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INTRODUCTION

CHAPTER-I

CLASS INTRODUCTION

A group of senior and junior interior design students from Savannah
College of Art and Design collaboratively worked on this project, combining

different skill sets and backgrounds in order to create a successful design.
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WEEKLY T IMELINTE

Informal Presentation
Final Practice and
Midterm Checkpoint Design
Research Sketching presentation with the clients Refinement
WEEK #1 WEEK #2 WEEK #3 WEEK #6 WEEK #38 WEEK #9 WEEK #10
@ ! ﬁQE)
Brainstoriming Presentation Finalizing Final Design Final
Practice and Concept and presentation
Design with two 3-D modeling
Refinement design ideas



CHAPTER-II INTRODUCTION

CLIENT SYNOPSIS
GWCCA & REFUGE COFFEE CO.

The team organized an introduction of our client, GWCCA and Refuge.

Summarizing their purpose and mission.




CLIENTITS

REFUGE

Refuge Coffee Co. is a 501c3 non-profit business,
that serves the global community in Clarkston
through coffee-related job creation, job training,
social networking, and commerce known for being

the "most diverse square mile in America.

GWCCA

The Georgia World Congress Center Authority
(GWCCA) was established in 1971 to oversee
development of an international trade and
exhibition center in Atlanta that today is known

as the Georgia World Congress Center.

REFUGE COFFEE CO.



REFUGE COFFE CO.

Refuge dreams of a more vibrant Clarkston, one where
refugees have opportunities to thrive. Where they move
from survival in their first days here to building a life.
Where people from greater Atlanta and beyond discover
the multi-textured beauty of a global culture right here in
our own backyard.

They believe in the resilience of our refugee neighbors.
They see incredible strength in our barista/trainees.
Their goal is to join in the task of empowering our refugee
friends to use their many gifts to help us create refuge.

About:

Locations: Clarkston and Sweet Auburn
- Non-profit Organization

- Trains Refugees

Coffee Catering

Refuge Coffee Co. Truck

REFUGE PURPOSE
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Refuge Coffee does so much MORE than good coffee.
Their goal is to provide a quality job-training
experience and a living wage for their refugees. They
bring people together and bless their community
with lively events. Their mission is to combine a
small corner of the world from any agenda other
than to sit and drink coffee together, making way
for peace, for human connection, and for healing.

Supporting people from all over the globe.

QUALITY OF

LIFE




REFUGE MISSITON

The word WELCOME highlights their company
Create a DIVERSE space for the users

To have JOBS available | = G W C C A
Support LOCAL

- To tell the world the Refuge STORY better

- SUPPORT people




GEORGIA WORLD GWCCA MISSITON

CONGRESS CENTER (GWCC(C)
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GWCCA focuses on hospitality and invites people
from all over the globe. GWCCA makes the visitors
feel welcomed and essential. Committed to
enhancing the quality of life for every Georgian, the
GWCCA puts its mission into action by integrating
sustainability into all aspects of the business to
support people, the planet, and the bottom line.

. . . from GWCCA's firs
Covid-19 has created a slow down in the operations 3

of the world congress center, and that future
designs must respond to the conditions of the global
pandemic in order to be successful.
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Efficient circulation

About: Respind to COVID-19 conditions

4th Largest Convention Center In The U.s.

Built In 1976 (Renovations In 1985, 1992 & 2002)

12 Exhibition Halls
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L EED

LEED is important to GWCCA because their goal a
mission is to be sustainable.

Energy savings

Waste Diversion

Food & Beverage

40% Savings in Water & Energy

4000+ Solar Panels

Guaranteed Energy Savings Performance
Contract

About 30 million tons of materials
diverted since 2010

160+ tons of foods were composted since
2019

Water Filling Stations
Meal Donations

100+ pounds of honey from
on-campus beehives

DESITGN CONSIDERATIONS

The team considered durable and
sustainable material throughout the
project. As well as plumbing for the

coffee machines. Natural light will be
supported in the space energy. Lastly,

considering waste management by

adding a recyclable bin and waste bin.

