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INNOVATIVE AND SMART RETAIL

INNOVATIVE LIGHTING SOLUTIONS

BROWSING
• Tracking and analysing the customer flow through RTLS
• Providing data about space utilisation and interaction

TRAFFIC 
• Creating customer profiles based on data from mobile
 phones and video sensors
• Following footfall trends and overall location potential

DEMOGRAPHICS
• Adjusting marketing activities to real audience
• Analysing basic demographic data about customers

QUEUE
• Avoiding occurrence of queues
• Increasing overall customer satisfaction

BUYING 
• Viewing essential business metrics
• Improving store productivity

UNIQUE LUMINAIRES
• Tunable white technology
• Excellent color rendering CRI 90+
• Efficient optical system

DYNAMIC SHOP WINDOW
• Customised graphical user interface
• Creating your own lighting composition
• Movement scanning

SMART MIRROR
• Real colours without shadows
• Programmable scenes: evening, office, daylight
• Movement scanning

STIMULATING SUPERMARKET
• Continuous lighting lines ideal for open spaces
• Suitable colour temperature of white light for
 specific areas of the store

RETAIL PSYCHOLOGY
• A sensory experience and elements
 of a store’s environments
• Colour theory and important lighting aspects

SMART METRIC SYSTEMS



SMART METRIC SYSTEM



BROWSING
Customer movement analytics based on positioning data. It provides

you with a detailed view of how exactly customers utilise the
shopping area, how they interact with the product zones and

the store’s layout in general. Customer flow is precisely tracked
thanks to the RTLS (real-time location system) and analysed in real-time.
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QUESTIONS

Browsing Can Answer

Do I have the well-spaced magnetism of the 
different categories throughout the store? 
Are they reasonably attractive at a given 
time?

The application showed a zone with extra 
customer penetration, a more efficient distri-
bution of goods will be required.

Is my store designed optimally? Which 
zones of the store are bypassed?

We have indicated a zone that loses up to 
40% of potential visitors to neighboring
areas.

What is the optimal time to shop? How 
much time do customers spend on the
store ineffectively?

The ineffective time, such as passing 
through the entry zones and waiting in line,
grew by 20%.



TRAFFIC
Advanced footfall analytics based on the data from mobile

phones and accurate video sensors. By combining these two
sources you can get a very accurate picture about footfall trends,

overal location potential and basic customer profile.
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QUESTIONS

Traffic Can Answer

Has the campaign helped me get more 
visitors? How many new visitors came to the 
store?

After launching the campaign, the number 
of visitors increased by 15% over the three
weeks, with a new visitor increase of 30%.

Do I have correctly set opening hours ac-
cording to the number of people walking 
around during the day?

Even after the store is closed, the movement 
in front of it is considerable. By lengthening 
the opening hours, we will gain additional 
business opportunities.

Do I have a sufficient number of employees 
in relation to the current number of custom-
ers in the store?

Employees around lunchtime cannot fully 
serve all customers.



DEMOGRAPHICS
Adjust your marketing activities to your real target audience.

Thanks to the dedicated biometric sensors, you will be able to
analyse the gender and age structure of your customers with high

accuracy.

Gender allocation Age groups
classification

Average age
trends

QUESTIONS

Demographics Can Answer

How do my customers’ demographics 
change over time?

Year-on- year, the number of customers 
aged 30-45 increased by 20%.

Has the target group been attracted? Has it 
reflected on sales?

The marketing campaign attracted another 
37% of customers from the target group
in July. Nevertheless, sales have changed 
only marginally.

Was Campaign Effective? How has demog-
raphy changed on individual sites during
A / B Campaign Testing?

Variant B proved to be more efficient. Store 
B brought another 16% of target group
customers aged 26-45; Variant A attracted 
only 4%.



QUEUE
Neverending queues lead directly to the reduced shopper satisfaction.

