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Photograph by Gurstev Andevson

FURNITURE STORE IN NEW YORK CITY. ...J. LEWIS SINCLAIR, ARCHITECT

Exhibit 1 July 1935 Architectural Record Article featuring Abraham’s

TH E RETAI L STORE Compiled by FREDERIC ARDEN PAWLEY

GTORE planning involves two distinct phases: (1) the general consideration of merchandising principles and (2) the
detailed study of structural and service requirements. Merchandise requirements are variable, and types of customers
are legion, but a discussion of some fundamental consiierations may help to clarify the architectural problem and
to emphasize those planning features which are most important in merchandising. Much detailed data obviously
must be revised for each new store design problem. This articie therefore presents first an outline of merchandising
principles and then a fisting of specific data in reference form. These data have been compiled from many eu-

thoritative sources and represent progressive practice. A krief bibliography is appended for additional reference.



.OCATION

The trading area, volume and type of

fraffic, parking facilities, day or night busi-
proximity to similar stores,

ness, competition with or advanrageous transportation
facilities and location of transit stops, rentals, banking facilities, trend of population
and frade development of neighborhood are all necessary considerations.

“Tha measuromanf of & rotajl markat resolves itsalf into o sciontific study of o
community. . .. Just as the manufacturar and banker have realized the impor.
tanca of rosearch in their managemant probloms and have proved the advantage
of knowledge over quesswork in business, 10 may the retail merchan bensfit by a
study of his probloms in the light of facts sciontifically gathered. Since the pur-
pose of any rotsil business is to sell morchandiss, thereby making sufficiont profit
te compansate for the ensrgy and capital expended, it seems only logical that
the marchant should desire to obtain all the information possible relative to his
markat,"”

Retajl Store Problems. U, §. Depariment of Commerce.

Corners are estimated to be 30 per cent more valuable than inside lots. They
draw traffic from two streets and offer better natural light and more window area,
but crowding minimizes this advantage.

"A corner stors has the choice of an

entrance from sach street or one at the
corner. The corner ontrance makes it

nacessary for customers approaching from
one diraction to walk the full length of the building before entering tha store.
Two entrance ways tand to influsnce customers fo go through the stors,
sntrance on the corner in sddition to the other two sireet entrances might have
a tendency to divert traffic, so that Many customers would come in through the
nearast straet door and go out at the corner, and this diversion might matarially
cut down returns from an otherwite sfective display space within the store.”

Retail Store Problems,

The uppe- side of a street which is not level is the mare desirable.
Shade is  able in summer and better for displays, but winter sales volume may
oe higher an. -ants cheaper on the sunny side of the street.

"One sids of & strant is usually mors popular than the other,
toveral reasons for this. If the sireet is not level, the upper side
fravelod :nan the lowsr. This may be accounted for by the fact
side of the stroat is cleansr, or that ‘the human tendency is to got on the upper
side of things.' Then, again, thers iy tha queztion of the shady or wunny side of
the strest. In the summer the prefsrence for the shady side bacomes quite
markad, and this is eipecially true for women, who do much of thair thopping
the hottast part of the day. Sunlight is always an important factor 1o be con.
sidered in locating a rotail stors. Shoppars naturally seok the protection of the
shady side of the streot in the summer, and the sunlight affects the displays that
the stare makes in jls windows. Satisfactory displays are more difficult to make
in sunny windows than in those in which the light is-controlled or shadad, , . .
It iv possibla, howaver, that for certain roasons the sunny side of 4 streot may
be praferred. An analysis of sales may show that the largest business is done in
the winter months, during which time the traffic may prafer the sunny side. The
ront is usvally choaper on the sunny side. Anather factor in detarmining the
proferable sido of the tirant is the convenisnce to the sirest.car stops. When o
car stops people usually go to the nearest curb, rathar than cross the sirest,”
Rotail Stora Problams.

There may be
is usually more
that the uppar

Exclusive specialty shops need not be in a high-rent shopping area but should
* sasily accessible,

"Soms toras go wall in groups. Ono rasson for this
of the customer, as i affords opportunity for the purchasing of & number of
differant kinds of arficles in one vicinity, ~Another advantags of locating com-
peting stores close togather is the pouibility of drawing trade from customars
who had planned to go direclly 1o & competitor. The stores thus establishad aro
not always compoting storer. Very fraquoantly they atrange themselvas into
camplementary groups cooperating with each other in the atraction of custom
and in the making of sales. Stores dealing in men's goods are often found on
bne 1ide of the straet, whils stores dealing in women's goods are found on the
othar,

"The logical site is that ons which offers the best opportunity to sell goods
where people naturally come to trade, aithar bocause of convenience or becayse
of habit. If the bast sits is not obtainable ar carriss an exorbitantly high renta),
and therefore an inferior site is chosan, succass deponds largely upen the fecog-
nition of the sconomic disadvantages resulting from the location and the cost of
special attractions necessary to overcome them,"

grouping is the convenjence

Retail Store Prcblom;.

A o3

Architectural Revierw

A shop in London designed by Woells
Coates, architect. The fro
and glass,

nt i3 in oak

A 2-story shop front in Times Squaere,
New York City.

A restaurant front in New
designed by Ross-Frankel, Inc,

York City
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Hedrich-Blrssing

A dress shop in the Palmer House, Chi-
cago, designad by Sobel and Drielsma,
architects.

Hedrich-Bicssing

An apparel shop in Detroit by Sobel
and Drielsma, architects. Fagade of
Carrara glass held in place by aluminum
supports.

