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Store layout

M.1 . Com m unicat ion m ethods

Retail im ageM.2 .

Design of a  storeM.3 .
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Exterior
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Custom er serviceM.5 . General inter ior

Store layout

I nter ior  displays
STORE LAYOUT

M
a I nter ior  displays
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CHARACTERI STI CS
Atm ospherics

Store layout

Show s the locat ion of a ll m erchandise 
departm ents and the placem ent  of circulat ion 
aisles to allow  custom ers to m ove through aisles to allow  custom ers to m ove through 
the store

Allocation of floor space for:

Selling

M h di

Space merchandise category

Department locations
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Merchandise

Personnel

Customers

Arrangements within 
departments

Alternative design types
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ig Customers

Product groupings

Traffic flow patterns

g yp

Efficient use of walls

Space productivity

M
a
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GOAL
Atm ospherics

Store layout

f ffTo opt im ize floor space and encourage t raffic 
flow s

Tw o basic theories of store layoutTw o basic theories of store layout

“MAZE” Theory

Th  b t   t   t  i  t  t  The best  way to expose custom ers is to get  
them  lost so they will find new m erchandise 
and departm ents they would not  otherwise ?

g
a

ra
y
  

see.

“MAKE I T EASY” Theory

?
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e
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u

a
n
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ig

The easier it  is for custom ers to m ove 

around, the m ore they buy (e.g., wide ?M
a around, the m ore they buy (e.g., wide 

aisles, lots of direct ional signals)
?
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GOAL Atm ospherics

Store layout

The provision of a clear route not iceably affected som e 
respondents’ propensity to browse( * ).

A clear route provided “a natural way to go around and 
look at  things( * ).
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Kerfoot , S. Davies, B. and Ward, P. (2003)  “Visual Merchandising and the creat ion of Discernible Retail 
Brands”  I nternat ional Journal of Retail & Dist r ibut ion Managem ent ,  Vol. 31, N. 3, pp. 143-152.
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PRI NCI PLES
Atm ospherics

Store layout

To expose the custom er to a layout  that  facilitates a 

specific t raffic pat tern

To provide variety

Provide the greatest  possible m erchandise exposure

Locate high-m argin and im pulse item s in key spots

g p p

Discourage shoplift ing in all possible ways

g
a

ra
y
  Locate related lines next  to each other

Discourage shoplift ing in all possible ways
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Be sure that  the m ost  im portant  lines have the best  
locat ions

M
a
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PRI NCI PLES
Atm ospherics

Store layout

Shoppers learn the “spat ial m ap”  of their  local 

superm arket  and….

h d d f h d

 im pacts on their shopping behaviour

…. hence get  disoriented if changes are m ade, 

which in turn ….

g
a

ra
y
  

. . . .  im pacts on their shopping behaviour
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Refers to the way store floor space is used to 
facilitate and prom ote sales and to best  serve the 
custom er.

M
a
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KI NDS OF SPACE
Atm ospherics

Store layout

A typical layout  divides a store into four different  
kinds of space:

– Selling space – assigned for inter ior 
displays, product  dem onst rat ions, and sales 
t ransact ions

– Merchandising space – allocated to item s 
that  are kept  in inventory for selling

– Personnel space – assigned to store 

g
a

ra
y
  

– Personnel space – assigned to store 
em ployees for lockers, lunch breaks, and 
rest room s

– Custom er space – assigned for the com fort  

a
y
o
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e

 J
u

a
n

 V
ig – Custom er space – assigned for the com fort  

and convenience of the custom er, including a 
café or food court , dressing room s, lounges, and 
recreat ion areas for children

M
a



MERCHANDI SI NG

Physical 
environm ent

M.4 .

