
Retail Conclusion

The survey results show that biophilic design does in fact increase consumer buying power in a retail environment because it makes the
occupant feel more relaxed in the space. Respondents agreed that they prefer to shop in stores with direct views to the outside and
naturally lit spaces which correlates with building fenestration. When asked to choose between a naturally lit retail store and an
artificially lit retail store, 93% of the respondents choose the naturally lit store to shop in. In terms of color palettes, 68% preferred a
color palette of blue hues with a green color palette coming in at 22% and 8% of the respondents said they would be okay with a red
color palette in a retail space. In terms of surface articulation, respondents agreed that having reclaimed wood and other natural
materials have a positive effect on them in both retail and residential environments. In a retail store, natural materials helped enhance
their consumer buying power. Highly textured elements were welcomed in both spaces [retail and residential] by the respondents
because they agreed that these elements reminded them of nature which in turn could have a positive effect on their shopping
experience. The survey results only differed strayed from one another when asked about the kind of forms individuals prefer in the
space; 56% would rather have linear forms in a retail setting whereas curvilinear forms took preference in the home. Both linear and
curvilinear forms deal with design elements.

A Cultural Case Study of Biophilia and
Occupant Well-Being in Interior Environments 

Abstract
The purpose of this research was to explore the effects that biophilic design in interior
environments had on a person’s well-being regardless of age, gender and their cultural
background. Biophilic design is “the deep-seated need of humans to connect with
nature.” Biophilic design and retail spaces were chosen because literature suggests that
there are limited research studies on these topics. While home interior environments
were chosen because that is where individuals reside and spend most of their time in.
The research study looked at building fenestration, colors, surface articulation, and
design elements. At the conclusion of this research study, the researcher proposed a
biophilic designed clothing boutique and a studio apartment. Through this research we
were able to understand how interior designers can manipulate interior environments in
order to maximize the well-being of consumers and occupants. Through the following
research questions, the study explored emotions such as relaxation (in retail settings)
and calmness (in residential settings.)

Key Terms
• Relaxing: reducing tensions or anxiety; a physical feeling; provides short-term relief

(Biophilic Retail Spaces, 2016) (Deakin, 2016)
• Calming: tranquil, quiet, soothing; a mental feeling/state of mind; provides long-term

relief (Deakin, 2016)
• Consumer buying power: the capacity of an individual customer to buy certain

quantities of goods and services (Kokemuller, 2016)
• Building Fenestration: windows, views to the outside, and natural light
• Surface Articulation: finishes applied to walls, floors, ceilings as well as furniture and

built-in items
• Design Elements: organic shapes found in nature (curvilinear shapes vs. linear shapes)
• Well-being: the consumer’s/occupant’s emotions such as relaxation and calmness

(Biophilic Retail Spaces, 2016) (Deakin, 2016) (DeMaria, 2018)

Introduction
As indicated above, this research study focused on biophilic design in interior
environments and an occupant’s well-being. For the purpose of this research study, we
focused on how biophilic elements make occupants feel relaxed and calm. The term
relaxation was chosen because research tells us that individuals who are relaxed in a
retail setting tend to be in a positive mood which in turn increases their consumer
buying power. (Deakin, 2016) In terms of calmness, research shows that natural light
makes residents feel calmer and in turn they will have improved moods and sleep
better. (DeMaria, 2018)

Purpose + Significance
The goal of this research study was to understand biophilic design and its influence
on the interior environment and man’s behavior. The literature review portion of this
research assisted in determining how biophilic design affects occupants in terms of
building fenestration, color, surface articulation, and design elements. This research is
significant because it will assist retail store owners and homeowners in how to
incorporate biophilic design into these environments in order to enhance the well-
being of occupants. The aforementioned occupancies were chosen because interior
design is a mix of residential and commercial projects and therefore when doing
research, it is important to study both spaces so that individuals are educated about
both aspects of interior design.

Methodology 
A quantitative method was utilized to explore biophilic design and its effects on
occupant’s well-being. Prior to beginning the survey process, IRB approval was
obtained. This research study gathered data by using a survey this researcher
developed after conducting an extensive literature review of published architectural
and interior design retail and residential projects. The survey posed nine questions
relating to biophilia in the retail environment with the individual answering on a
Likert scale [1- absolutely disagree to 5- absolutely agree] or they chose a photo that
they perceived best answered the question. This survey then went on to pose the
exact same nine questions, but they were related to a residential setting. Students
from the Furnishings and Interiors Program and Visual Merchandising students were
asked to participate in the survey because they are designers for future retail and
residential environments. Therefore, it was important to gather their perceptions of
biophilic design and its application in both commercial and residential settings.

Survey Results
Questions 1-9 deal with Research Question 1 | Questions 10-18 deal with Research Question 2

Literature Review 
The first survey topic that we covered is building fenestration, which is the focus on natural light and the

views that the occupant has from within the space through windows. Retail studies indicate that naturally lit stores
can create a relaxing atmosphere that is attractive to consumers. (Biophilic Retail Spaces, 2016) According to the
literature review, consumer’s buying power is increased the longer they spend in a store because they are more
likely to find other things that they like while looking around. Natural light in a residential setting helps to improve
sleep habits and improved mood of the resident. (DeMaria, 2018) Research tells us that a visual connection to
nature can be restorative and make the occupant feel calmer while in their home. (Ryan, 2014)