Koraey

A Paris shop front designed by B.
L Kloh. Fagade of ocak.

ATTRACTION

The first problem of the merchant is to attract the atieniion of potential customers
and to give them favorable impressions. Uncluttered surfaces, lecible signs, good
color selections, infelligent windew disploy and lighting are all undeniable attractions
ior the exterior. Comfort within, based on easy circulstion, clarity ot plan, accessi-
bility of merchandise: quick service resulting from proper location of stock: effective
illumination, good acousiice, and an condinaning—all of these will make customers

return.

CIRCULATION

This might be called routing: it iz the familiar problem of making the customer
see as many varieties of merchandise es possible so as to induce additional sales.
In large stcres an appearance of aclivity is cesirable: in smaller stores and shop:
crowding must be avoided.

Aisles and vertical circulation can be planned in such a way as to influence sub-
consciously the customer's path. The shopper instinctively chooses the wider of two
or more aisles or the one o the right. Departmenis with greater drawing powes
should be placed so that customers must pass other displays. Service depariments,
such s the cash desk and wrapping cenfer (if used). should be so located.

Arcades or passages tc transporfafion lines or fo other places provide effective
spaces for advertising or impulse displays. Self-service or quick service is indiceted
for such locations.

Special attractions, such as telephohe booths, and in large stores, beauty parlors,
children's barber shops or playrooms, lunch rooms, are sometimes planned to aftract
shoppers past impulse displays. These services are often not directly profitable.
Location on a main floor balcony or mezzanine i preferred. Even o small book
store may work on this basis and have exhibition space for temporary art shows
as an atfraction,

"The question of localing the soda fountain and cigar couner is something tfo
be decided by a close study of the individual store. Fountain goods in the
majority of cases ate of a semi-convenience type. Frequently the fountain can
well go to the front of the siorés on busy corners and in the rear in stores in
small town: and neighborhood locations. The cigar counter almos! universally
is placed in the front of the store.

"Some proprietors believe that the founisin brings into the store people whe
would not come otharwise. In such cases, if possible, the fountain should be
placed back in the store in order to get as much merchandise as possible before
the fountain customers. On the other hand, this offen i impractical es this type
of customer might not enter if the fountain were removed frem the froni door,

"A good plan is to check the value of the fountain in profits in comparison
o space occupied, Some stores repori thal the fountain make: a substantial
part of the entire sfore profit; others learn that the space required by the equip-
ment and fables for customers is out of proportion fe earnings but justified
as o leader to othar sales.

“Services, such as telephone and postsl station, are placed in the rear of the
‘modern store. The center of the room in a well arranged store is low and the
customer has no trouble in finding what is wanted. The man who wants to use a
telephone, in passing ettractive tebles of merchandise, is often reminded of and

buys items he needs.”
Small Store Arrangement. Domestic Distribution Department, Chamber of
Commerce of the U. S.

CLASSIFICATION

Departmentizing helps clarify the siore pian. gives good stock control by showing
which lines of merchandise are most preditable. facilitates more frequent inventories,
tends to develop expert sales help whe keep stock in better condition. and to some
exfent may indicete efficient personnel.

Within each depariment wares may be dividea intc three classes—convenience.
impulse and demand goods.  An entire cepartment may belong to onz ot ihese
classes or may include all three. A: far as possible department or clase location
shouia be governea by the characteristic of these classifications.

Convenience goods are usually low-cost items which will be bought hurriedly a
the nearesi store. Profit is small bui good-will is worth cultivation for frequen:
return. Locate for quick service but not nearest entrance.

Impulse goods are offen luxuries soia with high margin of profit. Locate wherever
they will best catch the customers atfention or where there iz any waiting: nes!
entrance, at service center. af elevaror. Displays is most importent factor.

Demand goods are staples of & substantial nature which customers come most

offen to buy., They are items for which a customer will go to & oarticular store
with decision already mede for their purchase. Easy sccessibility of stock 1o sales

stafl is more important then display



bopping goods, a fourth classiflication often made. differ from demand irems
heir need for accessibility ic customer and display so that comparison can be
iz with competing wares.

il classifications should be made evident. Prominent display of typical items
help more than signs unless goods are of great variety and similar in cize as
drug store.

tated departments shouid be grouped together not only to suggest additional
but to make it easier for sales-persons to assist in adjoining departments.

prgain departments should be isolated since bargain hunfers are not good
poective purchasers of other goods. Extensive display of bargains rear regular
i tends tc lower the character of the store.

be self-service chackout plan used mainly in the grocery line with open display
or automatic dispensing machines and change-makers may reduce pay roll,
fen customers’ waits and handle a larger volume of sales in peak hours. Provide
81 racks near entrance, table or counter space for customers and checking
por with wrapping materials at exit, One-way circulation,

LAY

fplay facilities should be subordinate to the merchandise. A mechanized display
aftract brief attention but usually is not sufficiently subordinated: interest is
by the workings of the device, not by the wares.

ilarly, color should be used to focus attention on merchandise. This can be
, where colors are of considerable variety, with neutral backgrounds which
larmonize with any and ail of them: or, when goods have one predominant hue,
e of & complimentary scheme will add intensity to the display.

s or departments with wares which will not be Mijured by handling now
them from open display. Advantages are many: (I} Encouragement of seli.
[ which results in greater volume of sales per clerk. (2} Useful floor space is
ed through elimination of counter and bulky show cases. (3) Lower part of
'8 made useful for selling-display. (4] No danger of hidden accumulation of
#ling stock. Quick check on wares that do nof sell

h display tables with tops divided into adjustable compartments are used
---.d groups, helping fo control circulation. Open wall shelving and display
b with several levels are recommended. Theft i reported to be negligible,
.:ilzdwhen high fixtures obscuring view of tables and racks have been properly

=

_hd_!lrlfs are coming to realize the primary importance of fiexibility to meet
thifion by improvements. Much floor equipment is now made easily movable.
% bylkhsads, tables, racks, counters, refrigerafors or refrigerated cases. even
Melving are now put on wheels in the modern arocery store. Shelving is
) le and easily movable. Fruit and vegetable racks are removable and have
on for spraying and/or refrigeration.

