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FUNCTIONAL TYPOLOGY OF VISUAL DOMINANTS IN PUBLIC INTERIORS

Abstract. The aim of the research is to identify the functional patterns of the use of visual dominants in
existing public interiors based on the analysis of international experience and to determine their functional typology.
The research methods involve a comparative analysis of contemporary public interiors implemented for various
functional purposes. The research involved the analysis of sequential impressions of interiors and the identification
of visual elements (accents, landmarks, and dominants) that form their own "composition within a composition,"
followed by their systematic investigation: analysis of their location, conditions of visual perception, level of
interaction with visitors, and the functions they perform within the interior space, followed by the generalization
and typological classification of the obtained information. The research results reveal that despite the variability
of compositional and artistic solutions, the functional role follows recurring patterns. Based on the analysis of
implemented public spaces, the author's functional typology of visual dominants is proposed. It includes three types:
the "attractor" type, the "informative" type, and the "branding" type of visual dominants. Attractor visual dominants
perform the function of directly engaging visitors with the space or with a specific area within the interior. They
are predominantly located on fagades, in display window areas, or within the first spatial perspective revealed upon
entering the space. Informative visual dominants are intended to emphasise important information for orientation
and interaction with users of the space. For maximum effectiveness, they should be located directly within the
area where they are intended to be used by visitors. Branding visual dominants support brand visual identity and
strengthen brand recognition among both loyal and new visitors. The creation of this type of visual dominant is
based on the use of an already established visual language of the brand. Conclusions. Visual dominants in public
interiors can be applied using functional criteria depending on the desired outcome. The proposed author's typology
complements existing scientific approaches to analysing public interiors. It expands the understanding of the role of
visual dominants in shaping the user experience of interaction between visitors and the space. The obtained results
have practical value for the design of public interiors and the creation of consistent visual communication systems.
They may also be applied in the education and training of design professionals.

Key words: public interior, spatial zoning, visual navigation, commercial interiors, planning solution, functional

typology.

Tersana Ocagua
acucmeHnmia Kkageopu Ou3atiHy apximexmypHo2o cepedosuuya
Ooecbka Oeporcasna akademis 6yOi6HUYMBEA ma apXimexkmypu

osadchatv@odaba.edu.ua

OYHKIOIOHAJIBHA TUITOJIOI'TA BI3YAJIBHUX JOMIHAHT
YTPOMAACBKUX IHTEP’EPAX

AHortaniss. Memow oocnioxncennsn € BUSBICHHS (DYHKIIOHATBHUX 3aKOHOMIPHOCTEH TijJ 4ac BUKOPHCTAHHS
Bi3yaJbHUX TOMIHAHT B ICHYIOUMX TPOMAJICHKHX iHTEp'epaXx Ha OCHOBI aHAJi3y CBITOBOTO JOCBiTy Ta BH3HAUCH-
HS IXHBOT (PYHKIIOHANBHOT TUIIONOTIi. Memoou docnidicenna MONATAIOTh Y MOPIBHSUIBHOMY aHaJi31 peai3oBaHuX

