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Path to Success

1-“Product Rules” - know the dynamics of what you are selling.
¥ 2- “Learn the lay of the land”

“What’s the business plan Sam? “
“What is your point of difference?”

“Budget the job”
“Schedule the opening”

“Put it to paper”

“Display Selection”
Plan-o-gram the product

“Interior Design”
“Lights, cameras action !

I 9- “Don’t let it turn to seed”

¥ 10- About the Author

JERRY BIRNBACH & ASSOCIATES
- | Store Planning Consultants |
[Home] [Top Projects] [About Us] [Clients] [Online Link] [Reality Model] [New Projects] [Contact Us]

Qur Philosophy

‘design from the product §out, nc

Office:917-691-4853
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1. Product Rules

£ There is no question that product will dictate the entire dynamics of the store.
% Packaging size, method of showing product in packaging (Hang, shelved,
£ cross bar, stacking, sit on floor) will ultimately form the circulation and store

F layout.
L §

# Profitability is the main objective for opening up a store.
, Most retailers do not do the math prior to going into a new store commitment 4
¢ and find out within a year from opening that they cannot generate enough

| sales to cover the overhead.

¥ Here are the simple facts:

‘ Take your average inventory level by category

¥ Determine the gross profit of the various product categories

Use a realistic “turn” of each category.

| Total Inventory x Gross profit x turns = annual store volume profit
% Calculate yearly overhead, (rent/utilities/salary/insurance/ expenses of
] business)

Subtract overhead expenses from total profit and that will determine
¥ profit before taxes.

f If you cannot cover your overhead your options are:

¥ Increase your gross profit margins

A ncrease your sales floor productivity with higher turn items
,_ Allow more space for showing product in the store.

& Reduce overhead items while increasing sales productivity

% 1t is only when you do the above exercises do you then know:

’ you have allocated enough space to sell product.

1 have the correct product presented and consider higher gross profit i
4 items

v

4

your new store is right for you in terms of location, square footage,
the terms of the lease.



f 2. “Learn the lay of the land”

U

& There is the old adage that a successful retail operation is dependent on
§ three things....Location, location, location. F
§ This is correct to some degree; however, you can make an average location

g work for you.

L Considerations in planning a new store that you need to address are

b accessibility for customers to easily reach your store. {
If you are a Main Street location parking is not a big concern due to public ‘
t transportation, or accessibility to main street from local housing or adequate

# street parking.

¢ Urban stores often have to consider carrying product that can be handled by 5‘
£ a customer walking home.

g If your category is large (ie: furniture or appliances, then you need to offer a

f delivery service to accommodate the customer. Urban stores rely on foot

b traffic to generate customer traffic so a bigger emphasis on the window is

: required to create enough interest to people driving or walking by to want to
E come in.

& Lighting the window is a dilemma when the natural light of the sun reflects of'f .
 the window as it tends to blacken out the window so no one can see in. ,
i The solution is using an intense level of lights in the window to overcome the §
¥ natural light level and enable customers to look into the window.

¥ Mall stores or strip center stores have a different set of criteria.

¢ Malls have a high level of traffic so the issue, in my opinion, for getting 2
customers to come into the store is not to give a lot of the store away from

the front lease line. What | mean by give away, is allowing a customer to

| review your store from the front door without coming into the store and

§ making a determination of the product from a distance. If you present a 2
¥ visual teaser at the store front and do not allow customers to see the entire  ;

% store your chances to lure them in increases greatly. Teasers can be plasma

E screens, mannequins, or interesting lighting and decor. ]

i Once you evaluate the likelihood of bringing enough customers into your

¥ store the next consideration will be determine as to who is your customer? |

¥ Are your customers average America, upper scale or lower income. Knowing §
% this information will determine the product you should be selling and how '
- much of it do you need.

b The end result of this task will start to establish the criteria of the store

¥ productivity and determine selling space requirements.
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7 3.“What'’s the business plan Sam? “
“What is your point of difference?”

t Retailing has reached a very high level of sophistication in the operations and |
# systems used to keep the business on course. ‘
F What is your course of action?

5 You need to determine what constitutes success and how you plan to reach
| that level. The only way to manage a business is to create a business plan
 that is going to set certain benchmarks that you expect the store to perform
¥ to in order to stay profitable and keep the business profitable.

