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 Environmental psychology states that the physical 
environment may convince people to approach or 
avoid that environment (Wohlwill, 1970) 

 

 Retail Industries  have known this for decades  
 consciously manipulating lighting, decorations, and 

placement of articles depending on the desired 
outcomes (Glanz & Yaroch, 2004; Goss, 1993; Kaltcheva & Weitz , 

2006)  



 

 Medical professionals have also rearranged their rooms 
(Ferrell, Paice, & Koczywas, 2008; Whitehead, Polsky, Crookshank, & Fik, 1984)  

 

 More research has been completed on hospitals than 
on private practices  (Arneill AB, Devlin, 2002) 

 

 Arneill and Devlin (2002)  
 35 pictures of 28 waiting rooms 

 comprehensive and reliable measure 

 



 Arneill and Devlin (2002) – 35 pictures of 28 waiting 
rooms 

 After showing participants pictures of waiting rooms, 
the participants felt that they would receive a better 
quality of care if the waiting rooms were well lit, 
contained artwork and plants, had magazines and 
posters, and had spacious seating 

 

 They stated that a comprehensive and reliable measure 
needed to be developed to measure entire 
environments 



 Has been used to empirically evaluate printed 
materials, such as paintings and pictures (Kress & van Leeuwen 

, 1996; van Leeuwen & Jewitt, 2001) 

 

 

 Using SVA, this research looks at a national sample of 
child health centers (CHCs) throughout Sweden in 
order to see if the waiting rooms were designed to 
appeal to mothers, fathers, and/or children.  

 



 

 The analyser inspected the pictures that were taken 
of the CHC 

 The analyser wrote down everything they saw in the 
pictures  

 Everything that was written was a fact 

 After the analyser was finished, another analyser 
would review all of the pictures and the manifest 
analysis 

 Two analysers completely agreed on what was in 
the room 



 After the facts had been written about the waiting 
room (Manifest), the analyser would re-read the 
manifest and re-look at the pictures  

 

 Through subjective analysis, the analyser would 
determine who the room was created for 

 

 The analyser would then make an overall 
conclusion about the orientation of the waiting 
room  



Data collected Nr of CHCs 

Photos of waiting 

room 

31 

Inventory of 

magazines 

29 

Behavioral 

observations 

25 

Municipalities Nr of CHCs 

Enköping 3 

Knivsta 1 

Leksand 1 

Mora 1 

Rättvik 1 

Skåne 1 

Sotenäs 2 

Stockholm 6 

Tanum 1 

Uddevalla 1 

Upplands Väsby 1 

Uppsala 8 

Vilhelmina 1 

Älvkarleby 1 

Östhammar 2 

Total 31 



 Positive family environment 
 Addresses the needs of both women and men. as well as the needs of children. Represent 

men. women. and children in (about) equal amounts. An environment that has ample 
modalities for social interaction and play.  

 Child-mother/woman focused 
 Clearly gender-marked by posters. brochures. bulletin boards or exclusive spaces. 

indicating that the mother is expected to be here with the child. Obvious areas for children 
to play in. 

 Child focused 
 Clearly geared at children and their needs with many different toys. There is a balanced 

gender-marking of the environment as male or female. but the focus on children is much 
more emphasized. 

 Neutral 
 These waiting areas. although it may be functional. tend to not be large. lacking activities 

for children and social interaction for adults. Additionally. there is no over-representation 
of males. females. or children on the bulletin boards and brochures. 

 Female territory 
 Bulletin boards and brochures in these waiting areas tend to be exclusively aimed at the 

female sex. whether a mother or woman. Additionally. there is a lack of toys for children to 
play with. The room is clearly focused on female needs. without including fathers or 
children. 



 After the analysers independently completed 
the latent analyses, they looked through the 
latent analyses together 

 

 Three analysers were involved: 
 1 woman and 2 men 
 1 had children, 2 did not 
 All 3 had different cultural backgrounds 

 

 The analysers met in a collaborative group to 
discuss their findings and their co-analyser’s 
findings. 



