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Abstract 

 
 

This research explores the sensory marketing and more specifically the effect of the 

senses on consumers experience in the clothing distribution sector. The purpose of this 

paper is to understand if all the senses have an effect on the customer experience in 

clothing stores. To do this a primary quantitative data has been collected through a 

questionnaire from clothing store customers to assess the effect of different senses on 

their consumer experiences. The results obtained by the analyzing of the questionnaire 

through regression analysis concluded that there are two senses that really stand out of 

the lot, firstly the smell then secondly the sight. 
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I - Introduction: 

The background describes the heart of the topic: the evolution of physical store during decade. 

It is followed by a problem discussion, leading to the purpose of this study.  

Background 

In the early 20th century, stores were primarily neighborhood stores. People would go to 

their nearest store to stock up. The choice was limited, as well as the number of 

products that the buyer could take home. Later in the 1900s, department stores began 

to create beautiful displays and offered exceptional customer service and the term 

"retail therapy" then appeared (OCS, 2016). During these same years of new 

inventions, one sees the day as the first caddies in 1937 or the automobile (OCS, 

2016). It is an invention the consumer was allowed to carry more items over a longer 

distance and thus spend more in the store. 

 

In the 1960s with the demographic boom, the rise of television and advertising led to 

mass retailers with shopping centers. In the years that followed, speed and convenience 

became a priority for most consumers. The businessman is well understood and that is 

why supermarkets and big chains are rapidly developing (OCS, 2016). A new 

phenomenon then came into being, the price war all the big chains are going back in 

this phenomenon by proposing products always less and cheaper and the local traders 

could not follow. 

 

The year 2000 saw the arrival of large retailers greeted in different ways by consumers 

with great enthusiasm while others with the fear of losing local businesses. The arrival 

of large-scale discount retailers is, however, not a new phenomenon but part of a long-

term change in the retail trade (Taylor & Smalling, 2005). In Europe, recent decades 

have seen a rise in large firms and a decline in small firms (Dawson, 2006). However, 
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this growth tends to be mainly oriented towards the outside of the city, which can reflect 

a social phenomenon (Nilsson, 2015). 

 

With the advent of the Internet, the retail business is once again changing, offering new 

opportunities to customers with platforms to browse, search and buy products directly 

from home. E-commerce brought a new sale-experience with a more personalized and 

more practical offer, threatening the sustainability of the traditional physical stores 

(OCS, 2016). Indeed, the perks of online shopping, such as a greater choice, an 

increased accessibility to other brands, a shorter path to consumption, more information 

on the products, a never-closing shop and so on are the criterion that competes with 

physical stores, posting a problem of rivalry between the two concepts. 

 

In addition, the new marketing channel options such as social media, websites and 

price comparison sites that allow for the completion of traditional marketing channels 

such as sponsorship, print advertising, TV commercials and events (Dholakia et al., 

2005). This change thus allows for new types of marketing combinations in the retail 

sector with also new international competitors for local trade. 

 

In a physical store the process of purchasing depending mostly on its environment. The 

consumer can walk in the different section of the store to look for a product or he/she 

may decide to walk around the place, without a specific purchase idea in mind 

(Johnson, Thuan Pham, Johar, 2004). And during the way, the consumer can be 

influenced by the different products that one finds on one’s way and eventually 

purchased ones. One may also ask a salesman for advice and so be influenced. It is 

still possible, for some categories of products like clothes or perfumes, that the 

consumer wants to try a product. All these actions and movements can follow different 

orders or have different importance depending either on the consumer, the store where 

they are located, or their knowledge of the product category (Johnson, Thuan Pham, 

Johar, 2004). 
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Then, the concept of sensory marketing has emerged along the years without really 

making a name for itself, but new and recent researchers suggest that we are about to 

enter a new era where many other products companies will benefit from sensible 

marketing (Harvard Business Review, 2015). Sensory marketing is a type of marketing 

that shall use the 5 human senses which are sight, sound, smell, touch, and taste as 

tools to get the attention of consumers. As the human body is highly influenced, even 

sometimes governed by its senses and stimuli, it appears as a solution to use those to 

further involve the customers in their purchase decisions. 

 

Problem discussion 

In recent decades, physical stores have been constantly changing to adapt to the 

evolutions of the customers’ habits (Koehl, 2012). As a great attention for sensations 

was payed for customers over time, nowadays, stores and firms are willing to change 

the consumer experience, through sensory marketing. In other words, the goal is to 

transcend the consumer experience itself, thanks to this concept, to attract consumers 

and keep them. (Koehl, 2012). From an ideal perspective, all the senses could be able 

to be used in order to attract the consumer to the products and to arouse as much as 

possible the interest to give a better consumer experience (Shabgou and Mirzaei 

Daryani, 2014). 

 

But, for a long time, marketers were focusing on the sight sense more than the other 

senses (Hultn et al, 2009). Indeed, during a long time, the sensory marketing did not 

really exist and business only focused on one sense which was probably the most 

obvious for them. Moreover, businesses are different from each other and do not use 

the same type of sensory marketing due to their needs. Some senses are more used 

than another one, like the sight which is the most used in general in retails stores for 

example (Valenti and Riviere, 2018). In another hand, some senses are more useful for 

certain type of business or tools, like the sound is used a lot in advertising to stimulate 

the consumer. 
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Continuing with this reflection, the question arises of the efficiency of the senses. It can 

be asked if all senses are really efficient on the consumer experience, in clothing stores 

in this case, or if some senses could be not useful compared to the other ones in this 

context. If one or a few senses stand out, privileging it or them in the sensory marketing 

strategy might be efficient. The study is based on a quantitative questionnaire and the 

effect of the sensory marketing on the consumer experience in the clothing store. Both 

of these parts are used has the theory to be able to understand further the relationship 

between the senses and the consumer experience. 

Purpose 

The purpose of this paper is to understand if all the senses have an effect on the 

customer experience in clothing stores. 

Delimitation 

In order to narrow down the thesis, it will be delimited to the clothes stores seems 

relevant since it’s a type of store that is highly frequented and prone to appeal all kind of 

senses; sight as well as touch with the decorations, furniture and clothes, hearing the 

music and the noises, taste with the presence of food and drinks, smell with the 

perfume of the store. But moreover, in the same case, it permits to do not have an ideal 

situation compare to food stores where all senses seems to be more appropriate to be 

used. In fact, here in clothes stores, the presence of all of the senses seem to have 

different impacts. 
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 II - Theoretical framework: 

This chapter presents a theory on sensory marketing with its five senses. It is complemented by 

a theory on the consumer experience. 

1. Sensorial marketing : five senses 

The human being’s actions and feelings are mostly subject to his senses, which are the 

sight, the hearing, the touch, the smell and the taste (Weßlau et al., 2015). Those 

senses, stirred by stimuli, such as a music stirring the auditory system, or the taste of a 

fruit in the mouth, can engender two kinds of reactions.  

 

The first one is called Sensory inputs. This reaction brings memories, facts, and feelings 

that had already occurred in the individual’s life back to the surface (Weßlau et al., 

2015). For example, if someone enters a room in which there is a smell that he/she has 

already faced and has unconsciously printed in his/her mind, sensory inputs will occur, 

by the memory of the place where this scent was, or the person who uses this perfume, 

at least fragments of memories. 

  

The other reaction that can happen is called “Fantasy imagery”. This reaction occurs 

when stimuli, instead of stirring memories, will encourage imagination to create images, 

fantasies in the mind of the individual (Weßlau et al., 2015). For example, someone 

sitting on a comfortable couch, when closing his/her eyes can “feel like he is on a cloud” 

(Weßlau et al., 2015). 

 

All five senses mentioned above entail different responses from the brain in the scope 

of these two reactions. It can be noticed that to emphasize a feeling, senses work 

together alongside, and not one by one (Weßlau et al., 2015). For example, a feeling of 

touch can be emphasized with the vision of what is being touched, so as the brain can 

model the subject in further details to increase the feeling. 
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Sight 

Marketers usually count a lot on this sense to market their products, whether it is 

through advertising, the store’s looks or the product itself (packaging). Indeed, the visual 

aspect is usually the first experience that has the consumer with a product or 

environment, defining the first experience. Colors play a great part, they evoke feelings. 

