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CHAPTER I

INTRODUCTION

Retailing history reveals that what seems good today may be

obsolete tomorrow. Improvements are constantly being made in store

design, layout, and display fixtures to create a more flexible and

attractive interior. However, it is difficult to forecast what the

trends will be for retail design because the trends are based so heavily

on changing consumer preference and merchandising approaches.

When designing a retail environment, consideration should be

given to the physical and psychological impacts on customer attraction,

employee morale, and store operations (Lewison and DeLozier, 1982).

"By identifying the desired image, targeting the right consumer, and

communicating the right impression, the retailer creates a store image

that is right for shopping and working" (Lewison and DeLozier, 1982,

p. 170).

Information from post-occupancy evaluations of retail environments

assists professionals in developing general guidelines which can be

utilized in the programming phase for retail environments. The informa­

tion also can be helpful in establishing guidelines for new store con­

struction, design alterations, or renovation of existing spaces.

The interior design process often fails to succeed because of

limited programming. Heimsath (1977) suggested that a feedback phase

was useful in the design process to determine if original design criteria

1
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were valid after an environment had been occupied for a period of

time.

Post-occupancy evaluation is probably the most neglected area of

the design process. Programming, design, and evaluation are three inter­

related activities for obtaining information about how people use existing

environments. Analyzing these environments leads to improved program­

ming (Sanoff, 1977).

A program presents a set of desired conditions and methods for

achieving specified objectives. Sound programming procedures encourage

greater client participation and user feedback (Sanoff, 1977). The design

program provides useful data for analyzing design criteria in a post­

occupancy evaluation.

A process for post-occupancy evaluation was outlined by Gutman

and Westergaard in "Built Environment Research Paper 17":

1. Statement of the objectives which the designer has to

satisfy.

2. Identification of limits of satisfaction.

3. Examination of available evidence as to the effects of

a departure from the objective.

4. Specification of criteria for a simple measurement which

would indicate level of satisfaction.

5. Collection and analysis of data.

6. Preparation of evaluation report.

An effective evaluation will provide information to improve future designs,

describe user needs and characteristics, and determine how management

and maintenance systems affect user satisfaction (Gutman and Westergaard,

1974).
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Purpose of the Study

The purpose of this study was to evaluate employee attitudes

toward selected interior design elements in two department stores.

Established post-occupancy evaluation guidelines were used to design the

research instrument.

The study attempted to accomplish the following objectives:

1. To evaluate the existing interior design of two retail

stores based on user (employee) preference. The interior

design elements included:

Store Image (Atmospherics)
Arrangement and Layout
Floors, Walls, and Ceilings
Displays and Fixtures
Lighting
Non-Selling Areas
Overall Store Design

2. To design an instrument for use in a post-occupancy

evaluation of the interior design for a retail environ­

ment.

In order to accomplish these objectives, answers to the following

research questions were sought:

1. Was there a difference between employee evaluations for

the two stores?

2. Did employee attitudes toward design elements in their

department differ from employee attitudes toward the

overall store design?

3. Was there a difference in employee evaluations of

selected design elements in each of two stores which 

are similar?
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4. Was the questionnaire effective in gathering

necessary data for use in a post-occupancy evalua­

tion for retail environments?

Rationale for the Study

A study of this nature may be beneficial to interior designers

and retail management. A post-occupancy evaluation can identify problem

areas which affect productivity, inventory control, and optimum use of

space. Greater space productivity is a necessary goal in retailing.

Management often devotes insufficient attention to space utilization

(Mason and Mayer, 1981).

Astute retailers plan for continual change in the arrangement and

design of retail layouts and merchandise display. Changes are necessary

for seasonal merchandising as well as for creating and maintaining consumer

interest. Flexible construction techniques are used to create a more

versatile interior design (Mason and Mayer, 1981).

Creative and appealing store design, layout, and merchandise

presentation stimulate customer shopping behavior. Employees’ perceptions

of the store environment are based to a large degree on facility-related

experiences centering around customers. An effective store design that

meets the wants and needs of its customers and personnel should result

in a greater market share, increased profitability, and flexibility for

future changes.

Definition of Terms

1. Ambiance - The general quality of design which expresses 

the character of a store, resulting in an institutional personality 
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immediately recognized by the consumer public (Novak and Tolman, 1977,

p. 222). Also referred to as atmospherics.

2. Post-Occupancy Evaluation - Methods or activities used to

evaluate an interior design solution after it has been used for a given

period of time (usually at least one year). Sometimes referred to as

Post-Construction Evaluation.

3. User - Store employees and customers (the main user in this

study was the employee).

4. Programming - The gathering of data in an objective and

systematic manner to identify and describe design guidelines for a

specific design project.

5. Fixturing - Refers to display fixtures in terms of design,

construction, placement, arrangement, flexibility, and suitability in

effectively displaying merchandise.

6. Space Allocation - The amount of physical area that is

designated for a selling or non-selling area.

7. Layout - The configuration that is established on a floor

plan considering physical adjacencies and design components such as

space allocation*, arrangement and location of merchandise and departments;

service and support areas; and circulation areas within the retail

environment (James, 1977).



CHAPTER II

REVIEW OF LITERATURE

Post-Occupancy Evaluation

User wants and needs are increasingly important factors in the

design process. In the past decade interior designers have become more

aware of the programming process; however, there are no means of

determining the effectiveness of the programming unless the design is

systematically evaluated after occupancy.

This review of literature supports the need for an evaluation

process and states ways in which this process would benefit retail

environments. Several sources have established general guidelines for

retail design; however, the consensus of several designers who specialized

in store design was that retail is a unique area of design. Since the

consumers’ wants and needs change, so must the design criteria.

Effective design criteria for a retail environment can be estab­

lished, in part, from evaluations of existing spaces. Ineffective

interior design is counterproductive for the retailer. Interior designers

specializing in store design are needed to program, design, and evaluate

the retail environment.

Stress and health complaints are increasing in the workplace.

These complaints are often the result of environmental hazards. Such

hazards include inappropriate lighting, poor acoustics, inadquate seating,

inefficient work-station location and design, ineffective temperature/

6
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climate control, lack of access to daylight and the outside views, and

inadequate emergency egress (Slavin, 1982).

Interior designers, architects, and behavioral scientists share

interest in the functional and aesthetic attributes of buildings.

Interdisciplinary activities should be undertaken by those familiar with

post-occupancy evaluations. Post-occupancy evaluations may require

observations, interviews, and review of design programming and construc­

tion documents. The evaluations of built conditions usually include

drawings to show current space definitions and inventory reviews.

Additional data are obtained through on-site studies and observations,

photographs, and interviews with staff and visitors (Slavin, 1982).

Jon Lang in Designing for Human Behavior (1974) suggested that what

designers propose and clients build has a significant influence on human

behavior. Understanding that influence will assist the designer in the

following ways:

1. Documented insights can help avoid repetition and

replication of earlier environmental disasters.

2. Identifying ways and means to use environmental research

will inevitably enrich the design process.

3. Clarifying design intentions through the rigor and

discipline of the social sciences means, at least,

commanding more information than intuition alone

permits (Lang, 1974).

Sanoff has identified four basic types of questions for post­

occupancy evaluation:

1. Question of fact: Deals with demographic information

about the respondent.
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2. Opinion and Attitude: Focuses on emotional perception.

3. Information: Determines what people know.

4. Self-perception: Personal evaluations about something

regarding personal behavior or attitudes in relation to

others (Sanoff, 1977).

The cost of a post-occupancy evaluation should be included in the

original design contract. It usually is a specified percentage of the

total job and is conducted at least one year after project completion.

This assures the client of a follow-up consultation period to provide

maximum benefit. Ideally, evaluations will be repeated at regular

intervals (Slavin, 1982).

Retail Design; Trends and Opinions

After World War II stores were designed with an open plan. Depart­

ments were identified by variations in the fixture arrangements. Dis­

counters and mass merchandisers soon followed the trend. Later, the zone

plan became popular because too many subdivisions created small areas

that made staff coverage a problem (Israel, 1981).

The 1970s produced a kind of revolution in store design reflecting

free planning and free design statements. It seemed as though there was

a homogenous corporate look to the retail stores in that period (Abend,

1982). Lawrence Israel, an architect, stated, "In the 1970s were

concerned with image and economics in terms of building within budgets—

and although that’s still a problem—I think the new emphasis is toward

asserting identities."

