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Abstract

This paper analyzes retail success related to the collaboration between Interior
Design, Marketing/Business, and sustainability. Background research includes an
introduction to retailing and marketing, unique characteristics of cosmetic retail,
cosmetics and sustainability, the internet’s influence, and consumer shopping
behavior. Consumers and markets are discussed include target, age, and
gender markets. Marketing aspects include, product decisions, branding,
packaging and labeling, promotion, advertising, sales promotion, public
relations, and personal selling. Consumer behavior is examined, looking at how
consumers move through stores. Analysis of retail design includes examining
various aspects of design, such as, lighting, makeup testing stations,
merchandising, window displays, color, and mirrors. Sensory design aspects
examined are sight, touch, sound, and scent. Furthermore, precedent studies
and site visits were conducted including various cosmetic retail establishments
to discover the strengths and shortcomings within the field. This paper is the first
half of this project, to be completed in fall ’09 with an evidence based cosmetic
retail design.
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Introduction

Why do people shop? More importantly why do people buy? And how is
sustainability related? The purpose of this paper is to analyze and understand
the correlation between Marketing, Interior Design, and sustainability. Various
factors of retail design and marketing strategies as well as human nature will be
discussed and analyzed through research, precedent studies and site visits. The
culmination of this research will provide the groundwork for an evidence based
design. This design will be a specialty cosmetic retail store focused on
sustainability located in Geogetown, D.C. This project will be completed in fall
‘09 when this design is developed.

In all retail applications, the success is twofold, the business/marketing side and
the design side. Without one the other will fail. Therefore, looking at how these
two sides interact is essential in understanding what makes retail successful.
While sustainability is becoming more important to our society, it is especially
important in retail applications due to the industry’s poor reputation. Although
sustainable cosmetic retail applications exist, there is a gap in the market as
these companies’ atmospheres tend to be subdued, earthy and naturalistic.
Accordingly, the evidence based design will incorporate naturalistic qualities in
a fun and fresh manner that is suited for a target market focusing on women in
their 20s through 40s. Additionally, the retail industry is the perfect arena to
promote sustainable products and practices as cosmetics are an essential
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aspect of most American’s daily routine. Emphasis will be placed on both
market and psychological research and analysis of cosmetic retail design. These
findings will be illustrated through the creation of an evidence based design of a
sustainable cosmetic retail application focusing on the sale of naturally based
products located on M St. in Georgetown.

Whether it is buying the essentials or splurging, shopping is an everyday
occurrence for most Americans. Understanding the foundation of retail and the
science behind why we buy is essential in developing retail space. An
understanding of the collaboration of marketing and design will demonstrate
the influence they hold over the primary measure of retail success; sales.
Additionally, observation of the importance of the internet in today’s culture
and examining its connection to retail sales will show how the internet can
increase in-store retail sales. By understanding the reasoning behind human
nature related to buying and what aspects lead to retail success will prepare
and build the foundation of an evidence based design.

Background Information / Research

Retailing
Retail consists of the sale of goods from a fixed location, such as a mall,
boutique, “big box” store, kiosk, or other sales venue. Retail space is primarily an
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area where products are displayed for consumers for their purchase. Retailers
generally buy in large quantities at wholesale prices and then sell smaller
quantities to consumers at a price with markup. This common pricing technique
used at retail establishments is called cost-plus pricing. The mark-up (or
percentage) of what the establishment paid the wholesaler is used to cover the
retailers operating expenses (building, electric, salaries/wages, etc.) and profit.
Retail comes from the French word retailer, which inferences “cutting off, clip
and divide” referring to tailoring. In 1433, in France, retail was first recorded at a
noun meaning, “sale in small quantities” literally meaning “cut off, shred, paring”
(Inaba, Koolhaas, & Tsung, 2002). According to the US Census Bureau, cosmetic
retail sales totaled over 10 billion dollars in 2007 (US Census, 2007).

Marketing strategies are essential to create a successful retail business. Philip
Kolter and Gary Armstrong define marketing, in Principles of Marketing, as “the
business function that identifies customer needs and wants; determines which
target markets the organization can serve best, and designs appropriate
products, services, and programs to serve these markets” (Kotler & Armstrong,
1996) The following sections explore marketing principles applied to cosmetic
retail.

Marketing research
Ever-changing and evolving, markets are difficult to strictly define. This makes it
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essential for all businesses to research and fully understand the market they are
targeting. As indicated in Marketing Research, the authors explain, “every
decision poses unique needs for information, and relevant strategies can be
developed based on the information gathered through marketing research”
(Aaker, Kumar & Day, 2001). By gaining insight into the cosmetic retail market,
decisions can be made for the direction and marketing approach for a retail
outlet.

Why Cosmetic Retail?
Cosmetics are substances that are designed to enhance, alter and/or protect
an individual’s appearance. Products include but are not limited to facial
makeup, lotion – face and body, skin care, perfume, hair care, and nail polish.
Cosmetics are used daily by most individuals in the United States. Women are
the primary user of cosmetics, generally using a full spectrum of products. Make
up is a large subset of cosmetics. It can be used to enhance one’s natural
features, hide flaws, or transform one’s appearance completely. Cosmetics are
manufactured by a small number of distinct multinational corporations;
however, they are distributed by a variety of businesses, including but not limited
to small independent boutiques, malls, kiosks, and big box stores.

Focusing on the individual, the cosmetics industry is a unique division of retail
and is very personal. Compared to grocery, sporting goods, and even apparel
retailers, cosmetics is a personalized industry that centralizes on self-image and
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projection. Cosmetics is an everyday part of most Americans daily routines, and
can boost one’s self confidence through hiding skin blemishes, dark circles,
enhance complexion, etc. If individuals have a negative self-image this will
translate negatively into other areas of their lives. Accordingly, shopping for
cosmetics can be a pleasurable experience through knowing what to buy and
knowing how to treat their flaws. It can also be a negative experience if they
don’t know what they are looking for and don’t know how to treat their
imperfections.

Try before you buy
Consumers prefer to try before they buy because products will look different on;
therefore, cosmetic stores generally incorporate testing stations or have samples
throughout displays. Drug stores have their products tightly sealed making it
impossible to test without breaking the seal. Department stores offer testing;
however, they lack privacy with their sales associate closely watching. Specialty
cosmetic stores like Sephora have been on the forefront of solving this issue in
the cosmetics industry. Sephora invites testing through making products readily
available for application, placing mirrors, cotton balls, tissues, and etc.
throughout the store. Additionally, Sephora considers themselves an assisted selfservice store. They have found that, “our customers can shop on their own and
they don't have to fight off `spritzers.' … We think our customers are much more
educated. They're reading a lot of fashion magazines. They don't always shop
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by brand. They like to shop across brands” (Sephora: Liberating Beauty Products
2006). With the notion that consumers are educated, having testing widely
available is essential for increased sales.

Cosmetics + Sustainability
Today most consumers prefer products “with natural ingredients, which is a trend
away from harsh chemicals” (Phillips, 2006). With greater awareness and
education on the effects on many of many man-made chemicals, consumers
have a greater concern than ever before about what ingredients they are
putting on their bodies. Additionally, larger environmental awareness through
recent movements has caused consumers to place additional value on
sustainable product packaging and store design.

Traditionally, the cosmetics industry does not have good reputation in
sustainability because of packaging, lack of recycling opportunities, and the
use of synthetic products. However, inspiration can be drawn from companies
that have shown leadership in the industry, such as, Aveda and Origins.

Within the United States, sustainability is becoming increasingly important to
consumers. Newman cites that “eight of ten Americans now believe that it is
important to buy products from green companies” (Newman, 2007). Therefore,
there is a large market and demand for sustainability in both retail design and
products produced.
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Because the skin absorbs what is applied to it, using products that are naturally
based is becoming more desirable over chemically based products. Why
wouldn’t consumers want to use natural cosmetic products? This is especially
true in urban settings, where typically avant-garde topics and practices are
employed. Additionally, using natural products is good for the earth because
everything that is produced eventually goes back into the earth.

Sustainability fits hand in hand with natural products because it focuses on
being ethically responsible to the earth by reducing/eliminating waste, using
natural products that will not harm the earth at the end of its lifecycle, and using
renewable energy.

Sustainability enters the retail cosmetic market primarily in two ways, the
manufacturing of the product and the design and maintenance of the retail
location. Beyond developing products that are naturally based, how cosmetics
are packaged is essential. Cosmetics are known to “deliver a prettily packaged,
fragrant little moisturizer or lipstick” (Lennon, 2007). The amount of resources that
go into this typically are enormous. Hershkowitz, a senior scientist at the Natural
Resources Defense Council reports that “the ecological footprint left behind by
the manufacturing and distribution of cosmetics has been dismal … whatever
the cosmetics industry is doing to reduce its environmental impact is welcome”
(Lennon, 2007). Aveda has been at the forefront of the sustainable cosmetics
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market since 1978. Their approach to packaging is by “minimizing packaging,
maximizing the use of post-consumer recycled materials, using materials that
can be and are recyclable, and by designing our packaging so that the
individual parts can be separated for recycling. While working with suppliers who
manufacture the packaging materials using renewable energy” (Aveda
Responsible Packaging, n.d.).

Sustainability in retail design has been slower than in other applications for
several reasons. Kate Costanza, a sustainability coordinator with MulvannyG2
Architecture, states that it is more difficult for retail to achieve LEED (Leadership
in Energy and Environmental Design) accreditation “because of stringent
occupancy, transportation, water and energy requirements that are easier to
apply to offices than they are to stores or shopping centers” (Misonzhnik, 2008).
Additionally, “the certification process, which currently requires extensive
documentation and thousands of dollars in registration fees for each property, is
too overwhelming if all you're trying to do is get a 5,000-square-foot location
certified” (Misonzhnik, 2008). This requirement conflicts with the retail expansion
model, which requires dozens of stores being built within months. However,
companies having been working with the GBC (Green Building Council) to
develop a new plan that is more reasonable for retail applications.