For instance, it is proven that red creates a feeling of arousal and appetite, while other 

colors would calm the spirit down such as blue, which is frequently used in commercials 

and packaging (Solomon et al., 2013). Colors themselves can help make a message 

pass, in the way that they are directly linked with a concept. For example, black can be 

associated with grief, mourning, but also elegance or power. Of course, those 

perceptions are different from one culture to another. Furthermore, a combination of 

colors can easily be associated directly to a brand using the same colors, in their logo 

for example. Perceptions can also be different according to the gender, as a woman will 

be more sensitive to slightly shaded colors, not only because of the gender education 

but because females have more color receptors than men (Solomon et al., 2013). 

 

According to Arnould (2004), the most past research on visual for consumers 

researchers examine the color or the visual more complex of stimuli like the words or 

images. The results of the past research, for example, showed that the human 

exposition of warm hues increases the blood pressure, the level of sweating, the heart 

while using cool hues, it gives the inverse result. With applying these results to the 

commercials environment, the results of studies showed that the yellow telephone booth 

speed the phone calls, the yellow walls, and yellow phones give a faster rhythm for 

peoples. In the same way, orange things in fast food give the want to eat to consumers. 

The color can so give an important role in the success of stimuli marketing, like the color 

used in the publicity or colors used for packages design (Arnould et al., 2004; Wolfe, 

Kluener et Levi 2006). Because colors involved such an emotional response, it is very 

important for marketers to choose them well. Colors can give a more « colorful » idea of 

what is inside a package, higher expectations, and get a consumer happier to buy a 
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product (Solomon et al., 2013). Therefore, it is a key issue not to give a wrong 

impression, not to provide the wrong message and not to provoke the wrong emotion. 

 

Taste 

Taste is directly linked with emotions. Vocabulary uses terms such as bitter, sweet, sour 

and so on to describe situations involving an emotional background. Indeed, the term 

bitter is used to describe a feeling that is painful, tedious, difficult, whereas sweet can 

describe something moving in a positive way, such as tenderness for example (Hultén, 

Broweus and van Dijk, 2016). Thus, to give a firm’s image another aspect, taste can be 

a sense to exploit. For example, providing drinks in a store can provide a feeling of 

friendliness, where customers feel welcome. 

 

Obviously, taste is not only useful when it comes to eatable products. But this sense is 

very precise, and of course is the most valuable in the food and drink industry (Solomon 

et al., 2013). Tests are made to ensure the tastes of the products because contrary to 

other senses, this sense is always the main reason for purchase. 

 

Mostly, those reactions play a great part in hedonic consumption, which can be 

described as the receptive, sensory, personal and emotional aspects of consumers’ 

interactions with the goods. Indeed, the information catch from a product (the looks, the 

scent and such) will define the relationship that the consumer will have with it (Alba and 

Williams, 2012). 

 

The taste is detected by the taste buds. Humans have about ten thousand taste buds, 

but everyone perceives taste differently. In addition, studies show that girls are more 

sensitive to taste than boys by having more taste buds. However, when people age their 

sense of taste changes and become less acute (Lindström 2010). 
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Touch 

Touch is a witness of the quality to the product. If a consumer is able to touch a 

producer in a store, he will be able to appreciate the workmanship and the finish and 

thus have an idea of the quality of the product itself, the software, mechanics or such. 

Humans can feel through the skin of a part of their body, as the hand, legs, feet or also 

the head for example (Wright 2006). According to Arnould et al, (2004) it exists divers 

complex sensations which constitute the sense of touch, and a lot of parts of the human 

body are more sensible than others. The same authors say also that a lot of studies put 

in evidence the vital effects of the tactile sense. Touching a product provides a greater 

level of attachment to it, and therefore increases the willingness to pay for such an item. 

However, touching is a cultural issue as well, since some civilizations can be more 

distant and therefore pay less attention to this aspect than other cultures (Solomon et 

al., 2013). The touch from a salesman can either be taken as awkward for some clients 

or not, but it provides better chances for a client to buy an item. In a way, the consumer 

is « pushed to be willing » to buy a product. 

 

Touch allows many perspectives with a wide range of sensations. Passing through the 

touch itself by the surface or contact with haptic sensations as the movements and 

dynamic interactions of the body. The skin is the largest organ of the body and also one 

of the most sensitive with attention to pain, cold, heat and pressure. Studies estimate 

that there are at least 50 receivers per 100 square millimeters each with 640,000 micro 

receptors in the brain, dedicated to the senses (Lindström, 2010). Even if it is 

decreasing in age the need to touch remains the even. The touch can create a link with 

a product, a sense of closeness that opens an access to its privacy. The choice of 

materials is important, even more so for products such as clothing. 
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Hearing 

Sound means also a great deal for marketers. Indeed, this sense is also very important 

in marketing, because, contrary to others, it sounds such as music have the ability to be 

stuck in the mind for some time. It often happens that individuals sing without noticing 

songs they heard, or even sometimes brand jingles (Lindström, 2010). To occupy the 

mind of people is a goal for marketers, and sounds seem like a convenient approach to 

aim it. 

 

There are two types of listening, passive listening and active listening. In general, the 

sound of the blinds concentrates the passive hearing of the customers at the expense of 

their active listening abilities, which can nevertheless really influence their purchasing 

decisions (Lindström, 2010). However, the sound of a door, steps on the floor, a curtain 

in a fitting is memorized by consumers and emotionally directed, so no sound should be 

overlooked. 

 

Furthermore, it has the ability to affect behavior in different contexts. For example, a 

packaging opening can do a special noise that can be associated to a brand in 

particular but also can contribute to giving an appreciation of the quality of the product 

(Solomon et al., 2013). Also, sound can stimulate or calm down the consumer with for 

example the use of Musak in the elevators. 

 

However, for a music, volume and tempo are not the only variables to take into account. 

Indeed, it is necessary to adapt the music to the tastes of the target and the reaction 

desired by the marketer. The stores must then decide between familiar music or create 

original music of the brand. The use of a known song may be an advantage if 

consumers have developed a positive affinity for it (Clow, Baack, 2010). 

 



 

 

 

10 
 

Smell 

It is a belief that human smelling develops and attend the maximum of capacity nearly 

the age of eight. Then the smell decline like humans become old. The sense of smell is 

the only which cannot be turned off (Suhonen & Tengvall 2009). The smell is the more 

direct sense, it could affect significantly the evaluation of an individual of things and 

other persons (Aitamer & Zhou 2011, Arnould et al., 2004). The smell sense can be also 

linked to the pleasure and happiness (Hultén 2011). 

 

Scents can create emotions as well. They can be used to create a feeling of peace and 

calmness. Furthermore, the area of the brain which processes, filters and interprets 

scents is located right next to the memory area, which also deals with memory. It is 

probably due to this fact that scents can bring back memories to the surface when being 

processed (Krishna, 2011). It is noticeable that various types of memory can be affected 

by scent. Indeed, scents can bring autobiographical memories, such as childhood habits 

for example, but also from places that do not deeply affect one’s life, like the scent of a 

store. Furthermore, this kind of scent memory has been tested and proved to be 

persistent over time. 

 

Also, this sense can involve a customer a bit more. For example, if an individual is 

exposed to smells of flower or chocolate, he/she will spend more time to make a choice, 

try different alternatives, in other words, he/she will be more implicated in his purchase 

(Solomon et al., 2013). The proof that individuals like to control the scent of their 

environment, and thus that they mind about odors, is the marketing of many products 

for home scents, from plug-ins to candles and such. Furthermore, the industry of 

perfume can also be taken as an example. 

 

Odor management is difficult to use because of its different interpretation by individuals, 

in terms of perception and appreciation. In addition, the smell is diffused in a specific 

atmosphere and not related to a product, they are not always perceived consciously by 

the customers (Warrem, Warrenburg, 1993). Most people associate odors with 
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memories as well as experiences despite an identification and a difficult reminder 

related to the complexity of the olfactory stimulus. 

2. Consumers experience 

“The future of retailing will be derived from the consumer’s desire for self-realization” 

(Alexander and Freathy’s, 2003). The store atmosphere allows the consumers to be 

emotionally involved in the store unconsciously (Peter, Olson 2005, 484-486). The 

physical store permits a ‘try before you buy” experience and allows the consumer to be 

comfortable trying the products thanks to the environment created by the store (P. 

Jones et al, 2010).  

 

For this paper, researchers decided to narrow the definition of the consumer’s 

experience to aspects linked with the sensory marketing theory. This theory is 

composed of two parts; the retails aspect and the merchandising. 