This results in low customer loyalty. Active queue monitoring mitigates these risks,
reduces your customers’ frustrations and helps you better organise your staff.
Accurate video sensors are used to monitor congestion patterns and enable

you to forecast when and where queues occur.
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lenght

Queue volume 
distribution

Effectivity of service 
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QUESTIONS

Queue Monitoring Can Answer

Do I have well optimized cashier shifts?

We have identified overloaded shifts, when 
longer queues occurred.

How does the length of rows affect the fre-
quency of purchases and customer loyalty?

The store loses 14% of additional visits from 
loyal customers.

Who many cashiers do I need to schedule 
for the next week?

Wednesdays are the days with the highest 
congestion at the wait lines.



BUYING
Add your core productivity KPIs as a layer on top of the core behavioral KPIs

and see how they relate to each other. Integrated with large variety of POS systems,
this module provides you with a detailed view of the essential business metrics (Revenue, ATV, UPT).

Bundled with the Traffic module, it also allows you to monitor the critical indicators of store productivity
such as the conversion rate of visitors into customers.

Conversion rate Revenue Transactions Average transaction 
value

Units per
transaction

QUESTIONS

Buying Can Answer

What is the business impact of the num-
ber of loyal customers? How does average 
transaction value (ATV), units pet transaction 
(UPT) or total turnover change?

By using loyalty-enhancing activities cus-
tomers return to the store more often and 
are willing to shop more. ATV and UPT are 
continuously rising.

Do I achieve set business plans based on 
changes made in the store?

Total sales did not change despite the fact 
that the Capture Rate increased. The store 
could not re-sell this potential (Conversion 
Rate declined).

Where are the hidden business
opportunities?

During one day the store lost more than 
63% of its sales potential. Possibly thanks to
a bad service.



INNOVATIVE LIGHTING SOLUTIONS



UNIQUE LUMINAIRES
Our luminaires are designed to follow the rules of strategic principles of retail psychology,

i.e. they help to increase attractivity of stores and displayed products,
guide the customers through the space effectively, and thus increase sales.

While using lighting to satisfy the clients’ needs and make them feel welcome and understood,
the brands also build loyalty. 

ELYS FAMILY
• Tunable white technology
• Excellent color rendering CRI 90+
• Efficient optical system

SMART-L
• Flexibility in lighting design achieved by
 different lighting distributions
• Optional sensor integration
• Market leading efficacies

EDYN
• Super slim design 
• Excellent UGR < 19
• High efficiency of up to 125 lm/W



Light and the use of lighting effects funda-
mentally affect our perception of a space, 
thus understanding light and psychology is 
key in retail lighting in order to increase sales. 
Use lighting effects that guide the customer’s 
perception, present a story and highlight
exclusive product details.

The lighting system is controlled through the 
Graphical User Interface that is customised 
according to the design of the shop window. 

DYNAMIC SHOP WINDOW
Achieve perfect ambience with professional retail lighting to make the best first impression.

Create different scenes focusing attention on various details with accent lighting,
RGB colours and tunable white technology via a customised user interface.

Re-design the shop window lighting as needed, with just a few touches.



Smart Mirror lighting uses the latest Pi-LED 
technology allowing the mirror to simulate 
the environment in which the product will be 
used. Soft, warm light is perfect for an
evening dress, while cold white light is
ideal for outdoor wear. Choose neutral
white light to assess items for workdays
at the office. With the latest technology
we can utilise the complete white light
spectrum – from cold white 6,500K,
through neutral white 4,000K on to warm 
white 2,700K.

The mirror can be controlled by touching
the icons of an intuitive control panel.

SMART MIRROR
With SMART MIRROR our aim is to transform the ordinary and many times not so pleasant

dressing-room experience into a fun activity. The mirror lighting minimises the occurrence of harsh
and unrealistic shadows, renders colours and skin tone naturally,

flatters facial features and softens all body shapes.



Applying different modules inside the luminaires 
with various colour temperatures and colour
points enhance the attraction of products by 
supporting their natural colours and highlighting 
certain tones.

