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ABSTRACT 

 

Interior Design is a field that greatly impacts society and the well being of the world’s 

inhabitants.  It is imperative to make sure that designs as well as students and professionals 

practicing interior design, impact society in a positive manner that are well received, 

emotionally, physically, and psychologically.  But important questions to be asked are: how 

are designs perceived if the users are falsely educated about interior design?  If the public is 

only educated about design through “design television” that has little or no credibility based 

on several factors such as entertainment demands, proper examination, education and 

experience of those practicing interior design on television, where does that leave interior 

design credibility in the public’s eyes?   

 

Clearly, significant advances have been made in educating interior design students 

and there is starting to become an imbalance between designers and consumers. Not enough 

proper education about interior design is being provided to the public.  An earlier survey, 

conducted by this author, has found that the general public is not well educated about interior 

design and the depth of knowledge and ability that comes with the profession.  There is a 

concern that with the growth of popularity of “design” television shows, the public has been 

miss-educated about interior design.  The television audience could easily conclude based on 

what is viewed that: interior design is about surprising the client, good design is trendy and 

cool, quality and speed are synonymous, anyone can be an interior designer regardless of 

education, examination or experience, designing a space is either incredibly expensive or 
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cheap, and interior designers are often zany and flamboyant airheads (Martin, 2004, pg.160-

163).  

 

This study addressed the kind of public perceptions and views of interior design that 

have been generated by watching television design shows, and compared the perspectives of 

television viewers with that of what interior design actually is.  The intention was to 

determine how much proper public education there needs to be, and develop a conclusion 

about how to properly and accurately educate the television viewers about the real interior 

design profession compared to that which is seen and portrayed on television.  This study 

reviewed strategies by which the profession of interior design might seek to close the gap 

between perception and intervention. 
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CHAPTER 1: INTRODUCTION 

 

Statement of the Problem 

“It is easy to see that we are living in a time of rapid and radical social change.  It is 

much less easy to grasp the fact that such change will inevitably affect the nature of those 

academic disciplines that both reflect our society and help to shape it” ( Fiske & Harley, 

1992).  With the ever changing forms of education and the rapid growth of technology, 

design professions are now dealing with perceptions formed from the abundant public 

attention focused on their fields, especially through viewing television.  Whether the 

information shown to the television viewers is accurate or not, individual perceptions of the 

interior designers and their professions are being shaped by the television industry.   

 

Within the last 10 years an increase in interest of interior design has sky-rocketed and 

a majority of this interest is said to have come from an adequate supply of television design 

programs.  For example, while searching programming of 10 television channels, at one 

point, it was revealed that there are more television design shows available to viewers now 

than ever.  After adding up the number of design programs on over 10 television channels it 

was apparent that there were approximately 200 different design programs to select from, and 

that is just within 10 channels.  But a closer examination of the “interior designers” 

represented on those design programs showed that less than 40% of those claiming to be 

interior designers had any formal education in interior design, or even a closely related 

background.  The percentage drops significantly to only 8-10% when looking at those who 

are actually certified interior designers.   
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Background of the Study 

During the process of interviewing for jobs and having conversations with my own 

family members about finding the right interior design position the topic always came up, “I 

am an interior designer, not a decorator, what they do on television is only a slice of what 

interior designers are capable of, don’t you know the difference?”  Surprisingly, even my 

family, (and for the most part, the general public) seem to have developed perceptions of 

interior design based on what they have seen on television.  In some cases, those perceptions 

may be accurate views based on extensive personal knowledge of interior design.  In other 

cases, they could be completely intolerant views just by watching television, and of course 

there are passive perceptions as well.   

 

It began to grow tiring to explain to people that typically, rooms don’t get designed in 

two days by professional designers and that those situations are simply not typical of the 

interior design process.  Attempts were even made to explain to principals at architecture 

firms that even though “interior designers” on television may never use CAD (Computer 

Aided Drafting), I use it all the time and also know what the acronym stands for.  Architects 

and other individuals have told me before, “I had no idea you would learn about health and 

safety issues,” and I couldn’t help but wonder if that statement and similar ideas they have 

are based on watching television design shows.  That curiosity is what led me to research the 

perceptions generated about interior design based on watching design television shows. 
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Significance/ Reason for the Study 

 This study was performed because it is important for interior designers to educate the 

public about its beliefs; therefore, this project is about helping to inform the interior design 

profession what the public believes.  Within the public lie potential clients for interior 

designers and interior decorators.  It is important that the potential client is educated about 

who can meet their design needs and which type of professional would be best for their 

particular situation, if the client is confused based on what they have seen on television, they 

might not seek the appropriate help for their design need.  There is so much information 

available through several sources such as the internet, books, magazines, and television about 

“interior design”.  However, as all of us who perform research are aware of, not all sources 

are accurate.  My curiosity grew when wondering if viewers of television design shows 

questioned the accuracy of their perceptions formed by viewing design programs on 

television, and what the perceptions of IDTVs were.   

 

There is a concern between design professionals that there are uneducated perceptions 

of interior design being developed amongst the general public.  As found in an article entitled 

Design Versus Decoration, “Frank Stasiowski, an author of several marketing and 

management books for architects and interior designers, stated that “the public does not even 

know what an architect does, let alone an interior designer.”  He stated that, “the public 

knows if they want a safe building, then they should hire an engineer.  If they want the 

building to look nice, they hire an architect.  This public perception becomes reality when 

people do not have correct information.  If this is what the public thinks about architecture, 

can you imagine their perception of interior design and decoration?  No wonder there is so 
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much confusion-and shows like “Designing Women” don’t help matters much (Jensen, 

2001)”.  A statement as follows by another interior design professional states, “Certainly, I 

hope that one day the perception of our profession will go far beyond “pillow fluffing.”  

Generally speaking, the public – along with some professional architects and engineers - is 

not aware that interior designers are specialized in interiors, from programming and space 

planning, right through to construction documents and permits.  To be an interior designer, 

we are educated and tested on interior products, building and fire codes, accessibility issues, 

and so much more” ( Krisan, 2005, p.1).  

 

Other uneducated views toward the interior design profession go much further than 

personal opinions towards interior design television programs.  Due to a lack of proper 

education about the interior design industry, education, experience, and knowledge needed to 

become an interior designer, Clark Neily, a senior publisher for the Institute for Justice, 

openly shared his opinion in an article which was published in the Wall Street Journal.  The 

article showed the lack of actual knowledge about the interior design profession and all it 

entails when he wrote, “Imagine you were a state legislator and some folks asked you to pass 

a law making it a crime to give advice about paint colors and throw pillows without a license. 

And imagine they told you that the only people qualified to place large pieces of furniture in 

a room are those who have gotten a college degree in interior design, completed a two-year 

apprenticeship, and passed a national licensing exam. And by the way, it is criminally 

misleading for people who practice interior design to use that term without government 

permission.  You might stare at them incredulously for a moment, then look down at your 

calendar and say, "Oh, I get it -- April Fool!" Right? Wrong.  These folks represent the 
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American Society of Interior Designers (ASID), an industry group whose members have 

waged a 30-year, multimillion-dollar lobbying campaign to legislate their competitors out of 

business. And those absurd restrictions on advice about paint selection, throw pillows and 

furniture placement represent the actual fruits of lobbying in places like Alabama, Nevada 

and Illinois, where ASID and its local affiliates have peddled their snake-oil mantra that 

"Every decision an interior designer makes affects life safety and quality of life (Neily, 

2008).” 

 

The youth and public now, who are able to view design television shows many times 

a day and can pick from over 200 different design shows, are very impressionable.  They are 

the individuals who will be the ones driving the interior design market in the future and will 

either find value and see a need for interior designers or they will try to leave it up to 

themselves to design their own interior.  Older interior design practioners and their peers 

weren’t educated about interior design through design television programs and the public 

currently seeks professional opinions from interior designers.  Television has now become a 

source of reference and communication.  Interior design is being communicated to the public 

through television “Communication is more likely to be effective where the source is 

believed to have expertise, high status, objectivity or likeability, but particularly where the 

source has power, and can be identified with” (McQuail, Blumer, & Brown, 1972).  So now 

with a generation growing up and being influenced by reality design television that can easily 

be identified with, it is important to address and consider what would happen if individuals 

are not properly educated about interior design.  The younger generation, those college age 

and younger, have the right to proper education about the interior design and how that differs 
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from what they are fed through television about “interior design”.  It is important that the 

younger generation be educated properly about establishing the difference between real and 

un-real so that they will know in the future when it is time for them to be the consumers and 

clients.  It would be unfortunate if younger television consumers generate an uninformed 

perception about interior design, especially because they have the opportunity to determine 

how successful the interior design profession will be in the future. 

 

Objectives and Goals for the Study 

This study was performed to obtain current perceptions relating to interior design 

from viewers of design television shows.  With the analysis of these perceptions, individuals 

in the interior design profession will be able to have a better understanding of how the 

general public views interior design based on what they see from watching design television 

shows.  Following that understanding, individuals can determine what steps need to be taken 

to help the general public be able to generate more accurate and realistic perceptions about 

interior design.  The long term goal is to accurately educate the public about the field of 

interior design and to help those viewing design television shows to learn about the interior 

design profession. 

 

Research Questions: 

1. What are the viewer perceptions about “interior design” based on selected shows on 

the subject of television? 

2. What does the public think interior design is?  What do they think is necessary for 

people to be designers?  Where do they think designers work?  Etc. 
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3. What are the viewer perceptions of the interior design profession and interior design 

professionals? 

4. How are the issues (above) related? 

5. How do different portrayals affect public perception of interior design, interior 

decorating, and of the interior design profession? 

6. How would knowledge about the differences of the television shows and “interior 

designer’s” education impact the design industry?   

 

Assumptions 

“We gather information about the world and interact with it through our actions. 

Perceptual information is critical for action. Perceptual deficits may lead to profound deficits 

in action,” (wikipedia.org, 2007).  It is believed that perceptions vary from positive to 

negative thoughts and opinions about interior design based on the information received from 

viewing design television shows and programs.  Assumptions exist that perceptions vary 

from unrealistic expectations to realistic expectations about professional interior design 

activities and responsibilities based on several factors including the higher enrollment in 

collegiate interior design programs across the country. In an abstract written by Dr. Pamela 

Evans she stated, “ Being children of the 21st century [freshman students entering a collegiate 

interior design program] each of them has viewed HGTV programs and has read the 

multitude of shelter magazines that have motivated them into choosing the fascinating career 

of interior design.  The young adults have been intrigued by the ability of one individual, the 

“Interior Designer”, to create in less than an hour an environment for a family.  It seems that 

all one needs to possess is a good sense of aesthetics…….Fast forward to the beginning of 
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the second semester, the faces are still eager but a little more adult and a whole lot more tired 

looking. The one thing that has changed is the number of faces. In fact it is about half of the 

enrollment in September. The numbers after one semester in professional programs that do 

not have strict first year enrollment guidelines can expect to lose approximately 40-50 

percent of their freshman class….. Now that the media has driven enrollment numbers high 

for entering freshmen, what happens when the bubble bursts for the students when they 

realize the high academic and professional responsibilities for the major?” (Evans, 2007). 

 “The increased demand — along with reality television shows like those on Home 

and Garden Television and the popular TLC show "Trading Spaces" — are inspiring more 

people to turn to careers as interior designers. "We've gotten a lot of response since those 

shows came out," says Angela Hildre, an interior designer and instructor at Bellevue 

Community College's interior-design program.  In 1999, the school had 359 students 

enrolled. In 2003, there were more than 568 during the first quarter” (Long, 2004, www.)  

It is arguable that the same can be said for other professions as well, take for example, 

mortuary science, criminalistics, and crime investigation.  As Kim Rojas stated in her article 

“Why you should Watch CSI”, she said, “If CSI had been a show in 1968, I may not have 

grown up to be a writer…. Using cutting-edge scientific methods and old-fashioned police 

work to solve crimes the stars of the show make the laboratory portion of the show seem very 

real. To kids, this may be inspirational” (Rojas, 2006, www).  One may question if there was 

as much interest in those professions prior to popular programs such as CSI: Miami, Las 

Vegas, and New York airing on television.  It is assumed that students entering those fields 
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have somewhat unrealistic expectations about those programs as well, based on what they 

have seen on television.   

