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Abstract. The relevance of the study is driven by profound changes in
Generation Z consumer behaviour under the conditions of creative-economy
expansion, digital communication and the growing economic importance of
intangible value creation. In this context, aesthetic characteristics of commercial
spaces move beyond a purely decorative function and become economically
significant factors shaping visitation decisions, interaction duration and consumer
loyalty. Conventional approaches to analysing commercial space choice
increasingly fail to capture the behavioural logic of Generation Z, necessitating a
reconsideration of the aesthetic economy as an independent driver of demand.

The purpose of the article is to identify and theoretically substantiate the
impact of aesthetic economy on Generation Z’s choice of commercial spaces, as well
as to determine applied guidelines for using aesthetic factors as an economic
resource to enhance the attractiveness and competitiveness of such spaces.

The study applies system-structural and logical-analytical methods,
comparative analysis, and theoretical generalisation to contemporary research on

consumer behaviour and the creative economy. Conceptual analysis is employed to
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examine behavioural and economic outcomes arising from the implementation of
aesthetic solutions in commercial environments.

The study establishes that aesthetic economy influences Generation Z’s pre-
purchase decisions through emotional perception, symbolic identification and value
alignment with commercial spaces. It is demonstrated that aesthetic solutions are
translated into measurable economic effects through increased consumer loyalty,
extended interaction duration, and the accumulation of intangible added value. Key
implementation constraints are identified, including individualised aesthetic
perception, limited measurability of aesthetic effects, time lags between design
interventions and economic returns, and the risks associated with the
commercialisation of authenticity.

The findings substantiate that aesthetic economy functions as a Strategic
management instrument for commercial spaces oriented towards Generation Z and
should be treated as a long-term intangible economic asset rather than a
supplementary design component. The integration of aesthetic solutions into
demand management and competitiveness strategies for commercial spaces is
economically justified. Prospects for further research include the development of
quantitative models to assess the intangible added value of aesthetic solutions, the
analysis of their interaction with digital platforms, and the investigation of the long-
term economic sustainability of aesthetically oriented commercial spaces.

Keywords: consumer behaviour, experience economy, intangible assets,
spatial perception, consumer loyalty, value-based identification, commercial

environment, business competitiveness.
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Anomauia. AxmyanbHicmv O0O0CHIONCEHHS 3YMOBIEHO MPAHCHOPMAYIEID
CHOJHCUBYUOI NOBEOTHKU NOKOJNIHHA Z 8 YMOBAX PO3GUMKY KPEeamueHOi eKOHOMIKU,
yugposoi  Komymwikayii ma 3POCMAHHA PO  HeMAmMepialbHUX  YUHHUKIB
KOHKYDEHMOCNPOMONCHOCI KOMEPYIUHUX NPOCMOopi8. 3a yux ymMo8 ecmemudti
Xapaxkmepucmuku npocmopy nepecmaroms UKOHY8AmMU Cyno 00NOMINCHY PYHKYIIO
U1l HAOYBAMb eKOHOMIYHO20 3HAYUEHHS], BNIUBAI0YU HA PILUEHHS OO0 8i08I0Y8AHHS,
mpusaiocmi 83aemMooii ma @opmysanus nosibHocmi. Tpaouyitini nioxoou 00
amanizy ubopy KoMepyiuHux 10Kayitl He NOBHOI0 MIPOI0 NOACHIOIOMb NOBEOIHKO8I
MOOei NOKONIHHA Z, o akmyanizye nompeody 8 OCMUCIEHHT eCemuyHoi eKOHOMIKU
SK CamMocmilno2o opausepa nonumy .

Mema cmammi nonsieae y 6us6ieHHi ma HAYKOBOMY OOIDYHMYBAHHI GNIAUBY
ecCmemuyHoi eKOHOMIKU Ha 6UOIp KOMEPYItHUX Npocmopie npeocmasHUKamu
NOKOJNIHHA Z, a4 MAKOJHC V BUSHAYEHHI NPUKIAOHUX OPIEHMUPIE BUKOPUCHAHMHS
eCmemuyHUX YUHHUKIB AK eKOHOMIYH020 pecypcy Ni08UWEHHs NpueabIusocmi ma
KOHKYPEHMOCNPOMOACHOCII MAKUX NPOCMOPIS.

