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Abstract：The design of the commercial space with flow theory’s horizon is based on the new 
attempt of the space with information of business experience. with immersive new media 
technology as the backing and with space as the medium, focuses on physical space blending with 
each other under the virtual technology in order to achieve the purpose of accurate and efficient 
communication presents information. Starting from the immersion theory, this paper expounds the 
manifestations of immersion theory in commercial space design from multiple sensory dimensions, 
virtual reality and interaction design, and summarizes the value embodiment of immersive 
commercial space design. 

1. Introduction 

Along with the digital economy fast development, the digital technology to the field of art and 
culture gradually permeate. Commercial space design is also gradually by the impact of digital art, 
Attaching great importance to consider emotional needs of users and immersive experience 
requirements. And the space of the traditional design concept is being transferred to the "to the 
audience as the center" --- spirit of participation and interactive and the expression of the 
connotation of display space. 

2. Immersion Theory in commercial space design 

Flow was first proposed by Hungarian psychologist Mihaly Csikszentmihaly in 1975. It mainly 
studies the state of immersion in which people filter out irrelevant perception and fully engage in 
the situation while carrying out daily activities. 

Flow theory horizon, commercial space design is to indulge theory combined with the modern 
new media technology, to combine images, voice, image into an organic whole, with virtual art as 
the carrier, is gradually applied in the design of the commercial space, make use of people's sensory 
systems and other cognitive system, to expand the perspective of real space using virtual art to 
illusion space, with the model of interactive experience, designed to let the consumer into the 
immersed in the commercial space state, feeling into the display content, experience immersive 
feeling, become a part of the display content, thus forming the basic immersive. 

The interactive experience of commercial space design based on immersion theory is an 
inevitable trend of The Times, and it is also an inevitable trend to respond to the changing needs of 
commercial space audiences. However, at present, domestic designers have not formed a complete 
theoretical system by applying the immersion theory to commercial space design. How to enrich the 
relevant theories of immersive commercial space design with virtual art and interactive experience 
display as the carrier is the key point of this paper. 

3. Manifestation of immersive commercial space design 

3.1 Create an immersive commercial space with multi-dimensional senses 
The five senses of sight and hearing account for 94 percent, smell for 3.5 percent, touch for 1.5 
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percent and taste for 1 percent. Currently, it is relatively easy to create a commercial space 
environment with visual and auditory dimensions through existing technologies. However, in order 
to achieve deep sensory immersion, sensory assistance combining multiple dimensions is needed. 

3.1.1. Visual dimension 
Visual sense is one of the most important and efficient ways to create an immersive commercial 

space and the most intuitive way for the audience to receive information. Through the observation 
of eyes, the audience can combine the modeling, color, material, lighting and other elements in the 
space with digital media art to create an immersive space. 

Visual immersion design should first pay attention to the breadth of vision, the broader the vision, 
the better the immersion effect. Secondly, the creation of virtual scenes should have certain 
authenticity. Finally, visual communication should have a certain fluency. For example, the widely 
used VR experience, if there is a lag in human-computer interaction, the experience quality of the 
audience will be greatly reduced. 

3.1.2. Auditory dimension 
In addition to vision, hearing is another important perceptual pathway in sensory experience. 

Auditory experience mainly USES the stimulation of sound to attract the attention of the audience. 
Auditory art can use the information source of sound to bring the audience into a more advanced 
field. The shaping of auditory sensibility mainly reflects the expression of visitors' emotions. The 
memory emotions in psychological space can stimulate the visitors' auditory experience, and also 
increase the authenticity and immersive feeling of visitors' experience. 