CYyacHUX IPOMafChKHX iHTep €piB Pi3HOTO (byHKuiOHanLHoro NPU3HAYCHHS. PoGora r[epe,u6aqana aHaJi3 moCyi10B-
HUX BPQKCHb BiJl iHTCP’€PIB Ta BUSBICHHS BlByaJ‘ILHI/IX CNICMCHTIB (aKUCHTIB, OPIEHTHPIB Ta JOMIHAHT), sKi GOpMy-
IOTh BJIACHY «KOMIIO3HILIIO B KOMIIO3HILii»; IXHE MOCIHIZOBHE JOCII/UKCHHS: aHaIi3 0COOMIBOCTEH pO3TallyBaHH1,
YMOB Bi3yalIbHOTO CTIIPHHHATTS, PiBHS B3a€MOZI{ 3 BiIBiAyBaueM Ta (YHKIIH, SKi BOHH BUKOHYIOTh Y 1HTEp €PHOMY
MPOCTOPI, 3 MOAATBIIUM y3araJbHEHHSIM Ta THIIOJOTI3AI€l0 OTPUMaHOi iHpopMallii. Pesynibmamu 0ocnioxcenns
BUSIBIISIIOTH, 110 3@ BapiaTHBHOCTI KOMIIO3UIIHHHUX Ta XyJ0KHBO-BUPA3HUX PilICHb (DYHKIIOHATbHA PONb MiATOPSA-
KOBYETBHCSI IOBTOPIOBAHUM 3aKOHOMIPHOCTAM. CIMpaouch Ha aHali3 BKe peaniz0BaHUX TPOMAACHKUX MPOCTOPIB,
3aIpOIIOHOBAHO aBTOPCHKY (QYHKIIOHAIBHY THIOJOTIIO Bi3yaJbHUX JOMiHAHT. BOHA OXOIUIIOE TPH THIH: aTPaKTHUB-
Hy, iHQopMaliiiny, ineHTHiKaniliHy (OpeHnoBy). JOMIHAHTH aTPAKTUBHOTO THUITy BUKOHYIOTH (DYHKIIIO HPSMOTO
3aJyueHHs BiABiZyBada J0 mpocTopy abo M0 TEeBHOi 30HU B iHTep'epi. Po3TamoByroThcs mepeBakHO Ha (acamax,
y 30Hax BITpWH a00 B MeEpIIii MEepCrleKTHBI, MO BIIKPUBAETHCS MMiJ 9ac BIABIIYBaHHS MpocTopy. [HpopMariitai
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Bi3ya/bHi JJOMiHAHTH MalOTh AKUCHTYBATH YBAry Ha BAXIMBUX JAHKX JUIS OpieHTALi] KOPHCTyBaua B npocropi. [l
MaKCHMaJIbHOT ¢pEKTHBHOCTI BOHH MAOTh PO3TAIIOBYBATHCS OC310CEPEHBO B 30HI B3a€MOIi 3 BiiBiLyBaYCM.
Inentudikaniitai Bi3yaibHi JOMIHAHTH 3a0€3MEUYIOTh MIATPHMAHHS Bi3yalbHOTO OpeHIy Ta (OPMYIOTH HOTO BIIi3-
HaBAHICTh SIK cepel MOCTIMHUX BiJIBIAyBaviB, TaK i cepell HOBUX. CTBOPEHHS TAKOTO THITY Bi3yaJbHUX JIOMIHAHT Oa3y-
€THCSI HA BUKOPUCTaHHI Bke c(hopMOBaHOi Bi3yasibHOT MOBH OpeHy. Bucnosku. BisyasbHi TOMIHAHTH Y TPOMaJIChKUX
iHTep’e€pax MOXKHA BUKOPHCTOBYBATH, 3aCTOCOBYIOUH (DYHKIIOHAIBHI KPHUTEPii 3aJIeKHO BiJ 0a)KaHOTO PE3ynbTary.
3anponoHoBaHa ABTOPCHKA THIIONOTs JOMOBHIOE BiKe HasBHI HAYKOBI ITIIXO/IH I0/I0 aHAII3y TPOMA/CEKHX IHTEp €piB,
a TAKO)K PO3LIMPIOE POJIb BILIUBY BisyalbHHX JOMIHAHT HA KOPHCTYBALLKHH 10CBiL BsaeMo;[n BiJIBi/lyBaya i IpOCTOPY.
Otpumani pesynsTaTi MaioTh NPaKTHIHY LIHHICTB JUIS IPOEKTYBAHHS IPOMAJICBKUX IHTEP'EPiB Ta CTBOPCHHS HoCiIi-
JIOBHHX CHCTEM Bi3yallbHOI KOMYHIKALLii, a TAKOXK MOXYTb 3aCTOCOBYBATHCS B ITATOTOBLL (axiBLIiB-/H3aiHEPIB.
Kaio4oBi c;10Ba: rpoMajicekuii iHTep’ep, NPOCTOPOBE 30HYBAHHS, Bi3yalbHa HaBirais, KOMepuiiiHi iHTep’epH,

IUIaHyBaJIbHE BUPIMICHHS, (YHKIIIOHATbHA TUIIOIOTS.

Problem Statement and Relevance of the
Research Topic. Today, there is considerable
competition for visitors among public establishments
of various types. This encourages owners to create
more complex and engaging interiors [1]. However,
the desire to impress visitors is increasingly giving
rise to a dense saturation of informational and visual
elements that overstimulates the human sensory
system [2]. Such cognitive overload reduces a person's
ability to perceive the space, creating the effect of
"visual noise," in which no element is perceived as
a priority, and visitors' attention is scattered rather
than being focused on functionally important areas
and commercial objectives [3]. In this context, visual
dominants become particularly important as key
elements of spatial organisation that influence the
correct perception, navigation, and interaction of
people with the interior. However, in design practice,
there is no clearly systematised methodology for the
use of visual dominants — it remains largely intuitive
and depends on the designer's experience. A clear
understanding of the functional typology of visual
dominants enables the effective management of
people's attention, movement, and perception within
a space, which directly influences the efficiency of
the design process and the achievement of marketing
objectives [4].

Analysis of Recent Research and Publications.
Visual dominance as a category of scientific
analysis is located at the intersection of at least two
disciplinary fields: the theory of spatial composition
and the psychology of perception. The issue of spatial
perception as an interaction between a person, a sign,
and architecture was studied by Passini as early as the
mid-1990s. He noted that the key tools for creating
comfortable environments are the planning structure
and visual cues of the environment [5]. These
studies emphasise the informational and cognitive
components of navigation; however, visual dominants
as a separate functional tool are not distinguished.
In turn, further studies by Calori & Vanden-Eynden
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highlighted the importance of visual hierarchy in
navigation systems of public spaces [6]. However, the
main focus was directed toward information systems
rather than spatial or planning solutions for interior
organisation. Some studies consider specifically the
influence of spatial configurations on user behaviour,
demonstrating the notable effectiveness of visual
markers for confident orientation within space [7].
Among Ukrainian researchers, the effectiveness of
conscious compositional and planning solutions
in different types of public interiors is actively
studied [8; 9; 10]. Additionally, the application of
artistic-compositional methods and art objects for
creating memorable and aesthetically appealing
interiors is explored [11]. Visual contrast, as a basic
compositional tool, contributes to the creation of an
expressive image of both the space and the brand [12].
The understanding that a contemporary interior
has different levels of formation, ranging from
architectural to artistic [13], creates research interest
in finding optimal ways to integrate dominants into
this space, ensuring that they align with business
marketing objectives and are the most effective from
the perspective of users’ physical perception. The
works of these authors have established a significant
foundation for further research in the field of
contemporary public interior design.

