
PROCEEDINGS THE 4th INTERNATIONAL CONFERENCE ON ECONOMICS, 

BUSINESS, AND MANAGEMENT RESEARCH (ICEBMR) “Cultural Tourism as a 

Tool for National Building or Neocolonialism in the Bandung Spirit” 

https://e-conf.usd.ac.id/index.php/icebmr/ | ISSN: 3032-596X | Vol 4, 2025 

 

 

INTERIOR DESIGN OF FASHION STORES PLAYS A 

PIVOTAL ROLE IN DRIVING TOURISM 
 

Aryani Widyakusuma1, Dandy Veri Vernanda2 

1,2Department of Architecture, Faculty of Engineering, Universitas Borobudur  
1aryaniwidyakusuma@borobudur.ac.id, 2dandhy.very19@gmail.com 

 

 

ABSTRACT 
Fashion store design significantly contributes to tourism by creating immersive and culturally resonant retail 

environments. Through visual merchandising, architectural innovation, sensory engagement, and cultural 

storytelling, fashion retail enhances destination branding while offering memorable experiences for both local 

and international visitors. Well designed retail spaces serve as more than just points of sale; they become tourist 

destinations, offering unique atmospheres that reflect the brand’s identity while harmonizing with the cultural and 

architectural character of the location. For instance, flagship stores in global cities such as Tokyo, Paris, and 

Milan integrate innovative layouts, cutting edge technology, and localized cultural elements, transforming 

shopping into a leisure and tourism activity. Strategic design features such as open plan interiors, interactive 

displays, and photogenic corners encourage visitors to engage with the space, share their experiences on social 

media, and, in turn, promote the destination globally. Moreover, integrating local art, heritage, and sustainable 

materials within the store design not only appeals to experience seeking travelers but also strengthens the 

narrative of place making, aligning fashion retail with cultural and creative tourism trends. As shopping tourism 

continues to expand, innovative and aesthetically compelling store designs have become critical in differentiating 

destinations and enhancing their global appeal. Fashion store design plays a critical role in shaping tourism by 

creating immersive and culturally resonant retail environments. This study employs a qualitative-descriptive 

approach to investigate how visual merchandising, architectural features, sensory engagement, and cultural 

storytelling in fashion retail influence tourist attraction and destination branding. Data were collected through 

case studies of selected fashion stores, in-depth field observations, and analysis of secondary documents such as 

design reports and promotional materials. The findings reveal that innovative spatial layouts, thematic displays, 

and integration of local cultural narratives not only enhance tourists’ retail experiences but also contribute to the 

identity and competitiveness of destinations. This research highlights the significance of fashion retail as a driver 

of cultural tourism and suggests that store design can function as both a commercial and cultural platform. 
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1. Introduction 

The rapid growth of online shopping has forced traditional retail to redefine its relevance by 

transforming physical stores into immersive spaces that offer experiences beyond transactions. Within 

this shift, fashion stores have emerged as cultural and touristic destinations, where interior design plays 

a pivotal role in shaping how visitors perceive both brands and places. Through innovative spatial 

layouts, thematic displays, sensory engagement, and integration of local cultural narratives, fashion 

store interiors create memorable experiences that attract not only shoppers but also tourists seeking 

authentic and aesthetic encounters. 

 

Unlike general retail trends that emphasize convenience or sustainability, fashion store design uniquely 

intersects commerce, culture, and tourism. Well-designed interiors can embody local identity, function 

as cultural showcases, and contribute to destination branding. Flagship stores in global fashion capitals 

illustrate how interior design transforms retail into a form of urban attraction, while smaller-scale 

examples show how cultural storytelling embedded in store environments fosters deeper visitor 

engagement. As a result, the interior design of fashion stores is no longer just a commercial strategy but 

also a powerful driver of tourism development and cultural exchange. 

 

The contribution of retail tourism to the global travel economy underscores the urgency of studying 

how store design can drive tourist behavior. In 2019, retail tourism accounted for US$178 billion 

globally roughly 6% of the entire Travel & Tourism sector’s GDP, and in some destinations, it exceeded 
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15%. As destinations recover post-pandemic, this segment has regained momentum, highlighting its 

resilience and economic importance.  

 

Consumer preferences are aligning with this shift: a recent survey by travel-retail agency m1nd-set 

found that price is becoming less dominant in travel shopping; instead, immersive experiences, 

exclusivity, and the environment of the store are rising in importance. For example, 45% of travel 

shoppers now cite the in-store experience itself as a key factor influencing their purchase decisions. 

  

At the more local/behavioral level, studies show strong effects of store design elements on tourist 

satisfaction and revisit intentions. In Batu, Indonesia, research indicates that a well-designed store 

atmosphere significantly increases positive emotions and comfort, leading tourists to plan future visits. 

