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Abstract

Interactive design for commercial space displays represents a captivating realm within the con-
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temporary business milieu. Conventional display techniques have fallen short of satisfying the
modern consumer’s appetite for personalized and multidimensional interactive encounters. Con-
sequently, it becomes paramount for commercial spaces to seek out more ingenious and inventive
interactive display designs. In this study, we embark on an exploration of commercial display space
design, drawing inspiration from the multi-sensory interactive experience, using Wanxiangtiandi
in Nanjing as a prime exemplar. Renowned for its distinctive display and interactive encounters,
Wanxiangtiandi, as a prominent commercial complex in Nanjing, has garnered considerable atten-
tion. By meticulously scrutinizing Wanxiangtiandi’s display modalities, interaction design, and
user feedback, the present inquiry endeavors to uncover the impact of multi-sensory interactive
experiences within commercial spaces. Subsequently, we aim to extract invaluable insights and
practical solutions from this analysis, which can be applied to both the practical implementation
and scholarly exploration of commercial display space design.
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Figure 1. Electronic screens in the sports brand exhibition area
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Figure 2. Multimedia screen with Chinese style screen layout
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Figure 3. Outdoor sports brand image positioning display
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Figure 4. Vientiane bubble mart vertical sculpture
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Figure 5. Wanxiang tiandi yunjin weaving device
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Figure 6. Outdoor rest area
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Figure 7. Fragrance and perfume merchandise display
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