Research Aim and Objectives. The aim of the
research is to identify the functional patterns of the
use of visual dominants in public interiors and to
determine their functional typology based on the
analysis of contemporary design solutions. To achieve
this aim, the following objectives were established:

— to analyse contemporary public interiors of
different functional purposes to identify patterns in
the placement and use of visual dominants;

— to determine the main functions performed
by visual dominants within the structure of public
interiors;

— to determine the functional typology of visual
dominants based on the identified patterns.
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Presentation of the Main Material. In interior
design, a visual dominant acts as a compositional
element that attracts the user's attention due to its high
level of visual expressiveness. Its physical embodiment
is based on the fundamental design principle of
emphasis, which is achieved through contrasts in scale,
colour, form, lighting, texture, or spatial position in
relation to other interior elements [14]. Thus, a visual
hierarchy of the space is formed, influencing the nature
of its perception. However, there is an understanding
that visual dominants should serve the design objective;
otherwise, the visual expressiveness of the dominant
becomes merely a decorative technique, losing its
effectiveness as a tool for spatial organisation [15]. In
this case, the key issue is not so much the formal means
of creating a visual dominant (scale, colour, contrast)
as its functional purpose — that is, the specific objective
it fulfils within a particular space. Answering this
question required referring to international practice,
namely, analysing how visual dominants actually
function in contemporary public interiors of different
purposes. It also required identifying patterns in their
placement and use, as well as understanding under
what conditions the aesthetic expressiveness of a visual
dominant truly serves the function of the space. The
following criteria were considered in the analysis of
international experience in the use of visual dominants:
the location of the visual dominant; the conditions of
its visual perception; the nature of its interaction with
visitors; the function it performs within the space.

Based on the patterns identified through the
comparative analysis, the next stage of the research
consisted of: grouping; typological classification.

The analysis of international experience revealed
recurring functional models in the use of environmental
visual dominants, which formed the basis for the
proposed typology. A total of 20 contemporary
public interiors of different functional purposes were
analysed, of which the most representative examples
were selected for publication.

For the first group, examples of public interiors
presented in (Fig. 1) were examined.

In the XYTS Shop project (Fig. 1, @), the visual
dominant is created by means of a distinctive orange
portal that emphasises the entrance area and creates
a strong local compositional focal point, visible even
when approaching the premises [17]. The spatial arch
not only marks the entrance but also visually invites
users to continue moving into the interior.

In the FOS store (Fig. 1, b), a similar function
is achieved through the vivid colour scheme of the
facade, which extends beyond the doorway and
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transforms the entire entrance plane into a visual
element that attracts attention. The colour dominant
begins to interact with potential visitors while they
are still in the urban environment, creating their first
impression of the establishment [19].

In the Nudake Sinsa space (Fig. 1, ), the compositional
focal point is represented by a large-scale croissant. This
exhibition object enters the field of view even from the
street, as it is positioned within the interior to be visible
through the display window. Such an unusual artistic
solution arouses curiosity and encourages visitors to
approach the object, namely, to enter the space [21].

In the Lynk & Co Club (Fig. 1, d), the attractor
function is performed by a spatial composition
revealed in the perspective of the entrance area.
Although the visual dominant is not located directly
at the entrance, it is clearly visible from the very first
steps within the space. It encourages visitors to follow
a specific movement path through the interior [23].

Despite the different functional purposes of these
spaces, all of the above-mentioned attention-attracting
elements, functioning as local visual dominants, are
located within the entrance area, on the facade, or in
the first spatial perspective of the interior. Regardless
of their artistic embodiment, they perform the same
function — to create the first impression of the space
and encourage users to enter or continue moving
through it. Based on the conducted analysis of visual
dominants whose primary function is to attract the
attention of potential visitors to a space or to a specific
area within it, it is proposed to classify them as the
«attractor» type of visual dominants.

For the second group, examples of public interiors
in which the visual dominant is used directly within
the interior were grouped (Fig. 2).

In the MUR.MUR Architectes restaurant (Fig. 2, a),
the compositional dominant is represented by a large-
scale menu placed on the wall. Owing to its contrasting
colour scheme, large graphic elements, and central
location, the information is clearly perceived from
different points within the dining area and quickly
attracts visitors' attention [25].

In the Chinese Box Club project (Fig. 2, b),
the informative visual dominant is implemented
through the illuminated «Orders» sign, which clearly
indicates the ordering area. The contrasting lighting
and concise graphic design allow visitors to identify
the functional zone immediately [27].

