STORE DESIGN
By Ann Baker-Keulemans

Store design that delivers an immersive experience
What makes SIIII'B [IBSIQII greatﬂ

here's more to designing a store than
Taesthetlcs — although these certainly play
a role, Each pillar of store design must be
carefully considered as every choice will have
an impact on the overall design and individual
elements.

From the physical layout of your store through
to the fittings, lighting, signage and even product
placement, good store design requires a compre-
hensive understanding of your brand and values,
retail offering and target market. When combined
strategically, these elements enhance the
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shopper experience, increase customer loyalty,
drive sales and build your brand.

Working with experts is non-negotiable when
it comes to new store designs and redesigns of
existing stores. If you're going for natural lighting,
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