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Preface

The Value of Design in Retail and Branding

We are delighted with the publication of this book, which sheds important new
light on the value of design in retail and branding. Design has been used since the
inception of commercial enterprises, and businesses recognise its importance to
value creation, especially in forming associations with customers. However, in
terms of research or scholarly think pieces, there is a dearth of literature discus-
sing the importance and connectivity of these elements of practice, their meaning
and related aspects of commercial performance.

Given this situation, a colloquium entitled ‘Experience and Value Creation in
Design, Branding and Marketing’ was organised at Hasselt University in Belgium
in December 2018. Forty delegates from 15 countries attended, and the call for
papers sparked keen interest from marketing, design, branding and business
scholars, as well as industry practitioners globally. It was a fantastic two days of
intellectual and practical discourse, where like-minded people from around the
world were able to present, debate and discuss issues that help explain the various
phenomena.

A myriad of relevant topics were discussed, from contemporary aspects of
digitalisation and the importance of innovation to the use of sensorial strategies
and brand identity. A fascinating range of insights emerged, along with a sense of
the rigour being used to investigate these issues, and, most importantly, the use of
diverse theoretical disciplines in making sense of what is happening in the real
world.

This valuable book is the result. We believe that integrating research into
design, retail and branding will benefit practice, and this contention is strongly
borne out in the papers presented at the colloquium and the chapters of this book.
We are delighted to be able to advance understanding of the value of design in
retail and branding and how it permeates all aspects of our lives. We are also
delighted that a vital yet under-researched interdisciplinary topic is finally
receiving the attention it deserves.

Katelijn Quartier
Ann Petermans
T. C. Melewar
Charles Dennis
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Foreword

Creativity, knowledge and zest for life.

‘Design shapes the thought’, that’s our adage, so the question of whether it’s a
good idea to write a book about design in relation to brands and retail is
answered; that’s a very good idea. Partly because design is in relation to good
thinking and very good thinking, you can easily leave it to the authors of this
book; all good thinkers.

Retail is the mirror of society, when society changes, retail changes and
sometimes retail changes society. Usually, the changes from society are caused by
social, technical or economic developments, but sometimes retail is in the lead.
For example, IKEA made us think differently about our house and made it
possible for almost everyone to develop their own taste. Or like Apple who, apart
from their products, has provided retail in electronics, the service concept and the
shopping experience with a new dimension. Concepts that have excited consumers
are very, very successful and have enriched life for many. There you can see the
close relationship between brand and market, between things and real life,
between new ideas and latent needs, between ambition and appreciation.

Over the last 20 years, the Internet has brought the greatest change, and Covid-
19 has added to this by speeding up the use of online shopping by 5-10 years.
This, in turn, has consequences for the shopping street and the physical shops. It
had been going on for some time, first the ‘development’ of villages and small
shopping areas, then the less vital shopping areas in smaller towns and now it has
also reached the main shopping street for some time. Covid-19, however, has
made it even more visible and speeded it up by making it compulsory to sit at
home.

Physical shopping is the core of this book and also the great strength of the
University of Hasselt in which it is founded. However, due to the possibilities of
online developments and the growth of virtual shopping, the physical shop is
faced with completely new issues, both in terms of the role of actual physical
shopping and the encounter with the brand that personifies the shop.

And, of course, the role of the shop in the shopping street or the shopping
centre, in which, due to the decreasing number of shops, shops in some cases have
to become, or have already become, the destination in themselves. Then, it really
comes down to the strength of the brand, the experience that takes shape phys-
ically and connects the consumer with the brand and also the customers with each
other. Where the combination of the product range, the services offered, the staff
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and the shopping process is experienced and consumed. A brand is then a meeting
place between like-minded people, brand personality, staff and customers.

Although we are talking about the physical shop, we cannot, of course, ignore
the virtual version of brand and shop. This is a ‘body and mind commitment’
where the strategists, the various design competencies, compilers of the assort-
ment, etcetera, must create a single holistic concept that consumers can intuitively
understand and find attractive.