LEED for retail: New construction will be treated much like other commercial
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buildings, earning points for “brownfield sites, recycled building materials and
daylighting techniques” (Misonzhnik, 2008). According to Don Grainger,
associate principal with Perkowitz + Ruth “Where the changes will really come
into play will be within LEED for Retail: Interiors, which will rework GBCs existing
standards for commercial interiors to fit with retailers' unique energy, water use
and transportation requirements” (Misonzhnik, 2008). To earn daylighting points,
the GBC encourages that retail stores use the back of the house to install extra
windows and skylights. Since many municipal planning departments determine
how many parking spaces are awarded, under LEED for Retail, chains, points are
awarded for bicycle storage and preferred parking spaces for fuel efficient
vehicles. “To earn points for waste management, they will have to undergo
waste audits, identifying their top five recyclable waste streams by either weight
or volume. And if the available recycling services can't handle all that waste,
the retailer will have to come up with alternative ways to re-use it” (Misonzhnik,
2008).

Building techniques that can be incorporated into sustainable retail stores
include, but are not limited to, “optimized building envelope and glazing,
heating and cooling with radiant slabs, main ventilation mode: hybrid
ventilation, and secondary ventilation mode, DOAS (Dedicated Outdoor Air
Source)” (Genest, 2005). Reducing heat gains and losses from the building
envelope is the first step to reducing energy consumptions. Ventilation fans are
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another huge factor that consumes energy. To reduce this installation of radiant
slabs has occurred. Concrete floors are imbedded with PEX tubing, which turns
the floor into a radiant source, assuming that the floor has been finished
minimally with thin products. Hybrid ventilation systems combine natural air with
an underground tunnel system that runs along the building’s perimeter with low
horsepower propeller fans. The DOAS ventilation system includes using
preheated outside air and dehumidified air (Genest, 2005).

Aveda has been a frontrunner in environmental responsibility. This can be
witnessed through their newest cosmetology school, the Aveda Institute in
Washington, D.C. As indicated in Penny Bonda’s GreenSource case study
“‘[Adeva’s goals,’ according to Jan Tribbey, Aveda’s vice president of interior
design and merchandising, ‘are to develop new practices … within a state-ofthe-art facility and to use higher standards for environmental design than we’ve
ever used before’” (Bonda, 2007). The project received a LEED Silver
Certification for Commercial Interiors. The LEED for Commercial Interiors
Scorecard may be found in appendix 1.

Incorporating sustainability into retail design will not only make consumers more
aware of sustainability in products, it will prompt them to make sustainable
decisions at home, in the office, and in the rest of their daily routine.
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Why do consumers shop?
In order to successfully create a retail store, there needs to be understanding as
to what motivates a person to make a purchase. Consumers have to make
decisions about what purchases they make to satisfy their needs and wants.
These decisions are influenced by both internal and external factors. Consumers
shop for a variety of reasons, including, role, fulfillment, diversion, selfgratification, physical activity, exploring what’s new, sensory stimulation,
therapy, and as a way to pass time. Social motives include, communication with
others who share similar interests, peer group attraction, and status (Tauber,
1972).

In-store vs. Online shopping
Shopping is a tactile experience; consumers want the sensory experience,
where they can touch, feel, smell and see. These sensory experiences reassure
the consumer that their purchase is indeed the perfect fit for them. Almost all
unplanned purchasing occur in-store due to touching, smelling, hearing, and/or
tasting on the store premise. Sensing a product can make the consumer
emotionally attached to an object. Therefore, in-store shopping can quickly go
from programmed and planned to impulsive. Whereas online, the main factor
leading to impulse buying is a low price point. The two major pitfalls of internet
shopping are: lack of information, such as, fit, color perception, quality, etc. and
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logistical issues, such as, shipping charges, waiting for shipping, difficulty to
return. Where the internet can be convenient, it is best to be used on repeat
purchases, where the consumers know exactly what they are buying. The
internet can also be used by retailers to reinforce their brand and advertise instore promotions.

Collaboration between the internet and in-store cosmetic retail
With the prevalence and popularity of the internet retailers are missing a huge
opportunity for marketing and sales. This is especially true for young adults,
Feinberg explains that, “Seventy-five percent of all consumers we call Millennials
or Gen Y'ers [born 1977-1997] say they research online before purchase. Fifty
percent of the boomer generation also researches online before going to stores.
The quality of online information about products is related to going to that brickand-mortar store” (Internet Shopping Lone Bright Spot, 2008). With demanding
schedules and less time in a day than needed, consumers look for ways to save
time. The internet has allowed consumers to research, and then come into the
store knowing exactly what they are looking for, and potentially pick up more
items than they saw online.

The following is an example of how a brand can successfully use the internet to
increase in-store sales. First, stores would either draw customers in through the instore establishment or website emphasizing “finding the perfect look for you”. In
store cosmetics would be tested and applied and “the perfect package” would
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be found for the individual. The website would ask several questions and then
develop recommendations, give the opportunity to purchase or invite them to
come into the retail location to test the products. The customer would then be
prompted to join the stores customer appreciation program where they would
receive discounts and notices of new products and sales via email; creating
brand loyalty. Additionally, a personalized online account would be created
with their “perfect package” listed and recommendations based off of their
previous purchases. Discounts would then be presented for buying their “perfect
package” online when they needed more. Incentive to come back into the
store would also be created by providing a recycling program for used
cosmetic containers, for additional discounts. By creating incentives to shop
online and in-store, sales will increase because the consumer’s brand
experience doubles, with exposure online and in-store.

In addition to creating brand loyalty through a store and its website, there are
opportunities within the 18 to 24 year old market to strengthen brand loyalty
through their daily online activities. A global survey by Synovate in association
with Microsoft found that when young adults were asked about their online
brand engagement last month, almost a third, 28% said that they talked about
a brand on a discussion forum, 23% had added brand related content to their
instant messenger service and almost 1 in 5, 19% had added brand related
content to their personalized homepage or social networking site (Synovate,
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2008). Another survey of 12,603, 18 to 24 year olds found that on average they
were spending 2.5 hours a day of leisure time on the internet, 47% were regularly
clicking on banners or online advertisements, 24% have actively uploaded
advertising/marketing clips to a homepage, video site, or social networking site.
Today, “young adults are totally comfortable with the idea of branded content
and branded entertainment” (Synovate, 2008). Additionally, young adults feel
that their opinions on brands are truly important. They want to associate
themselves with brands that they consider to be cool, which explains why they
upload images to their personal sites on the internet.

When do consumers shop?
In 2004, November and December accounted for 19.7% of total retail sales
(minus automobile sales) states the American Demographics' analysis of Census
Bureau data (US Economic Census, 2004). Retail cosmetics are part of the
consumer non-cyclical personal and household products industry. They are
considered non-cyclical as the sales are stable throughout seasons and
economic cycles. “The beauty market is growing even in a slow economy”
notes the Interbrand design forum in Top Retail Brands 2009 about Avon.

Research has shown that most consumers prefer to shop on the weekends,
specifically Saturday and Sunday. In an article comparing three different
boutiques, it discussed that Details, Ink, a stationary store, found that when they

Sarah Mundey Dorsey 19
2009


closed the store on Sunday and Monday, their Tuesday sales went up, making
more money in five days compared to seven. Paddington Station, an eclectic
gift store, found that their heaviest shopping hours were from 5pm to closing 9
pm. Additionally, lunchtime shopping is popular between 12:30-1:15 pm during
the work week. The article goes on to say that by far Saturday is the busiest day
with Sunday a close second. Topiary, a store that sells home and garden
products also agrees that their busiest time of the day includes lunch time
shoppers, from 11:30am to 12:30pm (What are your consumer’s, 2007).

Marketing

Targeting Markets
Markets consist of the groups of individuals or businesses that may purchase a
company’s goods or services. In order to determine a target market, various
factors must be analyzed: gender, age, education, culture, financial means,
lifestyle, and point of view. In order to meet the needs of potential consumers,
retailers must understand the segments of their market and identify the
segments that best meet the objectives of the business. Utilizing the market
research, segments of the overall market can be identified that suit the
businesses goals and objectives.

Age market – 20s to 40s
How do people spend their money? A study by Lebhar-Friedman, Inc. found
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that there are differences between how those 20-25 and 26-34 years old spend
their money. (Lebhar-Friedman, Inc, n.d.) First, those under 25 years old, on
average, earn $15,666 annually vs. $40,247 for those 25 to 34 years old.
Expenditures for those under 25 are on average $18,450 vs. $34,902 for those 26
to 34. Therefore, on average those 25 and younger are spending more than
they are making and those 26 to 34 are spending under what they are bringing
in.

Breaking down what people spend their money on reveals some interesting
trends in what those under 25 vs. those who are 26 – 34 value. Consumers under
25 spend 6.8% of their incomes on apparel and related services, while those 25
to 34 spent less, 5.6%. This statistic suggests that those under 25 are more
interested in up keeping and updating their appearance. When studying how
much is spent on children’s clothing, the study found that those under 25 spent
2.6% on children’s clothing compared to the age group 26 to 34 that spent 6.1%
on children’s clothing. This statistic suggests that those 26 to 34 are more likely to
have children than those under 25. It also suggests that those 26 to 34 place
more value on updating their children’s wardrobe. Additionally, those under 25
are more like to spend money on their appearance than those 26 to 34 (LebharFriedman, Inc, n.d.).

The findings go on to say that though the study categorizes individuals by age
group, they are really looking at “lifestyle stages.” The article states, “As people
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come out of high school and college, they’re feeling things out, breaking away
and trying new things. But then, in the mid-20s consumers have more of a set
pattern from a job and lifestyle perspective.” (Lebhar-Friedman, Inc, n.d.).
Therefore, those in their younger twenties are still experimenting, looking for what
will be a driving force in the future, such as a career or relationship. Those in their
late 20s and early thirties tend to be more established and already have set
spending habits (Lebhar-Friedman, Inc, n.d.).

How does this relate to cosmetic retail? Those in their early 20s tend to spend
more money on themselves and their image. However, those in their early 20s
will typically buy cheaper brands as they have generally not developed a
strong brand loyalty. Additionally, they will be more easily persuaded to buy
new things. Those in their late twenties to early thirties still value image, however,
they have more brand loyalty and are not as willing to experiment. Since
financially they tend to be better off, they will be willing to pay more for the
products that they prefer (Lebhar-Friedman, Inc, n.d.).

From a marketing perspective, for those under 25, experimentation should be
capitalized on and a variety of products should be presented. For those 26 to
34, the brand should be prominent with a variety of choices to ensure that a
wide range of consumers needs are met.

