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Introduction: 
Kinnersley Kent Design 
 
Kinnersley Kent Design is a 25-year-old, 
highly-established British design agency. 
From our very early days, we have worked 
across markets and geographical territories.

We have studios in London and Dubai 
and we have worked with indigenous clients 
in both arenas, developing their retail and 
hospitality brands in their home markets and 
helping them to translate their offers across 
continents and borders.

We introduced British supermarket giant 
Waitrose to Dubai and Fortnum & Mason to 
Japan for example and brought gourmet food 
retailer Bateel to the heart of London’s super-
prime retail heartland, Bond Street in Mayfair. 
Currently, we are introducing our long-term, 
British premium high-street department store 
client House of Fraser to the Chinese market.

We live in a global economy 
and a global retail market. 

Internationalisation is a requirement 
for retailers who:

• Are looking to grow beyond their 
home market. 

• Are mature or facing difficult and 
sustained economic pressure.  

• Have developed brands that  
are truly global in nature.

 
Internationalisation works in both 
directions. At the same time as 
considering expansion, retailers  
also face an onslaught in their 
home markets too from competitors  
coming in from other markets. 

In effect, what internationalisation 
really means is that whilst the 
opportunities are global, the 
competition is too. To survive, 
everyone needs to up their game.



The Drive 
To Expand

— The East India Company, Packaging

We live in a global economy 
and a global retail market. 

Internationalisation is a requirement 
for retailers who:

• Are looking to grow beyond their 
home market.

• Are mature or facing difficult and 
sustained economic pressure. 

• Have developed brands that  
are truly global in nature.

Internationalisation works in both 
directions. At the same time as 
considering expansion, retailers 
also face an onslaught in their home 
markets too from competitors coming 
in from other markets.

In effect, what internationalisation 
really means is that whilst the 
opportunities are global, the 
competition is too. To survive, 
everyone needs to up their game.

Resisting the Bland 
Global High Street

One of the reasons clients come 
to us to adapt their brand and 
retail environment to new territories, 
is that, along with our extensive 
international experience, we also hold 
strong and proven philosophies on 
globalisation. 

We believe that retail should be 
a joyous activity and one that is 
constantly evolving and stimulating 
demand, but which is also highly 
relevant to each location. From 
Istanbul’s Grand Bazaar to Milan’s 
Corso Como; from London’s Carnaby 
Street to the Dubai Mall and from 
Rodeo Drive to Fifth Avenue in the 
States, the world’s greatest shopping 
destinations are famous for a reason 
– they are unique to that quarter, city, 
region and country.

Kinnersley Kent Design’s philosophy 
is simple, we design for our clients’ 
market. We are great believers in 
helping our clients to define and align 
their business objectives with their 
brand values and customer needs, 
wherever that may be in the world. The 
result is a tailor-made solution that is 
unique to our client’s brand and the 
market it is trading in.

We very much stand against the 
wholesale importation of retail 
concepts from one territory to 
another. Not only is this insensitive 
and disrespectful to local populations 
- treating each retail audience as 
a cookie-cutter identikit set of 
consumers and, in the process, 
denying local custom, tradition and 
habit - but the end result will be a 
bland globalised high-street, which 
serves to diminish local and regional 
identity. On any level, this cannot 
be a recipe for success.



Balancing 
Brand & Place

A retail or hospitality brand is a 
complex entity: a composite of 
corporate identity, market positioning, 
a certain level of quality, look and feel, 
service offer, reputation and values.

Whilst local market awareness and 
sensitivity is vital if an offer is to travel 
successfully, the brand itself does not 
need to perform a 360-degree volte 
face to achieve this and certainly not 
risk losing what made it special to 
start with.

It is perfectly possible for a brand 
to stay true to itself and translate 
its offer with finesse, delicacy and 
appropriateness. What is needed at 
the outset is to know both the brand 
and the local market in real depth. 

