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NepiAnyn

'EVa VEO EPEUVNTIKO PEUMA, OXETIKO ME TNV ATUMOOAIPd TOU hAE-
KTPOVIKOU KATAoTAMATOC, UNEPRAIVE! TA GpIa TNC MEAETNG TWV ASI-
TOUPYIK®WV XAPAKTNPICTIKOV TOU NAEKTPOVIKOU KATAOTAMATOC KABWE
NPAYHATEVETAI TA QIOBNTIKA XAPAKTNPIOTIKA TOU NAEKTPOVIKOU KATa-
GTAMATOC KA TNV gNiISPACH TOUC 0TN ouMNEPIPOopa KATAavanwTh. To
napov apepo anoTeNE Hia KPITIKHh avackonnon e BiRAIoypadiac oto
B£ua NG ATUOCHAIPAC GTO CUMBATIKO KAl TO NAEKTPOVIKO AIVEUNO-
pIKS Katdaotnpa. Mo CUYKEKPIMEVA, N Napouoa MEAETN anoTens pia ou-
vontikh avadopd yia TV enidpacn Tou XpOMATOC 6TO CUMBATIKO Kal
TO NAEKTPOVIKO KATAGTNMA. H Taxeia £EANA®oN TOU NAEKTPOVIKOU
£UNOPIOU Kal N METARACN aNG TO CUMBATIKO KATACTNUA OTO NAEKTPO-
VIKO KATAoTNNA, KaBIoTA anapaitnth Th O£0PNCN TNEC ATUHOCHAIPAC WE
ONUAVTIKO GTOIXEIO TOU MIYMATOC MAPKETIVYK, TOOO YIa TO CUUBATIKO
0G0 KAl YIa TO NAEKTPOVIKO KATAoTNHA.

Abstract

A relatively new research stream, web-atmospherics, goes beyond
the functional qualities of online stores to the aesthetic qualities of
online stores and their effects on consumer behaviour. The present
paper constitutes a critical review of existent literature of atmos-
pherics in retailing and e-tailing. Specifically, this study is a report of
the impact of color in the traditional and the online store. The rapid
expansion of e-commerce and the transition from “brick-and-
mortar” retailers to “click-and-bricks” businesses imposes the consid-
eration of store atmosphere as a critical element in the marketing mix
for both the traditional and the online store.
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Introduction

The interaction between the physical environment and human behaviour
in many different settings (e.g., stores, housing, hospitals, prisons, etc) has
been the focus of research in the field of environmental psychology. Envi-
ronmental psychologists have argued many decades ago (Mintz 1954; Maslow
and Mintz 1956) that the environment is capable of influencing a wide range
of behaviours, providing a context in which these behaviours occur. In the
field of marketing, Kotler (1973-4, p. 50) has claimed that consumers respond
to something more than simply the tangible product. Consumers respond to
the total product that includes -among others, things like sales policy, serv-
ices and so on- the place at which this product is purchased or consumed.

Atmospherics is defined as “the conscious design of buying environments
to produce specific emotional effects in the buyer that enhance his purchase
probability” (Kotler 1973-4, p. 50). The seminal work of Kotler on the effects
of store atmosphere on consumer behaviour and his definition of store at-
mospherics initiated an extended research initiative. The development of a
cue typology serves as a theoretical basis in order to define the components
of store environment. According to Lewison (1994), the store environment
comprises three basic factors: a) store image, b) store atmospherics and ¢)
store theatrics (Figure 1).

Figure 1: The Conventional Retail Store Environment

Store Environment

Store Image Store Atmospherics Store Theatrics
- Externa - Sight Appeal - Décor Themes
impressions - Sound Appeal - Store Events
- Internal - Scent Appeal
Impressions - Touch Appeal
- Taste Appeal

Based on the principles of environmental psychology, Mehrabian and Rus-
selll (1974) used a Stimuli-Organism-Response (S-0-R) paradigm (Figure 2) for
studying the effects of store atmosphere on consumer behaviour. Their ap-
proach lies in the contention that an individual's perceptions of, and behav-
iour within a specific environment are the result of the emotional states
created by that environment. Specifically, Mehrabian and Russelll (1974) pro-
posed that the environmental stimuli of the store influence the affective
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states of pleasure and arousal, which, in turn, affect consumers’ behavioural
responses (i.e., approach and avoidance) to the store.

