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INFLUENCE OF MALL INTERIOR DESIGN ON
CONSUMER BEHAVIOR: LEBANESE EXPERIENCE

The article presents a shopping mall as a complex economic entity that comprises not
only trade firms but also cinemas, kids’ playgrounds, consumer service desks, financial
sector representatives, etc. In Lebanon, Shopping malls have become centers of cultural
and social life; they perform the function of not only servicing the population but also
attracting and retaining tourists. The task of a shopping mall is to maximize return
from interaction with customers. Working on the interior design of shopping malls is a
competitive advantage that should be taken into consideration to catch the attention of
every client, ensure a strong impact on consumer behavior and guarantee their supreme
satisfaction. The authors analyze peculiarities of consumer behavior of shoppers at
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Lebanese malls and justify the feasibility of improving interior design of those shopping
centers.

Keywords: consumer behavior; malls; interior design; Lebanon.
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As of the second half of the 20th century, a new lifestyle invaded people’s
way of living. The needs are not only the vital needs of old days such as water
or food, but new products and different interests are now fundamental for
almost each and every one of us. Moreover, with the development of technology,
materials, and designs, consumers are becoming more and more demanding on all
levels. Nowadays, one of the greatest places to be with family and friends, for
teenagers and elderly is the shopping mall. Even though each generation has its
own interest, this habitat has become centers of life built on large square meter,
with many different functions inside, where consumers can meet their needs
like clothing, food and where people have the opportunity to socialize. It is a
getaway for the new generation, simply because there are no other alternatives
as entertainment; and interestingly, the old generation is coping and adapting
to those new gathering places and taking advantage of it. Harrods the symbol
of London; la Fayette in Paris; and the American Walmart are all emblems in
the world of Department Stores. Malls like The Forum of Istanbul, Dubai City
Center and many other shopping centers, affect the economy of their countries.

However, with the diversity of malls, mainly with the existing competition
and competitive advantage, customers’ mind became more complex, and more
challenging. People are opened to the rest of the world, they seek for perfection,
quest for a well-displayed environment with a functional circulation, esthetically
attractive surrounding with a fascinating combination of new elements, materials,
and colors. All those features, well considered and genuinely applied, enhance
the mood of a place and turn it into a welcoming environment. New Malls’ aim
is to offer distinctive interior design and exceptional outdoor landscape in order
to charm their customers in addition to its functionality.

Integrating design principles and its execution on site is creative and rewarding,
thus opening doors to lots of possibilities for consumers’ expression and growth.
When a shopping mall offers comfort to its customers, the behavior of those
persons is certainly more positive and psychologically open to any behavioral
change. This has lead interior design to look for different way to stand out from
the competition and to be different from others, especially to investigate in
consumers’ references, shopping habits, and purchasing motivations. The only
way to build a successful interior design strategy in terms of shopping malls is
the accurate and detailed analysis of psychological, sociocultural and economic
factors affecting consumer behavior.

Despite nowadays ‘easy connections and social media, managers are not
finding it always easy to cooperate with people from all around the world since
most of them are still attached to their own culture and beliefs.

Based on Hofstede’s cultural model that compares individuals by cultural aspects
(figure 1), we can classify people into different groups, offering distinct cultural
values, and therefore, be able to depict the behavior of a group of individuals,
measuring the dissimilarities in culture. It is good to mention that the most
important and popular six dimensions according to Hofstede are: Individualism
versus Collectivism, Masculinity versus Femininity, Uncertainty Avoidance, Power
Distance, Long versus Short Term Orientation and Indulgence versus Restraint.
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Figure 1. Hofstede’ Cultural Dimensions Hofstede’ [1]

Moreover, Hofstede’s Insight magazine had some indicators concerning
Lebanon, based on this same model. Those statistics might give a general overview
that help understanding the Lebanese society and its philosophy. The figure 2
below elaborates on the differences of cultures and their diversity in Lebanon.
Furthermore, the Lebanese culture has become feminine since more than 6-7
years, and it has proven that feminine culture is more interested in shopping
malls and outings.
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Figure 2. Hofstede’s Insights — Lebanon [2]

Therefore, the Lebanese culture is obsessed with malls and ironically, when
visited to any mall, they are “fully dressed up” and this is how interior design
effects and has lots of impacts. Thus, such a culture of show off and somehow
picky requires a creative design.

