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Toy Kingdom’s Modern Take on Experiential Retailing

It has already been a
widely accepted fact
for both retailers and
consumers that it is
no longer enough to
simply fill your store
with merchandise and
expect them to sell. Year
after year, retailers come up
with innovatve strategies
to attract customers and
entice them to buy in order
to increase sales. One
strategy that seems to yield
positive effects on sales is
experiential retailing,
Defined by authors
Y. Kim, P. Sullivan and
J.C. Forney in their book,
Experiential Retailing: Concepts
and Strategies That Sell (2007),
experiential retailing is a
“strategy that transforms

products and services
into a wal consumprion
experience. It satisfies
emotional or expressive
desires, as well as ranonal
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or funcrional needs of the
consumer.” Simply put, the
experiential rerailing strate gy
transforms and elevates the
mundane act of purchasing
into a pleasurable shopping
experience by employing an
exciting retail environment.
Stimulating store interiors,
interactive technology,

and attractive merchandise
display cause customers to
become absorbed in the
delight of their shopping
venture, increasing consumer

intentions to visit and make
purchases in the store.
Although the experiential
format proves to be effective,
retailers may have a tendency
of having too much of i,
causing a possible decrease
in the store’s efficiency,
functionality, and fHexibility
Opening its first store in
1991, mass merchandising
toy store Toy Kingdom

embraced the concepr of

experiential retailing by
employing a popular retail
design trend in the %s—
themed store environments.
Toy Kingdom initially had
a Disnevland-themed store
with a huge tree in the middle
surrounded by the different
“worlds™ that corresponded
to the period’s most popular
toys—Superman, Super
Mario Bros., Barbie, and
Sesame Street. While this
was an effective strategy for
enticing kids, its zone-themed
rerail environment found it
difficult to efficiently update
and refresh together with the
changing market.

A store’s design needs to

change constantly. A des
may have a short or longer life
span but definitely, it cannot
be there forever because it

1s based on fashion, wends
and change. “Theming is a
tricky strategy especially for

a mass merchandising toy

store like Toy Kingdom,”
points out Diego Garay,
AIA, president of New York
retail design group Point
Design, Inc. “While the
fantasy environments offered
4N CXCILng cXira-Sensory
shopping experience for the
customers, they also lock the
store in a particular look and
layout, making it expensive
and time-consuming to
change, upgrade, and relocate
categories and merchandising
fixtures to adapt to the
changing demands and orends
in the market,” he explains.
Paint Design sought o
transform Toy Kingdom’'s
fant:
efficient model without

syland into a more

losing the store’s fun, playful,
and adventurous character.
“Ulamately, it 1s a kids’
store. While efficiency is a
priority in the new design, it
is equally important to create
a retail space that appeals to
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OUr Young customers, giving
them what they want to see
and experience from a toy
adds Allen Felsenthal,
Point Design principal and
managing director for Asia.
And what else do kids
want from a tov store but
lots and lots of tovs! Toy
Kingdom’s new 4000-square
meter store in Megamall

store,”

is every kid’s toy paradise
with a seeminglv infinite
display of toys. The volume
and range of merchandise
are further emphasized by
employing a simple, clean,
and streamlined layout
with wide aisles and clearly
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defined selling pads, allowing
the store to double as a
spacious playground for the
kids ro freely explore while
maintaining an organized rerail
space for task-oriented adults.
A noticeable feature
of the more modern Toy
Kingdom is the canopy of
gradating colors over each
category, “Tov Kingdom was
designed with essentially
two relatively independent
parts: the colorful and
graphic ceilings that continue
onto the walls, and the
white floor that carries the
selling pads,” says Leandro
Artigala, Point Design
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principal. The application of
colors, shapes, and pattems
was concentrated on the
perimeter ceilings and
walls so that they would
not intersect and interfere
with the equally colorful
merchandise on the tloor.
This allows the retailer
to relocare or change the
displays without having to
waorry about clashing with the
colors and features above.
On the other hand, the
floor area that accommodartes
the merchandising fixtures
was designed with a
generally plain, white finish.
This makes the floor a
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flexible blank canvas that
can readily accommodate any
type of display. To highlight
the different merchandising
categories and help orient
the shoppers within the
store, the design provided
focal points with larger-than-
life action figures that can
change according to whart is
popular in the market.

Aside from color, lighting
also served as an important
ingredient in making the
store look appealing w kids.
The interiors were intended
to be bright because
children respond positively
to bright spaces.



Additionally, the use of
cool, bright lighting further
enhances the vivid colors of
the merchandise, adding more
to their face value. But instead
of making the entire space
bright, darker portions were
introduced o add an element
of mystery. “Children love
surprises. In the well-ht store,
the darker sections, like the
runnel leading to the play area,
is something unexpected.
T'his feature makes them
wonder what's inside the dark

space and in the bright room

behind it. This strategy was
meant to encourage kids to go
around and explore the store to
hopefully find more interesting
toys to buy,” Garay adds.

To complete Toy Kingdom’s
fun environment, an in-store
plavground was included in the
spatial program. Interestingly,
bevond being an activity area

for the voung customers, the
plavground also works as an
animated window display.
Located adjacent ro the store’s
entrance, visible from the
fagade of the store through a full

) the play ateais an Lnexpe

glass window, the playground
provides a moving image of kids
having fun. Naturally, children
like playing with other children,
Showing a group of kids plaving
inside the store is a subtle vet
effective way of catching other
kids' interest and attention.
With so many oprions to
choose from, consumers aren’t
just forming their purchasing
decisions on costs and benefirs
alone bur upon emotional and
expressive desires as well. This

1s why the experiential retailing

formart worles, especially for toy

stores mrgeted at children who
are naturally drawn to fun and
exciting expericnces. While the
experiential aspect is clearly
impormant, the functional side

of retailing also needs to be
considered. Together with

Tov Kingdom’s dean, modern
tansformartion, the design was
able to preserve the yvoung
playful spirit that the store has
been known for by intelligently
putting together everything that
the kids love in a design model
that has the ability to adapt, grow
and transform. 2
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