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clothing
subscription
boxes to brick
and mortar

how do we
eliminate fast
fashion?




how is the in store experience changing?

According to a report from Bain & company 2017), “the global personal luxury goods market is expected

to grow by 2-4% to $289-294bn in 2017” where millennials have largely contributed to this growth. The report
also shows that “luxury brands must rethink their strategies and adapt to a millennial state of mind, which will
be a key driver to push the market to $327 billion in sales by 2020.” Shawn Grain Carter, an associate professor
at the Fashion Institute of Technology in New York, said “Success in the next decade requires brands to be more
innovative and proactive in reaching out to younger generations.” (Carter as cited in Akan, 2017) Right now, -
more and more luxury brands have developed strategies to adapt to millennials, such as using social media and 5 sustainable

retailing

renovating their products. However, in fact, “millennials typically value experiences over things, which translates
to the shopping experience” (Bain & Company, 2017). The millennial generation was born between the years 1980
— 2000. As we know, every generation has its unique traits from other generations. Millennials, who have lived in concepts
the digital world since they were born, are also called as “digital natives.” As a result, this generation is often
described as being optimistic, social, and connected. Some of them prefer shopping online rather than going to
the brick and mortar stores since the Internet is more convenient for millennials. Online shopping indeed impacts
the retail industry, and it is also a significant challenge under these circumstances. The luxury brands should then
improve the shopping experience in the brick and mortar store to absorb the millennial generation.

Therefore, the research question is how can interior design enhance the seamless in-store shopping
experience for the millennial generation under the challenge of the digital era in the luxury fashion industry?

Finding more effective ways to satisfy these
fast fashion: needs for uniqueness with less fashion

«...millennials typically value

a financial ST e e ey products consumed and disposed could
translates to the shopping resolve the environmental issues associated economic
snapshot experience, whether it is with the excess production, consumption, .
online or in stores, it has to be and disposal as well as the social ills lmpact of

inspirational.”

perpetuated by detached and unsatisfying
fashion consumption.

consumer
purchases in
fast fashion

apparel industry market growth

Fast-fashion retailers’ success largely
depends on speedy reflection of ever-
changing customers’ taste for fashion
and bringing the latest styles that meet
their needs and wants. Thus, fast-fashion
retailers must establish an efficient
communication network for consumers to
incorporate their input into different stages

L of product development

Therefore, those four elements (Evolving
Preferences, Expectation, Shopping
Behaviors, Technology) are the affecting
factors helping the brick-and-mortar
luxury retail to reshape their physical
environment for the millennial generation
as their new consumer group.
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rent the runway

these stores were created after a
decade of having their subscription
boxes available online.

they offer:

N i

i el

W -

a place to sell gently used clothes for money

observations:

crowded racks

unknown inventory
messier appearance

no extra cleaning process
lacks display

average
gross sales

$1,548,876

480+
stores in
the us

gross profit
$958,758

> 30% of
franchise
owners own
multiple
locations




the theory of reasoned
action in 1980 to predict
an individual’s intention
to engage in a behavior at
a specific time and place.

the theory was intended to
explain all behaviors over
which people have the ability
to exert self-control.
(ajzen & fishbein, 1980)




OUR STORY

Change Is Here

A new way to experience clothing, from the URBN family

of brands.

“to stay in the game, we had to
compete with ourselves”
-dave hayne

how is it |
Change happens through small, repeatable actions

i“ novatiVE? & In its past life, each Nuuly garment bag was a bunch of empty water bottles, going
the new solution to shopping R e e
may be redefining the Sustainability at and we think it has a very bright future ahead of it.
“thrift shop” with trendy Nuuly
options that the subscription
. companies may have to get
\rid of anyway after they lived 4
out their life span.

JA7S
nu

Developing reusable shipping materials is just one of
the ways we're working to support a healthier
environment, Making shareable clothing accessible,
investing in energy-efficient wet and dry cleaning
machines and using envirenmentally friendly
¢leaning products are some of the steps we are
taking to meet this goal.

issues to research
how do we lessen shipping costs?
how do we eliminate fast fashion?
how do subscription boxes become brick and mortar?
what does this space need to maximize its potential?
how do the items get clean?
how does buying new clothes become greener?
where do items go after they have been sent to ‘X’ amount of users?

