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Abstract: 

The object of this research work is to study the influence of colors in groceries, as an atmospheric variable, on 

the customer’s impulsive intention of buying. After presenting a review of the literature on the theoretical and 

empirical studies tackling this important issue, we designed an experimentin the laboratory with 4 different color 

conditions (red, yellow, blue and green) covering 200 participants that have visited a virtual grocery. Their 

answers to a questionnaire about the variables such as atmospheric colors and intentional impulse buying show 

that colors influence the customer’s impulsive intention of buying either directly or through affect as 

intermediary. 
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