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Design Approaches for Supermarket Interior Layouts that Support Cross-

Generational Shopping Behavior: A Case Study of Medium-Scale Supermarket

Supakarn Phuapradit!”, Pasit Liniva' and Siriwan Rujibhong!

'Architecture, Bangkok University

*Supakarn.phua@bumail.net
Abstract

This research aims to investigate the purchasing behavior of consumers across different generations
and to analyze the influence of interior layout design factors in medium-sized supermarkets on the shopping
experience. The study focused on the significance of product zoning, customer circulation, and visual
accessibility in supporting efficient purchasing behavior. A mixed-methods research approach was
employed, integrating both quantitative and qualitative methods. Quantitative data were collected from
200 consumers representing four generational groups: Baby Boomers, Generation X, Generation Y
(Millennials), and Generation Z. Qualitative data were obtained from 16 key informants through in-depth
interviews, behavioral observations, and participatory layout design activities using a Participatory Board
Game conducted in medium-sized supermarkets located in Bangkok and its metropolitan area.

The findings indicate that consumers from different generations exhibit distinct purchasing behaviors,
movement patterns, shopping motivations, and spatial perceptions. These differences lead to varying
requirements for supermarket interior layouts. The study reveals that layouts featuring clearly organized
product zones, continuous circulation routes, and high visual accessibility to key shopping areas improve
shopping efficiency, reduce customer confusion, and enhance the overall shopping experience for
consumers across all generations. The findings provide practical design guidelines for supermarket interior
architecture, retail space management, marketing strategy development, and future commercial space
planning. Furthermore, the proposed design recommendations contribute to creating shopping
environments that effectively respond to the needs of consumers from different generations while

promoting a high-quality and sustainable shopping experience.

Keywords: Interior Layout, Medium-Sized Supermarket, Consumer Behavior Across Generations
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1. unii1 (Introduction)

v o :4'

s c s & & dyv A dAa o A Aa Y a 9 A 1 o o
ﬁLU@'ﬁN’]'ﬁLﬂﬂLUuWUVIﬂWUaﬂMQJUVIU’IVIﬁWﬂWGl@ﬂ’]iﬂ’]Luu‘U’m‘UENQJJUSIﬂﬂSLuQﬂ‘ﬂﬁ]ﬁ!‘u‘u 13JLW§J\1LLG]V]’]MN’]V]

]

a v

& A o | a v = 1o & & dd o o a aa a a &
L‘Uuﬁmu‘wﬁ]’Wm’lEJGUPHE]UIﬂﬂ‘UiIﬂﬂLLMUQL‘Uu‘wuv}‘wﬁz‘ﬂa‘ugﬂLLUUﬂ’ﬁmLuuGIJ’JG} qurﬁiuﬂ’]im@ﬂ%aauﬂ’l Lhay

o A

Usgaunmsainsldnuvesfuilnaluwazdaeds nmssenuuudsiuinigluglesunifiniaduladuddyidmwa

o

s s

sousAnsnmlumadentodud mazainlunmsliny uazanufiselavesiuslng egdlsinu gueduniifn
ywanansludszimalnedlvgdinddduumensdadenuiyatiussans iwlunmsdansduduasnisuims
fufiloifinonuedundn wnndinisesnuuudiddsdsanuuansis YoangAnssuR uTlnalulsasialueLstu
dealvigldauuanguuszautgmlunisAumaud n13suimunimadlauaun n1siEendunIufiu waen1sidn
Nuftneludn sudafamiuduailumsdyasuarmsuoadiuduilidneu Ssenadmansenusioszaunisalnig
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NSAULUIANIIUALY (Research concept framework)
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(Dependent Variables) Insfingaaiueisdu iududs ividnasonsiuiuasufduiusiunug

