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ABSTRACT

Nostalgic colors have emerged as a visual strategy in the retail industry, shaping
cons.un?ers' perceptions, decisions, and behaviors. This study sought to explore the
mediating effect of consumers' actual purchase on the relationship between the utilization
of nflstalgic colors and consumers' revisit intention in retail stores. The study utilized a
predictive correlational design using mediation analysis. The study's respondents were 384
Gen Z college students from Oroquieta City, Ozamiz City, and Tangub City, selected
through a cluster sampling technique. This study was conducted in one of the higher
education institutions in Misamis Occidental. The research data was gathered through

the Nostalgic Colors

adapted and modified research questionnaires, specifically
Utilization, Consumers' Actual Purchase, and the Consumers' Revisit Intention in Retail

Stores Questionnaires. The mean, Standard Deviation, and Mediation Analysis with

data. The results show that the levels of nostalgic
color utilization, actual purchase behavior, and revisit intention in retail stores all received
very high ratings. A strong positive relationship was found between the utilization of
nostalgic colors and actual purchase, as well as between actual purchase and revisit
intention. Furthermore, actual purchase behavior was found to be a significant mediator,
linking nostalgic colors utilization and revisit intention. Additionally, nostalgic color use
significantly influenced consumers' actual purchase, which, in turn, mediated their revisit
intention, underscoring its role in evoking emotional and cognitive responses that drive
alty behaviors. Consumers' actual purchase behavior serves as a crucial

deepening the influence of nostalgic color use on their intention to
blishments may strategically integrate nostalgic
otions, and visual merchandising to deepen

tivation, and strengthen consumer loyalty.

Bootstrapping were used to analyze the

purchasing and loy

psychological link,
revisit retail stores. In this vein, retail esta

color palettes into store designs, seasonal prom
emotional engagement, enhance purchasing mo

umers’actual purchase, emotional engagement, nostalgic colors

Keywords: cons
store atmospherics, revisit intention

utilization, retail
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INTRODUCTION
Background of the Study

The retail industry serves as a pillar in an era of fast-paced global economic change
(Maheswari et al., 2024). Its diverse functions span distribution, merchandising, and
satisfying consumers' needs and wants (Hamal et al., 2023). In the United States, the retail
sector contributed 6.4% to the US economy in 2023 (Rugaber, 2024), and the retail industry
in the Philippines is projected to grow by 18.6% in 2032 (Nandi, 2025). These outturns are
a product of the growing emphasis on marketing strategies, including nostalgia marketing
(Alkhafagi, 2023). As modern retailing evolves, nostalgic colors evoke consumers'
nostalgic sentiments (Nimbagal et al., 2022). These nostalgic colors are the leading visual
elements that can captivate their attention (Rad, 2024). Nostalgic colors serve as a strategic
tool to engage consumers on a deep emotional level, fostering brand loyalty and positively
affecting a business's market position (Saraniyan, 2023).
In America, ninety-four percent (94%) have reported that they still visit retail stores
(Shindle, 2023). Walmart, the largest retailer in the United States, has used nostalgic
marketing techniques to draw customers' attention over the holidays. During Cyber
Monday and Black Friday, the store had recorded conversions and sales (Rivera, 2024).
During these seasons, color is used to evoke favorable emotions among consumers. Red
"sale"” signs are not used randomly. It is associated with enticing deep discounts; these
discounts appeal to the consumer's pleasure center, triggering a surge of positive feelings
(Kim & Jang, 2022). The Asia Pacific region is home to innumerable retail stores that

contribute to the global retail sector (Hoyler, 2024). In Indonesia, consumers were found

to be consumers, with most consumers aged 17 to 25 captivated by unique storefront
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displays, including the choice of color in the display presentation of goods (Simanjuntak

& Harbani, 2022).

The integration of colors in product displays had a powerful influence on
consumers' mood and purchase intention (Susanto & Adiwijaya, 2023). In Malaysia, the
retail industry has seen rapid growth alongside the Malaysian economy and shifts in
consumer behavior (Hairani & Aziz, 2023). The Malaysian consumers' intention to

purchase is greatly affected by colors and store layout, which influence their drive to

purchase in retail stores, with 11.52% of the respondents being college students aged 18 to

22 years old (Mondol et al., 2021). The importance of using colors that awaken consumers'

inner senses is evident in most countries worldwide.

However, for most Filipinos, the last-minute preparations needed for the Yuletide
season, the long lineups at stores and shopping malls, and the buying of gifts and food
items are realities that can evoke consumer nostalgia (Burgos et al., 2022). The colors that
represent these seasons can affect consumer behavior, especially among Generation Z
consumers. Generation Z (Gen Z) is the generation most closely tied to nostalgia. They
prefer to reminisce rather than think about the future (Menon, 2024). Filipino college
students aged 18 -25 who belong to Gen Z are enticed to shop in brick-and-mortar stores.
They wanted to elevate the shopping experience, leading retailers to continuously place a
high value on assessing consumer satisfaction at their physical locations (Desiderio, 2024;

Taylor, 2024).

However, one of the biggest obstacles to achieving long-term success in physical
retailing remains creating engaging shopping experiences and building customer

satisfaction (Kumar & Agrawal, 2024). The layout, environment, and the purchase itself



are the primary factors that provide the highest level of customer satisfaction (Seethu &
Thaiyalnayaki, 2024). A successful means to create in-store satisfaction in terms of
shopping experience and the intent to buy a new product among consumers is to employ

nostalgia. It creates an emotional connection to consumers using colors in the surroundings

and products to evoke a beautiful past (Alkhafagi, 2024).

Nostalgia can be expressed in many ways, one of which is through colors. Nostalgic
colors are hues that can evoke specific memories from an individual's past (Witzel et al.,
2021). The distinct colors in retail store setups can let consumers reminisce about certain
parts of their past. Filipino culture is deeply embedded with colors, as rich hues evoke a
place known as "home." These colors remind Filipinos of a period when the country's
identity was related to palettes rich in legacy and culture (Swee, 2023). Filipinos are often
attached to nostalgic colors that preserve the country's culture. In addition, certain colors
associated with nostalgia include sepia tones and warm hues such as red, orange, pink, and
yellow (Smith, 2022). These warm colors can urge consumers to buy a product right away
(Velasco, 2024). Using colors as a strong motivator can boost sales, customer
recommendations, repeat purchases, and brand loyalty (Nestrud, 2024). Additionally,
nostalgic colors can be a significant motivator in consumer purchase decisions, shaped by

an individual's culture.

The nostalgic colors in the retail store environment influence Filipino college
students' purchase decisions and revisit intentions (Cho, 2021). The exploration of this field
of study sheds light on how Filipino college students associate their nostalgic experiences
with the distinct colors displayed in the vicinity of physical retail stores, which can lead to

their actual purchases (Borromeo et al., 2022). The nostalgic colors in retail stores aimed
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at college students' reconsideration of visiting exemplify the vital importance of using this

as a way for retailers to strategize more astutely.

This study postulated an empirical evidence research gap. It sought to investigate
how consumers' actual purchase behavior mediates the relationship between nostalgic color
use and revisit intention in retail stores, a scope emphasized by previous studies (Libiran
et al., 2024). Although prior research has explored the influence of nostalgia on consumer
behavior (Williams, 2024), few studies have examined this dynamic among Filipino
college students, particularly among Generation Z, in a localized context (Borromeo et al.,

2022). Facilitating consumer nostalgia increases customer—retailer emotional attachment

along with a sense of place identity (Kapoor et al., 2022; Cho, 2021).

However, consumers' actual purchase behavior as a mediating factor between
nostalgic color use and revisit intention has received limited attention as an avenue for

retail stores to strengthen customer-—retailer relationships and enhance connections with

store employees and other customers.

Theoretical Framework
This study was anchored on one theory, the Stimulus-Organism-Response Theory

by Mehrabian & Russell (1974).

The Stimulus-Organism-Response (SOR) model suggests that stimuli from the
external environment influence an individual's cognitive and affective responses by
processing stimuli to shape behavior and elicit appropriate psychological reactions
(Mehrabian & Russell, 1974; Wu & Li, 2018; Pandita et al., 2021). In the retail context,

stimulus (S) refers to the external attributes, which are physical and non-physical factors
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of the store environment that give a counter-response from the organism variables (Su et
al., 2024).

The object/organism (O), which is also referred to as "black box", is a non-
observable phenomenon wherein an individual makes cognitive schemas and evaluates the
stimulus based on its present and prior experience (Hochreiter et al., 2023). It is a mediator
between the stimulus and response. The person's disposition toward perceived exposure to
a certain product may or may not progress to the response stage (Zhang et al., 2022).
Reaction/Response (R) is the stage at which the person's evaluation of the alternatives or
information from the external environment ends, and the real decision-making process
begins. This may lead to a decision to take an action based on the organism's analysis
(Hochreiter et al., 2023).

The use of this theory helped amplify a strong justification and contribution to the
significance of retail stores from the perspective of consumers, specifically in their actual
purchase and revisit intentions, through the use of nostalgic colors embedded in the retail
stores' environment. Nevertheless, it provided a concrete path to strengthen retail stores'
relevance in today's business landscape by building emotional bonds with consumers.

Cognitive evaluations encompass consumers' insights into physiological activities,
in which they make assumptions about vital information based on environmental cues, such

as retail store product variations, service quality, and pricing (Eroglu & Machlei, 1990).
Affective evaluations refer to subjective feelings and emotions about an object, including
judgments about whether it is appealing, valuable, or desirable. Response refers to the
various kinds and characteristics of reactions influenced by an individual's cognitive and

affective processes (Su et al., 2024). This variable includes consumers' behavioral
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responses, such as satisfaction, purchase intention, loyalty, and time spent in the retail store

(Bagozzi, 1986).

Consumers are influenced by various factors in the store environment, which affect
their selection of determinant attributes when comparing options for purchasing goods
(Onibon et al., 2024). These factors are marketing stimuli, such as store visual designs, the
use of various colors in the store's environment, and the availability of different
promotional cues, that will enter consumers' consciousness. A set of psychological
mechanisms, together with consumer characteristics, will then generate decision-making
processes and purchase choices (Gao et al., 2022), with an association between an
individual's nostalgia and an impulse that affects actual purchase and revisit intention
processes (Xia et al., 2021).

Nostalgia is an emotion that conveys the emotional impulses of an individual who
likes to reminisce about memories (Stefaniak et al., 2021). There has been an emerging
interest in positive nostalgia among individuals in recent decades, especially in psychology,
tourism, and marketing (Wang & Xia, 2021; Lin et al., 2022). From a color psychology
standpoint, one of the most powerful emotional aspects that influences an individual to

purchase or visit is the use of color that can evoke emotion, such as nostalgia. It is one of

the most basic marketing strategies retailers employ to influence consumer purchasing

behavior (Yadav, 2022).

The internal process, both cognitive and affective evaluations of the organism, the
variable triggered by stimuli, affects consumers' responses to their behavior in the store
(Mishra et al., 2022). The cognitive ability and evaluation of consumers based on product

experience, service quality, and product variations in a retail store, and their influence on
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buying behavior, have been a significant factor throughout history. It showed that

individuals with stronger analytical thinking skills are more likely to find things appealing,

which can lead them to purchase (Soomro et al., 2023). Businesses must build connections

by creating an attention-provoking external environment that draws consumers into

memorable experiences, because there is an indivisible tie between consumers' emotions

and cognition in shaping their behavior (Soomro et al., 2023).

The S-O-R theory is used in retail studies, especially for analyzing the traditional

shopping experience, as an assessment tool for consumers' purchase behavior and decision-

making (Jeong et al., 2020). One of the foundations of retail functions is the store layout.

They use this to guide their shopping experience, which, in turn, improves their sales

(Tlapana, 2021). Moreover, a store can build a loyal consumer base by paying attention to

its store image, appearance, and merchandising displays (Tlapana, 2021). In this line, the

S-O-R model has been used to assess consumer behavior in both offline and online

contexts. The physical environment's atmospheric elements, including ambiance,

decorations, and memory-evoking colors, are stimuli that can influence consumers'

emotions, satisfaction, and future purchase intention (Asyraff et al., 2023).

Additionally, malls' or retail stores' attributes, such as safety, amenities, product
range, and employee service, positively affect consumers' overall shopping experience (Hu
et al., 2022). Meanwhile, the organism processes and evaluates cues derived from
consumers' experiences in both cognitive and emotional aspects of the external
environment. Cognitive elements, such as the perceived value of benefits, and affective
states, imply positive relationships with each other as dimensions of the organism variable.

