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Резюме. Современные организации являются свидетелями беспрецедентных из-
менений в бизнес-среде, и для бизнеса важно их учитывать и соответствовать этим 
изменениям. Наиболее важным аспектом работы с изменяющейся средой является 
размещение компетентной рабочей силы в нужном месте для обеспечения реализа-
ции человеческого потенциала и роста эффективности. Снизилась традиционная роль 
отдела кадров организации, который в изменяющейся бизнес-среде начинает играть 
стратегическую роль в определении бизнес-стратегий и планировании. В статье под-
робно обсуждается изменение роли человеческих ресурсов в современных условиях, а 
также участие отдела кадров в стратегии быстро растущих организаций.

Ключевые слова: человеческие ресурсы; бизнес-модель; культура; лидерство; 
стратегия.
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The article presents a shopping mall as a complex economic entity that comprises not 
only trade firms but also cinemas, kids’ playgrounds, consumer service desks, financial 
sector representatives, etc. In Lebanon, Shopping malls have become centers of cultural 
and social life; they perform the function of not only servicing the population but also 
attracting and retaining tourists. The task of a shopping mall is to maximize return 
from interaction with customers. Working on the interior design of shopping malls is a 
competitive advantage that should be taken into consideration to catch the attention of 
every client, ensure a strong impact on consumer behavior and guarantee their supreme 
satisfaction. The authors analyze peculiarities of consumer behavior of shoppers at 
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Lebanese malls and justify the feasibility of improving interior design of those shopping 
centers.
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As of the second half of the 20th century, a new lifestyle invaded people’s 
way of living. The needs are not only the vital needs of old days such as water 
or food, but new products and different interests are now fundamental for 
almost each and every one of us. Moreover, with the development of technology, 
materials, and designs, consumers are becoming more and more demanding on all 
levels. Nowadays, one of the greatest places to be with family and friends, for 
teenagers and elderly is the shopping mall. Even though each generation has its 
own interest, this habitat has become centers of life built on large square meter, 
with many different functions inside, where consumers can meet their needs 
like clothing, food and where people have the opportunity to socialize. It is a 
getaway for the new generation, simply because there are no other alternatives 
as entertainment; and interestingly, the old generation is coping and adapting 
to those new gathering places and taking advantage of it. Harrods the symbol 
of London; la Fayette in Paris; and the American Walmart are all emblems in 
the world of Department Stores. Malls like The Forum of Istanbul, Dubai City 
Center and many other shopping centers, affect the economy of their countries.

However, with the diversity of malls, mainly with the existing competition 
and competitive advantage, customers’ mind became more complex, and more 
challenging. People are opened to the rest of the world, they seek for perfection, 
quest for a well-displayed environment with a functional circulation, esthetically 
attractive surrounding with a fascinating combination of new elements, materials, 
and colors. All those features, well considered and genuinely applied, enhance 
the mood of a place and turn it into a welcoming environment. New Malls’ aim 
is to offer distinctive interior design and exceptional outdoor landscape in order 
to charm their customers in addition to its functionality.

Integrating design principles and its execution on site is creative and rewarding, 
thus opening doors to lots of possibilities for consumers’ expression and growth. 
When a shopping mall offers comfort to its customers, the behavior of those 
persons is certainly more positive and psychologically open to any behavioral 
change. This has lead interior design to look for different way to stand out from 
the competition and to be different from others, especially to investigate in 
consumers’ references, shopping habits, and purchasing motivations. The only 
way to build a successful interior design strategy in terms of shopping malls is 
the accurate and detailed analysis of psychological, sociocultural and economic 
factors affecting consumer behavior.

Despite nowadays ‘easy connections and social media, managers are not 
finding it always easy to cooperate with people from all around the world since 
most of them are still attached to their own culture and beliefs.

Based on Hofstede’s cultural model that compares individuals by cultural aspects 
(figure 1), we can classify people into different groups, offering distinct cultural 
values, and therefore, be able to depict the behavior of a group of individuals, 
measuring the dissimilarities in culture. It is good to mention that the most 
important and popular six dimensions according to Hofstede are: Individualism 
versus Collectivism, Masculinity versus Femininity, Uncertainty Avoidance, Power 
Distance, Long versus Short Term Orientation and Indulgence versus Restraint.
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Figure 1. Hofstede’ Cultural Dimensions Hofstede’ [1]

Moreover, Hofstede’s Insight magazine had some indicators concerning 
Lebanon, based on this same model. Those statistics might give a general overview 
that help understanding the Lebanese society and its philosophy. The figure 2 
below elaborates on the differences of cultures and their diversity in Lebanon. 
Furthermore, the Lebanese culture has become feminine since more than 6-7 
years, and it has proven that feminine culture is more interested in shopping 
malls and outings.
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Figure 2. Hofstede’s Insights — Lebanon [2]

Therefore, the Lebanese culture is obsessed with malls and ironically, when 
visited to any mall, they are “fully dressed up” and this is how interior design 
effects and has lots of impacts. Thus, such a culture of show off and somehow 
picky requires a creative design.

