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Abstract

Although the role of the atmosphere in influencing customer behavior
has been widely explored in the field of marketing, the underlying
mechanism of this influence remains a promising research area. This study
aims to measure the impact of the atmosphere on emotional response,
customer experience, and perceived value, and their reflections on the
behavioral response of impulsive purchase and repurchase intention. The
study is based on a case study of some major retail stores in Algeria.

To test the model, a quantitative approach was used, involving the
preparation and distribution of a questionnaire to 516 customers in several
major retail stores. The responses were analyzed using the SmartPLS4
software. The most important findings showed a direct impact of the
atmosphere on emotional response, customer experience, and perceived
value, and a direct impact of emotional response on customer experience,
perceived value, and behavioral response. Additionally, the study found that
customer experience directly affects perceived value and behavioral
response. The results also indicated that emotional response, customer
experience, and perceived value play a mediating role in the relationship
between the atmosphere and behavioral response.

Keywords: Retail Stores, Atmosphere, Emotional Response, Perceived
Value, Customer Experience, Behavioral Response, PLS-SEM Structural
Equation Modeling.
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I Bohl, P. The effects of store atmosphere on shopping behavior-A literature
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I Akhilendra, S. P., & Aravendan, M. A review on apparel fashion trends, visual
merchandising and fashion branding. Intelligent Information Management, 15(3), USA,

(2023), p.121

2 Biswaijit Saha, Swati Gupta, Dynamics of retailing, First Edition, India, (2014), p.51
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I Grewal, D., & Baker, J. Do. retail store environmental factors affect consumers' price
acceptability? An empirical examination. International Journal of Research in
Marketing, 11(2), Netherlands, (1994).

Marii, M. characteristics of efficient salespersons in fmcg retail chains in 2

croatia. International Journal of Sales, Retailing and Marketing, 1(1), USA, (2012), p.19.
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I Mehrabian, A., & Russell, J. A. An approach to environmental psychology. the MIT
Press. USA, (1974), p.04

2 Kotler, P. Atmospherics as a marketing tool. Journal of retailing, 49(4), USA, (1973).



70

Mehrabian & Russell 1974 Juls Olubgal S—O-R zisai ¥yl

(1974) G IS o8 S USshs o Annall 2l gy 358 U ATV 250 Al

Load Cagyeall) S—O-R zigai DA (1o ddjeall (st da daalue Mehrabian & Russell
olal) byl 4aS agh Jal e ) Gadil) ale Jlaa 7 3gaill 138 Wi ((M-R #3540 auly
bl dpald) agiall G20 o Guoedll slale Jd (e 4SS 5 Ay dainall 4 (5pd0)

Al gl il b L

cblaiy) Je g (Stimulus) da)lall Ll ljesdl) o zasadll 138 (g pidy

Bl ((Arousal) 58Yly «(Pleasure) Zaidl & abcdl ((Organism) Lkl
AU ASshal) Alaiad e 5 blaia) sda of LS (PAD Ll a5 «(Dominance)
Lalalall lagi (caindl) @lola) Aubes ol (GalaY) &ola) dulay) (s< 8 ) (Response)

I gy (1) a8y Sally Lyl

(Mehrabian & Russell 1974) cayh (1 7 5all S-O-R zigai :(1) J<&

48 hdl AlaiaY) Aklal) Al Adall 580 5al)
3 sl Y Aaiall
Response

Stimulus

Organisme
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the MIT Press. USA, (1974).

I Mehrabian, A., & Russell, J. A. (1974). Op.cit, p.12
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Source: Bitner, Mary Jo. "Servicescapes: The impact of physical surroundings on

customers and employees." Journal of marketing 56.2, USA, (1992), p.60

I Bitner, M. J. Servicescapes: The impact of physical surroundings on customers and
employees. Journal of marketing, 56(2), USA, (1992), p.60

2 Cortes—navas, s. |., & Rojas—Berrio, S. Servicescape Concept Evolution: Systematic

Review of Literature 1995-2017. Revista Espacios, 39(13). Venezuela, (2018), P.10
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I Stein, A., & Ramaseshan, B. Towards the identification of customer experience, touch
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p.3