Two different, but widely-accepted, opinions of retail design for 

the 1980s are reflected in statements by Cy Assad and Jon Greenberg.
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Assad, a Pittsburgh designer, stated, "It’s more effective for the

store to express a total store personality than to give every depart­

ment its own look" (Spalding, 1981, p. 30). By contrast, Jon Green­

berg, an interior designer, said:

The important thing is that, within a theme of store wide
unity, merchandising presentations must vary in each section
so as to create an individualized impact every 30, 48, or 60
inches to capture the attention of shoppers and subtly lead
them to virtually every bit of merchandise. The more people
see, the more they buy.

It is necessary for retail management to make some design

decisions before the services of an interior designer are secured.

Richard Roeder, during the National Retail Merchants Association’s 70th

Annual Convention, advised retailers to:

1. Determine your primary and secondary customers by

writing your specifications down—an assignment for

top executives.

2. Resolve to do your own thing, to stand for something

apart from and above your competitors.

3. Don’t infringe on your designer’s proper field of

judgments with stipulations like "70 foot-candles,"

but do spend unlimited time figuring how much of what

you want to put in.

4. Consider where you’ll want maximum, medium, and

minimum sales people’s coverage—relating this to

both service and security.

5. Treasure every square foot of your space.

Through design, customer behavior can often be affected.

Attitudes and images are created via design features. The design 
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creates a store personality which affects customer attitudes and

images, therefore shaping customer behavior (Markin, 1976).

Store Layout and Space Allocation

A key element to consider for design and layout is the need to

incorporate flexibility for future changes (Mason and Mayer, 1981).

Areas of importance in planning a retail environment include store

layout, space allocation, lighting, fixturing, display, signage and

surfaces. Layout deals with physical adjacencies and design components

which include space allocation; arrangement; location of merchandise

and departments; service and support areas; and circulation areas within

the retail environment (James, 1977).

The amount of selling space allocated to each product line has

a major impact on store profitability. The National Retail Merchants

Association provides information on merchandising and operating results

by product line. This information may be used to establish design

standards if carefully evaluated by both the retailer and the interior

designer (Mason and Mayer 1981). Bates stated:

The escalation in building costs has raised capital investment,
fixed costs, and thus has reduced retail profits. The solution
to this problem is to offset the increased construction costs
with higher levels of space productivity—higher rates of sale
per square foot. In response to the productivity challenge,
retailers have developed a number of new merchandising techniques.
One method of attack has been to counter the building cost
escalation with new, low cost construction techniques and with
lower cost fixturing and decorating systems. The other approach
would be through better in-store merchandising (Retailing and
Its Environment, p. 299).

Floors, Walls, and Ceilings

One of the prime concerns of retailers in choosing a floor

covering is balancing initial cost versus the costs of maintenance. A
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DuPont study of carpet life found that store owners expect carpet to

last for 7.2 years. Retailers indicated that a carpet should last for

approximately seven years. After seven years, stores generally need

a "facelift" ("New Trends Appearing Underfoot," July 1982).

Surface selections for walls, floors, and ceilings must be

consistent with the image the retailer wants to project. The surfaces

in a retail environment should create a backdrop or stage for merchan­

dise displayed so that the consumer is able to identify the merchandise.

Color and interest can be created through the merchandise and its

visual presentation (Mason and Mayer, 1981).

Merchandise Presentation; Display and Signage

Concepts of merchandise presentation play an important role in

the productivity of retail space. Merchandise presentation and space

allocation should be organized to help the customer make a selection

and to assist the sales people in selling. Circulation areas are planned

within a department to display the maximum amount of merchandise

(Callender and DeChiara, 1980).

Atmospherics or ambiance is very important in display and

signage designs. Special attention must also be given to the effects

of graphics and display areas on consumer information and communication

(Mason and Mayer, 1981). Signage in a retail environment is also

necessary in order to identify departments within the retail environ­

ment.

Store Fixtures

The term "fixturing" is somewhat misleading since few of the 

display units are fixed. Employees can easily switch a display from 
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horizontal rods to faceouts in a matter of minutes, so that within

half an hour the appearance of a whole department can be changed

(Spalding, 1981). Flexibility, allowing fixtures and departments to

be moved or modified, is a part of present-day merchandising (Callender

and DeChiara, 1980). Merchandise must be periodically rearranged to

create consumer interest, to provide for maximum use of space, and to

allow additional area for seasonal items.

Effective display fixtures are designed so that merchandise

becomes the focal point rather than the fixture itself. The check-out

area or wrap stand is an important fixture. The check-out fixture, or

counter, serves as a control and service center for customers. The

location and design of this unit are important to an effective store

environment (Callender and DeChiara, 1980).

Lighting

Chain Store Age Executive indicated that "retailers have attempted

to juggle the twin, and at times, opposing needs for effective store

lighting with the mandate to substantially reduce energy costs" ("Store

Lighting: The Inside Story," p. 50). Frank LaGuisa of General Electric

was quoted as saying:

Good lighting should direct and focus a customer’s visual
attention; it should allow for a close visual evaluation of
the merchandise and speed the buying decision; and lighting
can help create an attractive store atmosphere ("Store
Lighting: The Inside Story," p. 50).

Lighting may be used to define a space and create a pleasant

shopping environment. Listed below are several examples of how 

lighting can be used in a retail environment:
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1. A dark wall allows particular areas to be spotlighted

and therefore accented.

2. Illumination of the perimeter of a room enlarges the

space.

3. Natural light is particularly appropriate for furniture,

clothing, art collections, jewelry, cosmetics, and

large appliances.

4. Light can be used to separate areas, direct traffic, and

direct or attract attention.

5. Since specular light resembles sunlight, it shows form

and texture well, and creates subtle shadows and con­

trasts (Bates, 1979).

Store Atmosphere

The actual effects of store atmosphere on shopping behaviors
have not been well documented. Store atmosphere usually comes
out near the bottom of the list when consumers are asked to
state its relative importance when compared to other more
objective variables such as price, service, and shopping
hours (Donovan and Rossiter, 1982, p. 35).

Donovan and Rossiter (1982) stated several reasons why they

believe researchers have been unable to document strong effects of store

atmosphere despite some retailers’ claims that these effects exist.

Effects of store atmosphere are basically emotional states that: (1)

are difficult to verbalize; (2) are transient and, therefore, difficult

to recall; and (3) influence behaviors within the store rather than

gross external behaviors such as choosing whether or not to patronize

the store. Most studies have used structured questionnaires in which

respondents placed a list of attributes in rank order in terms of their

importance to customers. Emotional responses are best documented within

the store (Donovan and Rossiter, 1982).
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Some practical implications resulted from the research of

Donovan and Rossiter (1982):

If consumers rate your store as pleasant, then their enjoyment,
shopping time, spending, etc. can be increased by raising the
arousal level of the store’s atmosphere with bright lighting,
upbeat music and so forth. Retailers should consider the
emotional feelings of shoppers, and not just their thinking.
The correct emotional combination of pleasantness and arousal
created by store atmosphere can stimulate shopping behavior
within the store (Journal of Retailing, p. 56).

Designers need direct contact with store personnel and consumers

who sell, manage, and buy the goods, not just with top level management

(Spalding, 1981). The employees who are satisfied with their environ­

ment will be more content, which potentially could result in increased 

sales volume and improved customer service



CHAPTER III

METHOD AND PROCEDURE

The purpose of this study was to identify and evaluate employee

attitudes toward selected interior design elements in two department

stores, Parisian and Pizitz, in Tuscaloosa, Alabama. Interior design

elements evaluated were store image; department identification; arrange­

ment and layout; floors, walls, and ceilings; displays and fixtures;

lighting; non-selling areas; and the overall store design. A question­

naire was administered to employees of each store in order to study their

attitudes toward selected functional and aesthetic factors which were

assumed to affect the overall effectiveness of the stores’ interior

design.

Description of the Stores

The two stores selected for evaluation were Parisian and Pizitz.

Both are anchor stores in University Mall, a regional shopping center,

in Tuscaloosa, Alabama. The stores are similar in store design and lay­

out. Pizitz opened in August 1980; Parisian opened in July 1981. Greater

validity of the findings would be achieved if responses were similar in

similar stores.

