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ABSTRACT

The purpose of the paper is to explore the elements that influence customer loyalty in different dominant
colour environments in a retail store that sells groceries. The paper explores the relationship between cus-
tomer satisfaction, exploring the store environment, communications with sales personnel and repurchase
intentions in different colour environments. Furthermore, it explores the gender impact on creating cus-
tomer loyalty in warm, cool and neutral colour environments. Empirical research is conducted using three
different colour environments in a retail store that sells groceries. Based on research findings, exploring
store environment is found to be the most influential element that boosts repurchase intentions. Gender
stimulated differences are also found. For women, in warm, cool and neutral colour environment the domi-
nant influence on repurchase intentions is exploring the store environment. For men, in both warm and
cool colour environment communication with sales personnel influences their repurchase intentions. The
research contributes to the existing body of knowledge on the influence of colours on repurchase inten-
tions in the context of South-East European culture. Managerial implications are offered and suggestions
for further research provided.
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1. Introduction

The amount of information that consumers are
exposed to grows every day. Triggering consumer
reaction to a certain product or service has beco-
me an art. Consumers very often make on the spot
decisions. The percentage of on the spot decision
making was 76% in 2012 (POPAI, 2012). Therefo-
re, influencing the consumer in a retail store is of
great importance. The reaction itself can be seen
through two types of behaviour (Donovan, Rossiter,
1982): approaching or avoiding the interaction with
the environment. Of course, an organization’s goal
is to inspire interaction of the store environment,
employees and consumers. However, the consumer
reaction to return to a store as a consequence of the
mentioned interaction is under the influence of se-
veral elements.

Physical environment affects consumers and em-
ployees (Bitner, 1992) and it is considered that the
colour of store space is not necessarily connec-
ted only with the consumer reaction. Rather, it is
connected also with the employees that work in
that store environment. Interaction of different ele-
ments of a selling atmosphere (Turley, Milliman,
2000), like external and internal variables, product
arrangement, design, product layout, decoration
and human element, is a possible explanation for
that interaction. Therefore, elements of the selling
atmosphere create the interaction between the
store area and people in that area, whether they
are consumers or store employees. Pleasant store
experiences prompted by retail store environment
entice the consumers to spend more time in the
store and spend more money than they originally
planned (Donovan et al., 1994). Moreover, pleasant
shopping experiences enhance spending as well as
the attachment to a certain store (Sherman et al,,
1997), that is, they are connected with the feeling
of enjoyment. In a relaxed store atmosphere, consu-
mers are more content, relaxed and they feel free to
communicate with unknown persons. They can also
stay in a particular store for a longer period of time.
Enjoyment and a pleasant feeling that is induced in
a store space contribute to consumers’ desire for re-
turning and repurchasing in the same retail store.
Consumers are starting to identify themselves with
the store (Ganesh, 2000 in Jones, Taylor, 2007) and
consider returning (Kim, Ok, 2009) or re-purcha-
sing (Jones, Taylor, 2007).

Consumer reactions, i.e. their purchasing and pur-
chase decisions are under the influence of colours
(Crowley, 1993; Babin et al., 2003), whether through
inciting pleasant feelings during shopping (Bellizzi,
Hite, 1992), physical attraction of the store (Bellizzi
et al,, 1983), or through creating opinions and con-
sumer assessment about the product itself (Midd-
lestadt, 1990). However, it is necessary to note that
all colours that are used in a retail store space do
not affect the consumers’ shopping intention in the
same way.

Colour affects people psychologically, physically
and economically (Bosket et al., 2012). Colour can
incite thinking and cause different reactions. Uni-
versally, cold colours are preferred over warm co-
lours (Ellis, Ficker, 2001; Zentner, 2001; Madden et
al., 2000). Similarly, Bellizzi and Hite (1992) suggest
that although in a blue retail store environment
more positive shopping outcomes occur (more sti-
mulated shopping, less shopping postponement,
more shopping appeal), the red colour can stimulate
shopping outcome for products that are not expen-
sive and not durable. But neutral colours (Crowley,
1993; Babin et al., 2003) and their influence on con-
sumer behaviour is sometimes overlooked. Apart
from direct influence of colours on consumers’ sho-
pping decisions and consumer behaviour, gender
influence can also be noted. Although cold colours,
especially blue, are dominantly preferred by consu-
mers (Hallock, 2003) there are noticeable differen-
ces in preference towards other colours depending
on gender.

Based on the previous elaboration, the purpose of
this paper is to explore the relationship between co-
lour of the retail store space and consumer loyalty.
That is to say, to explore different colour envi-
ronment elements that enhance consumer loyalty in
a grocery retail store, taking into account possible
gender based influence. The goal of the research is
to emphasize the need for using different colours in
shaping the grocery store environment with the aim
of increasing consumer’s return and repeat purcha-
se in a specific retail store.

