a space with the focal concern ahgasvareness among
consumers is one of the strategies of design in thistipum.

Investigating in retail evolution shows that shopping spdweg turned to
recreational space, to attract more customers. nasiding a prominent design
that is different from its vicinity in order to atttamore customers and become

the center of attention is a strategy in design.



Since attracting more customers become a strategpnsumer culture, it is
important to provide flexible and responsive design thatgrimore fantasy to
the space and make the space more entertaining.
The research showed that, assisting visual products angcine materials
engage more people and make the space more entertainingl bggested to
present products in a manner that establishes moredteraelationships with
potential consumers in a specialized interior space., Als® design provides
opportunities for customers to participate with intexiby equipping the space
with interactive materials and furniture.
The importance role of visual culture explored in thsearch persuades me to
apply multimedia and intelligent materials in desigrattvact and inform more
customers.
According to the research a successful retail desigreisne that can create more
links to the space. Thus, the design should provide maneection to the space
to allow more people to engage with space by creating viaodl virtual
connections.
These points are the criteria that formed the desigimenfinterior space but also these
strategies incorporate with design at the entrancestrastatg/entertaining nodes of shopping

center.
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The site selected in downtown Toronto serves piggtestrian traffic. That is a great
opportunity for the shopping center and storedmshe mall to have a large number of visitors
per day. Thus the design could play a major roleatimacting and inviting people inside
especially at the entrances. The Eaton Centre kasenhtrances and | have identified as
attractive/entertaining stations. These statiomfopa as inviting openings by creating alluring

forms, interactive material and audio visual apgtimns.



Here is the west entrance located at James Shgfaoward old City Hall. The
concave curve of the entrance wall creates an open
inviting space in front of the shopping center. M
proposed design is to take advantage of t
opportunity and make it as a community gard
for social interactions. The “Laugh Garden” is pz¢
of this space and is equipped with sou
synthesisers that respond to people’s movem:
That makes the space more fun and inviting b
visually and through sound. The “Laugh Garde
is surrounded by a transparent deform

hemisphere that shelters the pedestrian path.

place is more like a semi-enclosed threshe'c g, + g = 3

between the street and shopping center. This

stationary would also be active at night. The glgyvenclosure is also illuminating at night and
it attracts pedestrians to come to the space. &igidreens, LED canopy, The “Laugh Garden”
and community garden motivate passersby to stof Ihg.space could also be a place for social

gathering; as digital screens could be the disptdgvents like hockey, football or news.
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The project is about designing a retail space for five higilnded companies such as
Apple, Sony, Toshiba, HP and Dell. They will displagithproducts that include televisions,
laptop computers, cameras, cell phones, and MP3 plaleesproducts will be displayed in
unconventional ways that can attract and entertaire mostomers and inform shoppers during

their entertaining journey.

Today, because the younger generation is more familthrdigital spaces, using digital
marketing has become a strategy that retailers ua#rat younger customers. This may be a
good opportunity for many commercial companies to increlasie attractiveness. Therefore, |
am going to study a space that has an artistic “diggalironment and would be meaningfully
interactive and experiential. Advances in digital tedbgp, have made it possible to create a
new generation of immersive environments. This new imnerenvironment which is
integrated with design, gives more freedom to users.oligiees a more liberated environment
that is free from place and time and engages more pampktend to the space and be a part of
that. Equipping a space with digital components makes ésadue for people to interact with

each other and get any information they want.

The interior design of this project includes two partse tmain retail store and

experiential stations.
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The main ENEX retall store is located on the filgor. The first level serves as a place
for storing and selling products. Customers
place their online orders here or solve their
problem when they have technical difficulties.
Experts are available to inform and help

visitors.

Also there are some on-site sessions
considered for customers to get advice and
become familiar with new products. They are
usually held on the auditory stair facing a
projection wall designed for those who are
interested in new products. The staff room,
offices, storage and services’ are also housed
in the main level. These functions are shown in

this first floor zoning diagram.
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The design is based on simple
cubic forms. However this
simplicity brings more complexity
to the space. The space is shaped by
cubic mesh that grows up from the
floor and makes display stands,

table and seats or drops from the

ceiling and creates informatione' (11

screens and lighting fixture.
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The advisory bar is located
underneath the stair, which gives

texture to the background.