The whole thing can be unravelled, but it cannot be developed step by step.
There is no sequencing in, for example, ‘let’s make a nice shop first’ and then select
the assortment, or instruct the staff. After all, the customer literally enters the shop
and sees all the aspects at a glance or certainly in one shopping experience. The
shop is beautiful, the items are nice, but, for example, too expensive, or the shop is
beautiful, the items are nice, but unfortunately the staff doesn’t understand a thing;
then you don’t have a good shop. It is a holistic experience, which also needs to be
developed as a whole; all aspects of the shop are positioned in a circle around the
core of the brand, which consists of the identity, the position in the market and the
driving ambition that indicates the direction and the goal. All this will have to
result in a total concept that unites all formula aspects. That fits together so nicely
that it can be further developed in a natural way that it can grow.

That’s what I like when I look at the table of contents of this book, a reference
work in prospect, in which so many facets of (retail) design come together and
from which it will be possible to draw for a long time to come.

Here, one can also see and understand that retail design, the conception of a
new retail formula or giving the next life to an existing chain is not a solo art
expression of a creative spirit, but an orchestration of elements that need to be
brought together. The retail designer is pre-eminently both the composer and the
one who can fulfil the role of conductor in such a process. And, in retail design, it
soon becomes clear whether the concept is a success and, thus, determines the
market and turnover.

Jos van der Zwaal, one of the founders of the Dutch graphic design agency
Milford, once described in an introduction to a lecture I had to give, what retail
design is and should do:

In modern Western society, design has become as ubiquitous as
air and water. We hardly notice it anymore, confrontations
with highly innovative or mind bending examples excepted. A
retail environment is the surrounding ‘par excellence’ where
all functionalities of design are confronted with the public
appreciation. Here design is challenged, tested and judged on its
effectiveness without a jury, without a casebook and without mercy.
The retail environment does not worry about academic divisions
between graphic, interactive, product or environmental design. Here
design just has to do its job. It has to be functional, physically as
well as mentally. It has to communicate the targeted position and
the quality level of the retailer. And it has to contribute to the
reputation of the retail brand and the company behind it.
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In the past, retail design was simply the design of the place where everything
took place. Now, retail design has become the very place where all the signals of
the brand are captured and translated into the medium where it comes into
contact with the consumer. This can consist of a shop, a sound, an event, a shop
in shop, etc.

In any case, we know that everything is changing rapidly and that design will
have to be able to continuously give shape to that changed situation or need. The
designer cannot be a hobbyhorse; he or she has to be open to all signals from the
market, adapt to the budgets of the client and be flexible. On the other hand, he or
she must also be able to be the conscience of the brand, resist opportunism (a
human and sometimes understandable motive) and keep an eye on the details.
Raymond Loewy, one of the first major designers in the world, wrote the book
‘Never leave well enough alone’ because clients are not always the best assessors
and are sometimes complacent. And Charles Eames said, ‘details are not details,
they make the product’, about the importance of always ‘taking that extra step’.

The development of retail is fast and slow, that is to say, the need for change,
more convenience, more contact, more added value is great and some companies
are entering the market with that attention, but it is also slow. In particular,
companies that have been around for a long time, large and small, often find it
difficult to go through the transition. Their apparatus is not equipped for it, and it
is difficult to set all the wheels in motion and initiate the necessary adjustment and
renewal.

For both situations, the retail designer must be able to offer a helping hand,
think further, see what is desirable, achievable, affordable and successful. In all
cases, the core of the solution will be at the heart of the brand. This is about
authenticity, about interest in each other, in what people are looking for and what
the brand can give: the relationship, the experience, the community. Maybe this is
not true for all product categories, but today’s customer is looking for memories
and friendship rather than products and services.

Customer experience is at the heart of the value proposition!

Maybe it is easier if you start fresh or exist for a short time, then you are better
able to immerse yourself in today’s time. Young designers who are part of it or
creative entrepreneurs who start from scratch have it relatively easy; it’s a matter
of being part of the zeitgeist. However, one day they too will run into problems, as
older companies are now experiencing; the problems that have to do with keeping
or finding connections with the changing and changed society. Also called ‘the
wheel of retailing’; this is about product and price (what one offers) on the one
hand and authenticity, attractiveness and relevance (who offers it) on the other
hand. It is about the fact that a formula that is successful will be attacked and
copied, and, thus, will have to renew itself.

