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Abstract

In the luxury market, brand identity is no longer
confined to logos, slogans, or corporate color pal-
ettes-it is spatially experienced. This study exam-
ines how luxury yacht interiors serve as immersive
expressions of brand identity through spatial design
strategies and architectural articulation. Unlike stat-
ic environments such as retail stores or hospitality
venues, yacht interiors present a dynamic spatial
condition where intimacy, motion, and personaliza-
tion intersect. Drawing on branding theory, spatial
semiotics, and interior architecture, the research in-
vestigates how materials, spatial hierarchy, lighting,
and multisensory elements construct a narrative of
prestige within maritime interiors. Case studies of
yachts affiliated with fashion houses and bespoke
shipyards reveal how abstract brand values such as
exclusivity, heritage, and innovation are material-
ized at sea. The study conceptualizes these interiors
as curated environments where the owner’s person-
al narrative and brand persona converge-resulting
in prestige being spatialized rather than merely sig-
nified. Ultimately, the paper advocates for identity-
driven design approaches in yacht interiors, where
architecture functions as a communicative medium
for experiential branding in the age of hyper-per-
sonalized luxury.
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1. Introduction

In the early decades of the 21st century, ad-
vancements in technology and global commu-
nication have redefined how consumers interact
with brands. No longer passive receivers, today’s
luxury consumers seek meaningful, immersive
experiences-spaces where personal identity aligns

with brand expression. Following the Industrial
Revolution, consumer culture evolved to center
the individual as both subject and symbol of con-
sumption. This transformation intensified with the
rise of digital media, expanding the scope of con-
sumer environments to encompass both physical
and virtual realms (Bauman, 2007).

Within this shifting landscape, the role of brand
identity has gained unprecedented significance,
particularly in the luxury sector. Luxury brands
increasingly adopt the term “brand personality”
over “identity” to evoke attributes such as el-
egance, sophistication, exclusivity, and intimacy.
Consumers now perceive brands as personalities-
recognizable, desirable entities with human-like
traits they can identify with, aspire to, or integrate
into their self-concept (Aaker, 1997).

Architecture, and particularly interior archi-
tecture, has become a vital conduit for articulat-
ing these abstract brand values. Physical space
serves as a canvas where brand ethos is spatially
performed and emotionally reinforced. The term
“brandscaping,” initially associated with market-
ing and visual merchandising (Klingmann, 2007),
has evolved in the context of interior design to de-
note the deliberate shaping of environments that
embody brand narratives through material choic-
es, spatial layouts, and sensory engagement.

Luxury yacht interiors, as the focal point of this
study, represent a compelling case for exploring
brandscaping in a mobile and exclusive design
context. Yachts are not merely vessels but curated
environments that blend movement with prestige,
privacy with performance. Unlike flagship retail
spaces or high-end hospitality venues, yachts are
simultaneously private sanctuaries and symbolic
statements. They serve both as intimate retreats
and as projections of personal and brand identity-
making them an ideal domain for examining how
architectural space can embody brand values.
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This paper investigates how interior architecture
in luxury yachts functions as a medium for spatial-
izing prestige, constructing environments that re-
flect, reinforce, and even amplify the brand identi-
ties they are commissioned to represent. Drawing
on theoretical frameworks from branding (Keller,
1993), semiotics (Eco, 1976), and architectural
psychology (Pallasmaa, 2005) - and supported by
selected case studies and student design analyses-
his research contributes to the discourse on branded
environments within a global, mobile, and experi-
ence-driven design culture.

2. Theoretical Framework

Contemporary luxury yacht design is no longer
solely governed by engineering or nautical function.
With growing vessel sizes-many exceeding 80 me-
ters and reaching up to 162 meters in length-interior
design has evolved into a highly specialized disci-
pline concerned with psychological comfort, spatial
perception, and the expression of identity (Yildirim,
2023). As advancements in technology, materials,
and spatial organization enable new typologies of
floating environments, yacht interiors have trans-
formed into alternative living spaces, not only for
travel but for extended periods of habitation.

