2020

Merrifield
Design Guidelines

2020

Merrifield
Design Guidelines
Version 1, 10.02.2020

Merrifield

Contents

Customer Experience ...................... 04
The Brand Story ............................... 08
Signage ............................................... 09
Touch points ...................................... 10
Merchandising .................................... 11
Rear wall activation .......................... 12
Accessories ......................................... 13

The Built Form ..................................
Floors ..................................................
Walls and datum lines ......................
Ceilings ...............................................
Lighting ..............................................
Fixtures and furniture ......................

3

14
15
16
17
18
19

Space Specific Guide........................ 20
Introduction........................................22
Look and feel...................................... 23
Internal tenancy................................. 24
External tenancy ............................... 25
Kiosks .................................................. 26
Floorplan ............................................ 28
Ground level ...................................... 29

3

Merrifield

4

Merrifield Town Centre is a destination for local
exchange and social interaction.
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Customer Experience
As the needs of contemporary consumers
continue to evolve and change, retail and leisure
spaces must reflect the new ways people want to
shop, eat, dwell and come together.
This document 1 has been developed with the
intention of supporting you, our QICGRE
partners, to deliver the best possible outcomes
for your environments.

—
1

 t Jude’s Cellars, Designed by Russell and George, Photographed
S
by Dianna Snapev
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Customer Experience
While remaining true to the individual identity
of your brand, we encourage you to educate,
delight and engage your customer. When
creating your space, consider moments and
experiences that engage all five senses, create
conversation and keep customers coming back
for more.
The following pages outline three key
disciplines that can be used to underpin a
multi-sensory and memorable experience
for all:
·· The Brand Story
·· The Built Form
·· The Entry Statement

—
1

Crumpler Doncaster, designed by Russell and George.

1
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The Brand Story
Signage
Customer loyalty begins with a strong graphic
identity. Consider your point of difference,
your core values, and how this translates to your
brand and visual communication.
Be adventurous — put yourself in your
customer’s shoes to trigger an emotive response
with artistic and striking signage.
Provide one primary sign and one secondary
supporting graphic or artistic statement
in either your window display or inside
your store.

—
1
2
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Pineapple Express, Brisbane, Designed by Collectivus,
photographed by Angus Martin
Loblaws, Designed by Landini Associates
The Ordinary, Deciem, Designed by Kemp London

1
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The Brand Story
Touch points
Consider what makes a store interesting
or playful.
Connect your brand story to moments
of wonder or discovery for the customer,
and create points of engagement throughout
the customer journey.
This could be with a bespoke display feature or
a trial and tasting station — it could even be a
dedicated area to pause and read the story behind
your brand.

1
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3

4

Provide at least one point of interaction or
creative installation that can capture the
imagination or translate to compelling content
on social media.

—
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 atrick Cox, Designed by Chikaro Ohno/Sinato Inc,
P
Photographed by Toshiyuki Yano
MUD New York, Designed by Design Office, Photographed by
Scottie Cameron
Riceworks, Emporium, Photographed by Dian McLeod
Kirk’s Originals, Designed by Campaign, Photographed by Frank
Oudeman
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The Brand Story
Merchandising
Your product is at the centre of your brand.
We encourage you to build your design brief
around your merchandise to create more
opportunities for customer connection.
Consider artful use of colour along with display
rhythm and hierarchy. Complementary products
can also sit alongside each other to exploit all
sales opportunities.

1
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Provide at least one key display feature that
showcases a single product line or a specific item.

—
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 aberdash Shop. Designed by Form Us with Love, Photographed by Jonas
H
Lindston
Joe Black, Emporium, Designed by Mim Design, Photographed by Shannon
McGrath.
Haberdash Shop, Designed by Form US with Love, Photographed by Jonas
Lindston
T2, Shoreditch, Designed by Landini Associates
www.landiniassociates.com
photographed by Andrew Meredith
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The Brand Story
Rear wall activation
Create a dramatic focal backdrop and build visual
drama on your rear wall.
Provide an over-sized graphic, artistic statement,
touch point or a display feature that encourages
customers to explore the full depth of your store.