79

=2010) 5aY) Clsin yde 8 i 5 GG se 2l G (4) JSalls s

2(2020

(2020-2010) 5aY) Csins sde b i & Al eV G s 25 :(4) J<a

5
0 IIII

2010 2011 2012 2013 2014 2015 2016 2017 2018 | 2019 2020
[ TSN 0 5

[ e~
o N B~ O

WL dae

o N B O

sl

Source: Bascur, C., & Rusu, C. Customer experience in retail: A systematic literature

review. Applied Sciences, 10(21), Switzerland, (2020), p.07
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I De Keyser, A. Understanding and managing the customer experience (Doctoral

dissertation, Ghent University)., (2015). p.2

2 Bascur, C., & Rusu, C. Customer experience in retail: A systematic literature

review. Applied Sciences, 10(21), Switzerland, (2020), p.7
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2 Aren, S., Glizel, M., Kabadayi, E., & Alpkan, L. Factors affecting repurchase
intention to shop at the same website. Procedia—Social and Behavioral Sciences, 99,

the Netherlands (2013).



252

i) aegis pealic (16) Jsaa

bl Ol Saegis sealie (16) Jsandl (4 Gy

el ) aal a2 Ol i) g
SAl.....SA3 341 st gall
Jaiaall juaiall
SA4.....SA6 6 N4 e seliay)
alall 52l
SA7.....SA9 9 N7 e Jadll gelaga
SA10.....SA12 12 N 10 ;e Jaudasnl
EMI.....EM5 17 N 13 e Jodlalal) Al
CEl...CE3 20 N 18 e Osol) dpas Aasgll &l puaial)
PVI....... PV4 24 N 21 e ASHaall Al
IMP1....IMP3 27 AN 25 e @oiall e]yal)
L) sy ) el
RII........ R14 31 28 e ehydl) sale] 4w

Aalll dlae) (et yladl)




253
A8l clieyly Lesdiual) Alasyl Jelatl) culludy clibull asl gei sl daal)

duyall ddass yal)

e Laa¥ly bl due il daulidl Sleaa) dalail) cullad e dad)ll el

Slan¥) Jalail) Culld Qlladl 138 6 (layas clgd) oand ) CilaaY) (aiats il il
ol (I i Daly tlilul) i s () (Bpaien AN ALY Lgd Ljlid ) g cdaiial
S kil DA e Ly ol Canls (6l e ag Ay Auyalls dasipall L8IAY) @llaeY)
238 slae) die lghudat &3 Ay calall Cand) ageads L3I daeal) il L) (he A pana

Ayl

clibad) 2 g8 98 Abjaa 10 oY) caldaal)
& Slshaall aal e bl i ga Gueaiad) Clily g e (2K solad aa
Gl jlasly libd) Jaaal dabiad) (LSl dadagll) ddlasy) culllY) paas
s (dalaall) dusaal)ll ddlan] cudlud ¢ oag Aibany) CulluY) (e cuegi s 3 eyl
(Aaaladll) el ddlian] iy - ool aygil) Cpmsaioall ULl o o Ja i
bl daas dalle gledaly ddey oanhll angll Gl o of Lo Y Al

LUl i e g aaat Yl ety cAansliall dlany) Cullall) Laaly Gugaiesal)

Dbis) &k Wi e elilad) aygs go3 aaatl A8l as) Byk sac aladn ) oSa
sl S) Sl sae IS 13 pa3505 ) (KOIMOGOrov—Smirmnov) Cagiyew—cis jsasalsS

Gluall e €N axdi s Al (Shapiro-Wilk) el o,mld Hlad) 45l 50 (g5l



254

e Sy (P-value) i (ig) el Ll e ddlaial dad 41 jlaal J<iy' .50 ¢ JA
(0.05) AVl (gsinn ao \gii)laas 1305 aaysill g o5 Ao oSal) 2 DI

Ao il 1Y) 1 b LS bl s gs apaail Lagiall Aalall sac @l jlie) (Kag

Y bl of Gl aeny o Slas) dals @llia 0l <0.05 e 3 (p-value) ddlaay)

ol ST 51 (0.05) AN (ggina e (P-Valug)eslS 13 4l a6 ¢ palall aysill ac

Eliially ety Lo alal sl o i) of Giali) ey (g8 AL _aa) iy llia

bl il o ot Lald 3 50 e ST Al die abdl o Lag® LA g o)

Glpaie g (gl Glily )6 ggd 2l w5 b Leds ((Kolmogorov-Smirnov)

d)yall

caisilly aill ja 1s (SPSS el aladn by Slaay) dabail) cadlad ey o al ey sead!
156u-a ‘(2005) ‘z\:ldja.«.d\ ‘u-bl:‘_)”

oas ) chlas) drulul Chlea (SPSS) Jlas) maliy aladials Slas) daball gyl gy dalad?
121 0= ¢(2008) ¢ yan ialal ciuallall lall Jo¥1 eiad) o(&aah DU —dsjiel)lll) 4dlany)


https://www.neelwafurat.com/locate.aspx?mode=1&search=author1&entry=%D9%85%D8%AD%D9%85%D8%AF%20%D8%AE%D9%8A%D8%B1%20%D8%B3%D9%84%D9%8A%D9%85%20%D8%A3%D8%A8%D9%88%20%D8%B2%D9%8A%D8%AF

