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How sales promotion display affects customer shopping intentions in retails 1 

 2 

Abstract  3 

Purpose – The purpose of the current paper is to examine the impact of sales promotion 4 

display on customer intentions to purchase and repurchase focusing on the moderating roles 5 

of perceived product quality and price fairness.  6 

Design/methodology/approach – This study employs a descriptive quantitative, non-7 

experimental research method using a cross-sectional design with a self-administered 8 

questionnaire. 415 department store customers responded to the survey through an online 9 

research panel provider in Australia.  10 

Findings – The results indicated that sales promotion display significantly affects the 11 

purchase and repurchase intentions. The findings also highlight the moderating role of 12 

perceived product quality and price fairness on customer shopping intentions. Lastly, it is 13 

confirmed that the joint moderating effects of perceived product quality and price fairness in 14 

the relationship between sales promotion display, purchase and repurchase intentions are 15 

significant. 16 

Practical implications – Based on the study findings, managers could drive customer 17 

purchase and repurchase intentions using suitable visual objects in sales promotion and their 18 

appropriate in-store placement.  19 

Originality/value – The present study introduced sales promotion display as a new dimension 20 

of store physical environment. This is the first study to investigate the relationship between 21 

sales promotion display and customer shopping intentions and incorporates customers’ 22 

cognitive perceptions of price and quality in the conditioned effect of sales promotion display 23 

on shopping intentions. Moreover, this research brings up new insight into retailing literature 24 

by applying classical conditioning theory in examining the links between sales promotion 25 

display and customer shopping intentions.  26 

Keywords: Sales promotion display, Perceived price fairness, Perceived product quality, 27 

Purchase intention, Repurchase intention, Retail 28 

Paper type: Research paper 29 
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Introduction 1 

One of the challenges that marketers always are faced with, is how to improve customer 2 

shopping intentions to the services or products they offer (Saleem et al., 2017, Mohan et al., 3 

2013). Scholars believe that about 80% of customers shopping decisions occur in store 4 

environment (Winter, 2014). Therefore, this is important for marketers to recognise the 5 

driving force behind customer shopping intentions to reduce customer defection and attract 6 

more customers (Irfan et al., 2019, Pappas et al., 2014). In this line, many studies have 7 

focused on antecedents of shopping intentions in retails (Childs et al., 2020, Bigoin-Gagnan 8 

and Lacoste-Badie, 2018, Jiang et al., 2019). Researchers have suggested the importance of 9 

store physical environment stimuli (e.g., design, layout and lighting) and different display 10 

techniques in enticing customers to shop and repurchase (Graciola et al., 2018, Horstmann, 11 

2017). They believe that environmental stimuli and different types of display (e.g., products 12 

and price) as silent salespeople, draw customers into store and motivate them to evaluate and 13 

purchase products (Huddleston et al., 2015). Displays and other stimuli in store environment 14 

drive customer decisions to where to buy (Ballantine et al., 2015, Graciola et al., 2018), 15 

because physical environment is the first exposure that leaves customers a distinct impression 16 

and thus may form their perceptions and experiences of the environment (Lee and Yun, 17 

2015). In a retail context, in-store displays have known as marketing tools which impress the 18 

customer’s mind and decision. Effective displays present an opportunity to capture customer 19 

attention and a share of the contents of their wallet (Huddleston et al., 2015). Therefore, 20 

customers who are exposed to various displays (e.g., products and price) may show stronger 21 

shopping intentions (Jang et al., 2018, Horstmann, 2017).   22 

Previous studies have acknowledged the effect of physical environment stimuli and 23 

different types of display on customer behaviours (Otterbring, 2018, Horstmann, 2017, Jang 24 

et al., 2018); however, to the best of our knowledge, no studies have examined whether sales 25 
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promotion display (SPD) as a form of display can be related to customer shopping intentions. 1 

Moreover, it is not clear how SPD can directly shape customer shopping intentions. In this 2 

line, although several studies applied classical conditioning theory (CCT) to clarify the effect 3 

of advertising and sales promotion on consumer behaviour (Vermeulen and Beukeboom, 4 

2016, Folkvord et al., 2016), no studies have investigated the direct effect of SPD as a form of 5 

display on shopping intentions using CCT. Therefore, to fill these gaps the present study 6 

initiates SPD in retailing studies and employs classical conditioning theory (CCT) in a new 7 

and relatively unique way to explain how SPD can directly affect customer shopping 8 

intentions.  9 

As the display of sales promotion is integrated in stores’ every day physical environment 10 

especially in large retailers such as department stores, it can be considered as a new 11 

dimension of store physical stimuli and different types of display (Teck Weng and Cyril de 12 

Run, 2013). SPD as a visual stimulus refers to applying tools such as colour labels, billboards 13 

and other signs signalling sales promotion which may excite customers to purchase and 14 

repurchase through their beautiful design highlighting information related to the type of 15 

products’ promotions (e.g., buy two and get one free, coupon, and gift), price reduction rates, 16 

percentage of discounts and location of promoted products in store. Therefore, SPD as a 17 

physical stimulus and a type of display which is visual and rouses customers’ excitement can 18 

be employed by retailers to enhance customer intention to buy. 19 

Following the above arguments, the current study aims to explore the direct impact of SPD 20 

on customer shopping intentions (i.e., purchase and repurchase) drawing on CCT. Moreover, 21 

the study explores the moderating roles of perceived price fairness (PPF) and perceived 22 

product quality (PPQ) in the relationship between SPD and customer purchase and repurchase 23 

intentions. 24 
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The study makes several contributions to the extant marketing and retailing literature. 1 

Firstly, it enhances existing retailing theories by recognising SPD as a new dimension of store 2 

physical environment stimulus and type of display, which influences customer reaction. 3 

Secondly, the study enriches marketing and retailing theoretical foundation by applying CCT 4 

to examine the direct relationships between SPD, purchase intention (PI) and repurchase 5 

intention (RI). Finally, this study offers a new insight into PPF and PPQ as customer 6 

cognitive perceptions which interact with SPD in affecting PI and RI. 7 

Theoretical framework and hypotheses  8 

Sales Promotion Display (SPD) 9 

American Marketing Association has stressed that sales promotion, as a motivational tool, is 10 

designed to stimulate consumers to purchase numerous products (Rong-Da Liang et al., 11 

2017). Sales promotion is defined as activities that provide additional benefits for customers 12 

to encourage them to take immediate responses and usually take place during specific time 13 

periods, at certain locations, or among fixed customer groups (Peattie and Peattie, 2003). 14 

While many studies have indicated the impact of sales promotions on consumer behaviour, 15 

(Rong-Da Liang et al., 2017, Akram et al., 2018, Shukla and Banerjee, 2014) paying attention 16 

to highlighting display of sales promotion as a new feature may be considered as a strong tool 17 

in retails. 18 

SPD can be defined as a special presentation of products’ sales promotion in store to raise 19 

customer attraction and awareness towards sales promotion which persuades customers to 20 

purchase and repurchase. SPD may influence customer attitude and behaviour through two 21 

aspects: physical and informative. Physical aspect of sales promotion refers to tools (e.g., 22 

Banner, billboard, balloon and price tag) and their design and in-store layout which can be 23 

useful in displaying sales promotion. Informative aspect of sales promotion refers to the 24 

details (e.g. type of promotions and percentage of discount) of products’ monetary and non-25 
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monetary promotions in store provided in sales promotion displays. Using physical and 1 

informative aspects of SPD, retails can attract customers’ attention and provide them with 2 

information on the products on sale, their location in store and the type and conditions of sales 3 

promotion. Providing information about sales promotion in store results in customer 4 

convenience and excitement because of its alignment with many customer goals (Nilsson and 5 

Ballantyne, 2014). Convenience and excitement, which are created through displaying sales 6 

promotion influence customers’ positive attitudes and subsequently their shopping intentions.  7 