Those differences in culture therefore, lead us to study the lifestyle and beliefs
of each population before opening any business. Mainly, in Lebanon, people are
interested in design as much as in practicality. They love to create from scratch
instead of restoring or solving problems that exist already. If you walk in Beirut,
you can easily pass by a newly well-designed building surrounded by street trash.

For instance, Jean Marc Bonfils Architects’ Atria 555 Project in Beirut is
composed of three buildings opened around an atrium with its private beautiful
garden with no access to the outside real view of the surrounding.
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Another example would be Beirut Mall, situated in the suburbs, turned to be
an outlet mall after few years of its opening even though it had a variety of shops,
a food court, a supermarket, parking lots and mainly a huge kids’ entertainment
area. Its location didn’t help at all and the opening of new shopping malls with
new architectural design let people neglect this place for good.

The relationship between consumer behaviors at shopping malls is mainly
concerned with the development and implementation of general and specific
interior design details of the shops, the supermarkets and the mall as a whole.
Those two features, when applied properly allow customers to buy more and
more products or services in a more convenient and pleasant way. As Baker and
Sherman say: “Increasing attention is being paid not only to pricing and the
merchandise itself but also to the provision of a pleasant and possibly exciting
shopping atmosphere” [3].

Nowadays, interior of malls has changed from confortable yet average
spaces; to convert to a rich architectural place with attractive sophisticated
design elements, such as escalators and other elements with exquisite materials.
According to Graham, Feinberg Mioli and Sheffler, “Malls have also become
important meeting places, especially for young people and seniors” [4]. As
noticed, many articles already mentioned design and its importance, therefore
the impact of interior design in a public environment, and the effect of the
surrounding ambiance are not new. However, with the latest technologies,
innovative materials and the needs that changed with people new lifestyle, it
is interesting and maybe a must to look at this same matter from a different
perspective.

Habitat defines an organization that fascinates a large number of people, like
malls, and market places where individuals are tempted to spend long time on
site. In a habitat, individuals can be grouped in many categories each having
its own pattern of comportments and behaviors mainly shopping, buying and
browsing. Some other activities under the name of experiential consumption,
may be detected too, mainly the food court and the various available services.
“Ecological research showed that individual will be most abundant were habitat
conditions most closely meet the ideal and less numerous were conditions are less
favorable” [4].

Decorating a mall with the goal of making limited space feel more spacious can
be easy when designer considers the impact of color and light to user advantage.
They are many mirror tricks too that can improve the real interior proportions
and modify a place in terms of spaciousness. Despite the significance of malls
in our culture, Feinberg and Meoli [4] note that one would be “hard pressed to
find a scholarly treatment of malls” in the academic journals. Conventionally,
inventors’ main promise to mall consumers is the wide assortment of stores and
merchandise, available in a definite single place. Some interior design new ideas
and tricks can change the perception of a visual space. The visual perception of
an interior space can be changed by the simple use of optical illusions, leaving
any room looks enlarged, broadened, heightened, narrowed and even lowered.

An interior space’s size, proportion and even mood can be significantly
affected by effects of colors and lighting, by interior elements placement,
integrated horizontal or vertical lines, and also by shapes and even style of
interior equipment and finishing materials. Great effects can be achieved by
merging knowledge of perception with knowledge of design. Furthermore,
optical illusion is defined by all the changes in visual perception of a room
size and proportion that occur under the influence of psychological phenomenon
space, and all supplementary visuals phenomenon like visual memory, contrast,
brightness and others. Therefore, designers can shape and modify the visual
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experience of a shopping mall. Designers can also control the psychological
role of lighting to help creating a sense of intimacy, privacy, and cheerfulness
in the mall. A good designer knows that the accurate use of light structure is
vital in fulfilling some space activity condition, such as reinforcing attraction or
attention, emphasizing impression of visual clarity and spaciousness. Designers
can shape and modify the visual experience of a room or a mall, by using optical
illusion for visual connection of the space, a major effect is reached by the
connect use of light stresses. Moreover, designers can achieve this effect with the
use of 3D structure of suspended ceiling, mirror glass illuminating in the part of
a mall or by creating a reflective shinny area. Color combination is an important
and effective tool available for designers.