The paper is organized as follows. Firstly, conceptual
background and hypothesis development related to
consumer loyalty and elements that enhance loyalty
as well as retail store environment is provided. This
is followed by empirical research and hypothesis te-
sting. At the end, a conclusion is provided as well as
future research and research limitations discussed.
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2. Conceptual background
2.1. Store environment, colours and gender

Atmospheric or ambient conditions affect the five
senses both on consumer and employee level (Bit-
ner, 1992). Furthermore, they influence emoti-
ons, beliefs and physiological sensations that lead
to different consumer and employee behaviour.
Different combination of elements within physical
environment setting will influence individuals diffe-
rently (Ezeh, Harris, 2007). Thus, no unique combi-
nation for a certain service can be proposed. More-
over, service providers should experiment and try
to define their own combination of physical envi-
ronment elements.

Physical environment consists of different elements
(Baker, 1986 in Koernig, 2003; Bitner, 1992; Ezeh,
Harris, 2007). These elements are ambient factors,
design factors, signs/symbols/artefacts and social
factors. Ambient factors include air quality, noise,
music, scent, cleanliness and lighting. Design or
space/function factors are architecture, colour, ma-
terials, equipment, textures, accessories and layout.
Signs, symbols and artefacts include scale signage,
personal artefacts, and style of decor. Social factors
include other consumers and service personnel as
well as outlet vulnerability (Daunt, Harris, 2012).
Reaction of the individual on environmental influ-
ences can be described through two types of beha-
viour. These are approach and avoidance that inclu-
de four basic dimensions of behaviour (Donovan,
Rossiter, 1982): wish for physical maintaining in the
environment; wish for exploring the environment,
wish to communicate with other individuals in the
environment and increasing performance and sa-
tisfaction. So, every individual can apply approach
or avoidance reaction in the same retail store envi-
ronment.

Sight (2006) claims that people can make that deci-
sion in 90 seconds based on first impressions, and
around 62- 90% of these decisions are based on
colours. According to Aslam (2006) the selection
of the adequate colour can attract consumers, but
also influence their shopping decisions. This is es-
pecially expressed in retail stores where consumers
spend an average of 0.03 seconds looking at exhi-
bited products (Stedman, 2008). Colour is among
the elements that create the retail store atmosphere
general impression (Countryman, Jang, 2006).

Perception about product exclusivity is formed
through colours (Middlestadt, 1990), whether it is
the product’s colour, or the dominant colour in a
specific store environment; a dominant cool colour
contributes to perceived exclusivity of a product.
Similarly, in a retail store environment where a cool
colour is dominant, consumers experience greater
buying intention as well as motivation to explore
products and retail store environment in general
(Bellizzi, Hite, 1992; Babin et al., 2003). Store exte-
rior should be painted using a warm colour, and
store interior should be in a cool colour (Bellizzi et
al., 1983) to stimulate positive consumer reactions.
Bellizzi and Hite (1992) consider cool colours to bo-
ost the wish for shopping and observing products,
but it is also important to bear in mind that warm
colours incite excitement. Excitement is connected
with impulsiveness, which can result in positive
shopping outcomes (Crowley, 1993). Colour is con-
sidered an element of brand identity (Lijovi¢, 2012).
Therefore, in their marketing communications or-
ganizations should concentrate on using one colour
scheme constantly (Tkalac Verci¢, Kuhari¢ Smrekar,
2007). Hence, organizations ought to use the same
colour scheme in their brand colours, their store
environment and market communication materials.
From a gender perspective, people generally pre-
fer the blue colour spectrum (Ellis, Ficker, 2001).
However, differences between men and women are
noted. Moreover, even if blue is the preferred colour
among both genders (Hallock, 2003) the second
preferred colour vastly differs between males and
females. Unlike men, women prefer yellow (Lange,
Rentfrow, 2007). Even if yellow is a warm colour,
using this colour will not provoke different consu-
mers’ impulsive buying reactions between males
and females (Mihi¢, Kursan, 2010). Light tones in
contrary to dark tones of the same colour provoke
more positive reactions (Hemphill, 1996) in both
genders. Hence, there is domination in individuals’
preferences of cool colours, especially blue, when
compared to warm colours (Ellis, Ficker, 2001; Zen-
tner, 2001; Madden et al., 2000).
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2.2. Creating customer loyalty
2.2.1. Customer satisfaction

Only completely satisfied consumers can feel high
level of satisfaction and true loyalty (Reichheld,
2001). Satisfaction is prevalently explored as total
customer satisfaction and in that approach expecta-
tions with the perceived product/service, that is, an
ideal product is compared to the bought one (John-
son et al., 1995). Similarly, Giese and Cote (2000)
point out that satisfaction is actually an emotional
reaction that is related to product expectations and
previous experiences. Satisfaction happens after
consuming the product/service and it has cumula-
tive character.

