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A NEWFANGLED UNDERSTANDING
OF INTERIOR DESIGN IN MARKETING AND ITS INFLUENCE

ON BEHAVIORAL ECONOMICS

Behavioral Economy is considered to be the most efficient and most updated study in the world of marke-
ting today and is based on different factors affecting buyers’ choices. Interior Design can be a new factor in Be-
havioral Economy that influences people’s selections. From this statement, a new definition of Interior Design
raises in the Marketing field: the Design of an area is not reflected by its decoration as known in the past, howe-
ver, it is also revealed in the functionality of the space and the deep study of its circulation targeting an extra mo-
tivation in customers’activity and aiming for a deep impact on consumers’behavior to higher the purchase deci-
sion. Design studied upon people’s need would add an extra value for motivation and make the place more de-
sirable and retain customers to stay longer time.
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Ïîâåäåí÷åñêàÿ ýêîíîìèêà ñåãîäíÿ ñ÷èòàåòñÿ ïðîãðåññèâíîé îñíîâîé ìàðêåòèíãà è áàçèðóåòñÿ
íà ðàçëè÷íûõ ôàêòîðàõ, âëèÿþùèõ íà âûáîð ïîêóïàòåëåé. Äèçàéí èíòåðüåðà ìîæåò ñòàòü íîâûì
ôàêòîðîì â ïîâåäåí÷åñêîé ýêîíîìèêå, âëèÿþùèì íà âûáîð ïîòðåáèòåëåé. Èç ýòîãî óòâåðæäåíèÿ
âûòåêàåò íîâîå îïðåäåëåíèå äèçàéíà èíòåðüåðà â ìàðêåòèíãîâîé ñôåðå: äèçàéí ïîìåùåíèÿ íå îã-
ðàíè÷èâàåòñÿ åãî îôîðìëåíèåì, êàê ýòî áûëî ïðèíÿòî â ïðîøëîì, îí òàêæå ðàñêðûâàåòñÿ â ôóíê-
öèîíàëüíîñòè ïðîñòðàíñòâà è ãëóáîêîì èçó÷åíèè åãî öèðêóëÿöèè, íàöåëåííîé íà äîïîëíèòåëüíóþ
ìîòèâàöèþ êëèåíòîâ è íà ñóùåñòâåííîå âëèÿíèå íà ïîâåäåíèå ïîòðåáèòåëåé äëÿ ïîâûøåíèÿ âîç-
äåéñòâèÿ íà ïðîöåññ ïðèíÿòèÿ ðåøåíèÿ î ïîêóïêå. Äèçàéí, èçó÷åííûé ñ ó÷åòîì ïîòðåáíîñòåé ëþ-
äåé, äîáàâèò äîïîëíèòåëüíóþ öåííîñòü äëÿ ôîðìèðîâàíèÿ ìîòèâàöèè, ñäåëàåò ïîñåùåíèå òîðãî-
âîãî öåíòðà áîëåå æåëàííûì è óäåðæèò êëèåíòîâ íà áîëåå äëèòåëüíîå âðåìÿ.

Êëþ÷åâûå ñëîâà: ïîâåäåí÷åñêàÿ ýêîíîìèêà; êîíöåïöèÿ ìàðêåòèíãà; ôàêòîðû ïîòðåáèòåëü-
ñêîãî ïîâåäåíèÿ; ïðåäïðèÿòèÿ ðîçíè÷íîé òîðãîâëè; ìåð÷àíäàéçèíã; âíóòðåííèé äèçàéí; âëèÿíèå íà
êëèåíòîâ; ôóíêöèîíàëüíîñòü ïðîñòðàíñòâà; ýôôåêòèâíîñòü ôóíêöèîíèðîâàíèÿ.

Nowadays, the diversity of brands, the fast services available, the updates in technology
and the magnificent designs of shops and malls, let people deal with a variety of choices.
Successful retailers are those who know how to attract potential customers to increase their
buyers’ percentage while preserving their actual clients and consolidating their loyalty.
Every business ideally should work to gain profits, earn revenues thus aim to contribute to
boost the national economy. Moreover, owing to today’s fierce competition, locally and in-
ternationally in particular, it is fundamental to achieve a balance between what a product is
offering and what a consumer is expecting. Once determined and applied, this issue contri-
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butes to reach success in any investment. The differentiating of retail offering are becoming
a frustrated decision as well as a challenge due to the competition in retail market.