In the House of Communication project (Fig. 2, ¢, d),
the dominant element is a complex navigation
system implemented through large-scale illuminated
typography. The information is integrated into the
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Fig. 1. Examples of attractor visual dominants: a — XYTS Shop. 2020. [16]; b — FOS Flagship Store. 2013. [18];
¢ — Nudake Sinsa. 2023. [20]; d — Lynk & Co Club. 2021. [22]

Fig. 2. Examples of informative visual dominants: a — MUR.MUR Architectes. 2023. [24];
b — Chinese Box Club. 2019. [26]; ¢, d — House of Communication. 2022. [28]
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interior composition and is perceived as one of its key
visual elements, ensuring quick orientation of users
within the space [29].

Despite the different functional purposes of the
objects, all examples demonstrate the same principle:
the dominant element concentrates visitors' attention
on information that is important for orientation
or interaction with the space. It is worth noting
that although menus and navigation systems have
different content, they serve the same purpose.
Based on the conducted analysis of visual dominants
whose primary function is to emphasise important
information for users while ensuring the intended
interaction scenario, it is proposed to classify them as
the «informative» type of visual dominants.

The third group includes examples of public
interiors presented in (Fig. 3).

In the New York Burger restaurant (Fig. 3, a),
the dominant element is a large-scale typographic

QOO0 0000
YIBOOOIOO
OOIN ¥ BIOO
O0O0OO0ONYB

composition integrated into the interior. The
integration of the establishment’s name into the
illuminated panel transforms the logo from a graphic
sign into an architectural element of the space that
constantly interacts with visitors [31].

In the Camper House of Shoes store (Fig. 3, b),
brand identity is implemented through the large-
scale use of corporate graphics and colour in visual
merchandising. The brand name is integrated into
the spatial composition and becomes one of the key
elements of the interior, maintaining the integrity of
the corporate image [33].

In the Campari Tocco Rosso space (Fig. 3, ¢),
the local visual dominant is formed through product
display, which simultaneously serves as the main
compositional accent of the entire interior. The brand
is represented not only through the logo but also
through the repetition of corporate colour, packaging,
and characteristic visual style.

Fig. 3. Examples of branding visual dominants: a — New York Burger. 2018. [30]; b — Camper House of Shoes. 2012. [32];
¢ — Campari Tocco Rosso. 2023. [34]; d — Nike House of Innovation. 2026. [35]
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In the Nike House of Innovation store (Fig. 3, d),
the visual dominant is formed through a large-scale
display of sneakers placed against a vivid corporate
orange background. The compositional solution not
onlyemphasisestheproductsbutalsostrengthensbrand
recognition through the use of corporate colours [36],
a characteristic method of product display, and a
consistent visual identity. In this case, the product
itself becomes the primary carrier of brand identity.

Despite the different nature of the spaces, all
examples demonstrate the use of compositional
dominant elements to enhance brand recognition,
its visual language, and values. These local visual
dominants are formed through the integration of
corporate identity elements or directly through
the artistic display of products, which serve as key
carriers of the brand image [37].

Based on the conducted analysis of visual
dominants whose primary function is to support
brand visual identity, form its recognizability, and
create a stable associative connection between the
space and the brand, it is proposed to classify them as
the "branding" type of visual dominants.

Conclusions. As a result of the conducted
research, the contemporary public interiors of
different functional purposes were analysed to
identify patterns in the use of visual dominants and
to determine their functions within the space. The
analysis of the examples showed that compositional
and artistic implementation may vary; however, the
functional role is the determining factor. Additionally,
the existence of local, self-sufficient interior
compositions that perform specific, separate functions
was established. The function of a visual dominant

itself became the main criterion of the proposed
classification and is considered in the article as a tool
for organising the perception of public space. Based
on the results of the research, three functional types
of visual dominants were identified: the «attractory
type, the main function of which is to engage visitors
with the space itself or with a specific area within it;
the «informative» type, aimed at attracting attention
to important elements that ensure comfortable use
of the space according to the intended interaction
scenario; and the «brandingy» type, which supports
brand visual identity, forms its recognisability, and
creates a stable associative connection between
the brand and the space. The proposed typology
demonstrates, through examples, that the same
function can be implemented through different
artistic approaches in various spatial situations, and
therefore, it does not depend on them. This confirms
the relevance of applying a functional approach when
establishing functional dominants in the creation of a
design concept and during the design process, taking
into account the specific characteristics of the space
and commercial objectives. A promising direction
for further research is the study of combined cases
of visual dominant use, as well as the evaluation of
their effectiveness: their influence on user behaviour
according to the desired outcome of interaction with
the interior environment.

Information on the use of artificial intelligence.
During the preparation of this article, Al tools
were used exclusively for grammar checking and
translation, without generating any scientific or
academic content. All ideas, analyses, data, and
conclusions belong to the author.

Bibliography

1. Tonous O. M. CyuyacHi TenaeHuii an3aiiHy iHTep'epy 3akiaaiB pecropanHoro 0i3Hecy. biznec Ingopm. 2024.
Ne 1. C. 194-200. https://doi.org/10.32983/2222-4459-2024-1-194-200.

