Thisversion ofthe store invitests visitorsto be explorative. Something
that goes beyond just traveling and making use of the conventional
way of public transport. The store has a spacious layout that refers
to the brand identity of the RET. Sections of the store are connected
by making use of fluent lines that guide the customer through the
store. An overall coherence between the ftacilities is recognized.

The overall design language is clear with a purpose, but the purpose
of the facilities themselves is not clearly stated. Because of this, the
customers do not know what they can be used for. Furthermore, the
design language is too strong. As a result, the store lacks coziness
and feels too corporate. Due to the spacious layout, the store is
experienced as an arena where the employees can watch the
customers. Some customers felt watched when visiting the store.

This version is recognized as a more traditional store. Visiting the
store feels familiar.The layout is less spacious and makes use of
compartmentalization of the tacilities. The customers felt safe and
they had a feeling that their privacy was assured when visiting
the store. The addition of natural elements to the store has a
positive effect on the customers and invites them to stay longer.
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The compartmentalization can limit the sense of free to move.
Besides this limitation, this version of the store feels unstructured.
Some customers felt closed in by the objects placed in the store.

There is an excess of greenery in the interior, making it seem
ike the store is trying too hard to be friendly and welcoming
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