Parisian had approximately 170 employees in November 1982 when

the questionnaires were distributed. The store contained a total of

57,471 square feet; 50,029 square feet were classified as selling area

and 7,442 square feet as non-selling area.

15
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Pizitz had approximately 142 employees in November 1982 when

the questionnaires were distributed. The store contained a total of

91,000 square feet; 87,350 square feet were classified as selling area

and 3,650 square feet as non-selling area.

The selling area in each store was classified as the floor space

within each department where merchandise was displayed and sold. The

square footage of selling areas in each store also included one-half

of the aisle adjacent to that department. Non-selling areas for each

store included customer service, offices, stock rooms, alterations depart­

ment, loading dock, employee lounge, and restrooms.

Figures 1 through 19 illustrate representative interior design

elements in each of the two stores. Floor plans for Parisian and Pizitz

are shown on Figures 1 and 10, respectively.

Description of the Population

Employees of the two stores were selected for the research

population because these individuals were thought to be familiar with the

overall store environment and with specific sales and service

departments. Although the employees were important users of the retail

environments, their needs were assumed to vary somewhat from those of

consumers. However, perceptions of the store environment were formed to

a large measure on facility-related experiences centering around

customers. All employee levels—management, sales personnel, and support

staff (both full and part-time)—participated in the study.

Questionnaire Development

From a review of journals, trade magazines, and marketing and retail­

ing textbooks, major subject areas for the study were identified. These
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subject areas included: store image; department identification;

arrangement and layout; floors, walls, and ceilings; displays and

fixtures; lighting; non-selling areas; and the overall store design.

Ten employees of J. C. Penney, Tuscaloosa, Alabama, who volun­

teered to participate, were requested to evaluate the store using major

subject areas identified. J. C. Penney is also an anchor store in

University Mall. Employees were requested to respond to the following

statement, "Give your impression of this store’s interior design, check­

out areas, department displays, and lighting. Identify some favorable

and unfavorable aspects of each area."

The main purpose of this stage of the investigation was to identify

descriptive adjectives which the employees used to describe their store.

This also revealed a need to include a space on the questionnaire for

employees’ comments. Specific recommendations dealing with areas of

concern to retailers, architects, store planners, and interior designers

were made by some employees. The comments suggested that employees were

quite familiar with their work environment. The investigator reviewed

employee comments with the store manager and recorded additional comments

made for guidance in the questionnaire design.

Questionnaire Design

Based on interviews, literature reviews, and employee responses,

the following subscales were used in the survey:

1. General background information—demographic data

2. Arrangement and Layout

3. Floors, Walls, and Ceilings

4. Displays and Fixtures

5. Lighting
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6. Non-Selling Areas

7. Overall Store Design

The purpose of the last section on the questionnaire, Overall

Store Design, was to determine the preference level for the interior

design of the entire store. Other sections were included in the question­

naire so that each employee could evaluate the department in which he

worked.

Some of the descriptive adjectives in the questionnaire section

on store image were taken from the Minnesota Architectural Response

Scale (MARS) (Hollon, Kendall, Norsted, and Watson, 1980). Other

adjectives were selected from a review of articles in trade and profes­

sional journals.

Other concept statements for employee evaluation were identified

from the investigator’s on-site visits to the stores selected for

evaluation and a dissertation entitled, "A Conceptual Framework for the

Interior Design of Retail Environments" (James, 1977).

A draft of the questionnaire was reviewed by the investigator’s

graduate committee for content, readability, and organization. Response

formats were selected. Both positive and negative statements were

included to encourage closer reading of the questionnaire and to improve

instrument reliability.

The questionnaire was pretested at the J. C. Penney store used

previously. The pretest resulted in the rewording of several statements

and the addition of several comment sections for open-ended responses.

The revised questionnaire consisted of:

1. A cover letter

2. Requests for demographic information
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3. A section to identify the "most characteristic" descrip­

tors of the store image

4. Requests for employee comments in response to open-ended

questions

5. Twelve statements referring to arrangement and layout

6. Fifteen statements referring to floors, walls, and

ceilings

7. Eleven statements referring to displays and fixtures

8. Seven statements referring to lighting

9. Eight statements referring to non-selling areas

10. A section to evaluate the overall interior design of the

store

Department location and ease of identification were considered to be

major items for evaluation by the investigator.

Special attention was given to the graphic design of the question­

naire. To shorten the questionnaire and make it easier to hold, each

page was photographically reduced to 74 percent of its original size,

printed on legal size paper, printed front and back, and stapled into

booklet form (see Appendix A). The cover letter was printed on the front

page of the questionnaire because the investigator did not have personal

contact with each employee.

The questionnaire subscales entitled Arrangement and Layout;

Floors, Walls, and Ceilings; Displays and Fixtures; Lighting; and

Non-Selling Areas were evaluated by employees using a 5-point Likert-

type scale:

1 = strongly disagree
2 = disagree
3 = neither agree nor disagree
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4 = agree
5 = strongly agree

The responses were coded for data analysis. Coding for negative state­

ments was reversed for statistical analysis.

Employees were asked to evaluate the interior design elements in

the section, Overall Store Design, using a 5-point Likert-type scale:

1 = very pleasant
2 = pleasant
3 = neither pleasant nor unpleasant
4 = unpleasant
5 = very unpleasant

The completed questionnaire was reviewed and approved for distri­

bution by each of the store managers. The management provided assistance

in distributing the questionnaires to employees. Employees were requested

to return the completed questionnaires to the customer service desk in

each store.

Preparation for Data Analysis

The instrument was designed so that data could be key punched

directly from each questionnaire. In the sections of the questionnaire en­

titled Arrangement and Layout; Floors, Walls, and Ceilings; Displays and

Fixtures; Lighting; and Non-selling Areas, respondents were instructed to

place a check in the box to the left of the number if the statement was

not applicable for their department. The items that had a check in the

box were treated as missing when data were analyzed.

The data were analyzed using two statistical treatments. First,

the subprogram, Frequencies, from the Statistical Package for the Social

Sciences (SPSS) was used to compute the percentage and numeric frequency

distributions for each item. The arithmetic mean and standard deviation, 

or average dispersion of scores around the arithmetic mean, were also 
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computed. Second, the subprogram, Reliability, from the SPSS was used

to calculate the coefficient alpha for individual subscales as well as

for the overall instrument.



CHAPTER IV

RESULTS AND DISCUSSION

The purpose of this chapter was to analyze data from the store

design questionnaire. The general subject areas in the questionnaire

were entitled: Store Image; Arrangement and Layout; Displays and Fix­

tures; Lighting; Non-Selling Areas; Floors, Walls, and Ceilings; and

Overall Store Design. Responses to Likert-type scales, forced rankings,

and open-end questions were studied to determine the efficiency of

selected retail environments based on user (employee) satisfaction.

For example, employees were requested to select the five adjectives

from a list which best described the interior design of the store.

Responses to open-ended questions were used to identify employee comments

and suggestions for improvements.

Population Profile - Employees

The demographic profile of those employees responding to the

questionnaire is presented in Table 1. The majority of respondents was

female: 77 percent at Parisian and 82.2 percent at Pizitz. The majority

of employees at both stores was female. The majority of shoppers in

each store was also female.

More than 55 percent of the employees from each store were below

the age of 35. Forty-five percent of Parisian respondents were below 25

years of age and at Pizitz 31.1 percent.

41
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TABLE 1

DEMOGRAPHIC PROFILE: FREQUENCY AND PERCENTAGE
OF EMPLOYEES AT PARISIAN AND PIZITZ

Frequencies and percentages have been adjusted to account for missing

Characteristic Parisian Pizitz
Frequency Percentage Frequency Percentage

Sex: Male 13 23.0 8 17.8
Female 44 77.0 37 82.2

Age: Below 25 26 45.6 14 31.1
25-34 12 21.1 12 26.7
35-44 9 15.8 8 17.8
45-54 6 10.5 6 13.3
55-64 4 7.0 4 8.9
Over 65 0 0.0 1 2.2

Education:
Grades 1-8 2 3.6 0 0.0
Grades 9-12 4 7.1 0 0.0
High School

Graduate 16 28.6 10 22.2
Some College or
Technical School 19 33.9 22 48.9

Junior College or
Technical School
Graduate 1 1.8 4 8.9

College Graduate 10 17.9 7 15.6
Some Beyond

College 4 7.1 1 2.2
Other 0 0.0 1 2.2

Hours Worked Per Week:
0-10 0 0.0 1 2.2
11-20 5 8.9 ’4 8.9
21-30 17 30.9 11 24.4
31-40 33 58.9 25 55.6
Over 40 1 1.8 4 8.9

Length of Employment:
0-6 (months) 15 27.3 8 18.2
7-12 9 16.4 4 9.1
13-18 28 50.9 7 15.9
19-24 1 1.8 7 15.9
25-30 1 1.8 17 38.6
Over 30 1 1.8 1 2.3

data due to incomplete although usable questionnaires.
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More than 20 percent of the respondents from each store were

high school graduates. Many respondents had taken some college courses

or had attended a technical school: 33.9 percent from Parisian and 48.9

percent from Pizitz. College graduates represented 17.9 percent of the

employees at Parisian and 15.6 percent at Pizitz. This relatively high

educational level was undoubtedly due to the fact that the stores are

located in a city with a major state supported university as well as two

other postsecondary institutions.