1

—
1
2
3

 armacia Santa Cruz, Designed by Marketing-Jazz
F
Crumpler, designed by Russell and George, Credit: Diana Snape
Burberry, Designed by Campain, Credit: Frank Oudermann
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The Brand Story
Accessories
When it comes to building customer satisfaction
and loyalty, it’s often the small things that count.
Packaging, uniforms and supplementary items
can all be valuable in enhancing the customer’s
relationship with your brand.
This could include a loyalty program, gift
wrapping service and a strong customer service
strategy — all of which work to create a positive
and lasting impression.

—
1–4 Iron Grill, Designed by End of Work.
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The Built Form
Floors
Define areas of your store and plot your
customer’s journey using a palette of
complimentary patterned and textural
floor finishes.
Consider using text, colour and supporting
graphics to provide a playful navigational touch
point — particularly in service-based stores.

1

—
1
2

 esop Mitte, Designed by Weiss Heiten, Photograph copyright Aesop 2014
A
Fish Market, Designed by Colab Design

2
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The Built Form
Walls and datum lines
Consider how your shop entry connects to
the rear of the store using crisp datum lines and
wall display features.
Accentuated textural or colour changes can
frame your product display, while leading the
eye towards merchandise and destinations
elsewhere in the store.
Provide a mechanism for perimeter displays
that create a rhythmic pattern of product. This
can also enable intermittent moments to pause
using feature materials and messaging.

—
1
2
3

 aberdash Shop. Designed by Form Us with Love, Photographed
H
by Jonas Lindston
AER, China, designed and photographed
by Coordination Asia
Catfish, Designed by Russell and George, Photographed by Paul
Martin
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The Built Form
Ceilings
Tricks of light, colour and texture at a high level
can enable additional focus to your offer below.
Your customer’s eye can also be drawn to other
areas within the store by using these elements as
a visual guide.
Providing different levels of ceiling height, or
introducing sculptural features and artistic
statements can delineate a variety of zones within
the store.

1

Equally, using contrasting tones and finishes can
provide more intimate areas for display or dining.

—
1
2
3

Hubba To, Designed by Supermachine Studio
Ogonblick Chengdu, Designed by Note Design Studio,
Klee Klee, Shanghai China, Designed by AIM Architecture,
Photographed by Dirk Weiblen.
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The Built Form
Lighting
The hierarchy and rhythm of light and shade can
create theatre and enhance the presentation of
your product.
Showcase displays with focused beams and
experiment with light-colour temperature.
Provide at least one installation of feature
fittings, pendant clusters or recessed pelmet
highlights to express and accentuate your
product or brand story.
We recommend engaging the services of a
qualified lighting designer/supplier to discover
the true potential of lighting within your space.

—
1
2
3

 esop Berlin, Designed by Snohetta
A
Theory Store, Designed by Nendo
Single Origin, Designed by Luchetti Krelle
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3
Image
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The Built Form
Fixtures and Furniture
The considered selection and use of furniture
and materials will convey your brand story
on a sensory level in ways that enhance the
customer experience.
We encourage you to think about the customer
and what/how small details will make a
difference to their shopping experience.

1

2

3

4

Provide at least one focal display feature or
piece of dining furniture. This could be in the
form of internally illuminated fixtures, a touch
point or a statement chair or table—something
that can leave a lasting impression of quality
and tactility.

—
1
2
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 t Jude’s Cellars, Designed by Russell and George, Photographed
S
by Dianna Snapev
Cotta, designed by Mim Design,
Photographed by Derek SwalwellCasa 13, Designed by Plasma
Diseno
Habbot. Designed by Mim Design, Photographed by Armelle
Habib
Capsule Emporium, Photographed by
Dan McLeod
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All transactions start from the mall.
Consider how to entice the customer
with an activation zone
that connects with the interior space
and provides a taste of what’s to come.