Hearing is widely used in commercial space design, which plays a complementary role and 
makes up for the deficiency of visual effect. Solid is often combined with visual art to heighten the 
atmosphere. It can not only communicate directly through the transmission of voice information, 
but also use binaural effect to assist visual design. It can simulate the positions of different sound 
sources in a specific commercial space, so that the audience can distinguish the orientation of sound 
through binaural effect, thus increasing the immersive effect of space. 
3.1.3. Tactile dimension 

Touch is divided into physical touch and virtual touch. The tactile sense of entity is mainly 
related to the form, temperature, texture, size, weight and other information that can be felt through 
the actual contact with the object displayed in the commercial space. Virtual sense of touch is 
mainly reflected in the interaction of space, which is mainly reflected by the changes of the touched 
body, such as interactive projection, electronic book flipping, virtual holographic image of desktop, 
etc. MagicWindow interactive window equipment image can be projected into the street shop 
window glass, the glass window to a large size of touch screen interactive advertising, consumer 
can click the image on the glass outside the frame, and the interaction between the store window 
device can be induced by controlling image to consumers click action, and fixing the click on the 
location, so as to cooperate with customers to operate, retrieval and feedback consumers to provide 
a full range of products. 

The design of tactile dimension needs to be combined with visual and auditory dimension in 
order to make the audience have an immersive feeling. In immersive commercial space design, the 
method of simulating objects can be used to make the audience interact with the display information 
through tactile sense, experience the real world in the virtual space, and further increase the 
imagination of the virtual space. The advantage of this method of simulating objects lies in that it 
enables the audience to organically combine touch and memory, fully mobilize the audience's 
perception system, make up for the lack of touch during the visit, and stimulate the audience's 
immersion experience at the same time. 

3.1.4. Dimensions of smell and taste 
Studies have shown that in the perceptual system, visual memories fade after a few days or even 

hours, while olfactory memories persist. When we smell a familiar smell, we will recall the scenes 
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and events related to the smell in the past, and even its specific plot. In immersive commercial 
space design, olfactory perception and display information can be combined to convey the display 
theme and information through olfactory sense, and the information conveyed by it can be retained 
in the memory of the audience. In addition, taste and other senses can also play an auxiliary role, 
thus deepening the audience's cognition of the deep immersion of the space environment. 

In the exhibition design of "Orange House paintings" in Shenzhen, "Art mystery" is implanted as 
the new experience and hidden visual focus of painting. While ensuring the display function, the 
geometric form of the space is reshaped. The art mystery seems to exist in another dimension of 
space in the exhibition hall, and its design more reflects the possibilities of "painting" as an art 
carrier. The recreated art wallpaper makes use of the light and shadow effect of the ceiling and the 
mirror reflection on the ground to create a magical surreal scene: up is a fantastic optical visual 
experience, down is a profound weightlessness experience, making the ordinary viewing process 
become a multi-dimensional and multi-sensory immersive experience (Figure 1). 

  
Figure 1. "Painting in the Orange House" -- painting exhibition space of multi-dimensional art in 

"Secret World" 

3.2 Virtual reality interactive experience 
Flow theory based on virtual reality reflected in the commercial space design, interactive, 

immersion, perceptual, vision characteristics, brings to the commercial space design of the great 
potential and development space, and the use of virtual system to build three-dimensional 
simulation environment for interactive experience in situational experience, role experience, 
interactive experience three aspects. 

3.2.1 Situational experience 
Situational experience focuses on the effective combination of the shaping of the "situation" and 

the "experience" of the audience. Virtual reality technology is used to create a certain situational 
business environment. When the audience enters the situation, they can be infected by the space 
environment and have an immersive feeling. Attention should be paid to the audience's entry and 
personal experience. The more realistic the virtual space environment is, the stronger the sense of 
involvement of the audience will be. In other words, the more real the virtual space scene is, the 
more subjective initiative the audience can be mobilized. 

As for the teaching of situational sensibility, it is easier for the audience to have a strong sense of 
involvement when they accept actively than when they accept passively. Therefore, can use virtual 
reality technology to commercial space environment art of the factors such as color, lighting and 
modelling, the virtual environment to create a certain context, further to the audience mood and 
emotion control, in the received information and produce emotional resonance, which affects the 
audience in-depth understanding of commercial display information. 

3.2.2 Role experience 
Through virtual reality technology, the audience is brought into the space as a virtual role, and 

the emotional link between the audience and the virtual role is built to generate a sense of 
immersion. For example, when the audience enters into the VR world and changes into virtual 
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characters, a series of body movements are matched with the actions of virtual characters, so that 
the audience will have a strong sense of immersion. 