Applying different modules inside the
luminaires allow us to add the suitable
colour temperature of white light from 
warm through neutral to cold to specific 
areas of the store.

SupermarketPro is a modern solution for easy 
controlling and monitoring of the lighting system 
in supermarkets. The LMS is controlled through 
a Graphical User Interface that is customised 
according to the specific supermarket solution.

Its key modules make it possible to automatically 
collect, store and process data, schedule
switching, generate reports about the system 
status and savings and send notifications about 
failures and system errors.

STIMULATING SUPERMARKETS
Good quality lighting in a supermarket is able to help customers make

the right buying decisions and,
at the same time, creates a pleasant shopping environment

that stimulates purchase behaviours.
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ELEMENTS	
OF	A	STORE’S	
ENVIRONMENT

To identify what environmen-
tal stimuli evoke an approach 
response it is beneficial to 
classify the store design into 
three parts: ambient, design 
and social factors.

Ambient factors
Ambient factors can be 
described as background condi-
tions, such as music, scents, 
temperature and lighting. Light-
ing has time and again proven 
itself to be an indispensable 
tool for influencing customer 
behaviour, greatly impacting on 
their decision to enter a space, 
and whether to stay or leave. 
Here are eight ways in which 
light can stimulates positive or 
negative reactions. It is vital that 
each individual aspect of the 
lighting design be complemen-
tary to the others, ensuring a 
holistic pleasurable experience.

Design factors
The functional aspects of store 
design can be categorised into 
two main areas: display and lay-
out. Display includes everything 
from shop windows to purchase 
counter displays as well as 
signage and other informative 
mediums. Layout influences 
both the customer experience as 
well as the speed at which they 
shop and leave. The three most 
commonly used layouts are the 
grid, racetrack and freeform. The 
gird is most commonly used for 
supermarkets where products 
must be organised in an easy to 
understand and navigate way, 
allowing for both comfortable 
browsing and fast shopping. 
Ideal for utilitarian shopping 

Approach Approach

Approach

Approach

Avoidance Avoidance 

Avoidance 

Avoidance 

Approach Avoidance 

Approach

Approach

Avoidance 

Avoidance 

It is vital to minimise glare, especially 
in shop window areas where disturb-
ing reflections can have a negative 
visual and psychological effect. 
However, this must be balanced with 
excellent colour rendition and the 
saturation and vividness provided 
by light sources with a light colour 
below the Planck curve. The main 
focus is on ensuring that colours are 
stimulating but never unnatural.

Studies have shown that people react 
positively to the use various light 
colours within a lighting concept. This 
can include the use of various colour 
temperatures for both horizontal and 
vertical illumination. TunableWhite 
LED technology makes this incredibly 
simple to incorporate into any retail 
space. 

Cool colour temperature Warm colour temperature

although hedonic customers can 
also enjoy the structured space. 
The racetrack is typically used 
in department stores to guide 
customers on a predetermined 
route through all areas and past 
all product groups, encouraging 
purchasing behaviour. This is an 
ideal layout for hedonic custom-
ers who are in the store to ex-
perience the space and product 
variety, not only to make objec-
tive purchases. The freeform 
is used mainly in stores selling 
highly hedonic products such as 
clothes. It allows customers to 
go where they like within the 
space, although certain visual 
cues can be used to ensure they 
see all offered merchandise. This 
is the most costly layout type, 
but highly effective in stores 
where customers need time to 
browse and enjoy the available 
items.

Social factors
Social factors are concerning 
the people within the store, 
covering the number, profile and 
behaviour of customers along 
with sales personnel. This area is 
focused on crowd management, 
staffing issues and waiting times 
for service, and plays a crucial 
role in a customer’s perception 
of the quality of a store and its 
products. The number of sales 
personnel available is one key 
element, along with the qual-
ity of customer service. Other 
important elements that are 
becoming increasingly important 
are the concepts of social and 
environmental responsibil-
ity, which help to ensure the 
customer feels a moral as well as 
emotional and material connec-
tion with the brand.

