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The Team
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ClienT
tressa Borick  365 Whole Foods Market, Store Development

*Jeff turnas  365 Whole Foods Market, Store Development

*isabelle francois  365 Whole Foods Market, Store Development

*Glen Moon  365 Whole Foods Market, Store Development

gensler
colin O'Brien Managing Principal

sharon lessard Account Leader

Juli Abbott  Design Manager

Mark Vaida  Project Designer/Architect

Michelle Wright  Signage Designer/Brand Design Manager

Jill Wendorf  Construction Project Manager

Kate hardman  Experiential Brand Designer

Meghan Plichta  Technical Designer

*not Present
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suCCess goals
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 tressa
• Open a Net  
 Zero energy store  
 (on budget).

• Open stores  
 in food deserts.

• Appear in a  
 "Stars – They're  
 just like us" article. 

 sharon
• 365 becomes  
 the newest, freshest  
 grocery shopping  
 experience in my  
 neighborhood.  I  
 want it to be the  
 Starbucks of grocery.

• Differentiator:  
 365 is a place to  
 hang, work, live, play.   
 I want it to be known  
 as the place to be   
 and be seen.

• Differentiator:  
 365 is a physical  
 place as well as  
 a mobile place…  
 everywhere all the  
 time, fresh food  
 for all.

 miChelle
• Smile on shoppers face.

• Positive news/PR stories.

• 365 in ATL/East Coast

• 10 years from now and  
 still going strong

 KaTe
• An experience that  
 people want to  
 Instagram,  
 Tweet, Facebook
 A recognizable   
 backdrop – an icon.

• Make a positive  
 impact on cities that  
 have a 365 – in terms of  
 design, sustainability,  
 and community.

• Make good food  
 approachable - my  
 stepdad, who makes  
 fun of expensive  
 organic food, will shop  
 at 365.

 meghan
• A nationwide rollout –  
 including Hawaii &   
 Puerto Rico.

• New technology or   
 process developed.

• Featured in design,   
 wellness, and  
 business publications.

• Make people healthy  
 & happy.

• 365 is compared   
 against markets  
 bigger & smaller,   
 and always wins in  
 the conversation,  
 which is better?

 marK
• Austin or other indie  
 bands include lyrics   
 about 365!

• 365 changes grocery  
 morning chat and  
 nomenclature as did  
 Starbucks around  
 coffee. Cool, hip,  
 welcoming, and  
 trend-setting.

success WHAT DOES IT LOOK LIKE



eMOtiVe scAle WHERE DOES 365 BELONG

365 WfM shOulD Be utilitAriAn fOr the MAsses AnD cOnsistent in An uneXPecteD, lOcAl, AnD ArtisinAl WAY!
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liGht DArK

POlisheD teXtureD

MiniMAl lAYereD

MOnOchrOMe Multi-cOlOr

unDerstAteD BOlD

rAW sleeK

relAXeD enerGetic

trAnsPArent sOliD

intiMAte GrAnD

structureD lOOse

utilitAriAn uneXPecteD

MAss lOcAl

cOnsistent ArtisAnAl

NOT fLOuREScENT OR HARSH NEED cONTRAST

SHOuLD BE A puSH-puLL, A BALANcE

BOTH - IN DIffERENT AREAS + ScALES AROuND THE STORE

uNIfORmS, SELf-SERvIcE, HANGOuT SpOT quIcK, EASy, ENERGIzED SpAcE

fuNcTIONAL, EffIcIENT, GOT ALL THE BASIcS

uTILITARIAN fOR THE mASSES

LESS LIKE WHOLE fOODS pREpARED fOODS WILL BE ARTISINAL

BRAND cONcEpT

DIScuSSED DESIGN OBjEcTIvEINDIvIDuALS' INITIAL RESpONSE
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visual identity
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365 wfm is...
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GRApHIcLESS REGImENTED

BuT NOT IN yOuR fAcE

SImpLE + BALANcED pLANES HONEST LOcAL + SpARKS cuRIOSITy

fAmILIAR + cASuAL

VisuAl iDentitY EXTERIOR 

365 by whole foods market is ...
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pOp Of cOLOR TRANSpARENT ScREENING