 

— Desa, Covent Garden

Adapt to 
Succeed

The key drivers that will help brands 
succeed in non-domestic markets are 
very much to do with the right thinking 
at the outset. Here are a few major 
pointers to encourage success:

• Getting to know a new market 
means getting to know that 
market’s customer. Don’t be shy 
of undertaking formal market 
research to achieve that. Local 
retail management is also a great, 
secondary source of 
vital knowledge.

• Retail is detail. Nothing is too small 
to consider. You will need to look 
at everything anew before taking 
it out to market. Don’t forget that 
without the home advantages of 
reputation and habit, details you 
may have taken for granted will all 
be judged on face value.

• Partner with local leadership and 
talent. You will need on the ground 
expertise as well as imported talent.

• While many expansion efforts have 
traditionally focused on new brick-
and-mortar store openings, retailers 
have recently turned to a new 
growth engine by entering global 
markets through eCommerce. Don’t 
be afraid to try out a low(er) risk 
strategy to test the market first.

• Have a clear reason for being in 
your new marketplace. The desire 
to expand is not enough. You need 
to have a very clear proposition. 
In other words, you have to be 
convinced yourselves in order to be 
convincing to customers!



Some Things 
Never Change

The constant challenge to us as 
designers is to create a shopping 
environment and experience that 
fuels demand and desire. It is not so 
much about fulfilling needs as creating 
wants. Retailers have to think of new 
and interesting ways to display their 
products, and lure shoppers inside, 
instead of watching them walk by.

A store’s interior is fundamental to the 
overall shopping experience. If you are 
going to invest in redesigning your 
store you have to understand what’s 
unique about you as a retailer – how 
you differ from the competition – 
and match that uniqueness with the 
needs of your customers. It is about 
recognising a signature interior when 
the logo is covered up.

Only then can you start thinking about 
how the environment should look and 
function. Equal emphasis should then 
be put on the science of shopping 
(store navigation and aisle behaviour) 
and the art of shopping (the 
emotional experience).

Innovative in-store experiences (not 
fads) stand out and can be very 
profitable as consumers are selective 
about where they spend their money.  
When times are hard, customers need 
more persuasion and inspiration to 
part with their money, so great ideas 
really come into their own.

Elements to consider 
when moving across 
continents 
 
Of course, there are infinite differences 
in regions within one single country 
and again between countries on a single 
continent. Nonetheless, the hardest concept 
transportation to achieve is undoubtedly 
across whole continents.

Over the next few pages are some of the 
many impacting aspects to consider.

— ABC, Lebanon



LANGUAGE

CLIMATE

However good your translation 
services, the end result must be 
checked and double-checked by 
a highly-educated and culturally-
conversant local specialist who can 
represent the end-user audience. 

Individual words and phrases can have 
a very specific local significance at any 
given time according to dialect, culture 
and current media influence, including 
television shows, music and comedy.

Climate can make a huge difference to 
many things - in the area of food retail, 
packaging and display, for example, 
or to the duration of the swimwear 
season in fashion -  but it particularly 
affects shopping hours and peak 
visit frequency. 

Whilst unbearable heat can be 
compensated for by the best air-
conditioning money can buy, there’s no 
point having a perfectly-adjusted store 
environment if no one is leaving their 
home to come and shop!

Climate also impacts on store lighting 
design. In the West, designers will look 
to maximise natural light, because of 
generally-held positive connotations 
of sunlight. After all, most North 
Europeans look forward to holidays 
in warmer climes. In the Middle East, 
however, natural light has negative 
connotations of heat and a perceived 
lack of adequate climate control.

RELIGION & CULTURE

Just knowing the bare facts about 
another country isn’t enough. When it 
comes to retail, there is always a ripple 
effect from even minor differences 
in culture. 

Whilst Muslim dress codes for women 
in the Middle East are widely-known 
and understood, for example, the 
impact of these codes on store layout 
and design is less so. 
 