Dynamic lighting can be used in two 
ways: to enable fast and easy adapt-
ing to changes in display, or as a 
visually stimulating tool that changes 
over a period of time according to 
lighting scenes. In both cases it is 
crucial to find the perfect balance 
between light colour temperature, 
contrast and brightness.

Another useful idea for shop window 
lighting is to adjust it according to 
the amount of daylight available In 
order that optimal contrast ratios 
are maintained it is necessary to use 
accent lighting to highlight displayed 
objects. When the daylight is bright, 
the accent lighting must be brighter, 
and when the daylight is gone the 
accent lighting can be dimmed so as 
to highlight but not over-illuminate 
the objects and space.

A common lighting mistake is to 
increase overall brightness levels to 
attract, which is both visually and 
psychologically unpleasant as well 
as energy inefficient. It is better to 
use a comfortable level of ambient 
general lighting in combination with 
eye-catching high-contrast accent 
lighting, which is visually stimulating 
and more comfortable, and provides 
energy savings.

Perception differs according to age, 
gender and customer profile. For ex-
ample, men take an overall view of a 
space whereas women tend to focus 
on details. Therefore, it is important 
to adapt the lighting to those to 
whom you wish to sell products, 
which depends on not only the brand 
and type of merchandise, but even 
the time of day.

Wide-area backlighting of shelves is a 
visually stimulating and highly effec-
tive way of ensuring that shelves are 
suitably illuminated, in combination 
with contrast-providing accent light-
ing. This is a clever way of ensuring 
sufficient levels of overall general 
illumination in smaller spaces also, 
which makes for a dramatic and 
captivating atmosphere.

Colours are connected to emotions 
and influence whether a space is 
considered acceptable, pleasurable or 
unpleasant. Cool colour temperatures 
of 5000 K or more make a space 
feel larger whilst warmer colour 
temperatures of 2700 K and 3000 K 
make a space feel cosy and intimate, 
and neutral colour temperatures have 
been show to extend the amount 
of time customers stay in a store. 
The choice of colour temperature 
can have a significant impact on a 
customer’s perception of the store, 
with warmer colour temperatures 
preferable in terms of evoking feelings 
of comfort and security.
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SETTING	THE	SCENE

Communication of a store’s 
image is not only about the 
brand, but about the entire 
sensory experience. This 
needs to be thought through 
and managed down to the 
smallest detail in order to 
reap the largest rewards. 
Lighting is crucial here and 
should be tailored to product 
types, classes and relation-
ships. Here the creation of 
an appropriate ambience can 
make all the difference, en-
couraging customers to take 
more time browsing, make 
more purchases and feel sat-
isfied with their choices. 

A higher proportion of indirect 
to direct illumination gives 
the store a more passive 
and relaxing feeling, evoking 
dominance and control in a 
customer, especially when the 
majority of the illumination is of 
vertical rather than horizontal 
surfaces. Whereas consistent 
levels of brightness make a 
store feel open and vast, giving 
the impression of choice and 
opportunity but negating any 
intimacy. Glare and sparkle 
enliven a space, energising, 
stimulating, and appealing to 
a sense of detail and theatre. 
In all cases, it is important to 
avoid the extremes of under- 
or over-illumination, both of 
which can have a very negative 
impact on the psychological 
comfort of browsing customers. 
It is better to use rather varied 
lighting, with comfortable levels 
of general lighting combined 
with accent lighting to attract 
and guide attention. Here are 
a few examples of how light 
can directly affect customer 
behaviour. 

A	SENSORY	
EXPERIENCE

The dominant method 
of studying customer be-
haviour is the ‘Stimulus > 
Organism > Response’ (SOR) 
model developed by Mehra-
bian and Russell. This model 
enables the understanding 
and assessment of reactions 
to environmental stimuli.