Memoou 0ocniodcenHs 8KII0UAIOMb CUCMEMHO-CMPYKMYPHUL AHATLI3, JI02IKO-
AHANTMUYHI MA KOMNAPAMUHI Memoou, V3a2albHeHHs MeopemudHUx NOa0HCEeHb
CYUACHUX O0CNIOHCEHb Y Chepl CnOAHCUBHOT NOBEOTHKU MA KPeamUBHOI eKOHOMIKU, d
MAaKkoM#C KOHYENMyaibHUli aHali3 noBeodiHKOBUX [ eKOHOMIYHUX HACHiOKIg
BUKOPUCAHHS eCIEeMUYHUX PIUeHb ) KOMEPYILHUX cepedo8ULYaXx.

YV x00i Oocniooicennsi ecmanosierHo, wo ecmemuyHa eKOHOMIKA Gopmye

OOKYNiBe/lbHI PIUEeHHs. NOKONIHHA Z WAAXOM 6NJIUEY HA eMOYIlHe CAPULHAMMA,
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CUMBONIYUHY i0eHmu@ikayito ma YyiHHICHY pele8AHMHICMb KOMEPYIIHUX NPOCMOpI8.
Jloseodeno, wo ecmemuuni piienHs: MpaHcHOPMYIOMbCI Y BUMIPIOBAH] eKOHOMIYUHI
eghekmu uepes 3pOCMAHHIL JIOSILHOCMI, NOO0BIHCEHHS MPUBANOCMI 83AEMOOII ma
AKyMynAYilo HemamepiaibHoi 000aHoi eapmocmi. Buseneno knouosi oomedcenus
NpaKmu4Hoi  peanizayii NPUHYUNIE eCMEemUyHOoi eKOHOMIKU, NO8 A3aHi 3
iHougioyanizayicto CnpuiHaAmms, O0OMENCEHOK BUMIPIOBAHICMIO eCMemUYHUX
ehexmis, uacosumu 1a2amu ix eKOHOMIYHOI 8i00ayui ma pu3uUKamu Komepyianizayii
a8meHmuyYHOCMmI.

Ob61pynmosano, wo ecmemuyHa eKOHOMIKA € GaMCIUBUM IHCHMPYMEHMOM
cmpameziyno20 YNpAaeaiHHi KOMEPYIUHUMU NPOCMOPAMU, OPIEHMOBAHUMU HA
NOKOJNIIHHA Z, Ma MA€ po32na0amucs K HemMamepialbHUlti eKOHOMIYHUL aKmue
0oszcocmpoxoeoi 0ii. Iloxaszano OoyinbHicms iHmezpayii ecCmemuyHux piuieHv y
cucmemuy YApAGAIHHA NONUMOM 1 KOHKYPEHMOCHNPOMONCHICMIO KOMEPYIUHUX
npocmopis. Ilepcnekmusu nooanvuiux 0O0CHIONCEHb NOB A3aHI 3 PO3POONEHHAM
Memooi8  KIIbKICHO20 — OYIHIOBAHHA  HemamepianibHoi  000auoi  eapmocmi
eCmemuyHUX piuleHb, aHanizom ix 63aemolii 3 yu@posumu niamgopmamu ma
BUBYEHHAM 00820CMPOKOBOI €KOHOMIUHOI CMIUKOCMI eCmemuyHO OpiEHMOBAHUX
KOMepYIuHUX npocmopis.

Knrwouoei cnoea: cnoscusua nosedinka, eKOHOMIKA 00C8I0y, HemMamepiaibHi
aKmueu, Npocmopose  CHNPUUHAMMA,  JOSIbHICMb — CHOMCUBAYI8,  YIHHICHA

i0enmudpikayis, Komepyiiline cepedosuuye, KOHKYPEHMOCHPOMONCHICIb DI3HEC).