2. Leonards U., Davies J., Ross J., Talas L., Stevanov J. Putting the sensory individual at the centre of architectural
design. Architectural Science Review. 2025. Vol. 68, No. 5. P. 392—401. https://doi.org/10.1080/00038628.2024.2421926.

3. Wilkins A. J., Penacchio O., Leonards U. The built environment and its patterns: A view from the vision sciences.
SDAR Journal of Sustainable Design & Applied Research. 2018. Vol. 6, No. 1. Article 5. https://doi.org/10.21427/D7VV5G.

4. Wardono P., Hibino H., Koyama S. Effects of restaurant interior elements on social dining behavior. Asian Journal
of Environment-Behaviour Studies. 2017. Vol. 2, No. 4. P. 43-53. https://doi.org/10.21834/aje-bs.v2i4.2009.

5. Arthur P., Passini R. Wayfinding: People, Signs, and Architecture. New York : McGraw-Hill, 1992.

6. Calori C., Vanden-Eynden D. Signage and Wayfinding Design: A Complete Guide to Creating Environmental
Graphic Design Systems. Hoboken : John Wiley & Sons, 2015. 320 p.

7. Natapov A., Kuliga S., Dalton R. C., Hélscher C. Linking building-circulation typology and wayfinding: Design,
spatial analysis, and anticipated wayfinding difficulty of circulation types. Architectural Science Review. 2020. Vol. 63,
No. 1. P. 34-46. https://doi.org/10.1080/00038628.2019.1675041.

8. bynrakosa T. B.,

I'puropuyxk I. B. Kommo3uriitai

0COOJNIMBOCTI  JT3aifHy I1HTEp'epiB  CyYacHHX

LEHTPIB JO3BULIA 3aiexHo Bix ¢yHkmii. Teopis ma npakmuxa ouzauwny. 2025. Bun. 2(36). C. 208-221.

https://doi.org/10.32782/2415-8151.2025.36.19.

9. Tpomkina O. A., Jlynina A. B. Oco6nuBoCTi apXiTeKTypHO-IIaHYBaJIbHOI OpraHi3alii HEeHTPiB PO3BUTKY MOJIOII.
Teopis ma npaxmuxa ouszauny. 2021. Bum. 24. C. 106—-115. https://doi.org/10.18372/2415-8151.24.16298.

136



Bicuuk HamionaneHoi akaaemii 00pa30TBOPUOro MUCTELTBA 1 apXiTeKTypH, 6/2026

10. T'puropuyk I'. B., AbuzoB B. A. Tumnonoriuni 0coONMMBOCTI 3aKiIajiB AO3BLLIA: YKPaiHCHKUI Ta 3aKOPAOHHUM
nocsiz. Art and Design. 2024. Ne 4(28). C. 89-101. https://doi.org/10.30857/2617-0272.2024.4.7.

11. Mumamayk O., [lony6ok A. BusnaveHHS migxomiB g0 (GopMyBaHHS iHTEp'epiB 3 ypaXyBaHHSM EMOLIIHOTO
BIUIMBY B niporieci cipuidHsTTst aprod'ekti. Bichuk KHYKiM. Cepist «MuctenrBoznasctBo». 2023. No 49. C. 143-152.
https://doi.org/10.31866/2410-1176.49.2023.293299.

12. Yu Z., Bender M., Heath T. B. Visual contrast to reduce crowding and increase shopping intentions in product
displays. Journal of Consumer Marketing. 2025. Vol. 42, No. 5. P. 630-641. https://doi.org/10.1108/JCM-06-2024-6966.

13. Kucine C. C., A6uzoB B. A., Armiymnin P. M. Crpykrypa Mozeni Cy4acHOrO BHYTPILIHBOTO CEPEIOBHIIA
muBLTEHEX Oymienb. Art and Design. 2020. Ne 3. C. 46-54. https://doi.org/10.30857/2617-0272.2020.3.3.

14. Lalji M. K., Gupta A. K., Sharma S. Importance of Basic Principles of Design in Creating Spaces. International
Journal of Trend in Scientific Research and Development. 2021. Vol. 5, No. 4. P. 911-916. URL: http://www.ijtsrd.com/
papers/ijtsrd42472.pdf (nara 3Bepaenns: 14.07.2026).

15. Jens K., Gregg J. S. How Design Shapes Space Choice Behaviors in Public Urban and Shared Indoor Spaces:
A Review. Sustainable Cities and Society. 2021. Vol. 65. Article 102592. https://doi.org/10.1016/j.s¢s.2020.102592.

16. Xyts Wgnb. ArchDaily. URL: https://www.archdaily.com/958859/xyts-wgnb (mara 3Bepuenns: 14.07.2026).

17. MinY. H., Lee S. Does Interior Color Contrast Enhance Spatial Memory? Color Research & Application. 2020.
Vol. 45, No. 2. P. 352-361. https://doi.org/10.1002/co0l.22463.

