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Recognize the problem.

MEGATIVE PLIBLICITY

“Taking A Look Inside
Mike's Factories”

"Made In Vietnam: The
American Sneaker
Controversy"

“Mike, Inc. Announces
Details of LS. Job
Reductions,”
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Increass corporate profit.
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Evaluate the competition.
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Survey public interest.
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Isolate consumer,

Breakdown consumers
needs regionally and

credle an environmenl
designed to suite them.

NORTHEAST
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BIG WEST

H Create solution.

MIKE MUDWEST

The Midwest would include the Following states:
inia, Chio, Michigan, Indiana, Dlinois, Wisconsin,

Minnesola, lowa, and Missouri.

The merchandise in this particul @ store would appeal
o the people of this area. The Midwest is sirongly represented
parcl. Just these schools alone, Ohio State and
»ane always big sellers throughoul the country, Tet
his region. Mat to mention the amennt of golf played
in the aren: Tiger Woods' clothing line would be a massive
e, there 65 of coarse Chicago- home of the all time
meney maker, Michae!l Jordan. Imaging how happy people in
the wonthd be if they knew they wouldn'l have to drive
a to downtown Chicago, Tight parking, and (hen walk
win on Michigan Ave. just io got some of the exclusive
Mike praducts. They could just go to a mall that is closer o

raphic arca that is stocked with merchandise suited

for their needs.

Lﬂcan:on of store location
in region.




The space is strategically designed to lead
people through by means of using visual elements.
Architectural shapes placed throughout the space
guide consumers around the interior, The
merchandise is then placed around these areas as
opposed to being “thrown™ vight into the consumers
face. Apparel works with the interior, it does not
work against it.

o Two more popular sports in central Ohio
Hf and football. This is why the golf and

hall merchandise is placed in the front of the
These areas entice consumers to begin their
y into the coves. Since tennis merchandise is
high a seller in this region as the other sports,
onnected to golf. The consumer has to walk
rough the tennis area in order to return to
main walkway without backtracking. Baseball
wiched between two very high regional sellers,
and basketball. So, in order for consumers
at apparel from Barry Sanders and Michael
1 they have to walk through the section selling

High selling merchandise in this store will
team apparel. People in Columbus are Ohio
anatics, This is why the most popular section,
Sporis®, is placed in the rear of the store.
ally, aceording to CNN's Moneyline, the

est selling apparel is cross-training, Customers
t walk through the entire space, through all of
the other merchandise, in order to get to this section.
Placed throughout the spaces as apart of
‘A marketing tactic are video monitors on the floor.
Now when customers see a “Tiger Woods oxford”,
they can see that same shirt on their favorite golfer
while he's winning the Masters Tournament. The
customer is not only buying a shirt, he’s buying a
piece of a championship.

The materials used throughout the space
are primarily warm, inviting, colors from an
“autumn/ harvest” color palette that will create a
soothing, user friendly environment for shoppers.
The colors are sirong enough to create a visual
dynamic between between spaces but subile enough
as to not draw attention away from the merchandise
being sold.
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Movement Pattern

Primary Visual Element
(three- dimensionsal piece)

Secondary Visual Element
(two dimensional lifestyle graphic)



FITTING ROOM
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n. One would generally find
uet in a park. This line was
icked because if its strong reference

to the wilderness,
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Landscape Forms




The ceiling is a complex,
unigue, body of mass that not only
extenuates the merchandise but
adds a dynamic element to the
overall design. Certain paris of the
ceiling plane drop to add intimacy
to separate areas of the store. In
order to maintain an openness

within the interior, other sections

" of the ceiling, like the main

walkway, were exposed allowing
plenty of breathing room. Cable
wires shooting between the two
main ceiling planes create a grid
hovering over the main walkway
in which merchandise is suspended.

The lighting used within
the merchandise able section of the

store is incandescent. Track lighting
is used in the separate coves to
provide unlimited lighting
variations. Flourescent lighting is
used in the stockroom and office

areas.
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Perspective

Perspective




The resulis of the extensive
research revealed that consumers were
more attracted to entrances that are not
symeiric. Based on these results, the store
front undulates forward to create an
imbalance in the entrance, The doorways
of the store are slightly shifted to create
more diversity in the appearance.