Problem statement. In the current context of consumer behavior
transformation and the development of creative industries, the aesthetic economy is
becoming increasingly important in shaping demand for commercial spaces. For
Generation Z, the choice of retail, service, and creative locations is increasingly less
determined by functional or price parameters. It is increasingly driven by visual

appeal, the symbolic content of space, compliance with value orientations, and the
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potential for social communication and self-presentation in the digital environment.
It leads to structural shifts in the economy of commercial spaces, where design,
atmosphere, and emotional experience become measurable factors in business
competitiveness.

From a scientific point of view, the problem lies in the insufficient
conceptualization of the relationship between aesthetic economy, generational
models of space perception and consumer decision-making processes. Traditional
economic and marketing approaches do not fully explain the motivations of
Generation Z, which integrates consumption with cultural identity, social
responsibility and digital practices. It highlights the need for interdisciplinary
models that combine economics, sociology, perceptual psychology and spatial
theory to analyze commercial locations as economic and cultural systems.

The practical significance of the study is related to the need to develop new
approaches to the design, renovation and management of commercial spaces, taking
into account the aesthetic expectations and behavioral patterns of Generation Z. For
business, this means finding tools to increase loyalty and economic efficiency
through intangible assets, for developers and city management structures — the
formation of sustainable and attractive urban environments, and for public policy —
the integration of aesthetic factors into the development strategies of the creative
economy and urban spaces. Thus, the study of aesthetic economics as a driver of
commercial space choice is directly related to the key scientific task of updating
theories of consumer behavior and to the practical challenge of increasing the
competitiveness of commercial and urban environments.

Analysis of recent research and publications. A review of scientific
research by topic reveals four interrelated scientific directions. The first scientific
direction concerns the understanding of aesthetics as a tool for visual identity and
symbolic communication, shaping basic consumer expectations in the media and

cultural environment. In the study of V. Nazarenko, the evolution of makeup is
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considered as a means of visual identification in mass culture, which forms
recognizable images and indirectly affects the perception of commercial visual
spaces [1]. M. Divel analyses creative hairdressing as a form of applied art with a
pronounced emotional and therapeutic effect, which enhances the subjective value
of the environment for the client [2]. I. Obukhovska considers photography as a
means of preserving and popularizing intangible cultural heritage, emphasizing its
role in shaping cultural authenticity and aesthetic appeal of space [3]. In summary,
this direction confirms that aesthetics for Generation Z acts as a carrier of meanings
and social identity; further research should focus on measuring the impact of visual
codes on consumer trust and loyalty.

The second direction covers the economic and digital marketing aspects of the
aesthetic economy, within which visual appeal is transformed into intangible added
value. T. Zaruba demonstrates that using online platforms for selling and booking
beauty services provides economic benefits through aesthetically designed service
visualizations and convenient digital interaction [4]. K. Kupriienko and co-authors
analyze the development of social networks as a leading channel of brand
communication, emphasizing that the aesthetics of visual content determine the level
of involvement among Generation Z [5]. I. lasinska establishes a connection
between aesthetically structured care programs, the level of their implementation,
and the growth of user confidence, which enhances the economic effect of repeated
service selection [6]. In general, this direction confirms the economic feasibility of
investments in the aesthetic component of digital services; further research should
focus on developing models to quantify the economic return on such investments.

The third direction concerns the study of the value and behavioral
characteristics of Generation Z, which determine their attitude toward commercial
spaces as sources of experience. M. Kryvtsova and O. Soroka characterize
Generation Z as a specific socio-economic segment sensitive to the emotional and

visual quality of the environment [7]. I. Burachek and co-authors emphasize that for
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this generation, a comfortable, aesthetically rich environment is an essential factor
in choice and loyalty [8]. C. Giachino and co-authors show that for Generation Z,
the aesthetic uniqueness and «experience» of space are key motivators of choice, in
particular in the areas of leisure and tourism [9]. The generalization of this direction
indicates the dominance of the behavioral logic of experience over purely functional
motivations. Further research should be directed at analysing the relationship
between value orientations and real spatial behavior of Generation Z.