21
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Space Specific Guide
Introduction
Retailers are encouraged to offer welcoming
installation opportunities along with greater
visibility into each store.
Each tenancy has an activation zone 1000mm
deep at the entry to their store. The activation
zone provides tenants with an opportunity to blur
the lines between the mall and the tenancy.
By displaying product and creating an installation
at the entry the customer is enticed in to
your tenancy. The activation zone is also an
opportunity to explore signage, branding, menu
integration, seating and allow each brand to
present themselves individually to the customer.
This activation zone also ensures all shopfronts
are able to achieve a cost-effective and practical
shopfront system that facilitates a strong brand
message that is visible from multiple vantage
points.

1
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Space Specific Guide
Look and feel
Your activation zone is an opportunity for you to
promote your brand and let the customer know
who you are and the product you have to offer.
Be creative with your branding and consider
graphic treatments to the walls and ceilings
within this zone.
Plan the best use of this zone to encourage
customers to engage with your store. Introduce
an installation element that displays your offer
and invites your customer in. The installation
may be a flexible or fixed joinery unit, a seating
area for your customers to sit and enjoy or an
opportunity for your mannequins to be front and
centre to capture the attention of the mall traffic.

1

2

1
3

4

Use this zone in the best way possible to
capitalize on the audience around you and ensure
your installation connects with the overall
concept for your tenancy.

—
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4

Fumi Coffee, Alberto Caiola, Photographed by Dirk Wieblen
Garoa JK, UNA Architects, Photographed by Leonardo Fiotti
Turris Illa Diagonal, Tarruella Trenchs Studio, Photographed by
Salva Lopez
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Space Specific Guide
Internal tenancy

IT CAP AND BLADE SIGN
by landlord

PRIMARY SIGNAGE
2700mm AFFL
to underside of
suspended sign
by tenant

ACTIVATION
ZONE
1000mm Deep
by tenant

ALTERNATIVE
PRIMARY SIGNAGE
Min.1500mm
AFFL
by tenant

1000mm

LEASE LINE

Primary Signage
- One primary sign 600mmH 3D
individually illuminated lettering
- Suspended with a bracket
Underside of sign 2700mmH
- Alternative: Applied to architectural
element. Underside of sign 1500mmH
Activation Zone
- Durable materials
- Curated permanant or mobile installation:
product display, signage,
branding, graphic treatment, menu
integration and or fixed joinery
- Connect with interior
- Horizontal datum line 2700mmH
- Lighting 320 Lumen minimum
- Framed glass shopfront encouraged
- Full height sliding, bifold
(min 600mm panel width) or pivot
doors. Encourage set back of
1000mm from lease line
- Counters to occupy maximum 70%
of shopfront
- Roller shutter and dynamic/
accordion doors to be set back
1000mm from lease line and powder
coated to match shopfront

24
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Space Specific Guide
External tenancy

IT CAP AND BLADE SIGN
by landlord
PRIMARY SIGNAGE
2700mm AFFL
to underside of sign
by tenant

nt
ro
pf
o
h

e

n
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s
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SHOPFRONT
by landlord

ACTIVATION
ZONE
1000mm Deep
by tenant

Primary Signage
- One primary sign 600mmH 3D
individually illuminated lettering
- Alternative: Applied to architectural
element internally & set back from
glazing
Activation Zone
- Durable materials
- Curated permanent or mobile installation:
product display, signage,
branding, graphic treatment, menu
integration and or fixed joinery
- Connect with interior
- Horizontal datum line 2700mmH
- Lighting 320 Lumen minimum
- No solid walls or vinyl graphics
External Shopfront
- Configuration options to be reviewed
and selected in conjunction with
RDM
- No vinyl graphics to be applied to
rear of glazing

1000mm

LEASE LINE

25
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Space Specific Guide
Kiosks
Celebrate your retail opportunity by including
engaging and functional display units that are
both durable and relevant to your product.
Enhance the customer experience with a
welcoming entry statement that accentuates
display features or moments of transaction.
Consider three key elements of your kiosk:
·· Entry statement and signage touch points
·· Hero display feature
·· Primary kiosk structure

—
1

Aesop Doncaster, Designed by Russell and George, Photographed
by Dianna Snape

1
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SKELETAL STRUCTURE
Provide structural
repetition and volume to
maximum 50% of kiosk
footprint.
Maximum height of
2600mmH AFFL

DIGITAL SCREEN

SIGN

AGE

2600

300

MAIN SIGNAGE
1 x primary sign on 2 x elevations only.
To sit on upper portion of structure.
Maximum height of 300mmH
Individual letters only.