Acting as a bridge between consumer’s behavior, and shopping malls; interior
design can facilitate the systematic integration of economic, social, and environmental
parameters of shopping malls. Design can become a powerful engine for shopping
malls and it can help businesses in generating solutions that enable to stimulate new
social behaviors and this way, it complies with the change of the complex world
that is required from design culture, and moving from the important role of tradition
and monotonous to a much more important role for shopping centers. architects and
interior architects have a great responsibility to help creating the receptiveness for
the emergence of a new kind of architectural design.

Interior design and consumer behavior and the economic consequences are
interdependent (figure 3). The more significant and effective the intersection between
those three factors can grow, the more flourishing the national economy can be.

Design Factors

Consumer’s
Behavior

Economic
Status

Figure 3. Inter-relationship between Interior Design and Consumer Behavior
with the Economic Consequences

Nowadays in Lebanon, shopping malls offer fast food courts, art exhibit,
restaurants, movie theatre, kids’ entertainment playgrounds near the food court
to facilitate the access to the kids and let the parents feel safer being near their
children and at the same time enjoy their stay. Lebanese people are known for their
love for fashion mixed with luxury and comfort. They are a type of population
that pampers itself whatever is the financial situation. Lebanese are known to be
fighters, they surpassed all the wars and civil wars, and always finding a way to
enjoy and fill up their daily life with new activities, nice evenings. All the night
clubs and restaurants were full even when explosions tried to stop this thrill
for life. Lebanese people are open to the outside world, always looking for new
inventions and technologies, and managing to adapt those new inventions in their
countries. Beirut Downtown is almost “awake” all night long. The best evenings
a tourist can get are in the city of Beirut despite the bad economic situation of the
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country. There is a diversity of cuisines, of music and mood that fits all tastes.
Shopping centers in Lebanon offers continuous new programs for its customers,
all year long, especially in the festive seasons. Special booths and decorations are
fulfilling the space. It’s a time where potential customers that just pass by to enjoy
the designs and distractions, turn to be real and maybe long-term consumers. Malls
have become a predominant part of modern lifestyles, where great entertainment is
organized and where exclusive and costly variety of attractions is offered. Hereafter
is a description of the main Lebanese Malls (table 1).

Table 1. Main Lebanese Malls’ Description

Name of the Mall | Number of Floors | Area, m? | Parking Capacity
ABC Verdun Mall Ground Floor 5 90 000 1 500
Le Mall Dbaye Mall Ground Floor 4 40 000 1000
City Mall Mall Ground Floor 3 70 000 1250
City Center Mall Ground Floor 3 60 000 1 800
The Spot Mall Ground Floor 2 60 000 900

Flint and Voyce stated, “Shopping centers have often been criticized for
their oligarchical design and management styles” [5]. However, weather due
to increase awareness of issues related to sustainability of the global economic
crisis or a growing field of national and individual safety, values of consumers
are changing. Increasingly, this includes a greater connection to a sense of
community and a form of consumerism that is more human centered. The value
of customers consuming experience is not solely based on the product or service
but the value of the personal engagement and sense of community they gain
from the experience. These interactions and exchanges are occurring face to
face in physical environments, such as traditional places of consumption, or less
traditional places such as malls.

It’s estimated that the world’s population will almost double from the present
6.2 billion to around 8 to 10 billion by end of 2025 and as a consequence, will
increase both the demand on resources as well as the interior design impact resulting
from consumers’ behavior activities. Worldwide and in Lebanon, we cannot have a
healthy economic status, without sound and effective well-designed shopping malls.
The impact of interior design on shopping malls regarding consumer behavior is a
paramount concern to every up to date mall, which cares about the well being of its
customers. In the present scenario of shopping mall progress, major economic and
other changes are undergoing a financial revolution through the new technology of
interior design. Especially in the economic sector, it has a significant role for an
overall development of interior design toward consumers’ behavior.

