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created with facets that reflect 
and refract light, illuminating new 
perspectives and revealing hidden 
gems. Now, Asteri are proud to 
introduce their unique brand homes 
in four key locations in the region.

Riyadh - located in Nakheel Mall, 
reflects the eclectic brand expression 
and product range. D&P’s choice of 
mix-and-match materials, colours and 
textures - encourage discovery and 
tactility. The iconic emerald green 
Legacy Lipstick wall speaks to the 
trailblasing women who inspired 
the brand. Service features are deftly 
hidden and reveal with pops of 
joyous pomegranate pink - a nod to 
the natural flavour of the Sweet Oasis 
Lip Gloss.

Jeddah - in The Red Sea Mall has 
a smaller footprint. Passers-by cannot 
help but be drawn to the expressive 
brand facade and open communal 
play table. Jeddah is a Saudi Arabian 
port city on the Red Sea. This brand 
home is reflective of the location 
and the vitality of the Red Sea. D&P 
designed the bespoke electric blue 
central feature, together with a 
rippled metallic facia that echoes the 
sea’s ebb and flow.

Dhahran – situated in The Mall of 
Dhahran is unapologetically feminine 
and bold. Suspended strands of 
pearlescent lights - inspired by the 
Gulf’s famous Arabian Pearls draw 
you in, and cast a soft lustre on the 
undulating feature wall. Contrasting 
textures and colours of mix-and-
match elements are designed to 
surprise and show the bold range in 
its best light.

Abha - at Al Rashid Mall 
showcases the striking contours of 
the light installation that are inspired 
by Abha’s iconic Green Mountain and 
unique topography. Customers gather 
around the lilac jesmonite tables to 
explore the range. The vibrant colour 
is inspired by both the local jacaranda 
flowers and the richly pigmented 
Maha Eyeshadow Palettes. There is 
a subtle horizon line that traces the 
perimeter, paying homage to the 
local Al-Qatt tradition of women 
decorating their homes together with 
a distinct colourful line. It also reflects 
the name of the brand’s liquid liner 
“HERizon Eye Liner”.

Dalziel & Pow (D&P)
www.dalziel-pow.com 
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Dalziel & Pow
(D&P)

Asteri Beauty
Saudi Arabi

Named after Asteria, the 
Greek goddess of falling 
stars, Asteri has taken a 
constellation approach to 

retail, with four new brand homes 
reflecting their locations. Each site 
celebrates local heritage and beauty, 
while representing the beautiful 
diversity of women.

Asteri has invested in creative 
retail pop-ups, community building 
and forming pioneering strategic 
partnerships as the official beauty 
partner of the inaugural Saudi 
Fashion Week, following its digital-
first launch which was exclusively 
revealed in Vogue Saudi Arabia.

All four brand homes invite 
customers to engage with Asteri, 
discovering the full range whilst 

Asteri Beauty continues to invest in boutique brand homes in Saudi Arabi to place 
A-beauty firmly on the map, with home-grown high-performance make-up with soul. 
Dalziel & Pow’s (D&P’s) guiding vision of “sisters under the stars” has steered the brand’s 
development, behaviours, and retail expression.

offering the opportunity to pick up 
exclusive gift sets and accessories. 
Private consultations are available or 
customers can enjoy the exclusive 
stargazer’s lounge complete with an 
iconic light installation.

Asteri Beauty is committed to 
investing in brand homes designed 
for the sisterhood - reflecting the 
changing role of physical retail as a 
place to connect. The Asteri brand 
homes are a place to meet like-
minded people, learn from each 
other, enjoy social shopping without 
pressure, and celebrate local heritage 
and stories while reflecting a new face 
of Saudi Beauty.