. The angles of the glass were

ally placed in order to give a

g in the store can use these three
rate glass fronts to display the latest
r in the Nike collection. The “swoosh”
iced in the center of the storefront to
irce brand identity and promote the
ve Nike name, Over each of the two
doorways is the Nike Midwest trademark
which identifies the space as a specialty
Midwest store to the target group, the
“Midwest consumer,” Finally, extending
through the three window faces of the store
is large, light purple “swoosh” connecting
the three seperate enfities into one solid

object.

The “Swoosh” identifies the spac
as an exclusive Nike store and reinforces
the brand identity.

“Mike Midwest” logo targets the
user group of the “Midwest”
region,

Swoosh used a visual connection
for the three seperate faces.

Seperate display areas such as
this throughout the storefront
feature the latest Nike pear,
promotions, and apparrel.



INTERACTIVE KIOSK
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Red panel used as key visual
element to identify area as
interactive,

Throughout the space are these
interactive kiosk systems that allow
customers access to the entire Nike
catalogue, the world wide web, and Nike
“chat rooms.” The “chat rooms” allow
customers from all of the specialty stores
throughout the country to have
conversations with one another, For
example, a shopper at the Nike Midwest
Columbus store can have a conversation
: om the Nike Southeast

Panel made merchandiscable
as a part of a retail sales

strategy.

Touch screen.

Key pad for “chat rooms™.

located in the upper section of the system
are designed to draw attention to the
fixture. These panels are used as visual
elements, as shown in the interior the .
perspectives, to guide people throughout

the sl::oe. Nike, the world s going CHAT ROOM _Alntem
interactive. Be the pioncer that
introduces this type of system in a retail

ONLINE ACCESS

ERAN COLUMBUSO1: go bucks :
ANN ARBORO04: go wolverines E(

-
-

http://www. & .com/

RALEIGHO3: both you guys need to grow up
COLUMBUSOI: undefeatable
RALEIGHO03: ACC is the best

COLUMBUSO02: Big 10 all the way




Geometric Swoosh




The fixtures are designed to be
flexible, functional, and powerful three
dimensional objects within the space. The
Geometric Swoosh has a “boxy™ appearance

se it is a mass merchandiser. The
nding Swoosh is to work
al dilineator that channels
out the space. Purple is
' '_twill serve as a sedative
- | paching this fixture for
E ’ ause the Nike Roller is
T ller in size than the Standing
‘Swoosh, red was used to accent the clothing,
The red “swoosh” will draw attention to

the clothing placed around it.

Pole to provide cross-
merchandising capabilities.

Shelving designed to take
the shape of an abstract
“swoosh",

Extra shelving space
designed to maximize
fixture's sales output,

“Waterfall” display i'earrre.

f Rod providing
E product storage.

Casters increase
interior flexibility.

Space provided for Adjustable shelving to
lifestyvle hi maximize mass-
testyle graphic. merchandising.

Adjustable shelving,

Fixture is designed to incorporate
the mass merchandising capabilities
of the “Geometric Swoosh™ as well
as the sleek, streamline, appearance
of the “Standing Swoosh.”

~ Casters increase
interior flexibility.






The first perspective is of the “Nike Golf”
area when entering the store on the right side.
Because there is no interactive kiosk in this area,
other three dimensional oblects are used within
the space to draw people to it as opposed to a red
panel. What draws the shopper into “Nike Golf”
is the golf ball suspended from the ceiling. Also,
the Tiger Woods logo placed on the wall and the
yellow flagpole add to the identity of the cove,

The information counter to the left of “Nike Golf”
will provide pamphlets and other literature that
talk of the corporation. Merchandise is
strategically placed throughout the area as an
obstacle between the standing view point and the

targeted destination point.

Three-dimensional lifestyle
graphic identifying the space
Grolf.

Tiger Woods logo.

Golf ball piercing through
ceiling plane adding visual
interest to the space.

Information desk providing !
literature about Nike and the
regional stores similar to these.

Cross merchandising
displays within the
perimeter walls,

Red “swoosh” placed throughout
the interior that will function as a
visual guideline from one cove to the
next.