N =

¥ The plan includes bench marks of performance based on sales or items sold. '1,
£ Meeting last years levels and exceeding it is always a sign of a successful

% business. ‘
¥ In addition, what do you see the store performance five years down the road. }
% This is important because when you design a store you need to consider how ¥
to expand the offering and showing the merchandise within the existing sales §
¥ space. 4
¢ Failure to calculate the future could become expensive and require moving
¥ the store which is not good when the store now has roots in the

£ neighborhood.

' When we design, we alway anticipate new product development, increased
% inventory or assortment offerings and therefore make sure that expansion is
J possible. Making this process easy is key and again not difficult to achieve as

I long as you address it up front with a plan. '

|~ -

2 The “Point of Difference” | cannot stress enough. Within given shopping
£ radius of your store most probably will have competitors selling the exact or
' similar product that is in you store. There are many ways to establish a point
% of difference; as an example, pricing, merchandise being shown, level of
¥ back up stock of items, ease of shopping, knowledgeable sales help,
} extraordinary service, or even a neighborly attitude on the sales floor. 4
 Once a customer recognizes what makes your store different, you have them §
¥ returning. The failure of most retailers is to allow the point of difference to '
disappear. Once competition starts to provide customers with the same
. element that was unique to your store, It then becomes critical for you to
} recognize that you lost your edge and develop a new one. This concept is
¥ important and over time retailers loose the thrill of the kill and allow the i
. customer to escape. Best advice is to reinvent the store prior to competition §
- catching up, and create a new personality through new presentation, signing, §
§ updated materials or lighting that will allow you to become obvious to the "
¥ public as new, fresh and relevant,

<
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4.“Budget the job” |
“Schedule the opening” f
Design is driven by cost and most any concept can be translated into a “good,

' better, best” quality solution. ,
¥ Specific store types such as Discount using lower price displays can satisfy the £

k need; however, High end product requires a better display presentation which
£ also can be as economical.

\g —
Q..

B A good design can be interrupted using similar materials with the variable being 1
quality, resiliency and ease to maintain in budget. :
When evaluating budget items it is critical to not only look at the immediate out

" of pocket costs but you need to evaluate the cost to keep the item maintained

§ going forward.

. Lighting is a prime example as import lights are less expensive but their design

g can make the fixture run hot and reduce the bulb life.
F The design can reduce the spread of the light and require more fixtures to cover 1
3 the same area that a more expensive fixture can cover. ‘
¥ The savings is not as obvious when you consider the future.

¥ Research and understand the product in order to make an informed decision.

/ |llustration 4 shows similar simulated grass material. As part of the budget
¥ process a comparison of “good, better, best” should be made available to you
1 in order to compare cost to quality.

i The biggest problem in controlling the budget is an accurate pricing of items 4

E cannot be determined until the construction drawings are complete. .

¥ A good designer or store owner needs to know the budget from the beginning
b of the design process and make selections and design elements based on

4 experience. Once the budget numbers are received, a determination needs to

2 be made if the total cost is over budget.

t Where to put the money to get the biggest bang for the buck is an important
decision.

¥ There are always options, even late in the game, by making design ]
E modifications to reduce cost, or find alternate material options. It just takes time }
¥ and that is another reason to allow the design process enough time to research
¥ the facts and then advance forward. Staying on budget is essential to get the  §
] store moving on the right track. Establish the budget, follow the budget and the #
budget is there to save you from over-costs. ¥

< -
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GOOD BEST (illustration 1)
MATERIAL | LOW MATERIAL | HIGH ) Labor RDD Fn/i’ax Actual Actual Difference Difference
Description Amount | units | unit price unit total Amount | units | unit price unit total install 12.5 Handling 12% Unit$ High Low