In retail context, displays have been known as effective marketing tools which play a 8 

major part in the selling strategies (Opris and Bratucu, 2013, Horstmann, 2017). They display 9 

goods, prices and discounts to attract customers, hence displays become crucial parts of big 10 

retailers such as department stores which offer a wide range of products and ultimate arena of 11 

free choice (Dulsrud and Jacobsen, 2009). Displays enhance consumer motivations in a store  12 

leading them to favourable purchasing behaviours (Law et al., 2012). Despite practical 13 

importance of displays in retails, many aspects of displays and how they draw customers’ 14 

attention are still hardly elaborated (Nordfält, 2011).  15 

Classical Conditioning Theory (CCT) 16 

Scholars have suggested that as a result of change in environmental stimuli, behaviour is 17 

primarily made (Teunter, 2002, Pornpitakpan, 2012). These stimuli are called incentive 18 

stimuli that can promote motivation (Brom et al., 2014). Hence, applying some specific 19 

learning theories (for example, classical conditioning) which concentrate on the consumer’s 20 

environment and behaviour can be useful in explaining how and why store stimuli (e.g., 21 

display of product, price and sales promotion) affect consumer behaviour (Teunter, 2002). 22 

Applying something as a signal for something else is the main operation in learning. The 23 

signal can create new habits, sensations and conditions for pseudoconditioning, and classical  24 

and operant  conditioning (Staddon, 2016). 25 



6 
 

According to CCT, a primary stimulus influences and elicits behaviour in a manner that the 1 

behaviour appears as a reflex. Then, a neutral stimulus, in the process of this theory, is paired 2 

with another stimulus that elicits a reaction. When these stimuli (i.e. primary and neutral) 3 

repeat consecutively, the neutral stimulus is substituted for the primary stimulus and acquires 4 

the ability to evoke the response (McSweeney and Bierley, 1984, Pavlov, 1927). Therefore, 5 

when ‘classical conditioning’ happens, an earlier neutral stimulus which is called the 6 

‘conditional stimulus’ is repeatedly paired with the primary unconditioned stimulus. After 7 

several such pairings, the ability to produce a response is transferred from the primary 8 

stimulus to the conditioned stimulus (i.e. the neutral stimulus) (Teunter, 2002). Classical 9 

conditioning as a form of associative learning is widely used as a paradigm in behavioural 10 

psychology and demonstrated in a wide range of species and response systems (Hollis et al., 11 

1997, Bouton, 2007). Foltin and Haney (2000) stated that there are several reasons 12 

highlighting the importance of classical conditioning in marketing science. Firstly, 13 

conditioning efforts are widespread in marketing technics such as advertising and sales 14 

promotion. Secondly, research supported classical conditioning of behaviours in a wide range 15 

of species from lower animals to humans. Finally, as attitude can be conditioned, CCT can 16 

provide important implications for consumer behaviour. 17 

Following the above discussion, drawing on CCT, sales promotion tools and techniques as 18 

primary unconditioned stimuli can influence customer behaviour; however, visual tools (i.e., 19 

Banner, billboard, balloon and price tag) are the neutral stimuli which naturally do not elicit a 20 

response of excitement. When sales promotion displays are seen repeatedly in a store, SPDs 21 

eventually become a conditioned stimulus because these signs and objects represent sales 22 

promotion (e.g., premiums and price discounts) which naturally results in a forceful response. 23 

Figure 1 presents an overview of our conceptual model. Drawing on CCT, the conceptual 24 

model is developed to propose the direct effect of the SPD on PI and RI. Furthermore, it 25 
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proposes the moderating role of PPF and PPQ in the relationship between SPD and customer 1 

shopping intentions.  2 

Place Figure 1 about here 3 

Purchase and Repurchase intentions  4 

Purchase intention (PI) refers to the future intent and plan of a customer to buy a product or 5 

service which they desire (Schiffman and Kanuk, 2007, Lu et al., 2014). Previous studies 6 

confirmed that PI is one of the main antecedents of customer behaviour (Teck Weng and 7 

Cyril de Run, 2013, Rana and Paul, 2017). The customer’s positive purchase intention propels 8 

them to take actual shopping action (Wu et al., 2011). In addition, some studies indicate that 9 

repurchase intention (RI) is a valuable element in improving firm profitability and 10 

sustainability in a long run (Hume and Sullivan Mort, 2010, Keiningham et al., 2015). 11 

Furthermore, as companies need to direct their policies to increase the rate of customer 12 

purchase and repurchase in order to succeed and survive (Taylor, 2000), recognising the 13 

mechanism that contribute to customer intention to purchase and repurchase is necessary and 14 

valuable (Hume and Sullivan Mort, 2010).  15 

PI and RP are routinely used as the best predictors of shopping behaviours, because they 16 

enable the customer to integrate contributing factors that affect their purchase (Keh and Xie, 17 

2009). Store physical environment and its visual elements are among the main factors which 18 

can shape customers’ shopping experience and consequently shopping intentions. Shopping 19 

experience arising from seeing products in store environment is a vital element in the 20 

visualising of the product. People are extremely influenced by visual cues provided by 21 

marketing communication tools such as display of products and sales promotion in-store 22 

(Rajaguru, 2014). These cues consciously or unconsciously influence customer shopping 23 

decisions immediately after arriving at the store (Wu et al., 2013). Products and sales 24 

promotions display are significant because they give important information about the stores’ 25 
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image, price discounts, premiums, price range, and product position in stores; this is 1 

especially true for big stores such as department stores (Ogle and Schofield-Tomschin, 2002). 2 

Displaying sales promotion attracts customers’ attention and persuades them to buy (Pegler, 3 

2012). As customers are susceptible to being influenced by information which they acquire in 4 

stores, displaying sales promotion can directly affect customer attitudes and behaviours (Law 5 

et al., 2012). 6 

The predominance and the role of product display facets, among other physical 7 

environmental cues have been highlighted by Ballantine et al. (2010). As customers senses 8 

and logic (e.g., sight and assessments) are the basis of their decision-making and shopping 9 

behaviours (Underhill, 2009), stores can make use of many different factors (e.g., discounts, 10 

sound, space, and promotion type) through displaying  sale promotion in order to manipulate 11 

customer behaviours. New technologies and objects such as colour labels, billboards, banners 12 

and colour balloons can be used to stimulate customers’ emotions and consequently their 13 

behaviour (Wu et al., 2013). As discussed above, displaying of sales promotion as 14 

conditioned stimuli can influence customer behaviour. Because SPD is an inseparable part of 15 

the physical environment of department stores relying on CCT, it can be explained how and 16 

why SPD affects customer shopping behaviours; thus, it can be hypothesised that: 17 

H1. Sales promotion display positively affects PI. 18 

H2. Sales promotion display positively affects RI. 19 

PPF and PPQ  20 

Scholars agree that variables such as perceived price (Ryu and Han, 2010) and perceived 21 

quality (Ryu and Han, 2010, Iranmanesh et al., 2017) are the main antecedents of customer 22 

behaviour. The importance of perceived value, which is strongly related to perceived product 23 

price in illustrating customer behaviour, is also underlined in marketing literature (Ryu and 24 

Han, 2010, Ryu et al., 2012). When customers consider the price of a product/service as fair 25 
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and reasonable, their satisfaction relative to product/service quality increase (Ryu and Han, 1 

2010). In reality, price is one of the main factors in customer experience evaluation with a 2 

product which tends to shape customer attitude towards a company/store (Khare et al., 2014). 3 

For instance, Han and Ryu (2009) investigated the antecedents of customer behaviour and 4 

found that PPF significantly influences customers behavioural intentions. Moreover, they 5 

indicated that customer perception of reasonable price plays a moderating role in the link 6 

between physical stimuli and customer attitudes.  7 

On the other hand, there is no doubt that perceived quality has an impact on customer 8 

behaviour, and several studies demonstrated the positive relationship between them (Su et al., 9 

2016). Furthermore, several studies confirmed that high product quality increases the level of 10 

customer satisfaction (Bei and Chiao, 2001, Ryu and Han, 2010). A converging theory is that 11 

customers’ shopping experience and the information they receive through sales promotion 12 

techniques and advertisements shape their perception of product or service quality. Customers 13 

compare quality perceptions to the sacrifice they have made for the purchase (Teck Weng and 14 

