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Impact of Interior Colors in Retail Store Atmosphere on

Consumers’ Perceived Store Luxury, Emotions, and Preference
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Conclusion

Theoretical Implications

By exploring the impact of associated meaning of color in retail contexts, we can add some new
suggestions to the extant literature on retail atmospheres, which is focused mostly on such other
atmospheric stimuli as music, scent, and lighting (Beverland et al., 2006) or on atmospheric effects
of overall ambient and design factors (Lin & Liang, 2011). We expand the research of color in
marketing contexts, while most prior researchers have focused on the effect of color temperature
(warm vs. cool) or wavelength (red vs. blue) on emotion (Crowley, 1993; Labrecque & Milne,
2013); in this study, we explore the effect of the perceived (luxury) meaning of colors on the
consumer. Research on color psychology in branding has highlighted some discrepancies from
actual retail branding situations; most prior researchers employed a single hue in retail environments
using a top-down method from color temperature theories, and this lacks applicability to an actual
retail atmosphere.
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