Because of television’s purpose being for entertainment, the belief could become a 

reality that unless there is more education about interior design on design television shows, 

the general public (and the younger individuals, in particular) who view design television, 

will see interior design as entertaining and a “fun field that anyone and everyone can enter 

without education that meets national accreditations standards.”  If that is the case, then 

interior designers and the interior design profession could lose credibility that has been built 

upon education, examination and experience and clients could hold unrealistic expectations 

about interior design.  “The health, welfare, and safety of the public are at stake daily in the 

decisions we [interior designers] make, and uneducated designers undermine the credibility 

of our [interior designers] profession” (Piotrowski, 2004, p. 24).  

There are organizations such as American Society of Interior Designers (ASID), 

International Interior Design Association (IIDA), National Council for Interior Design 

Qualification (NCIDQ),  that are devoted to obtaining and providing information to interior 

design practioners, educators, and students about the interior design field and all aspects that 

come along with the title of interior designer.  But one can question what organizations are 

doing to prevent television viewers, especially individuals attending college and younger 

people, from developing perceptions of interior design that may not be accurate and perhaps 

a bit misleading about interior design?  A reasonable inquiry would be whether organizations 

provide television viewers with accurate information about interior design in addition to what 

they are able to see from design television shows?  It is true that interior design organizations 
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have made a phenomenal effort to help educate individuals studying, practicing, or teaching 

interior design, but it is only assumed that education falls short of utilizing television as a 

form of proper education.  There is a question whether enough effort has been made to utilize 

television and reach the millions of individuals that view design television, and if accurate 

perceptions have been created about interior design? 

 

Sub problems Relating to the Study 

A possible sub problem is consumer socialization and how design television viewing 

relates to psychological influence. 

 

Qualifications for Researching this Topic 

A personal belief of the author is that two of the most important qualifications for 

doing anything of importance are to be goal oriented and tenacious.  Those are two qualities 

that this author possesses.  Time management also is very important to understand and 

acknowledge when preparing and enforcing principles and ideas for this study, not only 

through a formal paper, but also through actions.  Goal orientation, tenacity, and time 

management were crucial for completion of this study. 

 

Holding an undergraduate degree in interior design (from a CIDA (formerly FIDER) 

accredited school (Iowa State University)) has significantly prepared the author to address 

and research this specific topic.  Graduate education is clearly an important qualification to 

write this thesis because of knowledge in research, methods, and strategies that have been 

gained from graduate level courses.  In addition to interior design classes, education about 
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psychology and perceptual as well as cognitive development, have been inherently valid.  

Due to an interest in psychology, I have taken numerous psychology and sociology classes 

either to meet psychology minor requirements or out of plain curiosity about the subject 

matter. 

 

In addition to personal strengths, and education, also comes work experience.  My 

several different employment positions include having worked as a residential kitchen 

designer in a high end cabinet shop, commercial interior designer for an office system 

company, interior designer for a local architecture firm, interior design intern at the 2nd rated 

hospitality design firm in the nation (having worked on both the FF&E and the interior 

architecture half), and also as a corporate interior designer for an interior design firm.  Lastly, 

participation in interior design organizations, through activity and scholarly writing have 

proven to be beneficial. 

 

Limitations of the Study 

Time will be the greatest and first limitation.  It would be excellent to survey the 

entire country but time simply will not allow that.  The second limitation is budget.  It would 

be beneficial for this study to be funded and supported so that more of an effort could be 

spent developing surveying instruments and different methods could be explored both 

nationally and internationally.  An increase in financial support would also aid in efforts to 

regulate the design television industry.  The third limitation will be taking action.  To 

establish, develop and set up a television rating system airing across the country is a rather 
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large task that would involve the assistance of several organizations and influential 

individuals.   

 

Definitions of Terms 

ASID: (American Society of Interior Designers) is a community of 38,000 members 

consisting of designers, industry representatives, educators and students committed to interior 

design through education, knowledge sharing, advocacy, community building and outreach.  

This society strives to advance the interior design profession and, in the process, to 

demonstrate and celebrate the power of design to positively change people’s lives. 

 

Architecture: The art or science of building; specifically the art or practice of designing and 

building structures and especially habitable ones. 

 

CAD:  A computer-aided design program used for drafting, modeling, and simulating spatial 

ideas in the design process. 

 

Educator:  An individual that educates, and is skilled in planning, directing, or administrating 

a form of education.  An educator is a student of the theory and practice of education. 

 

FF&E:  This abbreviation stands for fixtures, furniture and equipment. 

 

IDT:  This abbreviation will be supplemented for: interior design television, the abbreviation 

is interchangeable with IDTS. 
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IDTS:  This is the abbreviation that will be used for: interior design television shows. 

 

IDTVs:  This is the abbreviation that will be used for: interior design television viewers 

 

IIDA: (International Interior Design Association) is a professional networking and 

educational association of more than 10,000 members around the world committed to 

enhancing the quality of life through excellence in interior design and advancing interior 

design through knowledge. 

 

Interior Design and Interior Decoration:  “The art and science of understanding people’s 

behavior to create functional spaces within a structure.  Interior Decoration is the furnishing 

or adorning of a space with fashionable or beautiful things.  Decoration, although a valuable 

and important element of an interior, is not solely concerned with human interaction or 

behavior, whereas interior design is all about human behavior (NCIDQ)”  

 

Interior Decorator:  An individual who is primarily concerned with the aesthetic 

embellishment of the interior and rarely has the expertise, for example, to produce necessary 

drawings for the construction of non-load bearing walls and certain mechanical systems that 

are routinely produced by a professional interior designer. 

 

“Interior Designer”:  This phrase is how this thesis will address individuals participating in 

television design shows and represent interior designers but who may not necessarily be 

qualified interior designers, may not have proper education, may not have taken proper 
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certification exams, and may not have adequate work experience or license to practice 

interior design. 

 

Interior Designer:  A creative, imaginative, and artistic individual who is disciplined, 

organized, and acts as a skilled business person.  Interior designers combine the knowledge 

of people’s behavior and function within a space with aesthetic vision.  Interior designers 

work with clients and other design professionals to develop design solutions with health, 

safety and welfare in mind as well as function to meet the needs of the users.  “An interior 

designer is a person qualified by education, experience and examination who: 

1. Identifies, researches, and creatively solves problems pertaining to the function 

and quality of the interior environment; 

2. Performs services relative to the interior spaces, including programming, design 

analysis, space planning, and aesthetics, using specialized knowledge of interior 

construction, building codes, equipment, materials, and furnishings; 

3. Prepares drawings and documents relative to the design of interior spaces in order 

to enhance and protect the health, safety, and welfare of the public” (Ball, p.12, 

2002). 

 

NCIDQ:  (National Council for Interior Design Qualification) serves a core purpose to 

protect the health, life safety and welfare of the public by establishing standards of 

competence in the practice of interior design. 
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Perception:  The process of acquiring, interpreting, selecting, and organizing sensory 

information.  The word perception comes from the Latin percepio, meaning “receiving, 

collecting, action, taking possession, apprehension with the mind or senses. 

 

Practitioner:  An individual engaged in the practice of a profession or occupation; a person 

who practices something specified. 

 

Reality Television:  A genre of television programming which presents purportedly 

unscripted dramatic or humorous situations, documents actual events, and features ordinary 

people.  This term is commonly used to describe programs produced since 2000.  Critics say 

that the term “reality television” is somewhat of a misnomer.  Such shows frequently portray 

a modified and highly influenced form of reality, with participants put in exotic locations or 

abnormal situations, sometimes coached to act in certain ways by off-screen handlers, and 

with events on screen sometimes manipulated through editing and other post-production 

techniques. 
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                                    CHAPTER 2: LITERATURE REVIEW 

 

Objectives of Literature Review 

The objective of this research was to study the perceptions of viewers of television 

design shows, and how those perceptions impact viewers’ perspectives of the interior design 

industry.  After reviewing perspectives and relevant information, recommendations are 

presented to help provide the television audience with a more rounded perception of interior 

design.  This chapter presents a review of literature that contributes to understanding issues 

associated with this thesis. 

 

There is a large variety of research to be found in regard to concepts of television, 

viewing television statistics, and subconscious reasons behind viewing television.  All of 

those issues are applicable and relevant to understanding how perceptions about the interior 

design profession are generated through watching design television shows.  The actual 

information about the interior design profession, as outlined by professional organizations, 

clarifies and explains the importance and significance of interior design, which counteracts 

and contributes to the depth about this topic.   

 

Television at Home 

When television was first introduced in the United States and shortly thereafter 

became a necessary home appliance, it had a prominent status that dictated its location in the 

household.  It took up residence in the 1950s in the home’s “best” space, the living room, and 

then moved into its own domain, the family room, in the late 1950s, 1960s, and 1970s.  
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Television sets subsequently proliferated as television transformed itself into an everywhere 

appliance.  During the remainder of the century bedrooms, kitchens, even occasional 

whirlpool-endowed bathrooms, made room for the set (Bryant and Bryant, 2001, p.8). 

 

As America’s wealth increased, so did home ownership, rising from about 64% 

during the period between 1985 and 1994 to 66.3% in 1998 (Study: “U.S. Homeownership,” 

1999).  With homeownership increasing so did the size of the home.  American homes 

quickly grew from 1,100 square feet in the 1950s to over 2,000 square feet in the 1990s (de 

Graaf & Boe, 1997).  Over the last generation the family size has decreased about 20%, 

however, the house size has increased about 50%.  Greater living space has facilitated the 

accumulation of objects for entertainment geared toward the entire family, especially the 

television set.  This accumulation lead to the design of media rooms in newer homes that 

could accommodate media centers.  Thus, in addition to the many smaller and sometimes 

older television sets located in private or semiprivate areas of the home, Americans began to 

recreate the “electronic hearth”, so revered in the 1950s, in a central location (Bryant and 

Bryant, 2001, p. 9).  The media room has replaced the library in that instead of gaining 

knowledge and reading from books, individuals are receiving most of their knowledge from 

television and seeking relaxation from the glow of television sets. 

 

More now than ever, individuals are working to the point of exhaustion.  When those 

people working long hours come home, they seek some form of relaxation.  Often, the easiest 

form of relaxation is simply watching television.  Surprisingly enough, when looking at 

prime time programming, the block of programming television during the middle of the 
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evening (Wikipedia.org), design television shows found on most cable channels dominate 

that block of time.  Obviously there is a connection with higher interest in design shows 

among adults and youth because that block of time is when a majority of television viewing 

occurs, after school and work. 

 

Colleges are showing a higher rise in interest of interior design amongst freshman and 

those preparing to enter college, and television shows have definitely contributed to 

generating some of that interest.   However, the reality of what interior design actually is, is 

different than that perceived by the entering freshman.  Teenagers typically watch 11 hours 

of television each week at home, and those hours are found to be right after school, when 

design television programming is high.  Because people have now become “multi-taskers” 

media is consumed while performing other tasks, such as homework.  The problem is not that 

we have too many tasks to perform, it is that we need to absorb and make sense of so much 

information from so many sources it makes processing that information viewed sequentially 

much harder (Weeks, 1999, p. 3D).  It is easy to see that design television shows can shape 

perceptions of interior design amongst viewers.  The lack of complete focus on what 

individuals are watching may also impact the detail and accuracy of the information absorbed 

from the television broadcast. 

 

Television and Statistics 

What people do with television is a topic worth thinking about and studying because 

television enters into the everyday lives of so many different people in so many different 

places in so many different ways.  Today, around the world, 3.5 billion hours will be devoted 
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to watching television.  Television viewers on average spend 22 hours a week watching and 

learning from television.  But nowhere is television such an integral part of everyday life as 

in the United States.  Ninety-two million homes in the U.S. have at least one TV set (98% of 

the population).  Nearly 70% of those homes have more than 1 set.  Nearly 60% of 

adolescents and about 30% of preschool children have a television set in their own bedroom.  

More American homes are equipped with television sets than telephones.  Those sets are on 

in the average household for more than seven hours every day.  Between seven and eleven 

P.M., Americans of every demographic, social, and economic group are spending most of 

their time in a place where a television set is playing (Allen, 1992, p. 1). 

 

It is not only important to look at the numbers of individuals watching television but 

also to look at who is watching television and generating perceptions.  Children are the future 

of our society and they are incredibly susceptible to perception generation through television.  