Space Specific Guide
Kiosk
Accepted material considerations
include solid timbers, vitrified tiles,
natural or reconstituted stone,
masonry; solid surface or resin based
finishes, quality metals and concrete.
All internal cupboards and surfaces
are to be a singular materiality.
Where under a void any ceilings
required are to be connected to
structure and clad in an appropriate
material to meet the health
requirements and align with the
overarching kiosk design.

1000

Open skeletal structures connected
to your kiosk are encouraged.

COUNTERS
Maximum 1000mmH and
monolithic in appearance.
For food tenancies, a section
of wall 1400mmH around
prep and wash up areas to a
maximum of 30% of counter
KICK
A 50mmH recessed kick is required
to all joinery/kiosk elements.

27

Imagery may only be applied via
digital screens contained within the
allocated pylon sign or set back to
minimum 50mm from the face of the
counter.

SECONDARY SIGNAGE
Optional signage to counter face,
individual letters, in the tone of
the counter finish.
1 x per kiosk
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DISCLAIMER: THE CENTRE DESCRIBED IN THESE GUIDELINES (THE CENTRE) IS OWNED BY QIC MERRIFIELD PTY LIMITED (ACN 135 625 991)
AS TRUSTEE FOR QIC MERRIFIELD TRUST AND/OR ITS SUBSIDIARIES AND WALSHBROOK PTY LIMITED (ACN 165 972 449) AS TRUSTEE FOR
THE WALSHBROOK TRUST AND/OR ITS SUBSIDIARIES (THE OWNERS). THE OWNERS HAVE APPOINTED QIC PROPERTIES PTY LTD AS LEASING
MANAGER. THE OWNERS AND THEIR RESPECTIVE SUBSIDIARIES, AGENTS AND EMPLOYEES (THE PARTIES) HAVE PREPARED THE INFORMATION
IN THESE GUIDELINES IN GOOD FAITH. HOWEVER, THE INFORMATION IS NOT INTENDED TO CONSTITUTE ADVICE AND YOU SHOULD MAKE YOUR
OWN ENQUIRIES AND SEEK PROFESSIONAL ADVICE BEFORE ENTERING INTO A LEASE. PHOTOGRAPHS AND ILLUSTRATIONS AND INDICATIVE
ONLY. YOU SHOULD MAKE YOUR OWN ENQUIRIES IN RELATION TO AND IN RESPECT OF THE CONTENTS OF THESE GUIDELINES, INCLUDING
ANYTHING SHOWN OR DESCRIBED IN THESE GUIDELINES. THE PARTIES DO NOT WARRANT THE ACCURACY OF THE INFORMATION IN THESE
GUIDELINES, AND TO THE MAXIMUM EXTENT PERMITTED BY LAW, DISCLAIM RESPONSIBILITY FOR ANY LOSS OR DAMAGE OF ANY NATURE
WHATSOEVER WHICH MAY BE SUFFERED BY ANY PERSON DIRECTLY OR INDIRECTLY THROUGH RELYING UPON IT, WHETHER THAT LOSS OR
DAMAGE IS CAUSED BY ANY FAULT OR NEGLIGENCE OF THE PARTIES OR OTHERWISE. REFERENCES TO FUTURE MATTERS IN THESE GUIDELINES
ARE BASED ON THE OWNER’S CURRENT KNOWLEDGE OR INTENTIONS AND ARE SUBJECT TO CHANGE. DETAILS CONTAINED IN THESE
GUIDELINES ARE BELIEVED TO BE CORRECT AT THE TIME OF PUBLICATION (JULY 2019).
Copyright QIC Limited. Australia 2019. All rights are reserved. Do not copy, disseminate or use, except in accordance with the prior written consent of QIC.
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