Figure 2: The Stimuli-Organism-Response (S-0-R) Framework

Emotional States: Responses:

or

Sourse: Menhrabian and Russell Model 1974

Environmental
Stimul

Color Research

Color research is scientifically inter-disciplinary as it is conducted by biol-
ogists, anthropologists, psychologists and marketing scholars. Human beings
and other creatures have been found to respond to colors in certain ways.
From an evolutionary perspective, the ability to discriminate colors and to
subsequently respond to them may be a determinant of survival (Crozier,
1999).

When one refers to color (e.g., blue, red, pink), one refers to one of the
three dimensions of color. This is the hue dimension which corresponds to
the wavelength of light. The other two basic dimensions of color are value
and chroma. Value refers to the luminance of color and chroma refers to the
purity of the color and it ranges from high to low saturation.

Researchers have focused on examining the physiological and psycholog-
ical responses to color. Gerard (1957) showed that respondents’ blood pres-
sure, respiratory rate and frequency of eyeblinks increased with red color,
while they decreased with biue color. The emotionai responses to color are
quite steady although cultural differences should also be considered (Oyams
et al,, 1962). High wavelength colors (e.9., red, yellow and orange) have been
found to elicit feelings of arousal and excitation, while low wavelength col-
ors are associated with more sedate mood states and lower levels of arousal
(Schaie and Heiss, 1964). In marketing, color research has mainly focused on
advertising and packaging issues. Warden and Flynn (1926) reported that
color is associated with perceived package weight and Luckiesh (1923) sup-
ported that yeliow background, as opposed to white background, resuits in
greater legibility in advertising. In this paper, color is examined as an atmos-
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pheric element (Kotler, 1973-4) in commercial settings. In addition, the author
accumulates and presents existent literature on the effects of color in re-
tailing and e-tailing alike.

Color as an Atmospheric Cue in Retail Environments

Color is extensively used in retail settings. Some color combinations are
so tightly associated with a specific company that they become the com-
pany’s “trade dress” (Solomon et al., 2002). In these cases, the company has
an important motive not only to communicate its products through the use
of specific color, but to even claim the exclusive use of these colors. There
are specific rules and conditions under which a company can be granted the
exclusive use of colors, but this discussion is not within the scope of the pres-
ent paper. Bellizzi et al. (1983) conducted a laboratory experiment in order
to test the impact of color. The experimental area was neutral and only the
wall of the experimental area was covered by fabric panels in five experi-
mental colors, i.e., yellow, green, blue, red and white. The sample was divided
into five groups, each including 25 subjects, and each group was exposed to
a different experimental color. Subjects were shown two slides of a furniture
store. The color of the wall, floors and ceilings were that of the five exper-
imental colors. Results support that color is associated with attraction. Sub-
jects sat closest to the yellow wall and furthest to the white wall. Another
important finding is that participants sat significantly closer to warm colors
(i.e., yellow and red) regardless their color preferences. Despite the fact that
participants sat closer to the red treatment, they also evaluated it more neg-
atively compared to the blue treatment. The red interior was also evaluated
as more tense compared to all the other color treatments. In general, warm
interiors were evaluated as more tense compared to cool interiors. A very
interesting finding is that red store interior was evaluated with more up-to-
date merchandise, compared to all other treatments.

Bellizzi and Hite (1992) examined the effects of red and blue in a retail
context with two laboratory experiments. More specifically, they investi-
gated the behavioral influence of display color. Red and blue were selected
as they are opposite on the color spectrum and they were expected to pro-
duce extreme differences. Two retail environments, i.e., a red and a blue,
were created, that were identical except for the color difference. The blue
display produced higher purchase rates compared to the red display. Addi-
tionally, shoppers in the blue experimental condition consistently purchased
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the highest-priced set compared to respondents exposed to the red treat-
ment. In a second experiment, respondents exposed to the blue store re-
ported more pleasant feelings, compared to respondents exposed to the
red store condition (Bellizzi and Hite, 1992). Table 1 briefly presents research
findings concerning the effects of colors on consumer behavior in retailing.

Table 1. The Impact of In-Store Color on Consumers’
Responses in Retailing

In -Store . .
Atmospheric Cues Citation Findings
In-store Color 1,2] No statistically significant difference was found
between in-store color and perceived merchandise
prices and quality.
Hue Dimension 1 The warm-color store interior was evaluated as

« Warm Colors more negative, brighter, tenser, compared to the
cool-color store interior.

- Red {1, 2] The red-color store interior was called the tensest,
the most negative and the brightest. It was also
associated with more up-to-date merchandise.

- Yellow (11 Subjects sat closer to the yellow experimental wall.