Color is the second topic that we covered, specifically color commonly found in nature and how they make
individuals feel. Warm colors [reds, oranges, and yellows] are good at grabbing the occupant’s attention and
attracting them to a retail space. The same literature review, Biophilic Retail Spaces, goes on to say that blues and
green can aid in relaxation therefore it is better to incorporate cooler colors [blues, greens, and purples] in the
interior of a retail space. In terms of residential environments, colors can help to create a certain atmosphere in the
home. The literature review written by Nancy Bounds discusses how warm colors, natural materials, soft
furnishings, and lower levels of lighting can create a “homelike” atmosphere within the occupant’s home. (Bounds,
2019)

Surface Articulation pertains to the finishes applies to a room’s surfaces that interior design incorporates
into a space. These finishes include wall paint, flooring, textiles, countertops, backsplash, etc. In a retail
environment, surface articulation can consist of wood elements, greenery, and water features. (The Benefits of
Biophilic Design in Retail Spaces, 2018) These elements will make the consumer feel more relaxed in the store and
in turn they will stay longer and purchase more products. In terms of residential environments, if a home is located
close to nature [a park or lake] these areas can offer a more calming and restorative atmosphere for the occupant.
(Biophilic Design- Connecting with Nature to Improve Health & Well Being, N/A) Browning also states that real
materials are favored over artificial or synthetic materials in the home because human receptors can tell the
difference between real and synthetic. (Browning, 2014)

Lastly, we will discuss design elements including forms/organic shapes and the atmosphere of both the
retail and residential space. Browning in the 14 Patterns of Biophilic Design research states that occupants have
been using the shapes of trees, plants, bones, wings, and seashells to design for the interior environment. These
organic shapes can transform the retail or residential environment into a space that has dynamic and ambient
qualities that resemble a living system in nature. (Kellert, 2015) Organic shapes are not only found in the
architectural design of the interior environment but in the fabrics and wall coverings often used in interior design; a
few of the natural patterns that we see are plants, flowers, birds, leaves, and animal skins. (Browning, 2014)

References 
“The Benefits of Biophilic Design in Retail Spaces.” The New & Reclaimed Flooring Company, 28 Nov. 2018, 

www.reclaimedflooringco.com/the-benefits-of-biophilic-design-in-retail-spaces/.
“Biophilic Design - Connecting with Nature to Improve Health & Well Being.” Oliver Heath Design, 

www.oliverheath.com/biophilic-design-connecting-nature-improve-health-well/.
“Biophilic Retail Spaces.” Interface, 18 March 2016, blog.interface.com/biophilic-retail-spaces/.
Bounds, Nancy. “Haptics in our Happy Place.” Interiors+Sources, June 2019, page 94.  
Browning, W.D., et. al. “14 Patterns of Biophilic Design: Improving Health & Well-Being in the Built Environment” 

Terrapin Green LLC. 2014. page. 38-41
Deakin, Elly. “Biophilic Retail Spaces.” Oliver Heath Design, 7 April 2016, www.oliverheath.com/biophilic-retail-
spaces/.
DeMaria, Kristine. “Here's How Retail Spaces Can Benefit From Biophilic Design.” TerraMai, 26 October. 2018, 

www.terramai.com/blog/biophilic-design-retail/.
Kellert, S.R., and Calabrese, E.F. “The Practice of Biophilic Design”, 2015, pg 15-16, and pg 18
Kokemuller, Neil. “What Is Consumer Buying Power?” Small Business - Chron.com, Chron.com, 26 Oct. 2016, 

smallbusiness.chron.com/consumer-buying-power-68682.html.
O'Grady, Brendan. “Seeing Green: Biophilia and Retail Are a Natural Fit.” CallisonRTKL, Nov. 2016, 

www.callisonrtkl.com/you-are-here/seeing-green-biophilia-and-retail-are-a-natural-fit/.
Robinson, Sophie. “How Can Biophilic Design Improve Modern Life?” Canvas8, 4 July 2019,

library.canvas8.com/content/2019/07/04/biophilic-design.html.
Ryan, C.O., et. al. “Biophilic Design Patterns.” Archnet-IJAR, Volume 8, Issue 2, June 2014.

Niasia Ferguson, Senior in the Furnishings and Interiors TMI DEPT.
College of Family and Consumer Sciences 

Dr. Lilia Gomez-Lanier, Assistant Professor in the Furnishings and Interiors 
TMI DEPT.  College of Family and Consumer Sciences 

2) Does biophilic design positively affect a person’s well-being in a residential  environment?

1) Does biophilic design increase consumer buying power in a retail environment by making 
people feel relaxed in the space?

Survey results show that biophilic design positively affects a person’s well-being in a residential environment. Building fenestration
impacted occupant's opinions about their home in which the respondents strongly agreed that their well-being was positively affected by
rooms with direct views to the outside and natural light. When asked to choose between two living room images; 98% of respondents
preferred the living room with floor to ceiling windows over the living room that was artificially lit and had a lack of windows. The
residential responses aligned with the retail responses for color palettes: 63% preferred a palette with blue hues and 34% preferred green
hues. However, it was interesting that none of the respondents were okay with having a red color palette in their home. Reclaimed
wood, natural materials, and highly textured elements were popular among both retail and residential environments when it came to
questions regarding surface articulation. Respondents agreed that natural materials and textured elements not only remined them of
nature but also positively affected their well-being in terms of happiness in their homes. In terms of design elements, residential
respondent preferred curvilinear forms in their home (71%) while 56% preferred linear forms in a retail space.

Residential Conclusion
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