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The Netherlands is internationally
recognized as one of the world’s
largest food exporters due to its
excellent connectivity throughout
Europe and is home to world-class
research institutions. It is—in effect—
feeding the world. Driven by the
anticipation for a renewable future, the
country’s journey towards optimization,
sustainability, and health requires a
paradigm shift in the food industry.

As the COVID-19 pandemic has
reshaped the retail market in
unprecedented ways, consumers
shifted around lifestyle and value. This
demanded new spatial configurations
of the supermarket, transitioning
between a pre-COVID-19 and a post-
COVID-19 society. Resting within its
etymology—where “super” alludes

to supremacy concerning size,

quality, and quantity, while “market”
refers to trading in goods of value—
the supermarket, selling food and
household goods, first originated in the
19th century with the novel concept
of a self-serve store. As a platform

of recurring successful innovations,
their profits increased during the
COVID-19 pandemic, underscoring
that supermarkets are now an essential
service - representing a new civic
presence.

The collective project on the spatial
implications of the food industry in
the Netherlands and beyond seeks

to redesign the supermarket—
currently occupying the most densely
used square meters in a city—to
implement developments within the
meticulously designed sales floor

via craft, reshoring, protectionism,
automation, and extinction—for an
immersive consumer experience—and
the concealed back of house through
the notions of tastemaking, scarcity,
sensorialism, inclusivity, and trade—
associated with the product’s supply
chain—ensuring a frictionless future for
shoppers.

These ten contributions explore

the architectural and urban design
possibilities within the future of the
food industry across sites within

the Blue Banana—the European
Megalopolis—transporting products
and radiating back to the Albert Heijn
shelves in Delft. They collectively
form a project for the design of a
future supermarket on the current site
of the Albert Heijn XL on Martinus
Nijhofflaan in Delft. These contributions
provide modifications in the supply
chain, product distribution, and store
planning, in relation to the products,

Collective Theme

their associated building types,

and their extensive territories. The
collective design of this Albert Heijn
XL will raise issues of scenography,
product flow, human interaction, digital
technology, and consumer experience,
in an attempt to address the future of
the food industry.

At a time when the world is pulling
through the COVID-19 pandemic,

faced anew with the impending
environmental crisis, the collective
project raises questions about the ever-
changing relation of architecture and
the food industry in the Netherlands
and beyond.
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The Blue Banana

The Blue Banana—a term coined

in 1989 by a group of French
geographers—is a name used to
describe a European corridor of almost
continuous urbanization. Home to 110
million people, the corridor contains
metropolitan areas, industrial sites, and
major economic centers, stretching

all the way from Manchester to

Milan, connecting the Irish Sea to the
Mediterranean.

Ten contributions speculate upon

the spatial implications of the food
industry across the Blue Banana—the
European Megalopolis—responding

to the specificity of the sites, while, at
the same time, providing modifications
throughout the supply chain in relation
to their respective products that radiate
back to the supermarket shelves in
Delft.
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Albert Heijn XL

The collective project for the design of
a future supermarket is located on the
current site of the Albert Heijn XL on
Martinus Nijhofflaan in Delft. Amidst
a densifying residential area, with a
variety of stores on the ground floor
and social housing above, multicultural
demography, proximity to the parking
garage, and excellent connectivity
to road infrastructure and public
transport, the location of the Albert
Heijn XL provides the opportunity
to reciprocate with its adjacent and
peripheral territory.
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Annotated Analysis of Albert Heijn

The collective research—focused on
the food industry in the Netherlands
and beyond—commenced with the
typological analysis of a supermarket.
Analysing a local Albert Heijn, it
examined the relation between
products, their associated building
types, and territories, from raw
materials to supermarket shelves.

While a supermarket operates within
a highly efficient tailored space, how
do design decisions vary between
intervening in an existing canal
house and a purpose-built suburban
supermarket?

Transitioning from the mimicry of
local markets to promotions on digital
screens, what role does scenography
play in the design of a supermarket’s
storefront?

How does the prediction of supply and
demand through data-driven decision-
making and automation affect the
organization, product distribution, and
design within supermarkets and the
ever-changing future of retail?

How does the incorporation of a
supermarket reciprocate with its
adjacent and peripheral demography,
real estate, and territory and in turn
affect land appreciation?