ENGAGING OuTDOOR SpAcE

fuN + cLEvER fRIENDLy pAINTED mETALINvITING

VisuAl iDentitY ENTRy  

365 by whole foods market is ...
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ABuNDANT WARm LIGHTING + OpEN AISLES STREAmLINED EquIpmENT 

cLEAN + ORGANIzED SImpLE + BRIGHT SOLuTION DRIvEN INTEGRATED

VisuAl iDentitY fIXTuRES
365 by whole foods market is ...
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fAmILIAR + SImpLy pAINTED

cOLOR + NATuRAL ELEmENTSpOp Of cOLOR + DREAm WINDOWS

cONTRAST + EcLEcTIc

pAINT, NOT ADDED STRucTuRE

fEATuRE LIGHTINGHONEST mATERIALS

VisuAl iDentitY INTERIOR 

365 by whole foods market is ...
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SpAcES WITHIN SpAcES

HONEST DISpLAyS SImpLE TEXTuRE IcONIc LIGHTING

cELEBRATING EXISTING cONDITIONS pOp-up fEEL REuSED mATERIALS + pAINT

VisuAl iDentitY INTERIOR 

365 by whole foods market is ...
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HONEST mATERIALS BRINGING OuTSIDE INDOORS INTEGRATED

fLEXIBLE cASuALGREEN + ALIvE fuN

VisuAl iDentitY INDOOR/OuTDOOR EXpERIENcE 

365 by whole foods market is ...
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cELEBRATE fLAWS

RELEvANT pATTERNS mIXED mATERIALS

SImpLE SOLuTIONS SOpHISTIcATED  
+ pLAyfuL

SmALL TO BIG

LOW TEcH + HAppy uNEXpEcTED BIzARRE + fuN SOfT + NATuRAL

VisuAl iDentitY DETAILS  

365 by whole foods market is ...
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GRApHIc + BOLD fRIENDLy

pLAyfuL + ARTISTIc cLEAR + SImpLE

cOHESIvE

DIREcT

VisuAl iDentitY SIGNAGE
365 by whole foods market is ...
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365 wfm is not...
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VisuAl iDentitY ENTRy  

365 by whole foods market is not...

LOuD + TRyING TOO HARD

TOO BuSy

TOO DRAmATIc

TOO cOLORfuL

STERILE

ImpOSING

OvER-DESIGNED
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OvER-cOmpLIcATED

uNINvITING

fORmAL TOO mODuLAR

TRADITIONAL TOO BIG

TOO BIG

VisuAl iDentitY ENTRy  

365 by whole foods market is not...
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RESTRIcTED + cONfINED

TOO SERIOuS STARK OvER-DESIGNED

uNAuTHENTIc + KITScHy TOO mANy mATERIALS

VisuAl iDentitY INDOOR/OuTDOOR EXpERIENcE  

365 by whole foods market is not...
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TOO pOLISHED

mONOcHROmATIc OvERLy TEXTuRED fORcED ARcHITEcTuRE

KITScHy ONE mATERIAL OvERWORKED

VisuAl iDentitY INTERIOR 

365 by whole foods market is not...



|  2015

TOO BuSy

cONTRIvED TOO mODERN mONOcHROmATIc

STERILE + cOLD mESSy + DIRTy

muSEum-LIKE

VisuAl iDentitY fIXTuRES & SIGNAGE  

365 by whole foods market is not...
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cONTRIvED + TOO TRENDy

fORcED DESIGN

INAuTHENTIc mATERIALS OvERWHELmING GRApHIcS

cOuNTRy EXpEcTED

VisuAl iDentitY DETAILS  

365 by whole foods market is not...
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signage study
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siGnAGe stuDY WHAT TO INcLuDE (THIS IS NOT LOOK AND fEEL!)
uNIquE STORE IDENTIfIER EXTERIOR SIGNAGE STORE SpEcIfIc SIGNAGE
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DEpARTmENT IDENTIfIER AISLE IDENTIfIER

