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LA-Z-B OY

Springfield, VA

The objective for the design of the new
La-Z-Boy retail showroom was quite
simple: “Create a style-focused format
incorporating the company’s new logo
into a fresh, contemporary environ-
ment that caters to the needs of a
female demographic and offers an easy-
to-navigate, family-friendly shopping
environment.” La-Z-Boy has for many
years been much more than overstuffed
reclining lounge chairs. In addition, the
company presents a whole home fur-
nishing experience that includes sofas,
chairs, leather upholstery, tables, lamps,
home accessories—and, of course—
recliners. There is also professional
design service available.

For the new, 15,000+ sq. ft. proto-
type store designed by JGA, Inc of
Southfield, MI, the designers targeted
“working women, married with chil-
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dren, homeowners, ages 25 to 55, col-
lege educated and with annual house-
hold incomes of over $50,000.” The
store exterior now emphasizes the new
logo and signage presentation which
reflects the combination of traditional
and contemporary offerings—a
change in style and focus The addi-
tion of lifestyle graphics in key win-
dow areas “focuses on the emotions of
the merchandise.”

Inside the store with its 13 ft. high
ceilings, the new format stresses the
Design Center which is now located
in the center of the space. Clearly
defined, easy-to-navigate, hard surface
circulation paths lead to the heart of
the matter. In addition to the interac-
tive La-Z-Boy Screen Test video cata-
log which allows customers to “virtu-
ally” design their own furniture, there

is a fun and educational play area
where children can be entertained
while the parents work with the
design consultants. The wide circular
pathways lead to the various furniture
galleries or categories: Living Room,
Family Room, Leather, and Recliners.
The aisles are wide enough so that
parents with children in hand or
pushing strollers or carriages have free
and easy access. A colorful signage
program directs shoppers through the
store and vignette settings are set out
along the paths as full displays to
inspire customers and offer design
suggestions based on available mer-
chandise. There is also an extended
accessories department that includes a
selection of tables, lamps, home decor
and rugs. Throughout, the designers
maintained a neutral palette that
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complements the furniture finishes
and upholstery.

The varied ceiling heights plus the
ceiling graphics and signage not only
help to highlight the Design Center
but they create a “sense of zones to
accentuate the four targeted areas of
emphasis.” A new graphic program
includes the previously mentioned La-
Z-Boy Story as well as an updated
recliner graphic wall which helps
shoppers identify with the heritage
brand. “Recognizing that men and
women shop differently—men want a
chair—women want an ensemble—
the new environment brings the phys-
ical store and brand image together to
create a seamless emotional tie
between the customer and the brand
within the store environment.”