TYPES OF DESI GN
Atm ospherics

Store layout

Grid store layout

Grid store layout

Racetrack layout

Grid store layout

Free form layout

Spine layout

A

Racetrack layout Free form  layout
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Grid store layout
Racetrack layout
Free form  layout
Spine layout

Grid store layout MERCHANDI SI NG

Physical 
environm ent

M.4 .

a
g

e

p y

Atm ospherics

Store layout
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Fruit

Vegetables

Books, magazines, seasonal 

display
Cart area

Checkouts
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Office & 

customer 

Entrance
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Exit



Grid store layout
Racetrack layout
Free form  layout
Spine layout

Grid store layout

I sland type of self-service 

counter with t iers of p y

CHARACTERI STI CS

counter with t iers of 

shelves, bins, or pegs

I m personal but  efficient  atm osphere

Not  aesthet ically pleasing arrangem ent  but  good if 

custom ers plans are to m ove throughout  the ent ire store

____________:  less wasted space

aisles all the sam e width

accom m odate shoppers and carts

g
a

ra
y
  

accom m odate shoppers and carts
Fixtur ing cost  is reduced

Long gondola of m erchandise and aisles in a 

a
y
o

 D
e
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u
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 V
ig Long gondola of m erchandise and aisles in a 
repet it ive pat tern

Space product ivity is enhanced

M
a

Most  grocery &  drugstore  
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Grid store layout

Racetrack layout

Free form  layout
Racetrack layout

Atm ospherics

Store layout

Spine layout

How can a store design pull 

custom ers through large 

shopping goods stores such as

g
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shopping goods stores such as
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Grid store layout

Racetrack layout

Free form  layout

Racetrack layout
Departm ent  designed to 
resem ble sm all self-

Spine layout

CHARACTERI STI CS

resem ble sm all self-
contained stores

CHARACTERI STI CS

A _______________ is presented

Shoppers do not  feel rushed and will browse around

People are encouraged to walk through the store in any 
direct ion or pat tern they desire

g
a

ra
y
  

I m pulse or unplanned purchases are enhanced

Aisle “ loops”  provide access to bout iques
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o
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 V
ig Aisle loops  provide access to bout iques

Custom ers eyes are forced to take different  viewing angles

Ai l  fl i  bl  lik  t il  h  t `   M
a Aisle flooring: m arble like t ile  change custom er` s w ay 

Departm ent  store: vary in texture, color, m ateria l



Grid store layout

Racetrack layout

Free form  layout
Free form  layout

MERCHANDISING

Physical 
environm ent

M.4 .

Storage Receiving Marketing

Spine layout
y

Atm ospherics

Store layout

Storage, Receiving, Marketing

U d Dressing Rooms s

Underwear Dressing Rooms
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Grid store layout

Racetrack layout

Free form  layout
Free form  layout

Atm ospherics

Store layout

Spine layout
y

CHARACTERI STI CSCHARACTERI STI CS

Arranges fixtures and aisles asym m etr ically

Relaxed environm ent

Facilitates shopping and browsingFacilitates shopping and browsing

_________

g
a

ra
y
  

Personal selling m ore im portant  

Theft  is higher 

a
y
o
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e

 J
u

a
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ig

Store sacrifices som e storage and display space to create 

the m ore spacious environm ent

g

M
a the m ore spacious environm ent
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Grid store layout

Racetrack layout

Free form  layout

Atm ospherics

Store layout

Spine layoutSpine layout

CHARACTERI STI CSCHARACTERI STI CS

A variat ion of the free- flow & grid & loop

________________________ in certain circum stances

Based on a single m ain aisle running from  the front  to Based on a single m ain aisle running from  the front  to 
the back of the store t ransport ing custom ers in both 
direct ions

g
a

ra
y
  

On either side of this spine, m erchandise 
departm ents branch off toward the back or side 
walls 
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ig

Within the departm ent  a free- flow or gr id layout  can 
be used 

M
a
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SHRI NKAGE PREVENTI ON
Atm ospherics

Store layout

When planning a store’s layout  and design  m ust  When planning a store s layout  and design, m ust  
be considered the prevent ion of shrinkage due to:  

theft  &  

dam age loss
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To enhance space product ivity retailers m ust :

1. Planning

2. Merchandising presentat ion2. Merchandising presentat ion

3. Design st rategies that  m inim ize shrinkage

a. Avoiding hidden areas that  shoplifters can 
take advantage of
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b. Reducing num ber of t im es m erchandise 
m ust  be m oved during which dam age and 
loss can occurr
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M.1 . Com m unicat ion m ethods

Retail im ageM.2 .