Gender market - women
Paco Underhill states, “Shopping is female”. Shopping has been, is and will be
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meant mostly for females. Additionally, a survey by Steve Smith stated that 81%
of purchase decisions in business and consumer fields are made by women
(Underhill, 2000). Underhill presents that the roots of this notion go all back to the
prehistoric role of women “as homebound gatherers of roots, nuts, and berries
rather than roaming hunters …” (Underhill, 2000). Moving forward in the not too
distant past, when men were the primary bread winners and women were
housewives, shopping was what “got the housewife out of the house” (Underhill,
2000). “Shopping gave women a good excuse to sally forth, sometimes even in
blissful solitude, beyond the clutches of family. It was the first form of women’s
liberation, affording an activity that lent itself to socializing with other adults,
clerks, and store owners and fellow shoppers” (Underhill, 2000). Clearly, today
this notion has changed since most women hold full-time jobs, and the routine
shopping trip may no longer be an escape, but something that is crammed in
between commuting, working, home life, and sleep. However, for many women
shopping is still considered a leisurely activity. Many women will devote a portion
of their weekend or weeknights to leisurely shopping with her friends searching
for the perfect lip color or perfume. Shopping is female because women enjoy
seeking, comparing, and envisioning themselves using the merchandise.

What do women want? Not to be rushed, or feel like they are being watched.
Not in busy aisles, but in “little nooks and crannies created by shelving and racks
… for uninterrupted shopping” (Underhill, 2000). One of the major flaws in
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department store cosmetic sections is that their displays are in a busy aisle.
Research has shown that a women standing at the corner of counter is more
likely to make a purchase than a women standing a few feet away along the
main stretch. Why? Standing at the corner of the counter provides an angle that
they can wrap themselves around so that they feel nestled verse in the middle
of congestion (Underhill, 2000). One tactic that department stores have used is
creating “cul-de-sacs, recessed areas that allow shoppers to stand clear of
passing foot traffic and browse without fear. These are called catchment
basins” (Underhill, 2000). Additionally, cosmetics are usually displayed along a
wall or stacked in their own secluded area because women need to feel a
sense of privacy to “cut loose”. Women also have spatial requirements that can
be seen in various retail applications. Many stores are divided into regions
because of this notion. These zones consisting of the “grab and go zone” – near
the register, where you pick up smaller items, that turn into impulse selections
and the “dwell” zone, where there are more displays and larger items are
display. Research has shown that women gravitate away from the busy “grab
and go” zone and towards the “dwell” zone where they feel sheltered from
heavy traffic. Additionally, there needs to be ample room to move around and
avoid the dreaded “butt-brush factor” (Underhill, 2000). Women despise
bumping into each other when shopping. This topic is extremely important in
cosmetic retail because women like to study products, and unlike apparel retail
where the consumer can simply look at the product, cosmetics take more time
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because they require reading. Underhill found that “91% of buyers read the front
of a package, 42% read the back and 8% read the sides. 63% of women who
bought something read at least one product package” (Underhill, 2000). This
proves that there is a strong correlation between reading and buying.

Simply put, women want to feel comfortable and considered while shopping.
They don’t want to be hurried, they want to feel comfortable, and they don’t
want to be running into other shoppers.

Product decisions
With a clearly defined target market, retailers can make product decisions to
provide benefits that potential consumers are looking for. By making decisions
about product features, branding, packaging and labeling, a retailer can meet
the targeted consumers’ needs.

Branding
A brand is a name, image, slogan, design, or other distinguishing characteristic
that defines a product and sets it apart from competitors. The purpose of a
brand is to ingrain the philosophy, the image, and everything about the
company into the consumer’s brain so that it is readily available.

One of the most important aspects of branding is the name because it provides
instant recognition of a brand. The name reflects what a company stands for,
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providing an identity. Typically, the name arises after the idea of the product
and the service because it is a reflection of those criteria. The following are
standards that should be adhered to when selection a name. “Brand names
should be simple, so that they are easy to understand, pronounce, and spell.
Two words should be considered the maximum. They should be vivid in imagery
so that the mnemonics present strong memory cues. For example, it is said that
names beginning with the letter K are easier to remember. Brand names should
be familiar sounding so that much of the information to which the name relates
is already stored in the mind. Brand names should be distinctive so that the word
attracts attention and does not become confused with other brands” (Hague,
2009). Additionally, brand names typically fall under one of six categories, 1. The
name(s) of founder(s) 2. Descriptive names 3. Geographical locations 4. Play on
words 5. Brand value names 6. Made-Up names (Hague, 2009). In a cosmetic
retail application, selecting a brand with a descriptive name, and perhaps a
combination with geographical location, or name of founder would be the
most successful. Having a name that explains what the store is selling is
important in gaining initial recognition, as well as, maintaining long term
recognition (Hague, 2009).

Packaging and Labeling
It used to be that there were one to two options for each product. However,
today there are countless options for each product all calling out of the

Sarah Mundey Dorsey 26
2009


consumer, “buy me”. Therefore, it is essential that the packaging and labeling of
the product stand out.

In addition to product placement, packaging and labeling must stand out
through the use of combination of eye catching colors, contrast, or a nontraditional packaging shape compared to competing products. This is essential
in cosmetics retail as the vibrant colors of the products become the focal point
of the displays.

Promotion
In order to reach target markets, companies must utilize promotion techniques
to communicate messages about their products and services, while enticing the
consumer to buy. This approach can be achieved through various outlets, such
as, advertising, sales promotion, public relations, and personal selling.

Advertising
Traditionally, advertising is a one way communication reaching a mass
audience. The main objects of cosmetic advertising are, presenting new
products, maintaining existing products, and capturing the latest trends in
cosmetics. Most businesses rely on advertising to generate consumer interest in
their product and ultimately increase sales.

In the past, high end cosmetic retailers such as, Sephora, have not relied heavily
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on advertising; however, with expansion and rising competition, advertising in
this sector is becoming more and more important. In 1999, when Sephora was
developing their ad campaign that resembled the Rorschach inkblot tests (see
photo below), they set aside 25 million dollars, therefore, proving that the
company placed a high value on advertising (Elliot, 1999). Sephora launched
advertising campaigns in television commercials, print ads in magazines and
newspapers, posers on kiosks, taxis, buses, and through projections on buildings.


Sephora print ad campaign - Rorschach inkblot tests concept

Sephora also discusses how storefront can be a major source of advertising.
When they opened one of their flagship stores in New York, Sephora found that,
“Early growth was fueled not by advertising but by word-of-mouth buzz and
inviting storefronts in areas with heavy foot traffic. Our locations became our
advertising” (Sephora: Liberating Beauty Products, 2006). Advertising also plays a

Sarah Mundey Dorsey 28
2009


key role in communicating business objectives with the public such as sales
promotions.

Sales promotions
Sales promotions are short-time or “for a limited time only” offers that are used to
increase demand for a product and entice potential customers into retail
locations. A few common sales promotions include buy one get one free offers,
free with the purchase of, rewards programs, and limited time sales such as
semiannual or holiday sales. In the Marketing Week article “Sales Promotions:
Promotions Left on the Side”, the author explains that 40% of retail sales are
made under sales promotions (Sales Promotions, 2007). Sales promotions are
used a part of the overall marketing approach and are directly tied to the
success of retail cosmetic sales. Cosmetic retailers also commonly used product
demonstration as a form of sales promotion.

Public Relations
Public relations deal with the development and maintenance of a positive
relationship and image within all of the communities of the organization and
target market. By creating a positive image through communication with key
audiences, businesses can build a dedicated customer base and subsequently
increase demand for their products. This communication can be conducted by
many means including newsletters, philanthropy, and special events.
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The Avon Foundation is a public charity developed in 1955 with the main causes
of battling breast cancer and domestic violence. According to the Avon
Foundation website, the organization has raised over 660 million dollars in
support of causes linked to women including breast cancer and domestic
violence (Avon Foundation, n.d.). The Avon Walk for Breast Cancer had over
24,000 participants in 2008 who walked to raise awareness for breast cancer.
These initiatives demonstrate the organizations focus on these issues and raise
consumer support for the organization. In his book, Sales Promotion, Tony Yeshin
explains that Avon’s support of breast cancer awareness has led to an
enhanced corporate reputation, increased their market base to women who
are normally outside of Avon’s market segments, and Avon has created
openness about the disease which was new for many of the markets that they
serve. This is a prime example of how a company’s commitment to a cause can
build support and customer loyalty.

Personal selling
Personal Selling is generally performed by a salesperson who is knowledgeable
about a company’s products and services and understands techniques to build
a relationships and make a sale to a customer. The US Bureau of Labor Statistics
reports that in 2006, there were 4.48 million retail salespeople in the United States
(US Bureau, 2006). These salespeople are present to assist customers in finding
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items they are looking for and generate interest in their products.

How do people move in stores?

The shopping experience begins from the parking lot or street, whatever is the
point of entrance. People move briskly in the direction of the store paying little
to no attention to what’s written on the windows, displays, etc. Therefore, if it is
to be utilized it must be big, bold and make a statement. Since it is the
consumer’s goal to enter, making the entrance clear and dominant is essential.
Once through the entrance the consumer slows and adjusts to the surroundings:
lighting, temperature, observing the scents and noises, as they determine where
they want to go. About 10 feet into the store, the consumer is ready to take in
the store, this is called the landing strip, which consumers need to orientate
themselves with the store. The landing strip can consist of a display, sale flyers,
associates that greet with a simple hello and remind the customer where they
are.

It is human nature to move to the right once in a store. After heading to the
right, they will then look for the section that they came in for, once it is found the
consumer will move sharply in that direction. Research has also found that the
cash/wrap can also be a contact point for consumers when they enter, so not
placing it on the left would generally work best. Bluemercury in Georgetown
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utilizes this principal by placing their cash/wrap about 20 feet from the entrance
on the right. This is effective because it is not too close to the entrance to be
intimidating; however, it is visible to give consumers a contact point.

Since consumers instinctively move right, the front right portion of the store is
prime real estate; therefore, the most important merchandise should be placed
there. For example, Sephora in Georgetown utilizes this by placing their top
selling makeup, Bare Essentials, in a prominent display. By placing a top selling
product where consumers naturally gravitate, it will increase sales of that
product as well as draw consumers further into the store; therefore, prompting
additional purchases. (Underhill, 2000).