Factors that create satisfaction can be divided into
two categories (Grbac et al., 2007), the ones connec-
ted with the supply and those connected with con-
sumers. Factors connected with the supply are
(Storbacka et al., 1994; Wang, Lo, 2003) product qu-
ality, price, time and characteristics of the product.
Factors connected to consumers are (Anderson et
al., 1994; Johnson et al., 1995) experience, expecta-
tions, level of involvement and product experience.
These factors through interactions create customer
satisfaction. Satisfaction is created through adjus-
tment of the supply that is adapting the marketing
mix according to expectations, needs and wishes of
the consumers. It has to be taken into account that
so called basic Maslow’s needs determine product
preference in such a way that consumer’s domi-
nantly expressed need is satisfied (First, Grzin¢i¢,
2010).

Creating satisfaction in a store environment is
connected to the creation of a selling atmosphere.
The atmosphere in a store environment is obser-
ved (Kotler, 1973) through sight (colour, light, size,
shape), hearing (sound), smell (smell, freshness)
and touch (smoothness, temperature, softness),
which are also the atmospheric dimensions. The
aforementioned influences the creation of positive
consumer experience. Satisfaction, that is, a feeling
of pleasure that arises from positive experience, has
a positive influence on consumer spending, and re-
tail store preference (Sherman et al., 1997). Further-
more, investment into employees and creating an
atmosphere in a retail store is connected with cu-
stomer satisfaction (Kadi¢ et al., 2011).

Still, differences have been noticed depending on
the price range, i.e. in retail stores where lower
priced products are sold, satisfaction is connected
with the employees, whereas in retail stores where

higher priced products are sold, the environment
and atmosphere dimensions play a bigger role.

2.2.2. Exploring the store environment

When store design elements create an image similar
to products/services the store is selling, it is more
likely that consumer will search for additional in-
formation about products/services and it is more
likely they will explore retail store offering (Lam,
2001). Consumers will also spend more time in a
store (Mitchell et al., 1995) if elements of store envi-
ronment are in congruence with the store image.
That is to say, information search and processing is
influenced by store environment and the perceived
store image. However, when relational commitment
and relational equity are taken into account the in-
fluence of image on customer loyalty is diminished
(Dla¢i¢, Zabkar, 2012).

Elements of store environment can provoke diffe-
rent emotional states (Spies et al., 1997) and con-
sequently influence shopping behaviour. Moreover,
enjoyment (Hogg, Penz, 2008) influences the willin-
gness to explore the store. Also, pleasantness positi-
vely influences the unplanned extension of the store
visit (Donovan et al., 1994) and its exploring, whe-
reas arousal has a positive impact on the number of
items purchased and time spent in a store (Kaltche-
va, Weitz, 2006).

Besides emotional states, store environment in-
fluences cognitive and physiological states (Lam,
2001). So, when shopping for different product ca-
tegories, consumers can experience hedonistic or
utilitarian value (Floch, 1988 in Lam, 2001). People
that experience hedonistic value while shopping
are more prone to explore the store and products/
service it is offering. Similarly, Kaltcheva and Weitz
(2006) assert that, based on recreational and task-
oriented motivation of consumers, a store envi-
ronment should be modelled to provide consumers
with more satisfaction and a feeling of pleasantness.
Recreational consumers derive inherent satisfaction
from shopping activity and therefore like high-aro-
usal store environment that creates rich shopping
experiences.

2.2.3. Communicating with sales personnel

Organizations have the possibility to create an envi-
ronment that will make buying process as effective
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as possible both in satisfaction and sales volume
(Dube et al., 1995). If perceived as stimulating and
pleasant, store design positively influences percep-
tion of interpersonal service quality (Bitner, 1992).
The store environment influence on shopping be-
haviour is perceived through social factors that is,
employee perception, and contributes to positive
evaluation of interpersonal service quality (Baker et
al., 2002). Hence, store environment contributes to
enhancing patronage intentions through positively
perceived interpersonal service quality. This relati-
onship between perceived quality of interpersonal
interaction and customer loyalty can be also mode-
rated through relationship quality (Vesel, Zabkar,
2010). Therefore, cooperative interaction and mu-
tual disclosure contribute to consumer-seller bond
and boost future sales opportunities (Crosby et al.,
1990).

Environment-induced pleasure creates positive atti-
tudes and stimulates behaviour towards exploring
physical environment, but also enhances affiliati-
on with other persons in that environment (Me-
hrabian, Russell, 1974, 1975 in Dube et al., 1995).
In a pleasant environment, consumers will ask for
more information (Mitchell et al., 1995) and start
communicating with salespersons. Also, reactions
like pleasure and arousal are contributing to more
expressed willingness to communicate and socialize
with sales personnel (Dube et al., 1995).

2.2.4. Repurchase intentions

Several authors define loyalty (Oliver, 1999; Meyer,
Bliimelhuber, 2000) as consumer’s commitment to
a particular organization, but Oliver’s point of view
is one that is widely accepted. So, loyalty is deeply
held commitment to re-buy or re-patronise a pre-
ferred product/service consistently in the future,
despite situational influences and marketing efforts
having the potential to cause switching behaviour
(Oliver, 1997). Hence, a repurchase is possible with
establishing and managing relationships with custo-
mers through adapting organizations’ offering and
through constantly providing value and enhancing
satisfaction.

