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ABSTRACT

Thisstudyassessesin-storeambienceoratmosphericsofaselectedapparelretailstoretodetermine
itspossibleinfluenceonconsumerbehaviourattheselectedstore.Forty-fivewalk-incustomerswere
convenientlyselectedtoparticipateinthequantitative,cross-sectionalstudy.Thestudyconcluded
thatthereisasignificantpositiverelationshipbetweenin-storeambienceandconsumerpurchasing
behaviourattheselectedretailstore.Thestudyprovidesrecommendationsforboththeoryandpractice.
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1. INTRodUCTIoN

Pfister (2019) posits that the comprehensive occupation of an atmospheric space in the context
of consumerbehaviour, is totallyor partiallywithoutboundaries inwhat is experiencedby and
presentedtotheconsumer.Hence,according(Pfister,2019),atmosphericsinthatsense,relateto
in-storeambianceandarenotsubjectedtoanindividualpositioninthestorebutratherrelatedtoa
wide-rangingfieldincluding,butnotlimitedto,thingssuchassensorycuesandspatialaesthetics.

Notwithstandingthisdefinition,quotingPhilipKotler(1973),Pfister(2019)expressesthatin-store
ambiancehasalottodowithshowcasingthestoresurroundings,thussuggestingthatorganisationsuse
spatialfeel,deliberatelyandablyastheywouldusevalueproposition,advertising,personalselling,
anddifferentdevicestopromotetheirproducts.ThewordatmosphericsascoinedbyKotler(1973)
describesthecarefuldevelopmentofanenvironmentthathasspecificeffectsoncustomers,toproduce
pleasantbuyingsituationsandcustomerenthusiasmtowardspurchases.Purchasedecisionsbased
onatmosphericfactorscanfurtherbeexplainedbytheconceptofpleasure,arousal,anddominance 
(PAD).Therefore,thesensorydescriptionoftheatmosphericasbeingacomplexarrangementof
environmentalfactorsthatarelikelytoinfluenceconsumerbehaviouriswidelyaccepted(Kotler
1973,Hultén,2012;Krishna,2012).Hencethispaperseekstoestablishthepossibleinfluencethat
in-storeambianceoratmosphericshasontheconsumerpurchasingbehavioursinaselectedapparel
retailstoreinWindhoek.
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1.1 Statement of the Problem
In-storeambianceissaidtobecriticalforconsumerpurchasedecision-makinginapparelretailstores
(Pfister,2019).However,itseemsthattheemphasisplacedonin-storeambiancebymanyapparel
retailstoresmaynotmatchitsimportanceacrossthespectrum.Althoughit isawell-knownfact
thatconsumersgothroughapurchasedecision-makingprocessinwhichproductsandservicesare
evaluatedbeforepurchase(SchiffmanandKanuk,2010,SementeandWhyte,2018),itseemsthere
isnoclearmeanstodeterminepointatwhichconsumerslookforsensorycuesandatmospheric
factorstomakeapurchasedecision,noristhereawaytoascertainwhethersuchfactorsplayarole
inconsumerpurchasedecision-making.Hence,thisstudyiskeentoestablishthepossibleinfluence
ofin-storeambianceonconsumerpurchasebehaviourinaselectedapparelstoreinWindhoek.

1.2 objectives
Thefollowingaretheobjectivesofthisstudy:

• Toassessin-storeatmospherics(i.e.,sensorycuesandspatialaesthetics)attheselectedapparel
storeinWindhoek.

• Toassesstheinfluenceofin-storeatmospherics(i.e.,sensorycuesandspatialaesthetics)on
consumerpurchasingdecision-makingattheselectedapparelstoreinWindhoek.

• Toassesstheinfluenceofpleasure,arousal,anddominanceonconsumerpurchasedecision-
makingattheselectedapparelretailstore.

2. LITERATURE REVIEw

2.1 In-Store Ambience and Atmospherics
When it comes to in-store ambience and atmospherics, various investigationshave concentrated
on in-storebarometricalcomponents suchas, lighting, structure format, itemshowandneatness
(Wanninayake&Randiwela,2007,Liaw,2007).Theimpactofstoreattributesonclients’disposition,
fulfilmentandbuyingconducthavebeenconsideredby(Spiesetal.,1997).Theimpactofstore
configuration,storemusicandstorerepresentativesonshoppingstateofmindandsupportfulfilment
havebeenlookedatby(Liaw,2007;LiaoandLiaw,n.d.Theimpactofmusiconshoppingtimes
hasbeenthefocusof(YalchandSpangenberg,2000)whiletheimpactofatmospherics,passionate
reactions,forexample,administrationanditemqualityandsocialgoalshavebeenresearchedby(Liu
andJang,2009;JangandNamkung,2009)togetherwithecologicaltangibleparts,forexample,vision,
scent,soundandcontactby(Kanget al.,2011).Hence,theexpression“storeatmospherics”hasbeen
exploredthroughdifferentmethods.However,itseemsthatalimitednumberofstudieshavefocused
ontheretailapparelindustryandmorespecificallyfewhaveaddressedenvironmentalcomponents
suchasformat,shading,lighting,aroma,sound,apparatus,shelfdividersurface,temperature,aisle
dimensions,changingrooms,workforce,stock,costs,sales,cashregisterplacements,neatness,andthe
generalconditionofstoresignage(BermanandEvans,1998).Mostoftheseinvestigationshavebeen
conductedinotherpartsoftheworld,particularlyinTaiwan,USA,India,SriLanka,andAustralia.

Athree-classificationtypologymadeupof:surroundingfactors,planfactors,andsocialelements
asconceivedbyBaker(1986)havebeenusedbymanyauthors,althoughAaker,Kumar,Dayand
Leone(2011),ZikmundandBabin(2007)havewarnedthattheresearchprocessdoesnotusually
followafamiliararrangementofstep.Theystressthatawell-plannedresearchprocessneedstobe
followed toguarantee thatanexamination is fullycompleted.Similarly,Bitner (1992),proposes
threeclassifications,albeitabitfromthoseofBaker(1986):surroundingsignalsinfluencingthe
fivesenses,spatialformat,andsignage.

Fascinatingly,Verhoefetal.,(2009)thinkaboutthesocialconditionwhichisdifferentfrom
theretailatmosphere.Thisandotherauthorsconsiderthatamongthekeycausaldeterminantsof
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