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Abstract
In today's fiercely competitive retail landscape, the interior design of retail
stores is a key strategic element that can significantly impact consumer
behavior and decision-making. The study investigates how the interior design
elements such as spatial layout, lighting design, colour schemes and materials,
visual merchandising, furniture and fixtures, and signage and way finding
affect consumer behaviour, by employing emotional response as a mediating
variable. This study builds on the Stimulus–Organism–Response (S-O-R)
model of retail environment stimuli on consumers' emotional responses and
the resulting behavioural responses. The research method used was
quantitative research, and the data were obtained by using a structured
questionnaire with a five-point Likert scale from the retail consumers who
have already done shopping in a modern retail environment. Partial Least
Squares Structural Equation Modelling (PLS-SEM) with SmartPLS software
was used for analysis of the data. The measurement model showed good
reliability and validity, and the structural model showed that all interior
design elements were significantly affecting consumer behavior and purchase
decisions. Of these, visual merchandising and lighting design had the most
significant impacts. In addition, emotional response was shown to have a
significant mediation effect on the relationship between retail interior design
and purchase decision. The results underscore the fact that retail interior
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design is not only a visual or aesthetic aspect, but a strong psychological and
behavioral factor influencing consumer experiences and increasing the
probability of purchase. The study adds to the body of work as it provides
empirical evidence from an integrated model in an emerging market
environment and provides practical implications for retailers who want to
improve customer engagement by applying strategic interior design.
Keywords: Retail Interior Design, Consumer Behaviour, Purchase Decision,
Emotional Response, S-O-R Model, SmartPLS
1. Introduction
Today, the physical store environment is no longer just about function, it's
about experience and how it impacts consumer perceptions and purchasing
decisions. Retailing is the last step in the supply chain, and is a key component
of economic activity, being the sale of goods and services directly to the end
consumer for personal use. But, in addition to transactional, retail today is
becoming more immersive and engaging, with the aim of influencing the
consumer decision-making process. The change is driven by the realization
that interior design can be a strategic tool that can impact the consumer's
perception of a store and their actions inside.

The recent developments in the retail industry are a testament to the
strong trend towards experiential and customer-centric retailing, in which the
physical store has to become a competitor to and complement the digital
channel. In the increasingly competitive retail landscape, sensory and
aesthetic elements are now crucial in interior design, helping retailers stand
out. Recent research indicates that customer experience is a significant factor
in the success of retail stores, and that the design of the store can have a
significant impact on customer satisfaction, engagement, and purchase
intentions (Lemon & Verhoef, 2016; Alexander & Cano, 2020). Additionally,
the evolution of retail analytics and behavioural tracking has allowed for a
greater understanding of how people respond to the design of a retail
environment and further highlighted the significance of design in influencing
behavioural outcomes.

The theoretical underpinning of the study of the relationship between
retail environment and consumer behaviour is mainly based on
environmental psychology, more specifically on the Stimulus–Organism–
Response (S-O-R) model. This model suggests that the interior design stimuli
(S) affect the emotional and cognitive responses of the person (O) and then
the behavioural response (R) such as buying and in-store behaviours. The S-
O-R model was first developed by Mehrabian and Russell (1974), and has been
well validated in retail research in recent studies. Recent studies have also
found that environmental stimuli are important factors that affect emotional
responses like pleasure and arousal, which subsequently affect consumer
behaviour (Vieira, 2013; Dewobroto, & Wijaya, 2022). The results further
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support the importance of the S-O-R model in the context of the influence of
the interior design of retail stores on consumer decision making.

The idea of “servicescape” has been developed over the last several
years, and has been extended to include contemporary retail design features,
which highlights the role of the physical environment in influencing the
customer's experience (Bitner, 1992). Servicescape consists of ambient
conditions, spatial layout, functionality and signs or symbols that are all part
of the overall perception of the retail environment. Recent research has shown
that servicescapes have a positive impact on customer satisfaction, dwell time
and purchase intentions (Rosenbaum & Massiah, 2011; Grewal et al., 2020).
Moreover, the hybridisation of digital technologies in physical retail has led to
a new type of physical space that is designed and technologically influenced by
both. Spatial layout is one of the many elements of retail interior design that
has become a key factor in consumer behaviour. A clear layout makes it easier
for users to navigate, makes products more accessible, and makes them more
visible, which promotes exploration and boosts the chances of purchase.
Empirical research in recent years has shown that the optimized layout of
stores can have a significant impact on customer movement patterns, and on
the exposure to merchandise, ultimately affecting the purchasing results
(Krasonikolakis et al., 2018). Moreover, in-store customer tracking has
become more sophisticated because of technological developments, allowing
researchers to gain insights into the effects of store layout on consumer
behaviour, which can be used by retailers.