The methodology used in this article is somehow descriptive describing a variety
of elements as illusion in interior design to provide a better impression on a mall. It
gives a detailed description on how lights, color and mirror can provide a significant
interior elements and finishing materials. But in February 2019, the author conducted
a survey study in the Lebanese shopping malls with 100 participants. Careful attention
has been paid to select the consumers participating in the survey study from different
occupational groups, different age groups and different socio-economical levels. In
addition, the questionnaire was conducted on weekdays and weekends, at different
times of the day, and was sensitive about the homogeneity of the study. Participation
in the study; shopping habits, reasons for visiting shopping centers, preferences for
shopping centers, and the effects of interior and exterior architectural designs. The study
assumes to clarify the Interior Design of Malls and its relationships or connections with
consumers preferences and their effect on economical consumption. The results came as
follow in terms of their number of visitors within weekdays and weekends (table 2).
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Table 2. Lebanon Malls Customer Flow

) ) Weekdays Weekends
Name of the Mall Number of Visitors Number of Visitors
ABC Verdun App 2750—3200 App 5200—5700
Le Mall Dbaye App 1000 App 3300
City Mall App 1200 App 4500
City Center App 2500—3000 App 5000—5500
The Spot App 450 App 2000

The Malls occupancy varies according to their space, their location and
luxury level. Thus, the Design of the Mall and its spot area are a major factor
for Lebanese people to visit it more often, therefore, spending more money and
increasing the revenues (table 3).

Table 3. Time and Money Consumption in Lebanese Malls

Generation Weekdays Weekends
Time Spent | Money Spent | Time Spent | Money Spent
Elderly 1—2 Hours 20—30 USD 3—4 Hours 40—50 USD
Youth 0—1 Hour 0—15 USD 3—4 Hours 20—30 USD

The above mentioned tables identify and indirectly provide an economical
result on the country itself; that is, with more shopping malls of better Interior
Design can tempt and encourage people not only to spend their times there due
to the lack and deficiency of having any other entertainment to go through, but
as well, refresh and strengthen the economical aspect of Lebanon due to the
demand of expenditure; if this includes products or services. If Shopping Malls
can manage to have short entertainments during weekdays, they might persuade
their clients to spend more, at least as much as in weekends. Lebanese people
are ready to experience any novelty at least one time. A Shopping Mall should
fascinate and charm the audience that is not interested to come for a break.

It is important to note that improving mall services, increasing new experiences
and mainly working on a better architecture to beautify the mall, will help to
attract more tourists from the neighborhood, hence, raising the purchase percentage.

According to the Lebanese tourism ministry, which unfortunately is not
interpreted, focusing on the impact of malls is important to the sound economic
situation of Lebanon, and as result there has been a quiet demand for new malls.
As in the past couple of years, more than seven new malls in different Lebanese
geographical areas had been established.

In conclusion, all of the above statements confirm that the economic situation
of the country is directly related to the behavior of its malls. When everything is
beautifully done, when a place is easily accessible, with a functional circulation
and a diversity of shops, when a customer is surrounded with various activities
and finds whatever he seeks for effortlessly, he will for sure come over again
and again. This satisfied customer will drag with him many others and the
mall by itself will attract more people and more outside visitors. Therefore, the
expansion of malls, with elaborated design and satisfied customers enhance the
economic situation of a country and open many new opportunities to its citizens.
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Pesiome. B crarbe TOProsblii IeHTP IPeCTaBIeH KaK CJA0KHOE 9KOHOMUYECKoe 06pa3o-
BaHue, coveraioliee B cebGe He TOJbKO TPEANPUITHS TOPTOBJIU, HO U KMHOTEATPHI, METCKIE
UTPOBBIE TIJIOMIAKN, OPTAHU3AINH GbITOBOTO O6CTY KIBAHNS, MIPeJCTaBUTEIeNl (PUHAHCOBO-
ro cekropa. B JluBaHe TOPTOBbIE TIEHTPBI CTAJIU TEHTPAMU KYJIbTYPHOH W OOIIECTBEHHOI
JKU3HU, B3sIB Ha ce6s (PYHKIMIO He TOJIBKO OOCJIYKUBAHWUS HACETEHWS, HO U TIPUBJIEYEHIS
BHUMaHMSI M yJepKaHWsl TYPHUCTOB. 3ajlada TOPTOBOTO IEHTPA — IMOJYYUTb MaKCUMyM
oTJlaun OT B3auMo/ieiicTBug ¢ kianeHTamu. Padora HaJ| Au3aliHOM HHTepbepa TOPrOBBIX 1IeH-
TPOB SABJISAETCS KOHKYPEHTHBIM MPEUMYIIECTBOM, KOTOPOE CJeyeT YUYUTHIBATD /I MPHUBJIE-
YeHUs] BHUMAHMUS Ka’KJOTO KJIMEHTa, BO3/EiCTBHUS Ha NOBejeHNe moTpebutesieil n obecte-
YeHUS €T0 MaKCUMATbHON yI0BIETBOPEHHOCTH. ABTOPBI CTaTbll AHAJIN3UPYIOT OCOOEHHOCTH
MOKYIATeIbCKOTO MOBEIEHNS TTIOCETHTe el TOPTOBBIX IeHTPOB JInBaHa, 060CHOBBIBAIOT Iie-
J1IecooOPAa3HOCTL PabOTHI TIO COBEPITEHCTBOBAHMIO /IM3aiiHa MOMEIEH T TOPTOBBIX TIEHTPOB.
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IIpaBuna odopmienus crateii JAjsi moAaYn B KypPHAT
«BecHik Benapyckara a3sipskayHara skanamiyHara yHiBepciTaTa»