A truly loyal customer, that is, a partner, is establis-
hed through constant provision of higher value and
satisfaction. One of the characteristics of a truly
loyal customer is the possibility to reach premium
loyalty (Dick, Basu, 1994; Griffin, 1997). This type
of loyalty is characterised by high repurchase pa-

tronage and high relative attitude towards the or-
ganization. Some organizations are more successful
in developing loyalty and creating loyal customers.
These organizations are considered loyalty leaders.
Their ability to develop and sustain loyal customers
is based on providing superior value, right custo-
mers and right employees as well as enduring com-
mitment to develop loyalty (Reichheld, 2001).
Customer loyalty can be explored through repu-
rchase intentions (Dick, Basu, 1994; Jones, Taylor,
2007; Bloemer, Odekerken-Schroder, 2007). Explo-
ring behavioural consequences of customer loyalty
can be seen as having the intention to buy or use
an organization’s product/service more often in the
future (Zhang, Bloemer, 2008; Garbarino, Johnson,
1999). Hence, when aiming to boost repurchase
intentions, organizations should focus not only on
mere repeated buying through different promoti-
onal activities, but try to provoke in customers a
commitment and preferable attitude towards their
organization.

By creating pleasant ambient conditions, a store
environment stimulates spending and the number
of bought products (Turley, Milliman, 2000). It also
stimulates consumers to remain longer in specific
store, as well as to explore the products exhibited
in the store (Donovan, Rossiter, 1982). All this con-
tributes to enhancing repurchase intentions. The
store atmosphere influences the time spent there
and liking the store (Spies et al., 1997), as well as
consumers’ mood. Different emotional states like
enjoyment (Hogg, Penz, 2008) influence the willin-
gness to return to a store. Also, pleasure and arousal
have a positive influence on money spent in a store
(Sherman et al., 1997). Therefore, emotional states
stimulate purchasing as well as repurchasing inten-
tions.

2.3. Hypotheses development

Past research (Bellizzi et al., 1983; Middlestadt,
1990; Bellizzi, Hite, 1992; Crowley, 1993; Babin et
al., 2003) concentrated on exploring the influence
of warm colours (red, yellow and orange), and cool
colours (blue, purple and green) on consumer beha-
viour. Neutral i.e., achromatic colours (white, black
and grey) have been neglected. Also, the influence of
colours on consumer behaviour was researched in a
furniture store (Bellizzi et al., 1983; Crowley, 1993),
television store (Bellizzi, Hite, 1992) and a fashion
store (Babin et al., 2003), while consumer behaviour
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and reaction to colour in a grocery retail store re-
mained unexplored. Colours can contribute to ple-
asant feelings during shopping (Bellizzi et al., 1983;
Bellizzi, Hite, 1992), and also colours can influence
consumers’ perception of the product (Middlestadt,
1990; Crowley, 1993). Therefore, it is considered
that the difference in perception depends on the co-
lour that prevails in a store environment.

H1I: There are differences in the perception of the se-
lling environment of a grocery retail store depending
on the dominant colour.

Colours really do influence the consumer behaviour
(Bellizzi et al., 1983; Middlestadt, 1990; Babin et
al., 2003). That is to say, they influence consumer
attitude towards buying a product (Middlestadt,
1990, Bellizzi, Hite, 1992), the amount of money
spent (Turley, Milliman, 2000; Bellizzi, Hite, 1992)
and the number of products that consumer will buy
(Turley, Milliman, 2000). Also, they influence the
consumer’s wish to browse (Bellizzi, Hite, 1992, Ba-
bin et al., 2003), whether the store or the products
exhibited. Colours influence the emergence of ple-
asant feelings during buying (Bellizzi et al., 1983;
Bellizzi, Hite, 1992), thus inspiring communication
in the store environment. Satisfaction i.e., a pleasant
feeling is created (Sherman et al., 1997) which posi-
tively influences retail store preference. Consumers
develop loyalty through satisfactions’ influence,
wish to browse around the store and communicate
with employees, spending more time and spending
more money in a store. Physical environment is a
service quality element that includes spatial layout
and assortment as well as ambience (Rajic et al.,
2012). On the other hand, perceived service quality
enhances patronage intentions (Baker et al., 2002).
So, the relationship between physical environment
and patronage intentions is also present. Research
shows that colour preference depends on the gen-
der (Meerum Terwocht, Hoeksma, 1995).

Table 1 Sample Structure

Number of Gender
Store Colour

respondents M
Red 50 44%
Neutral 50 40%
Blue 50 40%
Total 150 41.33%

Source: Research results

However, most studies were conducted on female
shoppers (Bellizzi et al., 1983; Middlestadt, 1990,
Crowley, 1993; Babin et al., 2003). Male shoppers
have been included in research only sporadically
(Bellizzi, Hite, 1992).