This shows that emotional attributes play a crucial role in evaluating the effectiveness of
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external environments towards consumer behavior (Asyraff et al., 2023). Based on the S-
O-R model, behavioral responses to stimuli may include behavioral loyalty, consumers
retaining or spending on purchases, and repeat purchases (Jeong et al., 2022). Thus, the
neuroscience of retail store attributes, including colors, can influence consumers' reactions
to and emotional connection with a brand, resulting in long-term brand loyalty (Smith,
2021) and building a more concrete impact from the consumers' perspective and in the
retail industry.

Nostalgia involves a degree of romanticization of a place or time, leading to the
remembering or creation of an emotional connection to that place, which affects an
individual's imagination and memory (Barcus & Shugatai, 2021). The memory will then
produce an impactful narrative that holds place attachments (Barcus & Shugatai, 2021 ). It
is widely recognized that the emotional qualities of an environment influence how people
behave within it (Berg et al., 2021). In this person-environment-behavior relationship,
emotions play a key role in shaping these behaviors. The S-O-R model asserts that physical
and social cues in an environment, along with personality traits, directly influence a
person's emotions, which, in turn, affect their behavior. In this way, a person's emotional
state or experiences are believed to play a key role in connecting personal and

environmental factors to behavioral outcomes.

Revisit intention is part of behavioral intention (Rehman, 2022), which is a result
of the response stimuli. Revisit intention occurs when consumers use products or
experience services, employing an evaluation of the external environment, which then
leads to contemplation of revisit intention (Hardinie et al., 2023). Consumers' revisit is a

vital factor for retail stores' profits (Moharana & Pattanaik, 2022). In both physical stores
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and shopping areas, environmental factors such as store variety, appealing mall design,
ease of access, and layout appear to evoke feelings of excitement and encourage shopping

behavior, leading people to stay longer (Berg et al., 2021). Moreover, customer satisfaction
is closely linked to repurchase and revisit intentions and to the ongoing support customers
provide to a store (Chatzoglou et al., 2022), as satisfaction can reinforce a customer's
decision to return (Yeik & Tey, 2024). It also influences future behavior and post-purchase

evaluations, including perceived quality, experience, value, and overall satisfaction

(Fernando et al., 2023).

Conceptual Framework

In this study, the utilization of mostalgic colors is an independent variable,
encompassing visual elements from the store layout and decorations that can trigger the
nostalgia embedded in consumers' systems. Visual elements directly influence consumers'
shopping experience, shaping retailers' perspectives and ensuring the effectiveness and
efficiency of their business (Mondol et al., 2021). These elements in the retail environment
are associated with cognitive attributes that are seen as tactics to grab consumers' attention.

Cognitive reactions are shaped by elements of store layout, which involve
analytical and imaginative thinking and influence consumers' attitudes and experiences
(Mondol et al., 2021). Consumers' cognitive performance levels depend on the shapes and
colors in the environment (Jin et al., 2022). In fact, colors have a greater effect on improved

cognitive performance than shapes (Jin et al., 2022).
Furthermore, emotional reactions are invoked by shopping environments where
consumers are being exposed (Sugiarto et al., 2022), such as the store layout, one of the

external factors that have a major impact on consumer behavior (Tlapana, 2021). The
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r shop environment and layout can influence consumers' emotional state and
decision-maki e : . .

n-making processes (Tlapana, 2021). Their emotional state influences consumers’
satisfacti afapamnnas | .
atisfaction and preferences in physical stores (Long, 2025). Whether they are happy, sad,

anxi g : -
nxious, or excited, a consumer's emotional mood can positively affect how they evaluate

and respond to the external environment (Asyraff et al., 2023).

On the other hand, behavioral reactions are influenced and evoked by store
decorations and the purchase itself, which are crucial factors that provide the highest level
of customer satisfaction (Seethu & Thaiyalnayaki, 2024). Consumers meticulously assess
the store's design, specifically the layout and overall store structure, which makes sense,
including the quality of the interior store decorations (Tlapana, 2021) that shape their
satisfaction and intention to revisit. All these factors show significant correlations with

consumers' behavioral reactions, indicating that consumer behavior is mainly driven by

environmental factors that can effectively increase sales volume (Tlapana, 2021).

In relation to the S-O-R model, consumers' nostalgia is the stimulus that can
influence actual purchase and determine whether that purchase leads to an intention to
revisit or not to return to the retail store (Bhutto et al., 2021). The visual cues in the store

environment are not merely for decoration or to enhance store appearance (Long, 2025).
Rather, they drive and elicit a response from consumers' memorable pasts and experiences,

increasing the likelihood of purchasing items from the store (Albores et al., 2024).

Meanwhile, consumers' actual purchase, the mediating variable in the study,
involves a series of cognitive processes influenced by environmental cues (Ong et al.,
2024). Anchored in the S-O-R stimulus-response theory, consumers' actual purchase

behavior serves as the organism, representing their cognitive and emotional attributes. The
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stimulus, the utilization of nostalgic colors, will affect the organism's state, which is the
actual product purchase. This internal evaluation determines the response (Hochreiter,
Benedetto & Loesch, 2023), namely, consumers' revisit intention. This is evidently crucial
from a retail store's perspective, as it drives overall operations and enables the business to
offer a range of products and services (Han et al., 2022). Consumers' actual purchasing
decisions are largely shaped by external factors, including interactions with employees,
product variety, and experience (Tlapana, 2021), as well as stores' visual elements such as

colors (Susanto & Adiwijaya, 2023).

Sensory product experience refers to consumers' senses toward a product, which
affect their perceptions, behavior, and judgment about that product or brand (Matondang
& Ruspitasari, 2025). These senses involve the consumers' visual, haptic, olfactory,
acoustic, and pronunciation aspects of evaluating a product. The consumers' evaluation will

then provide a systematic approach for examining the product's features based on

individual senses (Matondang & Ruspitasari, 2025).

Product variation refers to a collection of goods from a store to consumers, offering
different options (Pamuji & Sutedjo, 2023). The decision-making process for a product
involves consumer behavior and product variations, which affect the persistence and
growth of a store's sales and the consumer’s purchase decision. Product variation consists
of a product's size, price, appearance, and taste (Wicaksono & Sutanto, 2022).

Service friendliness is one of the crucial factors of customer service evaluations
(Boninsegni et al., 2021). It refers to the warm, welcoming, and personal approach a
frontline employee takes with a customer, which is important in customer-employee

interactions. This kind of service treatment of frontline employees to customers positively

Bkl o Ui i gl i i



TS M. . T — L el e

influences their overall shopping satisfaction and purchase intention (Boninsegni et al.,
2021).

The current purchase of a consumer will likely dictate their future purchase and
revisit intentions, which are apparently dependent on the post-purchase evaluation and their
overall shopping satisfaction. A pleasant store shopping experience is directly linked to
increased intentions to purchase and revisit, and it also builds an emotional connection to
the retail store itself (Barcus & Shugatai, 2021). However, consumers' buying behavior
poses a complex challenge due to inevitable shifts in market trends and other external
influences. Thus, building a concrete marketing strategy will be an effective way to retain
customers and increase the likelihood of actual consumer purchases, thereby increasing the
chance of revisiting the store (Kountor et al., 2024).

Meanwhile, consumers' revisit intention, as a dependent variable, is a crucial
aspect of competition in the retail industry and for firms' survival (AbdelHamid & Fawzy,
2023), as it is directly associated with their profits (Moharana & Pattanaik, 2022). It is
defined as the likelihood that consumers will return to a particular place or service (Abbasi
et al., 2021). In the S-O-R model, the response variable pertains to the cognitive and
behavioral actions or outcomes triggered by external environmental stimuli (Zhang et al.,
2022). Consumers' revisit intention is influenced by several factors related to the actual

purchase (Chatzoglou et al., 2022).
Store decorations, as part of the store atmosphere, refer to the visual elements

present within the store's interior environment (Rahmanto & Ratnasari, 2023). These
elements are used to maximize visual merchandising in a store, as effective displays of

these visual cues can attract consumers' attention, especially during special occasions.
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Enhanced store decorations can also provide satisfaction and influence consumers'

intention to visit the store again (Rahmanto & Ratnasari, 2023).

Store image is the store's overall characteristics and reputation, including product
diversification and pricing strategy, the quality of the products offered, the service
efficiency and effectiveness of frontline employees, and the physical facilities available to

customers (Hilal, 2022). These factors affect consumers' repurchase and revisit decisions,

leading to their patronage of the store (Hilal, 2022).

Consumers' positive shopping experiences during their current purchase lead to
increased purchase satisfaction, prompting them to revisit the store. The goal of a great
experience is to leave a lasting, positive impression that adds value, making the consumer
want to return. Additionally, long-term experiences have the greatest influence on
consumers' likelihood of returning (Rahmatullah, 2025). When they have a positive
experience, it can build a strong emotional connection to a particular place, prompting them
to purchase and encouraging them to revisit (Rahmatullah, 2025). Positive purchase
experiences help strengthen various aspects of a consumer's personality, making them a
key factor in encouraging repeat store visits (Chatzoglou et al., 2022).

The growing number of Generation Z individuals expressing an intention to visit
brick-and-mortar stores led to higher foot traffic (Menon, 2024). This group of individuals

is more emotionally oriented (Akbar et al., 2024). Colors displayed in retail stores can

evoke consumers' pasts, highlighting the significant influence of their nostalgic memories

on their current purchase and revisiting intentions.

The connection between consumers' actual purchases, revisit intentions, and the use

of nostalgic colors suggests a significant impact on retail stores' market relevance, a crucial
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aspect to consider. Consumers' actual purchase behavior and current intentions are
important factors; in fact, employing nostalgic colors in store layouts can help physical
retailers regain their market spotlight amid the increasing popularity of online retailers. The
variables stipulated can lead to brick-and-mortar retailers' success in today's digital era and

bolster the retail industry's resilience, contributing to the country's overall economy.
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Statement of the Problem

This study investigated the mediating effect of nostalgic colors on consumers'
actual purchase and revisit intentions. Mainly, this looked to address the following research
questions:

1. What is the level of nostalgic colors utilization for retail stores as perceived by the

respondents in terms of cognitive, behavioral, and emotional reactions?

2

What is the level of consumers' actual purchase in retail stores in terms of sensory
product experience, product variations, and service friendliness?

3. What is the level of consumers' revisit intention in retail stores in terms of store

decorations and store image?

4. Ts there a significant relationship between the utilization of nostalgic colors for

retail stores and consumers' actual purchases?

5. Is there a significant relationship between consumers' actual store purchases and

their revisit intention?

6. Is there a mediating effect of consumers' actual purchase on the relationship
between nostalgic color use and consumers' revisit intention?
Significance of the Study
This study provided significant additional insight to help physical retail stores in
the Philippines leverage nostalgic colors in their store environments to stimulate consumer
purchases, which, in turn, encourage consumers Lo revisit the store. Consequently,
examining consumers' actual purchases as a strategic mediator could enhance customer

engagement, differentiate brand experiences, and promote long-term consumer loyalty in

the Philippine retail landscape.



METHODOLOGY

Design
The study used a quantitative research approach, employing a predictive

correlational design with mediation analysis. A predictive correlational design using
mediation analysis examines the indirect effects and predictive relationships among
variables, providing deeper insights into how one variable influences another through a
mediating mechanism (Asna et al., 2025). Therefore, the design was appropriate for the

study, as it investigated the mediating role of consumers' actual purchases in the

relationship between the use of nostalgic colors and revisit intention.

Setting
The study was conducted in Ozamiz City, Misamis Occidental, Philippines. Most

retail stores were located in this city. The economic growth of Misamis Occidental is
generally attributed to its retail sector (Philippine Statistics Authority, 2023). These
retailers are known for providing a wide selection of goods, including clothing, accessories,
home goods, electronics, cosmetics, and school supplies. They also offer places for
entertainment and dining options (Hamal et al., 2023). These retailers utilize improved
store layouts that evoke memories from the past, especially during festive and holiday
occasions, to reinforce customer satisfaction (Wang & Chen, 2022). Objects presented in
nostalgic colors during these seasons, which tend to evoke strong memories of the people

associated with them, are used by retailers to captivate consumers' attention, thereby

significantly contributing to their uniqueness and relevance in the market (Wang & Chen,

2022).
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Respondents

The respondents of the study were the 384 college students in one high institutional
education in Ozamiz City who were chosen through a cluster sampling technique. These
college students belong to Generation Z, who are mostly tied to nostalgia and prefer to
reminisce about the past (Menon, 2024). The Cochran Formula was utilized to determine
the sample size, given the absence of updated enrollment data for Generation Z enrollees
during the semester. A set of criteria were used in selecting the respondents. The following
qualifications were implemented: (1) they must be a college student who is enrolled for the
second semester in A.Y. 2024-2025 in one college institution in Ozamiz City; (2) they must
be 18 to 22 years old; (3) they must have prior experience purchasing from and visiting
Gaisano Capital in Ozamiz City to ensure uniform exposure to the store environment and
nostalgic elements under study; (4) have an informed consent to cooperate and participate

in the study. However, those college students who did not meet the stated criteria were
excluded as the respondents of the study.