  

Retails aspect 

The retailing environment atmosphere is used by stores to differentiate themselves from 

the others store, it permits to exploit the competitive environment and the consumer’s 

characteristics (Kotler, 1973). The ability of the marketers, in the past, to know if their 

test was successful were constrained due to the lack of data which covered all the 

variables. 

 

Donovan and Rossiter (1982), said that if the stores create a pleasant and stimulating 

store environment, consumers will spend more time and money. In fact, consumers 

enjoy more and are more enthusiast to take time to visit the store, speak with sellers 

and so, spend more money than they expected (Peter, Olson 2005, 485-486). In the 

other hand, David Ward (2002), explained that a store with the poor environment can 

have fewer purchases than the other store close to it with a better environment. In fact, 

the consumers will prefer to go to the other stores for the ambiance and enjoy more. 
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The environment or the measure of the store plays a major role in the perception of the 

customer of stores and according to the type of store, the layout can be planned by 

various manners to draw the attention of the customer from different things. The layout 

the most used in shops and specialized stores is free from a layout. This arrangement 

aims at creating a relaxed atmosphere which encourages the impulse purchase. 

Products are generally arranged in various groups allowing the customers to browse 

easily products and walk freely. The inconveniences with this layout are the possible 

confusions which it can create among the customers and which it is rather expensive 

(Peter, Olsen on 2005, 490-492). 

  

Merchandising 

Companies concentrate on the promotions below lines on markets, hypermarkets and 

department stores of detail. These below the strategies of the line include promotional 

banners, the reduction of the price of products, money-off offer on bulk buying and to 

create interactive kiosks to sell their products. Often, free samples are distributed in 

stores or the customers are committed in small activities and sets before receiving 

samples. Another way of promoting a product is to create. Enormous piles of products 

in specific places in the store where they are clearly visible. Certain products are placed 

near the counter or to verify points to incite the buyers to make impulse buying at the 

last minute (Loya et al, 2015).   

  

Nordfält (2011) studied the aspects of the improvement of the capacities of the capture 

of attention of the exhibition by making vary the design and the components combined 

in a special display. In its study, Nordfalt did an experimentation, in fact, 13500 

customers were observed as they approached special displays and it was noticed that 

the retailers can considerably increase sales in passing from a design of display to a 

much more effective design in the direction of the behavior of observation of the 

consumers (Nordfält, 2011). He concludes that changing the displays and their 

conception design can improve the impact of these. 
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Concerning the product itself, merchandising is organized according to the commercial 

space in the store, but few tendencies are taking out after years of analyses. Actually, 

these tendencies are how the product is put forward in the way of convicting the 

consumer of the utility of the product; secondly, it is put forward to entertain or surprise 

through an original presentation and convincing. All these options have to goal to attract 

the consumer attention to give them want to buy, to increase the attractivity of the in-

store display, to increase the sales and reliability of the product and finally to be 

different from the concurrence (Rambert, 2018). 

III - Hypothesis : 

This chapter part presents the hypothesis used in this thesis to answer of the purpose.   

 

The need for this thesis is to better understand what the effect of the senses on the 

consumer experience. Bettman et al. (2008) emphasize that it is necessary to be aware 

of the elements that influence the consumer in order to improve the consumer 

experience. In agreement with Vargas (2008), the atmosphere of a store has several 

factors that can strongly affect the consumer in his shopping experience. 

 

Greenland and McGoldrick (1994), say that a sales environment is full of sensory cues 

that should be considered important. In effect, they Attract customers and help change 

their consumer experience. This leads to the importance of deliberately designing stores 

include the all senses (Turley and Milliman, 2000; Rodrigues, 2011). From this, the 

human senses must be better understood so that they can be better used in order to 

better change the consumer experience. In order to better understand their impact, it is 

essential to analyze the senses meaningfully independently of the other senses in the 

consumer experience and then to bring together the senses in order to see the different 

degrees of impact of the senses on the consumer experience. 
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According to Arnould and al, (2004) the elements constitute the sight as the colors, the 

light or the decoration affect the perception of the environment of the consumer (Peter, 

Olson 2005) and thus its experiment in the clothes store. 

 

H1: The sight has an effect on the consumer’s experience. 

 

According to Hultén, Broweus and Dijk, (2006) the elements constitute the taste as the 

texture, the warmth effect the opinion of the consumer (Rambert, 2018) and thus its 

experiment in the clothes store. 

  

H2 : The taste has an effect on the consumer's experience. 

 

According to Arnould and al, (2004) the elements constitute the touch as the texture, the 

shape and heat affect the opinion about the quality of the product (Rambert,2018) and 

thus affect the consumer’s experience in the clothes store. 

 

H3 :  The touch has an effect on the consumer’s experience. 

 

According to Clow and Baack, (2010) the elements constitute the hearing as the music, 

the tempo and noise affect the consumer’s experience (David Ward, 2002) in the 

clothes store. 

 

H4 : The hearing has an effect on the consumer’s experience. 

 

According to Aitamer and Zhou, (2011) the elements constitute the smell as the 

perfume, the scent affect the pleasure of the consumer (Donovan and Rossiter, 1982) 

and thus its experiment in clothes store. 

 

H5 : The smell has an effect on the consumer’s experience. 

 

The first experience that a consumer has when he enters a clothing store is in sight. 

The sight is the essential element in the sensory marketing (Solomon et al., 2013) in 
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order to create a good atmosphere for the customer (Peter, Olson 2005) and thus 

provides pleasure (Donovan and Rossiter, 1982) to change the consumer experience in 

a clothing store. 

 

H6 : The sight has the most effect on the consumer’s experience. 

  

IV - Method: 

This chapter part presents the methods used in order to gather the empirical information required to 

answer of the hypothesis.  

1. Ontology Consideration 

There are several definitions depending on the context and people. There are two great 

types of ontology: the ontology of knowledge engineering or the philosophical ontology. 

This study will focus on the last one which implies taking into account the way in which 

the specialists of a defined fieldwork in order to create a directory of the essential 

notions in this field (Bachimont, 2006). As part of Bryman and Bell (2015), questions of 

social ontology concern the nature of social entities. It is therefore essential to know if 

social entities can and should be considered as objective entities that have a reality 

external to the social actors or else consider them as social constructs (Bryman & Bell, 

p23, 2015).  

 

There are two major points to both objectivism and constructionism that can be 

distinguished by organization and culture. The constructivism will be used in this thesis 

because it’s based on the fact that social phenomena and categories are constantly 

produced by social interaction and that its last can be reviewed. Researchers use more 

constructionism to present a specific version of social reality rather than a definitive 

version (Bryman & Bell, p25, 2015). For this thesis, it is better to use the method of 

constructivism because the social order of the customers is in a constant state of 

change it evolves according to the economic and social context of society (Youjae, 
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Taeshik and Hyojin, 2013). The thesis must then examine the processes by which the 

social world is constructed and not take for granted the knowledge already formulated. 

2. Research method 

There are two types of research that are quantitative research and qualitative research. 

Quantitative research quantifies by generating numerical data or data that can be 

transformed into usable statistics. And qualitative research, which is mostly exploratory 

research and is used to understand the underlying reasons, motivations and, opinions 

from individuals (DeFranzo, S. 2011). 

 

As part of this thesis, a quantitative research was performed. Quantitative is used as a 

synonym for all data collection technique such as the questionnaire that will be used in 

this thesis with a procedure of data analysis (statistics or graphs) in order to generate or 

used its numerical data in our analysis (DeFranzo, S. 2011). Quantitative research is 

appropriate in the context of this thesis because it allows to proposing several variables 

here the 5 senses. In order to compare and combine them to deduce hypotheses based 

on a relevant literature that corresponds to the theory framework (Giordano, Jolibert, 

2016). These hypotheses are then subjected to an empirical test, a regression analysis 

in order to be able to draw quantitative results that can easily be analyzed by a 

qualitative study that does not really answer our purpose. 

3. Data sources 

There are two types of data sources, primary data, and secondary data. The first one is 

the first hand of data found by the researcher. The researcher found those by 

observation, focus group, surveys, interviews, questionnaires... It allows the researcher 

to have a strong research and give specific information on the subject but there are 

some disadvantages as the time spent collecting this data. In another way, the 

secondary data are taken from other previous work. In fact, these secondary data are 

taken on the primary document data from external documents. It's a faster and easier 

way to find information for researchers. This data was found on websites, government 
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publications, newspaper articles, scientific paper… (Surbhi, 2016) This process is a 

cheaper way to access data and a faster solution. These specific data do not 

necessarily focus directly on the subject but can be found on more general topics. In 

order to be able to evaluate the previous work and to make a more precise idea if one 

sense has more impact on the consumer expérience, primary data with questionnaire 

will be used in this study. 

