How Can Natur alL
Enhance Retall Sales?



Introducing the
Natur aLuxE
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Nat uralLuxE FI
and Merchandising

A All merchandising is visual in nature.

A The goal of merchandising is to display
products in a way that will stimulate
Interest and entice customers to make
a purchase.

ANaturalLuxE Filters c
achieve that goal.



Unique Lighting Challenges

ARetail stores present lighting designers
with a unique challenge: Create a visual
environment that is simple, energy
efficient and color accurate.

AAttract the customer.
AGuide the customer.
AComplete the sale.



Counting the Cost

A Retailers want to make money. We alll
do. Theage-ol d questi on 1| s
we spend In order to Increase our
earnings?ad

ARetailers know that if they can properly
engage their customers and make their
shopping experience exciting, they will
stay longer, spend more and return
more often.



Counting the Cost

What does it take to:
A Attract customers.
A Highlight displays.

A Enhance the colors, shapes and
textures of merchandise.

A Create a soothing, yet stimulating
visual environment.

A Facilitate merchandise evaluation.



First Impressions

AEven before examining merchandise,
the first thing a customer notices when
entering a retall setting Is the overall
lighting scheme .



Inviting Lighting
I s L

ALighting will either invite them to stay
and shop, or turn them away to spend
their money elsewhere.



Creating the Atmosphere

ALighting sets the tone for the overall
shopping experience and promotes
your brand image.



Accent Lighting

Upscale retailers typically employ
ower overall light levels and use
nigh intensity accent lights to
nighlight new arrivals or sale items.




Accent Lighting

A While this technique creates
dramatic lighting, the consumer
cannot always evaluate the
merchandise properly.

A Can cause them to make a poor
purchasing decision.

A Leads to an unhappy, dissatisfied
customer.



The Key: Help Them Spend

AFacilitating merchandise evaluation
creates happier, more satisfied
customers who spend MORE.



Vlsually EfflClent nghtlng

A Visually efficient lighting serves to
iIncrease traffic and increase sales
while lowering the cost of operations.

A Imagine using lighting that works  with
your eyes, instead of against them?



Visually Efficient Lighting

Alt is a known physiological fact that the
human brain uses 20%
energy, and a great deal of that energy
drain is expended by your visual
system.

AThe harder you make
brain work, the more fatigued they
become, forcing them to leave your
store prematurely. Nobody wants that!



Visually Efficient Lighting

AThe savvy |lighting d
simply concentrate on things like lamp
lumen depreciation and system
efficiency alone. This may save on
energy costs, but they will be saving
that energy in an empty store.

A Color rendering, light distribution and
energy efficiency must work together in
harmony to achieve the desired goal.



Save $$%$ to Make $$$

A One of the best ways for retailers to
make money Is by saving money.

A 30-50% of electricity costs in the retail
environment is dedicated to lighting.

AThe U.S. Dept. of Energy states that
buildings that use Spectrally Enhanced
Lighting can reduce their energy costs
by 25-50%.
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ANaturaLuxE Filters a
work with fluorescent, induction and
LED lighting. Each of our products
perform the following functions:

AColor enhancement of artificial light
sources.

AAbsorbs harmful UV radiation.

AEliminates the glare from artificial light
sources.

ASpectrally enhances the light for energy
savings.



Spectrally Enhanced Lighting

Color Temp.
°Kelvin

8000K

A Spectrally enhanced
lighting means shifting
the color of light toward
the cooler, blue end of

the light spectrum.

A Allows your eyes to see

! more clearly and makes

6500K

5500K

spaces appear brighter.




Spectrally Enhanced Lighting

A Bluer light causes the pupils to
constrict slightly.

A Smaller pupils improve visual acuity.
A Also increases depth of field.



Color Temperature of Light

AdbCool er 46 mea
appears to be bluer, like
the color seen In the
mid -day sky (5000K)

AoWar mer é 1|ig
a more orange color of
light, as we see In the
late afternoon and early
morning sky (3500K)




Color Rendering

A The color rendering index (CRI)is a
guantitative measure of the abllity of a
light source to faithfully reproduce the
colors of various objects in comparison
with an ideal or natural light source.

A The higher the CRI, the more accurate
the color Is reproduced under a given
color temperature of light.



Color Accuracy
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A As you can see, color accuracy depends
largely on the color temperature of the
actual light source.



Retail Shrinkage

A The percentage of loss of products
between manufacture and point of sale
IS referred to as shrinkage.

A Shrinkage cost retailers $107.3 billion
In 2010.

A Clothing returns due to poor color
matching ability adds to consumer
frustration.



Retail Shrinkage
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A Fading of merchandise in the store is
another potentially major form of
shrinkage. 40% of fading is caused by
UV radiation.

A Faded clothing is typically written off
as shrinkage, sold at a deep discount,
or donated.




Absorbs UV Rays
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A UVB and UVA radiation is present
from 280 -400nm.

ANaturaLuxE Filters a
UVB and UVA up to 380nm. Overall,
they absorb 98% of all UVB -UVA rays.



Il n Summarye

ANaturalLuUuxE Filters ¢
soothing, yet mentally -stimulating light
source In the store.

ANaturaLuxE Filters p
merchandise, customers and employees
alike from unwanted UV rays.

ANaturaLuxE Filters p
with vibrant, accurate colors in the
store to make important buying choices.



NaturalLuxE Fil
Supermarket and
Convenience Store Industries




Supermarket & Convenience

Store Merchandising

A Turning over product on the shelves is

a top

priority in the grocery industry.

A Most products have a finite shelf life.

AThe s

peed with which products leave

the shelves can make or break your
profits.
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Visual Merchandising:
End Caps

A End caps grab the attention of
customers as they wander through the
store.

Alt is essential for the merchandise to be
illuminated in such a way that the
| abel s and product s
of the shopper.



Visual Merchandising:
End Caps

ANaturalLuxE Filte+s
corrected, color enhanced lighting.

A Make your products look their very best!




Visual Merchandising:
Designing the Display Area

A By effectively using colors, textures,
and shapes, you establish a focal point
on your display for easy viewing that
will direct the eyes of your viewer to
each element of the display.

A The more vivid and colorful the display,
the more attention it GRABS!



Visual Merchandising:
The Color of Light

appear dull and dreary, or
It can cause excitement
and anticipation.

A Accurate colors facilitate
merchandise evaluation.