A1919% 1 LANINTOULWIAANITINY (Research Conceptual Framework)

f2uU59d52 (Independent Variable) fiauusnnu (Dependent Variable)
P
Asivarieu WUININTBONRUUNI dERAAG DIl ULAALIALLBLTTY
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2. MUNIUITIUNTIU (literature Review)
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LLUBLITUNE 1981-2000 | w@ulpanieuiudumesiiauazinalulad linnuddgyiuusvaunisal
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RGeS 2001-2020 | Wungu Advaluiin (Digital Native) fuineiude dspmeeulatiazns
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vosRUsnAkiayYIede WeaisUszaunsalnisidnuniivssdninnuasdaasunsdnduladendadu [4,5]
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2. K92939U (Loop Layout %38 Racetrack Layout) 1dunisimuadumadundnliduilaaiiueiiu

duarluvanelau Yreiunisueniududi nszqunsdelaslaldanunudamin (mpulse Buying) waziiia
A aﬂl a ¥
8YLIAINTTADNTOEAUA [6]

3. 498632 (Free Flow Layout) 1ugunuuitiupnudeangulunmsindoulninisludu Lifinsivun
Wumaiumeda Fauasisusseniadeunate Walenaliguslnadisiadudnlaedsdasy wangdmsuiudg
v v L4 45/ a ¥
ADINTATNUITAUNITUNITTDAUAN [8]

4. demsn (Mixed Layout) un1suszendlidefvesimaneguuuusiuiu iielimunzauiuussunan

AU VANLN LangRAnTINYRILUSLAA eLiunsUseavannnisidiiunuazaunmvesUsEaunsainIsdeNnTe

AuAn [6,7]

GRID FLOOR PLAN LOOP FLOOR PLAN

FREE-FLOW FLOOR PLAN

i
. . I

-

A 1 ULUURS 113 3 WUU 970 Store Layout and Design. Westga.edu, n.d.

i ; https://fitsmallbusiness.com/planing-your-store-layout/

A 2 UKUUSKEY 970 Storehub

i http://www.storehub.com/th/th/blog/increase-sale-nine-store-layouts
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INUNAIY 1389 “Retail Store Layout Optimization For Maximum Product Visibility” [10] lananagis
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Snvaszndnldud Toundn (Core Zone) dwiududsniuiifinsdedives Tguaduayw (Support Zone) v
wsudsvaunisalnsge wu onsndeusudstnu wiewrsesiy Teulusludu (Promotion Zone) %’ﬂ%ﬁqammm
auiw,azﬂizﬁumi%assazg’u lguU3NI3g (Service Zone) g a;msﬁ’ﬁsﬁw%aﬁuﬁﬁmiau ilosuasALazaINLn
it nsdalauegradusvuutieiuUssansamnsldud fnuafiamsnisindeulmussgndn Winszezians
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2.5 Jadanmuindouneludwiidinasenginssunisidente

n15Anw nud1 anmiandounisluitu (Store Atmosphere) fiartatanuinistevesuslnanaisdiu
osdUsznavddy ldud Anuazen (Cleanliness) Suiiazornazasnsanudsvivlausniia silsifuslnasdn
Uaeafouazazainauiy o1adwalildinatogluiuuiudunasfuuildud oduduind udae ndu
(Scent/Fragrance) naufivestisasisussoimaiivhanduazanansaidonlosiuuusus uasaing (Lighting) wasdl
iganewasuzauteliduigeuiiulddn nsdaanuaznisuansdud (Display/Layout) Msdannadudiu
suifsunasiavlatisligniudinfeduildineuazaiiaszaumsallumsiduia doamas (Music) Ussnniias

a v

wardwnranansntienseduesuallunisidentedudile d (Colon Alinaraaisunivawuilng winavasdsoianun

a

nsdelavnsemutiosninesdusenoudug gaungd (temperature) meludruunulsifinasoramnmsdovodasnsg
wsivnngand Adaeviliusssmansiiugdudndamaunndsdulastatoimuniduiusituuundn nsman
\JeUszaunsal (Experiential Marketing) [11] ﬁa{ﬂ%’ussmmmﬂué"aﬂaWﬂumiﬁamimwﬁwdman%’wuu,as
nszfuensuaivesfuslna Whanaufewelaazesnnduuilduimeeidnads Fadudmuneddyesnis

ponuuUNuNgmdisdlugatagiu [12]

