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WCTOYHUKH, IIPE00PA30BBIBATH ITU IAHHBIE B 3HAHUSA U MPEJJIaraTh IIPOIyKTEI, COOTBETCTBYIO-
1He TTOTPEeOUTETBECKIUM OKUIAHIAM.

OddheKTUBHBIM NHCTPYMEHTOM JIJISI CO3TaHUsA KAUeCTBEHHOI0 KJIIMEHTCKOT0 CePBHUCA CTAHO-
BUTCS OMHUKAHAJIBHOCTD — B3aMMHAs WHTETPAIls Pa3pO3HeHHBIX KaHAJIOB KOMMYHUKAIINN
B €IUHYI0 CHCTEMY JJIsI 00eCIleueHrs HeIPEepPBhIBHON KOMMYHHUKAIIUKA ¢ KiaueHToM. llenb om-
HUKaHAJIBHON CTpaTernu — codpaTh O0JIbIle TaHHBIX M3 BCEX KAHAJIOB W WCIIOJIb30BATH JJISI
YIIyUIIeHUs KJIIMeHTCKOTO CepBIca.

B macrosiee Bpemst mpoiiecc 00CIyKUBAHUS B HCCIIEIYEMOM CEKTOPE SKOHOMUKH JIOJISKEH
0asupoBaThCS Ha MPUHITUIE «37ech U ceiruacy. OmepaTUBHOCTh peIlleHus 3a1a4 KINeHTa, Obl-
CTPOE ¥ Pe3yJIbTAaTHBHOE pearnpoBaHMe Ha ero 3aIpOChl CTAHOBATCA KJIIOUEBBIMH COCTABJISIO-
muMu 3(pPEeKTUBHOTO KJIIMEHTCKOTO CEPBUCA.

K 2025 r. 40 % morpebuTesieii yeayr OyAyT COCTABIATh IPEICTABUTEIN IIOKOJIEHU Z, KO-
TOpBIe CPOPMUPYIOT CIPOC M HA TYPUCTHIECKOM PBIHKEe. Pa3BUTHE KJIMEHTCKOrO CepBHCA WH-
JIYCTPHUU TOCTEIIPUUMCTBA Oy/IeT CBA3aHO ¢ hOPMUPOBAHUEM HOBBIX (DOPMATOB OOCIIYKHUBAHMS
C yY4eTOM 3aIIPOCOB HOBOTO ITOKOJIEHUS OTpebuTesIeil. XapaKTepHOM CIIeInpUKON CIIrpoca ¢ ux
CTOPOHBI SIBJISIETCS TO, YTO OHU YAllle J[eJIAI0T BEIOOP HE B II0JIb3y MATePUAJIbHBIX BEIlel U yTHU-
JIUTAPHBIX QYHKIIUM, a SMOIIUI W BIEYATIEHHUH, YTO B cdepe Typu3Ma M OTIBIXa HAXOIUT CBOE
BBIpA’KEHNE B CTPEMJIEHUHM K AKTUBHOMY BPEMSIIPENIpPOBOKICHUI0 (PecTUBAM, HeOOBIYHbIE
BUBI CIIOPTA, (DPUTHEC HA CBEJKEM BO3JyXe, KBECTHI U Jp.). JJIa KIMEeHTOB MOKOJIeHUS 7 KJIu-
E€HTCKUH CePBUC — ITO KOTJA UM MHTEPECHO, a4 OJUH U3 CIIOCOO0B MOCTPOESHUS dMOITMOHATIBHOM
CBSI3U C HUMU — BOBJIeUeHUeE B uUrpy (revimudmrars). J[s Toro 9To0bI BOBIEYD 9Ty ayIuTO-
puIo, HYSKHO JaTh €l HOBbIE TTO3UTUBHBIE TTEPEKUBAHUSI U OINIYIEHUs, UCTI0JIF30BATh HECTAH-
JlapTHBIE CPEACTBA event-MapKeTHHra.

B komTeKCTE IIPOMCXOAIINX U3MEHEHUN B II0JX0JaX K OOCIYKUBAHUIO KJIMEHTOB Ceps
TOCTEIIPUUMCTBA TTPOU3BOIUTEIN YCJIYT B OJIMIKAMIIIee BpeMsl CTOJIKHYTCSI ¢ HEe0OXOIUMOCTHIO
epCOHN(MUKAIIUN KJIUNEHTCKUX 3aIIPOCOB, (DOPMUPOBAHUS OMHUKAHAJIBHBIX KOMMYHUKAIIUH,
pa3paboTKU 0COOBIX YCJIOBUM IIPEJIOMKEHUS C YIETOM BO3PACTHBIX OCOOEHHOCTEH TOBEIEHUST
noTpeduTese.
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NEW VISION OF INTERIOR DESIGN
IN THE MARKETING FIELD

The conflict of the century is an increase in people’s life quality while a decrease in
the overall consumption of natural resources. Therefore, a shift in the current economy and
socio cultural framework is required; a transition, from a traditional setting with conventional
materials and structures, to an emerging knowledge and attractive design. An evolution, in
which the research into sustainability shifts to a well designed, technological, functional, and
product related innovations.