 

The use of primary data in this thesis is realized through the quantitative approach as 

well as the specific purpose and limited at the clothing store (Essays, 2013). This makes 

it possible to have results more easily and more appropriately about the subject of this 

thesis. 

 

Questionnaire 

In order to collect quantitative data, questionnaires were given to customers of clothing 

stores. The questionnaire was taken as a data collection method because it allows 

getting answers directly from consumers going to the clothing store (Essays, 2013). 

Moreover, it also allows to easily extract the data in order to analyze them with the 

regression analysis method in SPSS. 

 

Questionnaires were created with the operationalization made before. The terms of 

sight, taste, smell, touch, hearing and customer experience were broken down into 

keywords, which defined the questions. In this way, 3 questions were elaborated around 

each term, according to the keywords, so as the questions could provide valuable data. 

 

Questionnaires were given to the customers through a link to a Google Form document 

that was published on Facebook, on each of the researcher’s Facebook wall and on the 

Linnaeus campus page, to target the researcher’s direct personal circles of friends and 

coworkers. The respondents had all the same task that was to answer the same set 

questions, displayed in the exact same order, without the presence of an interviewer. 

Therefore, this method can be qualified as a self-completion questionnaire, or a self-

administration questionnaire, according to Bryman & Bell (2015). 
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The questions are closed, thus offering a limited choice of answers, and forced-choice, 

also offering a limited choice in terms of answers. In the closed questions, two kinds of 

questions were implemented, such as list-questions, which display a list of answers that 

the respondents have to pick, and in opposition are displayed category questions, in 

which respondents can only pick one answer (Bryman & Bell, 2015). Furthermore, some 

questions aiming to get the opinion of the respondents, where they are ranking a 

statement are using the Likert-scale format. 

 

Ethical issues 

Bryman & Bell (2015) state that to do a proper business research, it is important to 

apply ethics. Not only does this matter for moral obligations, but for the validity of the 

research. Indeed, the respondent’s answer must not be biased by a non-ethical work, 

as it regards the respondents directly. Indeed, the ethics of the survey are about: 

 

·      The respondent’s privacy 

·      The respondent’s safety 

·      The respondent’s consent 

·      The respondent’s expectations 

  

In order to conduct an ethical survey, there mustn’t be any harm to the participants, 

whether it is physical or moral, such as hitting or offending. It is also mandatory to have 

an informed and aware consent from all respondents, for the validity of their sayings; 

the cannot be forced to say things. Also, it is not acceptable that a survey invades the 

privacy of the respondents, for legal reasons and also because respondents would not 

feel comfortable answering. Finally, deception is also an objective not to be sought, as 

expectations from the respondents have to be aligned with the purpose of the survey. 

The researchers made sure to follow the rules mentioned above, for the sake of this 

study, by making sure the questions remained neutral, not too personal, by not making 

the respondents feel guilty about their consumption habits. No threats were addressed 
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to any of the respondents and as the survey was online either, and none of them was 

forced to answer.  

 

Other ethical and legal consideration 

Researchers also have societal issues regarding the data management, such as their 

protection when collected. No personal data were sold or given to a third party. Another 

issue is Copyright from respondents and other researchers (Bryman & Bell, 2011). For 

such, no other data was illegally taken and mistranscriptions could not be possible as 

the answers of the survey were grading on scales.  

4. Sampling 

In order to be both efficient and helpful to this paper, the questionnaire had to be 

distributed to people who were legitimate enough to answer these questions. In other 

words, it had to be answered by people who are prone to shop in clothing stores. A 

sample can be defined as a group within a greater population (Breidt, F., & Opsomer, J., 

2000). A certain amount of data is needed for the study to be more representative of the 

population. Therefore, this number of data, thus the number of respondents has to be 

defined. A rule that can define this can be “the Rule of Thumb”, which defines the 

minimum sample required for a study to be representative (Green, 1991). 

 

The formula defining this minimum size sample is N ≥ 50 + 8 m. In this equation, N 

refers to the minimum required sample size and m refers to the number of independent 

variables used for research. 5 independent variables are used, which are: Sight, Taste, 

Touch, Hearing, and Smell. 

 

Thus, according to this study, the rule of thumb applies like this: N ≥ 50 + 8 *5= 90. 

Therefore, a minimum of 90 respondents is required to fill this study. However, this 

expectation was largely exceeded, with 131 answers (exceeding a rate of 145%.) The 

most believable reason for this success is that the questionnaire was sent by both 

private messages on Facebook by publications on the same social network.  
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The method of sampling used by the researcher is called snowball sampling, according 

to the definition given by Bryman & Bell (2015). In snowball sampling, the researcher 

gets in touch with a group of people which are relevant to the survey in order to reach 

other people who are also relevant. Researchers used Facebook to ask the potential 

respondents to answer the survey, but also contacted their Facebook friends who could 

participate in the survey. Researchers decided to take people aged up to 18 years old, 

as they are the most likely to shop by on their own, or at least to be autonomous in a 

store. 

 

Using Facebook made it easier to contact all the respondents, as all of them were 

reachable in seconds. It also gave the possibility to have access to different segments 

of the population, that can be separated by many criteria, whether it is age, gender, 

financial revenues, profession and so on.  Furthermore, it opens up a communication 

channel between the researcher and the respondents in a case of a problem of 

understanding, or even debating on the subject. 

  

The risk of using Facebook is the low involvement some potential respondents can 

show, treating the message more like a spam rather than a request. Therefore, to 

reduce this risk to maximum, the researchers decided first to write a personal message 

instead of just giving the link, and also to write a word of acknowledgment on top of the 

questionnaire webpage. 

  

The questionnaire was created through Google Form, in an electronic format, and then 

sent by messages via Facebook. This method made it easier for the researcher to send 

it to the respondents. Furthermore, it is an affordable way to realize a questionnaire and 

send it. 

  

The questionnaire was prepared in English and in French, as some of the respondents 

are international people with different backgrounds, and some are from the home 

country of the researchers, who are not very fluent. Great care has been taken for the 
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choices of words, as translation problems would not arise, and question interpretation 

possibilities would be the same for both. 

5. Validity 

There are several ways to establish the validity. In order to measure this, a correlation 

analysis was performed to ensure the validity of the contract. Pearson correlation 

coefficient defines the correlation coefficient as the strength of association between two 

numerical variables (Hair et al., 2010, p.156). Table 1 presents the results of the 

Pearson correlation analysis of the variables. 

 

Table 1 : Pearson’s correlation testing 
 

  Sight Taste Touch Hearing Smell Consumer 

experienc

e 

Sight 1           

Taste .092 1         

Touch .532* .175** 1       

Hearing .467* .078 .448* 1     

Smell .461* .198** .579* .454* 1   

Consumer 

experienc

e 

.394* .211** .352* .253* .412* 1 

 

*. Correlation is significant at the 0.01 level (2-tailed) 

**. Correlation is significant at the 0.05 level (2-tailed) 

 

The results showed that concepts do not measure the same things and are therefore 

considered valid (Bryman and Bell, 2011) except for link between the variables of sight 

and taste as well as taste and hearing. It is two variables are invalid according to the 

concept surely because of a misunderstanding of a question on these of the question 

too similar. 
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6. Reliability   

The degree of reliability of the questionnaire, in this case, is analyzed using Cronbach's 

alpha. A concept cannot be valid without being reliable. Questionnaires are considered 

reliable because of their validity (Bryman and Bell, 2011). Reliability was tested using 

Cronbach's alpha for both independent variables and the results were presented in 

Table 2 below. There is a model given by Hinton and al. (2004) which gives the degree 

of reliability according to the results obtained. This model is the following: 

 

- 0.90 and above shows excellent reliability 

- 0.70 to 0.90 shows high reliability  

- 0.50 to 0.70 shows moderate reliability 

- 0.50 and below shows low reliability 

 

Table 2 : Cronbach’s alpha testing 

Variable Conbach’s Alpha No.of items 

Sight .702 3 

Taste .903 3 

Touch .546 3 

Hearing .642 3 

Smell .711 3 

Consumer experience .654 3 

 

Discussion 

 

In accordance with Hinton and al, (2004) all of the variables are confirmed and therefore 

reliable. However, it turns out that three values (touch, hearing and consumer 

experience) are moderately reliable which it can be due to a question poorly formulated 

and thus misunderstood by respondents especially for touch with the question on the 
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heat in a store. In view of the results obtained, all the values will therefore be used in 

this thesis. 