Historically, the emphasis in yacht construction
prioritized structural safety and mechanical perfor-
mance. However, as vessels increased in size and
sophistication, attention has shifted toward user-
centered design considerations such as privacy,
spatial legibility, and emotional resonance. Poorly
designed interiors that neglect behavioral patterns
and psychological needs can diminish the experien-
tial quality of even the most technically advanced
yachts. This perspective aligns with architectural
psychology, which posits that space is not passive
but interacts with human emotion, cognition, and
behavior (Pallasmaa, 2005). Interior design deci-
sions in yachts are therefore increasingly informed
by theories of spatial perception and environmen-
tal psychology. Kevin Lynch’s (1960) concept of
legibility-originally used to analyze urban environ-
ments-can be applied to yacht interiors to enhance
navigability, comfort, and emotional clarity. In this
regard, perceptual techniques such as spatial illu-
sions, depth manipulation, and zoning strategies be-
come tools for shaping user experience.

Moreover, the application of brand identity in
yacht interiors extends beyond aesthetics to encom-
pass the full sensory and spatial narrative of the ex-
perience. As Yildirim (2023) notes, spatial design
becomes a communicative act-one that shapes how
users perceive not only their environment but also
their own social and emotional positioning within it.
In high-end vessels, brand expression is deeply em-
bedded in the design language, influencing choices
of material, lighting, circulation, and the choreogra-
phy of private versus social zones.

Ultimately, this framework situates the luxury
yacht interior at the intersection of brand theory,
spatial semiotics, and psychological design-arguing
that architectural prestige is not only signified but
spatially enacted.

3. Methodology

This study employs a qualitative multiple case
study methodology, supplemented by design-
based thematic analysis, to examine how luxury
yacht interiors manifest brand identity through
architectural and experiential elements. This ap-
proach allows for a comprehensive exploration of
both tangible and symbolic dimensions of spatial
design within bespoke maritime environments.

The selection of this methodology is grounded
in the need to address the intersection of psycho-
logical, spatial, and branding constructs, which re-
quire interpretive depth and contextual sensitivity.
Given the highly individualized nature of yacht
interiors-each a unique reflection of owner prefer-
ences and brand alignment-a case study method is
particularly appropriate. It enables a rich, layered
understanding of how interior elements articulate
narratives of prestige, exclusivity, and personal
identity. (Yildirim, 2023). To structure this in-
vestigation, the following three-tiered analytical
framework was implemented:

Case Selection — A targeted sample of brand-
ed yachts were curated based on representational
strength, spatial clarity, and experiential intent.

Design Component Analysis — Key elements
such as spatial hierarchy, materiality, lighting,
and circulation were examined for their alignment
with brand attributes.

Thematic Synthesis — Identified patterns were
synthesized into broader thematic strategies, in-
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cluding hierarchical zoning, sensory branding,
and prestige layering.

4. Analysis and Findings

This section presents a layered analysis of se-
lected yacht interiors and academic design projects
that exemplify the spatialization of brand identity
in luxury marine contexts. Three - Layered Case
Selection was applied. Accordingly, Brand-Based
Yacht Examples selected.

a. Hermeés Yacht Interior (Why):

Transferring the approach of fashion brands to
yacht design and transferring the concept of “Lux-
ury personality” to interior space provides a clear
example.

b. Liirssen Yachts (Why):

As a brand with maritime roots, one of the lead-
ers in the Mega yacht sector and Material, privacy,
zoning and spatial equivalent of brand status are
analyzed.

c. Sunreef Yachts (Why):

Combines catamaran luxury with sustainability
and “green branding”. In this case, concepts such
as nature, silence, interior-exterior transitions are
examined.

The findings are organized around representa-
tive case studies that embody distinct approaches
to branding through architectural and interior strat-
egies. The analysis is supported by thematic obser-
vations and, where available, conceptual plans and
annotated diagrams to illustrate spatial decisions.

This framework supports an interpretive read-
ing of space that bridges brand theory with archi-
tectural psychology and design methodology, of-
fering insights into how spatial strategies reinforce
luxury brand values.