HUuLY 101

Get 1to Know Your Nuuly

It's @ noun, It's & verb, its & home base. &l of the need-to-knows
about Nuuly, llustrated




To provoke the
desire for second
hand shopping
through a revitalizing
retail space that
focuses on the
experience of the
customer

fast fashion: inexpensive clothing produced
rapidly by mass-market retailers in response
to the lIatest trends

consignment: sending goods to another
person

thrift shopping: the quality of using money
and other resources carefully and not
wastefully

subscription box: A subscription box is a
recurring, physical delivery of niche-oriented
products packaged as an experience and
designed to offer additional value on top of
the actual retail products contained in a k




generation z

13.9% male

.

generation x

millenials

baby

boomers
traditionalist

1




online versus

40% o

in store

50%

online
shopping

no, but i
want to

yes, i
love it!!

S you define “Inexpensive clothing
faSt faShion? that is mass produced

quickly in response to
the latest trends”

“Work out
clothes!”

“Low quality, mass
produced apparel
to appeal to trends.

“throwing on

some jeans,
a tshirt .‘ Tends to knock of
and blazer thoughtfully created
e . designer pieces”
with short
boots” “Clothing created within
“Fashion that comes out of a quick time line at a
nowhere and is popular” cheap price mimicking
] _ trends from high end more
“Fashion that is made expensive designers. Fast
“Affordable clothing continuously at sweat shops fashion usually utilizes
that are trending” and fast paced factory unethical labor and

settings” environmental practices”



50.9%

how do you
get rid of
clothing?

9.8% 24.1% 28.6% 26.8% 10.7%

9 15%

63.9% 3.6% "

more people are
willing to try, or want

ho d | to try a clothing subscription

who do | box than do not want to, thus
you prefer 67% 37.5% 27.7% 25% 36.6% T e P What percent of vm::'k:z::lur;l::ud;;o: ::f,'
to shop | sustainable options. )
with? - =

e e o

< 20% 81%-100%



———s forever 21
fashion nova
boohoo
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31%
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12.1% 1P

5.2% 5.2%

fast fashion









tristan, 2

he is one of those guys who does not know
how to shop. he is just moving to the city and is

too far home to always ask mom. he is trying to

experiment more with his wardrobe, yet he might
need some help with it.

with re/nu: he can set an appointment in advance for a
one-on-one styling with a personal shopper. he will
receive help each step of the way from picking out
items, to needing different sizes in the fitting room.
his visit will start with a short chat to gauge his

style, and go from there. he may even choose

to rent the items for the month and try new
ones next month.
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entrance

fitting room entry

rack display

check out






located in manhattan with

1,628,701

residents

are women

195 broadway new york, ny B



surrounding underground
features transportation




surrounding
shopping




lows
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@ re/nu leased area bUIldlng @ re/nu leased area

: :::Il:::sleased 2Lzt | stru cture ‘ . other leased areas

. columns ground level
mm window

<4 entry

basement level

no existing stair or
elevator in lease area
from ground floor to
basement

i | !
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exterial materials |

granite
metal glazing framing

modularity

=
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the storefront is
on the corner of
broadway and dey st

handicap ramp
located on dey street
entracne

modularity



observation

free standing
clothing structure
to avoid the walls

the exterior must remain
untouched because it is
a historical landmark

exposed columns

have fire protected

spray | all beams

have concrete or
plaster

ceilings | ‘_
17° 5” high
on ground level

doric columns

tall large windows







evolve

layering interaction



FlTT|NG ROOM L P

SIOI_}AG": { .................................... ,,],.,,_’ STAIRCASE
SHOWROOM @iorieriivianiiiariinins bl s ere v @i | SN]SR TR ‘." ____________ » TOILET
HECEPTlON ( 44444444444444 . ‘. ........... '.. :
‘ .._,..-: .......................... ,} SP{OWHOOM -‘.-'.'.“‘
, ................................. > GARDEN TOILET . At g r i: e L T » SHOWROOM
S |
' STA]RCASE CINTTETTTR RN [ _
4 ' ;
ENTRANCE EQUIPMENT @:+sossvsnsssans 10| PR 7 =— ‘ -
" 7“; o - 4K .......... PR S S » SHOWROOM
STORAGE €:+r1errrisnnas — 1 - :s:='.?
| | =
EITTING ROOM  €:«vveevrnnanna et i, ™ | " '.*7:,.‘ ' J
—N [ o/ |
£ - S » GARDEN
TD“_ET oo fil s ssaaassasnns . o . I N |




