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Abstract

There are plenty of multi - brand retail apparel stores in Sri Lanka. Thﬁ.?y struggle to achieve
competitive advantage by various means. Additional to price and quality, they also concern
about the store environment in order to clutch consumers’ attraction. It is a way of nonverba]
communication between consumers and retailer. This study explores how combinations of
specific store environment settings influence consumers’ perception and examine the extent to
which consumers are stimuli such for environment cues. Famous multi — brand apparel retail
store in Colombo was selected to gather data. Base on the purpose of the study purposive
random sampling method was employed and structured questionnaire was used to obtain 300
of sample. The population of study refers to customers of different socioeconomic classes.
Factor analysis was used to analyze the collected data in order to underline the latent factors.
According to the results 4 latent factors were identified which affect consumers’ perception:
human variable, general interior variables, store layout, amenity and multiplicity, trendy. The
results confirmed that the customers observe the interior environment of the store which

Furthermore, the merchandising could
ustomers. Results implied that factors
influenced to customer perception and
tore stimulus latent factors effect on

impact on the store interior environmental cues and

perceived quality using more heterogeneous consumer samples,
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