American children specifically spend the equivalent of a full-time work week watching 

television and using technological media (Bryant and Bryant, 2001, preface).  With so many 

children and young adults watching television, one might think that they would be gaining 

some educational knowledge from what they were viewing.   However, 21% of young adult 

and children’s programming has little or no educational value.  During prime time hours, 

when children and young adults are most likely to watch television, only 6% of programs are 

child and young adult friendly(McQueen, 1999, p. 1A), thus encouraging them to seek 

neutral programming such as technical education programming which includes cooking, 

sporting, and designing shows.   
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Now with the technological advances and DVR (digital video recorder) capabilities, 

viewers can deliberately select what design television programs they want to view and which 

programs they would not like to view.  This means that if they have a preference for a 

specific type of design program, say for example a television show that does not accurately 

represent interior design, that is the only show they will view.  They can skip over any 

program that they may not like but that may accurately represent interior design and thus 

lower the chances that they will become properly educated about interior design.  A DVR 

could indirectly impact television viewers’ perceptions. 

 

If 98% of the public has access to television then that means that 98% of people can 

watch television and be influenced by what they see on television.  Because individuals have 

been proven to learn from television this means that people watching television are educated 

in different ways.  As with several other professions, individuals no longer need to attend an 

accredited interior design program to form opinions about interior design.  Individuals watch 

television and believe they are learning from what they are viewing, regardless of if that 

information is accurate or not.   

 

Design Television’s Rise in Popularity 

Much thanks goes to design television for generating so much interest in the interior 

design profession, increasing enrollment in interior design collegiate programs, and for 

interest in the profession in general.  Design television shows have made “interior design” 

accessible to individuals of all ages, income levels and cultures.  However, individuals were 

not always able to have so much access to interior design.  
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Within the past 10-15 years there has been a colossal increase and demand for design 

programming on television, especially reality design programming.  “Since it launched 10 

years ago [article from 2004], Home & Garden Television [the leading carrier for design 

television programming] has grown into an international cable network reaching 89 million 

households in 27 countries by helping viewers do just that [replace a faucet, give home curb 

appeal, modernize an outdated kitchen]……..HGTV launched in December of 1994 with 6.5 

million homes in 44 markets.  “The channel has evolved from how-to programming with 

project oriented programs to, over the last five hears, lifestyle shows that place more 

emphasis on people’s stories and experiences,” said HGTV President Burton Jablin, “It was 

something that was getting delivered to people who need it; it was a niche that nobody 

thought about.  We just hit a bull’s-eye” (Harrington, 2004, www.).  HGTV owns 33 percent 

of HGTV Canada and provides much of the Canadian network’s daily programming.  HGTV 

branded programming can also be seen in Japan, Australia, The Netherlands, Germany, 

Austria, Switzerland, Sweden, Norway, Denmark, Belgium, Greece, Hungary, Poland, 

Romania, Estonia, Bulgaria, the Czech Republic, the Slovak Republic, Thailand, New 

Zealand, Malaysia, Brunei, Latvia, Slovenia, and the Philippines.  With the availability of 

design television spanning across the world and 3.5 billion hours a day devoted to watching 

television, there is a lot of opportunity to educate television viewers. 

 

Learning and Communicating Through Television 

“Today 75% of the American population gets the majority of its information from 

television, and 40% of American homes have no books at all” (Costanzo, 1994).  Television 

is an important aspect of social learning.  In the world today a vast majority of knowledge is 
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gained from not reading books but from viewing television.  “It is easy to see that we are 

living in a time of rapid and radical social change.  It is much less easy to grasp the fact that 

such change will inevitably affect the nature of those academic disciplines that both reflect 

our society and help to shape it” (Fiske, Hartley, 1992, preface).  “The five general 

conditions which bear upon the effect of communication are the following: 

1. The greater the monopoly of the communication source over the recipient, 

the greater the change or effect in favor of the source of the recipient 

2. Communication effects are greatest where the message is in line with the 

existing opinions, beliefs and dispositions of the receiver. 

3. Communication can produce the most effective shifts on unfamiliar, 

lightly felt, peripheral issues, which do not lie at the centre of the 

recipient’s value systems. 

4. Communication is more likely to be effective where the source is believed 

to have expertise, high status, objectivity or likeability, but particularly 

where the source has power, and can be identified with. 

5. The social context, group or reference group will mediate the 

communication and influence whether or not it is accepted” (McQuail, 

1972, p. 157-163). 

 

Highly educated and economically advantaged families watch less television than do 

families with less education and lower economic status, probably in part because they have 

more alternatives (Comstock, 1991, p. 245).  As television viewing among individuals 

increases beyond 10 hours per week, academic achievement declines dramatically.  
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Comstock (1991), using an analysis of the California Assessment Study, found that a linear, 

negative relationship, and other studies have suggested that viewing more than 30 hours a 

week is associated with low achievement and confusion.  “When academically successful 

individuals watch television, they choose content that is more likely to be beneficial than that 

preferred by low achievers.  Hence, it appears that intelligence and achievement may lead 

individuals to select different types of program content” (Bryant and Bryant, 2001, p. 37).  It 

is arguable that individuals with more education are more likely to question what they learn; 

so if individuals that lack education of any kind view design television, they may just accept 

what they see as true and not question credentials, decisions, etc. of the designers and design 

programs they view, thus influencing their perception of the interior design profession. 

 

When it comes to actually learning from television, research performed by Stanger 

(1998) found that most parents and teenagers believe “most” or “all” of both television and 

newspaper content.  “Parents indicated a stronger degree of trust in television (62%) than in 

newspapers (53.8%).  Teenagers expressed slightly more confidence than their parents in 

both television (69.6%) and newspapers (64.3%)” (Bryant and Bryant, 2001, p. 122).  This  

alarming number supports that individuals believe what they see on television as truthful and 

factual.  What happens when the content being fed to the viewers is not factual and possibly 

miss-represents what is actually being described, as is the case with most design television? 

 

Importance of Content Analysis 

For this study to be relevant, one must be aware that there needs to be some form of 

analysis of television itself.  It was very important to not only review and analyze specific 
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design shows, but to also analyze television in general, as well as understand why television 

exists, what people gain from television, and so forth.  Because this study examined viewers’ 

perceptions, it was also important to know why people watch television, and what, the 

viewers hope to gain from viewing television.  “The starting point of any study of television 

must be with what is actually there on the screen.  This is what content analysis is concerned 

to establish” (Fiske, Hartley, 1992, p. 20). 

 

 To fully understand the television message we need to study its four dimensions: 

1. Existence: What is television output (or that of any mass medium), 

how much of what content and how frequently is it made available to 

us, are the sort of questions that this dimension of the study aims to 

answer. 

2. Priorities:  What is important, how prominent, intense or central are 

certain factors or elements? 

3. Values: What value judgments are implied about which elements in 

cultural message system? 

4. Relationships: What is related to what, what are the structural 

meanings of the message?” (Fiske, Harley, 1992, p. 30) 

 

 There are specific needs posed by sociologists of mass communication that television 

viewers seek.  These needs obviously are always derived ultimately from the individual 

psyche.  The five basic needs that individuals fulfill through mass media are the following: 



25 
 

1. Cognitive needs: the acquiring of information, knowledge and 

understanding 

2. Affective needs: the need for emotional and aesthetic experience, love 

and friendship, the desire to see beautiful things. 

3. Personal integrative needs: the need for self-confidence, stability, 

status and reassurance, 

4. Social integrative needs: the need for strengthening contacts with 

family, friends and others 

5. Tension-release needs: the need for escape and diversion (Fiske, 

Harley, 1992, p. 72) 

 

The “Reality” of Design Television 

Reality television and design television may seem real to the viewers but behind 

reality television there are the same needs and demands of scripted television.  All of the 

typical needs of creating television are filled by the producers, film editors, 

cinematographers, production managers, art departments, sound departments, various 

production assistants, and so forth.  “Television seems to be describing the world as it is.  

This is most obvious with news and current affairs programs.  These clearly make a claim to 

be telling the truth; they are describing the world as it really is.  This claim is enhanced by 

the feeling that television is operating in the present, unlike any other medium.  Not only is it 

describing reality, it is giving us the events as they happen” (Abercrombie, 1996, p. 26). 
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When trying to determine the difference between reality television from regular 

scripted television, the line begins to blur a bit.  “The concept of realism itself is very 

difficult to define.  One could argue that there are three features that distinguish realist 

television.  First, realism offers a ‘window on the world’.  In the case of television, there is 

no mediation between the viewer and what he or she is watching.  It is as if the television set 

were a sheet of clear glass which offered the viewer an uninterrupted vision of what lay 

beyond.  Second, realism employs a narrative which has rationally ordered connections 

between events and characters.  Realist cultural forms, certainly those involving fictional 

presentations at any rate, consist of a caused, logical flow of events, often structured into a 

beginning, a middle, and a closed conclusion.  Events and characters, therefore, do not have a 

random or arbitrary nature, but are organized by rational principles.  The third aspect of 

realism is the concealment of the production process.  Most television is realist in this sense 

in that the audience is not made aware, during the programs themselves, that there is a 

process of production lying behind the programs.  The illusion of transparency is preserved 

(Abercrombie, 1996, p. 27).” 

 

When it comes to actually getting the design television viewers to believe what they 

are watching is professional interior design, performed by interior designers, it is relatively 

easy to lead them to believe what they are seeing is real.  “The more “realistic” a program is 

thought to be, the more trusted, enjoyable - and therefore the more popular – it becomes.  Yet 

realism too is an artificial construct.  Its “naturalness” arises not from nature itself but from 

the fact that realism is the mode in which our particular culture prefers its ritual 
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condensations to be cast.  There is nothing natural about realism, but it does correspond to 

the way we currently perceive the world (Fiske, Hartley , 1992, p. 160).” 

 

Interior Design Myths Generated Through Viewing Television 

The definition of interior design is not clearly understood by the general public.  

There are several factors that could contribute to misconceptions about interior design and 

professional interior designers in general.  As stated above, “The more “realistic” a program 

is thought to be, the more trusted, enjoyable – and therefore the more popular – it becomes.”  

This author found through analyzing survey results that a majority of the public is mildly 

educated about what interior design actually is.   

 

Caren Martin, an interior design professor at the University of Minnesota has 

assembled a list of myths associated with the interior design profession and what can be 

considered to be possible perceptions of interior design gained from viewing design 

television shows.  The following issues #1 through #6 are her perceived myths created by the 

design television industry: 

 

 Myth #1: The Goal of the Design Process is to “Surprise” the Client.  “Surprise is 

the premise for 95 percent of the design programming that you will see, when in reality the 

client should be an integral, ongoing participant in the design process” (Martin, 2004, p 159-

163.  Clients and designers should work together from the very beginning to ensure that there 

are no surprises along the way.  Good interior design can be achieved through keeping good 

communication throughout the process between clients and designers.   
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 Myth #2: Quality and Speed are Synonymous.  “The premise that a primary room 

in your home can be designed, demolished, rebuilt, furnished and decorated in two workdays 

is a fantasy.  It takes  a lot of time to create a design concept that supports the clients’ needs; 

document how it will be constructed; specify materials, finishes, and furnishings; select 

contractors and suppliers; build and furnish the space, and resolve any issues” (Martin, 2004, 

p 159-163).   

  

 Myth #3: Anyone Can be an Interior Designer.  “Rebecca Cole, host of Surprise 

by Design claims “If you can do the gestures, you can design a room.” Sorry, Rebecca, but 

that’s far from true” (Martin, 2004, p 159-163).   

  

 In addition to this myth the following statement was found offering adult education 

classes: “So you’ve seen Trading Spaces and Decorating Cents and you are ready to design 

projects of your own?  Our summer class helps individuals design projects and become their 

own interior designers”.  In an interview with HGTV’s Design Star contestant Adrianna 

Nussbaum, she stated that her design education simply came from living in New York City, 

and design magazines are her homework while HGTV is her lecture hall.  Even an “interior 

designer” named Hildi Santo Tomas, famous from working on Trading Spaces has no form 

of design education; she just claims that interior design was a “fun part time hobby turned 

job”. 

 

 “Qualifications are important for any profession, and interior design is no exception” 

(Martin, 2004, p 159-163).  Professional interior designers are qualified by education, 
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experience, and a qualifying examination.  They typically hold at least a bachelor’s degree, 

spend a minimum of two years under supervision of an interior designer or architect, and 

pass an international board examination” (Martin, 2004, p 159-163). 

 

 NCIDQ administers the certification exam which includes “written and drawing 

segments that cover building and life safety codes, ethics, and business practices, as well as 

the principles of design, programming, space planning, code compliance construction 

documents and the like” (Martin, 2004, p 159-163). 

