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C H A P T E R - 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.

I N T R O D U C T I O N
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Interior Design B.FA

Delhi, India
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Interior Design B.F.A
Seoul, South Korea
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Rio de Janeiro, Brazil

Julia Kafeena
Interior Design B.F.A
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Tampa, FL

Manuela Alvarez
Interior Design B.F.A

Bogota, Colombia

W H O  W E  A R E
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Interior Design M.F.A
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C H A P T E R - II
CLIENT SYNOPSIS

GWCCA & REFUGE COFFEE CO.
The team organized an introduction of our client, GWCCA and Refuge. 

Summarizing their purpose and mission.

I N T R O D U C T I O N



C L I E N T S

R E F U G E G W C C A

R e f u g e  C o f f e e  C o .  i s  a  5 0 1 c 3  n o n - p r o f i t  b u s i n e s s ,  

t h a t  s e r v e s  t h e  g l o b a l  c o m m u n i t y  i n  C l a r k s t o n  

t h r o u g h  c o f f e e - r e l a t e d  j o b  c r e a t i o n ,  j o b  t r a i n i n g ,  

s o c i a l  n e t w o r k i n g ,  a n d  c o m m e r c e  k n o w n  f o r  b e i n g  

t h e  " m o s t  d i v e r s e  s q u a r e  m i l e  i n  A m e r i c a .

T h e  G e o r g i a  W o r l d  C o n g r e s s  C e n t e r  A u t h o r i t y  

( G W C C A )  w a s  e s t a b l i s h e d  i n  1 9 7 1  t o  o v e r s e e  

d e v e l o p m e n t  o f  a n  i n t e r n a t i o n a l  t r a d e  a n d  

e x h i b i t i o n  c e n t e r  i n  A t l a n t a  t h a t  t o d a y  i s  k n o w n  

a s  t h e  G e o r g i a  W o r l d  C o n g r e s s  C e n t e r . R E F U G E  C O F F E E  C O .



R E F U G E  P U R P O S E

​R e f u g e  C o f f e e  d o e s  s o  m u c h  M O R E  t h a n  g o o d  c o f f e e .  

T h e i r  g o a l  i s  t o  p r o v i d e  a  q u a l i t y  j o b - t r a i n i n g  

e x p e r i e n c e  a n d  a  l i v i n g  w a g e  f o r  t h e i r  r e f u g e e s .  T h e y  

b r i n g  p e o p l e  t o g e t h e r  a n d  b l e s s  t h e i r  c o m m u n i t y  

w i t h  l i v e l y  e v e n t s .  T h e i r  m i s s i o n  i s  t o  c o m b i n e  a  

s m a l l  c o r n e r  o f  t h e  w o r l d  f r o m  a n y  a g e n d a  o t h e r  

t h a n  t o  s i t  a n d  d r i n k  c o f f e e  t o g e t h e r ,  m a k i n g  w a y  

f o r  p e a c e ,  f o r  h u m a n  c o n n e c t i o n ,  a n d  f o r  h e a l i n g .  

S u p p o r t i n g  p e o p l e  f r o m  a l l  o v e r  t h e  g l o b e .

QUALITY OF 

LIFE
SAFETY WELLNESS

R E F U G E  C O F F E  C O .

R e f u g e  d r e a m s  o f  a  m o r e  v i b r a n t  C l a r k s t o n ,  o n e  w h e r e 
r e f u g e e s  h a v e  o p p o r t u n i t i e s  t o  t h r i v e .  W h e r e  t h e y  m o v e 
f r o m  s u r v i v a l  i n  t h e i r  f i r s t  d a y s  h e r e  t o  b u i l d i n g  a  l i f e .  
W h e r e  p e o p l e  f r o m  g r e a t e r  A t l a n t a  a n d  b e y o n d  d i s c o v e r 
the multi-textured beauty of a global culture right here in 
our own backyard.

T h e y  b e l i e v e  i n  t h e  r e s i l i e n c e  o f  o u r  r e f u g e e  n e i g h b o r s .  
T h e y  s e e  i n c r e d i b l e  s t r e n g t h  i n  o u r  b a r i s t a / t r a i n e e s .  
Their goal is  to join in the task of empowering our refugee 
friends to use their many gifts to help us create refuge.

A b o u t :

-  L o c a t i o n s :  C l a r k s t o n  a n d  S w e e t  A u b u r n

-  N o n - p r o f i t  O r g a n i z a t i o n

-  T r a i n s  R e f u g e e s

-  C o f f e e  C a t e r i n g

Re fuge  Co f fee  Co .  Truck



R E F U G E  M I S S I O N

-  T h e  w o r d  W E L C O M E  h i g h l i g h t s  t h e i r  c o m p a n y

-  C r e a t e  a  D I V E R S E  s p a c e  f o r  t h e  u s e r s

-  T o  h a v e  J O B S  a v a i l a b l e

-   S u p p o r t  L O C A L

-  T o  t e l l  t h e  w o r l d  t h e  R e f u g e  S T O R Y  b e t t e r

-  S U P P O R T  p e o p l e

G W C C A



GEORGIA WORLD 
CONGRESS CENTER (GWCC)

4th Largest Convention Center in the U.S.
Built in 1976 (Renovations in 1985, 1992 & 2002) 
12 Exhibition Halls
2 Ballrooms
+100 Meeting Rooms
3 Auditoriums
2 Grand Landscaped Plazas 

285 Andrew Young International Blvd NW 

Atlanta, GA 30313
1.4 million SQ FT
Hours of Operation: 6AM TO 11 PM

Fun Facts:

GEORGIA WORLD CONGRESS

CENTER (GWCC)

Building A Lobby, GWCC

A b o u t :

-  4 t h  L a r g e s t  C o n v e n t i o n  C e n t e r  I n  T h e  U . s .

-  B u i l t  I n  1 9 7 6  ( R e n o v a t i o n s  I n  1 9 8 5 ,  1 9 9 2  &  2 0 0 2 )  

-  1 2  E x h i b i t i o n  H a l l s

-  2  B a l l r o o m s

-  + 1 0 0  M e e t i n g  R o o m s

-  3  A u d i t o r i u m s

-  2  G r a n d  L a n d s c a p e d  P l a z a s  

G W C C A  f o c u s e s  o n  h o s p i t a l i t y  a n d  i n v i t e s  p e o p l e  
f r o m  a l l  o v e r  t h e  g l o b e .  G W C C A  m a k e s  t h e  v i s i t o r s  
f e e l  w e l c o m e d  a n d  e s s e n t i a l .  C o m m i t t e d  t o  
e n h a n c i n g  t h e  q u a l i t y  o f  l i f e  f o r  e v e r y  G e o r g i a n ,  t h e  
G W C C A  p u t s  i t s  m i s s i o n  i n t o  a c t i o n  b y  i n t e g r a t i n g  
s u s t a i n a b i l i t y  i n t o  a l l  a s p e c t s  o f  t h e  b u s i n e s s  t o  
s u p p o r t  p e o p l e ,  t h e  p l a n e t ,  a n d  t h e  b o t t o m  l i n e .