For example:

• For items such as lingerie or beauty, 
shopping areas in Middle Eastern 
stores need to offer visual privacy 
and intimate screening from areas 
that are also open to male shoppers

• Changing rooms need to be 
considerably larger in their design; 
not only to enable ease of changing 
out of traditional dress, but also 
because it’s much more of a 
cultural norm in the Middle East for 
women to shop together and to 
want to be able to critique and be 
part of the trying on and decision 
processes

• As accessories are on view 
at all times, such items carry 
greater significance as potential 
expressions of individuality. 
This means that the market is 
much greater in the Middle East, 
for example, in luxury shoes, 
sunglasses, handbags and watches. 
Departmental space planning needs 
to be created accordingly.

• More conservative dress codes 
in the Middle East mean there 
is virtually no market for certain 
western fashion item trends  
such as streetwear, whilst high 
glamour brands have a very strong 
appeal. The retail mix in fashion, 
especially in department stores, 
can be quite different to a 
European formula.



MATERIAL PALETTE

USE OF COLOUR

Colour, a vital component in any 
design concept and palette, can also 
be a minefield, especially given strong 
regional associations with luck or bad 
luck, religion and culture. 
 
In the Far East, red is the ultimate 
colour of good luck, whilst in the 
Middle East its connotations are 
almost entirely negative and to 
do with danger and even evil.

Purple, a signifier both of spirituality 
and power, privilege and prestige in 
both Middle Eastern and Western 
cultures can be a sorrowful colour for 
an Indian audience.

Similarly orange, an almost universally 
upbeat colour in most of the world, has 
associations in the Middle East with 
mourning and loss.

Nothing can be assumed, especially at 
the subliminal level of cultural norms.

The materials palette for a Middle 
Eastern audience is likely to be more 
opulent and rich than in either Europe 
or the Far East, where minimalism 
still dominates.

There is also a greater tendency 
towards pattern and its traditional 
significance in the Middle East and, 
in terms of store design, especially in 
fashion and department stores, pattern 
with strongly Arabic references should 
very much be part of the mix.

SHOPPING HOURS

EATING & COOKERY

From working around the Spanish 
siesta to differences in Sunday 
shopping laws in Christian countries, 
it’s imperative to research not only 
what the law says, but what is 
culturally acceptable and what is 
currently changing in each location in 
terms of shopping habits. 

Directives across the European Union 
on Sunday trading, for example, are 
being interpreted differently in each 
country, whilst in Australia each 
individual state has jurisdiction over 
individual Sunday trading regulations.

The market for processed food is 
much smaller in the Middle East than 
in Europe or North America, where 
convenience became one of the 
ultimate post-war aspirations. Cooking 
is a more social, even day-long activity 
in Middle Eastern countries.

The provenance and quality of 
ingredients is everything. This is a 
hugely impactful fact for supermarket 
product density and display.



BODY SHAPE & SIZE

The shape and size of the human 
body is undergoing massive 
transformation around the world. 
Ease of access to convenience food, 
lack of exercise and hidden sugars in 
a lot of processed food are creating 
an obesity phenomenon – but it is a 
transformation which is not affecting 
all countries and continents equally or 
according to the same timeline.

Studies from the World Obesity Forum, 
shows that in 2012, 3.4% of Japanese 
women were obese, according to its 
criteria, whilst the preceding year, 
35.8% of North American women 
qualified as obese. In Egypt, female 
obesity stood at 41.6% in 2011, whilst in 
Chad in Africa, the 2004 number was 
just 1.5%. Naturally, for fashion retailers, 
this information is hugely impactful 
in terms of sizing and, as a rapidly 
changing trend, just one of the many 
regional differences that cannot be 
second-guessed or assumed. 

Even in neighbouring countries, diet 
and particular circumstances can 
be quite different, with Sweden for 
example registering 14.4% female 
obesity and Finland 25%.

Male pattern obesity is generally just 
behind this curve, but there are also 
exceptions, with the male rate higher 
than the female rate in Canada and 
Australia, for example.

CLICKS, THEN BRICKS?

In today’s competitive global 
marketplace, eCommerce provides a 
lower risk, quicker to market approach, 
to test and penetrate new international 
shopping destinations. 