Table 2 shows the distribution of respondents by department areas.

The women’s departments from each of the two stores provided sufficient

data to merit statistical evaluation. Results from other depart­

ments could have been analyzed, but only the women’s departments from

both stores provided adequate data for statistical evaluation.

TABLE 2

FREQUENCY AND PERCENTAGE OF EMPLOYEES
BY STORE AND DEPARTMENT

Department Area Parisian Pizitz
Frequency Percentage Frequency Percentage

Women 22 38.6 21 46.7
Men 11 19.3 3 6.7
Children 10 17.5 2 4.4
Non-clothing 10 17.5 13 28.9
Sales Support 4 7.1 6 13.3
Total Respondents 57 100.0 45 100.0

Although the store management agreed to distribute the question­

naires to all employees, approximately 60 percent of the employees at

Parisian and Pizitz received questionnaires. Fifty-five percent of those

questionnaires were returned by Parisian employees and 52.9 percent by

Pizitz employees.



Store Image

The section Store Image in the questionnaire was comprised of 28

descriptors. Employees were requested to select the five adjectives that best

described the interior design of the store in which they were employed.

Based on employee response rank orders were calculated for these descrip­

tors and are shown in Table 3.

STORE IMAGE: RANK ORDER FOR EMPLOYEE RESPONSES

TABLE 3

Parisian Pizitz
Rank Order Descriptor Frequency Rank Order Descriptor Frequency

1 stylish 37 1 attractive 29
2 attractive 32 2 clean 25
3 inviting 30 3 stylish 23
4 clean 29 4 inviting 21
5 cheerful 22 5 well lighted 16
6 organized 20 6 organized 15
7 well lighted 15 7 colorful 12
8 well planned 15 8 spacious 10
9 above average 13 9 above average 10

10 interesting 12 10 well planned 9

Four of the five highest ranked descriptors were found to be the

same for both stores; however, the rank order varied. Eight of the top

10 descriptors were selected, in somewhat varying order, by employees at

each store.

Responses shown in Table 3 suggested that employee attitudes toward

the image of each store were similar. It was not surprising that employee

responses were similar because the interior design of the two stores were

similar (see Figures 1 through 19). Additional support was provided for

these findings in that the highest frequency for a negative descriptor 

was five responses for "crowded" at Pizitz and four responses each for the 
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descriptors "average" and "economical" at Parisian. It could have been

that these descriptors were not very negative.

Shopper/Consumer Profile

The employees were asked to profile the majority of shoppers in

their departments. The responses appear in Table 4.

SHOPPER/CONSUMER PROFILE AS PERCEIVED BY EMPLOYEES

TABLE 4

Parisian Pizitz

Sex: Male 9.3% 7.3%
Female 90.7% 92.7%

Age: Below 25 16.7% 4.5%
25-34 11.1% 27.3%
35-44 61.1% 65.9%
45-64 1.9% 2.3%
Over 65 9.3% 0.0%

It was the opinion of the employees from both stores that over 90

percent of the people that shopped in their departments were females and

that over 60 percent were between the ages of 35 and 44.

Department Identification

Department location and ease of identification were major areas for

evaluation by the investigator. These areas were addressed in items 2

and 3 of the General Information section in the questionnaire and

items 2, 4, and 12 in the questionnaire section, Arrangement and Layout.

Analyses of findings for department location shown in Table 5 indicated

that a vast majority of customers from Parisian and Pizitz located depart­

ments through merchandise and special displays. With regard to customer
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CUSTOMERS CAN BEST LOCATE YOUR DEPARTMENT BY . . .

TABLE 5

Parisian Pizitz
Frequency Percentage Frequency Percentage

A Sign 9 15.8 3 8.1
A Special Display 15 26.3 17 45.9
Department Merchandise 26 45.6 14 37.8
Change in Valance Design 1 1.8 2 5.4
Other 6 10.5 1 2.7

ease in locating the departments in which respondents themselves worked,

19.0 percent of those surveyed at Pizitz and. 8,9 percent of those surveyed

at Parisian indicated that customers had difficulty, as shown in Table 6.

TABLE 6

CAN CUSTOMERS EASILY LOCATE YOUR DEPARTMENT?

Parisian Pizitz
Frequency Percentage Frequency Percentage

Yes 51 91.1 34 81.0
No 5 8.9 8 19.0

Responses to item 12 in the Arrangement and Layout section of the

questionnaire indicated that Pizitz employees neither strongly agreed nor dis­

agreed that signs were within view to help shoppers identify the depart­

ment in which they worked. Five employees (11 percent) indicated in

open-ended responses that improved signage was the best way to assist

customers in locating their department. Additional open-ended responses

indicated that three employees at Pizitz recommended more signs and two 

suggested the addition of a store directory at store entrances.
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Arrangement and Layout

Responses to item 8 on the questionnaire indicated that employees

considered the walkways in their departments wide enough to allow

customers to move through and inspect merchandise conveniently (see

Figure 20) . Employees indicated that their departments were well

arranged (item 11), which indicated consistency in responses based on

the statement content of items 8 and 11.

The greatest difference of responses was shown in item 3 where

employees evaluated the statement, "The stock area is located close to

your department sales." This statement was in reference to the actual

location of the stock room rather than their opinion of where the stock

room should be located.

When mean scores of employee responses for the women’s departments

were compared to the mean scores of employee responses for each store,

little difference was noted. This similarity held true for the majority

of subscales on the questionnaire, as shown in Tables 7 through 12.

In response to the question, "What makes the design of this store

different from others of similar size and merchandise mix?," employees

referred to elements of arrangement and layout most frequently. Some of

the representative comments given by employees follow.

Employee Comments - Parisian

Approximately 68 percent of the open-ended responses from Parisian

employees addressed arrangement and layout. The majority of these comments

was positive. Several responses were neither positive nor negative.

Representative positive comments included:

"Departments are easy to find."
"Circular layout encourages customers to shop the entire store."
"There is easy access to all departments."
"The layout is neat and organized."
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FIGURE 20

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

ARRANGEMENT AND LAYOUT

1.

2

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

Your department is too small to
display merchandise efteccively

Customers often ask directions
to other departments.

The stock area is located close
co your department sales floor.

The service desk is difficult
for customers Co locate.

Merchandise is grouped to
encourage related sales.

There are not enough dressing
rooms in your department.

The size of each dressing room
is adequate for customer use.

The aisles in the department
are not wide enough to allow
customers to shop and inspect
merchandise conveniently.

An appropriate amount of cus­
tomer seating is provided in
your department.

Seating should be provided in
your department.

The department is not well
arranged.

Signs are within view to
help customers identify your
department.

Parisian

1.88

1.81

3.04

1.93

3.92

1.77

3.70

1.75

2.59

3.48

1.84

3.48

Plzitz

1.97

1.58

3.93

1.93

3.73

1.96

3.67

1.83

2.85

3.49

1.91

2.93

PARISIAN:

PIZITZ
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Representative negative comments referring to the subscale Arrangement

and Layout included:

"Seating should be provided in all departments, especially for
the tired, older shopper."

"Needs more originality in the design for each department."
"Circular layout pattern is sometimes confusing to the

shopper."