The secret to this successful innovation is in all cases the search that leads to
finding the ‘purpose’ of the company on the one hand; what is our company
about, what do we offer that makes our own heart beat faster and what is
the bigger plan behind our business? Just like with people; ‘if you don’t
love yourself first, how can anyone else love you’. And, on the other hand, to be
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able to start the conversation with the customer, everything you do has to be
customer-oriented, but it has to come from your heart and not just from the need
for turnover and profit.

If you understand that, retail design is much more than the design of a physical
space that represents the brand, but it is the actual shape that is given to the brand
and the relationship with the customer. All the touchpoints that a customer shares
with the brand during the customer journey play an important role in this, and the
ultimate encounter in a physical environment is seen as the apotheosis of the
customer journey because a virtual relationship is ultimately not very attractive.
This is where everything comes together in the spatial experience: the products,
the services, the staff, in short, the customer experience in all aspects. The story
the customer experiences and eventually takes home with him/her; to friends, to
colleagues. A story that is told and makes other people curious. After all, we are
group animals and want to belong to something; brands play a major role in this.

Designers actually have two clients: the company and the consumer. The later
being a higher power, which ultimately has to be ‘inspired’ and which sets certain
requirements that perhaps would not have come directly to the retailer’s mind.
Although a company is basically a commercial organisation that sells products
and/or services for profit, it operates in a society in which consumers have certain
outspoken or intrinsic beliefs that they would like to see reflected in the rela-
tionship with the companies they buy from. These can be, for example, political,
sustainability, culture or combinations of these. Belonging to a brand has become
an overall picture in which opinions, beliefs and actions are an important part.

In the future, retail brands can be compared with media companies; Maga-
zines, commercial TV channels and YouTube channels, which have a certain
brand image and conviction, which appeal to certain groups in society, which
recognise their needs and group feeling in the content, the form, the shared
passion, the products, the events, etcetera. These are challenging concepts that
combine vision and commercial strength and that have intrinsic resilience as long
as they are able to keep in touch with their target group.

Retail designers can put their teeth into these concepts, enjoy them and above
all put their knowledge and creativity to good use. Knowledge, training, educa-
tion, cooperation — these are the keys to the future, for the individual and for
society. It’s great that the University is there and is committed to this and will
continue to send many well-trained retail designers out into the world, as well as
this wonderful book that will certainly do its bit.

Michel van Tongeren
SVT Branding + Design Group
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The current context wherein retailers and retail designers have to operate is
extremely challenging. Over the last decade, consumers, retailers and designers
have profoundly changed, and still (need to) adapt to ever-changing circum-
stances. Evolutions in technology, economy, culture and society cause the rules of
the game to change even at an increasing pace: an economical shift that made the
consumer the focus of attention, a growing urge for differentiation [1], a world in
which looking for new experiences has become an essential aspect of daily
shopping life [2] and the growth of technology and e-commerce [3]. As of the
Spring of 2020, the Covid-19 pandemic also profoundly affected the lives of all
people across the globe, with moments of tidying up or loosening rules enabling
people to (not) meet others and do activities together, like for instance, shopping
or strolling around in shopping streets and retail stores. It goes without saying
that retail industry, practice and design is heavily impacted in these times that are
challenging to us all.

In these challenging contexts, the design of the spaces where we spend time
becomes increasingly important and, also, highly valued. Looking in particular at
the design of retail spaces, composing this book was instigated by different
challenges that lie ahead when reflecting about ‘retail design’ and its existence as a
proper scientific discipline on its own.

First Challenge: Research in Retail Design versus Researching
Retail Design

Research studying the impact of a retail store’s design on consumers’ emotions
and, possibly, resulting behaviour is at this point still rather fragmented. Various
researchers in different disciplines investigate retail stores and consumer behav-
iour and experiences, but the way wherein the design of a store environment is
considered or approached in this respect differs.