Retailers are increasingly eager to 
test new markets or complement an 
existing physical presence with an 
eCommerce channel. 

For retailers with limited knowledge 
of certain markets, eCommerce can 
be used to build brand awareness and 
generate initial insights into demand. 
Online marketing tactics such as 
informational sites and social media 
can help generate awareness and 
demand for your brand whether or not 
it is being sold directly in the market.

There are multiple entry options into 
new markets requiring varying levels 
of investment and risk, but ultimately, 
your chosen entry method should 
depend on the preferred methods of 
shopping by target customers, the 
strategic priority of the market to your 
brand, as well as the overall omni-
channel expansion strategy.

When properly executed, this 
customer-focused approach will go 
a long way to differentiate brands 
and build customer loyalty.



 

Intelligent Design
One of the key tenets of our approach at 
Kinnersley Kent Design is ‘Intelligent Design’.
By this we mean that the thinking has to come 
before the doing. 

Whilst we are also great believers in the power 
of inspiration and intuition and know that 
great designs don’t arise simply from huge 
spreadsheets of raw information, there has to 
be a period of very thorough research into the 
brand itself and into the market it is entering 
before design work begins.

This will include current trends and  
socio-economic insights into a brand’s 
marketplace and competitors and will also 
include comprehensive research into local 
culture and tradition.

Here are some case study examples of brands 
and offers we have successfully translated 
across geographies and the challenges that 
needed to be overcome in each case - from the 
small (bringing southern French cuisine to 
London) to the large (Middle Eastern food to 
Europe and America; British retail to China).

 

Case Studies
01. WAITROSE, UK TO DUBAI 
 
02. BATEEL, DUBAI TO LONDON

03. PITA SOCIAL, USA 
 
04. HOUSE OF FRASER, UK TO CHINA

05. BANDOL, FRANCE TO UK 
 
06. MINT VELVET, UK TO THE MIDDLE EAST 



01. Waitrose — UK to Dubai 
The first ever non-UK store 
for a British supermarket giant.

Waitrose is a giant of the UK supermarket 
scene. Founded in 1904, it operates in almost 
350 locations and is in a market category of its 
own at the upper end of supermarket retailing 
in the UK.

In 1937, it became part of The John Lewis 
Partnership, Britain’s largest employee- 
owned retailer.

To operate and grow the brand outside of the 
UK, Waitrose and The John Lewis Partnership 
entered a licensing agreement with FFFM (Fine 
Fare Food Market LLC), looking at entry into 
the Middle East and North African markets.

We were chosen as the design partner who 
both understood the Waitrose brand from 
our long retail experience in the UK and also 
had good experience of the Middle Eastern 
customer and grocery market.

The stakes were high – the world’s first non-UK 
Waitrose store was to anchor the prestigious 
Dubai Mall. This was a highly-visible statement. 
The 5,000 m2 store, the largest by far in the 
portfolio – and also encompassing John Lewis 
homewares - is located next to the world’s 
tallest building, the Burj Khalifah.

The brief was to capture the essence of the 
Waitrose brand and to appeal equally to both 
local shoppers and British expats living  
in the region. 



We devised a particular tone of voice that 
would be expressed across all communications 
and was appropriate to the local market and 
designed all graphic elements in dual language 
across signage, point of sale, trolleys, bags and 
staff uniforms.

Playing to the regional importance of 
provenance and quality of food products, 
an open-plan fresh produce market hall 
accentuates the quality and freshness 
of products.

Halal certification was a basic requirement, 
but a separate pork shop was also included to 
cater for non-Muslims and Western customers.

The stakes were high – but so were the results, 
with the project winning numerous design 
excellence awards, including ‘International 
Food & Supermarket Design of the Year’ at 
the Retail Week Interior Awards and the ‘Best 
Retail Design’ award at Dubai’s prestigious 
Decade of Design Awards, covering all designs 
in the first decade of the new millennium.