H2: Influence of the colour that prevails in a grocery
retail store on different elements that enhance repu-
rchase intentions depends on the gender.

3. Empirical research
3.1. Research methodology and sample

Empirical research was conducted in order to inve-
stigate the stated hypotheses. Research was admini-
stered during May and June of 2014. Online resear-
ch was used and the sample was based on snowball
principle. The initial sample available to researchers
was divided into three groups according to colours.
Every group was sent, along with the questionnaire,
a picture of the grocery retail store in a 3D version
in red, blue or a neutral colour.

A questionnaire was prepared following Donovan
and Rossiter’s (1982) approach, that is, their model
of Approach/Avoidance. The questions used in the
research cover the satisfaction during purchasing,
time spent in finding and exploring the store offe-
ring, desire for communication with the sales per-
sonnel, intention to spend a longer period of time
in store and to spend more money than intended
as well as the probability of returning to the store.
All questions were formed using the 5-point Likert
scale, where 1 stands for ‘I totally disagree; and 5
stands for I totally agree! The questionnaire also
had demographic questions and those connected to
preferences for a single colour or a group of colours.
In total, 150 answers were collected, for every store
colour (red, neutral and blue) answers were given by
50 respondents. Table 1 explains the sample inclu-
ded in the research.

Age
F >20 21- 30 31-40 41-50
56% 0 66% 26% 8%
60% 0 58% 30% 12%
60% 4% 68% 22% 6%
58.67% 1.33% 64% 26% 8.67%
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Table 2 Average grades on customer behaviour
dimensions

Dimensions of

Average grades according to retail
store space colour

customer beha- | Survey questions
O Warm store | Neutral store Cold store
space space space
I like this retail store. 422 4.06 4.04
Satisfaction : . .
I would feel comfortable if I were in this retail 388 388 379
store.
I would like to spend more time in this retail 38813 3.862.3%* 348
store. B R ’
Research I would like to look around this store space. 4.181.2* 3.822.3** 4.2
I would like to inspect the products in this 408 308 412
retail store. ’ ’ ’
Communication In this retail sto.re I would. not hesitate to ask 4.04 38 3.96
the staff for advice regarding my purchase.
I would spend more time in this retail store 34213 33 3.04
Retentionand | than planned. o ' '
spending In this retail store I would spend more money R
than I planned. 3.221.3 3 2.86
Repurchase I would like to come back to this retail store 37 3.54 354
intentions for another purchase. ’ ’ ’
TOTAL AVERAGE GRADE 3.85 3.69 3.66

Note: 1,2- statistically significant value of t-test

in comparison to the retail store where warm and
neutral colours are dominant; 1,3 — statistically
significant value of t-test in comparison to the retail
store where warm and cold colours are dominant;
2,3 — statistically significant value of the t-test in
comparison to the retail store where neutral and
cold colours are dominant. *p<0.0; **p<0.05

Source: Research results

We can conclude that the research sample consists
of 58.67% of women and 41.33% of men. Further-
more, the largest group are the respondents be-
tween 21-30 years of age (64%).

3.2. Research results

A further analysis was conducted in order to explo-
re differences regarding the colour of the store envi-
ronment. According to colour classification, a retail
store in which red is a dominant colour was named
warm store space.

A retail store in which neutral colours are dominant
(white and brown) was named neutral store space,
and a retail store space in which the blue colour was
dominant was named cold store space. The results
of the analysis are shown in Table 2.

Based on the conducted analysis it can be concluded
that retail store space in which warm colours are
dominant have the highest average grade. Based on
this, a warm colour store environment has the most
positive influence on consumer behaviour. Further-
more, it will encourage customers to shop more in
a grocery shop. Although, it is necessary to point
out that statistically significant differences of t-test
of independent samples show that the difference is
observed in the variables that are included in the
research dimension and the dimension of retention
and spending. Therefore, it can be concluded that
the stated hypothesis HI: There are differences in
perception of the groceries retail store depending on
the dominant colour is partially confirmed. Hence,
there are not statistically significant differences in
all the explored dimensions of the retail store, but
just in a few of them.
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Table 3 Retail store - warm colours

Model 1 Model 2

B beta | t-value B beta t-value
Constant 0.911** (0.282) 3.235 0.091 (0.332) 0.275
Retaining and spendinga 0.840** (0.081) 0.830 10.320 0.552** (0.105) 0.546 5.243
Satisfactionb
Communicationb
Researchb 0.439** (0.117) 0.391 3.754
R2 0.689 0.761
R2 (adj) 0.683 0.751
R2 (change) 0.689 0.072
F 106.506** 74.820™*
Effect size 0.301
Power 0.929