Instruments
The following research instruments were used in gathering the data:

A. Nostalgic Colors Utilization Questionnaire. It is a four-point Likert scale
questionnaire was adapted and modified by the researchers from Alkhafagi (2023). The
questionnaire consisted of three constructs: Cognitive Reaction, Emotional Reaction, and
Behavioral Reaction. It had 15 indicators. This questionnaire was used to determine
students' perceived level of nostalgic color use and associated cognitive, emotional, and

behavioral reactions (see Appendix A).

In determining the level of nostalgic colors utilization among retail stores, the

following scale was used:



Responses
4-Strongly Agree (SA)
3-Agree (A)
2-Disagree (D)

I-Strongly Disagree (SD)

Continuum
3.25-4.0
2.50-3.24
1.75-2.49

1.0-1.74

19

Interpretations
Very High (VH)
High (H)
Low (L)

Very Low (VL)

B. Consumers’ Actual Purchase in Retail Stores Questionnaire. It is a four-point

Likert scale adapted and modified by the researchers from Docken et al. (2020). It consisted

of three constructs: Sensory Product Experience, Product Variations, and Service

Friendliness. It had 12 indicators. This questionnaire was used to determine consumers'

actual purchase levels in retail stores, focusing on sensory product experience, product

variety, and service friendliness (see Appendix B).

In determining the level of consumers’ actual purchase, the following scale was

used:

Responses

4-Strongly Agree (SA)
3-Agree (A)
2-Disagree (D)

1-Strongly Disagree (SD)

Continuum

3.25-4.0
2.50-3.24
1.75-2.49

1.0-1.74

Interpretations

Very High (VH)
High (H)
Low (L)

Very Low (VL)




20

C. Consumers ' Revisit Intention in Retail Stores Questionnaire. It is a four-point
Likert scale that was adapted and modified from Tekin & Kanat (2022). It consisted of two
constructs: Store Decorations and Store Image. It had 12 indicators. This questionnaire was
used to determine consumers' revisit intention in retail stores, focusing on decorations and

store image (see Appendix C)

[n determining the level of consumers’ revisit intention in retail stores, the

following scale was utilized:

Responses Continuum Interpretations
4-Strongly Agree (SA) 3.25-4.0 Very High (VH)
3-Agree (A) 2.50-3.24 High (H)
2-Disagree (D) 1.75-2.49 Low (L)

Very Low (VL)

1-Strongly Disagree (SD) 1.0-1.74

Data Gathering Procedures
Before conducting the study, the researchers sought a letter of consent from the

Dean of the College of Business and Management, and it was conferred upon the thesis
adviser. After approval, the researchers presented a consent letter to the designated college
institution in one of the three cities, securing permission to conduct the study. The
researchers disseminated survey questionnaires face-to-face after obtaining authorization,
provided that all respondents received formal consent letters to ensure secure and ethical

data collection. Once the questionnaires were answered, the researchers retrieved them.

The gathered data were tallied, evaluated, and analyzed using statistical procedures.



Statistical Treatment
The following statistical tools were utilized in analyzing the data.
lean and Standard Deviation. These tools were used to determine the level of

nostalgic color use ’ i .
talgic color use, consumers' actual purchases, and revisit intention for retail stores.

Mediation Analysis with Bootstrapping Method. These tools were used to examine the
mediating effect of consumers' actual purchase on the relationship between the utilization

of nostalgic colors and revisit intention.

Ethical Considerations

Before conducting the study, the researchers examined the ethical principles
embedded in the data collection process, as identified by Bell & Bryman (2007). First, the
respondents had the right to withdraw from the study at any time. They could change their
minds after agreeing to participate in the research and signing the consent form.
Respondents were informed of the study's objectives and the voluntary nature of their

participation. There were no consequences for declining or withdrawing from the study,
and it did not impact any relationship with the researchers. Respondents had the right to
review the information they submitted and to remove part or all of the recorded data during
the study if they decided to decline or withdraw from the study. A consent letter was given
to enable the respondents of legal age to comprehend the important information they
needed. The details encompassed benefits, implications, and institutional approval for
joining the study before consenting or refusing to participate. Complete anonymity was
maintained to safeguard the privacy and confidentiality of the personal data of respondents
who consented to participate in the research. Consequently, their identities remained

undisclosed to the readers and were substituted with numbers to denote their responses.



Appropriate "t"\llu\\lcdgmcnls were provided, trustworthy and reliable sources were
utihzed, findings were presented transparently, and research reports and data were
understood correctly. This research maintained integrity and institutional trustworthiness

for a morally sound and permissible research study.




RESULTS AND DISCUSSION

Level of Nostalgic Colors Utilization in Retail Stores

Table 1 shows the level of nostalgic colors utilization in retail stores as perceived
by Gen Z college students. The use of nostalgic colors plays a vital role in consumers'
shopping eXperience, as certain colors embedded in a retail store can evoke favorable past
consumer memories (Daszkiewicz, 2024). It triggers the consumer's feeling of familiarity
and comfort with a specific past event, creating meaning and serving as a reminder of that
occurrence as a valuable memory associated with these nostalgic colors (Bhutto et al.,
2021). The colors embedded in the retail store environment help consumers perceive the
ambiance through a different lens. The use of these colors is evident in how these visual
elements influence consumers' perceptions, emotions, and behaviors regarding their
nostalgia and overall shopping experience in physical retail stores.

Additionally, they drive their cognitive and emotional schemas in the retail space,
which leads to specific shopping behavior (Yadav, 2022). Nostalgic color usage creates a
retail environment that aligns with consumers' emotional attributes. This could enhance
customers' relationships with the store, boost their shopping motivation, and affect how
they respond to the retail environment (Yadav, 2022; Pathak & Pande, 2025).

The overall result shows a very high rating (M=3.48; SD=0.50). The finding
indicated that most Gen Z college students strongly perceived and appreciated the presence

of nostalgic colors in retail stores, which is measured cognitively, emotionally, and
behaviorally. The presence of nostalgic colors in retail stores allows Gen Z college students
to reminisce about meaningful experiences through exposure to various store designs,
especially during special occasions or holidays like Christmas. Sunday mall trips,

Christmas shopping with family, or childhood moments of receiving gifts from a
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spontaneous mall trip make these Gen 7 college students feel a sudden burst of recognition
for a special moment of the past. Moreover, the use of nostalgic visual elements in retail
Stores can evoke positive emotions and associations among consumers through a
comforting, inviting atmosphere (Pathak & Pande, 2025). The use of nostalgic colors in
retail stores can encourage consumers to shop during special occasions, such as summer
mall visits, as these colors evoke memories that foster a sense of personal connection and
tradition. The significant role of nostalgic colors aids in shaping positive consumers'
thoughts, emotions, and actions with the retail store (Pichierri, 2023)
The moderately low standard deviation (SD = 0.50) indicates that the responses of
Gen Z college students were closely clustered around the mean, suggesting an agreeable
perception of nostalgic color use among the respondents. The slight variability in
respondents' responses suggests that some students may have experienced nostalgia more
intensely than others when exposed to these hues, offering retailers opportunities to
enhance store designs with corresponding nostalgic colors to further amplify the nostalgic

effect for a broader group of patrons.

The cognitive reaction of Gen Z college students was rated very high (M = 3.50;

SD = 0.50). The Gen Z college students completely agree that nostalgic colors in retail

stores effectively and evidently provoke past personal memories and cognitive

associations. The store's visual elements remind consumers of old shopping memories and
experiences with their mothers, especially cherished childhood moments when their
mothers bought them toys. Additionally, the store atmosphere during the Christmas season
brings back their family holiday shopping and festive outing memories, and the store's

visual hues this season reminded them of the fun and exciting hangout experiences with
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their friends. Their collective tradition provided them with joyful shopping experiences.

On an ordinary Sunday, strolling through the mall with family, such colors still evoke a
certain memory through the retail store's visual design and ambiance. College students
showed similar understanding of how nostalgic colors trigger mental processes related to
eXperiences (Menon, 2024). In essence, nostalgic color use is crucial for connecting present
shopping experiences with valuable, meaningful memories, which influences how they
build perceptions and connections with the retail environment (Pathak & Pande, 2025).
Cognitive reaction has the highest mean because nostalgic colors act as mental
triggers, helping Gen Z college students recall and realign their past shopping experiences

with their current shopping environments (Tapas et al., 2025). When these groups of

consumers observe familiar hues in the retail store environment, their emotions become an
active recall of related memories, such as celebrating holidays with their parents or friends

(Bhutto et al., 2021). This mental recall explains why cognition is perceived as higher than

other human reactions associated with nostalgia.

On the other hand, the emotional reaction is assessed as very high (M=3.47;
SD=0.50). This finding shows that the use of nostalgic colors in retail stores effectively
stimulates positive thoughts and emotions by evoking respondents' meaningful memories.
The colors used in the store layout make consumers feel lively and optimistic, prompting
them to recall past festive shopping experiences and holiday celebrations (Nimbagal et al.,
2022). Therefore, the placement of products in the retail store evokes shopping memories

with loved ones, especially on special occasions, thereby supporting the strong emotional

bond between valuable past relationships and the retail experience (Tlapana, 2021).
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The feeling of happiness was perceived as connected to the store environment and
cleanliness, which helps consumers remember the good times they spent together with
someone special and the random Sunday lunch moments in the mall with their family
(Bindu et al., 2021). Moreover, the presence of colors in the store layout during the
Christmas season was found not only to evoke positive consumer emotions but also to drive
them to make store purchases, as they recalled the happiness of choosing clothes for

Christmas activities (Tlapana, 2021 ). The findings reinforce the notion that nostalgic colors
are not just for aesthetic purposes but also nurture emotional connections between
consumers and retail stores, uplifting their mood during shopping, particularly during
special occasions or holidays (Alkhafagi, 2023).

Moreover, the behavioral reaction is rated very high (M = 3.46; SD = 0.51).
However, among the three constructs, it has the lowest mean. This indicates that although
nostalgic colors strongly evoke emotions and memories, consumers' actual purchasing
behavior may be influenced by situational and personal considerations. The presence of
nostalgic colors in retail stores significantly impacts consumers' shopping impulses,

especially during meaningful celebrations. The creative use of such hues within the store
perimeter encourages consumers to shop during joyful, festive holidays like the Christmas
season or summer breaks, where their happy memories of these days are very evident
(Nikhil, 2025).

Additionally, the colors displayed in the store's interior drive them to purchase
during the Christmas season. Meanwhile, the pleasing store appearance encourages them
to buy store products, remembering fun summer store visits and joyous bonding moments

with their family. The use of nostalgic visual elements in the store environment reminds
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consumers of ordinary yet meaningful store activities, such as buying groceries with
parents. It even evokes memories of important milestones, such as graduation (Pichierr,
2023). These activities and memories prompt them to make a significant store engagement.
The very high rating of nostalgic color use in retail stores translates consumers' emotions
nto shopping behaviors that influence their actual purchasing decisions in retail settings
(Pathak and Pande, 2025).