People walk and face forward, whereas, most stores are designed for people
that move sideways, as products are displayed on either side of the consumers;
therefore, requiring extra effort to turn and look. This can be resolved by
creating endcaps which identify products in the aisle and draw the consumer
into the aisle. Georgetown is the ideal location for a store to be arranged
vertically, due to the long and narrow spaces that are leased. Both Sephora
and bluemercury of Georgetown are arranged vertically, drawing the consumer
into the rest of the store. Sephora further emphasizes this movement by placing
endcaps on the end of every central display. When Sephora’s stores are
arranged horizontally, they place endcaps facing the aisles to draw consumers
into the display.
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Additionally, consumers see very little of what is displayed; this zone exists slightly
above eye level to about knee level. To grab attention outside of this zone,
large products should be displayed here; labels should be designed so that they
can be seen at odd angles with clear type and high contrast colors. Techniques
for getting consumers to go throughout the entire store even when they are
looking for only one or two items is to place staple items, like milk and bread, or
the section that most shoppers go to, i.e. the clearance section in the back of
the store. This then makes the consumer walk through the majority of the store
(Underhill, 2000).

Marketing at Retail confirms that PRS Eye-Tracking, which documents exactly
what consumers see and do not see, has found that when consumers view a
category they miss 1/3 of all products on the shelf. Products that typically do not
get noticed, take up less real estate, have ineffective packaging, are on the
top or bottom shelf, or are new products. Additionally, nearly two thirds of all
new products introduced into the market fail, mainly due to the reasons stated
above (Lev-Glick, 2008).

Precedent Studies

Precedent studies serve as tangible examples of existing businesses. These
models demonstrate successes and short comings in the market. Several
businesses have been selected to ensure that all essential factors of cosmetic
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retail design are covered. Precedent study locations were selected due to
having distinctive characteristics within the retail cosmetic industry. Additionally,
these sites will serve as models for an evidence based design to be completed
in fall ’09. These sites have been selected based on location, commitment to
sustainability, received acclaim in the media, and have other unique
characteristics.

A total of nine stores will be presented and analyzed. On site visits, an analysis
was be conducted on five of these stores; the other four were not be available
for site visits due to the location or absence of retail locations. Therefore, the
chart below represents the analysis of the five site visit locations, and the other
four examples will be included in text below. (See appendix 2 below)

Precedent Study Divisions
The sites have been divided into five sections, Sustainable + Natural Products,
Natural products only, Representative + Web-based, Retail + Spa/Salon, Retail
only. Though some of these categories may overlap, they have been divided
based on their fundamental philosophies.

1. Sustainable + Natural Products – the company emphasizes sustainability and
natural products first and foremost in their business model. Sustainable features
can be seen in every aspect of company from store design, product production
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and packaging, and campaigns supported.
2. Natural Products – the company emphasizes natural products; however, does
not emphasize sustainability in terms of packaging, store design, etc.
3. Representative + Web-based – the company solely operates through
representatives and online stores, there are no retail locations.
4. Retail + Spa/Salon – Focuses equally on both retail application and spa or
hair salons.
5. Retail only – Solely focuses on retail application, tend to focus more on
products and has a wide variety of products.

1. Sustainable + Natural Products
Aveda – Knoxville, TN
Aveda is a salon and spa with integrated retail. They have independent stores
and also partners with salon and spa professionals around the world. They
manufacture plant-based hair care, skin care, make up, PureFume™ and other
lifestyle products. Aveda is headquartered in the U.S.; however, is also present in
24 countries worldwide.

Aveda is widely recognized as a leader in sustainability, not only in cosmetics
but in the category as a whole. In April of 2009, Aveda was recognized as the
first cosmetics company in the world, and the second U.S. company in any
industry to achieve a Cradle to Cradle (C2C) sustainability endorsement. Seven
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Aveda products have earned a Gold C2C certification. Aveda was recognized
for “developing environmentally – intelligent products with the goal of
eliminating waste entirely.” Evident through their mission statement, Aveda is
committed to global stewardship both environmentally, and philanthropically.
Aveda’s mission statement is prominently placed in their retail locations to
publically acknowledge their philosophies (Aveda, n.d.).

Aveda logo + Aveda Website

Aveda Mission Statement – Aveda.com
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Aveda Mission Statement in store – naturalalternativessalonspa.com

Aveda philosophy + Advertisement for 100% wind power

Origins – Knoxville, TN

Origins is a natural cosmetics company that began in the late 1980’s. Their first
locations were inside select specialty and department stores in the United
States. Today, Origins is also located in travel retail, perfumeries, online and its
own retail stores around the globe. Origins focuses on anti-aging products made
out of “potent” natural ingredients. Origins’ beliefs can be summed up in their
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mission statement, “Our mission at Origins is to create high-performance natural
skincare that is powered by nature and proven by science. We use potent
plants, organic ingredients and 100% natural essential oils. And our long-standing
commitment to protect the planet, its resources and all those who populate it is
reaffirmed by our earth and animal friendly practices, packaging and policies”
(Origins, n.d.).

Origins – Department store, Knoxville, TN
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Origins Logo + Website

Orgins store location – Denver, CO

Origins Ad campaign

2. Natural Products Only
Lather - Atlanta, GA
Lather’s goal is. “to offer a superior skin care experience by creating products
using only the highest quality, effective natural ingredients, and providing
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exceptional services that not only treat the skin but educate the consumer.”
(Lather, n.d.) Lather has four retail locations across the United states. Lather is
committed to apply their holistic approach to cosmetics to the community.
Lather hosts and supports several events, such as, Shopping for a Cause: gives a
20% discount when clothing, shoes, etc. are donated, Migraine Million: which
supports natural remedies for migraines, and Soften your Carbon Footprint:
where with every sale of a featured foot care item, Lather will give 50% of the
retail price to carbonfund.org

Lather Logo + Website – www. lather.com
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Lather Scottsdale, AZ + Lather Atlanta, GA

Lather – New York, NY + Lather – Pasadena, CA

Key West Aloe - Key West, FL
Focus is on natural products, starting with aloe vera and adding fruit extracts,
vitamins, minerals, and natural emollients. Additionally, emphasis is placed
hydrating natural sun care. Success has been found in a tourist base that is
looking for hydrating products while on vacation. Spreading the word to their
homes, Key West Aloe has spread from New York to Washington, Europe and
beyond.
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Key West Aloe- Key West, FL, Pavlik Design Team – Logo/Graphic Design + Website

Key West Aloe- Key West, FL, Pavlik Design Team

3. Representative + Web Based
Avon
Avon is sold exclusively through Avon representatives and online. Avon brands
themselves as “the company for women.” Another slogan associated with Avon
is, “Hello Tomorrow”. This represents Avon’s commitment to being on the cutting
age of new products and research, as well as, staying current to marketing and
graphic design trends. Their mission statement, “Our vision is to be the company
that best understands and satisfies the product, service and self-fulfillment needs
of women globally. Our dedication to supporting women touches not only
beauty – but health, fitness, self-empowerment and financial independence”
(Avon, n.d.). What makes Avon unique is that they emphasis being a global
company who focuses on women’s needs as well the empowerment of women.
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Avon Logo + Print Ads

Avon Website + Avon “Hello Tomorrow Campaign”

Mark
Mark is the trendier brand of Avon that is marketed towards women 18 – 25
years old. Products are trendier focusing on the college age group. A lower
price point is also emphasized. Marketing Avon’s brand Mark consists of
distributing a Magalog, their cosmetics catalog which resembles a trendy
magazine, featuring popular young personalities (see photo below). Women
empowerment is also emphasized through their campaign, m.powerment which
sells necklaces to prevent “dating abuse and partner violence” (Avon, n.d.).
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mark m.powerment campaign + mark website

Avon’s Mark Magalog

4. Retail + Spa/Salon
Bluemercury - Georgetown
“Bluemercury offers a carefully edited selection of high quality, indulgent, and
innovative beauty and apothecary products from the world’s most coveted
brands and provides proprietary spa services” (bluemercury, n.d.). Bluemercury
has a personal touch emphasizing customer service and with advice from the
founder Marla Malcom Beck. The customer service link is one of four links at the
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very top of the website, showing its importance. Additionally, the website
features “marla’s beauty blog” where the founder discusses her personal beauty
issues and solutions.

bluemercury – Logo, Retail Store, San Francisco, CA, Website

bluemercury – New York, NY store, Customer Service Statement

bluemercury – Georgetown, DC
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Jacques Despars - Place Rosemere, QC, Canada
Jacques Despars sells exclusive lines of hair and beauty products. Emphasis is
placed on exclusivity and a high quality retail experience. The store has three
distinct sections, make up, hair products, and the “lab,” which is a semi-private
area for consultations and product advice. This feature also contains a
video/internet station for additional marketing opportunities. The “lab” acts as
an icon for the store as the front panel is illuminated, enhancing the brand.

Jacques Despars - Place Rosemere, QC, Canada, GHA Design
1. Retail Display 2. The “lab” 3. The “lab”

5. Retail Only
Sephora - Georgetown D.C.
“Shopping for cosmetics at Sephora is meant to be a hands-on sensual
experience. Sephora's self-service approach to buying makeup arrived from
France in 1998 with the opening of the first Sephora USA stores in New York and
Miami” (Sephora, n.d.). Sephora is known for carrying a variety of high quality
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cosmetics in attempts to find “the perfect” fit for everyone. In attempts to find
this fit, Sephora carries 11,000 items and over 250 brands (Sephora: Liberating
Beauty Products, 2006). Additionally, Sephora places a high degree of emphasis
on their store events and promotions. Events are scheduled every month and
highlight current beauty trends, meeting famous designers, seasonal looks, new
products, and advice from brand experts.

Sephora – Georgetown, D.C.

Sephora Logo + Sephora store
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Sephora product selection + Sephora website

Analysis of Site Visits
Five site visits were conducted at various cosmetic retail applications. Sites were
chosen based on similarities to the approach for the evidence based design to
be completed in fall ’09, as well as, media attention, marketing strategies, and
notable design features. Sites visited include, Sephora + bluemercury in
Georgetown, DC, Aveda + Origins in Knoxville, TN, and Lather in Atlanta, GA.
Stores were divided into two sections, primarily emphasizing sustainability,
including, Aveda, Origins, and Lather and non-sustainable primary emphasis,
including Sephora and bluemercury.

