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A B O U T

LANIVATTI is a brand based in Indonesia. The brand is
selling woman's clothes for travelling. It has a sustainable
concept and also they are helping the environment by
collaborating with the local worker. Lanivatti was founded
in 2019 by Indonesian Photographer Nicoline Patricia
Malina. 

Nicoline’s background in fashion design studies led her to
nomination of the prestigious Festival International des
Jeunes Créateurs de Mode in Paris many years before
pursuing her next passion into a full time fashion
photographer and traveler.  Their price range is starting
from Rp 800.000 to Rp 4.200.000. The idea to start this
brand came from his own frustration. As someone who
loves to travel, Nicoline felt that she did not find a choice
of travel attire brands that were comfortable, fashionable,
and functional at the same time.
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Rp 840,000 - Rp 1.050.000
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Rp 860,000 - Rp 1.200.000
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Rp 792,000 - Rp 3.800.000
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 PSYCHOGRAPHIC

BEHAVIOUR 

Lifestyle      :Studying, Working, Travelling

Since Lanivatti is a sustainable brand, they used material that is comfortable to
wear, and for that they are targeting people from kids to adult. Which the
lifestyle would be studying, working and traveling  

Social Class  :
from the material that they used and the price ramge, lanivatti is targeting people
from middle to upper class. 

Interest            :
Looking at Lanivatti's product category, they arew most likely to target people
who works in creative industry. the people who are interested in fashion, art and
also coffee.

Age                           : 23 -30  years old
Occupation              : Fresh graduation,  Entrepreneur,
                                    workers in creative industry
Income                     : IDR 8.000.000 -rp 15.000.000
Gender                     : Female
Martial Status          : Single, in a relationship 
                                    or in Early married

DEMOGRAPHIC
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A t  t h e  w e s t  s i d e  o f  G r a n d  I n d o n e s i a ,  f i r s t

f l o o r ,  s t o r e  n u m b e r  1 6  n e x t  t o  l o v e ,

b o n i t o .  T h e  s t o r e  w i l l  b e  l o c a t e d  n e a r

m i d d l e  t o  h i g h  c l a s s  s t o r e  s u c h  a s  M a n g o ,

C h a r l e s  a n d  K e i t h ,  M a r k  a n d  S p e n c e r ,

P e d r o  a n d  S t a c c a t o .  W e  c h o s e  t h e  l o c a t i o n

b e c a u s e  t h o s e  s t o r e s  h a s  t h e  s a m e  p r i c e

r a n g e  l e v e l  t o  t h e  L a n i v a t t i .  L a n i v a t t i

w i l l  c r e a t e  a  n e w  c o l o r   t o  t h e

' n e i g h b o r h o o d '  b e c a u s e  i t ' s  a  s u s t a i n a b l e

f a s h i o n  s t o r e .  A l s o ,  i t ' s  a  s t r a t e g i c  p l a c e

b e c a u s e  t h e  s p o t  n e a r  T h e  C o f f e e  B e a n

a n d  S t a r b u c k s .  

S T O R E
L O C A T I O N



T H E M E   :  I N D U S T R I A L  B O H E M I A N
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C o n c e p t  :  
A s  L a n i v a t t i  i s  a  t r a v e l  b a s e d  a n d  a  s u s t a i n a b l e  b r a n d ,  W e
a r e  g o i n g  t o  m a k e  t h e  s t o r e  w i t h  a  i n d u s t r i a l  a n d  b o h e m i a n
d e s i g n  f o r  t h e  i n t e r i o r .  

S T O R E  C O N C E P T
A N D  L A Y O U T  
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A N A L Y S I S  O F  S P A C E

S T O R E  S I Z E   :

Shoes Size :   39 (24,5  cm)

Long :  39 x 41  steps = 1004,5 cm (10.045)
Wide :  24,5  x 47 steps = 1151 ,5  (11 .515)  
Spacious :  116 m2
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E N T R A N C E

M A I N  A R E A : S U B  A R E A S :

P R O D U C T  D I S P L A Y

L O U N G E

F I T T I N G  A R E A

P H O T O B O O T H

W I N D O W  D I S P L A Y

S T O R A G E  &  B A C K  O F F I C E

C A S H I E R

N E W  A R R I V A L  R A C K S  ( 2 )
B E S T  S E L L E R  S H E L F  ( 3 )
S A L E  I T E M S
T R A V E L  W I T H  L A N I V A T T I  ( 3 )
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Z O N I N G

A M O U N T  L E N G T H W I D T H A R E A  ( M 2 )
A R E A

O U T  O F
1 1 6 M 2
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P h y s i c a l  d i s t a n c i n g  q u e u e :

H a v e  o n l y  m a x i m u m  1 0  p e o p l e  i n  t h e  s t o r e .

N e w  n o r m a l  m e a n s  n e w  l i f e s t y l e .  d u r i n g  t h e
n o r m a l ,  a s  o u r  b r a n d  i s  a  s u s t a i n a b l e  b r a n d ,  w e
a r e  n o t  g o i n g  t o  h a v e  p l a s t i c  b a g .  w e  w i l l
r e q u i r e  o u r  c u s t o m e r  t o  b r i n g  t h e i r  o w n
s h o p p i n g  b a g ,  o r  t h e y  c a n  b u y  o u r  s h o p p i n g  b a g
w i t h  m i n i m u m  p u r c h a s e  o f  * n o m i n a l *  o r  i f  i t ' s
l e s s  t h a n  t h e  n o m i n a l ,  w e  w i l l  a d d  c h a r g e  f o r  t h e
s h o p p i n g  b a g .  

a s  w e  a r e  h a v i n g  a  s o c i a l  d i s t a n c i n g  a n d  n e w
l i f e s t y l e .  w e  a r e  n o t  g o i n g  t o  h a v e  c a s h  a s  o u r
p a y m e n t  m e t h o d s .  w e  a r e  g o i n g  t o  h a v e  v i r t u a l
p a y m e n t  s u c h  a s  g o p a y ,  o v a ,  s h o p e e p a y ,  o r
c r e d i t /  d e b i t  c a r d .  t h e  c r e d i t  /  d e b i t  c a r d
m a c h i n e  w i l l  b e  c l e a n e d  w i t h  a n t i s e p t i c  t i s s u e
b e f o r e  u s e .  

w e  u s e  h o l o g r a m  f o o t p r i n t  f o r  q u e u e  t r a n s a c t i o n
p r o j e c t  t h e  d i s t a n c e  b e t w e e n  o n e  c u s t o m e r  a n d
a n o t h e r  c u s t o m e r .  t o  a v o i d  u s i n g  s t i c k e r s  t h a t
c a n  r e d u c e  t h e  t i d i n e s s  a n d  c l e a n l i n e s s  o f  t h e
s t o r e ,  w e  u s e  t h e  p r o j e c t o r  f r o m  t h e  c e i l i n g  i n
t h e  f o r m  o f  a  d i v i d i n g  l i n e .  
 

N E W  N O R M A L
P R O T O C O L
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V I E W  F R O M  T H E  T O P

V I E W  F R O M  T H E  E N T R A N C E
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V I E W  F R O M  T H E  C A S H I E R

V I E W  F I T T I N G  R O O M  
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V I E W  F R O M  T H E  R I G H T  

V I E W  F R O M  T H E  L E F T
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V I E W  F R O M  T H E  C E N T E R

H I G H L I G H T  V I E  ( N E W  A R R I V A L )
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