Cyril de Run, 2013). Thus, the results derived from this cognitive assessment shape their 15 

value judgments (Ryu and Han, 2010).  16 

Both PPF and PPQ almost equally play key roles in making customer attitude and 17 

behaviour (Bei and Chiao, 2001, Su et al., 2016). Therefore, given the theoretical and 18 

empirical supports, it can be deduced that PPF and PPQ are significant drivers of customer 19 

attitude and behaviour (Ryu and Han, 2010). Thus, it is hypothesised that: 20 

H3ab: PPQ (a) and PPF (b) moderate the effect of SPD on PI. 21 

H4ab: PPQ (a) and PPF (b) moderate the effect of SPD on RI. 22 

H5: PPQ and PPF simultaneously moderate the effect of SPD on PI. 23 

H6: PPQ and PPF simultaneously moderate the effect of SPD on RI. 24 
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Method  1 

Data collection, sample and measures  2 

To verify the hypotheses, data were collected from customers of department stores in 3 

Australia via a self-administered questionnaire. The sample of the current study consisted of 4 

consumers who visited at least one of the department stores during the month before. Data for 5 

this study were collected using an online survey through an online research panel provider. To 6 

start the process of data collection, the online research panel provider sent an email to 7 

members of their panel and explained why they received the email and included a link for the 8 

survey. Respondents were screened according to whether they had shopped in a department 9 

store in the month prior to taking the survey, and if so, they were asked to name the store. In 10 

the first stage of the survey process, the online research panel provider collected a range of 11 

information about participants including the type of department store where they shopped. 12 

The next stage screened participants according to the history of their shopping, and only 13 

participants who had shopping experience in a department store were recruited. Panel 14 

members who met these criteria were invited to participate and complete the survey. The 15 

online panel also collected a range of additional information about participants in the form of 16 

demographics. The final survey was based and piloted on 80 panel members.  17 

This study aimed at 500 responses to increase the accuracy drawing on the desired 18 

confidence levels and margin of error (Krejcie and Morgan, 1970). To ensure the 19 

generalisability of the results, 500 customers of department stores from all Australian states 20 

were selected. 415 usable questionnaires were returned (rate of 83%) and used for data 21 

analysis including Myer: 124, David Jones: 46, and Harris Scarfe: 35 Big W: 61, Kmart: 102, 22 

Best & Less: 16, and Target: 36. Sample characteristics are presented in Table 1.  23 

Place Table 1 about here 24 
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Respondents were asked to rate all constructs on a seven-point, Likert-type, multiple-item 1 

scale ranging from “Strongly Disagree” (1) to “Strongly Agree” (7). Measures of SPD were 2 

adopted from Kumar and Kim (2014), Mohan et al. (2013) comprising of a five-item 3 

measure. PI was measured with two items from Loureiro (2014), and RI was measured with 4 

one item adopted from Mende et al. (2013). 3-item measure of PPQ and 5-item measure of 5 

PPF, and were adopted from Bartikowski and Walsh (2011). All measures, including their 6 

items are shown in Appendix A. The PROCESS macro Version 3.0 and SPSS 24 have been 7 

employed to analyse data and as a test of the conceptual research model. 8 

Results 9 

Measurements evaluation 10 

In this study, RI was measured using a single item only. Because single-item constructs 11 

achieve the same predictive validity as multi-item constructs (Bergkvist and Rossiter, 2007), 12 

no internal consistency and reliability assessment were necessary. To ensure the validity and 13 

reliability of the remainder of the constructs, all of which consisted of multi-item scales, 14 

Cronbach’s alpha (CA), composite reliability (CR), and average variance extracted (AVE) 15 

were used. CA coefficients of all constructs which are shown in Table 2 are higher than 16 

acceptable level (0.70) (Nunnally and Bernstein, 1994). Similarly, all CR coefficients of 17 

variables were above the acceptable reliability level (i.e. 0.70), which ranged from 0.78 to 18 

0.95. AVEs were all higher than the cutoff value ( i.e. 0.50) (ranging from 0.63 to 0.79) (see 19 

Table 2). Moreover, as the square root of the AVEs (values bolded in Table 2) are more than 20 

the correlation coefficients with any other construct, discriminant validity amongst the 21 

measures is appropriate (Chin, 1998). Therefore, these results indicate satisfactory reliabilities 22 

and both aspects of construct (i.e. convergent and discriminant) validity of the measurement 23 

items. 24 

Place Table 2 about here 25 
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Hypotheses testing   1 

A moderation model using linear regression was employed to test the current study 2 

hypotheses. To test the hypotheses, relevant to the conceptual research model, models 1 and 2 3 

of the PROCESS macro developed by Hayes (2013) were used. Model 1 is able to measure 4 

the effect of a moderating variable in the link between an independent and dependent variable 5 

and model 2 is able to measure joint effects of two moderating variables in the link between 6 

variables.  7 

Testing direct and interaction effects  8 

The summary results of model 1 show the significance of all models; the effect of SPD on PI 9 

with the moderating effect of PPQ (F (3, 411) = 28.66, P<0.000, R2 = 0.17) and with the 10 

moderating effect of PPF (F (3, 411) = 16.03, P<0.000, R2 = 0.10), the effect of SPD on RI 11 

with the moderating effect of PPQ (F (3, 411) = 14.81, P<0.000, R2 = 0.10), and with the 12 

moderating effect of PPF (F (3, 411) = 24.21, P<.000, R2 = 0.15).  13 

The results provided in Table 3(a) show that SPD directly affects PI (β= 0.16, t= 3.96); 14 

therefore, H1 was supported. The interaction effect of PPF on the link between the SPD and 15 

PI was statistically significant (β= 0.10, t= 2.54); thus, H3a was supported. Further, 16 

statistically significant interaction between PPQ and SPD on PI (β = 0.11, t = 3.69) provided 17 

support for H3b (see Table 3(a)).  18 

Place Table 3 about here 19 

 20 

The results show that PPF and PPQ moderate SPD-PI link separately. To test the 21 

moderating effects of PPF and PPQ on SPD-PI relationship, at low, average (moderate), and 22 

high levels of standard deviation, a simple slope analysis was used (Hayes, 2013). Consistent 23 

with H3a, the slope of the conditional effect of SPD on PI, as shown in Table 3(b), is stronger 24 

at higher levels of PPF (β = 0.25) than lower levels (β = 0.08). In fact, although at low levels 25 
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of PPF, there is no significant interaction effect between PPF and SPD on PI, at average and 1 

high levels, the effect of PPF is significant (see Fig. 2). Similarly, Table 3(c) and Fig. 2 show 2 

that at low and average levels of PPQ, the relationship between SPD and PI are not 3 

significant, whilst it becomes stronger and statistically significant at a high level of PPQ (β = 4 

0.17) due to increasing β coefficient and as the bootstrapped confidence intervals do not 5 

contain zero.  6 

Place Figure 2 about here 7 

 8 

The output of PROCESS macro provided in Table 4(a) show that SPD directly affects RI 9 

(β= 0.17, t= 2.54) and was statistically significant in support of H2. The interaction effect of 10 

PPF on the link between SPD and RI was statistically significant (β= 0.10, t= 1.92); therefore 11 

H4a was supported. Further, the statistically significance of the interaction between PPQ and 12 

SPD on RI (β = 0.12, t = 2.12) provided support for H4b (see Table 4(a)).  13 

Place Table 4 about here 14 

                                                                                15 
Thus, the results show that PPF and PPQ moderate SPD-RI link separately. A simple slope 16 

analysis was used to make an estimate of the effects on the focal variable, namely SPD at 17 

standard deviation below the average, moderate (average), and above the average levels of the 18 

moderators– PPF and PPQ. Consistent with H4a, Table 4(b) shows that the slope of the 19 

conditional effect of the SPD on RI is stronger at higher levels of PPF (β = 0.28) than lower 20 

levels (β = 0.08). In fact, although at low levels of PPF there is no significant interaction 21 

effect between PPF and SPD on RI, at average and high levels, the moderating effect of PPF 22 

is significant (see Fig. 3). Similarly, Table 4(c) and Fig. 3 show that at higher levels of PPQ, β 23 

coefficient increase and the bootstrapped confidence intervals do not contain zero, thus, the 24 

relationship between the SPD and RI becomes stronger and statistically significant (High SD 25 

