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Abstract 
With the development of the economy, the change of consumer culture and the impact of the Internet, 
many offline bookstores have disappeared. According to the Korean Bookstore Manual (한국 

서점편람) since 1996, when bookstores in Korea were 5378, the number of bookstores has declined 
by more than 60%, counting in 2015 only 2166 stores. According to statistics from the National 
Statistical Office (통계청 통계자료), in 2017 58.4% of purchases were made via the Internet and 
41.6% of purchases were made by person in offline bookstores. Therefore, the aim of this study is to 
analyze offline bookstores’ reading space through a comparative analysis study based on young 
people’s experiences, and identify the requirements to design a space that meets users needs. The 
research team selected two large offline bookstores in two of the main areas of Seoul where young 
people gather, Gangnam-gu and Mapo-gu, and divided users in their 20s and 30s into four groups 
according to their visit frequency. The research method is as follows: First, related literature and 
previous researches have been analyzed in order to give a theoretical consideration about reading 
spaces and user experience, and thus derive the elements useful to conduct this study. Second, the 
behavior inside the space by each user group has been observed, and through interviews and surveys 
usability and satisfaction levels have been identified and analyzed. The derived results were analyzed 
and divided into a five-point scale. Third, by deriving requirements from surveys’ results, the directions 
for reading space planning have been presented. 

According to the previous researches, the five design elements that affect users visit frequency are 
five: comfort, sensory stimulation, zoning, interactivity, and diversity. The results of this study show 
that the main reasons why people visit a space are comfort and zoning. The choice of spatial form, 
spatial alignment, spatial furniture, lighting, color, and exhibition layout are the elements that attract 
the users' attention, by arousing their desire to experience and, at the same time, by giving 
psychological comfort and safety. Moreover, according to the zoning concept, balancing the various 
elements and connecting efficiently the spaces ensure that the movement flow is not obstructed and 
that the user feels at ease. 
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1 INTRODUCTION  
Through the years traditional consumerism and consumption patterns have changed dramatically, and 
with them also the reading process in bookstores has changed to the point that in some stores these 
spaces no longer exist. But even when this space is present, is often small and uncomfortable 
represent a huge problem when it comes to talking of maintaining their cultural role in the society ([2]). 

The process of purchasing and reading in a bookstore is multi-layered, and offline bookstore space 
can also change the way of experiencing the customer's emotions. However, securing readers through 
the design of reading spaces is the biggest problem that bookstores have today. 

Therefore, in this study, through a comparative analysis study of the experience inside the reading 
space by young adult users, we present a guideline to design an offline bookstore’s reading space 
plan that meets users’ needs.   

2 METHODOLOGY 
Based on the user experience characteristics, this study examined the current status of the reading 
space in offline bookstores.  

The research method is as follows: 
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Research of previous papers about the bookstore's reading spaces according to the user experience 
elements. 

Gather information about young users through field observation, interviews, and surveys. 

Propose directions to plan an offline bookstores' reading space by summarizing the survey results. 

3 RESULTS 

3.1 Theoretical Consideration  

3.1.1 Bookshop’s concept 

"Offline bookstore" is the generic term for all the stores physically existing, where books are sold. 
There are small bookstores run by individuals or chain bookstores, situated both in independent 
locations or inside shopping malls. The function of bookstores is to spread ideas, spread culture, 
connect readers, and promote new authors. Bookstores can sell related goods, such as magazines, 
newspapers, maps and even stationery, as well as books. Nowadays the familiar and popular image 
of the bookstore has changed a lot. The exclusive and closed atmosphere of old-fashioned bookstores 
with the elite as their main customers disappeared, giving space to a bright, open atmosphere in which 
customers can find the books they want on their own ([2]). 

3.1.2 The User Experience Design 

User experience design (or UX Design) is that design area that creates products to provide meaningful 
and relevant experiences to users. It creates a positive experience in the consumption of a product or 
service through a holistic and diverse perception, sense, recognition, and behavior. “User Experience 
Design” is a user-centered discipline and has a multidisciplinary nature, deeply related to psychology, 
anthropology, computer science, marketing, graphic design, and industrial design ([3]).  

