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One day, a food shop decided to sell its food in a completely different space, which was
not only clean, but served as perfect foil to food, to attract more customers to try a mix
taste of vision, olfaction and gustation. This book selects most lovely food shop designs,
from bakery to chocolate shop, by world designers. In this book, traditional food become
jewellery and the food shops are new places for people to relax and enjoy life. Everything
here is appetizing.
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CHAPTER ONE
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GENERAL REQUIREMENTS

Appropriate for Use

Food shops design and layout must be well planned taking into
consideration several important elements to ensure an effective
and acceptable operation. Food shops design principles must
accommodate safe flow of product and waste to minimise risks of food
and equipment contamination. Separating particular processes in the
food shops must be considered including:

a. raw and cooked foods

b. hand washing facilities

c. wash areas

d. storage facilities

e. waste disposal areas

f. toilet facilities

Adequate Space

Proper planning of food shops will effectively designate adequate
space and areas for food activities and storage of equipment. Storage
areas must be constructive of materials which are durable and easily
cleaned in line with requirements for floors, walls and ceilings.
Adequate space must be provided for:

a. food delivery access

b. dry goods storage — sufficient shelving space, pantry area and food
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Sample Layout 18. Wait station  ©. # =~
of a Food Shop: a. Storage i0. i3
1. Grill b. Kitchen area 11. T2 i8
2. Range & oven . Staff room 12. 4 FiAHE
3. Friers d. Freezer 13. %8
4. Canopy hood e. Walk-in 14, i
5. Handwashing sink f. Soiled dishes 1+, + 2% &
6. Reach-in refrigerator  g. Male 16. G4
7. Work table h. Fermale 17. #E
8. Pan rack i. Dining area 18, Z43 [
9. Vegetable sink aaE
10. Salad table RERS:
11. Under counter 1. w2

Refrigerator 2. WPt AN 7 . B
12. Utility sink 3. ke |, A
13. Pre-wash 1. R E e. 4
14. Dishwasher . F K A
15. Clean dishes 6. &R g. $ P4
16. Coffee maker 7. TS h. & T
1 7. Hand sink 8. R i, N

16
17

grade containers for anticipated stock levels

c. hot and cold food storage — adequate refrigeration, freezer and
bainmarie (hotbox) food storage including display areas, food
preparation areas and expected deliveries

d. cleaning chemicals and equipment storage — separate lockers,
cupboards, cabinets or designated storage areas

e. waste management — sufficient and separate waste containers for
all anticipated waste including cardboard, glass, general waste, and
waste oil storage; waste bins must be impervious, and designed to be
easily cleaned to prevent the attraction of pests. Waste bins washing/
cleaning area or room that complies with the requirements of the
trade waste and the Environmental Protection Act must be provided
when required for cleaning waste bins

f. personal belongings storage - separate lockers, cupboards, cabinets
or designated storage areas

g. food contact utensils storage — adequate storage containers that can
be easily cleaned as well as preventing contamination

h. equipment storage - sufficient floor, cupboard or shelving space for
all cooking and food preparation equipment to be stored

i. food packaging material storage - adequate storage located off the
floor and protected from contamination

j. office and business equipment (used to run the business) - must
be separate from the food storage and preparation areas to prevent
contamination
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DESIGN AND LAYOUT

Flow of Food Through a Food Shop
The correct design and layout can help streamline work practices,
reduce cleaning and maintenance and prevent cross contamination.

To prevent food contamination, shops must be designed so that the
flow of food is in one direction from receipt to storage, preparation,
packaging and serving and finally to disposal.

Cleaning, Sanitizing and Maintenance
Layout and design of the shops must provide access for cleaning,
sanitizing and maintenance.

Food Preparation Areas
Adequate space must be provided for all food related activities. Exits
must be in accordance with the building code of the local government.

If the shop is an existing building, one may need to check with a
building certifier to see if the exits comply.

Dining Areas
Adequate space must be provided for patrons and staff to access
dining and serving areas.
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Left: Flow of food through a food shop
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Above from left: Sign/signage design
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SIGNAGE DESIGN

Signage is one sales promotion effort that is guaranteed to get results.
University and wholesale group reports show that better signs increase
sales and profits. Surprisingly, many retailers don't devote enough time
and attention to this marketing component.

A professional sign is vital. There's nothing worse than a hand-written,
crumpled, faded sign hanging lopsided. It ruins the professional
image. Be consistent with the feature lines, price size, colour and fonts
so the customer's eyes can easily scan the sign. Allow for plenty of
white space, keep the font simple, be sure the text is balanced and
proportional, and consider using bullets. Highlight words in bold or by
using a different colour. Avoid using all capital letters, which makes it
difficult to read.

When there is a lot of information on the sign, design it to read from
left to right by having the text start on the left side rather than in the
centre-e.g., a 3-line description is harder to read if it's justified to the
center. Also, be as specific as possible.

Customer Service or Directional Signs
These can be gondola signs, inline shelving signs or on-shelving signs;
and they're used as directionals. You can have the best customer
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Above: Website design o a shop
tHE: &

service going, but what happens when you have 4 employees
with customers and a fifth customer walks in? You always want to
acknowledge a customer when they walk in the door. A directional
part of your customer service by promptly
steering the customer to a category or employee can
reach them. Easy to read aisle markers is a great start, but you need
You can have an aisle marker that says "VITAMINS", but think of
how the customer feels vitamin aisle. It looks

a mile long to the customer! You want her to easily find what she

sign can serve as a key

aisle until an

more.
once she gets to your

wants.
Signs for Branding

Almost like a subliminal messag
address should be

e, your logo, tag lines and \veb site

consistent on all of your signs. (Image Above

Educational Signs

Signs provide an opportunity to share information: announce an
discuss a hot issue in the news, or entice
customers to frequent your web site. You might want to print a recipe
from your web site onto a sign that says, "Get this recipe and more on

You can do the same thing with

UDLOHNH'\} eventin your store, C

the news item (invite
them back for more). According to Danny Wells, "7% of customers that
shop at natural food stores
information

our web site!”

turn to the Internet for health and wellness

Why not steer them to your web site?
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Above: Graphic design of a shop
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Sale Sign

At a surprisingly low price, you can increase your sales significantly with
effective signs. Give the customer a reason to pick up the product. Find
a sizzle statement to attract the customer to the sale item-e.g., fresh
organic herbs, wheat free, grown locally, fresh pressed, etc. Remember,
it's not always about price. Use your signs to guide customers to the
sale items: "See the values in Aisle 5." Give strong buying commands
on signs, flyers and coupons: "Look at These Features," "See the Values"
or "Don't Miss This Opportunity!"

New Items

Use signs to create excitement and educate the customer about new
items. You can bring the greatest new item into the store, but if you
don't have good signage or give out some information, it's the best
kept secret! You've spent the money to bring the product into your
store, so create a little excitement! You might want to display new
items on end-caps and see how they do before you put them into the
inline shelving.

Monthly Themes

Develop a themed calendar for the year, then create an end-cap
display with 12 different signs that you can easily rotate each month.
It's reusable, saves you money and can bring a fresh look to your store
throughout the year.
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