C o v i d - 1 9  h a s  c r e a t e d  a  s l o w  d o w n  i n  t h e  o p e r a t i o n s  
o f  t h e  w o r l d  c o n g r e s s  c e n t e r ,  a n d  t h a t  f u t u r e  
d e s i g n s  m u s t  r e s p o n d  t o  t h e  c o n d i t i o n s  o f  t h e  g l o b a l  
p a n d e m i c  i n  o r d e r  t o  b e  s u c c e s s f u l .

G W C C A  M I S S I O N

-  C e n t e r  o f  H O S P I T A L I T Y  a n d  W E L C O M E

-  F L E X I B I L I T Y

-  T o  h a v e  J O B S  a v a i l a b l e

-  S U S T A I N A B I L I T Y

-  E f f i c i e n t  c i r c u l a t i o n

-  R e s p i n d  t o  C O V I D - 1 9  c o n d i t i o n s



L E E D  

Waste Diversion

Food & Beverage

Energy Savings 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

LEED

Energy sav ings

Waste Divers ion

Food & Beverage

• 	 4 0 %  S a v i n g s  i n  W a t e r  &  E n e r g y
• 	 4 0 0 0 +  S o l a r  P a n e l s  
• 	 G u a r a n t e e d  E n e r g y  S a v i n g s  P e r f o r m a n c e  

C o n t r a c t

• 	 A b o u t  3 0  m i l l i o n  t o n s  o f  m a t e r i a l s  
d i v e r t e d  s i n c e  2 0 1 0

• 	 1 6 0 +  t o n s  o f  f o o d s  w e r e  c o m p o s t e d  s i n c e  
2 0 1 9

• 	 W a t e r  F i l l i n g  S t a t i o n s
• 	 M e a l  D o n a t i o n s
• 	 1 0 0 +  p o u n d s  o f  h o n e y  f r o m  
• 	 o n - c a m p u s  b e e h i v e s

L E E D  i s  i m p o r t a n t  t o  G W C C A  b e c a u s e  t h e i r  g o a l  a  
m i s s i o n  i s  t o  b e  s u s t a i n a b l e .

D E S I G N  C O N S I D E R A T I O N S

Mater ia l

Energy&Water

Indoor  qual i ty

• 	 D u r a b i l i t y
• 	 S u s t a i n a b i l i t y
• 	 R e g i o n a l  P r i o r i t y

• 	 E n e r g y  E f f i c i e n t
• 	 P l u m b i n g  E f f i c i e n t

• 	 I n d o o r  A i r  Q u a l i t y
• 	 G r e e n  P o l i c y
• 	 W a s t e  M a n a g e m e n t

T h e  t e a m  c o n s i d e r e d  d u r a b l e  a n d  
s u s t a i n a b l e  m a t e r i a l  t h r o u g h o u t  t h e  
p r o j e c t .  A s  w e l l  a s  p l u m b i n g  f o r  t h e  
c o f f e e  m a c h i n e s .  N a t u r a l  l i g h t  w i l l  b e  
s u p p o r t e d  i n  t h e  s p a c e  e n e r g y .  L a s t l y ,  
c o n s i d e r i n g  w a s t e  m a n a g e m e n t  b y  
a d d i n g  a  r e c y c l a b l e  b i n  a n d  w a s t e  b i n .   



B E T T E R  C O M M U N I T Y  
 & B E T T E R  L E A D E R S

V o l u n t e e r i n g

S h e l t e r

B e t t e r  L e a d e r s h i p

S h a r e  t i m e  a n d  t a l e n t  o n  s e v e r a l  l o c a l  
o r g a n i z a t i o n s  t h a t  r e q u i r e  a i d  f o r  b a s i c  
n e e d s ,  s h e l t e r ,  e d u c a t i o n  a n d  e n v i r o n m e n t .

G W C C A  w o r k s  w i t h  o r g a n i z a t i o n s  l i k e  A t l a n t a  
M i s s i o n  t o  p r o v i d e  i t e m s ,  s e r v i c e s  a n d  t r a i n i n g  
t o  e n d  h o m e l e s s n e s s .

J u n i o r  A c h i e v e m e n t  p r o g r a m  i n  B u i l d i n g  C  
p a r t n e r s  w i t h  o r g a n i z a t i o n s  t o  s u p p o r t  y o u n g  
p e o p l e  t o  s u c c e e d  i n  a  g l o b a l  e c o n o m y  t h r o u g h  
e d u c a t i o n .

Volunteering

Shelter

Better Leadership

BETTER COMMUNITY 

& BETTER LEADERS

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 Environment

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

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

Better Community
I m p r o v e  n a t u r a l  e n v i r o n m e n t  

t h r o u g h  i m p a c t s  r e l a t e d  t o  

e n e r g y ,  w a t e r ,  w a s t e ,  a i r ,  a n d  

f o o d  a n d  b e v e r a g e .

G W C C A  a n d  t h e  s u r r o u n d i n g  

c o m m u n i t y  a r e  t i e d  t o g e t h e r  

t h r o u g h  w o r k  w i t h  h u m a n i t a r i a n  

o r g a n i z a t i o n s .

C L I E N T  N E E D S

T o  p o r t r a y  t h e  c o n n e c t i o n  
b e t w e e n  t h e  s t r u c t u r e ,  t h e  
d e s i g n ,   a n d  t h e  b r a n d  c o n c e p t .  
T h e  i n c o r p o r a t i o n  o f  w a r m  
t o n e s  a s  w e l l  a s  s u s t a i n a b l e  
m a t e r i a l s  w i l l  b e  e s s e n t i a l  t o  
t h e  o v e r a l l  d e s i g n  t o  c r e a t e  a n  
a t m o s p h e r e   t h a t  i s  w e l c o m i n g  
o f   e v e r y  c o s t u m e r  t h a t  w a l k s  
i n t o  t h e  c o f f e e  s h o p .

T o  c r e a t e  a  u n i v e r s a l  d e s i g n  
t h a t  m e e t s  t h e  g o l d  L E E D  
r e q u i r e m e n t s  a n d  i s  A D A  
c o m p l i a n t .  E n o u g h  s p a c e  s h o u l d  
b e  a v a i l a b l e  f o r  e m p l o y e e s  a n d  
c u s t o m e r s  t o  o c c u p y  t h e  s h o p  
a n d  k e e p  h i g h  t r a f f i c  a r e a s  
o r g a n i z e d  a n d  c l e a n .  

