
Online International Interdisciplinary Research Journal, {Bi-Monthly}, ISSN 2249-9598, Volume-V, May 2015 Special Issue 

 
w w w . o i i r j . o r g                      I S S N  2 2 4 9 - 9 5 9 8  Page 77 

To study The Apparel Retail Stores Atmospheric Cues: Impact on Consumer 

Buying Behavior ((An Exploratory Study of Apparel Stores in Uttar Pradesh 

State) 

 
a
Arti Lata, 

b
Deepak Jain, 

aResearch Scholar (Ph.D), Shri Mata Vaishno Devi University University, J&K,, India 
bAssociate Professor, School Of Business, Shri Mata Vaishno Devi University, J&K, 
India 

 
 

 
This paper provides an insight into the atmospheric cues of Apparel retail 
environment cues which are the driving forces and significantly influence shopping 
behavior and indirectly act as a patronage for the retail players.  There are various 
players in apparel segment in terms of stores desigin the study is aimed to find out 
impact of store atmospheric cues effects on the buying behavior of the customers 
visiting “Organized Stores” Four dimensions is display, music, Lighting, employee 
and Lighting are studied and results reveal as to why these cues or factors is important 
for customer shopping decisions to increase the sales of the stores. The study also 
reveals the dimensions of apparels stores and it’s important and increase Influenced 
buying of the consumers visiting the stores and also to provides or support a strategic 
approach to the corporate and academician by summarizing the current state of 
knowledge.  
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INTRODUCTION: 
Indian Apparel retail industry is one of the fastest growing organized retail markets in 
the world according to Kearney, well known international management consultancy 
firm. The retail sector is experiencing exponential growth, with retail development 
taking place not just in major cities and metros, but also in Tier II and Tier III cities. 
Retail market in India is expected to reach US$ 866 billion by 2015 from the current 
US$ 516 billion. The organized retail segment in India is expected to account for 20 
percent of the overall retail market by 2020. Net retail sales in India are also quite 
significant among emerging and developed nations. India’s strong growth 
fundamentals along with increased urbanization and consumerism opened immense 
scope for retail expansion. 

The Indian retail industry has experienced growth of 10.6 per cent between 2010 and 
2012 and is expected to increase to US$ 750 -850 billion by 2015. The country’s 
traditional retail industry is expected to grow at an average annual rate of 5 per cent 
over the next year, while the organized retail is estimated to register a growth rate of 
around 25 percent during this period. As per the PWC (2013). Report, Indian retail 
sector India is one of the most desirable retail destinations in the world. India has a 
large and inspirational middle class of 75 million households. Middle class consumers 
want product which are value driven. India also has 500 million Indians are driving 
purchases in mobile phones, fashion, accessories, food and beverages, quick service 
restaurants. The 700 million Indians residing in rural India are an opportunity that 
retail and consumer (R&C) companies cannot ignore.  

Abstract 
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The buying process in a retail store environment is triggered when consumers 
recognize that their desires are not satisfied. Especially when consumer plans about 
window shopping, and decision to select a particular store, time spend inside and 
purchased or not be purchased is greatly influenced by the store environment. Since 
customer’s expectation are getting higher and think for additional beneficial elements 
before their final purchase. A unique and pleasant store atmosphere is one of the 
elements which are highly demanded by the customers. 

Store atmosphere is one of the recent areas of research in the field of marketing; the 
term atmosphere is first described by author Kotler (1973). “The effort to design the 
buying environment that can stimulate buyer’s emotional states which ultimately 
affect their purchase behaviour” and also discussed that the different cues of store 
atmosphere such as sound, color and textures has directly impacted on customer 
arousing behavior and significantly contributed a favorable purchasing probability 

What makes an atmosphere? 