 

 Myth #4: Good Design is Trendy and Cool.  “Good design can be trendy and cool; 

however design is considered good if it satisfies the clients’ lifestyle needs, and is based on 

the elements and principles of design” (Martin, 2004, p 159-163). 

 

 More often than not, “interior designers” seen on design television shows bring their 

personal style to a space that may not be cohesive with the client’s needs.  For example, 

in the book, Rooms for Living, a Trading Spaces Book, a bedroom that was “designed” on the 

show had sheets of cardboard hot glued to the walls and ceilings.  This bedroom was 

described as, “funky styling that will leave you smiling.”   As a designer, I can’t say that this 

room would leave me smiling; I would be more concerned with fire related issues.  “Each 

client is unique, and the design solution should be indicative of the client’s needs and style, 

not the designer’s” (Martin, 2004, p 159-163). 
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 Myth #5: Designing Your Space will be Super Expensive or Super Cheap.  

“Neither is typically true……Professional interior designers provide a contract that spells out 

fees, timeline, and the scope of their work on the project [this is not often seen on design 

television shows].  The professional interior designer will be able to design something that is 

aesthetically pleasing, functional, and durable, no matter the budget” (Martin, 2004, p 159-

163). 

 

 As an example Martin illustrated a room created for a design television program, 

“The $167,550  “inspiration” bedroom presented on Sensible Chic, complete with a $43,000 

pair of lamps, is not typical.  Programs like these leave you with the belief that interior 

designers are extravagant and their clients are all related to Donald Trump.  That’s not so.  

On the other hand, some of the cheap design solutions used in these shows are hardly good 

alternatives” (Martin, 2004, p 159-163). 

 

 Lastly Myth #6: Interior Designers are Zany, Flamboyant Airheads.  In addition 

to Caren Martin’s last issue, short informal questioning was performed in 2005 to determine 

how students at Iowa State University perceived interior designers based on what they had 

seen on television.  These are a few of several interesting responses as follows: 

1. “girls, specifically hot broads” –computer science major 

2. “furniture and cute girls” – journalism major 

3. “crazy women” –  architecture major 

4. “women who pick out color swatches and furniture groupings, they are un-

educated and basically expendable” – architecture major 
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5. “the whack jobs from Queer Eye for the Straight Guy” – MAT 

Engineering major 

 

 The truth is, “most interior designers are creative businesspeople.  They know the 

impact the spaces they design will make on their clients and others, and that they have a 

responsibility to protect the health, safety and welfare of the public” (Martin, 2004, p 159-

163). 

 

Hypotheses  

 Some designers that are seen on television have little or no design education, 

experience, or certification and most design programs are created for “entertainment, to boost 

records in distribution, ratings and website traffic,” as stated by Burton Jablin, President of 

HGTV.  With this combination, one would typically not expect much credibility and 

accuracy from design television shows if either credibility or accuracy takes time or money 

away from television networks and all involved.  Therefore, what is aired on television may 

not be accurate portrayals of interior design, the design industry, and those practicing and 

licensed in interior design.  This mis-representation could lead television viewers to generate 

perceptions either negative or positive about the interior design industry.  

  

 Upon assembling and researching this particular topic of interior design versus 

interior decoration: evaluating the public’s perceptions of design television shows, the 

following hypotheses were developed based on the literature leading up to this point: 
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1. Individual perceptions will differ noticeably between respondents that watch 

interior design shows regularly and those that never watch interior design 

shows. 

2. The more a respondent watches IDT, the more likely he/she believes the 

following 3 of Martin’s 6 myths: 

a. The goal of the design process is to surprise the client 

b. Quality and speed are synonymous 

c. Anyone can be an interior designer 

3. The more a respondent watches IDT, the more likely he/she believes the 

following: 

a. Interior Designers are more aware of cosmetic issues than health, 

safety, and welfare issues. 

b. Interior designers are more likely to select paint colors and 

furniture than create construction documents and provide project 

management. 

c. Today’s famous designers are more likely to be television 

designers than professional designers. 

d. Interior designers are more likely to work for television shows and 

interior design firms rather than architecture firms or other less 

known areas of design such as sales representatives, furniture 

stores, or kitchen and bath stores. 

e. Cheaper materials and processes are not always the best choice. 
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4. Individual perceptions will differ noticeably for key issues from the previous 

hypotheses across the following demographics: 

a. Age 

b. Gender 

c. Location 

d. Interest in Interior Design 

 

Conclusions 

 All of the information included in this chapter is found to be completely relevant to 

the study.  Given the fact that the dates of some research are more than a year old the 

statistics will clearly have changed in numerical data, however the information from those 

statistics are still pertinent. 

 

 In reality there are some design television shows that are fairly factual in their 

representation of interior design.  But more often than not, interior design is not clearly 

represented or depicted accurately, which could leave a lot of room for interpretation about 

the profession of interior design for those that view design television.  As found and stated in 

this chapter, television has now become an important part of communication within our 

society.  It is important to study the perceptions of viewers of interior design television shows 

and how those perceptions impact the viewers’ perspectives of the interior design industry. 

 Following this chapter, the research method created to address and analyze the 

research questions and hypotheses will be shown in detail, along with the results and other 

significant contributing information. 
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CHAPTER 3: METHODS 

 

Overview 

 Through the previous literature review chapter, the reason and need for research 

focused on generating perceptions based on what is viewed on design television was 

established.  Research methodology is the general approach the researcher takes in carrying 

out the research project; to some extent, this approach dictates the particular tools the 

researcher selects” (Leedy and Ormrod, 2005, p.12).  This chapter includes and will provide 

the documentation of methods and research tools used to research and interpret this particular 

topic. 

 

 The purpose of this survey study is to examine individuals varying in age, geographic 

location, experience, and views, and their perceptions and opinions of design television 

shows.  This study will look at perceptions and views of the following: 

 

A. Interior design’s role in society 

B. “Designers” on television 

C. Tasks performed by “interior designers” 

D. Design education and training required to be a designer 

E. Employment opportunities for interior designers 

F. Views of television design shows 

G. Knowledge of acclaimed designers from television interior designers 

H. Desire for determining design shows from decorating shows 
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I. Desire for knowing professional interior designer’s background 

 

Benefits of the Study 

 The information gained in this study will benefit society by bringing awareness to 

interior design professionals, practioners, organizations, and educators of the need for proper 

education for the interior design consumer and television viewer, specifically for and within 

the television industry.  Consumers and the public at large have the right to know if  

programs they are viewing employ educated, licensed or un-licensed designers that practice 

what is portrayed as interior design.  Students enrolled in interior design programs are not the 

only ones that should be learning about proper interior design, decorating and the differences 

between the two.  Design television viewers and the public at large, also clients of interior 

design, need to be just as educated about the different aspects of interior design.   

 

Currently there is little to no information appearing on design television shows about 

the “designer’s” education, background, or possible certification, given to the public, other 

than brief biographies that can typically be found by viewing a television program’s website 

on the internet.  With this survey there is hope that those who truly care about the profession 

of interior design will take note of the results and find a need to help educate the public and 

television viewers about what they are watching on television.  After the results are known, 

the survey information should encourage and challenge the interior design industry to 

properly regulate interior design television shows much like is done within the actual 

profession of interior design, for the health, safety and welfare of those that are directly or 

indirectly associated with interior design television shows. 
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Population of the Study 

Choosing the right population to participate in this study was important.  Since there 

is concern over the future of interior design and possible clientele perceptions impacting the 

demand and need for professional interior designers, perceptions were examined that were 

generated by individuals enrolled in college.  This is an important group to study considering 

that college students are a sizable population in reference to the general public 

(approximately 15 million).  Individuals enrolled in college are in a formative period of their 

lives in which daily influences greatly impact their views and perceptions not only of society 

but that which comprises it (Leedy and Ormrod, 2005, p.215).   

 

The demographics of individuals who participated in this study provide variety and 

depth due to having such varying backgrounds and interests, are somewhat representative of 

design television viewers in general.  Individuals who participated in this study were 

currently enrolled in college; age varied.  Traditional college students (ages 18-23) were able 

to take this survey along with non-traditional college students.  The definition of non-

traditional college students is: adults who return to school either full or part time while 

maintaining responsibilities such as employment, family and other responsibilities of adult 

life.  Non-traditional students tend to be achievement oriented, highly motivated, and 

relatively independent (Cross, 1980, p.630-32).  Non-traditional students generally prefer 

varied approaches to learning and value opportunities to integrate academic learning with 

their life and work experiences (Benshoff, 1991). 
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Limitations of the Study 

 This survey was administered online and while the survey was available for 

individuals across the country to participate, a large response for the survey came from 

students currently enrolled at Iowa State University.  This survey study (Appendix D) was 

sent out through a mass email to all individuals enrolled full time at Iowa State University 

and who were above the required testing age of 18.   

 

 Due to the fact that a large sampling came from students at Iowa State University, a 

collegiate institution in the Midwestern part of the United States, the geographic location, 

and opportunity for adequate exposure to interior design may not be representative of other 

regions or the general population.  For example, whereas students who participated in this 

survey living in large urban cities such as Los Angeles, New York City, or Dallas, will have 

the opportunity and possibly broader exposure to interior design, both low and high end.  

More exposure to design in general would be expected to allow students to develop, a more 

“rounded” and balanced perception of the interior design industry.  Students who are not 

exposed to interior design in their daily lives, will rely more heavily on influence from 

television shows, magazines, and the internet. 

 

Instruments Used 

 This survey (Appendix D) was a web-based survey that could be found on the internet 

at surveymonkey.com.  It was important to perform a web-based survey in order to: 

A.  reach a variety of individuals enrolled at various institutions across the world  
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B.  appeal to the selected demographic age group with a method familiar to them 

 rather than traditional surveys performed through mail and phone interviews 

C.  perform the survey in a timely manner with accurate measurement tools for 

 reference. 

 

 By performing a web-based survey, it was possible to advertise the study’s 

questionnaire on popular and commonly used social websites such as Facebook and 

MySpace (both social utilities are extremely popular and have a target audience comprised of 

young professionals and college students).  Utilization of these social websites to connect 

with and receive responses from individuals all across the country and even the world for that 

matter, added more depth and dynamics to this study.  

 

Testing Procedures 

 Prior to administering this survey, several revisions and reviews were performed both 

by the author and instructors familiar with and who practice professional surveys themselves.  

Before the survey was administered, there were pilot survey tests with voluntary college 

students who were not directly involved in the actual survey itself.  By executing the test 

surveys it was possible to modify and make the proper corrections needed to achieve a more 

complete and accurate survey to be given and used for this thesis. 

 

 The surveys were administered 24 hours a day starting in November of 2007 and 

closing in March of 2008.  The surveys were able to start after personally receiving human 
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subjects training and approval (Appendix A) from Iowa State University and survey approval 

from the Institutional Review Board at Iowa State University (Appendix B). 

 

Each survey started by participants reading the informed consent document 

(Appendix C) and accepting or declining participation in the survey.  This task was done by 

checking one of two boxes provided, either the accept or decline box.  After accepting to 

participate in the survey the individual was directed to print out a copy of the informed 

consent document that was also able to be printed out for my records as well.   

 

 The first question following the informed consent document verified that the 

participant was 18 years old or older and if the participant is under the age of 18 they would 

not be permitted to continue. 

 

 The survey (Appendix D) took approximately 5-15 minutes to complete 32 questions 

about the participants own perceptions of interior design based on what they have seen 

through design television shows.  If the participants at any time were uncomfortable, did not 

wish to answer any question, or if the question was not applicable to them, then they had the 

option to skip that question.  The demographic information that was asked covered: age, sex, 

state of residence, city population size in which they reside, and the participants educational 

background.  Once the data was entered automatically and stored in the file, there were no 

follow ups with the respondents. 
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Data Analysis of the Case Study 

 Data analysis was a key component for this study.  “The human mind can think about 

only so much information at one time. – In fact, unless the researcher has obtained very few 

pieces of data (perhaps only seven or eight numbers), then he or she will want to organize 

them in one or more ways to make them easier to inspect and think about” (Leedy, Ormond, 

2005, pg. 248). Through this survey there was an exceptional response from individuals 

across the country and even across the world.  The survey reported over 2025 individuals’ 

opinions.   