Lifestyle graphic,

——— Cross merchandising causes

| visual connection between
overhead and floor fixtures.

Lifestyle graphie.
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After the customer is ready to Visual point leading

people throught the

exit “Nike Golf", the visual point of space, Lifestyle graphics.
Three-dimensional lifestyle
; . . graphic identifying the space
interest shifts to another spot in the store, Tennis.
S

The red panel of one of the information

kiosks is used to guide the shopper to

another part of the space, Again, in order

i to get to that red panel, the consumer

v must walk by the highly merchandised

Lifestyle graphic.
walls. These walls are apart of “Nile Cross merchandising causes
visual connection between

overhead and floor fixtures,

Tennis”. The glass tennis net on the floor
. !
is as a secondary element that will = VRl
| % '| !. | li 1| \
visually connect “Nike Tennis™ directly I | ﬂ '| (R
to “Nike Baseball.” The customer must Cross merchandising ][4 Sl
displays within the — 1 —-i '_"I
imeter walls,
now make the decision between S | / i
T | §

B I'_ T 1
- o venturing on to the red panel to see what /’f T

Glass “tennis court” used as
secondary form of visual
' communication creating a
tennis trail directly into “Nike Baseball.” Red “swoosh” placed throughout direct pathway into Baveball.
the interior that will function as a
visual guideline from the Tenniy
cove to the red kiosk panel.

lies in the rear of the store, or follow the







When entering the store
from the left, the first visual piece
of interest is the large panel attached

_to one of the inferactive kiosks. The

handise that is both on the

es and suspended from the
ling is in front of this panel. The
- .srrntegy applies, In order to
the panel the customer must
through all of the heavily
andised fixtures, Secondary
ments are used to entice the

‘u pper into the cove areas. Shown
e are foothall, baseball, and
asketball, Each area is identified
BBy a three dimensional element that
describes the individual cove
without word age. For example, the
three dimensional element for “Nike
Football” is a large string of an
actual football connecting to walls

together, ete,

Fixture suspended from
ceiling grid displaying
merchandise,

Cross merchandising causes
visual connection between
overhead and floor fixtures.

Red “swoosh” placed throughout
the interior guiding consumers
through the space connecting

the floor graphics to the kiosk

panels,

Three-dimensional lifestyle
graphics identifying the spaces
as Fuuﬂbﬂfa_‘, Basebalf, and Basketball,

Visual point leading Lifestyle graphic.
people throught the
space.






After reaching the first red panel, the

customer immediately identifies the second,

which is directly in front of him. As the

on of their browsing eyes. As the
ing shows, certain sections of the walls
are actually offset from the rest to display

merchandise, In addition to the walls, the

the consumer through the pathway as well as
merchandise the desived product of the store’s

choice.

Fixture suspended from
ceiling grid displaying
merchandise.

Cross merchandising
displays within the
perimeter walls.

Cross merchandising causes
visual connection between

Visual point leading

Three-dimensional lifesiyle people throught the

graphic identifying the space

i Space.

Tile track on the perimeter of the walkway
keeps a steady visual path through the space
as well as creating an intermediate barrier

overhead and floor fixtures. between the main walkway and the individual

Coves.






No matter which entrance customers
walk through they will end up at this point, the
rear of the store featuring “Team Sports™ and

“Cross Trah:il_lg‘_’. The final red panel is located

¢ two areas, After the

his piece, he has the
into for the desired

""11

eam Sports” area
in product

he smallest amount of space
chieved. A drop ceiling adds intimacy
feractive kiosks in the rear

; 6rm. The entire
4 lastin impression on the
customers that journey through it and will assure

a return engagement.

Dropped ceiling to 10 feet Hin N
! : ged panels maximizing
a.d ding intimacy to Team product volume in a limited
s, space.
Lifestyle graphic, | Interactive kiosk area.

Suspended laminates taking
the form of leaves reinforcing
the “Midwest™ atmosphere and
adding color to the space,

- Lifestyle graphic.

- ADA regulated rampway
leading to Crosy Training.

Underneath storage for mass
merchandising of products
“Nike Midwest” logo in panels,
strengthening brand
identity to target group.
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