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Abstract: - Organised retailers have known about the benefits of 

high quality lighting for some time, and are aware that quality 

lighting enhances the perception of value of both merchandise 

and the retail environments in which it is sold. Contrasts, i.e. the 

effect of light and dark areas, are de cisive. These contrasts are 

enhanced by the careful use of directional display lighting. 

Customer behaviour in retail areas is influenced significantly by 

perception and a sense of well-being. High quality lighting can 

greatly enhance the desired traffic flow through a retail space, 

directing customers to intended point of sale areas. Because light 

conveys emotions, lends spaces atmosphere and makes it easier 

for people to find their way around. Quality lighting creates a 

specific mood for a store that is an integral part of the brand of 

the retailer, and enhances not only products but the entire 

experience of the store. The objective of this study was to 

investigate the contribution of lighting in evoking an atmosphere 

in the real world, for which a sample size of 60 samples in the age 

group of 20-25 was selected. The evaluation of variables under 

study was quantified on a five point likert scale and the 

correlation with the behavioural response in the form of PAD 

dimensions (Pleasure, Arousal and dominance) was mapped. 

I. INTRODUCTION 

onsumer behavior is long been a study of interest for the 

researchers. The early work done in this subject came 

from economic perspective which focused only on act of 

purchase (17) Consumers are viewed as rational decision 

makers who are only concerned with self interest (18). There 

are many contemporary researches done on consumer 

behavior that considers varied range of factors that influences 

consumer and proves a broad range of consumption activity 

beyond purchasing. These activities include need recognition, 

information search, evaluation of alternatives, building 

purchase intention, act of purchasing, consumption and finally 

disposal. This has evolved from various important stages in 

the past by application of new research methodologies and 

several approaches that had been adopted. Mehrabian (1976) 

suggested that the combined effects of pleasure, arousal, and 

dominance influenced people‟s behaviour in particular 

environments. He believed that lighting was a chief factor in 

the environment‟s impact on individuals because „„brightly lit 

rooms are more arousing than dimly lit ones‟‟ Mehrabian 

proposed that, in pleasant surroundings, an individual‟s 

approach behaviour would increase with increases in the 

arousal level. Lighting and ambiance are intimately related as 

luminosity directly affects the mood and stimulates emotions 

in the buyer.  Literature indicates that lighting can influence 

emotions, mood and cognition as well as atmosphere and 

spatial impressions, although at times the collected findings 

are inconclusive. With respect to emotions for instance, some 

studies report more pleasant emotions with higher light levels, 

whereas others report no significant effects, Fleischer et al. 

have demonstrated that a combination of high illuminances 

and a relatively large indirect lighting component result in 

higher feelings of dominance. Cool white light has also been 

shown to be arousing. A pleasant atmosphere of the retail 

chain outlets is one of those elements which are extremely 

desired. The role of store atmosphere in the success of retail 

outlet cannot be neglected (Turley & Milliman, 2000). 

“Atmosphere is a term that is used to explain our feelings 

towards the shopping experience which cannot beseen” 

(Milliman, 1986). Kotler (1973-74) describes the atmosphere 

as “the design of the retail chain outlet that produces specific 

emotional effects on the buyer that enhances his purchasing 

probability”. Atmospheric variables influence consumer 

behaviour by creating attention, by communicating an image 

and level of service to actual or potential visitors, and by 

stimulating affective responses (Kotler, 1973; Kotler and 

Scheff, 1997). Sarel (1986) suggested that consumers interact 

with atmospheric cues during all phases of their visit and that 

these cues can determine substantially the impression 

consumers form about an environment (Mazursky and Jacoby, 

1986). The attractive and impressive atmosphere of retail 

chain outlets creates an enjoyable experience among the 

consumers, which directly affects consumers' purchase 

intention and their decision making process (Srinivasan & 

Srivastava, 2010).Lighting is used to highlight products. It 

creates excitement and has a positive impact on consumer 

purchasing behavior (Mehrabian & Albert, 1976). When the 

lighting used in the retail chain outlets is of good color, 

consumers are inclined to touch products to assess quality 

(Areni & Kim, 1994). Consumer‟s choice of store is 

moderately influenced by the lighting and store layout 
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(Wanninayake & Randiwela, 2007). Stores with proper 

lighting, music, color, scent and displays will motivate the 

customers to visit the store again in the future (Yoo, Park, & 

MacInnis, 1998). The main purpose of using brighter lighting 

in retail outlets is to grab the customers‟ attention so that they 

start purchasing from the outlets due to their comfort. 