Originally intended for general 
psychological study, it has been 
adapted to fit use in retail 
psychology. Here, environmen-
tal stimuli (S) are said to evoke 

positive or negative reactions 
(R). These reactions are based 
on people’s internal evaluation 
(O) of different environmental 
cues. The reaction of a person 
is characterised by three dimen-
sions, known by the acronym 
PAD: Pleasure – displeasure, 
Arousal – avoidance, and 
Dominance – submissiveness. 
It is important to note that 
sensory stimuli should comple-

ment and not compete, or else 
the experience could become 
overbearing. 

The importance of this model 
for retail is that it presents the 
relationship between environ-
mental stimuli and people’s 
emotional reaction, alongside 
quantifying the behaviours that 
result from their interaction. 
Since a store where a customer 

A B

A B

A B

STIMULUS
ENVIROMENTAL 
STIMULI (S)

EVALUATION OF 
CUES (Q)

Pleasure
Arousal
Dominance

Approach
Avoidance

EMOTIONAL 
REACTION (R)

ORGANISM RESPONSE
has a stimulating experience 
is likely to be one where they 
spend their time and money, 
retailers want to increase ap-
proach behaviours. It is, there-
fore, important to understand 
what environmental stimuli 
evoke positive reactions. It is 
imperative to take advantage 
of the estimated 100 million 
neurons in the human brain 
distributed across customers’ 
five senses, which combined are 
the most powerful trigger of 
the decision to purchase.

Another study showed that people 
entering a bar are more likely to 
select seats facing a brightly illumi-
nated vertical surface (A) rather than 
directly under bright and monoto-
nous light (B).

Brightness draws attention. When 
creating a focal point it is possible to 
increase the attracting effect simply 
by increasing its brightness in relation 
to the surroundings (B).

At points where customers can 
choose to go in various directions 
through a space, brightness is a key 
tool. The results of one study show 
that when routes to left and right are 
equally illuminated, 69 % of people 
will automatically go to the right (A). 
However, if the route to the left is 
more brightly illuminated 75 % will 
go to the left despite the natural 
tendency to go to the right (B). This 
suggests that a simple elevation of 
brightness at a particular point can 
determine the route people take 
within a space.
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COLOUR	THEORY

Everyone knows that colours 
effect mental and psychologi-
cal perception, far more so 
than mere aesthetic devices. 
Consequently, colour is one 
of the most powerful tools 
of retail to make an environ-
ment communicate a specific 
message, be that one of be-
ing intimate, vibrant, exciting 
or high-tech. Each colour has 
its own particular effect, and 
depending on the hue, can 
evoke specific feelings.

Red
Red is a very physical col-
our that creates a powerful 
impression and always elicits a 
response, although depending 
on its use that response can be 
either positive or negative. It is 
perceived as warm and positive, 
energetic, passionate and ac-
tive, stimulating customers and 
encouraging them to make a 
decision to buy. For this reason 
it is perfect for use at points-
of-sale. It also stimulate the 
appetite, making it ideal for use 
in gastronomic premises and 
signage. Red even has a physi-
cal effect, influencing blood 
circulation and the nervous sys-
tem, raising blood pressure and 
heart rate. As red is so dynamic, 
it is recommended to use it as 
an accent colour only, as large 
amounts can be overwhelming 
and very negatively perceived.

Orange
Orange is a very psycho-
logical colour, seen as vibrant, 
extravert, optimistic, confident 
and fun. It has a vitalising and 
energising effect on the psyche, 
and an especially stimulating 
effect on the appetite. 

Perfect for use in all types of 
restaurant or cafe, it is however 
important to use the right tone 
for the particular establishment 
as some shades can feel cheap. 
Also great for use in spaces for 
children and teens as it suggests 
adventure and excitement, and 
also affordability.