Retail interiors are another key element of retail design that has been
the subject of much recent research, with lighting design being one of the
most important. Lighting can be used to improve the visibility of objects and
materials, but also to evoke an emotional atmosphere that can affect the
perception of the consumer. Research over the last five years has shown that
various lighting conditions can have a significant impact on consumers' mood,
product evaluation and purchase intentions (Baker et al., 2002; Lin & Yoon,
2015). For instance, warm lighting can help to evoke a sense of comfort and
relaxation, while bright lighting can help to improve alertness and focus,
which can impact shopping behaviour. The use of colour schemes and
materials is also important in influencing the perception of retail
environments by consumers. The psychological effects of colours have been
known and used for a long time and are known to affect the emotions, brand
perception and purchasing decisions. In recent studies, it has been found that
the colour consistency and harmony in the interior of the shops play a role in
the positive shopping experience and improve the brand identity of the stores
(Kumar, 2017). In the same way, the quality of materials used, like wood, glass,
and metal, can help to add to the value of products and provide a high-end
shopping experience, which can shape consumer behavior.
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Another crucial element of retail interior design is visual
merchandising and display design. Product presentation can attract the
attention of the consumers, deliver the brand message and trigger impulse
buying behaviour. Recent research has shown that attractive displays can
boost customer engagement and drive sales, especially in fashion and lifestyle
retail stores (Jaini et al., 2022). Placing products strategically and using
creative displays to draw the consumer's attention can help direct consumer
attention and influence consumer decision-making in the store. Retail
applications also include furniture and fixtures, which help to enhance the
functionality and aesthetics of the space. The fixtures are not only designed to
make it easier to display the products but also make it easier for customers to
use and enjoy the products. The latest studies indicate that the use of
ergonomic and aesthetically pleasing furniture can enhance the shopping
experience, thereby increasing customer satisfaction and shopping time
(Homburg et al., 2017). In addition, signage and wayfinding are important in
helping customers navigate within the store, minimize confusion, and make it
easier to access. The use of effective signage improves the shopping experience,
allowing customers to easily and quickly find the products they are looking for
and ultimately increasing sales.

The last few years have also seen research in retailing that has focused
on the role of emotional responses as intervening variables between the
environmental stimuli and consumer behaviour. Pleasure, arousal and
satisfaction are all emotional responses that play a key role in consumer
reactions to the retail environment. The results of the studies carried out in
the past five years have proven that positive emotional experiences have a
positive impact on purchase intentions and customer loyalty (Dewobroto &
Wijaya, 2022; Andreu et al., 2006). This is a reminder to retailers that their
stores need to be functional, but also stimulate positive emotions. Although
there is an increasing volume of literature concerning retail design, there is a
lack of empirical research that investigates the interaction of several interior
design elements on consumer behaviour, especially in emerging markets. The
majority of previous research has been done in developed countries where
retail structures and consumer behaviour may be very different from
developing countries. The retail sector is a rapidly changing landscape in
Pakistan, with the rise of shopping malls and branded outlets, it is crucial to
understand the impact of interior design on consumer behavior. Competition
between retailers has grown and there is a greater need to develop interesting,
unique and different retail environments that will attract and keep customers.

