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Abstract 
Title: Sensory Marketing - Does music influence customers?  

Effects of music on customer behaviour, emotion and perceived atmosphere towards a 

specific product category 

 

Background 

A new area of research within the field of marketing have grown since the 2010’s. This 

type of marketing is called Sensory Marketing and it can be used to trigger 

subconscious emotions within consumers by using the human senses: sight, hearing, 

smell, feeling and taste. In order to make products more attractive for the customers. 

 

Purpose 

The object of this study is to conduct an experiment where music is added to a specific 

product category located in specific part of the service environment. The goal of the 

experiment is to find out if the music changes the customers perceived atmosphere, 

emotions and actual behaviour when they are being exposed to music near a specific 

product category. The study aims to increase the understanding of customers emotions, 

perceived atmosphere, quantity of products bought and how long customers stay in a 

area of a service environment that is being targeted with music. 

 

Method and theory 

Through reviews of relevant literature within Sensory Marketing twelve hypotheses was 

created, which either got confirmed or rejected after 4 days of observations and 

questionnaires done on a sample consisting of 300 customers in a service environment. 

 

Results 

Most of the hypotheses were confirmed and the results shows that there is a significant 

correlation between music and customers emotions, behaviour and perceived 

atmosphere of a specific section in a service environment.  
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1 Introduction 
 

In this chapter a short introduction of how marketing have developed throughout the years to present 

time are given. It will problematize present day marketing efforts to use human senses as a trigger to 

change how people act in different situations. The chapter finalizes with a problem question and 

purpose that meets academic standards. 

 

1.1 Background 
In the 19th-century marketing was seen as a practical field rather than an academic field with a 

theoretical foundation. Modern marketing thoughts started to develop in the early 20th-century with 

marketers such as D. Jones, George M. Fisk and James E. Hagerty (Hultén, 2015). The first courses in 

marketing was given in 1902 at University of Michigan and in 1906 at The Ohio State University 

(Sheth & Parvatiyar, 1995). For a marketer the 1910’s can be defined as the age of discovery. The 

initial research that was conducted during these years was focused on the distribution of products from 

enterprises to consumers (Bartels, 1976). After the idea of marketing as a concept was acknowledged, 

an age of integration came which that lasted throughout 1930’s to the mid of 1940’s, it was here the 

principles of marketing were first presented and generally adopted (Bartels, 1976; Kumar, 2015). To 

the mid 1950’s marketing was improved and it became a part of the managerial system (Kumar, 2015) 

and also the term marketing-mix was introduced (Borden, 1964). From the 1960’s to the 1970’s 

marketing developed with more specialized and differentiated concepts. The big change that came was 

that marketing changed to be more focused on the social issues of the society rather than the enterprise 

(Bartels, 1976; Kumar, 2015; Hultén, 2015). The 1980’s focus landed upon the findings of new 

markets with the help of empirical data which have improved throughout the 1990’s to the mid 2000’s 

with advanced computer program allowing companies to analyze customers on an independent level 

(Kulmar, 2015). After the 2000’s relationship marketing have grown and companies value the 

relationship with customers highly (O’Malley, 2014). So what if companies could use the human 

sensors to trigger emotions within customers to make them act differently? A new area of research 

within the field of marketing have grown since the 2010’s to deal with this problem. According to 

Hultén (2015) the field of sensory marketing has developed from being a relatively unknown 

conference subject to be acknowledged as an independent research area to be compared with areas like 

relationship marketing and brand building. Sensory marketing is a marketing tool to activate 

consumers senses and influence their perception, judgement and behavior. This is why sensory 

marketing can be used to trigger subconscious emotions within consumers. These triggers define the 
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consumer's perception about the product or service. Examples of these perceptions can be how 

sophisticated, modern and innovative a product feels or even the quality of the product (Krishna, 

2012). A consumer’s sensory experience is defined as an individual's perception by stimulating the 

human senses (Hultén, 2015). The human senses are: sight, hearing, smell, feeling and taste 

(Bartholmé & Melewar, 2009).  

 

1.2 Problem discussion 
Sensory marketing have numerous studies focusing on sight (e.g. Meyers-Levy & Zhu, 2008; Turley 

& Milliman, 2000; Chandon, Hutchinson,  Bradlow & Young, 2009) , taste (e.g. Phillips & 

McQuarrie, 2011; Hoegg & Alba, 2007; Biswas, Szocs, Krishna & Lehmann, 2014), touch (e.g. 

Phillips, F., Donoho, A., Keep, W.W., Mayberry, W., McCann, J.M., Shapiro, K., & Smith, D, 1997; 

Citrin, A. V., Stem, D. E., Spangenberg, E. R., & Clark, M. J, 2003; Johansson & Krnjajic, 2012) and 

smell (e.g. Gulas & Bloch, 1995; Parson, 2009; Spangenberg, Sprott, Grohmann & Tracy, 2006). 