O show windows buili in wall or used between cooms are an effective mean:
8y for wares requiring protection or special lighting.

e the cash register so that clerh can do nothing else while making change.

&

SELLING AREAS

:'“‘J department for unpacking, checking and marking goods.
-8 stock room is often a cause of overbuying.

1935

PLAN

Design for a flower shop in
Los Angeles by J. R. Davidson.

badado 2 T D

Illystration from LADENBAU

Design for & beauty shop
by Joseph Ringel, architect.
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expensive area in store.

"The small stors can handle s delivery orders, as a ruls, from the wrapping
counter, the orden going out fast snough to preveni cluttering of aisles and
delays to either type of customer. When the sales volume reaches & point af
which confusion occurs in the retail selling space, it is advisable to provide a
separate delivery room. Often as few at 50 orders daily justify an order, assam-
bly and dslivery room.

“No selling is done in the order room. It is solely for delivery orders. Ex-
petience shows that this plan minimizes mistakes in filling orders, does away
with confusion in the sales room and makes for better service all around. Aisles
ara free of outgoing delivery bores. .

"The order room can be addad sasily to the floor arrangement of the smaller i
type store, by removing the rear wall on one side and substituting for it & low
40-inch stock shelf. This throws one-half the back room into an order room.
Customers can see into the order room but will not enter. The activity of
assembling orders gives s busy aspect to the store without intarfering with
counter customers’ service, Rear doors are used by delivery clerks.”

Small Store Arrangement, U. S, Chamber of Commerce.

Delivery department for sorting. checking, loading. In larger stores conveyor
systems speed up this process with moving belts or spiral gravity chutes. Loading
platform for trucks. Garage usually is separate or eliminated in favor of cooperative
delivery service.

Offices, credit department, 'phone order department and such accessory services

as fiting rooms, alteration rooms and millinery workrooms must be provided, all
near respective selling departments. Services such as lockers, rest rooms and lava.
tories for clerks become large elements in department stores. Even in smaller shops
conveniences such as water coolers, telephones, lavatories and rest alcoves are
_ offered customers. - -
MAINTENANCE :
| 4 s | . .
{:“‘ =i Og 11 (<IN Materials should be resistant to wear and easy to clean. Walls should have
| j i., e Ml sanitary cove bases and equipment bases should stand up under wet-mopping or
; i scrubbing. Easy and economical maintenance is assured by keeping surfaces and
decoration simple. ,
Provision should be made for easy collection of trash [chute and bin) and incinera
tion or possible salvage by shredding and baling. :
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HOP FRONT

The merzhant is interested in distinctiveness, adequate dispiay area and ar efiective
jancé. £ good sign or trade symbol againgt & simple backgrounc cf material
prestinc « texture or color is frequently used.  Ansther method is ic provide s
bw o the zicre interior, thus making the window display dc-ubly effective. In
pmer chimales il is possible to open the front entirely if the benefits of air con
janing are not soughi or necessary

pis

Maximur iegibility for day and night illuminaiion. Graduated in size and located
visibility frem across street, from passing care, anc by pedesirians,

lstterinc in ark silhouette against lighted background recommended. Projections
m uilding-lire and iypes of illumination are goverred by local code and usually
Liire permite,

Gaseous tubes for color: Alternating current with small Jocal transformers or
verters for ditect curreni—as near sign as possible io shorten heavy copper
ductors. Necn [red] uses & watts per foot of leHering tube: blue or green each
wafic: white or yellow, 20 watts. A new ‘ype of tubing permits several parallel
ar channels in small section which makes new conibinaiions practiceal.

ihoto-eleciric and/or time control for signs.

RANCE

land windows and irreqularly shaped entrances intended to draw window shoppers

store are often wasteful of space and doubtful in effectiveness.

fovide automatic door-opening device with phcto-electric control. Doors operate
a ray of light, falling on a photo-electric cell, is interrupted. The door opens

Fenough for a person to pass through, then closes automatically.

TER FRONT DISPLAYS .. ... ROCKEFELLER CENTER, NEW YORK CITY
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Lounvilie Grocery, Survey Mode! Gre
cery Store. erranged by Cari Diprarn

editor of The Fragressive Grocer.
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Morgan

A book shop in Los Angeles
designed by J. R. Davidson.

Hedrich-Blessing

A furniture store fagade designed
by Howard T. Fisher, architect.

TYPICAL DIMENSIONS FOR SHOW WINDOWS

WINDOWS

Window areas represent 12 to 40 per cent of total rent and are estimated 3
earn one-third of profit on all sales.
One-front windows are easiest fo dress and light. Island windows are difficul
treat: elevator dressing is expensive, and display and lighting for observation
many sides create problems. '
More floor area in window is gained and knee and toe room provided for windg
shopper if window and its frame can project from shop front. ;
Depth of window should be twice its width for satisfactory anguler view on ap
proach. For general purposes no window need be more than 8 feet high. ne-
A twolevel or second-floor display may be advisable for streets traveled by l
double-deck buses. oy
Stores selling wares with considerable size range will do well to have at least ‘ms Y
separate window types. Examples: Women's wear: (1) gowns displayed on s*undingj;
figures: (2) gloves and hosiery at hand height. Hardware: (1) stoves. lawn mowerﬁ;f
in larger window with low floor; (2) tools at hand height.
Consider access for window dresser, merchandise, cleaning and relamping. i,
Consider time-switch for window lights.

