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LED Lighting South Africa works in close collaboration with Seoul Semiconductor
(SSC) who specializes in the manufacture of Light Emitting Diodes (LEDs). While
SSC focuses on the manufacture of high quality LEDs, LED Lighting South Africa
builds these LEDs into energy-efficient, long lasting fiinished lighting applications
for the signage, architectural and shop fitting industries.
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The fresh department greets customers with its colour and freshness and the wooden finishings
create a farmer’s market feel in Woolworths Food Constantia.

A creative, yet functional store
design is essential for creating a
memorable shopping experience
for customers and is one way to
ensure that your store stands out
from the rest. The move towards

a more natural and honest look,
combined with the need for energy
efficiency and sustainability is

at the forefront of current store
design trends. Introduce some of
these design innovations into your
store and turn your customers’
shopping experience into a green
adventure.

Back to nature

"There is definitely a move towards the
honesty and realness of the space and
the product in store design,” says Liza
Wapenaar, re Form design consultant.
Head of store design at Woolworths, Errol
Solomon, says that incorporating this
direction in foodmarket design involves a
manipulation of natural aesthetic materials
and a nostalgic return to the green grocer,
or farmer’s market attitude. “We have
recognised a more real and honest food-
market aesthetic, by using a lot of natural
timber, raw concrete columns, ceilings
and floors,” he says. Woolworths Food

By LAURA DURHAM

Constantia has successfully achieved this
look with South African pine and a concrete
coloured floor, creating a more warehouse
appeal.

Taste in space

"“The focus is on creating comfortable
spaces where people linger more — more
tactile and honest. Functional spaces with
logical flows are still the core,” says Wape-
naar. The emphasis is therefore on making
the most of the space on hand, creating

a shopping journey for the customer and
navigating them around the store.

“The premise of good design is twofold.
The first and most important is the space
planning — a functional, user friendly flow,
which invites the customer to browse the
store thoroughly, and not necessarily head
for a specific destination, thus creating
impulse buys,” says Nina Deggar, design
consultant for StoreWorks.

Woolworths Food, Constantia has
introduced wider aisles to navigate
customers in their shopping journey.

"The layout was bordering on becoming
monotonous and customers were shopping
the same patterns day in day out so we
needed to shake it up and add interest
points to entice and allure the customer
along their journey,” says Solomon. Wide

aisles are important to ease congestion
and to suit the specific target base, which
in Woolworths Food's case, is generally
working women who stop off to pick up
essentials and that evening’s dinner after
work Along the aisles then, areas of interest
were framed to break the long aisle — this
definitely changes the pace of the usual
food aisle. "Today'’s customers are also
more likely to suffer from 'trolley rage’, so
space planning between aisles and in high
traffic areas is crucial,” says Lowden Harvey,
director of StoreWorks.

“We don't often have the luxury of
a lot of space so one of the focuses is
to use less space more effectively; it is
about creating a compact efficient space,”
explains Wapenaar. Here, product placing
and introducing points of interests around
the store becomes vital in the creation
of an exciting shopping adventure for the
customers. Another way to create the
journey idea is to experiment with the
layout of the service departments.

Woolworths Food Constantia has created
the illusion of an old-fashioned High Street
at the back of the store with their service
departments. Black cottage pane windows
were used as dividers between the gourmet
cheese counter, bakery, fresh fish and
butchery departments, producing a store-
within-a-store feel. Using the right lighting
and finishings adds to this homestyle
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Wider aisles make for an easier and much more pleasant shopping experience
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for the Woolworths Food Constantia busy, working women customer base.

STORE DESIGN »

atmosphere. “Lighting and signage also
play an important role in conveying an
overall look and feel in the store, for
example, creating a rustic ‘olde worlde’
style bakery and using appropriate fonts
and aged finishes to create this ambience,”
Deggar says.

Getting light right

Lighting is a key element in store design
and when colours and lux levels are

used effectively, it creates the desired
atmosphere in a store. “Our stores have
always been well lit as it is our experience
that while dimmer lights may create

ambience in some retail environments,
in supermarkets customers feel more
comfortable in a well-lit space,” says Izak
Joubert, director of Property and Store
Development at Pick n Pay.