Unlike these studies the sense of hearing have not been very well explored and it needs more research 

(Hultén, 2015). In a service environment there has just been a few studies that focuses on how hearing 

affects consumer behavior. Garlin and Owen (2006) did a study which tested how background music 

affected customers in a store. The findings showed that when slow background music played, 

customers stayed a longer amount of time while the opposite thing happened when faster music 

played. Areni and Kim (1993) also conducted a hearing study in a wine cellar, the study was done to 

see if customers that entered the wine cellar changed their behavior in some way when hearing 

classical music. The results showed that the customers spent more time within the cellar and bought 

more expensive wines when hearing classical music as compared to not hearing any music at all.  A 

third study by Cameron, Barker, Peterson and Braunsberger (2003) tested the music's effect on the 

consumers attitudes towards standing, when waiting in line. The results of this study showed that 

consumers felt a better attitude towards standing in line, when hearing music. A fourth study by 

Demoulin (2011) tested the perceptions of quality and service customers felt in a french restaurant, 

when hearing music that was suited for the restaurant compared to music that not suited the restaurant. 

The results showed that customers perceived the service and quality higher when hearing music that 

they felt matched the restaurant. A fifth study by Jacob, Guèguen, Boulbry and Sami (2009) was 

conducted to test if a music genre had any effect on the amount of flowers sold in a florist shop. They 

observed customers during three days: the first day no music was playing, the second day pop music 

was played and on the third day romantic music was played. The study found out that the florist shop 

sold more flowers when romantic music was playing. However, according to Thomson (2009) more 

research needs to be conducted within this area, since the link between music and emotions are still 



  
 

3 

unclear. This is linked to Shankar, Inman, Mantrala, Kelley and Rizley (2011) who suggests that more 

field experiments should be conducted using the elements of colors, lightning, odors or music in order 

to find out more about shoppers behavior.  

 

The previous studies conducted have shown that music affects people’s behavior when it comes to the 

amount of time spent in a shopping environment (Areni & Kim, 1993), the influence on how much the 

customers buy (Boulbry & Sami, 2009) and how much music affects their attitude in a certain 

shopping environment situation e.g. standing in line (Cameron et al. 2003). According to Hultén 

(2015) there has not been any study that examines if emotions and actual behavior of customers 

change towards one specific product and the atmosphere surrounding it, when that specific product is 

being exposed to music. Instead numerous studies have been conducted focusing on the general impact 

of music in a complete service environment. Hulten (2015) is also very keen on explaining the 

importance of how crucial it is to connect the right music to the right place, in order to create a more 

positive atmosphere for the customers. Therefore if customers are exposed to different music genres 

within a section with a specific product, we don't know if customers emotions, perceived atmosphere 

or actual behaviour change. We also don’t know if customers stay longer within a section that is being 

exposed to music or if the customers buy more in terms of quantity. 

 

1.3 Research questions 
The investigation of previous studies presented earlier in this chapter have shown that there is a 

research gap within sensory marketing regarding sound. There hasn’t been any research conducted to 

show how music are influencing the customer emotions, perceived atmosphere and actual behaviour 

when they are being exposed to music in connection with a specific product.  There hasn’t been any 

research in order to find out if one music genre influence the customers more than other music genres. 

These findings leads to the two following problem questions: 

 

RQ1: Does music make any difference when it comes to customers emotions, perceived atmosphere 

and actual behaviour towards one specific product in a service environment? 

 

RQ2: Which music genre is the most influential when it comes to affect customer emotions, perceived 

atmosphere and actual behaviour towards one specific product in a service environment?   
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1.4 Purpose  
The object of this study is to conduct an experiment where music is added to a specific product 

category located in specific part of the service environment. The goal of the experiment is to find out if 

the music changes the customers perceived atmosphere, emotions and actual behaviour when they are 

being exposed to music near a specific product category. The study aims to increase the understanding 

of customers emotions, perceived atmosphere, quantity of products bought and how long customers 

stay in a area of a service environment that is being targeted with music. 

 

 

1.5 Delimitations 
We have limited this study to the coffee category since it’s a common product that is frequently 

purchased. It would have been difficult to check more than one product category in this study due to 

the limited time we had. 
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2 Theory 
This chapter gives a short introduction to sensory marketing and examines the sense of sound. The 

theory focus are laying on how customers are or are not being affected by music in a service 

environment. The chapter ends with the author's summary of the theories. 

 

2.1 In-store innovations 
There has been a constant development of innovation within the retail stores and through these 

innovations a new kind of marketing has emerged. This marketing according to Shankar, Inman, 

Mantrala, Kelley and Rizley (2011) is called shopper marketing and unlike the traditional way of 

marketing, shopper marketing is all about target the shoppers while they are in their shopping mode. 

Shankar et al. (2011) further explains that shopper marketing’s focus is to attract shoppers to products 

through giving them different kinds of sensory experiences. Whilst the traditional way of marketing is 

more aimed to understand the consumer and their consumption behaviours. Shopper marketing that 

uses the sensory experiences to intrigue consumers buying behaviour can also be called Sensory 

marketing. 

