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THE EFFECT OF WATCHING VIDEOS AND IMAGES ON AUDIENCE PERCEPTION OF
INTERIOR SPACE

Shirin IZADPANAH

Antalya Bilim University, Faculty of Fine Arts and Architecture, Antalya / Tiirkiye

Abstract: Using social media as a marketing tool has increased prominence among interior designers.
Recent studies claim that most social media users are likelier to engage with visual content; therefore,
the role visual commumcation plays in the success of social media marketing 1s undeniable. Both image
and video have unigue benefits for social media marketing and need to be used strategically to make the
right impact on the audience. In this research same interior space is presented to two different groups
of participants, but to one group as a series of images and the other group in a video. The aim was to
compare the similanities and differences between each group’s perception of the same space. In total, 50
non-designers (25 in each group) participated in this survey and answered similar questions about the
interior space they have seen/walched. Each group’s responses have been evaluated to leamn if there are
any significant differences between participants’ understanding of the design when they watch images or
videos. Results showed that ideas were more nfluential in emphasizing design charactenstics and deta-
ils. Still, the video was more significant in shaping a clearer perception of the whole space. Results from
this study suggest that looking at the images was more potent in representing the design, but watching
the video increased the likabality of space.

Keywaords: Interior Design, Visual Communication, Audience Perceplion
INTRODUCTION

Architecture and mnteror space were always mmbimate with image and visualization. Visual matenals
such as drawings, diagrams, plans, or perspectives have always been the mmitial part of the production
and presentation of architectural space (Schaerer, 201 7). Before, buildings and architectural spaces were
published in magazines, but now social media has taken over the role of magarines, and digital com-
mumnication has changed human interaction with architecture (Stouhs, 20019). Later, television became a
place for marketing and expressing architectural spaces. In 1993 Shauna Corry established a study that
focused on the influence of popular film media on viewers' preference for interior design. According 1o
this study, popular media have an influential role in interior design marketing.

Today, the intemnet is a primary resource for sharing inlerior spaces where interior spaces have become
images rather than physical entities. We are in a world where we can go over plenty of architectural spa-
ces quickly by scrolling through social media. Itis ime to accept that digital communication has created
interior spaces without place (Carr, 20207,

In the new era of social media marketing, consumers” engagement with content has become crucial (Al-
gharabat et al., 2018). According to the researchers, the content type 15 one of the most critical variables
that impact the consumer’s social media post-engagement (Ashlev & Tuten, 2015; Talesse, 2013; Coel-
ho, de Oliveira & de Almeida, 2006; Schulte, 201 7; Kim, Spiller & Hettche, 2005). The media type can
be considered one of the mitial chodces in structuring the content n social media (Enksson et al., 2009),
and since social media users seek inspiration to find new wdeas for improving their iving condiions, the
guality of the content that interior designers share on social media can connect them to their potential
customers (Inside Home Design, 2013).
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It is discussed that businesses can use social media to present their service only by visualization and
without the need 1o present it with words (Piotrowski, 2013; Nummaelin, 2015), and therefore a good vi-
sualization sirategy for staging the design of interiors on different social media platforms is challenging
(Butler, 2021). Today, video marketing has become the center of the attention of marketing experts, lea-
ving businesses wondering if their focus should be on video or photo posis. The advaniage of using vide-
o5 for marketing in social media 15 that videos convey more information than images and generale more
social media engagement (Dessler, 2020; Dopson, 2021). Conversely, images can direct the viewers’
altention lo the message at a glance and are easier o produce (Young Entreprencur Council, 2019).

A Dhierature survey demonstrated a need for more research on the influence of media type (video or
image ) on audience perception of interior space. These tvpes of research are necessary (o help designers
shape a better understanding of the influence of the content they use for their professional social media
marketing.

AIM

To understand the effectiveness of visual communication in expressing the design of mlerior spaces
in social media, it is necessary o understand the dilferences that different multimedia make on the au-
dience’s perceplion of the space. Based on this necessity, this study aimed to compare the differences
between the perceplion of two groups of participants by changing the visual formal (images vs. video)
of presenting a similar interior space. Findings from the current study help interior architects/designers
build a basic understanding of the effectiveness of using images or video in communicating interior

space design on a smartphone’s sereen.
SCOPE

Traditionally, the perception of interior space was defined as people’s feelings, personal perspectives,
cultural background, and actions in an area (Relph, 1976; Steele, 1981, Hummon, 1992). Perception, as
a multisensory phenomenon that allows humans to shape meaningful experiences in the architectural
space, is understood as the place where the existential nature of the human being is relieved (Gomez «t
al., 2021). It is also discussed that a human being’s perception of an architectural space is very much
linked to their interaction with the environment (Pasqualini et al., 201 8); in other words, “Perception is
what the individual perceives on a unique and subjective basis (TMD STUDIO LTD, 20205".