 

 The data was initially analyzed automatically by surveymonkey.com.  By utilizing a 

website that specialized in surveys and statistical information, it was possible to have the 

information sorted out prior to organizing the information myself.  Surveymonkey.com 

allowed simultaneous collection during the survey.  Once each individual survey was 

submitted, the computer program charted each individual response by using percentages, and 

bar graphs (Figures 1-28).  There was also the option to view the surveys individually or 

collectively.  When viewed collectively the percentages and bar graphs would reflect all of 

the responses as a whole.  Once the survey was closed, it was possible to download 

information into a spreadsheet or database and sort the information from there. 

 

 Due to the versatility of Microsoft EXCEL, it was chosen for additional analyses.   

After separating information and numerical data it was possible to input the results into a 

program called MyStat.  In order to input the results into MyStat; the results were tabulated 

and broken down into several different organized categories.   
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 After processing the information from the several categories there were different 

directions that each could take.  The information gathered could be evaluated by analysis 1 

which would provide all information in no particular order.  Analysis 1 would have included 

all responses submitted regardless of if questions were left blank or answered incorrectly or 

inappropriately.  Analysis 2 took all responses from individuals who completed the entire 

survey without leaving blank questions.  It was determined that in order to get the most 

accurate and precise information, analysis 2 would be the primary category utilized, and 

expanded on.  By using analysis 2 for the data analysis, it would be possible to work with 

complete surveys without omissions and have a more balanced comparison from question to 

question. 

 

 The decision to use analysis 2 allowed the survey to be broken down into sub-

categories which were as follows: 

1. Results by gender 

2. Results by age 

3. Results by interest 

4. Results by education 

5. Results by background 

6. Results by field 

7. Results by occupation 

8. Results by location 

9. Results by geography 
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 By breaking the survey down into the previous 9 categories, accurate information was 

able to be sorted and broken down in 9 different methods.  By utilizing the 9 options for 

which information could be gathered this method would maintain a good balance of 

information analysis. 

 

 The graphs and tables found in Chapter 4 were created using a combination of 

Microsoft EXCEL, MyStat, and SPSS 15.0.  Initially the data was downloaded from the 

SurveyMonkey website into an EXCEL spreadsheet format.  Using EXCEL the data was 

formatted and filtered to remove data from any respondents that did not agree to the consent 

statement and did not complete a majority of the survey.  The data was then grouped into 

separate worksheets by hypothesis.  The following survey questions were used for each 

hypothesis: 

• Hypothesis 1: questions 3, 10, 11, 19, 28, 29, 30, 31, and 32 

• Hypothesis 2: questions 12, 15, 19, 21, and 22 

• Hypothesis 3: questions 13, 14, 17, 19, 23, and 26 

• Hypothesis 4a: questions 2, 3, 10, 19, 30, and 32 

• Hypothesis 4b: questions 1, 3, 10, 19, 30, and 32 

• Hypothesis 4c: questions 3, 9, 10, 19, 30, and 32 

• Hypotheses 4d: questions 3, 10, 19, 30, and 32 

  

 Each worksheet was then imported to MyStat to create frequency graphs and Pearson 

Correlations for each hypotheses dependent variables, as grouped by the independent 

variable.  The graphs made in EXCEL and MyStat were based upon the percentage of the 
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overall number of respondents that chose each answer for a specific question and were 

grouped by the correlating answer to another question.  These graphs were then excellent 

graphic representations of the interpretation of the data, depicting the highest and lowest 

likely combinations of answers as well as correlations for specific questions and even 

specific answers. 

 

 The worksheets were then converted from text to numeric based in EXCEL.  The 

converted worksheets were imported to SPSS.  These numeric values were then recoded for 

the appropriate statistical method.  The recode values can be found in Appendix F.  Using a 

combination of T-Tests, One-ways, and Pearson Correlations, relationships were analyzed 

for each independent/dependent combination. 
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CHAPTER 4: RESULTS AND DISCUSSIONS 
 

Overview 

In reviewing the goals and objectives for the study, the primary intention was to 

gather information relating to perceptions of the interior design industry from viewers who 

watch design television or do not watch design television, and simply evaluate the publics’ 

perception of interior design.  It was important for this survey to yield results that could, in 

the future, contribute to the interior design profession so that design professionals, 

organizations, and educators, may know what areas need to be focused on in more depth 

when educating the public about the field of interior design.  The results gathered from this 

survey study are meant to be the foundation for shaping public education of the interior 

design industry. 

 

The response to this survey was exceptional.  Over 2000 data sets were used to create 

the grouped frequency graphs, T-Test tables, One-way tables, and Pearson correlation tables 

found under the following hypotheses’ subsections using Microsoft EXCEL, MyStat, and 

SPSS.  Additionally, Figures 1 through 28 in Appendix E were extracted from the 

SurveyMonkey website and represent the raw response data for each survey question.   
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Hypothesis 1:  Individual perceptions will differ noticeably between respondents that 

watch interior design shows regularly and those that never watch interior design shows. 

 

 

Figure 29.  Watch IDT; Confusion – Design vs. Decoration 

  

 The above figure is a graph of the results for the question “Do you feel confused 

about the differences between interior design and interior decorating shows,” as a percentage 

of the total respondents and grouped by the corresponding answer to the question “Do you 

ever watch any design shows on television?”  Here, the largest group that cannot tell the 

difference is the group that does not watch IDT and the largest group that is not confused is 

the group that does watch IDT, while those that are confused are more evenly distributed. 
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Figure 30.  Watch IDT; Importance of Interior Design 

 

 In the above figure, the feedback from the survey statement “I believe that interior 

design plays an important role in society,” is graphed as a percentage of the total respondents 

and grouped by the corresponding answer to the question “Do you ever watch any design 

shows on television?”  While a large portion of each group answered “Somewhat agree,” the 

respondents were more likely to answer “Agree” the more they watch IDT and more likely to 

answer “Disagree” the less they watch IDT. 
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Figure 31.  Watch IDT; Inform – Design vs. Decoration 

  

 For the above figure, the response to the question “Would you like to be informed 

about the differences between interior design and interior decorating shows” was graphed as 

a percentage of the total respondents and grouped by the corresponding answer to the 

question “Do you ever watch any design shows on television?”  The results are evenly 

distributed across the groups, with the most chosen answer being “No.” 
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Figure 32.  Watch IDT; Inform – Designers’ Backgrounds 

 

 The above figure is a graph for the responses to the question “Would you like design 

shows to inform you of the design background of the designers before you take them and 

their actions seriously,” as a percentage of the total respondents and grouped by the 

corresponding answer to the question “Do you ever watch any design shows on television?”  

The most received response was “Yes, it’d be nice to know” and the group that does not 

watch IDT was most likely to not have an opinion. 

 

 Obviously a correlation exists between watching interior design television and 

wanting to be informed of TV personalities backgrounds.  As figure 32 demonstrates, those 

who watch interior design shows were more than 20% more likely to want to know television 

personality’s design backgrounds.  Individuals who participated in the survey and  who 
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regularly or occasionally watch design television shows had a much higher percentage of 

people who would like to know what television design show hosts and “interior designers” 

have experience in or what their education and training has been.  While people who do not 

watch once again had the highest percentage of people that do not have an opinion, thus 

supporting this hypothesis that perceptions would differ among those who do watch IDTS 

and those who do not watch IDTS. 

 

 

Figure 33.  Watch IDT; Inform – Show Type 

 

 In the above figure, results for the question “Would you like to know if you are 

watching an interior design or interior decorating show,” were graphed as a percentage of the 

total respondents and grouped by the corresponding answer to the question “Do you ever 



50 
 

watch any design shows on television?”  The results are evenly split across the groups, with a 

slightly overall percentage for “No, it doesn’t matter.” 

 

 

Figure 34.  Watch IDT; Interest in Interior Design 

 

 For the figure above, feedback for the statement “I am interested in interior design,” 

was graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the question “Do you ever watch any design shows on television?”  Those that do 

not watch IDT were most likely not interested in interior design, while those that do watch 

IDT maintained at least some level of interest in interior design. 
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Figure 35.  Watch IDT; Perception of Interior Design 

 

 The above figure is a graph of the responses to the question “What type of perception 

do you have of the interior design industry based on what you have seen on design television 

shows,” as a percentage of the total respondents and grouped by the corresponding answer to 

the question “Do you ever watch any design shows on television?”  The respondents that do 

not watch IDT were most likely to not have formed an opinion of the interior design industry, 

while those that do watch IDT are most likely to have a positive perception of the interior 

design industry.  There is a noticeable correlation between not watching design television 

shows and not forming an opinion of the interior design industry.  This information tells us 

that interior design shows have had and continue to have a positive impact on society’s view 

of interior design and that interior design television shows play a leading role in educating 

the public about interior design.  Whether the information that is provided in interior design 
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television shows accurately portrays the field of interior design or not, individuals who watch 

these design shows have a positive perception of the interior design industry. 

 

 

Figure 36.  Watch IDT; Professions – Design vs. Decoration 

 

 In the above figure, the survey results for the question “Are interior design and 

interior decorating the same,” were graphed as a percentage of the total respondents and 

grouped by the corresponding answer to the question “Do you ever watch any design shows 

on television?”  Only a small percentage of the overall survey results were “Yes they are the 

same profession.”  Those that do watch IDT were most likely to answer “No, they are 

different professions.”  Someone that was unsure was more likely to have belonged to the 

group that does not watch IDT. 
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Table 1.  Hypothesis 1, T-Tests 
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Table 2.  Hypothesis 1, T-Tests 

 

 The above tables are the results of t-tests for the different questions for hypothesis 1.  

All but two of the questions show significant relationships, based on the p-values calculated 

by SPSS.  P-values less than 0.05 are considered to have a statistical significance.   

 

 The p-values for the questions Important, Interest, Perception, and Professions are 

0.000 when measured to three significant digits.  This implies a significant difference in the 

answers between the groups that regularly watch IDT and never watch IDT.  The questions 

Confused and Inform – Backgrounds also have p-values less than the 0.05 threshold. 
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Table 3.  Hypothesis 1, Pearson Correlation Matrix 

 

 

 The above table is the Pearson Correlation Matrix for all of the survey questions 

related to hypothesis 1.  The strongest correlations for Watch IDT are Interest, Perception, 

and Important with coefficients of 0.613, 0.454, and 0.338 respectively.  This means that 

moderate positive correlations exist between respondents that watch IDT and have a high 

interest in interior design, have a positive perception of interior design, and believe interior 

design is important to society.  Other correlations exist between these three questions as well 

as between respondents that want to be informed about the differences between decorating 

and design and wanting to be informed about show types. 
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Hypothesis 1 Discussion 

 In reviewing the previous graphs, there are mild to moderate correlations for most of 

the questions analyzed.  The correlations are easily viewed in figure 37.  As previously 

stated, there are moderate positive correlations between respondents that watch interior 

design television and have a high interest in interior design, have a positive perception of 

interior design and believe interior design is important to society.  As figure 29 supports, the 

more individuals watch television design shows, the less they question their perceptions of 

the differences between interior design and interior decorating.  This information suggests 

that design television shows do in fact provide information to IDTVs that separates interior 

design from interior decorating. 

 

 According to figure 31, the results are evenly distributed amongst individuals who 

watch IDTS, occasionally watch IDTS, and do not watch IDTS, supporting the idea that 

information formally declaring what type of design or decorating show is being watched is 

not necessary.  Individuals who watch design television are also more likely to have a 

positive perception of the interior design industry, according to figure 35.  Figure 35 supports 

this hypothesis in that it demonstrates a noticeable correlation between individuals who 

watch IDTS and forming a positive perception of the interior design industry and individuals 

who do not watch design television shows and do not form an opinion of the interior design 

industry.   

 

 Individual perceptions do in fact differ between respondents that watch interior 

design shows regularly and those that never watch interior design shows, just not as strongly 
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as one might believe.  There are only mild to moderate correlations that exist when 

comparing perceptions of IDTVs and non-IDTVs, the strongest correlation exists between 

IDTVs and their interest in interior design to non-IDTVs and their lack of interest in interior 

design. 