Material

Energy&Water

Indoor quality

Durability
Sustainability
Regional Priority

Energy Efficient
Plumbing Efficient

Indoor Air Quality
Green Policy
Waste Management
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BETTER COMMUNITY
& BETTER LEADERS

Volunteering

Shelter

Better Leadership

Better Environment

Improve natural environment
through impacts related to
energy, water, waste, air, and

food and beverage.

Share time and talent on several local
organizations that require aid for basic
needs, shelter, education and environment.

GWCCA works with organizations like Atlanta
Mission to provide items, services and training
to end homelessness.

Junior Achievement program in Building C
partners with organizations to support young
people to succeed in a global economy through
education.

Better Community

GWCCA and the surrounding
community are tied together
through work with humanitarian

organizations.

VISUALIZATION

To portray the connection

between the structure, the

design, and the brand concept.

The incorporation of warm
tones as well as sustainable
materials will be essential to
the overall design to create an
atmosphere thatis welcoming
of every costumer that walks
into the coffee shop.

CLIENT NEEDS

FUNCTION OF SPACE

To create a universal design
that meets the gold LEED
requirements and is ADA
compliant. Enough space should
be available for employees and
customers to occupy the shop
and keep high traffic areas

organized and clean.

SPATIAL
ORGANIZATION

To develop a functional space
that allows refugees to feel
comfortable and encourages
them to stay productive and
enjoy their work environment.
Placement for equipment such
as coffee machines, fridges,
and sinks will be extremely
important when space planning

to develop a successful design.



SHARED
VALUES

v PURFOSE

After doing all the research, we determined that
their shared value is to have a purpose.




CHAPTER-II

RESEARCH AND PROGRAMMING

INTRODUCTION

Students gathered and analyzed information that lays the groundwork in the design
phase. In this programming phase, students were able to analyze and synthesize
human perception that informs design solutions. The knowledge and skills learned
in synthesizing the information were applied to generate evidence-based design
solutions. Finally, problem identification and problem-solving methods are part of

this design process.




SITE ANALYSIS OCCUPANCY FLOW

Occupancy flow determines the rush hours of the customers throughout the day.

This chart will help us in the queuing process and flow of customers.
The Site analysis gives the overview of the GWCCA

site. In the design process the information of the

the site and the main attractions around that site

are some of the factors that help in making design
decisions. It is an inventory of the site factors and I PM

forces and the way they coexist and interact. oo

3PM

GWCCA
12 PM
Food and Lounge o An

@ Attractions & Retails 6AM

Map data ®2021 Google | Terms of Use /| Report amap emor HOtels
Highest Occupancy Levels Throughout the Week

SUNDAY MONDAY  TUESDAY WEDNESDAY THURSDAY FRIDAY  SATURDAY




Kitchenette Left

KIOSK SPACE

Kitchenette Right

- Approximately 160 SQ FT

- 8'-0" Acoustical Ceiling Tiles
- Standard 36" Door Swing

- Security Garage Door

KITCHENETTE

- 2 Commercial Freezers
- 1 Commercial Sink

-+ 1 Bar Prep Sink

INTERNATIONAL BUILDING CODE
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The kitchen code rules you need to worry about (and those that
the local building inspectors will cite) are the local codes, but the

model codes are helpful guides.

The three model codes that most kitchen codes are based on are:

IRC

International Residential Code (IRC)

c ®

Uniform Plumbing Code (UPC)

National Electrical Code (NEC)



PRECEDENT STUDY

Merriam-Webster dictionary defines ‘precedent’ as «so-
mething done or said that may serve as an example to au-
thorize a subsequent act of the same or an analogous kind,”
and a ‘study’ as “a state of contemplation.”

When defining the term ‘precedent study,” it can be classed

as the sourcing and contemplation of related relative, past,

and present influences that aim to serve, provide inspiration
and help justify an idea.