Yellow
Yellow is a powerful colour. One 
of the first colours to be reg-
istered by the human eye it is 
highly attracting, but not com-
fortable to be in the presence 
of for too long. Brighter, more 
saturated shades are perfect for 
use in areas where customers 
need to keep moving. Softer 
hues are considered warm and 
comfortable, creating a sunny 
and pleasant ambience for brief 
and energising stops, such as in 
a cafe. As a colour associated 
with signage, it is ideal for use 
in promotional displays.

Green
Green is very calming for the 
psyche, providing the psycho-
logical conditions conducive to 
clear and objective decision-
making. Strongly associated 
with environmentally friendly 
products, it is perfect to high-
light any ecological benefits or 
themes. It is also the colour of 
newness, of growth and energy, 
encouraging a feeling of po-
tential and optimism. Great for 
use in areas where customers 
need to think about what they 
are buying, rather than making 
spontaneous decisions. 

RETAIL	PSYCHOLOGY

14/15

COLOUR	THEORY

Everyone knows that colours 
effect mental and psychologi-
cal perception, far more so 
than mere aesthetic devices. 
Consequently, colour is one 
of the most powerful tools 
of retail to make an environ-
ment communicate a specific 
message, be that one of be-
ing intimate, vibrant, exciting 
or high-tech. Each colour has 
its own particular effect, and 
depending on the hue, can 
evoke specific feelings.

Red
Red is a very physical col-
our that creates a powerful 
impression and always elicits a 
response, although depending 
on its use that response can be 
either positive or negative. It is 
perceived as warm and positive, 
energetic, passionate and ac-
tive, stimulating customers and 
encouraging them to make a 
decision to buy. For this reason 
it is perfect for use at points-
of-sale. It also stimulate the 
appetite, making it ideal for use 
in gastronomic premises and 
signage. Red even has a physi-
cal effect, influencing blood 
circulation and the nervous sys-
tem, raising blood pressure and 
heart rate. As red is so dynamic, 
it is recommended to use it as 
an accent colour only, as large 
amounts can be overwhelming 
and very negatively perceived.

Orange
Orange is a very psycho-
logical colour, seen as vibrant, 
extravert, optimistic, confident 
and fun. It has a vitalising and 
energising effect on the psyche, 
and an especially stimulating 
effect on the appetite. 

Perfect for use in all types of 
restaurant or cafe, it is however 
important to use the right tone 
for the particular establishment 
as some shades can feel cheap. 
Also great for use in spaces for 
children and teens as it suggests 
adventure and excitement, and 
also affordability.

Yellow
Yellow is a powerful colour. One 
of the first colours to be reg-
istered by the human eye it is 
highly attracting, but not com-
fortable to be in the presence 
of for too long. Brighter, more 
saturated shades are perfect for 
use in areas where customers 
need to keep moving. Softer 
hues are considered warm and 
comfortable, creating a sunny 
and pleasant ambience for brief 
and energising stops, such as in 
a cafe. As a colour associated 
with signage, it is ideal for use 
in promotional displays.

Green
Green is very calming for the 
psyche, providing the psycho-
logical conditions conducive to 
clear and objective decision-
making. Strongly associated 
with environmentally friendly 
products, it is perfect to high-
light any ecological benefits or 
themes. It is also the colour of 
newness, of growth and energy, 
encouraging a feeling of po-
tential and optimism. Great for 
use in areas where customers 
need to think about what they 
are buying, rather than making 
spontaneous decisions. 

RETAIL	PSYCHOLOGY

RETAIL PSYCHOLOGY
Light is a cornerstone in retail, a key tool to influence and guide customer reaction to

and engagement in the shopping experience.
Light influences our emotions, cognition and spatial perception.

In fact, it is argued that there is a direct correlation between the use of light
and resultant behaviours.

Applying different modules inside the
luminaires allow us to add the suitable colour
temperature of white light from warm through
neutral to cold to specific areas of the store.