 

Hypothesis 2:  The more a respondent watches IDT, the more likely he/she believes the 

following 3 of Martin’s 6 myths: 

 

 a. The goal of the design process is to surprise the client 

 

Figure 37.  Watch IDT; Designers Try to Surprise 

 

 For the above graph, results for the question “Do you believe the goal of interior 

designers is to surprise their clients,” were graphed as a percentage of the total respondents 

and grouped by the corresponding answer to the question “Do you ever watch any design 
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shows on television?”  The amount a respondent watches IDT does not have a large affect on 

the respondents answer to this question.  The overwhelming majority of the overall response 

was that interior designers are not trying to surprise clients, nor is it their goal to surprise 

clients. 

b. Quality and speed are synonymous 

 

Figure 38.  Watch IDT; Speed = Quality 

 

 In the above figure, the responses for the question “Do you believe good interior 

design can be achieved in 24-48 hours,” were graphed as a percentage of the total 

respondents and grouped by the corresponding answer to the question “Do you ever watch 

any design shows on television?”  The survey participants that answered “Yes” are more 

likely to regularly watch IDT. 
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c. Anyone can be an interior designer 

 

Figure 39.  Watch IDT; Required Qualifications 

 

 The above figure is a graph of answers to the question “What do you believe is 

necessary for someone to be an interior designer,” as a percentage of the total respondents 

and grouped by the corresponding answer to the question “Do you ever watch any design 

shows on television?”  The most chosen answer overall was “Being qualified by education, 

experience, and examination” and was chosen by a higher percentage the more a respondent 

watches IDT.  All other answers were chosen by a higher percentage the less a respondent 

watches IDT. 
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Figure 40.  Watch IDT; Required Education 

 

 For the above figure, result for the question “What type of education is needed for 

someone to be an interior designer,” were graphed as a percentage of the total respondents 

and grouped by the corresponding answer to the question “Do you ever watch any design 

shows on television?”  The most chosen answer was “A 4 year degree from a college.”  The 

second most chosen answer was “A 4 year degree from a CIDA accredited college,” and was 

more likely to be chosen by a survey participant the more the participant watches IDT. 
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Table 4.  Hypothesis 2, One-way ANOVAs 

 

 

 The one-way ANOVA results for the questions related to hypothesis 2 are depicted in 

the table above.  The questions Surprise, 48 Hours, and Qualifications all depict significant 

differences. 
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Table 5.  Hypothesis 2, Pearson Correlation Matrix 

 

 

 The Pearson Correlation Matrix for the questions related to hypothesis 2 is depicted 

in the figure above.  The strongest correlation is between Required Qualifications and 

Required Education.  The more qualified a respondent believed an interior designer must be 

the more education they believed was required.  No strong correlations exist between 

watching IDT and any of the questions examined in this hypothesis. 

 

Hypothesis 2 Discussion 

 The results from this survey do not support this hypothesis or Caren Martin’s article 

“TV Design Myths”.  For example, in figure 38, 82% of the survey participants responded 

that interior designers do not try to surprise their clients and in figure 37, less than 26% 

responded that they thought good designs could be developed and implemented in 24-48 

hours.  This runs contrary to Martin’s first and second myths that the goal of IDTS is to 

surprise their client and that speed and quality are synonymous. 

 

 In figure 39, 63% of the respondents believe that interior designers are qualified by 

experience, education, and examination.  More people responded that an interior designer is 

required to have either a 4 year degree from a CIDA accredited college or a 4 year degree 
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from any college than the rest of the choices combined in figure 40.  These results do not 

support the myth portrayed on IDTS that anyone can be a designer, as outlined by Martin. 

 

 Not only do the responses to these three questions dispute whether the myths exist, 

but the data questions whether any relationship exists between how much a person watches 

IDTS and their opinions relating to the above questions.  The responses are therefore defined 

independently from IDTS and must come from somewhere else.  For direct responses from 

all individuals surveyed refer to Appendix E. 

 

Hypothesis 3:  The more a respondent watches IDT, the more likely he/she believes the 

following: 

 

 a. Interior designers are more aware of cosmetic issues than health, safety, 

and welfare issues 

 

Figure 41.  Watch IDT; Cosmetics vs. Health, Safety, & Welfare 
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 For figure 41, results for the question “Interior Designers are aware of the following,” 

were graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the question “Do you ever watch any design shows on television?”  For this graph, 

the answers “Current trends in the design industry” and “Looks, themes, etc. that apply to 

rooms” are considered to be the cosmetic aspects of interior design while the other answers 

are better related to health, safety, or welfare.  The two cosmetic answers ranked number one 

and number two in responses.  A trend exists for each answer where the more a respondent 

watches IDT, the more likely they believed an interior designer was aware of that answer. 

  

b. Interior designers are more likely to select paint colors and furniture 

than create construction documents and provide project management 

 

Figure 42.  Watch IDT; Decoration vs. Design 

 

 In the above figure, responses for the question “What tasks do interior designers do,” 

were graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the question “Do you ever watch any design shows on television?”  Here, the 



65 
 

answers “Select paint colors, fabric, and furniture” and “Make homes look nice” are 

considered to be the decoration aspects of interior design.  The answer “Prepare construction 

documents used in construction phases” is the lowest scoring.  A trend exists for each answer 

where the more a respondent watches IDT, the more likely they believed an interior designer 

fulfills that answer. 

  

c. Today’s famous designers are more likely to be television designers than 

professional designers 

 

Figure 43.  Watch IDT; IDT Designers vs. Professional Designers 

 

 The figure above is a graph of the responses for the question “Please select or type 

your favorite designer by picking from 1 of the following choices,” as a percentage of the 

total respondents and grouped by the corresponding answer to the question “Do you ever 

watch any design shows on television?”  In this graph, the answers “Ty Pennington,” “Hildi 

Santo Tomas,” “Doug Wilson,” and “Genevieve Gorder” are considered to be IDT designers 
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while the rest of the answers are considered to be professional designers.  Of the top six 

scoring responses, four are the four possible IDT designers.   

 

d. Interior designers are more likely to work for television shows and 

interior design firms rather than architecture firms or other less known areas of 

interior design such as sales representatives, furniture stores, or kitchen and bath stores 

 

Figure 44.  Watch IDT; Careers 

 

 For the figure above, the results for the question “Where are you most aware of 

interior designers working,” were graphed as a percentage of the total respondents and 

grouped by the corresponding answer to the question “Do you ever watch any design shows 

on television?”  The answers “Interior Design Firms” and “Television shows” received the 
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largest percentage of responses.  The answer “Television shows” is more likely to be chosen 

the more the respondent watches IDT. 

 

e. Cheaper materials and processes are not always the best choice 

 

Figure 45.  Watch IDT; Cheaper is not Better 

 

 The figure above is a graph of the survey responses for the question “When it comes 

to materials and furnishings is cheaper always better,” as a percentage of the total 

respondents and grouped by the corresponding answer to the question “Do you ever watch 

any design shows on television?”  The overall majority of the respondents selected the 

answer “No” regardless of what group they belonged to. 
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Table 6.  Hypothesis 3, One-way ANOVAs 

 

 

 The above is a one-way ANOVA table for the survey questions related to hypothesis 

3.  There are significant differences for the question Cheaper, and moderate differences for 

the question Designers. 
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Table 7.  Hypothesis 3, Pearson Correlation Matrix 

 

 

 The table above is a Pearson Correlation Matrix for the survey questions related to 

hypothesis 3.  There is almost no correlation between watching IDT and any of the other 

questions.  The only strong correlation in this hypothesis is between Cosmetics vs. Health, 

Safety, & Welfare and Decoration vs. Design.  This is a positive correlation between survey 

participants believing interior designers are more aware of health, safety, and welfare topics 

and design-type tasks. 

 

Hypothesis 3 Discussion 

 Based upon the analysis of the survey data, hypothesis 3 is not supported.  As 

standalone statements, there is some support for some parts of this hypothesis.  However, 
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when the results are compared by the amount of IDT the respondents watch, no correlations 

can be made.  This corresponds with the results from hypothesis 2. 

 

 Figure 41 compares different sets of knowledge used by interior designers that were 

broken down into two categories: cosmetics and health, safety, & welfare.  The results have 

shown that the two most chosen options were the two cosmetic options.  The health, safety, 

and welfare options were not far behind, so while hypothesis 3A finds some support, the 

responses were much more even than expected.  In addition, the interpretation of “trendy” as 

being classified as cosmetic, may be somewhat faulty.  

 

 In a similar manner, figure 42 compares the different tasks an interior designer 

performs.   For this statement, the choices were again broken into two categories:  decoration 

and design.  Unlike the previous hypothesis 3A, this one is not supported.  The decoration 

tasks ranked as the second and fourth most chosen, out of six.  This does not provide enough 

evidence to support the hypothesis that common perceptions are that interior designers are 

more likely to select paint colors and make homes look nice.  Interestingly, each task was 

chosen by a higher percentage of respondents the more they watched IDT, regardless of if the 

task was decoration or design. 

 

 Hypothesis 3 is again not supported for 3C in figure 43, and once again the statement 

is supported.  Two designers ranked very high in comparison to all the other.  One was an 

IDT “designer” (Ty Pennington), and the other was a professional designer (Frank Lloyd 

Wright).  Obviously these two designers were the most popular.  But to support the statement 
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“Today’s famous designers are more likely to be television designers than professional 

designers,” three of the next four designers were also IDT designers.  The public as a whole 

is more familiar with these IDT “designers” due to their public images and media exposure. 

 

 When comparing part D of this hypothesis, the data shows no correlation between 

how much a survey participant watches IDT and their perceived impression of where interior 

designers typically work.  The hypothesis stating perceptions exist that interior designers 

only work at interior design firms and on television shows was supported when the results 

showed the two careers as the highest ranking. 

 

 Hypothesis 3E was also confirmed as a direct result of the survey data, as 91% of the 

participants responded that cheaper is not always better.  However, similarly to the rest of 

this hypothesis, no significant differences can be acknowledged in the responses between the 

participants the more they watch IDT. 

 

 Analysis of the one-way ANOVA mean values for hypothesis 3 also supports that no 

correlation exists between watching IDT and the other questions.  Once again, this lack of a 

relationship suggests that the responses and beliefs of the survey participants are being 

influenced outside of IDT, or that the influence of IDT extends beyond just the portion of the 

population that watches IDT and affects society’s perception of interior design as a whole. 
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Hypothesis 4:  Individual perceptions will differ noticeably for key issues from the 

previous hypotheses across the following demographics: 

 

 a. Age Group 

 

Figure 46.  Age Group; Importance 

 

 For the above figure, the feedback from the survey statement “I believe that interior 

design plays an important role in society,” is graphed as a percentage of the total respondents 

and grouped by the corresponding answer to the statement “Please select your age group.”  

While the largest overall response is “Somewhat agree,” there is no correlation with age 

groups. 
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Figure 47.  Age Group; Inform – Designers’ Backgrounds 

 

 The above figure is a graph for the responses to the question “Would you like design 

shows to inform you of the design background of the designers before you take them and 

their actions seriously,” as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please select your age group.”  The largest response 

is for “Yes, it would be nice to know,” but the data does not significantly differ by age group. 
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Figure 48.  Age Group; Interest 

 

 For the figure above, feedback for the statement “I am interested in interior design,” 

was graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the statement “Please select your age group.”  Again, there is little to no correlation 

with the age group demographic. 
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Figure 49.  Age Group; Perception 

 

 The above figure is a graph of the responses to the question “What type of perception 

do you have of the interior design industry based on what you have seen on design television 

shows,” as a percentage of the total respondents and grouped by the corresponding answer to 

the statement “Please select your age group.”  Results are mostly split between “No opinion 

towards the interior design industry” and “Positive perception of the interior design 

industry.”  There are small deviations across the age groups, but the deviations do not contain 

a trend. 
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Figure 50.  Age Group; Watch IDT 

 

 For the figure above, feedback for the question “Do you ever watch any design shows 

on television,” was graphed as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please select your age group.”  No trend exists for 

this watching IDT in relation to age group. 
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Table 8.  Hypothesis 4a, One-way ANOVAs 

 

 The tables above are one-way ANOVA analyses for hypothesis 4a.  Questions 

Inform- Backgrounds and Perception have p-values below the statistical significance 
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threshold of 0.05, meaning there are significant differences between the groups defined by 

the answers to the independent question Age Group. 

 

Table 9.  Hypothesis 4a, Pearson Correlation Matrix 

 

 The table above is a Pearson Correlation Matrix for the Age Group demographic and 

the questions explored.  There is almost no correlation between Age Group and any of the 

other five questions. 

 

b. Gender 

 

Figure 51.  Gender; Importance 
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 Figure 51, the feedback from the survey statement “I believe that interior design plays 

an important role in society,” is graphed as a percentage of the total respondents and grouped 

by the corresponding answer to the statement “Please select your gender.”  While no strong 

correlation exists, comparing the “Agree” and “Disagree” results shows that females are 

more likely to find interior design to be important to society, and males are more likely to 

disagree. 