How does the design of the layout of
the concealed back of house relate to
the meticulously designed sales floor?

With a constant flow of products, what
spatial consequences are posed by the
standardized packaging sizes, product
distribution, and store planning on the
supply chain of a supermarket?

With ever-increasing reliance

on e-commerce and perpetually
improving digital experiences, what
will the future hold for supermarkets in
the Netherlands?

The annotated analysis of Albert Heijn
reveals the dichotomy within the
functioning of a supermarket, between
the meticulously designed sales floor
for an immersive consumer experience
and the concealed back of house
associated with the product’s supply
chain.
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The Supermarket Reconstructed.
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On trade- The dynamic provenance of On tastemaking- A view across a

potatoes is put on display. sampling section, shows a promotional
display of a new, tasty, and easy-to-
prepare cake mix.
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On inclusivity- A complimentary shelves of the supermarket. On sensorialism- The supermarket’s
cornucopia of luxurious essentials scenography is amplified for the
optimized for all citizens is amplified by adoration of pineberries.

its placement within the premium top
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On scarcity- The boundless display
of endangered food showcases the
possibilities of GMOs to reverse the
impending food scarcity.
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On craft- The gondola—or end cap—
aisle offers an escape from the design
of standardized aisles with a display-
within-a-display for craft chocolates.
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Toych to order

Curry Pizza

On automation- An automated
pizza-making machine showcases
the spectacle of proliferating digital
technology in the supermarket.

28

On extinction- The ambient display
of seafood refrigeration showcases
the highly controlled and technified

aquaponic shrimp farm designed to
resolve fish extinction.
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On reshoring- The packaging of
essential dairy products is designed
to accentuate the animal producer for
conscious consumers.
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On protectionism- Special wine blends
from yet unimagined European terroirs
are displayed at eye-level—consumer’s
perspective—while a complimentary

tasting experience is placed at touch-
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Visualized Evidence
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Working in a distribution center:
'I feel like a monkey doing the
same trick over and over’

‘Working in distribution centers The distribution centers in the Netherlands are
largely dependent for their staff on employment agencies, which provide flexible
and cheap workers from Eastern European countries. What is it like for them to
work in halls like this? "I don't know how much longer I can last."
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Packaging-free webshop
Pieter Pot raises 9 million

The packaging-free online supermarket Pieter Pot has
raised 9 million euros in investments. With this, the
Rotterdam-based company wants to expand to other
countries in Western Europe in the coming years.

Editorial December 7. 2021, 05:00

Flash delivery the future? At least
Jumbo doesn't want to miss the
boat

A Gorilas Flash Deliveryman 7
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Voorpagina Amsterdam Nederland Wereld Kunst & Media

Albert Heijn ziet af van
bouwinde
Lutkemeerpolder

Albert Heijn ziet af van de bouw van een
distributiecentrum in de Lutkemeerpolder. Tegen de
plannen wordt al maanden fel geprotesteerd door
activisten, waarbij zelfs verschillende AH-supermarkten in
Amsterdam werden dichtgelijmd.

Bart van Zoelen 28 november 2021, 13:50
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Natuurbeschermers zeggen
sloten AH-filialen Amsterdam te
hebben dichtgelijmd

Albert Heijn
35.0%

SuperUnie
27.3%

Jumbo
21.5%

Lidl
10.7%

Aldi
5.5%

Market Share (2020)
Supermarkets

Albert Heijn
47.2%

Picnic
19.8%

Jumbo
19.7%

Plus
5.7%

Coop 2.1%

Other
5.5%

Market Share (2020)
Online Groceries

Recent headlines describe the
supermarket and its distribution
network in the Netherlands as a highly
competitive sector, with questionable

34

working conditions, while unregulated
competitors are set out to disrupt the
market.

The “supermarket war” in the
Netherlands, has led to a consolidation
of companies and a seemingly
oligopolized landscape of grocers, in

which Albert Heijn has the greatest
market share in both physical and

digital stores.
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Online Purchases Online Purchases Online Purchases
3% 4.3% 7.6%

Royal Flora Holland Royal Pride Holland BV
Aalsmeer Wieringermeer
433,000 m2 1,010,000 m?