Interior Design, perceived as a new factor in marketing, can play a major role to fasci-
nate customers and enhance the process of new features based on technology. Interior De-
sign can be a new factor in Behavioral Economy that influences people’s selections. Since in-
dividual’s decisions are not predictable, retailers have to know in what way Interior Design
can help to avoid irrational clients’ choices.

Behavioral Economy is considered to be the most efficient and most updated study in the
world of marketing today. It is based on new different factors affecting buyers’ choices. Its
importance lies in the direct relationship between shopping activities and consumers. Mar-
keting plans of yesterday cant be 100 % effective with the population new perception, new
commercials and the advertisement programs’ awareness. Marketers who are not taking
into consideration the human side and feelings of the population are not succeeding in their
plans. «The knowledge of customers and their sensitivity is another challenge» [1].

Consumer behavior and consumption habits are key aspects for a prosperous economy
and those factors have changed during the past years. Humans’ new lifestyle should be taken
into consideration and respected. Consequently, Competitive advantage and behavioral eco-
nomics, great influencer on economy, have as a main role to work on those aspects and en-
sure the well being of the shopping activities. However, it is impossible to fully understand
and predict any decision made by customers. There is no rules, no equation to adapt. People
are human with distinctive characters, altered moods, different statuses and mainly different
tastes. Tailor made offers is the only way to trigger their interest and to catch their interest,
and arouse their purchasing decision. When customers visit a mall, it might exceed their ex-
pectations of just purchasing good and services but again to enjoy time as being there [2].

Consumer behavior is influenced by five main factors divided as such psychological, so-
cial, cultural, personal, economic. The fig. 1 summarizes the five categories that affect con-
sumer behavior and illustrates how each factor has an impact on people’s choice and mind.
Every person has it’s own perception of things and is motivated differently. It’s significant
to mention, with all differences in perceptions and thoughts, that trends exist in fashion, in
location, in food, practically in everything we do. They might follow our taste or not at all.

Fig. 1. Behavioral Economics Main Factor

S o u r c e: compiled by the authors on the basis of [3].
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Moreover, the social status and the socio economical level of people are also of a high
level of importance. Luxury, aesthetics and exclusivity lead clients in their choice of loca-
tion, products and leisure time spending.

Tradition and beliefs, morals and values will always preoccupy marketing campaigns.
They have to hit the audience with the right message and work on a positive environment to
encourage people to buy unneeded products despite their financial status.

Daniel Kahneman is the first to integrate psychology into the science of economy,
mainly when the judgment or choice has to be done under uncertainty. This field of study
begins with the collaboration of Amos Tversky who explained and proved the power of de-
feats over other situations and how to tackle people s feelings. To understand shopping be-
havior, retailers’ concentration should shift from brand centricity to behavior centricity.
Consequently, to focus on how people can actually make decisions and be able to under-
stand later on shopper’s decision by applying behavioral science and then use it to design
behavioral change [4, 5].

In addition, Mehrabian and Russell (1974) research on the stimulus-organism-response
(SOR) model, interpreted in his own way, the effect of environmental factors on customer
behavior in buying contexts. According to this model, the features of a retail environment
(S) have an impact on customers’ inner state hindering emotions and feelings or even beliefs
(O). This consequently, leads directly to a behavioral response (R) [6].

Furthermore, Jang & Namkung (2009), Morrison (2011), Hyun & Kang (2014), Lourei-
ro & Roschk (2014) emphasized that there is an emotional element between SOR as if there is
a leading connection from one to another [7]. Well circulated and functional spaces that fa-
cilitate consumers moves and save their time like open parking spots, and some other servi-
ces like escalators, elevators and ramps at malls, invite people to come more often and visit
any place. Therefore, Exterior and Interior Design are equally important to spread satisfac-
tion and positive vibes to catch customer’s attention. Consequently, shops and shopping
centers should be planned to have a cozy architectural background for customers to enjoy
their activities.

In addition, Kotler discussed the significance of the concept of total product on custo-
mers’ response; he said, «a customer would respond to the total product in terms of its place
and how it is bought. Simply because the place defines the atmosphere and has a bit of influ-
ence on the product and on it decision to buy» [8]. Richard Thaler, the father of Behavioral
Economics stated: «When an economist says the evidence is “mixed,” he or she means that
theory says one thing and data says the opposite» [9].

