RETAIL
LIGHTING
EUROPE’S FASTEST GROWING LED LIGHTING PROVIDER

Developer and producer of industrial
and state-of-the-art luminaires.
Creator of comprehensive interior
and exterior lighting solutions.
One of the fastest growing lighting
companies in Europe, operating in
122 countries worldwide.

OMS, a. s.
from 1 July 2017
Established
1995
Number of employees
> 900
Export
98.5 %
Production surface area 103 100 m2
LIC surface area
810 m2
Office surface area
2 460 m2

QUALITY LIGHTING
DEVELOPED AND PRODUCED
IN EUROPE
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WHAT WE DO
Research and
development services

Product supply and
production

Smart solutions
and projects

LIGHTING QUALITY STANDARD
We believe that a high quality
lighting solution is about more than
meeting standards. For this reason,
we developed the Lighting Quality
Standard (LQS), which focuses on
the provision of optimal illumination
that ensures the comfort and
wellbeing of users.
The LQS is a unique assessment
methodology based on 20
objectively quantifiable criteria
that enables the clear evaluation
of a lighting solution's quality
understandable to end user.

ERGONOMICS

EFFICIENCY

A sufficient amount of uniform
lighting ensures safe navigation of the
darkness, making it the master criteria in
ergonomic lighting design.

With so many lighting and control
possibilities to choose from, an optimum
solution can be prepared for every space.

ESPRIT

EMOTION
Science repeatedly brings to our
attention the ability of light to affect
ERGONOMICS
mood, perception and performance
through the use of physiologically
effective light and appropriate
illumination techniques.

ECOLOGY
The ratio of energy converted to light
by a light source, in combination with
product lifetimes and maintenance costs,
are key to making the right lighting
choices.

EMOTION

Do not underestimate the power of beauty
to transform a lighting solution from merely
functional to something inspirational.

EXCEPTIONALITY
A unique vision that combines innovation,
global trends, sales and promotion support
and the power of mutually beneficial
collaboration to create solutions of superior
quality and value, and nurture business
success.

EMOTION
PSYCHOLOGICAL FACTOR
Emotion is the most important
aspect of our relationship with
retail.
The decision to buy is 80 %
emotional and 20 % objective,
therefore, it is of vital importance
to fully understand and exploit
the ability to influence, inspire and
guide customers by stimulating
sensory reactions, appealing to
instincts and entertaining.

EMOTION
CHEESE, BREAD
AND PASTRIES

2700 K

The right light can make goods
appear fresh from the bakery,
stimulating the appetite and
therefore purchasing behaviour.

6500 K

EMOTION
FRUIT AND VEGETABLES

3500 K

Fresh foods are highly sensitive
and need to look at their best, so
excellent colour rendition and low
levels of IR and UV radiation are
crucial.

6500 K

EMOTION
MEAT, COLD MEATS
AND POULTRY

3000 K

The most sensitive product group,
fresh meats must not be overilluminated in order to minimise
deterioration.
Also, it is important to use light
sources that render the red R9
part of the colour spectrum well to
bring out the natural colouration
of fresh produce.

6000 K

EMOTION
COMMUNICATION

6000 K

In order to facilitate control,
there must be some method
of communication between
luminaires and distribution boxes
or central control locations. This
communication can be of a digital
or analogue nature.

3000 K

EMOTION
WINES, DELICATESSEN AND
CONVENIENCE FOODS
Exclusive items demand mood
lighting, with warm light creating a
relaxing and appealing atmosphere.

EMOTION
EMOTIONAL LIGHTING
Emotion is crucial to the creation of
the right atmosphere.
Colour can have a profound
transformative effect on the mood
and behavior of customers. It is
possible to use various colours and
lighting effects in the same space
thanks to the advancement of
RGBW technology.

EMOTION
CONTRAST
The play of light and shadow is
essential to our perception of
depth, shape and texture.
However, extreme contrast causes
objects to be lost in the light and
must be avoided.

EMOTION
DYNAMIC LIGHTING
The world of colour that we see
and experience is limited by the
light that illuminates the objects
we are viewing.
Enable your customers to see
roaring colours, hues and tones
that aren’t visible under halogen
light.