Most of the materials used
in the space have neutral colors to
let the advertising and products

projected on screens color the spac
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The auditory stair is not only a transition patmmecting the first floor to the second
floor. It is also designed for onsite sessiongomticing new products and watching interesting
clips. The auditory stair is facing to the projagtiwall provided for broadcasting clips,

advertisings and movies.



The second floor houses a coffee/ snack bar. Thigm@rovides unconventional space
for visitors to indirectly get informed by new texlogy. Interactive tables let customers order
their drinks or foods from their seats. It is a[sossible for customers to play games, watch
movies or connect to the internet from their tabdegiipped with interactive surfaces. Also
digital screens around the space are the mediuatsviually communicate with visitors and
inform them by broadcasting the process of makingr@aduct. The space could become a

meeting space when it is necessary.
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Although the kitchen is located in the first levalistomers can order from the interactive
menus installed on their tables. Orders are dydcéinsmitted to the staff in the kitchen. When
their orders get ready, they are placed on a canvejating between the kitchen and the snack

bar, where customers can pick them up.



Based on the conceptual strategies mentioned gyiathe space establishes interactive
relationships with potential consumers. The maleaae interactive and respond to users. Most
of the surfaces and walls are digital screens amtiom of floors are equipped with LED lights
that respond to heavy traffic loads. This meang tha floor lightens when the space gets

crowded.

The idea of transparency can be traced in everygmoof the design. Transparent cubes
hang down from the ceiling or come up from the flaveate surfaces for installing digital

screens. These surfaces can work as advertisirejspanbe used as products displays. The color
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of the space depends on the image projecting flaset cubes. Shoppers could also be a part of
the projecting system by transmitting their selécevertising image. This means that when a
visitor enters the space, the store sends him/hexleome message that has the images of new
products. By replying back to this message anccsrtgan image, the customer is the one who
changes the color of space. At the same time the $bcates that person and lightens up the
cubes that person stands on. This type of techgofogkes the space more interactive and

engages visitors with the retail more than before.

The idea of transparency can be followed in mdgetmt it is also demonstrated in
special design. Creating openings between the dladds another layer of transparency to the
space as it lets the shoppers visually and sowicahnects to both levels. Moreover, the

continuation of materials and spaces between lewalses the space legible for users, because
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they can project how the space looks on
both floors at one time. The images
following show sections and the ceiling

plan. Although the store was formed by
simple cubes, looking thorough sections
shows how dynamic and alive the space
is. The sections show how the design
elements from each floor penetrate

between them.
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Designing the experiential stations is the other patti@project. The journey starts from
the entrances and extends to the public path where largbens of shoppers pass by. These
stations are internal attractive/interactive nodest thct as experiential stations for digital
products. Products include televisions, laptops, cameraghoaéts and mp3 players which each
have their own station. | was trying to distributefa# stations on each floor and make them
accessible both physically and visually. The stationsrargtly located in places where there are
openings between floors. They visually connect statiowslet the public know what is on the

other levels.

Figure 68 shows the distribution of stations various #odfach color represents a
specific type of product. Those colors are also goingopyato the design to make the stations
color coded and give identity to each one, aiding custanadaility to find the stations easily.
The design language stays the same for all the statt@eptethe one located in center space at
the main atrium. This central element is the “Bubblehl8tation” as | wanted to highlight it as

exceptional to draw people’s attention.

The form, floor pattern, surfaces and digital equipmastations encourage all
users to pass through the stations. Although | namedes@ehiential station, there is no defined
boundary between them and the public path. However, t@nt@ning fluid path is created that

motivates shoppers to pass through and get informed aboytroducts.
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1. Café Cinema Statio

The crowded food court at the Eaton Centre
could be more organized and fun by
providing digital menus on the tables or stand
panels. Screens installed in the food court
display sport; movies or news to make the

space more entertaining and pleasurable.

$#$
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2. Browsing Statior

Browsing panels at the entrance let

shoppers search the stores and products they
are looking for. The stores’ location can be
displayed electronically and directions can

be provided.