Purchasing power determines the buying capacity of a consumer. If the price is too high
and doesn’t meet the expectation of the buyers, it will affect its sales irrespective of its good
quality. Another quote of Richard Thaler is: «A nudge is some small feature of the environ-
ment that attracts our attention and alters our behavior» [9].

Interior Design is also reflected in what marketers forename the visual merchandising.
The well-known principles of retail store design rely on [10]: eye-catching visual merchandi-
sing, slow down the customer journey in the store, mark out the customer pathway around
the store, steer customers to the right of the store, be bold, creative and innovative with sto-
re design, aerate the store design and layout, make the most of any shop space. Moreover, vi-
sual merchandizing does emphasize on important aspects regarding the visual effects in sto-
res. As known, psychology of retail store Interior Design has a great influence on purchase
decision.

Colors are known to enhance visual memory that increases brand recognition. Sally
Augustin, Ph.D. in environmental psychology, stated: «the color of wall can actually change
how a person perceives the temperature» [11].

Concept that shows of the consequence of colors on human brain can be used to increase
purchases and boost the economic situation. Robert Plutchik made his famous diagram on
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emotional responses revealed color effects on people s brain [12]. The brain in this case justi-
fies the purchase and is not taking the decision of buying it. Therefore, the target of marke-
ters should be to craft the retail environment so that it crosses the particularities of people s
mind. To let their customers be more confident and be eager to spend money regardless if
they can afford it or no.

Consequently, surrounding plays an important role in consumers’ behavior. What is for
sure is that design is always established and maintained for a reason; weather it is to bring
joy to people by admiring it or it is intentionally influencing a consumer’s behavioral choice
and selection of what is needed and expected. Regardless if it is something produced by
a market giant or a small start up brand, the impact this output can have on the overall eco-
nomy is just extraordinary.

Whatever your sector is, you cannot neglect trends and if you want to survive and follow
the community you live with, they should be taken into consideration. Then, the advertising
campaigns should intend to influence costumers’ purchasing decision; this concept of emo-
tional marketing has positive feedback on purchases and can be applied in malls to encoura-
ge people to fulfill their needs, all in one place. Something in the campaign should trigger
the consumer s insight and curiosity.

Architectural design is one solution to provide consumers’ behavior satisfaction in ge-
neral simply because looking around and exploring the differences of factors of designs at
shopping places is by itself an interesting concept. The importance of merging good business
management with creativity and unique original designs is fundamental due to the continu-
ous flow of creating and developing technologies.

The table with 14 examples agreed on the impact of Interior and Architectural Design on
consumer behavior, customer satisfaction and purchasing decision.

Interior Design Definition in Marketing

Author Definition

1 2

Baker, Grewal, & Levy (1992); Morri-
son, Gan, Dubelaar & Oppewal (2011)

The environment becomes an alternative concept to empower the mar-
ket differentiation in succeeding in competition

Kotler (1973, p. 48) The place defines the atmosphere and has a bit of influence on the
product and on it decision to buy

Levy, Weitz & Grewal (2014) The environment of shopping malls should have a good architectural
design in having a positive influence on customers providing them
with key success factors

Mehrabian and Russell (1974) (SOR) model, the effect of environmental factors on customer beha-
vior in buying contexts

Wong et al. (2012) Convenience, service quality, tenant presence, malls environment
lead to customer satisfaction

Yiu C., Yau Y. (2006) A good environment is very favorable to improve the image and the
performance as to differentiate from others

Baker et al. (2000); Turley, & Chebat
(2002); Baker, J. & Wakefield (2012)

Wider and clearer side lines, brighter colors inside and outside the
stores, reducing crowding, better layout and the more logical grou-
ping of merchandise and others related to architectural designs, influ-
encing consumers perceptions of the retail environment

Turley L. W. & Milliman R. E. (2000) Identify five different dimensions, which are exterior ambient de-
sign, signs, symbols, artifact and human

Arnold & Reynolds (2016) Shopping experience in terms of adventure, thrills, stimulation, exci-
tement and entering a different universe of sights, smells and sounds
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1 2

Dennis et al. (2002) Berman and
Evans (2001)

The architectural features in shopping malls were considered as major
characteristics that attached customers for shopping

Bodkin and Lord (1997) Choosing a mall is its location, variability of facilities, qualities of
structures, the designs conveniences, prices and services

Yoon and Kijewski (1997) Refers to intrinsic cues to quality including the specifications in
spending time and the attractiveness of colors

Sekaran U. and Bougie R. (2011) Lighting and decoration, architectural and interior design encoura-
ging customers, confortable dinning halls in restaurants, with elect-
ric lifts and escalators

Amble B. (May, 2005) Poor workplace design, by contrast, is linked to lower business perfor-
mance and higher level of stress experienced by employees

S o u r c e: compiled by the authors.

