OZET

Giliniimiizde hizla degisen rekabet ortaminda, siirdiiriilebilir rekabet avantaji saglamanin en
onemli yolu kullanici odakli olmaktan ge¢mektedir. Kullanicilar, istek ve ihtiyaclarinin
karsilanmasmin yaninda tiiketimin keyifli bir hale gelmesini beklemektedir. Bu nedenle
magaza mekanlar1 iriinlerle birlikte hizmet saglamanin da ilerisine gegerek kullanicilara
duyulara hitap eden atmosferik faktorler ile essiz deneyimler saglamalidir. Bu noktada
deneyimsel magazacilik kavrami ortaya ¢ikmaktadir. Ozellikle pandemi sonrasi sanallasan
aligveris eyleminin sonucunda fiziki olarak magaza mekanina kullaniciyr ¢ekmek igin,
deneyim sunan, sosyallesme mekanlarina imkan veren ve olumlu anilarin kaynagi haline gelen

mekanlar olusturulmaya baglanmistir.

Deneyimsel magaza atmosferi unsurlar1 kullanicilart magazaya ¢ekmekte ve magazada daha
uzun siire kalmalarini saglamaktadir. Deneyimsel magazaciligin gelismesine katkida bulunan
son donemdeki teknolojik gelismeler, tiiketim olgusu, tiiketicinin duygu ve diistincelerinin
onemsenmesi olarak karsimiza ¢ikmaktadir. Arastirmalara gore yeni gelen jenerasyonun satin
alma tercihleri ise bu durumun temel sebebi olmaktadir. Bir kisinin dogrudan algilar1 ve
etkinlikleriyle kazandig1 bilgi, beceri ve tavirlarin biitiinii olarak tanimlanabilecek deneyim
kavrami kullanicilarin magaza icerisinde karar alma veya ikna asamalarinda deneyime daha
fazla 6nem vermeye baslamasi, ‘Deneyim Magazasi’, ‘Deneyimsel Magazacilik’ gibi,
merkezine deneyimi alan mekan anlayislarinin giderek onem kazanmasini saglamaktadir.
Kullanicilarda ‘istek uyandiran’ yapisindan dolay1 da deneyim odakli magaza mekanlarimin
etki alam1 da giderek yaygilagsmaya baslamistir. Giiniimiizde deneyim mekanlarinin
ozelliklerini uygulayan magazalar kullaniciya deneyim sunan, eglence ve hos vakit gegirilen

mekanlar olarak giincellenmistir.

Deneyimsel magaza mekanlar1 atmosferik unsurlari ile mekanda kullanictya yasanmiglik hissi
uyandirarak magaza icerisinde ek programlara yer vermektedir. Bu unsurlar magaza mekanini
deneyimleyen kullanicinin magazaya kars1 olumlu duygular olusturup, magazaya bagli kilmak

amagclhidir.

Magaza mekanlarina ek programlar eklenerek kullanicinin cevrimig¢i aligveris eylemini,
cevrimdis1 ortama yani magaza mekanlarina ¢ekmek deneyimsel magazacilik anlayisim
desteklemistir. Kullanicilar artik bir {riinii alirken beraberinde baska iirlinleri de

deneyimlemek, kisisellestirme alanlar1 sayesinde satin alacag tirtinlerini kendisine 6zgii hale



getirmek, alisveris eylemine ek olarak magaza mekaninda sosyallesebilecegi canli miizik
performansi ile hos vakit gegirmek, yeni bir kahvenin tadimin1 yapip ayn1 anda bir workshop

egitimine katilarak unutulmaz anlar1 deneyimlemektedirler.

Calismada giiniimiizdeki rekabet ortaminda degisen magaza mekanlarin atmosferinin literatiir
arastirmasi yapilarak, atmosferik unsurlarin magaza mekanlarinda deneyim alanlarina nasil
doniistiiriildiigii anlatilmistir. Dontlisen bu deneyim saglayicilarinin magaza mekanlarinda
olusturdugu deneyim alanlar1 diinya genelindeki 6rnekler iizerinden mekansal organizasyon

semalar1 incelenmistir.

Bu calismanin temel amaci, deneyimsel magazacilik ve deneyim unsurlarinin i¢ mimaride
magaza mekanlar1 baglaminda 6rnek bir deneyimsel magaza mekanini incelemektir. Bununla
beraber, deneyimsel magazaciligin boyutlar1 olan baz1 deneyim unsurlarinin magaza mekanina

tasarimsal olarak nasil yansitilabilecegini incelenecektir.
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CHANGE OF SHOP ATMOSPHERE IN INTERIOR DESIGN:
EXPERIENTIAL MERCHANDISING

ABSTRACT

In today's rapidly changing competitive environment, the most important way to provide
sustainable competitive advantage is to be user-oriented. In addition to meeting their wants and
needs, users expect consumption to be enjoyable. For this reason, store spaces should go
beyond providing services along with products and provide users with unique experiences with
atmospheric factors that appeal to the senses. At this point, the concept of experiential retailing
emerges. Especially as a result of the virtualization of shopping after the pandemic, spaces that
offer experiences, enable socialization and become a source of positive memories have begun
to be created in order to attract users to the physical store space. Experiential store atmosphere
elements attract users to the store and ensure that they stay in the store for longer. Recent
technological developments that contribute to the development of experiential retailing emerge
as the phenomenon of consumption and the importance of the consumer's feelings and
thoughts. According to research, the purchasing preferences of the new generation are the main
reason for this situation. The concept of experience, which can be defined as the totality of
knowledge, skills and attitudes gained by a person through their direct perceptions and
activities, has caused users to attach more importance to experience in the decision-making or
persuasion stages in the store, and the concept of space that focuses on experience, such as
‘Experience Store” and ‘Experiential Retailing’, has increasingly gained importance. Due to its
‘desirable’ structure in users, the area of influence of experience-oriented store spaces has also
started to become increasingly widespread. Today, stores that apply the features of experience
spaces have been updated as places that offer users experience, entertainment and pleasant

times.

Experiential store spaces give the user a sense of lived experience with their atmospheric
elements and include additional programs in the store. These elements aim to create positive
feelings towards the store in the user who experiences the store space and make them attached

to the store.

Adding additional programs to store spaces and pulling the user’s online shopping action to the

offline environment, namely the store spaces, has supported the experiential retail concept.
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Users can now experience other products while purchasing a product, make the products they
will purchase unique to themselves thanks to personalization areas, have a pleasant time with
a live music performance where they can socialize in the store space in addition to the shopping
action, taste a new coffee and participate in a workshop training at the same time and

experience unforgettable moments.

In the study, a literature review of the atmosphere of the changing store spaces in today's
competitive environment was conducted and how atmospheric elements were transformed into
experience areas in store spaces was explained. The spatial organization schemes of the
experience areas created by these transformed experience providers in store spaces were

examined through examples from around the world.

The main purpose of this study is to examine an experiential store space in the context of
experiential retailing and experience elements in interior architecture. In addition, it will be
examined how some experience elements, which are the dimensions of experiential retailing,

can be reflected in the store space in terms of design.
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