Walls 20|If $5.00|If $100.00 20(If $10.00|If $200.00 $1,000.00
Grass 1500|s.f. $2.50|s.f. $3,750.00 1500|s.f. $4.50|s.f. $6,750.00 $4,500.00 $12.50 $18,750.00 $12,000.00 $15,000.00
Wood Floor Tile 480 |s.f. $3.00s.f. $1,440.00 480 (s.f. $6.00 |s.f. $2,880.00 $1,440.00
Back Floor 480 |s.f. $3.00|s.f. $1,440.00 480 |s.f. $5.00|s.f. $2,400.00 $1,440.00
Work Area 1500 |s.f. $4.00|s.f. $6,000.00 1500 |s.f. $7.00|s.f. $10,500.00 $4,500.00
Floor graphics 150|ea $8.00|s.f. $1,200.00 150|ea $12.00|s.f. $1,800.00 $750.00
Paint Ceiling $600.00 $1,500.00
Counter cash 20|Lf $200.00|1.f. $4,000.00 20(Lf $400.00|1.f. $8,000.00 $600.00
Uniform counter 10|Lf $200.00|1.f. $2,000.00 10|Lf $400.00|1.f. $4,000.00 $600.00
Counter Stolls 4ea. $200.00|ea $800.00 4|ea. $400.00 [ea $1,600.00 $600.00
Cash overhead 1|ea $500.00 |ea $500.00 1lea $1,000.00 [ea $1,000.00 $600.00
Overhead Tech 4ea $400.00 |ea $1,600.00 4|ea $800.00 |ea $3,200.00 $600.00
Uniform tech 1|ea $1,500.00 |ea $1,500.00 1lea $3,000.00 [ea $3,000.00 $600.00
Overhead Lighting 20|ea $200.00 |ea $4,000.00 20(ea $350.00 |ea $7,000.00 $2,500.00
Overhead Lighting 40|ea $50.00|ea $2,000.00 40|ea $100.00 |ea $4,000.00 $2,500.00 \
Bulbs 60|ea $20.00|ea $1,200.00 60(ea $30.00 |ea $1,800.00 $2,500.00 -
store front work 15|If $300.00 |ea $4,500.00 15|If $500.00 |ea $7,500.00 .
mann 30|ea $200.00|ea $6,000.00 30|ea $400.00|ea $12,000.00 Budget, ngh / Low
Dress Room 2|ea $400.00 ea $800.00 2|ea $600.00 |ea $1,200.00 $600.00 t t
Bench shoes 6|ea $250.00 |ea $1,500.00 6|ea $400.00 |ea $2,400.00 $400.00 esima e’
blamber $2,000.00 Actual vs. Budget
Upper graphic/sign 10|f $1,000.00 If $10,000.00 10| $2,000.00If $20,000.00 $4,000.00
Work upper graphic 10|If $500.00 | If $5,000.00 10|If $1,000.00 If $10,000.00 $2,000.00 .
Work icon 1|ea $3,000.00 |ea $3,000.00 1lea $5,000.00 [ea $5,000.00 $800.00
Tunnel 2|ea $4,000.00 |ea $8,000.00 2|ea $7,500.00 [ea $15,000.00 $1,200.00
Wall Displays 160 If $150.00|ea $24,000.00 160 If $250.00 [ea $40,000.00 $6,000.00 $23,750.00| $16,000.00 $250.00
Wall Shelves,etc 640|If $8.00|If $5,120.00 640 |If $12.00|If $7,680.00 $2,000.00
Floor Displays 32(4'dbl $400.00 [sect $12,800.00 32|4'dbl $600.00 |sect $18,200.00 $2,000.00 $11,400.00| $6,400.00 $1,400.00
work wall display 140 (If $100.00| If $14,000.00 140 (If $200.00 |If $28,000.00 $2,000.00
Store Front 100 If $300.00| If $30,000.00 100 If $500.00 | If $50,000.00
Exterior Sign lite 4s5(if $300.00 $13,500.00 45| If $300.00 $13,500.00
— i< > bl Sheot1 | +

Model image taken
same location of actual
store photo, rear door

walking into the store

(illustration 2b)

(illustration 1)

(illustration 2a)
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WAC LIGHTING
Responsible Lighting®

|

LOGOS - model: LED40
LEDme® Track Luminaire

Projectt
Wrack Location:
$226.00 each T
£
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H J [ MaxLime
MaxLite's BayMax™ LED High Bay Pendants offer PROJECT NAME
ince LED luminaires that replace up to A00-watt
metal halice fixtures in commercial. manufacturing,
warehousing. or any high mounting helght opplication. The CATALOG NUMBER
fixtures feature advanced dacrotized coatings for
coosion resistance. an advanced opfic packag NOTES
unvform horizontal levels. ond excellent vertical distriution
with reduced glare. Patented heat disspation technology
life. Dimming driy o FIXTURE ROCM
adjustable ight levels that maximize energy savings while TYPE SCHEDULE
providing the exact amount of light lovel needed for the

task. These IPs5-ated fixtures contain LM-80 fested LEDs
with individual custom optics that provide ideal light
cistribution for mounting heights from 15 o 40 ft.