The study's findings support related literature, which emphasizes that integrating
nostalgic colors in the retail setting significantly affects Gen Z's shopping behavior and
decision-making processes. Their purchasing motivations are likely tied to nostalgic
occurrences (Menon, 2024). As Filipino culture is rich in different festivities and special
celebrations, the presence of nostalgic colors in the store environment enhances the
consumers' shopping experience. It influences their purchasing behavior, making this a
recommendable marketing strategy (Yadav, 2022). Subsequently, these hues influence the
connections among consumers' cognitive and emotional aspects and their behavioral
processes (Soomro et al., 2023). Color hues are powerful drivers of a positive shopping
experience and purchase intention (Susanto & Adiwijaya, 2023). Nostalgic colors motivate
consumers to make balanced purchase decisions and build brand loyalty, which is favorable
to retailers because it boosts sales and repeat purchases (Nestrud, 2024). In the brick-and-

mortar stores, the utilization of nostalgic colors elevates Gen Z's shopping ex eriences and
gl ppINg €Xp:

their current purchases (Alkhafagi, 2024).
Thus, Gen Z college students responded affirmatively to the use of nostalgic colors

in retail stores, considering their cognitive, emotional, and behavioral aspects. Their

nostalgia is evidently evoked by the nostalgic colors embedded in the store environment.
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his has effectively evoked their cherished memories, induced positive emotions, and
motivated them to adopt purchasing behaviors, particularly during noteworthy occasions
such as the C hristmas season, summer breaks, and graduation celebrations. However, there
remains an opportunity for retailers to further enhance and optimize the use of nostalgic
colors in retail stores by synchronizing them with diverse cultural events and known
personal milestones to reach a wider range of prospects. To maximize the impact of
nostalgic colors on consumer engagement and purchasing decisions, it is recommended
that retail stores strategically integrate specific color palettes into their store design,

seasonal promotions and activities, and product displays to enhance consumers' overall

shopping experience and store loyalty.

Table 1 Level of Nostalgic Colors Utilization in Retail Stores n=384

Variables Mean SD Interpretation
Cognitive Reaction 3.50 0.50 Very High
Emotional Reaction 3.47 0.50 Very High

Behavioral Reaction 3.46 0.51 Very High
Overall Nostalgic Colors :
K High
Utilization 3.48 0.50 Very Hig

Note Scale: 3.25-4.0 Very High (VH); 2.50-3.24 High (H); 1.75-2.49 Low (L); 1.0-1.74
Very Low (VL)




Level of C
Consumers’ Actual Purchase in Retail Stores

Table 2 presents the level of consumers' actual purchases in retail stores. As tech-
Savvy consumers, Gen 7 college students go beyond checking out products through online
shopping applications (Watty, 2025). They are experience-oriented individuals who often
seek shopping experiences that provide high levels of satisfaction (Ngo et al., 2025).
Consumers' actual purchases play an important role in analyzing what motivates them to
move from engagement to real action. Elements such as sensory product experience,
product variations, and service friendliness substantially shape consumers' perceptions,
which in turn affect their inclination toward shopping convenience and engagement, as
well as their personal preferences and lifestyle (Vizconde & Mendoza, 2023; Pareek et al.,
2025). As physical retail stores offer more engaging store environments, diverse product
options, and positive interactions with staff, these aspects work together to create a sense
of satisfaction and trust among consumers that drives them to translate their interest into
an actual purchase. Converting prospective buyers into loyal customers requires retailers

to meet their expectations, a crucial step in shaping the future of retail (Rana & Agnihotri,

2025).
The overall result shows a very high rating (M=3.46; SD=0.54). The findings

empbhasized that a greater proportion of Gen Z college students strongly recognized the role
of store elements in shaping their actual purchase decisions, particularly sensory product
experience, product variety, and service friendliness. The retail store's organized layout,
visually appealing designs, and clear, effective signage drive consumers to feel compelled
to purchase store items, as these features allow them to easily navigate the store and find

products. Additionally, the presence of appealing promotional displays, such as sales

discounts, strongly supports consumers' actual purchasing decisions (Vizconde &
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Mendoza, 2023). Product variations from various brands, updated product assortments, and
packaging sizes encourage consumers to shop in the retail store more frequently, as these
ASpects meet both convenience and their preferences. On the other hand, the store
employees' friendliness and dependability, which provide personal attention to consumers,
address their individual concerns, and offer knowledgeable consumer assistance,
significantly enhance consumers' satisfaction and shopping confidence in their purchase
decisions. These factors further indicate that a well-designed store environment, together

with diverse product availability and quality service, is instrumental in shaping consumers'

actual purchase and customer satisfaction in the retail store.

The comparatively low standard deviation (SD = 0.54) indicates that Gen Z college
students' responses had a narrow dispersion around the mean. The respondents'
perspectives on the evaluation of the different elements affirmed their consistent
understanding of how sensory product experiences, product variations, and service
friendliness influenced their actual purchase. Despite minimal differences in their
responses, these did not alter the overall positive assessment among respondents,
underscoring a shared conception of the influence of these store elements and features on
their actual purchasing decisions.

Service friendliness is assessed with a very high rating (M=3.46; SD= 0.57). Gen
Z college students showed strong recognition of retail store employees, underscoring the
crucial role of these employees in shaping their shopping experiences and guiding their
buying decisions. The technical competence and interpersonal skills of store employees
foster a sense of reliability and professionalism towards consumers, which positively

affects their willingness to purchase store products. Additionally, employees' dependability
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in resolving servie
& Service-related concerns builds customers' confidence and offers them

>rsong ~ 4 . .
personal attention, making them feel valued and appreciated (Singh & Aravind, 2024).

These factors motivate them to purchase products or avail themselves of the services
offered. The store employees' provision of accurate information and acknowledgment of
customer inquiries enhances consumers' satisfaction and strengthens their trust. The
collective agreement among Gen Z college students' responses, which emphasized friendly,

knowledgeable, and approachable store employees, can significantly enhance their

shopping experiences and encourage actual purchases (Agarwal, 2021).

The retail employees' interpersonal warmth and courtesy foster trust, satisfaction,
and emotional connection, which directly translate into buying behavior (Mustari, 2022).
Consumers' perceptions of retail employees influence their decision to complete a
purchase, especially when they feel valued and confident in their shopping decisions. This

notion is further strengthened by retail employees' performance in interpersonal skills,

which enhances customer satisfaction and purchase intention (Agarwal, 2021). These

findings emphasize that service friendliness is a decisive factor in transforming consumer

engagement into tangible consumer buying behavior.

Meanwhile, the product variations are rated very highly (M=3.46; SD=0.52). This
result indicates that Gen Z college students agree that the diversity of product options in
retail stores significantly influences their actual purchases. Gen Z college students are
driven by the availability of new and diverse goods that keep them engaged with the store
and by the presence of various brands that align with their tastes and preferences,
motivating them to make a purchase (Watty, 2025). Subsequently, the availability of

diverse package sizes that meet their varied needs enhances their convenience and
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purchasing satisfaction, as they will not have to go to another store to find the products that
they are looking for, The availability of product information encourages customers to visit
the store more often (Maula et al., 2025). In this vein, product variety and assortment allow
customers to make distinct choices within a product category, which drives them to make
an actual purchase, enhances their shopping experience, and builds store trust (Han et al.,
2022).

The sensory product experience among Gen Z college students obtained a very high
rating (M=3.45; SD=0.53). However, despite its strong evaluation, the consumers' sensory
product experience reflects only an experiential level rather than a direct translation into
actual behavioral outcomes, unlike the previous constructs. Consumers are persuaded to
purchase products by the store's use of category navigation signage, as these help them
locate their desired products with ease, reducing confusion (Chuhadiya & Jha, 2025). The
seamless shopping flow contributes to their satisfaction. Additionally, the strategic use of
lighting and attractive design drives consumers to purchase by prompting them to focus on
specific store areas that effectively highlight the product (Florea et al., 2025).

Furthermore, a clear, well-organized layout, along with well-stocked product
displays, is vital for ensuring consumer convenience and boosting their purchase
confidence, as they view the retail store as visually appealing and well-maintained (Florea
et al., 2025). Offering special promotions, such as striking sales-discount signage, also
influences consumers' purchase decisions by creating a sense of excitement and urgency
(Vizconde & Mendoza, 2023). Generally, well-organized and well-executed sensory store

elements attract consumer attention, enhance customer shopping convenience, and

eventually drive actual purchases.
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The findings of the study align with existing literature, accentuating that Gen Z
college students' actual purchase decisions are mainly driven by the store environment,
such as the layout, which contributes to their satisfaction (Seethu & Thaiyalnayaki, 2024).
As a foundation of retajl operations, store layout provides consumers with a sense of
direction throughout their shopping, significantly improving retail sales (Tlapana, 2021).
Itis also emphasized that consumers' assessment of product variations and availability, and
store employee service quality, greatly affect their analytical thinking processes, leading
them to view things as appealing that drive them to make a certain store purchase (Soomro
et al., 2023). The warm, welcoming treatment of frontline store employees positively
influences consumers' purchase intentions and satisfaction (Boninsegni et al., 2021).
Henceforth, consumers do not just focus on the visual elements in the store but also highly
appreciate the quality of service provided by retail stores. Consequently, consumers value
a pleasant shopping experience, which directly influences their actual purchasing behavior

and allows them to form an emotional attachment to the retail store itself (Barcus &

Shugatai, 2021).

In essence, Gen Z college students showed a strong positive response to influences
on their actual purchases in retail stores, mainly driven by sensory product experience,
product variety, and service friendliness. Retail stores that integrate appealing, organized
store designs, offer a wide range of products, and have knowledgeable, approachable store
employees make consumers feel motivated to make favorable purchasing decisions. These
aspects create a convenient and engaging shopping environment and establish trust and
satisfaction among consumers towards the store. However, the presence of inevitable

market changes, such as trends and external influences, also affects consumers' buying
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behavior and shifis i preferences. Therefore, developing a concrete, adaptable marketing
strategy is crucial o keep consumers engaged and maintain their interest, thereby
increasing the likelihood of actual purchases. To achieve this, retailers may strategically
integrate visual merchandising, maintain a diversified, well-organized product assortment,
and implement continuous employee training programs to ensure consistent customer

service. " ; : g
¢. These can foster positive consumer relationships and increase actual purchase

intentions.

Table 2 Level of Consumers’ Actual Purchase in Retail Stores n=384

Variables Mean SD Interpretation
Service Friendliness 3.46 0.57 Very High
Product Variations 3.46 0.52 Very High
Sensory Product Experience 3.45 0.53 Very High
Overall C ’
onsumers’ Actual 3.46 0.54 Very High

Purchase in Retail Stores
Note Scale: 3.25-4.0 Very High (VH); 2.50-3.24 High (H); 1.75-2.49 Low (L); 1.0-1.74

Very Low (VL)

Level of Consumers’ Revisit Intention in Retail Stores

Table 3 shows the level of consumers' revisit intention in retail stores. Gen Z college
students intend to revisit retail stores. They highly value the shopping environment that
goes beyond providing products. These types of consumers seek store elements that enrich
their purchasing experience, which motivates them to return and revisit (Ngo et al., 2025).
Revisit intention reflects the consumers' willingness to maintain long-term store
engagement, which is shaped by two major factors: store decorations and store image. The
seasonal designs, visually appealing store displays, and well-structured interior elements

create an inviting, pleasant store environment that transforms the retail store into more than
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Just a venue for finding and buying products (Florea et al., 2025). These elements create an
ambiance that leaves a lasting, valuable impression on consumers. The retail store image
establishes its identity and reliability in consumers' minds, specifically through its location,
accessibility, merchandise suitability, reputation, and overall history. A strong, concrete
store image stimulates consumers' satisfaction, trust, and emotional connection, all of
which are vital in prompting them to revisit the store (Rana & Agnihotri, 2025).
The overall result indicates a very high rating (M=3.51; SD=0.49). This shows that
Gen Z college students affirmatively responded that store decorations and store image
influence their intention to revisit retail stores after their initial actual purchase. This type
of consumer tends to experience positive emotions and meaningful connections during
memorable visits to visually appealing seasonal store displays and festive decorations, as
well as interior designs. Consumers feel more engaged and emotionally connected with the
retail store when the store atmosphere is warm and pleasant, serving as a marketing strategy
rather than solely for functionality (Florea et al., 2025). The physical store's ambiance and
long history of reliability work together as a strong retail foundation, turning a simple
consumer mall into a repeatable experience. Gen Z consumers feel encouraged to maintain

a consistent revisit intention when a pleasant store environment and brand image shape

their long-term loyalty and satisfaction (Rana & Agnihotri, 2025).

The relatively low standard deviation (SD=0.49) indicates that the responses of Gen
Z college students were relatively concentrated around the overall mean. This suggests that
respondents hold a collective perception of the significance of store decorations and store
image in shaping their intention to revisit retail stores. This minimal variation shows that

most Gen Z consumers view these store elements at the same level, emphasizing that the
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impact of a well-dec: _
cll-designed store layout, aesthetic decorations, and a positive store Image
and backgrg : . ;
ground aligns with the majority of them. The consistency in these perceptions
indicates t : .
hat the atmospheric and visual cues in retail stores are valued by these

co . :
ISUMErS, supporting their role in establishing a meaningful shopping experience that

drives revisit intention.
The store image was rated very highly (M=3.58; SD=0.45). This result shows that
Gen Z college students, as consumers, strongly value the overall environment, reliability,
and, ultimately, the reputation of retail stores, as reflected in their intention to revisit them.
Strong return drivers among consumers were identified as the accessibility of the retail
store's location and the store's merchandise that meets consumers' needs. Moreover,
practical aspects such as perceived value for the price, credit availability, and the flexibility
of return policies also played a crucial role in strengthening their decision to return. The
overall aesthetic appeal of the store's layout and the comfort of its internal environment
were also seen as equally important in establishing a lasting, positive impression on
consumers' minds (Chuhadiya & Jha, 2025).