Table 1 provides a listing of the variables that comprise each 

of these five categories.  Within these broad categories, 57 

specific atmospheric cues were identified. The above 

classification of atmospheric cues presented by Berman and 

Evans (1995) and revised by Turley and Milliman (2000), try 

to offer and create some logical and organized structure to the 

study of atmospherics variables through to influence 

consumer behavior. 

 

Table1: Atmospheric Variables 

External 

variables 

General interior 

variables 

Layout and design 

variables 

Point-of-purchase and 

decoration variablrs 
Human variables 

Exterior signs Flooring and carpeting 
Space design and 

allocation 
Point-of-purchase displays 

Employee 
characteristics 

Entrances Color schemes 
Placement of 

merchandise 
Signs and cards Employee uniforms 

Exterior display 
windows 

Lighting 
Grouping of 
merchandise 

Wall decorations Crowding 

Height of building Music Work station placement Degrees and certificates 
Customer 

characteristics 

Size of building P.A. usage Placement of equipment Pictures Privacy 

Color of building Scents 
Placement of cash 

registers 
Artwork  

Surrounding stores Tobacco smoke Waiting areas Product displays  

Lawns and gardens Width of aisles Waiting rooms Usage instructions  

Addressal and location Wall composition Department locations Price displays  

Architectural style Paint and wall paper Traffic flow Teletext  

Surrounding area Ceiling composition Racks and cases   

Parking availability Merchandise Waiting ques   

Congestion and traffic Temperature Furniture   

Exterior walls Cleanliness Dead areas   

(Source: table produced by authors based on information from Turley and Milliman (2000)) 

 

Overall a well built store atmosphere allows a retailer to 

communicate the store image or a tangible environment to the 

shopper segment and induced an expected behaviour. 

II. LITERATURE REVIEW 

Taylor and Socov‟s research showed that light influences the 

route consumers take through the store. This study indicates 

that people are drawn to light and that they, therefore, will 

choose the more illuminated path when passing an obstacle. 

La Guisa and Perney stated that light could draw attention to 

products. Areni and Kim added to this knowledge by doing 

experiments with wine bottles in a store. Under bright lighting 

conditions bottles were more often examined and touched 

than under dim lighting conditions. Magnum took this one 

step further and showed that lighting influences the 

attractiveness of products in a store. Along the same line, 

Summers and Hebert showed that more belts were touched 

and picked up with the addition of display lighting. 

Subsequently, they constituted consumers spent significantly 

more time at the display with the additional accent lighting. 

Mehrabian and Russell developed this model to study 

environmental stimuli within retail environments and their 

influence on the consumer. They proved that emotions, 

evoked by shop environments, are related to consumer 

behaviour, and one step further, to buying behaviour. 

Furthermore, Knez and Kers found that age and gender 

interacted with the luminance and the colour temperature of 

the lighting, causing different kinds of mood shifts, in 

working environments. Kuller showed differences in reactions 

to lighting, based on cultural backgrounds. Also, the spectrum 

of the lighting plays an important role as well. 

III. METHODOLOGY 

A structured questioner was administered in five organized 

retail outlets and the behavior was quantified on a 5 point 

likert scale. The variable chosen for study was light. 

Customers were asked to priorities these parameters based on 

the importance from their perspective while shopping. Also 

the impact of light on the consumer behavior in terms of 

Pleasure, Arousal and dominance dimensions were quantified  
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Sr.no. Particulars Details 

1. Sample frame 
Customers/visitors  of a organized  retail 

store 

2. Size 60 

3. Method Stratified sampling 

4. Unit 
Customers/visitors  of a organized retail 

store 

5. Scale Five point likert scale 

6. 
Research 

Instrument 
Structured questioner 

7. 

Data collection 

 
 

Primary data is collected by survey 
method by administering a structured 

question 

Secondary data is collected from available 
literature from virtual sources like research 

gate, sci hub and other e-resources. 