Categories surveyed include, business environment, lighting, materials and
finishes, store layout, architecture, and sensory design. An Excel spreadsheet
was developed to list and compare specific findings (See appendix 2).
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There were several similarities as well as differences in the business environments
of the various retail locations. Aveda and Origins are both located in shopping
mall settings, whereas, Sephora and bluemercury are located in urban settings,
and Lather is located in an airport. All locations offered both self and assisted
retail sales. Assisted sales are emphasized more in all locations compared to
other applications, such as, apparel and big box stores. Assisted sales are
emphasized in cosmetic retail settings to offer insight and education about
products that the consumer may not find from simply browsing. All of the stores
were similar in square footage with the exception of Sephora which was much
larger and Origins which was much smaller. The markets targeted were similar
yet specialized. Sephora and bluemercury targeted 20s to 40s where Aveda,
Lather, and Origins targeted the same demographic yet specialized in those
interested in sustainability and natural products.

Lighting design held similarities throughout; however, a few standouts arose. All
locations used ceramic metal halide lamp sources. The display/accent lighting
also consisted of mostly halogen lamp sources. Sephora uses diffused
fluorescent lamp sources to back light their products and Aveda solely used
parabolic aluminized reflector (PAR) lamps for display. Wall washing was also
dominated by ceramic metal halide lamps with the exception of Aveda that
used Fluorescent wall washing fixtures.
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Materials and finishes were fairly consistent across all the surveyed locations.
Aveda and Origins both had slate floors, whereas, Sephora, Lather, and
bluemercury has primarily hardwood floors. All five locations had gypsum board
ceilings and walls; however, Lather also incorporated textured wall panels.
Furnishings consisted of built-in or freestanding display units or tables. Aveda,
Origins, and bluemercury all had light wood furnishings and Aveda also
incorporated bamboo chairs flanking their testing station. The light wood
supports a spa/serene environment, which was the goal of all three stores.
Lather’s furnishings were all pure white, where Sephora typically used white,
black, and stainless steel finishes.

Store layout displayed the most differentiation between the locations. (See
appendix 3) All stores supported Underhill’s statement that “cosmetics are
usually stocked along a wall … this is where women let their hair down, literally
and figuratively. They need a little privacy if they’re going to cut loose”
(Underhill, 2000). All five locations utilized all of the perimeter wall space. Under
observation, consumers tended to gravitate to the wall display units, especially
when there were testing stations. In addition to having wall units, Sephora,
Lather, and bluemercury are organized vertically, with display units run vertically
throughout the store. Aveda is organized centrally, with one large testing
station/product display in the middle. The cash/wrap placement also varied
from store to store. In Sephora, the cash/wrap was placed in the back of the
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store, completely hidden from the entrance; whereas, in bluemercury it was
placed on the right wall in the middle of the store and in Lather it was offset to
the left. In Aveda, the cash/wrap was placed in the back of the store, yet it was
offset to the right. All stores incorporated testing stations. Sephora’s testing
stations were the most successful because of the volume and variety of
placement. Their 15+ testing stations included every endcap, testing carts for
employees to apply products, and along the walls. Sephora reaches all markets
with their testing stations, those to enjoy assistance from staff members, those
who like to experiment themselves, and those who like more privacy when
applying. On the other hand, bluemercury’s testing stations were on the edge of
display tables, were messy, were in the middle of the store, and gave the
appearance that they were only for the employees to use, which misses the
market segments that like to apply their own cosmetics. Aveda’s testing station
is successful even though there is only one because it is centralized, promotes
both assisted and self application through making testing user friendly yet
includes chairs for consumers to use while staff members apply products.
Amenities such as mirrors, cotton balls, tissues, Q-tips, and other applicators were
included at all locations.

The ceiling height of all locations is 10’-0” with the exception of bluemercury that
had two ceiling heights. Bluemercury’s overall ceiling height was 10’-0” with
three recessed circular planes that measured 11’-0” in diameter. These inset
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planes contained single-blade fans mounted on the ceiling. They were located
over display units and the cash/wrap. Additionally, the styles of all locations
were similar in the fact that they were modern, clean lined, yet had
differentiations that supported their brand. Aveda and Orgins used light woods
and natural colors such as green or a rustic orange to promote a natural feeling.
Lather achieved a Modern spa by using a clean white everywhere with hints of
trendy green and oranges and natural wood floor. Sephora emphasized
urban/modern glamour by using solely white, black with hints of red and
stainless steel. Sephora utilizes this simple color palette so that they store will
have a sense of individuality, place emphasis on the products and,
appropriately fit into the surrounding architecture.

Sensory design features were also emphasized in all five locations. A dominant
floral scent was present in most locations. Sephora’s scent was a floral musk,
whereas, bluemercury, Lather, and Aveda had a soft floral scent. Origins did not
have a dominant scent. Music was present at all locations. Aveda, Origins, and
Lather all had soft background music, whereas, Sephora played top 40 music at
a medium level and bluemercury played a soft electric mix.

Through comparing and contrasting features of the aforementioned stores,
insight has been gained about successes and shortcomings of these locations.
Looking at similarities in all five stores, such as lighting, it is evident that certain
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aspects are fairly standard in the cosmetic retail industry. Additionally, through
observation of the differences across all five stores, such as the testing stations,
the strengths and weaknesses of each approach can be understood. Through
both research and observation of various factors related to retail design, a
deeper understand of these factors has been gained.

Analysis of retail design

Before a retail design is developed, it is essential that all of the elements that
build the design are analyzed and understood. This knowledge is essential for
collaboration that can be developed between a retailers goals and the retail
design.

Lighting
“To love beauty is to see light.” Without light, we would not be able to see. Light
also determines how we perceive an object. It can make an object extremely
appealing and seem that you cannot live without it. Light can also make the
same object appear completely disgusting (Weathersby, 2006).

Retail lighting applications require a specialized lighting plan that is unique to
the application and space. A retail lighting plan also requires a high degree of
control, much like the control needs of a museum. Additionally, lighting should
be incorporated into the architecture rather than standing on its own. It should
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not overpower what is on display, but support and emphasize the positive
qualities. (Weathersby, 2006)

Retail lighting not only helps display and light the products, but provides other
visual cues, such as, attracting customers, way finding or guiding customers
through the store, and indicating where to pay and where to enter and exit.
(Morgan, 2004)

Lamp Selection
Another important aspect of a retail lighting plan is determining which lamp
source is appropriate. In retail applications it is essential to use lamps that have a
long life to reduce the need to change the lamp, which often requires ladders.
This especially would not want to be done during business hours as it would
detract from the shopping experience. It is particularly important for the lighting
to either fit with the design of the store or blend into the architecture.
Architectural Record, reported in 2000 that when Gensler created “design
standards for a rollout of 46 [Aveda] stores nation-wide” it was important to
have lighting that was mostly integrated with the architecture (Architectual
Record, Vol. 188, No. 8). It is also important that the lamp not produce a lot of
heat to protect the merchandise and ensure that the consumer stays
comfortable. Additionally, the color rendering index (CRI), which “is numerical
evaluation a stating the ability of a light source to render colors “naturally”
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(lightolier.com) is important when considering retail lighting. The CRI ranges from
0 – 100, with 100 being the closest to natural daylight. Incandescent lamps have
a perfect CRI of 100. The CRI minimum for retail spaces is 70. Generally, most
high end stores will have a CRI of at least 80. (Morgan, 2004) Selecting
appropriate lamps for retail applications is essential for the appearance of the
product and ultimately the sale.

One of the most important lighting applications in a retail setting is in the area
where consumers make the decision whether or not to make a purchase. In an
apparel store, this location is clearly the dressing room; Underhill found that
consumers spent between one-quarter and one-third of their total shopping
time in the dressing room (Underhill, 2000). In a cosmetic store, the purchasing
point is not concentrated in one area, but spread across the store in several
smaller locations, considered testing stations. Even though this space has proven
to be essential in making the sale, too often they have been ignored; they are
cramped and have harsh, unflattering lighting. Instead Underhill says that, “the
lighting should make everyone look like a million bucks. In fact, the illumination
should have several settings, so that you could see what a color would look like
in daylight, or under fluorescent lighting, or by candlelight” (Underhill, 2000). In a
cosmetic’s store, it would be beneficial to equip these testing stations with
several lighting options so that the consumer will be able to see how the
makeup looks in all light settings. In addition to the above stated light settings,
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incandescent lamps should also be included as many homes still use this lamp
source.

In providing ambient, wall washing, and detail lighting for the entire store, there
are many different lamp sources that are applicable to retail lighting. Ceramic
Metal Halides have a superior lumen package, a 10,000 hour lamp life, and an
excellent color rendering index (CRI) of 85-95. In retail applications this lamp is
mostly utilized in accent lighting, typically in a track head. Drawbacks consist of
not being able to instantly switch on, and it cannot be efficiently dimmed
(Morgan, 2004).

Fluorescent lamp technology is getting better year by year. Improvements
consist of increased CRI, lumens per watt, higher lamp life, dimming potential,
and a better color temperature. Fluorescents have an acceptable CRI of 85.
Fluorescent lamps provide a flat even illumination that is uniform. They do not
create contrast and drama, resulting in a lack of visual diversity, whether this is a
positive or negative depends on the retailer (Morgan, 2004).

Daylight provides a “full-spectrum illumination”. It also reduces energy
consumption and maintenance costs and has been proven to increase sales.
Direct sunlight on most products is not desired due to potential damage of
merchandise, such as fading and spoiling. Direct sunlight can also create glare
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and high contrast. Ways to avoid direct day light consist of, light shelves,
skylights, light tubes/pipes, louvers, and screening (Morgan, 2004).

Light Emitting Diodes (LED) are becoming more and more popular in retail
applications as more developments arise. LEDs have a tremendous lamp life.
Some retail applications include, cover lighting, niches, casework display and
other accent lighting (Morgan, 2004).