Those differences in culture therefore, lead us to study the lifestyle and beliefs 
of each population before opening any business. Mainly, in Lebanon, people are 
interested in design as much as in practicality. They love to create from scratch 
instead of restoring or solving problems that exist already. If you walk in Beirut, 
you can easily pass by a newly well-designed building surrounded by street trash. 

For instance, Jean Marc Bonfils Architects‘ Atria 555 Project in Beirut is 
composed of three buildings opened around an atrium with its private beautiful 
garden with no access to the outside real view of the surrounding.
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Another example would be Beirut Mall, situated in the suburbs, turned to be 
an outlet mall after few years of its opening even though it had a variety of shops, 
a food court, a supermarket, parking lots and mainly a huge kids’ entertainment 
area. Its location didn’t help at all and the opening of new shopping malls with 
new architectural design let people neglect this place for good. 

The relationship between consumer behaviors at shopping malls is mainly 
concerned with the development and implementation of general and specific 
interior design details of the shops, the supermarkets and the mall as a whole. 
Those two features, when applied properly allow customers to buy more and 
more products or services in a more convenient and pleasant way. As Baker and 
Sherman say: “Increasing attention is being paid not only to pricing and the 
merchandise itself but also to the provision of a pleasant and possibly exciting 
shopping atmosphere” [3].

Nowadays, interior of malls has changed from confortable yet average 
spaces; to convert to a rich architectural place with attractive sophisticated 
design elements, such as escalators and other elements with exquisite materials. 
According to Graham, Feinberg Mioli and Sheffler, “Malls have also become 
important meeting places, especially for young people and seniors” [4]. As 
noticed, many articles already mentioned design and its importance, therefore 
the impact of interior design in a public environment, and the effect of the 
surrounding ambiance are not new. However, with the latest technologies, 
innovative materials and the needs that changed with people new lifestyle, it 
is interesting and maybe a must to look at this same matter from a different 
perspective.

Habitat defines an organization that fascinates a large number of people, like 
malls, and market places where individuals are tempted to spend long time on 
site. In a habitat, individuals can be grouped in many categories each having 
its own pattern of comportments and behaviors mainly shopping, buying and 
browsing. Some other activities under the name of experiential consumption, 
may be detected too, mainly the food court and the various available services. 
“Ecological research showed that individual will be most abundant were habitat 
conditions most closely meet the ideal and less numerous were conditions are less 
favorable” [4].

Decorating a mall with the goal of making limited space feel more spacious can 
be easy when designer considers the impact of color and light to user advantage. 
They are many mirror tricks too that can improve the real interior proportions 
and modify a place in terms of spaciousness. Despite the significance of malls 
in our culture, Feinberg and Meoli [4] note that one would be “hard pressed to 
find a scholarly treatment of malls” in the academic journals. Conventionally, 
inventors’ main promise to mall consumers is the wide assortment of stores and 
merchandise, available in a definite single place. Some interior design new ideas 
and tricks can change the perception of a visual space. The visual perception of 
an interior space can be changed by the simple use of optical illusions, leaving 
any room looks enlarged, broadened, heightened, narrowed and even lowered.

An interior space’s size, proportion and even mood can be significantly 
affected by effects of colors and lighting, by interior elements placement, 
integrated horizontal or vertical lines, and also by shapes and even style of 
interior equipment and finishing materials. Great effects can be achieved by 
merging knowledge of perception with knowledge of design. Furthermore, 
optical illusion is defined by all the changes in visual perception of a room 
size and proportion that occur under the influence of psychological phenomenon 
space, and all supplementary visuals phenomenon like visual memory, contrast, 
brightness and others. Therefore, designers can shape and modify the visual 
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experience of a shopping mall. Designers can also control the psychological 
role of lighting to help creating a sense of intimacy, privacy, and cheerfulness 
in the mall. A good designer knows that the accurate use of light structure is 
vital in fulfilling some space activity condition, such as reinforcing attraction or 
attention, emphasizing impression of visual clarity and spaciousness. Designers 
can shape and modify the visual experience of a room or a mall, by using optical 
illusion for visual connection of the space, a major effect is reached by the 
connect use of light stresses. Moreover, designers can achieve this effect with the 
use of 3D structure of suspended ceiling, mirror glass illuminating in the part of 
a mall or by creating a reflective shinny area. Color combination is an important 
and effective tool available for designers.