ResearchGate Similarly, in Jakarta, store design and shopping experience together explained 58% of 

the variance in customer satisfaction among mall shoppers. 

 

Given these data points and trends, the interior design of fashion stores through spatial layout, 

atmosphere, and culturally contextualized visual storytelling emerges not just as a commercial strategy 

but as a potent driver of tourism. Understanding how these design elements influence tourist attraction 

and destination branding is essential for cities and brands aiming to compete in an experience-oriented 

tourism market 

 

2. Literature Review  

The design of fashion stores plays a pivotal role in driving tourism by creating immersive, memorable, 

and culturally resonant experiences that attract both local and international visitors. Well designed retail 

spaces serve as more than just points of sale; they become tourist destinations, offering unique 

atmospheres that reflect the brand’s identity while harmonizing with the cultural and architectural 

character of the location (Kent & Stone, 2007). For instance, flagship stores in global cities such as 

Tokyo, Paris, and Milan integrate innovative layouts, cutting-edge technology, and localized cultural 

elements, transforming shopping into a leisure and tourism activity. Strategic design features such as 

open-plan interiors, interactive displays, and photogenic corners encourage visitors to engage with the 

space, share their experiences on social media, and, in turn, promote the destination globally (Joy et al., 

2014). Moreover, integrating local art, heritage, and sustainable materials within the store design not 

only appeals to experience seeking travelers but also strengthens the narrative of place making, aligning 

fashion retail with cultural and creative tourism trends. As shopping tourism continues to expand, 

innovative and aesthetically compelling store designs have become critical in differentiating 

destinations and enhancing their global appeal. 

 

Fashion store design, encompassing visual merchandising, sensory experience, landmark architecture, 

and cultural integration, has emerged as a powerful driver of tourism. By transforming retail into 

destination worthy environments, fashion stores enhance visitor engagement, deepen cultural 

connection, and elevate cities' tourism appeal. Designers and policymakers should therefore consider 

the strategic value of experiential retail in tourism and urban development.  

 

Things that should be considered when designing interior of fashion store to elevate tourism appeal : 

2.1. Visual Merchandising and Store Layout 

Effective visual merchandising and thoughtfully designed store layouts are essential tools for 

captivating consumer attention and enhancing decision-making (Florea et al., 2025). Research indicates 

that impactful window displays and mannequins significantly increase foot traffic and impulse 

purchases, underscoring retail design's role in drawing visitors and reinforcing tourism experiences. 

 

2.2. Sensory-rich and Experiential Design 

Modern fashion boutiques increasingly enhance the shopping experience through multisensory design 

integrating visual, auditory, tactile, and olfactory cues. Batik boutique studies demonstrate that such 

sensory-rich environments boost emotional engagement, extend dwell time, and strengthen consumer 

brand connections attributes especially valuable for fashion tourists seeking meaningful experiences. 

 

https://www.researchgate.net/publication/355795372_THE_INFLUENCE_OF_STORE_ATMOSPHERE_ON_REVISIT_INTENTION_AT_SHOPPING_TOURISM?utm_source=chatgpt.com
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2.3. Flagship Stores and Architectural Landmark Design 

Flagship stores often act as icons of urban fashion tourism. For example, Galeries Lafayette in Paris, 

with its Art Nouveau architecture and panoramic dome view, doubles as a tourist attraction interwoven 

with retail and cityscape appeal. Similarly, destinations like Seoul’s Dongdaemun Design Plaza (DDP) 

integrate futuristic architecture with retail, reinforcing the area as both a fashion and tourist hub  

 

2.4. Cultural Integration and Destination Identity 

Fashion stores that weave local heritage into design become instruments of cultural storytelling and 

place making. Retail environments such as Design Orchard in Singapore which features local designer 

brands within architecturally distinguished spaces foster a sense of place and attract both tourists and 

locals alike. Al Hazm Mall in Doha employs classical Italianate architecture blended with regional 

influences, positioning itself as both fashion destination and cultural landmark  

 

2.5. Shopping Tourism and Mixed Use Experiences 

Fashion retail environments contribute significantly to shopping tourism, especially within mixed-use 

developments that combine retail, dining, and leisure. Studies show that tourists are drawn to “place 

making” strategies where shopping is part of a larger, experiential ecosystem a dynamic exemplified in 

enriched luxury destinations. 

 

2.6. Strategic Brand Experiences and Tourism Innovation 

Fashion brands are increasingly leveraging retail design to reach tourists through flagship and pop up 

stores embedded within travel hotspots. High end hotel boutiques and curated retail partnerships create 

exclusive, localized retail capsules that attract style conscious travelers and drive brand discovery. 

 

2.7. An Analysis of the Le Bon Marché Case 

One of the first department shops, Le Bon Marché, has been successful in redefining itself as a cultural 

destination.  Selling goods was only one aspect of this shift; instead, it focused on the "experience" of 

shopping and combined business with culture and leisure. Consumers are lured to the store to experience 

a synthesis of art, culture, and shopping; they are no longer merely consumers but also explorers, 

flaneurs, and art enthusiasts. 