FEATURES:

« Docrotized finish*

« High efficacy LED boards and matched heat sink
ptimized thermal dissipation

ector optics

1al down-rod mounting for stability

« IP6S-rated for wat loc
* Modular optic
« Dimming driver

« CRI: 70 (min.)

« 170 rated lumen maintenance 1o 65k hr. +
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oy design

CONSTRUCTION:

(illustration 3)

'imagine tile.
NZA sgour imagination run tiled
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Homme » 120V Track Systeens » 120V Track Luminaires » Line Voltage

WAC LIGHTING

Responelible Lighting®
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Explore Our Products Line Voltage luminal
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+ Metal consructior
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Lighting specification

INTERNATIONAL LIGHTS QUOTE Simulated grass floor
, options based on price a
installation,timing

.

Reggiani, Varios, 32270 trackhead LED... soe attached cut
Trackhead: $169.00 ea.
Track/accessories: $19.00 per ft

oy e T8 s o 8 e e ot

Meteor, Whir 90 LED High Bey: $595.00 esch

)
Does not nduce freight, or taxes. &
Hope this helps.
Tony DeLaurentis f—
International Lights
36 West 20™, Street 4™ Floor
-

New York, NY, 10011
Ph: (212) 4142803 x 313

Fax: (212) 4142813

Moble: (646 430-3792

E-mail: tony@internationallights.com
www ationallights.com

3G Lighting » Acclam » Axis + BEGA » Custom Metal Craft + dac+ DevisMuller » EUREKA = FDV Collection » HessAmerica  lluminating
Experiences « ILEX + Leucos Ughting » Litecontrol « Lucifer Ughting + Lumascape » LUXO + MP Ughting  NEIDHARDT LIGHTING » NEWMAT USA +
NORWELL LIGHTING * Optolum * Picasso LGting  Selux » Spectrum Lishting o ZLIMTORFL

Specifcation Whiz Series - 90
Compact high wattage luminaire
prosgl e

PM34 Padded Artificial Turf

NTOVIPM34

Reviews (1) % & * &
Read Reviews | Write a Review
Select a size or Customize it!

12x12ft| 12x30ft 12x50# m CUSTOM

Total Price: $1974.00
Quantity :

840

DD TO CART

Elite Padded Artificial Turf

NTWFElite

Reviows (0)
Read Reviews | Write 2 Review
Select a size or Customize it!

15x250 | 15x350 | 15x 85N WCUSTOM

~ Total Price: $4826.25
Quantity :

Estimated shipping cost 0.26/ sq. fi.
Minimum shipoing rules do apply. See more information in
the Shipping Info below.

(illustration 4)



§ 5.“Put it to paper”
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The planning of a successful store requires the appropriate drawings to be

g generated in order to price the store accurately and convey all the hours of

¥ the owners conversation regarding the requirements for the store.
¥ Drawings must be accurate and providing all the information necessary to

£ build out the store.

& A full set of drawings start at the preliminary design stage which investigates
f relationships of the store function. In my design process, | generate three

' different plans based on the most important criteria provided by the owner.
 If security is a primary issue, cash counter locations become critical.

§ Often the best location for the cash counter is the front so that you see
¥ anyone passing by the register on the way out has paid for what is in their
g hands. This location also serves as a deterrent for shop lifters.

g Customers who do not like to be pounced on as soon as they enter the store
. will prefer a different sales staff location. Form follows function applies store

| wide.

, Accessibility to stock areas to sales floor, dressing rooms to product, sale

goods to front of store is part of the design criteria and solutions.

;. Once our client reviews the three concepts based on critical criteria, the best
§ of all three are rolled into one grand solution which the retailer approves.
| After some fine tuning the ultimate plan is arrived at.

- |llustration 5 shows simple sketch images of key feature areas so the retailer

b can better understand the design. By seeing the alternatives for the store

¥ design the final approval process moves along quickly.

} In addition to the drawings | provided, a scale model of the new concept and |,
¥ photographs of the model at eye level. Photographs enables the store owner
to see every part of the store and how the various areas relate to one

- another. (see illustration 2a the model, and 2b the existing store condition).