0%S$S H
[* J* K

This station is located in the
middle of the first level of the main
atrium of the shopping center and is
visible from all the levels. The atrium
has a great volume that lets the design extendcabyt Elliptical displays, circular seats and a

rotating fountain are the curvilinear design eletaaapplied in this station. They are different

from the linear design | suggest for the rest efdtations.
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Bubble-tech cabins are the
entertaining/ experiential part of the
design. They let the users examine new
products while they travel vertically in
between floors. They are visually
connected to the other stations when
these bubbles move between floors.
The movement of these bubbles is
controlled by an operating system locat

in the main store
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4. Audio Visual Station (TV/ Screen
Display)

The Audio Visual station is

located in the public corridor of the main

_____

—————

level. The way this station is designed

lets shoppers pass through the space

without blocking the corridor. The space is defilmarectilinear channels with cubes rotate that
between floors. These cubes are the places foingtproducts. They are circulating products
between floors and make them accessible for statietiver to customers. The conveyer system
in each node is under the control of the advistaian located in that station. It means that the
person who is in charge of the station can stosyiseem from circulating to get the product to a

customer or to load these storing boxes.
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The system | suggest for this design is the Z-cpowdérom the TGW Company. The
rigid carrier grids are capable of handling a Mgrief goods from one horizontal conveyor
system to another at the opposite end of the CfZweyor. This system lifts up to 1500 items per
hour with lift distances of up to 11 meters. Itsha self-supporting construction with an
integrated side panel. Depending on the desigrelpaould be solid, transparent or interactive
digital surfaces. It is possible to change the igumétion of these channels and change the layout
of the space. It means that the space is not ttregrment one and can be reshaped every four or

five years based on the companies who want to kbesspace.

What is most interesting about these channelsaisthiey could create vague boundaries.
The areas of the design where the cubes reachothrecbuld also be used as seating; however,

in other parts they could work as product displagginter bars or tables.
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The spaces created between channels can be madgmate and flexible through the
use of drop-down screens that are installed undéhnrtée cubes. These semi-close spaces could
turn into movie rooms, music rooms, class roomsneeting rooms. Customers could select a
movie and display it on the screen to check thditguaf the screen or the sound system. These
spaces are not only practical for customers whot waexamine and buy the products but also

they provide pleasurable environments for visiteh® come to the shopping center to have fun.
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This station is designed above the
Audio/Visual Station. Cell phone and
laptop computer displays are placed
around the opening and visually
connect visitors and products from the
other levels. The products are

available for use by the public.

Customers could connect to the internet to check theirl;eoraio listen to music or news on the

laptops displayed there. They could also use cell phonesngntit texts or make local calls. Those are

some of the activities this retail environment provides tormfvisitors and let them examine products.

All the stations have an “Advisory Bar” to help customersvt@t they are looking for and to assist

them to use the products.

$#.
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The photo gallery station is also
placed on the second floor under the south
opening in the Eaton Centre. This is the place
for customers to look for cameras and MP3

players.
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A “listening wall’ is used for the display of MP3agers. They are installed on the

gridded-frame wall that let the customers pluganp@ones and listen to music.
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The other part of the station is whermeeas are displayed. Visitors to this space can use
the cameras to take pictures and can also prim there. Also, there are digital panels provided
at the station for photographic backgrounds. Custsntan select an image background and
stand in front of it to have their taken photose Tast image taken would be displayed on cube

panels to make the space more interactive and dgnam
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1. Video Cabins/ Online Station

Above the Photo Gallery Station, around the openindhehird floor, there
are some empty spaces. | suggest taking advantage ofsipeses and constructing
Video Cabins. Those cabins are transparent cubes equippedowitd systems and
televisions. Cabins provide private space for 4-5 people to wasch a movie or
listen to music. They are great places either for costs to examine the products
installed there or for shoppers who get tired and wargftesh themselves. Also they
could be used as meeting rooms for the companies représenteese interactive
retail environments or the rest of the stores in théoi Centre to introduce and

advertise their products.
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Here is a plan showing video cabins and an ontiagos located in that vicinity.
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Laugh Garde

Main Stort

Experiential Stations

The criteria for selecting material and furniture:a

Use transparent materials such as glass and atmyiave more visual connection

between spaces
Try to make the interiors more sustainable andrgbseusing recycled materials
Exploit contemporary high-tech materials and funrat

Use material and furniture that is neutral in caothat digital screens and advertising

panels would make the space colorful

$$.
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Item # | Manuf, Style Color Locatior Website
http://www.steelcase.com)/
en/products/category/seati