‘D Japanese Restaurant
FOUNT HEHIE
a8

Jian Guo 328
EE328/\E {D

ﬂ R4
oW
l‘i\’a""“}u a8




MOODBOARD
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adjacency

lobby

retail space

lounge

fitting room

back of house

swap counter

cafe

kitchen prep

event space




back of house

1500 sq. ft. \

retail space
3000 sq. ft.

fitting room
600 sq. ft.

event space
500 sq. ft.
lounge
900 sq. ft.

lobby

swap
300 sq. ft.

counter
150 sq. ft.

cafe
300 sq. ft.

kitchen prep
400 sq. ft.

swap
counter lobby
152 sq. ft. 300 sq. ft.

-

retail space
3000 sq. ft.

event space
500 sq. ft.

fitting room
600 sq. ft.

lounge

900 sq. ft.
300 sq. ft.

~

kitchen prep
400 sq. ft.

back of house
1500 sq. ft.

basement level

back of house

retail space

event space

ground level

kitchen
prep

fitting

room

retail
space

<+

<



basement level

back of house

kitchen
prep

event space

=11
space

ground level

fitting
room

fitting
room

retail
space

retail space

basement level

back of house

fitting

room

ground level

event space

swap
counter

retail
space

kitchen
prep




basement level

fitting
room

commercial
stairs/exit

retail space

| large retail space upstairs
x alterations may be too far
x cafe could be better off downstairs

x event space may want to be up-
stairs

elevators

v VvV VvV v

back of house

fitting
room

ground level

event space

retail

space

*

street
entrances

basement level

back of house

commercial
stairs/exit

* fitting

room

kitchen
prep

{ event space and swap counter
work well on ground level

| flexible retail space
x cafe should be closer to
entrance

x lounge too far back

elevators

v Vv v v

retail space

ground level

event space

street
entrances

swap
counter




fitting
{ alterations could work well as a room
separate/quick service upstairs

swap
| quick swap counter drop off _ counter
S
9
{ event space upstairs T <+
o
{ large retail space downstairs @ event space
separated by experiences <
{ get off the elevators to the salon
street
entrances
elevators
Y Vv v Y v v v retail

back of house space

commercial
stairs/exit

v

basement level

fitting retail space kitchen

room prep

basement level

preliminary

schematic

| alterations could work well as a separate/
quick service upstairs

S W T
| quick swap counter drop off f RS

\ ;«1‘“':‘_(1‘ -
L POONS a0
J t tai | AT r’s\QJ_ ")
event space upstairs - WRP
 PDeagara, e
| large retail space downstairs % = == ey 1 ')
separated by experiences T
P v P E™ D 0 “-
3 | .
| get off the elevators to the salon o ' < Lm\l
0 LA P
e » |
| cafe and lounge break up the retail space | S ) : i E—-
O - 3
{ back of house has access to the back exit/ en- [‘ D 1
trance \
. B3 4 | e

x back of house still needs room for a employee
space/ restroom
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-neo classic interiors

- two different entrances
- heavy material welcome
counter




-arch openings
-curtains hung on

-floor to ceiling
windows
-partitions to

the inside S = T
-velvet curtains T oo &

i o e
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create hanging r’/ \\ [© e
space =
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-partitions: painted plywood - /
-walls &_ﬂoor: large scale . -20° walls ‘; =z
marble tile | -same interior as S
lobby o T
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-arches to concea iz oA | "”H :

columns
- lounge connects
cafe and retail S |
$ . reclaimed furniture "
rom same brands . ST

T.0. BASEMENT
LEVEL
o

UNDERGROUND
LEVEL
8.6

[

T.0. BASEMENT
LEVEL

-opening to kitchen
- gypsum finished walls
- terrazzo floors

1 -0

UNDERGROUND
LEVEL

876"