Employee Comments - Pizitz

Approximately 86 percent of the open-ended responses from Pizitz

employees addressed arrangement and layout. The majority of their comments

was positive. Representative positive comments included:

"Circular design brings the customer to each department."
"Flows well - draws the customer all the way into the store."
"Related merchandise and departments are located closer

together."
"Open plan - I like when you walk in the front (mall entrance)

and you can see almost to the back left or right of the
store. This enables one to see where they want to go."

Representative negative comments referring to the arrangement and layout

included:

"A giant maze."
"Dressing rooms are not accessible to the handicapped (or

larger women)."
"The restrooms were put in the wrong area of the store."
"When the sales tables are put out in the aisles, there

isn’t enough room for customers and stock workers to
pass."

Floors, Walls, and Ceilings

The interior design element that appeared to have the greatest

range in employee responses between the two stores was floor covering, as

indicated in Figure 21. The employees from both stores disagreed with

the statement that the floor covering was unattractive (item 2) and unsafe

for employees and customers (item 5). Employee responses to the state­

ment, "The floor covering is comfortable under foot," varied somewhat,
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FIGURE 21

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

FLOORS, WALLS, AND CEILINGS

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

12.

13.

14 .

Disagree agree

The ceiling is unattractive

are not large enough

Mirrors
located

are not conveniently
to aid the customer.

The departments with the most
"exclusive" merchandise use rich
materials on the floor and walls

Mirrors are located in your
department.

The floor covering is com­
fortable under foot.

The wall covering is
unattractive.

The color scheme enhances
merchanside display.

The floor covering is
unattractive.

The interior surfaces reflect
the quality of merchandise
available.

Some of the floor covering is
unsafe for employees and
customers.

The valance treatment is
attractive.

There is no evidence of "wear
and tear" on the floor covering

Mirrors
for customer use.

Mirrors contribute to the attrac
tiveness of your department

disagree neither agree
agree nor
disagree

12 3 4

Parisian

3.84

1.89

3.62

2.82

1.91

1.91

2.87

2.47

3.56

3.31

1.89

2.02

1.96

3.49

PARISIAN:

pizitz:---------

Pizitz

3.76

1.82

3.80

3.04

1.91

1.98

3.64

2.93

3.80

3.54

1.97

1.97

2.00

3.38
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with a mean score of 2.87 (3.0 = neutral) for Parisian employees, and

3.64 (low level of agreement) for Pizitz employees. Although this was

not a high level of variance, it was the greatest difference in employee

response for any item within the subscale Floors, Walls, and Ceilings.

Most, if not all, of the carpeted areas in Pizitz were installed with a

pad, whereas the carpeted areas in Parisian were without a pad. This

factor apparently influenced employee evaluation of comfort levels.

Employee responses for the two stores were similar in the question­

naire subscale Floors, Walls, and Ceilings. Employees generally agreed

that the surfaces used in each of the stores reflected the quality of

merchandise stocked (Figure 21, item 1) and that the color schemes enhanced

the display of that merchandise (Figure 21, item 3). Parisian employees

disagreed with item 8 that stated, "The departments with the most ’exclu­

sive’ merchandise use rich materials on the floors and walls," which was

an accurate observation by the employees, based on the investigator’s

opinion. The surface treatments varied less from department to department

in Parisian than they did in Pizitz.

Employees generally believed that the mirrors in their departments

were conveniently located and of satisfactory sizes. Mirrors were located

in most of the departments. Responses indicated that employees felt the

mirrors contributed to the attractiveness of their departments.

Respondents disagreed that the wall covering was unattractive

(Figure 21, item 13). The mean score calculated for Parisian was 1.96

and for Pizitz was 2.00.

Employees’ perceptions of the interior design for the women’s

departments in each store were very similar to those of all combined 

responses from employees of each store. As indicated in Table 8, the 
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greatest difference appeared in response to item 7 which focused on the

comfort level of the floor covering. Pizitz had a mean score of 3.67

(high) and Parisian had a mean score of 2.23 (neutral to low), thus

suggesting the floor covering at Pizitz was more comfortable, in the

opinion of the employees, than the floor covering at Parisian.

The second greatest area of variance was found in responses to

item 3, "The color scheme enhances the merchandise display." Mean scores

of 3.29 at Parisian and 3.76 at Pizitz were calculated for the women’s

departments.

In reference to the survey question, "What makes the design of

this store different from others of similar size and merchandise mix,"

14 percent of all comments referred to floors, walls, and ceilings.

Representative employee comments to this question and additional employee

comments that appeared in the space provided after each subscale on the

questionnaire are listed below.

Employee Comments - Parisian

Representative positive comments referring to the subscale Floors

Walls, and Ceilings included:

"Colors make display of merchandise more pleasing."
"Comfortable atmosphere."
"More time spent in designing."
"No unnecessary mirrors on walls."
"The store has a non-descript appearance, this draws one’s

eyes to the merchandise displays."

Representative negative comments and suggestions included:

"Cold; dull carpeting; very hard to stand on."
"Each department looks too similar; the store should create

a different atmosphere for each department."
"The store has an overall cold atmosphere."
"Some of the carpet is loose and causes people to trip."
"Some departments need more mirrors (example: Parisian Room

and Men’s Suits)."
"The floors are unattractive."
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Employee Comments - Pizitz

Representative positive comments referring to the subscale

Floors, Walls, and Ceilings included:

"Pizitz is more attractive than other stores; expertly designed."
"The lavish decor makes the store nicer to shop in."
"More mirrors are effectively used in the decor than in other

stores."

Representative negative comments and suggestions included:

"Most departments need full length mirrors on the sales floor
(some are now located only in the dressing rooms)."

"Need wider mirrors, maybe three-way."
"The carpet has air pockets in some areas, which is dangerous."
"After waxing, the floor is slippery."
"The colors are drab."

Displays and Fixtures

The majority of responses found in the subscale Displays and

Fixtures was positive. Employees at both Parisian and Pizitz indicated

that displays helped customers identify merchandise in their departments

(Figure 22, item 1), with the mean scores being 4.04 and 3.95 respectively.

Employees indicated' that the fixtures did not prevent them from

seeing a customer enter the department. The arrangement of merchandise

on the fixtures enabled customers to browse and locate merchandise easily

as revealed through the mean scores of 3.79 for Parisian employees

and 3.60 for Pizitz employees (Figure 22, item 3).

The responses to items 5 and 8, which referred to the appearance

and available work space for the check-out areas, were neutral as shown

in Figure 22. A mean score of 3.09 was calculated for responses from

Parisian employees, with a score of 3.17 for Pizitz employees.

The mean score for Parisian employees in the women’s departments

was 2.76 for item 6 in Table 9. This response may suggest a lower level

of satisfaction for the work space available at the check-out area as
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FIGURE 22

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

DISPLAYS AND FIXTURES

i

3.

4.

5.

6.

7.

8.

9.

10

11.

strongly disagree neither agre«- stronglv
lisagrec agree nor agree

disagree

Displays help customers identity
merchandise in your department.

Fixtures sometime prevent you
from seeing a customer enter
your department.

Arrangement of merchandise on
the fixtures enable customers
to browse and locate merchandise
easily.

Special feature displays detract
from department displays.

The check out areas present a
disorderly appearance to the
shopper.

There is sufficient work space
at the check out area.

There is not an adequate
amount of storage for bags.

There is a clearly defined
location for customers at the
check out area.

There is enough storage for
sales tickets and other forms.

Sales tickets and other forms
are difficult to reach.

There are a sufficient number
of signs to identify where
reduced price merchandise is
located.

Parisian

4.04

1.88

3.79

2.08

1.90

3.12

1.91

3.09

4.00

1.91

3.76

Pizitz

3.95

1.82

3.60

2. 14

2.11

3. 13

2.09

3.17

3.77

2.00

3.61

PARISIAN:

pizitz:
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compared to the mean score of 3.12 for combined employee responses at

Parisian.

Responses to all items except 6 and 8 were positive for both stores.

There were neutral responses from employees of Parisian and Pizitz for

items 6 and 8.

In response to the survey question, "What makes the design of this

store different from others of similar size and merchandise mix?," 18

percent of the employee comments from Parisian focused on displays and

fixtures. Pizitz employees made no reference to this area. Parisian

employee comments about their displays and fixtures included: "unique and

well designed"; "larger than other stores"; "contemporary displays"; and "more

displays on the aisles."

Additional employee comments provided at the end of the subscale

Displays and Fixtures are listed below.