7. Possible sources of error 

The problems that a researcher can find in the studies can deal with the errors that can 

be made. Indeed, some errors are accurate in surveys. Sampling error, for example, is 

one of them. It is possible that the sample taken by the researcher is not representative 

of the population aimed to be studied. Problems with the interpretation of questions due 

to poor wording can be a problem. Furthermore, a problem in the coding of the answers 

can engender errors as well (Bryman &Bell, 2011). Researchers did manage to limit the 

probability of these errors, as the sampling was very large, from people both male and 

women over 50, the question was simple and understandable, and a great care has 

been taken for the coding of the answers. 

8. Data analysis method 

Regression analysis 

A statistical analysis will be made in this thesis on the quantitative data obtained by the 

realization of a questionnaire on Facebook. Field (2013) has shown that SPSS Statistics 

is one of the best tools for statistical data analysis because of its better organization of 

basic statistical functions. Regression analysis is a technique which allows analyzing 

the relations between a dependent variable and one or more independent variables 

(Malhotra, 2010). Linear regression is a method of statistical analysis in this study. 

 

In order to know if one sense in marketing sensing have more impact on the consumer 

experience than another, seven models have been built (Table 5). 

 

The first model presented the control variables, age, occupation and gender to see the 

effect without senses on the dependent variable. This model is used as a basis but is 

not taken into account in our hypothesis 
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The second model tested whether the relationship between sight and consumer 

experience has a positive effect. This model is used to test hypothesis 1. 

 

The third model tested whether the relationship between taste and consumer 

experience has a positive effect. This model is used to test hypothesis 2. 

 

The fourth model tested whether the relationship between touch and consumer 

experience has a positive effect. This model is used to test hypothesis 3. 

 

The fifth model tested whether the relationship between hearing and consumer 

experience has a positive effect. This model is used to test hypothesis 4. 

 

The sixth model tested whether the relationship between smell and consumer 

experience has a positive effect. This model is used to test hypothesis 5. 

 

The seventh model tested whether the relationship between all senses and consumer 

experience has a positive effect. This model is used to test hypothesis 6. 

 

The analytical conclusion from this section is based on three statistical models, 

reliability analysis, which assesses internal consistency, factors, using Cronbach's 

alpha; The Chi-square test, which tests the possibility between two variables and finally, 

the factor analysis, which measures the independent factors affecting the consumer 

experience. 

9. Operationalization 

In order to be able to measure the terms of the study and thus form questions, the terms 

must be operationalized. To operationalize terms means breaking them down into 

measurable concepts and questions that respondents will be able to understand and 

answer (Bryman & Bell, 2015). The questions in the survey were created with the 

specific purpose of answering the research question of this study. 
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Table 3 : Operationalization Sensorial Marketing 

Concept Key 

Words 

Sub words Question type Reference 

 

 

 

 

 

 

 

 

 

 

 

Senses 

 

 

 

 

 

 

Sight 

 

 

 

 

 

 

Lights 

Colors 

Decorations 

 

When I am in a clothing 

store I am affected by 

Lights ? 

 
When I am in a clothing 

store I am affected by 

Colors ? 

 
When I am in a clothing 

store I am affected by 

Decorations (shape of 

furniture...) ? 

Scale : 
1 is Strongly disagree  
7 is Strongly agree 
 

 

 

 

 

 

Arnould et al., 2004 

 
Wolfe, Kluener et Levi, 
2006 
 

 

 

 

 

 

 

 

Taste 

 

 

 

 

 

Warmth 

Texture 

Bitter/Sweet/Sour/Salty/

Acid/Spicy 

Wet Dry 

When I am in a clothing 

store, I appreciate when 

food and drinks are 

offered ? 

 
When I am in a clothing 

store, the food and drinks 

being offered can affect 

my opinion towards the 

store ? 

 
When I am in a clothing 

store, the food and drinks 

can encourage me to 

purchase items in the 

store ? 

 

 

 

 

 

 

Alba and Williams, 2012,  

 

Hultén, Broweus and van 

Dijk, 2016 
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Scale : 
1 is Strongly disagree  
7 is Strongly agree 
 

 

 

 

 

 

Touch 

 

 

 

Texture 

Shape 

Weight 

Warmth 

Heat 

When I am in a clothing 

store, I appreciate 

touching the clothes ? 

 

When I am in a clothing 

store, I appreciate 

touching the furniture 

(tables, chairs, 

touchscreens...) ? 

 

When I am in a clothing 

store, I am affected by the 

temperature of the store ? 

 
Scale : 
1 is Strongly disagree  
7 is Strongly agree 

 

 

 

 

Arnould et al., 2004  

 
Wright, 2006 

 

 

 

 

 

Hearing  

 

 

 

 

Music 

Beat/Pitch 

Rhythm 

Noise 

When I am in a clothing 

store I am affected by 

music ? 

 

When I am in a clothing 

store I am affected by 

Indoor noises ? 

 

When I am in a clothing 

store I am affected by 

Outdoor noises ? 
 

Scale : 
1 is Strongly disagree  
7 is Strongly agree 

 

 

 

 

Clow, Baack, 2010  

 

Lindström, 2010 

 

 

 

 

When I am in a clothing 

store, I am likely to walk 
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Smell 

 

 

Natural  

Perfume 

Flavour  

Fresh or warm 

over to smell flowers if 

they are displayed ? 

 

When I am in a clothing 

store, the smell of the 

store has an effect on me 

? 

 

When I am in a clothing 

store, The smell of the 

clothes gives me an idea 

about its quality ? 

 
Scale : 
1 is Strongly disagree  
7 is Strongly agree 

 

 

Suhonen & Tengvall 2009,  

 

Aitamer & Zhou 2011,  

 

Arnould et al., 2004 
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Table 4 : Operationalization Consumers Experience 

Concept Key words Sub words Question type References 

 

 

 

 

 

 

 

 

 

 

Consumer 

experience 

 

 

 

 

 

 

Retails aspect 

 

 

 

 

Pleasant 

Stimulating 

Atmosphere 

Environment 

To go shopping 

is more of a 

pleasure rather 

than a task ? 

 

I go into a 

specific clothing 

store because 

of the ambiance 

inside ? 

 

Scale : 
1 is Strongly 
disagree  
7 is Strongly 
agree 

 

 

Kotler, 1973 

 

Peter, Olson 

2005 

 

Donovan and 

Rossiter, 1982 

 

David Ward, 

2002 

 

 

 

 

Merchandising 

 

 

 

 

Attention 

Impulse 

If I have an 

enjoyable time 

in a clothing 

store, I am 

more likely to 

come back ? 

 

Scale : 
1 is Strongly 
disagree  
7 is Strongly 
agree 

S. Loya et al, 

2015 

 

Nordfält, 2011 

 

Rambert,2018 

10. Source criticism  

In order to show the awareness of the sources used for this paper, a source criticism 

needs to be done. You can find it in Appendix 3. To realize a good source criticism, the 

University of Skövde’s method will be taken. To respect and apply this method, several 

elements have to be presented which are the source information, the publisher, the 

author, the content and the date of publication. 
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V - Results: 

This chapter presents the results of primary research. Qualitative data are collected from the 

questionnaire and analyzed with method graph. 

Quantitative findings: Questionnaire 

The table 3 test 7 model that is explained in the method data analysis section in order to 

answer the 6 hypothesis formulated in the hypothesis section. 