 

With frequent art installations, exhibitions, and cultural events, the store transformed into an artistic 

showcase.  It features art focused areas, like the modern art gallery "Espace Culturel," where guests 

may enjoy fine art while engaging in retail therapy thanks to its frequently changing displays. 

Additionally, Le Bon Marché changed into a gathering place for social interaction and community 

involvement. Book signings, workshops, and culinary events were added to the store as part of this 

makeover, drawing a varied clientele of people seeking out experiences beyond conventional shopping. 

The store's metamorphosis has been crucial in demonstrating how retail spaces may be reimagined as 

social, creative, and cultural hubs, opening the door to a revolutionary shopping experience. 

 

2.8. Using Art and Culture in Retail 

With a number of noteworthy instances appearing in places like Chicago, the practice of incorporating 

art and culture with retail is becoming more and more popular globally.  The retail landscape in this 

midwestern city is thriving with innovative projects that offer more than just the conventional retail 

experience by fusing shopping with art and culture. The Magnificent Mile neighborhood, which is well 

known for its eclectic blend of upscale dining, shopping, entertainment, and culture, is a prime example. 

Flagship shops turn shopping into an immersive, artistic experience by showcasing their goods as well 

as holding exhibitions and art installations. Another excellent example is the 900 North Michigan Shops, 

which offers a unique fusion of upscale dining, luxury shopping, and cultural attractions, frequently 

including live concerts and art exhibits. These programs make sure that the mall becomes more than 

just a place to shop; it becomes a center for the city's arts and culture. 

 

Additionally, the Tiffany Ceiling, one of the biggest mosaic works in the world, is housed in the 

renowned Macy's on State Street, previously Marshall Field's. It draws both locals and tourists for its 

artistic and historical significance in addition to its retail offers. These examples show how commercial 
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venues may be redefined as cultural destinations that provide visitors with rich, comprehensive, and 

captivating experiences through the integration of art, culture, and retail. A more interesting and 

sustainable future for the sector is promised by this trend, which marks an inventive break from 

conventional retail paradigms. 

 

3. Research Methods 

This study employs a qualitative-descriptive approach to analyze how fashion store design elements 

contribute to attracting tourists and enhancing their overall retail experience. The research is structured 

in three stages: 

 

3.1. Literature Review 

A comprehensive review of scholarly articles, books, and industry reports was conducted to examine 

the theoretical and practical connections between retail design, consumer behavior, and tourism 

development. Key databases such as Scopus, ScienceDirect, and Google Scholar were used, focusing 

on keywords including fashion retail design, shopping tourism, experiential retail, and destination 

branding. 

 

3.2. Case Study Analysis 

Prominent fashion destinations and flagship stores such as Galeries Lafayette in Paris, Dongdaemun 

Design Plaza in Seoul, and Design Orchard in Singapore were analyzed. This analysis evaluated store 

layouts, visual merchandising strategies, sensory elements, and cultural integration to identify design 

strategies that influence tourist engagement and spending behavior. 

 

3.3. Observational and Comparative Framework 

A comparative analysis was conducted to identify common design elements and strategies across global 

fashion retail hubs. The observations included spatial arrangements, customer flow patterns, 

technological integration, and the role of cultural storytelling in retail environments. Insights were 

compared to existing literature to ensure validity and alignment with established theories in service 

quality, consumer psychology, and tourism management. 

 

This mixed method approach allows for a comprehensive understanding of how design elements in 

fashion retail environments transform stores into tourism drivers, influencing visitor behavior, 

destination image, and economic outcomes. 

 

4. Research Findings and Discussion 

Interior design is the process of creating the layout, arrangement, and arrangement of elements within 

a space to achieve aesthetic, functional, and comfortable goals. This involves selecting furniture, colors, 

lighting, textures, and accessories that suit the style and needs of the room's occupants (Agus, M., 

Andadari, R.K. (2021). One of the goals of the interior design process is to solve complex problems 

related to how humans interact with space. To achieve this goal, an appropriate design concept is 

necessary. The approach used during the design concept development process determines its success.  

 

To develop a conceptual approach, designers must understand several things, such as elements of design 

understanding, analytical design schemes, design mindset mapping, design approach methods, and 

finally, design concept formulation. By understanding these things, designers can simplify complex 

design problems into clear and systematic categories, and this will enable them to begin the design 

concept development process appropriately. Ultimately, an appropriate concept will have the ability to 

combine design results into a fully integrated design. 

 

In the world of interior design, there are two types of interior design: residential and commercial. Both 

share similarities: designing spaces. However, there are quite distinct differences between the two. 