Employee Comments - Parisian

"Our terminal areas have room for everything except merchan­
dise that is being purchased."

"The terminal areas are too small to allow for bagging items
sold."

Employee Comments - Pizitz

"Poor work area around terminals."
"We do not have enough counter and fixture space for the

amount of merchandise we stock (cosmetics)."
"We need a check writing shelf to have a surface free

from clutter when the customers check out. I’ve had
a lot of complaints about this."

"The customer has to reach over the counter edge to write,
which is uncomfortable for them."

Lighting

Figure 23 illustrates the similarity in responses from employees 

of Parisian and Pizitz to items in the subscale Lighting in the
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FIGURE 23

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

LIGHTING

1 2

Accent lighting highlights
special interest areas such
as displays.

Lighting creates a glare on the
counters of fixtures in your
department.

The lighting design in your
department compliments the
general decorative scheme of
the store.

Lighting takes away from the
attractiveness of merchandise
displays.

The department lighting makes
color matching easy.

There is not enough lighting
around the check out area.

There is enough lighting in
your stockroom.

Parisian

3.96

1.82

3.85

1.85

2.88

1.91

3.65

Pizltz

3.74

2.00

3.81

2.10

2.77

1.93

3.24

PARISIAN:

PIZITZ
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questionnaire. Items 1, 2, 3, 4, and 6 on Figure 23 were given positive

evaluations by the majority of employees. The employee responses were

negative to the statement presented on the questionnaire.

Item 5, "The department lighting makes color matching easy,"

received a mean score of 2.88 from Parisian employees and 2.77 from Pizitz

employees, which indicated a neutral response from most employees. Table

10 shows that item 5 had the highest standard deviation among responses

from employees for each store as. well as among responses from those

working in the women’s departments. This standard deviation indicated a

variance of opinions among respondents.

Few comments were made in the space provided on the questionnaire

after the subscale Lighting.

Employee Comments - Parisian

"The lighting is very important in a cosmetic area. Ours is
too bright. It should be well-lighted, but with a rosy
hue to enhance a cosmetic look!"

"The lighting in each area should accent the design of the
store and it doesn’t."

Employee Comments - Pizitz

"The lighting in our area doesn’t allow the customer to see
the true color of the merchandise /linens)."

"Lighting is too fluorescent (cool), not natural."

Non-Selling Areas

The questionnaire section Non-Selling Areas focused on the

employee lounges and restrooms. The employees agreed that the lounges

were used by most employees, were large enough for average daily use, and

had enough tables. The employee responses were less positive regarding

adequate seating and the attractiveness of the lounges. Item 2 in

Figure 24, "The employee lounge is attractive," had a standard deviation
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FIGURE 24

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

NON-SELLING AREAS

i.

2.

3.

5.

6.

7.

8.

A storage area is located near
the sales floor for customers'
special order merchandise and
items on hold.

The employee lounge is
attractive.

Tiie employee lounge is large
enough for average daily use.

The lounge is not used by most
employees.

There is enough seating In the
employee lounge.

There are not enough cables in
the employee lounge.

Restrooms are difficult for
customers to locate.

Store exits are not clearly
marked.

PARISIAN:

pizrrz:---------

Plzitz

3.69

3.22

3.56

2.02

3.39

2.16

1.64
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of 1.04 for Parisian and 1.08 for Pizitz, which indicated a variance in

opinion among employees.

Responses to item 7, "Restrooms are difficult for customers to

locate," revealed that employees thought customers could locate the

restrooms easily, although open-ended responses suggested otherwise.

Employees’ evaluation of item 1, as shown in Figure 24, indicated that

the storage area locations for holding special-order merchandise were

rated less favorably by the employees of the women’s departments at

Parisian than by employees at Pizitz.

Comments provided by employees following the questionnaire section,

Non-Selling Areas, are listed below.

Employee Comments - Parisian

"I feel the employees should have a lounge with a more
relaxing atmosphere."

"There should be restrooms for employees only."
"The employee lounge should be more comfortable."

Employee Comments - Pizitz

"There is not enough room in the employee lounge when it is
also being used to train new employees."

"Restrooms aren’t large enough."

When employees made suggestions for improvements, the restrooms were

referred to most often (see Appendix C).

Overall Store Design

The categories evaluated in the questionnaire section Overall

Store Design included color scheme, lighting, floor covering, wall cover­

ing, ceiling treatment, display fixtures, check-out areas, and restrooms.

These areas were evaluated using a 5-point Likert-type scale ranging from

very pleasant (1) to very unpleasant (5). Of the categories evaluated, 
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those perceived as least pleasant by the majority of employees at Parisian

were the check-out area (x = 2.37) and floor covering (X = 2.75), as

shown in Figure 25. The two areas perceived as the most pleasant were

display fixtures (x = 1.67) and lighting (5? = 1.79). The rank order

of the responses for employees of the women’s departments at Pizitz was

the same as the overall employees’ responses at Parisian (see Tables 11

and 12) .

Of the areas evaluated, those perceived as least pleasant by the

majority of employees at Pizitz were the restrooms (x = 2.53) and

check-out areas (x = 2.58), as shown in Figure 25. The two areas that the

employees perceived as the most pleasant were color scheme (x = 1.75) and

display fixtures (x = 1.91).

Questionnaire Reliability

The SPSS subprogram, Reliability, was used to determine the reli­

ability coefficients for the various subscales given within the question­

naire. Coefficient alpha was calculated for individual subscales as well

as the overall instrument. The section that proved to be the most reliable

was Overall Store Design. A coefficient alpha of .69942 was calculated

for this section which was an acceptable level of reliability for early

stages of research. Additionally, if item 3 (floor coverings) in this

section were eliminated, the coefficient alpha would be raised to .74599

(1.0000 is the highest coefficient, meaning there were no errors of measure­

ment) .
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FIGURE 25

MEAN SCORE COMPARISON OF PARISIAN EMPLOYEE RESPONSES
TO PIZITZ EMPLOYEE RESPONSES FOR

OVERALL STORE DESIGN

l. Color scheme

2. Lighting

3. Floor coverings

4. Wall coverings

5. Ceiling treatment

6. Display fixtures

7. Check out areas

8. Rest rooms

PARISIAN:

PIZITZ:

Pizitz

1.75

2.20

2.04

2.07

2.27

1.91

2.58

2.53
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CHAPTER V

SUMMARY, CONCLUSIONS, LIMITATIONS,
AND RECOMMENDATIONS

Summary

The purpose of this study was to identify and evaluate employee

attitudes toward interior design elements in two department stores.

Parisian and Pizitz in Tuscaloosa, Alabama, are anchor stores in Univer­

sity Mall, each having a racetrack layout, as shown in Figure 1, page 17

and Figure 10, page 26.

The objectives of the research were to evaluate selected interior

design elements of two retail stores based on user (employee) preference,

and to design an instrument for use in this research and in future post­

occupancy evaluations of the interior design for retail environments.

Interior design elements evaluated were store image; department identifi­

cation; arrangement and layout; floors, walls, and ceilings; displays and

fixtures; lighting; non-selling areas; and the overall store design.

Initially, the investigator proposed to compare user satisfaction

of full-time employees to part-time employees and to determine if length

of employment influenced the level of user satisfaction. Sufficient data

were not available for analysis of variance of employee responses for full

and part-time employees or for lengths of employment.

Employee responses were evaluated for each subscale. Original

evaluation plans also included comparing employee responses for each

department to the overall store responses. Only the number of employees in 
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the womens’ departments were sufficient for statistical evaluation. The

employee responses for other areas in each store were combined to show an

average level of preference for each item on the questionnaire.

A questionnaire was designed to collect data for use in evaluating

the interior design of the two stores. Based on interviews, literature,

and employee responses, the following subscales were determined necessary

for the survey: (1) General Information (including demographic data);

(2) Arrangement and Layout; (3) Floors, Walls, and Ceilings; (4) Displays

and Fixtures; (5) Lighting; (6) Non-Selling Areas; and (7) Overall Store

Design.

Employees of the two stores were selected for the research population

because these individuals were familiar with their work environment.

Although employees were considered important users of the retail environ­

ment, their needs were assumed to vary somewhat from the consumers’.

However, perceptions of the store environment are formed to a large measure

on facility-related experiences centering around customers. All employee

levels—management, sales personnel, and support staff (both full and

part-time)—participated in the study.