Relevant research and insights can be found in environmental psychology,
where different studies have been performed on the relationship between a person
and the (retail) environment wherein they reside (e.g. see [4], for a review). Also,
within marketing and retail management literature, various authors have focused
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on the investigation of brand experience (e.g. [5]), customer experience ([6,7]),
visual marketing and aesthetics (e.g. [8]), and atmospherics (e.g., see [9,10]) — just
to name a few. In various of these studies, however, retail design is considered as
one of several elements that play ‘a role’ in a retail environment when influencing
consumer behaviour, and as such, is, therefore, often treated as rather peripheral.
In addition, in various studies performed in these streams of literature, effects of
one or two variables (and possibly, their congruence) are investigated experi-
mentally [11], without taking ‘the whole’ environment into account. A lot of
research is, thus, performed on retail design, without actually considering how
retail designers in practice work and function. Therefore, one could argue for
retail design as a proper scientific discipline on its own, whereby practices and
reflections of retail designers are taken into account in the development of
research in retail design.

Second Challenge: Translating Academic Knowledge on Retail
Design into Retail Design Practice

The design of a particular retail store at a particular moment in time can be
considered as the hypothetical response of a retail designer to varying aspirations,
wishes and needs of different stakeholders involved in the process. Although this
entails assumptions on how (for instance) customers will ultimately respond to
specific design choices, retail designers generally do not rely much on insights on
such topics coming forth from scientific research to date; mostly, it is their proper
intuition and ‘gut feeling’ that instigates their actions.

Why is that so? In our view, three hurdles exist.

First, scientific knowledge is not easily accessible for retail designers. On the
one hand, a lot of designers are not aware of the existence of academic research on
retail design and the existence of scientific journals that investigate and report on
issues that are, in fact, key to their daily practices. On the other hand, even when
practitioners are aware of relevant research on retail design, its traditional
communication channels are often not readily available for people who are not
active in academia.

Second, most academic studies as mentioned above don’t appeal to designers.
Often, research performed only studies different design aspects ‘in isolation’,
although studies exist where interactions between two or more variables which
possibly impact on customer behaviour or customer experience are investigated.
In case designers would have access to such studies, reading such material firstly
conflicts with the way of working of most retail designers, who consider envi-
ronments to function as a ‘whole’ where various elements interact with each other
and together, are more than the sum of its constituent parts. Although the need
for research employing a more holistic approach is acknowledged [2,12-14], much
work needs to be done. Also, the application of an isolated approach when
studying customer behaviour in retail stores offers few ready-to-use insights for
practitioners because store environments are complex and consist of multiple
elements which can (and cannot) be controlled by designers [15]. This very fact
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doesn’t make academic research on retail design very appealing or ‘sexy’ for
practitioners to date.

Third, there is a difference in the perception of quality of academic results
achieved when performing research on customer behaviour in retail stores.
Looking at the domains of marketing and environmental psychology, it seems
that insights coming forth from academic research are valued and appreciated by
the concerned practitioners. Designers, however, are a different type of ‘audience’.
Even when they have access to academic research and insights, designers often
remain skeptical about academic research that investigates aspects relating to
their daily practices.

These hurdles feed into the existence of a gap between academic researchers
and people active in retail design practice.

Third Challenge: Closing the Gap

Despite the fact that retail design has gained in status over the last two decades,
the involved researchers regularly seem to have difficulties to translate their results
successfully into practicable design guidelines. During recent years though, we’ve
noticed a shift in various channels in academic research where more emphasis is
put on practical and managerial implications of particular research results. In the
research that we perform ourselves, we have taken up the challenge to make
academic research in retail design more accessible for practitioners, for instance
by developing various design guidelines that designers, marketers and retailers
can assist when they want to work on a particular store’s design.

This is also where the origins of this book lie.

This book has emerged from the extended abstracts that were submitted to the
4th International Colloquium of Design, Branding and Marketing (ICDBM) that
was organised in December 2018. The focus and title of this colloquium was
‘Experience and value creation in design, branding and marketing’. After sending
out a call for book abstracts after the colloquium, we selected the ones fitting the
theme best, so a coherent story could be created. The concept is to have an
attractive, broadly accessible though academically edited book that brings
together a range of research interests and relevant insights relating to Branding,
Design and Marketing. This book will be of interest to academics and practi-
tioners, without neglecting students.

This book aims to close the gap between retail-related research and practice by
making the scholarly knowledge and studies appealing in an integrative manner,
low threshold and enriched with relevant examples, visuals and photographs.