Moreover, the use of advanced analytical tools such as Partial Least
Squares Structural Equation Modeling (PLS-SEM) has allowed researchers to
study the relationships between several variables, including the mediation of
emotional response. Using SmartPLS software, a strong analysis of
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measurement and structural models can be performed to obtain the results of
the relationship between the interior design elements and consumer behavior.
In recent years, PLS-SEM has been proven to be a useful method in the
analysis of consumer behaviour in retail settings, especially in the case of
latent constructs and complex models (Sarstedt et al., 2021). To sum up, the
interior design of retail spaces has become a crucial factor in shaping
consumer behavior and decision-making in today's retail landscape. This
study is based on the S-O-R theory and the theory of servicescape, which
highlights the importance of the environmental stimuli in influencing
emotional responses and behavioural outcomes. The study will combine the
various interior design features and analyze their impact on customer
behavior, thus adding to the current literature and offering practical ideas for
retailers and designers. With the retail sector constantly changing, the ability
to design stimulating, practical and affective spaces will be a key factor in
gaining a competitive edge and in long-term success.

1. Literature Review
2.1 Introduction to Retail Interior Design and Consumer
Behaviour
Retail interior design has become an important field of study in marketing and
consumer behaviour, and environmental psychology. Today, the retail space is
not just for the purpose of displaying products; it is a carefully designed space
that is meant to improve the customer experience and make the customer's
purchase decisions. The physical store environment has become more and
more relevant to consumer perceptions and behaviours in the context of the
growing trend of experiential retailing (Alexander & Cano, 2020; Grewal et al.,
2020). Retailers now concentrate on designing an environment that will
engage the customer and subtly "market" to them through the interior design.
There are rational and emotional factors that affect consumer behaviour in
retail stores. Price and product quality are still crucial, but the influence of
environmental factors like store layout, lighting and the visual appeal have
grown in significance over the last few years. Research shows that consumers
tend to be drawn to and more inclined to shop at stores that provide them
with an appealing and emotional shopping experience (Homburg et al., 2017;
Dewobroto & Wijaya, 2022).
2.2 Theoretical Foundation: Stimulus–Organism–Response (S-
O-R) Model
The Stimulus – Organism – Response (S-O-R) model is a good theoretical
framework to explain the relationship between retail environment and
consumer behaviour. The model was first suggested by Mehrabian and Russell
(1974) and it describes the way that environmental stimuli (S) affect the
internal emotional state (O) that results in a behavioural response (R). In the
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retail application, the interior design elements like lighting, layout and colour
act as stimuli which trigger emotional responses such as pleasure and arousal,
which in turn influences buying decisions.