02. Bateel

— Bateel’s organic date groves, Al Ghat

01. WAITROSE, UK TO DUBAI — Dubai to London 
Taking fine food retailer Bateel 
to the heart of London’s Mayfair. 



Bateel is a gourmet food business which 
established its prominent brand position by 
creating the market for gourmet dates and 
date confectionery. This bold and pioneering 
achievement provided Bateel with a valuable 
launch pad to expand to complementary 
sectors in the gourmet food industry.

As any traveler to the Middle East knows, 
 dates are not only a staple in some regions, 
but a product with immense cultural relevance 
and even sacred connotations.

Bateel single-handedly invented the gourmet 
date industry by transforming the humble date 
into a global luxury phenomenon, offering 
customers a rich lifestyle experience within 
a premium environment, coupled with an 
exquisite product range.

Today, using its unrivalled integrated 
production and distribution assets, Bateel 
offers a comprehensive range of sweet and 
savoury foods as well as premium shopping 
and dining experiences. The brand is now 
world-class in the production and distribution 
of dates, chocolates and pastries and 
through their elegant selling environments, 
both boutiques and cafés offering 
Mediterranean fare.

— Our first boutique design for Bond Street, 2005

02. BATEEL, DUBAI TO LONDON

Our involvement with the business goes back 
to 2005, when we were first appointed to build 
a bridge from the Middle East to London and 
create a European flagship for Bateel in the 
most famous upmarket address in London: 
Bond Street in Mayfair. We began by evolving 
the brand language to appeal to lovers of 
gourmet products in the Western world, whilst 
at all times celebrating Bateel’s authenticity, 
product knowledge and Arabic roots. We took 
inspiration from another area of gourmet food 
– chocolate – and from the approach of the 
very finest European chocolatiers.

 

Our scope of work covered identity design; 
superlative photography shot in the desert 
and at Bateel’s organic date groves in Al Ghat, 
packaging design as well as the full interior 
design of the store itself. The unique design 
concept and brand experience we created had 
a significant impact on the core business – so 
much so that the next step was to adopt the 
contemporary nature of the design concept 
and export it back to the Middle East and Asia, 
creating in addition the Café Bateel brand and 
all the brand’s packaging worldwide.  
 



Café Bateel is an exciting concept in casual 
dining: Mediterranean fare, curated by Bateel. 
The menu combines Mediterranean cuisine and 
a rich tradition of Arabian hospitality. 

Bateel’s first flagship store opened in 
September 2015 at Dubai’s The Walk at JBR. 
The expansive new venue, covering 7,000 
square feet, is the first in the world to bring 
three Bateel elements together under one 
roof, combining the boutique, bakery and café 
to offer guests an exceptional, one of a kind 
gourmet experience.

 

Today, Bateel is a leading gourmet food 
business with a strong market presence in 
fifteen countries and growing. It is part of the 
LVMH group of luxury brands. Bateel’s deluxe 
boutiques and elegant cafés adorn premium 
shopping destinations in major cities around 
the world, from London to Jakarta.

02. BATEEL, DUBAI TO LONDON



After extensive research into the highly 
saturated US fast food market, coupled with 
the latest trends in dining, we identified a gap 
for a sophisticated pita brand with a warm and 
welcoming ambience, where the focus is on 
real food, hand made by friendly people.

The concept behind the brand was to be a 
better-for-you fast food brand, based on a 
freshly baked pita bread concept in a highly 
social atmosphere.

Pita Social was selected as the favourite name 
with the PS abbreviation also serving as a post 
script brand device. The concept of ‘social’ was 
explored in great depth and what it meant and 
means to different user groups of different 
ages and cultures. The remit was to appeal to 
as many people as possible from the outset, 
making the brand as easy as possible to 
translate across cultures. 

03. Pita Social

After extensive research into the highly 
saturated US fast food market, coupled with 
the latest trends in dining, we identified a gap 
for a sophisticated pita brand with a warm and 
welcoming ambience, where the focus is on 
real food, hand made by friendly people.