Acting as a bridge between consumer’s behavior, and shopping malls; interior 
design can facilitate the systematic integration of economic, social, and environmental 
parameters of shopping malls. Design can become a powerful engine for shopping 
malls and it can help businesses in generating solutions that enable to stimulate new 
social behaviors and this way, it complies with the change of the complex world 
that is required from design culture, and moving from the important role of tradition 
and monotonous to a much more important role for shopping centers. architects and 
interior architects have a great responsibility to help creating the receptiveness for 
the emergence of a new kind of architectural design.

Interior design and consumer behavior and the economic consequences are 
interdependent (figure 3). The more significant and effective the intersection between 
those three factors can grow, the more flourishing the national economy can be.

Design Factors

Economic
Status

Consumer's
Behavior

Figure 3. Inter-relationship between Interior Design and Consumer Behavior 
with the Economic Consequences

Nowadays in Lebanon, shopping malls offer fast food courts, art exhibit, 
restaurants, movie theatre, kids’ entertainment playgrounds near the food court 
to facilitate the access to the kids and let the parents feel safer being near their 
children and at the same time enjoy their stay. Lebanese people are known for their 
love for fashion mixed with luxury and comfort. They are a type of population 
that pampers itself whatever is the financial situation. Lebanese are known to be 
fighters, they surpassed all the wars and civil wars, and always finding a way to 
enjoy and fill up their daily life with new activities, nice evenings. All the night 
clubs and restaurants were full even when explosions tried to stop this thrill 
for life. Lebanese people are open to the outside world, always looking for new 
inventions and technologies, and managing to adapt those new inventions in their 
countries. Beirut Downtown is almost “awake” all night long. The best evenings 
a tourist can get are in the city of Beirut despite the bad economic situation of the 
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country. There is a diversity of cuisines, of music and mood that fits all tastes. 
Shopping centers in Lebanon offers continuous new programs for its customers, 
all year long, especially in the festive seasons. Special booths and decorations are 
fulfilling the space. It’s a time where potential customers that just pass by to enjoy 
the designs and distractions, turn to be real and maybe long-term consumers. Malls 
have become a predominant part of modern lifestyles, where great entertainment is 
organized and where exclusive and costly variety of attractions is offered. Hereafter 
is a description of the main Lebanese Malls (table 1).

Table 1. Main Lebanese Malls’ Description

Name of the Mall Number of Floors Area, m2 Parking Capacity
ABC Verdun Mall Ground Floor 5 90 000 1 500
Le Mall Dbaye Mall Ground Floor 4 40 000 1 000
City Mall Mall Ground Floor 3 70 000 1 250

City Center Mall Ground Floor 3 60 000 1 800

The Spot Mall Ground Floor 2 60 000   900

Flint and Voyce stated, “Shopping centers have often been criticized for 
their oligarchical design and management styles” [5]. However, weather due 
to increase awareness of issues related to sustainability of the global economic 
crisis or a growing field of national and individual safety, values of consumers 
are changing. Increasingly, this includes a greater connection to a sense of 
community and a form of consumerism that is more human centered. The value 
of customers consuming experience is not solely based on the product or service 
but the value of the personal engagement and sense of community they gain 
from the experience. These interactions and exchanges are occurring face to 
face in physical environments, such as traditional places of consumption, or less 
traditional places such as malls.

It’s estimated that the world’s population will almost double from the present 
6.2 billion to around 8 to 10 billion by end of 2025 and as a consequence, will 
increase both the demand on resources as well as the interior design impact resulting 
from consumers’ behavior activities. Worldwide and in Lebanon, we cannot have a 
healthy economic status, without sound and effective well-designed shopping malls. 
The impact of interior design on shopping malls regarding consumer behavior is a 
paramount concern to every up to date mall, which cares about the well being of its 
customers. In the present scenario of shopping mall progress, major economic and 
other changes are undergoing a financial revolution through the new technology of 
interior design. Especially in the economic sector, it has a significant role for an 
overall development of interior design toward consumers’ behavior. 

The methodology used in this article is somehow descriptive describing a variety 
of elements as illusion in interior design to provide a better impression on a mall. It 
gives a detailed description on how lights, color and mirror can provide a significant 
interior elements and finishing materials. But in February 2019, the author conducted 
a survey study in the Lebanese shopping malls with 100 participants. Careful attention 
has been paid to select the consumers participating in the survey study from different 
occupational groups, different age groups and different socio-economical levels. In 
addition, the questionnaire was conducted on weekdays and weekends, at different 
times of the day, and was sensitive about the homogeneity of the study. Participation 
in the study; shopping habits, reasons for visiting shopping centers, preferences for 
shopping centers, and the effects of interior and exterior architectural designs. The study 
assumes to clarify the Interior Design of Malls and its relationships or connections with 
consumers preferences and their effect on economical consumption. The results came as 
follow in terms of their number of visitors within weekdays and weekends (table 2).