[ U

0
Ahold-Delhaize DC Coolblue DC Zalando
Delfgauw Tilburg Bleijswijk
62,750 m? 90,000 m? 140,000 m?

~ 253%

_ — |- - " Increase of online sales
_ = — = amplified by COVID-19
- = Offline Purchases

I R 92.4% ] o
- = — — Offline Purchases ﬁ °c DD O

Ofﬁne Purchases 95.7%
97% )
Amazon Albert IKEA
Heerlen Delft Delft
Market Share (2019) Market Share (2020) Market Share (2021) 9,000 m? 18,600 m? 40,000 m?
Online Groceries Online Groceries Online Groceries
The “supermarket war” in the which Albert Heijn has the greatest The concealed back of house extends quantities of workers, and serving a
Netherlands, has led to a consolidation market share in both physical and to the peripheries of the Dutch urban range of regions.
of companies and a seemingly digital stores. areas, taking upon a variety of spatial
oligopolized landscape of grocers, in dimensions, accommodating different
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Message Settings

Producers and suppliers respond to
complex market dynamics through
just-in-time production, relying on

automation, logistics, and infrastructure
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within the Blue Banana, allowing
supermarkets to optimize their stocking
to shopper’s demand.

Employees keep track of just-in-time
arrivals of products, while their prices

are informed by market conditions and

proximity.
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2022

O National Distribution Center
@ National Refrigeration Center

o Regional Distribution/Refrigeration Center

M Home Shopper Distribution Center

2030

O Albert

In an effort to break open the
centralized and concealed distribution
network of the supermarket, the role
of the distribution centers is shifted to

40

large-scale supermarkets such as Albert
Heijn XL—now Albert—with a floor area
of at least two thousand square meters,

ready to serve a larger region through
e-commerce.
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The number of supermarkets and their
siting are regulated through municipal
planning, leading to an even distribution
over Delft’s urban expansion areas.
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Delft’s historic center, however, exhibits
a high density of supermarkets and
speed delivery hubs, responding to
valuable shoppers in their proximity.

This informs the future distribution of
Albért and smaller-footprint Albértjes.
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albértje

The essential products in these multiple
Albertje stores within each city are fed
by the distribution centers integrated
within each Albért, while also having

products directly sourced from local
suppliers within the city, with the
choice of having fine quality products
and essential goods at the same place.
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Freight-truck

Albert truck

By distributing the supply chain from care of transport between producers,
centralized warehouses to large supermarkets, and homes.
supermarkets in the vicinity, electric

semi-trucks with shorter roundtrips take
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@ Supermarket shopping
cart and shopping basket Albért Smart Cart
To eliminate single-use packaging and dimensions in Albért. Displays on the
optimize logistic processes, a unified smart cart and supermarket hosts guide

container-deposit system is introduced, shoppers in finding their products.
limiting the variety of product
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Container-deposit
machine

Albert Container Return
Point

Albeért’'s container deposit system
utilizes the shopper’s existing familiarity
with return points for used bottles and
crates.
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EPAL-Pallet

@ Stocking Cart

Albeért Bulk Containers and
Crates

[ )

Oooooooooooooo
ooooooooooobooao
Oooooooooooooo
DDDDDDDDDDDDD

Albert’s automatized warehouse,
making use of Ocado robots, considers
legacy dimensions based on the

EPALpallet, by adhering to an 80 x 80

cm grid.
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Thermal printed price label with
European Article Number and unit
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price
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ARRDAPPELEM
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1936
Self adhesive price label
21 x 12 mm
2020

Electronic Shelf labeling system with
dynamic display
70 x 36 mm

2030
NFC tag embedded in the crate
@3 mm

Self-service store with checkout counters
~170 m’

Hypermarket with checkout counters
~6000 m’

Modern Supermarket with
omi-channel checkouts
~3000 m’

2030
Albért with smart carts
@3 mm

Planograms are an elevational system wasted space. By introducing a experience can be dynamically adjusted
to optimize the relation between flexible automatized stocking system, to market conditions and seasonality.
shoppers and the grocer’s shelves, in the planogram is transformed into a

order to maximize sales and minimize planar organization, in which the retail
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The introduction of the fixed price—
attached to a product through a
sticker—has allowed the grocer to
develop into self-service stores,

informing the architectural type
of the supermarket. Technological
developments such as thermal printing, supermarket, such as the elimination of
e-ink, NFC tags, and computer vision the physical check-out point.

reintroduce dynamic pricing while
offering novel spatial solutions for the
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Supermarket is a collective project

on the spatial implications of the

food industry in the Netherlands

and beyond, redesigning this now
considered essential architecture to
entail a paradigm shift in its journey
towards optimization, sustainability,
and health consciousness. It imagines a
future supermarket that integrates retail
experiences with distribution, supply
chains, and product display to ensure

a frictionless future for conscious
consumers; while, at the same time,
creating a new civic presence for the
city and its residents.