Organisation of the Book

The book consists of four parts, so that we will consecutively reflect about
creating added value, discussing the value of design, experience and inter-
disciplinarity and co-creation. The book showcases cutting edge research that is
developed on the interlinks between branding, design and marketing.
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The first part of the book starts with a contribution of Leroi-Werelds. She
discusses design as one of the pillars on which a retailer can rely to generate
added value for a customer. Her contribution showcases a clear recognition of
(retail) design in the broad domain of marketing. What this does not imply is
stating something about the magnitude of the impact of each pillar she discusses,
including that of design. In her overview, design seems to be one of the many
pillars, but if we look at the appreciation consumers show for blended concepts
used by small fashion stores (see Chapter 2 by Madsen & Petermans), the impact
of design in creating added value seems substantial. In the chapter of Adams and
Vanrie, we see the level of detail returning in the importance of aligning all
design and atmospheric aspects present in a retail store, in order to enable
practitioners to trigger stronger experiences. Their contribution demonstrates
that retailers and designers can benefit from telling a consistent and coherent
story, which is in line with the retailer’s DNA. As Charles and Marciniak’s
contribution (Chapter 4) points out, the importance of the existence of such
coherent story is all the greater when it comes to sustainability in the fashion and
lifestyle sector. Telling a sustainable story in a good way does contribute to the
success of the retailer.

In the second part of the book, on the added value of design, 4 chapters
demonstrate the impact that design can have on branding, innovation and
appreciation of a store. As design is an essential part of experience when it comes
to a product or a shop, the recognition of this impact in academia is still fairly
recent. Although the added value of design has been present in product devel-
opment for some time, and where there is a longer tradition of investigating this,
this is not yet the case in the field of retail design (see Chapter 5 by de Wet &
Prinsloo, and Chapter 6 by Khaneja). An innovative approach to product design
is the notion of linking design to the branding story (see Chapter 7 by Mulder-
Nijkamp et al.), in which a conscious balance has to be made between innovation
and typicality. Also innovative is the link that has been made between the
perception of brand warmth and the people who choose for it (see Chapter 8 by
Kim et al.). Such a link might sound logical, but this chapter indicates that here
too, the role of design can be very large and that it in itself can fulfil a social role.

The third part of the book focuses on the value of experience. In the contri-
bution of Reid et al., it is explicated that a consumer is very sensitive to experience
and that experience should, thus, be extended to all channels involved. The studies
reported about in the chapter of Janssens et al. demonstrate the importance of
being able to experience a particular retail space in real life, and how ‘disturbing
elements’ in a store can negatively influence such in-store experience. Part of the
experience of a store relates to behaviour of staff. But, very refreshing in this
respect is the study by Lloyd-Parkes and Deacon, discussing the influence of other
consumers in store. When we read customer testimonials, it seems very recog-
nisable that we allow ourselves to be influenced by others in store, but this is not a
research approach that has been applied or reported about much before. Let it be
an eye-opener for practice and academia to respond to this where possible.

As a designer/retailer, one obviously has no impact on who enters a store and
who will take hold of which products, but one can create meaning in the design
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that will appeal to a certain target group. Just look at extreme examples such as
Abercrombie and Fitch who have chosen a niche to attract a certain target
group in their dark, loud stores.The ‘other’ people, who want to carry the brand,
but the people Abercrombie and Fitch doesn’t want to unpack with, can make
purchases through the website. In order to design such a rich experience, it has
to be included very early in the design process (see Chapter 12 by Servais et al.).
‘Experience’ is not something that you include in the design process’s last
phases, but it is a concept that needs to be integrated very early on in the
analysis phase in order to achieve a focused, consistent experience that fits
within the retailer’s DNA.

The final part, relating to the added value of interdisciplinarity and co-
creation, shows the added value of interdisciplinary studies on design and man-
agement, design and marketing (see Chapter 13 by Adams & Quartier) and design
and business. Such collaborations create synergies and solutions that would
otherwise not have been possible. The same applies to the co-creation processes
described in this last part. Co-creation can come through collaborations with
(local) consumers and/or users (see Chapter 14 by Khan) and/or students (see
Chapter 15 by Yam & Lee). The final part of the book ends with a contribution of
Petermans, Doucé and Willems, explicating environmental simulation techniques
in retailing by sharing a highly insightful review from a store atmospheric and
customer experience perspective.
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