The experience of a virtual character on focus audience who produce unique and highly efficient 
empathy experience, to carry on the deeper psychological resonance, so, in this kind of commercial 
space experience immersive virtual characters, the audience is more looking forward to the intimacy 
of personalized character, when making a virtual character, want to notice to meet the public's 
aesthetic demand. 

3.2.3 Interactive experience 
Using immersive theory to combine virtual reality technology with commercial space design, 

"interaction" is an indispensable means. In the interactive experience of commercial space virtual 
reality, advanced visual and projection technologies are used to create a virtual environment into an 
interactive experience space with certain situations. The man-machine interaction experience 
through technology, which can raise the audience and the space of a bridge, to show the commercial 
virtual information intuitive who presented to the audience at the same time, it also can be the 
audience information conveyed through body or language and other forms of interaction experience 
equipment, and equipment at the same time of accepting information and according to the 
instruction to make reaction. The interactive effect in the virtual environment can make the 
audience more actively participate in space activities. The deeper the interaction, the higher the 
emotional and psychological state will be, and then the immersive experience will be generated. 

This way of virtual interactive commercial space display effectively breaks the plane display 
form of traditional commercial space design, and the display form of multi-dimensional virtual 
reality interactive space can further improve the audience's participation and interest (Figure 2). 

   
Figure 2. SKP-S -- With the theme of "Digital-analog Future", consumers present unprecedented 

immersive shopping experience 

4. The application value of immersion theory in commercial space design 

4.1 Artistic Value 
Using the immersion theory to design commercial space, to present the diversity of artistic 

creation. Using virtual reality, 3 d holographic projection and digital video and digital art, for 
commercial physical shape and extension of the space, will be fixed to liquid static space clever 
space shape, virtual interactive technology has broken the experience on the space of time and space 
limitations, will the original single visual displays have become diversified, show variety of 
interactive mode and display content, enrich the artistic effect of commercial display, change 
traditional interaction state, make the audience from passive to active, bring brand-new experience. 

The application of immersion theory in commercial space design reflects the innovation of 
creative thinking. The diversity of display methods and display content, more attention to the 
experience needs of the audience, two-way participation from the senses to the psychology, 
interaction design and the grasp of the display theme atmosphere, make the whole space available 
for the transmission of commercial information. This new form of art display means to transform 
the display subject from a simple still life display to a "display subject" composed of "still life, 
virtual reality and various elements". Break the traditional static, passive display, modern 
multi-level comprehensive way of thinking innovation. 

Using the immersion theory to design the commercial space to realize the expansion of aesthetic 
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vision. When consumers visit commercial space, they expect to be influenced by art, have 
emotional resonance and obtain aesthetic pleasure and other high-level aesthetic needs. Immersive 
commercial space design combines physical space and virtual space, shows real space artistic effect 
and integrates design with virtual space, shapes virtual and real space form, satisfies aesthetic 
requirements of visitors and brings them to a perfect and smart space. Designers should further 
expand the form and content of commercial display from the perspective of artistic creation and 
aesthetic appreciation while shaping the space. 

4.2 Propagation value 
Information dissemination in traditional commercial space is often a process in which the 

audience passively receives information. While the immersive commercial space design improves 
the audience's traditional way of cognitive information transmission, and the rigid form of 
expression changes into active acceptance and interactive communication. 

Immersive commercial space gives multi-dimensional perception changes such as vision, hearing 
and touch, which drives the emotional changes of the audience due to physiological changes. 
Immersive shopping experience can make the content transmitted in commercial display more 
acceptable emotionally. Not only the effective transmission of commercial information, but also the 
emotional support of the audience, which is conducive to change the audience's consumption 
behavior. 

Conclusion 

Flow theory under the guidance of commercial space design, the use of virtual technology to 
break the traditional physical space limitations of commercial display, expand the traditional way of 
information transmission, to combine technology and art, have the feature such as immersion, 
interaction and virtual, give the audience a variety of sensory stimulation and the interaction of the 
new flow experience, can make the audience more insight into the various properties and 
characteristics of information, from the purpose of stimulating consumption. 
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