 

2.2 Sensory marketing 
Sensory marketing as an independent research field that have gained a lot of interest among 

researchers and marketers in the past five years (Achrol & Kotler, 2012; Hultén 2011, 2012; Krishna, 

2011, 2013; Spence, Puccinelli, Grewal & Roggeveen, 2014). According to Hultén (2015) 

consumption in an ordinary context is when a person consume services and goods, however in a 

marketing context consumption is different. Schultz (2007) describes marketing as a form of fruitful 

relationship between a company and a customer that aims to deliver value experience to the customer. 

McDaniel, Lamb and Hair (2008) together with Hooley, Percy and Nicoulaud (2008) research are also 

giving attention to the notion that marketing's main focus is to deliver value experience to the 

customer. Hultén (2015) means that different activities are needed in a service environment to 

stimulate customers needs and expectations of a product or a brand. This is in correlation with Brakus, 

Schmitt and Zarantonello (2009) statement that customers are affected by brand stimuli for example 

different sensations, feelings and behaviors are triggered when exposed to different brands. Product or 

brand stimuli can be triggered with the use of senses; sound, sight, touch, smell and taste. The senses 

can be used independently or act together to affect customers purchasing behaviors in service 

environments and in other places (i.e.  Garlin & Owen, 2006; North, Hargreaves & McKendrick, 1999; 

Areni & Kim, 1993; Peterson & Braunsberger, 2003). Krishna (2012) defines sensory marketing as a 

marketing method that engages consumers senses and affects their perception, judgement and 
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behavior. The author means that senses can be used to awake subconscious feelings lying within 

consumers by using senses as triggers to make the consumer act in a certain way. This is due to the 

fact that sensory marketing can be used to fulfill consumers self generation in a whole other spectrum 

than what’s possible for verbally provided adverts (Krishna, 2012). 

 

2.3 The sense of sound 
According to Alpert et al. (2005) sound works as a stimulus that has positive effects on consumers. 

When music is used in a commercial setting it can impact emotions that increases the likelihood of 

purchasing. Music is considered as the shorthand of emotions and mood music is one example of how 

it is used on consumers (Kellaris and Kent, 2001). Used in the right way, music can be used to 

influence consumers mood and perception towards specific brands and make them more attractive for 

the customers. An attraction, which will lead to the customer's decision to buy the product (Gorn et al. 

1997). North, Hargreaves and McKendrick (1999) did a study which tested if different music types 

affected consumers decisions regarding wine purchases, the music types chosen was French music and 

German music. The study results were that when French music played, French wine sold better in 

terms of quantity. The same findings were discovered when German music played, making the 

German wines sell better. 

 

H1d: The sound of music makes consumers buy more in terms of quantity of the specific product, 

compared to when not hearing any music at all. 

 

How people perceive sounds is highly individual and because of that all people can not like the same 

sounds. Therefore it leads to the fact that different sounds create different reactions, which varies from 

person to person (Rossing et al. 2002). It’s not only music that affects the behavior of consumers, but 

the human voice can also impact consumers (Peck and Childers, 2008). A voice with the right pitch 

and speed can be used to reinforce emotions in advertising messages (Schiffman, 2001). 

 

H5a: The sound of “classical music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

 

H5b: The sound of “lounge music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  
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H5c: The sound of “epic music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

 

2.3.1 Music congruence 
Sound adds on to the perceived experience a consumer over-all feel towards a service environment 

(Hultèn, 2015). Therefore it is very important that when customers enters a service environment hear 

music they feel matches that particular service environment (Vida, Obadia & Kunz, 2007).  

 

H4a: The sound of “classical music” makes consumers stay longer in the section of the store, where 

the one specific product is located, compared to the other three groups.  

 

H4b: The sound of “lounge music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

 

H4c: The sound of “epic music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

 

 

It is about matching the right sound to the right environment in order to create the perfect atmosphere 

for the consumers. The sound often takes the form of music and therefore it is about matching the 

music to the atmosphere (Hultèn, 2015).  

 

H1a: The sound of music makes consumers perceive a more positive atmosphere in the section, where 

the one specific product is located, compared to when not hearing any music at all. 

 

H2a: The sound of “ classical music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

 

H2b: The sound of  “lounge music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to the other three groups. 

 

H2c: The sound of “epic music” makes consumers perceive a more positive atmosphere in the section, 

where the one specific product is located, compared to the other three groups. 
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Demoulin (2011) did an experiment where he one day in a french restaurant played non-congruent 

music and the other day congruent music. During these days he observed how long the customers 

stayed in the restaurant, and then compared the times from the two days against each other. He also 

asked the customers during these two days how they experienced the quality and service in the 

restaurant. The results showed that when the congruent music played the customer stayed longer, and 

felt a higher level of quality and service. Compared to the day when non-congruent music played. 