REFLECTIONS

Superlighting [high intensity of illumination in daytime) seems the only soluti
but is expensive. Sloping windows do not solve problem satisfactorily. :
Awnings will cut off most reflections from upper stories of buildings on other s
of street but do not take care of bright street scene. ‘
Consider all window floor and background materials to avoid distracting rofle
tions of lighting equipment and window shoppers. 1
Use mafte tile, traverfine or similar non-polished materials.
Mirrors may be used on walls fc increase apparent size of small displays but ca
is necessary fo avoid distractions, Window dressing may also be made more difficl

Depth  Height above sidewalk Type of background
Type {feet) (inches) Remarks oo
Department store: i 7-10 12-30 Closed Interior wall valuable.
Automobile store: 10 Nearly level with sidewalk ~ Open into store Disappearing window,
Furniture store: o [0 Nearly level with sidewalk Period . ;
Jewelry store: o -I2/3-3 42-48 Low or closed Miniature stage. &
Books or stationery: N 2-3l/; 30 Low - i
Florist shop: - 3.5 12 Open or glass Terraced tile with drain- 1
age end insulation. I
6rug store: o _2—2l/2__ 3% Open _ Show interior. _ '
Hardware or paints: 21/5-3 30 Closed Two types. ngé
) 12 I
— 1
Shoe store: 35 418246 Closed or open Exclusive shops may fear? |
ture individual models ing
_ — - small windows. %!
Hat store: 21/5-4 30-48 Closed or open _ o3 l
Women's wear: o 3.5 12 Screns, Venetian blinds Twe types. f‘,‘;
B - - 30_ - or open - —-??f.l
Haberdashery or 3-5 30 Closed Two types. ?}} |
Tailor: 18 B B i &
Grocery store: Y 2028 Low Terraced tile with draine 3 i
age and insulation. % 4
ﬁery or conf_ecﬁ_one_ry: 23 R " Closed, Glass Insulation. Two levels, ‘} I
@
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etisn blinds for protection of merchandise since heat is dissipated outside of

dow. Venetian blinds are difficult to clean. Curtains will be required for closed
or during window dressing. '

TILATION AND CONDENSATION

ow velocity {non-fluttering) mechanical ventilation is desirable for show windows
ause of the extreme heat originating from lighting units.

tafrigeration may be necessary for foods or flowers.

fondensation may be prevented in winter by closed display with outdoor atmo-
ric conditions maintained within window. Various schemes such as dry air
gm across window have been suggested.

psulated platform will keep out basement heat. Radiators should be kept away
window backgrounds. No unfiltered air should enter window through vents in
dow frames or elsewhere.

jghting units should be placed above window proper, behind glass panels, and
filated to prevent excessive radiation of heat info display.

TERIALS AND CONSTRUCTION

se only polished plate glass in non-corrodible metal frames as narrow as is
mensurate with strength required. Frames should permit expansion and con-
dion of glass. One-quarter inch Glazing Quality is standard. Practical maximum
; for onc sheet is 250 square feet. Second Silvering Quality, the next better
de, is used in areas under 20 square feet, where such expense is justified.

lips and plastic cement are preferable to wide corner posts where strength s
needed.

snsider method of concealing wiring which will permit easy inspection.

o consider rolling grilles in front of window as protection against theft, damage
g riots, or earthquakes.

IZONTAL SECTION
AL OF KAWNEER
NTED STORE FRONT
STRUCTION

T
:)
a-fLp
B8
+
A—r—
D
2 i
L T
TYPE F2 TYPE F1
gy ¢ 4
,'.“’_‘"_"_9'2".’.'&'.3? pf."_"'PS‘.‘____:i‘
N : b, i
My L | ' '
[ | ey e
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0
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TYPE F3 TYPE Fa

Kawneer flush-type

doors  fabricated

of cold-rolled and extruded membars.

Kawneer pivoled ventilators. Maximum
width of Types A, C and D, 30 inches:
for Type B, 24 inches.

TYPE D

Y e W Yaamsow

TYPE &
TR ——

Kawnoer welded tubular doors fabei-

catad from stainless

tubes  of solid

bronze or aluminum alloy.
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INTERIOR PLAN AND EQUIPMENT

Standards Width Length Height
Ceilings:
Basement . .. 12-14 feet clear
Main floor . .. 12-14 feet clear
Main floor with
mezzanine 18-20 feet clear
Shop with mezzanine. I5 feat clear
Minimum aisle . 4 feet
General show cases and
counters . 22-24 inches 4,6,8 10, 12 feet 34-40 inches
Grocery wrapping
counter ... ... 3 feet 4 or b feet 34.36 inches
Display Tables:
Grocery .. 3 feet 4orbfeet  28-30inches ’
Dry Goods 30-32 inches 7 feet 34 inches E
Hardware 3|-34 inches 5 feet 4 inches and 7 feet 32-35 inches £
Drug 24.32 inches Up to 7 feet 32-34 inches .
Shelving: Depth Clear Height Other g
Between Shelves Features ¥
Grocery: - g
General 12-18 inches {0-18 inches Not over & feet
Staples 18.24 inches  Lower shelf 20 inches  high including é-inch

base. Shelves pref-
erably adjustable.