The concept behind the brand was to be a 
better-for-you fast food brand, based on a 
freshly baked pita bread concept in a highly 
social atmosphere.

Pita Social was selected as the favourite name 
with the PS abbreviation also serving as a post 
script brand device. The concept of ‘social’ was 
explored in great depth and what it meant and 
means to different user groups of different 
ages and cultures. The remit was to appeal to 
as many people as possible from the outset, 
making the brand as easy as possible to 
translate across cultures. 

— Launching a newbrand in the USA 
The making of Pita Social. A better-for-you 
Mediterranean food offer. 



— UK to China 
Department Store House of Fraser 
moves into the Far East.

The Chinese retail marketplace is the most 
dynamic and rapidly-growing on the planet.

We are currently designing three mega-
department stores for our long-term client, 
British department store chain House of 
Fraser, together with Sanpower Group, in 
three Chinese cities - Nanjing, Chongqing 
and Xuzhou. These are the brand’s first Asian 
department stores.

Our brief was to create the quintessential 
British department store. The result is a very 
different-looking store to those in the home 
market. ‘Britishness’ as a brand aesthetic has 
many facets, from classic brands (like Jaeger), 

quirky modern (like Paul Smith) to edgy urban 
(like Whistles). House of Fraser on the other 
hand is a modern contemporary British brand.

We’ve captured the essence of House of Fraser 
(UK) but adapted it to suit its new Chinese 
target audience, in terms of architecture, store 
design, product offer, service levels offered 
and total brand experience. We created the 
facade architecture, the interior architecture, 
atrium principles, and designed individual 
departments, from fragrance to accessories, 
and women’s and men’s fashion, to shoes  
and lingerie.

04. House of Fraser



In addition, we’ve introduced exciting 
experiences in store, specifically adapted to 
appeal to the Chinese market, like a concierge 
service, a womenswear tea bar, a gentlemen’s 
club, a roof garden with catwalk, a British 
food court that also incorporates Asian fusion 
cuisine. The Buy & Collect hall is inspired by 
the grandeur of old railway stations, whilst 
special VM points provides a Best of British 
edit. Technology is used throughout the store, 
not as a gimmick, but to enhance the shopping 
experience. The sports department caters 
for special events, with live sports screens 
showing Wimbledon for example, including 
 a serving of strawberries & cream. 

British heritage is extremely popular in Asia. 
It is associated with quality and invokes a 
sense of trust. Customers aspire to buy British 
brands. The Chinese market prefers known 
brands and House of Fraser, in its capacity as 
a house of brands, is in a perfect position bring 
this to the local marketplace.

Kinnersley Kent Design has been House of 
Fraser’s brand guardians and store designers 
for many years. Whilst we are celebrating 
‘Britishness’, we always ensure it is relevant 
to the local market.  
 

04. HOUSE OF FRASER, UK TO CHINA

House of Fraser in the UK looks 
very different to its stores in the 
Middle East for example (also 
designed by Kinnersley Kent 
Design) and the Middle East 
stores look very different once 
again to the new Chinese stores.



05. Bandol — France to UK 
Selling the rustic appeal of Provence to 
Chelsea for restaurant offer Bandol.

Even the translation of a concept between  
two neighbouring countries needs very  
serious thought.

When a new client approached us looking 
to open a London restaurant in the heart 
of fashionable Chelsea, it was to bring the 
authentic tastes and cuisine of rustic southern 
France to the attention of a very sophisticated 
London audience, who have an incredible 
choice of cuisines to choose from and  
are always looking for something new  
and interesting.

Interestingly, the food and wine offer could 
translate very literally from one location to 
another, because people do want to be able to 
taste authentic cuisine from another country 
without travelling there directly – or as a form 
of memory from previous tourist exploration.

When it came to the environment, however,  
it was a different matter. Merely dropping an 
archetypal rural French restaurant into the 
eyeline of a sophisticated London clientele 
would have been a disaster. 