Design of a  storeM.3 .
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Custom er serviceM.5 . General inter ior

Store layout

I t i  di lM
a I nter ior  displays

I NTERI OR DI SPLAYS
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Atm ospherics

I nter ior  displays
I NTERI OR DI SPLAYS

U  fi t  d  t  h  h di   Use fixtures and props to showcase m erchandise.  
These displays generate one out  of every four 
sales.  There are different  types of inter ior displays

– Closed displays – allow custom ers to see but  not  
handle m erchandise

– Open displays – allow custom ers to handle and Open displays allow custom ers to handle and 
exam ine m erchandise without  the help of a 
salesperson

– Architectural displays – consist  of m odel room s 

g
a

ra
y
  

Architectural displays consist  of m odel room s 
that  allow custom ers to see how m erchandise m ight  
look in their  hom es

– Point - of- purchase displays – displays designed 

a
y
o
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e

 J
u

a
n

 V
ig Point - of- purchase displays displays designed 

m ainly to prom ote im pulse purchases and are 
usually located at  or near the cash register

Store decorat ions displays that  coincide with M
a – Store decorat ions – displays that  coincide with 

specific seasons or holidays
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PLANNI NG FOR FI XTURI NG Atm ospherics

I nter ior  displays

PLANNI NG FOR FI XTURI NG 

A STORE ( I )

1. What  item s, vendors, categories and dept .   
should be carr ied?

h f h h ld b d2. How m uch of each item  should be carr ied?

3. Where should the m erchandising be located?

Opt im ize floor space and encourage t raffic- flow

4. How m uch space should the m erchandise take? 

g
a

ra
y
  

Opt im ize floor space and encourage t raffic flow

Seasonal display &  im pulse m erchandise

S i l fi t  t  i it  t  i t  th  
Very front :

a
y
o
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e

 J
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n
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ig Special fixtures to invite custom ers into the 

space

R d f  t bl  b  &  fi t  

y o

M
a

General floor area Reserved for  tables, cubes &  fixtures 
low er than eye level



PLANNI NG FOR FI XTURI NG APLANNI NG FOR FI XTURI NG A

STORE ( I I )

Perfect  for  displaying and storing ta ller  

Merchandise that  custom ers purchase 

Back and side Perfect  for  displaying and storing ta ller  
fixtur ing

I m pulse products w ithout  preplanning

Located near the front  to draw  people 
into the store

Dem and/

Dest inat ions areas

Corners and on upper floors dem and for 
products/ services is created before 
custom ers get  to their  dest inat ion

g
a

ra
y
  

Not  prim e locat ions

Adjacent  Dept ./

m erchandise

Cluster of com plem entary products 
together to facilitate m ult iple purchases

a
y
o
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e

 J
u

a
n

 V
ig m erchandise together to facilitate m ult iple purchases

Seasonal needs
Large am ounts of floor space

M
a

Physical charact . 
Of m erchandise

Large am ounts of floor space
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PLANNI NG FOR FI XTURI NG A Atm ospherics

I nter ior  displays

PLANNI NG FOR FI XTURI NG A

STORE ( I I I )

Select  fam ilies of fixtures

Fixtures shouldn’t  com pet  w ith m erchandise 

Si il  t i l  d t l

Keep the fixtures out  of cutom ers’ path

Custom ers shouldn’t  injure them selves by fa lling over a  

Sim ilar  m ater ia ls and styles

Flexibilit y
Ability to physically m ove store com ponents

j y g
m isplaced fixture ( liable for  negligence)  

g
a
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y
  

Ability to physically m ove store com ponents

Ease w ith w hich com ponents can be m odified

N d  f di bl d
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ig Needs of disabled
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a



MERCHANDI SI NG

Physical 
environm ent

M.4 .

PLANNI NG FOR FI XTURI NG A Atm ospherics

I nter ior  displays

PLANNI NG FOR FI XTURI NG A

STORE ( I I I )

The use of planogram s

A diagram  created from  photographs, com puter output  or  
art ist ’s rendering that  illust rates exact ly w here every SK 

Report : 

a s s e de g a us a es e ac y e e e e y S
should be placed. 

p

A product ivity report  by SKU based on sales history

An ABC analysis by SKU

A  t ili t i  t  th t  d ib  th  

g
a

ra
y
  

A space ut ilizat ion report  that  describes the 
percentage of available space used in the planogram

A sect ion com parison report  that  can describe 
d i i  b   2 i

a
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o
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ig product ivity between any 2 sect ions

Carrefour:  Spacem an

M
a

Gap Banana Republic:  photographs diagram s
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