The envisioned supply chain for

the future supermarket commences
with the Blue Banana, enhancing the
position of the Netherlands— one of
the world'’s largest food exporters
and home to world-class research
institutions—in this urbanized trade
corridor. From Genoa to Delft, and
from the supermarket’s back of
house to the sales floor, Supermarket
addresses multifaceted aspects of
the food industry— scarcity, trade,
inclusivity, sensorialism, tastemaking,
craft, reshoring, protectionism,
automation, and extinction—through
ten architectural and urban design
contributions.

Ten products, along with their
associated building types and
territories demonstrate how a modified
food distribution network converges
at the future supermarket—Albért—on
Martinus Nijhofflaan in Delft. Albert
seeks to display products and their
supply chain by integrating the once
stand-alone and distant distribution
center with an automated Ocado

grid system, asserting itself as the
generator of a just-in-time production
system—thereby disrupting the
seriality of infinite supermarket aisles.
With all Albért supermarkets operating
as distribution centers for multiscalar
Ahold Delhaize branches—such as
Albert Heijn and Albertje—the supply
chain, and its resultant territories, are
condensed and reconfigured.

Albert offers an omni-channel
consumer experience in both physical
and digital forms. It reflects on the
traditional supermarket’s backstory,
effectuating sustainability goals
throughout a reimagined supply chain.
The supermarket assures optimization
in unison with the country’s circular
economy by implementing reusable

Description

packaging for all Albert products,
extending shelf-life from data-driven
decision making, offering digitized
scanners informing conscious
consumers of product particularities,
and by providing dynamic pricing for
food security.

Along with a flexible open-plan
allowing various iterations of product
displays to maximize profits and render
a unique shopping experience, Albert
‘s business models are diversified,
generating revenues from branded
products staged in shop-in-shops

and electric car-sharing facilities to
encourage consumer traffic.

The supermarket—previously
conceived as a destination—
incorporates a pathway to meet the
constant movement of divergent
consumers with the conjunction of
fast-paced pick-up zones—promoting
cycling, delivery, and e-commerce—
and slow-paced demonstration zones
offering novel tasting experiences
along with the green public spaces on
the periphery. Albert demonstrates an
innovative retail experience beyond
the technology of the new integrated
distribution center, extending its
perimeter toward the Delft city center
to establish a new civic presence.
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The Netherlands is internationally recognized as one of the world’s
largest food exporters due to its excellent connectivity throughout
Europe. Home to world-class research institutions, it is—in effect—
feeding the world. However, food production and consumption are
responsible for around 25% of the total emission of greenhouse gases
and for 60% of the terrestrial loss of variation in plant and animal
species. When it comes to the food industry, the country’s journey
towards optimization, sustainability, and health requires a paradigm shift.

Ten architectural and urban design contributions sited within the Blue
Banana—a European corridor of almost continuous urbanization—
originating from supermarket products, << <redesign the future
supermarket of 2030.
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A continuous supply of products and materials, to and from the current
supermarket, is made possible through a vast network of roads, rails,
and waterways, connecting it to various infrastructural nodes and
European trade routes within the Blue Banana.

Supermarkets occupy the most densely used square meters in a city.
Resting within its etymology—where «super» alludes to supremacy
concerning size, quality, and quantity, while «<market» refers to trading
in goods of value—the supermarket, selling food and household goods,
first originated in the 19th century with the novel concept of a self-serve
store.

Presented in a set of spatial narratives,
the collective project addresses
multifaceted aspects of the food
industry and its distribution network

58

commencing with the Blue Banana’s
urbanized trade corridor to reconfigure
at the future supermarket—Albért—on

Martinus Nijhofflaan in Delft.

These ten contributions provide modifications to the supply chain,
product distribution, and store planning, in relation to the products, their
associated building types, and their extensive territories through a vast
network of transportation nodes.

