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If we think about the famous Apple Stores, we realize that the most valuable brands — even
if not retailers by themselves - actually have a strong retail component in their value chain.
Part of the explanation is that retail is clearly a very strong builder of brand awareness and
as a visibility and communication tool, retail space can be used to achieve better brand
performance. Additionally, and more importantly, retail is the place where the brand meets
the client. Few other brands have this possibility; most of them, like the FMCG brands, wait on
a shelf to be picked by the consumer Retail brands have the power to actively attract the
customers and thus increase the chances of closing the deal. And many times, customers

first choose the store and then the product brand they need.

A retail brand is more than a product brand, more than a service brand and more than
a location/environment brand - it is about all of them together Of course that the basic
principles of marketing and branding do apply, but the segmentation is more difficult, given
the multiplicity of retail brand attributes. It is strenuous to do a proper segmentation and
targeting job when the outlets want to sell everything to everybody and do not understand
their competitive advantages. Moreover, the “lowest price’ tagline is a trap, because
everybody claims it, but only the biggest players can really keep up with this fight. Therefore,
it helps when the store has a clear differentiation and positioning, which must be credible,
relevant to consumers and delivered day in, day out. This in turn helps the building of a
distinctive brand, which is obviously different for a DIY retailer compared to a supermarket or

a category killer.

However, distinctiveness is not enough in retail. Brand loyalty in retail is to be achieved by
customer trust. In order to acquire this, a mélange of pragmatism, functionality, emotions
and entertainment must be delivered— and all these account for the brand experience.

In order to deliver an outstanding brand experience, the frontline employees must be
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knowledgeable of the companies way of doing things and the consumer expectations.

Here, the brand engagement programmes will make a difference.

Another expression of brand power in retail is the use of private labels and own labels. Over
the past decades, these allowed retailers to achieve a better negotiating position against
the product brand suppliers and consequently to skew the balance of power in their favour.
Nowadays it is impossible to believe that a retailer could survive or grow in the years to come
without building a strong brand, and store branding & design is a strategic tool to achieve
brand differentiation, to gain brand loyalty and to make the best use of private labels. That
implies a holistic approach to design, so that a customer should instantly learn what that

brand stands for just by entering the retail place.

The store branding and design approach must encompass the brand identity and the retalil
design as such, but also brand engagement training with the management and employees.
This was the approach for the DOMO retail store (see page 042): the new identity enhanced
awareness and attraction, the retail design was developed in accordance with the playful
and friendly personality of the brand, while the front line employees were trained and
engaged with the spirit of the brand. All these contributed to delighting its customers with
the most pleasurable shopping experience, and allowing the client to weather the recession

better than its competitors.

Especially for an up-and-coming player, the brand identity and retail design can make a
huge difference, helping it to achieve leadership in a much shorter time and with a lower
cost. This was the case with the DIY retailer Dedeman, a regional player who was engaged
in national expansion. The new brand & retail identity (see page 040) is a daring one for the
DlY/retail category, but it succeeded in winning over the hearts of buyers and boost the
business up to national leadership, using limited financial resources and competing against

international players.

The old mantra for retail used to be “Location, Location, Location’ It looks like the greater
mobility of the consumers and their increased sophistication would change this into

“Branding, Branding, Branding”

Cristian ‘Kit’ Paul
Creative Partner, Brandient
Romania
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gode garde
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Title:

Production Date:
Creative Director:
Designer:
Photographer:
Nationality:
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Go'dag (hello in an old-fashion way) is a new concept
for Supermarket. It is a Copenhagen based programme
in which a "Go'dag vehicle" gathers fresh groceries
from the Danish countryside in the morning. It is then
parked outside Supermarket stores in the afternoon
for city dwellers to enjoy.The visual identity is a mix of
old and new. The logotype is handwritten and placed
on Manila tags which form high contrast to the sleek
and modern biodegradable plastic packaging. The
concept also includes a recipe folder with basic recipes.
Here the illustrations are abstract and modern with the
handwritten fitles as a contrast.
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. Creens Corporate Identity Design

eens

fruita i verdura ecologica

Title: Greens Corporate Identity Design
Production Date: 2011

Designer: Patricia Roman Humanes
Client: Greens

Nationality: Spain
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Greens is an organic fruit and vegetable shop. A visual
identity has been created to show, through the graphic
design and the materials it used. How important the
nature is for Greens. The starting point for the identity was
the name itself, which refers to the vegetables and also
refers to the colour of nature and the environment.
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. Girassol Pastry Store

These are graphic design,
packaging and illustration
for Girassol, The design
is clear and simple with
illustrations of sunflower that
emphasizes the simplicity
required by the client.
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Title: Girassol Pastry Store

Design Agency: Campo Visual - Design de Comunicacdo
Production Date: 2007

Creative Director: Pedro Costa

Designer: Pedro Costa

Client: Girassol

Photographer: Pedro Costa

Nationality: Porfugal
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“Techno Gorbushka”
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Title: Techno Gorbushka
Design Agency: Design Depot
Production Date: 2010
Creative Director: Peter Bankov
Designer: Anna Kulachek
Client: Techno Gorbushka
Photographer: Viax Kurbala
Nationality: Russia
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Techno Gorbushka is a large shopping mall which sells fechnical equipment. Goods
are divided into three groups: household appliances, communication devices and
audio-, video-, photo devices. Logo is a three-dimensional letter G, which can also be
interpreted as three arrows. It communicates that Gorbushka is a place where you can
get all kinds of the newest high-tech products.
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Happy Tofu, Vegetarian
supermarket

Title: Happy Tofu, Vegetarian Supermarket FRRR:  CHURIEIR” B AR Bt Oy The brand “Happy Tofu” was created as part of a branding course in Shenkar ORISR X bR R R R S B AR I — AN . X
Production Date: 2011 SERRIE ] 20114 College. This brand specializes in products for vegeterian customers. Vegeterian SRR LA PR A P R . N, IR B U I A ok
Crea.ﬁve Director: Av'ner Gicelter [OIpEI=N *Z’zﬁ‘zm-éﬁﬁh% shops usually come off as patronizing for non-vegeterian customers, hence the i, FEIEHA—FELCEIE L&, Fit, EX—Jr Rk d, it
Art I'Dlreci.or: Avnerlelcelier z;kéﬂfﬁ% xfﬂﬂiﬁ TMT% designer created the crooked and a bit corky design, which is supposed to make Ui SE Ay e i WURRE TS B B Y — AR R AL R TR, R0k
Designer: Avner Glcﬂelter Bt xz?tle'i‘JUijwéj o everyone feel welcomed. B b 2 e, T 5 O

Instructor: Ernesto Bijovsky ARG WO R 5 2 4l ik . _

Client: Happy Tofu B CYURINTE” Rl All of the products have different icons (milk, eggs, vegetabiles, fruits, etc.) and A RRME R BTAT IR S AR R AR CRERAR Y, M. BRSAKR
Phofographer: Avner Gicelier & Lee Coren T s their design is a derivative of the cube-like shape of the “Happy Tofu”. ) 5 XL EARI B RSB 1 “PURINSIE” RN SL I IR .
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Title:

Design Agency:
Production Date:
Creative Director:
Designer:

Client:
Nationality:
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Our brand for ‘The Fountain’ - a warehouse
redevelopment - features an eccentric ‘sea-captain’
who characterises the history of this warehouse, where
patrons could purchase anything from whale oil to fish
hooks. The use of paper bags and rustic posters for
promotion brought some old-world charm to a modern
day brand.
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Title: Babyfirst

Design Agency: Viad Studios

Production Date: 2006

Creative Director: Brian Lau / Lilian Chan
Art Director: Brian Lau / Lilion Chan
Designer: Lilian Chan / Brian Lau