18. Fos. Behance. URL: https://www.behance.net/gallery/11031069/(fos) (nara 3Bepaenns: 14.07.2026).

19. Ghai A., Ghai S., Mittal A. Perceived Impact of Colors in Interiors and Architecture. ECS Transactions. 2022.
Vol. 107. P. 10895-10902. https://doi.org/10.1149/10701.10895ecst.

20. Sinsa. Nudake. URL: https://www.nudake.com/en/project/sinsa/ (nara 3sepuenus: 14.07.2026).

21. Jeong J., Lee H. K., Lee Y. Café or Art Exhibition? Which Experience Is More Effective in Luxury Fashion
Flagships? Journal of Fashion Marketing and Management: An International Journal. 2025. Vol. 29, No. 2. P. 252-268.
https://doi.org/10.1108/JFMM-12-2022-0269.

22. Lynk & Co Opens New Berlin Club as European Presence Grows. Lynk & Co Press. 2026. URL:
https://press.lynkco.com/en-WW/202613-lynk-co-opens-new-berlin-club-as-european-presence-grows/ (mara
3BepHeHHs: 14.07.2026).

23. Eilouti B. Scenario-Based Design: New Applications in Metamorphic Architecture. Frontiers of Architectural
Research. 2018. Vol. 7. P. 530-543. https://doi.org/10.1016/j.foar.2018.07.003.

24. Gros Bao. Mur Mur. URL: https://www.mur-mur.in/gros-bao/3zk3eoeo65xitissmf4twz74c4mi22 (nara
3BepHeHHs: 14.07.2026).

25. Maryam M. Enhancing Visual Comfort in Commercial Spaces: The Application of Graphic Language on Walls.
International Journal of Latest Technology in Engineering Management & Applied Science. 2024. Vol. 13. P. 78-81.
https://doi.org/10.51583/1IJLTEMAS.2024.130610.

26. Chinese Box Club Weert by Zware Jongens. We Heart. URL: https://www.we-heart.com/2019/10/01/chinese-
box-club-weert-zware-jongens/ (nara 3sepHenHs: 14.07.2026).

27. Obeidat A., Obeidat A., Alshboul Z., Obeidat A. Reimagining Lighting in Interior Design: Impact on
Space, Functionality, and Environmental Perspectives. Scientific Culture. 2025. Vol. 11, No. 3.2. P. 17-31.
https://doi.org/10.5281/zenodo.11322502.

28. Serviceplan. Uebele. URL: https://www.uebele.com/en/orientierungssystem/serviceplan (mata 3BepHEHHS:
14.07.2026).

29. Li C., Guo H., Yin M., Zhou X., Zhang X., Ji Q. A Systematic Review of Factors Influencing Signage Salience
in Indoor Environments. Sustainability. 2023. Vol. 15. Article 13658. https://doi.org/10.3390/sul51813658.

30. New York Burger Moraleja. Proyecto Singular. URL: https://proyectosingular.com/project/new-yor-burger-
moraleja/ (nara 3BepHeHHs: 14.07.2026).

31. Kim J., Park E. Place Branding Viewed from the Perspective of the Poetics of Space: The Case of Aesop's
Signature Stores. Space and Culture. 2023. Vol. 28, No. 4. P. 7-15. https://doi.org/10.1177/12063312231213294.

32. Camper's House of Shoes by Shigeru Ban & Dean Maltz, New York. Retail Design Blog. URL:
https://retaildesignblog.net/2012/06/09/shoe-stores-campers-house-of-shoes-by-shigeru-ban-dean-maltz-new-york-2/
(mara 3BepHeHHs: 14.07.2026).

33. Sari S. M., Nilasari P. F., Tedjokoesoemo P. E. D. Implementation of Interior Branding in Retail Interior Design.
Journal of Management and Marketing Review. 2022. Vol. 7, No. 1. P. 13-22. https://doi.org/10.35609/jmmr.2022.7.1(2).

34. Unsere neuen Food-Favoriten inkl. Trendrezepte. Stilpalast. URL: https://www.stilpalast.ch/savoir-vivre/
genuss/unsere-neuen-food-favoriten-inkl-trendrezepte-133210 (mzata 3BepHenns: 14.07.2026).

35. Kretschmer M. House of Innovation NYC. URL: https://maxkretschmer.com/house-of-innovation-nyc (nara
3BepHeHHs: 14.09.2026).

36. Riskiyanto R., Anandhita G. Starbucks' Expressive Space: Reading the Visual Tectonic of Architecture Driven
by Colour System. ARSNET. 2022. Vol. 2, No. 1. P. 66-81. https://doi.org/10.7454/arsnet.v2i1.51.

37. Onem M., Hasirci D. Designing Brand Experience in Interior Space. IOP Conference Series: Materials Science
and Engineering. 2020. Vol. 960. Article 022005. https://doi.org/10.1088/1757-899X/960/2/022005.

137



Bicuuk HamionansHoi akagemii o0pazoTBopyoro mucrenrsa i apxitektypu, ISSN 3041-1882 (Online)

References

1. Holovnia, O. M. (2024). Suchasni tendentsii dyzainu interieru zakladiv restorannoho biznesu [ Contemporary trends
inrestaurantinteriordesign]. BiznesInform[Business Inform], (1), 194-200. https://doi.org/10.32983/2222-4459-2024-1-
194-200 [in Ukrainian].

