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Introduction
 In today’s fast-paced society, advances in technology and changes in lifestyle prefer-

ences create the constant need for evolution in the retail industry.  As the world strives to become 

more environmentally friendly, designers and retailers will need to create socially responsible 

brands in order to reflect the needs of tomorrow’s customers.

 The retail industry in the United States currently has a reputation for excessive saturation 

and a history of high energy consumption and waste.  Although a negative light has been cast on 

the retail industry from an environmental standpoint, the reality is that retail is an important part 

of America’s fabric and is a candidate for improvement. Designers and retailers have the power 

to change this perception through the implementation of socially responsible branding, a holistic 

approach to creating a company identity through environmentally friendly architectural design and 

business practices.  Creating socially responsible brands is the key to creating a positive and sus-

tainable future.  This doctorate project studies the architectural and business aspects of creating 

a socially responsible brand identity for a retail environment in Hawai‘i.  

 Before the design of a socially responsible retail environment can begin, we must learn 

from the past.  The first part of this doctorate project examines the development of American 

retail and the retail trends that are shaping the current retail environment.  Current trends in the 

retail industry show that lifestyle centers are the consumer destination of choice because they 

provide an open-air, pedestrian-friendly environment. Lifestyle centers have the opportunity to 

promote positive change toward a sustainable future.  

 This project continues by studying consumer psychology and the importance of branding 

in retail.  By analyzing consumer behavior and the critical elements in a retail space, designers 

will be able to tailor a retail experience that exemplifies the retail brand.  Branding conveys the 

essence of a company’s identity by establishing an emotional relationship with the consumer 

through the architectural design of the retail space.  This relationship between the consumer and 

the retailer will determine the success of the retail store.  A strong brand representation will create 

a pleasant shopping experience and repeat customers. 

 Establishing positive change in the retail industry involves the integration of the brand’s 



Brand Identity  |  �

social responsibilities in its architecture and business practices.  Consumer awareness for envi-

ronmental concerns has rapidly increased in the past few decades, creating a demand for sus-

tainable buildings.  These efforts include designing an environmentally friendly building as well as 

generating environmental change in the business operations of the retailer.  Designing the retail 

space to reflect the retailer’s brand then communicates these strategies to the consumer.

 This doctorate project will focus specifically on integrating these sustainable practices for 

Hawai‘i’s retail environment.  The island’s economy is based on tourism, and retail precedents 

must be studied and analyzed in order to make a proposal for a retail environment conducive to 

Hawai‘i’s consumers.  Creating future change in the retail industry begins by educating today’s 

youth about environmentally friendly practices.  This paper will focus specifically on designing so-

cially responsible retail environments for future generations.  If designers can create a successful 

retail brand, today’s youth can grow up with sustainable retail spaces as a standard for all retail-

ers.  Thus, childhood development will be studied in order to create a retail play space specific to 

their physiological capabilities and needs.

 Finally, the second part of this doctorate project will focus on developing a design solu-

tion for a children’s retail environment in Hawai‘i that exemplifies the socially responsible branding 

characteristics that have been studied in part one.  The design will include the conceptual plan-

ning of a lifestyle center located within the Kamehameha Schools residential and retail develop-

ment plan in the Kaka‘ako area.  The main focus of this design exercise will be to create a brand 

for a children’s toy store located within the proposed lifestyle center.    
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 For over thousands of years, ancient marketplaces, ba-

zaars, and seaport commercial districts around the world have 

existed as the common method for people to purchase necessities.  

In every region of the world, these marketplaces evolved at different 

rates, depending on the needs and cultural values of the consumer.  

For example, in many western European countries, downtown 

open-air marketplaces have thrived for hundreds of years, while in 

the United States, the retail district shifted away from such down-

town city centers.  While multi-story vertical malls are extremely 

popular in dense Asian cities, the same type of vertical mall isn’t 

as popular in America.  A successful trend in America is greatly 

dependent upon the culture and values of its people.  The following 

is a brief history of American retail and the consumer psychographic 

trends that influenced the retail culture of America.Ch
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 Before the �9�0s, the retail environment was located in the heart of the city’s downtown 

area.  Downtowns not only operated as the central business district, but served the community’s 

retail needs as well.  As cities expanded and suburbs developed, J.C. Nichols saw the shift in 

consumer retail needs and developed shopping districts away from its original downtown loca-

tion.  Suburban residents needed a shopping experience in their own community without commut-

ing through downtown traffic.  In �9��, Nichols designed Country Club Plaza, the first shopping 

center in the United States.  Country Club Plaza, located in Kansas City, Missouri, was the first 

retail establishment to be designed in a unified image and managed by a single owner.  As more 

Americans began purchasing automobiles, Country Club Plaza became the first shopping center 

to accommodate parking spaces.  As cities continued to 

expand, strip centers began to develop at the outskirts 

of the business districts.  Strip centers were usually 

anchored by a small grocery store with a few small ten-

ants, and allowed automobiles to park in front.  

 In the �9�0s, Highland Park Shopping Village in 

Dallas, Texas revolutionized the concept of retail design 

by facing tenants toward each other.�  This layout cre-

ated a pedestrian friendly shopping environment by 

separating pedestrian pathways from vehicles.

 The developer for Town & Country Shopping 

Center, located in Columbus, Ohio, introduced night 

time shopping in �9�9.  To inaugurate the event, a stunt 

woman named Grandma Carver dove from a 90-foot 

perch into a four-foot pool of flaming water in the mall 

parking lot, showing consumers that shopping and 

� Malachy Kavanach, “A Brief History of Shopping Centers.” http://www.icsc.org/srch/about/impactofshoppingcenters/
briefhistory.html. 

Figure �: Country Club Plaza
Source: www.countryclubplaza.com

Figure �: Town & Country
Source: www.mallsofamerica.blogspot.com

1.1 History of American Retail       



Brand Identity  |  �

entertainment are intrinsically linked.  Large department 

stores were also being built in this decade with free-

standing stores and on-site parking.  However, once the 

United States entered World War II, most commercial 

construction ceased for the duration of the war.  

 The retail industry went through rapid change 

after World War II.  In �9�0, Northgate Shopping Cen-

ter in Seattle, Washington was the first mall to begin 

incorporating department stores as their anchor tenant.  

These shopping centers were described as two strip 

malls with a pedestrian corridor in the middle.  North-

gate was designed to recreate the downtown shopping 

experience, minus the cars, and it became a retail 

model for shopping centers.  In �9��, the first two-story 

shopping mall opened its doors.  As shopping malls 

gained in popularity, designers further developed shop-

ping center planning with a cluster layout in �9�� with 

the opening of Northland Center in Detroit, Michigan.  

The cluster layout featured a department store in the 

middle, with smaller retail  stores creating a ring around 

it.  Two years later, the Southdale Center in Minne-

apolis, Minnesota became the first fully enclosed mall 

with two anchor tenants, one at each end.  Adding a 

major department store at each end of a central corridor 

solved the leasing problem for the smaller retail ten-

ants.  Southdale center is considered to be the first fully 

enclosed two-story regional mall prototype for climate 

controlled centers.�   Shopping also became easier with 

the introduction of the credit card for retail purposes, al-

lowing consumers to spend greater amounts of money 

in a single day.

 By �9�0, many open-air malls adapted to con-

sumer trends by enclosing their structures with a retrofitted roof.  Consumers preferred enclosed 

malls because they provided climate controlled environments and an indoor place to congregate.  

� Michael Tubridy, “Defining Trends in Shopping Center History.” International Council of Shopping Centers, http://www.
icsc.org/srch/rsrch/researchquarterly/current/rr�00����/Defining%�0Trends%�0in%�0Shopping%�0Center%�0History.
pdf. 

Figure �:  Southdale Center
Source: http://urbanneighbourhood.com/�008/09/the-
birth-of-the-mall/

Figure �:  Northland Center
Source: http://mall-hall-of-fame.blogspot.com/search?q=n
orthland+center

Figure �:  Northgate Shopping Center �9�0s
Source: http://www.historylink.org/
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After the post-World War II baby boom, suburban growth and a need for more housing and retail 

in the United States multiplied at an unprecedented rate.  Approximately �,�00 shopping centers 

were built during this time.� 

 By �9��, the amount of shopping centers reached ��,���, nearly doubling the amount 

of eight years earlier.�  In �9��, Faneuil Hall Marketplace in Boston, Massachusetts introduced 

the festival marketplace concept to the American retail world.  Faneuil Hall had originally opened 

in ���� and was a successful downtown marketplace until the mid �900s.  The Rouse Company 

transformed the rundown center into a lively marketplace that incorporated entertainment, night-

life, restaurants, food, and specialty items from local vendors.

 In the next decade, Faneuil Hall attracted �� million visitors a year, sparking renovation 

efforts in the surrounding dilapidated areas.  The success of the first festival marketplace generat-

ed similar downtown revitalization efforts in many other American cities.  While many downtowns 

prospered with the implementation of the festival marketplace concept, it also failed in many 

others.  The same year, Water Tower Place in Chicago, Illinois opened, introducing America to 

the vertical mall concept.  Up until this point, malls in the United States were typically designed in 

a horizontal format, with one or two floors.  Water Tower Place featured seven retail floors with a 

central atrium to entice customers to travel to the higher levels.  While vertical malls were quite 

successful in Asian countries, they hadn’t had the same popularity in the United States.

 Shopping center popularity continued to grow with over ��,000 shopping centers built 

between �980 and �990.�  With a higher demand for retail shopping, super regional malls were 

being developed.  These super regional malls were much larger than a standard shopping mall 

with over 800,000 square feet of retail space.  By �98�, power centers were the retail destination 

of choice.  These power centers were primarily outdoors with approximately ��0,000 to �00,000 

square feet and were anchored by big box retailers, such as Toys “R” Us.  Power centers of-

� Malachy Kavanach, “A Brief History of Shopping Centers.” http://www.icsc.org/srch/about/impactofshoppingcenters/
briefhistory.html. 
� Ibid. 
� Ibid. 

Figure �:  Water Tower Place
Source: www.leed-greenbuildings.com

Figure �:  Faneuil Hall Marketplace
Source: http://brandavenue.typepad.com
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fered mass merchandise at a lower price point than smaller stores, and were able to attract more 

customers.  A realignment of tenants was created as big box retailers were incorporated among 

smaller tenants.  It was also the first time since the �9�0s that outdoor centers created a regional 

draw.�  By the end of the decade, developers Poag & McEwen introduced The Shops of Saddle 

Creek, the first outdoor lifestyle center in America; however, lifestyle centers were out shadowed 

by the popularity of power centers at that time.  

 After the Savings & Loan Crisis in the late �980s and early �990s, the development of the 

retail environment rapidly changed.  With consumers beginning to budget their expenses; factory 

outlets, discount stores, and retail clearance stores 

became the fastest growing segment in the retail in-

dustry. The design of retail spaces began to change 

as consumer preferences evolved.  The inflexible 

layout of enclosed shopping centers was not condu-

cive to change, resulting in an abundance of dead 

malls throughout the United States.  As the United 

States recovered from the economic recession in the 

early �990s, entertainment centers began to spring 

up in major cities.  Developers strove to bring in a va-

riety of tenants to liven up the shopping experience.  

Amusement parks, nightclubs, restaurants, live 

performances, movie theaters, virtual reality games, 

children’s playscapes, and an abundance of other 

amenities were incorporated.  Just as quickly as 

entertainment centers became a popular retail trend, 

another retail trend emerged.  Personal computers 

and internet access became a standard in American 

society, and it also had an immense impact on the 

retail industry.  With retail websites, catalogues, and 

home delivery available through the internet, online 

shopping became a retail convenience.  Retailers 

initially worried that online shopping would replace 

the need to visit shopping centers; however, retailers 

found that this online resource actually helped their 

sales.  Consumers were now able to view merchan-

� Michael Tubridy, “Defining Trends in Shopping Center History.” International Council of Shopping Centers, http://www.
icsc.org/srch/rsrch/researchquarterly/current/rr�00����/Defining%�0Trends%�0in%�0Shopping%�0Center%�0History.
pdf. 

Figure 8:  The Shops of Saddle Creek
Source: www.joneslanglasalle.com

Figure 9:  Factory outlets
Source: http://www.seattlemet.com

Figure �0:  Entertainment centers
Source: http://www.homeaway.com
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dise online with a click of a button, before visiting the store in person.  The retail atmosphere, 

the amenities, and social experience of visiting a retail center still attracted customers to retail 

centers. 

 By the turn of the twenty-first century, environmental issues and sustainability aware-

ness became commonplace among American society.  Politicians and governmental organiza-

tions continued to promote sustainability, and businesses and designers began to incorporate 

environmentally friendly strategies into their practice.  The first decade of the twenty-first century 

experienced an enormous shift in the sustainability efforts of the building industry.  Water conser-

vation, waste management, energy efficient practices, improved indoor air quality, environmen-

tally friendly building materials, and other green strategies became widely available to the building 

industry.  More and more offices, residences, schools, hospitals, and other building types were 

constructed using these sustainable strategies.  However, since many of these initial strategies 

were not cost effective for retail owners, very few retail projects became sustainable.  With sus-

tainable practices continuing to evolve, the retail industry is finally heading in the green direction.

 How do retail trends emerge?  Analyzing psychographic trends, demographics, and 

consumer values allow designers and developers to determine purchasing preferences.  How do 

demographics and psychographics differ?  Demographics study the age, race, gender, and other 

factual aspects of the population while psychographics studies the values, lifestyles, and prefer-

ences of the population.  Mall developers must understand their client in order to build a shopping 

experience relevant to customer’s daily lives.  A retail environment cannot draw in consumers 

if developers fail to relate to the needs of the community. By studying consumer’s lifestyles and 

Figure ��:  Demographics vs. Psychographics
Source: http://www.daapspace.daap.uc.edu/webgallery/detail/student?work_
id=��80&media_id=ff�a�e������bb�bf8�a��b������e��

Demographics

Psychographics

Age
Gender
Price sensivity
Membership Drivers
Religion
Zip Code
Race
Marital Status
Education

Income

My Family

My Friends

My Passions

Qualities I Value

What Causes 
Me Joy

What Causes Me 
Despair

My Heritage

My Beliefs My 
Development

My Goals

1.2 Psychographic Trends
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mindsets, designers can successfully define their retail customer base.  

 Gender roles have played a large part in the traditional views of the typical American 

family.  The father figure was seen as the provider of the primary or sole income for the family.  

Women were the caretakers; the stay-at-home mom that took care of the children, did the cook-

ing, cleaning, and was responsible for the family shopping needs.  However, a dramatic shift in 

gender roles in American society occurred after World War II. 

 Many believe that the baby boomers of the post World War II era, approximately �9��-

�9�0, were responsible for the change in traditional American values.�  As the baby boomers 

of the post-World War II era began to mature, so did traditional American values.  With over �� 

million babies born in that generation, baby boomers hold a fourth of the purchasing power in 

America, accounting for a large swing in the age structure of the American market.  As they reach 

their peak income years as adults, their spending is also expected to increase significantly.8  

 The composition of the typical American family began to change as divorce rates in-

creased, more women entered the workforce, and birth rates decreased after �9�0.  American 

values became more liberal, especially in terms of marriage and working mothers.  As the divorce 

rates began to increase, the separating of spouses eventually were not as scandalous as it once 

was in the past.  It became more acceptable for single mothers or fathers to raise their children.  

Family life continued to increase significantly as women became professionally independent.  In 

�990, �8 percent of women were employed, which is a considerable increase from �� percent 

in �9�0.  Traditionally, housewives were responsible for making most of the family’s grocery and 

personal purchases.  With more women relieved from their traditional housewife duties, men be-

gan to have a bigger role in childcare, household responsibilities, and making their own purchas-

ing decisions.9   

 Retailers have responded to this changing consumer psychographic trend by evolving 

their stores and products to appeal to the shift in gender roles.  Since shopping was typically seen 

as feminine, men’s lifestyle magazines such as Maxim drew male readers in by featuring a beau-

tiful woman on the cover, which provided a “macho camouflage for men to shop without taking 

abuse from their buddies.”�0  Men were able to flip through the magazine and read reviews and 

articles about everything from skin care to men’s fashion to electronics for today’s modern male.  

As men began to make more purchases on their own, the mid-�990s saw a �� percent increase 

on men’s grooming products.  On the other end of the spectrum, more and more women’s sports 

apparel and athletic shoe stores began appearing in shopping malls.  Since women weren’t 

� “Baby Boom Generation,” Wikipedia, http://en.wikipedia.org/wiki/Baby_boomer. 
8 Mary Holz-Clause, “Conducting Market Research,” Iowa State University, http://www.extension.iastate.edu/agdm/whole-
farm/html/c�-�0.html. 
9 Ibid. 
�0 Chung, David. “American Media Drives Gender Role Shift.” University of Souther California, http://www.dailytrojan.
com/�.����/american-media-drives-gender-role-shift-�.�09���. 
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traditionally expected to participate in sports, female athletic merchandise was not available in 

earlier years.  Once the baby boomer generation began to alter the gender stereotype, more 

women began to participate in sports.  Companies such as Nike and Footlocker responded to this 

new shift in athletic purchases by expanding their chain stores to create Nike Goddess and Lady 

Footlocker to capitalize on women’s new purchasing power.  Even advertisements began featur-

ing women of all ages to target this growing demographic.  

 American consumers now live in a digital world, where significant technological advances 

are made daily.  The advancement in computers, Wi-Fi, cell phones, video games, and mp� 

players have an enormous impact on the daily lifestyle of American consumers.  Electronics are 

continually being replaced as newer, faster, and improved versions are out on the market.  Elec-

tronics have become both a desire and a dependency for American consumers by changing their 

purchasing habits, personal values, and preference in leisure activities.  Technology has brought 

consumers a fast-paced lifestyle based on easy access to anything they desire.

 The growing threat of global warming and other environmental issues cause many con-

sumers to synchronize their sustainable values with their purchasing habits. The consumer de-

mand for green products and sustainable practices are steadily increasing.  By meeting the needs 

of the consumer, the retail industry is beginning to implement sustainability into its architecture.  

American retail history has shown that developers have adjusted and created new shopping ex-

periences along with individual and collective change.  Understanding the evolvement of lifestyle 

patterns allow the retail industry to progress as it strives to fulfill the needs of consumers.
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 The retail environment is constantly evolving, and in order 

to propose a design solution for the design portion of this doctorate 

project, current retail trends must be studied.  Understanding the 

important trends in other cities throughout the United States will be 

used as a precedent to determine the importance and its relevance 

to Hawai‘i’s retail environment.  

 From traditional open air markets to enclosed shopping 

centers, the retail environment has gone through many variations in 

the way people shop.  While many enclosed shopping centers are 

still successful, there are many other shopping options today.  The 

current trends studied in this chapter include: downtown revitaliza-

tion, the “work, live, play concept,” and lifestyle centers.  Sustain-

ability and branding are also retail trends that will be analyzed in 

subsequent chapters.Ch
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 Historically, American downtowns were the birthplace for the core of the retail industry.  

As the population increased and new suburbs were created outside of the downtown core, retail 

centers soon followed.  Many downtown retail establishments couldn’t compete with the success 

of suburban malls, and the downtown retail core fell into disrepair.  Over time, many downtowns 

were occupied strictly during the typical 8 a.m. - � p.m. working day.  After rush hour, downtown 

became empty and deserted, lacking the lively nightlife it once had.  Cities are beginning to take 

an active role to change this perception and to rejuvenate their downtowns. 

 The city of Los Angeles is an example of a downtown that lacks a retail core.  The streets 

are now deserted by � p.m. on a weekday in downtown Los Angeles. Where are the crowds of 

people in this city of �.8 million people?  Weekends are just as empty with very little foot traffic.  

Many food venues that serve the daily lunch crowd close with the end of the business day. Scat-

tered restaurants and bars in the area are open late in an attempt to catch the business people 

after hours.  A strong retail core is missing from Los Angeles, as the existing retail cannot gener-

ate enough foot traffic.

 

Figure ��:  Seattle Downtown
Source: http://seattle-daily-photo.blogspot.
com/�008_0�_0�_archive.html

Figure ��:  Seattle Library
Source: Nakaishi 0�.��.�008

Figure ��:  Seattle Art Museum
Source: http://www.seattlesrestaurants.info/
photo/Seattle-WA/The-Seattle-Art-Museum

2.1 Downtown Revitalization
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In other downtowns like Seattle, Washington, retail and nightlife thrive in a city half the size of 

Los Angeles.  A mix of retail shops and restaurants occupy the ground floor of every downtown 

building in Seattle, attracting crowds of business people, locals, and tourists.  The crowds are still 

there well into the evening as many shops, restaurants, bars, movie theaters, and other amenities 

remain  open.  The retail core of Seattle is flourishing with tenants such as: H&M, Banana Repub-

lic, Anthropologie, Urban Outfitters, Express, Niketown, Nordstrom, and Macys, all within a few 

blocks of each other.  

 Downtown Seattle wasn’t always the lively, bustling city it is today.  In the early �990s, 

business activity in downtown Seattle was stagnant and offices had a �� percent office vacancy 

rate.  Retail suffered from the lack of foot traffic and the closure of a major department store.  By 

�99�, The City of Seattle, King County, and the State of Washington decided to invest over $��0 

million to revive the downtown area.  Bringing culture back into downtown was their top priority.  

A convention center, a concert hall, an art museum, and a contemporary theater were built in 

the heart of downtown.  The addition of these cultural facilities also sparked retail revitalization in 

Seattle.  With the opening of Pacific Place, a three-block retail mall and cinema complex, and the 

largest Nordstrom flagship in the United States, Seattle’s retail core was vastly improved.  Other 

tenants soon filled the ground floor office spaces, totaling over �,800 retail tenants in downtown.  

An additional �� million square feet of offices spaces have been built, with a 9� percent occupan-

cy rate. After several years of renovation efforts on the part of the state of Washington, Seattle 

has become a success story for downtown revitalizations.  At capacity, the cultural facilities, retail 

tenants, office spaces, restaurants, and other amenities have attracted an average of �0,000 

people per night.��   Many other cities are currently trying to follow in their footsteps.  

 Third Street Promenade in Santa Monica, California is another good example of a suc-

cessful downtown revitalization.  Third 

Street was Santa Monica’s main shop-

ping district since the early �900s.  In 

�9��, three blocks were closed off to 

vehicular traffic, with the intention of 

creating an outdoor pedestrian retail 

promenade, called Santa Monica Mall.  

Large parking structures were built to 

provide enough parking spaces for the 

crowds of people that were expected 

to shop there.  Unfortunately, the retail 

�� Wendy Ceccherelli, “Using the Arts to Revitalize the core of a Metropolitan Region,” City of Seattle/King County, Wash-
ington, http://www.usmayors.org/bestpractices/bp9�/��_�99�_Using_Arts_To_Revitalize.htm. 

Figure ��:  Third Street Promenade
Source: http://sonomacountygrapevine.com
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on Third Street did not fit consumer expectations, and quickly became the black core of retail 

in the area.  Buildings became dilapidated and parking structures were barely filled.  In �980, 

a ��0,000 square foot shopping mall, called Santa Monica Place, was built at the south end of 

Third Street.  The opening of Santa Monica Place began to attract consumers to the area.  In an 

effort to fix the failure of Santa Monica Mall, the city converted the outdoor mall to Third Street 

Promenade in �989.  With Santa Monica Place anchoring Third Street Promenade, the area suc-

cessfully became the downtown retail hub it once was.  In fact, the outdoor retail component of 

Third Street Promenade became so successful, that it began to draw more foot traffic away from 

Santa Monica Place, which was the catalyst for its success.  In response, the developer of Santa 

Monica Place is adapting to the outdoor trend by taking off the roof of the enclosed mall, renovat-

ing the interior, adding pedestrian walkways, and adding an outdoor dining component completed 

in �0�0.  

 

 Most settlements in human history developed as mixed-use environments, since walking 

was the main mode of transportation.  It was common for people to live in buildings that were also 

a place for work.  With all of life’s necessities within walkable distance, this created high densities.  

 Mixed-use developments rapidly declined when the Industrial Revolution took hold in 

America.  As more people came into the city for work, many new residential districts developed 

separately from industrialized areas.  In �9��, zoning regulations were created to regulate both 

building heights and the separation of spaces.  The separation of land uses occurred to protect 

people from the smoke and pollution emitted by factories, and eventually led to the separation 

of commercial areas as well.  Public transportation, automobiles, and cheaper living spaces in 

suburban areas also contributed to the decline of the mixed-use trend. 

 As urban sprawl became excessive in America, urban planners in the late �0th century 

have turned to mixed-use developments to counteract the spreading of the city into suburban 

areas.  With the scarcity of land, increasing traffic congestion, and detrimental environmental 

issues caused by urban sprawl, urban planners have returned to mixed-use developments seen 

in traditional towns.  This trend has increased in popularity since psychographic trends show that 

American consumers value convenience in their fast-paced lives, which shows a shift toward 

living in urban environments with various amenities.  This trend will allow people to live among a 

variety of amenities in a smaller area by providing necessities within a development.  The term 

“live, work, play” is commonly used to describe mixed-use developments and has been become a 

marketing tool to promote this trend.  The mixed-use trend is also repositioning the retail industry, 

2.2 Work, Live, Play Concept
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as many shops, restaurants, and entertainment activities are integrated into the ground floor of a 

mixed-use development.  These public amenities become an attraction point for people to gather.  

 Enclosed shopping centers are the result of a rapid growth of retail throughout America’s 

history.  The shopping center model of the �9�0s and �9�0s was developed in a time that pro-

moted the use of vehicular travel.  Enclosed shopping centers were surrounded by a sea of 

parking, designed to promote the use of vehicles, and to create an introverted environment that 

protected consumers from the natural elements.  Consumer needs have drastically changed 

since the enclosed shopping center model was developed, which makes it difficult or costly for 

many existing shopping centers to evolve with the trends.  The over saturation of vehicles and the 

need to create sustainable retail environments are two of the biggest changes in the retail indus-

try.  Open-air lifestyle centers take a different approach to the retail shopping environment from 

the enclosed shopping mall.  Lifestyle centers create an environment that responds to consumer 

changes and provides an opportunity to produce positive change for the future of the retail indus-

try.  

What is a Lifestyle Center?

 Lifestyle centers were conceived when strip center developer Dan Poag was dissatisfied 

with the shopping mall experience in the �980s.  He wanted to create a new shopping experi-

ence with better restaurants and tenants in an inviting atmosphere with easily accessible park-

ing.  Poag teamed up with Terry McEwen, a leasing industry executive, to form the development 

company Poag & McEwen Lifestyle Center.  They coined the term “lifestyle centers” in �98� with 

The Shops of Saddle Creek in Memphis, Tennessee.  

 Lifestyle centers are generally described as an open-air, retail commercial development 

integrated with other leisure and entertainment amenities.��  What separates a lifestyle center 

from an enclosed shopping mall and outdoor outlet mall are the mix of tenants and the quality 

of the consumer shopping experience.  While enclosed shopping malls rely on department store 

anchors and outlet malls have a combination of discount stores, lifestyle centers instead focus on 

an upper-middle class tenant mix with civic spaces—plazas, parks, public amenities, and enter-

tainment—the places where communities are formed, and where people come together for social 

reasons to shop.  Coach, Pottery Barn, and Williams-Sonoma are the types of stores typically 

found in a lifestyle center.  

 Usually located in prosperous neighborhoods, lifestyle centers occupy these mid to high-

�� “Lifestyle Center.” Wikipedia. http://en.wikipedia.org/wiki/Lifestyle_center_(retail). 

2.3 Lifestyle Center Destinations
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end tenants to capitalize off the sophisticated tastes of the consumers in the area.��  Buildings 

within the lifestyle center are designed around open-air plazas, defined by sidewalks and urban 

streets to create city blocks. Lifestyle centers generally focus on creating an attractive pedestrian 

streetscape and atmosphere by integrating vegetation and other natural elements into the shop-

ping environment. 

The Lifestyle Center Transition

 Although developers Dan Poag and Terry McEwen introduced lifestyle centers to Amer-

ica in �98�, lifestyle centers did not become popular until well over a decade later.  Customers 

craved the controlled environment enclosed shopping centers provided.  These malls provided 

protection from air pollution and the natural elements, where the air quality, level of lighting, and 

thermal comfort could be controlled by the touch of a button.  When developers discovered that 

enclosed shopping centers were the popular new trend, malls rapidly began to appear in Ameri-

can cities.  Large department stores thrived during this time, as they were inserted as anchor 

tenants into every shopping mall built in the United States.   

 Enclosed shopping malls that were once new and exciting eventually became old and 

stale.  In the late �990s and early �000s, consumers were finally ready for a change in the retail 

environment.  Enclosed shopping centers were introverted by nature, since all the activity hap-

pens within the confines of a large box design.  Customers wanted a new shopping experience 

and began shopping at the few outdoor centers built during that time.  Outdoor shopping environ-

ments became more important to consumers, especially in locations with moderate temperature 

throughout the year.  Now that environmental concerns are at the forefront of the building indus-

try, retail trends are currently leading to the development of sustainable shopping environments.  

Lifestyle centers provide the qualities necessary to become environmentally friendly environ-

ments.

 The popularity of lifestyle centers is greatly due to the sense of authenticity of its design.��  

Lifestyle centers provide intimacy, a sense of scale, and context, that are generally absent in 

enclosed shopping centers.  Facades of the lifestyle center can be designed specifically to the 

region it’s in and can reflect the context of its community.  For example, the materials, color pal-

ate, and architectural style of a lifestyle center in Tucson might not be appropriate in places such 

as Manhattan or Chicago.  Customers want to know that the stucco on the walls is real and the 

stone pavers on the ground either come from the region or at least represents the style of the 

area.  Creating an atmosphere conducive to the local culture will help to preserve the sense of 

�� Parija Bhatnaga, “Not a Mall, It’s a Lifestyle Center,” CNN Money, http://money.cnn.com/�00�/0�/��/news/fortune�00/
retail_lifestylecenter/.
 
�� Randall Shearin, “Designing Quality,” Shopping Center Business. http://www.shoppingcenterbusiness.com/articles/
JUL0�/story�.shtml. 
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community.  Local materials are not only used as an aesthetic quality, but are a sustainable qual-

ity as well.  Materials from the region will support the local economy and reduces transportation 

costs and fuel emissions. 

 Shopping centers are typically surrounded by parking, which only promotes the over use 

of private vehicles.  Many times, pedestrians wishing to enter the shopping center must walk 

through massive parking lots before reaching the entrance.  Lifestyle centers can alleviate this 

parking problem by locating necessary parking away from the street and store entrances.  Con-

densing the amount of parking and separating it from customer pathways will create a pedestrian 

friendly environment.  Limiting the number of stalls and locating the lifestyle center near public 

transportation hubs could promote the use of public transportation.  While some lifestyle centers 

completely separate parking from the pedestrian environment, other lifestyle centers are designed 

with narrow streets separating blocks of retail spaces.  This feature of the lifestyle center is de-

signed to appeal to customers that value convenience.  Many consumers in the ��st century have 

fast-paced lifestyles and prefer to shop in environments that accommodate their need for conve-

nience.  Lifestyle centers may incorporate this factor into their master plan.  While the majority 

of parking is located away from the pedestrian streetscape, several parking spaces are provided 

directly in front of each retail store.  These spaces are provided for the fast-paced customer, who 

comes to a retail center with a predetermined shopping list, and wants to leave as quickly as they 

came.  These parking spaces could have a time limit to target the fast-paced shopper, or some of 

those stalls could be allocated to low-emitting or fuel efficient vehicles.  Designating these parking 

spaces will limit the number of cars that pass through the lifestyle center streets and will support 

sustainable modes of transportation.  

 Lifestyle centers are also designed for the leisurely shopper, who visits the lifestyle center 

for social purposes.  Shopping environments are not restricted to business transactions; they 

can become social spaces and places of gathering for the community.  Many of these lifestyle 

centers provide ample outdoor seating, interactive water features, performance areas, children’s 

playscapes, and green open space that are reminiscent of parks.  Designing spaces that are 

integrated with vegetation, ample seating, and shading will allow customers to linger in the life-

style center. These spaces encourage the gathering of people in an outdoor setting among retail 

shops. Extensive use of vegetated areas and outdoor shading devices create a pleasant environ-

ment for customers, and is also a sustainable strategy for the site.  Vegetation and shading will 

reduce the heat islanding effect, creating a cooler environment for customers.  The vegetation 

may also alleviate storm water runoff.  

 Gone are the good old days when developers flocked to build enclosed shopping centers.  

Instead, lifestyle centers have become the popular shopping trend, offering customers a differ-

ent shopping experience from the past.  Not only do lifestyle centers provide a pleasant outdoor 
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atmosphere for consumers, lifestyle centers have the opportunity to incorporate many sustainable 

design strategies into the retail environment. 

The Shopping Mall – Lifestyle Center Difference

 Central Avenue in Glendale, California is an example of the dividing line between the new 

and old retail shopping trends in America.  To the west of Central Avenue is a three story, mono-

lithic, dark red brick box, also known as the Glendale Galleria.  Directly across the street from this 

unfriendly mass is an open-air, spacious collection of shops situated around a public plaza, also 

known as the Americana at Brand.  The stark contrast in retail design trends is apparent with the 

Glendale Galleria and the Americana at Brand built facing one another.  The shift in retail trends 

is accountable for this drastic difference in appearance. 

 During the �9�0s, Glendale found itself in the midst of rapid development, creating a 

center for buiness and commerce.  Office buildings replaced smaller shops, Brand Boulevard was 

redeveloped, and the ��� freeway was constructed through the center of the city.  Among all of 

the development, the Glendale Galleria opened in �9�� and was the only notable retail center in 

Glendale for over thirty years.��  It was built in a time where the ideals of a traditional American 

family were still in place.  Although women were entering the workforce, they didn’t hold au-

thoritative positions within businesses.  It wasn’t uncommon for men to make the majority of the 

purchasing decisions and for women to be responsible for household duties.  As the population 

of Glendale grew, the retail demand increased.  The Galleria expanded in �98� and renovated 

�� “The Americana at Brand on Track for Spring �008 Opening with Completion of Land Transaction with...,” All Business,  
http://www.allbusiness.com/services/business-services/�98����-�.html.
 

Figure ��:  Brand Boulevard; Americana to the left and the Galleria to the right
Source: Nakaishi 0�.0�.�009
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again in �99�.  The shopping center hosts four popular anchor tenants and over �.� million 

square feet of retail on three levels.  

 Thirty years after the grand opening of the Galleria, American values have evolved 

since then.  The purchasing power has shifted sexes and has caused a change in the way retail 

environments are designed.  In �00�, a proposal came forth to build the Americana at Brand, a 

���,000 square foot open-air lifestyle center directly across the street from the Galleria.  Threat-

ened by the direct competition, General Growth Properties, the developer for the Galleria, filed 

a referendum and two failed lawsuits as an attempt to stop the development.  Despite the hostil-

ity of its competition, the Americana at Brand was welcomed by the city and many shoppers in 

Glendale.  General Growth didn’t expect the increase in sales at the Galleria once the Americana 

at Brand opened.  Americana brought in more customers, who shopped at both developments.  

 The east entrance of the Galleria, which was once an insignificant side entrance to the 

mall, has now become the gateway between the mall and the lifestyle center.��  Consumers com-

monly cross the street on Central Avenue to travel between the two retail centers.  The designers 

�� “Malled: Glendale Galleria in an Americana World,” http://la.racked.com/archives/�008/0�/0�/malled_glendale_galle-
ria_in_an_americana_world.php. 

Figure �0:  Glendale Galleria Interior
Source: Nakaishi 0�.0�.�009

Figure �8:  Glendale Galleria Exterior
Source: Nakaishi 0�.0�.�009

Figure ��:  Americana at Brand Entrance
Source: Nakaishi 0�.0�.�009

Figure �9:  Americana at Brand Interior Court
Source: Nakaishi 0�.0�.�009
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of Americana have responded to this connection with a restaurant anchor and a large opening 

between boutiques, welcoming customers into the heart of the lifestyle center.  But could the 

Galleria have survived without the Americana as a catalyst for increased foot traffic?  The Gal-

leria was originally designed as an enclosed giant brick box, introverted by nature, without much 

regard to the pedestrian friendliness of its exterior.  Over time, the shopping center attempted at 

change by expanding and renovating its interior.  However, the Galleria hasn’t been renovated 

since �99�.  In the retail industry, neglecting a renovation for over ten years is long overdue for 

a facelift.  With retail trends and customer preferences constantly evolving, the Galleria needs to 

accept its new found neighbor by renovating its east entrance to embrace this gateway. 