Kotler (1974) categorized store atmospherics into four different dimensions with 
considering the customers’ sensory channels to an environment 1) Visual – color, 
Brightness, Sized & Shape 2) Aural Volume & Pitch 3) Olfactory – Scent 
&Freshness 4) Tactile – Softness, Smoothness& Temperature 

Berman & Even (1995) have more categorized, of store environments into five 
factors. Turley and Milliman (2000) suggested more refined taxonomy of atmospheric 
elements and also explained its impact on shopping behavior. However, many of these 
variables are subject to research. Variable General External Variables Layout and 
Design Variables Point-of-purchase & decoration Variables Human Variable 
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Environmental Psychology and store Atmospheric 

The environmental psychology defines as the study of the “interrelationship between 
environment and human behavior, (De Young, 1999, p.1) such environment has 
included different factors like social and artificially builds ambient factors inside the 
store.  

Garling and Golledge (1983) pointed out the several elements, when exploring 
environmental psychology .Below mentioned is following elements (De Young, 1992, 
pp.1-2). 

� Attention- how customers voluntarily or involuntarily notice the store 
environment 

 
� Perception and cognition maps- how customers image the build environment 

and information through this imaging is stored in the brain as cognitive maps 
and finally linked with recall of experience make it correct. 

 
� Preferred environments- Customers seek out the controlled places. 
� Environmental Stress and Coping – Failure of choosing a preferred 

environment, with the lacking of uncertainty, and stimulus overload. 
� Participation – Designing, managing and restoring the environments. 

Environmental psychology is to examine the relationship between planned 
environment and human behavior. Donovan and Rossiter (1982), have adopted the 
SOR Mehrabian-Russell model, and proved that significant contribution in establish 
atmospheric, as a part of environmental psychology .They found that pleasant store 
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environment  enhance the shopping time and browsing ,and also increase the level of 
satisfaction . 

Kaplan (1973) Pointed out the individual might perceive environment in different 
ways, and developed a model of environmental preferences. This environmental 
preference framework environmental information and explore environment positively 
contribute in customer’s perception and customer also perceive positively towards the 
store. Retail environmentalists want to use those frameworks to create store 
environment that can trigger purchase behaviors. 

Importance of Customer Buying behavior study: 

Many researchers have realized the significant impact of store atmosphere on 
consumer behavior (Baker et al., 2002; Bitner, 1992; Hoffman & Turley, 2002; 
Russell & Mehrabian, 1973), but the empirical research for the impact of store 
atmosphere on consumer behavior is still limited.Turley and Milliman (2000), identify 
that past studied only studied the one atmospheric cue at a time, hence ignored the 
comprehensive effects of others atmospheric stimuli. For this research we try to use 
all the relevant store atmospheric stimuli to interpret its effect on consumer shopping 
behavior .By considering the different type of store atmospheric stimuli, it could help 
the retailers into predict the shopping behavior in future. 

Literature Review: 

Display and Layout 

According to Turley and Milliman (2000) Store display and layout has included 
fixture, merchandising In-store traffic flow, department location, and allocation of 
floor space within department. Store display and layout, are considering when 
retailers are willing to get attracted more customers. According to Kotler (1973) 
product display is selected merchandising that deliver the message of retailers to the 
customer like, discount offer, new arrival ,promotion etc.  

Music Variable: 

Volume, thyme and tempo these three factors has manipulated by retailers to get more 
attention of customers to their stores (Millman, 1982, 1986; Smith, Patricia, & Ross, 
1966; Yalch& Spengenberg, 1993). Playing proper music in store could able to 
stimulate the mind of consumers and lead the positive emotional response (Ruchi, 
Zillur, & Iswar, 2010).'Proper music means that playing the right music with right 
tempo at the right time may create the positive effect on consumer shopping decision. 

According to Bruner (1990) customers feeling may be controlled by the playing 
background music .With favorable and suitable background music in the retail store, 
could help to reduce the negative effect regarding waiting in queue for services 
because background music could distracts the customers in the sense waiting time 
(Hui, Dube,&Chebat,1997). 

Lighting Variable 

According to Ruchi (2003) Lighting is used to give more focus to product and create 
an atmosphere. Lighting has directly impacted the customer perception towards the 
retail store image, brand and also their mood to shop in the store. In store lighting 
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influences the customer’s perception for the store, valve and also their expenditure 
(Areni& Kim, 1994). 

According to James and Mehrabian (1976) in-store lighting is one of the significant 
factors which have higher impact on consumer behavior. According to Vaccaro, 
Yacetepe, Baumgarten, and Lee (2008) found that brighter light with having low 
intensity is creating the positive customer perception for the product. 