PRECEDENT STUDY =1

CUSTOMER JOURNEY

Shu-Shu: Beverage Brand Kiosk

STRENGTHS
Clear designation of customer flow (by pick up

platform, and employee guidance). The costumers

waiting in line can see promotions, seasonal menu,

and products (keeping them ‘entertained’). Clear
indications of standing space (sticker on floor).

Branding is well portrayed throughout the design.

WEAKNESSES

Left side of kiosk is not as functional for the
customers as the right side. When it comes to
accessible design, the four-inch-high platform may

not be best accessible design decision (ADA).

Application
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In process design sketch

of Precedent Study =1

Clear designation of customer flow (by pick
up platform, and employee guidance). The
costumers waiting in line can see promotions,
seasonal menu, and products (keeping them
‘entertained’).



PRECEDENT STUDY=2

CUSTOMER JOURNEY

Sunstar Coffee: Beverage Brand Kiosk

. A8

. D

STRENGTHS ..

Clear designation of customer flow. The costumers waiting =3 ==
by @

in line have a clear direction to see promotions, seasonal =

Application

1)

menu, and products. The added ceiling makes the overall

space stand out. Accessible design is utilized within the

space.

WEAKNESSES

Although branding is well portrayed throughout the design,

there's still s chance to make the design more unique and
aesthetically pleasing. They could use all sides to attend
customers which would potentially help with traffic and

keep things organized for employees as well as customers.

Lt

In process design sketch
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of Precedent Study =2

Clear designation of customer flow. The
costumers waiting in line have a clear direction
to see promotions, seasonal menu, and products.
The added ceiling makes the overall space stand
out. Accessible design is utilized within the
space. All sides of the space is used to which
potentially help with traffic and keep things

organized for employees as well as customers.



EVIDENCE BASED DESIGN

According to HCD MAG, Evidence-Based Design (EBD) is the
process of constructing a building or physical environment based
on scientific research to achieve the best possible outcomes.

We analyzed data about the human perception of businesses and
human behavior patterns in consumption to inform our design
solutions.

In this section we are explaing queuing theory, customer journey
mapping and systems thinking and how it helped in making de-
sign decisions.

HUMAN CENTERED DATA

Trust

81% of customers or consumers
surveyed by Deloitte actually
found that having trust in a brand
was important in order to place an

order.

Shared Values

77% of customers found that have
been similar or shared values was
key in order to buy a product from

a brand.

Authenticity is KEY

Also 86% of customers think that
having a brand that's truly genuine
and authentic is important in order

to actually support that company.




73%

Customer Experience

73% of customers that were surveyed
by PwC actually found that customer
experience actually most important

factor in supporting a brand.

Human Interaction

A customer survey by Deloitte found
that in human interaction and having

someone to talk to and meet with is

essential to support going to go brand.

Finally, companies should strive to
make sure that they get the basics
correct as getting the essentials such
as:

1. Convenience speed

2. Knowledgeable staff

3. friendly service meets the needs

Getting Essentials Right

80% of consumers surveyed by

Deloitte is achieving pure human

interaction in good customer service.

79%

Use Restaurant App

79% of customers who are
currently using restaurant apps.
This could be an opportunity for

refuge.

80%

Unplanned Purchase
from Digital Promotion
Over 80% of customers who are
using these apps potentially make
unplanned purchases based on
digital promotions and based
on our current situation with

COVID-19.

58%

Customers prefer to order

digitally on premise at a QSR
58% of customers prefer to use

orders digitally on-premise
at quick-service restaurants.
Providing these convenience as

well as flexibility.



QUEUING AND WAYFINDING

Queue. It defines Queuing theory (or queueing theory) as the
mathematical study of the formation, function, and congestion
of waiting for lines or queues.

SEGD defines Wayfinding as information systems that guide
people through a physical environment and enhance their un-
derstanding and experience of the space.

QUEUING PSYCHOLOGY

Queue psychology research shows it’s not the length of
the wait that determines how positive or negative the
queue experience is, but rather how people feel while
waiting. For example, unoccupied time feels longer
than occupied time. Distractions or the ability to do
something else while in line makes time feel like it
goes by faster. And uncertain waits feel longer than

known, finite waits.