Additionally, the respondents acknowledged the significance of a store's good
reputation in the market, built over years of consistent service and positive customer
relationships, as a factor that enriched their willingness to return. Subsequently, the store's
history of providing reliable, trustworthy service, as well as its strong image of dedicating
itself fully to customers, fostered a sense of loyalty and confidence, encouraging repeat
patronage. These aspects suggest that Gen Z consumers perceive the store image not only

as a matter of tangible design and employee service efficiency, but also as a reflection of

the store's credibility, trustworthiness, and long-term reliability. A strong, positive store
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image beco: .. . . . :
g Mes a determining factor in driving and motivating revisit intentions, as it

blends i i .
practical benefits with emotional trust in the retail store experience (Rana &

Agnihotri, 2025).

Meanwhile, store decorations also eamed a very high rating (M = 3.44; SD = 0.53)
Although it registered a slightly lower mean than the other constructs, the result suggests
that attractive, seasonally oriented store decorations, particularly well-designed store
colors, logos, and slogans, play an important role in influencing Gen Z college students'
intention to revisit retail stores. Similarly, the displayed lanterns and sale signage during
festive occasions such as Christmas and New Year were seen as beneficial, enhancing the
retail store's appeal and encouraging repeat visits. The decorative show window during the

summer had a compelling effect on the consumers. This entices them to return because of

its fun, vibrant atmosphere, which evokes vacations and summer leisure.

Additionally, the Valentine's Day season, known for romantic displays in retail
stores, and the back-to-school season, with decorative, colorful notebook displays, were
viewed as elements that fostered continuous store patronage among consumers. Even
decorative designs in graduation season, which consisted of gifts and memorabilia, were
found to be influential to consumers, strengthening their revisit intention. Visually
appealing, well-planned decorations on different occasions foster consumer excitement and
emotional connection, leading them to choose retail stores for future shopping interactions
and experiences (Chuhadiya & Jha, 2025).

The findings of the study concur with the existing literature, indicating that
consumers' revisit intention is not solely determined by the store's physical attributes but

also by their evaluation of external environmental factors (Hardinie et al., 2023). As one of
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the vital aspects of the store's survival in the market, revisiting intention has been a driver
of the store's Strategy to provide and establish a long-term impression and a good
relationship with consumers (Rahmatullah, 2025). Their positive purchase experiences
strongly motivate them to revisit the store (Chatzoglou et al., 2022). The store's facilities,
pricing strategy, and product quality enhance their overall purchase experience, which, in
turn, leads to their patronage of the retail store (Hilal, 2022). Accordingly, the store's
decorations and image provide a strong foundation for consumers to build an emotional

connection and increase their purchase satisfaction, leaving a lasting impression that

contributes to their intention to revisit (Rahmatullah, 2025).

Gen Z college students showed a highly affirmative response toward their intention
to revisit retail stores, specifically when influenced by store decorations and the overall
store image. Their drive to return was mainly driven by the price value, favorable credit
and return policies, and the accessibility of the store location, together with the visual
appeal of the store layout and a good reputation for trustworthiness and reliability,
reinforcing as vital functions of consumer loyalty and the continuity of patronage. Despite
that, consumers' intention to revisit can be mainly influenced by market trends, evolving
consumer expectations, and the increasing influence of digital platforms. That being the
case, it has become important for brick-and-mortar retailers to continuously innovate both
their decorative designs and overall store image to maintain their relevance and appeal in
the market. To further maximize consumers' intention to revisit, retail stores may

implement strategic decoration themes, maintain a consistent store image that appeals to

consumers, and strengthen trust by upholding transparency, reliability, and customer-
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centered service, ° ; 4 : i
¢rvice. These strategic moves can nourish consumers' practical and emotional

connecti i :
1ection with the retail store, enhancing their loyalty and long-term store engagement.

Table 3 Level of Consumers’ Revisit Intention in Retail Stores =384

Variables Mean SD Interpretation
Store Image 3.58 0.45 Very High
Store Decorations 3.44 0.53 Very High
Overall Consumers’
Revisit Intention in Retail  3.51 0.49 Very High
Stores

Note Scale: 3.25-4.0 Very High (VH); 2.50-3.24 High (H); 1.75-2.49 Low (L); 1.0-1.74
Very Low (VL)

Significant Relationship Between Nostalgic Colors Utilization for Retail Stores and
Consumers’ Actual Purchase

Table 4 presents the significant relationship between nostalgic color utilization in
retail stores and consumers' actual purchases. The data show a strong positive correlation

between the two variables (r = 0.799*** p <.001), which is highly significant. This means
that nostalgic colors are an influential factor in uplifting and encouraging consumers (o
take action through actual purchases. Nostalgic color schemes suggest a stronger consumer
connection to retail stores, as these hues are associated with emotional appeal and a sense
of familiarity, helping them convert their shopping experience into actual buying behavior.
In view of this, nostalgic colors not only amplify the retail store's aesthetic appeal but also
create a psychological impact that translates into a stronger purchasing decision (Cho,
2021).
This significant relationship between the utilization of nostalgic colors and

consumers' actual purchases indicates a strong, concrete interrelation between emotional

stressors and behavioral outcomes in retail store environments. Nostalgic colors are used



40

more for acsthet;
Sthet g . i g . .
¢ purposes than for their associations with seasonal celebrations, cultural

traditions, and personal memories, which evoke familiarity and emotional attachment in
consumers (Alkha fagi, 2023). Positioned as a catalyst for consumer engagement, nostalgic
colors strengthen consumers' psychological connections, thereby enhancing their
perceptions of the relevance and attractiveness of the retail store environment (Albores et
al., 2024).

Moreover, the act of purchasing, as a behavioral aspect, is often shaped by
circumstances that foster satisfaction, trust, and convenience (Pichierri, 2023). The
amplification of these behavioral drivers is mainly motivated by the nostalgic colors' ability
to foster a favorable emotional atmosphere, thereby reinforcing positive associations with
the consumers' shopping experience. These findings suggest that consumers are highly
motivated to purchase when the visual elements of the store environment resonate with

their lived experiences and personal memories. Given this significant result, the null
hypothesis that there is no relationship between the utilization of nostalgic colors and
consumers' actual purchase is therefore rejected, indicating that nostalgic cues indeed play
a substantial role in influencing consumer purchase behavior. Therefore, the correlation

reflects a fundamental process in which nostalgic cues convert affective responses into

concrete consumer behavior, validating the essential role of color-based marketing

strategies in revitalizing in-store retail purchases.

The results support the existing literature, which emphasizes that the presence of
nostalgic hues in retail stores influences consumers' purchase intentions (Cho, 2021). The
distinct colors displayed in retail stores' environments can drive actual purchases

(Borromeo et al., 2022), which are also a strong motivator not only for repeat purchases
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but also for strengthening the store's sales and consumers' brand loyalty (Nestrud, 2024).
From a psychological perspective, the use of nostalgic colors in retail stores is one of the
strongest motivators for consumers to purchase (Yadav, 2022). As consumers thoroughly
evaluate the retail store's interior design, their behavioral reactions correlate with these
external factors, which can also be an effective strategy to increase their likelihood of
purchase (Tlapana, 2021).

One theory that supports this study is the Stimulus-Organism-Response Theory.
Nostalgic color use, as the stimulus of this study, refers to the use of various colors in the
store environment, reflected in visual store designs and the presence of promotional
displays that penetrate consumers' psychological processes (Aysraff et al., 2023). These
colors evoke nostalgia, affecting consumers' cognitive mechanisms, specifically their
decision-making when purchasing. The organism, as reflected in consumers' actual
purchases, comprises the cognitive and affective evaluations that shape their purchase
decisions (Hochreiter et al., 2023). Consumers' purchase decisions meticulously consider
the perceived value of retail store designs' effectiveness, thereby shaping their concrete
buying behavior. The neuroscience of brick-and-mortar stores includes the prevalence of

nostalgic colors as a main factor influencing consumers' actual purchases (Hochreiter et
al., 2023). This suggests that the atmospheric elements integrated into the store's layout can
create a memory-evoking effect that serves as a stimulant, influencing consumers' decision-
making processes and leading to store purchases (Bindu et al., 2021; Albores et al., 2024).
While practical aspects such as diverse product offerings and pricing strategies are

crucial to consumers' buying considerations, the embedding of nostalgic colors in retail

stores plays a stronger role in shaping actual purchases. These visually appealing cues
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within the store environment activate cognitive and emotional processes that affect how

these consumers evaluate their value and proceed to buy. Nostalgic colors create a store

environment where shopping becomes emotionally engaging and practical, promoting

recognition and positive associations and encouraging consumers to convert store visits

into actual purchases. In this vein, retailers may prioritize nostalgic colors alongside other
key atmospheric elements to increase purchase motivation. While traditional marketing
strategy tools may continue to support sales, the use of nostalgic colors can also serve as a
powerful complement, boosting consumer engagement. By integrating atmospheric
elements with psychological stimuli, retailers can enhance retail store spaces that
encourage consistent purchasing behavior, thereby improving long-term market

competitiveness.

Table 4 Significant Relationship Between Nostalgic Colors Utilization for Retail
Stores and Consumers’ Actual Purchase n=384

Variables r-value p-value Interpretation

Nostalgic Colors
Utilization and
Consumers’ Actual
Purchase

Note: *p <.05 **p <.0] ***p < .001

0.799%** <.001 Highly Significant

Significant Relationship Between Consumers’ Actual Purchase and Retail Stores
and Consumers’ Revisit Intention

Table 5 shows the significant relationship between consumers' actual purchase and
their revisit intention in retail stores. The results indicate a highly significant positive
correlation (r = 0.826***, p <.001), indicating that consumers' purchase behavior is a vital
determinant of their likelihood of returning to the store. This means that consumers'

shopping experience generates satisfaction, perceived value, and trust when they complete
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their purchases. mak:
» Making them strong motivators of future revisit intention with the same

retail store, The power of this association underscores the role of actual purchase as a
mediating factor that bridges their initial interaction with the store environment to their
long-term behavioral intentions, rather than the endpoint of the consumer decision-making
process. The act of purchasing strengthens consumers' engagement with the store and
increases the probability of repeat patronage, supporting the store's ability to sustain
customer loyalty (Rana & Agnihotri, 2025).

Actual purchase positively signals the consumer's cognitive evaluations and
affective responses toward the retail store (Chatzoglou et al., 2022). When the overall store
environment collectively meets or exceeds consumers' expectations, it strengthens their
trust, providing them with a tangible basis for evaluating the store as a reliable option for
future shopping needs (Pichierri, 2023). Furthermore, consumers' purchasing behavior
reinforces their future visits. Each of their successful purchases establishes a sense of
satisfaction where consumers perceive consistency in delivering store value, which reduces
uncertainty and reinforces the store's preferences (Chatzoglou et al., 2022). This course of
events builds emotional and habitual attachment, which are integral to revisiting intentions.

A consumer's decision to purchase validates the retail store's ability to stand out in the

market and leaves a positive, lasting impression that drives repeat visits (Rana & Agnihotri,

2025).

Additionally, the connection between actual purchase and revisiting intention
reflects the experiential nature of modern consumerism (Cho, 2021). A purchase signals
that Gen Z consumers confirm the store aligns with their expectations for quality,

convenience, and market relevance. When their specific needs are successfully met, they
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are more driven and interested in reassigning their time and resources (0 their future visits
(Barcus & Shugatai, 2021). Based on the significant findings, the null hypothesis stating
that there is no significant relationship between consumers' actual purchase and consumers'
revisit intention is therefore empirically rejected, validating that actual purchase serves as

a vital antecedent to continued patronage. Thus, the actual purchase of consumers results
from a positive retail encounter and is a strong predictor of sustained consumer patronage

through revisiting intention.