Interior design Residential interior design uses the home as its primary object. Designers focus on 

designing a home according to the client's requests or needs, ensuring that all areas of the home feel 

comfortable and that clients feel at home (Clarke, I., et al. et al., 2024). This design generally combines 

the client's preferred design style with appropriate furniture. 
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Unlike residential interior design, commercial interior design prioritizes functionality to project a 

brand's image without compromising aesthetics. Essentially, commercial interior design focuses on 

communicating the needs and visions of various business entities. Furthermore, commercial interior 

design also encompasses the conceptualization of large spaces to ensure a pleasing appearance for 

everyone. Commercial interior design is often found in public facilities, restaurants, malls, cafes, and 

markets. Several important elements must be considered when designing, including the storefront, 

layout, and displays. 

 

In commercial interior design, color is crucial. Generally, bright and natural colors are the most 

commonly used. However, you can still combine these colors to create a beautiful visual appearance. 

Good color selection can also influence potential customers to purchase a product. One example of a 

common color scheme is Red. Red often used for its ability to influence mood. This color is considered 

to increase appetite, stimulate conversation, and increase adrenaline. Because of this ability, red is often 

found in restaurants, cafes, hotel lobbies, gymnasiums, and so on. In commercial interior design, 

furniture and decoration selection is based not only on comfort but also on functionality. Therefore, in 

practice, there are several things to consider, including room size, consideration of combining several 

pieces of furniture with different characteristics, ensuring sufficient space, and adequate lighting. 

 

When designing a commercial interior, one of the most important and essential steps is to understand 

the client's business needs and objectives. In this initial step, a commercial interior designer is required 

to analyze a project carefully and thoroughly. Typically, designers will ask questions to understand the 

client's needs and align them with their business objectives (Clarke, I., et al. et al. 2024). For example, 

if a client wants to open a cake shop, examples of design materials that could be chosen include vintage 

or classic concepts. Alternatively, other concepts can be chosen as long as the chosen concept does not 

conflict with the client's objectives. This is done to avoid miscommunication in the subsequent stages. 

 

4.1. Visual and Emotional Responses in Interior Design 

The initial human response to visual elements captured by the sense of sight is known as the visual 

response. The human brain automatically processes visual elements such as lighting, shape, color, and 

texture upon entering a space. This rapid process generates the initial perception of space. A sense of 

comfort, attraction, and a desire to linger are typically signs of a positive visual response. However, an 

emotional response refers to the feelings that arise as a result of seeing something. In interior design, 

visual elements designed with the user's aesthetics and psychology in mind can produce desired 

sensations, such as calm, happiness, or energy. For example, using natural lighting and warm colors has 

been shown to promote feelings of calm and comfort (Ulrich et al., 2008). 

 

4.2. Interactive Tech Boutique Store Concept - Designed with a Futuristic Style  

As time goes by, younger generations, such as Gen Z and millennials, have shopping needs that are not 

only functional, but also interactive, fast, and personalized. They grew up in a digital era that demands 

the integration of technology into every aspect of life, including fashion shopping. The boutique concept 

is deemed inadequate to address the conventional demands of this modern lifestyle. Therefore, a design 

approach is needed that combines visual comfort, futuristic aesthetics, and the latest technology to 

create an innovative and engaging shopping experience. 
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Figure 1. interior perspective image of the interactive tech boutique store with futuristic style design 

 

The concept is "Interactive Tech Store With a Futuristic Design," combining a modern, futuristic interior 

with interactive technological elements. Neutral colors (black, white, and gray) serve as the base of the 

space, further enhanced by electric blue accents and LED lighting, symbolizing the digital age and a 

sophisticated feel. Technological elements such as smart mirrors and self-checkout stations provide 

visitors with freedom of exploration and efficiency, addressing the independent and tech-savvy 

characteristics of Gen Z. 

 

 

Table 1. Application of color in the interior design of the fashion store that was designed 

 

 

 

 

Wheel of Colors Characteristics of design 

application 

Interior perspective of color application 

 

 

 

Design characteristics: 

 

1. Dominant neutral colors 

such as black, white, and gray, 

which serve as the room's 

main backdrop. 

2. Enhanced by contrasting 

accent colors, such as electric 

blue, cyan, or other neon 

colors, that stand out to 

provide visual interest and a 

futuristic feel. 

3. Creates a clean, modern, 

and high-tech impression, 

without losing visual balance 

because accents are only used 

on strategic elements (e.g., 

LED lighting, smart displays, 

or interactive elements). 
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Table 2. Zoning or division of areas in the designed interior of fashion store 

Interior Perspective Drawing Zones or Areas in a Fashion Store 

 

 

SMART MIRROR CENTRAL 

 

This area features smart mirrors (FX Mirrors) 

equipped with augmented reality technology to 

allow visitors to virtually try on clothes without 

having to physically change. Designed as the main 

attraction in the center zone, this feature supports 

Gen Z's need for efficiency, privacy, and instant 

technology. There are two FX mirrors (smart 

mirrors), one for men and one for women. 

