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STORE DESIGN

Timberland Brifg
- The Outside Inj

ull on your boots and make o dif-

ference, That's the message con-

veyed literally and figuratively in
The Timberland Co's new prototype.
The 1.500-sg-11. store, in Ruceway Mall,
Frechold. N.J.. is designed 1o inspire.
engage and inform shoppers. It has an
authentic feel and o simphe, natural look
that underseores the brand's three defin
Ing wtributes: social justice, love of the
vutdoors and craftsmanship.

“Our challenge was tw bring Tim-
berfand’s brand essence w life in & pow-
erful, fexible and cost-effective manner”
siys Beth Harlor, VP, design, creative
director, FRCH Design Worldwide,
cinnati.

The message starts at the leaseling, A
textural ghass facade helps 1o
visually ifansport cuslomers
from the indoors o the out-
dirs,

We wsed Noorao-ceiling
glass su thene are no barriers
al the starcfiont. In exposing
shoppers to the entire en-

nment all at onee, the
wade makes an lonest state-
ment that reflects back on
who we are a5 a brand,” says
Bevin Bloemend
director, global creut
. The Timberland Co..
Strathan, N.H.
A projector custs o docu-

g

mentary video on customers as they
enter the space (“The shopper actually
walks thnugh the video,” Bloemendial
explains.) The film reinforces Timber-
faned™s call 1o action and immediately puts
customers in twuch with the brand's

BE

essence. Photos showing store employees
helping out at a local teen shelter are inte
gruted into the storefront,

The layout is simple and focused, with
footwear integrated throughout, suppori-
ed by surrounding apparel and gear.

“We are telling a tighter sory with
apparel with this format” Bloemendanl
says. “We're focused on footwear and
making ft more relevant within the
spage”

Rather than dominate the merchandise,
the fixtures work 1o make the product the
hero. The system, custom designed, is
intended 1w give the store maximum mer-
chandising fexibility. An up-front table
can accommodate apparel and Footweur
ot stind on its own with footwear only

Benches have storuge space below.
Materials: The mix of materials—

bamboo. copper and texired woods—

speak 1o the key auributes of the Tim

berfand brand,

“The materials are all nutural. real and

A plass facade, lefr, apes
the stares interior to melf
sieppers,

authentic.” Bloemendual
suys, “In that. they ure very
much reflective of who we
are as i company,”

The 1ooring is made of
bamboo. a highly replenishable nuterial

"It s readily available and lays ouw
Just like woud” Hardor says, “To let con-
sumers know that Timberland is awane of
how important such things are, mess
that reference bamboo’s replenishable

il
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stattus wre stamped in the surfuee.”

The fixturing is made of such materials
s recluimed ham wond, metal and glass,
Envircamentally friendly bio-fiberbourd
panels ke up the wall shelving. The

casnwrap, with o base made of reclaimed
ented with an
backdrop. A

wond and u stone top, is i«
amber-inied seeded gis

Roman copper logo 15 pin-mounted on

the ghass.
Timberlamd's s

ignalure orang

—the same glove leather used inside their
biotts—is i featured material in some fix-
wires and wlso frames graphic hanners.
Tree stamps and logs serve as merchn-

dise risers.
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e Jeather

A ceiling treatment
with seedvdd gluss, lefr.
ey aheove e
natintally finished,
eartl-toned

setling spuoce,

|— Project Resources

Design: FRCH Design Worldwide, Cincinnati
Contractor: Turner Busch, Paramus. N.J.
Lighting: Lighting Managemenc, Mew City, M.Y.
Flooring: TimberGrass, Bainbridge lsland, Wash,
Fixturing: Fleetwood, Reading, Pa.
Perimeter wall system: Marlite, Dover, Ohio
Storefront signage: Barlo, Hudson, N.H.
Video system: Norcom Ltd., Cincinnati
Specialty glass: Archetype Frameless Glass,
Harrisburg, Pa.

Reclaimed wood: Dismantded Barns,
Lancaster, Pa,

“The stump risers play back
to Timberland's heritage,”
Hurlor says, “It brings a litle
bit of the company’s past into
the present.”

Stone §s another prominent
miterial. The litting-room
doors are made of frosted

tncked stone. A stucked-stone
wall in the vear of the store ref-
erences Timberland's gualily
anel vutdoors themes,

“We also used

stone on the store-

iront,” Harlor adds,
“The ides is that
mdividual locations
will customize it,
using a material in-

dicutive of the re-
aiom ™

In a nod 1o the

changing seasons,

the store s designed
1o be transtormed on 3 quarterly
basis. Using color, props amd
photography. the space will
reflect cuch 0l the Four seasons.

“The walls, for example. are
meunt to be repainted each
season.” Harlor explains, ~“We
made it as easy as we could,
with a wall display system that
can be casily brought out from
the wall.”

A ceiling treatment with
seeded glass helps dove cus-
tomers through the spuce.
Resembling a suspended wellis,
il serves as i focal Feature 1o

www.chainstoreage.cam

gluss with interior walls of

Bio-fiberboard panels am bamboo flocring are
wmenele fromn eco-friendly materials.

display seasonal elements, such us pine
cones and twigs in fall and simulated ice
crystals in winter.

Timberland plans to use the new pro-
totype as a model for new stores. both
here and abroad, Early signs are encour-
aging, Bloemendaal says.

“Customers are responding positively
to the overall environment, ambience and
eise of shopping,” he adds. L]

—Marianne Wilson

(mwilson@chainstoreage.com)
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