= Cool Colors (1,21 Cool-color store interiors were evaluated as more

attractive compared to warm-color treatments.
Cool treatments were associated with more
pleasant shopping environment.

- Blue (21 Shoppers in the blue experimental condition
purchased the highest-priced set and reported
more pleasant feelings compared to respondents
exposed to the red treatment.

« Chroma Dimension No findings.

= Value Dimension No findings.

Color as an Atmospheric Cue in E-tail Environments

Color is a variable that has been found to elicit physiological and psy-
chological responses and is ubiquitous on Web sites. In a website, color di-
rects a viewer's eye across the page or to a specific point of the page,
ties together ideas, separates distinct visual or contextual areas, creates
contrasts, captures attention and elicits feelings that shape attitudes and
finally behaviors (Solomon et al., 2002). In a series of four experiments,
Gorn et al. (2004) manipulated the three dimensions of color (hue, value,
and chroma). The findings suggest that for each dimension, colors that in-
duce more relaxed feeling.states lead to greater perceived quickness of
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the download. Respondents exposed to a blue-hue condition perceived
the download as quicker. This effect was mediated by the greater level of
relaxation that blue induces compared to yellow or red. In terms of the
chroma dimension, respondents exposed to lower-chroma color (higher-
value color) perceived the download as quicker than respondents exposed
to higher-chroma color (lower-value color) and this effect was mediated
by the greater level of relaxation that a lower-chroma color (higher-value
color) elicits compared to a higher chroma color (lower-value color). The
final experiment revealed that color also affects the users’ evaluations of
the Web site and their likelihood of recommending it to others. When un-
dergraduate marketing students were assigned to a positive color exper-
imental condition (blue hue, high value, low chroma), their evaluations of
the website were more positive and the likelihood to recommend it to
others was greater than the students that were assigned to the negative
color condition (yellow hue, low value, high chroma). Wu and Yuan (2003)
found that among four hue combinations examined, the best combination
was white/blue under the condition of greater foreground luminance than
background luminance and black/green under the condition of greater
background than foreground luminance. White/black and black/white did
not perform well compared to other color backgrounds. White/yellow had
the poorest rating, because white fonts are difficult to recognize even on
a dark yellow background.

Biers and Richard (2005) conducted a laboratory experiment in order to
examine the effect of webpage background color (hue) on consumers’ per-
ceptions about selected product attributes. They created simulated web
pages with fully saturated colors. Results revealed gender plays a significant
role in the way participants perceived the product attributes when they
were exposed to different background colors. Males prefer cool background
colors, while females tended to evaluate more positively products that were
featured in warm background colors. A similar research revealed that repeat
customers respond more positively under the conditions of cool background
color of a website (Biers and Richards, 2002). Additionally, when a perceived
expensive item was featured on a cool background color, respondents indi-
cated a higher likelihood of purchase. The effects of color in online stores are
summarized in Table 2.
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Table 2. The Impact of Website Color on Consumers’
Responses in E-tailing

online
Atmospheric Cues

Website Color Scheme (3,4, 7, 171  Perceived quickness of the download is greater
Background Color with blue than yellow (or red). The effect of color
on consumer responses is mediated by the
greater feelings of relaxation that blue induces
than yellow (or red).
Respondents expressed higher likelihood of pur-
chase when the perceived expensive product was
featured on cool background color compared to
warm background color.
= Chroma Dimension [7,171 Lower-chroma colors induce more relaxed feeling
states and lead to greater perceived quickness of
the download, compared to higher-chroma colors.
= \falue Dimension [7,171 Higher-value colors induce more relaxed feeling
states and lead to greater perceived quickness of
the download, compared to lower-value colors.

Citation Findings

= Hue Dimension

Foreground Color

* Hue Dimension 1171 All three dimensions of color (i.e. hue, chroma,
= Chroma Dimension 1171 value) of text foreground affects reading per-
= Value Dimension (171 formance.

Discussion and Future Research

The contribution of this paper lies in the review of the research on the ef-
fects of color in conventional and online store by constructing two compre-
hensive tables of the empirical studies and their findings. This paper may serve
as a guide for researchers that conduct color research in retailing or e-tailing
and who need a comprehensive reflection of the existing empirical insights.