E This comparison shows a retailer how the store design directs the customer

g to better see, desired categories of merchandise.

", Depending on the degree of construction, the drawings may not need to be
¢ filed with the local building department.

i

All towns work under different regulatory codes so you need to check with

j your town to see what is required with your job filing.

b
%
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(illustration 5)

A- Entrance with a simulated tunnel effect , inside tunnel can be athletic posters, school logos, to promote the sport of the season

WiIndow line uses mannequin to show equipment and uniforms and accessories
B- From front entrance after passing the first “major sport zone” you enter the center court, shoes on wall with seasonal on the aisle, over
the check out is the score board sign, center court has a different floor to set it apart from the rest of store
C- Just right of the front entrance, off to the side is the work zone. The intent here is to use yellow and black construction tape painted on
the floor, with a strong direction toward the entrance to the work zone, The peals off immediately the work customer from sport customer
Plans show two variations to the entrance. A single center opening for in and out to work, or a one way in close to front door and must exit
midway at cash register, causing work to experience the sport side of the business on the way out of store.

Glass penetration allows for work clothing to be visible from the sport side of store.
Could have work product in front of opening as a lead into the major department area
D- Look at cash area in sport looking back into work, Work has an icon that is a scaffold erected to the ceiling with product hanging and
folded on the scaffold, Could use neon or led to provide a guiding light to lure people into work. right of the cash , tall, is the goal located on
the playing field floor, that can be plasma, feature product area, sport poster brand supported.
E- Uniform area, set off the main aisles but very visible to customers in store takes on a relaxed, edgy section, counter top with dinner
swivel stools attached to ground. Can provide drinks to team leaders, can lay product on counter. Idea is to show using plasma the styles,
color available, and left and right placing the actual garment on the wall to review in person . Right of the counter at window line would be
three sizes for same uniform to show variety of the team offering . iPads allow for order taking and leaving with team members name, size,
number, all of which could have been prepared online prior to visit to store, comes up at store, and you fill in the final uniform style number
determined. Saves time, allows the store to enter the house when setting up team prior to visiting store.
F-Closer view of in and out work option, with center icon in work bleeding out into store . would love to get hard hats with Robin Hood logo
on front, for customers to wear when shopping of kids to wear to help dad with shopping. Maybe an item to sell if logo is cool enough
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] 6. “Display Selection”
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Plan-o-gram the product

¢ Display selection is very critical to your bottom line. Using displays that

b properly show your product in the best way will generate more sales and

£ improve your bottom line.

i Displays can be purchased at different price points but understand you get

i what you pay for.

F Imports are the least expensive but the plating if often poor, and not able to

¥ stand up to high traffic use.
g If your store has a limited budget discount then imported displays might be
¥ the solution.

- When expensive product is priced high the displays needs to convey that
F message to the customer in order to give the product credibility.
§ Positioning the product is part of the “point of difference” stated in a prior

section of this guide. (see illustration 7)

' Flexibility is a major objective in selecting the right display system.

¥ Paint cans can be counted on to not vary in size as time marches along,

so fixed shelves that can hold heavy amount of weight is the simple solution
' and display selection.
e Electronics and accessories change size, shape, popularity almost on a daily 3

¥ basis so the display needs to adjust up, down, side to side and other ways to §
} accommodate not only the product of today but the product of tomorrow.

-Unless your displays can adjust to the product cahnges, you will find yourself |

2 buying new displays year after year.

g correct way. Taking color blocking, sizing and coordinates into account it is a
¥ way to control your product. Often retailers go into the market to purchase
§ product without thinking about their stores capacity to hold that future

4 product.

- With the plan-o-gram you have a guide to assist in the inventory control as

. The attitude of “I will deal with product change another time and use what |
| have”, is shooting yourself in the foot.
b If product is not display correctly your sales will come to a grinding halt.

| Plan-o-grams are a tool that has been around since 1970.
It is commonly found in chain store operations. The purpose is to secure
¥ consistency from location to location.

It is intended to guide store help to position the product in the absolute

g well as the sell down and transition between selling periods. (see illustration
"- 8)

= - o
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¥ 7.“Interior Design”

U

Once you have concluded that the store has the ability to generate the sales,

§ expansion,breadth of assortment, staff requirement, storage capacity,
§ circulation issues to comply with local codes and American Disability Act
g regulations it is time to add color and decor.