Approximately 60 percent of the employees at both Parisian and

Pizitz received questionnaires to complete (based on store management’s

distribution) . Fifty-five percent of those questionnaires were returned

complete by Parisian employees and 52.9 percent by Pizitz employees. This

yielded a 33.5 percent rate of return from Parisian (57 out of 170

employees) and 31.7 percent (45 out of 142 employees) from Pizitz.

Employees responded to statements using a 5-point Likert-type

scale. Response options ranged from strongly agree to strongly disagree

except for the section Overall Store Design which ranged from very

pleasant to very unpleasant.
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The data were analyzed using two statistical treatments. First,

the subprogram Frequencies from the Statistical Package for the Social

Sciences (SPSS) was used to compute the percentage and numeric frequency

distribution. The arithmetic mean and standard deviation were also

computed. Second, the subprogram, Reliability, from SPSS was used to

calculate the coefficient alpha for individual subscales as well as for

the overall instrument.

The Overall Store Design section, with a coefficient alpha of

.69942, proved to be the most reliable section. By eliminating one item

in this section (floor covering) the coefficient alpha would be raised

to .74599 (with 1.0000 being the highest possible coefficient, meaning

there were no errors of measurement) which was an acceptable level for

early stages of research.

Forced rankings, open-ended questions, and employee comments were

also used to study the level of preference for employees at each store.

For example, employees of each store were instructed to select five

adjectives from a given list, which "best describe the interior design of

the store." Requests for responses to open-ended questions were included

in the questionnaire to provide additional employee input for design

evaluation.

Conclusions

From the analysis of data, the investigator reached the following

basic conclusions:

1. There was a high overall rating of the store image for

each store. This conclusion was based on the ten

adjectives selected most frequently by employees of each

store for the section Store Image. There was a total
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of 29 adjectives from which to choose. Half of these

adjectives were negative and half were positive. The

top ten adjectives selected for each store were

positive as the lists shown below indicate:

Parisian Pizitz

1. stylish 1. attractive
2. attractive 2. clean
3. inviting 3. stylish
4. clean 4. inviting
5. cheerful 5. well lighted
6. organized 6. organized
7. well lighted 7. colorful
8. well planned 8. spacious
9. above average 9. above average

10. interesting 10. well planned

2. Based on the responses to Overall Store Design both stores

received generally favorable evaluations by the employees.

Items evaluated included color scheme, lighting, floor

covering, wall covering, ceiling treatment, display

fixtures, check-out areas, and restrooms. A 5-point

Likert-type scale ranging from very pleasant to very

unpleasant was used.

The employees of Parisian appeared to be more satisfied

with the lighting (x = 1.67) and display fixtures

(x = 1.79). They were less satisfied with the check-out

areas (x = 2.37) and restrooms (x = 2.75), based on

the items evaluated within the subscale Overall Store

Design.

An example of a check-out area in Parisian is shown in

Figure 8, page 24. Most of the check-out stands needed

a larger work surface to enable customers and employees 
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simultaneous access. Due to the orientation of the

check-out stands within several departments under­

counter storage areas were exposed which created an

untidy work area.

Parisian employees suggested that a separate employee

restroom was needed. They also felt that public rest­

rooms should be more conveniently located or designated

since they were difficult for customers to locate

(see Appendix B).

The employees of Pizitz appeared to be more satisfied

with the color scheme (x = 1.75) and display fixtures

(x = 1.91). They were less satisfied with the rest­

rooms (x = 2.53) and check-out areas (x = 2.58),

based on the items evaluated within the subscale, Over­

all Store Design.

An example of a check-out area in Pizitz is shown in

Figure 17, page 33. Several of the check-out stands

did not provide a defined area for customers to write

checks and sign charge tickets. High sides above the

work surface on many of the check-out stands also made

check writing difficult for customers. Limited space

was provided at the check-out stand for merchandise

to be stored until it could be returned to merchandise

display fixtures, thus resulting in untidy and un­

organized check-out areas.
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3. Department identification could be improved at Pizitz

through additional signage or relocation of some

merchandise displays. Nineteen percent of the responses

indicated that customers could not easily locate desired

departments. Eleven percent indicated in open-ended

responses that improved signage was the best way to assist

customers in locating departments.

4. Based on employee responses and the investigator’s

observations, the questionnaire measured effectively

employee attitudes toward selected design elements within

each store. The section of the questionnaire Overall

Store Design proved statistically to be the most

reliable section with a coefficient alpha .74599, an

acceptable level for early stages of research. The

questionnaire could be useful to retailers and designers

for evaluating the interior design of a retail

environment.

5. Employee attitudes toward design elements in women’s

wear departments were similar to employee attitudes

toward the overall store design.

Limitations

1. A questionnaire was developed by the investigator since

no instrument could be located for use in a post­

occupancy evaluation of a store environment.

2. Store planning literature was limited in quantity

and scope.
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3. Although useful information was collected in this study,

results may vary in another geographic location or time

period.

Recommendations

This study served as a basis for the following recommendations:

1. The investigator should personally distribute and collect

the questionnaires to assure more employee interaction

with the investigator. This procedure would also help to

eliminate negative thoughts that could develop concerning

management’s involvement in the study. A higher rate of

return would possibly result.

2. In addition to other methods of evaluation, the instru­

ment could be limited to the last section on the question­

naire entitled Overall Store Design which proved

to be the most statistically reliable section. Shortening

the questionnaire would enable it to be used to quickly

evaluate consumer responses and to compare these responses

to those of employees.

3. The Store Image section on the questionnaire could be

used for consumer evaluation of a retail store. Through

interior design features retailers may present an

appropriate store image to target markets. Because the

merchandise mix, visual displays, and other promotion

help create the store image the interior design of

the store creates the background and ambient environ­

ment for successful retailing. Therefore, the opinions
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that employees and consumers have of this environment

are of utmost importance. A study of this type may

help retailers determine how effectively the desired

image has been projected through the store’s interior

design, based on consumer evaluations as well as those of

employees.

Creative and appealing store design, layout, and merchandise presen­

tation stimulate customer shopping behavior. Therefore, an effective

interior design that meets the wants and needs of its customers and

personnel should result in a greater market share, increased profitability

and flexibility for future design changes. Post-occupancy evaluations

may benefit the professional effectiveness of interior designers, archi­

tects, and retailers by providing guidelines for improving existing spaces 

as well as future store designs.
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COVER LETTER AND QUESTIONNAIRE
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THE UNIVERSITY OF ALABAMA
School of Home Economics

Department of Clothing.
Textiles and Interior Design

Dear Employee,

Your assistance is requested to aid in my research of store

design for my masters thesis. As a retail store employee your

opinion of the interior design for this store will help a great

deal. I believe that you are in a special position to understand

and evaluate many aspects of the store's design, including those

relating to your needs as well those of the consumer.

Please complete the following questionaire as soon as possible.

Feel free to make any comments in the spaces provided. Your answers

will be kept confidential.

Thank you for your help.

CSl-Kte
Hecla Roberts
Instructor of Interior Design

STORE DESIGN EVALUATION
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DIRECTIONS: Answer each question by filling in rhe appropriate words or bv marking
the desired response.

BACKGROUND INFORMATION

Sex: Male Age: below 25 45 - 54   

 Female 25 - 34 55 - 64

 35 - 44 over 65

Education: Mark the highest level of education completed.

 Grades 1-8 Junior college of technical
school graduate

 Grades 9-12
College graduate

High school graduate
Some beyond college

Some college or
technical school Other, please specify

Employment:

Store name Department 

Job tide

Full time

Part time

Approximate hours per week V'

Length of employment with this store (months) 

STORE IMAGE

Select 5 words from the following list which you feel best describe the
Interior design of the store.

_silent ________ noisy ________ attractive

 Inviting average well planned

crowded dark dull

clean unattractive organized

outdated below average untidy

comfortable well lighted ________ uncomfortable

stylish luxurious unorganized

 _above average flexible ________ s p a c io us

-interesting ________ economical

_cheerfuL ________ colorful
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GENERAL INFORMATION

1. Check the blank in each column chac besc describes Che majoricy of shoppers in
your deparcmenc.

Sex: Male Age: below 25 45 - 54

______Female ______25 - 34 ________ 55 - 64

______35 - 44 over 65

2. Cuscomers can besc locace your deparcmenc by: (check one)

 a sign change in valance design

 a special display ocher, please describe

 deparcmenc merchandise 

3. Can shoppers easily find your deparcmenc? yes no
If no, how can locacing your deparcmenc be Improved?

4. The brighcesc level of lighc in Che score is on:

 feacure displays general sales area ocher 

 main aisles all areas are- equal

5. Whac makes Che design of Chis score differenc from ochers of similar size and
merchandise mix?

6. Are all public areas of Che score accessible co Che handicapped?

 yes no If no, whac areas are noC? 