123

Table 2. Lebanon Malls Customer Flow

Name of the Mall Weekdays Weekends
Number of Visitors Number of Visitors

ABC Verdun App 2750—3200 App 5200—5700
Le Mall Dbaye App 1000 App 3300
City Mall App 1200 App 4500
City Center App 2500—3000 App 5000—5500
The Spot App 450 App 2000

The Malls occupancy varies according to their space, their location and 
luxury level. Thus, the Design of the Mall and its spot area are a major factor 
for Lebanese people to visit it more often, therefore, spending more money and 
increasing the revenues (table 3).

Table 3. Time and Money Consumption in Lebanese Malls

Generation Weekdays Weekends
Time Spent Money Spent Time Spent Money Spent

Elderly 1—2 Hours 20—30 USD 3—4 Hours 40—50 USD
Youth 0—1 Hour 0—15 USD 3—4 Hours 20—30 USD

The above mentioned tables identify and indirectly provide an economical 
result on the country itself; that is, with more shopping malls of better Interior 
Design can tempt and encourage people not only to spend their times there due 
to the lack and deficiency of having any other entertainment to go through, but 
as well, refresh and strengthen the economical aspect of Lebanon due to the 
demand of expenditure; if this includes products or services. If Shopping Malls 
can manage to have short entertainments during weekdays, they might persuade 
their clients to spend more, at least as much as in weekends. Lebanese people 
are ready to experience any novelty at least one time. A Shopping Mall should 
fascinate and charm the audience that is not interested to come for a break.

It is important to note that improving mall services, increasing new experiences 
and mainly working on a better architecture to beautify the mall, will help to 
attract more tourists from the neighborhood, hence, raising the purchase percentage.

According to the Lebanese tourism ministry, which unfortunately is not 
interpreted, focusing on the impact of malls is important to the sound economic 
situation of Lebanon, and as result there has been a quiet demand for new malls. 
As in the past couple of years, more than seven new malls in different Lebanese 
geographical areas had been established.

In conclusion, all of the above statements confirm that the economic situation 
of the country is directly related to the behavior of its malls. When everything is 
beautifully done, when a place is easily accessible, with a functional circulation 
and a diversity of shops, when a customer is surrounded with various activities 
and finds whatever he seeks for effortlessly, he will for sure come over again 
and again. This satisfied customer will drag with him many others and the 
mall by itself will attract more people and more outside visitors. Therefore, the 
expansion of malls, with elaborated design and satisfied customers enhance the 
economic situation of a country and open many new opportunities to its citizens. 
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Резюме. В статье торговый центр представлен как сложное экономическое образо-
вание, сочетающее в себе не только предприятия торговли, но и кинотеатры, детские 
игровые площадки, организации бытового обслуживания, представителей финансово-
го сектора. В Ливане торговые центры стали центрами культурной и общественной 
жизни, взяв на себя функцию не только обслуживания населения, но и привлечения 
внимания и удержания туристов. Задача торгового центра — получить максимум 
отдачи от взаимодействия с клиентами. Работа над дизайном интерьера торговых цен-
тров является конкурентным преимуществом, которое следует учитывать для привле-
чения внимания каждого клиента, воздействия на поведение потребителей и обеспе-
чения его максимальной удовлетворенности. Авторы статьи анализируют особенности 
покупательского поведения посетителей торговых центров Ливана, обосновывают це-
лесообразность работы по совершенствованию дизайна помещений торговых центров.

Ключевые слова: потребительское поведение; торговые центры; внутренний ди-
зайн; Ливан.
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и английском языках;

2) справку об авторе:
а) фамилия, имя, отчество, ученая степень, ученое звание, должность, место 

работы (учебы) на русском языке;
б) имя и фамилия автора транслитерацией в романском алфавите (взять из 

паспорта);
в) электронная почта;
г) контактные телефоны;
3) выписку из протокола заседания кафедры, включающую рекомендацию 

об опубликовании;
4) для авторов других вузов (НИИ) — рекомендательное письмо руковод-

ства своей организации;
5) резюме статьи на русском языке (от 100 до 250 слов). В нем должно 

быть отражено краткое содержание статьи: цели и задачи, методы исследования, 
краткий вывод. Обязательно следует представить на английском языке название 
статьи, текст резюме и официальное название организации, в которой учится или 
работает автор;

6) квитанцию о подписке на журнал (либо ее копию);
7) результаты проверки текста на предмет оригинальности при помощи 

инструмента «Антиплагиат».
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