Rancho Cucamonga, California

 The analysis of this case studiy will explain why lifestyle centers are currently the suc-

cessful retail trend.  Each of these examples is located within different communities in California 

and incorporate community context and values into its design. 

Program

 Based on the concept of an existing historic pattern of twelve city blocks, Victoria Gar-

dens has been developed as Rancho Cucamonga’s city center.  The site contains �,�00,000 

square feet of retail, residential, office, and other civic facilities usually found in lifestyle centers.  

An architectural firm was hired as the executive designers to develop the master planning of the 

���-acre site.  After the completion of the master planning phase, the residential, entertainment, 

and civic components were 

commissioned to other archi-

tects, leaving the firm to design 

the majority of the retail, and all 

of the office, public space, and 

parking components.

Urban Planning 

 The retail in Victoria 

Gardens is built along a linear 

street grid, dividing the project 

into city blocks.  Public parking Figure ��:  Victoria Gardens 
Source: www.nahro.org

2.3.1 Case Study: Victoria Gardens
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lots are located away from the main 

pedestrian paths, yet easily acces-

sible from all directions.  Narrow 

vehicular streets run through the 

site, allowing customers to parallel 

park in front of their retail destina-

tion.  Shops, offices, and restaurants 

surround a large open-air plaza at 

the center of the project with space 

for entertainment and an interactive 

fountain.  A pedestrian path to the 

north of the plaza leads visitors to 

the civic center, which consists of a 

children’s theater, a public library, 

and a convention center.

Design Concept

 The aesthetics of Victoria 

Gardens is part of the appeal to visiting this lifestyle center.  The design for Victoria Gardens was 

conceived as a city built over time.  Because Rancho Cucamonga is a relatively new community 

and lacked a city center, the architects wanted to recreate a traditional downtown by designing 

each building in a different style starting from the turn of the �9th century to the present.  Tradi-

tional downtowns are created over time; as individual building are torn down, modern structures 

take their place.  Buildings are designed in a range of architecture styles, materials, textures, and 

sizes combine to create Rancho Cucamonga’s downtown.  Old fashioned signs, posters, and 

advertisements were also purposely integrated throughout Victoria Gardens to give customers a 

sense of history.

Reasons for Success 

 Victoria Gardens provides a different and more attractive way for customers to shop.  

Instead of guiding customers through predetermined pathways in an enclosed shopping center, 

Victoria Gardens allows shoppers to create their own path in an open, outdoor environment.  

Landscaped pathways and narrow vehicular streets make it easy for customers to meander 

through the site.  Parallel street parking is also available along the retail street fronts, allowing 

customers to drive up to their retail destination, convenient for customers on a tight time sched-

ule.  The inexpensive metered storefront parking is reminiscent of downtowns, and its proceeds 

Figure ��:  Victoria Gardens Plan
Source: www.victoriagardensie.com
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are collected to provide entertainment for the center.  In addition to street front parking, parking 

lots are located within the center of each city block to minimize large parking lots. These park-

ing courts serve and service each zone, so little servicing and trash storage are visible from the 

street. The customer only sees retail and dining activity.

 The central plaza becomes a lively gathering space as customers stop to listen to the live 

entertainment in the open space.  The grassy area in the center of the plaza and ample public 

seating gives customers a place to linger, and to enjoy the outdoor entertainment.  Two restau-

rants anchors are located at the north opening of the plaza, drawing customers into the space.  

To the south of the plaza is an interactive fountain that allows children to play in the streaming 

water.  Coincidentally, children’s clothes, toys, photography, and other shops are located adja-

cent to the interactive fountain.  A child-proportioned train gives children a ride around the plaza; 

while a horse drawn Cinderella-themed carriage gives families a ride around the lifestyle center.  

With the added amenities and convenience Victoria Gardens provides, this lifestyle center is defi-

nitely the popular place to shop.  

Oxnard, California

 Located in the city of Oxnard, RiverPark is a �0�-acre new development master planned 

to be a mixed-use community.  In �00�, a Specific Plan was written for the new community, which 

serves as a planning standards guide for all new projects within the district.  The Specific Plan 

designates a commercial development district at the southern most section of the project, near 

Highway �0�.  Within this district, the architectural firm was commissioned to develop the master 

plan for a lifestyle center in this area.  

Figure ��:  Food Court
Source: Nakaishi 0�.��.�009

Figure ��:  Decorative Signs
Source: Nakaishi 0�.��.�009

2.3.2 Case Study: The Collection at RiverPark
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RiverPark Aesthetics

 The idea was to create an urban 

town square for this develop-

ment that relates to the context of 

the neighborhood.  The Specific 

Plan has extensive requirements 

regarding the materials, colors, 

and architectural style of the resi-

dential areas.  In contrast, these 

guidelines weren’t specific about 

the aesthetic appearance of the 

commercial district.  The architects 

describe the aesthetics of the area 

as a “Casual California costal style,” a combination of the Craftsman style distinct to the California 

coast, yet contemporary at the same time.��  It will be a ��st Century, rather than a retro-historic 

architectural project.

Program

 Anchored by a theater and a high-end boutique grocery store, The Collection at Riv-

erPark is an open-air lifestyle center that consists of ��0,000 square feet of retail, with �0,000 

square feet of office spaces on the second level, a grocery store anchor, and a ��-screen theater.  

The Collection includes a generous portion of open park space, as required by The Specific Plan.  

The lifestyle center also incorporates future spaces for hotels and additional residential units into 

their master plan, which will be built in a later phase.  A national department store has committed 

to joining into the program, and intends to be completed at the time of opening.

Urban Planning

 Similar to Victoria Gardens, The Collection at RiverPark is designed in a downtown grid 

plan.  Easily accessible by vehicles, bike, or on foot, The Collection at RiverPark connects to the 

adjacent residential and commercial neighborhood fabric of Oxnard.  Retail shops are located 

along the private roads in The Collection, creating a ground floor retail environment with offices 

above.  The retail shops open up to a generous sized park at the north end of the property, com-

plete with a children’s play area and interactive fountain.  

�� Jose Sanchez, interview by author, Los Angeles, California, January ��, �009. 

Figure ��:  The Collection RiverPark
Source: www.sheaproperties.com
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Reasons for Success

 With a good variety of retail, entertainment, office, and open park space, The Collection 

at RiverPark will become the thriving commercial center we have come to expect.  Anchored 

by Whole Foods and Century Theaters, RiverPark will become a lively retail and entertainment 

center both during the day and night.  The “Live, Work, Play” theory is applicable to the planning 

of this site as the variety of spaces allow visitors to accomplish all of their daily tasks in one place.  

With a generous area allocated to open park space, The Collection at River Park allows families a 

place of leisure apart from the shopping and entertainment of the lifestyle center. With the incor-

poration of bike paths and its adjacency to the residential neighborhoods, The Collection allows 

residents to easily access the site on foot.  Its close proximity to Highway �0� also allows for 

visitors in the surrounding areas to make The Collection at RiverPark their retail destination, and 

travelers between Los Angeles and the Santa Barbara region to use it as a place to stop mid-way 

on their commute. 

Creating a Better Future

 As American culture evolves and consumer preferences change, so will their choice of 

retail destinations.  Consumers are no longer flocking to traditionally enclosed shopping malls as 

they have in the past.  Developers and designers have instead begun building outdoor lifestyle 

centers.  Lifestyle centers have become the retail destination of choice by creating an outdoor 

retail center with a pedestrian friendly environment and convenient parking.

 Victoria Gardens and the Collection at RiverPark are examples of mixed-use lifestyle 

centers that plan for future office, hotel, and residential use, depending on the evolving charac-

ter of the city and consumer psychographic trends.  Lifestyle centers are designed as separate, 

small-scale buildings, allowing for unfavorable uses to be easily replaced.  The planning and 

design of these lifestyle centers accommodate change, allowing the retail environment to thrive in 

alignment with the current consumer values and retail trends. 

 In order to prepare for the future of retail trends, it is important to understand psycho-

graphic trends and other types of retail trends that may affect the industry.  While lifestyle centers 

are at the height of retail trends, creating and predicting future trends will depend on the evolution 

of American culture and consumer values.
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 Branding a retail store focuses on creating an architectural 

identity for the retailer.  In order to design an appropriate brand 

identity for the appropriate target market, consumer behavior and 

their response to the retail environment must be studied.   This 

chapter studies the critical elements of a retail space and the 

perception it creates on the consumer.  It is a complex relation-

ship, termed “the science of retail,” between the buyer and seller 

that impacts the shopper of a psychological level.�  Designers that 

understand the science of the critical elements in the retail space 

will influence the customer to enter the establishment, to circulate 

throughout the store, and to finally make a purchase.  The science 

of retail will tailor the way customers receive, collect, and interpret 

their surroundings which will form an instantaneous opinion in con-

sumers.  While opinions of the retail environment are subjective and 

are partially based on past experiences of individuals, designers 

become the choreographer that can tailor a great experience.  By 

analyzing consumer behavior and the critical elements of the shop-

ping experience, designers will be able to create an environment 

conducive to the targeted customer.   

� “Demographics,” Dictionary.com, http://dictionary.reference.com/browse/
demographics
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 Understanding the consumer target market is one of the most important aspects of retail 

design.  Studying consumer demographics and psychographics helps retailers to improve their 

marketing and advertising strategies and helps architects to design for the target market.  Con-

sumer demographics are defined as the characteristics of a population such as the sex, race, 

age, and income of the target market.�9  As stated in Chapter �, psychographics takes the study 

of demographics a step further by analyzing the consumer target market’s lifestyle, values, 

interests, and purchasing decisions.  Since various target markets think, feel, reason, and select 

between brands and products differently, creating an appropriate retail environment becomes a 

necessity for the store’s success.

 When determining the target market for a project, segmentation studies can be done to 

further understand consumers.  A segmentation study divides the market into specific groups ac-

cording to an individual’s lifestyle preferences.  The result of these studies helps to narrow down 

the potential customers for a particular market.  Customers that fit into the segment tend to share 

similar characteristics and purchasing behaviors.  Segmentation studies are commonly used for 

marketing purposes to pinpoint the targeted audience.  In the architectural world, segmentation 

studies will help architects to design to specific needs for the target consumers. 

 Qualitative research is another type of consumer study that will help to determine how 

consumers will react and feel.  This type of research involves in-store interviews, focus groups, 

shop-alongs, and other methods involving feedback from the consumer.  By understanding the 

demographics and psychographics of the target market, architects will be able to understand the 

psychological responses of consumers in the retail environment.

 Since approximately 80 percent of what people perceive from their senses is visual, the 

�9 “Demographics,” Wikipedia, http://en.wikipedia.org/wiki/Demographics. 

3.1 Target Market 

3.2 The Psychology of Color
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colors selected for a space is one of the largest psychological influences in retail.�0  Designers 

responsible for choosing colors must consider its psychological effects on customers and what 

those colors represent.  Colors play a role in creating the mood or atmosphere of the space by 

giving customers an instantaneous impression of the character of the retailer.  This perception of 

color in the retail environment results from the combination of universal psychological responses 

and natural associations.   

 People will associate colors and emotions with their surroundings and things they are fa-

miliar with. The natural environment plays a large role in the universal psychological response to 

colors.  For example, the color green has a universal connotation of grass, trees, and other types 

of vegetation that are also linked to the calming effect of nature.  Regardless of a person’s age, 

culture, or gender, color associations in the natural environment are timeless and universal.��  

 Universal perceptions of color also have an association to both positive and negative 

emotions.  The emotions resulting from color perception is determined by the hue and saturation 

of the color.  Light hues are typically seen as calming and cheer-

ful, while darker and more saturated hues are linked to warmth and 

luxury.  Brighter hues can generate excitement, while duller hues 

have the possibility of creating a dreary atmosphere.  Choosing the 

right hue and placing the color on an appropriate surface may de-

termine the difference between a positive and negative association 

of the color.  The hue also reflects the consumer’s perception of 

volume of a space.  Pale or pastel colors imply a lightness that can 

make a space feel more open, while darker hues makes spaces 

feel smaller.  Designers are able to use the psychological effects 

of colors as a strategy to manipulate a space.  For example, a low 

ceiling painted in a light hue will create the perception of a higher 

volume than if were painted in a dark color.  On the other hand, 

a high ceiling painted in a dark hue will minimize the perceived 

volume of the ceiling.  The placement of these colors is another 

factor in generating the atmosphere of the store.  Colors chosen for 

flooring will have a drastically different appearance when the same 

color is applied to the walls or ceiling.  

 To assist in choosing a suitable color for the intended 

purpose, the following is a color analysis for each of the major hues 

and their common associations in the retail environment.

�0 Natalia Khouw. “The Meaning of Color for Genders.” Color Matters, http://www.colormatters.com/khouw.html. 
�� Ibid. Figure ��  Color wheel

Primary Colors

Secondary Colors

Tertiary Colors
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 Red.  Red used as the dominant color in a retail space is a stimulating color that com-

mands the attention of its occupants. Passion, strength, warmth, and love are the positive as-

sociations of the color, while aggression, rage, and intensity are the negative connotations.  

When used on floors, red is the eye catching element that can guide customers to specific points 

throughout the store.  Depending on the brightness of the hue, red can be viewed as aggressive 

when used on walls.  Part of this association is due to the fact that white walls were a standard 

in many spaces in and beyond the retail environment, including: offices, homes, and hospitals. 

Since white was the common color choice in many common spaces, entering a retail space 

with red as the dominant color provides stark contrast to the norm.  In many contemporary retail 

spaces, red used as the dominant color is used to create a specific atmosphere or mood.

 Pink.  As the hue of red turns to pink, the perception of the color also changes.  Instead 

of the intensity associated with red, pink has a much softer connotation of a feminine, delicate, or 

intimate environment.  In certain applications, this color can also represent feminine youth.  The 

common cliché associated with gender is, “pink for girls, and blue for boys.”  While this cliché 

shouldn’t be used as a solution for designing spaces for a specific gender, the perception of pink 

as a “female” color and blue as a “male” color still exists within the subconscious.  

 Yellow.  Yellow holds positive connotations of optimism, cheerfulness, and the summer-

time.  When the hue becomes too bright, yellow exudes a negative association of being hazard-

ous or glaring.  Light yellow applied to ceiling can create a heightened sense of luminosity.  It 

is generally viewed as being brighter than white and can be a good strategy to improve dimly lit 

spaces.��  The emotions associated with yellow can also change with the addition of various ac-

cent colors.  Warmer accents of red and orange will present a more exciting space while green 

and blue accents integrated with yellow will create a cool, calming environment.  

 Orange.  As a combination of red and yellow, orange shares the characteristics of both 

colors.  On a positive note, orange implies a lively, energetic, and sociable space.  On the other 

hand, orange can also become glaring and too intense.  As the hue lightens and becomes pastel, 

it can create a cheerful atmosphere.  When the hue deepens, it will create a warmer environ-

ment when used as the dominant color in the space.  Orange as the dominant color on ceilings 

becomes an attention seeking element; however, when orange becomes less saturated and turns 

into brown, it may feel heavy as a ceiling application.  In other uses, the color brown is associated 

with an earthy tone representing comfort and security.  Wood flooring represents these character-

istics and usually establishes a warmer feeling than using brown paint in the same application.

 Green.  The most common association for green is its reference to nature and provokes 

positive associations of being tranquil, quiet, and refreshing.  On the other hand, the negative 

connotations with green are its association with mold and decay.  The wide range of green hues 

�� Frank M. Mahnke, Color, Environment, and Human Response (New York: Van Nostrand Reinhold, �99�), ��. 
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has the ability to radically change the perception of the space.  Neutral greens are associated 

with nature and reflects a calm atmosphere.  Brighter greens create bold impressions, but as the 

hue becomes too bright, neon green can become glaring.  On the other end of the green spec-

trum, olive can provide an earthy tone, but poorly saturated green hues can become muddy and 

oppressive.  In recent years, the word “green” has taken on an additional meaning by becoming 

synonymous with “environmentally friendly,” and has become associated with sustainable prac-

tices.  This reinforces the color’s association with nature, but now has an underlying meaning of 

environmental responsibility.

 Blue.  Implications of the sea and sky are often associated with the color blue.  Due to its 

reference to nature, this color evokes a sense of calmness, comfort, contemplation, and spiritual-

ity.  With the wide range of blue hues, blue can also have a negative association of depression 

or coldness.  Light blues will create a cool, sometimes cold atmosphere.  When applied to large 

surfaces, light blue hues can feel bleak, especially when applied in long hallways or corridors.  

The type of material and texture of the surface will also have an effect on the appearance of the 

color.  Deep blue hues in carpets, textiles, or a coarser surface appear warmer than if the same 

hue is applied to a smoother surface.��  

 Purple. Although the color purple is a mixture of red and blue, it doesn’t share the same 

associations as its primary colors.  While passion is a representation of red and calmness is a 

reflectance of blue, purple has connotations of dignity, exclusiveness, luxury, and royalty.  On the 

other hand, the negative associations with this color are lonely, mournful, or pompousness.  The 

darker hues of purple will evoke associations of luxury or exclusiveness, but as the hue lightens, 

the color association changes to reflect a sweet or intimate space.  

 White.  White can be represented by associations of hope, innocence, or purity. Psycho-

logically, white implies cleanliness and sterilization and is commonly used in hospitals to promote 

that fact.  On the negative side, large applications of white in other building types imply the feeling 

of an unemotional clinic.  In retail applications, the positive or negative associations of white are 

determined by the type of product displayed, the targeted customer and the design intent.  For 

high end products, using white for interior walls or product displays may give the customer a psy-

chological sense of sophistication.  For customers looking for a sense of sophistication, the use 

of white has met the design intent for the targeted customer.  However, to a different customer, 

the use of white may also suggest a pristine environment, where products should not be touched.  

Since different customers will interpret design and color choice in various ways, understanding 

the psychology of the targeted customer is crucial.

 Black.  In the English language, the color “black” is associated with many negative con-

notations.  It is described as gloomy, hostile, and evil at its extreme.  Black is a powerful color 

�� Ibid. 
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that has the ability to induce fear of the unknown, and what can’t 

be seen.  When applied to large surfaces in a retail space, it has 

the ability to create an ominous quality.  On a positive note, this 

powerful color can also be used in conjunction with other hues to 

represent elegance and dignity.  The use of black is also capable 

of heightening colors and making them appear luminous.  

 Gray.  As the mix of black and white, the color gray also 

represents the psychological medium of the two extremes.  The 

negative connotations of gray can be perceived as dreary or unset-

tling, especially when used as the dominant color in a space.  On 

the other hand, this color is also dignified, conservative, quiet and 

calm.  Since gray alone doesn’t give much clarity, it is often used 

as a background color to other dominant hues.�� 

 Color harmony is created when a color balance is pleas-

ing to the eye.  Over stimulation or under stimulation will create 

disinterest to the customer.  Analogous colors are any three colors 

that are side by side on a twelve part color wheel.  This type of color combinations are harmoni-

ous because they are relatives to each other.  Analogous colors are less vivid and have less 

contrast than complementary colors. Complimentary colors are directly across from each other on 

a twelve part color wheel.  The opposing colors create a maximum contrast that can be vivid and 

exciting, but using too many complimentary colors can be an eyesore.  

 To make color choice more complex, certain colors will also produce various color as-

sociations among different countries and cultures.  For example, color combinations of green and 

red are generally linked with Christmas and the psychological associations of joy and celebration.  

However, this linkage may not exist in other cultures that do not observe this holiday.  In many 

western cultures, white is commonly associated with marriage, but is the color of death or mourn-

ing in many Asian cultures.   Designers should be aware of the color combinations that have 

strong connotations among different countries and cultures.    

 Appropriate color combinations will provide customers with a sense of balance in their 

shopping experience.  A color palette that is either over stimulating or under stimulating will cre-

ate disinterest in the consumer.��  Creating a suitable color scheme and producing the intended 

response from the target customer is essential for the success of the retail establishment.  The 

age of the consumer is one of the factors in determining the appropriate color scheme.  Seniors 

may prefer more subtle palettes, while younger generations may react favorably to bold colors.  

�� Kate Smith, “All About the color Gray,” Sensational Color, http://www.sensationalcolor.com/color-messages-meanings/
color-meaning-symbolism-psychology/all-about-the-color-gray.html.  
�� Natalia Khouw. “The Meaning of Color for Genders.” Color Matters, http://www.colormatters.com/khouw.html. 

Figure ��  Color wheel
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Children also react differently to spaces from adults.  Since color association is a characteristic 

that develops as a person matures, children are more responsive to bright primary colors.��   

 Not only do retailers target a specific age group, they also target the specific style prefer-

ences within that age range.  Style preference relates to the personal taste of the individual, the 

products sold within the store, and the character of the retailer.  These elements should all be 

in alignment in order for the designer to develop an appropriate color scheme for the intended 

customer.  For example, Hot Topic and Aeropostale are two apparel stores that target the same 

consumer age range, yet both stores target teenagers of completely different style preferences.  

Hot Topic is a music inspired accessory and apparel store that features a clothing line influenced 

by pop culture and rock music.  The character of the retailer is centered around the punk rock 

genre, reflecting the loud, edgy, and rebellious characteristics of the music into their store design.  

With a black ceiling, black walls, a darkly stained concrete floor, low lighting, and an oversized 

rusted iron gate framing the entrance, an ominous environment is created to attract only the cus-

tomers who dare to enter.  This retailer attracts a specific clientele that would feel comfortable in 

a dark ambience, while deterring customers that aren’t in tune with Hot Topic’s style from entering 

the store.  In contrast, Aeropostale features a casual line of clothing that targets the wholesome 

all-American teenager.  Shirts, shorts, and sweaters are available in a basic colors and simple 

styles.  Simplicity is the key for this retailer, which is also reflected in the color scheme of their 

stores.  With a white ceiling, tan colored walls, and wood flooring, the color scheme of the store 

creates a carefree and relaxed environment.  Aeropostale attracts the type of teenagers inter-

ested in the clean cut, style of American fashion.  

 Hot Topic and Aeropostale are examples that exemplify the importance of understand-

ing the style preferences of the customer, the products sold, and the character of the retailer to 

create an appropriate atmosphere to attract their target customer.  Every surface in the retail 

environment plays a role in creating a color association to represent the character of the brand.  

Because customers react instinctively to color, understanding the basics of color psychology and 

how customers will respond in the retail environment is of utmost importance. 

 

 While color triggers certain emotions and psychological responses in consumers, this 

perception is also influenced by the materials and the surface textures of the space.  To create a 

specific ambiance for a retail environment, the materials selected are determined by its perceived 

image and its physical properties.  Although each material is generally associated with a certain 

�� Andrew Sibley, “Design: The Psychology of Colour in Retail,” Architect Africa Online, http://architectafrica.com/psi-co-
lour-in-retail. 

3.3 The Psychology of Materials & Texture
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image, this perceived image will be enhanced or altered by its context.��  For example, on its own, 

natural wood gives the impression of warmth.  However, when wood is used in conjunction with 

polished marble, the perception is changed to feel elegant or luxurious.  If wood is placed adja-

cent to concrete and metal, it may take on an urban feel.  

 The physical properties that affect the perception of materials, is its ability to absorb 

sound, light, texture, transparency, and color.  All materials have a level of sound absorption.  

As sound waves strike the surface of a material, it will either be absorbed or reflected.  Porous 

materials absorb sound by allowing air to flow into a cellular structure where sound energy is con-

verted to heat.  Examples of porous materials include: carpet, curtains, aerated plaster, fibrous 

mineral wool, and ceiling tiles.  In general, the thicker the porous material, the more efficient it is 

at providing bass sound absorption.  On the other hand, rigid, smooth, and non-porous materials 

reflect sounds waves.  Rigid materials will not bend with the sound wave to decrease the reflec-

tance, while smooth materials do not have fluctuations in the surface to dissipate sound, and 

non-porous materials no not contain an air space to absorb sound.  Materials that reflect sounds 

waves include: concrete, brick, metal, and tile.  

 The ability of a material to absorb light is determined by its transparency, color, and 

finish.  As light strikes a surface, it will either reflect, refract, or transmit through the material.  

The ability for materials to reflect, scatter, or absorb light depends on the finish of the material.  

Smooth opaque surfaces will reflect light, while matte surfaces will absorb light, and rough sur-

faces will scatter light.  Translucent materials will scatter transmitted light and transparent materi-

als will transmit light.  The material’s ability to absorb or reflect light also depends on the color of 

the surface.  Black or dark colored materials absorb light, while white or brighter materials reflect 

incident light.  Since rough or irregular surfaces scatter light, it creates a darker perception of 

color.  

 The texture of a material creates a distinctive, three dimensional topography that will af-

fect the consumer’s perception of color and light.  Materials and textures contribute to creating the 

�� William R. Green, The Retail Store, (New York: Van Reinhold Company, �98�), ��.  

Figure �8  Materials and textures create the mood of a space
Source (From left to right): http://archidose.blogspot.com, http://katebarkauskas.blogspot.com

Bakery in New York Yacht club in the Pacific Northwest
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mood of a space, creating a distinct persona for each establishment. 

 A storefront is like the cover of a magazine.  The picture on the front of the magazine 

makes an instant impression on the potential customer.  Whether the cover features a fashion-

able model, a sleek new sports car, or the interior design of a trendy restaurant, the image on the 

magazine cover seeks to target a specific consumer market.   Various phrases adorn the cover, 

giving customers a glimpse of the magazine’s contents, while the major headlines are printed 

in bold to quickly catch the customer’s attention, highlighting the most important features in the 

magazine.  A customer spends very little time scanning the magazine cover before deciding to 

flip through the magazine or to bypass it completely.  Within that small timeframe, the magazine 

cover must engage the reader and compel him to move beyond the cover.  Storefronts function 

the same way.  Storefronts are a representation of a retailer’s brand in a nutshell, allowing cus-

tomers to create an instantaneous impression at first glance.  In that instant, customers will make 

an assumption of the quality of the retailer’s products, the approximate price of merchandise, and 

the character of the store.  Like the text on the front of a magazine, the elements of the storefront 

design must be bold enough to compel the customer to move beyond the threshold and explore 

the contents of the retail space.  If the storefront is a magazine cover, the tone of the storefront 

becomes to cover photo, while the storefront lighting, displays, transparency, and transition zone 

become the featured headlines.

 In order to attract the intended consumer target, the tone of the storefront must reflect 

the retailer’s brand. The tone is a combination of the materials, colors, and textures that creates a 

specific ambiance.  Is the store playful or serious?  Casual or sophisticated?  Exciting or tran-

quil? As explained earlier in the document, the materials, colors, and textures produce a certain 

psychological response from consumers.  Since the storefront is the consumer’s first interaction 

with the store, the tone must be apparent at first glance.  If the tone is accurately portrayed in the 

storefront design, the customer will make the split second decision to enter the store. 

 The storefront lighting also plays a role in setting the tone for the store.  The type of 

source light, the brightness, and the color of the light are all designed to create a specific ambi-

ance and to accentuate the products on display.  Lighting should be carefully positioned to avoid 

creating glare on the storefront glazing.  Too much glare can become a psychological barrier that 

prohibits customers from entering the store.�8  Flexibility should be considered to reduce the pos-

sibility of creating glare, and to anticipate storefront display changes.

 The design and presentation of the products displayed are another factor that will entice 

the customer to enter the retail space.  Storefront window displays allow the customer to view 

�8 Vilma Barr and Charles E. Broudy, Designing to Sell, (New York:McGraw-Hill, �990), ��.  

3.4 Storefront
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new merchandise, grabbing the attention of the passersby. The size of these window displays 

is dependent upon the size of the product.  When displaying small objects, such as watches or 

rings, the size of the storefront display should be proportionate to the product.  A small display 

area will focus the customer’s attention on the watch or ring, while a large display area for the 

same product will lose that focus.  For larger products, such as clothes, more of the storefront 

area may be dedicated as a display window.  Clothing is usually presented in outfits, displaying 

various styles of the season within one display, which will require a larger space.  The amount of 

product displayed in the window, and the amount of space dedicated to displays also depends 

upon the transparency of the storefront.  The transparency sets the level of visibility into the store.  

Displays can be integrated into the design of the storefront with or without backs.  A display with 

a back blocks interior views, focusing the customer’s attention on the product in the storefront.  

A display without a back will allow customers to view beyond the storefront display and into the 

store.  In some cases, the retailer wants a maximum amount of visibility into the store and de-

signs a storefront as a glazing system, without any built in displays.  

 The transparency of a storefront also deals with the entry of a store.  A storefront with 

closed doors can become a psychological barrier to a customer, sometimes preventing the 

casual shopper from entering.  Leaving entry doors wide open requires less effort by the shop-

per and gives the greatest ease of entry for customers.�9  Many retailers believe that open doors 

will attract more foot traffic into the store, than if their doors were closed.  Unfortunately, leaving 

doors wide open creates detrimental drawbacks.  Pilfering of items near entryways can become 

a problem.  Since open doors allows customers to enter the store easily, it allows allow thieves to 

exit in the same fashion.  Retailers that keep their doors open to the exterior also release their air 

conditioning into the environment.  This uses massive amounts of energy to keep the store cool 

and presents other environmental problems discussed in more detail in Chapter �. 

 

�9 William R. Green, The Retail Store, (New York: Van Reinhold Company, �98�), ��.  

Figure �9: Transparent storefront; clear visibility into the store
Source: http://www.callison.com

Figure �0: Storefront blocks visibility into the store
Source: http://www.shop-eat-surf.com
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Finally, the transition zone is the area ten feet in front of the entrance that defines the passage 

way between the street or mall and the interior of the store.  A transition can be as subtle as a 

change in flooring material or a more noticeable change in the architectural form.  Within this 

boundary, customers will either make the commitment to enter the store or will walk right past.

 Color and lighting are the two largest factors that influence the atmosphere of a retail 

store.  Lighting will transform the mood of the space to create a specific ambiance.  Lighting will 

guide customers through the store.  Lighting will change the way cus-

tomers perceive the product.  “Lighting is the quickest and most direct 

form of nonverbal communication.”�0

 Although materials, colors, and textures are chosen to create a 

specific atmosphere, lights have a color of their own and have the ability 

to alter the perception of those elements to enhance the mood of the 

space.  The color temperature and the color rendition are two ways of 

perceiving the properties of a light source. The color temperature is the 

numerical measurement of the color appearance of the light.  This prin-

ciple states that objects heated at an intense temperature will emit red, 

orange, and yellow colors, creating a “warm” colored light.  Objects that 

�0 Vilma Barr and Charles E. Broudy, Designing to Sell, (New York:McGraw-Hill, �990), ��.  

Figure ��: Color Temperature
Source: http://www.energystar.gov

Figure ��: Color Rendition
Source: http://www.olino.org

3.5 Lighting
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are heated at much higher temperatures will emit a blue or white light, producing a “cool” colored 

light.  This may seem contradictory, since “warm” lights have a lower temperature than “cool” 

lights; however, these terms were made to relate to the way color groups are visually perceived. 

Psychologically, the colors red, orange, and yellow feel “warm” while blue and white feel “cool.”  

In the retail environment, warm lighting will create a psychological feeling of intimacy and comfort, 

while cool lighting creates a heightened sense of intensity.

 Color rendition is the appearance of color when it is illuminated by a light source.   If light 

sources are deficient in certain colors, it will alter the perception of the intended color.  The Color 

Rendition Index (CRI) is a �-�00 point scale that evaluates the light source’s ability to render 

colors as compared to other light sources.  In general, the higher the CRI value, the better the 

color rendition.  A CRI value of 80 and above is considered an acceptable light source for indoor 

applications.��  

 The strategic use of lighting can also alter the perception of the volume of the space. To 

make a small space seem larger, the ceiling could be lit with uplights, cove lights, or floor fixtures.  

Lights projected toward the walls may help to create the perception of a larger space.  If the 

perception of a smaller space is desired, darker colors and lower ambient lighting on walls and 

ceilings will create the desired effect.  Pendant lights will also make the ceiling feel lower and cre-

ate a more intimate space.

 Lighting may entice customers to enter the store and direct their attention to feature dis-

plays, to specific departments, and to the back of the store.  While ambient lights illuminate gen-

eral areas of the store, accent lighting will create brighter areas of interest.  Different levels of light 

will create contrast, provoking customers to travel throughout the store.  Since ambient lighting 

is a diffused light, it’s useful as background lighting because it doesn’t create shadows.  Accent 

lighting is a directional light that is typically twice as bright as background lighting and helps the 

customer to focus on the important products.  Directional lights highlight products by accentuating 

colors and textures by creating shadows and depth.  The brightness of the light source also plays 

a role in highlighting a product display.  Brightness is the perception of luminance or reflectance 

of the visual target relative to the contrast of the background and the intensity of the light source.  

It is a factor of how much light is delivered to the display and how much light is reflected back to 

the customer.  The color of the product may determine the brightness of the reflection of light.  

White product reflects over 80 percent of light, whereas green or brown products reflect only �0 

percent.��  Designers should be aware of the type of product on display in order to appropriate 

design light conditions.  For example, the reflection of light on jewelry brings out the sparkle in the 

object, while products wrapped in plastic packaging may produce glare.  Glare becomes a visual 

�� “Lighting Principles and Terms,” U.S. Department of Energy, http://www.energysavers.gov/your_home/lighting_day-
lighting/index.cfm/mytopic=��990. 
�� William R. Green, The Retail Store, (New York: Van Reinhold Company, �98�), ���.  
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annoyance and prevents the customer from viewing the details of the product.

 

 

 “You can have the best merchandise in the world, but if you don’t display it properly, cus-

tomers will pass it by.”��  Display areas are the backbone of the retail store that presents products 

to the customer in the most attractive way possible.  Since product presentation is very important 

in retail, and designers must put a lot of effort into the planning and execution of the displays.  

Displays must grab customer’s attention long enough for them to make a decision about the prod-

uct.   A successful display will organize products so they are easily seen and easily understood 

by the consumer.  Customer’s will understand products best if they are able to see, taste, smell, 

hear, or touch a product and will be more committed to purchasing the item.  

 A retail store generally displays four types of products: feature items, staple items, ac-

cessory items, and impulse items.  Feature items are the new, trendy, and/or unique products to 

the retailer.  These products are commonly displayed in storefronts, or are the primary items on 

feature displays.  For fashion retailers, the feature item may be a trendy dress that is part of the 

season’s newest collection, which will soon be replaced with styles from the next season.  Staple 

items are the common products that are generally found in every retailer of its type.  Solid color 

tank tops or camisoles are the staple items found in most women’s retail stores.  These products 

are fashion basics that will last through every season and are essential to every woman’s ward-

robe.  Accessory items are lower profit products that are supplementary to feature and staple 

items.  A necklace, a belt, and earrings are examples of accessory items that should be located 

adjacent to the feature or 

staple items.  Impulse items 

are low profit merchandise 

that a customer didn’t initially 

intend to purchase.  Products 

such as key chains, lip gloss, 

candy or other items that 

aren’t considered necessary 

are impulse items.  These 

items are strategically placed 

near cashwraps to entice 

shoppers to make a sponta-

neous purchase.   

�� Ronald Bond, Retail in Detail, (New York: McGraw-Hill, �008). 

Figure ��: Variety / hierarchy of displays
Source: http://www.callison.com

3.6 Displays
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To properly organize products within a store, separate departments 

should be created.  Establishing departments helps shoppers to 

navigate through the store and to locate their products quickly.  In 

order to properly display the various types of products, a hierarchy of 

product displays should be used within each department.  A hierarchy of displays will further or-

ganize products and will attract the customer’s attention to selected merchandise.  Most products 

are placed on vertical displays, which can include gondolas or wall fixtures.  Vertical displays are 

useful for presenting a concentrated stacking of products.  Horizontal displays, such as nesting 

tables, can be used to display feature items or impulse items.  Since horizontal fixtures limit the 

amount of products on display, they create a visual break from the massing of merchandise on 

vertical displays.  Typically, there’s at least one feature display in every department that’s de-

signed differently from other fixtures.  This display will showcase the newest, trendiest products 

available and is typically placed in high traffic areas to generate more attention.  Placing popular 

items adjacent to or in the middle of aisles will ensure that customers have access to the product 

from any direction.  Fixtures can be simple or elaborately designed and positioned in a variety of 

ways, but displays should always emphasize the item, not detract from it.  