6 feet apart
e

QUEUING WITH COVID-19

How we design our queuing should also make customers
feel safe enough to stand in a socially distanced line to
order some delicious coffee. We should aim to provide an
experience that is as touchless as we can possibly make it

while also providing sanitation and barrier options.

6 feet apart
M




FLOW OF PEOPLE
WITHIN THE SPACE

Even though this space here is only about half
the size of our site, the layout is still a sound
reference.

Unlike the first case study, here the working area
is put at a parallel orientation in relationship

to how the customers are going to approach

the counter. I think this way it helps curate a
better queuing experience when the queue is not
perpendicular to the cash register. If the wall

on the left hand side could be used for merch/
product display, the customers get to enjoy a
more immersive in-store experience as they can
look at whatever is on display and learn about

Refugee while they are waiting in line.

i
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Sign

Application of Precedent Study =2

Unoccupied time feels longer than occupied
time. Distractions or the ability to do something
else while in line makes time feel like it goes
by faster. And uncertain waits feel longer than
known, finite waits. Use of merch/product
display, the customers get to enjoy a more
immersive in-store experience as they can
look at whatever is on display and learn about
Refugee while they are waiting in line. Keeping
Covid-19 in mind touchless options are provided
to have a contactless experience.




CUSTOMER JOURNEY

The Customer Journey Map breaks down the stages in which brands obtain customers through their entire
shopping experience. It analyses everything from first customer-brand interaction all the way to forming long-
term customer relationships through brand engagement. Spatial design acts as the main support system that
can either make or break customer loyalty through the convenience of a branded design. Along with the design,

an approachable and pleasurable brand culture enhances inclusivity and welcome for incoming customers.

Below is an illustration of the customer journey broken down into stages:

AWARENESS CONSIDERATION ACQUISITION LOYALTY

AWARENESS

Online ads, friend's Spatial Design, Friendly Engagement & Purchase, Interaction, Social Media,

mention, pass by aces, Product Placemen Personalization Conversation

Subscriptions, Reviews

SYSTEMS THINKING

N

/—\ / SMELL
REFUGE | ——3 FEFFICENCY & | CUSTOMER

ACOUSTIC e Diverse cultural music
N2
VISUAL @ Refuge branding
How long does the barista take to
BT ER ENIROREUNTER R make a coffee during peak hour? Grab customers attention by the use T

' of branding/ successful design

INTERACTIVE POINT
COFFEE TYPE

EYE CATCHING POINT

m STORAGE AREA INTERACTIVE POINT
ORAGANIZATION '
- Create a cultural spreading medium

N~ v/
MAXIMIZE l [aliz0 i (e S ey CONNECTION o LINE AREA -
UTILIZATION WORKING AREA

CUSTOMER EXPERIENCEWHILE WAITING IN LINE

PURPOSE LED SCREEN (VCR, STORIES)
' VISUAL ACOUSTIC SMELL
FUNCTIONALITY ' Provide successful The incorporation on Catch customer’s
PURPOSE branding / Clear space muti-cultural music will attention by the smell of

for the customers to see catch people's attention, coffee / coffeeis

l the menu & products social interaction / universal, it represents
ADA COMPLIANT BUY COFFEE being offered. conversations. their values & mission.



PROGRAMING CONCLUSIONS

SPACE EFFICIENCY COHESIVE BRANDING

WELCOMING
ENVIRONMENT

SUSTAINABLITY FLEXIBLITY

PLEASANT CUSTOMER EXPERIENCE

The final goals are centered around creating a cohesive identity
approach to reflect both GWCCA and Refuge Coffee Co based on
the programming effort. This identity will connect with customers
through authenticity, trust, and an expression of shared values.

The overall design will be flexible within a welcoming and genuine
environment and support an efficient workflow for a pleasant

customer experience and excellent customer assistance.



CHAPTER- IV INTRODUCTION

BRAINSTORMING

After preliminary research, we worked on developing two design ideas for

our midterm presentation. Through a design sprint, students were able to

develop sketches and put together concept imagery to help guide our future

design decisions.