Kypnan npunumaem x usdanuro cmamou Ha pycckom, Geaopycckom u
AH2AUTICKOM A3bIKAX.

ABTOpPBI HECYT OTBETCTBEHHOCTH 32 HAIPABJIEHNE B PEJAKIINIO YiKe paHee OIy6-
JINKOBAHHBIX CTATEll WMJIM CTaTell, IPUHATBHIX K TI€YaTH APYTUMU U3/IAHUSIMI.

Pepakius He B3uMaer 1aary 3a omy6IMKOBAHIE HAYYHBIX CTATel.

CraTbu, Ipe/CTaBJIeHHbIE JUIIAMHU, OCYIIECTBJSIONUMU TOCIEBY30BCKOe 00Y-
yenne (acmupanTypa, AOKTOPAHTYPA, COMCKATENbCTBO), B IOJ| 3aBeplieHns o6yue-
HUsT, TyOJUKYIOTCS TIEPBOOYEPE/THO.

O0beM Hay4HOI CTATbH, YYUThIBAeMOl B KadecTBe MyOIHKAI[IHI O TeMe JINC-
cepranmn, JOJUKEH cocTaBasaTh He Meree 00,35 aBropckoro Jmcra (14 Tbic. mevar-
HBIX 3HAKOB, BKJIIOYasi MPOGENbl MEKIY CJIOBAMHU, 3HAKH MPENUHAHUsS, U(PbI
W T. . — Kak npaBujio, He Menee 8-Mu crpanui Tekcra (Ho ne Gosee 12-Tn),
HarevyaTaHuoro mpudTomMm pasmepoM 14 1myHKTOB uYepe3 1,5 mHTEpBaIa MEXKIY
crpokamu). CTpaHUIbI JOJKHBI GBITh TPOHYMEPOBAHBI.

HayuHnast craTbs [oJKHA BKJIIOYATH CJIEAYIONINE 2JIEMEHTDI:

BBEJIEHIIE;

OCHOBHYIO 4acTb ¢ TabuiamMu, rpadukaMu U IPyruM WTIOCTPATUBHBIM MaTe-
puaaoM (IIpy UX HaIM4INN);

3aKJI0vYeHne, 3aBeplraeMoe 9eTKO cpOpMyTMPOBAHHBIME BbIBOIAMH;

CITMCOK IUTUPOBAHHBIX UCTOYHUKOB.

HasBanme crathil JODKHO OTpaykaTh OCHOBHYIO HIEI0 €e COAep:KaHusi, ObITh
uH(GOPMATUBHBIM U TI0 BO3MOKHOCTH KPATKUM. B 3ariaBusx MOKHO HCIIOJIb30BATh
TOJIBKO OOIIENPUHSTBIE COKPAIIEHUST.

Bo BBegenun crarbu jgosskHa ObITh cdopMy/mpoBaHa ee 1enb (mocrapjaeHa
3a71a4a).

