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Abstract

This study starts with clarifying the concept of
space design marketing and classifying space types.
Space in architecture has ceased to merely perform
its basic function of accommodating people’s
behaviors; instead, it serves as a medium
impressing on the consumer images that represent
corporate identity or brand identity. This study then
goes on to examine the background in which space
design marketing has emerged by tracing changes
in  marketing space in a historical review of
architecture and to reconfirm it in the context of
changes in marketing environment and in the
theoretical underpinnings. Ultimately, this study aims
to probe into space design from various angles and
highlight the importance of space design that ought
to be recognized as the core value of corporations.

Keywords : Space Design Marketing, Production
Space, Consumption Space, Consumers’ Benefit
Space, BI, CI
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1. Marketing as an exchange process. Design can help the
exchange by which two or more parties give something
of value - a product, service, or idea - to each other in
order to satisfy each party’s perceived needs. The designer
works either to identify these needs or modify consumers’
perception of value.

2. Marketing as a liaison. Exchange are vital to closing the
gaps that naturally exist between producers and
consumers. The designer works to improve spatial and
perceptual gaps in the marketplace.

3. Marketing as a function. The designer works with
marketing logistics and distribution operations.

4. Marketing as a creator of utility. Production, marketing

and the design are jointly responsible for creating and
providing “form unity" and play a vital role in directing
the wultimate shape, size, quality, and attributes of
products - the core product, the extended product, and
the brand product.
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