The main purpose of any new business is to enhance the financial status of its owner,
therefore adding a plus to the national economy of the country. With the existing competition
and new challenges of the online shopping, the importance of Interior Design combined with
technology is a paramount concern to every up to date shop, which cares about the well being
of its customers. A well-considered Interior Design operates as a bridge between consumers’
behavior and marketers, facilitating the systematic integration of economical, social, psycho-
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logical and environmental parameters. Interior Design has a certain influence on everyone’s
life. Amble in 2005 stated: “Poor workplace design, by contrast, is linked to lower business
performance and higher level of stress experienced by employees.”

Interior Design impact on people’s way of judging a place is for sure studied in many re-
searches. It has a place in Behavioral Economics factors, especially in counties, where people
care about what they see and where they live.

The table 1 hereafter, with 14 examples, is a reference of authors who agreed on the influ-
ence of Interior and Architectural Design on consumer behavior, customer satisfaction and
purchasing decision.

Interior Design Definition in Marketing

Author

Baker, Grewal, & Levy, (1992);
Morrison, Gan, Dubelaar &
Oppewal, (2011)

Kotler (1973, p. 48)

Definition

The environment becomes an alternative concept to empower the market
differentiation in succeeding in competition

The place defines the atmosphere and has a bit of influence on the product and
on it decision to buy

Levy, Weitz, & Grewal, (2014) | The environment of shopping malls should have a good architectural design
in having a positive influence on customers providing them with key success

factors

Mehrabian and Russell (1974) | (SOR) model, the effect of environmental factors on customer behavior in

buying contexts.

Wong, et al., (2012) Convenience, service quality, tenant presence, malls environment lead to

customer satisfaction.

Yiu, C., Yau, Y., (2006) A good environment is very favorable to improve the image and the performance

as to differentiate from others

Baker et al., (2000); Wider and clearer side lines, brighter colors inside and outside the stores,

Turley & Chebat (2002);
Baker, J. & Wakefield, (2012)

reducing crowding, better layout and the more logical grouping of merchandise
and others related to architectural designs, influencing consumers perceptions
of the retail environment

Turley, L.W. & Milliman, R.E.,
(2000)

Identify five different dimensions, which are exterior ambient design, signs,
symbols, artifact and human

Arnold & Reynolds, (2003).

Shopping experience in terms of adventure, thrills, stimulation,
excitement and entering a different universe of sights, smells and
sounds

Dennis et al., (2002)
Berman and Evans, (2001)

The architectural features in shopping malls were considered as major
characteristics that attached customers for shopping

Bodkin and Lord (1997)

Choosing a mall is its location, variability of facilities, qualities of structures,
the designs conveniences, prices and services

Yoon and Kijewski (1997)

Refers to intrinsic cues to quality including the specifications in spending time
and the attractiveness of colors

Sekaran, U. and Bougie, R.
(2011)

Lighting and decoration, architectural and interior design encouraging
customers, confortable dinning halls in restaurants, with electric lifts and
escalators

Amble, B.(May, 2005)

Poor workplace design, by contrast, is linked to lower business performance
and higher level of stress experienced by employees

Consumers’ mood, choices, as well as Employees’ performance are all affected by Interior
Design. Therefore, architectural designs play a main role in gaining competitive advantage
and sell more in any commercial space. In economy, the design of the place is most of the
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time, as shown in the table above, referred to the environment, to its colors, lighting, struc-
tures and even smell and music. However, none of the authors mentioned above, defined the
Interior Design of a space with it s functionality and it the importance of its circulation. Be-
side the aesthetic side of interior architecture, there is a whole secret in how much reliable
is this design so a customer finds it nice and easy to access. A smart circulation would lead
people to go through all the space, retain a visual memory and become potential customers.
Levy and Weitz (2004), mentioned three types of layouts; grid, freedom and circular, mainly
used in supermarkets and in retail shops but not in large spaces like a shopping mall where
the design of the center is a major function. Marketers should use and organize the Interior
Design of malls to direct their customers to spend more and come back as often as possible,
and to retain them to stay longer time. Therefore, Interior Design from marketer’s point of
view is defined by the author as the process of planning the circulation of a space by creat-
ing a functional area designed to catch customer’s attention, affect consumer’s behavior and
reach their insight.

Moreover, Interior Design nowadays, is interrelated with technology and Artificial
Intelligence. Consequently, all new designs follow a certain mechanism tailored to suit
populations’ demand. Robots should be able to circulate freely while serving customers,
smart mirrors should be attractive when adopted in a shops, cafes and restaurants should
be designed carefully and upon clients convenience and so on. Interior Design is a whole
world of details and magnificence that marketers can use to charm each and every type of
their consumers.