SENSORY EXPERIENCE AND SETTING SCENES

INDIVIDUAL ELEMENTS OF A STORE

COLOUR THEORY

Norms and aspects assessed by
Lighting Quality Standard:
ERGONOMICS, EMOTION, ECOLOGY, EFFICIENCY, 
ESPRIT and EXCEPTIONALITY.
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SETTING	THE	SCENE

Communication of a store’s 
image is not only about the 
brand, but about the entire 
sensory experience. This 
needs to be thought through 
and managed down to the 
smallest detail in order to 
reap the largest rewards. 
Lighting is crucial here and 
should be tailored to product 
types, classes and relation-
ships. Here the creation of 
an appropriate ambience can 
make all the difference, en-
couraging customers to take 
more time browsing, make 
more purchases and feel sat-
isfied with their choices. 

A higher proportion of indirect 
to direct illumination gives 
the store a more passive 
and relaxing feeling, evoking 
dominance and control in a 
customer, especially when the 
majority of the illumination is of 
vertical rather than horizontal 
surfaces. Whereas consistent 
levels of brightness make a 
store feel open and vast, giving 
the impression of choice and 
opportunity but negating any 
intimacy. Glare and sparkle 
enliven a space, energising, 
stimulating, and appealing to 
a sense of detail and theatre. 
In all cases, it is important to 
avoid the extremes of under- 
or over-illumination, both of 
which can have a very negative 
impact on the psychological 
comfort of browsing customers. 
It is better to use rather varied 
lighting, with comfortable levels 
of general lighting combined 
with accent lighting to attract 
and guide attention. Here are 
a few examples of how light 
can directly affect customer 
behaviour. 

A	SENSORY	
EXPERIENCE

The dominant method 
of studying customer be-
haviour is the ‘Stimulus > 
Organism > Response’ (SOR) 
model developed by Mehra-
bian and Russell. This model 
enables the understanding 
and assessment of reactions 
to environmental stimuli.

Originally intended for general 
psychological study, it has been 
adapted to fit use in retail 
psychology. Here, environmen-
tal stimuli (S) are said to evoke 

positive or negative reactions 
(R). These reactions are based 
on people’s internal evaluation 
(O) of different environmental 
cues. The reaction of a person 
is characterised by three dimen-
sions, known by the acronym 
PAD: Pleasure – displeasure, 
Arousal – avoidance, and 
Dominance – submissiveness. 
It is important to note that 
sensory stimuli should comple-

ment and not compete, or else 
the experience could become 
overbearing. 

The importance of this model 
for retail is that it presents the 
relationship between environ-
mental stimuli and people’s 
emotional reaction, alongside 
quantifying the behaviours that 
result from their interaction. 
Since a store where a customer 

A B

A B

A B

STIMULUS
ENVIROMENTAL 
STIMULI (S)

EVALUATION OF 
CUES (Q)

Pleasure
Arousal
Dominance

Approach
Avoidance

EMOTIONAL 
REACTION (R)

ORGANISM RESPONSE
has a stimulating experience 
is likely to be one where they 
spend their time and money, 
retailers want to increase ap-
proach behaviours. It is, there-
fore, important to understand 
what environmental stimuli 
evoke positive reactions. It is 
imperative to take advantage 
of the estimated 100 million 
neurons in the human brain 
distributed across customers’ 
five senses, which combined are 
the most powerful trigger of 
the decision to purchase.

Another study showed that people 
entering a bar are more likely to 
select seats facing a brightly illumi-
nated vertical surface (A) rather than 
directly under bright and monoto-
nous light (B).

Brightness draws attention. When 
creating a focal point it is possible to 
increase the attracting effect simply 
by increasing its brightness in relation 
to the surroundings (B).

At points where customers can 
choose to go in various directions 
through a space, brightness is a key 
tool. The results of one study show 
that when routes to left and right are 
equally illuminated, 69 % of people 
will automatically go to the right (A). 
However, if the route to the left is 
more brightly illuminated 75 % will 
go to the left despite the natural 
tendency to go to the right (B). This 
suggests that a simple elevation of 
brightness at a particular point can 
determine the route people take 
within a space.
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