SEASONAL mARKETING

EXpRESS cHEcKOuT

pOS ScREENS

RESTROOmS

INSTAcART

siGnAGe stuDY WHAT TO INcLuDE (THIS IS NOT LOOK AND fEEL!)
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pRIcE TAGScATEGORy ID - WHOLE BODy + fROzEN ORGANIc IDENTIfIER

pREpARED fOOD IDENTIfIERS

siGnAGe stuDY WHAT TO INcLuDE (THIS IS NOT LOOK AND fEEL!)
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EvENT + SERvIcE SIGNAGE

siGnAGe stuDY WHAT TO INcLuDE (THIS IS NOT LOOK AND fEEL!)
SpOT BuyS (NO SALES?)

siGnAGe stuDY WHAT TO INcLuDE (THIS IS NOT LOOK AND fEEL!)
SuSTAINABILITy IDENTIfIERS

KIDS cLuB + fAmILy cHEcKOuT

BRING A BAG - TAKE A BAG

REcycLING, TRASH, cONDImENTS BAR
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siGnAGe stuDY WHAT NOT TO INcLuDE
uNNEcESSARy cATEGORy SIGNAGE RATINGS INfORmATION

mISSION + vALuES

EDucATIONAL SIGNAGE

ADDITIONAL SERvIcES

BAcKGROuND STORIES SupERfLuOuS TAG mOuLDING



|  2015|  2015

what if's



WhAt if? RANDOm IDEAS

There is a "collect them all" welcome wall? • There is a hidden logo in every store? 
• There is a "thank you" of the week? •  We engage the local community for a 

store-specific installation?  • We have an express-ish checkout aisle?  •  There are 
never sales, just "spot buys"?  •  We design a custom cart? •  Local artists decorate 

the building with graffiti/murals?  • We have a big ass fan?  •  We have graffiti 
planters?  •  We show people how to create healthy  meal solutions?  • There is a 
seasonal template that changes 4 times a year with a similar style?  •  Reusable 

shopping bags are free for the first week?  • We charge for non-reusable shopping 
bags in every location?  • We make grocery shopping for families easier? 

•  Environmental design elements are subtly pointed out throughout the store?  • 
We merchandise over frozen food bunkers? • We have in-store compost disposal? 

• We blur the lines between indoor and outdoor space?  • The "well" is in front of 
the prepared foods and has staff/checkout capabilities?
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reCap



a

WhOle fOODs MArKet is...REcAp

•  Simple  •  Graphic  •   Approachable  •   Easy to read  •   Bold  •   Unrefined  •   Playful  •
Less finished = More attractive  •  Familiar with a different take  •  Honest  •  Witty Clever  •

Street art in a new way  •  Imperfection is OK  • Thank You of the week  •  Unexpected Uses  • 
Witty  • Clever  • Spark curiosity  •  Balanced composition  •  Exclamation  •  Loyalty  •  Living wall  
•  Approachable  •  Fluid entry  •  Stumbled upon  • Discovery  •  Contrast  •  Bringing outside in an 
unexpected way  •  Freeform but simple  •  Classic, familiar patterns   •  A little less is the new more  
•  Light/Dark balance in materiality  • Paint = Honest  •  Easy sitelines & circulation  •  Hometown 

humble  •  Blended technology + structure  •  Context important for fixtures  •  Abundant  •  Inviting  
•  Owning brand statements  •  Let the building be the building  • Grounded  •  Lighting as an icon   

•  Get it your damn self  •  Warehouse  •  Well as an anchor  •  Whimsical & sophisticated (vegetable 
dress) • Regional play with food  •  Thinking of food in new ways • Beautiful photo that happens to 
be food (bright blue mushroom)  •  Familiar taken out of context  •  Story behind special moments  
•  Soft, natural fiber  •  Expression through product  •  Making something bigger out of something 

smaller  •  Abstracted fields  •  Food art  • Drop-in pop-up space •  Good, pre-fab 
•  Uncomplicated  •  Freshness around food  •
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WhOle fOODs MArKet is nOt... REcAp
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•  Contrived • Trying too hard  •  Regimented  •  Overdone  •  

Highly designed  •  Heavy ceiling  •  Minefield of fixtures

•  Too trendy  •  Gimicky  •  Too corporate  •
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ThanK you!