  Product presentation is one of the most important factors of enhancing the appeal of 

merchandise and reflecting product value.   Since it is natural for customers make instinctive 

judgments about the visual elements in a store, the product presentation must accurately reflect 

the price of a product.  If a product display makes the merchandise seem more expensive than 

it actually is, the budget conscious shopper may be discouraged from purchasing the product 

before looking at the price tag.  There’s a tendency for expensive merchandise to have fewer 

products on elaborate displays, while less expensive items have more products placed on simpler 

Figure ��: Vertical displays
Source: http://neilperkin.typepad.com

Figure ��: Horizontal displays
Source: http://vmsd.com
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displays.  With fewer products on a display, more attention is drawn to the product, and the more 

expensive it is perceived.  Less merchandise is on the sales floor, requiring assistance of a sales 

associate to locate the item in another size or color.  For common, less expensive merchandise, 

mass presentation displays are often used to organize products.  Solid color t-shirts are a product 

that would benefit from mass presentation displays by organizing the clothing by color and size.  

Displaying t-shirts in this fashion is effective for creating a bold visual impact and is helpful for the 

ease and convenience of shopping.   The organization of displayed products is important, since 

cluttered products may dissuade customers from purchasing them.  

 Since the retail environment is constantly changing, the flexibility of fixtures should be 

considered.  Keeping displays and products in the same layout may become monotonous for 

regular shoppers.  While rearranging every fixture in a store may not be necessary, changing the 

storefront display and feature displays will aid in sparking a renewed interest in the retailer.    

 The circulation plan should be simple and clear enough to easily guide customers 

through the store.  As customers enter the retail space, visibility across the store becomes a key 

factor in their navigation path.  Many retailers place feature items and staple items away from the 

entrance to encourage movement and forces customers to pass accessory and impulse items 

along the way.  An unobstructed line of sight will guide customers from one area to another, 

eventually leading them around the entire store.  

 The circulation also establishes the positioning of 

fixtures and the walkways through the retail store.  Accord-

Figure ��: Vertical circulation
Source: http://www.callison.com

Figure ��: Clear circulation
Source: http://www.callison.com

3.7 Circulation
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ing to William Green, behavioral studies show that customers require a zone of space around 

them as a buffer.��  This space is a psychological zone of protection between customers that stop 

to look at products on display and other customers that are passing behind.  Walkways should be 

wide enough so customers are not concerned about bumping into other people.  This will keep 

their focus oriented toward the merchandise and assist in moving through the store.  

 For retail stores with multiple levels, vertical circulation may add complexity to the naviga-

tion route.  Since most Americans are accustomed to horizontal retail environments, it may be a 

challenge to provoke movement vertically.  Stairs can be a psychological barrier that discourages 

customer flow from one level to another.  To solve this psychological barrier, many retailers de-

sign escalators into their circulation path.  Escalators provide customers with an effortless transi-

tion from floor to floor.  A successful circulation route will provide optimum visibility and effortless 

circulation throughout the store.

�� William R. Green, The Retail Store, (New York: Van Reinhold Company, �98�), ��.   
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 What is a brand? Why is it important? How do you create a 

good customer experience while integrating the spirit of the brand 

into architecture?  As the competition the for the consumer increas-

es, companies must find a way to differentiate themselves from 

competitors.  Socially responsible branding is the key to creating a 

unique retail identity in the built environment.  With more importance 

being placed on the experience of the user, designers must discov-

er new ways to blend brand identity with architecture.  A successful 

translation will allow the architecture to communicate the company’s 

brand values to the user.    Ch
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 The term “branding” is commonly used in the graphic arts industry to create a two di-

mensional composition.  However, branding assumes a different role in the three dimensional 

built environment by conveying the essence of a company’s identity by establishing an emotional 

relationship with the consumer.  The common misconception is that a logo is synonymous with 

a company’s brand.  A brand is more than just a logo, it is a collection of images and ideas that 

convey the essence of the company, product, or service.  Whether it’s a logo, advertisement, 

website, or the built environment, everything the customer sees or hears becomes associated 

with the brand.  

 When you see the figure below, you immediately know it’s the Apple logo.  The name 

of the brand is not needed for recognition since this logo has become an international symbol 

of technological innovation over the past few decades.  The simple, sleek, and bold character-

istics of the Apple symbol represent the same qualities in the 

products the company manufacturers.  This symbol may be 

on the iPhone commercial you saw today, on the storefront of 

the Apple store in your local shopping center, on the back of 

the iPod you already own.  The advertisements you see send 

a graphic message showing you the newest product available, 

marketed with a simple, attractive product design.  The Apple 

store allows you to walk into the Apple environment, where 

sales associates are waiting to answer your questions and 

where you can test out the ease of their new products.  Every-

thing you see, hear, and associate with Apple is the accumula-

tion of experiences that build upon the identity of Apple’s brand. 

 Effective design establishes the emotional relationship customers associate with the 

Figure 38:  Apple Logo
Source: http://www.itechnews.net/tag/google/

4.1 Branding in Architecture

4.2 Importance of Branding
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brand.35  Associations are important when customers decide whether they like the product or ser-

vice.  Sometimes when customers likes the product, or has had a good experience with the com-

pany, they may not realize the effort it took to create that seamless experience.  Unfortunately, if 

a bad experience occurs, it tends to outweigh the good due to problems with the service, ineffi-

cient design, or a variety of other reasons. It is up to the designer to understand what is important 

to the brand, how to communicate it to the client, and to create that seamless experience to build 

the identity, or the brand value for the company.  Building brand value creates customer loyalty 

and ultimately a successful user-driven design. The architect becomes the choreographer that 

strategically designs everything about the customer experience; from the eye catching storefront 

that draws customers into the store to the shopping bag the customer takes home at the end of 

the day.

  Design isn’t primarily about a good 

looking space; it’s about solving a problem 

by blending function, usability, style, and to 

create an emotional connection with custom-

ers.36  Architects must first discover the targeted 

customer demographic as well as the company’s 

35 Robert S.E. Brunner, Do You Matter? How Great Design Will Make People Love Your Company, (New Jersey: Pear-
son Education, Inc., 2008), 48. 
36 Ibid, 50. 

Figure 39:  Apple products
Source: http://store.apple.com

Figure 40:  Apple advertisements
Source: http://dpapi75.wordpress.com

Figure 42:  Apple stores
Source: http://passkeygroupmax.wordpress.com/

Figure 41:  The Apple experience
Source: http://www.daylife.com

Associations 
with the 
brand

Figure 43:  Customer experience associated with the brand
Source: http://www.tehkseven.net
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competition.  Knowing who the customer is and what’s important to them is the key to a success-

ful design.  Because customers are the end-user that will ultimately be the ones using the space, 

design must accommodate their needs.  A comparative and competitive analysis can be done in 

order to learn from companies that are similar and to differentiate themselves from the competi-

tion.  Once these initial studies are done, architects must define the company’s brand.  They need 

to know the history of the client, what’s important to them now, and where they would like to be in 

the future.  Once customer’s needs and the spirit of the brand are defined, the design team can 

then create a design solution that merges the two.

 Incorporating brand identity into architecture can be broken down into two types of retail 

environments: the individual retailer and the retail center.  When creating the architectural brand 

of the individual retailer, the designer must understand the identity and core values of the com-

pany in order to apply those values to each critical element in the shopping experience, as stated 

in Chapter 3: The Science of Retail.  For a retailer, the storefront is usually the customer’s first 

exposure to a company’s brand, while the interior space creates a specific atmosphere to attract 

the brand’s targeted customer. 

 Although retail centers are designed toward a broader range of customers and do not 

reflect a specific corporate brand, a retail center may still be branded to create a particular retail 

environment.  Branding for a retail center takes on a holistic approach as the common spaces 

and core & shell of the buildings represents the retail brand initiated by the developer.  

 After graduating from the University of Oregon, track runner Philip Knight traveled to Ja-

pan in hopes of prolonging his entrance into the real world.  Completely on a whim, Knight set up 

an appointment with Onitsuka Tiger Shoe Co., a Japanese sports shoe manufacturer, pretending 

to be interested in importing their shoes to America.  From that meeting in 1962, Knight created 

his American import company, Blue Ribbon Sports.  

 Partnered with his track coach, Bill Bowerman, the two began selling shoes at track 

meets from the back of Knight’s car.  After selling $8,000 worth of shoes by 1964, Jeff Johnson 

was hired as their first full time salesman.  Johnson had a dream about Nike, the Greek goddess 

of victory, which became their company name featured on their first shoe with the Swoosh logo.  

 Bowerman wanted to expand their line of shoes and experimented by pouring liquid ure-

thane into his wife’s waffle iron, and developed an innovative running sole. Professional athletes 

4.3 Types of Architectural Branding 

4.3.1 Case Study: Nike
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started wearing Nike products and began winning competitions, associating Nike’s brand with 

success.  Over the years, Nike’s brand has become affiliated with innovation and high quality 

performance.  

Niketown

 The first Niketown 

opened its doors in 1990 in 

downtown Portland, Oregon.  

The intent was to portray 

Niketown as running a million 

dollar advertisement.  Nike 

wouldn’t be making a profit, 

but they would be able to 

present their ideas to the pub-

lic.37  Although Nike knew they 

didn’t have enough merchan-

dise to initially make Niketown 

profitable, they conceived the 

store as a museum to showcase their products and to create an amazing experience to enhance 

their brand.  The first Niketowns were built at a grand scale, with low lighting to create a theatri-

cal theme for the store.  Single products were displayed in glass cases, which were very different 

from product displays in traditional shoe stores.  Niketown became a retail destination, as cus-

tomers flocked to the stores just for the Nike experience.  

 Overtime more and more retailers came into the Nike world and found that Niketown’s 

merchandising needed to be reworked.   Museum-like displays were  replaced with more conven-

tional displays, by placing clothing on racks and shoes on display walls.  Although the Niketowns 

were successful in creating a space that exemplified the brand’s image of high performance and 

innovation, the retailers found that Niketowns were only targeting the male demographic.  They 

saw that quite a few comparative companies, such as Best Buy, published their new design 

strategies about targeting the female demographic.  Best Buy realized that since women made 89 

percent of the purchasing power in the household, they should reconfigure their design strategy 

to accommodate women.  The new line of Best Buy stores scaled down their store to create a 

more intimate atmosphere. Lighting became softer, music quieter, shelving shorter, and aisles 

wider to create a shopping environment that accommodates the female shopping tastes.   Best 

Buy figured out that the male demographic was not as concerned about the shopping environ-

37 Robert Singler, interview by author, Seattle, Washington, November 21, 2008. 

Figure 44: Niketown Interior 
Source: http://www.leaxcontrols.com
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ment as women were.  Men would  typically shop where the products in demand were available, 

while women tend to gravitate toward a comfortable shopping environment.  Nike realized that 

they were missing out on this profitable target market with their Niketown stores.

Nike Goddess

 In order for Nike to appeal to the female demographic, they needed to evolve their retail 

strategy; thus, the Nike Goddess concept was born.  Nike spent a week in a charette with the ar-

chitectural team to figure out what the Nike Goddess concept should represent.  They discussed 

how the product would be presented in the store, how customers would move through the store, 

how customers connect with the brand, and what women were looking for in a retail space.  The 

goal of the Nike Goddess concept was to shift how Nike sold, designed and communicated  their 

brand to women.  The group realized that Niketown focused on the professional athlete, which 

did not necessarily represent a large portion of their customer base.  They acknowledged that the 

everyday woman just wanted to excel at the sport or activity of her interest.  It was also found that 

the female clientele thought Niketown was too abrasive and theatrical for their shopping taste.

 To better accommodate the female shopping style and to reflect Nike’s brand simultane-

ously, the first Nike Goddess store at Fashion Island Mall in Newport Beach, California reflected 

Nike’s shift in their retail shopping experience.  The store design reflected a more intimate, 

residential feel versus the bold, urban themed design of Niketown.  The storefront was simpler, 

and was designed at a human scale as compared to the larger-than-life scale of Niketown. The 

mix of pale blue paint and dark and light woods created a softer palette and feel to the store.  A 

run way in the center of the store created a distinct entry, while separating the store in two halves.  

One side housed a “boutique” shopping experience was, while the other half was designated as 

Figure 45: Nike Goddess Storefront
Source: http://images.industryclick.com

Figure 46: Nike Goddess Interior
Source: http://www.sylvania.com
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a “warehouse.” Boutique shoppers are browsers that like shopping in an intimate environment, 

and are attracted toward displays and mannequins that are dressed in complete outfits.  These 

lifestyle displays showed women what shirt to wear with a specific jacket, pants, and shoes.  The 

warehouse section of the store provides a higher density of merchandise for the shopper that 

knows what she’s looking for.  These shoppers don’t want to browse; they’ve done their research 

and know exactly which product and size they need.  The initial Nike Goddess concept was even-

tually changed to Nike Women.  Nike felt that the term ‘Goddess’ didn’t fit their brand as well as 

they thought.  The term insinuated that women are put on a pedestal, when Nike’s intent was  to 

reach the everyday women.

Nike Stores

 Despite the success in building Nike’s brand and Nike Women, the company did not 

plan on opening more stores in the future.  Because Nike had built their business as a whole-

saler, they didn’t have the in-house infrastructure to become an efficient retailer at the time of the 

store’s development.  Nike has since hired retail experts and have created retail departments to 

build an infrastructure that will support Nike as a future retailer. 

 Nike is currently in the process of developing a Nike Store that isn’t just a monument 

to Nike, but is a legitimate retail store that reflects their brand.  This prototype will keep certain 

elements from the Niketown and Nike Goddess design, and improve upon them to create a retail 

environment that is more efficient for their customers.  A full scale mock up of the prototype was 

Figure 47: Nike Stores
Source: http://www.freshnessguide.com
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built in a warehouse in Oregon that took a closer look a the forms and shapes being represented 

in the store.  The intimate retail space of Nike Goddess will be used, rather than the museum-

like displays in Niketown.  However, the storefronts will retain a part of that theatrical concept to 

reflect the clean lines and boldness of their brand.  The new store aims to connect the heart and 

soul of Nike with their customers.  The firm’s design team studied Nike’s history and incorporated 

the company’s heritage into the prototype design.  Since Nike was founded by a track athlete and 

his coach, the firm took the idea of the racetrack at Hayward Field and used it as the organizing 

design element of the store.  The racetrack was interpreted as two circles pulled apart, connected 

by parallel lines.  The abstracted form of the track frames the walkway in the store and is mir-

rored in the ceiling soffit.  The center of the ceiling is left open to reflect the feeling of being in a 

stadium.  This abstracted racetrack form will become the Nike Store’s signature element.  It is an 

interpretation of Nike’s rich heritage and is also a reflection of Nike’s dedication to high quality 

performance.  

 A brand is a person’s perception of a product, service, or experience associated with 

the company.  The three ways of identifying and building brand identity are through the creation, 

revolution, and evolution of a brand.  The designer becomes the choreographer as he creates the 

entire experience for the customer, is able to revitalizing a brand by revolutionizing the customer 

experience, and will continue to evolve a brand by understanding consumer trends and needs.  

Translating brand into architecture is about understanding what is important to the brand and 

being able to express that element to a customer.  That is truly the essence of developing brand 

value and creating a good customer experience.

 Sogo began in 1830 as a second-hand kimono shop in the Shinsaibashi district of Osaka, 

Japan.  Founder Ihei Sogo eventually transformed his small kimono shop into a department store 

in 1877.  By the 1960s, Sogo was a three-story department chain when Hiroo Mizushima became 

president.  Mizushima had been working for the Industrial Bank of Japan (IBJ) before marrying 

into the founding family of Sogo in 1962.  He was a very ambitious man and saw great potential 

to turn Sogo into Japan’s finest department store retailers.  Under the rule of Mizushima’s iron 

fist, Sogo opened ten new stores by 1979, and opened twenty more stores in just eight years.  

This was an extraordinary feat for any retailer.  Most department stores take five years to estab-

lish themselves, fifteen years to break even, and thirty years to be out of dept.38   

 Due to the rising land prices in Japan, Sogo was able to borrow a great deal of money, 

invest in property, then used the property as collateral to borrow more money.  Mizushima was 

38 Michiyo Nakamoto, “Sogo’s Erratic Aristocrat,” http://www.insolvencyasia.com/news/Sep/5Sep-Jp.htm.

4.3.2 Case Study: Sogo Department Stores
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able to make this possible with the help of his former employeer, the Industrial Bank of Japan.  

The bank was deperate for business, didn’t ask many questions, which gave Mizushima every-

thing he needed to create a retail powerhouse.  

 For years, Sogo thrived as a high-end department store, catering to the Baby Boomer 

demographic.  The stores were influenced by ‘Taisho Roman,’ or the Japanese Art Nouveau.  Art-

ists were hired to create custom railings, elevator doors, and other interior elements, all designed 

in the Japanese Art  Nouveau style.  Sogo became a retail destination as the store’s design, high 

end products, and its prominent brand attracted customers.

Road to Bankruptcy

 As Sogo continued to rely on rising property prices, it also declined as property prices 

began to drop.  Japan had entered the asset price bubble of the late 1980s, ending Japan’s prop-

erty boom.  As Japan sunk further into recession, consumers began to spend less, leaving Sogo 

to write off large sums in its property portfolio.  By 1994, officials at the IBJ were alarmed by the 

financial stability of Sogo.  Officials couldn’t figure out the official financial health of the company, 

since many parts of the company were controlled directly by Mizushima.  The bankers realized 

that the company might not survive; yet they did not publically raise the alarm.  They wanted to 

quietly solve the problem, and hoped that property prices would rise again and solve Sogo’s prob-

lems. By 1997, Sogo’s assets decreased at a rate of 2,000 billion yen per year.  The government 

ended up bailing out Sogo by waiving debts owed to the public.  When the public found out about 

the waiver, public outrage forced the government to backtrack, and Sogo was forced to file for 

court protection in July 2000. Financial controversy soon became associated with Sogo’s depart-

ment stores, tarnishing their brand.  Revenue slowed as less and less consumers purchased from 

the department store.  

Seibu: Sogo’s Second Chance

 In May 2003, Sogo announced the merger with another floundering department store, 

Seibu Department Stores.  Seibu originated from a Railway company founded in 1915 by Yasujiro 

Tsutsumi in Ikebukuro, Japan.  After his death, Yasujiro left the railway company and the Seibu 

department store to each of his two sons.  In the 1970’s multiple Seibu department stores were 

opened, and became a retail destination, much like the Sogo Department Stores.  Unfortunately, 

Seibu also ran into financial troubles at the downturn of the Japanese economy and was forced to 

consolidate in 2003.   This consolidation meant merging with Sogo Department Stores.  Together, 

Sogo and Seibu formed a new holding company called Millennium Retailing Inc., but will still 

retain their respective brands.  The holding company will boost the combined sales of both com-

panies to create the second largest department store chain in Japan.  Mizushima stepped down 
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as president of Sogo Department Stores, as Seibu installed ten of its board members onto Sogo’s 

board of directors.  

 The merger was Sogo’s chance to reestablish them self within the retail marketplace.  

Under the direction of Sogo’s new president, the company looked toward building a new flagship 

store to revolutionize their brand.  Sogo tore down their original 1935 store in Osaka and com-

missioned Callison to design a new flagship store that was twice as high.  Callison spent a year 

studying Sogo’s customer demographic, Sogo’s original brand, and what they could do to revo-

lutionize Sogo’s brand.  The research showed that the Baby Boomer women were the ones that 

made the spending decisions in the family.  Sogo’s new brand aimed at this demographic while 

most department stores targeted Generations X and Y.39  

Sogo’s New Business Strategy

 Now that Sogo has reorganized and regrouped, the company has come up with a new 

business strategy to pave the way for the brand’s future.  With the design of the new flagship 

store, Sogo intends to reinterpret the Taisho Roman of their original 1935 store to preserve the 

company’s heritage while integrating contemporary merchandising to target the Baby Boomer 

demographic. Sogo’s new business strategies include:

 • Go beyond the tarnish of Sogo’s bankruptcy in 2000 and create a flagship that redefines 

the store brand

 • Target the Baby Boomer women and the generations for which they shop

 • Create a retail destination as a social center

 • Create boutique shopping experiences while maintaining a consistent Sogo brand

 • Differentiate themselves from the shopping experience of competitors

 • Create a rhythm of adjacent boutiques to attract customers into Sogo

Translating the Brand

 With Sogo’s new business strategy intact, the challenge was to create a space that ex-

emplifies the direction of Sogo’s new brand.  Sogo’s designers wanted to create a storefront that 

reflected Japan’s heritage and the Taisho Roman style that became an important design feature 

in Sogo’s original flagship.  They took the symbol of the cherry blossom and integrated it with a 

ginkgo leaf pattern and used it as a graphic motif for the storefront design.  Cherry blossoms were 

incorporated into the design since it is Japan’s unofficial national flower and has a very prominent 

position in Japan’s history.  Ginkgo leaves were used in the design since the flagship store fronts 

the only Ginkgo tree lined boulevard in Osaka.  Three panels of glass were used to create the lay-

39 ”Callison Designs Sogo Flagship Store to Relaunch Brand,” Dexigner, : http://www.dexigner.com/design_news/4696.
html. 
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ered effect of the storefront design.  The cherry 

blossom pattern was etched on the back of 

the first panel of glass while the ginkgo leaves 

were etched on the back of the second, behind 

the branches that separate the layers between 

the two graphics. This storefront pattern was 

integrated into other areas of the store, creating 

a distinctive personality for Sogo’s new depart-

ment store.  Cherry blossom tile patterns and 

etchings on glass railings serve to reinforce the 

store’s new character.  Custom Art Nouveau 

items from the original flagship were preserved 

and displayed in Sogo’s new store as a remind-

er of the company’s heritage. 

 Sogo’s flagship store was planned as 

a vertical mall, consisting of sixteen levels of 

shopping, dining, and entertainment.  Each 

floor is designed with a different theme, creat-

ing a completely different shopping environment to experience.  One of the challenges when 

designing a vertical department store is to keep the customer’s interest by drawing their attention 

to every floor.  The design team created a waterfall feature and a four-story atrium to encourage 

movement from one floor to the next.  

 To distinguish themselves from other department stores in Japan, the placement of 

vendors are organized dif-

ferently.  In most Japanese 

department stores, vendors 

are given prime merchandis-

ing space and are separated 

by brand.  In Sogo’s flagship 

store, vendors present their 

merchandise under Sogo’s 

brand.  Specific merchandise 

is located at the central focal 

point of each floor to create a 

display different from compet-

ing department stores.

Figure 48: Sogo Depertment Stores
Source: www.interiordesign.net

Figure 49: Sogo Depertment Stores interior
Source: http://www.callison.com
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 Customers flocked to Sogo’s grand reopening in November 2005 to experience the 

revolution of a brand.  The controversy surrounding the bankruptcy has been put in the past as 

customers continue to explore the different worlds of Sogo. The design of the new flagship serves 

to reinstate Sogo’s brand as a leader in high-end luxury retail.

 Located at the base of Vail Mountain in Colorado, Ever Vail is a mixed-use resort de-

signed to be one of the largest sustainable developments in North America.  Situated on 11 acres 

of land, Ever Vail consists of approximately 500,000-600,000 square feet of residential and com-

mercial place, 150-250 whole ownership 

condominium units, 40-50 fractional own-

ership condominiums, a 4-5 star hotel, 

100,000-150,000 square feet of commer-

cial retail/restaurant space, a gondola 

that will be the fifth base portal to Vail 

Mountain, and a new public park.  Ever 

Vail is currently in the schematic design 

phase and is expected to be completed 

between 2012-2014. 

Vail Resorts Development Company

 Vail Resorts Development Company (VRDC) is a luxury resort developer responsible for 

establishing Ever Vail.  Since Vail’s creation in 1957, VRDC has been involved with a consider-

able amount of development to Vail Valley and has helped to form the mixed-use community 

visitors see today.

 Today Ever Vail’s brand strongly promotes the balance between protecting and respect-

ing Vail Mountain so future generations will be able to enjoy what Vail has to offer (Ever Vail).  

Before VRDC first began collaborating with the architectural firm a year ago, they were a retail 

estate company that lacked a strong brand identity.  Their philosophy was based on building real 

estate properties, renting or selling the units, and moving on to the next project.  VRDC hadn’t 

thought about building their brand identity and establishing themselves in the market.  With the 

help of brand experts, a thorough investigation was done to create a strong brand for VRDC in 

conjunction with their projects, such as Ever Vail.  Before the brand experts could create a brand 

identity for Ever Vail, they needed to answer the following questions: who is the competition, who 

is the customer, and what does Ever Vail stand for?  

Figure 50: Ever Vail 
Source: www.worldarchitecturenews.com

4.3.3 Case Study: Ever Vail
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Analyzing the Competition

 The brand experts began their investigation by studying six popular ski resort develop-

ments and analyzing their competitive benchmarks.  Location, size, lodging capacity, and amount 

of retail and restaurants were compared.  Each of these destinations has a unique selling propo-

sition to differentiate themselves in the industry.  The purpose of studying Ever Vail’s competition 

is to understand what their competitors have to offer and to develop their own niche within the 

marketplace. 

Defining the Customer

 After sizing up the competition, the brand experts traveled to New York City and Chicago 

to study consumer trends.  They visited everything from custom jean shops to cafes to hotels to 

understand what’s popular and what customers want in service establishments.  As a result of 

this trip, the brand expert group formed the following five consumer trends:

Trend 1: Customization 

Ever Vail will be able to provide a unique experience intended to help customers tailor their expe-

rience to their individual needs.  

Trend 2: Simplicity

Ever Vail will provide the means to plan out the customers trip from the point of arrival to the point 

of departure.

Trend 3: Familiarity and Focus

Ever Vail’s brand is stable, strong, and provides a sense of familiarity to its customers.

Trend 4: Boutiquing

Ever Vail provides an intimate customer experience that focuses the attention on the individual.

Trend 5: Curated Community

Ever Vail has the chance to become the trusted brand in alpine recreation experiences.  

 These trends give insights into the values of Ever Vail’s target market.  By understand-

ing the consumer’s needs, Ever Vail will be able to define their target market and can design for 

those needs.  Providing for and going beyond what the consumer wants is one of the most impor-

tant aspects of a successful design.

 In order to clearly define the target market for Ever Vail, the brand experts used a nation-
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al segmentation study.  After reviewing millions of households, the database filtered those who 

have purchased vacations homes, have gone snowboarding or skiing, went on a domestic vaca-

tion, and have gone to a bar or night club within the past year.  With that information, the brand 

experts further defined the target market into two types of customers, the Home Buyer and the 

Ever Vail Visitor.  The Home Buyers are the type of people that belong to the exclusive clubs and 

are among the wealthier tier of the population segment.  The Ever Vail Visitors are those that go 

to ski resorts on an annual basis.  While their daily lifestyles may vary, those visitors are expect-

ing a high level of luxury, customer service, and quality of design.  

Creating Ever Vail’s Brand

 After analyzing the competition and defining the customer base, the brand experts were 

able to distinguish Ever Vail in the marketplace.   The following is a brand position statement that 

summarizes what Ever Vail stands for:  “To the discerning mountain resort enthusiast, Ever Vail 

is the only sustainable mixed-use resort providing vibrant and active experiences that infuse you 

with the energy of the mountain.”40  

 To support this statement, four attributes categorize the feeling and experience Ever Vail 

strives to create for their visitors: approachable, dynamic, sophisticated, and sustainable.  The 

brand experts have compiled all of this information to create a persona for Ever Vail.  They have 

composed a story about the connection between the mountain and the architectural characteris-

tics from Ever Vail’s development that creates a sense of excitement, elegance, and luxury for the 

visitor.  

Ever Vail: Architectural Brand Translation 

 Now that extensive research has been done to create a brand, how do designers trans-

late it into architecture?  Before beginning the design process, the lead designers met with the 

brand experts to review the brand analysis.  In a charette format, the designers and the brand 

experts came up with key words, images, and text to create the key attributes for the project.  

The formation of these attributes derives directly from the trends and customer needs studied 

by brand experts.  When the group had a good handle on the appropriate key attributes for the 

project, the attributes then served as the translation between brand and design.  For example, 

the word “dynamic” is one of the key attributes for Ever Vail.  They brainstormed about what it 

means to be “dynamic” in architecture.  Does it mean that the architectural elements will create a 

heightened sense of excitement? Will it have a tall roof structure with dramatic over hangs?  How 

do colors and materials express this attribute? If the key attribute is “luxury,” what features will the 

development provide to achieve this?  How does the valet work?  What are the little extras that 

40 Brand Components, Callison Brand Experience, 2008. 



Brand Identity  |  56

can be done that go beyond the everyday lifestyle?  For Ever Vail, “It’s all about the mountain,” 

meaning that all of the key attributes are reflected upon that statement.41  All the planning and 

designing will eventually refer back to the key attributes and brand research and becomes the 

guidelines for the physical development of the project. 

Districts within Ever Vail

 Because Ever Vail is a large project, the site was split into four districts, each with its own 

personality.  Market Street is a place where everyday conveniences such as a high end grocery 

store occur in an upscale setting.  The Central Plaza represents, the dynamic, high energy area 

filled with people and activities day and night.  Creekside is a much more intimate area that brings 

visitors closest to nature.  The Westside is developing into an edgy, sustainable residential com-

munity.  The personality of each area is reflected at the ground level while the architecture of the 

districts is reflected on Ever Vail’s brand as a whole. 

Continuing Integration

 A series of meetings between the designers and the brand experts occur in order to 

develop the districts and their corresponding personalities.  From there the architects are able to 

begin designing.  Although the brand research is completed, the brand experts are still involved 

with the project.  The designers will meet with brand experts periodically to ask for feedback to 

41 Michael Lee, interview by author, Seattle, Washington, October 15, 2008. 

Figure 51: Ever Vail
Source: http://www.hotel-online.com
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see what will work,  what can be improved, and if the design is in alignment with the attributes.  

These ideas will be presented to the owner, and they have the chance to comment about the at-

tributes, images, and design.  Then the designer begins to develop the character of the architec-

ture.   The process of understanding and responding to these attributes is how brand is translated 

into architecture.  

 While many retail shops thrive from fashionable products and an attractively designed 

space, what other components can retailers add to their stores to create a unique retail experi-

ence?  Incorporating multiple amenities or interactive elements into a store will give the retailer an 

advantage over their competitors.  These unique elements become part of the brand associated 

with the retailer, creating a retail destination.  

 The Wedding Café in Ward Warehouse offers a unique twist to the Hawai‘i marriage 

business and has become the one stop shop for couples planning the big day.  Not only does the 

Wedding Café serve a variety of snacks and sandwiches, it is also a fashion boutique, and a loca-

tion for free wedding planning seminars.  The fashion boutique consists of dresses, handbags, 

and a variety of accessories for the bride-to-be, while the planning component of the shop offers 

vendor portfolios, how-to guides, planning tips, wedding workshops, and wedding expo informa-

tion.  With a unique mix of amenities offered in this eatery/fashion boutique, the Wedding Café 

has become a wedding planning destination in Hawaii.

 Recreational Equipment Inc. (REI) is an outdoor sports retailer that sells a variety of 

high performance outdoor gear, equipment, and clothing 

for cold, rainy, or snowy conditions. This company dis-

tinguishes itself from the competition with its interactive 

Figure 52: The Wedding Cafe
Source: http://www.yelp.com/biz_photos/XI8pammsfPYnSraGswXGjw?select=I
mnAG9xSuLlECE1CvmjXtQ

Figure 53: REI rock wall
Source: http://www.theseattletraveler.com/2007/10/
climbing-to-the-top-at-rei/

4.4 Expanding the Retail Experience
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amenities, such as REI’s signature rock climbing wall.  The REI in Seattle, Washington features 

a four story, sixty-five foot rock climbing wall with varying levels of difficulty, allowing customers 

eight-years-old and over to participate.  A running trail is also designed around the perimeter of 

the store, letting customers test running shoes before purchase.

 The Fashion Show Mall in Las Vegas, Nevada is an example of a shopping center that 

provides a unique amenity.  The mall was designed with an eighty-foot retractable runway con-

nected to a 784-square foot stage box within the mall corridor.42  Every Friday, Saturday, and 

Sunday, the runway rises from the ground and presents a fashion show featuring clothing retail-

ers within the mall.  Three LED screens lower from the ceiling to provide a three dimensional view 

of the fashion show.  Designing a retractable runway in the middle of the shopping mall empha-

sizes the mall’s dedication to high fashion, also giving the shopping center a distinctive feature.  

On other occasions, the runway is host to bowling tournaments or other performances.  

 By providing additional amenities in retail stores, it creates a distinctive retail environ-

ment, and enhances the retail brand. 

42 “Putting the “Show’ in Fashion Show,” Vegas4Locals, http://www.vegas4locals.com/freefashionshows.html. 

Figure 54: Fashion Show Mall runway
Source: http://isvodkaevents.com/fall-fashions-isvod-
ka-martinis-and-vegas-magazine/

Figure 55: Fashion Show Mall bowling tournament
Source: http://www.teenmastersbowling.com/about-Up-lane-at-Sara.jpg 
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 Chapter 4: Branding in Retail, studies the conceptual 

aspects of branding and the importance of expressing the retailer’s 

identity to the customer.  This chapter goes beyond the concep-

tual and explores the social responsibilities of the retailer.  Social 

responsibilities can be broken down into two parts, the architecture 

and the business practices.  Designing a sustainable retail store 

becomes center stage to what the customer experiences, while 

the business practices are the behind-the-scenes operations of 

the retail company.  To create a holistic socially responsible retail 

brand, the retailer must embrace sustainable strategies in both their 

architectural and business practices.  Ch
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 At the turn of the 20th century, the world went through a dramatic change in the quality 

of life through technological advances made during the Industrial Revolution.  With a decrease in 

manual labor, higher productivity, and higher profits, large amounts of the population moved into 

the city to take advantage of the job opportunities in factories, turning agricultural societies into 

industrial societies.  Mass production was introduced during this time, and drove down the cost 

for products that were once unavailable to the poor or middle class.  As more factories were cre-

ated, cities were filled with thick layers of smoke and workers were exposed to unsanitary working 

conditions unknown at the time.  Although technology had progressed, science wasn’t developed 

enough to understand what humans were doing to the environment and the adverse health ef-

fects it could produce.  People used raw materials and new methods without knowing about its 

effects on the world’s resources for future generations.

 Gone are the days of smoke filled skies and unhealthy working and living conditions dur-

ing the Industrial Revolution.  It took several decades for these detrimental environmental issues 

to be exposed to the public.  In 1962, the controversial book Silent Spring was widely credited for 

initiating the environmental movement through its concerns with pesticides and environmental 

pollution.43  Author Rachel Carson intended to warn the public about the dangerous chemicals 

in pesticides that ultimately did more harm to humans and the environment than for its intended 

purpose.  Silent Spring was widely read by the public and eventually led to stricter regulations on 

these chemicals and the eventual banning of the pesticide DDT.

 Once publications about environmental concerns were brought into the public eye, 

politicians became actively involved in the environmental movement.  On April 22, 1970, Sena-

tor Gaylord Nelson organized the first Earth Day celebration in the United States.  The purpose 

of Earth Day was to initiate environmental discussions and to increase public awareness about 

ozone depletion, climate change, air quality, resource depletion, water pollution, and waste man-

agement.  Nelson created a grassroots demonstration where 20 million people and thousands of 

43 “Rachel Carson’s Silent Spring and the Beginning of the Environmental Movement in the United States,” http://class-
webs.spea.indiana.edu/bakerr/v600/rachel_carson_and_silent_spring.htm. 

5.1 Modern History of Sustainability
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schools participated. 

 The 1970s was a decade of environmental awareness, as the public witnessed an 

alarming amount of environmental disasters.  In 1973, the Organization of the Petroleum Export-

ing Countries (OPEC) established an embargo, which created a world oil crisis and dramatically 

increased the price of oil.  The world’s dependency on oil increased the need to discover an 

alternative to oil and to decrease the amount of oil extracted from the earth.  In 1978, the Love 

Canal disaster traced numerous diseases and birth defects to a former chemical dumping ground 

that contaminated the soil of a New York neighborhood and elementary school.  This was one of 

the most disheartening environmental emergencies that has affected human health in the United 

State’s history.44  This disaster provided a worldwide urgency for toxic waste management prac-

tices.  By 1978, scientists discovered that chlorofluorocarbons (CFC) commonly found in refriger-

ants, insulating foams, and solvents have caused a serious depletion to the ozone layer.  CFCs 

were banned from its use as a propellant in spray cans and will eventually be completely phased 

out.  The decade of environmental disasters increased public awareness and created a demand 

for change.  Organizations such as the Environmental Protection Agency, the United Nations 

Environment Programme, and Greenpeace were formed during the 1970s to preserve the quality 

of the environment, human life, and the earth’s natural resources. 