What we needed to achieve was enough 
association of the food offer to underscore its 
authenticity, integrated with the harder, urban 
references of its London location.

The design concept DNA for the space was the 
use of copper throughout as a signifier of the 
warmth of the Provence and Riviera regions, 
together with a light materials palette of pale 
brick, concrete render, oak flooring, blond 
timbers, white, grey and wicker chairs, smoked 
glass and a colour palette of greys, blues  
and the palest salmon pink. 

A sense of the outside is given by the indoor 
planting of lemon trees in pots, ivy at the 
rear and a half-ton, up-lit olive tree at the 
restaurant’s heart. Industrial design notes 
maintain a sense of contemporaneity, with an 
overall feel of al fresco dining in a warm clime.

The London Evening Standard newspaper, 
which reviewed the restaurant on opening, 
summarised the space as ‘so beautiful, you’ll 
want to steal the entire look for your home.’

06. Mint Velvet05. BANDOL, FRANCE TO UK — UK to the Middle East 
High Street Fashion brand 
Mint Velvet moves into the UAE.



As Mint Velvet has grown and established 
its position as one of the UK’s leading 
womenswear brands, competitors have raised 
their game and new brands have entered the 
market. So how does Mint Velvet stay ahead 
of the competition and how do we work with 
them to ensure their stores always remain fresh 
and exciting, yet true to the brand?

The key to this is the brand’s all encompassing 
philosophy of ‘relaxed glamour’. This 
philosophy is the foundation for every Mint 
Velvet touch point and is at the heart of our 
approach to the retail concept. As their design 
partners, KKD works in collaboration with 
Mint Velvet to constantly challenge and evolve 
both their store design and visual identity, 
whilst ensuring the concept remains true to 

their core brand philosophy, and address their 
customers’ needs. Our philosophy is simple, we 
design for our client’s market. We always put 
the customer at the heart of every creative and 
strategic decision we make.

Designing from this founding philosophy 
enables us to side-step the usual challenges 
created by designing for an increasingly retail 
savvy customer and fragmented market. 
In an age where fashion and style are no 
longer defined by age, today’s woman is 
much more likely to dress according to 
her lifestyle and personal style. The Mint 
Velvet concept embodies this with a design 
approach based upon a ‘shared taste’ rather 
than traditional marketing classifications and 
customer profiling.

06. MINT VELVET, UK TO THE MIDDLE EAST

The environment has been created to 
appeal to the customer on a personal level. 
A harmonious palette of muted greys and 
soft tones is combined with edgier and more 
glamorous materials, creating an aspirational 
boutique feel. This lifestyle approach mixes 
clothing, footwear, bags, accessories and small 
home accessories such as candles, incense and 
coffee table books, and is translated across 
every brand touch point. The new design 
for the footwear area of the stores is a good 
example of this. We wanted to challenge 
the traditional idea of a high street ‘shoe 
department’ and create a destination footwear 
area with a luxurious but relaxed feel.

The recent trend towards smaller local or 
specialist shops has meant it is ever more 
important for high street brands to create 
a strongly identifiable identity and take a 
personalised approach to both their customer 
communications and their store design.



In the case of Mint Velvet, the customer in a 
local market town in the UK is sometimes quite 
different to the customer in a larger city like 
Dubai or a London flagship store. By taking a 
bespoke approach to the design of every store, 
it enables us to tailor the look and feel of each 
shop to suit the local market and architecture 
of the site. A good example of this is the 
differences in the way we approached the 
design of the recent new Mint Velvet stores in 
York and Dubai, one located within a sensitive 
historic building and the other in a modern 
shopping mall on a different continent.

The York boutique is Mint Velvet’s largest 
store to date. Nearly 3,000 sq ft (278 m2) 
spread over two floors and including a 
personal shopping suite, flexible events 
space and a private garden courtyard. The 
building was so dramatic and beautiful in its 
own right, we felt it demanded a ‘furniture 
approach’ to the interior. Architectural details 
and features were retained, preserved and 
exposed wherever possible, and fixtures 
and lighting are a combination of bespoke 
freestanding and vintage pieces. The space 
has been personalised by an art house feel to 
the main staircase, mixing favourite pieces of 
art, illustration and photography with iconic 
archive campaign imagery.