According to Akinyele (2010) that cleanliness could improve store atmosphere. 
Cleanliness of a store will create positive impression among consumers and lead them 
stay for a longer time and also assess them for revisit the store again in future 
(Gajanayake, Gajanayake, &Surangi, 2011). 

Employee and Floor Merchandising Factors: 

According to Fournier (1998) found that relationship between customers and 
salespersons is inexplicable unless customer not contacting the salesperson regarding 
their quires. Customer will have different expectations towards salespersons based on 
types of store atmosphere. In different types organized retail stores, salesperson will 
provide different information and responsibility towards their target customers 
(Harris, Harris, & Baron, 2001). 

Situational factors that significantly impacted the customer experience with 
employees and services (Bell, Paul, Morrris, &Micheal, 1991). Attitude and behavior 
of the employees also will affect the customers’ experiences towards the store 
Customer feel satisfied when the employees are able to solve their quires. 

According to Akinyele (2010) that cleanliness could improve store atmosphere. 
Cleanliness of a store will create positive impression among consumers and lead them 
stay for a longer time and also assess them for revisit the store again in future 
(Gajanayake, Gajanayake, &Surangi, 2011). 

According to Carpenter and Moore (2006) Showed that cleanliness is the most 
important among other store atmospheric cues that affects customers to buy more 
things and stay longer. The study has conducted by Gajanayake (2011) and mentioned 
that mean average value of cleanliness is 3.770, which ranked as second most 
important store atmospheric stimuli and also proved in his study that cleanliness 
factor also influences the customer shopping behavior. 

Need For the study: 

Today’s customer seeks for extra advantages and more shopping experiences which 
are more than a product. A multi attribute environment is demanded by customer, 
which enforce retailers/stores to maintain and provide multi-dimensional retail 
environment as demanded by customer. So as result, a critical issue/challenge for 
retailers is store atmosphere, retails are focusing to differentiate retail/store’s 
environment from their competitors, and try to create an attractive store atmosphere 
by using different/right combination of various stimuli with the following the 
objectives, to identify customer’s buying intentions and to get satisfied the customer’s 
need with the product and other environmental attributes. 

Retailers have already initiated developing better and unique store environment to 
satisfy the customer. In the present scenario, knowledge about quality, variety, style, 
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brand, services and price with respect to merchandise mix and secondary factors like 
ambience, parking space, personal assistance, sitting lounge, and home delivery, 
which force retailers to enhance the service mix and retailers/stores, are trying to 
differentiate by providing good service mix and best combination of atmospheric cues 
and try to gain an upper hand in competition. 

Objectives: 

1. To study the In-store atmospheric cues (Display, Music, Lighting and 
Employee and Floor Merchandising) which are contributing in consumer 
buying behaviour? 

2. To understand the interactive effects of the store atmospheric cues. 
 

Research Design, Sample and Data: 

The research design is divided into two sections; first section is exploratory study and 
second is descriptive in nature. In the exploratory study the “Atmospheric Cues’ of 
“Apparel Stores” were interviewed to understand and investigate the dimensions of 
atmospheric cues. The study was purely focused on the impact of atmospheric cues in 
terms of Apparel retail stores, selected as a product category for conducting this 
research. 

The sample size used is 100 but 16 was outliners hence, total revised sample size total 
84.The used sampling technique was mall method, were asked to customer for filled 
the survey questionnaire form. Thus sampling procedure is purposive in nature. The 
survey was conducted in Uttar Pradesh State in second tier cites .SPSS statically tool 
has been used to analyses the research data. 

Research Hypothesis: 

H1: Customers who buy are influenced by Apparel store Display. 

H2: Customers who buy are influenced by Apparel store Music 

H3: Customers who buy are influenced by Apparel store Lighting 

H4: Customers who buy are influenced by Apparel store Employee and Floor 
Merchandise. 

Table 1: Factor Analysis (Extraction Method: Principal Component Analysis with 
varimax extraction) 

                       Influenced  Buying  Behavior  (Section 1)     Components 

1 2 

1) Does store has clear instruction and display which 

help/support you in smooth walk inside the store 

.226 .822 

2) Does effective and organized store design/layout has 

impact on your emotion/interest or, is an important 

factor to select any retail for first visit or revisit? 