For this purpose, distribution centers currently serve as the epicenter,
exploring the resultant spatial characteristics, and linking these ten
contributions with the future supermarket.
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Fixed prices that originated in order to accelerate grocery sales had a
huge impact on consumer experience. From standardization of price tags
to uniformity of products, and from barcodes to electronic shelf labeling,
the improved logistics, shorter employee training periods, a monitored
supply system, and efficient shelf organization.

As the COVID-19 pandemic has reshaped the retail market in
unprecedented ways, consumers shift around lifestyle and value. Its
profits increased up to 40% and physical stores overflowed with people
seeking to maintain a sense of normalcy, underscoring it as an essential
service, one that represents a new civic presence. This demands new
spatial configurations of a supermarket transitioning between a pre-
COVID-19 and a post-COVID-19 society.
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Home delivery and e-commerce businesses grew up to 5 times faster
than before the pandemic, giving rise to an online distribution center that
offers the convenience of a digital supermarket.
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The supermarket analysis reveals its functional logic through the
concealed back of house that is associated with the product’s supply
chain. Regarded as the employee’s domain, the back of house is
concerned with product flow, supply, and demand through data-driven
decision-making, standardized packaging sizes, and product distribution

via tastemaking, scarcity, sensorialism, inclusivity, trade, and biodiversity.
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Home delivery and e-commerce businesses grew up to 5 times faster
than before the pandemic, giving rise to an online distribution center that
offers the convenience of a digital supermarket.
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The supermarket analysis reveals its functional logic through the
concealed back of house that is associated with the product’s supply
chain. Regarded as the employee’s domain, the back of house is
concerned with product flow, supply, and demand through data-driven
decision-making, standardized packaging sizes, and product distribution
via tastemaking, scarcity, sensorialism, inclusivity, trade, and biodiversity.

Presented in a set of spatial narratives,
the collective project addresses
multifaceted aspects of the food
industry and its distribution network
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commencing with the Blue Banana’s
urbanized trade corridor to reconfigure
at the future supermarket—Albért—on

Martinus Nijhofflaan in Delft.
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Secondly, the meticulously designed sales floor provides an immersive The collective project on the spatial implications of the food industry
consumer experience. The sales floor raises issues of scenography, in the Netherlands and beyond redesigns a future supermarket on
human interaction, digital technology, and the organization of the current site of the Albert Heijn XL on Martinus Nijhofflaan in Delft,
supermarkets within the ever-changing future of retail through the implementing developments on the sales floor and the back of house
notions of craft, reshoring, protectionism, automation, and extinction. ensuring a frictionless future for shoppers.

Situated in a densifying expansion area of Delft, a forecasted
demography of (international) students, families, and elderly will make
use of this supermarket and its e-commerce services.

Responding to technical, environmental, and societal demands from
the Blue Banana’s urbanized corridor to the new Albért, and from the
supermarket’s back of house to the sales floor, new spatial propositions
redefine the future supermarket of 2030.
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The reimagined supermarket—Albért—seeks to display both the product ~ With all Albéert supermarkets functioning as distribution centers for multi-
and its supply chain, in turn, the sales floor and the back of house, by scale Ahold Delhaize branches—such as Albert Heijn and Albértje—the
integrating the distribution center with an automated Ocado grid system, supply chain, and its resultant territories are condensed and redefined.
asserting itself as the generator of a just-in-time production system. Product distribution within each network thus densifies within smaller
radii, becoming open to more local suppliers frequenting small-batch
deliveries, while also providing proximity to consumers in the city.
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The relationship between the supermarket and the city changes with a
modified transitional system that showcases the dynamic loading dock
and its functioning on the sales floor, diverts private vehicular flow,
e-trucks, and car-sharing services towards the Albért parking on the site,
and promotes cyclists by providing access on the sales floor through the
incorporation of a pathway for fast-paced pick-up zones with an increase
in delivery and e-commerce.

The storefront of the supermarket moves beyond blocked-off rows of The automated Ocado system in the distribution center above allows
checkout lanes and security gates to designated slow-paced zones with for the diversion of labor in the supermarket towards hospitality and

product demonstrations, workshops, and exclusive shops that entice social interaction through various host stands—strategically placed to
consumers into the supermarket. encounter pedestrian flows—offering a tailored shopping experience.