Model 1 Model 2 Model 3

B beta | t-value B Beta t-value B Beta | t-value
Constant 0.507 (0.401) 1266 | -0.104 (0.428) 0242 (0047651:'; -1.632
Retaining and spendinga 0.936** (0.130) 0.850 7223 0.651** (0.160) 0.591 4.067 (()04366;; 0.396 2.620
Satisfactionb (()03339;; 0.299 2.478
Communicationb 0.381** (0.149) 0.371 2.552 (()03f§;; 0.377 2.920
Researchb
R2 0.723 0.794 0.846
R2 (adj) 0.709 0.772 0.820
R2 (change) 0.723 0.071 0.052
F 52.175** 36.536** 32.996**
Effect size 0.345 0.338
Power 0.610 0.513

Model 1 Model 2

B beta | t-value B beta t-value
Constant 1.538** (0.414) 3716 0.435 (0.587) 0.741
Retaining and spending 0.692%* (0.111) 0.774 6.225 0.467** (0.137) 0.522 3.409
Satisfactionb
Communicationb
Researchb 0.443** (0.180) 0.376 2.460
R2 0.598 0.677
R2 (adj) 0.583 0.651
R2 (change) 0.598 0.078
F 38.747** 26.162**
Effect size 0.245
Power 0.585 |

Note: N=50 (M=22; F=28). Standard errors are shown in the brackets.
Method of including the independent variables: a- enter method; b- stepwise method. *p<0.10; **p<0.05
Source: Research results
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In order to explore the reliability of the scales used
in this research, and based on previous research
(Donovan, Rossiter, 1982) Cronbach alphas for fac-
tors with more than one item are calculated. Satis-
faction has a=0.903, research dimension a=0.857,
and in retention and spending a=0.927. The afore-
mentioned shows good scale reliability where men-
tioned constructs are measured and they can be
used in further research.

Further research of the proposed hypothesis en-
compasses conducting hierarchical multiple regre-
ssion. As the proposed hypothesis distinguishes
colour influence on consumers when deciding to
return to a retail store, in the analysis for dependent
variable repurchase intention was used. Retaining
and spending represents an element that is some-
times corresponding with repurchase intentions.
However, it is necessary to differentiate between
different levels of explored repurchase intention
construct. So, it is justified to explore retaining and
spending and repurchase intentions as separate
constructs. Consequently, retention and spending
is included in the model as the controlling varia-
ble. Furthermore, the analysis was conducted in a
way that the influence of independent variables of
satisfaction, research dimension, communication
dimension, and retention and spending was explo-
red. Additionally, analysis was conducted to test the
relationship between the aforementioned variables
and repurchase intention in regard to the colour of
the store environment. Also, the influence of gen-
der on the elements that motivate returning to the
retail store was explored. In the calculation, ave-
rage scales for satisfaction, research, and retaining
and spending were used. For communication and
repurchase intentions, however, since they were
measured with one item, original values were used.
Research results are shown in Tables 3, 4, and 5.

In Table 3 when we explore the colour of the retail
store we notice that in the retail store where warm
colours are dominant retaining and spending has a
significant role in the definition of repurchase in-
tentions ($=0.830). But when that model is enlar-
ged with other explored variables, the influence of
retaining and spending is reduced ($=0.546) and
research dimension (f=0.391) conveys a part of the
influence of store environment on repurchase in-
tentions. If we take into account respondents gen-
der the situation changes. Among men, the influ-
ence on repurchase intentions is based on retaining
and spending ($=0.396), communication dimension
(B=0.377) and satisfaction ($=0.299). With women,

repurchase intentions are influenced by retaining
and spending ($=0.522) and research ($=0.376). In-
troducing new variables into the model increases R*
by 6.8% in regard to the model when only retaining
and spending is included in the analysis. All F-va-
lues are statistically significant at the level p<0.05.
In retail store where neutral colours are dominant,
the role of retaining and spending is diminished
when new dimensions are added to the model. It
can be concluded that retaining and spending has
stronger influence ($=0.576) on repurchase inten-
tions, in regard to research dimension (=0.341).
Within the male gender, in the neutral coloured
space the influence of retaining and spending is
dominant ($=0.824), whereas in the female gender
research dimension (f=0.543) has a stronger influ-
ence on repurchase intentions than retaining and
spending ($=0.498). By adding new variables into
the model R*>changed on average by 14%. All F- va-
lues are statistically significant at the level p<0.05.
By analysing the retail store where cold colours are
dominant we can notice that by including new va-
riables in the model, the influence of retaining and
spending on repurchase intention becomes statisti-
cally insignificant. Exploring the influence we notice
that the research dimension (f=0.562) has greater
influence on repurchase intention than communi-
cation ($=0.409). Still, if we look at the gender in-
fluence on the elements that influence repurchase
intention we can notice that the dominant influence
among men is shown by the communication dimen-
sion (=0.801). Among women, research dimension
(B=0.563) has a greater influence on repurchase in-
tention than communication (f=0.375). By adding
new variables into the model while exploring the
influence of cold coloured retail store on customer
loyalty the R? changed on average by 30.48%. All F-
values are statistically significant at the level p<0.05.
In all the models tolerance and VIF values are on
an acceptable level. The greatest VIF value is 2.674,
and the smallest tolerance is 0.374. The average VIF
value amongst all the models is 1.542, which indica-
tes that collinearity is not a problem. Furthermore,
average VIF value is not greater than 1. The greatest
value of the Durbin-Watson test in all the models is
2.482 and the average value of the Durbin-Watson
test is 1.877, thus we can conclude that in the mo-
dels the residuals are not related.