Others |4 inches

Hardware wall case

with ledge and 8 feet long
cabinet 30-36 inches 32 inches to ledge
Cabinet 20 inches 7 feet & inches high
Books ... ....... 8-9 and 12 inches  10and 14 inches 8 books/foot
Shoes {4 inches 9 inches [double row] Boxes & inches wide
Millinery 14 inches I8 inches Deep drawer under
shelf
Dry Goods:
Piece goods .. .. 26-28 inches Shelves under ledge
Men's and women's 30-34 inches to ledge
furnishings 10-18 inches
Shelves under ledge,
add 12-14 inches

REFERENCES, with acknowledgment for much of the data appearing in the check list:

In The Architectural Record:

Store Buildings. A. Lewrence Kocher.
June 1929, pages 583-610.

Planning the Retail Store. K. Lénberg-Holm.
June 1931, pages 495-514.

The Suburban Branch Department Store.
Milton Lowsnthal, July 1932, pages 3-12,

Planning Seles and Office Bulldings for Pub-
lic Service Companies, John B. Reodgers
Docember 1932, pages 397-408.

Store Buildings and Moighborhaod Shep
ping Conters. Clarence 5, Stein end
Catherine Bauer. February 1934, poas:
175-187.

Partalic of Altaration of Small Shops.
February 1934, peges I68-173.

Automobile Shopping Centers. B. Sumner
Gruzan, July 1934, paqges 43-4b

Lighting Large Shopping Centari. M. W,

Desaix. July 1934, pages 47-48.
Portfolio: Modernization of Small Shops

September 1934, pages 155-182.

Planning & Small Men's Shop. Kaenneth C.
Welch. September 1934, pages 183.187.

Store Modernization.
September 1934, pages 186-190.
The Wholesale Produce Merket.
Sepiember 1934, peqges 199-203.
Super Market,
September 1934, pages 204-20b.
Lighting of Smell Stores. Henry L. Logen
September 1934, pages 207-215.

Chechlist for New Construction and Mod-
Dacember 1934,

ernization of Stores.

435.44b,

Partinlio: Stores and Shops, New and Re-
madeled. December 1934, pages 447, 454.

In other Periodicals:
Shop snd Store Reference Number.
The Architectural Forum, May 1933.
The Retsil Shop. Lancelot Sukert.
The American Architect, November 1933
pages 2534

Books and Pamphlets:

Ladenbau |(Store Architecture), Ado
Schuhmacher. Julius Hofiman, Stuttgar
1934,

Ladenmébel [Siore Furniture). Hans /
Bader. Julius Hofimen, Siuttgart. 193

Small Store Arrangemant. Domesiic D
tribution Departmeni. Chamber of Cor
merce of the United Siater, Washingto.
D, C, 1931,

Retail Store Problems. U, 5. Department «
Commerce, 1928, Merchant's Meanue
MeGraw-Hill Publishing Co.. N. Y.

Contemporoty Ari Applisd 'o the Stor
and its Displey. Frederich  Kiesle
Brantano's, M. Y.

The Modern Grocery Store, Carl W. D
man. The Progressive Grocer. N. Y, 193

Studies of the Regional Plan of New Yc
and its Environs and the Chicac
Regional Planning Associstion

Publications of National Retoil Trade #
sociations.



PROGRAM

“"MODERNIZE MAIN STREET"’
COMPETITION

Sponsored by LIBBEY - OWENS - FORD GLASS COMPANY
Conducted by THE ARCHITECTURAL RECORD

KENNETH K. STOWELL, A.lLA., Professional Adviser

$11,000 IN CASH PRIZES

(52 PRIZES IN ALL)

Total
FIRST PRIZE, for each Problem. . . . $1,000 $4,000
SECOND PRIZE, for each Problem . . 750 3,000
THIRD PRIZE, for each Problem . . . 500 2,000
HONORABLE MENTIONS (40) . . . . 50 2,000
$11,000

Exhibit 2 Modernize Main Street Competition

‘ HE “Main Street” in every city, town, village or community usually has at least these four

stores: the food store, the drug store, the apparel shop and the automotive sales-and-service

Ation. These stores are chosen as the subjects of this competition and constitute the four prob-

tchandising methods which demand a store that attracts the public, displays goods to the

El‘: from which the competitor may choose. Each store is to be modernized for modern

t advantage, and provides space, convenience and light so that purchasing is a pleasure.

fr]



GENERAL REQUIREMENTS

HE store front with its plate glass show windows
establishes the character of the store in the eyes
of the passer-by. It must serve to make the passer buy,

inviting him or her to stop and shop.

The interior must fulfill the promise of the front,
serving as a background, and placing the merchandise
in the foreground of the customers’ consciousness. It
must be convenient in arrangement for expeditious
service, comfortable, easily controlled, adequate in all
its appointments and consistent with the quality of the

merchandise.

Space, equipment and facilities must be provided
for all merchandising activities normally engaged in
by the stores, such as receiving, marking, storing, pre-
serving or protecting, displaying, selling, measuring,
wrapping, delivering, accounting and recording, and
the special operations or servicing that are implied by
the type of goods to be sold. Locker, dressing and
toilet facilities for employees must be provided, but

may be in the basement if a stair is provided.