"2
G2 B R g




T.0. BASEMENT

- . B
B | -arch openings
15— - -curtains hung on
S A H A the inside

m E E} T ; o - velvet curtains
—— I -10’ walls

-partitions to create
hanging space

- positioned in small
‘shops’

- back light pods

n
UNDERGROUND
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s
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-located at the stair
landing
-self check out system
- arches conceal
columns

-durable counters

- round room behind check in
counter for storage/ mixing

-curtain around to add depth
- arches concealing columns

T.0. BASEMENT
_ _ LEVEL
-1l s OII

NP

1
UNDERGROUND
_ _ LEVEL
-1 8! - 6II
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couch, e
chairs, Iighting, charging sewing pedestal 5 display. 5
H@ @m@] poofs, high B furniture | station 1066 sq ft tables, mirror ‘ machines B signage
top, coffee chairs
table

work furniture
surface & custom &

seating element j equipment

chair, poofs

high tops, wall ipads,
stools organization i kitchenette

on brand

design build installation

barista coffee
counters machine,

vanity,
counter top counter, - mirror,

closet closet, cha

signage

air tools,

pedicure
seats,

signage

coat closet : Si“k_’
toilet,mirror

counter- appliances

Salon chairs,
space

tables,
vanities

fitting
room, ipads,

ork tables,
chairs

841 sq ft
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O

exit corridor 1 hour fire rated wall SELLING COUNTER

area of refuge

O

means of egress

O |
exit = e 2 DU fire rated wall 5 q_/ e O TO TO TO l_.:!l
O %\ w7
Eil
- O
=)

=2
EVENT SPACE YWELCOME D

remote exits

common path of egress travel

___________________________________________________________________________________________________________________
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.COME DESK

the young the friendly
professional employee who O

that needs manages the
help building operations
a staple piece around the

wardrobe store
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the firs_t thing visible when customer serv/ i hope this area inspires
walking in is the grand to “leave one, take one”

s_ca_le o t his classical without just being donation
building with a revamp of bins

something nu!

RECYCLE
RESELL
REPAIR

\ !
PEVALUTTANT 7E
L—| |—\|

I

BT V..
_ |

&l

g 7l
local sustainable vendors

- __'
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TO GROUMED

again, balancing the old
with the nu, this area
defines the alteractions,
while still keeping the
existing ceiling visible.

LEVE
11111

......
-----

retail

this panoramic view helps
show that re/nu is a complete
experience and not just
shopping. each arch leads
you in to learn more about
sustainability.

.................



grab a bit to eat or just a
quick coffee at the bar,
but make sure to check
out this mural by local

savannah artist ju_lu.

]




creating a different shopping
experience means custom display.
these are intended to be easily

moved for display change, and the
holes will be able to create an array
of outrigger patterns.

the lounge will be more than just a
seating space for spouses to wait.
this lounge starts to set the tone for
customers to enjoy the space for more — . | .

than just retail. e I I I O I I I O - . I - I

UNDERGROUND




shopping consignment
and a luxurious fitting
room? check! the ceilings
are dropped to include a
bit more privacy, and the
curtains will be velvet to
absorb acoustics.

no fast fashion here! just a salon
to help you feel amazing about
the great choices you are making.

T.0. BASEMENT

-—5%%




how else will thrifting
become trendy?
hold a fashion show
to demonstrate
that not all thrifting
is dirty! this goes
hand and hand with
the sustainable dry
cleaning.

located directly near
the stairs, this check
out will offer self
and regular check
out. in the survey,
people either wanted
no help or a lot of
assistance in their
shopping experience.

T.0. BASEMENT

LEVEL a
i

UNCERGROUND

LEVEL 5
-5

:

ceiling heights were
something | had to play
around with because of
how tall they are. the new
models (include entourage)
i believe define the space a
bit better.






what is re/nu?

re/nu is not only a space for clothing, rather it creates

a simple, yet interactive experience to change the
perspective we may have on second hand garments. this
location will offer many services that bring customers in,
while all leaving with the satisfaction of not buying into the
demand of fast fashion. offering various chances to revive
your style is what makes re/nu so special. like the cycle of
clothing through trends, re/nu will evolve with the wants
and needs of its users,starting with a blank slate.
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how will re/nu help
consumers transition
to more sustainable
shoppers?
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