¥ Interior Design is the process in which you select materials, props, wall

b decor,signage, etc. and color scheme all of which reinforces the store brand

statement of product. Nike stores want to express “just do it” with strong

colors, logo statements, lifestyle photos, contemporary elements backing the

# Nike brand and mission statement.

Selection of Materials are not only about the look, but giving consideration to 3}
% resiliency, safety, cost, ease to maintain and installation requirements.

'; Options for all materials should be provided to you by your store consultant
¥ or general contractor. The selection of materials takes time. The more time
¥ you allow in the planning phase to secure material samples for comparison,

f color correctness, installation requirements, availability, and cost effective

¢ savings including freight the greater chance of cost savings will be realized.

¥ Providing the right store environment places the customers into a mindset

k that induces them to buy. Prime examples of this concept can be seen at

emotlonal attachment through photos or decor to inspire your customer.

N

=

. An example of how materials impact a job is installing a concrete floor keeps §
i other workers off the floor for days. If time is an issue, find another way to 3
' simulate concrete needs to be researched.

(Mustration 4) shows alternate simulated grass for a Lacrosse sporting goods
 store. These alternative products range in price, content, resiliency to traffic
b and ease to keep clean.

-

- el

= iy i

F Disney World when you leave an attraction there is a strong urge to purchase ‘
¢ a theme related product. Visiting a city or a concert promotes impulse buying
f of related product. This result can be yours if you create a strong enough
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' 8.“Lights, cameras, action!

,’; Lighting is a critical part of the design process. Not only does general lighting 1

§ keep the circulation around the store safe, it also creates mood.
§ Lighting directs customers focus on specific products and displays.

L perhaps color filters will give the eye a stimulating store to shop in. This

% effect appeals to subliminal thinking of impulse shopping which often creates §

¥ the mood to shop.

¥ Make the product so appealing in the stage set that you cannot resist

: A combination of high intensity, low level lighting, general overall lighting and §

A

~

¢ walking over to it, reviewing it and buying it although you did not come to the

% store for the specific reason of wanting that item.

. The value of impulse shopping is great and the more that you infuse impulse
# opportunities into the shopping experience the more multiple sales you will

f# promote.

i When it comes to lighting every consultant has an opinion and usually none

¢ of them are the same. Rheostats enable you to adjust the lighting level easily |

% from a switch.

§ Don’t be fooled by seeing lighting samples in a store because there are many ]

¥ factors specific to the area around the lighting that are going to impact the

t final results. Ceiling tiles, flooring materials, wall colors and much more can
¥ make an item in a showroom look great but when you set it up in your store,
¥ the end results have a different result due to ceiling height variation, wattage,
or bulb temperature ( rating of a bulb in Kelvins ).

. Choose your light fixture wisely and remember once again you get what you

§ pay for. Cheap fixtures can often cost you more with repairs, heat, life of bulb "

¥ due to fixture venting, so research and ask questions.
}’
§ that all areas of the store are adequately lit. | find that track lighting is the

§ valid selection because it allows you to add or remove fixtures which controls
g overall wattage and lighting level shining on the product. You can adjust the
§ beam to focus on the product. ( see illustration 3.)

b
B

¥ All designers should provide you with a lighting plan. The plan needs to show
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£ 9. “Don’t let it turn to seed”
b What makes the great retailers great is discipline. ;,_
§ When designing a store, be sure that all suggestions and ideas can be L
g implemented consistently and easily maintained. Branding is a very |mportant

£ issue! Do not allow it to slip through the cracks. 1
. Your store is the brand whether you have one store or 100 stores. )

2 We recognize branded stores through logos, color, design, and consistent 4
¥ setups of product store to store.
b Starbucks is one of the best maintained brands in America. !
¥ What makes it great is you have a level of expectation about the service.

g taste, offering, and cleanliness, No matter what state you visit when you go
¥ to Starbuck’s you expectations are met on all levels

g Your store needs to work in a similar fashion. The time you spent in designing §
¥ the store and making sure that all of your experience and requirements were |
i incorporated into the design not only needs to be in place at the store

| opening, but must live on for the duration of time that you are in business.

% | cannot stress the importance of not disappointing your customer because
| getting them was hard, keeping them was even harder and losing them over
§ items that left them coming back would be tragic. For the most part once |
¥ they go it will be very difficult to get them back, A theory used for many years !
t when small town USA heard a National Retailer was coming to town, was to
¥ remodel your store before they open.