The applicability of S-O-R model in retail research has been recently
validated. For instance, Dewobroto and Wijaya (2022) concluded that the
atmosphere in a store can impact consumers' emotional response, which in
turn can impact their purchase intentions. Likewise, Andreu et al., (2006)
found emotional responses to be a mediating factor between environmental
stimuli and consumer behaviour. The results of these studies justify the use of
emotional response as a mediating variable in the current study.
2.3 Servicescape Theory and Retail Environment
The idea of servicescape, first introduced by Bitner (1992), adds to the
knowledge of the impact of physical environment on consumer behaviour.
Servicescape is the physical environment where service transactions take place,
such as ambient conditions, spatial arrangement and signs/symbols. The
servicescape is the interior design elements that all affect the shopping
experience in retail environments. The recent literature has emphasized that a
positive servicescape can improve customer satisfaction, extend their in-store
time and have a positive impact on their purchase behavior (Rosenbaum &
Massiah, 2011; Grewal et al., 2020). By combining beauty with utility, the
design will draw in customers and make them more likely to take the time to
look at and interact with the products. The theoretical approach confirms the
significance of interior design as a factor affecting consumer behavior.
2.4 Spatial Layout Design and Consumer Behaviour
Spatial layout is one of the most important aspects of retail interior design,
affecting the way people move and engage with the store's interior. A proper
layout will make it easier to access, find products and make shopping more
efficient. Store layout has been shown to impact the way customers move
around the store and how much they see of the product, which can impact
purchase decisions (Krasonikolakis et al., 2018). Furthermore, layout design is
an important aspect in minimizing congestion and customer comfort.
Research indicates that when shopping in a store, customers are more
inclined to spend time and buy products if they are easy to navigate and
intuitive (Homburg et al., 2017). Thus, spatial layout is regarded as an
important factor influencing both functional and experiential properties of
retail spaces.
2.5 Lighting Design and Consumer Perception
Lighting is an integral part of the interior design of retail stores, and it can
have a significant impact on the atmosphere and the overall experience of the
store. Good lighting will make products more visible, show off important
items and set the tone for the store's ambiance. In recent years, it has been
proven that lighting has a great effect on the mood, perception and purchase
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intention of consumers (Baker et al., 2002; Lin & Yoon, 2015). There are
various types of lighting in the retail environment, including ambient, accent
and task lighting. For example, warm lighting can help to promote relaxation
and comfort, while bright lighting can help to boost alertness and attention.
These effects directly affect the consumer's behaviour, and thus light is an
important parameter in retail design research.
2.6 Colour Scheme and Material Selection
Colour and material choice is an essential part of retail interior design, and
can play a significant role in the overall aesthetic and psychological impact of
the retail environment. Colors have been proven to trigger emotions and affect
the perception of quality, value and brand identity of consumers. For instance,
warm colors tend to be stimulating and energetic, whereas cool colors are
relaxing and elegant (Kumar, 2017). Likewise, materials used, such as wood,
glass and metal, influence the sensory perception of the consumers and the
overall perception of the retail environment. The high quality materials add to
the perceived value and give a high quality shopping experience, which can
positively impact purchase behaviour. Recent studies highlight the need for
uniformity in both colour and material choice to develop a unified and
attractive retail environment.
2.7 Visual Merchandising and Display Design
Retailers use visual merchandising as a tool to draw in customers' attention
and to affect their buying decisions. It is the art of displaying products in
strategic ways in the display, window and store layout. The goal of effective
visual merchandising is to make products more visible, to inform about the
brand and to stimulate impulse purchases. New research shows that attractive
displays can greatly boost customer engagement and the likelihood of
purchase (Jaini et al., 2022). Specifically, the creative and innovative display
techniques have been identified to affect consumer perception and decision-
making process. The use of visual merchandising not only makes the store
look more beautiful, but also has a functional role to guide the attention of
customers and help them choose the products they want to buy.
2.8 Furniture and Fixtures in Retail Design
Furniture and fixtures are integral to the retail interior design and play an
important role in both their functional and aesthetic aspects. Good fixtures
allow products to be displayed, make it easier to access products and make the
shopping experience better. It is suggested that ergonomic and aesthetically
pleasing furniture can improve customer comfort and have a positive impact
on dwell time, which in turn positively relates to purchase behaviour
(Homburg et al., 2017). Furthermore, fixtures are designed and located to
affect the flow of customers around the store, helping them to navigate
through various areas and encouraging them to view more products. This
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points to the significance of combining the functional and aesthetic element in
the design of the retail interior.
2.9 Signage andWayfinding Systems
Wayfinding and signage are important elements to improve the usability and
accessibility of retail spaces. Signage is important to customers to navigate the
store, find products and to understand the promotional information. However,
a lack of signage can cause confusion and frustration, which can impact the
shopping experience. Recent research has highlighted the importance of clear
and well-placed signage to enhance customer satisfaction and boost the
likelihood of purchase (Andreu et al., 2006). In large retail spaces, wayfinding
systems are crucial, as they can be complex to navigate. Signage can help to
make things easier and more accessible, which can make shopping a more
efficient and enjoyable experience.
2.10 Emotional Response as a Mediating Variable
Emotional response is a vital intervening variable between the elements of
interior design and the consumer behaviour. The S-O-R model suggests that
emotional responses are triggered by environmental stimuli and that these
emotional responses lead to behavioural responses. The emotional reactions
of pleasure, arousal and satisfaction are important factors in consumer
decision making. Empirical studies conducted recently have found that there
is a mediating role of emotional responses between retail environment and
purchase intention (Dewobroto & Wijaya, 2022; Andreu et al., 2006). Positive
emotional experiences lead to higher levels of customer satisfaction, longer
time spent in the store and higher likelihood of purchase. It is, therefore,
crucial to comprehend the emotional effect of interior design in order to create
effective retail strategies.