= 6.4, β = 0.44). 26 
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Place Figure 3 about here 1 

Testing joint effects of moderating variables 2 

As mentioned before, in this study, model 2 was run twice to examine H5 and H6. The 3 

summary results show the significance of both models, joint moderating effect of PPQ and 4 

PPF in the relationship between the SPD and PI (F (5, 409) = 51.98, P<0.000, R2 = 0.39), and 5 

joint moderating effect of PPQ and PPF in the relationship between the SPD and RI (F (5, 6 

409) = 14.61, P<0.000, R2 = 0.15).  7 

The outputs provided in Table 5(a) related to H5 show that the link between the SPD and 8 

PI was not moderated by both PPQ and PPF when both are at low and average levels, 9 

although the joint moderating effect of PPQ and PPF at the high level (β = 0.18) was 10 

significant; thus, supporting H5. In addition, Table 5(b) shows that when PPQ was at low 11 

level and PPF was at either low (β = - 0.07), average (β = - 0.06) or high (β = - 0.08) levels, 12 

SPD-RI link was not moderated by them. On the other hand, when PPQ and PPF were 13 

changed from low to high levels, their moderation effects were increased. For example, when 14 

both PPQ and PPF were at average levels (β = 0.2) or PPQ was at average and PPF was at 15 

high level (β = 0.21), they moderated the link between the SPD and RI. Finally, when both 16 

PPQ and PPF were at high levels (β = 0.31), their moderating effects increased, thus, H6 was 17 

supported. 18 

Place Table 5 about here 19 

Discussion  20 

Although marketing literature clearly acknowledged the effect of physical stimuli and 21 

different type of displays on customer behaviour in store (Wu et al., 2013, Law et al., 2012), 22 

no studies have examined the role of SPD in exciting customers and affecting customer 23 

shopping behaviour as a physical stimulus and a type of display. To address this gap, the 24 

current study explores the existence of the link between SPD, PI and RI using classical 25 
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conditioning theory. The results confirm that when visual tools as neutral stimuli, which are 1 

employed to display sales promotion, are paired with sales promotion techniques, they turn to 2 

conditioned stimulus which influence shopping intentions. Therefore, the study results 3 

demonstrated that SPD affects both customer purchase and repurchase intentions. These 4 

results are in line with Wu et al. (2013) and Mohan et al. (2013) who found that behavioural 5 

intentions such as spending money and impulse buying were driven directly by store 6 

environment and product display. The study results are also in line with the studies that 7 

employed CCT in retail context; for example, Milliman (1982) found that slow background 8 

music increased purchasing behaviour in a supermarket. McCall and Belmont (1996) found 9 

that in a restaurant tipping increased when a credit card sign was present on the tray 10 

containing a bill. Teunter (2002) also examined the effect of sales promotion as an 11 

environmental stimulus on household PI using CCT. Moreover, the study results are 12 

consistent with Horstmann (2017) who investigated shopper's attitude toward a point of sale 13 

display. Horstmann’s findings confirmed that different facets of a display such as shape, 14 

colour, presentation of promoted products and Information content of display influence the 15 

shopper's point of view.  16 

 This study also incorporated customers’ cognitive perceptions of perceived product 17 

quality and price fairness in conditioned effect of SPD on shopping intentions. Results show 18 

that PPQ and PPF separately moderate SPD, PI and RI links. The results also confirm that the 19 

conditioned effect of SPD on shopping intentions was significantly at a high level, although 20 

there was not such a significant interaction relationship at low levels of PPQ. Similarly, 21 

findings show that the interaction between SPD and PPF on shopping intentions at high level 22 

was significant, although there was not such a significant interaction relationship at low levels 23 

of PPF. The results indicate that, increasing customers’ perceptions of product quality and 24 

price fairness separately improved the conditioned effects of SPD on shopping intentions. 25 
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Moreover, the results confirm the joint interaction effect of PPQ and PPF with SPD on 1 

customer shopping intentions. Likewise, the results confirm that when both PPF and PPQ are 2 

simultaneously at high levels, their interaction effects with SPD on PI/RI increase, meaning 3 

that when customers perception of product quality and fairness of the price jointly increase, 4 

the effect of conditioned SPD on shopping intentions also increase. 5 

To the best of authors knowledge, there is a lack of research on examining the moderating 6 

role of PPQ and PPF on shopping intentions, however, The found results of the study about 7 

the moderating effects of PPF in the relationship between SPD and shopping intentions is 8 

consistent with Ryu and Han (2010) who found that perceived price moderate the link 9 

between quality dimensions (i.e., food, service, and physical environment), price (moderator), 10 

and satisfaction and behavioural intention in restaurant context. 11 

Theoretical implications  12 

The current research findings theoretically contributed to marketing and retailing literature on 13 

store environment, sales promotion and shopping intentions. At the beginning, the research 14 

enhanced existing retailing theories by recognising and introducing SPD as a new aspect of 15 

store physical environment in influencing customer behavioural intentions integrating store 16 

environment and product display literature. SPD has become part of many retails’ every day 17 

environment; however, it is comprised of some attributes that differentiate its nature from 18 

conventional store environment. SPD can be reshaped periodically due to the retails’ sales 19 

promotion strategies; thus, its effect on customer intentions and behaviours can be different 20 

from other aspects of store environment. In addition, the study results supporting the findings 21 

of several studies showed the effect of store physical environment stimuli and different types 22 

of displays on customer behavioural intentions (Tomazelli et al., 2017, Mohan et al., 2013, 23 

Horstmann, 2017). Evidence from environmental psychology showed that environmental cues 24 

form individuals’ inferences about a focal object or person (Baker, 1986). Given that, 25 
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stimulating store environment have an motivational effect on customer shopping intentions 1 

(Holmqvist and Lunardo, 2015). Scholars have confirmed that environmental stimuli and 2 

displays in retails environment attract and motivate customers and subsequently shape their 3 

shopping intentions and decisions (Park et al., 2008, Chen et al., 2012).  4 

 Another contribution of the research is in its results providing empirical evidence 5 

regarding the effect of SPD on PI and RP, in line with classical conditioning theory. 6 

Consistent with Teunter (2002) and Gorn (1982) who demonstrated the impact of advertising 7 

and sales promotion on PI, the study brought up new insight in retailing theoretical foundation 8 

by applying CCT to investigate the link between SPD and customer shopping intention in 9 

retail context (e.g. the department stores). In a review, Folkvord et al. (2016) claimed that 10 

food advertisements affect classical conditioning of food cues and children’s subsequent 11 

eating behaviours. Based on previous studies, they discussed that conditioned stimuli are 12 

paired with the unconditioned stimuli in the form of tasty foods, which are in turn natural 13 

reinforcers because of their rewarding impact.  14 

Further, despite the importance of PPQ and PPF in driving customer behavioural intentions 15 

(Roth et al., 2017, Su et al., 2016), no empirical studies have addressed the moderating roles 16 

of PPF and PPQ on any causal relationships related to customer shopping intents. Thus, this 17 

research contributed to the marketing and retailing theory by developing and testing a model 18 

of SPD explaining the moderating effects of PPF and PPQ affecting PI and RI. Finally, this 19 

study introduced theoretical discussion of the simultaneous effect of customer cognitive 20 

variables via testing and analysing the simultaneous effect of two moderating variables, using 21 

PROCESS macro for the first time.  22 

Managerial implications 23 

From a practical view, the results of the present research have given a number of implications 24 

that should be the focus of attention for retails especially department stores. The study results 25 
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confirmed previous research on the salient role of store physical environment elements (e.g., 1 

lighting, décor and colour), and also display techniques of environment in motivating 2 

customers to evaluate and purchase products (Law et al., 2012, Mohan et al., 2013, 3 