T o  d e v e l o p  a  f u n c t i o n a l  s p a c e  
t h a t  a l l o w s  r e f u g e e s  t o  f e e l  
c o m f o r t a b l e  a n d  e n c o u r a g e s  
t h e m  t o  s t a y  p r o d u c t i v e  a n d  
e n j o y  t h e i r  w o r k  e n v i r o n m e n t .  
P l a c e m e n t  f o r  e q u i p m e n t  s u c h  
a s  c o f f e e  m a c h i n e s ,  f r i d g e s ,  
a n d  s i n k s  w i l l  b e  e x t r e m e l y  
i m p o r t a n t  w h e n  s p a c e  p l a n n i n g  
t o  d e v e l o p  a  s u c c e s s f u l  d e s i g n .  

VISUALIZATION FUNCTION OF SPACE SPATIAL 
ORGANIZATION



A f t e r  d o i n g  a l l  t h e  r e s e a r c h ,  w e  d e t e r m i n e d  t h a t  
t h e i r  s h a r e d  v a l u e  i s  t o  h a v e  a  p u r p o s e .



C H A P T E R - III
RESEARCH AND PROGRAMMING

I N T R O D U C T I O N

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.    



S I T E  A N A L Y S I S

GWCCA

Food and Lounge

Hotels

Attractions & Retails

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 
forces and the way they coexist and interact. 

O C C U P A N C Y  F L O W

Highest Occupancy Levels Throughout the Week

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. 



K I O S K  S P A C E

• 	 A p p r o x i m a t e l y  1 6 0  S Q  F T
• 	 8 ' - 0 "  A c o u s t i c a l  C e i l i n g  T i l e s
• 	 S t a n d a r d  3 6 "  D o o r  S w i n g
• 	 S e c u r i t y  G a r a g e  D o o r  

KITCHENETTE
• 	 2  C o m m e r c i a l  F r e e z e r s
• 	 1  C o m m e r c i a l  S i n k
• 	 1  B a r  P r e p  S i n k

I N T E R N A T I O N A L  B U I L D I N G  C O D E

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:



P R E C E D E N T  S T U D Y

M e r r i a m - W e b s t e r  d i c t i o n a r y  d e f i n e s  ‘ p r e c e d e n t ’  a s  « s o -
m e t h i n g  d o n e  o r  s a i d  t h a t  m a y  s e r v e  a s  a n  e x a m p l e  t o  a u -

t h o r i z e  a  s u b s e q u e n t  a c t  o f  t h e  s a m e  o r  a n  a n a l o g o u s  k i n d , ”  
a n d  a  ‘ s t u d y ’  a s  “ a  s t a t e  o f  c o n t e m p l a t i o n . ”

W h e n  d e f i n i n g  t h e  t e r m  ‘ p r e c e d e n t  s t u d y , ’  i t  c a n  b e  c l a s s e d  
a s  t h e  s o u r c i n g  a n d  c o n t e m p l a t i o n  o f  r e l a t e d  r e l a t i v e ,  p a s t ,  

a n d  p r e s e n t  i n f l u e n c e s  t h a t  a i m  t o  s e r v e ,  p r o v i d e  i n s p i r a t i o n  
a n d  h e l p  j u s t i f y  a n  i d e a .



P R E C E D E N T  S T U D Y # 1
CUSTOMER JOURNEY

STRENGTHS
C l e a r  d e s i g n a t i o n  o f  c u s t o m e r  f l o w  ( b y  p i c k  u p  

p l a t f o r m ,  a n d  e m p l o y e e  g u i d a n c e ) .  T h e  c o s t u m e r s  

w a i t i n g  i n  l i n e  c a n  s e e  p r o m o t i o n s ,  s e a s o n a l  m e n u ,  

a n d  p r o d u c t s  ( k e e p i n g  t h e m  ‘ e n t e r t a i n e d ’ ) .  C l e a r  

i n d i c a t i o n s  o f  s t a n d i n g  s p a c e  ( s t i c k e r  o n  f l o o r ) .  

B r a n d i n g  i s  w e l l  p o r t r a y e d  t h r o u g h o u t  t h e  d e s i g n .

WEAKNESSES
Left  s ide of  k iosk i s  not  as  funct ional  for  the 

customers  as  the r ight  s ide.  When i t  comes to 

access ib le  des ign,  the four- inch-high p latform may 

not  be best  access ib le  des ign dec is ion (ADA).

Shu-Shu:  Beverage Brand Kiosk A p p l i c a t i o n  o f  P r e c e d e n t  S t u d y  # 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’). 



P R E C E D E N T  S T U D Y # 2
CUSTOMER JOURNEY

STRENGTHS
Clear  des ignat ion of  customer f low.  The costumers  wait ing 

in  l ine  have  a  c lea r  d i rec t ion  to  see  promot ions ,  seasona l  

menu ,  and  p roducts .  The  added  ce i l ing  makes  the  overa l l  

space  s t and  ou t .  Acces s ib l e  des ign  i s  u t i l i zed  w i th in  the 

space.  

WEAKNESSES
Although branding i s  wel l  portrayed throughout  the des ign,  

there ' s  s t i l l  s  chance to  make the des ign more unique and 

aes thet i ca l l y  p leas ing .  They  cou ld  use  a l l  s ides  to  a t tend 

cu s tomer s  wh i ch  wou ld  po ten t i a l l y  he lp  w i th  t r a f f i c  and 

keep th ings  organized for  employees as  wel l  as  customers .

Sunstar  Coffee :  Beverage Brand Kiosk 
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. 

A p p l i c a t i o n  o f  P r e c e d e n t  S t u d y  # 2



E V I D E N C E  B A S E D  D E S I G N

A c c o r d i n g  t o  H C D  M A G ,  E v i d e n c e - B a s e d  D e s i g n  ( E B D )  i s  t h e  
p r o c e s s  o f  c o n s t r u c t i n g  a  b u i l d i n g  o r  p h y s i c a l  e n v i r o n m e n t  b a s e d  
o n  s c i e n t i f i c  r e s e a r c h  t o  a c h i e v e  t h e  b e s t  p o s s i b l e  o u t c o m e s .

W e  a n a l y z e d  d a t a  a b o u t  t h e  h u m a n  p e r c e p t i o n  o f  b u s i n e s s e s  a n d  
h u m a n  b e h a v i o r  p a t t e r n s  i n  c o n s u m p t i o n  t o  i n f o r m  o u r  d e s i g n  
s o l u t i o n s .

I n  t h i s  s e c t i o n  w e  a r e  e x p l a i n g  q u e u i n g  t h e o r y ,  c u s t o m e r  j o u r n e y  
m a p p i n g  a n d  s y s t e m s  t h i n k i n g  a n d  h o w  i t  h e l p e d  i n  m a k i n g  d e -
s i g n  d e c i s i o n s .

T r u s t S h a r e d  V a l u e s A u t h e n t i c i t y  i s  K E Y

8 1 %  o f  c u s t o m e r s  o r  c o n s u m e r s  

s u r v e y e d  b y  D e l o i t t e  a c t u a l l y  

f o u n d  t h a t  h a v i n g  t r u s t  i n  a  b r a n d  

w a s  i m p o r t a n t  i n  o r d e r  t o  p l a c e  a n  

o r d e r .