- BN o

LS

With your grand opening planned around the National chain opening, your '
¥ customer will visit you and see a new exciting store and consider the other 3
. retailer, a mediocre shopping experience compared to what you just £
§ provided as new and exciting. Personal service in your store will always be
¢ one of the points of difference so hold onto it, preserve it and do not let it

f turn to seed.

a
Ein conclusion, | hope this guide was of value and that you will hold on to it for @
¥ future reference. My goal is to help retailers prepare for a better brick and
P mortar tomorrow.
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Here are two companies quotes for lighting. Creative gave me an alternate for the LED track light. |
have seen this light in mall stores and it is a nice looking and efficient light. The savings comes over
time with the energy consumption and replacement of bulb cost. The alternate is certainly efficient but
requires more bulb replacement, and higher cost to run.

The work area lighting was not priced for the side walls as the string lighting is not expensive at all.

A decision needs to be made if you want to replace the recessed fluorescent in the sport side or start
with replacing the bulbs to a consistent color tube. We can always change out these fixtures at a later
date without disruption. For now | would change out the bulbs and address this after the renovation.

Under the center video truss system, | would address if we need additional track lighting for the cash
area. Might be enough spill off from existing lighting to not need additional lighting here.

Illustration 8

Two fixtures for over the dressing room will be selected when we place the order, | see these as a drop
lighting. Final pricing will included bulbs, misc stems,
drops, etc that might be required.

CREATI

223 COURT STREET
BROOKLYN,N.Y. 11201
TEL 718-935-0393

FAX 718-935-0403

Tanya 5-fight Adjustabl

ESTIMATE

DATE

ESTIMATE#

327115

10031

NAME / ADDRESS

Ship To

JERRY BIRNBACH & ASSOCIATES
372-B HERITAGE HILLS DRIVE
SOMERS NY 10589

PROJECT

LIFESTYLES SPORT 1891 WANTAGH

ITEM DESCRIPTION Qry COST TOTAL
MISC. ‘WAC 6 TRACK WHITE WITH LIVE END AND CANOPY PLATELT6-WT/ 4“4 51.00 2,244.00T
LLE-WT /CP-WT
MISC. 'WAC PAR38 TRACK HEAD W/ PAR38 LED LAMP LTK-765-WT 20 70.00 15,400.00T
MISC. MAXLITE HIGH BAY PENDANT #BLHP130UD1513M50W 4 480.00 1,920.00T
MisC. RAB PENDANT VAPOR TIGHT VP100DG WITH 24" STEM AND CANOPY 14 55.00 770.00T
ONLY iG ITEMS LISTED ABOVE
ALL SUBJECT TO APPROVAL
'NYC SALES TAX AS OF 81/09 8.875% 1,804.64

TOTAL

$22,138.64

\

Lighting takeoff,

Price quotes, option of
selections
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JORXY SIENEAOw & ASTOCIAT(S

Office:917-691-4853 L ) Y L

EDUCATION:

New York Institute of Tech. 1966-1970 (Bach of Science in Architectural Technology)

Courses: Strength of Material, Statics, Physics, Mechanical Engineering, Wood Engineering Design, Concrete Eng. Design, Steel
Eng. Design

Architectural Design and working drawings. Business Practice including safety in design.

CCNY 1970-1972 (City College of NY - Bach of Architecture, 30 credits above BS, Professional Degree )
Courses: Thesis Con Ed Educational facility and recreation center. David’s Island, New Rochelle, NY

INDUSTRY AWARDS:

POPAI Award in the Display Industry for Revlon Sunglass Display

POPAI Award in the Display Industry for Foster Grant Sunglass Display

Institute of Store Planners (1.S.P.) Best Specialty Store Design- Lorese

Visual Merchandise Store Design (VMSD) Best Specialty Store Design -Curacao

National Associates of Store Fixture Manufacturers (NASFM) Best Store Fixture Design -Successories

Fellow Honorarium into the Industry Trade organization (ISP) Institute of Store Planners

Globe Award from Display Design Ideas (DDI) Magazine for best marketing at Global Shop Retail industry trade show
Treasurer of National Institute of Store Planners Organization

SPEAKER at Trade and Industry Shows

NASFM- National Associates of Store Fixture Manufacturers
NRFA- National Retailers Federated Association