It can be concluded that, depending on the colours
that dominate in a grocery retail store environment,
different variables are enhancing repurchase in-
tentions. In a retail store where warm and neutral
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Table 4 Retail store - neutral colours

Model 1 Model 2

B beta t-value B beta t-value
Constant 1.152* (0.300) 3.836 -0.055 (0.452) -0.121
Retaining and spending® 0.758** (0.090) 0.772 8.418 0.565** (0.100) 0.576 5.660
Satisfaction®
Communication®
Research” 0.467** (0.139) 0.341 3.355
R? 0.596 0.674
R? (adj) 0.588 0.660
R? (change) 0.596 0.078
F 70.857** 48.624**
Effect size 0.239
Power | | | 0.858 |

Model 1

B beta t-value
Constant -0.027 (0.551) -0.049
Retaining and spendinga 1.032** (0.167) 0.824 6.172
Satisfactionb
Communicationb
Researchb
R2 0.679
R2 (adj) 0.66
R2 (change) 0.679
F 38.089*
Effect size
Power

Model 1 Model 2

B beta t-value B Beta t-value
Constant 1.627** (0.317) 5.125 -0.623 (0.433) -1.439
Retaining and spendinga 0.672** (0.094) 0.803 7.130 0.417** (0.076) 0.498 5.464
Satisfactionb
Communicationb
Researchb 0.803** (0.135) 0.543 5.958
R2 0.645 0.847
R2 (adj) 0.632 0.385
R2 (change) 0.645 0.202
F 50.842** 74.498**
Effect size 1.320
Power | 0.998

Note: N=50 (M=20; F=30). Standard errors are shown in the brackets. Method of including
the independent variables: a- enter method; b- stepwise method. *p<0.10; **p<0.05

Source: Research results
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Table 5 Retail store - cold colours

Model 1 Model 2 Model 3
B beta t-value B beta t-value B beta t-value

Constant 2.233** (0.419) 5.335 -.0136 (0.403) -0.339 -0.349 (0.357) -0.980
Retaining and spendinga 0.443** (0.138) 0.421 3.212 -0.021 (0.107) -0.019 -0.191 -0.070 (0.095) -0.066 -0.736
Satisfactionb

Communicationb 0.386** (0.099) 0.409 3.914
Researchb 0.950** (0.118) 0.819 8.044 | 0.652**(0.128) 0.562 5.084
R2 0.177 0.654 0.740
R2 (adj) 0.160 0.639 0.723
R2 (change) 0.177 0.477 0.087
F 10.315** 44.359** 43.691**
Effect size 1.379 0.331
Power | 0.999 | | 0.920 |

Model 1 Model 2
B Beta t-value B Beta t-value

Constant 2.868** (0.459) 6.249 0.989* (0.514) 1.926
Retaining and spendinga 0.270* (0.150) 0.389 1.792 -0.015 (0.120) -0.022 -0.127
Satisfactionb

Communicationb 0.676** (0.146) 0.801 4.624
Researchb

R2 0.151 0.624
R2 (adj) 0.104 0.580
R2 (change) 0.151 0.473
F 3.211* 14.115**
Effect size 1.383
Power 0.959

Model 1 Model 2 Model 3
B Beta t-value B Beta t-value B Beta t-value

Constant 0.872 (0.758) 1.150 | -0.531 (0.552) 20962 | -0.821* (0.486) 1.690
Retaining and spendinga 0.870** (0.251) 0.548 3471 0.158 (0.203) 0.100 0.781 0.093 (0.177) 0.058 0.525
Satisfactionb

Communicationb 0.371**(0.117) 0.375 3.175
Researchb 0.899** (0.148) 0.778 6.086 0.651** (0.150) 0.563 4.345
R2 0.301 0.705 0.788
R2 (ad)) 0.276 0.683 0.763
R2 (change) 0.301 0.404 0.083
F 12.048** 32.301** 32.135**
Effect size 1.369 0.392
Power | 0.997 | | 0.763 |

Note: N=50 (M=20; F=30). Standard errors are shown in the brackets. Method of including

the independent variables: a- enter method; b- stepwise method. *p<0.10; **p<0.05
Source: Research results
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colours prevail, a dominance of research dimension
is found as a forecaster of repurchase intentions. In
a retail store where cold colours prevail, both re-
search dimension and the communication dimen-
sion have an influence on repurchase intentions.
Moreover, taking into account the gender, it can be
concluded that besides the colours prevailing in a
retail store, in the female gender a dominance of re-
search dimension is established. Amongst the male
gender, communication dimension prevails as the
most significant foreteller of the decision to return
to the retail store. Therefore it can be concluded
that the stated hypothesis H2: Influence of the colour
that prevails in a grocery retail store on different ele-
ments that enhance repurchase intentions depends
on the gender is confirmed.