7 7 %  o f  c u s t o m e r s  f o u n d  t h a t  h a v e  

b e e n  s i m i l a r  o r  s h a r e d  v a l u e s  w a s  

k e y  i n  o r d e r  t o  b u y  a  p r o d u c t  f r o m  

a  b r a n d .

A l s o  8 6 %  o f  c u s t o m e r s  t h i n k  t h a t  

h a v i n g  a  b r a n d  t h a t ' s  t r u l y  g e n u i n e  

and  aut he nt i c  i s  i mport ant  i n  ord e r  

t o  a c t u a l l y  s u p p o r t  t h a t  c o m p a n y .  

H U M A N  C E N T E R E D  D A T A



C u s t o m e r  E x p e r i e n c e  H u m a n  I n t e r a c t i o n G e t t i n g  E s s e n t i a l s  R i g h t

7 3 %  o f  c u s t o m e r s  t h a t  w e r e  s u r v e y e d  

b y  P w C  a c t u a l l y  f o u n d  t h a t  c u s t o m e r  

e x p e r i e n c e  a c t u a l l y  m o s t  i m p o r t a n t  

f a c t o r  i n  s u p p o r t i n g  a  b r a n d .

A  c u s t o m e r  s u r v e y  b y  D e l o i t t e  f o u n d  

t h a t  i n  h u m a n  i n t e r a c t i o n  a n d  h a v i n g  

s o m e o n e  t o  t a l k  t o  a n d  m e e t  w i t h  i s  

e s s e n t i a l  t o  s u p p o r t  g o i n g  t o  g o  b r a n d .  

F i n a l l y ,  c o m p a n i e s  s h o u l d  s t r i v e  t o  

m a k e  s u r e  t h a t  t h e y  g e t  t h e  b a s i c s  

c o r r e c t  a s  g e t t i n g  t h e  e s s e n t i a l s  s u c h  

a s :

1 . 	 C o n v e n i e n c e  s p e e d

2 . 	 K n o w l e d g e a b l e  s t a f f

3 . 	 f r i e n d l y  s e r v i c e  m e e t s  t h e  n e e d s  

8 0 %  o f  c o n s u m e r s  s u r v e y e d  b y  

D e l o i t t e  i s  a c h i e v i n g  p u r e  h u m a n  

i n t e r a c t i o n  i n  g o o d  c u s t o m e r  s e r v i c e .  

U s e  R e s t a u r a n t  A p p U n p l a n n e d  P u r c h a s e
f r o m  D i g i t a l  P r o m o t i o n  

C u s t o m e r s  p r e f e r  t o  o r d e r  
d i g i t a l l y  o n  p r e m i s e  a t  a  Q S R  

7 9 %  o f  c u s t o m e r s  w h o  a r e  

c u r r e n t l y  u s i n g  r e s t a u r a n t  a p p s .  

T h i s  c o u l d  b e  a n  o p p o r t u n i t y  f o r  

r e f u g e .

O v e r  8 0 %  o f  c u s t o m e r s  w h o  a r e  

u s i n g  t h e s e  a p p s  p o t e n t i a l l y  m a k e  

u n p l a n n e d  p u r c h a s e s  b a s e d  o n  

d i g i t a l  p r o m o t i o n s  a n d  b a s e d  

o n  o u r  c u r r e n t  s i t u a t i o n  w i t h  

C O V I D - 1 9 .

5 8 %  o f  c u s t o m e r s  p r e f e r  t o  u s e  

o r d e r s  d i g i t a l l y  o n - p r e m i s e  

a t  q u i c k - s e r v i c e  r e s t a u r a n t s .  

P r o v i d i n g  t h e s e  c o n v e n i e n c e  a s  

w e l l  a s  f l e x i b i l i t y .



QUEUING AND WAYFINDING

Q u e u e .  I t  d e f i n e s  Q u e u i n g  t h e o r y  ( o r  q u e u e i n g  t h e o r y )  a s  t h e  
m a t h e m a t i c a l  s t u d y  o f  t h e  f o r m a t i o n ,  f u n c t i o n ,  a n d  c o n g e s t i o n  

o f  w a i t i n g  f o r  l i n e s  o r  q u e u e s .

S E G D  d e f i n e s  W a y f i n d i n g  a s  i n f o r m a t i o n  s y s t e m s  t h a t  g u i d e  
p e o p l e  t h r o u g h  a  p h y s i c a l  e n v i r o n m e n t  a n d  e n h a n c e  t h e i r  u n -

d e r s t a n d i n g  a n d  e x p e r i e n c e  o f  t h e  s p a c e .

Q U E U I N G  P S Y C H O L O G Y

Q u e u e  p s y c h o l o g y  r e s e a r c h  s h o w s  i t ’ s  n o t  t h e  l e n g t h  o f  

t h e  w a i t  t h a t  d e t e r m i n e s  h o w  p o s i t i v e  o r  n e g a t i v e  t h e  

q u e u e  e x p e r i e n c e  i s ,  b u t  r a t h e r  h o w  p e o p l e  f e e l  w h i l e  

w a i t i n g .  F o r  e x a m p l e ,  u n o c c u p i e d  t i m e  f e e l s  l o n g e r  

t h a n  o c c u p i e d  t i m e .  D i s t r a c t i o n s  o r  t h e  a b i l i t y  t o  d o  

s o m e t h i n g  e l s e  w h i l e  i n  l i n e  m a k e s  t i m e  f e e l  l i k e  i t  

g o e s  b y  f a s t e r .  A n d  u n c e r t a i n  w a i t s  f e e l  l o n g e r  t h a n  

k n o w n ,  f i n i t e  w a i t s .

Q U E U I N G  W I T H  C O V I D - 1 9

H o w  w e  d e s i g n  o u r  q u e u i n g  s h o u l d  a l s o  m a k e  c u s t o m e r s  

f e e l  s a f e  e n o u g h  t o  s t a n d  i n  a  s o c i a l l y  d i s t a n c e d  l i n e  t o  

o r d e r  s o m e  d e l i c i o u s  c o f f e e .  W e  s h o u l d  a i m  t o  p r o v i d e  a n  

e x p e r i e n c e  t h a t  i s  a s  t o u c h l e s s  a s  w e  c a n  p o s s i b l y  m a k e  i t  

w h i l e  a l s o  p r o v i d i n g  s a n i t a t i o n  a n d  b a r r i e r  o p t i o n s .



E v e n  t h o u g h  t h i s  s p a c e  h e r e  i s  o n l y  a b o u t  h a l f  

t h e  s i z e  o f  o u r  s i t e ,  t h e  l a y o u t  i s  s t i l l  a  s o u n d  

r e f e r e n c e .  