Congruent music works as symbolic information that is connected to the product being sold. Two 

examples of  when a store could use it is: sailor songs in a shop that sells products related to the sea or 

classic music in a store which sells prestigious wines (Jacob, Guèguen, Boulbry & Sami, 2009). 

 

H1c: The sound of music makes consumers stay longer in the section of the store, where the one 

specific product is located, compared to when not hearing any music at all. 

 

2.3.2 Music as a trigger 
Coker (1972) suggests that music is associated to certain emotions. Which emotion it is has no natural 

relations and are highly personal from individual to individual. Merriam (1964) did a study on a tribe 

in Congo, where he asked them the question why they made music? The answers to this question 

suggested that most of them make music in order to evoke happiness and feelings of joy. However 

some music pieces are also done in order to evoke sadness, such as funeral music. DeNora (2001) did 

an observation where she looked at when the middle-aged British women used music. The results from 

these observations showed that the British women used music in their everyday life and it was listened 

to in order to maintain a state of feeling and body energy (i.e. relaxation, excitement) or to get rid of 

emotional stress. Music and emotions has not got any clear connection between each other (Thompson, 

2009). However there is no doubt that music influences a person's emotional stage (Hultén, Broweus & 

van Dijk, 2011). According to Hultén, Broweus and van Dijk (2011) a person can go from a negative 

emotion mindset to a more positiv one, when just listening to a song that evokes these positive 

feelings. 

 

H1b: The sound of music makes consumers have more positive emotions in the section, where the one 

specific product is located, compared to when not hearing any music at all. 

 

H3a: The sound of  “classical music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 
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H3b: The sound of “lounge music” makes consumers perceive a more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 

 

H3c: The sound of “epic music” makes consumers have more positive emotions in the section, where 

the one specific product is located, compared to the other three groups. 

 

2.3.3 Sensory overload 
According to research conducted by Steenkamp and Baumgartner (1992), there can be too much 

stimulation in a shopping environment. In one study by Morrin and Chebat (2005) it became evident 

that both sound and smell decreased the amount of money that consumers spent. When only sound was 

used the customers actually spent more than they did when both sound and smells were used. 

According to Steenkamp and Baumgartner (1992) too much stimulation of the human senses can deter 

consumers from visiting a store. Krishna (2011) prefers to call this phenomenon satiation and 

compares it to eating too much dessert. Eventually the person exposed to too much sensory stimulation 

or someone having too much dessert will get sick of it.  

 

2.4 Summarization of Hypotheses 
H1a: The sound of music makes consumers perceive a more positive atmosphere in the section, where 

the one specific product is located, compared to when not hearing any music at all. 

H1b: The sound of music makes consumers have more positive emotions in the section, where the one 

specific product is located, compared to when not hearing any music at all. 

H1c: The sound of music makes consumers stay longer in the section of the store, where the one 

specific product is located, compared to when not hearing any music at all. 

H1d: The sound of music makes consumers buy more in terms of quantity of the specific product, 

compared to when not hearing any music at all. 

 

H2a: The sound of “ classical music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

H2b: The sound of  “lounge music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to the other three groups. 

H2c: The sound of “epic music” makes consumers perceive a more positive atmosphere in the section, 

where the one specific product is located, compared to the other three groups.  
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H3a: The sound of  “classical music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 

H3b: The sound of “lounge music” makes consumers perceive a more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 

H3c: The sound of “epic music” makes consumers have more positive emotions in the section, where 

the one specific product is located, compared to the other three groups. 

 

 

H4a: The sound of “classical music” makes consumers stay longer in the section of the store, where 

the one specific product is located, compared to the other three groups.  

H4b: The sound of “lounge music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

H4c: The sound of “epic music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

 

H5a: The sound of “classical music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

H5b: The sound of “lounge music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

H5c: The sound of “epic music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  
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2.4.1 Models based on the hypotheses  

Based on previous studies and research we have created 2 new models that illustrates how music 

affects customers in a service environment. 

 
Figure 1.0 Model that shows how music effects customers in a service environment. Own design. 
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Figure 1.1 Model that shows how lounge, epic and classic music affects customers in a service 

environment in contrary to no music at all. Own design. 
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3 Method 
This chapter presents the methods used for the data gathering process. It will give a clear 

understanding of the approach used for the primary and secondary data gathering process.  

 

3.1 Deductive research 
This type of research according to Bryman and Bell (2011) is built upon the notion that the researcher 

starts with already existing theories, and through those theories generates a number of hypotheses. 

These hypotheses are then compared to the empirical data that the researcher has gathered, and either 

becomes confirmed or rejected. This research is going to do the same by creating a number of different 

hypotheses which are generated through the theories in Sensory Marketing. Then the hypotheses will 

be compared to the results of our empirical data gathering and will either be rejected or confirmed. 

 

3.2 Conclusive research 
We are going to using a conclusive research strategy since this type of research aims to verify 

hypotheses (Sekaran & Bougie, 2009). Our study is going to use hypotheses in order to find out if 

sound as a sensory cue has an impact on a consumer's shopping behaviour. Therefore if our hypotheses 

are confirmed, we can advise the retail manager to consider start using sound as a sensory cue in the 

future.  