 In 1987, the Norwegian Prime Minister Gro Harlem Brundtland produced the Brundtland 

Report, also called Our Common Future, a document that declared that the world’s current pat-

tern of resource consumption cannot sustain future generations and society must work together 

to solve this problem.  The report stated that only “sustainable development” could diminish the 

gap between human consumption and the preservation of the environment.  The term “sustain-

able development” was first coined through the Brundtland Report and was defined as, “Develop-

ment that meets the needs of the present without compromising the ability of future generations 

to meet their own needs.”45  The intention of the document was to analyze the current environ-

mental and developmental problems and to provide a realistic proposal that gradually changes 

the way people develop and use technology.  The Brundtland Report became a key factor in de-

veloping widespread understanding to the general public, organizations, businesses, and govern-

ments.  

 As a result of the Brundtland Report, the United Nations Conference on Environment 

and Development (UNCED), also called the Rio Earth Summit, was established in 1992 to pro-

mote worldwide sustainability.  More and more environmental organizations and conferences 

were created during the 1990s, bringing together over a hundred world leaders, heads of state, 

44 Beck C. Eckardt, “The Love Canal Tragedy,” U.S. Environmental Protection Agency, http://www.epa.gov/history/topics/
lovecanal/01.htm. 
45 “Sustainability,” U.S. Environmental Protection Agency, http://www.epa.gov/sustainability/basicinfo.htm. 
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and national delegates to discuss environmental tactics for the future.  By 1999, sustainability 

awareness became more commonplace in the financial sector with the Dow Jones Sustainabil-

ity Group Index (DJSGI).  DJSGI was the first index that tracked the sustainability practices of 

the leading companies in the world.  It was created as a tool for investors and the industry as a 

neutral benchmark to measure a corporation’s economic, social, and environmental performance.  

President of Dow Jones Indexes, David Moran said, “Since the launch of the DJSGI in Septem-

ber 1999, we have seen corporate sustainability move beyond concepts to commitment, beyond 

principles to pragmatism, and beyond ideas to implementation.”46

 After the turn of the 21st century, politicians such as the mayors of Seattle, San Fran-

cisco, and Chicago took on a greater responsibility in the sustainability initiative.  In September 

2006, California’s governor, Arnold Schwarzenegger signed the Global Warming Solutions Act, 

also called bill AB 32.  This is the first bill of its kind that fosters a program to achieve cost-ef-

fective reductions of green house gasses.  Schwarzenegger aims to reach a 25 percent carbon 

emission reduction by 2020 and an 80 percent reduction by 2050.  The same year, former vice 

president Al Gore appeared in an independent film, An Inconvenient Truth.  The documentary 

followed Gore on his nationwide crusade to promote the awareness of carbon emissions and to 

stop global warming.  The film shows that global warming isn’t just a political issue, it mankind’s 

biggest challenge to preserve our own future.

 

 Buildings have a tremendous impact on the environment, which uses 70 percent of the 

electricity consumption, 39 percent of energy use, and 38 percent of all carbon dioxide emis-

sions in the United States.47  These alarming statistics have provoked sustainable initiatives in 

green the building industry.  The Leadership in Energy and Environmental Design (LEED), Green 

Globes, Energy Star, and a variety of other green rating systems were established to create a 

greener building industry.  Sustainable office buildings, residences, and nearly every sector of 

the building industry began implementing sustainable principles into the design of their buildings.  

The retail industry lagged behind in this effort.  As sustainability grew in popularity, there were 

approximately 3,500 LEED projects registered in 2007. This accounted for an 80 percent growth 

of LEED certified and registered projects in the United States; yet, only 1.5 percent were retail 

projects.48  Many of the initial rating systems were developed for office buildings, making it difficult 

for retailers to comply.  The function of office buildings were too different for the sustainable rating 

46 “The First Global Sustainability Index Turns One,” Social Funds. http://www.socialfunds.com/news/article.cgi/376.html. 
47 “Green Building Research,” U.S. Green Building Council, http://www.usgbc.org/DisplayPage.aspx?CMSPageID=1718. 
48 Alan Goforth, “The Greening of Retail: Sustainability,” Produce Merchandising, http://www.producemerchandising.
com/CurrentIssueandArchive/Article/tabid/77/Default.aspx?tid=1&cid=238260&issueid=717. 

5.2 Retail Sustainability 



Brand Identity  |  63

systems to apply in the retail environment.  For example, offices usually have long term employ-

ees, fairly consistent water use, and specific lighting for office interiors, whereas these elements 

are typically irregular in retail spaces.  In retail, the amount of customers and employees vary 

throughout the day and different equipment and lighting are used.

 The return on investment for developers and the lack of control for many retailers also 

made it difficult for retailers to comply with initial rating systems.  Developers were typically re-

sponsible for paying the upfront costs and worked with an architect to design the core and shell of 

the building.  Developers weren’t initially interested in building green projects because they didn’t 

benefit from the return on investment from sustainable features.  For example, installing a pho-

tovoltaic system on the roof of a retail center is paid by the developer; however, retailers would 

benefit from the electrical costs savings instead.  Mall retailers, on the other hand, lacked the con-

trol to implement many sustainable technologies.  They were only able to implement sustainable 

technologies within their interior space and couldn’t control technologies that utilized the entire 

building.  

 Big box companies were one of the few retailers to initiate sustainable technologies into 

their retail stores.  Since big box retailers typically have control over the exterior and interior en-

vironments, they were able to employ some of the retail strategies that weren’t cost effective for 

developers and that mall tenants didn’t have control over.  Media coverage broadcast the sustain-

able strategies of big box retailers to a wide audience.  More retailers began implementing green 

strategies into their stores, triggering a race to become the first nationally certified sustainable 

retail store.  

 The organizations that manage sustainable rating systems have begun to work with 

retailers to refine their rating system to accommodate the needs of the retail industry.  The LEED 

rating systems have recently expanded to other sectors of the building industry, such as schools, 

neighborhood development, healthcare, homes, commercial interiors, and core & shell.  They are 

currently working with 80 retail pilot teams to improve their rating system to create the LEED for 

Retail rating system.  The collaboration between rating system organizations along with designers 

and retailers will only grow to help the industry become more environmentally friendly.

 The demand for green buildings have rapidly increased, driving technological innovation 

and expanding the market for green products and systems.  Designers and contractors are gain-

ing more experience in designing sustainable buildings and can apply their knowledge to green-

ing the retail industry.  An increase of technology, available products, and knowledgeable design-

ers has driven down costs to make sustainable retail buildings more financially feasible.  

 Designing a sustainable retail environment begins with the initiation of the developer.  

Since developers pay upfront costs for sustainable strategies, and don’t receive a payback from 

the savings of sustainable strategies employed; national, state, and local governments are of-
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fering financial incentives to developers that build green.  Tax credits and abatements are com-

mon forms of financial incentives.  Tax credits or liabilities can be credited back to the owner of 

the property while abatements will exempt property owner from paying tax for a certain amount 

of time.   Some governments will expedite the review of the permitting process, which is a major 

cost savings to developers.  Density bonuses are also incentives that allow a percent increase for 

Floor Area Ratio.  With government participation, technological innovations, product availability, 

and knowledgeable design professionals, the retail industry has the necessary tools to significant-

ly reduce its impact on the environment.   

 

 Buildings are responsible for releasing more than 2,200 megatons of carbon dioxide into 

the atmosphere every year, more than a third of North America’s CO2 emissions.49  With the 

currently available and emerging sustainable technologies for green design, renovation, con-

struction, and building operations, buildings have the opportunity to cut current carbon emissions 

in half.  Despite the promotion of green building practices, very few retail projects are currently 

registered as sustainable buildings with the USGBC.  Retail represents a significant portion of the 

building industry; yet green retail represents such a small percentage of sustainable buildings in 

America.  The following strategies are a suggested starting point for retailers to become environ-

mentally friendly.

 The building envelope is the outer shell of a building that separates the interior and exte-

rior environments.  It becomes the thermal barrier that regulates the interior temperature and pro-

tects the building’s occupants from exterior climate conditions.  A sustainable building envelope 

creates occupant comfort and lowers HVAC and lighting demands.  The local climate is the most 

important factor that determines which design strategies will have the largest reduction of energy 

for the building.  The physical components of a retail building envelope include: the storefront, 

doors, windows, roofs, and walls.  The following are just a few of the methods used for designing 

sustainable building envelopes. 

Storefronts

 A well designed building envelope will reduce outside air infiltration into the building by 

49 “Promote Green Buildings for Biggest, Easiest Cuts in North American CO2 Emissions: CEC Report,” Innovations 
Report, http://www.innovations-report.com/html/reports/environment_sciences/report-105685.html. 

5.3 Sustainable Retail Design

5.3.1 Building Envelope
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improving the building envelope tightness.  The storefront entry becomes a major area of concern 

for many retailers in Hawai‘i, since retailers leave their doors wide open.  Retailers believe that 

closed doors are a psychological barrier that hinders customers from entering their establishment.  

Unfortunately, leaving doors open will expose interior conditions to the exterior climate.  Massive 

amounts of conditioned air will be released into the atmosphere, increasing the cooling loads and 

creating a higher demand on the HVAC system.  Keeping doors closed will lessen the amount 

of cool air escaping into the environment; however, conditioned air will be released every time 

customers enter or exit the retail shop.  Air curtains, revolving doors, and vestibules are better so-

lutions to minimize the infiltration of air between exterior and interior environments and to save on 

costs.  This concept can be attractive and feasible, if retailers are able to overcome the psycho-

logical barrier of keeping doors open. 

 Air Curtains.  Many retailers in Hawai‘i attempt to draw customers into their store by 

leaving their exterior doors wide open.  Designing an air curtain into the entrance of a retail store 

will allow an unobstructed view while also preventing air infiltration.  Air curtains are typically 

implemented above an entryway to separate indoor and outdoor temperatures with a stream of 

air designed to impact the floor with a specific speed and position.  The airstream creates an 

invisible protective barrier that prevents temperature flow, dust, odors, humidity, and reduces 

air conditioning or space heating loads.  It also reduces the compressor running time, saves on 

maintenance, gas, and recharging intervals.  Insects and rodents are prevented from entering the 

space, which is important for restaurants or any establishment that serves or manufactures food, 

since strict environmental health regulations apply.

 The three variables that affect the efficiency of the air curtain are: the velocity, volume, 

and uniformity.  The velocity of the 

airstream must strike the floor to 

create a split.  This should occur 

at the threshold of the entryway 

to create a strong barrier between 

the interior and exterior air.  Weak 

airstreams are only allowed on in-

terior doors, where the air curtains 

are not affected by wind.  Once 

wind hits a weak air stream, the 

air curtain becomes ineffective.  

Interior air curtains can prevent 

the cross contamination of dust 

and airflow between spaces.  The Figure 56: Air Curtain
Source: http://blog.berner.com/archives/16
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volume of the airstream is directly related to the height of the opening.  The higher the opening, 

the more volume of air is needed to prevent wind loads from breaking the air barrier.  The air on 

either side of the air curtain is pressurized against the air stream and is deflected away from each 

other.  The uniformity of the airstream is only affected when the uniformity is below 75 percent.50  

An excess amount of energy creates a uniformity that is too high, losing velocity and wind resis-

tance.  

 The installation of an air curtain is ideal for small storefront openings, since larger store-

front openings will require a larger volume of air.  When deciding to install an air curtain, retailers 

must consider noise as a factor.  Air curtains with a high velocity and large volume of air may 

generate a high level of noise.  The noise created by an air curtain and the stream of air that hits 

them as they enter the retail store may be a hindrance to customers.  Retailers and designers 

must decide what’s more important, an open storefront or the noise generated by the air curtain. 

 

 Revolving Doors & Vestibules.  Many retail 

stores in the continental United States or in other 

countries use revolving doors or vestibules at their 

entryway.  This type of entryway is commonly used in 

cold climates to prevent cold outdoor air from enter-

ing the occupied space of the building.  While revolv-

ing doors and vestibules can also be used in warm 

climates to prevent air conditioning from leaking into 

the environment, this method is rarely used in Hawai‘i.  

  A single swinging door is approximately 

eight times less efficient than a revolving door.51  A 

revolving door entryway is typically made from three 

or four doors that rotate on a center shaft.  Revolving 

doors eliminate drafts and reduce infiltration between 

interior and exterior conditions by creating an air lock.  Revolving doors aren’t airtight, but the 

barrier that the spinning door creates will minimize the amount air that enters and leaves the 

building.  This type of entryway is an energy efficient solution because it reduces the heating and 

cooling requirements for the building.  

 A vestibule is an unconditioned space between two sets of entry doors that separates 

the interior and exterior environment.  This space creates an air lock, which functions in the same 

way as a revolving door.  Vestibules are typically seven feet long and prevent air infiltration of 

50 David Johnson, “Specifying Air Curtains for Savings and Performance,” Berner International Corp, http://www.berner.
com/home/news.php5/1. 
51 Jacob Leibenluft, “Are Revolving Doors More Energy Efficient?” Slate, http://www.slate.com/id/2196201/. 

Figure 57: Energy saving revolving doors
Source: http://www.hsdoors.com/html/commercial.html
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high traffic areas by having only one set of doors open at any given time.  A reduction of air infil-

tration will lower the heating and cooling loads required for the building.  Vestibules are typically 

required as a primary entrance for a space that is greater than or equal to 3,000 square feet.52  

Although the cost for installing revolving doors and vestibules may be high, the cost savings from 

lower heating and cooling loads will be more beneficial for retailers.

 

Windows

 Windows, doors, and skylights are collectively known as fenestration and will influence 

the lighting and HVAC requirements of a building.  The fenestration materials, air leakage, and 

insulation can affect the amount of energy transmitted through these components. It will also 

provide sound insulation, thermal control, natural daylight, and ventilation, which all contributes to 

indoor air quality and personal comfort.  Fenestration that is well designed will have a 10-40 per-

cent reduction in lighting and HVAC costs.53  Achieving energy efficient windows requires a level 

of glazing to mitigate light, sound, and thermal properties. 

 Multiple Glazing.  Double glazing is a common energy efficient window that uses two 

panes of glass that are separated by a gas-filled air gap to reduce the transmission of heat, light, 

and sound. Many windows are incorporating multiple glazing with three or four panes of glass. 

Multiple glazing is good for extreme northern climates, but the extra panes of glass will result in 

thicker, heavier windows.  

 The efficiency of windows can also be improved by using tinted glass, window films and 

coated glass, or low-emissivity (low-E) coatings.  Tinted glass is available in a wide variety uses, 

such as heat reduction, ultraviolet protection, privacy, safety, security, and decorative applica-

tions. Window films and coated glass will reduce the amount of infrared, visible light, and ultra-

violet radiation that passes through the glass.  This type of glazing may have a reflective appear-

ance which will convert incoming solar radiation to infrared radiation that is reflected back to the 

exterior. Low-E coatings are an invisible layer of metallic oxide that reduces heat transfer through 

the glass.  It will also filter ultraviolet radiation, protect furniture, and prevent artwork from fading.

 Heat mirrors are another type of glazing system that can match or exceed the energy 

efficiency of triple glazing.54  It is made with a low-E film suspended between panes of insulated 

glass. The two independent air spaces in heat mirrors allow for a greater efficiency while weigh-

ing the same as a double glazing window.

 Switchable Glazing.  One of the main challenges in mitigating user comfort and en-

ergy conservation in retail spaces is the light and heat transfer of large glazing areas through 

52 Pam Cole, “Vestibule Requirements for Commercial Buildings,” U.S. Department of Energy, www.energycodes.gov/
training/pdfs/podcast_transcript_vestibules.pdf. 
53 “Building Envelope,” Pew Center, http://www.pewclimate.org/technology/factsheet/BuildingEnvelope. 
54 May Alexander, “Window Glazing,” This Old House, http://www.thisoldhouse.com/toh/article/0,,425331,00.html. 
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storefront systems.  Since many retailers use storefront glazing as a design tool to allow visibil-

ity into the core of the retail space, they also face challenges of unwanted heat gain and visible 

discomfort.  One approach to achieve desired interior conditions is the use of switchable glazing. 

Switchable glazing, also known as smart glass, is a light sensitive glass that that responds to 

environmental conditions either automatically or by manual controls.  There are several types of 

switchable glazing that are classified as either a passive or active system.  

 Photochromic glazing is a passive system that is sensitive to changes in light. Since the 

early 1980s, photochromic technologies have been used in sunglass lenses to darken in re-

sponse to ultraviolet light and to clear in the absence of exposure.  This light sensitive technology 

has been incorporated into glazing systems to reduce glare, reduce direct solar gain, reduce heat 

gain, lower building energy costs by reducing cooling loads, protects interior materials from fad-

ing, controls transparency, and decreases the need for alternative solar shading elements.

Thermochromic glazing is a passive system that alters the property of the glass in response to 

exterior thermal conditions.  Clear glazing becomes a white, reflective surface as heat increases.  

This surface reduces solar heat transmission into the building and significantly reduces air condi-

tioning costs.

 In active switchable glazing systems, electrochromic technology controls transparency 

through a hard lined power source.  The purpose of electrochromic glazing is to control the light 

and heat transmission by changing the opacity of the window.  Electrochromic glazing is one of 

the most complex switchable glazing systems and is composed of up to seven layers of transpar-

ent material.  Hydrogen or lithium ions remain in an ion storage layer until a small voltage trans-

fers the ions to an ion conducting layer and to an electrochromic layer.  The electrochromic layer 

changes the property of the light passing through the layers, absorbing visible light and darkening 

the glass.  A small electric volt is used as a catalyst to instigate a change in tint, but a constant 

current is not needed to maintain the translucency.  Electrochromic windows are able to create 

a translucent tint in the darkened state, while still providing visibility to the exterior environment.  

The user has the ability to control the translucency of the glazing by altering the voltage.  The 

windows will eventually return to its initial transparent state when the voltage is removed.  

 Liquid crystal windows are another switchable glazing system that can be darkened or 

lightened electronically.  In this type of glazing system, liquid crystals are suspended in a solution 

and are situated between two transparent electrical conductors on plastic films between two lay-

ers of glass.  In its neutral state the liquid crystals move randomly and collide, producing a milky 

white color that blocks the transmittance of light through the glass.  When the power is activated, 

a small voltage causes the crystals to align, allowing light to pass through almost instantaneously.  

Liquid crystal windows are also called privacy glass, since the translucency in its neutral state 
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blocks 90 percent of light.55  The 

ability to shift between a trans-

parent and near opaque state is 

one of the greatest advantages 

to this glass.  However, unlike 

electrochromic glass, liquid crystal 

windows are primarily used for pri-

vacy control, not for energy sav-

ings.  Although the glass dispers-

es light, nearly the same amount 

of thermal and solar energy 

passes through the glass in the on 

or off state.  With a constant elec-

trical current coursing through the 

glass to remain transparent, more 

energy is used instead of saved.  

Some of the common applications 

for privacy glass is in bathrooms, 

conference rooms, and changing 

rooms in retail stores.  

 Since windows contribute approximately 30 percent to the heating and cooling loads 

of buildings nationwide, the potential energy savings from using switchable windows on a large 

scale is almost 6 percent of the national energy consumption.56  Because windows are a large 

factor in the heating and cooling of a building, organizations such as the National Renewable 

Energy Laboratory and the Department of Energy are focusing their research on developing en-

ergy efficient switchable glass windows.  Although the initial cost for switchable windows are two 

to three times the amount of a standard window, the energy saved by reducing solar gains and 

increasing user comfort are a greater advantage.  As more retailers become aware of this energy 

saving technology, the demand for switchable windows will eventually drive down initial costs.

 Solar Control.  A comfortable and energy-efficient building will control the amount of light 

and heat that enters the interior through window fenestrations.  Appropriate solar control design 

will lower the cost of energy, reduce the cooling system demands, and increase occupant com-

fort.  The orientation is one of the most important solar control strategies.  Windows on the east 

55 “Switchable Glazing Windows,” Tool Base Services, http://www.toolbase.org/Technology-Inventory/Windows/switch-
able-glazing-windows. 
56 Sara Hart, “Smart Glass on the Verge,” Architectural Record, http://archrecord.construction.com/tech/techFeatures/
0712feature-1.asp. 

Figure 58: Privacy glass
Source: http://inhabitat.com/super-smart-privacy-glass/
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and west sides of the building should be limited, since perforations in this orientation will have 

the largest heat gain.  West and east facing windows should use fixed vertical fins to mitigate low 

angled sunlight. Sunlight on south facing windows can be controlled with with large overhangs to 

prevent against heat gain.  North facing windows are ideal, since they allow indirect sunlight to 

enter the space without the heat gains.   Manual or automatic interior shades can also be used for 

light and heat mitigation.  The main axis of buildings should be elongated in the east-west direc-

tion to inrease the building area facing north and south.  This increases the building’s exposure to 

the sun, creating opportunities for diffussed daylight to enter the space.

 
Roofs

 The roof design and the materials chosen can reduce the air condition needed in hot 

climates.  Using cool roof materials will reflect the sun’s energy instead of absorbing heat, reduc-

ing the interior temperature and the heat load.  Cool roof materials could include light colored roof 

membranes, white coatings, white painted metal or tile, or another type of light colored materials 

that will reflect heat.  Radiant barriers are another option for solar control.  A radiant barrier is a 

reflective sheet with a low-E surface to prevent heat transfer between the roof and the interior 

spaces.  Properly insulating the roof will provide resistance for heat transfer.  Insulation will only 

be affective if the building is properly sealed from cracks and leaks.  Roofs can also be designed 

for installing on-site generation systems or other heat mitigating systems.

 Green Roofs.  A green roof is 

either partially or completely covered 

with vegetation.  Green roofs are also 

called eco-roofs, sky gardens, living 

roofs, or sky rise gardens.  Grass, 

plants, and other types of vegetation 

grow in a substrate above a concrete, 

wood, or metal roof deck.  Green roofs 

will reduce the air temperature and en-

ergy use of interior spaces, will cleanse 

the air and water, extend the life of the 

roof, and create a green space for occu-

pants.  This system can reduce storm water runoff and storm water infrastructure systems.  While 

the initial costs of constructing green roofs are high, these costs can be offset by the reduction in 

cooling, heating, and the extended life cycle of the roof.

 Photovoltaics.  Photovoltaic (PV) technology is not new to the building industry and 

is commonly used as a rooftop application for many offices, residences, and public buildings.  

Figure 59: Green roof
Source: http://egardens.blogspot.com/2009/03/green-roofs-more.html
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Typical rooftop PV panels are an array of solid-

state, semi-conductor devices that convert sunlight 

into electricity.  The demand for photovoltaics have 

strongly increased, creating a rapid development in 

PV technology, driving down the costs for this sys-

tem.  Technology has developed traditional, bulky PV 

panels into thin, flexible PV shingles.  These shingles 

look like traditional asphalt shingles and protect the 

building from the elements, while still supplying the 

building with electricity.  

 

Walls

  Similar to roofs, the amount of energy lost or 

retained through walls is influenced by the materials 

and wall system design.  Material selection becomes 

complicated because the entire wall assembly will have an effect on the heat or cooling gains 

through the building envelope.  Wall assemblies need to be properly insulated to prevent the 

transfer of heat from warmer to cooler spaces.  Any cracks or leaks in the wall assembly will nul-

lify the use of insulation. Exterior walls should be shaded if possible, and use light colored materi-

als, and radiant barriers to prevent heat flow.  Integrating green walls, building integrated photo-

voltaic systems, and other types of sustainable wall systems will ultimately reduce heat gain and 

provide occupant comfort. 

 Green Walls.  After the success of green roofs, designers turned these vegetated areas 

vertical.  A green wall - also known as a vertical planning system, plant walls, or vegetated walls 

- is either a free standing structure or part of the exterior façade that is covered by vegetation.  

With heat islanding becoming a growing issue in urban areas, more designers are beginning to 

incorporate green roofs and green walls as a design strategy to mitigate this problem.  

 The vegetation grown on exterior walls reduces the building’s overall temperature, also 

reducing the cooling load and total energy consumption.  With reduced temperature fluctuations 

of the exterior façade, the expansion and contraction of building materials is also reduced.  Green 

walls will also protect the building from ultra-violet rays, acid rain, reduces noise, and vibrations 

from surroundings.  There are several types of exterior green wall systems, including : green 

facades, living walls, and vertical gardens.

 Green facades integrate climbing plants or cascading ground covers that are rooted to 

the ground and grow directly on the façade or are designed with supporting structures.  Trellises 

are typically used to support vines or the growth of other plants.  In this type of supporting sys-

Figure 60: Photovoltaic modules
Source: http://www.prlog.org/10392985-joliet-slash-the-
price-of-photovoltaic-panels.html
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tem, rigid panels are either wall mounted or are vertical freestanding systems.  Green facades 

may also be incorporated into tall buildings, where planters are incorporated at intermediate 

points.  Cable and rope wire systems are a different type of supporting structure that uses high 

tensile steel cables and wire trellises that guide vegetal growth.  These vertical and horizontal 

wires can be designed in a variety of patterns, allowing for greater flexibility.

 Living walls contain modular panels made from either plastic polypropylene containers or 

geotextiles, an irrigation system, a growing medium, and vegetation that are fixed to a structural 

wall or frame.  Plants in living walls can be used to purify greywater by absorbing nutrients.  Bac-

teria help to mineralize organic compounds in the greywater and make them available to plants.  

Although living walls require more maintenance than green facades due to watering, nutrients, 

and fertilizer replenishment, it also provides greater design control.  Living walls can be further 

separated into passive and active systems.  Active living walls use the building’s air circulation 

system to pull air through the root system of the wall.  Biofilters use microbes to filtrate the pol-

lutants in the air before bringing the fresh air back into the building, improving the air quality of 

interior spaces.  Passive living walls do not use mechanical equipment for air filtration, and may 

not have the same quality of air purification as active living walls.

 Another type of green wall is the vertical garden, invented and copyrighted by botanist 

Patrick Blanc.57  The vertical garden offers a new method of growing plants without the use of 

soil or engineered panels.  Since soils are mainly used as a stabilization material in horizontal 

gardens, Blanc uses plants that grow 

naturally on rock faces, eliminating 

the need for soil in vertical gardens.  

Without soil, vertical gardens are 

thinner, lighter, and can be integrated 

into any exterior or interior wall.  A 

vertical garden is composed of a met-

al frame that is either freestanding 

or hung on a wall to provide a layer 

of air.  To waterproof the structure 

and to give it rigidity, a 1 cm polyvinyl 

chloride (PVC) sheet is riveted to the 

frame.  A layer of polyamide felt is 

stapled to the PVC to provide a water 

distribution and growing surface for 

57 “The Vertical Garden by Patrick Blanc,” Patrick Blanc Vertical Garden, http://www.verticalgardenpatrickblanc.com/
mainen.php.  

Figure 61: Green Interior Walls
Source: http://www.insideurbangreen.org
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the vegetation.  Plants and seeds are installed on the felt at density of 30 plants per square me-

ter.  An automated drip irrigation system provides the necessary watering and periodic fertilization 

without a high level of maintenance.

 Green walls can also thrive in indoor, air conditioned spaces without natural light because 

the vegetation can create its own microclimate.  These vegetated walls can be used indoors to 

help cure sick building syndrome, and assist in filtering the air of pollutants, creating better air 

quality for the building’s occupants.  Green walls also help to bring the outdoors in by providing a 

distinctive aesthetic quality to the indoor environment.

 
Building Integrated Photovoltaic Systems (BIPV)

 The development of thin film PV has allowed for the development of building integrated 

photovoltaics (BIPV).  BIPV replaces conventional building materials by designing photovoltaic 

materials into the roofs, skylights, and the façade of a building.  Building material costs are gener-

ally lower by using BIPV since PV cells are integrated into the building design and are aestheti-

cally more appealing.  Since BIPV generates its own power, it decreases electricity costs and 

reduces the use of fossil fuels and the emission of detrimental ozone depleting gases.

 BIPV cells can be incorporated into building materials in a variety of forms.  In roof sys-

tems, the most common PV is a thin film solar cell integrated into a flexible polymer membrane.  

For flat roofs, these PV cells can be designed as either a tracking or non-tracking system.  For 

pitched roofs, thin film solar shingles can be manufactured to look like conventional shingles and 

extends roof life by protecting the roof membrane from light and water deterioration.  The solar 

shingles eliminates condensation since the dew point is kept above the roofing membrane.

 With the development of thin film PV, photovoltaics are light enough to be incorporated 

into façade integrated 

modules.  Curtain wall 

modules on the south 

façade are the most 

common BIPV.  Customs 

panels in a variety of col-

ors and transparencies 

can be manufactured to 

create the desired look.  

BIPV facades may also 

incorporate ventilated PV 

modules.  These facades 

are designed with a Figure 62: Building Integrated Photovoltaics
Source: http://www.solarpowersolutions.nl/information.php?category_id=3&information_id=32



Brand Identity  |  74

gap between the double exterior skin, allowing for the ventilation of the PV modules.  Ventilation 

reduces the operating surface temperature of the BIPV panels and improves the efficiency of 

electricity created.58  The double skin also provides an interior/exterior buffer for improved acous-

tical, thermal, and daylighting. 

 The transparent or translucent quality of BIPV modules allows this technology to replace 

conventional glazing.  BIPV glazing is composed of thin film cells, monocrystalline cells, or trans-

parent cells between layers of foil and conducts a current through an oxide coating on the inner 

surface of the glass.  Certain glazing uses ultraviolet light to generate electricity and allows the 

passage of visible light, while others are tinted for shading.  Other types of shading devices could 

be used to reduce the heat islanding effect of parking lots.  Since open air parking lots absorb a 

large amount of heat, BIPV shading devices could transform parking lots into shaded spaces that 

also produce energy to power buildings.

 

 Lighting is the largest operating costs for commercial buildings in the United States, and 

is approximately a third of the total electrical energy costs.59  Using sustainable lighting strategies 

will decrease the cooling loads, reduce lighting demands, and reduce the carbon footprint of the 

building.  Sustainable lighting is the lighting that meets the needs of the visual environment with 

the least impact on the physical environment.60  Sustainable lighting will reduce the amount of un-

necessary lighting, which is a cost effective strategy that also benefits the planet. 

 Daylighting strategies should be considered to passively reduce electric lighting de-

mands.  Although direct sunlight should be minimized to reduce heat gain, diffused daylight 

should be maximized.  Diffused daylight will brighten the space and minimize the use of ambient 

electric lighting.  Direct sunlight will introduce the problem of glare, since many retailers com-

monly use glass storefronts.  Glare will produce an unwanted visual disturbance that needs to be 

mitigated.  Fixed or automated shading systems can be designed to reduce glare.  Daylighting 

may provide a sustainable solution to reduce the cost of lighting; however, there are several fac-

tors that should be taken into consideration for the appropriate use of daylighting in retail spaces.  

These factors include: geographic location, time of day, weather conditions, the effects of sunlight 

on products sold within the store, as well as other location specific issues.   Retailers that use 

daylighting strategies should utilize electronic controls to dim or turn off electric lights when suf-

ficient daylight is available. Electric lights are designed in conjunction with natural light to produce 

58 Adil A. Al-Mumim, “Thermal and Electrical Performance of Ventilated Photovoltaic Facades,” Questia, http://www.
questia.com/googleScholar.qst;jsessionid=KQtb4F81y1GrW2fX15pQTPHmk0hHqP7gfLy1Rjr5PplTLQBHq1sh!-15684124
49!879976065?docId=5008317253. 
59 “Lighting, HVAC, and Plumbing,” Los Alamos National Laboratory Sustainable Design Guide, http://apps1.eere.energy.
gov/buildings/publications/pdfs/commercial_initiative/sustainable_guide_ch5.pdf. 
60 Monte Lee, “Path to Sustainable Retail Lighting,” Furniture World Magazine, http://www.furninfo.com/absolutenm/tem-
plates/News.asp?articleid=10800&z=8. 

5.3.2 Lighting Systems
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a certain amount of the interior lighting that daylighting can’t produce on its own.  

 Lighting controls is one of the easiest ways to increase the energy efficiency and reduce 

costs of the lighting system.  Energy is conserved by using lighting controls to turn off unneces-

sary lights and reduce peak demand for lighting use.  Lighting controls include, switchers, dim-

mers, building automation systems, and sensors.  Occupancy sensors automatically turn on 

lights as people enter a space and turn off as they leave.  Sensors can be installed in areas that 

are used infrequently to control lighting, such as restrooms, dressing rooms, and back of house 

areas.

 The lighting technology that is currently available makes it easy to replace conventional 

incandescent and halogen bulbs with energy saving lights.  Light emitting diode (LED) technology 

has rapidly progressed, giving designers a wide variety of sustainable and aesthetic options to 

choose from.  Organic light emitting diodes (OLED) are currently in development, which will bring 

sustainable lighting design to an entirely new level. 

Light Emitting Diodes (LED)

 Incandescent lights were once the common light bulbs used within every home, every 

office, every retail shop, and every other occupied space.  As the public became aware of com-

pact fluorescent lights (CFL), the heat reducing, energy saving alternative to incandescent lights, 

demand for the product grew.  With a higher demand and the development of an efficient mass 

producing process, CFLs became a cost effective, viable replacement for incandescent lighting.  

Lighting technology has continued to evolve with the development of LEDs.

 LEDs are a tiny electronic light source that is illuminated by the movement of electrons 

in a semiconductor material.  When the LED lights are turned on, electricity causes electrons to 

recombine with holes, fall into a lower energy level, and releases energy in the form of light.  The 

energy gap of the semiconductor determines the color of the LED light.  Since LEDs produce a 

small light output, they were initially used as the little red light commonly found on televisions, 

Figure 63: LED light bulbs
Source: http://www.be-ecolo.com/simple-eco-friendly-actions-to-cut-your-
lighting-expenses.php

Figure 64: LED strip light
Source: http://www.acmelite.net/p--R30X_S--led-strip-light.htm
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operation indicators, and other electronic equipment.  As LED technology matured, other colors 

were introduced and the light output increased, allowing LEDs to be used for a wider variety of 

applications.  

 When LEDs were first introduced, they were tiny focused lights with a low individual 

output that could not compare to the omnidirectional light output of a CFL bulb.   Designers have 

found a way to match the dispersed light quality of CFLs by clustering LED lights and placing 

them at angles to create LED lamps.  CFLs may have a long life compared to incandescent bulbs, 

but LED lights can last ten times as long and uses less than half the electricity of CFLs.61  Fluo-

rescent lamps function by using electricity to pass through mercury to produce ultraviolet photons.  

This ultraviolet light is absorbed by a phosphor coating to create a visible glow.  Although CFL 

bulbs have a very small mercury content, any escapable vapor or irresponsible disposal of CFL 

lamps could have a negative effect on the environment.  LED lamps are environmentally friendly 

since they do not contain mercury or any toxic elements.  They are also solid state components 

and are difficult to damage with external shock, while CFL bulbs are fragile.  LED lights benefit 

by having a faster response time to switching the light on and off, can be easily dimmed, and has 

a lifetime expectancy of 35,000-50,000 hours.62  On the other hand, over-driving LEDs in high 

operating temperatures could over heat the LED package and cause the light fixture to fail.  LEDs 

also cannot operate through a household AC current without a circuit to control current flow.

 The evolvement of LEDs have allowed for the development of rope lights, new text and 

video displays, automotive lighting, digital imaging, portable lighting, and other innovative archi-

tectural lighting options.  

 Organic Light Emitting Diode (OLED)

 The lighting industry has evolved from heat generating incandescent bulbs to energy sav-

ing CFLs to highly efficient LEDs, and has introduced the world to the next generation of lighting, 

61 “LED - Lighting the Way,” Green Living Tips, http://www.greenlivingtips.com/articles/96/1/LED---lighting-the-way.html. 
62 “Using Light-Emitting Diodes,” U.S. Department of Energy, http://www1.eere.energy.gov/buildings/ssl/life_measuring.
html.  