The supermarket provides several entrances—strategically located near
high traffic zones—to move away from a one-directional circulation path
to a multi-directional circulation pattern within the organic layout of the

facade that is designed in response to the surrounding context.

Presented in a set of spatial narratives,
the collective project addresses
multifaceted aspects of the food
industry and its distribution network

commencing with the Blue Banana’s
urbanized trade corridor to reconfigure
at the future supermarket—Albért—on

Martinus Nijhofflaan in Delft.
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The supermarket is reorganized according to the central high yield
automated distribution center within a static grid ceiling that offers
dynamic robotic movements, allowing various iterations of product
displays in reaction to seasonality and specialties, to render an open
floor plan shopping experience.

Stores will continue to use planograms, working on existing principles
of increasing sales. From bulk shelves to fresh produce crates, shelving
systems within the open plan generate new episodic formats of
planograms, while accommodating changes in circulation with the
incorporation of electronic signage to guide the consumers.
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Responding to the supermarket’s visibility of the supply chain, vertical
experiential walk-in refrigerators represent the ripening rooms and
recreate the conditions of refrigerated trucks to extend the distribution
center to the sales floor with a convenient product flow, allowing
consumers to momentarily enter the varied environments of the food
supply chain.
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All new shelves, carts, packaging, and delivery methods work within the
800mm x 800mm grid to ensure full standardization within the supply
chain system starting from the cargo pallet itself.

Once an item is delivered, the screen on the smart cart displays
other useful items, or the next item on the shopping list while still
incorporating key supermarket sales concepts and experiences like
cross-merchandising and impulse buys.

Business models and real-estate strategies—introduced through
independent areas defined for peripheral store-in-stores—promote
collaborations with exclusive brands and local entrepreneurs by bringing
in highly curated experiences, catering to the experimental and diverse
tastes of Delft residents.

Presented in a set of spatial narratives,
the collective project addresses
multifaceted aspects of the food
industry and its distribution network

64

commencing with the Blue Banana’s
urbanized trade corridor to reconfigure
at the future supermarket—Albért—on

Martinus Nijhofflaan in Delft.

The future supermarket addresses sustainability goals through a
reimagined supply chain with reusable packaging for all Albért products
that are collected, cleaned, and redistributed on site in various return
points, cleaning stations, and end-cap gondolas respectively, that remain
scattered throughout the sales floor.
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Smart carts with digitized scanners react to the particularities of the
product on the shelf with information on the provenance of products for
conscious consumers. Electronic displays are connected to expiration
dates, supply, and demand through dynamic pricing monitored by data-
driven decision-making.
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As an essential service, the supermarket’s design incorporates several
public green zones amidst the sales floor to entice the consumers to
spend more time inside, while at the same time providing a healthier
working environment, through biodiverse farming solutions, integrated
agriculture strategies, and a green roofscape.

Albert offers a new retail experience open to Delft by putting both the
product and its supply chain on display. A flexible open plan within and
beyond the high yield automated distribution center—now a part of the
supermarket—extends its perimeter towards the city and its residents,
establishing a new civic presence.
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The introduction of fast-paced zones in
the supermarket spreads along the bike
lane, featuring a demonstration kitchen
and pick-up points.
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Live shrimps and small-batch milk
deliveries demonstrate freshness and
reusable packaging within a just-in-time
production system.
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View of the automated Ocado grid
system and the distribution center on
the ceiling from the concierge desk on
the sales floor.

Permaculture as a new farming method
inside the supermarket boosts biodi-
versity and rewards the cultivation of
GMOs
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The smart cart eliminates the and digitalized labels inform the Dynamic robotic movement above the
boundaries of the supermarket’s consumers about the product’s open sales floor allows for various iter-

ations of product displays, according to

sales floor while dynamic pricing supply chain and provenance. prod ain
seasonality, discounts, and specialties.
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Free food is no longer shameful, facing The walk-in refrigerator extends the varied environments of the food supply
the luxury products of the Hermeés distribution center to the sales floor, chain.
store-in-a-store. offering a momentary experience in the
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A wine bar next to an automat restau- tasting experience next to a public Beyond the internal core, Albért offers

rant are part of the slow-paced zones green terrace. an innovative retail experience, open-

of the supermarket, introducing a novel ing up the supermarket’s perimeter
towards the city.
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View of the loading dock on the sales A green roofscape amidst the residen-
floor from the automated distribution tial neighborhood, provides a healthy

center on the ceiling. working and living environment.
g g g
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17 Automat

13 Demonstration kitchen

14 Shop-in

9 Smart cart station
10 Return points

5 Sculpture of Albért's mascot

6 Entrance

1 Concierge

A cut-out axonometric exposing

shops

2 Automated Ocado grid
3 Vertical circulation core

4 Kindergarten

the blurred boundaries between the

15 Shrimp pond

11 Pick up points

12 Cycle track

7 Refrigerated area

supermarket, the landscape, and the

city of Delft.

