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GOAL
The goal of my thesis is to focus 
on the psychological eff ects of 

architectural traits such as color, 
natural ligh  ng, and nature and 
use them to purposely design a 

diff erent type of shopping mall that 
focuses on the experience of the 
people fi rst in order to create a 

new type of a shopping experience 
to a  empt to revitalize retail in 

today’s age.



REASONS WHY

-Have always loved 
psychology and how things 
can subtlely eff ect how we 
act.

-Was always interested in 
the psychological side of 
architecture and how we can 
use it.



TYPOLOGY

-My topic and interest in the retail world 
led to one part of that typology that is 
struggling.

-Shopping centers are a unique type 
of building that have helped shape the 
American Culture.



HISTORY

-The fi rst indoor shopping 
center was built in 1956 
and was designed by Victor 
Gruen.

-Malls soon became the 
“downtown of America”

-Shopping mall building 
boom in the 70’s and 80’s.

-Mall construc  on o  en 
outpaced popula  on.



HISTORY

-Today there are only near 1,000 
malls le   in business in america.

-Es  mated that 25% of malls will 
be gone by 2022.

-Malls have been in a downard 
trend since the early 2000’s



WHY MALLS ARE FAILING

-Today’s new buying structure 
doesnt line up with how malls 
have been created.

-Today’s modern technology has 
made it much more convieniant to 
shop online.

-Stores are having trouble trying 
to create a reason to come to 
their store and compete with the 
ease of online.

-Online shopping is increasing the 
already downward trend.



HOW MALLS ARE CHANGING

-Many shopping malls have adapted 
new strategies in order to a  ract people 
to their malls and encourage them to 
stay. 

-New and old malls are now focusing on 
diversifying their reasons to visit.



SITE

-The site chosen for 
this project is located in 
Alexandria, MN.

 -The site currently 
contains the Viking Plaza 
Mall which was built in 
1972.

-This mall has been on a 
downward trend for many 
years.











SOLUTION



FOCUS OF RESEARCH

COLOR

NATURE

NATURAL LIGHTING



COLOR

-Color Theory has been widely used within retail 
adver  sing to try to infl uence people’s emo  ons 
towards their products.

-Diff erent colors are known to create subtle 
diff erences in people’s emo  ons and how they 
perceive things:

Reds - Brash, passionate, interes  ng
Greens - calming, peaceful, posi  ve
Yellows - Happy, excitable, joyous 
Blues - peaceful, calming, saddening

-The idea is to use the psychological side 
of color and apply it to architecture to 
posivi  vely aff ect the retail environment.



COLOR

-Red is used in individual 
areas to create a bold 
statement to create interest 
towards the space to a  ract 
people to the building.

-Green is used extensively 
throughout the exterior and 
interior through the use of 
nature.

-White is used as a clean and 
neutral base that is used to 
create a clean and modern 
feel while exaggera  ng all the 
other colors around it.



NATURE

-Time spent within nature and looking 
at nature is proven to improve ability to 
focus

-There is a strong posi  ve correla  on 
between greenspace and physical and 
emo  onal health.

-Views or interac  ons with natural 
elements have been proven to help 
people reduce stress.



-Nature is used heavily 
throughout all public spaces as 
well as a dedicated area in the 
bo  om North-East half.

-The goal is to create a less 
stressful environment for people 
so they can have a relaxing 
space to enjoy.

-By crea  ng a mentally 
relaxing space as well as a new 
interes  ng reason to visit, it will 
increase visits and foot traffi  c

NATURE



NATURAL LIGHTING

-Natural ligh  ng introduced within the 
retail space provides more than just a 
brighter area.

-Natural ligh  ng within retail spaces 
can boost sales up to 28%.

-Creates a more posi  ve percep  on of 
the store in mul  ple ways.

-Increases store performance overall, 
anywhere from 31-49%.



NATURAL LIGHTING

-Study done on Walmart stores in 1993 
when they fi rst started introducing 
skylights into their stores:

-Daylit areas far outperformed 
non daylit areas.

-Greater preferences for the daylit 
areas from both customer and 
employee.

-Boosted mental health for both 
customers and employees.



-Used large amounts of glass 
over the central space to give a 
very spacious and light feel.

-Used windows on either side 
of spaces to ensure maximum 
amounts of light within all 
spaces.

-Wanted to incorporate lots of 
natural ligh  ng to give the idea 
of an open space while enjoying 
the comforts of indoors.

-Large amounts of natural light 
will create a spacious area that 
will encourage people to roam.

NATURAL LIGHTING



Using the combina  on of all the 
eff ects of these diff erent aspects, 
I hope to create a new take on the 
experience of shopping to not only 

help the businesses but also the 
people
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BASEMENT FLOOR PLAN

Commercial Space
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