.829 .269 
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3) Does store has clear instruction and display which 

help/support you in smooth walk inside the store? 

.785 -.236 

4) Do good display/ presentation technique/style 

help/support you to get your specific product easily 

-0.23 .860 

5) Does good display of merchandise/product in the 

store encourage you for shopping? 

-763 .282 

                                          Component Eigen value  -2.227 1.333 

                                       % of Variance Explained  45% 27% 

                 Influenced by Apparel store Music  (Section 

2)  

                 1 

6) The background music ,makes my shopping in this 

store more enjoyable 

.833 

7) Does the store played music, encourage you for 

revisit in future to the same store. 

.833 

                                     Component Eigen value  1.388 

                                     % of Variance Explained  69% 

    Influenced by Apparel store Lighting   (Section 3)  1 2 

8) Does the store used brighten light makes you 

comfortable and pleasing with the store environment. 

.869 -0.23 

9) Is the store dim light get you annoyed/unhappy and 

encourage for not to see the product under the dim 

light/lower light. 

.831 .146 

10) Does the Bighting light make you alive and happy at 

the time of shopping? 

1.37   
 

.833 

11) Does the store attractive used lighting makes you to 

stay more. 

.342 .76.8 

                                   Component Eigen value  1.747 1.225 

                                       % of Variance Explained  49% 31% 

  Influenced by Apparel store Employee and Floor 

Merchandise. (Section 4) 

                 1 

 12)  does the dirty presence of store makes you store 

conscious about purchasing the product                                                         

.838 

13) Does professional behavior of stores sales person 

gives you prestige feeling about the store product and 

store. 

.791 

14) does the usually well Cleaned and hygiene looking .373 
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store makes your shopping experience as good and 

encourage you for future shopping. 

                                              Component Eigen value 1.467 

                                       % of Variance Explained 48% 

 
For hypothesis testing, question 2 of section 1, as it has the highest value 0.829 in 
component 1 of principal component matrix with Eigen value 2.22 and percentage of 
variance explained 45%, in dependent variable checked over with various 
independent variables (Table: 1). For first hypothesis (H1) independent variable from 
section 2 is question 6 as the value in both the component is same hence, first 
component is taken for analysis with value 0.833 with Eigen value 1.388 and 
percentage of variance explained 69% (Table: 1). For second hypothesis (H2) 
independent variable from section 3 is question 8 as the value in first component is 
highest 0.869 with Eigen value 1.747 and percentage of variance explained 44% 
(Table: 1). For third hypothesis (H3) independent variable from section 4 is question 
12 as the value of the same is 0.838 with Eigen value 1.467 and percentage of 
variance explained is 48% (Table: 1).  

Correlation and Regression Analysis: 

Pearson correlation tests were conducted to see the correlations between the 
dependent variable (Influenced buying) and independent variables (Table 2). In 
addition linear regression analysis was conducted for the hypothesis testing using 
Influenced buying tendency as a dependent variable and each Selected Atmospheric 
Cues variable (Table 3). 

                                    2: Correlation with Influenced Buying 

Variables  Pearson 

Coefficient  

 

Significance 

(p)  

 

 

Display 0.425  

 

0.000  

 

Music 0.214  

 

0.051  

 

Lighting 0.395  

 

0.000  
 

 

Employees and Lighting 0.512  

 

0.000  
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Table 3: Hypotheses and conclusion with determining coefficients and p-values 

from regression analysis 

Hypothesis  
 

Intercept  
 

Slope  
 

R Square 

Co-efficient  
 

p-

value  
 

 
Conclusion  
 

H1  
 

2.602  
 

0. 372 
(4.247)#  
 

0.180  
 

0.000  
 

Customer’s 
Influenced buying 
behavior and 
Display has direct 
relationship. 
 

H2 
 

2.916  
 

0.282  
(1.980)*  

0.046  
 

0.051  
 

Customer’s 
Influenced buying 
behavior and in-store 
Music are related but 
there is no direct 
relationship.  
 