 

POWER WALL 

 

This is a display area that attractively showcases a 

variety of top fashion items, equipped with accent 

LED lighting and interactive screens. Its strategic 

position on the main wall creates a visual stage 

effect, making fashion products appear exclusive 

while maximizing digital visual promotion. 

 

SELF – CHECKOUT 

 

Six self-checkout machines are located in the 

central area of the boutique to provide convenience 

and efficiency during transactions, eliminating the 

need to wait in long lines. The design of this zone 

adopts a modern retail technology style that aligns 

with the younger generation's preference for fast 

service and minimal interaction. 
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Here’s a summary of standard design dimensions and space planning guidelines for a fashion retail 

store, based on best practices in retail design and architecture: 

 

RECEPTIONIST & HELP 

 

This reception area serves as the center of 

information and customer service. Although most 

systems are self-service, staff presence remains 

essential for personalized service, 

especially for visitors who need assistance 

navigating the store's technology. QR code 

displays and an iPad catalog are provided for 

exploration. 

 

FITTING (MANUAL & VIRTUAL) 

 

There are two types of fitting rooms: a 

conventional fitting room and a digital fitting area 

using a smart mirror. This accommodates a variety 

of needs, from visitors who prefer to try on 

products in person to those who prefer to try them 

on virtually without touching the products. The 

manual fitting room uses a door instead of a curtain 

to ensure privacy. 

 

FRIENDLY LOUNGE SPOT 

This casual seating area provides a space to rest, 

discuss things, or wait for your partner. 

With futuristic lighting and an ergonomic design, 

this area reinforces the boutique's image as a 

lifestyle space, not just a shopping destination. 

Charging points are provided to enhance customer 

convenience. There's also a QR kiosk in the corner 

of the lounge, along with a QR code display that 

displays the boutique's product catalog. 

 

ENTRANCE & THRESHOLD ZONE 

The front of the boutique is designed with strong 

visual transparency, using large glass and 

mannequin displays with dramatic lighting. This 

area also features a large digital welcome screen 

displaying promotions, the latest fashion trends, 

and other interactive features. This entryway 

creates an inviting and futuristic first impression, 

providing an immediate digital experience from 

the moment visitors step inside. This combination 

of digital and physical elements on the facade 

reinforces the boutique's identity as a retail space 

of the future. 
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a. Storefront and Entrance 
Width: Minimum 3–5 m for small stores; 8–12 m for medium to large stores. 

Height: At least 3.5–4.5 m for clear visibility and to accommodate signage and window displays. 

Accessibility: Entrance width of 1.5–2 m to allow comfortable flow, with at least one ADA-compliant 

entrance (0.9–1.2 m wide). 

 

b. Circulation Aisles 
Main Aisle Width: 1.8–2.4 m to allow two-way traffic and accessibility for wheelchairs or 

strollers. 

Secondary Aisle Width: 1.2–1.5 m, suitable for smaller browsing pathways. 

Customer Flow: Maintain a circular or loop layout to guide customers through the entire store. 

 

c. Display and Product Areas 
Hanging Racks (Single): Minimum 0.6 m deep, spaced 1.2–1.5 m apart. 

Double-Sided Racks: 1.2 m deep for easy browsing. 

Wall Displays: 0.4–0.6 m deep, with hanging heights between 1.4–1.8 m for comfortable 

reach. 

Mannequin Display Zones: 1.5–2 m diameter per mannequin grouping to prevent congestion. 

 

d. Fitting Rooms 
Size per Room: 

Standard: 1.5 m × 1.5 m. 

Accessible: 1.8 m × 2.1 m to meet ADA standards. 

Clearance: At least 1.2 m wide corridor outside fitting rooms. 

Quantity: 2 fitting room per 200–250 sq. ft. of selling area. 

 

e. Checkout Counter 
Height: 0.9–1.1 m for counter surface. 

Width: 1.2–1.5 m, with space for POS (Point of Sale) systems and bagging area. 

Accessibility: Provide at least one counter 0.75 m high for wheelchair access. 

 

f. Storage and Back-of-House 
Stockroom: 10–15% of total store area for inventory, packaging, and staff needs. 

Ceiling Height: Minimum 3 m for racking systems. 

Back-of-House Circulation: 1.2–1.5 m aisle width for safe stocking operations. 

 

g. Lighting and Ceiling 
General Ceiling Height: 3–4.5 m for retail areas; >5 m for flagship or luxury stores to create 

openness. 

Lighting: At least 1000–1500 lux for product areas and 300–500 lux for general 

circulation. 