ISP- Institute of Store Planners

IBM- National Sales Meeting

SPEC Show- Store Planning and Equipment Counsel
Walmart Regional meeting

Published Articles and Media

DDI- Display Design Ideas, Contributing Editor, 20+ Articles on design, manufacturing, customer shopping habits published
VMSD- On Trade Board of Advisors

Nominated 1 of 40 Top Industry Leaders by DDI

Firm listed as Top 50 in the country

Editor of the ISP Professional trade magazine

WWD- Article published on Store Design

Salon- Article published on Store Design

Retail Image- International Trade Journal article published
New York Magazine- Feature Story on NYC store design
Featured Designer article in DDI Magazine

Trade accomplishments

One of six firms from 1997 to 2003 selected to present a 1000 S.F. Store of the future at Global Shop the International Retail
design and display Show in McCormick Center, Chicago. Demonstrated custom new innovative design and display
techniques and samples engineered prototype of futuristic displays.

Sector Watch

Goody Products

Everest Communications

Smiley License

Design through Computer Technology

Accessory Store of the Future

Canal Jean Soho, NYC



Jerry Birnbach F.I.S.P., Assoc A.l.A.
Highlighs of Career Thank you for downloading this guide to store design

BS in Architectural Tech NYIT
MS in Architecture fromn CCNY

Franklin Stores
Barkers Mass

irector of Store Planning - Mass, Ladies Specialy
rk with GMM, Buyers to layout departments, vendor displaye, Construction
pervision of centers, planograming,total 60k &.f. design
175 Ladies Specialty that become Petrie then Lemer now NY & Co

Degigned, engineered and supervized dizgplay design and production of 10000
dieplays a year. Supervised new store setups, Managed total
hain roll oute of product and display (Sears, Walmart, Kmart, May Co)
Designed an injection molded display systemn ( 3 million cost savings )
lanogram distnbutions, graphic design, special events, trade shows deaign
and set up, Service company with over 2000 doors, Specialty Ladies, Mass,

: Federated Macy‘s Gimbels, Marshall Fields, A&S

K & M Jowealry
Roger Gimbel
Marvella - Coro
Oscar D Scanes

t Costume Jewelry Supplier in America, with 500 field service staff
signed counter and table presentation and obtained chain approvals, worked
irectly with retail buyers to obtain department plan approvals and display
epta. Managed distribution, replenishment, replacements for display

ilizing a system that did not require an entire unit replacement but a simple
Responeible for managing the distribution of 500 Kmart stores with fully
product and display assembled, shipped and all set up within 7 days.

R N Koch Jewelry

ounded a Store Planning Firm, clients included, BB Greenberg, Monet, Joseph
RETAIL DESIGN boud, Gitano, Conair, Goody Products, Crayola, Swank, Anne Klein,
& DISPLAY easory Network, Store of the Future for Global Shop,
Winning National Store Design Contest for Specialty
Winning POPAI Display for Revion Made a Fellow in the Institute of Store
lanners. Deeign all counter digplays for Walmart and manufactured for all
orea. Saks 5th Ave Me Taki's Kids Department , Nine Weet Evan Picone

egigned XOXO Macy's Herald Square , Designed Fantasia’s Chaos Showroom
RETAIL DESIGN irk Folly's Displays, Canal Jean Store of the Future, Designed and

& DISPLAY ufactured DKNY Sunglass units for Licensee.
ominated Top 50 Store Planning Firm in US

entioned as Top 40 Store Planner in America
warded Vendor to Walmart, manufactured and installed 50 Optical Centers / yr
howroom Design for Fantas Eyee, Olivet Luggage. Contributing Editor for DDI

bound LLC - Licensing and Brand Expansion ( company was vertical from
Earthbound LLC : ign to tech pack, to fittings, pattems, fittings, production - all in house )
ght leaac Mizrahi to Target, Mark Eisen to Walmart with George by ME
Mngr. for XOXO at Federated, Chariama at Bloomies, Fieldcrest at Target
esponeible for negotiating contracts and managing Agreement Compliances
tablizhed and managed Company Budget. Liaison between brand and retailer
New Business Development. Brands include: Fiorruci, Stephan Dweck,
r Homee & Gardens, Kenzo, LL Cool J, Kenneth Jay Lane, Abby Z