The first retail pop-up landed 
in Riyadh in 2023. The impact was 
dramatic, with a bold landscape 
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Dhahran – Suspended strands 
of pearlescent lights - inspired by 
the Gulf’s famous Arabian Pearls 
draw you in, and cast a soft lustre 
on the undulating feature wall.
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Abha Riyadh

Dhahran

Sisters under the stars

Jeddah

a more holistic approach to brand 
storytelling. These considered VM 
and comms moments throughout 
the customer journey can be flexed 
for Crocs’ evolving brand and 
product narrative.

While additional window and 
entry zone components allow for 
a more diverse range of storefront 
configurations, our updated Crocs’ 
fascia concept possesses a higher 
impact design to attract greater 
footfall, particularly into mall-based 
stores with an open front.

Requiring an extended and 
more diverse display system to 
accommodate Crocs footwear of 
vastly different shapes and sizes, 
we also increased the amount of 
shelving available on the perimeter 
wall and integrated more product 
display opportunities into the 
midfloor configurations to showcase 
multiple different products in the 
Crocs portfolio at one time.

With successful application of 
the global store concept elevations 
to the pilot store at Wushang 
Dream Mall in Wuhan, China, we 
look forward to working on further 
exciting projects as part of our 
continued partnership with Crocs.”

Briggs Hillier
www.briggshillier.com

“In 2019, we designed a global store 
concept for Crocs that captured the 
core DNA of the iconic footwear 
brand, helping to build brand 
recognition through consistent 
brand presentation. Now found in 
over 1,000 retail outlets worldwide, 
Crocs has grown exponentially with 
annual revenue rising from $1.23 
billion in 2019 to $4.05 billion in 
2024 – a 229 percent increase in just 
five years.

Supporting Crocs’ continued  
strategy, we recently introduced an 
elevated concept that draws on our 
understanding of fluid consumer 
behaviours within different regional 
markets and the ever-shifting 
shopping preferences of Crocs’ 
customers.

To capture the evolving growth 
of global markets within the 
store concept, we first enhanced 
customisation and personalisation 
opportunities for customers. 
The elevated ‘Creation Station’, 
developed specifically for the APAC 
region, accommodates higher 
traffic and significantly greater 
Jibbitz display and storage. Further 
strategic considerations include a 
revised store layout accounting for 
customer journeys that prioritise this 
customisation and personalisation 
touchpoint as a primary store zone.

We also incorporated seamless 
visual merchandising and comms for 
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A1 STORE DESIGN

What are the basic 
principles of store design 

that every retailer should be 
aware of? A range of store 
design professionals offer 

their advice alongside some 
inspiring case studies.

Lucy Mister, Marketing Manager at Briggs Hillier:It’s all in 
the design 

Images courtesy of Briggs Hillier.
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multi-sensory experience, allowing 
shoppers to associate the brand with 
positive holiday emotions.

In addition to the experience, 
pop-up shops foster a sense of 
community and exclusivity. Brands 
can use these spaces to debut 
limited-edition holiday products 
or offer personalised services, 
such as custom gift wrapping or 
tailored recommendations, which 
make shoppers feel special. These 
tailored interactions not only 
increase customer engagement 
but also encourage word-of-mouth 
marketing and social sharing, as 
people love to showcase their unique 
finds and experiences online.

Finally, pop-up shops can 
strategically leverage their locations 
in high-traffic areas, like shopping 
centres, department stores or 
popular shopping destinations to 
attract Christmas shoppers. The 
physical presence allows the 
brand to connect with customers 
face to face, creating personal 

“Pop-up shops are a powerful 
tool for creating excitement and 
increasing engagement around a 
product or brand, especially during 
the lead up to Christmas. These 
temporary retail spaces offer a sense 
of exclusivity and urgency, as they 
are only available for a limited time, 
driving curiosity and encouraging 
immediate action. Shoppers are 
drawn to the unique, often one-of-
a-kind experience pop-ups provide, 
making them ideal for the festive 
season when consumers are looking 
for special gifts and experiences.