4.1 Hermes Yacht Interior: Brand
Personality as Spatial Narrative

Hermes, as a maison synonymous with heri-
tage craftsmanship and understated luxury, offers
a unique case for examining how brand personal-
ity is spatially embodied. Its core values-artisanal
excellence, timeless simplicity, and sensory refine-
ment-are translated into interior architecture not
merely through style, but through spatial storytelling

(Klingmann, 2007). Materiality is central to Her-
mes’ design language. Hand-stitched leather, natural
linens, teak, and bronze are employed not just for
their tactile and visual qualities but as signifiers of
identity. These elements serve as a semiotic code,
communicating tradition, precision, and elegance
to the user (Eco, 1976). Spatial organization in Her-
mes-affiliated yachts avoids visual noise or over-
articulation. Spaces are structured with intuitive
clarity, allowing users to navigate without the need
for explicit signage. This aligns with Kevin Lynch’s
concept of spatial legibility, where orientation is
achieved through environmental coherence (Lynch,
1960). Light is also a narrative medium: indirect
lighting, natural apertures, and filtered reflections
enhance the contemplative and quiet luxury that
Hermeés promotes (Pallasmaa, 2005). Movement
within the space is seamless-hallways curve softly,
transitions are unobtrusive-resembling the elegance
and discipline of the Hermes brand. Thus, Hermes’
spatial branding becomes a choreographed interplay
of material, movement, and mood, converting intan-
gible values into physical presence (Yildirim, 2023).

Hermes, an icon of French luxury, extends its
distinctive identity into the maritime world through
the Wally-Hermés Yachts (WHY) project. The
WHY 58x38 catamaran, co-designed with Wally
Yachts, serves as an ideal case for examining how
brand personality can be spatialized through archi-
tectural expression and interior design strategies.
The interior of the WHY yacht reflects the core
traits of the Hermes brand-craftsmanship, time-
lessness, discretion, and sensory elegance. Mate-
rial choices such as untreated teak, saddle-stitched
leather, linen textiles, and matte bronze finishes not
only evoke the artisanal heritage of the brand but
also create a tactile narrative of understated luxury.
These materials are not merely decorative; they are
semantic components, reinforcing Hermes’ com-
mitment to authenticity and permanence.

Spatial organization within the vessel is char-
acterized by generous volumes, smooth transitions
between interior and exterior, and the minimiza-
tion of visual clutter. Unlike the verticality and
compartmentalization often found in traditional
yachts, Hermes promotes horizontality and open-
ness-concepts aligned with serenity, horizon, and
continuity. This design ethos supports the notion
of luxury as calmness rather than extravagance.
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Figure 1. Conceptual diagram of spatial openness
and material layering in Hermes Yacht Interior

The circulation is designed to be intuitive, fluid,
and stress-reducing. Public zones such as lounges
and dining areas benefit from panoramic glazing,
while private quarters are recessed and acousti-
cally isolated. Lighting is modulated through a
combination of indirect sources and natural day-
light, reinforcing diurnal rhythms and psychologi-
cal comfort.
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Figure 2. Spatial storytelling in a Hermes-branded
yacht interior

In effect, the Hermes yacht operates as a float-
ing manifesto of brand values: it translates abstract
notions of elegance and restraint into spatial expe-
riences. This transformation is not rhetorical, but
architectural-the brand’s identity becomes embed-
ded in the user’s sensory, emotional, and spatial
interaction with the yacht.

4.2 Liirssen Superyachts: Spatial Hierarchies
and the Architecture of Status

Liirssen, a German shipyard synonymous with
ultra-luxury, scale, and technical prowess, pro-
vides a compelling case study of how spatial hier-
archy can be leveraged to manifest brand prestige.
The interior environments of Liirssen yachts-such
as Dilbar and Azzam-are not only grand in volume
but structured to communicate power, privacy, and
exclusivity through architectural form.

The brand’s spatial identity is driven by verti-
cal and horizontal stratification. Private quarters are
typically located on upper decks with panoramic
views, while guest and formal social spaces span
central zones, and staff/service areas remain fully
concealed on lower levels. This hierarchy of space is
not incidental but reflects a precise choreography of
visibility, access, and control-critical components of
prestige-based experience design. In yachts such as
Dilbar and Azzam, the use of double-height salons,
grand staircases, and axial symmetry reinforces no-
tions of dominance and hierarchy (Yildirim, 2023).
These formal qualities are further enhanced by rare
materials-onyx, gold-leaf finishes, rare woods-and
bespoke artwork, which collectively signal exclu-
sivity and wealth.