2. Leonards, U., Davies, J., Ross, J., Talas, L., & Stevanov, J. (2025). Putting the sensory individual at the centre of
architectural design. Architectural Science Review, 68(5), 392—401. https://doi.org/10.1080/00038628.2024.2421926.

3. Wilkins, A. J., Penacchio, O., & Leonards, U. (2018). The built environment and its patterns: A view from the
vision sciences. SDAR Journal of Sustainable Design & Applied Research, 6(1), Article 5. https://doi.org/10.21427/
D7VVS5G.

4. Wardono, P., Hibino, H., & Koyama, S. (2017). Effects of restaurant interior elements on social dining behavior.
Asian Journal of Environment-Behaviour Studies, 2(4), 43—53. https://doi.org/10.21834/aje-bs.v2i4.209.

5. Arthur, P., & Passini, R. (1992). Wayfinding: People, signs, and architecture. McGraw-Hill.

6. Calori, C., & Vanden-Eynden, D. (2015). Signage and wayfinding design: A complete guide to creating
environmental graphic design systems. John Wiley & Sons.

7. Natapov, A., Kuliga, S., Dalton, R. C., & Hélscher, C. (2020). Linking building-circulation typology and
wayfinding: Design, spatial analysis, and anticipated wayfinding difficulty of circulation types. Architectural Science
Review, 63(1), 34-46. https://doi.org/10.1080/00038628.2019.1675041.

8. Bulhakova, T. V., & Hryhorchuk, H. V. (2025). Kompozytsiini osoblyvosti dyzainu interieriv suchasnykh
tsentriv dozvillia zalezhno vid funktsii [Compositional features of interior design of contemporary leisure
centres depending on function]. Teoriia ta praktyka dyzainu [Theory and Practice of Design], 2(36), 208-221.
https://doi.org/10.32782/2415-8151.2025.36.19 [in Ukrainian].

9. Troshkina, O. A., & Lupina, A. V. (2021). Osoblyvosti arkhitekturno-planuvalnoi orhanizatsii tsentriv rozvytku
molodi [Features of the architectural and planning organization of youth development centres]. Teoriia ta praktyka
dyzainu [Theory and Practice of Design], (24), 106—115. https://doi.org/10.18372/2415-8151.24.16298 [in Ukrainian].

10. Hryhorchuk, H. V., & Abyzov, V. A. (2024). Typolohichni osoblyvosti zakladiv dozvillia: Ukrainskyi ta
zakordonnyi dosvid [Typological features of leisure facilities: Ukrainian and international experience]. Art and Design,
4(28), 89-101. https://doi.org/10.30857/2617-0272.2024.4.7 [in Ukrainian].

11. Pylypchuk, O., & Polubok, A. (2023). Vyznachennia pidkhodiv do formuvannia interieriv z urakhuvanniam
emotsiinoho vplyvu v protsesi spryiniattia art-obiektiv [Approaches to interior design considering emotional impact
in the perception of art objects]. Visnyk KNUKiM. Seriia: Mystetstvoznavstvo [Bulletin of Kyiv National University
of Culture and Arts. Series: Art Studies], (49), 143-152. https://doi.org/10.31866/2410-1176.49.2023.293299
[in Ukrainian].

12. Yu, Z., Bender, M., & Heath, T. B. (2025). Visual contrast to reduce crowding and increase shopping intentions
in product displays. Journal of Consumer Marketing, 42(5), 630-641. https://doi.org/10.1108/JCM-06-2024-6966.

13. Kysil, S. S., Abyzov, V. A., & Ahliullin, R. M. (2020). Struktura modeli suchasnoho vnutrishnoho seredovyshcha
tsyvilnykh budivel [Structure of the model of modern interior environment of civil buildings]. Art and Design, 3, 46—54.
https://doi.org/10.30857/2617-0272.2020.3.3 [in Ukrainian].

14. Lalji, M. K., Gupta, A. K., & Sharma, S. (2021). Importance of basic principles of design in creating
spaces. International Journal of Trend in Scientific Research and Development, 5(4), 911-916. Retrieved from
http://www.ijtsrd.com/papers/ijtsrd42472.pdf.

15. Jens, K., & Gregg, J. S. (2021). How design shapes space choice behaviors in public urban and shared indoor
spaces: A review. Sustainable Cities and Society, 65, Article 102592. https://doi.org/10.1016/j.s¢s.2020.102592.

16. ArchDaily. (2021). Xyts Wgnb [Architectural project]. ArchDaily. Retrieved from https://www.archdaily.com/
958859/xyts-wgnb.

17. Min, Y. H., & Lee, S. (2020). Does interior color contrast enhance spatial memory? Color Research &
Application, 45(2), 352-361. https://doi.org/10.1002/col.22463.

18. Fos. (n.d.). Fos [Design project portfolio]. Behance. Retrieved from https://www.behance.net/gallery/11031069/
(fos).