MIRO FOR COLLABORATION CONCEPIT DEVELOPMENT

-r’ [ij.iiii-r"l"l mon

Thread

On Miro, students were able
to collaboratively work on
deciding a concept through
word mapping and pictures.

Word mapping challenged
students to come up with
different ideas.



After preliminary brainstorming of concept
ideas, the class developed several sketches
of initial ideas through the "Crazy 8s" sketch
process. For eight minutes, students created
different illustrations based on the concept
imagery and words presented previously.
Students were encouraged to take risks and

propose all different types of ideas.

EXAMPLE OF
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EXAMPLE OF INITIAL SKETCHES EXAMPLE OF INITIAL SKETCHES




INITIAL SKETCHES
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After some initial sketches, the class was
divided into two groups. Each group was
responsible to further develop each design
concept and come up with clear design

solutions that catered to the client.



CHAPTER-V INTRODUCTION

MIDTERM PRESENTATION

After some initial sketches, the class was divided into two groups. Each

group was responsible for developing each design concept and creating clear

design solutions that catered to the client. These designs were presented to

the client at midterm.




WHAT MAKES YOU FEEL WELCOME?

WHAT MAKES YOU FEEL WELCOME?

>

"The smell of coffee automatically "l value human interaction a lot. | "l travel a lot so I'm often far from
transports me to early happy love going to places where you can home. Having simple convenienves
mornings spent with family back in be yourself. A friendly smile makes at my finger tips can make me feel

my hometown." me day." more comfortable.”



EMMA'S CONCLUSION

Emma truly enjoyed her experience at Refuge Coffee Co as the conversation she has with Rhea helped to
C O H E S I V E I D E N T | T Y become more comfortable and build trust which is what 81% of consumers are looking for based on a survey
conducted by Deloitte shows that trust is needed in to place an order with a brand. From that same survey 77%
EMMA'S STORY of consumes buy from brands which share their same values as well as 86% of consumers believe authenticity
is key when deciding what brands to support. From the overall presence of the design which ignited a spark of
interest in Emma to the personal touch of her interaction with Rhea, the trust, authenticity, and shared values
created a welcoming environment provided her a new favorite spot for the rest of her conference.

We begin our customer journey with Emma, an Atlanta Rhea told her the story of Refuge and as well as little about
native, attending a health and fitness conference. Upon herself. Even though there were a few people ahead of Emma,
getting off the elevator from the parking garage, Emma is the design peaked her imagination as she proceeded ahead.
immediately met with the aroma of coffee. Emma arrives She picked up a pastry and her coffee before heading to

at Refuge Coffee Co. and reviews the beverage options on checkout. Emma left knowing exactly where to go for morning
the digital display menu. Upon arrival, she is in awe of coffee from now on and even if for a quick chat. She even

the presence of the shop. The design resonates with her stopped by to say bye before heading home.

and reminds her of family and home. She proceeded to the

counter and met Rhea, the barista, and began to strike up a

conversation to learn more.

77%

o

EEEE Trust Shared Values Authenticity is KEY
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CREATING ATMOSPHERE

RHEA'S STORY

After emigrating from Afghanistan, Rhea found her family
at Refuge Coffee. She has spent the last 2 years training
as an employee at the Clarkston coffee truck and has been
assigned to the GWCCA location. She loves meeting new
people, sharing her story as well as listening to the stories
of others. She often says, “what better way to show your
hospitality if not through warming up and serving your

guests with a cup of coffee”.

Rhea moved to the order counter and greeted the new
customer, Emma with a warm smile and a greeting. Rhea
creates Emma's order on the mobile IPad. Amidst their
conversation, Rhea finds herself telling Emma her journey
to the States, to which Emma responded with her own
motivation behind her GWCC visitation. After taking
Emma’s order, the barista in the prep area works to fulfill
orders. The barista smoothly moves within the space due to
the efficient layout of equipment. The barista transitions

the drinks to the pick-up to check out the guests. The

barista handed the drinks with a smile they bid farewell.