Huddleston et al., 2015). Therefore, managers need to focus on optimal utilisation of SPD as 4 

a powerful factor which drives customer shopping intentions. They need to pay more attention 5 

to the manner in which they make and use decorating tools and objects (e.g., banner, 6 

billboard, balloon and price tag) which are used for displaying sales promotion. For instance, 7 

using eye catching objects in different shapes and sizes and large or decorative fonts and 8 

colours on price tags can attract customers’ attention and remind them of sales promotion. 9 

Managers should be aware that simply presenting sales promotions in store would not be 10 

enough for arousing customers’ attention and intention to buy. Therefore, by employing 11 

suitable visual tools and objects in sales promotion displays and designing them in more 12 

creative and attractive ways and mindful placement of them in-store, managers can drive 13 

customer purchase and repurchase intentions.  14 

 The study also highlighted the moderating effects of perceived product quality and 15 

perceived price fairness in the relationship between SPD and shopping intentions separately 16 

and simultaneously. It means that, in addition to the positive effect of SPD on shopping 17 

intentions, the interaction effects of perceived product quality and perceived price fairness 18 

with SPD enhance customer purchase and repurchase intentions. Although PPQ and PPF 19 

enhance the impact of SPD on customer shopping intentions, when customers perceive the 20 

product quality and price fairness as low this may paralyse the SPD effect. Therefore, to 21 

increase their sale, retailers are suggested to focus more on the quality of products and 22 

reasonable price strategies. The results suggest that investments in designing sales promotion 23 

display and its placement can be more effective and result in more purchases when they are 24 

combined with strategies that help improve customers’ perception of product quality and price 25 
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fairness. Improving customer perception of product quality and price fairness can separately 1 

reinforce the effect of SPD on PI and RI; though, employing these two strategies 2 

simultaneously can be more efficient.    3 

Limitations and further studies 4 

Despite offering valuable contributions, this study was faced with some limitations. First, this 5 

study has a notably quantitative approach. In future research, in-depth interviews may provide 6 

richer insights into the antecedent role of SPD on customer shopping intentions. Second, the 7 

study did not consider the effect of respondents’ age, which may affect customer decisions 8 

(Kumar and Lim, 2008). Thus, studies in the future may focus on the age of respondents as a 9 

moderating variable. Finally, the study only limits the rational responses to purchase and 10 

repurchase rather than non-rational and emotional responses such as satisfaction and place 11 

attachment. Thus, future scholars may investigate the relationship between SPD and customer 12 

cognitive and affective attitudes and other customer responses in develop the knowledge 13 

related to display of sales promotion. 14 

Conclusion 15 

This study provided insight to SPD and customers’ shopping intentions including both 16 

purchase and repurchase using customer cognitive attitudes such as PPQ and PPF as 17 

important moderators in the relationship between SPD and shopping intentions. The current 18 

research also contributed to the marketing literature in several ways. Firstly, it introduced 19 

SPD as an aspect of store environment in the retail context. Secondly, using CCT to explain 20 

the relationship between conditioned SPD and shopping intentions, the study has restored this 21 

theory in the retail context. Finally, the study contributed to the marketing and retailing theory 22 

by explaining the moderating effects of PPF and PPQ in SPD-shopping intentions links 23 

separately and simultaneously. Moreover, the present study suggests the managers should 24 

focus on optimal utilisation of SPD as a powerful factor of store physical environment which 25 
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drives customer shopping intentions. The study also advises the retail managers that in 1 

addition to the salient role of SPD, not to neglect the moderating important role of PPQ and 2 

PPF in the relationship between SPD and customer shopping intentions separately and 3 

simultaneously. 4 

References 5 

Akram, U., Hui, P., Khan, M. K., Tanveer, Y., Mehmood, K., and Ahmad, W. (2018), "How 6 
website quality affects online impulse buying", Asia Pacific Journal of Marketing and 7 
Logistics, Vol. 30 No. 1, pp. 235-256. 8 

 Baker, J. (1986), "The role of the environment in marketing services: The consumer 9 

perspective", The Services Challenge: Integrating for Competitive Advantage, Vol. 1 10 
No. 1, 79-84. 11 

Ballantine, P. W., Jack, R., and Parsons, A. G. (2010), "Atmospheric cues and their effect on 12 
the hedonic retail experience", International Journal of Retail & Distribution 13 
Management, Vol. 38 No. 8, pp. 641-653.  14 

Ballantine, P. W., Parsons, A., and Comeskey, K. (2015),  "A conceptual model of the holistic 15 

effects of atmospheric cues in fashion retailing", International Journal of Retail & 16 
Distribution Management, Vol. 43 No. 6, pp. 503-517. 17 

Bartikowski, B., and Walsh, G. (2011), "Investigating mediators between corporate reputation 18 
and customer citizenship behaviors", Journal of Business Research, Vol. 64 No. 1, pp. 19 
39-44.  20 

Bei, L. T., and Chiao, Y. C. (2001), "An integrated model for the effects of perceived product, 21 
perceived service quality, and perceived price fairness on consumer satisfaction and 22 

loyalty", Journal of Consumer Satisfaction, Dissatisfaction and Complaining 23 

Behavior, Vol. 14, pp. 125-141 24 

Bergkvist, L., and Rossiter, J. R. (2007), "The predictive validity of multiple-item versus 25 
single-item measures of the same constructs", Journal of Marketing Research, Vol. 44 26 

No. 2, pp. 175-184.  27 
Bigoin-Gagnan, A., and Lacoste-Badie, S. (2018), "Symmetry influences packaging aesthetic 28 

evaluation and purchase intention", International Journal of Retail & Distribution 29 
Management, Vol. 46 Nos. 11/12, pp. 1026-1040. 30 

Bouton, M. E. (2007), Learning and Behavior: A Contemporary Synthesis. Sinauer Asso-31 
ciates, Inc., Sunderland, MA. 32 

Brom, M., Both, S., Laan, E., Everaerd, W., and Spinhoven, P. (2014), "The role of 33 

conditioning, learning and dopamine in sexual behavior: A narrative review of animal 34 
and human studies, Neuroscience & Biobehavioral Reviews, Vol. 38, pp. 38-59. 35 

Chen, H., Marmorstein, H., Tsiros, M., and Rao, A. R. (2012), "When more is less: The 36 

impact of base value neglect on consumer preferences for bonus packs over price 37 
discounts", Journal of Marketing, Vol. 76 No. 4, pp. 64-77. 38 

Childs, M., Blanchflower, T., Hur, S., and MatthewsA, D. (2020), "Non-traditional 39 
marketplaces in the retail apocalypse: investigating consumers' buying behaviours", 40 

International Journal of Retail & Distribution Management, Vol. 48 No. 3, pp. 262-41 
286. 42 

Chin, W. W. (1998), "The partial least squares approach to structural equation modeling", 43 
Modern Methods for Business Research, Vol. 295 No. 2, pp. 295-336. 44 



21 
 

Dulsrud, A., and Jacobsen, E. (2009), "In-store marketing as a mode of discipline", Journal of 1 

Consumer Policy, Vol. 32 No. 3, p. 203-218. 2 

Folkvord, F., Anschutz, D. J., Boyland, E., Kelly, B., and Buijzen, M. (2016), "Food 3 
advertising and eating behavior in children", Current Opinion in Behavioral Sciences, 4 
Vol. 9, pp. 26-31. 5 

Foltin, R. W., and Haney, M. (2000), "Conditioned effects of environmental stimuli paired 6 
with smoked cocaine in humans", Psychopharmacology, Vol. 149 No. 1, pp.24-33.  7 

Gorn, G. J. (1982), "The effects of music in advertising on choice behavior: A classical 8 
conditioning approach", Journal of Marketing, Vol. 46 No. 1, pp. 94-101. 9 

Graciola, A. P., De Toni, D., De Lima, V. Z., and Milan, G. S. (2018), "Does price sensitivity 10 
and price level influence store price image and repurchase intention in retail 11 
markets?", Journal of Retailing and Consumer Services, Vol. 44, pp. 201-213. 12 