This result reinforces the existing literature, which emphasizes that consumers’

actual purchase drives overall business activity and is directly linked to their intention to
make a repeat purchase and revisit the retail store (Barcus & Shugatai, 2021). Given that
consumers' buying behavior is a complex phenomenon to examine, employing an effective
marketing strategy to retain and increase their likelihood of making a purchase is equally
important (Kountor et al., 2024). Meanwhile, consumers' intention to revisit the retail store
is also a main factor to focus on as it is directly associated with the store's profits (Moharana
& Pattanaik, 2022). Positive shopping experiences with their latest purchase lead to
increased satisfaction, which often prompts a return to the store (Rahmatullah, 2025). All
things considered, the establishment of a stimulating store environment across different

seasons and special occasions that builds an indivisible tie between consumers' emotions
and cognitive judgment can influence their behavioral aspects, including actual purchases
and revisit intentions (Soomro et al., 2023).
These findings also support the same theory, showing that consumers' actual
purchase behavior, as the organism, affects behavioral responses. This response occurs

when consumers purchase products and use services and amenities in which they
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ponse, is linked to consumer satisfaction because it can reinforce their

decision to experience that satisfaction again (Hardinie et al., 2023). The consumer's
personality traits also directly affect their cognitive evaluation, which, in turn, influences
their behavior, In essence, the significant relationship between consumers' actual purchases
and their revisit intention streamlines their shopping experience, stimulating greater
satisfaction and patronage.
The results indicate that consumers' actual purchases serve as a valuable motivator
in forming their intentions to revisit retail stores. Their individual experiences of making a
store purchase positively affirm their perceived value of the store, fostering a sense of
satisfaction and trust, and strengthening connections. These results extend to their future
intention to purchase, with their memory of a positive buying experience motivating them
to return. By this, their actual purchase not only secures a transactional and practical role
but also further strengthens the psychological and emotional ties to the retail store itself.
While these findings are beneficial, retail practitioners may also leverage this aspect
by designing marketing strategies that enhance consumers' post-purchase experience.
These strategies include ensuring smooth customer service, providing post-purchase
support, and maintaining a diverse product line to meet consumers' evolving needs.
Subsequently, providing personalized engagement, value-oriented promotions, and loyalty
programs can solidify consumers' intent to revisit. Therefore, retailers can maximize their
edge against competitors through these marketing strategies, which also build concrete

revisit intentions, ensuring stronger retention among their consumers in the competitive

market.
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Table 5§ Signi
Co \.lgmﬁc“'“ Influence Between Consumers' Actual Purchase and
nsumers' Revisit Intention n=384

Remarks

Variables r-value p-value

Consumers® Actual
Purchase and
Consumers' Revisit MEREGFES =00 S
Intention

Note: *p < 05 P <01 ¥ p < 001

Mediaﬁ'ng Effect of Consumers’ Actual Purchase on the Relationship Between
Nostalgic Colors Utilization and Consumers’ Revisit Intention

Table 6 shows the indirect effect of nostalgic color use on consumers' revisit
intention, mediated by actual purchase. Nostalgic colors, a strategic marketing tool that
serves as a potent atmospheric cue in retail stores, evoke emotions and trigger memories
that go beyond aesthetic functions. These psychological stimuli stimulate consumers' drive
to engage in an actual purchase decision, providing an essential direction toward their
revisit intention (Albores et al., 2024). This indirect effect highlights the mechanisms by
which nostalgic colors translate into observable consumer behavior, offering in-depth
insight into how these design-oriented stimuli can foster long-term consumer loyalty.

The results indicate a significant indirect effect (f = 0.429, SE = 0.039, p <.001),
indicating that nostalgic color use has a considerable positive effect on consumers' actual
purchase. This effect reinforces their intention to revisit the retail store, suggesting that the
presence of nostalgic colors in the retail environment does not merely elicit affective
reactions among consumers but also significantly shapes their purchasing behavior.
Therefore, in every unit, an increase in nostalgic color utilization corresponds to an increase

in the likelihood of an actual consumer purchase, further demonstrating the important role
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of atmospheric cues in driving an immediate behavioral response that elevates to long-term
store engagement.

Moreover, the relatively low standard error (SE = 0.039) indicates high accuracy in
estimating the indirect effect, reflecting the consistency of this relationship across
respondents. This consistency asserts that the mediating role of consumers' actual
purchases is not a coincidental phenomenon but rather a reliable process in which nostalgic
colors positively influence consumer revisit intentions. Additionally, the findings
emphasize that consumers, especially Gen Z, are not only emotionally attached to nostalgic
cues embedded in the retail store environment but also practically translate these

attachments into behavioral reactions, such as actual product purchases, that help them

amplify their connection to the store.

Subsequently, the strong statistical significance (p <.001) provides strong evidence
that the mediation effect is not due to chance. This means that nostalgic colors integrated
into store layouts and designs serve as credible and reliable predictors of consumer
behavior, leading to actual purchasing actions that bridge the gap between revisit intention.
Given these results, the null hypothesis that there is no significant indirect relationship
between the utilization of nostalgic colors and consumers' revisit intention, mediated by
consumers' actual purchase, is therefore rejected, supporting the vital role of nostalgic
atmospherics in shaping both immediate and sustained consumer responses. In essence,
nostalgic colors function as a strategic stimulus that guide consumers through their
decision-making process, from emotional awareness to purchase and loyalty.

This mediation effect is supported by prior literature highlighting Gen Z's unique

responsiveness to nostalgic colors in retail settings. This generation is deeply connected to
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nostalgia, making them highly receptive to their environment (Menon, 2024). The
Philippines is rich in various festivities and cultural traditions, deeply rooted in nostalgic
hues (Swee, 2023). Such colors make consumers feel the urge to buy (Velasco, 2024), and
they are associated with a significant driver of consumer purchase (Susanto & Adiwijaya,
2023). These findings reinforce the notion that consumers' actual purchases mediate the
way nostalgic colors elicit consistent loyalty responses. Additionally, nostalgic colors

significantly contribute to the development of brand loyalty and repeat patronage, which

are outcomes of consumers' purchase decisions (Nestrud, 2024).

Furthermore, positive purchase experiences, mainly driven by nostalgia, foster an
emotional attachment to the store, which contributes to consumers' revisiting intention
(Barcus and Shugatai, 2021). Their intention to revisit the retail store is not only tied to the
store's aesthetic design but also to the meaningful and valuable shopping experiences they
had during their purchase (Rahmatullah, 2025). In essence, the nostalgic colors integrated
in retail stores go beyond their design functionalities. It is a catalyst for developing and

enriching consumers' purchase satisfaction and engagement, making it a vital aspect of

consumer-oriented retail strategies (Albores et al., 2024).

The results further strengthen the grounds of the Stimulus-Organism-Response
Theory. It demonstrated the role of environmental cues in triggering meaningful internal
processes that shape behavioral outcomes. The mediating role of consumers' actual
purchase aligns with the essence of the theory, which emphasizes that an individual does
not solely react passively to external stimuli but also undergoes an internal evaluation and
engages in emotional mechanisms that shape their behavioral reactions (Hochreiter et al.,

2023). With this, nostalgic colors serve as a strong atmospheric cue that elicits individual
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emotional and cognitive responses, which are translated into concrete consumer behavior,
such as revisiting the retail store (Alkhafagi, 2023). This process shows how emotional
experiences and psychological processes influence future engagement, demonstrating that
purchasing is not merely an economic action but also a behavioral expression of one's
attachment to and trust in the store. This mediating pathway reinforces the S-O-R theory's
claim that the strength of environmental cues can shape internal states that sustain long-
term consumer-retailer relationships, thereby enhancing the practical and theoretical
importance of nostalgic color use in a retail environment.

The findings emphasize that consumers' actual purchase behavior plays a crucial
role in linking nostalgic colors to revisiting intentions, illustrating that an individual's
purchase behavior is not merely an outcome but a mechanism that integrates external
environmental cues into loyalty-oriented responses. This further strengthens the
interconnectedness of emotional triggers, cognitive evaluations, and behavioral reactions
within the retail setting. Recognizing the significance of the intermediary role of actual
purchase contributes to a perspective on how nostalgic store elements are translated into
long-term consumer commitment.

With these insights, retailers may adopt a holistic retail strategy that integrates
nostalgic atmospherics into the overall customer journey to drive behavioral continuity. By
aligning nostalgic color palettes with consumers' experiential touchpoints, retailers can
convert emotional connections into sustained consumer loyalty. This strategy may

strengthen the mediating influence of actual purchase, fostering long-term engagement and

meaningful consumer-retailer relationships.
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Table 6 Mediati
lating Effe
¢t of Consumers’ Actual Purchase on the Relationship

Between Nostalo:
talgic C -
olors Utilization and Consumers’ Revisit Intention

—_— p SE p

Nostalgic

Colomg > Consumers’ — Consumers’

Utilization Actial Revisit 0.429 0.039 <.001

Purchase Intention

If the p-value of |,
: ess 1 .
f less than 0.001 indicates a statistically significant mediation effect.



CONCLUSION AND RECOMMENDATIONS

Nostalgic colors have emerged as a powerful visual cue that drives consumers'

emotional connection and purchasing behaviors in the retail environment. It acts as
powerful cognitive triggers for Gen Z college students by activating memory recall and
aligning emotions with past shopping experiences, such as family gatherings and holiday
celebrations, thereby further strengthening their cognitive connection to the retail
environment and shaping their overall shopping perception.vice friendliness, as
demonstrated by retajl employees' technical competence and interpersonal skills, fosters
trust, reliability, and professionalism, positively influencing consumers' desire to purchase.
The use of nostalgic colors in retail spaces strengthens their influence on actual purchases,
activating consumers' cognitive and emotional processes and encouraging them to translate
store visits into purchasing actions.

Future researchers may use purposive sampling across different locations to
generate cross-cultural insights, examine other generational groups, and explore additional
psychological and environmental factors, such as music and scent, that may influence
consumer behavior. The retail industry may enhance experiential marketing practices by
aligning atmospheric design, employee service standards, and branding consistency to
meet the evolving preferences of Generation Z consumers and maintain market
competitiveness. Retailers may combine the strategic use of nostalgic colors, consistent
service friendliness, and a well-maintained store image through appropriate merchandise

assortment, accessibility, and seasonal decorations to strengthen cognitive and emotional

engagement and translate positive shopping experiences into actual purchasing behavior

and revisit intentions.
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Appendix A

NOSTALGIC COLORS
4 R; an F
Ut ".lLAI 10N IN RETAIL STORES QUES IONNAIRE

Directions: Read
S+ Read each statement cae e
ment Caretully and select the number that best reflects your

level of agreeablenes i
. : €SS, using the f; i
Disagree, 1 - Strongly T)isa::rcc following scale: 4 - Strongly Agree, 3 - Agree, 2 -

INDICATORS RESPONSE

Cognitive Reaction i 3zl

I The store’s visual elorm——
1sual element i . :
mom in the past $ remind me of shopping with my

2. The st :
ore atmosphere during the Christmas season brings back

3 ?;:lst:;es: of _holiday shopping with my family.
me of h;l;\lfllsu:ﬂ ool during the Christmas season remind
g out with friends during the holidays.
4. The pleasant store ambiance brings back memories brings back

memories of Sunday mall trips with my family.

3. The store atmosphere makes me think of childhood when my
mom bought me toys.

Emotional Reaction

6. The.col.ors of the store layout make me feel positive,
reminding me of past festive shopping.

7. The store’s product placement reminds me of shopping with
loved ones on special days.

8. The store 's environment makes me feel happy, thinking of
good times with someone special.

9. The st::)re ’s cleanliness and orderliness make me enjoy
shopping, reminding me of family lunches at the mall.

10. The presence of colors in the store layout during Christmas
season make me want to buy, reminding me of picking out

clothes for Christmas.

Behavioral Reaction

11. The store’s creative utilization of colors makes me want to
shop during holidays like Christmas or summer.

12. The store’s displayed interior colors make me want to buy
things during Christmas.

13. The store’s pleasing appearance makes me buy things,
reminding me of fun summer visits.

14. The store’s pleasant visual elements make me remember
buying groceries with my parents.

15. The store's pleasing display of colors during graduation season
reminds me of past celebrations and make me want to shop.




Appendix B

CONSUMERS?
R ACTUAL PURCHASE IN RETAIL STORES QUESTIONNAIRE
Directions: Read cach st

level ofagrceablencss. i
Disagree, 1 - Strongly Disagree.

noicaTors

A. Sensory Product Experience LA

I The store’s Calegory navigation signage convinces me to
purchase store jtems —

2. The store’s utilization of attractive designs and lighting to find
products quickly urges me to purchase.

3. The store is clear and organized, and the well-stocked
arrangement of products on the shelves is important to my
purchase decision.