 

3.3 Experimental design 
Experimental design let us in to study the impact of music in a real environment. In a controlled 

environment the participants are aware that they are being studied and therefore they may not act as 

they would in an normal situation (Bryman & Bell, 2011). For this study it’s important that the studied 

groups have their normal behavior, since researchers don’t want to influence the different observed 

groups behavior.  

 

3.3.1 Field experiment 
Field experiment is when you as a researcher leaves the controlled laboratory environment and conduct 

your research in a real-life setting, e.g. a workplace or a mall (Bryman & Bell, 2011). We have decided 

to do a field experiment in a grocery store for this study in order to study the real world instead of a 

controlled environment. The downside to field experiments is that it’s more difficult to control the 

different variables.  
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3.3.2 Music genres and limitations accordingly 
The music genres we are going to use are: classical music, lounge music and epic music. Due to time 

limitations of the experiment it would have been impossible to test all music genres so we followed 

earlier studies and limited this study to three different genres we thought to be interesting and variated 

to our specific product category. We also had the idea of using “Spotify Top 50 in the world” since it’s 

a list containing among the most played music right now. But according to Steenkamp and 

Baumgartner (1992) and Krishna (2011) too much of the same stimulation can lead to a negative 

mindset and make a customer leave the store. Out of that reason we believe it would be 

counterproductive to use “Spotify Top 50”, since it’s a list containing music playing on almost every 

radio station and could cause the effect of sensory overload described by Steenkamp and Baumgartner 

(1992) and Krishna (2011).  

 

3.3.3 Quasi-experimental design & Sampling 
This empirical study is based on an quasi-experimental design, which is when you have one or more 

experimental groups and one control group. The experimental groups will be affected by something 

that the control group are not exposed to, and then the different reactions between the experimental 

groups and the control group will be analyzed (Cohen & Manion, 1995). In our study we will use a 

convenience sample, which means that we are going to use the shoppers who are available to us at the 

time of the experiment (Bryman, 2007). Our sample of shoppers are divided into a control group 

(n=75), an experimental group 1 (n=75), an experimental group 2 (n=75) and an experimental group 3 

(n=75), which adds up to a total of 300 shoppers. In this sample, we have both female and male 

shoppers, between the ages 20-80. The study is going to be done on 4 days, from 2 p.m. - 7 p.m. In the 

coffee section of an ICA Maxi store. The reason for choosing this particular store is because it has a 

large flow of customers. This makes sure that we can get a large enough sample for the study. During 

the time of our experiment ICA Maxi will have a special offer on the coffee, where if the customers 

buy three packages of coffee they will get them for a reduced price.  
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Map 1.0 The coffee section that we are going to do our experiments in are 12 meters long, and there 

are five openings leading the customers into the section. Own design. 

 

 
 Picture 1.0 viewing the left and right side of the coffee section. 
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Picture 1.1 Picture showing two of the stands in the coffee section 

 

Each experimental group is observed for one day, and before them the control group is also going to be 

observed for one day. During the observations a speaker is put in the coffee section, which is going to 

play different kinds of music genres for each of the experimental groups. The control group is going to 

be observed without a speaker and therefore no music genre is going to be heard. The different groups 

and genres are: 

 

1. Experimental group 1, is going to hear music that is categorized within the genre “Classical music” 

2. Experimental group 2, is going to hear music that is categorized within the genre “Lounge music” 

3. Experimental group 3, is going to hear music that is categorized  within the genre “Epic music” 

 

This whole research is being done in order to see if the music that is played within the coffee section 

encourage the consumers to pay more attention to the section, and make the consumers buy more 

coffee. We will also do it in order to find out if the sound of music affects the customers emotions and 

perceived atmosphere of the section. Since it is proven by previous studies (i.e. Garlin & Owen, 2006; 

North, Hargreaves & McKendrick, 1999; Hultèn, 2015; Areni & Kim, 1993; Peterson & Braunsberger, 

2003) that music has a correlation with consumers actual behaviour, perceived atmosphere and 

emotions. 
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3.3.4 Music genres, playlists and specific dates for experiment 

According to The Free Dicitonary (2015) classical music are music composed from the late 

eighteenth and early nineteenth centuries, with progress of sonata with for example composers as 

Mozart.  

 

The URL to the classical music playlist we have used can be found on this address and were 

played on the 29th of April, 2015: 

https://open.spotify.com/user/spotify/playlist/3J3mTk0N0NzDOFgnp67Z75 (2015-04-29) 

 

Epic music can be described as an dramatic composostion that reminds of a extended narrative 

poem that honours heroic victories (The Free Dictionary, 2015).  