Figure 65: OLEDs
Source: www.cantileverdesign.wordpress.com
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organic light emitting diodes (OLED).  OLEDs are composed of thin organic materials sandwiched 

between two electrodes that produce light when an electrical charge is applied.  While LED light-

ing provides a high brightness on a small area, creating an ideal point light source, OLED lighting 

creates low peak brightness on a large area, which is optimal as a flat light source.  The greatest 

advantage to OLED lighting is its flexibility and the thinness of the lighting material, providing a 

wide range of lighting possibilities.  

 Another advantage to OLED lighting is its ability to directly emit its own light, and is cur-

rently being manufactured as an alternative to LCD (liquid crystal display) monitors and televi-

sion screens. While LCD screens waste energy by using a polarizer to filter out half the light, 

OLED screens do not need a backlight to operate.  OLEDs can display true black color, is more 

efficient, has a faster response time, and uses considerably less power than LCD screens.  The 

light emitted by OLED pixels provides a wider range of colors and a better viewing angle than 

LCD screens.  The image on an LCD screen becomes difficult to see when tilted at an angle 

away from normal, whereas the image on an OLED screen remains unchanged.  Unfortunately, 

OLED technology isn’t as developed as LCD screens and has a lifespan 40 percent less than the 

average LCD screen.63  Manufacturers Toshiba and Panasonic are currently working together to 

develop a metal membrane which transfers light from polymers throughout the glass surface to 

double the lifespan of current OLED screens.64  The key factor in preventing the mass production 

of OLEDs is its sensitivity to moisture, which can lead to a short lifespan.

 OLEDs are currently can be used as lighting for cell phones, MP3 players, digital cam-

eras, and other similar applications.  With more development on OLED lighting technology, OLED 

sheets are eventually expected to replace light bulbs and fluorescent tubes.  With OLED sheets 

as thin as 0.07 of an inch thick, drop in ceilings for recessed lighting may not be needed in the 

future.65  It can also be used as ceiling tiles, wrapped around columns, embedded in fabrics, or 

used as a graphic display wall to light up residential, office, or retail spaces.  With its flexibility, 

thinness, and color quality, the architectural possibilities for OLED lighting are endless.

 Lighting and HVAC systems are the most costly operating components in commercial 

buildings.  Before deciding on an HVAC system, the lighting system should be evaluated to 

minimize the load on the HVAC system.  Passive strategies integrated with active systems should 

be considered to reduce HVAC loads.  Indoor climate control doesn’t have to be entirely passive 

63 Dave Horvath, “Toshiba doubles the lifespan of OLED TVs,” Afterdawn, http://www.afterdawn.com/news/ar-
chive/12705.cfm. 
64 Ibid. 
65 Eric A. Taub, “Panels of Light Fascinate Designers,” New York Times, September 6, 2009, http://www.nytimes.
com/2009/09/07/technology/07bulb.html?_r=1. 

5.3.3 HVAC System Design
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to be considered sustainable.  HVAC systems can be as environmentally friendly as possible 

by integrating other building envelope and energy efficient strategies to reduce loads on active 

systems.  Efficient HVAC system design strategies include: high-efficiency packaged air condi-

tioning units, variable air volume air handling systems with variable speed drives, downsize to a 

new high-efficiency chiller, use direct digital controls, install premium-efficiency motors, upgrade 

energy management systems to optimize settings, and using variable frequency drives to control 

the frequency of the power supply.  Designers could also create an operations and maintenance 

guideline so owners can properly maintain the systems.  Employee training should be done so 

systems can be operated, monitored, and adjusted appropriately.  

 The retail industry has a high turnover rate as leases expire and retailers renovate, creat-

ing an enormous, unnecessary amount of construction waste.  Demands for reducing, reusing 

and recycling materials have created new opportunities to divert waste from landfills.  

 Renovations. Designers have the opportunity to reuse existing building materials and 

structural elements for building renovation projects.  Reusing existing materials or salvaging 

materials will reduce construction waste and can significantly reduce construction costs.  It also 

reduces the environmental impact of extracting raw materials for construction.  Materials that 

aren’t reused should be recycled, if possible, to further reduce waste that ends up in landfills.  

 Drywall is one of the main wall materials used in retail interiors in the United States. The 

common practice when demolishing an old store is to take out most of the drywall, which ends up 

in landfills.  Current demands for the diversion of materials to landfills have resulted in recycling 

possibilities for drywall.  Drywall can either by recycled at the construction site by separating the 

gypsum from the paper to be reused on site, or it can be sent to a participating recycling center.  

Recycled drywall can be used to: create new drywall, used in the production of cement, used to 

improve soil drainage and plant growth, used as an ingredient in fertilizer products, and used as 

an additive to composting operations. 

 New Construction.  The construction of new buildings can make a better impact on the 

environment by incorporating green materials into its design.  Building materials with a percent-

age of recycled content reduces the amount of raw materials used in new construction.  Materials 

that are processed, extracted, and manufactured locally will reduce transportation costs, reduces 

environmental impacts, and supports the local economy.  Buildings that use rapidly renewable 

materials will reduce the extraction of raw materials that have a long growing life cycle.  Rapidly 

renewable materials generally require less land, are harvested quickly, and have a faster payback 

for manufacturers.  

5.3.4 Materials & Waste Reduction
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 Indoor Air Quality.  The average American will spend approximately 90% of their time 

indoors, and can be exposed to pollutants from interior materials that are detrimental to their 

health and wellbeing.66  Research and innovations in the last twenty years have produced materi-

als that are friendlier to building occupants.  Low-emitting adhesives, sealants, paints, coatings, 

carpets, composite wood, and fiber products are now widely available.  HVAC systems can im-

prove the indoor air quality with increased ventilation and by filtering the air of harmful chemicals.

 The average American use approximately 100 of gallon of water a day.67  This is a cause 

for major concern, since many cities are currently faced with water shortages. Buildings with high 

water use increases their maintenance, life cycle costs, and consumer costs.  Water is such a 

precious resource that every bit of conservation will help save the aquifers for future generations. 

Low flow fixtures and efficient landscaping are preventative measures for reducing water con-

sumption. 

 Low Flow Fixtures.  Using low flow fixtures instead of conventional fixtures is a tremen-

dous water saving and cost saving tactic.  Low flow toilets, faucets, and showerheads, if appli-

cable in the retail environment, will reduce the amount of water withdrawn from rivers, streams, 

and aquifers.  In certain locations, rainwater harvesting may be possible to reduce the amount of 

potable water used in fixtures.  It is also possible to use treated greywater or recycled water for 

low flow toilet fixtures.  The initial costs for low flow fixtures have traditionally been high, but many 

states are now giving consumers cash back incentives for purchasing these water saving fixtures.  

 Efficient Landscaping.  Before water reduction is considered, landscaping should be 

designed with native or adaptive plants.  Plants that are adapted to the local rainfall and climate 

will greatly reduce or eliminate the water required for landscaping.  Landscaping could be de-

signed to direct rainwater throughout the site to supply vegetation with water.  This will reduce 

the need for irrigation and prevent runoff.  Irrigation systems that are designed into the landscape 

should be monitored regularly for efficient operation.  Drip, micro misters, subsurface irrigations 

systems, and smart irrigation controllers will provide the necessary water efficiency for landscap-

ing. A rainwater collection system could reduce or eliminate the amount of potable water needed 

for irrigation.68  

 

66 U.S. Green Building Council, “Indoor Environmental Quality,” LEED New Construction Version 2.2 Reference Guide, 
287. 
67 “Green Building - A Look at Water Efficiency and WaterSense,” Articlesbase, http://www.articlesbase.com/construc-
tion-articles/green-building-a-look-at-water-efficiency-and-watersense-1442983.html.  
68 U.S. Green Building Council, “Water Efficiency,” LEED New Construction Version 2.2 Reference Guide, 118. 
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 Now that consumers, governments, and the media are beginning to demand green, com-

panies must start making changes to their business practices.  The rising need for sustainable 

practices in both the design and operations of companies has led to the importance of corporate 

social responsibility.  Corporate social responsibility is a business strategy that is integrated into 

the core values of the company to create positive change.  Companies that embrace their cor-

porate social responsibilities will acknowledge their impact on the environment and their impact 

on all stakeholders.  A company’s corporate social responsibilities should be established with the 

following four points. 

 1. Brand Promise. Companies must first establish their sustainable visions and values 

that they want to achieve.  Careful thought and planning should be done before these values are 

written into the company’s mission statement.  Anything in writing becomes the company’s brand 

promise and commitment to the public.  The corporate social responsibilities of the company’s 

brand promise will build consumer expectation and will drive the company’s future decision mak-

ing processes.  

 2. Set Goals.  Companies should set short and long term goals to fulfill their brand prom-

ise.  Clear goals and business objectives need to be stated to establish the company’s participa-

tion in green initiatives.  Companies may choose to focus on operating an efficient business by 

reducing their energy consumption or by recycling waste.  Other companies may focus their goals 

on giving back the community by donating to charities or partnering with local organizations.  

More ambitious companies may set goals to change the industry by making partnerships and 

collaborating with other organizations to become a leader in the industry.  The main objective is 

to align goals based on the core values of the company’s brand promise that can be realistically 

achieved.  

 3. Employee Participation.  Sustainable practices should start from the upper levels and 

filter through all levels of the company.  CEOs, presidents, or principals of the company should 

set the example by demonstrating the company’s commitment to sustainability.  Companies can 

create a team of employees that will monitor the corporate social responsibilities of the organiza-

tion.  These teams can propose new strategies, manage the company’s sustainable practices, 

and report these ideas to the rest of the company.  It is essential for these sustainable prac-

tices to be mandated and organized by an appointed person.  Without a leader, the goals of the 

company’s corporate social responsibilities will not be achieved.69 

 4. Periodic Reviews.  Periodic reviews or appraisals need to be established to evaluate 

the goals set by the company.  Reviews and appraisals will keep the company on track to reach 

69 Neil Z. Stern and Willard N. Ander, Greentailing and Other Revolutions in Retail, (Hoboken: Jphn Wiley & sons, Inc., 
2008), 114. 

5.4 Corporate Social Responsibility



Brand Identity  |  81

their intended goals.  

 Establishing a strong, socially responsible brand will make these goals possible, while 

weak brands will fail to deliver.70  A socially responsible brand needs to gain consumer trust, 

since trust cannot be earned immediately.  Trust is built when companies follow through with their 

corporate social responsibilities, and will increase sales, investor relations, and business recruit-

ments.  While trust is built overtime, distrust can happen in an instant. The company’s goals 

and brand promise must be followed through or the company will be accused of greenwashing.  

Greenwashing is the deceptive use of marketing strategies for companies that falsely perpetuate 

their sustainable brand promises.71  Establishing realistic goals from the beginning is essential to 

prevent greenwashing.  

 Companies must strongly believe that protecting the environment is of utmost impor-

tance, not simply because it’s the “right thing to do.”  Not only will corporate social responsibili-

ties improve the bottom line of a company’s profits, it will obtain the triple bottom line of “people, 

planet, and profit.”  Companies that strive to improve their triple bottom line are more concerned 

with their responsibility to stakeholders rather than shareholders.  Only when companies are sin-

cerely committed to improving the general well-being of humankind and protecting the planet, will 

change and innovation occur. 

 A socially responsible brand is a company’s holistic approach to apply sustainable 

practices in every aspect of the company, including design, business, operations, and communi-

cating these values to the customer.  From the manufacturing process to the point of purchase, 

every part of the supply chain can be modified to reduce the retailer’s environmental footprint.  By 

“greening the supply chain,” retailers have the opportunity to establish a certain level of environ-

mental responsibility in the core business practices of their suppliers and vendors.72  Retailers 

that set corporate socially responsibility goals for themselves should expect the same from their 

suppliers.  The environmental responsibilities of suppliers are inadvertently linked to retailers.  

Many times retailers are held accountable for the actions of their suppliers.  For example, the 

media is quick to link companies who deal with environmentally unfriendly vendors, especially 

when something catastrophic occurs.  Because the supply chain is such a complex, multi-level 

system that involves the cooperation of many parties, retailers should be at the forefront at creat-

ing a greener supply chain.  Retailers should establish a policy to set a standard that suppliers 

70 Kellie A. McElhaney, Just Good Business. (San Francisco: Berrett-Koehler Publisher, Inc., 2008), 31. 
71 “About Greenwashing,” Greenwashing Index, http://www.greenwashingindex.com/what.php. 
72 “Supply Chain Management for Environmental Improvement,” Practical Solution for Economic and Environmental Vital-
ity, http://www.pprc.org/pubs/grnchain/intro.cfm. 
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and vendors should strive toward.  It could specify minimum requirements for the protection of the 

environment, working conditions, developing action plans for improvement, an explanation of the 

requirements, monitoring, consulting, and training of vendors.  This policy should also describe 

employee expectations, since retail employees are the ones assisting in policy implementation.  

Conferences or workshops could be held to educate buyers on sustainable practices.  Retail-

ers could audit their suppliers to ensure that companies are meeting the standards stated in the 

policy.  Greening the operations of the supply chain include, but are not limited to: manufacturing, 

waste management and packaging, transportation, carbon offsets, and purchasing green power.    

Manufacturing

 Greening the supply chain begins at the point of origin, the manufacturing process.  Pol-

lution is one of biggest concerns for manufacturing, which utilizes 25 percent of the annual energy 

used in the United States.73  Most of the waste generated from the combustion process is from 

coal, natural gases, fossil fuels, and other waste that emits greenhouse gases.  Since every type 

of manufacturing has a waste byproduct, converting to green manufacturing will lessen the nega-

tive impacts on the environment.  Green manufacturing considers the entire product’s life cycle 

and its environmental impact from the materials and processes used to create it.  This environ-

mentally friendly process will decrease pollution and saves energy by reducing or eliminating the 

use of hazardous substances in the design, manufacture, and application of chemical products 

and processes.  

 Manufacturers should streamline their production process for efficient design, material 

use, and minimum waste generation.  Products should be analyzed and redesigned for efficiency 

to reduce the amount of unnecessary materials.  Products could also be designed with recycling 

capabilities, so it can be used in later genera-

tions of the product.  At the end of a product’s 

lifecycle, the product could be returned to the 

manufacturer to create new products.  The 

production process becomes more efficient 

when new models are created by using recycled 

products instead of raw materials. If possible, 

products could be designed with a percentage of 

organic materials, lessening the amount of harm-

ful chemicals present in the production process.  

Using a cleaner source of energy will make a 

73 “Manufacturing Info,” Business Knowledge Source, http://businessknowledgesource.com/manufacturing/green_manu-
facturing_101_029551.html#more. 

Figure 66: Green manufacturing
Source: http://www.qualitydigest.com/magazine/2008/oct/
article/green-manufacturings-competitive-edge.html
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significant impact on reducing the amount of waste generated during manufacturing.  Waste can 

also be interpreted in two ways.  Waste and pollutants from manufacturing can be converted into 

byproducts that can be recycled.  Waste can also be seen as overproduction, a loss in time, re-

sources, or poor use of raw materials.  It’s not just resources that can be wasted, but time as well.  

While the environmental impacts of green manufacturing are quite advantageous for companies, 

the initial costs for converting to green practices can be a financial challenge.  These costs will 

eventually be paid back with efficient design; however, the choice of becoming green relies on the 

company’s dedication to their corporate social responsibilities and the protection of the environ-

ment.

Waste Management & Packaging

 In the United States, containers and packaging materials make up 31 percent of the 

waste in retail stores.74  Many retailers end up paying for waste disposal, which is an unnecessary 

added expense.  Since these materials are one of the largest components of waste in the indus-

try, retailers are finding ways to decrease the amount of packaging waste that ends up in landfills.  

 Reduce.  The first step to control waste management is to reduce the amount of pack-

aging material and shipping containers needed to protect the product during transport.  Packag-

ing should match the size and shape of the product to reduce the need for unnecessary inserts, 

fillers, or additional packing material.  The thickness of plastics and cardboard boxes could also 

be reduced to decrease the amount of packaging material needed.  Reducing the packaging will 

reduce the costs of transportation, recycling, and landfill waste.  Retailers such as Crate & Barrel 

have re-engineered their shipping cases, reducing corrugate use by approximately 10 million 

square feet per year.75   

 Reuse.  After a reduction in packaging material has been made, retailers should inves-

tigate material reuse opportunities.  Foam peanuts, paper stuffing, corrugated cardboard boxes, 

and other forms of incoming packaging materials can be reused for outgoing shipments, internal 

deliveries, or for storing supplies.  Reusing transit packaging material will improve the efficiency 

of the product supply chain.

 Recycle.   If packaging materials cannot be further reduced or reused, then recycling ma-

terials should be considered.  Local recycling companies may be available to recycle packaging 

materials that retailers couldn’t reuse.  Recycling materials will reduce disposal costs for wastes 

sent to landfills.  Packaging can also be specified with recycled content to reduce the demand for 

raw materials.

 Companies should educate employees about recycling wastes in their back-of-house 

74 “Best Practice Database,” Greening Retail, http://www.greeningretail.ca/best/.
75 Ibid. 
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operations.  Retailers could provide recycling bins and locate them in high traffic areas or other 

areas where recyclables are typically produced.  Many vendors will supply retailers with contain-

ers for recycling programs and will service large storage dumpsters.  

 Retailers can also educate their suppliers about the decreased costs of disposal and 

the reduced amount of waste produced.  Vendors and retailers can then collaborate to identify 

methods of reduction to improve the efficiency of the supply chain.  Contract requirements can be 

changed so vendors must conform to a specified level of material waste management.  Retailers 

such as Target required vendors to sign a letter of agreement for their packaging standards.  The 

agreement allowed Target to fine vendors who weren’t in compliance. With this agreement, Tar-

get had an 80 percent decrease in packaging for soft goods and a 75 percent reduction in waste 

and disposal costs.76   Retailers may also collaborate with material exchange programs to sell 

reusable distribution packaging materials.  Material exchanges assist businesses to find markets 

for reusable materials that were once traditionally discarded.  

Transportation

 Since transportation and logistics comprise approximately 75 percent of the carbon foot-

print of commercial businesses, retailers have an opportunity to significantly reduce their impact 

on the environment by implementing sustainable transportation strategies.77  With almost half of 

retailer’s distribution costs dedicated to the transportation of products, appropriately managing 

the flow of products will enable retailers to save on transportation costs. The movement of goods 

in the supply chain is most affected by the logistics and the fleet vehicles used in transportation.  

Logistics is the management of the flow of goods from the point of origin to the point of consump-

tion, including: backhauling, the size of the load, the distribution, and the delivery route.  Trans-

portation begins with the movement of goods in the supply chain and ends with the customer 

traveling to buy the product and bringing it home.  Not only can retailers manage the transporta-

tion of goods, they also have the opportunity to reduce the carbon footprint of the transportation 

of people.

  When delivery vehicles transport products to a retail store and returns to the distribution 

center empty, the cost for transportation is nearly doubled.  By promoting backhauling, delivery 

vehicles will transport products on initial and return trips, which will increase transportation ef-

ficiency, decrease carbon emissions, and decrease overall costs.  Suppliers and retailers could 

coordinate the shared use of delivery vehicles to support backhauling efforts.  On return routes, 

delivery vehicles could pick up other products from a nearby supplier, reload the vehicle with 

76 Ibid.  
77 CCC Newsdesk, “94% of Supply Chain Professionals Rate Green Issues as a Busness Priority According to 
new ‘Green Transportation & Logistic’ Report,” Climage Change Corp, http://www.climatechangecorp.com/content.
asp?ContentID=4882. 
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another store delivery, or transport recyclable materials to a recycling depot. Whether by ship, 

truck, or trains, backhauling will reduce the amount of transportation vehicles and lessen retailer’s 

impact on the environment.

 To increase the efficiency of each delivery, the load size of the delivery should be opti-

mized.  Decreasing the amount of unnecessary packaging material will allow more products to be 

transported per vehicle. The more products that are transported per delivery vehicle, the fewer 

amounts of deliveries are needed.  

 Deliveries could be made more efficient with the reorganization of retail distribution cen-

ters.  Retailers could condense and reduce the amount of distribution centers that are necessary 

for the operation of their retail stores.  Positioning distribution centers closer to retail locations is 

more economical and environmentally friendly by shortening delivery routes.

 Using technology such as Global Positioning Systems (GPS) and traffic management 

software will plan efficient delivery routes to decrease travel time.  Traffic management software 

also identifies driver training opportunities, idle time, and tracks fuel usage.  These technologies 

can arrange delivery routes in the most beneficial order by maximizing the amount of products 

and reducing the amount of travel distance.78  By properly training delivery drivers, it will save 

energy and the time spent on the road.    

 The choice of fleet vehicles can make a dramatic difference in the reduction of carbon 

emissions. Retailers could select delivery vehicles that use cleaner fuels, such as: biodiesel, 

electric and liquid natural gas.  These fuel alternatives are less damaging to the environment than 

conventional gas powered vehicles.  Fuel efficient vehicles are another viable option to reducing 

the carbon footprint of retailers. Using hybrid vehicles or sizing delivery vehicles for its intended 

purpose helps fuel efficiency.  Fuel could also be reduced by educating vehicle operators about 

fuel-saving driving techniques. 

 The environmental impact of transportation can also be reduced by managing the trans-

portation of people.  Whether traveling includes visits to jobsites, internal meetings with remote 

offices, or meetings with designers or other consultants, employee travel can be a large source of 

carbon emission for many companies.  Limiting unnecessary travel and replacing meetings with 

conference calls saves carbon emissions, time, and transportation costs.  Retailers can also look 

for ways for their consumers to limit their transportation impact on the environment.  By locating 

their stores near public transportation routes, retailers can encourage customers to use public 

transportation instead of commuting with personal vehicles.

   

Carbon Offsets 

 Because carbon dioxide emissions and global warming is an increasingly alarming issue, 

78  “Best Practice Database,” Greening Retail, http://www.greeningretail.ca/best/. 
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many individuals and businesses are purchasing carbon offsets to reduce their carbon footprint.  

Carbon offsets are a form of trade, where a company purchases credits to fund a carbon reducing 

program that counteracts the emissions of the company.79  Carbon reducing programs include: 

wind farms, solar installations, tree planting, and other energy efficient projects that produce 

clean energy and displaces energy from fossil fuels.  Although purchasing carbon offsets doesn’t 

eliminate global warming or remove carbon dioxide from the atmosphere, the money used to 

fund these programs prevents the emission of new carbon dioxide.  One of the criticisms about 

purchasing carbon offsets is the potential to create a dependency on another company instead 

of taking an active role to reduce their own carbon emissions. However, this type of sustainable 

practice may be a good alternative for companies where implementing an alternative carbon diox-

ide reduction strategy is either extremely costly or impossible.

 Retailers should first identify sources of carbon production and strategies that will miti-

gate or eliminate their own carbon dioxide emissions.  All retailers should consider other alterna-

tive sustainable methods to reduce their carbon footprint before making the choice to purchase 

carbon offset credits.  One of the challenges with many interior mall retailers is their limited flex-

ibility to implement a variety of sustainable solutions.  Purchasing carbon offset credits may be a 

viable option for them to become a more environmentally friendly company.

 Many type of carbon offset providers and carbon emission strategies can be found online.  

It’s important to find a provider that is certified according to industry standards that has third party 

certification.  While many online providers are legitimate, many others claim to sponsor carbon 

dioxide reduction programs without certification.  Third party certification requires independent 

verification by an auditor to document that the purchaser gets what they paid for.

Purchasing Green Power

79 Neil Z. Stern and Willard N. Ander, Greentailing and Other Revolutions in Retail, (Hoboken: Jphn Wiley & sons, Inc., 
2008), 113. 

Figure 67: Carbon offsets diagram
Source: http://esystemservices.com/
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 As green power technology progresses, electricity markets are offering cleaner ways to 

produce and purchase power.  Green power is generated by a variety of green energy sources 

which include: solar, wind, geothermal, green biomass, biogas, and fuel cells.  By purchasing 

green power, businesses increase the amount of clean energy that flows into the grid.  Business-

es have the option of purchasing green power products produced off-site or by generating their 

own source of green energy on-site.  When choosing between off-site and on-site generation, the 

cost and ease of implementation are the deciding factors.

 For off-site green power generation, green energy is not delivered directly to the busi-

ness.  Businesses will purchase an equivalent amount of their electricity from a green energy 

supplier, whose energy is then delivered to the grid.  Cost savings in the long term are one of the 

advantages to purchasing green power over fossil fuels.  Since renewable energy sources are 

not subjected to the rise and fall of fuel prices, green power purchases can offer a fixed price over 

the long term.  The utility or power marketer allows businesses to purchase green power products 

in two different ways.  The first method of purchase is the fixed energy quantity block.  A block 

is a quantity of 100 percent renewable electricity offered to businesses at a fixed monthly rate.80  

Fixed energy quantity blocks are usually available in regulated markets.  The second method of 

purchase is based on a fixed percentage of the business’s monthly use.  This method is usually a 

blend of renewable and conventional power.  

 There are currently three types of green power products available on the market, which 

include: green pricing products, green marketing products, and renewable energy certificates 

(RECs).  The location of power generation and the type of utility structuring will determine if 

a business can buy green power from an existing utility or from a competitive power supplier.  

Green pricing products can be purchased from the local utility grid in regulated markets.  Since 

green pricing products are an optional utility service, a change in the electricity provider is not 

necessary.  Green marketing products can be bought from an electricity provider in competi-

tive markets.  Businesses will purchase a premium for electricity generated from green power 

sources.  The difference between green marketing and green pricing is that green marketing 

requires businesses to switch electricity providers.  If businesses aren’t able to purchase green 

power directly from the utility provider, RECs will allow businesses to support the generation of 

green energy.  RECs are also called green tags, renewable energy credits, or tradable renewable 

certificates (TRCs).  Since energy is not physically delivered to the site, RECs can be purchased 

even if the local utility provider doesn’t offer green power products.  The environmental benefits 

for all three types of green power products are the same; however, RECs can be purchased from 

any location, while green marketing products and green pricing products are not always available.  

80 “Guide to Purchasing Green Power, “U.S. Department of Energy,” http://www.epa.gov/grnpower/documents/purchas-
ing_guide_for_web.pdf.  
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When purchasing green power products, getting a third-party certification is important to ensure 

that businesses receive the green power that they pay for.  The third-party certification will verify 

that the green power purchased equals the green power supplied.

 On-site sources of renewable energy can be produced independent of or in conjunction 

with off-site green power purchases.  Businesses are able to produce renewable energy inde-

pendently or in collaboration with an energy company.  One of the advantages of on-site green 

energy generation is the opportunity to provide a financial return by selling excess power back to 

the grid.  On-site renewable energy sources include: solar, wind, biogas, biomass, and fuel cells. 

 Solar power technologies harness the power of the sun by using mirrors to concentrate 

the sunlight and convert it to either light or heat.  PV modules use the energy of the sun to pro-

duce a renewable source of electricity.  Roof modules are angled to catch the sun and require an 

adequate roof space for the system to be effective.  PV systems can be installed in a variety of 

forms.  Some systems are composed of solar cells connected to create a module, while intercon-

nected modules form an array, yet others look like traditional roof shingles.  PV systems do not 

produce air pollution, hazardous waste, noise, and do not require transportable fuels, making 

photovoltaics one of the cleanest power generating technologies on the market (113).81  

 Wind turbines are another form of solar 

energy that uses the power of wind to con-

vert kinetic energy into mechanical power 

or electricity.  Wind turns the blades of the 

turbine, which spin a shaft and is connected 

to a generator.  On-site generation is usually 

only possible in nonurban areas accompanied 

by zoning permits.  Typical turbine towers 

are 130 feet high with a blade sweep of 98 

feet and require at least an acre of land per 

turbine.82  Wind turbines produce a clean 

source of energy and have the advantage of 

being one of the lowest priced renewable energy technologies.  However, wind is not a consistent 

source of energy and not all wind power can be harnessed to meet the demands of electricity.  

 Biogas is another type of renewable energy source that is produced from a breakdown 

of organic matter.  Methane gas from landfills or sewage treatment plants is used as a modern 

waste management strategy to generate mechanical or electrical power.  The gas is converted to 

81 “Why PV is Important to the Environment,” U.S. Department of Energy, http://www1.eere.energy.gov/solar/to_environ-
ment.html 
82 “Guide to Purchasing Green Power, “U.S. Department of Energy,” http://www.epa.gov/grnpower/documents/purchas-
ing_guide_for_web.pdf.   

Figure 68: Wind power
Source: http://www.dailytelegraph.com.au/news/national/well-go-
green-until-it-starts-costing-too-much/story-e6freuzr-1225940451881
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power by using an internal combustion engine, 

gas turbines, direct combustion boiler, steam 

turbines, and a variety of other power conver-

sion technologies.  Biogas can be compressed, 

like natural gas, and can be used to power mo-

tor vehicles.

 Biomass is a renewable energy source 

made from organic material from plants and an-

imals.  Sources of biomass include: agricultural 

and forestry resides, municipal solid wastes, in-

dustrial wastes, and aquatic crops grown solely 

for energy purposes.  Biomass is a petroleum 

alternative that is used to produce ethanol and 

biodiesel.  Most ethanol is currently made from 

corn and is the most widely used fuel alterna-

tive for motor vehicles.  New technologies are 

being developed to produce ethanol from a variety of agricultural and forestry resources.  

 Fuel cells are an electrochemical cell that produces electricity from a fuel tank.  Since the 

conversion of fuel to energy goes through an electrochemical process instead of combustion, fuel 

cells produce low to zero emissions and are the cleanest and most efficient forms of renewable 

energy.83  As long as fuel is supplied, the fuel cell will continue to generate power.  The waste 

heat generated from fuel cells can be used to provide hot water or space heating.

 The United States government, universities, public organizations, and private companies 

are all working to advance renewable energy technology.  Since America imports 55 percent of 

its oil, with two thirds dedicated for transportation use, the need for renewable energy is rising.84  

Purchasing green power and producing on-site renewable energy will decrease the country’s 

dependency on fossil fuels with energy sources that are less damaging to the environment. 

 Once retailers incorporate sustainable practices into their store design and retail opera-

tions, communicating green strategies to customers is the final step in creating a socially re-

sponsible brand.  Retailer’s can design sustainable stores and alter their business practices and 

supply chain to become environmentally friendly, but if these practices aren’t directly marketed to 

83 Ibid. 
84 Karim Nice and Jonathan Strickland, “How Fuel Cells Work,” How Stuff Works, http://auto.howstuffworks.com/fuel-ef-
ficiency/alternative-fuels/fuel-cell6.htm.   

Figure 69: Biomass sources
Source: http://www.cheshirerenewables.org.uk/biomass.htm
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consumers, then these efforts will go unnoticed by the general public.  Communicating green will 

educate customers and bring environmental issues into the public eye.  By bringing the retailer’s 

sustainable efforts into the retail environment, it will allow customers to associate environmental 

social responsibilities with the retailer’s brand.  Marketing is not just a tool to advertise the compa-

ny to customers, it can become an avenue to educate customers about the importance of green.

The Perception of Green Brands

 Newsweek Magazine ranked 500 of America’s largest businesses and published a 

Green Rankings List in September 2009.85  Businesses are given scores in four categories to 

assess their overall environmental performance.   The environmental impact score measures the 

performance and operational costs of the business.  This includes greenhouse gas emissions, 

water use, solid waste, and a variety of other sustainable strategies.  The green policies and 

performance score is based on an evaluation of the company’s corporate social responsibility 

policy, their management policy, the operation of their facilities, and also includes lawsuits and 

controversies.  Companies are given a reputation survey score, which is determined by surveying 

professionals and sustainable experts who rate the company’s green performance.  The green 

score is based on the company’s overall environmental impact, which is a weighted score based 

on the other three categories.

 Kohl’s department stores ranks first among 

retailers, and is eighteenth overall.  Surprisingly, 

retail giant Walmart ranks sixth in retail and is fifty-

ninth overall.  While Walmart’s green scores aren’t 

as high as Kohl’s, Walmart’s reputation survey score 

is a perfect 100.00.   Walmart easily surpasses all 

85 “Green Rankings: The 2009 List,” Newsweek. http://greenrankings.newsweek.com/companies/industry/retail. 

Rank Company  Green Score  Environmental 
Impact Score 

 Green Performance 
Score 

 Reputation 
Survey Score 

1 Kohl’s 86.78 63.6 72.55 52.92

2 Staples 86.37 60.9 77.28 33.86

3 Gap 83.13 64.4 57.9 68.54

4 J.C. Penney 82.44 61.5 66.75 33.17

5 Macy’s 81.45 60.9 63.68 34.41

6 Wal-mart 80.38 59.2 41.06 100

7 Best Buy 80.33 70.6 57.03 44.69

8 Whole Foods Market 79.73 46.5 55.39 50.41

9 Limited Brands 79.54 66.3 58.65 33.25

10 Target 79.47 62.3 56.2 41.15

Figure 70: 2009 Newsweek rankings, top retail companies
Source: http://greenrankings-origin.ec2.newsweek.com/companies/industry/retail
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other retailers in the green reputation category by at least thirty-one points.  The average repu-

tation survey score for all businesses is 33.44.  A perfect score in reputation can attest the fact 

that professionals, green experts, and the general public strongly perceive Walmart as the most 

sustainable retailer.  Walmart has done well in communicating their sustainable brand to the 

public. However, the perception of Walmart’s brand wasn’t always well received.   Several years 

ago, Walmart was highly criticized for relentlessly bullying suppliers to drive down their costs, 

threatening to eliminate all business with suppliers if they did not comply.  Walmart’s unorthodox 

business practices became highly publicized through the media, creating an unfavorable public 

perception of the company.  Immediately after the news hit the media, Walmart launched an ad-

vertising campaign to redirect public opinion of the company’s brand.  Walmart made a change to 

their business practices, and strove for better business and sustainable change.  They became a 

transparent company by informing the public about their steps on becoming a sustainable retailer.  

Every time they donated to a charity, reached a sustainable benchmark, or made any positive 

change to their business practices, it was highly publicized in the media and especially on their 

online site.  Their intention is to communicate information to consumers to promote the positive, 

sustainable aspects of their brand.  Not only is it important to immerse a company in sustainable 

design and operations, it is also important for the public to understand what the company is do-

ing.  Walmart’s efforts have created a strong impression on customers, ultimately linking a high 

level of sustainability with their brand.  

 Kohl’s, like many other retailers, have incorporated many sustainable initiatives into their 

store design, company operations, and initiated programs to give back to charities; yet, they 

haven’t widely publicized their sustainable activities. Communicating sustainable practices to 

customers becomes the key difference between retailers like Kohl’s and Walmart.  Kohl’s scored 

higher than Walmart in every sustainable category of Newsweek’s rankings except for the reputa-

tion category.  Communicating socially responsible brands to consumers is a necessary step in 

creating customer loyalty.  Every time a customer hears a positive thing about the company, it 

builds upon the company’s brand value by creating positive associations linked to the brand.

Advertising

 Advertising is a marketing strategy used to communicate a product, service, or idea to a 

customer.  With effective advertising and the power of persuasion, retailers will be able to gener-

ate interest and brand recognition in consumers.  By publically advertising the retailer’s environ-

mental responsibilities to consumers, it becomes a brand promise for retailers to uphold their 

social responsibilities. 

 Many retailers currently use websites as a marketing strategy to inform customers about 

the green initiatives of the company.  Since most households have access to the internet, having 
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a website to promote retailer’s business ideas is imperative.  Having a website gives retailers the 

advantage of reaching every part of the world at any time of day.  Websites become a convenient 

way for consumers to access information about a company’s products, goals, and environmental 

initiatives.  A website represents a company’s identity, and all information included on the site 

should accurately portray their values.  

 Catalogues, newsletters, and flyers is another advertising strategy that allows customers 

to get to know retailers in the comfort of their own home.  Green products sold by retailers could 

be featured in catalogues as a way to educate customers about its environmental effects.  News-

letters and flyers are sent to inform customers about the latest developments of the company.  

The launch of a new product, the environmentally friendly business practices of the retailer, or an 

upcoming in-store event featuring green items could be included in newsletters and flyers.  This 

type of advertising will make potential customers familiar with the green products and the green 

practices of the retailer.

 Posters and leaflets distributed in stores are a communication strategy to advertise green 

products and sustainable practices of the retailer.  It can also offer customers a variety of infor-

Figure 71: Communicating Green
Sources (Clockwise from top left):, http://saibottechnologies.com/searchmarketing/green-industry-marketing/,  http://saibottechnologies.
com/searchmarketing/green-industry-marketing/, http://2ndgreenrevolution.com/2009/07/22/walmarts-sustainable-product-index-audacious-
beyond-words/, http://2ndgreenrevolution.com/2009/07/22/walmarts-sustainable-product-index-audacious-beyond-words/
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Reusable Bags
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mation on local, regional, national, and international issues of concern.  Posters and leaflets can 

direct customers to the retailer’s website to obtain more information about the company’s sustain-

able initiatives.  