Client: Babyfirst

Nationality: China
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babyfirst

FEEDING
stage 2 stage 3

n BABYFIRST is a joint venture retail store selling high-end childcare products in Mainland

China between local and foreign businessmen. The design brief states the need not
only to convey the company’s ‘foreign origin’ but also to cater to local tastes and
cultures. It is a Chinese tradition to swaddle a newborn baby in red to confer on it good
fortune. The pacifier communicates wellbeing and ‘foreign’.
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Title:

Design Agency:
Production Date:
Creative Director:
Designer:

Client:
Photographer:
Nationality:
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This is branding designed for the fabrics store SC tecidos
exclusive line that provides some of the most selected
fabrics in the market for the most demanding clients. The
simplicity of the brand image in a classic black and white
environment represents the exclusivity of the products.
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Title: Garden Shopping
Design Agency: Orgdnica
Production Date: 2008
Creative Director: Jorge Nefto
Art Director: Arison Aguiar
Designer: Arison Aguiar
Client: Tenco Realty
Nationality: Brazil

The 20-year Tenco Realty brought along a new position on the projects developed.
Set Garden, established by the new concept in Brazil Tenco Realty which integrates
environmentally responsible role in people's lives and their environment, in harmony.
In relation to visual identity, the Tenco CBL creafed a large network, for entrepreneurs,
shopkeepers, and in a second stage, the consumer can perceive not only the strength
of the company but also this new attitude towards the management of shopping

centres.
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Production Date:
Creative Director:
Designer:
Photographer:
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Obos Forretningsbygg has six shopping centres in the
suburbs of Oslo. They have been managed individually
and basically competed with each other. Now their
visual identity and mark Karl Martin Scetreneting tools
have been redesigned to stand together against a
much more threatening competitor, the inner city.
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Title: oil Supermarket

FRESH
PERSPECTIVES
ON FOOD

Design Agency: Jens & Anna

Production Date: 2010

Creative Director: Jens Dan Johansen / Anna Craemer
Designer: Jens Dan Johansen / Anna Craemer

Nationality: Danmark / Germany
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FRESH
PERSPECTIVES
ON FOOD

0I! SUPERMARKET LTD
222 KINGSLAND RD NTBEG LONDON
WWW.0I-SUPERMARKET.CO.UK

FOOD BY DISTANCE

APPLES - NEW ZEALAND £0,39
RICE - INDIR £3.40
ORANGE - SPAIN £1,55
MILK - UNITED KINGDOM £1.35
BUTTER - IRELAND £2.45

WATER - UNITED KINGDOM £0.60
CHOCOLATE - SWITZERLAND £4.,60
TUNA - CHINA £2,.80

TOTAL £17.14

THANKS FOR SHOPPING BY DISTANCE!

“oil” is an exclamation used to attract someone’s attention. Here it is used to attract people’s attention to the current paradigm of food.
“Qil” is an exhibition pretending to be a supermarket, the difference of which to a normal supermarket is that the products are arranged by
parameters such as: number of wrapping, layers, sugar content, price per kilo, distance to country of origin and thereby forcing the customers
to pay attention to these parameters. To make the difference to a normal supermarket visible and to give an forward-looking appearance the
modernist typeface “Futura bold” is used for the identity.
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Production Date:

Designer:
Nationality:
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A new identity and brand was given to Market City - a retail factory outlet in
the heart of Sydney's China Town. A general design, as well as a Spring/Summer
campaign was created along with a Mix&Match brochure - featuring the seasons'
key looks while giving the individual the ability to 'mix&match' different tops and
bottoms.
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Title: ALT FRig: ALl 5 LR B

Design Agency: Immortal e iIN A PR R (BE
Production Date: 2010 SERRS (] 20107

Creative Director: Theresa Yong b9 sy

Designer: Choo Chin Nian Bertim: AL

Client: ALT B AT
Photographer: Yuvan Boentoro / Choo Chin Nian E1:3: 2 PR TIRR (RN SENEZPNE.
Nationality: Singapore [ESE SR I
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GIFT CARD

ALT is a 3-level retail concept store for the urban female executives.
Level 1 consists of cosmetics, accessories and footwear. Level 2
showcases various Asian apparel labels.