But lighting does more than create the
right atmosphere. “It influences the amount
of foot traffic that comes into the store,
it influences customers’ impression of the
store (aesthetic appeal), and it influences
the decision of customers to purchase
goods that are being merchandised,” says
Trevor Dick, OSRAM LED specialist. The
designer can illuminate the perimeter of
the store to influence the customer to
walk around the entire store. “The other
technique is creating focal points where
specific displays are illuminated in an
appealing way so as to create interest in
those areas, or to use ground lights to lead
the customer where you want them to go,”
says Dick.

In accordance with their newly
introduced farmer's market concept,
Woolworths Food uses lighting to create
this comfortable and warm atmosphere.

"It has the heart of a supermarket and the
soul of a deli,” Solomon says.

According to Paul Pamboukian of Paul
Pamboukian Lighting Designers, “stores
have reverted back to specific lighting,
instead of overall carpet lighting. Stores are
implementing spot lighting, focusing light,
rather than utilizing blanket light, which
casts a light over the entire store floor”.
The position of light and the choice of
colour are both important factors to
consider in store lighting.

“General illumination in the store should
not detract from the illumination of the
merchandise on the shelves,” says Pierre
van Helden, head of business development
of LED Lighting South Africa. “The aisles
between the shelves should not be more
illuminated than the shelves themselves.
For this reason, the position of light above
the shelves is critical,” he adds.

A well-lit back area is a way to
draw customers deeper into the store.
Woolworths Food Constantia achieved this
with their store-within-a-store concept
with their service departments. The bright,
warm lighting makes this area a destination
department for customers.

Design for your brand

Many stores get so excited about the latest
trends and opportunities in store design that
they do not consider that the new look might
not be right for their brand. For example,
the choice of lighting must suit the mer-
chandise in the store. “There are many
examples of where store owners have put
sophisticated, fun and interesting, energy
saving lighting with fancy controls in place,
only to discover that the lighting made

a brown shirt in the store look olive, or a
mauve blouse look red, which can only lead
to customer confusion,” says van Helden. p
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experience, Cape Gate is South
Africa's market leader in the steel
wire industry. Well-known for their
wide range of quality merchandising
and shopping trolleys, Cape Gate's
extensive range offers product
handling and display solutions
to retail and industry alike.
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The service departments at Woolworths Food Constantia are separated by black cottage pane
windows — this creates a mini ‘High Street’ using the store-within-a-store concept.

STORE DESIGN »

Store owners should always be on the
lookout for the latest gadget on the market
or the trends that are in-season but they
need to align these new ideas with the
store brand. As Wapenaar explains: “The
aesthetics is the canvas to the product
and personality of the retailers. This should
not overpower the product but create a
complete package for the shopper to feel
comfortable in. The focus is to make each
visit a return visit and this happens from
the design to music, from operations to
service.”

Sound success

Music is one of the elements that must be
carefully chosen to suit the store because it
has a big impact on a customer’s shopping
experience. According to Solomon, older
customers prefer a quiet store. “But as a
brand, we have to become more modern
and listen to younger customers,” he

says. Music helps make shopping a mood
experience. In the Woolworths stores,
different music is played in the clothing
(adult contemporary) and food (classical,
jazz, mood) departments. “Feedback

from our stores in the CBD shows that
customers want more music that speaks
to black people. We will never play street
music but are looking for music that
relates to the customers but still suits the
Woolworths brand,” he says.

Aesthetics versus functionality

There is no point spending a lot of money
on making a store look pretty and ignoring
the long-term cost of functionality and
durability. Beauty, after all, fades with time.

THE SWITCHTO
LED LIGHTING

The rising Eskom bills have forced
businesses to look at new options

in lighting technology, taking into
account the accumulative operational
costs associated with powering a
lighting system. LED Lighting South
Africa offers the following tips to
businesses that are considering
upgrading and/or refurbishing shop
fittings.

® Determine where the light is
required and use LED light fittings to
focus the light in the correct area.