RHEA'S CONCLUSION

Rhea is excellent of always putting the customer experience above and beyond. According to PwC 73%
of consumers say customer experience is an important factor in patronizing a brand. Rhea interactions
with customer creates a personal touch which helps to make the visit into an experience where 82% of US

customers are looking for more human interaction based on a survey from Deloitte. With this personal touch

the essentials need to be right where 80% of customers are looking for speed, convenience, knowledgeable

and friendly service. Technology which prioritizes these essentials over the cutting-edge will benefit of
customer satisfaction.

73%

Customer Experience Human Interaction Getting Essentials Right



CONVENIENCE IS KEY

JAMAL'S STORY

Jamal is visiting Atlanta for a tech conference at GWCCA.

He is staying at the Omni hotel to be able to easily walk

between each location. Upon registration for the conference,

the materials provided included a flyer for Refuge Coffee Co

which showcased their online ordering with a QR Code.

JAMAL

This allowed Jamal to order a coffee to pick up before
heading to his first workshop. Upon arrival, the clear signage
and queue directed Jamal to the proper spot to collect his
purchase. He appreciated and was amazed at the quick and

effortless process.

/\

Pick up
Hera

JAMAL'S CONCLUSION

Jamal definitely appreciates convenience as well as technology, definitely came to the right event at GWCC.
He is exactly 79% of consumers who use restaurant app which could be great for Refuge Coffee which 80%
of customers make an unplanned purchase based on digital promotion in restaurant settings. With the current

environment and the ability to use touch-free technology like QR Codes strategically placed and social
distancing, where 58% of consumers prefer to order digitally while on premise of Quick Service Restaurants.

79% 58%

Use Restaurant App Unplanned Purchase Customers prefer to order

from Digital Promotion digitally on premise at a QSR



DESIGN GOALS AND WELCOME TO OUR
APPROACH CONCEPTS

CREATING A WELCOMING ENVIRONMENT
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IMPLIED INTERSECTION FLEXIBILTTY

WHERE SPACES COME TOGETHER A COMMON THREAD

Self Order
Kiosk With QRS

Coffee Equipment Order Station _ .
(Way Finding) Order Station Cart H_z"‘r ‘“u\_ Placement For
: = Coffee
Equipment

Pick Up Station
Pay/Register

(Way Finding)

rab & Go (Food)

/

Pick up station S

Pay/Register

Interactive

Music Screen

Wall Divider
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. A
/ Pay/Register Pick Up Station
Grab & Go (food) o (Way Finding)
[ J4——Wall Divider
Self-Order Kiosk With QRS—!(] [}.— Digital Screen

Order Station Cart
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FLEXIBILTTY

A COMMON THREAD

L OOKING INTO DETAILS

BACK OF HOUSE FUNCTIONALITY

SIDE

Equipment

TOP VIEW

SIDE

Pick Up Station

Equipment




CREATING CONNECTIONS L OOKING INTO DETAILS

WEAVING THE STORY POINT OF SALE
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L OOKING

INTO DETAILS

THE CEILING

Opening To Let

In Natural Light ;

Linear Recessed Light ==

Wood Drop Ceiling

TFIN TO
5
U
o
- —

Vertical Ceiling-
Tower Area Over
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L OOKING INTO DETAILS CREATING THE CORNER

MATERIAL EXPRESSION PARTI DIAGRAM

WOOD DROP CEILING \

INSPIRATION MATERIALS/PATTERNS




C ORNER FL OOR PLAN

INSPIRATION

RETVIE Hanging refuge cup into
a world map to bring the

[Z] + [k lite. Oy welcome environment

4 ceiling dea

rl/é

oo |

Decoration ideas (Ceiling, Display cabinet,
facade) with acrylic, Refuge coffee cup, color

glass or wire sculpture Fit perfectly when fold

Food display



CREATING CORNERS FLEXIBILTTY

A SPACE WITHIN A SPACE THINKING OUTSIDE THE "BOX"




ORDER PROCESS FLEXIBILTTY

SERVICE WITH A SMILE THINKING OUTSIDE THE "BOX"

o Pickup with smile

o Line formation and Refuge storytelling moment o Human interaction and payment




REFINE CONCEPTS

NEXT STEPS...