06. MINT VELVET, UK TO THE MIDDLE EAST

In contrast to the architecturally sensitive 
approach to the York site, the focus for the 
Dubai store was on trying to give the mall 
space its own unique personality. The main 
challenge was how to create the iconic 
intimate Mint Velvet boutique feel within mall 
space, without creating a pastiche within the 
modern shopping centre architecture.

Taking an ‘art installation’ approach to the 
design, we created a series of oversized 
panels which lean against the walls like huge 
canvasses within a gallery. In a move away 
from the vintage cash desks used in earlier 
stores, we wanted the customer to feel as 
if they were checking in at an independent 
boutique hotel, a strategy that paid 
off handsomely.



By taking this evolutionary approach to the 
store design, although it can mean greater 
investment in the short term, it ensures a 
brand’s portfolio remains holistic and at any 
one time no store looks dated. The result is 
that long-term investment can be spread 
more evenly and refreshing the stores can 
be rolled into the annual maintenance plan. It 
also means it is tailored to the local market, 
wherever that may be in the world. 

The feminine and sensuous boutique feel 
for Mint Velvet differentiates it from the high 
street and makes it stand out in a concession 
environment. Mint Velvet has won numerous 
awards, including Growing Retailer of the Year 
and Best Small Shop design.

 

A few things 
to be aware of:

Customer expectations of your 
brand have never been higher. 

Today’s shoppers are:

• Time poor

• Promiscuous

• Socially connected

• Empowered

• Ethically aware

• And omni-channel is their 
new normal

• The customer is in charge of both 
where they make the purchase and 
where they take delivery.

• Your customers can no longer be 
segmented by traditional marketing 
categories like age, it is about a 
‘Shared Taste’. How you target each 
shared taste group differs.

• Brands need to create bespoke, 
authentic experiences that 
is connected, not detached. 
Emotional engagement is key, in 
store & online concierge offering 
live assistance, for example.  It’s all 
about personalisation.

• Knowing your customer is key. How 
you attract & engage with each 
shopper type differs significantly 
from region to region and continent 
to continent. 

• Service style should be intuitive & 
tailored to individual shopper types.

• Focus on what the shopper wants, 
not the shareholder.



Key Learnings

• Keep evolving as a brand to 
differentiate yourself from the 
competition.

• Whilst brand continuity is 
important, the one-size-fits-all 
retail format approach belongs 
to the past.

• Repeating a design ethos in all sites 
can become boring. We need to 
think about our local communities 
& cities and merge brand design 
thinking specific to each site.

• Bricks & mortar retail is all about 
the experience.

• Tell your brand’s story on a local 
level by introducing regional variety 
& a sense of place in store. Your 
customers deserve an exciting, 
immersive environment to shop in.

• For example, the in-store 
environment is one of the 
richest sources of customer 
insight, crucial for providing the 
contextually-aware, personalised 
services required to stand out 
from untargeted marketing noise, 
e.g. free in-store wi-fi, tablets for 
contactless payment, or to speed 
up shop floor enquiries and to 
provide more personalised services 
customers are coming to expect.

• Click & Collect is fast becoming an 
essential link between online and 
bricks & mortar shopping.

• Recognising changes in consumer 
behaviour, the solutions required 
to address them, and building 
them into plans ahead of time will 
mean your project has a far greater 
chance of delivering a healthy 
return on investment.

• Whatever you do, it is vital that it 
is designed with the customer at 
its heart. As long as this is the case, 
and the focus is on convenience, 
choice, perceived value and 
enjoyable shopping experiences, 
we can expect to see healthy 
footfall, conversions and increases 
in average order values.

Here at Kinnersley Kent Design, 
our philosophy is simple. We design 
for your market.

How? By aligning your business 
objectives with your brand values 
and customer needs.
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