 

The URL to the epic music playlist we have used can be found on this address and were played 

the 03rd of May 2015: 

https://open.spotify.com/user/12132742009/playlist/0C1xOlXjCWiPSu7cTFeXg0 (2015-05-03) 

 

Lounge music are according to The Free Dictionary (2015) music played at cocktail loungesand 

influenced by jazz and swing. 

 

The URL to the lounge playlist we used for Lounge music can be found on the address below 

and were played on the 02nd of May, 2015: 

https://open.spotify.com/user/1117609645/playlist/12nJ27wyhRVDBAxPo2ldk2 (2015-05-02) 

 

The control group experiment, were no music were played, was done at the 28th of April, 2015. 

 

3.4 Observations 
Observations is when you participate in a specific environment and register the behaviour of the people 

you observe (Kylèn, 2004). There are two different kinds of observations and they are either structured 

or unstructured (Björndal, 2005). We are going to use structured observations, because we already 

have set categories to observe. When you have a set number of categories, it’s called an observation 

schedule. It is very important that the set categories in the observation schedule are not too similar to 

each other, so the observer easily can make a distinction between the different categories (Björndal, 

2005). 
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3.4.1 Observation Schedule (Variables) 
This observation schedule is based on what we are going to observe, so if one person we observe are in 

the coffee section by themselves we label them as single. The same principle is applied when label an 

age on someone. 

 

Male or Female 
Age 
Shopping with or without spouse/children 
Time spent walking in coffee section 
Time spent standing still in the coffee section 
Number of coffee packages purchased 

 

3.5 Dependent and independent variables 
A dependent variable is a variable that change when they are subjected to different factors (Bryman & 

Bell, 2011). In this case things like time spent walking in the coffee section, time spent standing still in 

the coffee section and number of coffee packages purchased are examples of dependent variables. 

These things, their emotions and how the customers perceive the atmosphere in the coffee section are 

what we are trying to change by playing different types of music.  

 

An independent variable is something that can’t be changed by other variables and factors (Bryman & 

Bell, 2011). Independent variables in this study is the gender of the customer, their age and whether or 

not they are shopping alone or in the company of others. 

 

 

3.6 Customer Survey  
We are not going to have any interaction with the customers as long as they are being observed. 

However to those of the customers who are observed we are going to ask a few follow up questions 

when they leave the area of observation. To get a better understanding about how customers perceive 

the music being played in the coffee section, we are going to ask all of these customers to answer a few 

questions from a survey. To minimize the risk of customers declining to participate, they are 

guaranteed anonymity. When people know that they are answering questions anonymously they are 

more likely to participate in a survey (Bryman & Bell, 2011). The questions in this survey are also 

quite few, so it will not take a long period of time for the respondents to answer. We are going to use a 

few yes and no questions mixed with a few likert-scale questions. The likert-scale questions are 

questions that range on a 1-7 point scale (Bryman & Bell, 2011), where the 1 stands for a negative 

statement and 7 for a positive statement.  



  
 

19 

 

This survey is done in order to ensure that the customers actually heard and noticed the music. At the 

same time we are only including customers that both where observed and answered the survey. When 

we are going to ask people to answer the survey, we are also going to tell them that we have been 

observing them. If the customers don't agree to answer the survey their observation will not count. 

Therefore all customers who answers the survey is going to be aware that they have been observed, so 

the study will follow the rules from an ethical standpoint (Bryman & Bell, 2011). 

 

3.6.1 Survey questions and Operationalization 
We are going to start our survey by asking the observed customer if they heard any music in the coffee 

section. The reason for this question is to determine if the control group versus the three manipulated 

groups noticed any music while in the coffee section. Our expectations are that the control group 

shouldn’t hear any music while the manipulated groups should hear it. If they in any group answers 

“Yes” to the first question they are going to be asked two more questions in order to determine if they 

feel that the music is appropriate for coffee, and if they feel that the music was pleasant. These 

questions are important since Vida, Obadia and Kunz (2007) implies that it’s important for customers 

to hear the “right” music for the “right” service environment. 

In the next set of questions the respondents are going to be asked questions relating to the customer’s 

perception of the atmosphere in the coffee section. In order to find this out they are going to be asked 

if they perceive the coffee section as attractive, comfortable, modern, appealing, positive as well as 

how the overall experience, quality and value is on a scale of 1-7, where 1 represents a low value and 7 

a high value. The reason for these questions are to identify if the music and its different genres have 

any impact on the customer's perception of these variables, and therefore the atmosphere. These 

questions are based on Hultén (2015) and Vida, Obadia and Kunz (2007) which all suggests that 

customer’s experiences can change while adding sound to a service environment. 

The last section of questions have to do with the customers emotions while staying in the coffee 

section. These questions are important because according to Coker (1972) music is connected with 

certain emotions and that these emotions are very independent from person to person. Merriam (1964) 

concludes that music can induce different feelings which ranges from happiness to sadness. Also 

Hultén, Broweus and van Dijk (2011) findings show that music can make a person go from a negative 

feeling to a positive one when listening to music. The questions the groups are going to be asked to 

describe while walking in the coffee section are: if they did feel relaxed, calm, satisfied and happy. 