Sustainability and retail lighting, specifically sustainable cosmetic retail goes
hand in hand because of the need to protect the products from heat. In 2000,
Architectural Record reported on Gensler’s transformation of Aveda retail
locations. The goal was to plan stores that were cleaner in line, more
thoughtfully organized, and more dependent on natural materials and
resources. A large part of this overhaul was rethinking the lighting plan. Together
with Monato, they devised a lighting plan “that supported the new spa like
interior elements of light millwork, stone flooring, recycled glass mosaic tile, glass
shelving, and freestanding waterfall walls” (Aveda’s Naturalistic, 2000). This was
achieved through providing a consistent ambient illumination, by using
“freestanding sculptural elements that create bump-out display along the
perimeter walls.” These display units were made of a frame of four oval rings that
were staggered vertically that were stretched with lycra fabric, standing 6 feet
tall. Walls were washed using standard wall washing fixtures, recessed ceiling
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channels, which accommodated low-voltage MR16 lamps. Additional accent
lighting was created by MR16 lamps that were used on graphic accent walls
and window displays. At the cash/wrap counter, pendants were featured made
of grass-fiber paper that were laminated onto acrylic liners (Aveda’s Naturalistic,
2000).

The Aveda location that was visited did not have the same lighting plan as
mentioned above; however, it did support Aveda’s commitment to
sustainability. Ambient light was provided by ceramic metal halide lamps on a
curved track, and wall washing was provided by fluorescent fixtures. In the past,
fluorescents were not used in boutiques; however, with advancements,
fluorescents are used to softly wash a wall, or are diffused to back light a display,
and etc.

Successful retail lighting can be achieved while making simple decisions that
are better for the environment, create lower energy costs, and potentially
reinforce the philosophies of the store.

Testing Stations
Testing stations are the equivalent of changing rooms in apparel stores. As
research has indicated, testing stations are important to making the sale and it is
essential that they are carefully considered during the store design.
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Sephora is particularly known for having an abundance of testing stations
throughout their stores. Typically, these stations all have lighted mirrors,
amenities, such as cotton balls, Q-tips, and tissues. The Georgetown testing
stations include, carts, endcap testing stations as well as, wall mounted (See
photos below). The cart testing stations are for employees’ use to apply makeup
on customers, whereas, the endcap and wall mounted testing stations are
designed for consumer self-service. The cart testing stations were located in the
front of the store, flanking the door, the endcap stations were located on the
end of every retail display, and the wall mounted stations were located along
the perimeter of the store. While observing consumers in the Georgetown store,
they would consistently take products from the display units and apply them at
the wall testing stations. This occurs because the mirror is larger and lower
making it easier to see yourself. Secondly, these testing stations are out of the
way. Consumers hate being in a cramped area while shopping, especially while
checking to see if something looks good or not. Therefore, having testing stations
away from heavily traffic areas is essential in giving the consumers a sense of
privacy, yet openness as they don’t feel that they are going to bump another
customer. However, having testing areas in several areas in the store is important
to meet the needs of all target markets.
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Georgetown – Cart testing station + Wall testing station

Bluemercury in Georgetown is an example of poor testing stations, mainly
because of the layout of the store did not incorporate testing stations. Instead,
application tools, cotton balls, and tissues are placed arbitrarily on the edge of
the display tables. While this does not promote consumer testing, it does
encourage customer/staff interaction, which for some clients may make the
sale. However, bluemercury misses the market of consumers that like to test
products themselves.

Merchandising
Merchandising is how retailers promote and sustain commercial activity, with the
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goal to maximize sales. This is accomplished through product design, selection,
and how the item is packaged, priced, and displayed within the store.
Merchandising is cyclical as the seasons change, especially during holidays.
Seasons and special events determine how products are displayed, what is
given prominence, color schemes, and etc. With stores constantly changing,
consumers are drawn in to see what is new.

Sephora is known for their innovative merchandising systems. In 2007 they were
recognized by the POPAI Merchandising Awards for their latest endcap design
by Array Marketing (see photo below). The design allows for flexibility in what is
featured, while the shelving maintains a floating appearance that looks custom.
These endcaps, like most of their endcaps promote interaction with the
consumer. They emphasize testing products by including lighted mirrors, cotton
balls, tissues, etc. along with the featured product. Additionally, they draw
consumers in by featuring a contrasting color to the other white displays, as well
as a contrasting surface appearance compared to other displays.

Another important aspect of cosmetic merchandising is to keep display units
clean and orderly, which can be a challenge. Array’s solution was to use a
molded acrylic on top of a brushed nickel to incorporate texture and interest,
giving the unit a clean, sleek appearance while it is also easy to clean. The
acrylic label protector located at the top of the unit is easy to clean, and easy
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to interchange labels.

Sephora endcap display – Array Marketing

Additionally, Sephora endcap marketing solutions consist of the design for the
BareMinerals and Buxom endcaps (See photos below). The BareMinerals
endcap consists of several “Get Started” kits. Enclosed behind plexi-glass all the
items that are included in the kit are neatly displayed and below, open for
testing are the products. Flaws with this system include no tissues, cotton balls,
etc. and several of the products had been removed from the system. Though
this display did not use flashy textures and finishes, it was successful because it
took a product with several steps, packaged together and clearly explained
what was included in the package. The Buxom display took a different
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approach by using color, contrast, and texture to attract consumers. This display
incorporates samples on all levels of the display, not just on the top like the
BareMinerals display. The Buxom display is targeted at college age women
through its trendy use of color, texture, and graphics. It is successful at attracting
the consumer’s attention; however, does not include tissues, cotton balls, etc.

Sephora – Georgetown, BareMinerials Endcap + Buxom Endcap

The display units below clearly make the merchandise available to the
consumer. They invite the consumer to test and try the cosmetics; however, this
can be difficult because manufactures want to sell their makeup in as clean
and orderly way as possible. Accordingly, makeup is sealed and tamper evident
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when a consumer sees no sample and rips it open. This reinforces why it is so
important to provide testers.

Popai European 2009 Awards – DKNY display – Designer BLEU CAPITAL + Kenzo
display – Deisgner MEDIA 6

Making the sale is the main reason for making the merchandise available to test,
but another reason is selling up. If there is no basis for comparison, then
instinctually the consumer will purchase the lower price point. However, if the
store sets itself up to educate the consumer, a certain amount will spend more
than what is necessary. Additionally, if the consumer is given three brands to
choose from, they will rely on the education that the store provides, and have a
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sensible reason for choosing the more expensive, better product.

Window Display
The purpose of window displays is two-fold, to reinforce the image of the store
and to entice the consumer to come inside. Typically, window displays consist of
signage and merchandise. Signage should have large, clear font that is easy to
read from a distance and while moving. Signage should bring the customer in
through promoting sales and new products. Merchandise should show the latest
trend, especially capitalizing on color to catch the consumer’s eye.

Georgetown, DC is known to be the home of many shops that consumers flock
to everyday. Since Georgetown is a walking experience, window displays
become more of an experience than purely informational. Therefore,
Georgetown provides the perfect opportunity to draw customers in through
creative window displays; however, with high rent, window displays come at a
steep price. Both Sephora and bluemercury on M St. have window spaces;
however, their displays are less than successful. Sephora simply had a graphic
banner and a few products displayed in each window. (see photo below)
Bluemercury’s display was similar with graphic banners in each window and a
low small square table with products that were arbitrarily placed on it. When
both of these stores were designed, it was obvious that the window display was
not considered. Since space is so limited in Georgetown, it would not make
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sense to have a large window display, so an answer must be found using less
space. For example, the window display space would not have to be extremely
deep. Instead they would utilize the vertical space while slightly different depths
would be created to give dimension to the display, rather than everything being
displayed on the same level.

Sephora - Georgetown, DC – Window display + Street view

Sight
Sight plays a large role in how most Americans shop since it provides so much
vital information about a product. Lindstrom states, that “much of what we
perceive every day is connected to our eyesight. Still, most of the time, we’re
barely aware of it” (Buyology, 2008). Lindstrom discusses a study conducted
while he was developing prototype containers for a diet mayonnaise product
targeted at female shoppers. Two container prototypes were developed. Both
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held the same amount of mayonnaise and displayed the same logo. The only
difference was the shape of bottle. The first bottle was narrow around the
middle, and thicker at the top and bottom. The second had a slender neck that
went down to a larger, rounded bottom, which resembled a genie bottle. When
all of the diet conscious females were asked what product they preferred,
unanimously, they said that they preferred the first bottle. Why? Simply because
all of the women associated the shape of the bottle with their own bodies.

Image plays a huge role in whether or not a product is purchased or not. In
cosmetics applications, how the product is viewed is particularly important
because all of the products are small and similar sizes. Therefore, having
variation in appearance is essential because without the differences the
products would appear similar, making it difficult for the consumer to make
product choices.

Color
Color is extremely important in retail applications. Typically, most retail
environments incorporate classic, timeless hues and the trendy color of the
season. This trend is also common in residential interiors.

Color can be very powerful in forming a strong emotional connection to a
brand. In a study by Martin Lindstrom, Lindstrom proved the effect of simply a
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color and brand association. Six hundred women were brought into a room and
were presented with a small blue Tiffany’s box with no text on it. When the box
was received the women’s heart rates were measured. It was found that on
average, the heart rate increased by 20%. With no reference to the Tiffany’s
logo, color alone created excitement by eliciting hopes/memories of
“engagement, marriage, babies, and fertility” (Buyology, 2008).

What colors might increase excitement in cosmetic retail targeted at women?
Pink. The color is associated with luxury, sensuality, and femininity. Pink is readily
associated with cosmetics because of the qualities listed above. Cosmetics are
typically marketed to make women feel special, happy with their appearance,
and feminine (Buyology, 2008). Pink products have been introduced into the
market through a variety of products from cosmetics to electronics and sports
equipment. Even though electronics and sports equipment are typically
marketed towards men, by only changing the color to pink they are instantly
marketed towards women, showing the power of a “simple” color.

Furthermore, color has proven to increase brand recognition by up to 80
percent. In a study by Lindstrom, when consumers were asked to approximate
the importance of color when buying products, 84.7 percent of all respondents
said that color was more than half the criterion that they consider when
deciding what product to buy. Accordingly, quality of product and value for the
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money were less than half the criterion, proving the importance of color and the
hold that it has over consumers (Buyology, 2008). Additional studies by Lindstrom
have found that when people make subconscious judgments about people,
environment, or product, within 90 seconds between 62 and 90 percent of that
evaluation is solely based on color alone. Whether subconsciously or
consciously, color plays a tremendous role in determining what a consumer
purchases.