 

 

IV. HYPOTHESIS, RESULTS AND DISCUSSION 

H0a: Bright light does not motivate consumers to spend more 

time in the store 

H1a: Bright light motivate consumers to spend more time in the 

store 

Regression Statistics 

Multiple R 0.387719999 

R Square 0.150326797 

Adjusted R Square 0.135677259 

Standard Error 0.63586732 

Observations 60 

P-value 0.002207571 

Since the P value is 0.002 which is less than 0.05(95% 

confidence level) H0a is rejected i.e bright light motivates 

consumers to spend more time in the store 

H0b: Bright light does not motivate consumers to buy items 

other than planned 

H1b: Bright light motivate consumers to buy items other than 

planned   

Regression Statistics 

Multiple R 0.156036814 

R Square 0.024347487 

Adjusted R Square 0.007525892 

Standard Error 0.920155938 

Observations 60 

P-value 0.233834431 

Since P value is 0.23 which is greater than 0.05(95% 

confidence level) H0b is accepted i.e bright light does not 

motivate consumers to buy items other than planned 

H0c: Bright light does not motivate consumers to recommend 

the store to others 

H1c: Bright light motivates consumers to recommend the store 

to others 

Regression Statistics 

Multiple R 0.280670803 

R Square 0.0787761 

Adjusted R Square 0.062892929 

Standard Error 0.93451039 

Observations 60 

P-value 0.029840484 

Since the P value is 0.029 which is less than 0.05(95% 

confidence level) H0c is rejected i.e bright light motivates 

consumers to recommend the store to others 

H0d: Bright light has effect on consumers buying behaviour 

H1d: Bright light has no effect on consumers buying behaviour 

Regression Statistics 

Multiple R 0.081048711 

R Square 0.006568894 

Adjusted R Square -0.010559229 

Standard Error 0.858034848 

Observations 60 

P-value 0.53815309 

Since P value is 0.53 which is greater than 0.05(95% 

confidence level) H0d is accepted i.e Bright light has effect on 

consumers buying behaviour 

H0e: Moderate light does not motivates consumers to spend 

more time in the store 

H1e: Moderate light, motivates consumers to spend more time 

in the store 

Regression Statistics 

Multiple R 0.02159435 

R Square 0.000466316 

Adjusted R Square -0.016767023 

Standard Error 0.696916744 

Observations 60 

P-value 0.869912618 

Since P value is 0.86 which is greater than 0.05(95% 

confidence level) H0e is accepted i.e Moderate light does not 

motivates consumers to spend more time in the store 

H0f: Moderate light does not motivate consumers to buy items 

other than planned 

H1f: Moderate light, motivates consumers to buy items other 

than planned 

Regression Statistics 

Multiple R 0.157301123 

R Square 0.024743643 

Adjusted R Square 0.007928879 

Standard Error 1.050661366 
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Observations 60 

P-value 0.230019939 

Since P value is 0.23 which is greater than 0.05(95% 

confidence level) H0f is accepted i.e Moderate light does not 

motivate consumers to buy items other than planned 

H0g: Moderate light does motivate consumers to recommend 

the store to others 

H1g: Moderate light motivates consumers to recommend the 

store to others 

Regression Statistics 

Multiple R 0.081760973 

R Square 0.006684857 

Adjusted R Square -0.010441266 

Standard Error 1.133339859 

Observations 60 

P-value 0.534575663 

Since P value is 0.53 which is greater than 0.05(95% 

confidence level) H0g is accepted i.e Moderate light does 

motivate consumers to recommend the store to others 

H0h: Moderate light, has effect on consumers buying 

behaviour 

H1h: Moderate light, has no effect on consumers buying 

behaviour 

Regression Statistics 

Multiple R 0.280248614 

R Square 0.078539286 

Adjusted R Square 0.062652032 

Standard Error 1.364837168 

Observations 60 

P-value 0.030098164 

Since the P value is 0.03 which is less than 0.05(95% 

confidence level) H0h is rejected i.e Moderate light, has no 

effect on consumers buying behaviour 

V. CONCLUSION 

Form the results it is evident that bright light forms an 

important element of store atmospherics, as it has an effect on 

consumers buying behavior either in terms of spending more 

time (Pleasure) or recommending the store to others 

(Dominance). Whereas moderate lighting has no effect on 

buying behavior Hence bright lighting enhances the perception 

of value, of both merchandise and the retail environments in 

which it is sold. It can be implied from the above results that, 

bright light enhances the chances of more number of footfalls 

in terms of increase in store visits and also in terms of time 

spent in the store. 
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