Han, H., and Ryu, K. (2009), "The roles of the physical environment, price perception, and 13 
customer satisfaction in determining customer loyalty in the restaurant industry", 14 
Journal of Hospitality & Tourism Research, Vol. 33 No. 4, pp. 487-510.  15 

Hayes, A. F. (2013), Mediation, moderation, and conditional process analysis. Introduction 16 
to Mediation, Moderation, and Conditional Process Analysis: A Regression-Based 17 
Approach edn. New York: Guilford Publications.  18 

Hollis, K. L., Pharr, V. L., Dumas, M. J., Britton, G. B., and Field, J. (1997), "Classical 19 

conditioning provides paternity advantage for territorial male blue gouramis 20 
(Trichogaster trichopterus)", Journal of Comparative Psychology, Vol. 111 No. 3, pp. 21 

219-225. 22 
Holmqvist, J., and Lunardo, R. (2015), "The impact of an exciting store environment on 23 

consumer pleasure and shopping intentions", International Journal of Research in 24 

Marketing, Vol. 32 No. 1 pp. 117-119. 25 
Horstmann, F. (2017), "Measuring the shopper's attitude toward the point of sale display: 26 

Scale development and validation", Journal of Retailing and Consumer Services, Vol. 27 
36, pp. 112-123. 28 

Huddleston, P., Behe, B. K., Minahan, S., and Fernandez, R. T. (2015), "Seeking attention: an 29 
eye tracking study of in-store merchandise displays", International Journal of Retail & 30 

Distribution Management, Vol. 43 No. 6, pp. 561-574. 31 
Hume, M., and Sullivan Mort, G. (2010), "The consequence of appraisal emotion, service 32 

quality, perceived value and customer satisfaction on repurchase intent in the 33 
performing arts",  Journal of Services Marketing, Vol. 24 No. 2, pp. 170-182.  34 

Iranmanesh, M., Jayaraman, K., Zailani, S., and Ghadiri, S. M. (2017), "The effects of 35 
consumer perception of volume discount benefits on intention to purchase grocery 36 
products: deal proneness as a moderator", Asia Pacific Journal of Marketing and 37 

Logistics, Vol. 29 No. 5, pp. 1017-1035. 38 
Irfan, W., Siddiqui, D. A., and Ahmed, W. (2019), "Creating and retaining customers: 39 

perspective from Pakistani small and medium retail stores", International Journal of 40 
Retail & Distribution Management, Vol. 47 No. 4, pp. 350-367. 41 

Jang, J. Y., Baek, E. and Choo, H. J. (2018), "Managing the visual environment of a fashion 42 

store: effects of visual complexity and order on sensation-seeking consumers", 43 
International Journal of Retail & Distribution Management, Vol. 46 No. 2, pp. 210-44 

226. 45 
Jiang, C., Rashid, R. M., and Wang, J. (2019), "Investigating the role of social presence 46 

dimensions and information support on consumers’ trust and shopping intentions", 47 
Journal of Retailing and Consumer Services, Vol. 51, pp. 263-270. 48 



22 
 

Keh, H. T., and Xie, Y. (2009), "Corporate reputation and customer behavioral intentions: 1 

The roles of trust, identification and commitment", Industrial Marketing Management, 2 

Vol. 38 No. 7, pp.732-742. 3 
Keiningham, T. L., Frennea, C. M., Aksoy, L., Buoye, A., and Mittal, V. (2015), "A five-4 

component customer commitment model: implications for repurchase intentions in 5 
goods and services industries", Journal of Service Research, Vol. 18 No. 4, pp. 433-6 
450.  7 

Khare, A., Achtani, D., and Khattar, M. (2014), "Influence of price perception and shopping 8 
motives on Indian consumers' attitude towards retailer promotions in malls", Asia 9 
Pacific Journal of Marketing and Logistics, Vol. 26 No. 2, pp. 272-295. 10 

Krejcie, R. V., and Morgan, D. W. (1970), "Determining sample size for research activities", 11 
Educational and Psychological Measurement, Vol. 30 No. 3, pp. 607-610.  12 

Kumar, A., and Kim, Y. K. (2014), "The store-as-a-brand strategy: The effect of store 13 
environment on customer responses", Journal of Retailing and Consumer Services, 14 
Vol. 21 No. 5, pp. 685-695.  15 

Kumar, A., and Lim, H. (2008), "Age differences in mobile service perceptions: comparison 16 
of Generation Y and baby boomers", Journal of Services Marketing, Vol. 22 No. 7, 17 
pp. 568-577.  18 

Law, D., Wong, C., and Yip, J. (2012), "How does visual merchandising affect consumer 19 

affective response? An intimate apparel experience", European Journal of Marketing, 20 
Vol. 46 Nos. 1/2, pp. 112-133.  21 

Lee, H. J., and Yun, Z. S. (2015), "Consumers’ perceptions of organic food attributes and 22 
cognitive and affective attitudes as determinants of their purchase intentions toward 23 
organic food", Food Quality and Preference,Vol. 39, pp. 259-267.  24 

Loureiro, S. M. C. (2014), "The role of the rural tourism experience economy in place 25 
attachment and behavioral intentions", International Journal of Hospitality 26 

Management,Vol. 40, pp. 1-9.  27 
Lu, L. C., Chang, W. P., and Chang, H. H. (2014), "Consumer attitudes toward blogger’s 28 

sponsored recommendations and purchase intention: The effect of sponsorship type, 29 
product type, and brand awareness", Computers in Human Behavior, Vol. 34, pp. 258-30 

266. 31 
McCall, M., and Belmont, H. J. (1996), "Credit card insignia and restaurant tipping: Evidence 32 

for an associative link", Journal of Applied Psychology, Vol. 81 No. 5, pp. 609-613. 33 
McSweeney, F. K., and Bierley, C. (1984), "Recent developments in classical conditioning",  34 

Journal of Consumer Research, Vol. 11 No.2, pp. 619-631.  35 
Mende, M., Bolton, R. N., and Bitner, M. J. (2013), "Decoding customer–firm relationships: 36 

how attachment styles help explain customers' preferences for closeness, repurchase 37 

intentions, and changes in relationship breadth", Journal of Marketing Research, Vol. 38 
50 No. 1, pp. 125-142.  39 

Milliman, R. E. (1982), "Using background music to affect the behavior of supermarket 40 
shoppers", Journal of Marketing, Vol. 46, pp. 86-91. 41 

Mohan, G., Sivakumaran, B., and Sharma, P. (2013), "Impact of store environment on 42 

impulse buying behavior", European Journal of Marketing, Vol. 47 No. 10, pp. 1711-43 
1732.  44 

Nilsson, E., and Ballantyne, D. (2014), "Reexamining the place of servicescape in marketing: 45 
a service-dominant logic perspective", Journal of Services Marketing, Vol. 28 No. 5, 46 
pp. 374-379.  47 

Nordfalt, J. (2011), "Improving the attention-capturing ability of special displays with the 48 
combination effect and the design effect", Journal of Retailing and Consumer 49 
Services, Vol. No. 318, pp. 169-173. 50 



23 
 

Nunnally, J. C., and Bernstein, I. (1994), Psychometric Theory (McGraw-Hill Series in 1 

Psychology) (Vol. 3): McGraw-Hill New York. 2 

Ogle, J. P., and Schofield-Tomschin, S. (2002), "Indigenous knowledge in visual 3 
merchandising of textile products", Clothing and Textiles Research Journal, Vol. 20 4 
No. 4, pp. 196-204. 5 

Opris, M., and Bratucu, G. (2013), "Visual merchandising window display", Bulletin of the 6 
Transilvania University of Brasov. Economic Sciences. Series V, Vol. 6 No. 2, p. 51. 7 

Otterbring, T. (2018), "Decompression zone deconstructed: Products located at the store 8 
entrance do have an impact on sales", International Journal of Retail & Distribution 9 
Management, Vol. 46 Nos. 11/12, pp. 1108-1116. 10 