There are a lot of different specific areas of user experience, but there are five core overarching areas 
that are necessary when it comes to design and develop products ([4]). These areas are Usability (a 
product must be easily understood and used without difficulty), Utility (a product must be useful), 
Functional Integrity (a product must be functional and reliable), Visual Design (a product must be 
visually appealing and edifying to use) and Persuasiveness (a product must be able to get people to 
use your product and do key tasks). 

Psychologist Donald Arthur Norman ([5]) asserts that the design of most objects is perceived on three 
dimensions (visceral, behavioral and reflective level) and for this reason, a good design should 
address all three levels in the same way. The visceral dimension refers to the use of color, material, 
form, pattern, etc. by designers in spatial design to directly stimulate the consumer's senses to 
produce an immediate emotional response from physical stimulation. Indeed elements such as spatial 
layout, furniture, lighting, music, joint to the visual aesthetic, colors and material selection attract the 
customer's attention and actively engage him in the use of space. The behavioral dimension 
emphasizes a person's involvement inside the space, it refers to the controlled aspects of human 
action, where we unconsciously analyze a situation so as to develop goal-directed strategies. The 
reflective dimension is the highest level of experience and refers to the inner reflection, of conscious 
thought, of learning of new concepts and generalizations about the world. These three dimensions, 
while classified as separate dimensions of the emotional system, are linked and influence one another 
to create our overall emotional experience of the world. 

However, when it comes to design a physical space, and more specifically inside a bookstore reading 
space, the first thing we need to worry about is achieving comfort through the space layout in order to 
create a traffic flow that makes the experience pleasant and trouble-free.  

According to this, different researches that individuated the design elements have been analyzed 
(Table 1) and between all the mentioned elements only the ones who appeared more often have been 
chosen to create an analysis framework. The experience characteristic was combined and re-
classified into comfort, sensory stimulation, zoning, interaction, and diversity, as shown in Table 2 ([6], 
[7], [8], [9], [10], [11]). 
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3.2 Case Analysis 
The chosen survey targets are two big chain bookstores in two of the main areas of Seoul where 
young people gather: YP Bookstore in Gangnam-gu and Kyobo Bookstore in Mapo-gu (Table 3). The 
analysis of both spaces conducted according to the analysis framework has shown that each space 
division is clear but efficiently connected according to their layout. Colors and lighting stimulate the 
user's vision but they are simple and lack of creativity. The books' variety is huge but reading spaces 
are small, almost absent, and force people to read standing. 

3.3 User Behaviour Analysis and Results  
The costumers' behavior has been analyzed through interviews, surveys and also by field observation 
in order to individuate what affects the frequency of young people's visit to offline bookstores, 

3.3.1 Survey Analysis and Results 
First, the frequency of the visits has been divided into 4 groups (frequently, once a week, once a 
month, and almost never) and the users' experience has been analyzed by using the five design 
elements as a guideline. (Table 4) 

Through user survey analysis, the results show that users who frequent Mapo-gu once a week and 
once a month, chose comfort as the first reason why they go there often, while users who go in 
Gangnam-gu at least once a week, chose comfort and diversity. Out of the five characteristics, 
anyway, comfort and zoning are the most chosen. In other words, the choice of space form, space 
wire, space furniture, lighting, color, and exhibition layout creates in the user the desire to experience, 
and at the same time create a feeling of comfort and safety.  

Each experience varies user by user, and it is possible to have various experiences in any space, but 
even if the bookstores are different the general feeling that these spaces create is the same. However, 
it would be useful if the bookstore space satisfies the user's needs better and, starting from the user's 
point of view, introduce new design elements in order to make the readers feel at ease and attract 
more customers. 

3.3.2 Behaviour Analysis and Results 
Second, after focusing on the design elements to analyze the space, also the user’s behavior inside 
the bookstore has been analyzed to identify the satisfaction of the service according to the traffic flow. 
This time, however, in order to understand even better what makes them satisfied and what not, so to 
understand what needs to be improved, the attention has been focused first on the users that often 
frequent these spaces and then on the other users.  