 

h. Recommended Space Allocation 
Store Size Selling Area Back-of-House Notes 

Small Boutique 50–100 m² 10–15 m² Ideal for curated fashion 

Medium Store 150–300 m² 30–50 m² Suitable for multiple product categories 

Large Flagship 500–1000+ m² 80–150 m² Includes lounges, event spaces, or cafés 

 

i. Accessibility and Comfort 
Aisle Clearance: Maintain at least 0.9 m clear width in all public areas. 

Seating Areas: Provide 1.5–2 m² per seating group for customer comfort, especially in luxury or high-

end stores. 

Rest Areas: Incorporate small lounge spaces near fitting rooms for waiting guests. 
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j. Sustainability Considerations 
Use LED lighting to reduce energy consumption. 

Opt for modular furniture systems for easy reconfiguration. 

Include natural ventilation or high-efficiency HVAC systems to enhance indoor comfort. 

 

 

 
Figure 2. cross-sectional image of the interactive tech boutique store with futuristic style design 

 

Store layout design has a huge impact on your customers’ happiness and business’s success across 

multiple locations. It’s crucial to tailor retail spaces to the number and sort of products offered, the 

space available, and the type of shopping experience you want your stores to give shoppers. Four of the 

most popular retail store designs are the grid layout, the herringbone layout, the loop or racetrack layout, 

and the free-flow layout, all of which can provide different benefits for business. 

 

 
Figure 3. Store layout design characteristics 

 

a. The layout of the grid  
The most popular approach for merchants to arrange their products is the grid layout, sometimes referred 

to as the straight floor plan or supermarket layout. There are several parallel aisles in the design. In larger 

stores, the parallel aisles are intersected by one or more perpendicular aisles, making it easy for customers 

to move between aisles without having to go far. By arranging your stores in accordance with the grid 

style, you can arrange your products into distinct categories and dependable patterns. 

The Grid 

Retail Store 

Design: Who 

Uses It? 

The grid arrangement is often used by stores that carry a wide variety of goods because it 

simplifies and improves inventory management. If you want to make the most of your 

generous amount of space, grid layouts are likewise a wise alternative. Drug businesses, 

supermarkets, convenience stores, hardware stores, office supply stores, and electronics 
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stores all use grid layouts. 

The Grid 

Layout's 

advantages 

It’s easy to navigate: Customers can easily find what they are looking for because of the 

intuitive and segmented way products are displayed.  

Signs can guide customers: Businesses can hang signs above each parallel aisle 

explaining which products customers can find in the aisle. 

There are many chances for merchandising: retailers can use power walls and various 

endcap displays to draw attention to and highlight new, highlighted, or reduced products.  

Pro tip: Install a power wall at the entrance to your store for your customers. According 

to research, the majority of Americans glance to their right as soon as they enter a room. 

Drawbacks of 

the Grid 

Design: 

There is little room for flexibility: Since a grid layout is immovable and inflexible, any 

concepts for advertising displays or customer experiences must fit between its parallel 

lines.  

It’s the same old, same old: Because of how common it’s become, shoppers may feel less 

excited, intrigued, or engaged in stores with a grid layout. 

Grids limit line of sight: Shoppers can only see products to their immediate left and right, 

so it’s harder for retailers to divert their attention to specific sections.  

 

 

b. The Herringbone Layout  
The herringbone layout is similar to the grid layout, but it’s optimized for long, narrow spaces. One central 

aisle runs down the length of the store, with smaller, shorter aisles branching off on either side, like a 

cartoon drawing of a fish bone. Shoppers typically pay at the end of this long, central aisle where the head 

of the fish would be. 

Who Uses the 

Herringbone 

Retail Store 

Design? 

Clothing retailers and boutiques often use the herringbone layout with mannequins 

dotted along the central aisle to showcase featured products. The herringbone 

arrangement is also commonly used in antique shops, specialty food markets, home 

decor depots, and smaller hardware stores. 

Pros of the 

Herringbone 

Layout: 

It’s stylish: The herringbone setup’s association with high-end boutiques and clothing 

shops gives the space a feeling of modernity and sophistication.  

It facilitates discovery: As shoppers walk down the center lane, they can see into each 

aisle and notice each endcap display, encouraging a diversity of purchases.  

Organization and variety work together: Like the grid layout, the herringbone style lets 

retailers display a wide range of products in an ordered, easy-to-maintain way in smaller 

spaces. 

The 

Herringbone 

Layout's 

drawbacks 

 

Traffic bottlenecks may occur:  Popular areas may have a concentration of customers, 

creating a crowded atmosphere and reducing sales opportunities. 

 A security upgrade might be necessary:  Stores would benefit from security cameras in 

the herringbone layout as employees have a limited view of the offshoot aisles from the 

front. 

 It may cost more to set up:  Owners who want their stores laid out in the herringbone 

style may need to invest more in customizing the space, especially if side aisles are set 

at an angle. 