One of the key ways pop-up 
shops generate excitement is 
through their experiential nature. 
Unlike traditional stores, pop-ups 
can focus on immersive experiences 
that allow customers to engage 
with the brand on a deeper level. 
For example, a pop-up could 
feature interactive displays, product 
demonstrations, or festive activities 
that capture the Christmas cheer. 
This creates a memorable, 

October 2024

interactions that build loyalty and 
trust, especially important during the 
festive period.

Pop-up shops generate 
excitement by offering exclusivity, 
creating immersive experiences, and 
fostering direct engagement, all of 
which help elevate a brand’s visibility 
and appeal in the busy lead up to 
Christmas.”

Northbanks
www.northbanks.co.uk 

28 www.a1retailmagazine.com
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James North, Founder of Northbanks, comments:

Images courtesy 
of Northbanks.

“Pop-up shops 
generate excitement by 

offering exclusivity, creating 
immersive experiences, and 

fostering direct engagement, 
all of which help elevate a 

brand’s visibility and appeal 
in the busy lead up to 

Christmas.”

www.a1retailmagazine.com

lights can be turned off if needed. 
Having dogs and people in our 

store can become quite noisy. If 
anyone identifies as autistic and/or 
having a noise sensitivity, we advise 
them of our quieter shopping times. 

We also try as much as we can to 
keep our doors and windows open to 
encourage air flow and minimise any 
strong odours from products which 
many of our dog products have. It’s 
also important to keep the store as 
clean and dust-free as possible. 

Many autistic people will often 
use the internet to see what a place 
is like before visiting. By providing 
lots of photos of the shop and us 
on our website and social media so 
shoppers know what and who to 
expect can be hugely helpful. We 
also have a virtual tour of our shop 
online.  

Customer service is also key. If we 
have an autistic person in the shop, 

In December 2021, we opened 
Woof The Yorkshire Dog Shop. 
As a family-owned business, we 
wanted the store to provide an 

employment opportunity for our 
son Toby, who has autism. 

Autism often 
encompasses a range 
of different traits. 
These can include 
behaviours or 
responses to certain 
triggers and each 
person’s traits can differ 
from the next. However, 
there are some common 
themes which retailers should look 
to incorporate into their stores to 
varying degrees to become more 
accessible for neurodiverse shoppers.

When we started to design our 
own store, it was with Toby very 
much at the forefront. We considered 
what he struggled with in other 
shops and adapted our store design 
to meet his needs.  

Our top priorities were design, 
stock, lighting, noise, smell, 
cleanliness, preparation, touching, 
and customer service. Focusing on 
store design, we opted for shelves 
that are very open, clean lines, and 
plenty of space to move around. Our 
son struggled with aisles that were 
too close together and difficult to 
move along.

We also hold minimal stock in 
terms of quantity and ensure not too 
much is on the shelf at any one time, 
so it doesn’t become overwhelming. 
Our son found it difficult when stock 
was piled up on top of each other so 
you couldn’t see what was available. 

Having artificial lighting, 
especially fluorescent lighting, can 
be too bright and the buzz can cause 
sensory overwhelm. Instead, putting 
spotlights over the products can 
help, as can glass frontage so the 

Natalie Press, Founder of Woof The Yorkshire Dog Shop, tells us how 
retailers can make their stores more suitable for neurodivergent shoppers, 
after opening her own more inclusive pet shop inspired by her son, Toby.

November 2024

we know what to expect. Training 
your staff to recognise the signs of 
neurodiverse shoppers and how 
to act accordingly will help them 
to feel acknowledged and better 
understood. 

Whilst the above is very much 
autism-led based on our own son 
and store, we believe the above 
principles can help people with other 
neuro diversities and mental health 
conditions too. 

There is a lot more information 
and resources now available for 
retailers looking to create a more 
inclusive shopping experience. From 
adapting the store layout to training 
staff, all retailers should be striving to 
serve the neurodiverse community 
better.  

Woof The Yorkshire Dog Shop
www.woofthedogshop.co.uk 
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