It is assumed that the stores are to serve an average
American community, rather than the luxury class.
While a photograph of the present store front or site
is given for each type of store, it is shown mtrclyl to
present uniform conditions for the compct.itors, as
the problems are hypothetical only and are not in-
tended to obtain designs for modernizing a particular
existing store. The dimensions given are also hypo-
thetical and for purposes of the competition only. The
competitor may choose any appropriate names for the
stores to use on signs or shop fronts. No show window
shall extend beyond the lot lines. No sign shall extend
more than 18" beyond the building line. The main
signs will be legible from a point perpendicular to
the store front. Skylights may be introduced in any

part of the roof, if desired.

Any competitor may submit as many designs as he
wishes as solutions of any or all problems, and each
design is cligible for a prize, irrespective of other

drawings submitted by the same competitor.

. v . . 4
Complete freedom is given the competitors in re-

gard to style, design, and the materials and methods

of construction.

COMPETITORS

Tny architect, engineer, draftsman, or designer in
continental United States is eligible to compete, except
as noted below. Designers may associate or form
groups to cooperate in the production of competition
drawings. Each group is considered a single com-

petitor.

-No employee of the Libbey-Owens-Ford Glass
Company, or of any other glass manufacturer, or of
The Architectural Record, or the advertising agencies

of the above, is eligible to compete.

ENTRY BLANKS

The entry blank signifies merely the intention to
compete. The blank should be sent promptly to
Kenneth K. Stowell, ALA., Professional Adviser, care
of The Architectural Record, 119 West goth Street,
New York, N. Y. The required outline specification
sheet, title-pasters and name-pasters can be sent only

to those who indicate their intention to compete.

DATES
Competition opens, programs issued—June 13, 1935.
Competition closes, 5 P. M., August 12, 1935.
Judgment by the Jury, beginning August 26, 1935,
until completed. Announcement of awards will be

made ar the close of the Judgment.




MIN NUT MAYY MARD

The Jury consists of seven members; Gve architects
and two experts in retail merchandising. The names
ot the jurors will be announced on August 12, 1933.

The Judgment of the Jury shall be final.

BASIS OF AWARD

Prizes will be awarded for the designs which, i the
Judgment of the Jury, offer the best solutions to Prob-
lems as set forth in this program. The Report of the
Jury will be muade public as soon as pracuical after the

Judgment.

ANONYMITY OF DRAWINGS

The only mark of identification shall be the name
of the competitor lettered in the lower righthand cor-
ner of the sheet in the space provided on the title-

paster.

The opaque name-paster shall be firmly affixed on
the edges only, as indicated, to cover the competitor’s
name. This paster will not be removed until the final

judgment is completed and the awards are made.

The full name and complete address of the com-
petitor shall be lettered in the space provided; letter-
ing shall be ac least 3/16" in height. If the design is

submitted by associates, the full names of all such

associates must be given,

DELIVERY OF DRAWINGS

Drawings shall be addressed to Kenneth K. Stowell,
ALA., Professional Adviser, care of The Architec-
tural Record, 119 West goth Street, New York, N. Y.
All drawings not delivered personally, or by messen-
ger, shall be sent by mail, or by express (i.e., delivered
© the post office or express office), not later than
5 PM.,, August 12, 1935. All drawings delivered per-
sonally, or by messenger, shall be so delivered not
later than 5 P.M,, Eastern Daylight Saving Time,
August 12, 1935.

Sponsored by LIBBEY.-OWENS-FORD GLASS COMPANY

Drawings must be securely wrapped and protected
against bending or breaking. All designs are syp.
mitted at the competitor's risk. Reasonable care will
be used in handling all drawings. Drawings which do
not receive prize awards, or which are not reserved
for publication or exhibition, will be returned to the

competitors within a reasonuble time, insured for 350.

AGREEMENT

The competitor (ether an individual or group) in
submitting che design, agrees that the drawing and
design automatically become the property of the
Libbey-Owens-Ford Glass Company in the event thar
the design 15 awarded a prize or an honorable men.
tion, and further agrees-that the Libbey-Owens-Ford
Glass Company has the right to exhibit, or to publish,
or to authorize the publication of any or all designs

submitted in this competition.

PUBLICATIONS AND EXHIBITIONS

No drawing shall be exhibited or made public until
after the award of the Jury.

The name of the competitor and his address will be
published in connection with any reproduction of his
design authorized by the Libbey-Owens-Ford Glass
Company, and the competitor’s name and address will
also appear on his design when and if said design is
exhibited.

The Prize-Winning Designs will be published in
The Architecturai Record and other publications.

COMMUNICATIONS

It is believed that the purpose, requirements and
awards of the Competition are clearly stated and,
therefore, in fairness to all competitors no questions
regarding the Competition can be answered. Inquiries
for additional copies of the program, dutline specifica-
tion sheets, title-pasters or name-pasters, shall be
addressed to Kenneth K. Stowell, ALA, Professional
Adviser, care of The Architectural Record, 119 West
qoth Street, New York, N. Y.
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THE PROBLEMS

UPTOWN  PHARMACIST G

STy,

pa .

ENE RTINSO == 225 2

Wy s e

DY 3

PROBLEM "A"
The DRUG STORE

PROBLEM "B"
The APPAREL SHOP

PROBLEM "C"
The FOOD STORE

PROBLEM D"

The AUTOMOTIVE SALES-
and-SERVICE STATION

PROBLEM "A"
The DRUG STORE

The modernized corner drug store is t |

provide for the selling of many types ¢
small merchandise, as well as medicine
and prescriptions. Among other things th
following “departments” must be provide
for: soda fountain and lunch counte
cigars, candy, toilet articles and cosmetic
proprictary medicines and home remedie
sick room supplies and rubber good
packaged drugs, and prescriptions.