Pappas, I., G. Pateli, A., N. Giannakos, M., and Chrissikopoulos, V. (2014), "Moderating 11 
effects of online shopping experience on customer satisfaction and repurchase 12 

intentions", International Journal of Retail & Distribution Management, Vol. 42 No. 13 
3, pp. 187-204. 14 

Park, J., Stoel, L., and Lennon, S. J. (2008), "Cognitive, affective and conative responses to 15 

visual simulation: The effects of rotation in online product presentation", Journal of 16 
Consumer Behaviour, Vol. 7 No. 1, pp. 72-87.  17 

Pavlov, I. P. (1927), Conditioned reflexes: New York, NY, US: Oxford University Press. 18 
Peattie, S., and Peattie, K. (2003), Sales promotion, in Baker, M.J. (Ed.), The Marketing 19 

Book, Butterworth-Heinemann, London, pp. 458-483. 20 
Pegler, C. (2012), "Herzberg, hygiene and the motivation to reuse: Towards a three-factor 21 

theory to explain motivation to share and use OER", Journal of Interactive Media in 22 
Education, Vol. 2012, pp.1-8.  23 

Pornpitakpan, C. (2012), "A critical review of classical conditioning effects on consumer 24 

behavior", Australasian Marketing Journal, Vol. 20 No. 4, pp.282-296. 25 
Rajaguru, R. (2014), "Motion picture-induced visual, vocal and celebrity effects on tourism 26 

motivation: Stimulus organism response model", Asia Pacific Journal of Tourism 27 
Research, Vol. 19 No. 4, pp. 375-388.  28 

Rana, J., and Paul, J. (2017), "Consumer behavior and purchase intention for organic food: A 29 
review and research agenda", Journal of Retailing and Consumer Services, Vol. 38, 30 

pp. 157-165. 31 
Rong-Da Liang, A., Yang, W., Chen, D. J., and Chung, Y. F. (2017), "The effect of sales 32 

promotions on consumers’ organic food response", British Food Journal, Vol. 119 33 
No. 6, pp. 1247-1262. 34 

Roth, S., Himbert, L., and Zielka, S. (2017), "Does unit pricing influence store price image 35 
dimensions and shopping intentions for retail stores?", European Journal of 36 
Marketing, Vol. 51 Nos. 7/8 , pp. 1396-1413. 37 

Ryu, K., and Han, H. (2010), "Influence of the quality of food, service, and physical 38 
environment on customer satisfaction and behavioral intention in quick-casual 39 
restaurants: Moderating role of perceived price", Journal of Hospitality & Tourism 40 
Research, Vol. 34 No. 3, pp. 310-329.  41 

Ryu, K., Lee, H. R., and Gon Kim, W. (2012), "The influence of the quality of the physical 42 

environment, food, and service on restaurant image, customer perceived value, 43 
customer satisfaction, and behavioral intentions", International Journal of 44 

Contemporary Hospitality Management, Vol. 24 No. 2, pp. 200-223.  45 
Saleem, M. A., Zahra, S., and Yaseen, A. (2017), "Impact of service quality and trust on 46 

repurchase intentions–the case of Pakistan airline industry", Asia Pacific Journal of 47 
Marketing and Logistics, Vol. 29 No. 5, pp. 1136-1159. 48 

Schiffman, L., and Kanuk, L. (2007), Purchasing behavior: Upper Saddle River, NJ: Pearson 49 
Prentice Hall. 50 



24 
 

Shukla, P., and Banerjee, M. (2014), "The direct and interactive effects of store‐level 1 

promotions on impulse purchase: Moderating impact of category familiarity and 2 
normative influences", Journal of Consumer Behaviour, Vol. 13, pp. 242-250. 3 

Staddon, J. E. R. (2016), Adaptive behavior and learning, Cambridge University Press, North 4 
Carolina. 5 

Su, L., Swanson, S. R., and Chen, X. (2016), "The impact of perceived service fairness and 6 
quality on the behavioral intentions of chinese hotel guests: the mediating role of 7 

consumption emotions", Journal of Travel & Tourism Marketing,Vol. 33 No. 1, pp. 8 
88-102.  9 

Taylor, R. K. (2000), "Marketing strategies: Gaining a competitive advantage through the use 10 
of emotion", Competitiveness Review: An International Business Journal, Vol. 10 No. 11 
2, pp. 146-152.  12 

Teck Weng, J., and Cyril de Run, E. (2013), "Consumers' personal values and sales promotion 13 
preferences effect on behavioural intention and purchase satisfaction for consumer 14 
product", Asia Pacific Journal of Marketing and Logistics, Vol. 25 No. 1, pp. 70-101.  15 

Teunter, L. (2002), Analysis of sales promotion effects on household purchase behavior. 16 
ERIM PhD Series; EPS-2002-016-ORG. 17 

Tomazelli, J., Broilo, P. L., Espartel, L. B., and Basso, K. (2017), "The effects of store 18 

environment elements on customer-to-customer interactions involving older 19 
shoppers", Journal of Services Marketing, Vol. 31, pp. 339-350. 20 

Underhill, P. (2009), Why we buy: The science of shopping--updated and revised for the 21 
Internet, the global consumer, and beyond, Simon & Schuster, New York, NY. 22 

Vermeulen, I., and Beukeboom, C. J. (2016), "Effects of music in advertising: Three 23 

experiments replicating single-exposure musical conditioning of consumer choice 24 
(Gorn 1982) in an individual setting", Journal of Advertising, Vol. 45 No. 1, pp. 53-25 

61. 26 
Winter, R. (2014), Mass persuasion, Des. Retail, Vol. 26 No. 4, p. 38. 27 
Wu, J., Won Ju, H., Kim, J., Damminga, C., Kim, H. Y., and KP Johnson, K. (2013), 28 

"Fashion product display: An experiment with Mockshop investigating colour, visual 29 
texture, and style coordination", International Journal of Retail & Distribution 30 

Management, Vol. 41 No. 10, pp. 765-789.  31 
Wu, P. C., Yeh, G. Y. Y., and Hsiao, C. R. (2011), "The effect of store image and service 32 

quality on brand image and purchase intention for private label brands", Australasian 33 
Marketing Journal, Vol. 19 No. 1, pp. 30-39.  34 

 35 

  36 



25 
 

 1 

 2 

Appendix A. Measurement items 

Measure             

1. Sales promotions display      
1.1. Sales promotion display in this department store is logically located  
1.2. Sales promotion display in this department store helps me to find products place easily 

1.3. Sales promotion display tools in this department store are interesting  
1.4. The display of the type of sales promotion help me to better decision-making 

1.5. The display of the amount of sales promotion help me to better decision-making 

2. Purchase     
2.1. I am willing to buy things at this store   
2.2. I really enjoy shopping in this store   
3. Repurchase     
3.1 I will certainly remain a customer of this store   
4. Perceived price fairness      
Product prices in this store are   

 4.1. Unfair  ………………………. Fair   

 4.2. Unreasonable  ………………………. Reasonable   

 4.3. Not logical  ………………………. Logical    

 4.4.Inappropriate ……………………….. Appropriate   

 4.5. Irrational  ……………………….. Rational   
5. Perceived product quality      
The product quality in this store is    

 5.1. Poor ………………………… Excellent   

 5.2. Inferior ………………………… Superior   

 5.3. Unfavourable ………………………… Favourable   

         
 3 

 4 

 5 

 6 
 7 
 8 

 9 
 10 
 11 
 12 

 13 
 14 
 15 

 16 
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Fig. 2. Moderation effects of PPQ and PPF on the impact SPD on PI. 
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Fig. 3. Moderation effects of PPQ and PPF on the impact SPD on RI. 
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Table 1. Sample Characteristics 

        N %     n % 

Level of education    Age    
Did not complete high school to 

year 10 
10 2.4 18 – 24 37 8.9 

Completed high school to year 10 31 7.5 25 – 34 74 17.8 

Completed high school to year 12 69 16.6 35 – 44 82 19.8 

Trade qualifications or 

apprenticeship or  
  45 – 54 78 18.8 

TAFE Certificate/Diploma 115 27.7 55 – 64 69 16.6 

Bachelor’s Degree (incl. Honours)  138 33.3 65+ 75 18.1 

Coursework Postgraduate 

Certificate, Diploma or Master’s 

Degree 

37 8.9 

Gender    
Research Master’s Degree or PhD 15 3.6 Male  204 49.2 

      
Female 

 
211 50.8 

Annual Income    States    

$24,999 and under 
 

26 6.3 
Australian Capital 

Territory  
9 2.2 

$25,000-$49,999  66 19.5 New South Wales 130 31.3 

$50,000-$74,999  61 14.7 Northern Territory 4 1 

$75,000-$99,999  83 20 Queensland 64 15.4 

$100,000-$124,999  44 10.6 South Australia 37 8.9 

$125,000-$149,999  34 8.2 Tasmania 12 2.9 

$150,000 and over  43 10.4 Victoria 120 28.9 

Do not wish to disclose   58 14 Western Australia 39 9.4 
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 6 

 7 

 8 

 9 

 10 

 11 

 12 

 13 
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Table 2. Convergent and discriminant validity. 
  