The fourth direction combines architectural and design research that directly
analyses the influence of aesthetic characteristics of commercial spaces on their
perception by Generation Z.C. M. Tam and co-authors develop and validate
indicators of environmental factors of commercial districts, proving the decisive role
of atmosphere and visual integrity [10]. Y. Cheng analyses the spatial design of
commercial complexes, taking into account the needs of Generation Z and
emphasizing the importance of emotional saturation and the spatial scenario [11].
R. Cetin and S. Aniktar establish a direct relationship between design decisions of
shopping centers and behavioral intentions of young consumers [12]. S. Wang and
Y. Song reveal the dominance of minimalist aesthetic trends in the perception of
coffee shop facades by Generation YZ [13], which is consistent with the results of
M. C. Wibowo and co-authors, who quantitatively prove the positive impact of
minimalist design on the visual preferences of Generation Z [14]. In general, this
direction confirms the key role of aesthetic and architectural solutions as an
economic driver in the choice of commercial spaces, and further research should
focus on integrating design, psychological, and economic parameters into complex
models to assess the effectiveness of environments for Generation Z.

Identifcation of previously unresolved parts of the general problem.
Despite the active study of the aestheticization of consumption and creative aspects
of commercial spaces, significant gaps remain in scientific research. The

economically significant characteristics of the aesthetic economy from the
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perspective of consumer choice among Generation Z are not sufficiently
systematized; the behavioral and value characteristics of this generation are often
analysed fragmentarily and out of touch with spatial decisions. The long-term
economic consequences of aesthetic decisions, in particular their impact on loyalty,
interaction duration, and the creation of intangible value, remain understudied. The
scientific and practical problems of implementing the principles of aesthetic
economics, related to the individualization of perception, the complexity of
quantitative measurement of aesthetic effects and the risks of commercialization of
authenticity, are also insufficiently revealed.

The proposed study fills these gaps through a comprehensive economic and
behavioral analysis of the aesthetic economy as a factor in the choice of commercial
spaces by Generation Z. The work systematizes the key characteristics of the
aesthetic economy, substantiates their connection to consumer behavioral responses,
and demonstrates the economic consequences of their use. It allows us to expand our
theoretical understanding of the problem and to develop applied guidelines for
managing commercial spaces that take into account the specifics of Generation Z.

Formulation of the article objectives (statement of the task). The article
aims to identify and substantiate the influence of the aesthetic economy on the choice
of commercial spaces by Generation Z representatives and to determine guidelines
for applying aesthetic factors as an economic resource to increase their attractiveness
and competitiveness.

Objectives of the article:

1. To establish the key characteristics of the aesthetic economy that determine
the choice of commercial spaces by representatives of Generation Z.

2. To investigate the behavioral and economic effects of aesthetic decisions in
commercial spaces, in particular their impact on loyalty, duration of interaction, and

intangible added value.
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3. To substantiate the scientific and practical problems and directions of
implementing aesthetic economy tools in the design and management of commercial
spaces focused on Generation Z.

Presentation of the primary research material. Within the framework of
the analysis of consumer behavior among Generation Z, aesthetic economy acts not
as an auxiliary but as a system-forming factor in the choice of commercial spaces. It
is a shift from the rational-functional logic of consumption to a model in which the
economic value of space is formed through emotional perception, visual and
symbolic saturation, and the ability of space to serve as an environment for self-
expression and social visibility. For Generation Z, commercial space is part of a
personal and digital narrative; therefore, its aesthetic characteristics directly affect
decisions about visits, duration of stay, and repeat visits. In this context, aesthetics
is transformed from a decorative element into an economic resource that determines
behavioral patterns and commercial performance (table 1).

Table 1
Key characteristics of the aesthetic economy that influence the choice of

commercial spaces by Generation Z

Characteristic Contentual essence Economic effect

Formation of the first impression

Visual integrity of | Consistency of design, color and increasing the likelihood of

the space solutions and spatial composition

entry
Symbolic Presence of unique meanings, Increase in consumer loyalty and
authenticity local or value markers identification with the brand

Creating a positive emotional

Emotional : i i
motiona state through light, sound, and Extenshng the tme ° f'stay and

atmosphere intensity of interaction

textures

. Potential of the space for visual Free brand distribution and

Instagramability . . . .

representation in social networks | attracting a new audience
Flexibility and The possfp1hty Qf transforming Adaptation to ch.anglng.