4. Conclusion and managerial implications

This paper explores the area of customer loyalty
through researching the role of colours in customer
repurchase intention in a retail store. Exploring the
elements that positively influence repurchase in-
tentions such as satisfaction, communication and
research dimension, and retaining and spending in
different coloured retail store environments, several
conclusions can be drawn.

Looking at the research results through retail sto-
res in which different colours prevail, it is suggested
to use warm colours in grocery retail store interior.
All of the explored dimensions are graded with a
higher grade in retail stores where warm colours are
dominant. Products that are purchased there are
bought routinely, so warm colours like red, orange
and yellow are advised. Red colour can be positive
for products that are not expensive and durable
(Bellizzi, Hite, 1992).

A dominant presence when deciding to return to a
store is the research component, regardless of the
prevailing colour. If the gender influence is regar-
ded, it can be noticed that the specified connecti-
on is present in the female gender, i.e. women stay
longer, browse the retail store and products regar-
dless of the retail store colour. In cold and neutral
coloured retail stores a greater relationship between
research dimension and repurchase intention is fo-
und.

Therefore, cold colours in the context of higher
quality groceries can be used for example in exhi-
bitions while introducing expensive, higher quality
groceries, in places where the goal is to introduce
the customers to the products (presentations) and
other situations that demand engagement of rese-
arch dimension of customer behaviour.

If communication with the sales staff is to be esta-
blished in the retail store as a prerequisite of retur-
ning to the store, using cold colours is suggested.
For both men and women, communication dimen-
sion is expressed as the influence on their returning
behaviour to the retail store. Cold colours are po-
sitive and relaxing (Bellizzi et al., 1983). Therefore,
they induce relaxed feeling among customers and
thus they develop communication with the sales
personnel more easily, that is, if they feel more com-
fortable in that retail store the chances of coming
back grow.

The role of individual elements that inspire con-
sumer loyalty differs depending on the dominant
colour in the retail store. Although previous rese-
arch points out that satisfaction is one of the basic
prerequisites of loyalty (Oliver, 1980, Fornell, 1992),
their connection is not a necessary condition. Rese-
arch has shown that relatively high level of satisfac-
tion does not contribute to consumer loyalty deve-
lopment. The relationship between satisfaction and
loyalty is present only in a retail store where warm
colours are dominant and in male population.

In this research there were certain limitations. Re-
search was conducted on a relatively small sample
of respondents and age groups were not equally dis-
tributed. Another possible limitation of this resear-
ch is the retail store images made in a 3D program.
Given that the respondents did not experience the
retail store space, their answers might be different
than they would have been if the experiment had
been conducted in a real environment.

For further research it is suggested to conduct a sur-
vey on a greater number of respondents, in order to
achieve a more even representation of age groups.
Through higher representation of age groups it is
suggested to explore the influence of age on consu-
mer behaviour during decision making regarding
the purchase of groceries in reality simulated con-
ditions. Moreover, it would be interesting to explore
consumer behaviour and influence on repurchase
intention in retail spaces that are different from
those preferred by most consumers (for example
green and purple colour).
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PONAVLJANJE KUPOVINE U PRODAJNOME PROSTORU
— ISTRAZIVANJE UTJECAJA BOJA

SAZETAK

Svrha ovoga rada je istraziti elemente koji utje¢u na odanost potrosaca u prodajnome prostoru s prehram-
benim proizvodima u kojima prevladavaju razli¢ite boje. Rad istrazuje povezanost izmedu zadovoljstva
potrosaca, istrazivacke dimenzije, komuniciranja s prodajnim osobljem i ponavljanja kupovine u okruzenju
u kojemu prevladavaju razlicite boje. Nadalje, rad istrazuje utjecaj spola na poticanje odanosti potrosaca
u prodajnome prostoru u kojemu prevladavaju tople, neutralne i hladne boje. Empirijsko istrazivanje je
provedeno na primjeru tri razlic¢ito obojena prodajna prostora s prehrambenim proizvodima. Na temelju
rezultata istrazivanja dokazano je da je istrazivacka dimenzija najutjecajniji element koji poti¢e ponovni
dolazak u prodajni prostor. Razlike u spolu su takoder uocene. Za Zene u toplom, neutralnom i hladnom
prostoru utjecaj istrazivacke dimenzije je dominantan. Dok za muskarce, u prodajnome prostoru u kojemu
prevladavaju tople i hladne boje komuniciranje s prodajnim osobljem utjece na ponovnu kupovinu. Istra-
Zivanje doprinosi postojecoj bazi znanja o utjecaju boja na ponavljanje kupovine u kontekstu jugoisto¢ne
europske kulture. Menadzerske implikacije, kao i prijedlozi za buduéa istrazivanja, su predlozeni.

Kljucne rijeci: prodajni prostor, boje, prodajno okruzenje, ponavljanje kupovine
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