Materiality further reinforces this structure. The
use of onyx, gold-leafinlays, silk paneling, and hand-
carved rare woods establishes a visual language of
excess and personalization. Unlike Hermes, which
uses materials to convey tactile intimacy, Liirssen
uses them to symbolize opulence and mastery.

Circulation paths are often deliberately designed
to separate guest and staff zones, emphasizing pri-
vacy, control, and social order. The spatial organi-
zation reflects a philosophy of prestige that is less
about emotional intimacy (as in the Hermes case)
and more about territorial control and symbolic hi-
erarchy. The circulation systems are deliberately
partitioned to isolate crew movement from guest
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paths, allowing uninterrupted luxury immersion.
Grand staircases and elevators placed on axial lines
guide the guest through a sequence of dramatic spa-
tial reveals, akin to a cinematic journey-each space
more impressive than the last.
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Figure 3. Zoning and circulation model in a
Liirssen mega yacht — Dilbar (156m)

These strategies collectively create what may
be described as a “territorial luxury,” where sta-
tus is not only seen but spatially enforced (Keller,
1993). The Liirssen approach to branding through
architecture is thus not about harmony or restraint,
but about controlled magnificence and experiential
hierarchy. This case illustrates how luxury brand-
ing in yacht interiors transcends visual iconography
and is instead enacted through spatial storytelling,
atmospheric design, and multisensory coherence.

4.3 Sunreef Yachts: Sustainability and
Experiential Luxury

Sunreef Yachts, a Polish shipyard at the fore-
front of sustainable catamaran innovation, presents
a distinctive approach to branding that emphasizes
environmental consciousness, hybrid mobility, and
immersive comfort. The brand’s identity is closely
tied to its pioneering integration of green technolo-
gies-solar panels, battery banks, and hydro-gener-
ators-which have redefined expectations in luxury
marine design. However, it is through the interior
architecture that this eco-conscious identity is fully
embodied and communicated (Yildirim, 2023). The
spatial language of Sunreef interiors focuses on flu-
1d transitions between inside and outside, often fea-
turing retractable walls, panoramic sliding doors,
and integrated terraces. This permeability not only
enhances the user’s connection to the natural envi-

ronment but aligns with the brand’s ethos of har-
mony and openness (Pallasmaa, 2005). The zoning
avoids rigid separations; instead, the layout encour-
ages flexible use and adaptive spatial narratives.
Materiality in Sunreef vessels further reinforces
the sustainability narrative. Interiors often incorpo-
rate bamboo finishes, natural fiber textiles, recycled
composites, and low-VOC surface treatments. These
selections are not only ecological but also multisen-
sorial-offering textures and scents that distinguish
Sunreef from the artificiality often associated with
high-luxury contexts (Pallasmaa, 2005). Lighting
strategies utilize daylight capture and circadian-re-
sponsive systems, allowing the spatial atmosphere
to shift in tune with environmental rhythms. More-
over, the user experience is guided through subtle
spatial cues, such as floor texture changes, sightline
framing, and the use of natural cross-ventilation to
suggest direction and function (Bauman, 2007).

Natural Light

Gt ey i 2 i i |

Figure 4. Interior-outdoor integration and mate-
rial sustainability in Sunreef catamaran layout

The diagram illustrates retractable glazing sys-
tems between lounge and deck, bamboo-finished
interior wall zones, solar-integrated rooftop surfac-
es, and naturally ventilated spatial corridors. Spatial
continuity and environmental responsiveness are
highlighted as part of the brand’s identity-driven
spatial strategy.