. it the space into different formats of | preferences and increasing repeat

scriptability

experience visits
Source: formed by the author based on [1, p. 169; 3, p. 191-192; 10; 11; 12; 14, p. 239—

240]
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In practical terms, the above characteristics of the aesthetic economy are
realized through a set of managerial and spatial decisions that directly shape the
behavior of Generation Z consumers in commercial settings. The visual integrity of
the space is formed as an integrated spatial and graphic identity, within which
architectural solutions, interior design, navigation, and digital media are
subordinated to a single visual code. This approach is demonstrated by flagship
formats such as Starbucks Reserve Roastery, where the space is designed as a
«theatrical, immersive environmenty, in which the design, coffee roasting process,
and gastronomic zones form a single experience for the visitor [15]. In this case,
aesthetic parameters are directly converted into time spent, interaction intensity, and
consumers’ willingness to return to the space. Symbolic authenticity is realized
through the inclusion of local meanings and historical or value markers that resonate
with Generation Z’s worldview, focused on sustainability, ethics, and emotionally
rich impressions. Commercial spaces that consciously articulate their identity
(through references to the urban context, ecological materials, cultural narratives)
are perceived not only as places of consumption but also as environments of
belonging, which strengthen loyalty and willingness to pay for the experience, not
just for the product. The emotional atmosphere is formed based on the principles of
sensory design: the management of lighting scenarios, color palettes, acoustic
backgrounds and tactile materials is aimed at reducing cognitive load and creating a
comfortable emotional background. It translates consumption from the level of a
utilitarian transaction to the level of a memorable experience, which has its own
intangible value for representatives of Generation Z. Of particular importance for
this age group is the visual representational appeal in digital networks, when the
space is purposefully designed as a source of visual content for social platforms. In
this case, the commercial location serves as a «content-generating environmenty:
visitors independently produce photo and video content, increasing brand reach

without additional advertising costs. The Museum of Ice Cream case is illustrative,
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where the space is organized as a sequence of bright, sensory-rich installations that
encourage interaction and photography; it is this visual and communication logic
that has made the project one of the most famous examples of experimental retail
and experience-oriented marketing [16]. The flexibility and scriptability of the space
complement this mechanism: modular furniture, temporary installations, and the
ability to change functional areas quickly make it possible to combine everyday
consumption with event formats, creative collaborations, and media content. Thus,
aesthetic economics serves as a holistic, practical model in which visual integrity,
symbolic authenticity, emotional atmosphere, visual representational appeal in
digital networks, and scenario flexibility of space jointly ensure the economic
performance of commercial locations focused on Generation Z.

In the behavioral dimension, Generation Z demonstrates a specific type of
interaction with the commercial environment, based not on a step-by-step rational
analysis but on a rapid perceptual-emotional assessment. This generation perceives
visual-spatial and emotional parameters of the environment as signals that are
immediately interpreted in terms of personal relevance, psychological comfort, and
compliance with their own value orientations. Unlike older generations, for whom
space 1s a context of consumption, for Generation Z it serves as an active «mediator»
between the individual's internal state and economic behavior, shaping decisions at
the pre-purchase stage (table 2).

Table 2
Behavioral and value responses of Generation Z to visual-emotional stimuli in a

commercial environment

. Cognitive processing | Dominant behavioral Economic
Stimulus type
method response consequence
. . . . Ent fusal
Visual image of Intuitive assessment of | Instant decision iy orretusal
. . without comparing
space «fit/unfit» about interaction .
alternatives
. . Emotional feeling of Avoidance or Shortening or
Spatial density . ) .
tension or freedom selective use lengthening stay
Filtering of excess Exhaustion or Changing the depth
Sensory load L . .
stimuli comfort of interaction
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. Cognitive processing | Dominant behavioral Economic
Stimulus type
method response consequence
. Correlation with own Identification or Formation or
Symbolic signals ! . .
values distancing blocking of loyalty
Possibility of digital AssessmenF of the Intention to record Indirect .
. representativeness of . communication
reproduction . and distribute
the experience value

Source: formed by the author based on [7; 8; 10, p. 11; 12, p. 278; 13]

In practice, this means that Generation Z's behavior is determined not by the
sum of the characteristics of the space, but by how they are subjectively processed.
The visual image of the environment works as a trigger for intuitive choice even
before the commercial offer is realized. The space is either accepted as emotionally
understandable or filtered out without further analysis, which reduces the
effectiveness of traditional information and price incentives [7]. The reaction to
spatial density and sensory load is clearly behavioral. Generation Z tends to avoid
environments that require constant attention or generate a feeling of oversaturation,
even if they objectively offer favourable conditions.