 

c. The Loop or Racetrack Layout 
The loop or racetrack layout is an excellent option for store owners who want to control customers’ 

inventory experience. Customers "make a lap" of the entire store while they browse, with one oval-shaped 

lane circling a center point of merchandise. The outer walls of the loop are lined with products, and the 

center of the circuit can be altered to suit the path you wish to take your clients. 

Who Makes Use 

of Racetrack 

Retail Store 

Design or the 

Loop? 

The racetrack layout is frequently used by establishments that carry a variety of 

product types, such as department stores and big-box retailers. In order to expose 

customers to the entire range of products available, pop-up stores also use loops to 

showcase their merchandise. 

This all-in-one shopping experience encourages shoppers to see all your products 

and buy things they may not have considered in a grid or herringbone layout. 

Pros of the Loop 

or Racetrack 

Layout: 

Impulse purchases are more likely: Shoppers traverse your entire inventory as they 

browse, giving them more opportunities to pop unplanned purchases in their carts.  

Customers stay in the store longer: Completing a lap takes time, increasing shoppers’ 

time in your stores and thus the potential for sales.  

Stores feel spacious: A broad, meandering aisle encircling a cluster of product 
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displays gives the store a spacious and comfortable feel. 

Cons of the Loop 

or Racetrack 

Layout: 

 

Featured items provide a problem. The racetrack layout does not include endcaps or 

structural focal points, so highlighting specific promotions requires innovation and 

creativity.  

Customers have to travel further: Shoppers who’ve visited your stores for one or 

two specific items will have to walk the length of the track to find them, which some 

may appreciate less than others.  

Shoppers may miss central products: Customers could neglect to browse the central 

product hub if it isn’t cleverly and engagingly laid out.  

 

 

d. The Free-Flow Layout 
True to their name, free-flow store layouts provide you complete control over how customers move 

through the area and interact with your merchandise. These highly customizable designs can range from 

large open spaces peppered with plinths and racks to a combination of more rigid layouts like a 

herringbone-racetrack hybrid. 

The Free-Flow 

Retail Store 

Design: Who 

Uses It? 

High-end fashion retailers, art galleries, specialty or niche retailers, and other concept 

stores often appreciate the freedom the free-flow design affords them. Tech showrooms 

also use this highly customizable design to tailor visitors’ experience around featured 

products. In general, stores with less merchandise tend to lean toward free-flow designs.  

Pros of the 

Free-Flow 

Layout:  

 

It’s personalized for your customer base: You can lay out your stores to suit your 

specific clientele, whether they enjoy exploring nooks and crannies or wide open spaces.  

Featuring products is easy: Free-form layouts are a great backdrop for directing 

customer attention because you can set up displays however and wherever possible. 

Cons of the 

Free-Flow 

Layout: 

Shoppers may need more guidance: If the space is not laid out logically, shoppers may 

not know where to find what they want.  

Space could be better optimized: Free-form store layouts need to cleverly position their 

products so they don’t waste space for the sake of bespoke design. 

 

 
Figure 4. Interactive Tech Boutique Store With Futuristic Design Style Free Flow Layout (18m x 9m) 

 

Common high end materials for boutique interiors include natural elements like marble, wood, and 

stone, alongside luxury textiles such as velvet and silk. Metals, particularly with finishes like matte 

black or warm brass, and glass for display cases are also popular for their sophisticated and functional 

qualities. These materials are chosen for their aesthetic appeal, durability, and ability to create a 

luxurious, timeless, and exclusive brand image. The quality and feel of retail interiors appear elevated 



 

“Cultural Tourism as a Tool for National Building or Neocolonialism in the Bandung Spirit” | 175 

 

with the use of premium or premium-looking materials. Using marble, wood, leather, or other high-

quality materials creates a sophisticated space ambience. These materials also impart a quality of 

timelessness to the store. Use branding in subtle ways through colour themes, wall art, choice of 

fixtures, etc., to create a narration about the brand’s identity. It creates an immersive, familiar experience 

for the shoppers. 

 

 

 

 
Figure 5. materials used for the interactive tech boutique store with futuristic style design 

 

The intricate fusion of sophistication, practicality, and personal touch characterizes retail design. 

Customers must be drawn in and intrigued by it. To make the store's products more appealing, the design 

should showcase them in a sleek and fashionable manner.  From the arrangement to the lighting, every 

element creates a feeling of exclusivity and warmth. Presenting the products in an eye-catching way is 

crucial. Customers are able to view things in their best light when well-lit or specially-lit areas are 

created and adorned with accessories.  Pedestals, display cases, and updated shelving are excellent 

options to increase the impact. Another great choice is to use digital technology to integrate the power 

of interactive displays, AR/VR, and smooth checkout and reservation processes. It gives the business a 

futuristic, modern feel and gives customers engaging shopping experiences. Create Sensory 

Experiences by trying to engage all five visitors’ senses using lights, sound, aromatics, and 

coffee/tea/beverages to craft a luxury shopping experience. Use good quality ambient speakers to play 

soft music as the visitors look around. 