1. If you had an opporcunicy co meec wich che designer of Chis score, whac changes
or improvemencs would you suggesc? Please lisc below.



□ □
□□

□□
□□

□
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DIRECTIONS: -Provide a response to each statement by marking the approoriate blank.
-If the statement is not applicable place a check in the box to the left
of the number.

-All responses should be in reference to the department where you are
employed,unless otherwise stated.

ARRANGEMENT AND LAYOUT
strongly
disagree

1. Your department is too small to
display merchandise effectively.     

2. Customers often ask directions
to other departments.     

3. The stock area is located close
to your department sales floor.     

4. The service desk is difficult
for customers to locate.     

5. Merchandise is grouped to
encourage related sales.    

6. There are not enough dressing
rooms in your department.     

7. The size of each dressing room
is adequate for customer use.    

8. The aisles in the department
are not wide enough to allow
customers to shop and inspect
merchandise conveniently.   

9. An appropriate amount of cus­
tomer seating is provided in
your department.   

10. Seating should be provided inyour department.    

11. The department is not wellarranged.   

12. Signs are within view to
help customers identify yourdepartment.    

disagree neither agree
agree nor
disagree

strongly
agree

COMMENTS:
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FLOORS, WALLS AND CEILINGS
strongly
disagree

1. The interior surfaces reflect
the quality of merchandise
available.     

2. The floor covering is
unattractive.     

3. The color scheme enhances
merchanslde display.    

4. There is no evidence of "wear
and tear" on the floor covering.     

5. Some of the floor covering is
unsafe for employees and
customers.     

6. The ceiling is unattractive.     

7. The floor covering is com­
fortable under foot.     

8. The departments with the most
"exclusive" merchandise use rich
materials on the floor and walls^    

9. Mirrors are located in your
department.    

10. Mirrors contribute to the attrac­
tiveness of your department.    

11. Mirrors are not conveniently
located to aid the customer.   

   

  

12. Mirrors are not large enough
for customer use.

13. The wall covering is
unattractive.

19. The valance treatment is
attractive.  

disagree neither agree
agree nor
disagree

strongly
agree

COMMENTS:
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DISPLAYS AND FIXTURES
strongly
disagree

disagree

I. Displays help customers Identify
merchandise in your department.      

2. Fixtures sometime prevent you
from seeing a customer enter
your department.      

3. Arrangement of merchandise on
the fixtures enable customers
to browse and locate merchandl.se
easily.     

   
4. Special feature displays detract

from department displays.  

5. The check out areas present a
disorderly appearance co the
shopper.     

  
6. There is sufficient work space

at the check out area. 

7. There is not an adequate
amount of storage for bags.    

8. There is a clearly defined
location for customers at the
check out area.    

9. There is enough storage for
sales tickets and other forms.     

10. Sales tickets and other forms
are difficult to reach.    

11. There are a sufficient number
of signs to identify where
reduced price merchandise is
located.   

neither agree
agree nor
disagree

strongly
agree

COMMENTS:

merchandl.se
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LIGHTING
strongly
disagree

disagree

1. Accent lighting highlights
special interest areas such
as displays.     

2. Lighting creates a glare on the
counters of fixtures in your
department.     

3. The lighting design in your
department compliments the
general decorative scheme of
the store.     

4. Lighting takes away from the
attractiveness of merchandise
displays.     

5. The department lighting makes
color matching easy.     

6. There is not enough lighting
around the check out area.     

7. There is enough Lighting in
your stockroom.     

neither agree
agree nor
disagree

strongly
agree

NON-SELLING AREAS

I. A storage area is located near
the sales floor for customers'
special order merchandise and
items on hold.    

2. The employee lounge is
attractive.   

3. The employee lounge is large
enough for average daily use.    

4. The lounge is not used by most
employees.     

5. There is enough seating in the
employee lounge.     

6. There are not enough tables in
the employee lounge.     

7. Restrooms are difficult for
customers to locate.     

8. Store exits are not clearly
marked.    
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DIRECTIONS: -Give your opinions of the Interior design for the entire-store.
-Provide a response to each statement by marking the appropriate
blank.

OVERALL STORE DESIGN
very pleasant

-pleasant
neither un­
pleasant pleasant
nor *un—az­
Pleasant'

very
unpleasant

1. Color scheme

2. Lighting

3. Floor coverings

4. Wall coverings

5. Ceiling treatment

6. Display fixtures

7. Check out areas

8. Rest rooms

COMMENTS:



APPENDIX B

IMPROVEMENTS SUGGESTED BY THE

EMPLOYEES OF PARISIAN
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Improvements Suggested by
the Employees of Parisian

Interior Surfaces
Representative suggestions included:

*Carpet
1. "It’s horrible; people trip on the carpet"
2. "Need better quality carpet"
3. "Need carpet padding"
4. "Need warm looking carpet in cosmetics"

*"Need more mirrors (especially in ladies sportswear)"
*"Different colors in walls near ceilings (valance treatment)
*"More inviting colors needed on the walls"
*"Make store more comfortable looking"

Space Allocation Layout
Representative suggestions included:

*"Enlarge some departments (girls and giftwrapping)"
*"Larger area for holding merchandise"
*"More storage needed on floor"
*"Place layaways behind service desk instead of upstairs"
*"Stock rooms behind each department instead of upstairs"
*"Wider stairwell and corridors"
*"More department display area"

Restroom
Representative suggestions included:

*"Need separate employee restroom"
*"Need another public restroom"
*"Too smoky"
*"Public restrooms need to be more conveniently located"
*"Improve signage to restrooms"

Employee Lounge
Representative suggestions included:

*"Needs to be larger"
*"Locate on main floor"
*"Establish a non-smoking area"
*"More seating needed"

Check-out areas
Representative suggestions included:

*"Improve locations"
*"Larger work areas"
*"Improve check-out stands"
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Lighting
Representative suggestions included:

*"More light at mall entrance"
*"Better lighting-women's sportswear"
*"Softer lighting-cosmetics"
*"More spot lighting needed in some areas"

*Comments were categorized by subject area and ranked in order of
highest response.



APPENDIX C

IMPROVEMENTS SUGGESTED BY THE

EMPLOYEES OF PIZITZ
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Improvements Suggested
by the Employees of Pizitz

Restroom
Representative suggestions included:

*"Need a restroom for employees"
*"Relocate restrooms"
*"Need restroom in Beauty Salon"
*"Are difficult to find"

Space allocation and layout:
Representative suggestions included:

*"Larger department for big ticket items and more local
warehouse space"

*"Training area should be separate from the employee lounge"
*"Cosmetic area needs to be larger"
*"Need a conference room"
*"Enlarge the men's department"
*"Enlarge office area"
*"Office and gift wrap should be divided"
*"Fixtures are too close together in china and gifts"
*"Change some stock room locations"
*"Dressing rooms not conveniently located"
*"Layout is confusing to elderly customers"

Interior surfaces
Representative suggestions included:

*"A more elegant treatement is needed in "Better Dresses"
*"Need more mirrors"
*"Need 3-way mirrors"

Lighting
Representative suggestions included:

*"Need more light in cosmetics"
*"Need special cosmetic lights and mirrors"
*"Improve lighting-it’s dark in some areas"

Check out area
Representative suggestions included:

*"The high sides of the cash stand (check-out desk) makes
it difficult for customers to write checks"

*"Most check-out areas are not easily located in the departments"
*"Need clear view of department from check-out area (no columns
near terminal)"
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Displays and Fixtures
Representative suggestions included:

♦"There are too many square fixtures with sharp corners"
*"Need a larger display area upon entrance to the store
with proper lighting for major impact"

♦"More room for displays"

Employee lounge
Representative suggestions included:

♦"Enlarge"
♦"Relocate"

♦Comments were categorized by subject area and ranked in order of
highest response.
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