4. The store’s utilization of special promotional offerings, such as
interesting signs of sales discount, attracts me to purchase and
influence my purchase decisions.

B. Product Variations

5. The new arrivals of assorted customer goods keep me
acquainted with the store.

6. The availability of products from different brands that I want
to buy encourages me to make a purchase in the store.

7. The availability of packaging sizes that meet my purchase

RESPONSES

needs drives me to shop in the store. : :
8. The store’s availability of product information convinces me
to shop often.
Service Friendliness . _
The store employees’ technical and personal skills positively
influence my buying decisions. : _ :
10. The dependability of the store employees in handling service

problems influences my shopping choice. tion that
The store employees offer me personal fI:t i rvices
encourages me to buy their products or avail of their se ;

ions
The knowledge of the store employees to answer quest
instills satisfaction in my purchase.

b (|

12,




Appendix C

COI‘lqu

b mers' " .

‘ . Revisit Intention in Retail S

Directions: Read each sq n Retail Sto
Slate

level of agreeableness, ysin ment care

res Questionnaire

fully ¢
dn LTl
Y and select the number that best reflects your

Disagree, 1 - Str g the followi
y O . ny P " Y
B ngly Disagree. g scale: 4 - Strongly Agree, 3 - Agree, 2 -
-~ __—-__-_—-__—_‘——'——-—____‘___
INDICATORS
— RESPONSES
B :\. %tore Decorations
. The colors of the | 4 (3211
- : 0g0 an - ]
VISIt again. s d slogan of the store influence me to
2. The store’s
. pleasant vi : -
holiday sale signages lj:;l elements, like lanterns and special
me to visit again. ng Christmas and New Year, attract
3. The store’s sh i
0 : - I
season s P Wme“{ festive decorations during summer
== ce my continued coming to th
4. The store’s de : : g to the store. -
o coratlo-ns, which are full of red colors and
s ents during Valentine’s season, attract me to visit
— T%] in.
' noti:lflorlf s pleasing display of colors of school supplies like
! ooks and school bags during the back-to-school season
influence my intention to revisit it. i -
6. The store’s interior colors of during the graduation season,
which hl'g.hllghl various items to purchase as gifts and
memorabilia, attract me to visit again. -
B. Store Image (I . -
7 The store’s location’s accessibility and merchandise suitability
influence my intention to revisit it. L —
8. The store’s value for price, availability of credit and retum
policy influence my decision to visit again. . e L
0. The aesthetic appeal of the store’s layout and pleasing
environment influence my intention to revisit S S o o,
___-—-—'_-—-___ P .
10. The store’s good and enriched reputation throughout the years
influences my intention to revisit it. S N
11 The store’s history of providing reliable and trustworthy
services to its CuStomers influence me to visit again- e
e i i its customers
12. The store’s 1mage of fulfilling commitments to 1t
attracts me to revisit the store. __l__—‘l-——\—"l



Nostalgic Colors Utitization in Retall Stores Que

Directions Redunhnnmcavrdr_vndul
the following scale 4 - Strongly Agree, 3

sticanaire

ect the number that best reflects vour level of agreeablencss, using
- Agree, 2 - Disagree, | - Stronghy Disagree

INDICA LUK

KESFOUMNSES

A.

Cognitive Reaction

3

The store’s visual elements remind me of

sho
with my mom in the past -

/

Ll

Thetmmphuedmuthe(‘hnsunu season
bnngs back memones ot holiday shopping with my
famly

—

‘nnlnore‘l visual colors dunng the Chnistmas season
remind me of hanging out with fnends during the
holidays

The pleasant store ambiance bnings back memones
bnngs back memones of Simda mall trine wath m
family ) '

The store atmosphere makes me think of childhood
when my mom bought me toys

NN NN

Emotional Reaction

The colors of the siore layout mcks mc fic! postieg,

reminding me of pasi fesuve shopping I

\

11_1: store’s product placement renunds me of shopping
with loved ones on special days

The store’s environment makes me feel happv. thinking
of good times with someone special

\

The store’s cleanliness and orderliness make meenjoy |
shopping, reminding me of famuly lunches at the mall

\

. The presence of colors in the store lavout dunng

Christmas season make me want to buy, reminding me
of picking out clothes for Chnstmas.

Rehavioral Reaction

-

The store’s creative utilization of colors makes me
want to shop dunng holidays like Chnstmas or
summer

The store’s displaved interior colors make me want 1o
buy things dunng Chnstmas

. The store’s pleasing appeasmice nahes tie buy luugs, |

remunding me ol lun summer visiis

The store’s pleasant visual elements make me
remember buying grocenes with my parents

G I S

. The store's pleasing display of colors dunng graduation

season reminds me of past celebrabons and make me

want to shop.

]
——




Duecuons Read cach slalcn
the following scale 4 - Strongly Agree. 1. Agree. 2 - Disagree. |

Consumery: \ctual Purch

ol cawelully and sele the nunbg

]
LTI C N

- Strongly Dicagree

[
sinals o4

e in Retail Sqores Questionnune

1 1 Af
U eh b i

Vi e

INDICATORS RESPONSES
A._Sensory Product Experience —_——__—_—“r_ . T 3 I 38 ] 71_-_
I The store's Categorv navigation Slgnage convinces me _
o purchase store 1tems -~ } —
2 The store’'s unlization of attrachve designs ang lighung | !
to find products quickly urges me (o purchase -~ | -
3 The <tore 1< clear and oroamred and the w ellctncl ad !
[ wmaagemal of products on e shelves s imipontaat 1o ' -~ | E
my purchase decision. -
[ 4 Thestore’s utlization of special promonional offenngs.
such as interesting signs of sales discount. artracts me F
i 1o purchase and influence My purchase decisions
[ B. Product Variations | | ]
I S The new arny als of assorted customer goods keep me - '
acquainted with the store.
6 The availability of products from different brands thar
[ I want to buy encourages me 10 make a purchase in —
the store. S I
7 The availabiliny of packacing sizes that meet m T . r
r purchase needs drives me (o shop in the store ~ } —
[ 8  The store’s availability of product information _— !
convinces me to shop often
] C. Service Friendliness
!r ®. The store emplovees” technica! and personal skills - | l
i posiinely influence miy buy ing decisions. T | '
10. The dependability of the store emplovees in handling o 1 \ |
[ service problems influences my shopping choice T '-
11 The store employees offer me personal attention that e l \ |
’ encourages me 10 buy their products or avaul of therr 1 l
| services. l'
r i, Mg churcli: of W tiis omphepmsiisiheir| - l ‘ \l

quesnons instlls satisfaction in my purchase




Directions. Read cach statement carefully and
the following scale 4 - Strongly

Consumers® Revigls

Mm.a-alm.z-u....m.-

Iateation in Retail Storcs Questisanalc

INDICATORS

Strongly Disagree

RESPONSES

A. Store Decorations

select the number that best reflects s our level of agreeableness, using

SN

The colors of the loge and slogan of the store influence
me 10 visit again

4
~

L1

|

The store’s pleasant visual clements, like lanterns and
speaal holidny sale Signages dunng Cheistemas and
New Vear, atract me i visit again )

\

The store’s shop window fesuye decoranons dunng
summer season influence mv continued coming to the
store.

The store’s decorations, which are full of red colors and

romanuc elements dunng Valentine s season, attract |
me 10 visil again.

* i

The store's pleasing display of colors of school
supplies like notebooks and school bags dunng the
back-to-school season influence m\ intenbion Lo revisit
i

e

The store’s intenor colam af dunne the oraduanon |
- - L]

season, which highlight vanous items 10 purchase as
gifts and memorabilia. attract me 1o visit again

Store Image

The store’s locanon’s accessibiinv and merchandise

suitability wfluence my intention 1o revisitat 1

Ihe store’s value (or pnce. amvaamiiny of credit and |

retum policy influence my decision 10 visit agaun

-

The aestheuc appeal of the store’s layout and pleasing
environment influence my intention 1o revisit it

e
]

The store’s good and ennched reputation throughout
the vears influences my intention to revisit it

|

- —

_The store’s histon of providing reliable and

trustworthy services 10 its customers influence me to
visil again

S B

The store’s image of fulfilling commutments 10 1ts
cusiomers aliracts me (o revisit die slore

_———

o i
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Informed Consent

Researcher/Investigator-

Name: Angela C. Colastre, Christine R
Course: Bachelor of Science in Busines

- Jaleco, and Spencer C. Pacatng
s and Administration

College: Business and Management
Email/Contact Number: cjaleco39@gmail.com/0998] 743908

T"I“EJI'S"E I:‘;STALGIC COLORS UTILIZATION ON CONSUMERS’ ACTUAL
PUR D REVISIT INTENTION IN RETAIL STORES: A MEDIATION

ANALYSIS

PART L. INFORMATION SHEET

Introduction

. Good day! We are the principal researchers of the study entitled
Nostalgic Colors Utilization on Consumers’ Actual Purchase and Revisit
Intention in Retail Stores: A Mediation Analysis.” We are undergraduate
students under in Business Administration at Misamis University in Ozamiz
City. We are to conduct the research with Generation Z college students as
respondents. In this vein, we are respectfully seeking your voluntary
pgmcipation, being qualified to give your informed consent to take part in
this study. Before you decide whether to participate or not in this study, please
read the succeeding information about the study and feel free to ask questions
anytime should there be anything you do not understand or want to clarify. If

you agree to answer the survey questionnaires, you will be asked to affix your
name and signature on this form for which you will be given a copy.

Purpose

The purpose of this study is to investigate the level of influence of
nostalgic colors utilization on consumers’ actual purchase and revisit
intention in retail stores as the basis for proving a significant recommendation
framework for retail store owners’ enhancement of customer engagement and
promotion of long-term consumer loyalty. This study will give light to retail
store owners who want to leverage the utilization of nostalgic colors in their
store environment to capture consumer’s emotional senses and foster

customer-retailer relationship.

Type of
Research

Intervention

This will be conducted through survey questionnaires. The gathering
of data will be conducted in person.




J—
Selection of | The sclection of respondents 7= baved on the following, 1m0
Respondents gg:""'_ai (1) they must be a college :.ilu;.icn‘t‘whn is enrolled for A. _'.20251;
E""b (l:)ar;‘y college institutions in Oroquieta City, Ozamiz City, and ]ﬂi':-i:t‘
e 4 ""1 they must ht‘ 18 10 22 years old; (3) they must exper s
Smf.':s“ asing ilm-i visiting retail stores, such as franchise SIOTe (4)
» supermarkets, and hypermarkets located in Misamis Oc

have an informed consent to cooperate and participate in the study.
~_ Your participation has to be voluntary and will not affect your
Situation or status in any way, including your relationship with _(he
researc.-h?rs, You are free to decide if you will take part or not. If you decide
to participate, you are free not to answer any questions that you do not prefer

{0 answer.
ill be done in

The distribution and retrieval of survey questionnaires Wi s
POLave. To ensure your understanding of the statements indicated in ¢
questionnaires, the statements will be translated into the Bisayan language:

In case you have questions, such will be fully addressed-

have the
(ores, departm

cidcﬂwll

Voluntary
participation

The respondents will be given ample time to complete the survey
s to be used for the

questic_mnaires. The researcher will collect your response
analysis of the data. The information and data provided by you as &
d with the

respondent will be utilized for this study along and will be treate
utmost confidentiality.

The gathering of data through the survey questionnaires will las

10 to 15 minutes.

T ..
social, or economic
pcrsonal and make
ns and may

t for

The respondents will be protected from physical,
risks. In case the items in the survey instrument are (00
you uncomfortable, you may decline to answer any or all questio
terminate your involvement at any time you choose.

This study is beneficial to you, as the researcher may be able to
provide retailers with a comprehensive understanding of the influence of
utilizing nostalgic colors on consumers’ actual purchase and revisit intention,
leading them to make strategic and informed decisions in relation to their
survival in the market. Thus, your responses shall be highly valued, being

deemed important in the field of business.

Risks and
Discomforts

Benefits

Reimbursem There will be no monetary expenses or costs on your part as a
respondent, now monetary compensation for your participation in this study.

ents
A small token of appreciation in the form of a snack may be provided during

the gathering of research data.