Although there is ample literature available on retail environment, very
little research has been conducted to explore the interaction of several interior
design features on consumer behaviour, especially in developing countries like
Pakistan. The studies have been primarily on individual design elements, and
few studies have taken a holistic approach to multiple variables in one study.
Moreover, although the mediator of emotional response has been identified,
its use in the field of retail interior design has not been explored. These gaps
are filled by this study, which looks at the interaction between spatial layout,
lighting, colour, visual merchandising, furniture and signage and their impact
on consumer behaviour, mediated by emotional response. The study suggests
that: Interior design elements positively influence the consumer behaviour.
The elements of interior design have a positive effect on emotional responses.
Emotional reactions have a positive impact on decision to buy. Emotional
response mediates the relationship between interior design and consumer
behaviour. The literature review indicates that the interior design of stores is
important in influencing the consumer's behavior and decision-making. Based
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on the S-O-R theory and servicescape theory, the review concludes that the
stimuli in the environment affect the emotional response, which then affects
the behavioural outcome. Although there are some studies that give insights,
there is still a need for a detailed empirical study that includes several design
elements and looks at the effects of these elements together, especially in the
emerging market context. The purpose of this study is to fill this gap by using
a quantitative approach and advanced analytical technique to gain a deeper
understanding of the relationship between retail interior design and consumer
behaviour.
3. Methodology
The quantitative research design is used to analyze the effect of the retail
interior design elements on the consumer behaviour and purchase decision
with emotional response as a mediating variable. A quantitative approach
would be suitable because it would be able to measure relationships between
multiple variables and would be able to provide statistical generalizations of
findings (Creswell & Creswell, 2017). The research is a cross sectional survey
type of research that collects data from the respondents at one time and get
the perception of retail interior environments (Sekaran & Bougie, 2016). The
study's target population are the retail consumers who have previously
shopped in modern retail outlets including shopping malls, branded outlets
and supermarkets. The sampling technique used was non-probability
sampling technique convenience sampling which is frequently used in
behavioural research (Etikan et al., 2016). The sample size was calculated
according to the requirements of Partial Least Squares Structural Equation
Modeling (PLS-SEM) which is more appropriate for complex models with
several constructs and where the sample size is not as large as in covariance-
based SEM (Sarstedt et al., 2021).

The data were collected by a structured questionnaire with a 5-point
Likert scale from “strongly disagree” to “strongly agree.” To ensure content
validity, the measurement items were adapted from scales used in the retail
and consumer behaviour literature that were previously validated (Churchill,
1979). The constructs included in the questionnaire were: spatial layout design,
lighting design, colour scheme and materials, visual merchandising, furniture
and fixtures, signage and wayfinding, emotional response and consumer
behaviour. To ensure the instrument is clear, reliable and relevant, a pilot
study was carried out before the main survey (Saunders et al., 2011). Data
collected were analyzed using the software of SmartPLS that is based on
Partial Least Squares Structural Equation Modeling (PLS-SEM). PLS-SEM is
well known for its capacity to deal with complex research models, particularly
ones with mediation and multiple latent constructs (Sarstedt et al., 2021). The
analysis was carried out in two phases: the measurement model was assessed
first, followed by the evaluation of the structural model. Reliability and
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validity were explored in the first stage. The internal consistency reliability
was measured by Cronbach's alpha and composite reliability, with the
recommended threshold values as suggested by Sarstedt et al., (2021). The
convergent validity was measured by average variance extracted (AVE), with
the recommended threshold values as suggested by Sarstedt et al., (2021). To
ensure that constructs are distinct from each other, discriminant validity was
tested in two ways: First, the Fornell-Larcker criterion was used, and second,
cross-loadings were tested.

The second stage involved analysing the structural model to test the
hypothesized relationships between the variables. The bootstrapping
procedures were used to generate path coefficients, t-statistics and p-values,
which are robust for hypothesis testing (Sarstedt et al., 2021). The ability of
the model to explain the data (coefficient of determination, R²) and the ability
of the model to predict the data (effect size, f²; predictive relevance, Q²) were
examined as indicators of model quality. To test for mediation, indirect effect
analysis was performed following the methods suggested by (Preacher &
Hayes, 2008). In general, the methodology used in this study is
comprehensive and systematic in examining the effect of the retail interior
design on consumer behavior. The findings are obtained by using validated
measurement instruments and advanced analytical techniques, which
increase the reliability and validity of the findings, so that the study can be
used for academic research and practical applications in retail management.
4. Results and Discussion
The empirical results of the study obtained by SmartPLS (Partial Least
Squares Structural Equation Modeling) is presented in this section. The
analysis was carried out in two phases: Measurement model assessment and
Structural model evaluation, according to the guidelines suggested by Sarstedt
et al., (2021).
4.1 Measurement Model Assessment
Measurement model was examined to assess the reliability and validity of the
constructs, such as internal consistency reliability, convergent validity and
discriminant validity.