 

Table 5 : Hypothesis testing with consumers experience as the 

dependent variable: 

Consumers Experience 

 Model 
1 

Model 2 Model 3 Model 4 Model 5 Model 6  Model 7 
(all) 

Control 
variables 

       

Age -.150* 
(.138) 

.-.118* 
(.129) 

-.153* 
(134) 

-.114* 
(.131) 

-.140* 
(.134) 

-.193** 
(.128) 

-.135* 
(.127) 

Occupation .028* 
(.191) 

.-.022* 
(.180) 

.079* 
(.190) 

-.039* 
(.184) 

.024* 
(.186) 

.037* 
(.176) 

.024* 
(.182) 
 

Gender .262** 
(.202) 

.187** 
(.193) 

.280** 
(.198) 

.191** 
(.197) 

.247** 
(.197) 

.158* 
(.193) 

.156* 
(.193) 

Independe
nt 
variables 

       

Sight  .360** 
(.096) 

    .217** 
(.114) 

Taste   .231** 
(.056) 

   .137* 
(.054) 

Touch    .322** 
(.098) 

  .045* 
(.123) 
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Hearing     .235** 
(.088) 

 .001* 
(.099) 

Smell      .392** 
(.067) 

.235** 
(.085) 

R square .078 .201 .129 .174 .133 .219 .280 

Adjusted R 
square 

.056 .176 .101 .148 .105 .194 .233 

F-value 3.575*
* 

7.925** 4.656** 6.646** 4.829** 8.812** 5,933** 

St.erro values are presented within parenthesis for each variable 

**Sig. Of .05 or lower: hypothesis accepted 

*Sig. Of .05 or higher: hypothesis refused 

 

=> Number of answer: 131 people 

 

Model 1: General variable 

For model 1 the influence of general variables on the consumer experience, the values 

are taken into account here are the age, the occupation and the gender of the person to 

interact. As it is indicated in Table 3, the variables of age have a result of (-.150) and 

occupation (.028). On the other hand, the gender has a value of (.262). The R square is 

(.078), so in this case 7.8% of variation when the adjusted R square represent (.056) so 

in this case 5,6% of the variation. 

 

Model 2: Sight variable 

In model 2, it takes into account the general variables and the variable of the view 

sense in order to analyze their influence on the consumer experience without the other 

senses. The results again indicate for the age (-.118) and for the occupation (.022) 

whereas the gender indicates (.187). Moreover, the presence of the sight sense shows 

a result of (.360). The table shows that regardless of the r square and the adjusted r 

square, the values are respectively (.201) and (.176). So respectively in percentage; 

20,1% and 17,6% of variation. 
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Model 3: Taste variable 

In model 3, it takes into account the general variables and the variable of the taste 

sense in order to analyze their influence on the consumer experience without the other 

senses. The results indicate the age (-.153) and the occupation (.079) whereas the 

gender value is (.280). The table shows that the taste value is (.231). Moreover, the r 

square is (.129), so in this case 12,9% of variation when the adjusted R square 

represent (.101) so in this case 10,1% of the variation. 

 

Model 4: Touch variable  

In model 4, it takes into account the general variables and the variable of the Touch in 

order to analyze their influence on the consumer experience without the other senses. 

The results again indicate the age (-.114) and the occupation (.039) whereas the gender 

shows a result of (.191). The table shows that the touch value is (.322) independently to 

the other senses. Concerning the r square, the percentage of the response variable is 

17,4% and it is 14,8% for the adjusted r square. Which is represented in the table by the 

values of (.174) and (148) respectively. 

 

Model 5: Hearing variable 

In model 5, its take into account the general variables with the variable of the Hearing in 

order to analyze their influence on the consumer experience without the other senses. 

The results which indicate the age is (-.140) and for the occupation (.024) whereas the 

gender number is (.247). The hearing value (.235), is independent of the other senses. 

The table shows that regardless of the r square and the adjusted r square, the values 

are respectively (.133) and (.105). So respectively in percentage; 13,3% and 10,5% of 

variation. 
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Model 6 : Smell variable 

Model 6 takes into account the general variables with the variable of the smell in order 

to analyze their influence on the consumer experience without the other senses. The 

results show that the age value is (-.193) and the occupation value is (.037) whereas 

the gender value is (.158) The table shows that the smell value is (.392). Moreover, the 

R square is (.219), so in this case 21,9% of variation when the adjusted R square 

represent (.194) so in this case 19,4% of the variation. 

 

Model 7 : All variable 

The model 7 takes into account all the variables. The model shows that the gender 

value is (.156), the other general value age is (-.135) and the occupation value is (.024). 

In addition, the table shows that only two variables on the 5 senses actually influence 

the consumer experience than the others. In fact, the sight sense with (.277) and the 

smell with (.235) have a stronger number than the other senses which are not really 

influential. The results of the others senses are to the taste (.137), the touch (.045) and 

the hearing (.001). These numbers are really smaller compared to the two others 

senses. In addition, the table indicates that the 5 senses have an impact of 23.3% on 

the consumer experience. 

VI - Discussion 

This chapter presents a discussion of the results obtained in the analysis part according to the theory 

part. 

 

In order to have goods results, researchers tested by few different ways, as the 

reliability, the validity, and the regression analysis. The Pearson's correlation testing is 

used for testing the relevance of the validity of data. This test uses correlation between 

the dependent and independent variables one by one. The table 1 shows that only two 

measures are not valid, because they are two small, but the researchers chose to take 

care about these data and continue to analyze with these data. In further researches, 

this point should be improved. The same problem appears concerning the Cronbach’s 
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alpha testing (table 2) which is used for testing the reliability of data. This test is 

composed of three items variable. Two data are moderate, so as the data for the 

validity, researchers choose to take care of it with continuing the analysis but in a further 

research, it should be improved. Finally, concerning the regression analysis, it is used to 

verify our hypothesis. This table is composed of a “Model 1” which concern the 

dependent variables of this thesis, it is composed of the age, the occupation and the 

gender of the participants.   

  

Hypothesis discussion 

  

Hypothesis 1 

Sight is used in this thesis and in particular in the regression analysis as an independent 

variable of senses. A hypothesis about this sense had been done, it presents that the 

sigh affects the perception of the environment and the consumer’s experience 

independently than the others senses. 

 

In the model 2 of the regression analysis, it shows that the value of the R square is 

.201. This number allows understanding that in 20.1% of cases with this variable, the 

consumer’s experience is affected by the different aspects of sight (Lights, Colors, and 

Decorations). But using the adjusted r square, this number falls down to .176, which 

means that precisely, the sight affects up to 17.6% of the consumer’s experience. This 

is a good result for this sense because according to Solomon and al. (2013) it is one of 

the senses which influence the most the consumers’ experience. Moreover, it 

represents ⅙ of the consumer’s experience, which is a big impact.  

 

In model 7 of the regression analysis, it shows that the value of sight have an impact of 

.217 in the consumers experience when all the sense are included. 

 

Regarding the results, in clothing stores, the consumers tend to be influenced by this 

sense. In fact, as it was say in the theoretical part, this sense is the most used by 

marketers and it is the first experience with a product or an environment (Solomon et 
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al., 2013). Moreover, the colors used by the stores help to pass a message to the 

consumers (Solomon et al., 2013). Sight sense permit to gives a pleasant and 

stimulating store environment (Donovan and Rossiter, 1982), and it capture the 

attention of the exhibition (Nordfält, 2011). According to the questionnaire, the 

consumers are influence, independently and dependently from the others senses, by 

this sense in the clothes stores as show the results. These factors are very important for 

the consumers and help to give a better consumer experience. 

 

Hypothesis 2 

Concerning the taste, in the clothes stores, this sense is used in an independent 

variable in this thesis. As a hypothesis, researchers choose to present the effect of the 

taste in the consumer’s experience. For this point, researchers choose to consider that 

giving free food or drink in clothes stores could be considered an experience with the 

sensory marketing. 

  

In the third model of the regression analysis, the value of the R square is .129. 

Moreover, the R square adjusted is lower with a number of .101. It permits to deduce 

that the taste sense, individually, could represent only practically 1/10 of the consumer’s 

experience in a clothes store. This lower number can probably be the result of the fact 

that most of the respond peoples come from France and it is not a habitude to have a 

free drink or food in clothes stores (Le point, 2015). Moreover, the fact that having the 

possibility to have a drink or a food can affect the ambiance or the merchandising in a 

clothing store. 

 

In model 7 of the regression analysis, it shows that the value of taste didn't have an 

impact in the consumers experience when all the sense are included. 

‘ 

Regarding the results, in clothing stores, the consumers tend to not be influenced by 

this sense. In fact, as it was say in the theoretical part, this sense permit to link 

emotions to the consumers and can try to give a better firm´s image (Hultén, Broweus 

and van Dijk, 2016). According to that, stores can gives free food or drinks (Loya et al, 
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2015) but the consumers are not really influence, when its included with the others 

senses according to the questionnaire in clothes stores. 