Today, with the increase in people’s interaction with smarphones, the internet, and social media, huma-
nity is experiencing a new dimension of space, the virtual world. According to the co-founder and CECQ
of Futuremade, “No longer are we just thinking about the notion of identity in either our consciousness,
in our mind, or our physicality, in our body. Those two dimensions have been joined by a third dimen-
sion, ‘my lechnology® (Valentine, 2021)". On one side, the development of VR technology is changing
how we experience inlerior spaces. On the other side, the number of interior content in social media
made us experience a variety of interior spaces through a sereen. At this point, studying the new percep-
tion of space in the current digital age seems necessary.

Researchers claim that the type of multimedia that a message is communicated through influences the
effectiveness of that message 1o a greal extent (Grewal et al., 2021; Venkatraman et al., 2021, Danaher
et al.. 2020). With the popularity of social media. visual communication has become the center of our
everyday life which has changed the traditional belief of using visual communication to complement
text {Adami & Jewitt, 2016; Fahmy et al., 2014, Hand, 2017, Alarabi, 2019). Like many professions,
social media is now considered a powerful marketing tool for interior architecis. Therefore, the effec-

tiveness of visual communication will help them create content that will make the impact they want

299
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Developing visual content in social media marketing is an effective way to attract the audience and boost
their engagement. However, the challenge of good visual content lcaves many businesses wondering if
their focus should be on video or photo (Wendy. 2022). There is a lack of rescarch on the challenges
companics face in attracting people’s attention to their posts and boosting people’s engagement with
their content (Luarn, Lin & Chiu, 2015). In this rescarch same interior space is presented to two different
groups of participants to lcarn if there arc any significant differences between participants’ understan-
ding of the design when they watch images or videos.

METHOD

This study was conducted using a descriptive method. The survey was conducted through a question-
nairc comprised of closc-ended and open-ended questions. The survey population was 50, while the
respondents were 20-30 years old and were not engaged with design as a profession or education. For
this research, the Vans Garden boutique store in London was chosen as a case study. Visual materials
uploaded about the store on Dezeen.com, gianfrancomaiorano.com, and platformI3.net were used to be
included in the questionnaires.

This survey was carried out using two questionnaires administered via e-mail to two different groups
of participants. Onc of the questionnaires was comprised of ten images of the selected stored. It was
intended to mainly usc images without human figures and only one image. including people doing a
workshop. Participants would read a concise description of the store and then scroll down ten images.
Al the bottom of the page. participants were asked to rate the design of the space, bricfly describe the
ambiance of the store and the features they find attractive in the space. and mention how many times
they scrolled the images. Figure | shows the images used in this questionnaire.

Figure 1. Images included in one of the questionnaires

The other questionnaire comprised a short description similar to the first questionnaire and then a 30-se-
cond video showing the store’s interior. The video had no sound and included empty interior scenes and
mterior with people doing certain activities. After the video, participants were asked questions similar
to the first group: the only difference was that the final question was changed to how many times par-
ticipants watched the video. Figure 2 shows some scencs from the video included in the second questi-
onnaire.
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Figure 2. Scenes from the video included in the second questionnaire

Answers to open-ended questions were analyzed using inductive coding to compare the data from cach
group. The final analysis was established by comparing the findings from both questionnaires, and a

conclusion was conducted on this comparison.
FINDINGS

The intention of using the same questionnaire for two different groups of participants was to gather in-
formation relating to pereeptions of the design of interior space from viewers who watch the spacc ina
short video and viewers who watch the same space in a series of images and compare two groups of par-
ticipants’ perception of interior space. The primary purpose of this survey was to yicld results that could
contribute to the digital media marketing of interior design/architecture so that design professionals and
marketing experts get an imtial perception of the role of visual communication in promoting interior
space on digital platforms. Findings from this rescarch emphasize the importance of more studies on the
state of interior design/architecture in digital platforms like social media.