In-store Education

 Although websites are currently used as a retailer’s strongest advertising strategy, their 

green efforts may not reach the majority of their customers.  Customers have to take the initiative 

of visiting the online site to specifically locate the page that describes the retailer’s green initia-

tives.  For consumers to obtain a better understanding of sustainability, communicating green 

initiatives should be catered to them, instead of having consumers search for it themselves.  The 

best communication is always direct.   Since many sustainable operational and design strategies 

are undetectable in the retail store, communicating green initiatives to customers in the store 

becomes an important factor in expressing the social responsibilities of the retailer’s brand.   The 

following strategies are in-store communication techniques to inform customers about green 

products and sustainability initiatives of the retailer.

 Retailers could create feature displays to promote products that have a minimal envi-

ronmental impact.  Since feature displays are designed to attract customer’s attention, green 

products have a greater chance of reaching out to the consumer market.  Displays could inform 

customers of the top products chosen by third-party green certification labels.  Having products 

recommended by national and international organizations will create a sense of reassurance that 

the green products are credible.  Displays could change on a monthly basis to expose customers 

to a wide variety of products.

 Retailers could host in-store demonstrations or workshops to actively promote green 

products.  Certain products may require more complex explanations, which could be resolved by 

in-store workshops.  It would give customers the opportunity to ask questions and receive an-

swers by a green expert. 

 A section of the store could be dedicated to promoting local products.  Selling local 

products helps to promote local vendors and creates a sense of pride for the community.  Local 

products are a sustainable retail strategy since the manufacturing and distribution centers are in a 

close vicinity to the retail store, keeping transportation of products to a minimum.

 Labeling products about the environmental impacts of the product’s life cycle will com-

municate to customers and help them make purchasing decisions.86  In July 2009, Walmart an-

nounced that they are in the process of creating a green label index that scores products based 

on the environmental footprint of the product.  The labels will show customers about the product’s 

material efficiency, natural resources, energy and climate, and people and the community.  This 

86  “Best Practice Database,” Greening Retail, http://www.greeningretail.ca/best/. 
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index will be placed next to the price on every product.  Walmart is requiring over 100,000 of their 

suppliers to calculate and disclose environmental information about their products for the green 

label index rating.  Walmart’s goal is to create a universal rating system in the next five years that 

will, “provide customers with product information in a simple, convenient, and easy to understand 

manner so they can make choices and consume in a more sustainable way.”87

 Some retailers currently offer price scanners within their stores.  Price scanners allow 

customers to scan products to verify the cost of sale or regular priced merchandise.  Retailers 

such as the Lego Store have taken price scanners a step further by adding a video feature.  Most 

Lego products are sold in boxes, which don’t allow customers the hands-on opportunity to experi-

ence the product.  Customers can take any Lego box to the digital video scanner, hold the box up 

to the monitor, and a three dimensional image of the product appears on screen.  Rotate the box 

in any direction, and the three dimensional Lego products rotates with the box.  A green version 

of this video scanner could be developed for green products.  A green product scanner could 

allow customers to scan any item in the store to learn about the product’s environmental informa-

tion.  Besides viewing green facts, the green product scanner could play a short thirty second 

video about important green product information.

 Retailers could install television monitors in their store that show videos about green 

products and environmental issues.  A small area could be allocated as a video viewing space.  

Comfortable seating would encourage customers to linger and to watch the videos.  Customers 

will vary in the way they absorb information.  Some customers prefer to learn through reading 

labels or visiting website, while others absorb information better by watching videos or listening 

to lectures.  By providing a variety of educational options, retailers will be able to communicate 

green information more successfully to their customers.  

 Training sales associates is an important aspect in communicating green to the consum-

er.  Sales associates can have the power to influence the purchasing decisions of customers, and 

should be trained to understand the basics of the green products and sustainable initiatives of 

the retailer.  If customers have a question about the green information of a product, sales associ-

ates with a sufficient answer could be the deciding factor in the customer’s decision to purchase a 

green product.  

 Retailers could offer and encourage the use of reusable bags in their stores.  By giving 

customers a few cents off their purchase for bringing a reusable bag, retailers will promote bag 

reuse by limiting waste from plastic and paper bags.  Although the payback for bringing a reus-

able bag is minimal, the monetary incentive can be motivation for customers to use these bags. 

 Retailers could also integrate impact receipts into their store operations.  Customers 

could receive environmental information about each item purchased on the back of their receipt.  

87 “Sustainability,” Walmart, http://walmartstores.com/Sustainability/. 
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Impact receipts would allow customers to keep track of their own impact on the environment by 

the products they purchase.  

 Communicating these suggestions to customers will build a relationship of value with the 

company.  By promoting green and educating customers in the store, customers will come to as-

sociate the retail brand with sustainability.  Allowing customers to see, smell, touch, taste, hear, 

and experience the advantages of green products and sustainable initiatives will bring environ-

mental awareness to the average consumer.  
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 This doctorate project focuses specifically on designing a 

socially responsible retail brand that fits into Hawai‘i’s retail envi-

ronment.  Since the island’s economy is based on tourism, under-

standing the importance of retail must be understood. In turn, retail 

and tourism in Hawai‘i have an effect on the island’s natural envi-

ronment.  Preserving Hawai‘i’s natural environment has been an 

important topic over the past few decades.  Currently, sustainability 

efforts has been on the rise in Hawai‘i, with sustainable laws written 

into state bills in the past few years.  Sustainability laws and envi-

ronmentally friendly retail trends have recently begun to infiltrate 

Hawai‘i’s retail environment. This chapter concludes by studying 

upcoming sustainable retail projects and analyzes a prominent retail 

icon in Hawai‘i.  These retail spaces will become the precedent for 

the design portion of this doctorate project.  Ch
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 The United States is a consumer-driven country that heavily relies on consumer spending 

to generate the economy.  Retail is the second largest industry in the United States and consti-

tutes approximately one-third of all spending.87  

 While the economic power of consumer spending is undeniably high in the continental 

United States, Hawai‘i’s dependency on retail is much higher.  Retail is the largest single genera-

tor of tax revenue in Hawai‘i, employing nearly 20 percent of the island’s workforce.88  Much of the 

success of Hawai‘i’s retail is dependent upon the tourist industry.  Tourists travel to the islands 

for the beautiful weather, to experience a different culture, and to go shopping.  Hawai‘i’s tourist 

industry succeeds by targeting visitors from the continental United States, and especially the visi-

tors from Japan.  The high strength of the yen to the dollar allows Japanese shoppers to spend 

more than other tourists.  Studies have shown that the average Japanese tourist spends $251 

per day, which is two-and-a-half times more than the average mainland tourist.89  The high-end, 

name brand retailers available in Hawai‘i attract Japanese bargain seekers, since same name 

brand products are much more expensive in Japan.  These reasons are why Hawai‘i has become 

a retail destination for Japanese visitors.

 Despite the influx of visitors to the islands, the challenge for Hawaii is to continually 

find ways to keep the tourist industry fresh and unique, especially when other destinations offer 

similar amenities.  Many of the tourists are repeat visitors, which is why activities need to evolve.  

Visitor satisfaction becomes an important issue, since happy visitors will share their experience 

with others and promote continued business for Hawai‘i.

 Hawai‘i is an island community that greatly depends on sustainable practices to main-

87 “Total Retail Spending an Important Indicator of Strength of Economy,” All Business, http://www.allbusiness.com/mar-
keting/market-research/1053493-1.html. 
88 “Retail Merchants of Hawaii,” Retail Merchants of Hawaii, http://www.rmhawaii.org/index.php. 
89 Connie Mok and Terry Lam, Japanese Tourists: Socio-Economic, Marketing, and Psychological Analysis, (Bingman-
tom: They Haworth Press, Inc., 2000), 179.

6.1 Importance of Retail

6.2 Sustainability in Hawai ‘i
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tain the longevity of its limited natural resources.  Preserving the future of the islands is not a 

new phenomenon, and planning efforts have been conducted for several decades.  However, in 

recent years, environmental issues have become more of a widespread public concern, creat-

ing urgency for immediate action.  The public’s concerns for sustainable practices have caused 

Hawai‘i’s government to take responsibility and lead the way toward a better future.  The following 

bills, acts, and plans are a collaborative effort between the government and residents of Hawai‘i 

to implement sustainable practices into the island’s lifestyle.

 

O‘ahu Tourism Strategic Plan

 Tourism is the core of O‘ahu’s economy and attracts more national and international 

visitors than any other island. The O‘ahu Tourism Strategic Plan intends to illustrate an ideal way 

for tourists to interact with the local environment.  The goal of the plan is, “to strategically man-

age tourism on O‘ahu, in a sustainable manner, that promotes a good quality of life for residents, 

preservation of our natural and cultural resources, quality experiences for visitors and economic 

growth.”90  The plan aims to target first-time North American visitors and Japanese visitors by 

promoting the revitalization of Waikiki.  Since tourists are an important part of O‘ahu’s economy, 

upgrading environments that target tourists will support business for the island.  Preserving the is-

land’s natural resources will improve the overall quality of life for tourists and residents.  The plan 

also maintains that sustainable tourism should honor the indigenous Hawaiian culture, its people, 

their history, and the natural environment.91  Supporting the natural resources of the islands must 

be preserved to retain uniqueness and value of the islands.

Act 96 – Lead by Example Initiative 

 On May 12, 2006, Act 96 was signed to change the way state agencies address renew-

able energy, energy efficiency, and environmental standards in their operations and state facili-

ties.  Also called the Lead by Example Initiative, this law mandates that any new state buildings 

must be designed to meet LEED silver standards, two green globes rating systems, or another 

equivalent rating system approved by the state.  It also establishes a net energy metering pro-

gram, greenhouse gas and energy consumption reduction goals for state facilities, and provides 

incentives for the department of solar energy devices.  The Lead by Example Initiative aims to 

generate 20 percent of Hawai‘i’s energy from renewable sources by the year 2020.  

 

Act 234 – Global Warming Solutions Act

 On June 30, 2007, the Global Warming Solutions Act was signed, mandating statewide 

90 The City and County of Honolulu, Oahu Tourism Strategic Plan 2006-20015, http://www.honolulu.gov/menu/ecodev/
oahutspr41.pdf.
91 Ibid.
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greenhouse gas emissions to be reduced to 1990 levels by the year 2020.  This act established 

a ten-member greenhouse gas emission reduction task force.  Before the end of 2009, the task 

force will prepare a work plan for implementing practical, feasible, and cost-effective reductions to 

meet the limit set in this act.  The State Department of Health will then issue mandatory rules that 

regulate green house gases reductions in 2012.

Hawai‘i Commercial Building Guidelines for Energy Efficiency

 The Hawaii Commercial Building Guidelines for Energy Efficiency are written for archi-

tects, engineers, lighting designers, contractors, building owners, and others that make decisions 

about the design of a building’s systems.  The guidelines promote the design of energy efficient 

buildings that are healthy and aesthetically pleasing to be in.  The guidelines include the follow-

ing topics: whole building design, natural ventilation, daylighting, electric lighting and controls, 

energy-efficient windows, cool roof systems, dehumidification, HVAC and water heating, and 

building heat, cooling and power systems. 

Hawai‘i 2050 Sustainability Plan

 Decision makers and state leaders were guided by the Hawai‘i State Plan written in the 

1970s.  Now that a new generation, new technologies, and a new set of policy makers are plan-

ning for the future of Hawai‘i, they have developed the Hawai‘i 2050 Sustainability Plan to fit the 

needs of the twenty-first century community.  The Hawai‘i 2050 Sustainability Plan is a commu-

nity planning process that present goals for Hawai‘i’s long-term future based on the values and 

priorities of the island’s residents.  

 

The Hawai‘i Clean Energy Initiative 

 Hawai‘i uses petroleum for 90 percent of its energy needs, which is higher than many 

other states in the nation.92  This dependency provoked Governor Linda Lingle to sign the Hawaii 

Clean Energy initiative between the State of Hawai‘i and the United States Department of Energy 

on January 31, 2008.  The initiative is a collaboration between business leaders, policy makers, 

and citizens to make Hawai‘i energy independent.   The goal is to accelerate the development 

of energy efficiency, renewable energy, and cost effective technologies to create a 70 percent 

clean energy economy for Hawai‘i by 2030.  Hawai‘i is taking steps toward this goal with wind-

mills on Maui delivering clean power, a solar farm on Lana‘i, geothermal power on the Big Island, 

and wave energy is being tested off the coast of Maui.93  To meet these energy goals, the built 

environment must change.  Existing buildings should be retrofitted and new buildings should be 

92 Legislative Reference Bureau, Regulating Hawai‘i’s Petroleum Industry, http://hawaii.gov/lrb/rpts95/petro.pdf.
93 Hawai‘i Clean Energy Initiative, State of Hawai‘i, http://hawaii.gov/gov/initiatives/2009/energy. 
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designed with energy efficient systems to cre-

ate a clean energy future.

Sustainable City Ranking

 SustainLane is an online site that ranks 

fifty of the United State’s cities according to 

their sustainability practices.  The rankings are 

based on each city’s performance in sixteen ar-

eas of urban sustainability and give an overall 

sustainability ranking for each city.  In 2008, 

SustainLane ranked Honolulu, Hawai‘i as the 

seventeenth most sustainable city, with a num-

ber one ranking in air quality.94  Portland, San 

Francisco, Seattle, Chicago, and New York are 

the top five most sustainable cities.  

 

 

 

 

 

94 “2008 U.S. City Rankings,” SustainLane, http://www.sustainlane.com/us-city-rankings/overall-rankings.

Figure 72: SustainLane’s 2008 U.S. City Rankings
Source: www.sustainlane.com

(Numbers in Parentheses denote 2006 rankings)

Rank City

1 Portland, OR (1)

2 San Francisco, CA (2)

3 Seattle, WA (3)

4 Chicago, IL (4)

5 New York, NY (6)

6 Boston, MA (7)

7 Minneapolis, MN (10)

8 Philadelphia, PA (8)

9 Oakland, CA (5)

10 Baltimore, MD (11)

11 Denver, CO (9)

12 Milwaukee, WI (16)

13 Austin, TX (14)

14 Sacramento, CA (13)

15 Washington, DC (12)

16 Cleveland, OH (28)

17 Honolulu, HI (15)



Brand Identity  |  101

.

 Hawai‘i’s government is taking the necessary steps to become an environmentally 

friendly state, but drafting bills and signing them into law takes time.  Retailers and designers can 

take initiative by changing the way the building industry operates now.  The amount of completed 

sustainable retail projects in Hawai‘i are few, but the amount of registered retail projects attempt-

ing national certification are increasing.  The following is a brief description of a few sustainable 

retail projects in Hawai‘i.

 1944 Kalakaua Gateway is a two-story retail 

center pursuing LEED silver certification.  The project 

uses recycled building materials, an energy efficient 

mechanical system, provides bicycle racks, and an 

employee changing room.  The roof is designed so 

the developer has the option of installing a solar 

photovoltaic system in the future.  The street en-

trance features a garden and the building’s bamboo 

cladding will help to filter natural light.  The project is 

currently in the design phase and is expected to be 

completed in early 2010.

 The Waikiki Shopping Plaza is planning a 

30,000 square foot, four-story retail addition that will 

be completed by spring 2011.  The existing commer-

cial and office space adjacent to the existing building 

will be demolished to accommodate the expansion.  

The Shopping Plaza will shift from a primarily com-

mercial and office building to a retail center filled 

with shops and restaurants.  The design intent is to 

evoke the sensory responses and emotions people 

feel in nature.95  The basic forms of the building and 

the stone textures represent the massing of the ‘aina, 

while glass curtain walls depict waterfalls, and the 

rooftop canopy and trellises provide protection and a 

sense of human scale.  This project will include the 

following sustainable strategies: multiple green roofs 

to mitigate heating and cooling, diverts 75 percent of 

95 Jean Kawamoto, “Waikiki Shopping Plaza Demolition Begins in May; New Four-Story Building Expected to Open in 
Spring 2010,” http://www.hawaiireporter.com/story.aspx?87e1914f-cf4a-49ad-89fa-581047d6f744.

Figure 75:  280 Beach Walk
Source: www.thebeallcorporation.com

Figure 74:  Waikiki Shopping Plaza addition
Source: http://blog.lib.umn.edu

Figure 73: 1944 Kalakaua Gateway
Source: http://www.loopnet.com

6.3 Sustainable Retail in Hawai‘i
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the waste from landfills, and will be one of the first buildings to use regenerative drive elevators 

that produces the electricity is needs.  The project aims to achieve LEED Core and Shell certifica-

tion.

 280 Beach Walk will be a two-story retail, restaurant, and office building, located at the 

entrance to Waikiki.  It will be a 34,000 square foot center that is attempting a LEED Core and 

Shell certification.  The project will make use of natural light, incorporate recycled building materi-

als, use Energy Star equipment, a solar photovoltaic system, an efficient irrigation system, diverts 

construction waste away from landfills, and supply employees with bike racks and changing 

rooms.  The photovoltaic system is expected to save $29,000 a year in electricity costs.  A Pest 

Control Management guidelines for Hawai‘i’s climate and Tenant Improvements Guidelines were 

written to help the owner with green operations in the future.  The retail complex will also anchor 

the new Hard Rock Café, which will be the first sustainable restaurant in Waikiki with a LEED gold 

certification. 

  Ala Moana Center is one of the most 

prominent and successful retail environments in 

Hawai‘i.  Understanding the positive and negative 

elements of this retail center will lead to the cre-

ation of improved retail centers in the future.  This 

retail center was analyzed based on its: target 

market, pedestrian environments, public spaces, 

and parking.

  Many shopping centers are struggling 

in the current economic recession; however, Ala Moana Center has continued to prosper.  Ac-

cording to U.S. News, Ala Moana Center is among the nation’s top 10 most profitable malls, with 

sales at $1,125 per square foot, and a 95 percent occupancy rate.96  With over 56 million people 

visiting the center annually, Ala Moana Center has become “Hawai‘i’s premier shopping, enter-

tainment, and dining destination,” for locals and tourists alike.97

  Ala Moana Center was first conceived by Lowell Dillingham, in 1949, as the largest 

shopping mall in America.  Dillingham and his father purchased a large property across Ala 

Moana Beach Park between downtown Honolulu and Waikiki, and decided that it was the perfect 

location for a shopping center.  When Ala Moana Center first opened its doors in 1959, it held the 

96 Rick Newman, “America’s Most Profitable Malls,” http://www.usnews.com/money/blogs/flowchart/2009/06/26/americas-
most-profitable-malls.html.
97 “Mall Information,” Ala Moana, http://www.alamoanacenter.com/thebasics.htm.

Figure 76:  Ala Moana Center in construction
Source: www.honoluluadvertiser.com

6.4 Case Study: Ala Moana Center 
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Figure 77:  Ala Moana Shopping Center Plan, 1959
Source: http://mall-hall-of-fame.blogspot.com/2009_04_01_archive.html

Figure 78:  Ala Moana Shopping Center Plan, 1966
Source: http://mall-hall-of-fame.blogspot.com/2009_04_01_archive.html

Figure 79:  Ala Moana Shopping Center Plan, 2009
Source: http://mall-hall-of-fame.blogspot.com/2009_04_01_archive.html
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title of the largest shopping mall in America.  Unfortunately, this title was vanquished a year later 

as many larger shopping malls were built in the 1960s.  Ala Moana Center began with 87 retailers 

and 4,000 parking spaces.  The open-air shopping center was conceived with the plan of a typical 

shopping center model.  Two rows of shops lined a pedestrian pathway that lead to Sears, the 

original anchor store of Ala Moana Center. 

  The second phase of the shopping center was completed in 1966, doubling the amount 

of retailers from 1959.  The Diamond Head wing of the mall was constructed with Liberty House 

and J.C. Penney as its anchors.  Ala Moana Center expanded for a third time with the Makai 

Market foot court in 1987.  In 1999, the addition of Neiman Marcus expanded the mall once more, 

creating upper level retail spaces.  When J.C. Penney closed its doors in 2003, the area of the 

department store was divided into 30 new shops.  The shopping center expanded vertically as 

the Ho‘okipa Terrace established a fourth floor dining area in 2005.  The most recent expansion 

came in 2008, with Nordstrom anchoring 30 new stores built on two levels.  

 Ala Moana Center now has over 290 stores and restaurants with 2.1 million square feet 

of retail and over 9,800 parking stalls.98  It is the largest shopping center in Hawai‘i, the sixteenth 

largest in the United States, and remains the largest open-air shopping center in the world.

 

Target Market

 Ala Moana Center offers customer a wide range of high-end, name brands and mod-

erately priced local stores to appeal to both tourists and locals.  Travelers from Japan and the 

mainland United States make up the largest percentage of tourists.  The shopping center pro-

vides a trolley service between Ala Moana and select stops in Waikiki to make it easy for tourists 

to access.  Ala Moana Shopping Center especially targets the Japanese market, proving informa-

tion booths, shopping directories, and posters written in Japanese.  Many high-end, name brand 

retailers are strategically placed in Ala Moana to target high spending Japanese tourists.   

 Although tourists are the biggest consumer market of Ala Moana, the shopping center 

also appeals to local customers.  Tourists aren’t the only customers to purchase name brand 

products, and many locals can be seen browsing through the same high-end stores.  Ala Moana 

Center appeals to the local clientele with a grocery store, drug store, and surf shops.  The shop-

ping center provides such a high density of retail that it draws a high level of foot traffic from both 

tourists and locals.

Pedestrian Environment

 Pedestrian environments are circulation pathways that connect retail shops and public 

98 “Multi-Million Dollar Retail Expansion Presents 16 New Retailers to Open at Ala Moana Center,” Ala Moana, http://
www.alamoanacenter.com/091907.htm.
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spaces within a retail center.  These environments include: attractive paving, natural and artificial 

lighting, materials, vegetation if applicable, and other elements that are designed in public path-

ways.  These elements aid in creating the atmosphere for the shopping environment. 

 Ala Moana Center has gone through so many expansions and renovations that the archi-

tecture and the pedestrian environments are not cohesive.  The multilevel parking structure cre-

ates a very dark and dismal pedestrian environment for the first floor of the mall.  Except for the 

center stage, very little natural light will reach that level.  Ala Moana has had many renovations 

throughout its history, but very few renovations have been done to improve the common spaces 

at street level.  The majority of the columns, beams, and ceilings are painted white, while the floor 

is made up of reddish brown brick.  The circulation also creates an unfavorable outward focus, 

since pedestrians are required to shop around the mall’s perimeter.  If the shopping center wasn’t 

surrounded by parking, this may have been a good opportunity for external views. 

 The mall level provides a much brighter space, since the two story atrium allows natural 

light to reach the floor for the length of the day.  Potted plants and koi ponds are surrounded by 

a low rock wall, providing a place for customers to sit and introduces a little bit of nature into the 

pedestrian walkways.  The circulation of the mall is introverted, keeping the customer’s focus on 

the retail shops rather than external views.  

 The third floor and the fourth floor terrace are victim to the numerous expansions of Ala 

Figure 80:  Ala Moana Center, first floor ground level 
Source: Nakaishi 11.25.2009

Figure 81:  Ala Moana Center, terrace
Source: www.flickr.com

Figure 82:  Ala Moana Center, second floor mall level
Source: www.hawaiimagazine.com
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Moana Center.  The third floor is made up of several half levels connected by a series of esca-

lators and bridges. The circulation from Sears to Macy’s on the third level is not as simple and 

straight forward as the mall level below.  On the other hand, one of the advantages of partial lev-

els is the increased visibility to other floors.  Visibility gives customers incentive to travel to other 

floors, which yields higher profits.

       

Public Spaces

 Public spaces are important for every retail center.  While these spaces may or may not 

provide income to a retail center, they provide a place to gather and rest.  These spaces allow 

customers an amenity other than shopping by enticing them to linger.  The longer customers stay 

at retail centers, the more likely they are to make a purchase.

 Ala Moana’s center stage is a place for entertainment and public gathering.  It is located 

on the ground floor, at the node between the four department store anchors.  A variety of enter-

tainment such as hula performances, local singing competitions, music performances, plays, and 

other types of entertainment will grace the stage throughout the week.  Movable chairs are set in 

the open plaza on the first floor, allowing customers a place to sit to watch the performance.  The 

three-story atrium above the stage allows customers to view the performance from the second 

and third levels.  Providing free entertainment with a large amount of seating is a good strategy to 

get customers to say in the shopping center.  

 The Makai Market food court provides a wide variety of international cuisines in a food 

court that is always filled with customers.  While there are many other restaurants available in Ala 

Moana, food courts allow customers to linger.  Ala Moana Center’s food court also provides mas-

sage chairs and internet services.

 Providing seating in public spaces is one of the most important elements in keeping cus-

Figure 83:  Ala Moana Center Stage
Source: Nakaishi 11.25.2009

Figure 84:  Makai Market Food Court
Source: Nakaishi 11.25.2009
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tomers in the retail center.  Rock walled koi ponds, located at the mall level, and planters allow 

for customers to sit.  These elements provide a dual function of providing a pleasing environment, 

while also allowing customers to take a break from shopping.  

Parking and Public Transportation

 Parking and public transportation can 

be a challenge in retail centers.  Positioning 

retail centers near public transportation hubs 

may encourage shoppers to use an alternative 

method of transportation.  All necessary park-

ing should be situated to promote a pedestrian 

friendly environment, without engulfing the 

retail center. 

 Ala Moana Center was designed with a 

sea of parking surrounding the mall from the 

day of its conception.   This may have been 

the typical design for shopping malls in the 1950s and 1960s, but it didn’t allow for easy expan-

sion or for a pedestrian friendly entrance. The Ala Moana site is quite large, and if sited properly, 

could have been designed for future expansion.  Instead, expansions from 1999 to 2005 were 

vertical.  Vertical expansions required more columns impeding on pedestrian pathways below and 

caused awkward level changes on the third and fourth levels.  The designers for the Nordstrom 

addition found a way to expand the mall horizontally, but at a cost for pedestrians.  The second 

floor connection between the mall and Nordstrom causes a conflict between the pedestrian and 

vehicular path.  A guard is required to direct the flow of customers and vehicles. 

 It is unfortunate that the entire mall is surrounded by multilevel parking decks, creating 

a dark and unfriendly pedestrian environment.  These parking structures prevent a view into the 

mall from the surrounding streets.  This could hinder pedestrians from entering the mall since 

they are required to cross an unglamorous sea of parking before reaching the retail environment.  

Unfortunately, with over 9,800 unnecessary parking stalls, the parking at Ala Moana only intensi-

fies Hawai‘i’s dependency on vehicles.  

 Ala Moana Center will eventually become the last stop for the future rail system, which 

could encourage the use of public transportation and alleviate some of the vehicles on the road.

Figure 85:  Ala Moana Center aerial view
Source: http://gohawaii.about.com
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 Creating a socially responsible retail brand identity has 

entailed the study of retail development, the affects of branding on 

the consumer psyche, the architectural and business social re-

sponsibilities of retailers, and retail environments in Hawai‘i.  These 

elements are the foundation for a socially responsible brand. In 

order to impose change on the retail industry, this doctorate project 

proposes to create a socially responsible brand for a children’s retail 

store.  If sustainability implies that people need to preserve natu-

ral resources in order to sustain future generations, then the most 

responsible thing for the retail industry to do is to design responsibly 

for children.  Retailers and designers can create socially respon-

sible brands that will educate children to become environmentally 

conscious adults.  Surrounding children with socially responsible 

environments at a young age will make sustainability the norm.  It 

will become the standard of quality they will come to expect as 

adults.  Retail can do its part to educate both children and adults 

by creating educational retail environments for children.  In order to 

design retail spaces for children, this chapter begins by studying the 

development of children and the importance of play in their lives.  

The research continues by studying a toy store brand and a new 

movement of sustainable toys for children.Ch
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 Before developers can create sustainable retail for children, designers must first under-

stand children’s needs and how they react to their environments.  Without researching childhood 

development, the retail designer may fail to construct an atmosphere both lucrative for business 

and successful for teaching sustainable practices.  The relationship between children and their 

environments are dependent upon their stages of development:  infancy, toddlers, childhood, and 

preadolescents.  The following is a brief overview of the developmental milestones in each stage 

of development.

Infancy (Birth- 1 year)

 Infants begin developing sound, smell, and sight recognition within the first six months 

of birth.  When infants witness the effect of an action, they begin to learn about the cause and 

effect process.  This is a time when infants develop their intellectual and physical activities at a 

rapid pace.99  Infants begin to see color and understand depth at six months.  Bright, bold, and 

contrasting colors help to develop their understanding of color, while three dimensional objects 

will help to develop depth perception.  Motor skills begin to develop as infants begin to crawl and 

stand.  An increasing interest in play develops, as well as the possibilities of minor accidents as 

infants begin to explore their abilities and their environment.  Infants also begin experiencing 

stress from strangers and their surroundings, such as an excess of noise, light, strong or bad 

smells.  Infants are entering toddlerhood between nine and twelve months old.  They are discov-

ering their surroundings, making connections, and learning how thing work together.  When retail 

companies design their brand around infants, they must ensure their built environment will keep 

them engaged.  

Toddlers (1 year – 5 years old) 

 The motor skills of toddlers are continuing to develop, allowing them to run, jump, and 

climb by the age of two.  The cognitive process develops along with motor skills, forming short 

99 “Ages and Stages of Child Development,” Buzzle, http://www.buzzle.com/articles/ages-stages-child-development.html.  

7.1 Child Development
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term memory capabilities.  Toddlers will require many new distractions to keep them satisfied.  

Before toddlers reach three years of age, the sense of touch is of most importance.  The skin will 

provide toddlers with the largest source of stimulation.  The ability to differentiate between colors 

and smells doesn’t develop until the age of three, so colors need to be highly contrasting until 

their cognitive process develops further.  One of the most important developmental changes in 

toddlers will occur at age three.100  Their type of play becomes more complex and advanced as 

they transition from individual play to playing with other children.  Toddlers begin to play games 

that mimic adults, such as cooking or pretending to be a policeman.  They haven’t developed the 

skills to determine the size or volume of a room, but have learned to associate emotions with a 

space.  A fun trip to the toy store will create anticipation and excitement for the next visit.  Spaces 

for toddlers should be highly contrasting in colors, walls and floors of varying textures, and places 

to enhance motor and cognitive development.  

 

Childhood (5 years – 8 years old)

 Children are starting to become aware of their physical limitations as compared to adults. 

Their play continues to focus on adult activities, in their attempt to grow up quickly.  By the age of 

six, children begin developing their reasoning skills through simple deductions and start to ana-

lyze situations.  Although their cognitive learning continues to mature, they still require hand-on 

learning activities.  Children start to acknowledge gender distinctions and tend to gravitate toward 

gender stereotypes.101  Boys gravitate towards trucks, while girls gravitate toward dolls.  They 

believe that that gender differences are in black and white terms. 

Preadolescence (8 years – 12 years old)

 Children in the preadolescence years realize the importance of being an individual.  They 

begin taking responsibility for their own decisions and see the connection between their actions 

and the future.  Peer relationships become valuable to preadolescents as they become more 

concerned with their own self image and how to fit in.  Gender barriers become less severe as 

friendships become more important.  It can be an enjoyable time as preadolescents gain more in-

dependence, but it can also provide pre-teen challenges of wanting to fit in.  Near the end of this 

stage, preadolescents begin to identify their talents and gravitate toward environments that reflect 

them.  It begins to shape who they will become as adults.  Exposure to diversified environments 

begins to develop their perceptions to colors, shapes, and textures.

100 Ibid.
101 Dak Kopec, Environmental Psychology For Design (New York: Fairchild Publication, Inc., 2006), 156.
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 Every space children encounter becomes a place of play, whether it was designed for 

that purpose or not.  Children have the need to explore, the need to play.  Studies have shown 

that inactivity can have an adverse effect on children’s health, well-being, social, and emotional 

competence.102  Therefore, the element of play is an essential part of creating healthy develop-

ment in children.  Playing allows children to develop a variety of physical skills, motor skills, and 

social skills through their interaction with the environment.  Different types of play will enhance 

different types of skills.  Children are naturally curious about their surroundings and use their 

senses as a way to interpret what they experience.  Their responses to the environment are 

instantaneous and inseparable from the stimulation triggered by their senses.  Understanding and 

creating spaces for play are essential to the healthy development of children.

 If the “critical elements of retail” are geared toward adults, then the “critical elements 

relate to play spaces” for children.  As described in Chapter 3: The Science of Retail, the critical 

elements of retail create a specific ambiance for the retail shop.  These elements influence the 

way adults move throughout the space and determines whether it is an enjoyable experience for 

consumers.  While those elements also affect the perception of children in their respective envi-

ronment, the element of play is an additional factor that has the greatest influence on the experi-

ence of children.  

Types of Play 

 Various types of play spaces are needed to fit the specific type of activity and the needs 

of children.  Children are in a continuous, state of development and require a wide range of 

activity to engage their interests.  The types of play 

spaces include: unstructured play, structured play, 

quiet play, discovery play, dramatic play, and obser-

vations areas.

 Unstructured Play. Unstructured play is a 

space dedicated for physical activities that are ei-

ther indoors or outdoors.  Outdoor unstructured play 

gives children a place to run, to climb, to be messy, 

and to interact with the natural environment.  This 

type of play gives children the freedom to explore 

102 Ibid, 146.

Figure 86:  Unstructured play
Source: http://www.almightydad.com/behavior/let-them-play

7.2 The Importance of Play

7.3 The Critical Elements of Play Spaces
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their own physical abilities and limitations.  The elements of a park, playground, or school yard 

promote the necessary developmental skills for children.  Outdoor play spaces should have a 

mixture of green spaces, materials, and textures to create a variety of play and learning areas.  

Indoor unstructured play gives children a place to express their emotions by building objects, 

knocking them down, and throwing objects as a way to release energy or tension.  At certain 

stages of development, children may not be able to communicate their emotions to others, so 

unstructured play spaces allows them to vent their frustrations.  

 Structured Play. Structured play spaces allow adults to have more input in initiating the 

play, controlling the available resources, or participating during the course of play.  Toys that can 

be manipulated, constructed, or played with a set of rules are considered structured play.  This 

could include: card games, board games, puzzles, building model airplanes, or Legos.   Adults 

may give direction and guidance but should allow children to absorb the information and interpret 

it in any way they choose.  

 Quiet Play.  It may be healthy for children to experience the world through their senses, 

but an excess amount of noise throughout the day could lead to an over stimulation of their 

senses.  Providing quiet spaces for children becomes a place to ease tensions, prevent cranki-

ness and are essential to the happiness of children.103  Quiet play spaces focuses on promoting 

activities that allow children to work and play calmly.  Reading, hiding, resting, and listening are 

a few of the activities that usually takes place in this area.  Cushions and comfortable seating 

should be utilized in this area to promote quiet activities or socializing.  

 Discovery Play.  Discovery play allows children to learn about their environment and 

how things work.  Playing with water, sand, paint, clay, coloring in books, or building objects 

are considered discovery play.  If water, sand, paint, or clay are the designated activities in the 

discovery play area, these play spaces should be designed for easy clean up.  Coloring and 

103 Mary Ann Rudy, “The Importance of Quiet Time in a child’s Schedule,” AC Associated Content, http://www.associat-
edcontent.com/article/1961626/the_importance_of_quiet_time_in_a_childs.html?cat=25. 

Figure 87:  Structured play
Source: http://www.momsmiami.com/
?a=profile&u=2&t=blog&blog_id=1513

Figure 88:  Quiet play
Source: http://summer-reading.ning.com/
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sculpting activities should be designed with low tables to 

allow children to sit, squat, or kneel at tables.  The important 

aspect of discovery play is that there are multiple possibili-

ties of doing something or for something to happen that will 

enhance children’s imagination.104  Activities or toys that pro-

duce a different result at each use will allow children to use their imagination to explore another 

outcome.  

 Dramatic Play.  Dramatic play allows children to use their imagination to engage in 

role playing, allowing them to experiment with social and emotional roles of life.105  Dramatic 

play teaches children about cooperation, sharing, and problem solving.  Children that place 

themselves in someone else’s shoes will teach them about empathy and the feelings of others.  