H3 
 

2.789  
 

0.359  
(3.891)#  

0.156  
 

0.000  
 

Customer’s 
Influenced buying 
behavior and 
Lighting is related 
directly.  
 

H4 
 

2.223  
 

0.473  
(5.393)#  

0.262  
 

0.000  
 

Customer’s 
Influenced buying 
behavior and 
Employee and 
Lighting are related 
directly.  
 

             t- Values in parenthesis *Insignificant #Significant 

H 1: In the result of a Pearson correlation test, a significant correlation was shown 
between Influenced buying and Display with value 0.000 since value (p<. 0.001) was 
smaller, the data provided sufficient evidence that Display was significantly related 
with customers’ Influenced buying behavior. The regression analysis also found that 
Display has weak significance on customers’ Influenced buying behavior with R 
square co-efficient 0.180. This suggested that there was a directional relationship 
where Display significantly influenced customers’ Influenced buying behavior 
.  
H2: The Pearson correlation test resulted in a higher p-value 0.051 for the second 
hypothesis, suggesting there is no significant correlation between Influenced buying 
and Music. In consistence with the result of the correlation test, the regression 
analysis found that Music also did not significantly influence customers’ Influenced 
buying behavior. This finding was not surprising because the result of the R square 
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co-efficient of the test showed much smaller coefficient (.046) for the relationship 
with Music than the coefficient (.180) for the relationship with Display even though 
they both did not have significant relationships with customers’ Influenced buying 
behavior.  
 
H3: The result of a Pearson correlation test found a significant correlation between 
Influenced buying and Lighting with value 0.000. The regression analysis suggested 
that the Lighting has weak correlation 0.156 on customers’ Influenced buying 
behavior. The data provides sufficient evidence that there was a significant directional 
relationship between customers’ Influenced buying behavior and Lighting suggesting 
that although customers’ Influenced buying behavior and Lighting are correlated.  
 
H4: The Pearson correlation test found a significant correlation between Influenced 
buying and Employee and Floor Merchandising with a p-value 0.000. As expected, 
the regression analysis found that Employee and Floor Merchandising significantly 
influenced customers’ Influenced buying behavior with value 0.262. The result of the 
R square coefficient test showed much higher coefficient (.262) for the relationship 
between customers’ Influenced buying behavior and influence of Employee and Floor 
Merchandising than the coefficients for the relationship with Display (.180) or 
Lighting (.156). This result suggests that Employee and Floor Merchandising 
significantly influenced customers’ influenced buying behavior. 

CONCLUSION:  

This study investigated some external factors that influence Influenced buying 
behavior as it is immediate with no pre-purchase decision. The results proved that 
there is a pivotal relationship between customers’ Influenced buying behavior and 
Display, Lighting and Employee and Floor Merchandising. Even though, Music did 
not significantly lead to customers’ Influenced buying behavior, the results still 
suggested that this variable and consumers’ Influenced buying behavior are 
correlated. It can be agreed that all four types of visual merchandising variables (i.e., 
Display, Music, Lighting, and Employee and Floor Merchandising) are significantly 
interrelated and that relationship generates the influences on consumers’ Influenced 
buying behavior. When consumers are exposed to these visual stimuli, they more 
likely make purchase decisions on Influenced. This suggests that these visual 
merchandising practices, serving as stimuli that provoke a desire that ultimately 
motivates a consumer to make an unplanned purchase decision upon entering the 
store, significantly influence consumers’ Influenced buying behaviors. In-store 
browsing appears to be positively affected by consumers’ Influenced buying 
tendency, and in turn, has a positive impact on consumers’ positive feelings and 
Influenced buying urges (Beatty & Ferrell, 1998). Marketers must use this findings 
efficaciously to increase sales of their store and innovate themselves in terms of 
display. Since, Display has impact on Influenced purchase it will increase foot falls of 
the store, if the window of the store is very attractive. Employee and Floor 
Merchandising and floor display will enhance the experience of the store. So 
marketers must use these dimensions creatively. This study has revealed usefulness 
and effectiveness of visual merchandising in understanding consumers’ behavior of 
Influenced buying. 
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