 
Figure 6. perspective interior image of the interactive tech boutique store with futuristic style design 
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A disorganized area gives guests a bad first impression right away.  Avoid packing the store with too 

many displays, shelves, counters, or decorative elements.  White areas should be included so that guests' 

eyes can rest. While customers are looking about the store, a noisy environment may cause distractions. 

It detracts from a store's opulent atmosphere and gives the wrong impression. To create a posh 

atmosphere, use sound-absorbing materials for the ceiling and walls, double-walled windows for natural 

light, and play music within the store. Don't overlook guest comfort. give them cozy couches or chairs 

so they can stretch their legs while they browse. To make the store hygienic and livable, provide water 

fountains, serve coffee, and make sure there is enough airflow indoors. The term "circulation" describes 

the natural flow of people and objects within a store.  By creating confusion and dead ends, poor 

circulation can ruin the shopping experience. Provide a seamless shopping experience for customers by 

thoughtfully planning and integrating different areas. 

 

5. Conclusion 

Interior retail design plays a pivotal role in shaping consumer behavior and strengthening the 

competitiveness of fashion brands. More than an aesthetic exercise, it involves systematic processes of 

problem identification, data collection, branding analysis, concept development, and design realization 

to create store environments that are functional, elegant, and strategically aligned with market demands. 

Core design components including spatial layout, lighting, texture, signage, furniture, and accessories 

directly influence customer perceptions, movement, and satisfaction. 

In recent years, the emergence of experiential retail has shifted the role of fashion stores from 

transactional spaces to immersive destinations. This research highlights how interior design contributes 

to that transformation, demonstrating that interactive zones, the integration of digital technologies such 

as augmented reality, and personalized services foster deeper engagement, enhance brand loyalty, and 

attract tourists seeking unique and culturally resonant experiences. The findings indicate that interior 

retail design does more than stimulate sales; it strengthens destination branding, supports cultural 

tourism, and creates memorable experiences that distinguish physical stores in an era of online 

competition. 

By framing fashion stores as cultural and touristic spaces, this study contributes to the growing 

discourse on retail design as both a commercial strategy and a driver of tourism development. It 

underscores the urgency of integrating experiential and culturally embedded design approaches for 

retailers aiming to thrive in a highly competitive, experience driven market.  

 

References 

Florea, N.-V., Croitoru, G., Coman, D.-M., & Coman, M.-D. (2025). The Influence of Fashion Retailers 

on Customer Psychology Using Visual Merchandising and Store Layout to Improve Shopping 

Decision. J. Theor. Appl. Electron. Commer. Res., 20(1), 40. 

MDPI. (2025). Impact of Store Design and Atmosphere on Shoppers’ Purchase Decisions: Empirical 

Study in Delhi-NCR. MDPI 

Clarke, I., et al. et al. (2024). Experiential retailing in cultural spaces: Multisensory design in batik 

boutiques. PMC.  

Shidqi, Azhar Lauzardi. (2020) Tugas Akhir Perancangan Desain Interior Showroom Motor Kawasaki 

Cengkareng Jakarta. Jakarta: Kampus UMB  

Syahputra, Ridhoni. (2018) Desain Interior Toko Buku Dan Fasilitas Cafe “Togamas” Dengan Konsep 

Kreatif Untuk Meningkatkan Daya Jual Dan Kenyamanan Berbelanja. Yogyakarta D.I.Y  

Pratiwi, Sheila Juwita Pradipta. (2018) Desain Interior Wardah Beauty House Surabaya Dengan Konsep 

Modern Green Building “Earth Love Life”. 

Kusumowidagdo, A., Sachari, A., & Widodo, P. (2012). The physical construction of sense of place. A 

case of Ciputra world shopping centre of Surabaya. In Proceeding of International Conference 

on Culture, Society, Technology and Urban Development in Nusantara (pp. 300-313). 

Nugroho, F. (2015). Perancangan Arsitektur Interior Butik Signature De Felicia dengan Konsep 

Tradisional Modern di Semarang, AKSEN, 1(32), Universitas Ciputra, Surabaya 

Piotrowski, C. M., & Rogers, E. A. (2010). Designing Commercial Interiors. John Wiley and Sons 

https://www.mdpi.com/2071-1050/15/1/95?utm_source=chatgpt.com


 

“Cultural Tourism as a Tool for National Building or Neocolonialism in the Bandung Spirit” | 177 

 

Grant, Jeff. (2009). The Budget Guide to Retail Store Planning & Design.United States of America: ST 

Media Group International Inc. 

Kusumowidagdo, A. (2005). Peran Penting Perancangan Interior Pada Store Based Retail. Dimensi 

Interior, 3(1) 

 