  

 

Figure 52.  Gender; Inform – Designers’ Backgrounds 

 

 The above figure is a graph for the responses to the question “Would you like design 

shows to inform you of the design background of the designers before you take them and 

their actions seriously,” as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please select your gender.”  From these results men 
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are more likely not to have formed an opinion about whether or not they want to learn more 

about IDT designers’ backgrounds.  The answer receiving the largest percentage of responses 

was “Yes it would be nice to know.” 

  

 

Figure 53.  Gender; Interest 

 

 For the figure above, feedback for the statement “I am interested in interior design,” 

was graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the statement “Please select your gender.”  Females are more likely to have some 

level of interest in interior design, while males are much more likely to have none. 
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Figure 54.  Gender; Perception 

 

 The above figure is a graph of the responses to the question “What type of perception 

do you have of the interior design industry based on what you have seen on design television 

shows,” as a percentage of the total respondents and grouped by the corresponding answer to 

the statement “Please select your gender.”  Considering the graph above, a positive 

correlation exists between female respondents and a positive perception of interior design 

and a negative correlation exists between men and a positive perception of interior design. 
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Figure 55.  Gender; Watch IDT 

 

 For the figure above, feedback for the question “Do you ever watch any design shows 

on television,” was graphed as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please select your gender.”  Comparing the answers 

“Yes,” and “No,” there was an obvious correlation that women are much more likely to 

watch IDT. 
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Table 10.  Hypothesis 4b, T-Tests 

 

 

 Table 10 is the results for the set of t-tests used to analyze hypothesis 4b.  Each 

question analyzed has a p-value below the threshold.  This implies that the independent 

question Gender has a strong correlation with each question analyzed. 
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Table 11.  Hypothesis 4b, Pearson Correlation Matrix 

 

 

 Table 11 is the Pearson Correlation Matrix for the Gender Demographic.  There are 

several mild and moderate correlations between the survey participant’s gender and their 

answers to the questions described by the preceding graphs.  The strongest correlation exists 

for the question “Do you ever watch any design shows on television,” with a coefficient of -

0.427, meaning women are more likely to watch IDT than men.  Interest in Interior Design, 

Perception of Interior Design, and Importance of Interior Design are all negative coefficients, 

-0.348, -0.237, and -0.149 respectively.  The negative coefficients again describe a 

relationship between women being more likely to be interested in interior design, have a 

positive perception of interior design, and believe interior design is important to our society. 
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c. Location 

 

Figure 56.  Location; Importance 

 

 For figure 56, the feedback from the survey statement “I believe that interior design 

plays an important role in society,” is graphed as a percentage of the total respondents and 

grouped by the corresponding answer to the statement “Please choose an answer that best fits 

where you live geographically.”  The graph depicts a trend where the participant is more 

likely to agree that interior design is important as the city they live in gets larger. 
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Figure 57.  Location; Inform – Designers’ Backgrounds 

 

 The above figure is a graph for the responses to the question “Would you like design 

shows to inform you of the design background of the designers before you take them and 

their actions seriously,” as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please choose an answer that best fits where you live 

geographically.”  Despite differences between the groupings, no correlation can be found for 

the location demographic. 
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Figure 58.  Location; Interest 

  

 For the figure above, feedback for the statement “I am interested in interior design,” 

was graphed as a percentage of the total respondents and grouped by the corresponding 

answer to the statement “Please choose an answer that best fits where you live 

geographically.”  Visible in this graph is a general trend that interior design more likely to be 

viewed as interesting as city size increases. 
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Figure 59.  Location; Perception 

 

 The above figure is a graph of the responses to the question “What type of perception 

do you have of the interior design industry based on what you have seen on design television 

shows,” as a percentage of the total respondents and grouped by the corresponding answer to 

the statement “Please choose an answer that best fits where you live geographically.”  

Results for perception are mixed across the location demographic, with no clear trend or 

correlation. 
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Figure 60.  Location; Watch IDT 

 

 For the figure above, feedback for the question “Do you ever watch any design shows 

on television,” was graphed as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “Please choose an answer that best fits where you live 

geographically.”  Again, no trend or correlation seems to exist for perception when grouped 

using the location demographic. 
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Table 12.  Hypothesis 4c, One-way ANOVAs 

 

 

 Questions Inform – Backgrounds and Perception have significant differences based 

upon the different answers to the question Location as shown in the above one-way ANOVA 
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tables. The question Interest also has a p-value below the 0.1 threshold, which implies 

moderate differences. 

 

Table 13.  Hypothesis 4c, Pearson Correlation Matrix 

 

 

 There are no strong correlations in the above Pearson Correlation Matrix for the 

location demographic.  Other correlations have been touched upon in earlier hypothesis. 

  

d. Interest in interior design 

 

Figure 61.  Interest; Importance 
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 For figure 61, the feedback from the survey statement “I believe that interior design 

plays an important role in society,” is graphed as a percentage of the total respondents and 

grouped by the corresponding answer to the statement “I am interested in interior design.”  

Participants are more likely to agree that interior design is important if they are interested in 

interior design and are more likely to disagree if they have no interest in interior design. 

  

 

Figure 62.  Interest; Inform – Designers’ Backgrounds 

 

 The above figure is a graph for the responses to the question “Would you like design 

shows to inform you of the design background of the designers before you take them and 

their actions seriously,” as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “I am interested in interior design.”  While the 

responses of participants that have no interest in interior design are evenly spread amongst 
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the possible choices, the responses of participants change as their interest increases.  Mainly, 

as interest grows so does the likelihood that they will want to be informed about interior 

designers’ backgrounds. 

 

 

Figure 63.  Interest; Perception 

 

 The above figure is a graph of the responses to the question “What type of perception 

do you have of the interior design industry based on what you have seen on design television 

shows,” as a percentage of the total respondents and grouped by the corresponding answer to 

the statement “I am interested in interior design.”  Participants with no interest in interior 

design are most likely to not have an opinion about interior design, and people with higher 

levels of interest are more likely to have a positive perception of interior design. 
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Figure 64.  Interest; Watch IDT 

 

 For the figure above, feedback for the question “Do you ever watch any design shows 

on television,” was graphed as a percentage of the total respondents and grouped by the 

corresponding answer to the statement “I am interested in interior design.”  An obvious trend 

exists for this graph.  Participants that answered “Yes” are most likely to be very interested in 

interior design.  Participants that answered “Occasionally” are most likely to be somewhat 

interested in interior design.  And participants that answered “No” are most likely to have no 

interest in interior design. 
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Table 14.  Hypothesis 4d, Pearson Correlations 

 

 

Table 15.  Hypothesis 4d, Pearson Correlation Matrix 

 

 

 A positive correlation is present for each of the four questions and the interest 

demographic in the above Pearson Correlation Matrix, with Watch IDT and Important having 

the strongest correlations of 0.479 and 0.405, respectively.  Therefore, interest level affects 

participants’ responses for these questions. 
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Hypothesis 4 Discussion 

 

 After analysis of the survey responses, hypothesis 4 had 2 categories that were  

supported and 2 categories that were not supported.  Two of the four demographics that were 

looked at had no discernable correlation with the survey questions, while the other two both 

had moderately strong correlation coefficients and very apparent trends in the grouped 

graphs. 

  

 Only small trends could be seen in figures 46 through 50 for the age group 

demographic.  And the highest correlation was 0.061, a very weak correlation.  The location 

demographic did better, see figures 56 through 60.  Trends could be seen through as least 

portions of the graphs, but the overall correlations did not appear, with the largest correlation 

being 0.077.  This was only slightly better than the demographic based on age. 

 

 The gender demographic showed strong trends and moderately strong correlations for 

many of the analyzed questions.  For example, see figure 53, where participants’ responses to 

gender and interest in interior design are compared together.  An obvious trend is seen where 

females are more interested in interior design.  This is supported again by the correlation 

table.  Gender and interest data produced a -0.348 correlation coefficient, meaning women 

are more likely to be interested in interior design.  The strongest correlation for gender was 

watching IDT.  The -0.427 coefficient means women are more likely to watch IDT. 
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 The interest demographic also produced trends and correlations.  These can be seen in 

figures 61 through 64.  Here the strong correlations between interest level and importance 

and between interest level and watching IDT imply that participants that are interested in 

interior design are more likely to think interior design is important to society and are more 

likely to watch IDT.   

 

 Hypothesis 4 was supported by the results for both gender and interest.  Combining 

the results for the demographic analysis of both of these groups, the most likely group to 

watch IDT are females interested in interior design.  The correlations found for these groups 

have shown that individual participants’ perceptions differ as a across demographic groups. 

 

 

 

 

 

 

 

 

 

 

 

 

 



98 
 

  CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 

 

Overview  

This study was performed to obtain current perceptions relating to interior design 

from viewers of design television shows.  With the analysis of these perceptions, individuals 

in the interior design profession will be able to have a better understanding of how the 

general public views interior design based on what they see from watching design television 

shows.  Following that understanding, individuals can determine what steps need to be taken 

to help the general public be able to generate more accurate and realistic perceptions about 

interior design.  The long term goal is to accurately educate the public about the field of 

interior design and to help those viewing IDTS to learn about the interior design profession. 

 

Summary of Results 

The results from the survey allowed for an analysis of different myths about interior 

design and the effects that IDT has on them.  Responses were gathered, grouped, and cross-

compared to produce grouped graphs and correlation tables that would allow conclusions to 

be drawn.  Hypotheses 1, 2, and 3 looked at several groups of questions and compared them 

based upon the corresponding answer to how much an individual participant watches IDT.  

The amount of IDT that a participant watches seems to have a positive correlation with 

several of the questions including importance, interest level, and perception.  However, 

watching IDT does not have a correlation with a majority of the questions looked at in these 

hypotheses.  Additionally, hypotheses 2 and 3 looked to support or not support three of Caren 

Martin’s myths as well as several others.  Almost all of these IDT generated myths were not 
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supported. Hypothesis 4 took another look at a few of the questions shown to have 

correlations in the preceding hypotheses and compared them using four different 

demographics.  Two of these demographics, gender and interest level, proved to correlate 

with those questions. 

 

Discussion of Perceptions 

 This study has revealed that individuals who were surveyed and watch IDTS do not 

have negative perceptions about the interior design industry based on what they have viewed.  

Question number 32 (figure 28) on the survey was: What type of perception do you have of 

the interior design industry based on what you have seen on design television shows?  Out of 

the 1641 individuals who answered the question 739, or 45.0%, said that they have a positive 

perception of the interior design industry.  Only 153 individuals, or 9.3% shared, that they 

have a negative perception of the interior design industry.  749 people or 45.6% concluded 

that they do not have any type of opinion towards the interior design industry.  The 

remaining 107 individuals who answered “other” and decided to elaborate on the question 

wrote some interesting responses, 100 of which are outlined in Appendix G.   

 

 Many individuals shared that they do not have a negative perception about the interior 

design industry.  If viewers of television design programs have a more positive perception 

about the interior design industry, but those perceptions are built upon knowledge gained 

from individuals who weren’t properly educated, passed proper exams, etc. (as is the case 

with most “interior designers” on television), one can ask if IDTVs perceptions of the interior 



100 
 

design industry are purely built upon interior design television programs that seem more 

fictional and inaccurately represent the interior design profession? 

 

 Surprisingly, 47.1% of individuals surveyed believe that the designers viewed on 

television have gone to college for interior design.  While 31.4% believe that the designers 

on television have taken proper certification exams, only 17.9% of those surveyed believe 

that the designers on television don’t have any training. Recalling information that was 

shared in a previous chapter, a study that was performed concluded that out of 200 design 

programs airing on television, showed that less than 40% of those claiming to be interior 

designers had any formal education in interior design, or even a closely related background.  

The percentage drops significantly to only 8-10% when looking at those who are actually 

certified interior designers who had taken certification exams.   So given the fact that 78.5% 

of individuals surveyed believe they are watching educated or certified designers on 

television programs, when that is rarely the case, what is leading the viewers to believe that? 

   

 Through this study, several answers and statistics support that individuals are mildly 

educated about the roles that interior designers play, what skills are needed, what type of 

education is required, etc.  There is a general positive perception about the interior design 

industry, this supports that individuals are open and welcoming information about this 

specific career.  In fact, when asked if the participants would like design television shows to 

inform viewers about the designer’s backgrounds before they are taken seriously, 872 people 

which is 51.1% said yes, they would like to know designers educational backgrounds.  Only 
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25.4% said they did not want to know, of which a majority did not watch IDTS anyway, and 

23.5% did not have an opinion.      