16 Bycicle parking

8 Specialty displays

83
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Albert offers a new retail experience the product and its supply chain. The periphery of the glass facade, and 1 Access to Parking 5 Shop-in-shop 9 Pick up points
with a flexible open plan within and supermarket is organized in three the outdoor facilities covered by the 2 Loading dock 6 Concierge 10 Kindergarten
beyond the high yield automated different zones, consisting of the cantilevered roof. 3 Estructural cores, toilets, HVAC 7 Return point

distribution center to display both central high yield core, the interior 4 Shrimp pond 8 Automat
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The back of house operates as a
distribution center above the sales
floor, consisting of the automated
Ocado system in the static grid ceiling

86

core that offers dynamic robotic
movements.

Maintenance point
6 Perimeter for humans
7 Refrigerated area

APOWON -

Automated Ocado grid
Vertical core
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The reimagined relationship between and parking on the site that caters to
the supermarket’s sales floor and back the supermarket’s customers, e-trucks,
of house is vertical, juxtaposed with the and the neighborhood’s needs.
additional Albért car-sharing facilities

Maintenance point
Toilets

Automated Ocado grid
Vertical core

AWN -
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The organization of the building around
the central high yield distribution center
allows for various iterations of product
displays on the sales floor, disrupting

90

the infinite seriality of the supermarket

10m

1 Automated parking
2 Loading dock
3 Shop-in-shop
4 Shrimp pond

5 Maintenance point

6 Vertical core

7 Concierge

8 Perimeter for humans

9 Automated Ocado grid
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The organization of the building around
the central high yield distribution center
allows for various iterations of product
displays on the sales floor, disrupting

92

the infinite seriality of the supermarket

aisles.

10m

1 Automated parking

2 Loading dock
3 Shop in shop
4 Shrimp pond

5 Maintenance point

6 Vertical core

7 Host

8 Perimeter for humans

9 Automated ceiling
10 Automat

11 Pick up points

12 Kindergarten
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Concierge
2 Pick up points

3 Returning point

1

unique shopping experience.

The dynamic robotic movements

allow for the reconfiguration of the
supermarket shelves in reaction to

seasonality and specialties, rendering a
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The dynamic robotic movements unique shopping experience. 1 Host

allow for the reconfiguration of the 2 Cart station
supermarket shelves in reaction to

seasonality and specialties, rendering a
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Loading dock

2 Bar

1

A ritual of loading and unloading

d on the sales floor,

exposing the supermarket’s supply
chain to the conscious consumers.

is experience

3 Structural core and HVAC

4 Permaculture
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A ritual of loading and unloading
is experienced on the sales floor,
exposing the supermarket’s supply
chain to the conscious consumers.
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Loading dock

Bar

Structural core and HVAC
Permaculture
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The dynamic robotic movements
allow for the reconfiguration of the
supermarket shelves in reaction to
seasonality and specialties, rendering a

102

unique shopping experience.

1 Refrigerated room
2 Sesonal products
3 Bonus
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The dynamic robotic movements

0 05 2m
unique shopping experience. 1 Refrigerated room
allow for the reconfiguration of the 2 Sesonal products
supermarket shelves in reaction to 3 Bonus
seasonality and specialties, rendering a
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Shop-in-shop

2 Sales floor

Independent areas are defined for

peripheral store-in-stores, promoting

ical core
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Ive

th exclus

and local entrepreneurs.

ions wi

collaborat|

4 Loading dock
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Independent areas are defined for 1 Shop-in-shop
peripheral store-in-stores, promoting 2 Sales floor
collaborations with exclusive brands 3 Vertical core
and local entrepreneurs. 4 Loading dock
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Returning point