. ng/stools/scoop/pages/ove
White, dio visual . 4
Black Audio visual Station, rview.aspx
1 Steelcase Scoop Photo Gallery station,
Red, . .
Advisory Station
Blue
http://www.hightoweracc
ess.com/pricelist/new/pdf
White, turner.pdf
. Black | Main store display show,
2 HighTower Turner Purple, | Advisory Bar, Snack bar
Blue
Transpa http://www.eero-
rent aarnio.com/23
cover
with .
3 ADELTA | Bubble | oy | Mainstore
Chair : Communication space
White,
Blue,
Purple
Seats
http://www.sonicchair.de/
english/index_engl.htm
Sonic Red, Main store
4 Sonic Chair . Blue, .
Chair Communication space
Purple
http://www.hermanmiller.
com/Products/Tato-
Red, Main store Tatino-Tatone
5 Hermanmiller Tato White, C .
ommunication space
Orange
http://homeandfurniturega
llery.com/multimedia-
athena- integrated-sofa-called-
homeandfurnit multimedi White, I . athena
6 a-sofa- Experiential Stations
uregallery . Black
integrated
-computer
http://www.haworth.com/
. en-
. White .
Very Wire ’ us/Products/Furniture/Sea
! Haworth Stacker Red Staff Room ting/Stack/Pages/Very.asp

X
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ltem# | Manuf, Style Color Locatior Website
http://www.hightoweracc
ess.com/pricelist/new/pdf
Myflower . ) mayflower_hb_swivel.pdf
8 Hightower High Black Task chair for office
Chair spaces
http://www.hightoweracc
ess.com/pricelist/htmayflg
9 Hiahtower Myflower Red, Guest chair for office wer.html
9 Chair Black spaces, Snack Bar
http://www.architonic.co
m/pmsht/enrico-
pellizzoni_proref/113437
Enricopelliz | Amaranta Black, 4
10 Zoni White Stool for Snack Bar
Lime http://www.modernnest.c
Gree,n om/Products/Artifort/Ribb
Ribbon Apple, . . on_Chair.asp
11 ARTIFORT ; Video Cabin
Chair Navy
blue,
Purple
http://www.hermanmiller.
com/Search?topSearchT
Herman Canvas . xt=teneo+storage
12 Miller Office Walnut Store operation
http://www.hightoweracc
Chat ess.com/pricelist/new/pdf
13 Hightower Table Black Manager's Office chatdesk.pdf
Desk
http://www.hightoweracc
ess.com/pricelist/htcoffee|.
14 Hightower Concorde Black Manager's Office html
http://www.hightoweracc
ess.com/pricelist/new/pdf
) . icicle.pdf
. Icicle White,
15 Hightower Tables Gray Staff Room
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ltem# | Manuf, Style Color Locatior Website
+HHO00' '
16 Trendhunte Sony Fusion Black Experiential Stations,
Table Snack bar
http://www.magictouch.c
om
Touch Black, — .
17 KEYTEC, Screen White, Experiential Station,
INC ; Snack Bar
Kiosk Gray
http://www.atracsys.com/
Black, . s/documents/Atracsys_atr
18 Atracsys AtracTable, white, SnaCk Bar, Main Store acTable_data_sheet EN
AtracBar Display shoe
Gray df
http://www.atracsys.com/
Black, . s/documents/Atracsys_atr
19 Atracsys AtracTable, white, Snack Bar Interactive acTable_data_sheet EN
AtracBar Menu
Gray df
$ 2 o ll(
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Item # Manuf. Style Color Website
http://www.modernnest.com/Products/F
. FONTANA TUBO LED Bk tana_Arte/Tubo_LED_Pendant.asp
ARTE SALE
http://www.modernnest.com/Products/It
/0_Sound_Ceiling.asp
2 ITRE LIGHT | 0 Sound Ceiling Silver
http://www.modernnest.com/Products/It
3 ITRE LIGHT Lightline Black, /Lightline_Pendant.asp
http://www.modernnest.com/Products/Z
oGravity/Cube_Light.asp
4 ZEROGRAVI Cube light Silver
TY
http://www.modernnest.com/Products/A
AURELIANO . eliano_Toso/Miami.asp
5 TOSO MIAMI Gray Silver
http://www.lightsmart.co.uk/bathroom-
Recessed Rountl recessed-round-downlights-with-blue-
. : . leds-ip44.html
6 Lightsmart Downlights Silver
with LED
http://www.elitekitchens.co.uk/elite-
7 Elite Trade Led Recessed White. Silver collection-18/kitchen-lighting-7/led-
kitchen Downlights ’ recessed-downlights-317.htm
http://www.architonic.com/pmsht/strean
zero/1047629
8 Zero Stream White, Gray
n 400mm LED
9 BaiZao Cube Chair | White transparen  http://www.dinodirect.com/led-cube-
Light BZ- cube chair-light-400mm-bz-ch002.html
CHO002
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Technology has developed to the point that it is beiegl irs several aspects of real life and
it is hard to imagine life without it. The emergencalimfital space and the integration of it with
physical ones is one of the influences of developing tdobgpoon design culture. The
integration of technology with design has changed thmitdeh of physical spaces and blurred

physical boundaries between the spaces. Hence, techiolmggles more links to space.