Dramatic play areas can include toys, props, and costumes that relate to a particular these to 

promote imaginative play. 

 The involvement of adults isn’t necessary for many types of play; however, observation 

areas are necessary for the safety of children.  Observation areas are not restricted to benches 

adjacent to the play area.  The conventional bench becomes a foreign object in a children’s play 

space.  Seating areas for parental observations should be integrated into the play space environ-

ment and should be located in several areas throughout the play space.  

Location

 The type of play area will assist in appropriately allocating a space for play.  The location 

of the play area could be adjacent to major pathways, as long as the pathways are not obstructed 

104 “Discovery Play - One of the Two Major Types of Play That Fosters Curiosity and Discovery,” Building Scholars, 
http://www.buddingscholars-educational-toys.com/discovery-play.html. 
105 Ellen Booth Church, “The Importance of Pretend Play,” Scolastic, http://www2.scholastic.com/browse/article.
jsp?id=10175. 

Figure 89:  Discovery play
Source: http://www.preciousangelschildcare.net/curriculum.htm

Figure 90:  Dramatic play
Source: http://princesstimetoys.com/blog/guest-
blogger-melissa-hincha-ownby-the-importance-of-
play/
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by activities.  Play spaces should be easily visible and easily accessible from pathways within a 

space.  Activities that involve tables could be adjacent to pathways and are good in open busy 

spaces.106  Activities on the floor require more protection and seclusion from pathways.  Floor ac-

tivities also allow for less use of furniture and the greatest amount of flexibility.  Quiet play spaces 

should be located away from noisy play spaces to minimize noise disturbance.  Discovery play 

spaces or other messy activities should be located near a sink for easy clean up.  Any indoor play 

space would benefit by being near a window to allow children to view the exterior environment.

Boundaries

 Play spaces should be defined by boundaries to either define a space, to enclose a 

space, or provide safety.  Solid boundaries can be used to partially enclose an area.  Bookcases, 

storage units, furniture, or walls could be used to create boarders by raising or lowering the floor 

level.  Platforms or sunken play spaces could create variety and spark interest in children, as well 

as define the space.  Boundaries are especially important for platforms raised far above the floor 

level.  In this instance, boundaries become an important child safety factor.  

 Varying the ceiling design or ceiling heights of play spaces is another strategy for creat-

ing space definition.  Lighting could be used in conjunction with the ceiling design to create an 

implied boundary.  Play spaces that are either brighter or dimmer than surrounding areas will 

106 Carol Simon Weinstein and Thomas G. David,  Spaces for Children: The Built Environment and Child Development 
(New York: Plenum Press, 1987), 131.

Figure 91:  Boundaries delineate play areas
Source: http://www.newtownemall.com/go/poolb.cfm?mallid=724&fpurlid=2129961757
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make a space more distinctive.  Color can also be used to create boundaries or to highlight areas 

in a space.  Most importantly, the height and transparency of boundaries should be carefully con-

sidered for child safety.  Appropriately designed boundaries will allow parents to keep an eye on 

their children at all times without having to participate in all activities. 

Size of Play Spaces

 The size of the play space is dependent upon the type of activity intended.  Areas should 

be sized to accommodate places for solitude, small groups, large groups, or one-on-one activi-

ties.  Unstructured play areas will need a large space to accommodate a place for children to 

run around.  Quiet play spaces, on the other hand, will require a smaller area to create a more 

intimate atmosphere.  Small, partially enclosed spaces will allow children a place of solitude and 

a place of rest away from the activity in surrounding areas.  Discovery play spaces will require 

enough space to contain the mess created in the area.  Spaces can also be designed for a vari-

ety of activities and allow for flexibility.

Play Surfaces

 Surfaces are an important feature in any play space. Due to the nature of how children 

interact in spaces, horizontal surfaces are of high importance. Color and texture differentiation of 

surfaces can attract the attention of children.  Most children are tactile learners and experience 

their environments through their sense of touch.  Designers should consider how children move 

through spaces to understand the design elements most important to children.  For example, the 

ground plane is an important element for children.  A child in an adult’s world does not have the 

same visibility as an adult.  The eye level of children is much lower, which restricts what they can 

see and perceive of their space. 

 Play surfaces can also be designed for multiple purposes.  Instead of using an excessive 

amount of tables and chairs, platforms and risers could double as sitting and playing surfaces.  

The most powerful strategy is to conceive the whole room, the floors, walls, ceiling, and horizontal 

and vertical supports as a potential play and sitting surface.107

 Changes in level will promote children’s need to explore.  Level changes must flow from 

one activity area to another and provide something different for children to discover.  Platforms 

two feet or higher can double as a climbing space and a space for children to crawl or hide under.  

A raised environment is beneficial for children by changing their perspective of space by providing 

a bird’s eye view overlooking the area.

107 Ibid, 133.
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Feature Elements

 Play places should include feature elements to anchor and organize the play environ-

ment.  Feature elements could be a slide, or sandbox, or anything else that creates a strong draw 

for children.  Similar to using feature displays in a retail store, feature elements in a play space 

will draw children’s attention to that particular play area.  Along the path to the feature element, 

children will have to bypass other play space activities that may entice them, in addition to the 

feature element.

Pathways

 Pathways are the circulation zones that link spaces of activity.  The location of activities 

and its proximity to the pathway is determined by the type of play space specified.  Active play 

spaces may be located adjacent to the main pathway while quiet play spaces could be placed 

further away for privacy.  Diversifying the shapes and sizes of pathways between play areas will 

create interest.  Pathways should intersect, allowing children the opportunity to make their own 

decisions and should never lead to dead ends. 

Mood

 The mood of a space is created through a combination of color, lighting, materials, and 

textures.  Although the perceptions of these elements were described in Chapter 3, they were 

also written in reference to adult perceptions of space.  Children’s perceptions of color, lighting, 

materials, and textures are still in the development phase and aren’t quite as defined as an adult.  

Vibrant colors and harder surfaces can be used for spac-

es with high activity, while warm tones and soft textures 

Figure 92:  Feature elements in play spaces
Source: http://natickmontessori.org/extended.html

Figure 93:  Creating moods to match function 
Source: http://www.furniturestoreblog.com/nurserychild-
rens/index.html?page=5
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create quiet activity spaces.  Bold contrasting colors will spark excitement in children, encourag-

ing play and movement.  Warm tones and lower lighting levels create noticeable contrast, giving 

children a visual clue that this space is different from the active areas.

 Tactile sensations are the most developed sense in children.  Since children will crawl, 

walk, play, or fall on these surfaces, the materials and textures in play areas are important for 

setting the mood and keeping children from being bored.  Hard, smooth surfaces will encourage 

play and active spaces.  These surfaces are ideal for allowing children to run around and to make 

a mess.  Carpets and other plush surfaces indicate that it is not an area for active play.  These 

surfaces are more comfortable to the touch, making children more at ease in these spaces. 

  Children of the baby boomer generation are now growing up in a sophisticated consumer 

society of specialty children’s products.  Since the baby boomer generation has a higher aver-

age income and is willing to spend more money on their children, the retail market for children’s 

products has dramatically increased within the last twenty years.108  

 The challenge in designing retail stores for children lies in the target market and creat-

ing the appropriate ambiance.  Who are retailer’s really designing for?  Children may be the end 

users of the product, but adults are the customers making purchasing decisions.  In a capitalist-

driven market, many retailers have chosen adults as the target.  These retailers have focused on 

creating an enjoyable ambiance for adults when they should be creating a space conducive to 

children.  The element of play is the missing link in many children’s retail stores.  Children have 

the desire to explore, and playing allows them to fulfill that need.  Retailers that factor children’s 

needs into their store design will create a stronger brand identity and a richer experience for both 

adults and children.

 Lego is a good example of a retailer that introduces the element of play in their stores.  

Allowing children to test out their product enables interaction between Lego’s brand and the 

customer experience.  The following case study analyzes Lego’s retail stores to understand why 

Lego has become a trusted brand through several generations.

 The Lego Group was founded in 1932 in a small carpenter’s workshop in Billund, Den-

mark.  The company began by making wood blocks, and expanded to plastic toys by 1934.  The 

108 Ron Maier Jr., “Tips for Children’s Retail Stores,” Ezine Articles, http://ezinearticles.com/?Tips-for-Childrens-Retail-
Stores&id=350614.  

7.4 Children’s Retail

7.4.1 Case Study: Lego Stores 
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original plastic Lego bricks were designed to snap together with minimal effort.   After years of 

experimentation with material and design, the modern Lego brick was patented in 1958.  The bril-

liance of the product is in the round interlocking pieces of the Lego.  The interlocking pieces allow 

the bricks to snap together easily, yet the connection is stable enough to create endless design 

possibilities.  These pieces are still compatible with Lego bricks manufactured today.  

 While original Lego bricks are still a popular item, the company has expanded their prod-

uct range to adapt to the evolving preferences of children.  Thousands of themed Lego sets have 

been developed over the years.  Popular themed sets include: robots, pirates, dinosaurs, space 

explorations, and the Wild West.  An arts and craft themed product line was created to appeal 

to young girls.  Lego has also collaborated with other companies to produce licensed themes 

such as: Star Wars, Batman, Harry Potter, and Toy Story.  While the themes continue to change 

in alignment with popular culture, the Lego Group also produces other types of products.  Lego 

watches, key chains, activity books, clothing, bags, costumes, household accessories, outdoor 

toys, stationary, robots, and video games are currently sold in Lego Stores.  This generation of 

children are growing up in a digital age, where motor skills for computer and video game are de-

veloped at a young age.  The Lego Group have also expanded their business with four Legoland 

amusement parks and have announced the development of an action/comedy Lego movie.   

The Lego Brand

 The name “Lego” was created as an abbreviation of two Danish words, “leg godt” which 

translates to “play well.”109  Lego Group’s motto is “Only the best is good enough” and aims to cre-

ate quality products for children.  Lego’s founder, Ole Kirk Christiansen, believed strongly in value 

and encouraged his employees to never cut corners on quality.  The company vision is to inspire 

children by allowing them to explore their own creative potential.  Completing a model gives chil-

dren a sense of accomplishment, while also developing problem-solving skills, imagination, and 

physical motor skills.  

 The Lego Group strives to communicate their four brand promises to everyone that inter-

acts with their brand, which include:  Play Promise, People Promise, Partner Promise, and Planet 

Promise.110  Lego Group’s Play Promise wants every child to experience the joy of building and 

the pride of creating an original design.  This creative process builds confidence in children that 

will prepare them for the future.  The People Promise is a pledge that all Lego Group’s employees 

will achieve a sense of purpose through a positive collaborative process.  The Partner Promise is 

their commitment to every organization that teams with the Lego Group, to ensure that the part-

nership is valuable and rewarding.  The Planet Promise is the Lego Group’s vow to take definitive 

109 ”The LEGO Group,” Lego Corporate Information, http://www.lego.com/eng/info/default.asp?page=group.
110 “The LEGO Group Progress Report 08,” The LEGO Group, http://cache.lego.com/downloads/info/Progress_Report_
2008.pdf.
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action with their corporate social responsibilities in both the social and environmental contexts.  

Lego has become a trusted brand through the quality and creativity of their product.  The original 

Lego brick design has become a staple product in all of their stores.  Each new product is based 

off the Lego brick, bringing something new to the Lego family while exemplifying the same inher-

ent level of quality of the original product.

 

Lego’s Planet Promise

 The Planet Promise is Lego Group’s commitment to ensure environmental responsibility.  

Lego promises to abide by their environmental goals and values they set for their organization 

and how they collaborate and communicate with everyone involved in the supply chain.  They 

have established a Lego Group Code of Conduct, which is an environmental policy that sets 

a standard for all of their suppliers.  Business partners and suppliers are required to meet the 

standards set in the policy.  The goal of the Lego Group Code of Conduct is to green their entire 

supply chain by auditing 100 percent of their suppliers by the end of 2009.  

 The focus of their Planet Promise is to improve the environmental presence of the Lego 

Group.  According to Lego Group’s 2008 Progress Report, Lego has reduced its water consump-

tion and total energy consumption and increased their energy efficiency.111  They have met their 

energy efficiency goals for 2008, but strive to reach 10% efficiency by the end of 2010.  The 

primary focus of the company’s environmental improvement is on energy consumption, materials, 

waste, procurement, and new technology.  

 The Lego Group’s corporate social responsibilities extend to donating to children’s chari-

ties.  More than 5,000 Lego sets have been donated through Save the Children Denmark and 

SOS Children’s Villages to children with illnesses and children with a certain social status and lim-

ited opportunities for play experiences.  Approximately 10,000 Lego sets were donated to children 

confined to hospitals.  

111 Ibid.

Figure 94: The Lego Group  2008 Progress Report 
Source: www.lego.com

Lego Planet Promise 2008 2007
Raw material, plastic 1,000 tonnes 20 20
Water consumption 1,000 m3 68 92
Total energy consumption in production, GWh 108 119
Energy efficiency:
 -Production (Energy in MWh/Material use in tonnes) 4.78 4.4
 -Administration (Energy in MWh/area in m2) 0.22 0.23
Waste, tonnes 3.057 2.422
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Lego Store Design

  

  

 

Lego has taken their core values of creativity, fun, learning, quality, and care into their retail 

stores.  Everything about the store design reflects the inherent theme of the simple yet bold char-

acteristics of the Lego brick.  The store is designed with a simple floor to ceiling glass storefront, 

maximizing the view into the store.  Cylindrical plastic tubes are integrated into the glass store-

front, reminiscent of the circular interlocking pieces on the Lego brick.  Storefront displays are 

kept to a bare minimum, bringing the customer’s focus into the store.  

 The floor-to-ceiling feature wall at the back of the store is one of the first things custom-

ers see as they enter the space.  This striking feature wall, also called Pick A Brick, is composed 

of gigantic white Lego bricks that are stacked vertically.  Each of the circular, interlocking pieces 

functions as a bin that sort Lego blocks in a variety of colors and sizes.  The Pick A Brick wall 

allows customers to select a variety of individual blocks in any amount.  This gives children the 

opportunity make a selection, an important skill in the development of children.

 The ceiling follows the Lego brick theme and is shaped to look like the underside of a 

large yellow Lego piece.  White circular light fixtures run through the center of the yellow ceil-

Figure 98: Digital Scanner
Source: www.attractionsmagazine.com

Figure 97: Lego Store Interior
Source: www.stores.lego.com

Figure 95: Lego Storefront 
Source: www.stores.lego.com

Figure 96: Lego Feature Wall
Source: www.stores.lego.com
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ing, representing the circular interlocking pieces of the Lego brick.  The rectangular shape of the 

ceiling is reflected on the floor, creating a yellow interior space, surrounded by a white perimeter 

border.  This simple color choice of white and yellow creates contrast and differentiates spaces 

within the store.  The yellow area at the center of the store allocates a space dedicated to struc-

tured play.  This area allows children, or any customer, to test out Lego products.  Large bins are 

located throughout this space, encouraging customers to build models.  It becomes the interac-

tive, hands-on experience customers will associate with the brand.  The slightly chaotic, active 

center of the store is separated by the organization of the perimeter of the store.  While the center 

of the store is meant for play, the perimeter is for viewing.  Lego shaped display cases line each 

side of the store.  Small display blocks allow customers to view a variety of models built with the 

Pick A Brick blocks, while the large display blocks feature completed models from a themed box 

set.  Display cases are lowered at an advantageous height for children to view, causing adults to 

duck their heads to see into the display cases.  Since children are the primary customer target, 

it’s more important for them to view products easily.  The themed box sets featured in the dis-

plays are stored on shelves above and below the display cases.  If a completed model isn’t dis-

played in one of the cases, customers can take a box set from the shelf and bring it to the digital 

video scanner.  The digital video scanner reflects the image of the customer in real time.  When 

a customer holds the box up to the video screen, a three-dimensional digital image of the product 

appears.  Rotate the box 360 degrees, and the digital image on screen rotates as well.  This out-

of-the-box approach is one of the ways Lego distinguishes their brand.

 The Lego Store offers a variety of amenities to make the Lego customer experience more 

enjoyable for children.  Once a month, the Lego Store holds a mini model building event.  Chil-

dren are invited to this monthly event to build one of the small models on display and take it home 

at no cost.  This event encourages parents to bring their children into the store for a fun and free 

activity.  Lego builds a stronger brand by giving back to their customers.  The store also offers 

Lego Education Classes in certain stores for children and families and birthday party packages.  

Customers can reserve a space in the Lego Store to hold a birthday party for up to ten children.  

Party packages include gift cards, invitations, thank you cards, and name tags for an hour-long 

party.  Each child can receive a goodie bag with coupons, magazines, tips and tricks card, and a 

membership card for an additional fee.  

 Children that enjoyed making models in the store or had fun at any of the other events 

will associate that positive emotion with the toy store.  Lego has created a simple, fun, and inter-

active environment for children that represent the qualities associated with their brand.
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 Consumer awareness of environmental issues has reached the toy store industry, creat-

ing a demand for sustainable products.  There is now a market for children’s sustainable toys that 

wasn’t widely available even five years ago.  Numerous sustainable toy manufacturers, distribu-

tors, and online retailers can now be found through the internet.  Many retail toy store chains, 

such as Toys “R” Us, carry a line of sustainable toys to reach out to environmentally savvy con-

sumers.

 Pristineplanet.com is one of many online distributers that offer a wide variety of green 

products, such as: apparel, health and beauty products, furniture, jewelry, literature, pet supplies, 

and children’s products.  This particular company is a green comparison shopping site that only 

accepts merchants that meet one of their proprietary tags.112  Proprietary tags are environmental 

concerns for products that are non-toxic, organic, recycled/reclaimed, resource conserving, fairly 

traded, formaldehyde free, and a variety of other concerns.  The website presents this informa-

tion, allowing customers to shop according to their personal shade of green.

 Green Toys is a San Francisco based company that creates and distributes a range of 

sustainable children’s toys.  These toys use recycled milk containers as their main ingredient, and 

is designed without any external coatings, eliminating the fear of lead paint poisoning.  The plastic 

containers are collected by recycling companies and are reprocessed into clean, fresh plastic.  

The plastic material used is called a high-density polyethylene, which is one of the safest, clean-

est plastics used today.113  The company educates consumers by comparing the energy saved by 

the recycled milk jugs to an amount of energy used for common household products.  This com-

parison will give consumers a better idea of the amount of energy saved by using their products.  

On average, every pound of recycled milk jugs used in making Green Toys saves energy equal to 

3,000 AAA batteries, saves enough electricity to 

power a television set for three weeks, or saves 

enough electricity to keep a laptop computer 

running for a month.114  The company sells dump 

trucks, sand play sets, eco-saucers, indoor gar-

dening kits, tea sets, jump ropes, dish sets, tool 

sets, and a recycling truck.  The recycling truck 

can sort mini bottles, cans, and paper.  Children 

will learn recycling basics by playing with a recy-

cling truck that has a movable recycling bed.  

112 “About Us,” Pristine Planet. http://www.pristineplanet.com/about_us.asp.
113 “How Green Toys Are Made,” Green Toys, http://www.greentoys.com/green.html.
114 Ibid.

Figure 99: Green Toys
Source: www.stores.lego.com

7.5 Sustainable Toys
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 Creating a socially responsible retail brand begins from the inside out.  In today’s world 

retailers have the opportunity to make a difference by integrating their socially responsible brand 

into their architecture and business practices.  They have the power to design responsibly, to 

operate effectively, and to influence consumers to be environmentally friendly.  

 A brand originates from the core values of the company.  Companies who whole-heart-

edly believe that saving the environment is the way of the future, not just because it’s the “right 

thing to do” can begin to incorporate environmental practices into their corporate social responsi-

bility goals.  Retailer’s create written goals as their promise to the public, ensuring them that the 

company will uphold their duties as friends of the earth.  

 The socially responsible retail store becomes an avenue of communication between the 

company’s brand and their consumers.  A store designed to stimulate the consumer psyche is an 

educational tool for environmental awareness.  This doctorate project focuses on stimulating con-

sumer environmental awareness through designing socially responsible retail brands for children.  

Children that are aware of environmental issues at a young age have the potential to grow up to 

become environmentally conscious adults.  Creating socially responsible retail brands for youth is 

a key to creating a positive and sustainable future for generations to come.

 Each chapter in this doctorate project are small steps toward understanding what neces-

sitates a holistic, socially responsible retail brand in order to develop a design model for retailers 

in Hawai‘i.  A site will be chosen, a client will be developed, a socially responsible brand identity 

will be created, and a design will be developed according to the research in Part I.  The overarch-

ing intent of this project is for retail brands to become a catalyst to encourage sustainable life-

styles for their customers, manufacturers, and other businesses to perpetuate a healthy planet.

 

Conclusion
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 The second part of this doctorate project focuses on de-

veloping a design solution that responds to the socially responsible 

characteristics studied in Part I.  The project proposal includes the 

design of a lifestyle center and a children’s toy store.  The lifestyle 

center will be taken as far as a conceptual massing stage, with the 

majority of the design focus on developing a socially responsible 

brand identity for the children’s toy store.Ch
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 The first part of the design project begins by developing a lifestyle center.  Research from 

Part I of this doctorate project finds that lifestyle centers are the most conducive retail concept for 

a sustainable island environment.  Lifestyle centers provide an open-air retail environment in a 

small scale, neighborhood setting.  Buildings within the lifestyle center are designed around pla-

zas to create a leisurely community gathering space.  This type of retail environment also focuses 

on creating an attractive pedestrian retail-oriented streetscape by integrating vegetation and other 

natural elements into the shopping environment.  

 For the purpose of this project, the Kaka‘ako mauka district will be the location of the 

lifestyle center.  With master plan redevelopment currently underway and its proximity to the 

Figure 100: Aerial view of Kaka‘ako mauka (orange) and makai (yellow)
Source: Kamehameha Schools and Group 70 International, Inc., “Kaiāulu ‘o Kaka‘ako master plan: HCDA Mauka Area Master Plan Ap-
plication” (presented to the Hawai‘i Community Development Authority, Honolulu, Hawai‘i, November 26, 2008).

8.1 Site Description
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downtown business district and the Ward Centers and Ala Moana retail complexes, the Kaka‘ako 

mauka district has the opportunity to become an active connection between the major business 

and retail districts on the island.

Existing Master Plan

 The proposed lifestyle center will be inserted within the approved Kaiāulu ‘o Kaka‘ako 

master plan (KKMP), Kamehameha Schools’ vision for their property in the Kaka‘ako mauka 

area.  The plan intends to transform nine blocks of dilapidated warehouses into a mixed-use com-

munity.  Seven blocks will be developed with ground floor retail surrounding a parking structure, a 

recreational deck above, and a 400-foot residential tower.  

 Bordered by Cooke, South, Halekauwila Streets and Ala Moana Boulevard, the KKMP 

will revitalize twenty-nine acres of Kaiāulu ‘o Kaka‘ako in phases of fifteen years or more.  Im-

provements include the creation of public spaces, beautifica-

tion of the existing streetscape, housing, dining, recreation, 

green open spaces, and shopping.  Auahi Street will be 

transformed into a retail corridor, linking the neighborhood 

Figure 101: KKMP renderings
Source: Kamehameha Schools and Group 70 International, Inc., “Kaiāulu ‘o Kaka‘ako master plan: HCDA Mauka Area Master Plan Ap-
plication” (presented to the Hawai‘i Community Development Authority, Honolulu, Hawai‘i, November 26, 2008).

KKMP Streetscape

KKMP open space character

KKMP gathering space KKMP gathering space
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retail to local retail giant, Ward Centers.  Plans to create more green space include a park-to-park 

connection between existing Mother Waldron and Gateway Parks.  The KKMP describes the 

intersection of Auahi Street and Cooke Street as the “heart of the community,” which will ideally 

contain a gathering space for the Kaka‘ako community.114  The location of this potential gathering 

space is an opportunity to connect the Ward Center properties to the east.  The purpose of the 

KKMP is to bring more activity into the Kaka‘ako mauka neighborhood, creating a revitalized com-

munity for Hawai‘i’s residents and visitors.

 In September 2009, the Hawai‘i Community Development Authority (HCDA) approved 

the KKMP.  The HCDA, a state agency in charge of revitalizing underused and deteriorated areas 

in Hawai‘i, envisions Kaka‘ako to become the most desirable and sustainable place to work, live, 

learn, and play.115 

Site Proposal 

 The proposed lifestyle center will be located at 416 Cooke Street, Block C in the KKMP, 

which occupies the entire block bounded by Cooke, Auahi, Coral, and Pohukaina Streets.  This 

doctorate project intends to adopt the KKMP and the HCDA’s mauka area rules as an overall 

development guideline to create a lifestyle center gathering space that fits into to the vision and 

114 Kamehameha Schools and Group 70 International, Inc., “Kaiāulu ‘o Kaka‘ako master plan: HCDA Mauka Area 
Master Plan Application” (presented to the Hawai‘i Community Development Authority, Honolulu, Hawai‘i, November 26, 
2008).
115 Ibid.

Figure 102: Kaiāulu ‘o Kaka‘ako Master Plan 
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character described in the master plan, but with one recommended change.  Although the KKMP 

designates Block D as the site for the community gathering, this doctorate project suggests that 

Block C is a more fitting location.  As shown on the KKMP figure, a multi-story podium and resi-

dential tower occupy Blocks A, C, E, F, G, H, and I, which would obstruct views to the community 

gathering on Block D.  The community gathering envisioned by the KKMP is the only low-rise 

structure dedicated to providing retail, entertainment, and open plaza space for a high-density 

residential community.  Relocating the gathering place to Block C and moving the residential po-

dium and tower to Block D will not only generate more foot traffic but also creates a more central-

ized location for residential development (See SA1.7.)  

 The KKMP emphasizes the Auahi and Cooke Street intersection as important location for 

the community.  Although both Block C and D are positioned at this intersection, Block C has a 

stronger park-to-park connection because it sits directly across from Mother Waldron Park.  Block 

C provides easier access to the park, with potential to draw a higher population of park users, 

retailers, and residents.  Cooke Street and Auahi Street will be heavily landscaped to provide a 

comfortable environment to access the site on foot and through public transportation.  The KKMP 

proposes no changes to the existing roadways, but intends to make existing public transportation 

routes more efficient by adding bike paths and trolley routes to support not only public transporta-

tion but also to decrease the use of personal vehicles.  Although loading and accessible stalls will 

be provided on site, only a limited number of parking stalls will be provided.  The remaining re-
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quired parking stalls would be shared by the adjacent properties within the KKMP.  The proposed 

civic center station and Kaka‘ako station rail transit stop will be located within a quarter mile of the 

new community, further encouraging the use of public transportation.  

Scope of Work 

 The lifestyle center will be described in a massing study that focuses on creating a 

pedestrian-friendly environment.  General tenant spaces, public spaces, circulation, parking, 

and landscaping will be conceptually designed into the master plan of the lifestyle center.  The 

lifestyle center will be an open-air shopping complex that responds to the park-to-park connection 

and the retail corridor described in the Kaiāulu ‘o Kaka‘ako master plan.  The design will be kept 

at the conceptual phase to focus on the toy store within the lifestyle center.

 The bulk of the design project concentrates on designing a socially responsible brand for 

a 23,600 square foot children’s educational toy store.  A business profile will be created for the 

toy store, describing the company’s brand, as well as an outline of possible sustainable strate-

gies for this design project.  The toy store’s exterior and interior design will reflect the company’s 

socially responsible brand and business profile.  Two departments within the toy store will be de-

veloped in greater detail to show how the brand, architecture, select sustainable strategies, and 

interior atmosphere work together.  The store’s departments will focus on integrating daylighting 

strategies with energy efficient light fixtures, exemplifying how lighting plays an important role in 

creating the ambiance of the store, illuminating products, and its impact on the environment.

 The intent of this doctorate project is for the toy store and lifestyle center to become a 

model for future retail environments in Hawai‘i.  

Site Information

Location: 416 Cooke Street / 465 Coral Street

    Honolulu, Hawaii 96813

TMK: 2-1-054:001

Site: 159,493 square feet, 3.66 acres

Property Tax Class: Industrial

Neighborhood: Kaka‘ako

Zoning: MUZ-R, Kaka‘ako Community Development District

Located within Federal Emergency Management Agency (FEMA) flood hazard zone: no

Permitting: Based Zone Development

Floor Area Ratio: 1.5 

8.2 Architectural Program
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Height limit: 45 ft podium, 400’ tower

Coral, and Pohukaina Street Setback: 10’ 

Cooke Street setback: 15’ building setback + 25’ view corridor setback = 40’ total 

Auahi Street setback: 15’ 

Front yard allowances:

 • All required yards should be landscaped

 • Commercial activities (including cafes and restaurants) are allowed on any required   

 front yard and may occupy up to 50% of the lot frontage

 • Roof overhangs, eaves, sunshades, sill, frames, planters, and other architectural 

 elements will less than a 30 inch vertical thickness may project up to 4 ft into required   

 distances of a yard or setback

 • Parking and loading are not allowed in any yard or setback, except in base zone 

 developments, where parking spaces may overlap required front and side yards by 3 ft if   

 wheel stops are installed

Open space requirements:

 • The lesser of 10% of the lot area or 25% of the lot area less required yards

 • The portion of the site that is open or unobstructed overhead, which is exclusive of   

 required yards, setback area, or parking areas

 • Berms or landforms covered with landscape treatments, including artificial turf, is 

 considered open space as long as the landforms are not over 4 ft from the sidewalk   

 elevation

Off-street parking calculation:

 • Eating and drinking establishments: 0.9 per 300 sf of eating and drinking area, plus 1   

 per 444 sf of kitchen or accessory area

Figure 105: KKMP Cooke Street Section
Source: Kamehameha Schools and Group 70 International, Inc., 
“Kaiāulu ‘o Kaka‘ako master plan: HCDA Mauka Area Master Plan 
Application,” 5-4.

Figure 104: KKMP Auahi Street Section
Source: Kamehameha Schools and Group 70 International, Inc., 
“Kaiāulu ‘o Kaka‘ako master plan: HCDA Mauka Area Master Plan 
Application,” 5-5.
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 • Commercial and all other uses: 1 per 444 sf of floor area

Parking restrictions:

 • All parking must have standardized-size spaces; at least 18 ft in length and 8ft 3in in   

 width.  Parallel spaces are at least 22ft in length.

 • Ingress and egress aisles shall be provided to a street and between parking bays, and   

 no driveways leading into a parking area shall be less than 12 ft in width

 • Base zone developments may have open or uncovered parking at grade

 • Grade level or open or uncovered parking areas with more than 10 spaces shall provide  

 a minimum of 8% of the gross parking with landscaping, and buffered or screened from   

 any right-of-way

 • Off-site parking

  o May be allowed if the distance from the entrance to the parking facility to the   

  nearest principal entrance of the establishment does not exceed 400 ft by normal  

  pedestrian route 

  o May be allowed with a written agreement signed with both parties involved 

Loading: 

 • If more than one loading space is required, the minimum horizontal dimensions of at   

 least half the required spaces shall be 12x35 ft and a vertical clearance of 14 ft.     

 The balance of the required spaces shall have a dimension of 19x8 ½ ft.

Zoning adjustments: An applicant may request an adjustment to the zoning standard which will be  

 reviewed and approved by the executive director 

Sustainable strategies

I. Optimize site potential

 a. Building orientation

  i. Orient buildings that are able to use passive and active solar strategies

 b. Erosion control

  i. Vegetation, grading and soil stabilization techniques (e.g. seeding, pervious 

  pavement) will prevent erosion

  ii. Vegetated swales and depressions will reduce runoff

 c. Sustainable transportation

  i. Locating a project that is easily accessible to public transportation encourages 

  users to use personal automobiles less

  ii. Fewer vehicles will reduce pollution and land development impacts

  iii. Providing bike racks encourage site users to use an alternative means of 

  transportation
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  iv. 5% of the total parking spaces will be reserved for low-emitting and fuel-

  efficient vehicles, which gives priority to customers with vehicles that are 

  friendlier to the earth

  v. Limit on-site parking 

 d. Site development

  i. Minimize the development footprint and maximize the ratio of open space

  ii. A limited amount of on-site parking will be provided by a partially submerged  

  parking structure and the remaining required stalls will be provided by a shared 

  parking agreement with adjacent properties.  This will maximize the site’s 

  open space and encourage alternative transportation

 e. Reduce heat islanding

  i. Consider using green roofs to cool buildings, improve water quality, and control 

  storm water runoff 

  ii. Shade from tree canopies and structures will reduce heat gain from hardscape

  iii. Shade from structures with solar panels will produce energy to reduce 

  non-renewable resources

  iv. Hardscape designed with light colored, reflective materials will aid in reducing 

  heat gains

 f. Reduce light pollution

  i. The intent is to reduce light trespass from the building and site

  ii. Exterior lighting is designed to meet safety and security purposes

II. Water efficiency

Water consumption has become an important issue, where the demands for water exceed the 

supply.  Site strategies can be incorporated to protect and conserve water usage and recharge 

the ground water supply.

 a. Reduce and control water runoff

 b. Low flow fixtures, appliances, and other water saving devices will increase water 

 efficiency

 c. Use greywater, roof water, and groundwater for on-site water uses

 d. Use waste treatment systems to treat waste on-site 

 e. Design landscape with native plants that are tolerant of local rainfall conditions to 

 reduce or minimize irrigation requirements

 f. If irrigation is required, use high-efficiency equipment or climate-based controllers

III. Energy Efficiency

Energy use in the built environment is one of the largest concerns for the consumption of non-

renewable resources and its emissions of greenhouse gases and its effect on global warming.  
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Alternative renewable fuel sources, energy efficient systems and equipment, and other methods 

of reducing loads must be used to lessen the impact of buildings on the environment.  The design 

of the building envelope must work together with efficient HVAC systems to maximize energy 

performance.  An appropriate balance between passive and active strategies will not only contrib-

ute to efficient heating, cooling, and daylighting of a building but will create a comfortable interior 

environment for its occupants. 

 a. Passive design

  i. Windows

   1. High performance, energy-efficient glazing will reduce heat transfer

   2. Provides views to the exterior environment and psychological comfort   

   for occupants

   3. Natural daylighting can be used to reduce the demands on electric   

   lighting and thus reduces operating costs, greenhouse gases, and fossil   

   fuel depletion

  ii. Sun control and shading

   1. Shading can be provided by natural landscaping to prevent unwanted   

   heat gains

   2. Shading devices can be integrated into the building design to control   

   sunlight.  The orientation of the windows will determine the appropriate   

   shading device.

   3. Roof surfaces that are light colored, reflective, and shaded from the   

   sun will also reduce heat gains

 b. Renewable energy sources

  i. Photovoltaic panels

   1. Produces on-site electricity from sunlight and reduces electric 

   demands

  ii. Building Integrated Photovoltaics

   1. BIPV are designed as part of the building envelope, which replaces   

   conventional building materials and is a renewable source of electricity 

  iii. Solar water heating

   1. Uses the sun’s energy for water heating rather than electricity or gas

  iv. Seawater Air Conditioning (SWAC)

   1. A 25,000 ton SWAC district cooling system, owned by Honolulu Sea-  

   water, is in the process of development on Kamehameha School’s makai  

   lands
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   2. The SWAC system is expected to cool 40 buildings by 2012116 

   3. The system will save clients 20 percent in cooling costs117

  v. Daylight Harvesting

   1. Digital photo sensors detect daylight levels and automatically adjust   

   the level of electric lighting to create a balance

 c. Active systems

  i. Energy efficient heating, ventilation, and air-conditioning systems greatly 

  reduces energy costs and is friendlier to the environment than conventional 

  systems

  ii. HVAC controls 

   1. Ensures that the HVAC systems perform properly and provide 

   occupant comfort

   2. Controls, such as occupancy sensors, help to manage energy to 

   minimize unnecessary loads

  iii. Energy efficient lighting systems

   1. LED lighting

    a. The life expectancy of an LED fixture is ten times as long and   

    uses less than half the electricity of CFL’s

    b. LED’s are compact in size, allowing for flexibility in design and  

    application

    c. Does not cause heat buildup, which keeps interior spaces   

    cooler and cuts down on air conditioning costs

    d. Does not contain mercury or toxic elements

  iv. Electric lighting controls

   1. Daylighting and electric lighting must integrate lighting controls to   

   achieve sufficient interior light levels

   2. Switching controls, stepped controls, dimming controls, occupancy   

   controls, and timers are examples of electric lighting controls

IV. Sustainable building materials

The following sustainable building materials do not diminish natural resources, create unneces-

sary waste, and affect the health of the building occupants.  

 a. Salvaged, refurbished, or reused materials 

 b. Materials with recycled content

 c. Local materials that are extracted and manufactured in the area

116 Pala, Christopher “Cool Runnings.” Honolulu Weekly,
117 Ibid.
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 d. Rapidly renewable materials

 e. Certified woods

V. Indoor environmental quality

 a. Provide carbon dioxide monitors for all densely occupied spaces

 b. Interior materials (such as flooring, ceiling, wall systems, paints, adhesives, sealants,   

 furniture, fixtures, etc.) with low VOCs should be chosen to minimize the quantity    

 of indoor air contaminants

 c. In mechanically-ventilated buildings, use high-efficiency air filters in high-occupancy   

 areas to minimize pollutants
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The design portion of this doctorate project is a conceptual explora-

tion of a lifestyle center (the Kaka‘ako Market Village), a children’s 

toy store (The Children’s Treehouse), and two departments within 

the toy store (the Discovery Play and Dramatic Play departments).  