Constructs Mean SD CA CR AVE 1 2 3 4 

(1) SPD 24.48 5.32 .90 .89 .63 .793    
(2) PPQ 16.19 3.19 .86 .86 .68 .460** .824   
(3) PPF 27.44 5.81 .95 .95 .79 .389** .436** .888  
(4) Purchase 11.66 1.72 .77 .78 .63 .319** .252** .310** .793 

Notes: Values bolded on the main diagonal are the average variances extracted; values below the 

diagonal are the squared correlations, AVE= Average variance standard, CA= Cronbach’s Alpha, CR= 

Composite reliability, SD=Standard Deviation, PPF= Perceived price fairness, SPD= Sales promotion 

display, PPQ= Perceived product quality, ** p < 0.01.   
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 2 

 3 

Table 3. Results for the direct relationships and moderation effects on PI. 

(a) Direct and interaction effects on PI. 

Hypothese

s      Y   Interactions   β SE   t-Value 

    Constant  5.8 0.04  140.97 

H1 Purchase  SPD (X) 0.16 0.04  3.96*** 

   PPF(W) 0.09 0.05  -2.61 

H3a   Intr1 SPD(X) × PPF(W) 0.1 0.03  2.54** 

   PPQ (W) 0.28 0.04  6.18 

H3b   Intr2 SPD(X) × PPQ(W) 0.11 0.03  3.69*** 

      
   

 
(b) Conditional effects of SPD at value of the moderator of PPF. 

    M ± 1 SD   β SE Bootstrap 95%  

       LLCI    ULCI 

Purchase Low -1(4.2)  0.08ns 0.05 -0.03  0.19 

  Moderate: W (5.2)  0.16*** 0.04 0.08  0.24 

  High +1(6.2)  0.25*** 0.05 0.15  0.34 

          
(C) Conditional effects of SPD at value of the moderator of PPQ. 

    M ± 1 SD   β SE Bootstrap 95%  

       LLCI   ULCI 

Purchase Low -1(4.4)  -0.07ns 0.06 -0.18  0.04 

  Moderate: W (5.4)  0.05ns 0.04 -0.03  0.14 

  High +1(6.4)  0.17*** 0.05 0.07  0.27 

          
Note: PPQ= Perceived product quality, SPD= Sales promotion display, PPF= Perceived price 

fairness, LLCI = Low level confidence interval, ns= not significant at α = 0.05, ULCI= Up level 

confidence interval, ** p < 0.01, *** p < 0.001.  
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Table 4. Results for the direct relationships and moderation effects on RI. 

(a) Direct and interaction effects on RI. 

Hyp.      Y   Interactions   β SE   t-Value 

    Constant  5.18 0.07  72.51 

H2 Repurchase SPD (X) 0.17 0.07   2.54** 

   PPF(W) 0.39 0.07  5.49 

H4a   Intr1 SPD(X) × PPF(W) 0.1 0.05  1.92* 

   PPQ (W) 0.1 0.08  1.28 

H4b   Intr2 SPD(X) × PPQ(W) 0.12 0.07  2.12* 

      
   

 
(b) Conditional effects of SPD at value of the moderator of PPF. 

    M ± 1 SD   β SE  Bootstrap 95%  

       LLCL   ULCI 

Repurchase Low: −1(4.2)  0.08ns 0.09 -0.12  0.25 

  Moderate: W (5.2)  0.17** 0.07 0.04  0.31 

  High: +1(6.2)  0.28*** 0.08 0.12  0.43 

          
(C) Conditional effects of SPD at value of the moderator of PPQ. 

    M ± 1 SD   β SE  Bootstrap 95%  

       LLCI   ULCI 

Repurchase Low: −1(4.4)  0.19ns 0.1 -0.003  0.39 

  Moderate: W (5.4)  0.31*** 0.08 0.17  0.47 

  High: +1(6.4)  0.44*** 0.09 0.26  0.62 

          
Note: PPF= Perceived price fairness, SPD= Sales promotion display, PPQ= Perceived product quality, 

LLCI = Low level confidence interval, ns= not significant at α = 0.05, ULCI= Up level confidence 

interval, * p < 0.05, ** p < 0.01, *** p < 0.001.  
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Table 5. Results for the joint effects of moderating variables. 

(a) Conditional effects of the SPD at values of the moderators (PPF and PPQ) on PI.   
Hyp M ± 1 SD   β SE  Bootstrap 95%  

  PPQ PPF      LLCI  ULCI 

H5 Low: −1SD (4.2) Low: −1SD (4.3)  -0.07ns 0.06 -0.19 0.05 

 Low: −1SD (4.2) Moderate: W (5.5) -0.06ns 0.06 -0.18 0.05 

 Low: −1SD (4.2) High: +1SD (6.3)  -0.06ns 0.08 -0.21 0.09 

            

 Moderate: W (5.3) Low: −1SD (4.3)  0.05ns 0.06 -0.07 0.17 

 Moderate: W (5.3) Moderate: W (5.5) 0.06ns 0.04 -0.03 0.15 

 Moderate: W (5.3) High: +1SD (6.3)  0.06ns 0.06 -0.05 0.17 

          

 High: +1SD (6.4) Low: −1SD (4.3)  -0.06ns 0.08 -0.21 0.097 

 High: +1SD (6.4) Moderate: W (5.5)  0.07ns 0.06 -0.05 0.17 

 High: +1SD (6.4) High: +1SD (6.3)  0.18*** 0.06 0.07 0.29 

          
(b) Conditional effects of the SPD at values of the moderators (PPF and PPQ) on RI. 
  M ± 1 SD   β SE  Bootstrap 95%  

  PPQ PPF      LLCI  ULCI 

H6 Low: −1SD (4.2) Low: −1SD (4.3) 0.09ns 0.1 -0.12 0.29 

 Low: −1SD (4.2) Moderate: W (5.5) 0.19ns 0.1 -0.01 0.4 

 Low: −1SD (4.2) High: +1SD (6.3) 0.31ns 0.13 -0.04 0.57 

          

 Moderate: W (5.3) Low: −1SD (4.3) 0.09* 0.11 -0.11 0.4 

 Moderate: W (5.3) Moderate: W (5.5) 0.2* 0.08 0.05 0.36 

 Moderate: W (5.3) High: +1SD (6.3) 0.21* 0.1 0.12 0.5 

          

 High: +1SD (6.4) Low: −1SD (4.3) 0.1ns 0.14 -0.18 0.38 

 High: +1SD (6.4) Moderate: W (5.5) 0.21* 0.1 0.05 0.41 

 High: +1SD (6.4) High: +1SD (6.3) 0.31*** 0.09 0.13 0.51 

Note: PPQ= Perceived product quality, SPD= Sales promotion display, PPF= Perceived price 

fairness, LLCI = Low level confidence interval, ns= not significant at α = 0.05, ULCI= Up level 

confidence interval, * p < 0.05, *** p < 0.001. 
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