Level 3 is a place for wellness and lifestyle household products. This
branding and design project includes naming, identity, collateral and
signage design.  s2lease your ALTer ego
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Title: Prisma

Design Agency: Brand Manual
Production Date: 2010

Creative Director: J. Margus Klaar
Art Director: Dan Mikkin

Designer: Dan Mikkin / Markko Karu
Client: Prisma Peremarket AS
Nationality: Esfonia
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moving around with trolleys, ' B U B 1T
bags and kids easy 5. b2

and hossle-free.
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APRISMA

Prissna is a well-established supermarket W R T 7E 0D JE SEATAT AR AT () R, R T A 9 4 B A1 R 2
chain in Estonia, which is different 27 A&—SHLFPF. FF R FEE ARG PR (L4 00000 Ak BEL7E A £
from others by having wide aisles and i BT tH e SBR b, T SR i 30E 35 2 (006 A — A4
shunning in-store promotions. What #sif, i GE i b E LSRG, AT HE B il 2 1
Prisma needed was not a new logo, EIEHMPRIRIEY . XA 5 BT J7 S S LU T K 5 T e, B
but clear communication of its value JE RISk R 2k 218 FI S B 1T P 9%

- hassle-free shopping. Brand Manual

focused first on employees, then on

Prisma’s customers.




3-Top & B2 Mall @ T3 @

B2 MALL@T3

3 AT TERMINAL 3

Glass panel after skytrain Glass panel after skytrain
Section 1 (left) Section 1 (right)

AEE
/ EEn
Al B |
N o mm

Glass panel after skytrain Glass panel after skytrain
Section 2 (right) Sectiug 2 (left)
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This is a brand identity for '3-Top & B2 Mall @ T3' - food,
beverage and shopping experience at Singapore Changi
International Airport, Terminal 3. Changi Airport's newest
passenger terminal, Terminal 3, was opened for scheduled
flight operations on 9 January 2008. The terminal welcomed
its first scheduled flight, a Singapore Airlines flight from San
Francisco. T3 has an annual handling capacity of 22 million
passengers, bringing the total handling capacity of Changi
Airport to about 70 million passengers per year.

Title: 3-Top & B2 Mall @ T3

Design Agency: BDD Pte Lid.

Production Date: 2008/2009

Creative Director: R P Abraham / David Clegg
Art Director: Andy Helme

Designer: R P Abraham / David Clegg

Client: Singapore Changi Airport

Nationality: Singapore
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Title: Alessi BBQ

Design Agency: Lissoni Associati
Production Date: 2009

Creative Director: Sergio Menichelli
Designer: Beki Bessi Karavil

/ Tommaso Cavallini

Client: Alessi

Photographer: Cesare Chimenti
Nationality: lialy
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This is a corporate identity designed for the new BBQ for Alessi designed LI K [ R R JBIA BT AR S IR DU« B3 vt » RRBUR ST R R I
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Press Release

Data; 01 nojembrie 2007
‘Sublect: Dedeman nsesza nai produse

The DIY company founded
and owned by two diligent
and industrious brothers has
proved to be a showcase
in entrepreneurship. Affter
rebranding, Dedeman
continued its national
expansion, even in times of
economic crisis, while the
helmeted dog became a
ubiquitous presence in the
Romanian DIY landscape —
and deservedly achieved the
market leadership.
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Title: Dedeman rRiE

Design Agency: Brandient
Production Date: 2007

Creative Director: Cristian ‘Kit’ Paul
Designer: Cristian ‘Kit' Paul /

Bogdan Dumitrache
Client: Dedeman
Nationality: Romania
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