Hypothesis 1: Showcasing the interior space in video increases the likability

The figure below shows both groups of participants’ responses to the question, “how do you find the de-
sign of this store.” Findings claim that the largest group that finds the design good or very good is among
the group who watch a video. This finding can be interpreted in line with the findings emphasizing that
video conveys more information than the image (Dessler, 2020; Dopson, 2021).

Figure 3. Participants liking the design of the space (Video vs. Image)
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Hypothesis 2: Images encourage participants to scroll the page

Figure 4 shows both groups' responses to the question, *how many times do you watch/look at video!
images”. Findings showed that a large group of participants who watched the images scrolled the page
and looked at images three times and more, in contrast, most of the participants who watched a video
watched the video only once and did not repeat this pattern. According to these findings, images increase
the participants” engagement, but the literature claims video increase audiences engagement. Based on
these findings, we cannot precisely conclude that images increase engagement in interior design. Howe-

wer, it is possible to underline the need for further research on this subject.

Figure 4. Participants going over the visual{s)

Video Image
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Hypothesis 3. Images were more successful in emphasizing the design characteristics of the space

Figure 5 shows both groups of participants” responses to the question “describe the store brieflv.” Par-
ticipants’ answers were analyzed by using thematic analysis. [n thiz analysizs, participants who referred
to the design characteristics of the space were listed under the category of design, those who referred
to the activities or ambiance of the space were listed under the category of ambiance, and answers that
were confusing and impossible to relate to design or ambiance was listed as others. Findings showed
that the number of participants whi described the store based on the design characteristics was higher in
the group who saw the store through a series of images. This finding was parallel with the research that
claims images have the advantage of directing viewers® attention to the message (Young Entreprencur
Council, 2019). Additionally, the reason that participants in a group that watched a video of the store
mainly described the store based on the ambiance might be that the video showcased the intenor toget-
her with the people and activities.

Figure 5. Comparison between participants® deseribing of the space based on vs. environment/
ambiance

Video Image
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Hypuothesis 4. Both images and video were successful in promoting the design

Figure & shows both groups® responses to the question, “what did you like about this store.” Participants®
answers were analyzed by using thematic analysis. Participants who referred to the design charactensti-
cs of the space were listed under the design category, those who referred to the activities or ambiance of
the space were listed under the calegory of ambiance, and answers that were confusing and impossible
to relate to design or ambiance were lhisted as others. Findings from both groups were very similar, which
showed that both visual contents successfully encouraged participants to like the space because of the
design characteristics.

Figure 6. Comparison between participants” reasons for liking the space

Video Image
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Further analysis was done to leamn if there is any correlation between why participants liked the space
and how many times they watched the video or scrolled the images. The results of the analysis showed
that there is an apparent correlation between these two variables.

CONCLUSION

The Internet has changed the form of communication in recent years, and we have witnessed fast growth
in social media platforms and the amount of time people spend on these platforms. Researchers claim
that social media influences vanous aspects of our perception (Chan-Olmsted, ct al., 2013, Schivinska,
and Dabrowski, 2016). Perception is crucial in interior design/architecture, and visual communication
shapes this perception. Since social media has become an essential tool for interior designers/architects,
not only as an important place for representing their works but also as an essential platform for them to
do e-commerce (LaScala, 2022), this study aimed to compare the influence of image and video on the
perception of two groups of participants about a similar interior space.

This study addressed a pilot study about the perceptions of interior design generated by watching a short
video vs. a series of images and compared the differences. The intention was to learn if there are any
significant differences between participants” perceptions of similar space when they look at images or
watch a video. For this intention, the Vans Garden boutique store in London was chosen as a case study,
and the survey was camried out using two guestionnaires. One of the questionnaires comprised ten ima-
ges of the selected store, while the other comprised a short description of the store. The final analysis
was established by companng the findings from both questionnaires.

Findings showed that showcasing the interior space in video increased the likability of the space while
images encouraged participants to scroll the images and. as a result, more engagement. Results also

W3
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claim that images successfully directed the participants® attention to the design characteristics. Further-
more, results showed that both images and video were successful in terms of promoting the design of
the space. Findings from the current study help interior architects/designers build a basic understanding
of the effectiveness of using images or video in communicating interior space design on a smartphone
screen. However, due to the small sampling size and specific choice of interior space, these findings
cannot represent all nterior space contents. This study suggests further research on the nfluence of
wvisual communication of nterior design/architecture in digital platforms with more extensive sampling
and including observation methodology during the data collection.
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