 

Hypothesis 3 

Concerning the touch, in the clothes stores, this sense is used in an independent 

variable in this thesis. As a hypothesis, researchers choose to present the effect of the 

touch sense on the consumer’s experience. For the third hypothesis, in the clothes’ 

stores, it concerns the elements which constitute the touch, as the shape, the texture or 

the heat. Researchers choose to present how these elements can modify he opinion 

about the quality of the product and show the effect on the consumer’s experience. 

Model number four of the regression analysis show that its value of r square is .174 and 

its adjusted r square is .148. Regarding these numbers, independently in clothe’ stores, 

the touch sense can represent approximately 1/7 of the consumer’s experience. 

Regarding the touch independently result show that the touch sense has an effect when 

the consumer touch the clothes affect the consumer’s experience.  

In model 7 of the regression analysis, it shows that the value of touch didn’t have impact 

on the consumers experience when all the sense are included. 

 

Regarding the results, in clothing stores, the consumers tend to not be influenced by 

this sense. In fact, as it was say in the theoretical part, this sense can help to know 

more about the quality of the products in clothing stores (Wright 2006). Moreover, 

touching the products give a greater level of attachment (Solomon et al., 2013) and a 

wide range of sensations (Lindström, 2010). In fact, customers are committed in small 

activities as trying the clothes before buying for example (Loya et al, 2015). However, 

according to the questionnaire, the consumers are not influence, when all the senses 

are included. 
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Hypothesis 4 

This hypothesis is about the sense of hearing with the influence of the music, the tempo 

and noise independently of the other senses in the consumers experience in the clothes 

store. As a hypothesis, researchers choose to present the effect of the hearing sense in 

the consumer’s experience. This hypothesis was tested in the model 5 and 7 in table 5. 

 

The result of the fifth model by the regression analysis given by the r square is .133. It 

allows to deduce that the hearing sense, individually, could represent practically 1/10 of 

the consumer’s experience in a clothes store. According to the results obtained with the 

questionnaire, the presence of noise with music, noise inside and outside in a clothing 

store affect the consumer experience by up to 10% if only the sound is taken into 

account. 

 

In model 7 of the regression analysis, it shows that the value of hearing didn’t have a 

impact on the consumers experience when all the sense are included. 

 

Regarding the results, in clothing stores, the consumers tend to not be influenced by 

this sense. In fact, as it was say in the theoretical part, this sense can stimulate or calm 

the consumer (Solomon et al., 2013). Stores use music to stimulate and give a pleasant 

environment (Donovan and Rossiter, 1982). For the consumer, this music can be a 

passive or an active listening (Lindström, 2010) and this one can be stuck in the mind 

for some times (Lindström, 2010). Nevertheless, according to the questionnaire, the 

consumers are not influence, when all the senses are included. 

 

Hypothesis 5 

The hypothesis for the smell sense is the following: in the clothes’ stores, the smell as 

the perfume, flavor, affect the pleasure of the consumer and in the same time the 

consumer’s experience. The smell variable, in the clothes stores, is used in an 

independent variable for this hypothesis. 
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In the regression analysis, the model 6 shows that its value of R square is .219 and its 

adjusted R square is .94. In this way, the ambiance of the store with the good smell 

affects positively the consumers, in fact, it represents 1/5 of the consumers’ experience. 

In model 7 of the regression analysis, it shows that the value of smell has an impact of 

.235 on the consumers experience when all the sense are included.  

Regarding the results, in clothing stores, the consumers tend to do be influenced by this 

sense. In fact, as it was said in the theoretical part, this sense is the only sense that 

never could be turn off (Suhonen & Tengvall 2009). Moreover, it can significantly affect 

the evaluation of things (Aitamer & Zhou 2011, Arnould et al., 2004), create emotions 

(Krishna, 2011) and give a feeling of peace or calm (Krishna, 2011). In general, the 

smell is diffused in a specific atmosphere and is not related to a product (Warrem, 

Warrenburg, 1993), which gives a relaxed atmosphere (Peter, Olsen on 2005, 490-492) 

and a pleasant store environment (Donovan and Rossiter, 1982). According to the 

questionnaire, the consumers are influenced by this sense. These factors are very 

important for the consumers and help to give a better consumer experience. 

 

Hypothesis 6 

In the hypothesis, the first experience that a consumer has when he enters in a clothing 

store is with the sight. The sight is the essential element in the sensory marketing in 

order to create a good atmosphere for the customer and thus creates his pleasure to 

change its consumer experience in a clothing store. 

 

In the model 7 of the regression analysis, it shows that the value of the r square is .280 

and its adjusted square is .233. It represents ¼ of this consumers’ experience. So, 

when all the senses are put together, it shows that the senses have a better effect than 

when they are independent. 

 

The results clearly show that sight is a very important element in the consumer 

experience but according to the results it is only second, close behind the smell. So, it 

shows that the smell in the clothing stores is the most receptive for the consumers in the 
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consumer’s experience. Regarding these two senses, the consumer’s experience is 

affected firstly by the elements which constitute the smell as the perfume, the flavor and 

secondly by the different aspects of sight the lights, the colors, and decorations. 

 

According to the result, when all the senses are combined, the consumers tend to be 

influenced mostly by the sight and the smell senses. In fact, the consumers seem to be 

more receptive to the exhibition of the store (Nordfält, 2011) as colors (Solomon et al., 

2013). Moreover, these consumers seem to be also influenced by the odors, which 

permit to then create emotions and give a feeling of peace or calm (Krishna, 2011), 

contrarily to the other senses which are not useful in the consumer experience. 

According to the questionnaire, the taste, which link emotions to the consumers and can 

try to give a better firm´s image (Hultén, Broweus and van Dijk, 2016), seems to not 

influence the consumer. Same case for the touch which does not seem to give a wide of 

sensations in clothing stores (Lindström, 2010). And finally concerning the sound sense, 

which should stimulate and give a pleasant environment (Donovan and Rossiter, 1982), 

it is the same case as the touch and the taste. All these options have to goal to attract 

the consumer attention to give them want to buy (Rambert, 2018) but only two of them 

are useful. 
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VII - Conclusion: 

This chapter presents the conclusion of the research. 

 

In conclusion, the six hypothesis formulated at the beginning of this thesis on the impact 

of the senses of sensory marketing on the consumer experience will be compared to the 

result obtained and thus validated or invalidated. 

1- Hypothesis conclusion 

 

Hypothesis 1 : 

The first hypothesis of this thesis is confirmed. The experiment shows that the element 

of sight has a positive effect on the perception of the environment. The level of 

importance of this sense in the consumers experience is very important with a level of 

.360 independently and .217 with the other senses.  

 

Hypothesis 2 : 

The second hypothesis is un-confirmed because it is shown that the taste have an 

effect on the consumers experience when it has independently of the other senses but 

he have no effect when it has with the other senses. So, this hypothesis is invaluable.  

 

Hypothesis 3 : 

The third hypothesis of this thesis is un-confirmed. The experiment shows that the 

element of touch can influence the perception of a product when it has independently of 

the other senses but he have no effect when it has with the other senses. So, this 

hypothesis is invaluable. 
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Hypothesis 4 : 

The fourth hypothesis of this thesis is no-confirmed. The experiment shows that the 

element of hearing can influence the consumers experience in clothes store when it has 

independently of the other senses but he has no effect when it has with the other 

senses. So, this hypothesis is invaluable. 

 

Hypothesis 5 : 

The fifth hypothesis is confirmed. It is shown that the smell effect the pleasure of 

consumers in clothes store. The level of importance of this sense in the consumers 

experience is very important with a level of .392 independently and .235 with the other 

senses.  

 

Hypothesis 6 : 

The sixth hypothesis is not confirmed because it is shown that even if the sight .217 at a 

significant level of influence in sensory marketing in a clothing store, the sense of smell 

.235 have more effect in the consumer experience. 

 

2- Overall conclusion 

First, with the results of the questionnaire which was distributed to a sample of 131 

people from different countries and ages. A regression analysis was done in order to 

analyze the results.  

 

The result of the study proves that all the senses independently of each other have a 

positive impact as effective means of connecting with customers by providing a 

stimulating environment that creates the attention leading to a change they consumer 

experience. But the study reveals also that when all the senses are taken into account, 

there are only two senses that really stand out of the crowd which are firstly the smell, 

then secondly the sight. Individuals are the most receptive to those in a clothing store. It 
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could be rewarding for stores to focus their sensory marketing strategies to these 

senses in priority to intensify the customer’s experiences. 