Sunreef exemplifies a new paradigm in luxury
yacht design, where branding is no longer merely
a statement of power or prestige, but of ecological
alignment and sensory engagement. The interior
thus becomes a stage for experiential sustainability-
an architectural response to values that transcend
material luxury.
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5. Results and Conclusions

This study has revealed that luxury yacht interi-
ors function as powerful spatial instruments through
which brand identity is not only reflected but fully
embodied. The in-depth analysis of three distinct
cases-Hermes, Liirssen, and Sunreef-demonstrat-
ed that interior architecture in high-end yachts is
no longer a purely functional or aesthetic domain;
rather, it acts as a performative and narrative medi-
um that translates abstract brand values into spatial
experience. Each case exemplifies a unique spatial
branding strategy. Hermes translates its artisanal
heritage, subtle luxury, and sensory intimacy into
spatial narratives through minimalism, material
authenticity, and choreographed transitions. It po-
sitions the yacht not merely as a vehicle, but as a
sensorially rich, culturally coded habitat. Liirssen,
on the other hand, communicates prestige and ex-
clusivity through strict spatial hierarchies, rare ma-
terials, and monumental volumetrics. Its interiors
reinforce social order and brand power through ver-
tical and horizontal separation, symbolizing status
in built form. Sunreef represents an emerging para-
digm, wherein brand identity is no longer defined
solely by aesthetic or legacy, but by ecological
alignment, experiential comfort, and permeability
between human and environment. It positions the
yacht interior as a living, adaptive ecosystem.

The findings clearly demonstrate that brand iden-
tity is not a graphic or verbal construct alone-it is
spatially manifested and experientially perceived.
Interior architecture becomes an active agent in
shaping how luxury is understood, consumed, and
emotionally processed. The use of form, material,
light, and circulation to evoke brand values-what
may be called spatial storytelling-is a critical strat-
egy in translating abstract attributes into tangible
environments. Without spatial coherence and emo-
tional legibility, even the most recognized brand
may fail to resonate on the level of lived experience.

Materiality, in this context, functions not only
as a sensory asset but also as a symbolic language.
Materials are carefully selected to communicate
ideas-whether they suggest sustainability (as with
bamboo or recycled composites), heritage (stitched
leather or bronze), or exclusivity (onyx or rare hard-
woods). Likewise, zonality and circulation patterns
transcend mere functionality; they serve as ideo-

logical frameworks that reflect hierarchy, intimacy,
openness, and the sociocultural values embedded
within each brand. As luxury continues to evolve
toward hyper-personalization, ethical conscious-
ness, and emotional depth, it is increasingly through
interior architecture-not logos or slogans-that these
shifts are spatially realized. The yacht interior, then,
becomes a stage for immersive branding: a narra-
tive environment in which identity, perception, and
human experience converge. As luxury consum-
ers shift toward more purpose-driven, experience-
based expectations, interior designers of yachts are
called upon not just to create elegant spaces, but
to embody stories, values, and philosophies. The
yacht interior is no longer just a technical feat-it is a
narrative architecture. In this narrative, brand iden-
tity, user psychology, and spatial intelligence must
harmonize to create environments that are not only
exclusive, but deeply meaningful.

References

1. Aaker, J. L. (1997), “Dimensions of brand personal-
ity ”, Journal of Marketing Research, Vol. 34 No. 3,
pp. 347-356. https.//doi.org/10.2307/3151897

2. Bauman, Z. (2007), Consuming Life, Polity Press,
Cambridge.

3. Eco, U. (1976), A Theory of Semiotics, Indiana Uni-
versity Press, Bloomington, IN.

4. Keller, K. L. (1993), “Conceptualizing, measuring,
and managing customer-based brand equity”, Jour-
nal of Marketing, Vol. 57 No. 1, pp. 1-22. https://doi.
org/10.1177/002224299305700101

5. Klingmann, A. (2007), Brandscapes: Architecture in
the Experience Economy, MIT Press, Cambridge, MA.

6. Lynch, K. (1960), The Image of the City, MIT Press,
Cambridge, MA.

7. Pallasmaa, J. (2005), The Eyes of the Skin: Architec-
ture and the Senses, 2nd ed., Wiley, Chichester.

8. Yildirim, I I (2023 ), Yatlarda I¢ Mekan Tasarimi ve
Algisi, YEM Yayin, Istanbul.

Corresponding Author

Inanc Isil Yildirim,

Istanbul Galata University,

Istanbul,

Turkiye,

E-mail: inancisilyildirim@gmail.com

38

Volume 19 / Number 1 / 2024