ADDRESS
SUSTAINABILITY

SOURCE MATERIALS

FURTHER DEVELOP
MODULAR DETAILS

APPLY PLACE
ATTACHMENT
THEORY

Jeff- let's make
sure there is
enough space for

the equipment.

Paige- pick up area
wont interrupt traffic
flow, but room for
there to be a small

table or area.

CLIENT FEEDBACK

Be aware of the
food elements and
how to make sure

we have the space.

Maybe there is room by
the windows for people
to land, but we should
leave room for the
service to still happen

(grab and go)

Where does the recycling and

trash bin go? Users that drink

coffee don't know that you

can't recycle those cups. Can we

address this in in the design.

Any thoughts about
places where people
can linger once they

get their drinks?

Trying to predict
how people
will behave in
a post COVID

environment.

Consider the COVID
experience- are
three touch points

appropriate.

Janet - Blown away
by both ideas and
appreciates how the
values of the two

insect.

People don't follow instructions...

Janet's hypothesis is that we will

quickly return to our former selves,

so maybe this shouldn't heavily

influence design.



CHAPTER-VI INTRODUCTION

REVIEW PRESEN TATION Based on the feedback from the midterm presentation, the class worked

for two weeks to present a progress review and establish a clearer design

direction leading towards the final presentation.




FINAL CONCEPT

A PURPOSE

" The whole is greater than the sum of its parts.”

When two elements are combined, the two support each other growing stronger and more effective.
The combination of GWCCA and Refuge Coffee Co create a synergy that is unstoppable. There is an
overwhelming sense of community, inclusion, and service found at the intersection of these two brands.
Our design strives to embrace all visitors while supporting the surrounding community. When people with
different cultural roots arrive and gather here at this little “welcome mat” of a kiosk, their synergy will

without a doubt piece together a vibrant picture of the local community.

CONCEPTUAL

IMAGERY




COLOR SCHEME

From our very first meeting, we discovered that the shared value between both clients is a sense of welcome. You
both welcome people from all over the globe into your spaces. For this reason, we were greatly inspired by each
tone to represent the different corners of the earth from which you draw people in. A majority of the colors are
very warm. Warm colors are welcoming and inviting. We paired these warm colors with a few cool blues hues on
the other side of the color wheel in order to balance out the entire kiosk.

..... -

SW Clay Pot SW Rave Red SW Fireweed SW Urbane Bronze SW Cajun Red T R A D I T | O N A L D E S I G N

SW Moscow Midnight SW Antiquarian Brown SW Husky Orange SW Creamy SW Cork Wedge




FRONIT ELEVATION VIEW WAYFINDING/QUEUING

LOW TRAFFIC

The change in
flooring helps guide
customers through
queue.
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Floor Plan Overall Space Floor Plan low traffic




WAYFINDING/QUEUING - MATERIALS TRAY

HIGH TRAFFIC

High traffic queues
will be assisted by
the use of mobile
displays stands that
help extend the line
through the space.
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FQUIPMENT SCHEDULE

POWER, WATER, AND WASTE SYSTEMS

EQUIFMENT SCHEDULE
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FQUIPMENT PLAN

After establishing a layout, our technical team worked on coming up with an equipment
plan that would provide the best workflow for the employees. We presented the pros
and cons of each layout to the client so they could make the best decision for both

customers and employees.

PROS:

Different workflow process (works left to right)
Visual coffee process

ADA compliance with counter height and approach
Were able to fit almost all of the equipment

Utilizes the existing footprint with slight modification
Display, pay area, and pick up are grouped together
Hidden employee access

Open Circulation

Simple/intuitive queuing

Hidden fridge with shelving opportunity above

CONS:

Substituted ice machine (can put the original in the back)
Limited counter space



FRONIT ELEVATION VIEW

The unconventional design,
began with the boomerang
shape, inspired by the
previous corner design
concept.