 

 Interior design is a very young profession which unfortunately still has some “kinks 

and holes” to fix and fill in.  This study has shown that a large area of neglect has been the 

general audience and viewers of interior design television programs, specifically neglecting 

to educate younger viewers who are now more interested in interior design than ever.   

 

 As you may recall from earlier in this study “75% of the American population gets 

the majority of its information from television and 40% of American homes have no books at 

all” (Costanzo, 1994).  “So much for a time when redoing a teenagers’ bedroom meant a 

fresh coat of paint and new sheets.  Thanks to design shows like Trading Spaces, MTV Cribs, 

celebrities like Mary-Kate and Ashley Olsen, who have their own line of teen furnishings, 

and stores like Nestings Kids, which has its own teen floor in the Toronto location, teenagers 

have become remarkably design savvy.  Many are asking for their own interior designers, 

and many parents are happy to comply.  Sally Healy, of Sally Healy Design in Calgary, is the 

interior designer for the King family’s new house being built just outside Calgary.  She 

charges $115 an hour.  She says teenage clients-and it’s an expanding list-know exactly what 

they want” (Eckler, 2005, pg. 57). 

 

 Teenagers typically watch 11 hours of television each week at home, and those hours 

are found to be right after school, when design television programming is high.  Those 

teenagers have become the students enrolled in college who participated in this survey study.  
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676 people who participated were between the ages of 18 and 20, 575 people were between 

the ages of 21 and 23, and the rest of the numbers decrease from there.  The younger the 

students were the higher their interest was.   

 

 If individuals have a strong interest in the field of interior design and are willing to 

dedicate several hours a week to watching design programming, it would be foolish for the 

interior design industry to not capitalize on this demanding trend and utilize this opportunity 

to educate the viewers.  The individuals who are watching these programs could one day 

become those who sign an interior design bill into or out of legislation, but we have the 

opportunity to educate them now.  

 

 While literature shared in chapter 2 supports that television is influential on 

perceptions of individuals, particularly younger individuals, results from this study have 

shown that perceptions are not heavily influenced by television design programs.  There is 

room to believe that there are other external factors contributing to perceptions towards the 

television design industry. 

 

Recommendations for Future Research 

 Based upon assembling and researching this particular topic interior design versus 

interior decoration and the public’s perceptions of design television shows, the following 

research questions for future research were developed: 

 Research question 1:  Why are individuals watching IDT? 
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 Research question 2:  What are the other external factors that contribute to  

    perceptions towards the interior design industry? 

 

 Based upon literature gathered from this study for future research question 1; the 

viewers that choose to watch interior design programs are seeking something to fill some 

form of void.  It may be unconscious cognitive development which can be for growth of 

knowledge in a particular area or a need for understanding what they perceive is the “interior 

design profession”.  They could also be seeking affective needs which are the needs for 

emotional and aesthetic experience through viewing “interior design” solutions, and the 

desire to see beautiful things, which is why programs are viewed for the full duration of time, 

to see the end result.  They may be seeking personal integrative needs which would build 

their self-confidence, stability, status and reassurance in what they know of interior design.  

They may be seeking social integrative needs by viewing contact with family friends and 

others through reality design television. 

   

 This statement was not directly tested during this study.  The statement was formed 

based on general cognitive needs relative to watching television and has yet to be supported.  

Design television’s impact on cognitive needs could be considered for further research in the 

future. 

 

Conclusion 

 Regardless of the information that is or is not currently available to viewers, this 

study demonstrated that there is a willingness amongst the general public to learn more about 



104 
 

the field of interior design.  The audiences appear to be very open to information and 

knowledge [it’s just a matter of providing them with accurate knowledge].   

 

 If television does not have a strong influence, interior designers could utilize 

television design shows to begin generating positive influence and purposeful information 

about the interior design industry.  The future of education about interior design could be 

explored and should take into consideration technological advances and useful purposes.  

Through identifying public perceptions of the interior design industry that have been either 

mildly influenced or unaffected by interior design television shows, support concludes that 

individuals want more education about interior design.  Clearly there is a large, loyal, 

viewing audience that believes interior design is important to society, as was shown in 

chapter 4, and this audience supported further education and information through IDTS.    

 

 The viewers in general have the perception that they are informed about interior 

design, but show mild signs of being somewhat inaccurately educated about the field of 

interior design that is not shown on television, regardless of if they do watch IDT or do not 

watch IDT (Appendix E).      

 

As stated earlier in chapter 2: Children are the future of our society and they are 

incredibly susceptible to perception generation through television.  American youth 

specifically spend the equivalent of a full-time work week watching television and using 

technological media (Bryant and Bryant, 2001, preface).  With so many children and young 

adults watching television, one might think that they would be gaining some educational 
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knowledge from what they were viewing.   However, 21% of young adult and children’s 

programming has little or no educational value.  During prime time hours, when children and 

young adults are most likely to watch television, only 6% of programs are child and young 

adult friendly (McQueen, 1999, p. 1A), thus encouraging them to seek neutral programming 

such as technical education programming which includes cooking, sporting, and designing 

shows.   

 

“Today 75% of the American population gets a majority of its information from 

television, and 40% of American homes have no books at all” (Costanzo, 1994).  Television 

is an important aspect of social learning.  In the world today a vast majority of knowledge is 

gained from not reading books but from viewing television.  “It is easy to see that we are 

living in a time of rapid and radical social change.  It is much less easy to grasp the fact that 

such change will inevitably affect the nature of those academic disciplines that both reflect 

our society and help to shape it” (Fiske, Hartley, 1992, preface). 

 

Individuals who watch interior design television shows and believe that interior 

design is important to society want to be informed about interior design.  Given the statistics 

and information gained from this thesis, it could be suggested that it is time for the interior 

design profession: professionals, organizations, and professors to take interest and begin 

developing ways to help properly educate the public about the field of interior design and all 

it entails, not only in preparatory academic settings but in much larger “lecture halls”: 

American’s own homes by means of technology and television.  The audience is far too large 

to be ignored. 
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APPENDIX A.  HUMAN SUBJECTS TRAINING APPROVAL 
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APPENDIX B.  IRB SURVEY APPROVAL  
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APPENDIX C.  INFORMED CONSENT DOCUMENT 
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APPENDIX D.  ONLINE SURVEY 
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APPENDIX E.  ONLINE SURVEY RESULTS 
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APPENDIX F.  DATA RECODING FOR ANALYSIS 

Survey questions with answers and their recoded values. 

9.) Please select your gender. (please choose 1 answer) 

a. Male = 1 

b. Female = 0 

10.) Please select your age group. (please choose 1 answer) 

a. 18-20 = 1 

b. 21-23 = 2 

c. 24-26 = 2 

d. 27-30 = 3 

e. 30-40 = 3 

f. 40-50 = 3 

g. 50+ = 3 

11.) I am interested in interior design. (please choose 1 answer) 

a. Very much = 3 

b. Somewhat = 2 

c. Not at all = 1 

12.) Please choose an answer that best fits where you live geographically. 

a. In a city with 1,000,000+ residents = 3 

b. In a city with 500,000 to 1,000,000 residents = 3 

c. In a city with 200,000 to 500,000 residents = 3 

d. In a city with 50,000 to 200,000 residents = 3 

e. In a city with 20,000 to 50,000 residents = 2 
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f. In a city with 5,000 to 20,000 residents = 1 

g. In a city with 0 to 5000 residents = 1 

h. I do not live in a city, I live in a rural area = 1 

13.)  I believe that interior design plays an important role in society. (please choose 1 

answer) 

a. Agree = 3 

b. Somewhat agree = 2 

c. Disagree = 1 

14.)   Are interior design and interior decorating the same? (please choose 1 answer) 

a. Yes, they are the same profession = 1 

b. I’m not sure = 2 

c. No, they are different professions = 3 

15.)   What do you believe is necessary for someone to be an interior designer? (please 

choose all that apply) 

a. Anyone can be an interior designer = 1 

b. Attending any college for Interior Design = 3 

c. Having good taste, sense of style, and knowledge of design = 2 

d. Being qualified by education, experience, and examination = 4 

16.)   What tasks do interior designers do? (please choose all that apply) 

a. Space plan after research and analysis = 0.125 

b. Provide project management and project budgets = 0.125 

c. Comply with similar codes and regulations as in architecture = 0.125 

d. Prepare construction documents used in construction phases = 0.125 
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e. Select paint colors, fabric, and furniture = -0.25 

f. Make homes look nice = -0.25 

17.)   Interior designers are aware of the following: (please choose all that apply) 

a. Environment and safety requirements = 0.1 

b. Handicap accessibility = 0.1 

c. Environment and sustainable guidelines = 0.1 

d. Current trends in the design industry = -0.25 

e. Drafting tools and technology like CAD = 0.1 

f. Environmental psychology = 0.1 

g. Looks, themes, etc. that apply to rooms = -0.25 

18.)   What type of education is needed for someone to be an interior designer? (please 

choose all that apply) 

a. Just talent and networking skills = 0.1 

b. No formal education is needed to be an interior designer = 0 

c. A 2 year degree from a community college = 0.2 

d. A 4 year degree from a college = 0.8 

e. A masters degree = 0.9 

f. A 4 year degree from a CIDA accredited school = 1 

19.)   Do you ever watch any design shows on television? (please choose 1 answer) 

a. Yes = 3 

b. Occasionally = 2 

c. No = 1 
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20.)   Do you believe good interior design can be achieved in 24-48 hours? (please choose 

1 response) 

a. Yes = 3 

b. I don’t know = 2 

c. No = 1 

21.)   Do you believe the goal of interior designers is to surprise their clients? (please 

choose 1 answer) 

a. Yes = 3 

b. I don’t know = 2 

c. No = 1 

22.)   When it comes to materials and furnishings is cheaper always better? 

a. Yes = 3 

b. I don’t know = 2 

c. No = 1 

23.)   Please select and type your favorite designer by picking 1 of the following choices 

or type in your own favorite should he/she not appear in the list.  You may skip this 

question if it is not applicable. 

a. Ty Pennington = -0.125 

b. Hildi Santo Tomas = -0.125 

c. Doug Wilson = -0.125 

d. Ray Eames = 0.05 

e. Louis Sullivan = 0.05 

f. Trisha Wilson = 0.05 
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g. Karen Daroff = 0.05 

h. Taado Ando = 0.05 

i. Frank Lloyd Wright =0.05 

j. Jonathan Adler = 0.05 

k. Genevieve Gorder = -0.125 

l. Holly Hunt = 0.05 

m. Ludwig Mies Van Der Rohe = 0.05 

n. David Rockwell = 0.05 

24.)   Would you like to be informed about the differences between interior design and 

interior decorating shows? (please choose 1 answer) 

a. Yes = 3 

b. No opinion = 2 

c. No = 1 

25.)   Do you feel confused about the differences between interior design and interior 

decorating shows? (please choose 1 answer) 

a. No, I am not confused about the differences of the 2 shows = 1 

b. Yes, I am confused about the differences of the 2 shows = 3 

c. I can’t tell a difference; is there a difference? = 2 

26.)   Would you like design shows to inform you of the design background of the 

designers before you take them and their actions seriously? (please choose 1 answer) 

a. Yes, it’d be nice to know of their educational backgrounds = 3 

b. No, their backgrounds do not matter = 1 

c. I do not have an opinion = 2 



134 
 

27.)   Would you like to know if you are watching an interior design or interior decorating 

show? (please choose 1 answer) 

a. No, it doesn’t matter = 1 

b. Yes, I would like to know which one I was watching = 3 

c. I do not have an opinion = 2 

28.)   What type of perception do you have of the interior design industry based in what 

you have seen on design television shows?   

a. Positive perception of the interior design industry = 3 

b. Negative perception of the interior design industry = 1 

c. No opinion towards the interior design industry = 2 
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APPENDIX G.  PARTICIPANTS’ WRITTEN PERCEPTIONS 

OF INTERIOR DESIGN 

 

Figure 65 A. Participants’ written perceptions of interior design 
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Figure 65 B. Participants’ written perceptions of interior design 
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Figure 65 C. Participants’ written perceptions of interior design 
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Figure 65 D. Participants’ written perceptions of interior design 
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