3. 35115938 (Research Methods)
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Uszmnslunsidsléun fuslailéuinsguesinfifnuanardluansanmuazUiuuma Tnofimun
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Fenunn fIdedndenylvideyandn (Key Informants) fe38n15idonuuuiangas 31u3u 20 au Ysznaulusae
(1) fUszneuInIndunisesnuuuvieaniUin $1uau 8 au waz (2) fuslaaimiluiliuimsyesindiindy
Used Sunu 8 Au Tudesnguasauauiitningn 4 nauaiwelsiy welHldumesiivanraeadiuauiiu
nseonuuULazUszaumsainsldnuiiuioss
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woan1veInsauuiA (Cronbach’s Alpha) ﬂ?iLﬁU%@Qﬁﬁ’]LﬁumﬁijNlﬁ@umﬂi’]ﬂu - flunAw 2569 TINTELA)
2 o Fudutiaumanianguiuuas uaaulml suldudrnnanduilaaiinisduiieduigulnauslaagainding
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4. uan15338 (Research Results)
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uAAaAIY | BABY BOOMER
LNl
P | Sowar | duau | Fesay | 9wu | Fewaz | 9w | Sewaz | 9w | Sewaz
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Laiszyme 5 25 7 35 1 05 4 2.0 17 8.5
374 38 19.0 66 33.0 68 34.0 28 14.0 200 100
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ngu Baby Boomer dd1uau 38 au Asilufovar 19.0 ses@wnfe ngu Gen X $1uau 66 AU Anduseuay 33.0
ANAIGU
= a = dy ! VoA 1 ra Y a 3y 1%
Han1sAnwngAnssunsdendenuin guilnadiulvgdelduinig Tops uay Lotus’s Marketlagidnly
1FUsnsilulsean faldanewnieneniausyana 1,000-3,000 v wenaniitadeniidnsnanenisinauladente
a v ] v Y & a v o a v v o& a a & v a v v
dudnuniige lawn Wsludu weaidudnaudn vduasain axvieuliiiuimginssunisidendevesduilaalyld

¥
o

Juagiunnudensyeduiniisioginien uidaldsudnsnaannmsianduiuaraninwindeunigluinudnie

A1319 4 NYANITIUNITEONTBLALNITLENUN

guesiniiinidesldusms Tops Wag Lotus’s Market
auilunsidlduinns vasass / 1uusyin
AldaneLadesionss 1,000-3,000 UM
swevnanadslumadente Uszanal 30 il - 1 Halus
anwENITRAUM Fovasiindlauazgauddudiude
nauAuAidongeNiign vosldludu uarermnsan
Pafunszdumsindulate TusTudu / uoadiududisudn / Buazen

4.2 wamsAesidadeduniseanuuudinelufidwanenisidendeudlugesunsiiavuianans
o a & o o v o & A oY a ] o v Y .
HaN13d15IIAUAATILALITUFULUUNSIRdsiun ey wud fuslaadulvgfliaudAnyiu Grid
Layout annfian tesnduguuuuivaglianunsanssiudumladanu Insdanunngduiegrndussuu uay
fdumsdyasiidnladie dwalviguslneanunsarumauilaazainiazannnuduauseninanisidendedudn
Tusihuesduszneureaniseenuuy graviuudeunsiliruddayiunisdnlaududn (Zoning) nsueaiudus
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A7 12 U Gen Z Sauvinfianssy

5. Msaiuseka (Discussion of Results)

uansifouandiiiuin noinssumadentodudvesiuilnalugefiniifnuuanandlianuddyiu
'anadladisresiud® inniianududauresguuuuis negneuuuuasuniud-uluajien (Grid Layout)
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Tuwldudenldweiulufiamaieniu lnsaniz (Grid Layout) hagn1sdnlauduaidaau wandiidiuintdade
AuANavaINluNstdnuiisnsnadenisidentgiunuinnidadeimuens Fuaneneanauideusduiaued
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6. unagu (Conclusion)
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