255

clibull (Tests of Normality) bl 2 sil) g68 RAS @il Gam (17) Jsa

sl g Kolmogorov-Smirnov? ObiaY) jslas
osae JS by g ChgsaiassS Lal
(P-value) Df AilasY) dall
okl
Lllany) daill Ll da
b asl) ai Y 0.000 516 0.082 pladl sl
b gl ai Y 0.000 516 0.126 Loadalal) Lolanisy)
b sl ai Y 0.000 516 0.152 Qs dppad
b gl i Y 0.000 516 0.079 AS)2all daall
b ansl ai Y 0.000 516 0.083 ASelad) dplanay)

SPSS. V 28@1.1).1 Glayia UJ:— AaieYU @ jlaall

e sad Gusatall Ll (Sig) Adlaa¥) daill of s Slel Jganl) DIa (s

:&ua ¢(0.05) o Jal & Al

iy LllaaY) dad of an (plad) sall) Jiceddl il pas Cugataal) bl deealls -

@ilily ol Sl saclall gy 4ddes 0.05 AN (g5 wua e 31 a5 (SIG=0.000)

.ga:\._tﬂ\ z:u,ﬂ\ & Y duall

J3l s clyiall auaald (S1G=0.000) sl illaa¥) dad of 2 (AS)2al) el

sl agill i Y Al Glly o8 Dlel sac il 3gs ailes 0.05 AN (ggine (1




256
Adlaa) dad o and (AS5had) Blan ) bl sl sa Gusatiaall bl dealls -
@liby Gl kel sl (3899 4de s 0.05 AV (ggine e JiI a5 (SIG=0.000) wialy
ekl sl i Y Al
Gl gad Gugatiuall il o 7 i (Sas eodlel 8580l gliall e 3l iz Liay)
il 8 Gaala ) ddilan) @lpa¥) prdicin Luh & Sl ¢ bl auyeill ass Y
el pdl) Lasls daball 3l iy disad) 3 ebly Cilila)
cre STy 2yl 23501 auii (B padiad Ally Daaleadl) dilasy) @lel) Gaal o
A phay LISl Y alaal) Lngia (A Cilaajallg Sa3emall Gl piall (g dali Y lBlall dais
o e bl o Laalps) Qs Y Ll s ¢ (SEM-PLS) 455all (saall cilayall
LSsllly dpelany) Sl (A audy Gl o padiun danlall oda ¢ anball il wi
&V Iyl o lae L 138 5335l ol piriall G 53kaal) el s =iy (Aolaiy]s
bl b Adladg 48y ST il

Auhll) b Aasdieall lany) Jalatl) caudbad 2 AGY clbaall

o OBl hlas diadl o oali@Y) gl zisall dadia jlaal ) 8

Lual) A by e alaeYl Lgaady of dahall il s ASE Ly Al a8 i)
22350l G paiesall iy st e @l 3 Baalad 818 s e e agibla) sas
Loyt e Al ly Aaall alaal il cdoaliall Jlaa) dalaill i) (he desana
Lo L) o3 0<igl) i slaal) dandais ¢ V) ¢ hasll sloan¥) o zy35 s
«(SmartPLS4) zaliyg (Spss v28) 4 dlidilly dulyll oda & sadizall Ailasy) zalyl

t o et deaiiiceal) Aslas) CulllY



257
L) e ciuag) daddivall dulany) cudladl) oYyl
Ofigaall ddlpe ganall Gpalall ddjra ke OIS (61lg Ghuagl) slanl) o alac) &

DA e ellg cdayll e Jga alall olasyly

e DAY Auidaglly uaddl) pailadl) o Copall Caags diglal) qudlly clsil -
) )

Oe Aaadle S e 55N 9a liball dale Bygum dty (sl 58 buad) Jaugiall —
Chlie sad ALY lla) Jasie dyee A aglos g Leclilul) degana (8 illaadlall
dalaiindy duhyall Jae (Sl Lolaill c Ml lajish ibigics aanty Ll ol paiag
Al de il sl el e L) ihlie i b L

slail Aayall ahaY) cillaiad Calad) (s e oyl Lai ddlea S 1gluaall Cilad¥) -
al LS lgmndt pae s llaY) 35 o il Jy jaeal diad el LS Pesey ol )lie (S
Mg leal) Lacgiall (golos vie b JY) mlbaal @bl i 8 i