OPTION -

Visual Transparency

was included through
string elements. The peg
board was included as a
storytelling tool for Refuge
Coffee Co.

UNCONVENTIONAL DESIGN




WAYFINDING/QUEUING

LOW TRAFFIC

WAYFINDING/QUEUING

HIGH TRAFFIC

For high-traffic, the
line flows similarly
however it starts

to wrap around the
shape a little more.

The form serves as
wayfinding for the
queue. The retail
wall serves as a
starting point into
the space.

Floor plan high traffic

Floor plan low traffic



MATERIALS TRAY
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PROS:

* ADA compliance with counter height and approach

* Effective equipment placement and open counter space

* Has all required equipment

* Hidden employee entry

* The galley is an effective functional layout

* Extended wall space for creativity

* Flexible to switch between hinge/swing slab at pay
register

CONS:

* Potentially more construction required
* More space is utilized in a currently open area
e Still studying security design



FEEDBACK FROM REVIEW
PRESENTATION

POSITIVE AREAS FOR IMPROVEMENT
e Option 1 - Welcoming, visibility from the * How does security work?
connector side of the street e Option 1- The functionality of the back of
* Option 2 - Hello string was a good idea the house
* Option 2 - Color connection to the existing e Option 1- Equipment Requirements
carpet e Option 2 - Don't need that much retail

e Option 2 - Entry is impeded




CHAPTER-VI INTRODUCTION

FINAL DESIGN Based on the feedback from the review presentation, we decided to move

forward with the traditional design. We worked to refine the design and

present a final design concept and visuals that communicate all of our

client's goals during three weeks.




FINAL CONCEPT OUR APPROACH

GOALS

SUSTAINABILITY CUSTOMER
EXPERIENCE

"THE WHOLE IS GREATER THAN THE SUM OF ITS PARTS"




BACK TO THE BEGINNING

CREATING AN EXPERIENCE

"The smell of coffee automatically transports me to early happy
mornings spent with family back in my hometown."




EMMA'S JOURNEY EMMA'S JOURNEY

CUSTOMER EXPERIENCE IDENTITY é
I | j

https://www.youtube.com/watch?v=81ZYOt_iduc



FMMA” SJOURNEY

LLLLLL

EMMA'S JOURNEY

MILLWORK




EMMA'S JOURNEY

MILLWORK

"I travel a lot so I'm often far from home. Having simplé
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conveniences at my finger tips can make me feel more
comfortable."
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REFUYE

CONDIMENT CART



JAMAL’S JOURNLY JAMAL’S JOURNLEY

CUSTOMER EXPERIENCE ENVIRONMENTAL GRAPHICS

KEVIN BONGANG HELEN CHOI CURRENT SCAD STUDENTS
@BONGANGART @HELENCHOI.ART

https://youtu.be/816JvMPZSRs



JAMAL’S JOURNLY

FLEXIBILITY

"l value human interaction a lot. | love going to places where ya

can be yourself. A friendly smile makes my day."
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RHEA'S JOURNLY RHEA'S JOURNLY

FUNCTIONALITY TECHNICAL REVIEW

https://youtu.be/H2rWge_UUsY



RHEA'S JOURNEY

TECHNICAL REVIEW
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RHEA'S JOURNLY

TECHNICAL REVIEW




EFMMA& JAMAL’'S JOURNELEY RHEA'S JOURNLY

QUEUING SUSTAINABILITY
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RHEA'S JOURNEY HOW WE MET OUT GOALS

SECURITY A PROCESS

SUSTAINABILITY CUSTOMER

EXPERIENCE
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THEN CLICK "ALLOW"
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YOUTUBE VIDEO LINKS

INTRO - https://youtu.be/ycbG_tX2itA JAMAL - https://youtu.be/816JvMPZSRs

EMMA - https://youtu.be/4DOHU2mxIx0 RHEA - https://youtu.be/H2rWge_UUsY
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