19. Ghai, A., Ghai, S., & Mittal, A. (2022). Perceived impact of colors in interiors and architecture. ECS Transactions,
107, 10895-10902. https://doi.org/10.1149/10701.10895ecst.

20. Nuda. (n.d.). Sinsa [Interior design project]. Retrieved from https://www.nudake.com/en/project/sinsa/.

21. Jeong, J., Lee, H. K., & Lee, Y. (2025). Café or art exhibition? Which experience is more effective in luxury
fashion flagships? Journal of Fashion Marketing and Management: An International Journal, 29(2), 252-268.
https://doi.org/10.1108/JFMM-12-2022-0269.

22. Lynk & Co. (2026). Lynk & Co opens new Berlin club as European presence grows. Lynk & Co Press. Retrieved
from https://press.lynkco.com/en-WW/202613-lynk-co-opens-new-berlin-club-as-european-presence-grows/.

23. Filouti, B. (2018). Scenario-based design: New applications in metamorphic architecture. Frontiers of
Architectural Research, 7, 530-543. https://doi.org/10.1016/j.foar.2018.07.003.

24, Mur Mur. (n.d.). Gros Bao [Interior design project]. Retrieved from https://www.mur-mur.in/gros-
bao/3zk3eoeo65xitissmfdtwz74c4mi22.

25. Maryam, M. (2024). Enhancing visual comfort in commercial spaces: The application of graphic language
on walls. International Journal of Latest Technology in Engineering Management & Applied Science, 13, 78-81.
https://doi.org/10.51583/IJLTEMAS.2024.130610.

138



Bicuuk HamionaneHoi akaaemii 00pa30TBOPUOro MUCTELTBA 1 apXiTeKTypH, 6/2026

26. We Heart. (2019). Chinese Box Club Weert by Zware Jongens [Interior design project]. We Heart. Retrieved
from https://www.we-heart.com/2019/10/01/chinese-box-club-weert-zware-jongens/.

27. Obeidat, A., Obeidat, A., Alshboul, Z., & Obeidat, A. (2025). Reimagining lighting in interior design: Impact
on space, functionality, and environmental perspectives. Scientific Culture, 11(3.2), 17-31. https://doi.org/10.5281/
zenodo.11322502.

28. Uebele, A. (n.d.). Serviceplan [Orientation and signage system project]. Retrieved from
https://www.uebele.com/en/orientierungssystem/serviceplan.

29. Li, C., Guo, H., Yin, M., Zhou, X., Zhang, X., & Ji, Q. (2023). A systematic review of factors influencing
signage salience in indoor environments. Sustainability, 15, Article 13658. https://doi.org/10.3390/sul51813658.

30. Proyecto Singular. (n.d.). New York Burger Moraleja [Interior design project]. Retrieved from
https://proyectosingular.com/project/new-yor-burger-moraleja/

31. Kim, J., & Park, E. (2023). Place branding viewed from the perspective of the poetics of space: The case of
Aesop’s signature stores. Space and Culture, 28(4), 7-15. https://doi.org/10.1177/12063312231213294.

32. Retail Design Blog. (2012). Camper’s House of Shoes by Shigeru Ban & Dean Maltz, New York [Interior
design project]. Retail Design Blog. Retrieved from https://retaildesignblog.net/2012/06/09/shoe-stores-campers-
house-of-shoes-by-shigeru-ban-dean-maltz-new-york-2/.

33. Sari, S. M., Nilasari, P. F., & Tedjokoesoemo, P. E. D. (2022). Implementation of interior branding in retail
interior design. Journal of Management and Marketing Review, 7(1), 13-22. https://doi.org/10.35609/jmmr.2022.7.1(2).

34. Stilpalast. (n.d.). Unsere neuen Food-Favoriten inkl. Trendrezepte [Our new food favorites including
trend recipes]. Retrieved from https://www.stilpalast.ch/savoir-vivre/genuss/unsere-neuen-food-favoriten-inkl-
trendrezepte-133210.

35. Kretschmer, M. (2026). House of Innovation NYC [Architectural project]. Retrieved from
https://maxkretschmer.com/house-of-innovation-nyc.

36. Riskiyanto, R., & Anandhita, G. (2022). Starbucks’ expressive space: Reading the visual tectonic of architecture
driven by colour system. ARSNET, 2(1), 66-81. https://doi.org/10.7454/arsnet.v2il.51.

37. Onem, M., & Hasirci, D. (2020). Designing brand experience in interior space. IOP Conference Series:
Materials Science and Engineering, 960, Article 022005. https://doi.org/10.1088/1757-899X/960/2/022005.

i ® Jlata nepimoro HaIXO/KEHHSI cTatTTi A0 BuaanHs: 21.07.2026
@ JlaTa npuiHATTS CTATTI 10 APYKY Micis perieH3yBanHs: 15.09.2026

Hata my6mixanii (omprttogaenns) crarti: 12.11.2026

CTarTsd NOLIKMPIOEThCS HAa yMOBAX
ninensii Bigkputoro gocrymy (CC BY 4.0)

139