Thus, Interior Design can be added as a sub category to behavioral economics main fac-
tors, especially when we deal with motivation, perception, role and status, social class, occu-
pation and even lifestyle. Hence a new version of the same fig. 1 would be as follow (fig. 2).
The fig. 2 is a new distribution of behavioral economics factors, including Interior Design in
most of the main components, showing Interior Design impact and influence on people’s life
in many fields.

Fig. 2. Impact of Interior Design on the main factors of Behavioral Economics
(affected blocks are color coded, created by author)

S o u r c e: compiled by the authors.

Furthermore, design of a place doesn’t only rely on architectural decoration, but also on
structures quality, materials luxury and on the way and place, products are displayed.
Thus, Interior Design, unconsciously, directs consumers to choose a specific product and in-
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crease purchase percentage. Consequently, to gain the upmost of human capital value, re-
tailers should pay full attention to their workplace design.

Moreover, designs of today are in direct relation with technology and Artificial Intelli-
gence to suit people’s need and demand. Thus, all new designs comprise a certain novelty
with a mechanism. Robots to serve customers, smart mirrors as fitting rooms, screens as
shelves display, all those new appliances should fit in a nicely designed space with an appro-
priate circulation. Cafes and restaurants should also be planned upon clients’ convenience
with all new high tech facilities. The world of Interior Design is full of impressive details in
which marketers should invest to charm all types of consumers they might gather.

On the other hand, a lot of studies approved on the fact that consumers’ attitude and
choices, as well as Employees’ performance are all affected by Interior Design. Therefore,
companies that can manage to find a balance between quality, market share, sales growth,
satisfaction of employees, with an innovation in design and creativity, are definitely more
proficient to attain a better performance and achieve their goals. Architectural designs play
a main role in gaining competitive advantage and sell more in any commercial space.

Essentially, authors described Interior Design of a space without mentioning the influ-
ence of its good circulation and the importance of its functionality. A design should be re-
liable enough, nice and accessible to reach most customers. Visual memory of a smart cir-
culation attracts potential customers’ attention. This first glance defines client’s first im-
pression.

In the field of marketing, a different interpretation of the term «interior design» should
be used. It is proposed by the author to consider interior design as a process of planning the
circulation of space by creating a functional area designed to catch the attention of the cli-
ent, influence consumer behavior and achieve its understanding [13]. Interior Design has its
place in Behavioral Economics factors especially in counties where people care about what
they see and where they live. Marketers should use and organize the interior design of malls
to direct their customers to spend more and come back as often as possible, and to retain
them to stay longer time [13]. From here, the importance of Interior Design and its impact
on consumers’ behavior.

This new vision of Interior Design is revealed in the functionality of the space and in the
planning of its circulation. The target moved from the decoration of a space following a cer-
tain style, to the influence on consumers’ purchase decision. For that extra, motivation in
customers’ activity is requested along with an impact on consumers’ behavior. Design stud-
ied upon people’s need would add an extra value for motivation and make the place more de-
sirable and retain customers to stay longer time. Therefore, well-considered Interior Design
operates as a bridge between consumers’ behavior and marketers, facilitating the systematic
integration of economical, social, psychological and environmental parameters.
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STRATEGY OF SCIENCE, TECHNOLOGY
AND INNOVATION IN ASEAN

The main strategic documents, roadmaps and action plans of ASEAN are considered, which reflect the
goals, tasks, priorities, mechanisms, methods, and tools for the development of cooperation in the field of sci-
ence, technologies and innovations and implementing policy of innovation development. Science, technology
and innovation are a priority for the development of the ASEAN Economic Community, which will contribute to:
increased competitiveness, innovation and development dynamics; sustainable productivity growth, including
through the creation and practical application of knowledge, political support for innovation, a scientific ap-
proach to «green» technologies and development, the introduction of evolving digital technology; promoting
good governance, transparency and «responsive» regulation (responding to the needs of various stake-
holders); effective dispute resolution increase participation in global value chains.
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