O6s3aTeIbHbI CCBIIKM HAa PAGOTHI, HE SBJIIONIMECcS My6IMKAIUSIMU aBTOpa.
CcpLnkn Ha HeonmyOJIMKOBAaHHBIE PAOOTBI HE JTOMYCKAIOTCS.

Wnmoctparuu, GopMyJIbl I CHOCKH CJielyeT IPOHYMePOBATh B COOTBETCTBHUHU C
HOPSIIKOM IIUTHPOBAHUST B TEKCTE.

CHucok NUTHPOBAHHBIX HCTOYHUKOB PACIIOJIATAETCS B KOHI[E TEKCTA, CCHLIKU
HYMEPYIOTCSI COTJIACHO MOPSIIKY IMUTHPOBaHUsI B TekcTe. HoMepa CCBLIOK TOJIK-
HBI GbITH HATIMCAHBI BHYTPU KBagpaTHbIX cKo6ok (nanpumep [1], [2] u T. 1.). Bee
nyGaMKauKl Ha PyCcCKoM si3bike (KpoMe HOPMAaTHBHBIX JOKYMEHTOB, apXHMBHBIX
MaTepHUajIoB, CTATUCTHYECKUX COOPHUKOB, Ta3€THBIX cTaTell 6e3 yKazaHust aBTopa,
CCBIJIOK Ha CalThl 6e3 yKaszaHMs KOHKPETHOrO MaTepHasa) AOJKHBI COMPOBOIK-
JIaThCsl TI€PEBOJIOM HA36AHUS Ha aHTJIMHACKUN A3bIK (IIPUBOAUTCS B KBaJPaTHBIX
CKOOKax).




Coasas cmamvio 6 pedakuuio, aémopvl nPeoCcmasasiiom:

1) pacnewamxy cmamou u ee snexkmponnviii eapuanm. K crarbe K0JKHBI ObITH
MPUJIOKEHBI JIONOJHUTEIbHbIE cBejeHust: undexc Y /K B coorBercTBuu ¢ Kjaccudu-
KatopoM, kJouesvie c106d (5—10 cI0B Wi KOPOTKUX KJII0YEBBbIX (ppas) Ha PyCCKOM
U aHTJIMICKOM S3bIKaX;

2) cnpasxy o6 asmope:

a) (paMu/Ms, MMsI, OTYECTBO, YUeHasl CTENEHb, YUYEHOe 3BaHUe, JO0JKHOCTh, MECTO
pa6otbl (yue6bl) Ha PyCCKOM SI3bIKE;

6) uMs n daMuIMs aBropa TpaHcauTepanueil B poManckoM andasute (B3ATb 13
Macrnopra);

B) JIEKTPOHHAsA 110UTa;

I') KOHTaKTHbIE Tene(OHbI;

3) svinucky u3 npomoxoaa 3acedanus Kageopvl, BKIOUYAIONLYIO PEKOMEHIAINIO
06 ormy6JIMKOBaHU;

4) pis asropos apyrux Bysos (HUU) — pekomendamenvioe nucvMo pyKOBOI-
CTBa CBOEll OpraHu3aIniy;

5) pesiome cmamvu Ha PYCCKOM s3bIKe (ot 100 o 250 cioB). B HeM 10JIKHO
OBITh OTPAXKEHO KPATKOe COJIePsKaHKe CTaThU: IeJIM U 3aaul, MEeTObl UCCIIe[0BAHMUSI,
Kpatkuil BbiBoja. OO6s3aTeIbHO CIEAYET MPECTaBUTh Ha aHTJINHCKOM SI3bIKE Ha3BaHUe
CTaThH, TEKCT pe3ioMe U o(uInaIbHOE Ha3BaHUE OPraHNU3aIuN, B KOTOPOIl YUUTCS UJTH
paboTaeT aBTOp;

6) xeumanyuio o noonucxe na xypnan (6o ee KOMUIO);

7) pesyvmamor nposepKu MeKcma na npeoMem OPUzUHAIGHOCU TIPU TTOMOIIN
HHCTPYMEHTa <« AHTHUILIArHaTs.

JKypras BrIIOUEH B HAYKOMETPUUYECKYIO 6a3y JaHHBbIX PoccuilcKumii HHIeKe
HayuHoro nuruposanust (PYTHIL)

WNnpexc xypHaua
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