2700 K

6500 K

2700 K

6500 K

ERGONOMICS
COLOUR
RENDERING
INDEX (CRI)
Standard CRI ratings include
assessment of the first 8 Ra
colours.
LQS assesses the full range
of 15 Ra colours, providing
a full and reliable result.

ERGONOMICS
ILLUMINATION LEVEL

750 lux

500 lux

General and sales floor lighting

Payment counter

1500 lux

1000 lux

Promotion displays

Accent lighting

1000 lux

1000 lux

Shelf displays

Cabinet displays

Light can be used to create various
zones within the same space.
Brightness is a key tool in
determining the route customers
take through a space.

ERGONOMICS
GLARE PREVENTION
It is vital to minimise glare through
correct design of the lighting
system.
This will eliminate any glare-related
visual or psychological disturbance
for customers and employees alike.

0o-30o
No glare

30o-45o
Low glare

45o-90o
High glare

90o-180o
Undesirable effect

ERGONOMICS
HARMONIOUS
DISTRIBUTION
OF BRIGHTNESS
Our eyes are very responsive
to variations in brightness. We
can take advantage of this
natural characteristic by using
brightness to attract attention,
guide perception and encourage
customers to stay in store longer.

The same brightness
69 % of people
go right

The left is brighter
74 % of people
go left

No attention

Higher brightness:
automatically
attractive

ERGONOMICS
VERTICAL ILLUMINATION
Our visual field extends upwards and
downwards 45° from our line of sight
and 65° to each side. Based upon the
determined areas of sensitivity it is
possible to plan the layout of items,
especially in supermarket shelving
displays, according to which products
are of the highest importance. Items
placed within area one will be the first
to catch our eye so the space could
be reserved for special offers or new
items, whilst area two could be for
general products and area three for
less important products such as low
profit items.

1 the most sensitive area of our
visual field
2 the most effective part of our
visual field
3 the general visual field

FITTING ROOM
With SMART MIRROR our aim is to
transform the ordinary and many
times not so pleasant dressingroom experience into a fun activity.
The mirror lighting minimises the
occurrence of harsh and unrealistic
shadows, renders colours and skin
tone naturally, flatters facial features
and softens all body shapes.
Looking in the smart mirror, your
customers have never seen a more
natural picture of themselves and
the clothes they are about to buy.

Soft diffusing
linear lighting

Lighting from
above in a fitting
room

SHOP WINDOW
Achieve perfect ambience with
professional retail lighting to make
the best first impression. Create
different scenes focusing attention
on various details with accent
lighting, RGB colours and tunable
white technology via a customised
user interface. Re-design the shop
window lighting as needed, with
just a few touches.

EFFICIENCY

Comparison of light sources
Type of light source
Halogen lamps
Metal-halide lamps
Fluorescent T5/T8 lamps
LED

Efficacy of luminaire
(lm/W)

Lifetime
(hours)

10-25
45-77
70-105
120-160

1.000 - 2.000
6.000 - 20.000
12.000 - 18.000
100.000

EFFICIENCY
Halogen lamps

Metal-halide lamps

T5/T8 fluorescent lamp

Modern LED light source
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30%

60%

80%

with

with

with

with

LMS

LMS

LMS

LMS

15%

45%

75%

95%

ECOLOGY
LATEST LAMP
TECHNOLOGY
Conventional light sources emit
large amounts of IR radiation, or
heat. Commonly used metal-halide
lamps emit approximately 50 % of
their energy as heat.

LED

METAL-HALIDE

0 hours

0 hours

96 hours

96 hours

ECOLOGY
DANGEROUS
MATERIAL CONTENT
Most commonly used light sources
contain hazardous materials
such as mercury, which have a
proven negative impact on the
environment and health if not
handled and disposed of properly.
LED light sources, on the other
hand, contain no mercury and
negligible amounts of any other
hazardous material, making them
safer for us and the planet.

Smart solutions for retail
A complete solution for control
and management that will allow
you to save money and increase
your comfort.

Thanks for
your attention
EUROPE’S FASTEST GROWING LED LIGHTING PROVIDER

