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Abstract

With the continuous development and progress of China’s social economy, people’s living standards
have been significantly improved, daily travel needs have become more diversified, and the number
of vehicles purchased has also continued to increase. Under the background of this era, 4S has ob-
tained new development opportunities and challenges. It can improve its core competitiveness by
optimizing its own marketing strategy and occupy an advantage in the fierce competition in the au-
tomotive market. Therefore, the design of the architectural space form of the 4S store has become
more important, which will have a decisive impact on people’s consumption experience. This paper
first expounds the importance of the modern marketing mode and the architectural space form of
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the 4S store, and summarizes the design strategy of the architectural space form of the 4S store
under the modern marketing mode from many aspects, hoping to have a certain reference value.
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