Color can also enhance the mood that the store wants to project. For example,
Sephora brands themselves as trendy, urban/modern, and glamorous;
therefore, their primary color scheme of white and black is simplistic yet bold
which supports their branding. On the other hand, bluemercury brands
themselves as natural spa like atmosphere. Their color scheme of light blue and
light woods evokes relaxation and nature. All precedent studies including,
Aveda, Origins, Lather, and Key West Aloe, which promote natural products
utilize a form of green into their retail design. Green evokes the wide spectrum of
greens found in nature and accordingly supports the merchandise sold.

Touch
It is human nature to want to experience the tactile nature of merchandise.
Touch describes an object quickly, providing the consumer with vital information
that will make or break the sale. It can also make the consumer emotionally
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attached to an object, leading to impulse buying. Shopping entices the
consumer to touch, try on and experience the product. Humans expect and
crave the tactile environment that the in-store retail environments provide.

Sound
Often, sound subconsciously affects consumer’s buying decisions; however,
sound branding has been around since the 1950’s (buyology, 157). For example,
Kellogg’s has spent years with a Danish lab developing a “one-of-a-kind
crunch” so that any child could tell the difference between generic cornflakes
and Kellogg’s brand. Other examples include, Ford Motor Company developing
a latch systems for their Taurus that sounds like vault closing or the sound of
freeze dried coffee and the Pringles can opening that elicit sounds of freshness.
"Music operates on an unconscious level," says Bob Finigan, vice president of
product and marketing for Muzak, which develops background music for stores
and restaurants including Red Lobster and JCPenney. He says that music can
evoke positive emotions that contribute to people's feelings toward companies,
which in turn affects their spending decisions” (Palmer, 2007).

The following study, conducted by the University of Leicester proves the power
of sound in buying decisions. In the wine section of a large grocery store, they
played over the speakers, either accordion-heavy, recognizably French music,
or a German Bierkeller brass band. They found that on the French music days, 77
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percent of consumers purchased French wine. On the German music days, the
majority of consumers selected German wine. The researchers found that the
customer was three to four times more likely to select a bottle of wine based on
what music was playing (Buyology, 2008). Were the consumers aware of the
music? Yes, but only on a superficial level. Of the consumers who agreed to
answer questions at checkout, only 1 out of 44 mentioned that the music was
one of the reasons that they selected that wine. Sound subconsciously affects
consumer’s purchasing decisions because it typically floats into the
background.

Sound, especially background music is important in a retail setting because it
creates an atmosphere and takes the attention off of the shopper. Whether
aware of it or not sound plays an important role in consumer’s mood,
associations, and ultimately buying decisions.

Scent
Scent is by far one of the most important aspects of buying certain cosmetics,
especially lotion, perfume, hair products, and etc. Why do people buy lotion
other then how it feels on their skin? What does everyone do before buying
perfume, shampoo, etc.? The consumer is primarily influenced by scent.

As previously stated, shopping can be elicit emotions and memories.

Sarah Mundey Dorsey 71
2009


Accordingly, they can be extremely powerful in promoting brand loyalty and
ultimately purchasing. Using scent in marketing is becoming more and more
popular due to visual sensory overload, as well as, to compete with the internet,
as the internet can offer visual and auditory stimulation, but not olfactory. Simon
Harrop, chief executive of BRAND sense agency, recognizes that “the power of
scents comes from their close association with emotion and memory. Get the
smell right and you can bypass rational thought. Field trials in stores have shown
that aroma can achieve the holy grail of marketing. It can prompt customers to
try new brands, and to stay loyal to them” (Rosenthal, 2008).

Scent branding has proven to be so powerful that there are companies that
focus entirely of creating personalized scents for companies. For example,
ScentAir created a scent with citrus bases and vanilla overtones that would be
lightly puffed into the air in Sony Style Stores. This scent was developed to
"appeal to a female buyer more intimidated by electronic items," says Van Epps
of ScentAir. Another goal of scent branding is to elicit memories. For example,
ScentAir developed the scent branding for Bloomingdales, with the goal to elicit
memories. “The soft scent of Baby Powder speaks to as mother’s memory in the
infant department. The intimate apparel department is inviting with the soothing
scent of Lilac, while Coconut wafts through the swimsuit department. And
during the holiday shopping season the scents of Sugar Cookie, Chocolate, and
Evergreen create a warm and pleasant experience” (ScentAir, n.d.).
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What does scent branding do? First of all, when the consumer smells a specific
store’s scent they automatically recall the store. Clearly scent branding is utilized
to help boost sales by encouraging the consumer to linger longer and elicit
memories and/or a state of relaxation (Palmer, 2007).

Mirrors
Mirrors slow people down and prompt them to look around at their surroundings
and themselves. However, too many mirrors can detract and make the store
feel like a “fun house”.

Contrasting, some women see a mirror and run the other direction. However,
when sampling makeup, all women want to see how they look before buying.
Accordingly, mirror placement should be both in public and private areas. The
publically placed mirrors should be marketed towards women who are in a
group or perhaps those that want to be noticed by a sales assistant. Privately
placed mirrors should be placed away from the main corridor in small niches to
accommodate those that would like more privacy while sampling make up.
Designing to appeal to consumers will increase sales because the consumer will
feel more comfortable, through the sensory experience, organization, and
layout of the space.
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Cosmetic Retail Survey

To gain a better understanding of the target market, a survey was conducted
selecting females, ages 18-40’s in the D.C. metro area. Questions were asked
regarding their cosmetic shopping behavior. These questions included, how
often they purchase products, where they purchase cosmetics, what products
they buy, in-store or online preferences, and importance of in-store design. See
appendix 4 for survey results. Some significant findings include, females shop
frequently for cosmetics, 43% said that they shop over 15 times a year for
cosmetics and 21% shop 10 to 15 times a year. Additionally, 93% of women
surveyed purchase makeup and hair care products, and 71% purchase
skincare, and 36% purchase perfume. Therefore, consumers in D.C. are most
likely to purchase makeup and hair care, but also skin care and perfume. The
vast majority, 93%, said that they prefer to buy cosmetics in-store. When asked if
they used the internet prior to shopping in-store, 50% said never, 43% said
sometimes, and 7% said always. Therefore, this proves that the internet is fairly
important to marketing in-store promotions. Several factors impacted why the
participants preferred purchasing cosmetics in-store. When given the
opportunity to check all that applied: 71% valued testing products, 57% enjoyed
comparing products and 57% also liked getting advice from staff, 64% valued
seeing new products, finally, 57% said that it was a leisure activity. When asked
what was important to them when shopping in-store, and given the opportunity
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to check all that applied: 86% agreed that selection was important, 71% valued
store organization, 57% valued price, 50% thought it was essential that products
were easy to test, 43% thought the store atmosphere was important, and 36%
valued product display. When asked how important the store design and
atmosphere was to them: 57% said somewhat important, 36% said very
important, only 7% were neutral, and 0% said that it was not important.
Therefore, this proves the importance of design and atmosphere when selling to
female consumers of D.C. When asked where they shop for cosmetics the
finding were inconclusive as answers were spread across the board between
department stores, specialty stores, big box stores, and drug stores. However,
most participants agreed that they shop a variety of locations for cosmetics.
64% said that they shop at specialty cosmetic stores, proving that there is a
market in D.C.

In general, these findings support the above stated research on consumer’s
shopping preferences. The most significant confirmation is that in an internet
age, consumers still value shopping in-store for cosmetics. Therefore, a specialty
cosmetic retail application is a viable business for D.C.

Building and site survey

When you think about shopping in Washington D.C. you think about
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Georgetown because it is home to many top retail establishments. In fact,
Southern Living, in their January 2009 issue, listed Georgetown within the top ten
of the best shopping districts in the US. Top makeup establishments, such as
Sephora, Aveda and bluemercury are also located in Georgetown. However,
there is a gap in cosmetic retail in Georgetown, and a need for a fun and fresh
sustainable and natural cosmetics store. Therefore, Georgetown is the perfect
location for the evidence based design.

Georgetown is home to many retail establishments, restaurants, hotels, spas and
salons, other top businesses. It is also home of one of the most desirable
residential districts in D.C. There are approximately 22,500 residents residing in
Georgetown. 65% of residents have earned a college education, of these 26%
have achieved only a bachelor’s degree and 39% have achieved a master’s
degree. The average household income in Georgetown is $157,000. The median
income for those under 25 is $38,000, age group 25-34 is $65,000, age group 3544 is $102,000. Georgetown is an ideal location for a sustainable cosmetics store
as a higher education leads to a greater awareness of environmental issues
(Jones & Merrit, 1999). Additionally, natural/sustainable products tend to have a
higher price point than synthetic products; residents of Georgetown will be able
to afford them.

Therefore, Georgetown has proven to be viable location for a sustainable
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cosmetic retail company. The recommended site location is 1229 Wisconsin Ave.
NW, Washington, DC, located just off of M St. in downtown Georgetown.

1229 Wisconsin Ave. NW, Washington, DC – www.maps.google.com

Proposed site location: www.maps.google.com
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Preliminary Proposed Program

When considering what elements must be incorporated into a sustainable
cosmetic retail design, research, precedent studies, and site visits all prove to be
important references. The space must be located in an area that promotes
consumer traffic. This includes being near other retail establishments, restaurants
and attractions. Additionally, the space must have access to natural daylight;
this is preferable through the storefront window and skylights. Access to natural
daylight will reduce the energy load, allowing for supplemental lighting options.

Users of Space
Consumers
Consumers will need a pleasant shopping environment that is well organized
and is easy to navigate. Also, the space must promote educated decisions. This
will be provided through appropriate lighting, opportunities to test products,
adequate room between product displays, and an inviting store design that
promotes lingering.
Sales Staff
Employees will need a pleasant work environment to increase productivity,
which will ultimately lead to increased sales and customer satisfaction. This
environment can be achieved through providing pleasant lighting, outdoor
views, comfort features, such as, shock absorbing mat and ergonomic furniture,
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i.e. task chair. Including the proper tools for an employee to perform their job is
essential. For example, designing a testing station that is easy for the employee
to use will make them more comfortable and therefore make the customer
more comfortable.
Maintenance Staff
Maintenance staff will need adequate storage area for tools, ladders, cleaning
products, etc. This space must be well organized and easy to use to increase
productivity.