These questions are also on the scale of 1-7 were 1 represents a low value and 7 a high value. 
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Apart from the questions in the survey we are also going to do a few observations. These observations 

are going to be on the number of packages bought. The reason for this choice of observation is because 

of Jacob et al. (2009) study, which shows that when a special genre of music was played in a florist 

shop more flowers was bought. We want to find out if Jacob et al. (2009) findings have the same effect 

in a service environment and more specific in a coffee section of a service environment. The other 

thing that we are also observing is if the time customers spent in the coffee section changed while we 

were playing different genres of music. The reason for this observation is because of Demoulin (2011) 

study which shows that when french music was playing in a french restaurant customers stayed longer. 

We want to find out if any music genre that we are using has the same result as Demoulin (2011) 

study. 

 

3.7 Validity 
Validity is an important criteria when it comes to research. There are different types of validity to take 

into consideration when research is conducted. The first one that is called measurement validity is used 

to make sure that what is measured is relevant for the study (Bryman & Bell, 2011). In this study we 

are going to measure the amount of time customers spend in the coffee section of a grocery store when 

hearing music, compared to when not hearing any music at all. We will also during this time play 

different kinds of  genres such as classical, lounge and epic. How many packages of coffee that is 

being purchased compared to music genre is also being measured. Other factors are gender, if they are 

shopping by themselves or have someone with them and their age.  

 

Internal validity is about the causal relationship between different variables and if conclusions can be 

drawn from them. For example if it is certain that variable x causes variations in variable y (Bryman & 

Bell, 2011).To find out if there are correlations between the different variables in this study we are 

going to analyse the findings in SPSS. When an Anova-test is conducted in SPSS it will show if the 

correlation between different variables is sufficient. We will present these results further on in the 

analysis. The factor that has an impact on another variable is called the independent variable. The 

actual effect is called the dependent variable (Bryman & Bell, 2011). 

 

External validity is if the results of a study can be generalized and therefore used in other settings than 

the research context (Bryman & Bell, 2011). Because we have a fairly large sample observing and 

interviewing 300 people it should be enough to represent the common population. This is the reason 

that we have decided to use such a large sample in this study. 
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Ecological validity concerns if a study really captures a natural setting. If the researcher intervenes too 

much in the setting that is being studied and therefore creates an unnatural setting, the research is 

ecologically invalid (Bryman & Bell, 2011). This study will be done observing people in a shopping 

environment without them knowing it, before we ask them further questions about their shopping 

experience. This will assure that the study becomes ecologically valid. 

 

3.7.1 Manipulation check 
A manipulation check is carried out to make sure that the experimental groups have been influenced by 

the manipulation (Mattila & Wirtz, 2001). To make sure the respondents heard the music we will start 

by simply asking if they did hear the music or not. To get a basis for comparison between the control 

group and the experimental groups questions about the atmosphere in the coffee section and the 

customers emotions will be asked. This will be done by using a Likert scale from 1-7 where 1 

represents a very bad experience and 7 represents a very good experience. We will also use the amount 

of time the consumer spent in the coffee section and how many packages they bought from our 

observations.  

 

3.8 Reliability 
Reliability refers to how consistent the concept that is being measured is. Stability considers if a what 

is being measured is stable over a longer period of time (Bryman & Bell, 2011). It is very unlikely that 

people will stop listening to music and the genres we have decided to use are relatively timeless which 

should make this study holds up pretty well against time. 

 

Internal reliability is about if scores of an indicator is related to the scores of another indicator 

(Bryman & Bell, 2011). In this study we will ask a set of questions related to their experience in the 

coffee area of a grocery store. It is likely that different indicators in this study are related. For example 

if a person is in a good mood it can be more likely to influence whether or not to have a more positive 

feeling toward the coffee area in general..  
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4 Results and Analysis 
In this chapter the results are presented from the empirical data gathering, through results from a 

Frequency test and an ANOVA-test, which was done in SPSS. The results from each hypothesis are 

also presented and if they are rejected or confirmed. 

 

During our experiment we observed and asked survey questions to 300 customers in the coffee section 

on ICA Maxi. The average time customers spent in the coffee section, the quantity they bought, and 

the average answers to the survey questions are summed up in the table below. Each column represents 

the average answers of each group (75 customers in each group). The average answers is the results 

from a Frequency test (Appendix C) done in SPSS. The average answer in the control group is based 

on the few people that said they heard music being played despite the fact that we didn’t expose that 

group to any music. 

 

Questions Scale Control Group Classical  
Group 

Lounge 
Group 

Epic Group 

Age: - 48.6 46.33 47.7 43,67 

Gender: - Male: 24 
Female: 51 

Male: 34 
Female: 41 

Male: 32 
Female: 43 

Male: 36 
Female: 39 

Relations: - With child: 6 
Without  
child: 15 

With child: 
1 
Without 
child: 11 

With child: 
2 
Without  
child: 15 

With child: 3 
Without  
child: 11 

Single: - With child: 3 
Without  
child: 51 

With child: 
7 
Without 
child: 56 

With child: 
10 
Without  
child: 53 

With child: 9 
Without  
child: 52 

Did you hear any 
music in the coffee 
section? 