 As a group, the 3 analysers went methodically 
through each CHC to compare similarities and 
differences 

 

 Level of Agreement (LA)— scale of 1 to 3  

   1 = close or complete agreement 

   2 = mostly agree, but can have up to 2 
        small discrepancies 

   3 = does not agree  



 Of the 31 CHCs, all 3 researchers reached consensus 
 

 LA 1 = 25 CHCs 

 

 LA 2 = 6 CHCs 

    

 LA 3 = 0 CHCs 

 



 While going through the latent analyses, CHCs 
were divided into categories (by way of a thematic 
analysis of the latent analyses) 

 

 5 distinct categories were found 
 Child-mother/woman focused 

 Positive family environment 

 Child focused 

 Neutral 

 Female territory 













 Child-mother/woman focused = 12 CHCs 

 Positive family environment = 8 CHCs 

 Child focused = 6 CHCs 

 Neutral = 3 CHCs 

 Female territory = 2 CHCs 

 

 Since it’s the policy of the CHCs to include all 
members of the family, the CHCs should reconsider 
who their waiting room environments appeal to  

 



 

 To see if there are differences in who visits a CHC 
office 

 

 To see what other influences there are in creating a 
waiting room—i.e. if the nurses want fathers to come 

 

 To have SVA be replicated 

 



Magazine At nr of BVCs 2007 2008 

Föräldrar och barn 26 > 75 % female readers 60-75 % female readers 

Vi Föräldrar 15 60-75 % female readers 60-75 % female readers 

Föräldraguiden Bebis 11 * * 

IcaKuriren 10 60-75 % female readers 60-75 % female readers 

Damernas värld 8 > 75 % female readers > 75 % female readers 

Mama 7 > 75 % female readers > 75 % female readers 

Sköna hem 6 60-75 % female readers 60-75 % female readers 

Med Barn 6 ** ** 

Må bra 6 > 75 % female readers > 75 % female readers 

Föräldrar och barn - 

Gravid 6 > 75 % female readers > 75 % female readers 

* Primarily turns to women. and is most likely read by women (personal communication. person 
in charge of communications) 
** Stated target group is expecting parents (mothers and fathers). but also clinical personnel 
(personal communication. editorial staff) 

 



Group of mag.s  
Positive family 

env. (8)  

Child-mother/ 

woman (11)  
Child (5 )  Neutral (3 )  

Female 

territory (2)  

Antiques, interior 

design, garden  
0.25 0.82 0.40 1.33 3.00 

Art  0.13 0.09 0.00 0.00 0.00 

Beauty  0.00 0.09 0.00 0.00 0.00 

Boat and car  0.25 0.27 0.60 0.33 0.00 

Children, parents, 

pregnant  
2.88 3.73 5.00 2.33 4.50 

Computer/tech.  0.00 0.18 1.00 0.00 0.00 

Consumer  0.13 0.09 0.00 0.00 0.00 

Finance  0.00 0.09 0.00 0.00 0.00 

Food  0.00 0.00 0.40 0.00 0.00 

Gossip  0.00 0.09 0.20 0.33 0.00 

Health  0.13 0.45 0.60 0.67 1.00 

Hunt  0.13 0.18 0.00 0.00 0.00 

In-depth articles  0.00 0.09 0.00 0.00 0.00 

Music  0.00 0.09 0.00 0.00 0.00 

Science  0.25 0.36 0.20 0.33 0.00 

Spiritual  0.00 0.18 0.20 0.00 0.50 

Sports and 

outdoors  
0.13 0.36 0.40 0.33 0.00 

Travel  0.13 0.27 0.20 0.00 0.00 

TV 0.00 0.09 0.00 0.33 0.00 

Weeklies (e.g. 

Allas)  
0.25 1.09 0.20 1.00 2.00 

Woman  0.50 0.55 2.00 3.00 1.50 