In contrast, spaces that allow for «emotional relaxation» are used longer and
more often, which, statistically, increases the likelihood of economic interaction as
a secondary effect of the stay. The symbolic interpretation of the environment is
critical. Generation Z quickly reads signs of insincerity or declarativeness, so
discrepancies between visual messages and actual practice are perceived as a breach
of trust and lead to behavioral rejection. At the same time, environments that do not
impose value narratives but instead allow personal interpretation gain an advantage
in building loyalty. The digital continuation of the experience completes the
behavioral cycle: the decision to record the stay in the space and share it online
indicates the positive integration of the spatial experience into the personal narrative.
Under such conditions, Generation Z moves from the role of a passive consumer to
an active interpreter and relayer of experience, which adds additional economic

value to the commercial environment, though mediated.
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Within the economic analysis of commercial spaces, aesthetic decisions
should be considered not as elements of design or marketing communication, but as
factors in the generation of measurable economic effects. Their impact is manifested
indirectly — through changes in consumer behavioral parameters that are not directly
related to price or assortment, but determine the overall performance of the space.
In this sense, aesthetic solutions serve as a tool for managing intangible assets,
particularly loyalty, interaction intensity, and reputation capitalization, which are
increasingly considered key sources of long-term added value (table 3).

Table 3

Economic consequences of using aesthetic solutions in commercial spaces

Economic Manifestation in Effect formation )
: ; Economic result
parameter consumer behavior mechanism
Emotional Reduction in

Repeat visits without

Consumer loyalty .. . . consolidation of customer acquisition
additional incentives .
experience costs
Duration of . mfort iti I ilit
Duration o Extended stay time Co 0 and positive ncreased probabl ity
Interaction experience of transactions
Volunta . : .
Frequency of Yo Social value of Organic expansion
o recommendation and . .
indirect contacts . experience of the audience
mention
Intangible added Formation of image Accumulation of Premiumization of
value attractiveness symbolic capital space
Resistance of Reduced sensitivity to | The advantage of Increased financial
demand price changes experience over price | stability

Source: formed by the author based on [2, p. 1907; 4; 5; 6, c. 1175-1176; 10, p. 18; 13]

These economic consequences appear gradually, but are cumulative. Loyalty
is formed not from a single interaction, but from multiple positive experiences the
consumer associates with a specific space. Under such conditions, repeat visits occur
without the use of direct marketing incentives, thereby reducing the average cost of
audience retention and increasing the economic efficiency of the space in the long
term. Extending the duration of stay is one of the most critical operational effects of
aesthetic solutions. In practice, this manifests as an increase in spontaneous,

unplanned transactions. At the same time, the economic value of time consists not
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only in a direct increase in sales but also in an increase in the probability of repeat
interaction, since an extended stay contributes to the emotional consolidation of the
space's image in the consumer's mind. Intangible added value is formed through the
accumulation of symbolic and reputational capital, which lacks a direct monetary
expression but affects the space's ability to retain and monetize attention [2, p. 1907].
Practice shows that commercial spaces with a distinct aesthetic identity over time
gain the opportunity for premiumization — both in the form of a higher average check
value and through additional revenue formats associated with event activity,
collaborations or brand partnerships [10, p. 18]. The stability of demand, driven by
the aesthetic component, is reflected in a decrease in consumer price sensitivity.
Under conditions in which space is perceived as a valuable, experiential resource,
price fluctuations play a secondary role to the risk of losing the desired emotional or
social experience. As a result, aesthetic solutions serve as an economic shock
absorber, mitigating the impact of competitive pressure and external shocks. Thus,
the use of aesthetic solutions in commercial spaces has a clearly expressed economic
dimension, in which intangible effects are gradually transformed into sustainable
financial benefits.