U n l i k e  t h e  f i r s t  c a s e  s t u d y ,  h e r e  t h e  w o r k i n g  a r e a  

i s  p u t  a t  a  p a r a l l e l  o r i e n t a t i o n  i n  r e l a t i o n s h i p  

t o  h o w  t h e  c u s t o m e r s  a r e  g o i n g  t o  a p p r o a c h  

t h e  c o u n t e r .  I  t h i n k  t h i s  w a y  i t  h e l p s  c u r a t e  a  

b e t t e r  q u e u i n g  e x p e r i e n c e  w h e n  t h e  q u e u e  i s  n o t  

p e r p e n d i c u l a r  t o  t h e  c a s h  r e g i s t e r .  I f  t h e  w a l l  

o n  t h e  l e f t  h a n d  s i d e  c o u l d  b e  u s e d  f o r  m e r c h /

p r o d u c t  d i s p l a y ,  t h e  c u s t o m e r s  g e t  t o  e n j o y  a  

m o r e  i m m e r s i v e  i n - s t o r e  e x p e r i e n c e  a s  t h e y  c a n  

l o o k  a t  w h a t e v e r  i s  o n  d i s p l a y  a n d  l e a r n  a b o u t  

R e f u g e e  w h i l e  t h e y  a r e  w a i t i n g  i n  l i n e .  

F L O W  O F  P E O P L E
W I T H I N  T H E  S P A C E

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.     

A p p l i c a t i o n  o f  P r e c e d e n t  S t u d y  # 2



C U S T O M E R  J O U R N E Y

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: 

A W A R E N E S S

O n l i n e  a d s ,  f r i e n d ' s  

m e n t i o n ,  p a s s  b y

C O N S I D E R A T I O N

S p a t i a l  D e s i g n ,  F r i e n d l y  

F a c e s ,  P r o d u c t  P l a c e m e n t

A C Q U I S I T I O N

E n g a g e m e n t  &  

P e r s o n a l i z a t i o n

L O Y A L T Y

P u r c h a s e ,  I n t e r a c t i o n ,  

C o n v e r s a t i o n

A W A R E N E S S

S o c i a l  M e d i a ,  

S u b s c r i p t i o n s ,  R e v i e w s

S Y S T E M S  T H I N K I N G



P R O G R A M I N G  C O N C L U S I O N S

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.



C H A P T E R -  IV
BRAINSTORMING

I N T R O D U C T I O N

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.



M I R O  F O R  C O L L A B O R A T I O N

Word mapping challenged 

students to come up with 

different ideas.

On Miro, students were able 

to collaboratively work on 

deciding a concept through 

word mapping and pictures.

C O N C E P T  D E V E L O P M E N T



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.

E X A M P L E  O F  I N I T I A L  S K E T C H E S



E X A M P L E  O F  I N I T I A L  S K E T C H E S E X A M P L E  O F  I N I T I A L  S K E T C H E S



I N I T I A L  S K E T C H E S I N I T I A L  S K E T C H E S



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.



C H A P T E R - V

MIDTERM PRESENTATION

I N T R O D U C T I O N

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.



W H A T  M A K E S  Y O U  F E E L  W E L C O M E ?

W H A T  M A K E S  Y O U  F E E L  W E L C O M E ?

"The smel l  of  coffee automat ica l ly  

t ransports  me to ear ly  happy 

mornings  spent  with fami ly  back in  

my hometown."

" I  va lue human interact ion a  lot .  I  

love going to p laces  where you can 

be yourse l f .  A f r iendly  smi le  makes 

me day."

" I  t ravel  a  lot  so I 'm often far  f rom 

home.  Having s imple convenienves  

at  my f inger  t ips  can make me feel  

more comfortable ."



C O H E S I V E  I D E N T I T Y
EMMA'S STORY 

W e  b e g i n  o u r  c u s t o m e r  j o u r n e y  w i t h  E m m a ,  a n  A t l a n t a  

n a t i v e ,  a t t e n d i n g  a  h e a l t h  a n d  f i t n e s s  c o n f e r e n c e .  U p o n  

g e t t i n g  o f f  t h e  e l e v a t o r  f r o m  t h e  p a r k i n g  g a r a g e ,  E m m a  i s  

i m m e d i a t e l y  m e t  w i t h  t h e  a r o m a  o f  c o f f e e .  E m m a  a r r i v e s  

a t  R e f u g e  C o f f e e  C o .  a n d  r e v i e w s  t h e  b e v e r a g e  o p t i o n s  o n  

t h e  d i g i t a l  d i s p l a y  m e n u .  U p o n  a r r i v a l ,  s h e  i s  i n  a w e  o f  

t h e  p r e s e n c e  o f  t h e  s h o p .  T h e  d e s i g n  r e s o n a t e s  w i t h  h e r  

a n d  r e m i n d s  h e r  o f  f a m i l y  a n d  h o m e .  S h e  p r o c e e d e d  t o  t h e  

c o u n t e r  a n d  m e t  R h e a ,  t h e  b a r i s t a ,  a n d  b e g a n  t o  s t r i k e  u p  a  

c o n v e r s a t i o n  t o  l e a r n  m o r e .  

R h e a  t o l d  h e r  t h e  s t o r y  o f  R e f u g e  a n d  a s  w e l l  a s  l i t t l e  a b o u t  

h e r s e l f .  E v e n  t h o u g h  t h e r e  w e r e  a  f e w  p e o p l e  a h e a d  o f  E m m a ,  

t h e  d e s i g n  p e a k e d  h e r  i m a g i n a t i o n  a s  s h e  p r o c e e d e d  a h e a d .  

S h e  p i c k e d  u p  a  p a s t r y  a n d  h e r  c o f f e e  b e f o r e  h e a d i n g  t o  

c h e c k o u t .  E m m a  l e f t  k n o w i n g  e x a c t l y  w h e r e  t o  g o  f o r  m o r n i n g  

c o f f e e  f r o m  n o w  o n  a n d  e v e n  i f  f o r  a  q u i c k  c h a t .  S h e  e v e n  

s t o p p e d  b y  t o  s a y  b y e  b e f o r e  h e a d i n g  h o m e .

Trust Shared Values Authenticity is KEY

Emma tru ly  enjoyed her  exper ience at  Refuge Coffee Co as  the conversat ion she has  with Rhea helped to 
become more comfortable  and bui ld  t rust  which i s  what  81% of  consumers  are  looking for  based on a  survey 

conducted by Deloitte shows that  t rust  i s  needed in to place an order  with a  brand.  From that  same survey 77% 
of  consumes buy f rom brands which share thei r  same va lues  as  wel l  as  86% of  consumers  bel ieve authent ic i ty  

i s  key when dec id ing what  brands to  support .  From the overa l l  presence of  the des ign which ignited a  spark of  
interest  in  Emma to the personal  touch of  her  interact ion with Rhea,  the t rust ,  authent ic i ty,  and shared va lues  

created a  welcoming envi ronment prov ided her  a  new favor i te  spot  for  the rest  of  her  conference.