@ LED light fittings are particularly
effective in areas where a narrower
radius of light is required (display
windows, feature displays in-store)
or where the distance to the product
is low (interiors of cabinets, freezers,
refrigerators, cove lighting etc),

@ Light-emitting diode (LED)
lighting is more energy-efficient and
economical in the long term. The
higher up front costs are outweighed
by energy savings and lower
maintenance costs bringing break
even for some products to less than
18 months.

® Make sure the LED light fitting is
of high quality to ensure it lives up
to the promise of long life. There are
too many products on the market
damaging the long life reputation of
LEDs.

@ LEDs also generate less heat than
traditional light bulbs, and dissipate
their thermal energy back into the
mounting fixture.



Invest more in the flooring and fittings rather than the peripheral
finishes such as paint, tile and lighting. “One needs to bear in
mind that your fixtures and fittings are a long term investment,
whereas décor trends change quickly, and as such should not be
over-emphasised,” Deggar says. According to Joubert, the most
important factors to consider when choossing the flooring of a
Pick n Pay store, or any other store for that matter is "durability,
aesthetics and noise levels”.

One of the latest trends in store design is replacing checkouts
with express pay point counters, says Deggar. “Retailers are starting
to realise the value of moving their customers through the tills
quickly for convenience sake, as well as creating more valuable
retail space. The emphasis is less on the ‘aesthetic design’ of the
units and more on their functionality and durability”.

Lean and green

The international hype over global warming, reducing carbon
emissions and greening businesses has seen a massive change in
the way we look at store design. This trend, combined with rising
electricity costs in South Africa (up by 24.8% from July) means that
energy efficiency and sustainability is key when deciding on store
design. Lighting contributes significantly to the energy bill of a
store but there are many ways and products that can minimise this
contribution. According to van Helden, “using light-emitting diode
(LED) technology will definitely meet both energy consumption
requirements and the high quality standards required by lighting
designers in their designs of stores”. LED bulbs are also mercury
free, unlike compact fluorescent lamp (CFL) bulbs, thus making it
the better choice in terms of environmental disposal as well.

Dick advises store designers to consider lighting earlier in the
design phase as opposed to doing it last minute. “This will allow
better energy saving and thus have a greater impact on the final
product, which essentially equates to greater profit,” he says.

Most stores are putting in green steps to become more
environmentally friendly, as well as cost-effective. In the new
Hurlingham store (to
open later this year),
Pick n Pay is installing
100 kilowatts of
photo-voltaic capacity
that will generate
between 8-20% of
the store’s power
& when in operation.

4 “Another first is

the installation of
daylight harvesting,
through sky lights and
dimmable lights that
go along with that,”
Joubert says. P

The big trend is real and
honest and using a lot
of natural timber, like
the South African pine

| in Woolworths Food
Constantia, brings store
design back to nature.
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Woolworths Food Constantia
illustrates the change in the
Woolworths design from the market
concept to one that incorporates
the ‘real and honest’trend in
international store design.

“The onus is upon the retailer
to be clear and concise about
what he or she is hoping to
achieve from their store design,
and communicate this to their
shopfitter. In this manner, the
design will suit the retailers
specific set of circumstances, as
well as guide the designer as to
X which finishes and specifications
= : e " " are most effective in the setting.”

T e o e e 4y < = Nina Deggar, design consultant for
StoreWorks.
STORE DESIGN » “The two main focuses are the stores operations and the customer
satisfaction and there must be a synergy between the two for
Communication is key a successful store. It's creating maximum potential for sales by
When considering a refurbishment of an existing store or designing providing an enjoyable and comfortable shopping experience. Know
a new store, clear communication on all fronts is key for a your market: involve your customer base in the design process
successful concept. Know your brand, your customer base and your through surveys and focus groups. Ask questions and involve them.
budget and then incorporate the latest trends and innovations on It is very easy to assume who your customer base is but get it
the market accordingly. Here's the advice of two South African wrong. Creating interest for the shoppers in promoting ‘real’ food
store designers: served by ‘real’ people.” Liza Wapenaar, re Form design consultant.
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