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This stud¥ demonstrated that a display with light (dark) colored products
positioned in the upper (lower) shelf positions increased shoppers’ perceptual fluency and
facilitated their visual search. Moreover, the lightness-location congruent display was shown to
influence people’ s choice behavior positively as well. When consumers consider the lightness (in
terms of their weight) of the products, they were more likely to choose light (vs. dark) colored
products located in the upper shelf positions.

This study also demonstrated that low-frequency (vs. high-frequency) music increased perceived
distance. Consequently, Low-frequency (high-frequency) music matched products with abstract
(concrete) representations and marketing messages signifying far (near) psychological distance.
Moreover, the study provided evidence that supports the congruency - fluency - evaluation chain
(i.e., the mediating role of fluency), and showed that the congruency had downstream effects.
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