. L‘.\nl'ulmllalh
| €

i

pation aiml
y of the

4 with

Only the rese
responses of l!':' u:'::n::::lill.m‘ will_have access o the infor
participants wil| only | .t“"“ _| he personal identilying informatiof
the UmMOst oonfide W used jtvr research analysis and will be tfcaic
Wentiality. During the study, all data will be kept in @ locked, |

secure filing cab
. net, ‘ : . ation
of the results, which will be discarded 6 months after the puhlnu |

L—" e — 1
har t S —— S e—— L ———

i \h‘l;::%: defens _Th} results of this study will be prcscnlcd during the thesis final

e ublica of the researcher. Also, the research findings may be shared throvi!!|
i's “:::I(ms ﬂf\d conferences with the assurance that the identities of the

{ wilFl)obe tﬂlS‘WI” remain confidential. A printed copy of the comP"-'“d study |

. provided to the respondents. '

“Rights © Y il fihe

1 ou are free to withdraw or terminate icipation at any stage 0! !

| , participation at any ><&= __

| Re‘fUSf or study, \?Ilhput the need to give any reason. You will not be penalized 1N casc |

Withdraw of termination of participation. ‘

| Who to Should th //’;

ould there be any queries as a nt, you can contact the researc 5

' Contact through the following details: parem |

| |

| Name of the Researcher: CHRISTINE R. JALECO ‘

Cellphone Number/s: 0998-174-3908

E-mail Address: cjaleco39@gmail.com I

STATEMENT BY THE RESEARCHER |
(PAGPADAYAG SA NAGTUON) |

I will read the Information sheet to the potential respondent. Wwith the

best of my ability, | make sure that the participant will understand the
interview questions and that possible follow-up interviews may be |

undertaken.

I can assure that the respondents will be given an opportunity to ask
questions about the study, and all the questions raised will be answered fully.
[ can likewise assure that the respondent will not be coerced into gIVIng

consent that must be free and voluntary.

A copy of this Informed Consent Form will be provided to be the

respondent.

Print Name of the Researcher: CHRISTINE R. JALECO




PART 11, CF
. . ( } T o - T o] . -
RTIFICATE OF CONSENT !
. ed Nostalgic .
and Revisit Intention in Retail S _h‘“ Colors Utilization on Consumers’ Actual purchase |
+ Colastre, and Spencer C, l‘a;--l:‘ml A-Mmia““" Analysis™ by Christine K. Jaleco, Angela
| 1O lhl‘ lnnlll‘nt‘c l‘r n““‘"'g'c ci;l:‘::lg Tr'lll'h I'?(‘ a”" o g‘“hcr [nl”r"““i”" "r“| (L’“"j pcr‘l.llﬂlng |
wmion in retail stores as the basi ‘ fu ' "m'_“"‘ on consumers’ actunl puuhu,sc and revisit f
| for retail store ——— ‘-'“hancc;]; (l‘:lurrpruvtdmg a significant recommendation I'mmcwnrk |
| 1 - -
| consumer loyalty, has been prese of customer engagement and promotion of long-term
| g college student who is cnnpll sented and explained to me clearly. Since the study involves
ity Ozamiz City and Tan c{f for A.Y. 2025-2026 in any college institution® in Oroquict |
"hasing and \:iﬂilin gu- City; who is I8 to 22 years old: has the cxpcricncc in
arkets, and htv nnia:kﬂa" stores, such as franchise stores, department BOORYEy
y panic?pr:w : th':ts located in Misamis Occidental; has an |
e study, I am chosen as one of the respondents.
read to me. | had
fully. | consent

[ mn

purc
| superm
: c(ﬁ}wm‘c an
| i l:ta\'c.tn':a:i the forcgoi.ng Informed Consent Form, or it has been
' the opportunity {0 ask questions, which were subsequently answered

_;' voluntarily to be a participant of this study.

' print Name of Pa.rticipnnt (Ngalan sa Partisipante):
' Signature of Participant (Pirma sa Partisipante): il
' Date: [MM/DD/YYYY] -
l’ If Illiterate
The respondent will

f If_ the respondent i‘s illiterate, a witness who is literate will sign
' choose him/her and who is without connection with the researcher or the research group 10

| . -
| artest this undertaking. The respondent will affix his thumb print.

|
|
|1 Thumb Mark

Name and Signature of the Witness

L




This research entitled “Nostalgic Colors Uili

. " . . - & l"l'l?a" . .

inemr RS A

C. Colastre. . Pacatang with the aim to gather inform: _Slm'c R. Jaleco, Angela

(o the 0t ation and data pertaining

jnlcﬂﬁon in
retail store owWners

retail stores as the basis for idi .
v anlineinient of?:;:::g ::Igmﬁcam recommendation framework
gagement and promotion of long-term

fluence of nostalgic colors utilizati
1zation on consumers’ actual purchase and revisit

for
Joyaity, has been presented and :
exphiined o me clearly. Since the study involves |

. .
4 college student who is enrolled for the second sem '
2" . tions in Oroquieta City, Ozamiz C; ester in A.Y. 2025-2026 in : g
;:sl:f"m_m in P'"Cha!it:s and .\fzns(;ll::gm:::a:nf;u b City; who is 18 10 22’ ;::r,::,lc:}’”;:i
. ns within the store envi ores, which inte
lot.lif-‘dni(::lI Misamis Occidental “hr:a:em-l" such as franchise stores andgdr::a:r:lfcr-:rl:lﬂst:::;f
’ ormed consent to cooperate and panjcipa[c n [he'

study, 1 am chosen as one of the respondents.

the l h‘"ity to askf qu&t:tl:)gnsl.nrwhi:: Cm t Form, or it has been read to me. | had
S — )
untarily to be a participant of this study. subsequently answered fully. | consent

Vo

print Name of Participant (Ngalan sa Partisi : 27
signature of Participant (Pirma sa Partisi ':l:;‘e). %&” Meveno
01 0-F0if O

Date: [MM/DD/YYYY]

If Hiterate

11: the respondent i_s illiterate, a witness who is literate will sign. The
him/her and who is without connection with the researcher or the research grou
pondent will affix his thumb print )

respondent will
p o

choose
attest this undertaking. The res

Thumb Mark

Name and Signature of the Witness
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ACCREDITED Philippine Association of Coll, - ‘T!m”m“‘“ Management System by DNV -

a— SRS and Universities Lommission on Accreditation (PACUCOA)

CERTIFICATION

This is to certify that CHRISTINE JALECO, ANGELA COLASTRE, and_
SPENCER PACATANG are Bonafide students of Misamis University College of

Business and Management are currently enrolled in Bachelor of Science in Business
Administration.

Furthermore, their Proposed study entitled “NOSTALGIC COLORS
UTILIZATION ON CONSUMERS’ ACTUAL PURCHASE AND REVISI’F
INTENTION: A MEDIATION ANALYSIS” has been approved by the Thesis

Committee. They are likewise granted by the Office of the College of Business and
Management to gather data to substantiate thejr research paper.

[ssued this 11" day of July 2024 at MISAMIS UNIVERSITY, Ozamiz City.

RENZITELO P10, DM, CMMS
Dean, College of Business and Management
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July 08, 2028

To Whom I M.l_\ Concern

Greetmgs of peace and respeyt!

We the mcoming 4™ vear Bache .
Misanus pm‘":"’ ) (,,;L:::I:::‘lf'li::r::;\m': :jn !ill‘-ll‘lt'\u Adnumistration (RSHA) ..rudc'nt»..rr. i
Unitization on Consumers' .l'mml Pnj.:-;;,:,',“'"'si”f"t'.imh sty ‘rllillh.’ll ".\1;\ralgrr( olors
Moderation Analysis™ as a requirement fo h-'- and Revisit Intention in Retail Stores: A
this. we humbly request your permi i " completion of onr acadenie program. In hine with
institution. The study aims to mw\_“:‘;’“‘.ﬂu’l‘: conduct this rescarch study wathin your pespected
consumers’ acrual f-un:has-c and ;'c\bm: level of influence of nostalgic colors utihzation on
<ignificant recommendation framew k ':" tention i retail stores as the hasis for proving 3
ﬂ;g.g“mm and promolion P .IHC:“ or retail store nwnqs' enhancement of  customer
a valuable source of informati . .cmsum loyalty. Your institution has been ennified as
ion and msights that will significanily connbute 1o the success and

relevance of this research.

E;;:ll :-‘I:cumafl otlLlhEnffmnatiun gathered will be treated with utmost confidentiality and will
tiued i i cademic purposes. Should there be surveys, interviews. of data collection
involved. they will be conducted with your approval and at your most convenient time

We hope for your fa\l'orablc consideration of this request. Your support and cooperation will
greatly help in enriching our understanding of the topic and in achieving the ohjectives of this

academic endeavor,
For further information, you may contact us through this contact number 0998-174-3908 or e-mmail:

ialeco}9wgmai

Thank you very much for your time and kind attention. We look forward to your positive response.

God speed!

Respectfully yours,

CHRISTHER JALECO
Lead Rggearcher

Noted by:

RENZITELO/ RPIO, DM, CMMS

Subject Advi
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JALECO, COLASTRE, PACATANG
(CBM)12

General metrics

Writing Issues

Plagiarism




Unique Words

Rare Words

Word Length

Sentence Length

19.2
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Name i\ngda C. Colastre

Age : 23 years old

Sex 3 Female

Address : Doiia Consuelo, Ozam:, ¢~

Mo.bi.lt No. - 09122199695 » Uzamiz City, Misamis Occidental
Religion : Iglesia Ni Cristo

EDUCATIONAL BACKGROUND

COLLEGE:
Bachelor of Science in Business and Mana j
gement Major in Marketin
g Management

SCHOOL : Misamis University

DEGREE - Bachelor of Science ) o
SCHOOLYEAR  :2021-Present ce in Business Administration

SENIOR HIGH SCHOOL

Information and Communication Technology
SCHOOL : Ozamiz City School of Arts and Trades
ADDRESS : Maningcol, Ozamiz City, Misamis Occid
SCHOOLYEAR  :2018-2020 cidental

JUNIOR HIGH SCHOOL

SCHOOL : Ozamiz City School of Arts and Trades
ADDRESS : Maningcol, Ozamiz City, Misamis Occidental
SCHOOLYEAR :2014-2018

ELEMENTARY EDUCATION

SCHOOL : Maningcol Central School

ADDRESS : Maningcol, Ozamiz City, Misamis Occidental

SCHOOLYEAR  :2008-2014

TRAININGS AND SEMINARS
N/A
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Christine R. Jaleco

Name
Age 21 years old

Sex Female

Address - Lapasan, Clarin, Misamis Occidental
Mobile No. : 0998 743908

Religion Philippine Independent Catholic Church

EDUCATIONAL BACKG ROUND

COLLEGE:
Bachelor of Science in Business and Management Major in Marketing Management
SCHOOL : Misamis University

DEGREE : Bachelor of Science in Business Administration

SCHOOL YEAR : 2022-Present

SENIOR HIGH SCHOOL

——_——ﬁ___

Humanities and Social Sciences

SCHOOL : Misamis University

ADDRESS : H.T,, Feliciano St., Ozamiz City, Misamis Occidental

SCHOOLYEAR  :2020-202>

JUNIOR HIGH SCHOOL
=R L SCHOOL

SCHOOL : Clarin National High School
ADDRESS : Poblacion 3, Clarin, Misamis Occidental

SCHOOLYEAR :20] 6-2020

ELEMENTARY EDUCATION
SCHOOL : Gango Elementary School
ADDRESS : Gango, Ozamiz City, Misamis Occidental

SCHOOL YEAR - 2010-2016

TRAININGS AND SEMINARS
N/A
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Spencer C. Pacatang

Name
Age - 20 years old

Sex : Male

Address P-7 Bitoon Aguada, Ozamiz City

09083320677
'

Mobile No. :
Religion : Roman Catholic

EDUCATIONAL BACKGROUND

COLLEGE:
Bachelor of Science in Business and Management Major in Financial Management
SCHOOL : Misamis University

DEGREE : Bachelor of Science in Business Administration

SCHOOL YEAR : 2022-Present

SENIOR HIGH SCHOOL

Humanities and Social Sciences
: Misamis University

SCHOOL
ADDRESS : H.T., Feliciano St., Ozamiz City, Misamis Occidental
SCHOOL YEAR :2020-2022

JUNIOR HIGH SCHOOL

SCHOOL : Ozamiz City National High School

ADDRESS : Bernad St., Lam an, Ozamiz City

SCHOOL YEAR :2016-2020

ELEMENTARY EDUCATION

SCHOOL : Catadman Elementary School

ADDRESS : Catadman Manabay, Ozamiz C ity, Misamis Occidental

SCHOOL YEAR :2010-2016

TRAININGS AND SEMINARS
N/A