https://jmsrr.com/index.php/Journal/about


2821

Table 1: Reliability and Validity Assessment (Measurement
Model)
Construct Cronbach’s Alpha Composite Reliability AVE
Spatial Layout Design 0.86 0.90 0.65
Lighting Design 0.88 0.91 0.68
Colour & Materials 0.85 0.89 0.63
Visual Merchandising 0.87 0.92 0.70
Furniture & Fixtures 0.84 0.88 0.60
Signage & Wayfinding 0.83 0.87 0.58
Emotional Response 0.89 0.93 0.72
Purchase Decision 0.90 0.94 0.75
The findings show that all constructs had good internal consistency
(Cronbach's alpha above 0.70, and composite reliability above 0.70 as
recommended by Sarstedt et al., 2021). Also, the AVE values are greater than
0.50, indicating good convergent validity. The results showed that the
measurement model was reliable and valid for further analysis of the structure.

Figure 1: Structural Equation Model (SEM)
This figure shows the proposed structural equation model developed by using
SmartPLS showing the relationship between the retail interior design
elements (spatial layout, lighting design, colour and materials, visual
merchandising, furniture and fixtures, signage and wayfinding), emotional
response and purchase decision. The model is derived from the Stimulus–
Organism–Response (S-O-R) model.
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4.2 Discriminant Validity
Discriminant validity was assessed using the Fornell-Larcker criterion, which
confirms that each construct is distinct from others.
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Table 2: Fornell-Larcker Criterion
Construct SL LD CM VM FF SW ER PD
Spatial Layout (SL) 0.81
Lighting Design (LD) 0.45 0.82
Colour & Materials (CM) 0.42 0.48 0.79
Visual Merchandising (VM) 0.50 0.52 0.46 0.84
Furniture & Fixtures (FF) 0.41 0.44 0.40 0.47 0.77
Signage & Wayfinding (SW) 0.38 0.40 0.36 0.42 0.45 0.76
Emotional Response (ER) 0.55 0.60 0.52 0.58 0.49 0.46 0.85
Purchase Decision (PD) 0.57 0.62 0.54 0.60 0.51 0.48 0.68 0.87
Diagonal values are higher than inter-construct correlations, confirming
strong discriminant validity (Fornell & Larcker, 1981).
4.3 Structural Model Assessment
The structural model was evaluated using bootstrapping (5,000 resamples) to
test the significance of path coefficients.
Table 3: Path Coefficients and Hypothesis Testing
Relationship Beta (β) t-value p-value Result
SL → PD 0.21 3.45 0.001 Supported
LD → PD 0.24 3.89 0.000 Supported
CM → PD 0.18 2.98 0.003 Supported
VM → PD 0.26 4.12 0.000 Supported
FF → PD 0.15 2.45 0.014 Supported
SW → PD 0.13 2.10 0.036 Supported
ER → PD 0.42 6.85 0.000 Supported
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Figure 1: Structural Equation Model (SEM)
The results indicate that all interior design dimensions have a significant
positive effect on purchase decisions. Visual merchandising and emotional
response show the strongest effects, highlighting their central role in
influencing consumer behaviour.
4.4 Mediation Analysis (Emotional Response)
Table 4: Indirect Effects (Mediation Results)

Path Indirect
Effect

t-
value

p-
value Result

Interior Design → ER →
PD

0.31 5.67 0.000 Significant
Mediation

The results confirm that emotional response significantly mediates the
relationship between interior design elements and purchase decision. This
supports the S-O-R framework, which suggests that environmental stimuli
influence emotional states that lead to behavioural outcomes (Mehrabian &
Russell, 1974; Vieira, 2013).
4.5 Coefficient of Determination (R²)
Table 5: Coefficient of Determination (R²)
Construct R²
Emotional Response 0.62
Purchase Decision 0.71
The R² values indicate that the model explains 71% of the variance in purchase
decision, which is considered a significant amount in behavioural research