According to the user’s actions, the two stores have been divided into 3 areas: Book 
exposition/reading area, CD area and cashier area (Table 5). To analyze the flow of each activity 
inside the space, a five-point scale has been used to indicate the satisfaction level: very satisfied (5 
points), satisfied (4 points), mediocre (3 points), discontent (2 points), and very dissatisfied (1 point). 
The results of the research were analyzed and the results were summarized in Table 6. 

Table 6 shows that people are more satisfied with the overall use of bookstores in Mapo-gu than in 
Gangnam-gu. In detail, Mapo-gu got five points regarding the ease in finding books, while Gangnam-gu 
got five points regarding the variety of books. As for the CD area, Mapo-gu boasts a better selection and 
a wider listening area than Gangnam-gu. The cash area has the same average score as the services 
offered are the same. The only disadvantage is that in Gangnam-gu the cashier area is small and is right 
next to the entrance, which creates discomfort for those waiting in line and those who have to pass. 

After analyzing the level of satisfaction of the users who visit these stores most frequently, the 
attention has been drawn on the other users and the results have been summarized in Table 7. 

The table shows in general that people are more satisfied with the bookstore in Mapo-gu than in 
Gangnam-gu. However, Gangnam-gu has a higher average score than Mapo-gu's in two areas: Music 
area and cashier area. Even if the CD selection is almost the same in both the stores and the listening 
area is more comfortable in Mapo-Gu, users who visit less often these stores prefer YP Books when it 
comes to talking about the music area. The same is for the reading area in Mapo-gu. Users who 
barely visit the store prefers Kyobo bookstore since the alleys are wider and there are more seats. 
However, the flow of these spaces shows that the satisfaction level of the four users is mostly normal 
and satisfactory, and only a few categories are pretty dissatisfying. For example, users who frequently 

3873



use the space and those who use it once a week are very unhappy with the poor CD selection. Users 
who use this space once a month are unhappy with the book disposition and sometimes it can be hard 
to find a specific book. In general, however, the Flow analysis shows that who visit the bookstore once 
a week is the most satisfied.  

3.3.3 Guidelines for Figures and Tables 

Table 1. 

 Author Description 

1 Seok Yeong The brand image is created using various visual elements. 

2 Lin Jin-Ji Aesthetic elements create the visual experience. 

3 MooN EUN-MI The union of ancient structures and new functions leads to the creation of an interesting 
space with a unique atmosphere. 

4 Kim Mi-ji A COMPREHENSIVE FOUNDATION ENABLING A PROPER SOCIAL RELATIONSHIP 
AND DIVERSE SOLIDARITY. 

5 Lee Seok-ho Experience space means to interact with it through the body.  

6 Zhang Juan The traffic flow and comfort enable readers to efficiently and comfortably read and 
interact with each other. 

Table 2. 

Characteristic Description 

Comfort 
A1 Comfort in the space: quiet space, sense of safety 

A2 Household comfort: size, shape, and materials should create a sense of comfort. 

SENSORY  
STIMULATION 

B1 Create PSYCHOLOGICAL AND EMOTIONAL STABILITY USING LIGHTING, COLOR, ETC. 

B2 STIMULATE THE SENSES THROUGH DECORATIONS AND PROMOTE THE DESIRE 
TO BUY. 

Zoning 
C1 Space divided by function, and efficiently connected through the space layout. 

C2 EACH ZONE IS CLEARLY DIVIDED. 

Interaction 
D1 Enhance the interaction between users and books through the books’ exhibition. 

D2 Promote people-to-people ideas exchange through cultural events. 

Diversity 
E1 Bookstores should carry out various activities to spread the culture of the place. 

E2 The bookstore is a diverse cultural experience space and satisfies the users' demands 

Table 3. 

Name KYOBO BOOKSTORE YP BOOKS 
Typology Large Bookstore Large Bookstore 

Address 384-31 HAPJEONG-DONG, MAPO-GU, 
SEOUL (BASEMENT FLOOR) 

SEOUL, GANGNAM-GU, YBM GANGNAM 
CENTER, 1ST FLOOR. 

Surface 450㎡ 380㎡ 

Floors 1 Floor 1 Floor 

Areas RETAIL SPACE, READING SPACE, 
EXHIBITION SPACE, CULTURAL ACTIVITY 
SPACE, STATIONERY SPACE, REST AREA. 

Retail space, stationery space, reading space. 