2 Automat
3 Entrance

1

supermarket sales floor, in juxtaposition

with fast-paced pick-up zones along
the bike pathway to promote cyclists,

delivery, and e-commerce.

paced zones with

product demonstrations, workshops,
and exclusive shops are developed

around the periphery of the

Designated slow
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Designated slow-paced zones with
product demonstrations, workshops,
and exclusive shops are developed
around the periphery of the
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0 05 2m
supermarket sales floor, in juxtaposition 1 Returning point
with fast-paced pick-up zones along 2 Automat
the bike pathway to promote cyclists, 3 Entrance
delivery, and e-commerce.
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1 Kindergarten
2 Structural core, toiltes, HVAC

3 Public green areas

while also providing a green roofscape
for the neighborhood.

Public green zones are incorporated
amidst the sales floor to entice the
consumers to spend more time inside,
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Demonstration

From bulks to fresh produce crates,
standardized shelving systems within
the open plan generate new episodic
formats of planograms. No longer

118

vertical and detached from each
other, the new planograms dictate the
dynamic floor plan.

Kindergarten

kitchen

Playground
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From bulks to fresh produce crates, vertical and detached from each
standardized shelving systems within other, the new planograms dictate the
the open plan generate new episodic dynamic floor plan.

formats of planograms. No longer
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such as store-within-

for branded products remain
exclusively and independently staged.

estate strategies

a-store

wide range of products through a

The supermarket sales floor as a

binary financial model that incorporates
all Albert products within the efficient

real estate platform reveals business
strategies in order to generate profit.
Albért’'s business approach offers a

d system, while real

automated gr
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From bulks to fresh produce crates, vertical and detached from each 1 Bike path convenience
standardized shelving systems within other, the new planograms dictate the 2 Fall scented cleaners

the open plan generate new episodic dynamic floor plan.
formats of planograms. No longer
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From bulks to fresh produce crates,
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formats of planograms. No longer
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vertical and detached from each
other, the new planograms dictate the
dynamic floor plan.
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From bulks to fresh produce crates,
standardized shelving systems within
the open plan generate new episodic
formats of planograms. No longer
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vertical and detached from each
other, the new planograms dictate the
dynamic floor plan.
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5 Sculpture of Albért’s mascot
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Three-dimensional Visualization
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Stills from the walk-through video on
the reimagined supermarket of the

future, Albért.
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Stills from the walk-through video on
the reimagined supermarket of the
future, Albert.
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4 shlTH

1

Stills from the walk-through video on
the reimagined supermarket of the
future, Albert.
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Stills from the walk-through video on
the reimagined supermarket of the
future, Albert.
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Stills from the walk-through video on
the reimagined supermarket of the
future, Albert.
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Propositions

1 From The Hague to Genoa, the
supply chain of the future supermarket
will span across the Blue Banana trade
corridor, addressing multifaceted
aspects of the food industry in the
Netherlands and beyond, through the
notions of scarcity, trade, inclusivity,
sensorialism, tastemaking, craft,
reshoring, protectionism, automation,
and extinction.

2 The reimagined supermarket—
Albéert—displays both the product
and its supply chain for the conscious
consumers by integrating the
distribution center with an automated
Ocado grid system above the
supermarket, rendering a completely
open sales floor.

3 In an attempt to reduce waste

and address sustainability goals,
Albért operates within a just-in-time
production system of non-disposable
packaging and dynamic pricing,
maintaining small batches of products
in the integrated Distribution Center.

4 No longer an enclosed and controlled
retail space, the supermarket uses
various strategies—such as store-in-
a-store rentals for exclusive brands
and specialty displays for seasonal
products—to create a flexible sales
floor in order to maximize profit,
operating as a real estate platform.

5 Novel tasting experiences and green
public spaces—along with the dynamic
robotic movement that diverts human
labor towards hospitality and social
interaction—Dblur the boundaries
between the supermarket and the city,
introducing a new civic presence.
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Supermarket is a collective project

on the spatial implications of the

food industry in the Netherlands

and beyond, redesigning this now
considered essential architecture to
entail a paradigm shift in its journey
towards optimization, sustainability,
and health consciousness. It imagines a
future supermarket that integrates retail
experiences with distribution, supply
chains, and product display to ensure

a frictionless future for conscious
consumers; while, at the same time,
creating a new civic presence for the
city and its residents.
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