The kitchen for the lunch counter m:
be considered to be in the hasemnent
proper stairs, conveyors or dumb-waite
and Aues are shown on the plan.

Dimensions. The building is on a lev
corner lot 25'0"x 75'0", the short side ¢

the north side of Main Street; the lor |

side faces west on the side street. The ea
party wall extends 6” into store lot. Tt
present clear height, floor to ceiling, 12'<

1



PROBLEM "B"
The APPAREL SHOP

HE modernized apparel shop is to be

devoted to the merchandising of
women's wear, suits, dresses, hats, ensem-
bles, gowns, lingerie and underthings, cor-
sets, hose and accessories. The sale of shoes
in this store is not contemplated. Among
ather things customer dressing cooms will

be necessary.

Dimensions. The building covers a level
mside lot {not a corner lot), 25"0"x 750"
on the north side of Main Street. There is
a service alley at che rear, The clear width
between party walls 15 24'0". Party walls
are 12" thick. The present clear height,

floor to ceiling, is 120"

PROBLEM "C"
The FOOD STORE

This store is to provide for the mer-
chandising of groceries, packaged and
canned foods, fresh truits and vegerables,
meats, fish and frozen foods.

Dimensions. The building covers a level
inside Jot (not a corner lot), 25'0"x 75'0"
on the north side of Main Street. There is
a service alley at the rear. The cléar width
between the party walls is 24'0". The pres-
ent clear height, floor to ceiling, is 120"

Sponsored by LIBREY-OWENS.FORD GLASS COMPANY (5]




PROBLEM "D"

The AUTOMOTIVE SALES-and-SERVICE STATION

HE gas station, presumably, is to be modernized

by an automobile dealer as a “feeder” for his main
showroom, as well as to produce a profit through the
sale of gasaline, otl, tires, accessories and parts. Ser-
vicing, such as greasing, washing and minor repairs
on all makes of cars, will return a profit in addition
to creating good-will which may lead to a car sale.

The plan shall provide a showroom for two low-
priced passenger automobiles; space for the display
and sale of tires, parts and accessories; cash and record
space; “rest-room” totlets; one car-washing space; two
greasing pits, hoists or lifts; work bench and tool
racks for minor repairs, with inclosure for repairing
one car at a nme; gasoline pumps and il dispensers
shall be located within the building lines {no pumps
or other structure are permitted at the curb of street).
As customers drive in the travel of cars must be con-
sidered curefully to prevent traffic congestion and

to provide maximum availibility of the pumps.

The basement 1s not to be shown on the drawings.
It is assumed that employees' lockers, the heating
plant, air compressors, etc., and extra storage space
mav be provided for in the basement, providing a

stairway 1s shown on the plan,

[t is assumed that the present structure may be
moved, enlarged, altered, or torn down so that the
most efficient design for the lot can be realized. Gaso-
line pumps, also, may be added, changed or relocated.

Dimensions. The level lot 1s on the Northeast corner

of intersection of Main Street and a through traffic

artery. The wide Main Street runs East and West.
The rectangular lot measures 100" on Main Street, 75
on the intersecting street. Both are two-way traffic
streets. From building line (lot line) to curbs of

streets is 12"

o

s -hohd
1




REQUIRED DRAWINGS

LL drawings shall be undiluted black ink only,

except the elevation which shall be in color.
"Drawings shall be on white stiff cardboard or illus-
tration board, or heavily mounted opaque white
paper, measuring 22 inches by 30 inches. A single line
border shall be drawn to leave a margin %-inch wide
around the entire sheet. The sheet shall be vertical,
with the title ar the bottom of the sheet within the
border line. No hand-lettering of the title is necessary
since a paster-title, to be attached to the drawing as
directed, will be sent to each competitor who sends in
an entry blank. No lettering or numerals on any part
of the sheet shall be less than V4" in heighe.

The following drawings are required on each sheet
submitted as the solution of each Problem, i.e., Prob-
lem A, Problem B, Problem C, or Problem D.

F PLAN
5"5'1?}“ plan of the main floor shall be shown.
"gs‘-ﬂ'hc plan shall show store fixtures, show cases, fur-
) .‘_ ¢ or store equipment. Uses of spaces shall be
ly indicated on the plan.

€ plan shall be lettered so as to be easily read
flen’the whole sheet is reduced to 7% inches by 10
sansligst for reproduction in publications.
e

E3 s 'Problcms A, B, C and D, the scale of the plan

be 15"=1"0".

S

2 ELEVATION -
;;tgrllcvation of the store front and show windows shall
,ﬁg;_éj;own.

“The elevation shall show the true colors, in flat
washies or tempera, or, it is permissible to show colors
and materials by the use of flat colored-papers, cello-
pbanc, metalized-papers and the like, providing they
are so affixed to the drawing as to be permanent. No
media shall be used which will flake or chip off, or
Smear, or smudge, or tear, or become loose, in handl-
ing. Conventional shadows may be cast to show rela-
tionships of planes or forms. No perspective, or false
Perspective, shall be shown: no indication of adjacent
buildings shall appear; no hgures, trees or ather en-
tourage shall appear on the drawing except one hu-
man figure, 510" in height, shall be shown at scale.

ok

%;nsmd by LIBBEY-OWENS.FORD GLASS COMPANY

For Problems A, B and C, the scale of the elevation
shall be ¥"=1"9".

For Problem D, the scale of the elevations shall be
3/16"=1'10". Two elevations are required, one of each
street front; both elevations shall be in color, and
shall conform ro conditions as stated above.