The rationale for this project is the need to explare lan interior offers opportunities for a
company to express its brand and products to attract mamars by integrating technology in
its design. The verification of this question startethveéxploring the development of retalil
interior space and the relationship between retailgdesind technological, economic and social
culture. The concept of combining online with offline shagpsuggests a platform for shaping
the design. Integrating an on-line platform createspbtential for the creation of a liberated
environment that allows more customers to be part ofrékal experience. Users have the
freedom and ability to enter to the retail environmatitee online or as a physical experience
and through the design | have proposed, they are encourageitrate between these two
environments. This type of hybrid shopping gives more freetiooustomers to connect to or
leave the space whenever they want. This is a ngmwofvaxpanding a market and providing a
comfortable environment for customers as well as a mameertaining and engaging

environment.

The improvement of technology has enabled progress indéhelopment of visual
components, yielding immersive, highly visual, three-dimaradioenvironments. This new

technological environment can provide new fantastic foonsisual products that can create a
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more attractive, interactive and cooperative spacedatilitate communication. Applying
interactive and responsive materials to the design ngtlwiig more fantasy to the space, but
also create an experiential space for the retailespHue entertaining space provided promises to
attract more customers and engage more users with proclutigared to more traditional
approaches to retail design. Equipping the space wgitadelements makes it an informatory
environment. The transfer of information becomes thse la# this new form of technological
environment. Traditionally, information is seen as aceph detached from materiality.
Contrastingly, this new form of retail is mainly imaterial and is structured through components

that are extremely visual and reliant on broadcast avjdqtion.

One of the biggest challenges in this project was how eampany (Apple, Sony, Toshiba,
HP, and Dell) would express their values and brands irhitpidy visual environment. Since the
project proposes the development of a design that comates with users and provides
linguistic signs to outsiders in order to attract custsmetailers are not looking to create places
just to sell, but to suggest and evoke the essence bfdhd. The new retail brand, the ENEX
Store, not only is a representation of each included compbanylso an expression of its own
values. These values include expressing vibrancy, providing édgmh-gpaces for high end
companies, and creating entertaining and experiential envirdanigat are embedded with a

company’s brand values.

As technology is improving so rapidly, it is importantuiederstand the challenges that retail
environments are facing today. My investigation revealed deaelopments in consumer’s
shopping behavior have changed retail stores from furatiouying place to a places that are
more recreational. Thus, integrating spaces with vistaducts and interactive materials is one

common way that retailers use to provide more entertainaugpg. The issue is that these type of
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spaces address the younger generation more than oldes aslylouth are more educated with
technology and know how to use and engage with it inespély challenge became how to
create a design that could provide a welcoming environmenolder adults and encourage them
to participate with products in the space. Thus, designipigyaical retail store that included a
staff of professionals to assist customers is thatisol | am suggesting to engage a broader

demographic.

| believe that the strength of my project is how tteres spreads throughout the shopping
center and is located in places where people can be @hpate visually and sonically. It is
more like a sequence of spaces that leads its userpath ¢hat passes through each station and
informs them by providing signs and symbolic motifs thatmmunicate the presence and
purpose of the retail store. Allowing products to be aléldor use in secure areas creates an
experiential path for customers. | believe that treeafsvisual culture, branding and advertising
as part of this path in cooperation with technology pravide tangible environment for

conveying brands values and informing visitors.

In conclusion, this new form of retail space dynaithycaombined physical and virtual
spaces by providing a flexible physical environment and pregenaw opportunities for social
interaction. The project could be developed for individuahtis as well for the combination of
brands suggested here. The creation of a neutral new twrdreused as an “umbrella” under
which the individual known brands can appear takes adganif technology to create an online
and offline identity as retail spaces that provide moeedom to customers. The brand, the
ENEX Store, will become recognized as an entertaininigself places for experiencing new

digital products.
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