Several interrelated scientific and practical problems constrain the
implementation of the principles of aesthetic economics in commercial spaces. The
key one is the high individualization of aesthetic perception, in which the exact
spatial and visual solutions are interpreted differently by consumers depending on
cultural experience, social identity, and personal expectations, significantly reducing
the predictability of behavioral effects and complicating the standardization of
design solutions [12, p. 279]. No less significant is the limited measurability of
aesthetic results, since their impact is manifested mainly indirectly — through
emotional experience, symbolic value and long-term loyalty, which are difficult to
formalize within the framework of traditional economic performance indicators [10,

p.9]. The time lag between implementing aesthetic solutions and receiving
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economic benefits remains a problem that contradicts the short-term logic of
commercial planning. At the same time, an additional threat is the risk of the
commercialization of authenticity, when the scaling of successful aesthetic concepts
leads to their standardization, loss of uniqueness, and devaluation of meanings,
ultimately resulting in a loss of trust and behavioral rejection by Generation Z.

The development of practical recommendations for the use of aesthetic
economy tools in commercial spaces focused on Generation Z should be based on
integrating aesthetics into the strategic management system, rather than on their
fragmentary application as a design technique. In the design of such spaces, aesthetic
solutions should be based on the logic of the consumer's behavioral scenario,
providing control over the first impression, support for psychological comfort, and
the possibility of flexible interaction without forced commercial pressure.
Management of visual-spatial parameters should focus on minimizing sensory
overload and ensuring aesthetic coherence, thereby increasing the duration of
voluntary stay and laying the groundwork for loyalty. In the managerial dimension,
it is advisable to consider aesthetics as an intangible asset, the effectiveness of which
is assessed through repeat visits, audience stability, and reduced-price sensitivity,
rather than solely through direct sales. To prevent the devaluation of authenticity, it
is recommended to abandon template copying of successful visual concepts and
instead develop a spatial identity grounded in local context, real sustainability
practices, and a transparent value position. It is also essential to introduce adaptive
management mechanisms that regularly adjust aesthetic decisions based on
behavioral data, rather than relying on one-time design decisions.

Given the digital behavior of Generation Z, the management of commercial
spaces should address the relationship between the physical environment and its
digital reflection, without artificially stimulating visual showiness. It is
recommended to create spatial conditions for the voluntary representation of

experience, in which the digital activity of consumers is a consequence of the
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positive integration of space into a personal narrative, rather than an end in itself.
Taken together, such approaches allow using the tools of aesthetic economics to
manage demand and enhance the competitiveness of commercial spaces aligned
with the values and behavioral characteristics of Generation Z.

Conclusions. The study found that aesthetic economics is an independent
economic factor in Generation Z’s choice of commercial spaces, influencing
consumer behavior earlier and more strongly than traditional price and functional
parameters. For representatives of this generation, the aesthetic characteristics of
space act as signals of value, emotional and social relevance, shaping decisions about
interaction, duration of stay, and repeated choice. It is proven that aesthetic decisions
translate into measurable economic effects through loyalty, the intensity of
interaction, and the accumulation of intangible added value. It was found that the
main scientific and practical problems of implementing the principles of aesthetic
economics are the individualization of aesthetic perception, the limitations of tools
for quantitative measurement of intangible effects, time lags between the
implementation of aesthetic decisions and economic results, as well as the risks of
standardization and commercialization of authenticity, which undermine the trust of
Generation Z. An additional problem is the sensitivity of the young audience to
discrepancies between the declared values of space and the real practice of its
functioning. The formulated recommendations indicate the feasibility of integrating
aesthetic solutions into the strategic management of commercial spaces as an
intangible asset, the effectiveness of which is assessed through behavioral and
reputational indicators rather than solely through short-term financial results.
Prospects for further research include developing models to quantify the economic
impact of aesthetics, analysing its interactions with digital platforms, and studying
the long-term sustainability of aesthetically oriented commercial spaces across

different socio-cultural environments.
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