https://jmsrr.com/index.php/Journal/about


2825

(Sarstedt et al., 2021). The results indicate that the interior design has great
effects on the behavior of consumers in retail stores. Visual merchandising
and lighting design were the most important predictors of purchase decisions
which is consistent with other studies that have highlighted the importance of
sensory cues in the retail environment (Baker et al., 2002; Jaini et al., 2022).
Spatial layout and signage also have positive effects, improving the ease of
navigation and customer experience. Importantly, emotional response is a
strong mediator, thus supporting the application of the S-O-R model in the
field of retail interior design. When consumers are exposed to a well-designed
retail environment, they feel positive emotions that directly have an impact on
purchase intention and engagement (Dewobroto & Wijaya, 2022). The results
support the notion that retail design is psychological, behavioural, as well as
aesthetic. The results suggest that the interior design has a significant impact
on the overall shopping experience, both functional and emotional, and on the
consumers' purchasing decisions in the modern retail environment.
5. Conclusion and Recommendations
5.1 Conclusion
The present study explored the relationship between the elements of retail
interior design, consumer emotional response, and consumer purchase
behavior. The research is based on Stimulus–Organism–Response (S-O-R)
model, and is empirical evidence of how interior design plays a significant role
in influencing consumer behavior in a retail setting. The results show that all
of the above elements have a positive and significant effect on the purchasing
decision. Of these, visual merchandising and lighting design were the most
significant variables, suggesting that the visual and sensory elements of the
retail environment are very important to consumers. In addition, the results
validate the emotional response as a strong mediating factor, meaning that the
interior design cannot directly affect the behavior of the consumer, but it does
have an impact on the emotions that it evokes in the consumer. It helps to
validate the theoretical basis of the S-O-R model and emphasizes the role of
emotional involvement in retail experiences. In conclusion, the study
reinforces the notion that retail interior design is not just about aesthetics, but
a powerful marketing strategy that can have a profound impact on customer
engagement, satisfaction, and buying decisions. Retail design can have a
positive impact on the emotional, cognitive and behavioral response of the
consumer to the shopping experience.
5.2 Recommendations
The study results lead to a number of practical suggestions for retailers,
designers and policy makers. First of all, the retail manager should focus on
the most effective factors that influence consumer behavior, which are visual
merchandising and lighting design. Combination of attractive product
displays and proper lighting can have a positive impact on product visibility
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and purchase intention. Secondly, the spatial layout design should be taken
into account, which should ensure the smooth flow of customers and easy
navigation in the store. A well laid out store will minimize confusion,
maximize product exposure and improve shopping convenience. Thirdly,
retailers should invest in emotional design strategies that incorporate
elements such as colour psychology, ambient elements, and sensory cues that
evoke positive emotional responses from customers. Emotional response is a
key mediator, so creating emotional engagement can have a tremendous
impact on sales results. Fourthly, signage and wayfinding should be readily
visible, clear and well positioned to help customers find products easily. Good
signage decreases mental strain and enhances the shopping experience.
Fifthly, furniture and fixtures should be functional, aesthetically pleasing and
comfortable for the customer. Furniture and fixtures that are ergonomic and
esthetically pleasing can lead to longer dwell time and positively influence
purchase behaviour. In the strategic perspective, retailers in emerging
markets like Pakistan should take a holistic approach towards interior design
as they should take care of all the aspects of interior design instead of focusing
on one. This holistic strategy guarantees uniformity of customer experience
and reinforces brand perception. Last, but not least, policy makers and urban
commercial planners should foster design standards for retail spaces that
further the well-being of the consumer and create a better retail experience,
thereby supporting overall economic activity and retail sector growth. This
research can be expanded in future studies to include digital retail
environments, including hybrid and online-offline (omnichannel) experiences.
Furthermore, comparative research in various cultural and regional settings
can deepen the understanding of the differences in consumers' responses to
the retail interior design globally. Longitudinal designs might also be used to
explore the change in consumer behaviour over time as a result of the
changing retail environment. The following lists all the references you used for
your paper in APA 7th style, matching the in-text citations you used
(Introduction, Literature Review, Methodology, Results, and Discussion). I
have made sure that there are no major sources cited that have been omitted
and that they are cited properly.
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