E M M A ' S  C O N C L U S I O N



C R E A T I N G  A T M O S P H E R E
RHEA'S STORY 

A f t e r  e m i g r a t i n g  f r o m  A f g h a n i s t a n ,  R h e a  f o u n d  h e r  f a m i l y  

a t  R e f u g e  C o f f e e .  S h e  h a s  s p e n t  t h e  l a s t  2  y e a r s  t r a i n i n g  

a s  a n  e m p l o y e e  a t  t h e  C l a r k s t o n  c o f f e e  t r u c k  a n d  h a s  b e e n  

a s s i g n e d  t o  t h e  G W C C A  l o c a t i o n .  S h e  l o v e s  m e e t i n g  n e w  

p e o p l e ,  s h a r i n g  h e r  s t o r y  a s  w e l l  a s  l i s t e n i n g  t o  t h e  s t o r i e s  

o f  o t h e r s .  S h e  o f t e n  s a y s ,  “ w h a t  b e t t e r  w a y  t o  s h o w  y o u r  

h o s p i t a l i t y  i f  n o t  t h r o u g h  w a r m i n g  u p  a n d  s e r v i n g  y o u r  

g u e s t s  w i t h  a  c u p  o f  c o f f e e ” .

 R h e a  m o v e d  t o  t h e  o r d e r  c o u n t e r  a n d  g r e e t e d  t h e  n e w  

c u s t o m e r ,  E m m a  w i t h  a  w a r m  s m i l e  a n d  a  g r e e t i n g .  R h e a  

c r e a t e s  E m m a ' s  o r d e r  o n  t h e  m o b i l e  I P a d .  A m i d s t  t h e i r  

c o n v e r s a t i o n ,  R h e a  f i n d s  h e r s e l f  t e l l i n g  E m m a  h e r  j o u r n e y  

t o  t h e  S t a t e s ,  t o  w h i c h  E m m a  r e s p o n d e d  w i t h  h e r  o w n  

m o t i v a t i o n  b e h i n d  h e r  G W C C  v i s i t a t i o n .  A f t e r  t a k i n g  

E m m a ’ s  o r d e r ,  t h e  b a r i s t a  i n  t h e  p r e p  a r e a  w o r k s  t o  f u l f i l l  

o r d e r s .  T h e  b a r i s t a  s m o o t h l y  m o v e s  w i t h i n  t h e  s p a c e  d u e  t o  

t h e  e f f i c i e n t  l a y o u t  o f  e q u i p m e n t .  T h e  b a r i s t a  t r a n s i t i o n s  

t h e  d r i n k s  t o  t h e  p i c k - u p  t o  c h e c k  o u t  t h e  g u e s t s .  T h e  

b a r i s t a  h a n d e d  t h e  d r i n k s  w i t h  a  s m i l e  t h e y  b i d  f a r e w e l l .  

Customer Exper ience Human Interact ion Gett ing Essent ia ls  Right

R h e a  i s  e x c e l l e n t  o f  a l w a y s  p u t t i n g  t h e  c u s t o m e r  e x p e r i e n c e  a b o v e  a n d  b e y o n d .  A c c o r d i n g  t o  P w C  7 3 % 
o f  c o n s u m e r s  s a y  c u s t o m e r  e x p e r i e n c e  i s  a n  i m p o r t a n t  f a c t o r  i n  p a t r o n i z i n g  a  b r a n d .  R h e a  i n t e r a c t i o n s  
wi th  customer  c reates  a  persona l  touch which  he lps  to  make the  v i s i t  in to  an  exper ience  where  82% of  US 
customers  are  looking for  more human interact ion based on a  survey f rom Deloi t te .  With th is  personal  touch 
the  essent ia l s  need to  be  r ight  where  80% of  customers  are  looking for  speed,  convenience ,  knowledgeable  
and  f r i end l y  s e r v i c e .  Techno logy  wh i ch  p r i o r i t i z e s  t he se  e s sen t i a l s  o ve r  t he  cu t t i ng -edge  w i l l  bene f i t  o f  

customer sat isfact ion.

R H E A ' S  C O N C L U S I O N



C O N V E N I E N C E  I S  K E Y
JAMAL'S STORY

J a m a l  i s  v i s i t i n g  A t l a n t a  f o r  a  t e c h  c o n f e r e n c e  a t  G W C C A .  

H e  i s  s t a y i n g  a t  t h e  O m n i  h o t e l  t o  b e  a b l e  t o  e a s i l y  w a l k  

b e t w e e n  e a c h  l o c a t i o n .  U p o n  r e g i s t r a t i o n  f o r  t h e  c o n f e r e n c e ,  

t h e  m a t e r i a l s  p r o v i d e d  i n c l u d e d  a  f l y e r  f o r  R e f u g e  C o f f e e  C o  

w h i c h  s h o w c a s e d  t h e i r  o n l i n e  o r d e r i n g  w i t h  a  Q R  C o d e .  

T h i s  a l l o w e d  J a m a l  t o  o r d e r  a  c o f f e e  t o  p i c k  u p  b e f o r e  

h e a d i n g  t o  h i s  f i r s t  w o r k s h o p .  U p o n  a r r i v a l ,  t h e  c l e a r  s i g n a g e  

a n d  q u e u e  d i r e c t e d  J a m a l  t o  t h e  p r o p e r  s p o t  t o  c o l l e c t  h i s  

p u r c h a s e .  H e  a p p r e c i a t e d  a n d  w a s  a m a z e d  a t  t h e  q u i c k  a n d  

e f f o r t l e s s  p r o c e s s .  

U s e  R e s t a u r a n t  A p p U n p l a n n e d  P u r c h a s e
f r o m  D i g i t a l  P r o m o t i o n  

C u s t o m e r s  p r e f e r  t o  o r d e r  
d i g i t a l l y  o n  p r e m i s e  a t  a  Q S R  

Jamal  def in i te ly  apprec iates  convenience as  wel l  as  technology,  def in i te ly  came to the r ight  event  at  GWCC. 
He i s  exact ly  79% of  consumers  who use  restaurant  app which could  be great  for  Refuge Coffee which 80% 
of  customers  make an unplanned purchase based on d ig i ta l  promotion in  restaurant  sett ings .  With the current  
e n v i r o n m e n t  a n d  t h e  a b i l i t y  t o  u s e  t o u c h - f r e e  t e c h n o l o g y  l i k e  Q R  C o d e s  s t r a t e g i c a l l y  p l a c e d  a n d  s o c i a l  
d istanc ing,  where 58% of  consumers  prefer  to  order  d ig i ta l ly  whi le  on premise of  Quick Serv ice  Restaurants .