@ A el e e jral ib gl (a1 sy oY) asll n Bl say sl -

ekl

-
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2 Sekaran, U., & Bougie, R. (2016). Op cité.p.284
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3 Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. A Primer on Partial Least
Squares Structural Equation Modeling (PLS—SEM), Sage, Thousand Oaks, CA. (2017a),
USA, p.126
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0,317 0,509 0,482 0,189 0,245 0,300 0,193 | 0,749 0,627 | EM5
0,156 0,614 0,281 0,063 0,108 0,144 0,130 | 0,332 0,261 | IMP1
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Research, Vol. 69 No. 10, (2016), p.53
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5 Hair, J.F., Hult, G.T.M., Ringle, C.M. and Sarstedt, M. A Primer on Partial Least
Squares Structural Equation Modeling (PLS—SEM), Sage, Thousand Oaks, CA. USA,
(2017a).
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6 Joseph Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. When to use and how
to report the results of PLS-SEM. European business review, 31(1), UK, (2019).
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0,659 0,660 5Ly
0,234 0,235 hasal
0,447 0,450 Ayl el
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Charua 0.044 A0l Aagil) <= Aaalalal) Llaio)
e 0.034 LS sal) AlaiaY) <= Zaalalal) Ldaio)
e 1.283 Gsol djas <= duibalall dlana)
Chyria 0.025 A5 daill <= bl sal)
Chaia 0.046 ASslad) Blaa) <= alal ol
e 0.114 Gsl) djas <= alad) sal)

SmartPLS4 zaliy il jis 1 jaal)

Lo dpean cilS Luahall 2 39a) it paead 80 aaa ad o Gl Joaad) (g ey

s (1.283) dais dlle ilS Ally Lualalall lainly gl At e dangs Al el fae
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sale) A | ebdll | AlaiuN) | Anad | Aedl) | sasdl | selia¥) | dadaddl) | silise | (alad)

hall | (gl | Akl | gel | A Jadll
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Sl

Aaliosl) b geitis (37) by Jsandl sy Aapall o3 8 Alalusgll 028 (10 g5t 2nss

) o 3gaill Adassgll hyuaiall Jalas (37) Jgaa

RA_‘-}:\H‘ P Values Z.A‘.'\ET dj)ﬂ! Beta wa‘ &‘9..1
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1 Ringle, C. M., & Sarstedt, M. Gain more insight from your PLS-SEM results: The
importance—performance map analysis. Industrial management & data systems, 116(9),

UK, (2016), p.66
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I Ringle, C. M., & Sarstedt, M. (2016), Op cité, p.116

2 Wyréd-Wrébel, J., & Biesok, G. Decision making on various approaches to
Importance—-Performance Analysis (IPA). European Journal of Business Science and

Technology, 3(2), Poland, (2017), p.124

3 Ringle, C.M.; Sarstedt, M. (2016), Op cité, p.116
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Source: Ringle, C. M., & Sarstedt, M. Gain more insight from your PLS-SEM results:
The importance—performance map analysis. Industrial management & data systems.

UK, (2016), p.68

slafial 5 28y ! lllidl o3g; IPMA ¢l & of sy 2018 Hair et al caws

Ay Lf bl sda

I Matthews, L., Hair, J. O. E., & Matthews, R. PLS-SEM: The holy grail for advanced
analysis. Marketing Management Journal, 28(1), UK, (2018), USA, p.123
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1 Hock, C., Ringle, C. M., & Sarstedt, M. Management of multi-purpose stadiums:
Importance and performance measurement of service interfaces. International journal of

services technology and management, 14(2-3), UK, (2010), p-190
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(1_s¥Wvs 2_A)p
(1S -
value . i)
2_A)
God wg Y 0,484 -0,006 customer experince —> behavior response
God g Y 0,055 0,184 customer experince —> percived value
Bod g Y 0,303 0,057 emotional response —> behavior response
Gosd g Y 0,335 0,025 emotional response —> customer experince
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God g Y 0,404 0,019 percived value —> behavior response
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God g Y 0,443 0,014 store atmospherics —> percived value
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REPT 0,187
Ga¥ | 0,280 0,166 0,423 0,037 -0,129 | customer experince —> behavior response
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