3. SECTION

One longitudinal section shall be shown. The sec-
tion shall show store fixtures and furniture, decorative
glass or mirrors, lighting, skylights (if any), thickness
of roof construction, but shall indicate nothing below
the main floor level. One human fgure, 5™-10" in
height, shall be shown at scale.

For Problems A, B and C, the scale of the section
shall be % "=1'4".

For Problem D, a section is required to be taken
through the showroom. The scale of this section shall
be 3/16"=1'0".

4. STRUCTURAL DETAIL

The structural detail is required on each drawing
submitted.

The structural detail shall show in section the con-
struction of the show window, i.e., the bulkhead or
base, the ceiling (including show window lighting),
the sign and the awning box (if any). The structural
detail shall be drawn in clear black undiluted India
ink lines, without color or washes, scale 3" =r'o".

This detail shall show the glass, the necessary block-
ing, and shall indicate the sash, jambs, head, transom
bars, sills, awning bars, or bases, in profiles only (with-
out showing details of patented or copyrighted con-
structions).

5. OUTLINE SPECIFICATIONS

The outline specifications shall list the materials
and equipment to be used in the modernization. The
list shall be typed, or neatly lettered, on the blank pro-
vided, and shall be firmly mounted on the back of the
drawing in the center.

The outline specification is mandatory, but will not
be a factor in the judgment of the solutions. It is in-
tended to aid in the publishing of descriptions of the

winning drawings.

(7]




OUTLINE SPECIFICATION SHEET

This Outline Specification Sheet must be filled out and firmly pasted on the
back of the drawing in the center. State materials, sizes, types, qualities.

A. Glass for
1. Show window ... . N N

Transoms ...

Show window foor

Show window lighting troughs or fixtures. .. .. S e e s A

Show window ceiling

Show window mirror

Show case tops

I - U S

Show case fronts -

Show case shelving

-
2

Show case mirrors .

-
-

Interior mirrors

-
b

Interior decorative glass

-
2

Interior lighting fixtures

=
&

Iaterior lighting troughs

H
A

_
&

Skylights (exterior)

Skylights (interior or ceiling)

-
e =3

Screens or cages

Partitions ——

—
h o

Rear windows S—

N
o

21. Other uses

B. Store front frame Lo =

C. Facing of bulkhead

1. Trm

D. Facing of exterior wall, walls or columns

1. Trim or ornament

E. Facing of sign background...__..

F. Sign lettering and Ll aminations;mase s

G. 1. Show window foor....

2. Show window walls S et

3. Show window ceiling.

H. Sales Interior ... ...

LS oo e e et e

-

Ceiling
Flooring - B

ShOW CASES e meeeee

FUrDitire o e cemsisisstisemines s e e ey

Main lighting fixtures

A

Trim s e Aottt e

l. Type of heating, ventilating or air conditioning systems contemplated.

J. Other equipment._ R = N B ¥




® On June 15, the Program for
the “Modernize Main Street”
Competition was distributed
to architects throughout the

ApparelShop; (4) An Automo-
tive Sales and Service Station.
A photagraph of each shop to
be modernized, together with

Country. This Competition, (Competition closes 5 P. M, August 12, 1935) all necessary data, is published

Sponsored bytheLibbey-Owens:
Ford Glass Company and conducted by the Architectural

Regord, with Kenneth K. Stowell, A.I.A,, as Professional
Advisor, is in reality four simultaneous competitions,
tach calling for the modernization of a particular type of
shop or store—(1) AFood Store; (2) A Drug Store; (3)An

in the Program. A complete
copy of the Program appears in this issue of The Archi-
tectural Record in the preceding pages. If you have not
already sent in your entry, the blank below will bring
you the title-paster and other necessary data and infor-
mation. The competition closes August 12; the Jury
meets August 26, 1935,

SE THIS ENTRY BLAN

KENNETH K. STOWELL, A. 1 A., Professianal Advisor,

"Modemize Main Street”’ Compalition

The Architectural Record, 119 Waest 40th Street, New York, N. Y,

GenHomen: | desire to enter the '‘Modemize Main Street’ Competition
sponsored by the Libbey*Owaens«Ford Glass Company. Pleate 1end me the
title-paster and all necessary date and information,

Nomse Frlan

Profession aor p

Shreet
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FEDERAL HOUSING ADMINISTRATION

Washington

Stewart McDonald
Acting Administrater June |, 1935

Mr. John D. Biggers. President,
Libbey-Owens-Ford Glass Company,
Toledo, Ohio.

Dear Mr. Biggaers:

Your new ‘‘Modernize Main Street” Architectural Compastition is & most con-
structive and timely development in the growing interest in modernization and
raviving construction. -

Your plan will stimulate the interest of many architects and builders and will
encourage tha specific action of business property owners throughout the
country.

Widespread examples have already come to our attention of increased
income resulting from modernization of business properties. The broadening
of the National Housing Act to permit insured modernization loans on business
property up to $50,000 greatly incresses the scope of the cooperation of the
Federal Housing Administration.

Under the National Housing Act approved lenders, by complying with the
requlations, may be insured up to 20% of the total loans made for improving
business property and may be insured also against mortgage loans.

You may be assured of our fullest cooperation and our appreciation. of the
contribution you are making.

With avery wish for the success of your program, | am

Sincerely,

(Signed]) STEWART McDONALD

Exhibit 3 Letter from Federal Housing Administration
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Exhibit 4 Kodak sign logo from Architectural Record

LETTERING (BELOW) BY WALTER DORWIN TEAGUE

STORE 'LETTERING ©O7