J A M A L ' S  C O N C L U S I O N



D E S I G N  G O A L S  A N D  
A P P R O A C H

CREATING A WELCOMING ENVIRONMENT

SUSTAINABILITY

FUNCTIONALITY

CUSTOMER 
EXPERIENCE

IDENTITY FLEXIBILITY

W E L C O M E  T O  O U R  
C O N C E P T S



I N T E R T W I N E D
C O N C E P T  

I M P L I E D  I N T E R S E C T I O N
WHERE SPACES COME TOGETHER



I M P L I E D  I N T E R S E C T I O N
WHERE SPACES COME TOGETHER

Coffee Equipment

Pick up stat ion

Grab & Go (food)
Pay/Register

Self-Order  Kiosk With QRS

Order  Stat ion Cart

Wal l  Div ider

Digi ta l  Screen

F L E X I B I L I T Y
A COMMON THREAD

Pick Up Stat ion
(Way F inding)

Pay/Register
(Way F inding)

Order  Stat ion
(Way F inding)

Self  Order
Kiosk With QRS

Order  Stat ion Cart

Interact ive  
Music   Screen

Wal l  Div ider

Pay/Register

Grab & Go (Food)

Pick Up Stat ion

Placement For
Coffee 
Equipment



F L E X I B I L I T Y
A COMMON THREAD

L O O K I N G  I N T O  D E T A I L S
BACK OF HOUSE FUNCTIONALITY

TOP VIEW

FRONT

SIDE

TOP SIDE

FRONT

Equipment

Pick Up Stat ion

Equipment



C R E A T I N G  C O N N E C T I O N S
WEAVING THE STORY

Storyte l l ing Shadow Box Order  QR/Interact ive  Play l i s t Storyte l l ing Display  & Flexib le  Menu

L O O K I N G  I N T O  D E T A I L S
POINT OF SALE



L O O K I N G  I N T O  D E T A I L S
THE CEILING

Vert ica l  Cei l ing-  

Tower Area Over  

The Employees

Opening To Let  

In  Natura l  L ight

Linear  Recessed L ight

Wood Drop Cei l ing



C O R N E R
C O N C E P T  

C O R N E R
A CONCEPT



L O O K I N G  I N T O  D E T A I L S
MATERIAL EXPRESSION

WOOD DROP CEILING

INSPIRATION MATERIALS/PATTERNS

C R E A T I N G  T H E  C O R N E R
PARTI DIAGRAM



C O R N E R
INSPIRATION

D e c o r a t i o n  i d e a s  ( C e i l i n g ,  D i s p l a y  c a b i n e t ,  
f a c a d e )  w i t h  a c r y l i c ,  R e f u g e  c o f f e e  c u p ,  c o l o r  
g lass  or  wire  scu lpture

Han g ing  r e fu ge  c up  i n to 
a  wor ld  map to  br ing the 
welcome envi ronment

Foldable  product  d isp lay

Cei l ing p lay

Fit  perfect ly  when fo ld

Food disp lay

F L O O R  P L A N



C R E A T I N G  C O R N E R S
A SPACE WITHIN A SPACE

F L E X I B I L I T Y
THINKING OUTSIDE THE "BOX"



O R D E R  P R O C E S S
SERVICE WITH A SMILE

Line format ion and Refuge storyte l l ing moment Human interact ion and payment Pickup with smi le

F L E X I B I L I T Y
THINKING OUTSIDE THE "BOX"



N E X T  S T E P S . . .

ADDRESS 

SUSTAINABILITY

FURTHER DEVELOP 

MODULAR DETAILS

APPLY PLACE 
ATTACHMENT 

THEORY

REFINE CONCEPTS SOURCE MATERIALS

C L I E N T  F E E D B A C K

Be aware of  the 

food e lements  and 

how to make sure 

we have the space.

Any thoughts  about  

p laces  where people  

can l inger  once they 

get  thei r  dr inks?

Consider  the COVID 

exper ience-  are  

three touch points  

appropr iate .

Jeff-  let ' s  make 

sure there i s  

enough space for  

the equipment.

Where does the recyc l ing and 

t rash b in  go? Users  that  dr ink 

coffee don ' t  know that  you 

can ' t  recyc le  those cups.  Can we 

address  th is  in  in  the des ign.

Try ing to predict  

how people  

wi l l  behave in  

a  post  COVID 

envi ronment.

People  don ' t  fo l low instruct ions . . .  

Janet ' s  hypothes is  i s  that  we wi l l  

quickly  return to our  former se lves ,  

so  maybe th is  shouldn ' t  heav i ly  

inf luence des ign.

Paige-  p ick up area 

wont  interrupt  t raff ic  

f low,  but  room for  

there to  be a  smal l  

table  or  area.

Janet  -  Blown away 

by both ideas  and 

apprec iates  how the 

va lues  of  the two 

insect .

Maybe there i s  room by 

the windows for  people  

to  land,  but  we should 

leave room for  the 

serv ice  to  st i l l  happen 

(grab and go)



C H A P T E R - VI

REVIEW PRESENTATION

I N T R O D U C T I O N

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.



F I N A L  C O N C E P T
A PURPOSE

When two e lements  are  combined,  the two support  each other  growing st ronger  and more effect ive .  

The combinat ion of  GWCCA and Refuge Coffee Co create a  synergy that  i s  unstoppable .  There i s  an 

overwhelming sense of  community,  inc lus ion,  and serv ice  found at  the intersect ion of  these two brands.  

Our  des ign st r ives  to  embrace a l l  v i s i tors  whi le  support ing the surrounding community.  When people  with 

d i f ferent  cu l tura l  roots  arr ive  and gather  here at  th is  l i t t le  “welcome mat”  of  a  k iosk,  thei r  synergy wi l l  

without  a  doubt  p iece together  a  v ibrant  p icture of  the loca l  community.  

"  The whole i s  greater  than the sum of  i ts  parts . "

C O N C E P T U A L  I M A G E R Y



C O L O R  S C H E M E

SW Clay Pot SW Rave Red SW Fireweed SW Cajun RedSW Urbane Bronze

SW Moscow Midnight SW Cork WedgeSW CreamySW Ant iquar ian Brown SW Husky Orange

From our  very  f i rs t  meet ing,  we d iscovered that  the shared va lue between both c l ients  i s  a  sense of  welcome.  You 
both welcome people  f rom al l  over  the g lobe into your  spaces .  For  th is  reason,  we were great ly  inspi red by each 
tone to represent  the d i f ferent  corners  of  the earth f rom which you draw people  in .  A major i ty  of  the colors  are  
very  warm. Warm colors  are  welcoming and inv i t ing.  We pai red these warm colors  with a  few cool  b lues  hues  on 
the other  s ide of  the color  wheel  in  order  to  ba lance out  the ent i re  k iosk.

O P T I O N  -  I

T R A D I T I O N A L  D E S I G N



F R O N T  E L E V A T I O N  V I E W

F loo r  P lan  Ove ra l l  Space

W A Y F I N D I N G / Q U E U I N G

The change in  
f loor ing helps  guide 
customers  through 
queue.

LOW TRAFFIC

F loo r  P lan  low t ra f f i c



W A Y F I N D I N G / Q U E U I N G -

High traff ic  queues 
wi l l  be ass isted by 
the use of  mobi le  
d isp lays  stands that  
help extend the l ine 
through the space.