Space requirements + Adjacencies
The precedent studies have demonstrated that cosmetic retailers can be
successful in both large and small locations. However, for this example the
space will be on the larger end of spectrum, approximately 5,000 square feet.
Considering the spaces leased in Georgetown, this space must utilize two stories.

Certain adjacencies are crucial in cosmetic retail design. Testing stations must
be near products. The cash/wrap should be placed so that it is visible from the
door, yet at least 20 feet back so that it is not overbearing. Additional
cash/wraps in the rear of the store or potentially upstairs might also be
beneficial. All storage rooms should be near each other so that one door can
be used as an entrance point to all back of house areas. Product storage must
be incorporated into display units, to ensure easy restocking during busy times.
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Public Spaces:
Retail Area
Merchandising/display units
1. Wall units
2. Freestanding units
Testing stations
1. Centralized - easy to find also, suited for staff to apply products and
group testing
2. Wall units - away from main traffic corridors
3. Endcaps- convenient - near products
Amenities required for testing stations - lighted mirror, tissues, cotton balls,
brushes, makeup remover, integrated trash bin
Private Spaces:
Cash/Wrap
Needs to hold 1 computer and have clear desk space for packaging
purchases and wrapping gifts
Integrated storage in cash/wrap for supplies: i.e. bags, tissue paper, gift
wrapping supplies, office supplies
Integrated storage
Integrated within display units, available to staff for on hand products in
showroom
Storage room
Need storage for products, extra display units, and extra window display
units
Utility closet
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Cleaning supplies closet
Staff lounge/Storage area
Sofa, chairs, dining table and chairs, and lockers for staff belongings

Conclusion

Why do people shop? Why do people buy? Shopping can be perceived as
both a necessary evil and a pleasurable leisure activity. Successful integration of
marketing, sustainability and interior design can develop synergy that can
benefit the business, consumers, and all of their communities. The elements of
retail design can efficiently collaborate with marketing strategies to reach a
retailer’s organizational goals and objectives. This collaboration can be grown
exponentially through the application of sustainable practices which add value
for the business, consumer, and world.

As stated above there are several aspects involved in a successful store design.
The design must attract and entice the target market, it must be well lit with
lighting that enhances the products as well as creating a pleasant environment,
and it must appeal to the senses. The merchandising aspect of the design
includes using effective packaging and labeling, the store must be laid out well
so that it is organized, and display units must show all products, attract
consumers, and appear clean and organized. From a marketing standpoint, the
branding and promotion of the store are essential. A store must develop a
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distinct brand that separates itself. Having a website is a key promotional tool,
creating awareness, keeping up with how people browse and shop. Utilizing a
website as promotion, to enhance the in-store retail experience is key.

Precedent site visits have provided hands on experience to witness the synergy
between design, marketing and at times sustainability in retail applications.
Retail success presents a seamless transition between all three.

Aveda provide a seamless transition between their philosophies, product, and
design aesthetic. Aveda markets themselves as leaders in cosmetic
sustainability; they publicly achieve this through prominently placing their mission
statement in Aveda locations, print advertisements and a sustainable section on
their website that discusses their use of100% wind power, sustainable product
packaging, and their earth and community efforts. This effort carries seamlessly
into their design as they use of natural building materials, such as, slate and
bamboo. Furthermore, their store designs tend to be minimalistic and open
eliciting a natural earthy feel, which is complemented by their traditional neutral
and earthy color palette. Through the collaboration between store design,
sustainability, and marketing, Aveda achieves retail success through the synergy
of these three factors.

Looking at Aveda’s model as well as similar models it is clear that for retail
success there must be a seamless transition between the design, sustainability
factors and marketing aspects. No feature will stand out over another, but they
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will seamlessly work together to make one design. Therefore, this notion will be
carried over to the design that will be completed in fall’09. However, it is
essential to make this design unique so it will stand out from the competition. This
design will not only be marketed sustainably, much like Aveda or primarily focus
on great product selection and testing, like Sephora, it will combine these
factors creating the ultimate new experience in cosmetic retail. The philosophy
of the store will centralized on carrying the ultimate selection of natural
cosmetic products while providing the paramount facilities to test, apply, and
compare products. A large area will be devoted to this, emphasizing testing
and comparing, all amenities will be provided as well as interactive computers
that have information on products, promotions, etc. All markets will be reached
by providing testing stations in more secluded areas across the store. Graphics,
promotions, displays, will all reinforce testing and comparing, thus creating a
seamless transition.

Testing leads to buying. Therefore, by having the store design and marketing
campaign collaboratively reflect this philosophy; it is a viable concept for a
cosmetic retail application.
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Appendix 2


PrecedentStudiesSiteVisits


Aveda

bluemercury

Sephora

Origins

Lather

Knoxville,TN

Georgetown,DC

Georgetown,DC

Knoxville,TN

Atlanta,GA

Setting

WestTownMall

StreetStorefront

StreetStorefront

WestTown
Mall

HJAAtlanta
Airport

BusinessType

Retail/Spaand
Salon

Retail/Spaand
Salon

Retail

Retail

Retail

Salestype

Self+Assisted

Self+Assisted

Self+Assisted

Self+Assisted

Self+Assisted

Size

21'x26'
(retailspace)

19'x40'

31'x83'bottom
31'x83'top

13'x24'

18'x35'

Sustainable

upper20s40s

20s,30s,40s

Sustainable

HipSustainable

NeighboringStores

YankeeCandle
SunglassHut

Sephora,MAC,
PotteryBarn

BlueMercury,
Mac,PotteryBarn

WithinBelk
CosmeticDept

Restaurants

Ambient

CeramicMetal
HalideTrack+
PAR

CeramicMetal
HalideTrack

CeramicMetal
HalideTrack

CeramicMetal
HalideTrack

Recessed
CeramicMetal
Halide

PAR

HalogenPuck
lampsindisplay

Backlit
Fluorescent

PAR

PAR

Fluorescent

CermicMetal
HalideTrack

N/A

CeramicMetal
HalideTrack

Recessed
Fluorescent

Grey/BrownSlate
1'x1'run
diagonally

Lightwoodrun
vertically

DarkGreywood
randiagonally+
1'borderblack+
whitetile

GreySlaterun
straight

TigerWoodran
horizontally

Gyp.BD.one
height

Gyp.Bd.two
heights

Gyp.Bd.one
height

Gyp.Bd.one
Height

Gyp.Bd.one
Height
Gyp.Bd.+
Paint+
Texturedwall
panel

Environment

Location

Lighting

TargetMarket

Accent
WallWashing

Materials+Finishes

Flooring

Ceiling

Walls

Furnishings

Layout

StoreOrganization

Cash/WrapPlacement

WindowDisplay

Gyp.Bd.+Paint

Gyp.Bd.+Paint

Gyp.Bd.+Paint

Gyp.Bd.+
Paint

Lightwooddiplay
units,Bamboo
chairs,+round
metaldisplay

Lightwood
displayunits+
Builtinwall
displayunits

Testingcarts

BuiltInlight
wooddisplay
units

WhiteDisplay
units

Mostlywall
displayunits+
fewcentral
displayunits

Mostlywall
displayunits+few
centraldisplay
units

Linearwith
displaysinmiddle
+onwall

Mostlywall
displayunits+
fewcentral
displayunits

Mostlywall
displayunits+
fewcentral
displayunits

BackRight

Right/Middle

Back

Right/Front

Left/Back

Graphics,TV,few
products

Smalltablew/few
products+
graphics

Graphics

N/A

N/A
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TestingStations

Yes

Yes

Yes

Yes

Yes

Quantity

1

3

15+

1

1

Location

Centralized

Edgeofdisplay
table

Oneveryendcap
+alongwalls

Centralized

Centralized

Cottonballs,
brushes,qtips,
tissues

Cottonballs,q
tips,tissues

Oneveryendcap
+alongwalls

Cottonballs,
qtips,tissues

Centralized

CeilingHeight

10'

11'and10'

10'

10'

10'

InteriorStyle

Natural/Organic

Spa/Relaxing

Urban/Modern
Glamour

Natural

SpaModern

Plant/Flower
essence

SoftFloral

Musk/Floral
Purfume

N/A

SoftFloral

SoftBackground

SoftElectric

Top40

Soft
Background

Soft
Background

Soft

Soft

Medium

Soft

Soft

Orange,Brown+
White

Blue,Tan,White+
Black

White,Black+
Red

Green,White,
Brown

White+Green

Spa,natural

Spa,Relaxing

Trendy/Modern

Natural

Modern,clean

Architecture

Amenities

Sensory

DominantScent
Music/Sound

Other

Level
ColorScheme
Mood/Atmosphere
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Appendix 4 cont. – Sample survey completed
1. How often do you buy cosmetics a year? Cosmetics include, make-up, skin care, nail
polish, perfume, hair care, etc.
15+
2. Where do you buy cosmetics?
Specialty Store (i.e. Sephora, bluemercury, etc)
Big Box Store (i.e. Wal-Mart, Target, etc)
Drug Store (i.e. Wallgreens, CVS, etc)
3. How much do you spend on cosmetics a year?
$101-200
4. What cosmetics do you buy? Check all that apply.
Make-Up
Skin Care
Hair Care
Perfume
5. How do you prefer to buy your cosmetics?
In-store
6. If you buy online, why do you buy cosmetics on the online? Check all that apply.
7. If you buy in-store, why do you buy cosmetics in-store? Check all that apply
Opportunities to test products
To compare products
Advice from staff
To see the latest products
8. What cosmetics do you buy on the online? Check all that apply.
9. What cosmetics do you buy in-store? Check all that apply.
Make-Up
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Skin care
Hair care
10. If shopping in-store for cosmetics, do you look online for product selection/sales first?
Sometimes
11. When shopping in-store for cosmetics, what is most important to you? Check all that
apply.
Selection
12. How important is the store design/atmosphere to you?
Very important
13. Age
25-34
14. Gender
Female
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