Based upon the review of the literature, one can argue that research on
color as an atmospheric cue in retailing is rather limited. Retailers usually
“borrow” the knowledge acquired from color research on packaging or ad-
vertising in order to make decisions about the in-store color. Future research
should examine color effects in a more thorough way. Field experiments
would provide very useful insights in this field. The role of the two other di-
mensions of color, i.e.,value and chroma, has not yet been studied in in-store
color research. Future research should also expand the findings presented
for other product categories (Bellizzi and Hite, 1992)

The pervasiveness of the internet and the commercial capabilities it of-
fers have attracted the interest of marketers who are challenged by this
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new marketing tool. Given that the online atmosphere influences consumers’
perceptions of, attitudes toward and behaviors within the online store, it is
important to define how consumers are affected by specific website color
and the online atmosphere as a whole in order to design effective online
stores. Future research should examine how specific atmospheric cues or
their combination influence specific aspects of consumer behavior in the on-
line store. For example, although four studies on the impact of color were
identified herein, we cannot draw steady conclusions about the effects of
color. At a first glance, one can argue that the conventional knowledge for
colors was also confirmed in online settings, as cool colors were found to
elicit more relaxed feelings as opposed to warm colors. Still, color can be
studied in many different ways. For example, we can study the overall color
scheme of an online store, or the color on the foreground and the back-
ground, or color congruency with the image of the e-tailer. Another future
research avenue would involve the investigation of color congruency with
other online atmospheric elements, e.g., the effects of color and vividness
congruence of a website or the effects of color and animation congruengy
of a website.

References

1. Bellizi, J.A., AEE. Crowley and R.W. Hasty (1983), "The Effects of Color in
Store Design,” Journal of Retailing, Vol. 59, No. 1, pp. 21-44.

2. Bellizi, J.A. and R.E. Hite (1992), “Environmental Color, Consumer Feelings,
and Purchase Likelihood,” Psychology and Marketing, Vol. 9, No. 5, pp. 347-
363.

3. Biers, K. and L. Richards (2002). Web Page Background Color Evaluative
Effect on Selected Product Attributes. Proceedings of the National
Community Resources and Economic Development (CRED) Conference.
"Strengthening Communities: Enhancing Extension’s Role" (February),
Orlando, Florida.

4. Biers, K. and L. Richards (2005), “Color as a Factor of Product Choice in E-
Commerce,” The Review of Business Information Systems, Vol. 9, No. 4,
pp. 33-40.

5. Crozier, R.W. (1999), “The Meanings of Color: Preferences among Hues,"
Pigment and Resin Technology, Vol. 28, No. 1, pp. 6-14.

6. Gerard, R. (1958), "Color and Emotional Arousal,” American Psychologist,
Vol. 13, pp.340.

EMMANOUELA E. MANGANARI



10.

11.

12.

13.

14.

15.

16.

17.

Gorn, G.J., A. Chattopadhyay, J. Sengupta and S. Tripathi (2004), “Waiting
for the Web: How Screen Color Affects Time Perception,” Journal of
Marketing Research, Vol. 42, No. 2, pp. 215-225.

Kotler, P. (1973-74), "Atmospherics as a Marketing Tool” Journal of
Retailing, Vol. 49 (Winter), pp. 48-64.

Luckiesh, M. (1923), Light and Color and Merchandising. New York. Van
Nostrand.

Maslow, A H., and N.L. Mints (1956), “Effects of Esthetic Surroundings:
Initial Effects of Three Esthetic Conditions Upon Perceiving ‘Energy’ and
‘Well-Being’ in Faces,” Journal of Psychology, Vol. 41, pp. 247-254.

Mehrabian, A. and J.A. Russell (1974), An Approach to Environmental
Psychology, Cambridge, MA: MIT Press.

Mintz, N.L. (1954), "Effects of Esthetic Surroundings: Prolonged and
Repeated Experience In a Beautiful and an 'Ugly’ Room,” The Journal of
Psychology, Vol. 41, pp. 459-466.

Oyams, T., Y. Tanaka, and Y. Chiba (1962), “Affective Dimansions of Color:
A Cross- Cultural Study,” Japanese Psychological Research, vol. 34, pp. 78-
91.

Schaie, K.W. and R. Heiss (1964), Color and Personality, Berne, Switzeriand:
Hans Huber.

Solomon, M., G. Bamossy and S. Askegaard (2002), Consumer Behaviour:
A European Perspective, Essex, England, Prentice Hall.

Warden, C. J., and E.L. Flynn (1926), "The Effect of Color on Apparent Size
and Weight,” American Journal of psychology, Vol. 37 (July), pp. 398-401.

Wu, J. and Y. Yuan (2003), "Improving Searching and Reading
Performance: The Effect of Highlighting and Text Color Coding.”
Information and Management, Vol. 40, No. 7, pp. 617-637.

COLOR EFFECTS IN RETAILING AND E-TAILING

191