F loo r  P lan  h igh  t ra f f i c

HIGH TRAFFIC

M A T E R I A L S  T R A Y



E Q U I P M E N T  S C H E D U L E
POWER, WATER, AND WASTE SYSTEMS

E Q U I P M E N T  P L A N

PROS:
•	 Different  workf low process  (works  left  to  r ight)
• 	 Visua l  coffee process
• 	 ADA compl iance with counter  height  and approach
• 	 Were able  to  f i t  a lmost  a l l  of  the equipment
• 	 Ut i l izes  the exist ing footpr int  with s l ight  modif icat ion
• 	 Display,  pay area ,  and p ick up are  grouped together
• 	 Hidden employee access
• 	 Open Circu lat ion
• 	 Simple/ intu i t ive  queuing
• 	 Hidden fr idge with shelv ing opportunity  above

CONS:
•	 Subst i tuted ice  machine (can put  the or ig ina l  in  the back)
• 	 L imited counter  space

After  establ i sh ing a  layout ,  our  technica l  team worked on coming up with an equipment 
p lan that  would prov ide the best  workf low for  the employees.  We presented the pros  
and cons of  each layout  to  the c l ient  so they could make the best  dec is ion for  both 
customers  and employees.



O P T I O N  -  I I

U N C O N V E N T I O N A L  D E S I G N

The unconvent ional  des ign,  
began with the boomerang 
shape,  inspi red by the 
prev ious  corner  des ign 
concept .  

Visua l  Transparency 
was inc luded through 
str ing e lements .  The peg 
board was inc luded as  a  
storyte l l ing tool  for  Refuge 
Coffee Co.

F R O N T  E L E V A T I O N  V I E W



The form serves  as  
wayf inding for  the 
queue.  The reta i l  
wal l  serves  as  a  
start ing point  into 
the space.

F loo r  p lan   l ow t ra f f i c

W A Y F I N D I N G / Q U E U I N G
LOW TRAFFIC

For  h igh-traff ic ,  the 
l ine f lows s imi lar ly  
however  i t  s tarts  
to  wrap around the 
shape a  l i t t le  more.

F loo r  p lan   h igh  t ra f f i c

W A Y F I N D I N G / Q U E U I N G
HIGH TRAFFIC



M A T E R I A L S  T R A Y E Q U I P M E N T  L A Y O U T

PROS:
•	 ADA compl iance with counter  height  and approach
• 	 Effect ive  equipment p lacement and open counter  space
• 	 Has a l l  requi red equipment
• 	 Hidden employee entry
• 	 The gal ley  i s  an effect ive  funct ional  layout
• 	 Extended wal l  space for  creat iv i ty
• 	 F l e x i b l e  t o  s w i t c h  b e t w e e n  h i n g e / s w i n g  s l a b  a t  p a y 

register

CONS:
•	 Potent ia l ly  more construct ion required
• 	 More space i s  ut i l ized in  a  current ly  open area
• 	 St i l l  s tudying secur i ty  des ign



F E E D B A C K  F R O M  R E V I E W  
P R E S E N T A T I O N

P O S I T I V E A R E A S  F O R  I M P R O V E M E N T

• 	 Opt ion 1 -  Welcoming,  v is ib i l i ty  f rom the 

connector  s ide of  the st reet

• 	 Opt ion 2 -  Hel lo  st r ing was a  good idea

• 	 Opt ion 2 -  Color  connect ion to the exist ing 

carpet

• 	 How does secur i ty  work?

• 	 Opt ion 1-  The funct ional i ty  of  the back of  

the house

• 	 Opt ion 1-  Equipment Requirements

• 	 Opt ion 2 -  Don't  need that  much reta i l

• 	 Opt ion 2 -  Entry  i s  impeded



C H A P T E R - VI

FINAL DESIGN

I N T R O D U C T I O N

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.



F I N A L  C O N C E P T

" T H E  W H O L E  I S  G R E A T E R  T H A N  T H E  S U M  O F  I T S  P A R T S "

O U R  A P P R O A C H
GOALS

 SUSTAINABILITY

FUNCTIONALITY

CUSTOMER 
EXPERIENCE

IDENTITY FLEXIBILITY



B A C K  T O  T H E  B E G I N N I N G
CREATING AN EXPERIENCE 

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



E M M A ’ S  J O U R N E Y  
CUsTOMER EXPERIENCE

https : / /www.youtube.com/watch?v=8lZYOt_iduc

E M M A ’ S  J O U R N E Y  
IDENTITY



E M M A ’ S  J O U R N E Y  
MILLWORK E M M A ’ S  J O U R N E Y  

MILLWORK 



E M M A ’ S  J O U R N E Y  
MILLWORK 

CONDIMENT CART

"I travel a lot so I'm often far from home. Having simple 
conveniences at my finger t ips can make me feel more 
comfortable."



J A M A L ’ S  J O U R N E Y  
CUSTOMER EXPERIENCE

https : / /youtu.be/816JvMPZSRs

J A M A L ’ S  J O U R N E Y  
ENVIRONMENTAL GRAPHICS

KEVIN BONGANG
@BONGANGART

HELEN CHOI
@HELENCHOI.ART

CURRENT SCAD STUDENTS



FLEXIBILITY

J A M A L ’ S  J O U R N E Y  

"I value human interaction a lot. I love going to places where you 
can be yourself. A friendly smile makes my day."



FUNCTIONALITY

R H E A ’ S  J O U R N E Y  

https : / /youtu.be/H2rWge_UUsY

TECHNICAL REVIEW

R H E A ’ S  J O U R N E Y  



TECHNICAL REVIEW

R H E A ’ S  J O U R N E Y  
TECHNICAL REVIEW

R H E A ’ S  J O U R N E Y  



QUEUING

E M M A  & J A M A L ’ S  J O U R N E Y
SUSTAINABILITY

R H E A ’ S  J O U R N E Y  

SMINK 
STUDIOTILE

INTERFACE 
LVT

DALTILE 
PORTFOLIO 

TILE

SW6608 RAVE 
RED

CAESARSTONE
PRIMORDIA 

4043

SW7012
CREAMY

ARMSTRONG 
TILE 51901



SECURITY

R H E A ’ S  J O U R N E Y  
A PROCESS

H O W  W E  M E T  O U T  G O A L S

 SUSTAINABILITY

FUNCTIONALITY

CUSTOMER 
EXPERIENCE

IDENTITY FLEXIBILITY



THEN CLICK "ALLOW"

S C A N  T H I S S O U R C E
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CE%2BBASED%2BDESIGN

INTRO -  https : / /youtu.be/ycbG_tX2itA

EMMA -  https : / /youtu.be/4D0HU2mxlx0

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

RHEA -  https : / /youtu.be/H2rWge_UUsY

YOUTUBE VIDEO LINKS