3- Limitation  

However, these results are partly of moderate reliability and of close validity. Indeed, 

regarding validity, some questions about taste and hearing may have been considered 

too similar for respondents. Also, some people have never been offered food and 

snacks in retail stores, which can affect the quality of the responses. Furthermore, some 

questions about touch (temperature in the store), consumer experience and hearing as 

well may have been misunderstood by respondents. Furthermore, as our respondents 

were mostly aged from 18 to 24, reliability may be impacted as well.  

 

Hence, validity of the results obtained in the questionnaire might affect the conclusion of 

the hypothesis, and thus shape the answer to the purpose. Furthermore, the repetition 

of this experience might also affect its reliability. Further research should be done to 

confirm the reliability of the results.  

 

It is important to take into account the results that are not considered valid in the 

conclusion in order to limit their influence on the results. For further research, it is 

important to pay attention to this result. 

4- Managerial implications 

Research has observed the impact of the 5 senses, independently from one another, 

and together with sensory marketing on the customer experience. In this thesis, the 

conclusions have some managerial implications for clothing stores regarding the impact 

of senses via sensory marketing on the consumer experience. This would allow these 

stores to move towards certain senses rather than others in their marketing strategies. 

 

In itself, some senses have more impact regarding the sensory marketing following the 

research carried out in this thesis. Indeed, clothing stores, following the study of 
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consumers, should focus on two senses in particular. These two senses are the sight 

and the smell, because following the study carried out, it is the senses that most impact 

the consumers in this type of store. 

 

Concerning the olfactory sense, it is advise to use perfume in stores for example 

(Suhonen & Tengvall 2009). Moreover, concerning the sight sense, one example to do 

is to use hues or different lights in the store (Arnould,2004). 

5- Theoretical implications 

This thesis presents the verification of the influence of the senses through sensory 

marketing on the consumer experience. Results shew that each sense has an impact 

that is more or less important on the consumer behavior. Smell and touch, according to 

the results are the senses the most stirred in a clothing store. This study confirms that 

sensory marketing influences the consumer experience, and that smell involves the 

consumer a bit more (Solomon et al. 2013). Also, this study emphasizes the fact that 

sight had a positive emphasis on the consumer experience (Peter, Olson 2005, 485-

486).  

6- Future research 

This thesis results are based on a research conducted through a questionnaire 

administered to 131 people. It implies that the results are likely to be different on a 

different context, with a different sampling. It is therefore interesting and necessary to 

carry out further research on the subject, not only with regard to different combinations 

of sensory signals, but also with regard to other parameters of the consumer experience 

as well as other elements of the senses to study in this research. 

 

More discussing need for future research. It is also essential to note that it would be 

preferable to carry out more studies on each sense independently of the others, 

specifically on the taste, the touch and the hearing which in the case of our study have a 

limited impact on the consumer experience so it would be useful to know why. 
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VIII - Appendix 

 

Appendix 1: The questionnaire 
 

When I am in a clothing store I am affected by : 
Scale 

1 is Strongly disagree  
7 is Strongly agree 
 

Question 1 : Light : 

 

 
 

Question 2 : Colors : 

 
 

Question 3 : Decorations (shape of furniture...) 

 

 

When I am in a clothing store: 
Scale 

1 is Strongly disagree  
7 is Strongly agree 
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Question 4 : I appreciate when food and drinks are offered ? 

 

Question 5 : The food and drinks being offered can affect my opinion towards the 

store 

 
 

Question 6 :  the food and drinks can encourage me to purchase items in the 

store 

 

When I am in a clothing store: 
scale 

1 is Strongly disagree  
7 is Strongly agree 
 

Question 7 : I appreciate touching the clothes 

  

 

Question 8 : I appreciate touching the furniture (tables, chairs, touchscreens…) 
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Question 9 :  I am affected by the temperature of the store 

 
 

When I am in a clothing store I am affected by : 
Scale 

1 is Strongly disagree  
7 is Strongly agree 
 

Question 10 : Music 

 
 

Question 11: Indoor noises 

 
 

Question 12: Outdoor noises 

 
 

When I am in a clothing store: 
Scale 

1 is Strongly disagree  
7 is Strongly agree 
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Question 13: I am likely to walk over to smell flowers if they are displayed  

 

 

Question 14: The smell of the store has an effect on me 

 

 

Question 15: The smell of the clothes gives me an idea about its quality 

 

The consumers experience 

Scale 

1 is Strongly disagree  
7 is Strongly agree 
 

Question 16 : To go shopping is more of a pleasure rather than a task ? 

 
 

Question 17 : I go into a specific clothing store because of the ambiance inside ? 
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Question 18 : If I have an enjoyable time in a clothing store, I am more likely to 

come back ? 

 

About you 

Question 19 : How old are you ? 

 

Question 20 : What is your current professional situation? 
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Question 21 : What is your gender ? 
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Appendix 2 : SPSS DATA : 
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Appendix 3 : Source criticism  

Donovan, Robert J., and Rossiter, John (1982): Store Atmosphere: An 

Environment Psychology Approach. Journal of Retailing 58: 34–57. 

 

This source is a scientific source. This article was published in a journal call journal of retailing 

and the article is organized as a study. The authors of this article are Robert J Donovan, 

professor of marketing at New York University and John R Rossiter, professor of business at 

Columbia University. This information was published in the spring edition of the journal in 1982. 

It is an English source which was published in the United States of America. The author Mister 

Donovan .  has written 241 publication and has 10 538 citations. The goal of this article is to 

show that the store atmosphere is an environmental psychology approach to a study. The 

source has no biography. 

 

Kotler, (1973)   Atmospherics as A Marketing Tool 

This source is a documentation for managers. This article was published in a journal call journal 

of retailing and the article is organized as questions answers. The author of this article is Philip 

Kotler, he was graduated from a School of management at Evanst on, Illinois. This information 

was published in the winter edition of the journal in 1973. It is an English source which was 

published in United States of America. The author Philip Kotler is an American marketing 

author, consultant, and professor, he also has a Ph.D. from the Massachuset Institute of 

Technology. The goal of this article is to show that the atmosphere of a store can be used as a 

marketing tool. The source has no bibliography due to the fact that it is the author of a book who 

wrote it. 

 

Loya, S., Ismail, S. and Zubair Khan, M. (2018).  
 

This source is a scientific source, it was published in a journal called International Journal of 

Humanities and Social Science and the article is organized as a study. The authors of this 

article are Samiya Loya, professor, Saman Ismail, professor and Mohammad Zubair Khan, a 

research scholar. This information was published in November 2015 in the volume number 5. It 

is an English source which was published in the United States of America by Center for 

Promoting Ideas. The goal of this article is to show that the impact of In-Store display on sales, 
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through a comparative study. The source has bibliography composed of scientific sources and 

management journals. 

 

Nordfält, J. (2011) In-store Marketing, Stockholm, Forma Publishing 

Group 

This source is a book for managers, it is a reedition in English of the Swedish version, which 

could permit to expend the book at the international. The authors of this article Jens Nordfalt 

which is an assistant professor in the Stockholm school of economics. This reedition of the book 

was published in 2007. It is an English language book which was published in Sweden by 

Forma Publishing Group. This publisher is a part of a consortium of magazines in Sweden. The 

goal of this book is to explain of works the In-store marketing. 

 

Peter, J. P., & Olson, J. C. (2005). Consumer Behaviour and 

Marketing Strategy (7th ed). New York McGraw-Hill/Irwin. 

This source is a documentation for managers. This is the seventh edition of the book Consumer 

Behavior and Marketing Strategy. The authors of this book are J. Paul Peter and Jerry. C Olson. 

This information was published in the Consumer Behavior and Marketing Strategy book in 2005. 

It is written in English source and was published by McGraw-Hill in the United States of 

America. The goal of this is to give the necessary skills to consumer analyses which can be a 

tool to understand markets and developed effective marketing. The book used some reference 

but these sources are not only scientific researches. 

  

Rambert, P. (2018). Merchandising : principe et supports 

dumerchandising.  
 

This source is a website page. This article was published on a website, Ooreka.fr, which explain 

what is merchandising. The author of this article is Paule Marie Rambert which is a psychologic 

and consultant. This information was published in 2018. It is a French source which was 

published in France. Ooreka.com is known as a website which gives knowledge to everyone. 

The goal of this article is to learn to peoples the merchandising concept. The source has no 

biography. 
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