This chapter describes the customer experience of each retail en-

vironment and the socially responsible brand The Children’s Tree-

house aims to perpetuate.Ch
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 Nestled within Kaka‘ako’s urban residential neighborhood, at the intersection of a bustling 

retail corridor and park connection, is the Kaka‘ako Market Village, a mixed-use lifestyle center 

where families can live, eat, shop, and play.  Surrounded by seven residential towers atop retail 

podiums, Kaka‘ako Market Village is the hub of social connectivity for residents and visitors alike.   

In a dense urban neighborhood like Kaka‘ako, residents need areas of low-density open space 

that diverges from the recreational experiences provided in the residential towers.  Kaka‘ako 

Market Village is that amenity to the surrounding neighborhood, a place of fun, food, family, and 

festivities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 106: The public market experience
Sources (clockwise from top left): http://rockinthestove.com, http://www.captainhops.com/2006/12/pike-place-market-seattle, http://www.
seattlemag.com/0p98h29/pike-place-market, http://offcite.org/2010/03/26/montrose-farmers-market, http://www.londonisfree.com/ongoing-
events/2007/11/borough_market.html

9.1 Lifestyle Center Concept
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 The Kaka‘ako Market Village features Hawai‘i’s first permanent public market where 

year-round commercial businesses provide shoppers with fresh local produce, flowers, seafood, 

international cuisines, and locally made products.  Farmer’s markets have been become a grow-

ing trend in the islands, turning a parking lot into a bustling hub of activity on select days of the 

week, and unfortunately, a dead space on others.  The Kaka‘ako Market Village turns Hawai‘i’s 

temporary farmer’s market into a permanent public market, reminiscent of Pike’s Place Market in 

Seattle, Washington.  The success of Pike’s Place Market is partly due to their mix of restaurants, 

produce vendors, local handcrafts, and their convenient hours of operation.  The public market is 

open every day from morning to evening, creating an active place seven days a week.  A pub-

lic market allows local vendors to rent out a stall, lock up their products at night, and return to 

business the next day.  The public market in the Kaka‘ako Market Village will become the Pike’s 

Place that Hawai‘i needs. It will be located at the Auahi and Cooke Street edge of the property 

(see plan, sheet A1.2); the crossroads of a busy vehicular and pedestrian intersection.  This loca-

tion makes the public market visible and easily accessible to the community, creating an active 

place in an urban residential community.  With photovoltaic shading devices overhead, the public 

market creates a comfortable place for residents and visitors to peruse dozens of local vendors in 

an open-air market setting.  With convenient hours and few grocery stores in the immediate area, 

the public market will become a destination for residents and visitors alike.  

 Just beyond the public market is a promenade of restaurants and retail shops that over-

look a small park and outdoor dining area.  The retail experience of urban Kaka‘ako will reflect the 

downtown shopping experience of a typical business district – retail and restaurant tenants oc-

cupy the perimeter of a multi-level podium block.  The Kaka‘ako Market Village deviates from this 

Figure 107: The retail experience
Sources (clockwise from left): http://www.goplanit.com/activity/5707/the_grove , Nakaishi 05.02.2009,  http://www.royalhawaiiancenter.
com/rhc-oct09, http://www.thirdstreetpromenade.com/index.html

1. The Grove

2. Americana at Brand

4. Third Street Promenade

3. Royal Hawaiian Shopping Center
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traditional downtown shopping environment by pulling the promenade away from the street to cre-

ate a safer, pedestrian friendly walkway that minimizes the clash of vehicular and pedestrian traf-

fic.  The ground floor retail tenants cater toward families, with a sustainable toy store, children’s 

apparel, restaurants, and other tenants that provide every day products or services.  The second 

floor is anchored by a fitness center and is oriented toward the health conscious customer.  Ten-

ants include a vitamin shop, an athletic apparel store, a sports shop and other retailers focused 

on health and fitness.  Besides targeting the family oriented, health conscious consumer, the 

Kaka‘ako Market Village focuses on integrating retail in a park-like setting.  In a residential urban 

environment, the need for open space becomes a highly desirable gathering area, placing more 

importance on the relationship between shopping and dining amenities and open park space.  

 A mix of restaurants, retail shops, and outdoor dining areas surround a tree-lined park, al-

lowing adults to shop and eat, while their children play in the park.  Lounge in the grassy area fac-

ing Auahi Street, grab a table in the outdoor dining plaza, or sit at one of the benches surround-

Figure 108: Americana at Brand; the park, retail, and apartment relationship
Source: Nakaishi 05.02.2009 

Figure 109: Experience healthy living
Sources (from left to right):  http://www.harbourislandathleticclub.com/Fitness_Programs/Yoga/Yoga.aspx, http://www.topnews.in/workout-
tips-new-gymgoer-2268875, http://www.bloomberg.com/news/2010-09-20/lululemon-yoga-wear-store-expansion-disciplined-after-reces-
sion-lesson.html
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Figure 110: The park experience
Source (from left to right): http://www.familyfirstnewjersey.com, http://www.planbooktravel.com.au/australia/hire/region/nsw/sydney, http://
www.mission101music.com/photos/santana_row_2008/20080705_santana_row_crowd_gathers.html, http://356santanarow.com/default.
aspx?pp=1065225, Nakaishi 05.02.2009

Figure 111: The splash fountain experience
Source (clockwise from top left): http://www.belterratexas.com/about/amenities/index.php?section=pools, http://commons.wikimedia.org/
wiki/File:Dundas-square-splash-fountains1024.jpg, http://irenefranseda.blogspot.com/2009/07/day-22-seoul-flea-market-stadium-and.html, 
http://english.ohmynews.com/articleview/article_view.asp?article_class=11&no=371672&rel_no=1
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ing the park.  Ample shaded seating throughout the lifestyle center gives customers a variety of 

dining choices, creating a place that encourages leisure.  Ride a bike on the pathway around the 

park, have a picnic with family, bring a pet to the park, or have a water day in the splash fountain.  

Jets of water shoot up from a ground level water feature, giving children and adults a fun way to 

cool off on a hot day.  Visit The Children’s Treehouse, a sustainable toy store with elevated ob-

stacle courses, allowing customers to walk through the tree canopies; fun for children of all ages.  

Experience play from a new perspective at The Children’s Treehouse.

 The lifestyle center emphasizes the need for a greener future by employing sustainable 

strategies in its design, operation, and selection of tenants.  The public market promotes locally 

grown produce and products, enforcing the idea of sustainability.  Hawai‘i is capable of generat-

ing the necessities of daily life and the public market is a statement about importing less goods 

and reducing transportation costs and emissions.  A sustainable learning center teaches visitors 

about the strategies employed in the lifestyle center as well as sustainable strategies they can 

use in their own homes.  Visitors can learn about the on-site sustainable features, such as:  pho-

tovoltaic shading devices that protect customers from the sun’s rays while generating electricity, 

a rainwater catchment system collects rainwater for the splash fountain feature, solar tubes and 

skylights, green roofs and walls that aid in reducing the heat islanding effect,  and worm bins that 

turn food scraps into compost.  It is a place for children to take field trips, for curious customers 

to stop by, a place that is easily accessible to anyone interested in preserving the planet.  The 

parking space will turn into a recycling center on weekends, encouraging recycling efforts of cus-

Figure 112: The sustainable experience
Sources (clockwise from top left): http://matthewneer.com/2010/06/the-attraction-marketing-mindset, http://www.apartmenttherapy.com/
ny/ny-design-meetup/at-offline-elliott-maltby-at-urban-garden-design-meetup-6508-053328, http://agdev.anr.udel.edu/longwoodgradblog/
?cat=8, http://planetgreen.discovery.com/tv/wasted/holter-graham-child-labor.html, http://profixes.com/blog/tag/tubular-skylights
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tomers and residents in the area. Leasing spaces to local green businesses will aid in creating a 

shopping environment new to Hawai‘i.  It will be the first sustainable retail complex leased entirely 

to green businesses, aiming to teach customers about its sustainable practices.  

 Three floors above the hustle and bustle of retail activity are a small residential com-

munity of affordable lofts and luxury condominiums.  A roof garden courtyard, swimming pool, 

barbeque area, and a trellised outdoor dining area are among the private amenities for the resi-

dential community.  Each unit offers a private lanai with various views of the lifestyle center.  Most 

importantly, the fitness center, restaurants, retail shops, park, and public market are right at the 

doorstep of the residential community.  

 The Kaka‘ako Market Village is a family-oriented experience that provides activities for 

people of all ages.  Peruse through local vendors to pick up groceries, grab a bite to eat from food 

vendors or restaurants, sit in the outdoor dining area, play in the splash fountain, ride a bike or, 

listen to a concert in the park, take a walk through the trees at the toy store, shop the retail stores, 

exercise at the fitness center, and at the end of the day, return home to one of the spacious con-

dominiums upstairs.

 For the purpose of this doctorate project, a brand identity is created for a theoretical retail 

client.  Establishing a new company allows the opportunity to develop an optimum model brand 

and a resulting design solution for socially responsible retailers in Hawai‘i.  The brand begins 

by developing core values of the client and ultimately portraying that personality to their target 

customer.  The following client profile defines who the company is, their mission, and their social 

responsibilities to their customers and the earth.  

Figure 113: The residential experience
Sources (from left to right): http://www.luxist.com/2010/06/03/the-surrey-hotel-debuts-a-rooftop-english-garden, http://www.aviahotels.
com/hotels/longbeach/meet-social-events.aspx

9.2 Toy Store Profile 



Brand Identity  |  144

About Us 

 It all begins with a simple toy.  To children, a toy is not just an object but is a catalyst for 

play.  A toy can become anything in their imagination, inspiring creativity and healthy cognitive 

development.  The element of play becomes an integral part of childhood learning at each stage 

of development.  The Children’s Treehouse is a visionary retailer that understands the importance 

of toys and play in kid’s lives and our retail store allows children to test out our products in both 

an indoor and outdoor setting.  The Children’s Treehouse specializes in eco-friendly toys that are 

safe for children, preserve our planet, and promote a sustainable way of life.

Mission

 The Children’s Treehouse’s mission is to create a positive impact on the lives of children 

and their families through the eco-friendly products we sell, our environmentally friendly busi-

ness practices, and the design of a sustainable retail toy store with the overarching intent to be a 

socially responsible retail brand.  Teaching sustainability to children and parents is a fundamental 

core value of our company, and through our practices, we hope to inspire more environmentally 

aware customers, manufacturers, and other retailers.

Social Responsibility Goals

 As a children’s toy store retailer, we have the opportunity to control the environmental 

footprint of our business operations, the products we sell, and the design of our retail store.  We 

believe that children are our future, and the best way to teach the next generation is by setting the 

bar as an example of an environmentally-friendly company.  Our socially responsible goals are 

our commitment to our customers that we will uphold our duties as friends of the earth and will 

continue to evolve with consumer and environmental needs.

 Eco-Friendly Toys. The Children’s Treehouse is dedicated to selling eco-friendly 

toys that are both safe for children and kind to the environment.  Eco-friendly toys sold at The 

Children’s Treehouse are either made in Hawai‘i or have at least one or more of the following 

qualities:  recyclable, reusable, biodegradable, certified organic, fair trade certified, sustainable 

forestry certified, made without toxic chemicals, or are handmade.  All products must pass Ameri-

can Testing standards, the ASTM (the American Society for Testing Materials), which monitors 

toy safety in the United States.  

 Greening the Supply Chain.  As a retailer, we have the opportunity to influence and 

to choose companies that demonstrate their commitment to the environment.  The Children’s 

Treehouse’s personal commitment to greening the supply chain ensures that our company’s 

partners play a role in protecting the planet.  From the manufacturing process to the point of pur-
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chase, every part of our supply chain helps reduce the overall environmental footprint.  Products 

made from eco-friendly manufacturers aid in reducing fossil fuels and greenhouse gases lessen-

ing negative impacts on the earth.  Not only will our products be made efficiently and eco-friendly, 

but packaging will also be minimized to use less unnecessary materials.   

 Reduce Transportation.  Since transportation comprises a large amount of any retailer’s 

carbon footprint, our company takes great care to limit the transportation of goods.  Less trans-

portation equals less energy used.  All of our products are manufactured in the United States, 

with an emphasis on products made in Hawai‘i.  Not only do American products reduce the 

amount of transportation needed, but it also supports our country’s economy.  

 Building a Community.  The store is purposely located within the Kaka‘ako redevelop-

ment plan to become part of the residential community.  The Children’s Treehouse also offers 

in-store children’s activities to encourage children’s imagination, allowing them to interact with 

others in their age group.  The store emphasizes products made in the islands to promote local 

vendors and manufacturers in the community.  Toys made in Hawai‘i help to build community 

pride by honoring and marketing  the local achievements of the island.  

 The Green Team.  The Green Team is comprised of a select group who manage the 

company’s corporate socially responsible goals.  Through a collaborative process, the team es-

tablishes sustainability goals and a plan of action.  Even if it’s recycling materials in the back-of-

house areas, every little bit helps. Employee participation is important in creating a healthy work 

environment and to open the lines of communication within the company and the community.

 Architectural Awareness.  The Children’s Treehouse understands that the built environ-

ment has an enormous impact on the natural environment and strives to build a sustainable retail 

store that allows the two to coexist.  Creating a healthy shopping experience is important to us 

and our social responsibilities as an environmentally friendly company.  Our goal is to promote a 

sustainable consumer lifestyle by using the architecture of our retail space as a method of com-

munication and education to the customer.  Constructing a sustainable retail store becomes part 

of our brand strategy to advocate the need for sustainable architecture.

 Conscious Consumption.  As a socially responsible retailer, we strive to express our 

planet friendly practices to our customers through our products, sustainable retail store, and our 

behind the scenes business practices.  We believe that customers should be aware of our goals, 

practices, and implementation of these strategies to help the earth.  In order to translate our 

socially responsible actions to our customers, we have created in-store methods to educate the 

customer on what they’re purchasing, where it comes from, and its impact on the environment.  

The ability to change is through the consumer, and by encouraging conscious consumption, it will 

create an educated consumer market for eco-friendly products, socially responsible retailers, and 

sustainable stores.  
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 Healthy Growth.  Play is essential to the healthy growth of children, and The Children’s 

Treehouse is committed to providing goods, services, and a retail space where children can en-

hance their creative expression in all stages of childhood and beyond.  The Children’s Treehouse 

is a holistic, socially responsible brand that encourages customers to live a sustainable lifestyle 

now, in order to sustain our resources for the next generation and to perpetuate a healthy planet. 

 

 Experience play from a new perspective at The Children’s Treehouse, a toy store that 

reinvents the way toys are sold.  A typical toy store focuses on creating feature displays and filling 

the sales floor with rows and rows of packaged toys, with only a limited number of toys available 

for children to test out.  Although products displayed on floor fixtures are an appropriate shopping 

method for adults, these traditional methods of product display may not have the same effect with 

children.  The Children’s Treehouse is a specialty retailer that sells eco-friendly toys in an envi-

ronment that encourages play.  Children are visual and tactile learners and are most concerned 

with how the toy functions.  They won’t want to read the instructions on the back of the box, but 

will immediately take the toy from its packaging to figure out how it works through playing.  The 

Figure 114: Play space departments
Sources (clockwise from top left: http://grandparents.about.com/od/projectsactivities/tp/OutdoorGames.htm, http://www.childrens-toys-fur-
niture.com/category/children%E2%80%99s-toys/wooden-blocks, http://www.ilovemybaby.org/entry/papo-fairy-tea-set-by-le-toy-van-simple-
joys, http://www.artgalleryofhamilton.com/wo_agh_kids.php, https://www.glastonburyus.org/staff/YAKOVICHB/Pages/default.aspx

Unstructured Play

Structured Play

Dramatic Play

Discovery Play

Quiet Play

9.3 Toy Store Concept
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Children’s Treehouse recognizes that the element of play is more important to children than 

stocking multiple products on a shelf; and instead, transforms the retail store into a playtime won-

derland.  

 The Children’s Treehouse functions by becoming an interactive, physical catalogue of 

toys.  One of each product is in-store, unwrapped and available for children to play.  If children 

like the sample toys they are playing with, parents may purchase a new product at the register.  

Play spaces are created for children to test out the toys, and replaces the need to stock an over-

abundance of products on the sales floor.  This method of retailing caters toward children’s need 

to play, which minimizes the amount of toys physically carried on the sales floor.  

 Departments within the toy store are organized by the types of childhood play: unstruc-

tured play (outdoor toys such as jump ropes, sports toys, bicycles, etc.), structured play (card 

games, board games, puzzles, blocks, etc.), dramatic play (cooking sets, kitchen sets, dress up/

costumes, etc.), discovery play (water toys, coloring books, arts and crafts, clay, etc.), and quiet 

play (books, stuffed animals, figurines, electronics, etc.).  Each department will become a play 

space for their respective types of toys.  Fixtures will be limited to feature displays that showcase 

new or specialty toys.  The discovery play department and the dramatic play department will be 

developed in more detail to express the activities within and to explore the sustainable solutions 

of a north and south facing department respectively.

 

Communicating Green

 The Children’s Treehouse emphasizes their socially responsibility goals by teaching 

families about sustainability through a variety of in-store methods.  A “green card” point system 

will be established for frequent customers.  Each product will have a green product label with an 

explanation of why the product is sustainable and is given an overall score, based on how it ranks 

against other products.  Once customers reach a certain point level, they will receive in-store dis-

counts or free gifts.  The “green card” is an incentive for customers to pay attention to the green 

product label and to find out why a product has a higher score over another.  Green product infor-

mation will also be available on the back of customer receipts.  It will describe more information 

about the product that was purchased, as well as additional resources to obtain more information. 

 The Children’s Treehouse is also committed to supporting local manufacturers and will 

offer discounts for products made in Hawai‘i.  Monetary incentives encourage customers to pur-

chase locally, and in turn, will stimulate the local economy.  Locally made products will also use 

less energy for transportation as compared to products shipped overseas.  The transportation 

costs and fuel emissions will be included on each product label so customers will begin to un-

derstand where the product came from and how much energy was used to get the product to the 

store.  
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 Feature displays will showcase a toy-of-the-month, explaining why the featured product is 

sustainable.  These products will be on display in the lobby of the toy store, to attract the attention 

of customers as they enter.

 Green product video scanners will be available throughout the store to allow customers 

to scan in a toy’s barcode to view three-dimensional images, showing more information about the 

sustainable aspects of the product.  Many people are visual learners, and the video scanner will 

be a fun way to learn about planet-friendly facts.

 A portion of the structural play department will be designated as the Build-A-Toy section, 

where children can use their imagination to assemble their own toy made from recycled or reused 

materials.  Creating incentives throughout the store will make customers aware of sustainability 

issues and will encourage them to think and buy green.  

 Sustainability will also be shown through the eco-friendly toy store design.  The toy store 

features a multi-story atrium to help to filter natural daylight into each space.  Photovoltaic panels 

will be installed on the south facing roofs to take advantage of the direct sunlight and convert it to 

electricity.  The north facing roofs will feature the Solatube Daylighting System to provide natural 

light in the department.  Natural daylight is integrated with electric lighting controls to achieve an 

energy efficient lighting system while also providing the desired light levels.  Occupancy sensors 

will be installed in all back-of-house areas to reduce unnecessary electric lighting.  An energy 

efficient HVAC system and HVAC controls will be used to reduce energy costs and is friendlier to 

Figure 115: Example of a naturally lit atrium and hanging art 
installation at the Palazzo
Source: http://www.stuckincustoms.com/2009/08/15/the-floating-
umbrellas-at-the-shoppes-at-the-palazzo-and-the-mac-king-show/ 

Figure 116: FAO Schwarz; an example of splashes of color that high-
light feature displays
Source: http://www.savoydeacon.com/portfolio.html 
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the environment.  These sustainable elements are integrated with the toy store design to promote 

the socially responsible mission of the toy store.

Experience the treehouse

 A treehouse is a symbol of playful youth, bringing out the child in everyone.  The design 

of the retail store is a contemporary interpretation of a treehouse, taking the important elements 

that make a treehouse pleasing; verticality, level changes, and being surrounded by nature.  The 

exterior of the toy store is clad in wood panels, extruding vertically from the ground plane.  Each 

of the departments branch out horizontally from the wood base, creating a dramatic cantilever.  

The exterior of the department “cubes” are painted white to create a cooler interior, but are dif-

ferentiated by recessed, colored window treatments.  Each department color and window design 

reflects the activity that occurs within the space.  (See rendering, sheet A4.1.)

 Enter the toy store through a garden lobby and walk into a multi-level atrium, immersed 

with light.  The openness and the light filtering through the circular atrium reflect on the abstract 

Figure 118: Ropes course
Source: http://www.vossrafting.no/en/ropes/index.php 

Figure 117: Ropes course
Source: http://www.mlive.com/news/grand-rapids/
index.ssf/2008/08/24-week/ 

Figure 119: Wooden play structure at Aikahi Playground
Source: http://hawaii.momslikeme.com/members/JournalActions.
aspx?g=443450&m=4508879&source=stream_group

Figure 120: Wooden play structure 
Source: http://archive.perfectduluthday.com/2008/08/ill_miss_the_
castle.html
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“tree branch” feature, drawing attention to the balcony levels above.  Each “branch” projects from 

the lobby floor, extending toward an upper level department.  A corner of each department breaks 

the circular plane of the atrium, giving customers a hint of the play space within.  The store is 

designed with natural wood tones and a playful color palette to create a whimsical interior atmo-

sphere.  From the lobby, walk up the circular path to discover a new department on every floor.   

Children have the freedom to play with toys in any department, anywhere in the store.  Create a 

custom toy by visiting the Structured Play department with the Build-A-Toy feature, where chil-

dren can assemble a toy based on sustainable materials.  Purchase light refreshments from the 

organic juice bar on the third floor or and relax in the indoor/outdoor lounge on the sixth floor cof-

fee shop.

 The treehouse experience isn’t complete without a walk through the trees.  In alignment 

with the treehouse concept, the store offers a ropes course, an outdoor obstacle course that is 

elevated among the tree canopies, allowing customers to experience the world from another 

vantage point.  Customers are supported by a harness, and make their way through a series of 

elevated platforms and bridges.  A beginner’s course is offered to children, and an advanced 

course is designed for older children and adults.  For toddlers, a low wooden play structure with 

slides, bridges, and climbing apparatus is available in the outdoor, Unstructured Play department.  

The ropes course and interactive play departments are a destination in itself, giving children the 

tools and toys they need for a healthy and sustainable lifestyle.

Discovery Play Department

 Located on the fourth floor of The Children’s Treehouse is the Discovery Play depart-

ment. (See sheet A5.0.)  It is a place for children to develop artistic skills and express themselves 

through a variety of media.  Enter the department through a pinup gallery, which displays artwork 

completed by customers.  Head over to the art supply table to begin a new creation.  The art sup-

ply table and shelves contain everything children need for discovery play: paint brushes, cray-

ons, clay, etc.  Easels and work tables are available to test out products in this hands-on activity 

space.  Benches are provided for parents while children are busy working on their masterpiece, 

and a cleanup area is available when the masterpiece is complete.  Either display the artwork in 

the pinup gallery, or take the artwork home. 

 The Discovery Play department is designed as a light and playful space, with splashes 

of pastel green, purple, and blue circles layered over light colored wood flooring.  The circles are 

reflected overhead in a white, cloud inspired light fixture, and a painted blue ceiling beyond.  The 

room is lit though the implementation of the Solatube Daylight System, which brings natural light 

into the space, spreading light evenly throughout the room.  Electric lighting controls respond to 

the light levels in the interior and are integrated with LED tape lights to achieve high quality, en-
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ergy efficient light levels.  The Discovery Play department is intentionally located on the northern 

side of the building, providing the space with ample natural daylight. Floor-to-ceiling windows face 

the north wall to provide indirect sunlight, while vertical fins on the east and west walls protect the 

space from direct sun and heat gain.  Operable windows are located on the east facing wall to al-

low cool air to circulate through the space.  High windows on the west wall and stack vents at the 

highest point of the roof allow warm air to escape from the room, creating a naturally ventilated 

space.

 

Dramatic Play Department 

 The Dramatic Play department differs from the Discovery Play department in terms 

of interior personality and facade treatments.  Dramatic play is a place for children to express 

themselves through role playing and the performing arts.  The entire department is modeled after 

a theater, giving children the chance to put on a performance.  Enter the department though a 

theater lobby, where framed “theater posters” depict the activities, costumes, and props within the 

space.  With a small fee, children enter through the theater doors and into the performance world.  

Half of the department is designated as the “back stage” area, where children have a makeup/

prep counter.  Various costumes and props for boys and girls are available to create any type of 

performance that they could imagine.  Once ready with the performance, children may enter the 

“theater” half the department, equipped with a small stage, two rows of theater seats, and color 

changing LED light fixtures to create the desired atmosphere. 

 This department is purposely located on the south side of the building, since the theater 

space doesn’t require the same type of lighting as the Discovery Play department.  The south 

facing façade has a deep overhang and few windows, which doesn’t allow direct sunlight and 

excessive heat to enter the space.  West and east facing walls are designed with vertical fins to 

protect against low angled sunlight.  Curtains are installed on these walls, to allow the customer 

to determine if natural light is needed in the space.  Since theater spaces usually require con-

trolled lighting, the majority of the light sources in the department are electric.  Accent lighting is 

used in the lobby to create a contrast of light between the occupied space and the “theater post-

ers.”  Lighting is used to highlight the posters, drawing the attention of customers.  The “theater” 

space uses energy efficient LED down lights and color changing LED Par 64 lights for the stage 

lighting.  The floor is designed in a striped pattern of red carpet and dark wood flooring.  The red 

carpet runs parallel to the theater seating, turns vertically to become a translucent 3form partition 

between the “theater” and the “back stage” area, then turns horizontally to become a translucent 

ceiling fixture for the “back stage.”  The translucent ceiling panels create a glowing, layered effect 

and light the “back stage” area through LED tape lights.  (See rendering, sheet A6.7.)  

 The Discovery Play and Dramatic Play department were placed on their respective north 
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and south facing sides of the building to honor the activities within the department.  The arts and 

crafts in the Discovery Play department require a lot of light, logically placed in the cardinal direc-

tion that allows for light, without the heat gain.  It is also in the optimum location for a naturally 

ventilated space, with windows facing the northeast direction.  On the other hand, the Dramatic 

Play department faces the south, since natural lighting is not a requirement for the performance 

space within.  The Discovery Play and Dramatic Play departments are an example that the other 

departments in The Children’s Treehouse will follow.
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Latitude: 21 ° 19’ North

Longitude: 157 ° 50’ West

Honolulu	Climate	Data		 	 Jan			 Feb			 Mar			 Apr			 May			 Jun			 Jul			 Aug			 Sep			 Oct			 Nov			 Dec			

Average. Temperature    72.9  73.0  74.4  75.8  77.5  79.4  80.5  81.4  81.0  79.6  77.2  74.1  

Average Max Temperature   80.1  80.5  81.6  82.8  84.7  86.5  87.5  88.7  88.5  86.9  84.1  81.2  

Average Min Temperature   65.6  65.4  67.2  68.7  70.3  72.2  73.5  74.2  73.5  72.3  70.3  67.0  

Precipitation (inches)    3.5  2.2  2.2  1.5  1.1  0.5  0.6  0.4  0.8  2.3  3.0  3.8

Average Wind Speed    9.4  10.1  11.3  11.7  11.6  12.6  13.1  12.8  11.2  10.5  10.7  10.4  

Clear Days     9.0  8.0  8.0  6.0  7.0  6.0  7.0  8.0  8.0  7.0  7.0  8.0  

Partly Cloudy Days    13.0  12.0  14.0  14.0  16.0  17.0  18.0  17.0  16.0  15.0  14.0  14.0  

Cloudy Days     9.0  8.0  9.0  10.0  9.0  6.0  5.0  6.0  6.0  8.0  9.0  9.0  

Percent of Possible Sunshine   65.0  68.0  72.0  70.0  72.0  74.0  76.0  77.0  77.0  70.0  65.0  63.0  

Avg. Relative Humidity    55.0  69.5  66.0  63.5  61.0  59.5  60.0  59.5  60.5  61.5  65.0  69.0 Si
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Total Retail (+toy store) 

53,717 SF

Total Restaurant (+toy 

store) 21,138 SF

Total Fitness  11,133 SF

Total Residential 47,104 

SF

Retail 4
0.4%
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ta
ur
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t 1

5.
9%

Fitness 8.3%

Residential 35.4%

M
ixe

d-
us

e 
Pe

rc
en

ta
ge

Sixth Floor

NA

Floor Area Subtotal NA

Toy Store  4,577 SF

Total	Floor	Area	 4,577	SF

	 Program	Space	Requirements
 Scale: 1” = 60’

First Floor

Retail   13,242 SF
Restaurant  7,863 SF
Public Market  5,088 SF
Cafe   247 SF
Storage   1,038 SF
Mechanical Room 686 SF
Restrooms  1,738 SF
Circulation  1,183 SF

Floor Area Subtotal 31,085 SF 

Toy Store  4,243 SF

Total	Floor	Area	 35,328	SF

Second Floor

Retail   10,448 SF
Restaurant  11,459 SF
Fitness Center  11,133 SF
Circulation  6,969 SF

Floor Area Subtotal 40,009 SF 
 
Toy Store  3,465 SF

Total	Floor	Area	 43,474	SF

Third Floor

Residential  24,974 SF 
Pool   1,148 SF
Barbeque Area  5,758 SF
Circulation +
    Landscaping  11,403 SF

Floor Area Subtotal 43,283 SF 
 
Toy Store  4,086 SF

Total	Floor	Area	 47,369	SF

Fourth Floor

Residential  22,130 SF
Circulation  1,854 SF

Floor Area Subtotal 23,984 SF 

Toy Store  3,596 SF

Total	Floor	Area	 27,580	SF

Fifth Floor

NA

Floor Area Subtotal NA

Toy Store  3,666 SF

Total	Floor	Area		 3,666	SF

Toy Store Grand Total 23,633 SF

Floor Area Grand Total  161,994 SF

Floor Area Ratio = Total floor area of the building / Area of the lot 

 161,994 / 159,493 = 1.02

Floor Area Ratio (FAR) = 1.02

Total Retail (+toy store)  52,411 SF 40.4%
Total Restaurant (+toy store) 21,138 SF 15.9%
Total Fitness    11,133 SF 8.3%
Total Residential  47,104 SF 35.4%
    

Mixed-use Totals

Uses    Requirement  Total SF Stalls Required  Stalls Provided
Total Retail (+toy store)  1 per 444 SF  52,411 SF 118   NA
Total Restaurant (+toy store) 0.9 per 300 SF   21,138 SF 63   NA
Total Fitness    1 per 444 SF  11,133 SF 25   NA
Total Residential  1.35 per unit  30 units  40   NA
Low-Emitting & Fuel-Efficient Stalls     NA   5% of total =  12
Accessible Stalls        7   8
Loading Spaces        5   7
Total	Parking	Stalls	 	 	 	 	 	 	 246	 	 	 122	(remaining	required	stalls		
	 	 	 	 	 	 	 	 	 	 	 	 provided	at	adjacent	sites)

    

Parking Requirements
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 Scale: 1” = 50’
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 Scale: 1/32” = 1’-0”
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 Scale: 1/16” = 1’-0”
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Brand Identity  |  179	 Discovery	Play	-	Partial	Floor	Plan	
 Scale: 1/8” = 1’-0”    
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Brand Identity  |  183	 The	Children’s	Treehouse	-	Discovery	Play	-	Section
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Brand Identity  |  184	 Discovery	Play	-	Rendering
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 Retailers have the opportunity to make a difference now, to pave the way for the future of 

socially responsible retailers and customers.  Retailers can take a stand to become a socially re-

sponsible brand.  This effort begins at the core values of the company and what’s most important 

to the retailer.  Whether the company decides to green the supply chain, reduce transportation, 

reduce waste, reduce packaging, or any other method that is friendlier to the earth, the retailer 

takes on a corporate social responsibility not only to the planet and their company, but to their 

customers.  Their corporate social responsibility goals are their pledge to the public that they will 

uphold their environmental promises and follow through with their goals.  These business goals 

become imbedded in their personality, or brand identity, of the company and what they truly stand 

for.  The brand identity becomes the outward perception of how customers view the retailer. Not 

only must the business operations reflect their environmental goals, but the design of their retail 

store should be environmentally friendly as well.  The building industry should strive to reduce 

waste and energy emissions to create planet-friendly environments.  Since retail is such an im-

portant part of America’s fabric, and an important asset to Hawai‘i’s tourism industry, sustainable 

retail spaces need to be created to minimize their impact on the environment.  In order to evoke 

change in the current retail industry, socially responsible brands must educate their customers 

on environmental awareness. Socially responsible brands are one step closer to the goal, but 

educating the public becomes the catalyst that will set this future trend in motion.  

 This doctorate project serves as a suggestion, a brainstorm of ideas for socially responsi-

ble retail brands and how they can express their brand to their customers.  The Kaka‘ako Market 

Village master plan serves as a conceptual example for sustainable retail centers.  It takes ad-

vantage of Hawai‘i’s temperate climate with an open-air lifestyle center, creating an outdoor shop-

ping environment.  The retail and restaurant amenities are integrated in a park-like setting, with 

large landscaped areas to reduce heat islanding.  The splash fountain is not only an interactive 

feature, but aids in cooling the surrounding area and can tie into a rainwater catchment system.  

The public market promotes local business and is shaded with photovoltaic panels.  A bike path, 

bike racks, a bike shop, and parking stalls reserved for fuel efficient vehicles encourage alterna-

tive forms of transportation. The site is also easily accessible by foot, and is conveniently located 

near trolley paths, bus stops, and the future transit route.  The partially submerged parking lot 

turns into a recycling center on weekends to promote recycling efforts by the community.  The 

lifestyle center promotes sustainability by only leasing spaces to green businesses.  It makes a 

bold statement showing customers that sustainability is an important aspect about the lifestyle 

center.  Most importantly, Kaka‘ako Market Village provides customers with a sustainability 

center, a place for visitors to learn about the eco-friendly aspects of the lifestyle center and things 

they can do to make their own life more sustainable.  

Conclusion      
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 The Children’s Treehouse is designed to become a socially responsible retail brand who 

aims to reinvent the way toys are sold and bring environmental awareness to their customers.  

Interaction becomes the key theme in the toy store, allowing children to play with merchandise in 

every department and decreasing the amount of packaged products on the sales floor.  Products 

will contain a green label, explaining where the product came from, how much energy was used, 

and will be given an overall sustainability score.  A “green card” system will be used to keep track 

of customer’s sustainability score for purchased items, and a discount will be given once custom-

ers reach a certain level.  The Children’s Treehouse supports locally made products by giving 

customers discounts.  These and other incentives implemented in the store will teach customers 

about the products they are purchasing, and make them more aware of the sustainable aspects 

that affect their daily lives. 

 The Kaka‘ako Market Village and The Children’s Treehouse are a stepping stone, a 

glimpse into the planet-friendly retail world that could exist.  Imagine a world where every retailer 

is socially responsible, where every business has sustainable operations, where retail stores 

are eco-friendly in design, where customers understand and demand green, and where socially 

responsible retail brands are the standard and not the exception.  Creating a standard takes time, 

but establishing socially responsible retail brands now is a small step toward a healthier future. 
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