Images 
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Table 4. 

Visit 
Frequency Store 

CHARACTERISTIC 

Comfort SENSORY 
STIMULATION Zoning Interaction Diversity 

A1 A2 B1 B2 C1 C2 D1 D2 E1 E2 

Often 
KYOBO BOOKSTORE ● ● ● ○ ● ● ● ◐ ◐ ● 

YP BOOKS ● ● ○ ◐ - ◐ ● ● ○ ◐ 

Once a 
week 

KYOBO BOOKSTORE ● ● ● ○ ● ◐ ○ ○ ○ ● 

YP BOOKS ● ● ◐ ◐ ◐ ◐ - ● ● ● 

Once a 
month 

KYOBO BOOKSTORE ● ● ○ ◐ ○ ● ◐ - ○ ◐ 

YP BOOKS ○ ◐ ○ ○ ◐ ◐ ● ○ ● ● 

Rarely 
KYOBO BOOKSTORE ○ ◐ ◐ - ● ● ● - - ○ 

YP BOOKS - ◐ ◐ ◐ - - ● ○ ● ○ 

Legend:  ● High, ◐ Medium, ○ Low, - Zero 

Table 5 

Book exposition/reading area CD area Cashier area 
1. Finding a book in the list of books 
2. Thinking about which book to take 
3. Selecting one Book 
4. Reading a book 
5. Putting back a Book 

1. Finding a CD 
2. Listening to a CD 
3. Putting back a CD 

9. Getting to the checkout counter 
10. Asking for information 
11.Creating a membership card 

Table 6 

Visit Frequency 

KYOBO BOOKSTORE 
Total 
score Exposition/reading area CD area Cashier area 

1 2 3 4 5 6 7 8 9 10 11 

Often 5 3 3 4 4 1 4 2 3 4 2 35 

 

YP BOOKS 

 Exposition/reading area CD area Cashier area 

1 2 3 4 5 6 7 8 9 10 11 

Often 4 3 5 1 4 2 3 3 3 3 3 34 

Table 7 

Visit Frequency 

KYOBO BOOKSTORE 
Total 
score Exposition/reading area CD area Cashier area 

1 2 3 4 5 6 7 8 9 10 11 

Often 5 3 3 4 4 1 4 2 3 4 2 35 

Once a week 4 4 3 4 4 1 3 2 2 4 3 34 

Once a month 5 4 3 5 1 2 2 3 5 3 3 36 

Rarely 4 3 5 5 3 3 2 2 3 3 4 37 
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Total score 18 14 14 18 12 7 11 9 13 14 10 142 

 

YP BOOKS 

 Exposition/reading area CD area Cashier area 

1 2 3 4 5 6 7 8 9 10 11 

Often 4 3 5 1 4 2 3 3 3 3 3 34 

Once a week 3 4 3 4 4 1 3 3 4 2 5 36 

Once a month 3 2 2 1 2 5 4 2 4 4 3 32 

Rarely 3 2 3 4 1 3 4 1 4 4 2 31 

Total score 13 11 13 10 11 11 14 9 15 13 13 133 

4 CONCLUSIONS 
The results of the study are as follows: 

• The instinctive dimension of the experience of emotions, such as the combination of feelings of 
colors, expression of materials, and delivery of forms, should be used to stimulate the feelings 
of vision, touch, and hearing through a design that stimulates consumers directly through the 
senses. 

• Among the five design elements that affect the most the frequency of visits are comfort and 
zoning (Mapo-Gu) and comfort and interactivity (Gangnam-Gu). In other words, the space 
layout makes sure that the spaces are well defined but in the same way, efficiently connected 
and consequently will make the user feel comfortable and increase the desire to experience. 

• The traffic flow analysis of each group of users shows that people are more satisfied with the 
overall use of Mapo's bookstores than in Gangnam. For book viewing, Mapo-gu scored more 
points than Gangnam-gu, while Gangnam-gu scored more points for listening to music, 
meanwhile, the overall evaluation of the two spaces is the same for the stationery items. 

In general, therefore a reading space has to be created by taking into account the overall spatial 
comfort in each degree of personality angle and spatial interest by reasonably placing the 
classification, size, etc. to optimize the bookstore space. 
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