- Yes: 4 
No: 71 

Yes: 61 
No: 14 

Yes: 68 
No: 7 

Yes: 70 
No: 5 

Did you think that the 
music was appropriate 
in the coffee section? 

(Not at all)  
1-7  
(Definitely) 

 
4,5 

 
4,26 

 
4,53 

 
4,0 

Did you perceive the 
music as pleasant?  

(Not at all)  
1-7  
(Definitely) 

 
4,25 

 
4,52 

 
4,55 

 
4,1 

a: How do you rate the 
atmosphere in the 
coffee section? 

(Negative) 1-7  
(Positive) 
 

 
4,4 

 
4,92 

 
4,98 

 
4,75 

 
b: How do you rate the      
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atmosphere in the 
coffee section? 

(Unattractive)  
1-7 
 (Attractive) 

4,32 4,95 5,01 4,79 

c: How do you rate the 
atmosphere in the 
coffee section? 

 
(Uncomfortable)  
1-7 (Comfortable) 

 
4,24 

 
4,89 

 
4,97 

 
4,88 

d: How do you rate the 
atmosphere in the 
coffee section? 

(Very bad 
experience)  
1-7 
 (Very good 
experience) 

 
4,36 

 
4,96 

 
4,76 

 
4,99 

e: How do you rate the 
atmosphere in the 
coffee section? 

(Unmodern)  
1-7  
(Modern) 

 
3,92 

 
4,75 

 
4,15 

 
5,12 

f: How do you rate the 
atmosphere in the 
coffee section? 

(Rejecting)  
1-7  
(Appealing) 

 
4,27 

 
4,9 

 
4,92 

 
4,96 

g: How do you rate the 
atmosphere in the 
coffee section? 

(Low quality)  
1-7  
(High quality) 

 
5,11 

 
5,22 

 
4,97 

 
4,92 

h: How do you rate the 
atmosphere in the 
coffee section? 

(Low value)  
1-7  
(High value) 

 
5,24 

 
4,9 

 
5,04 

 
4,65 

a: How would you 
describe your 
emotions, when you 
were in the coffee 
section? 

(Not at all relaxed)  
1-7  
(Very relaxed) 

 
3,99 

 
4,81 

 
5,16 

 
4,51 

 

 
b: How would you 
describe your 
emotions, when you 
were in the coffee 
section? 

 
(Not at all calm) 1-7  
(Very calm) 

 
3,92 

 
4,76 

 
5,25 

 
4,72 

c: How would you 
describe your 
emotions, when you 
were in the coffee 
section? 

(Unsatisfied)  
1-7  
(Satisfied) 

 
4,43 

 
5,2 

 
5,44 

 
5,54 

d: How would you 
describe your 
emotions, when you 
were in the coffee 
section? 

(Sad)  
1-7  
(Happy) 
 

 
4,64 

 
5,4 

 
5,51 

 
5,57 

Time spent walking in 
the coffee section. 

 
- 

19,53 sec. 12,85 sec. 33,23 sec. 16,07 sec. 

Time spent standing in  26,85 sec. 30,2 sec. 29,83 sec. 45,3 sec. 
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the coffee section. - 

Number of coffee 
packages purchased. 

 
- 

2,12 2,43 2,24 2,15 

Table 1. Results from Frequency test, own design. 

 

The results from the empirical investigation has also been processed through an ANOVA-test 

(Appendix B). The results from the ANOVA-test has then been divided up below, and categorized 

under our three first hypotheses (H1a-H1c). The data from the ANOVA that points to best reject or 

confirm each hypothesis, can be seen under each hypothesis.  

 

The same distinction and categorization has been done to our remaining twelve hypotheses (H2a-H5c) 

with the results of the Frequency-test above. 

H1a: The sound of music makes consumers perceive a more positive atmosphere in the 
section, where the one specific product is located, compared to when not hearing any music 
at all. 

Question F-value Significance-value 
4a.How do you rate the 

atmosphere in the coffee 

section? 

 
 

5,022 

 
 

0,001 

4b.How do you rate the 

atmosphere in the coffee 

section? 

 
 

7,329 

 
 

0,000 

4c.How do you rate the 

atmosphere in the coffee 

section? 

 
 

8,684 

 
 

0,000 

4d.How do you rate the 

atmosphere in the coffee 

section? 

 
 

6,280 

 
 

0,000 

4e.How do you rate the 

atmosphere in the coffee 

section?  

 
 

22,634 

 
 

0,000 

4f.How do you rate the 

atmosphere in the coffee 

section? 

rejecting/appealing 

 
 

8,261 

 
 

0,000 
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4g.How do you rate the 

atmosphere in the coffee 

section? 

low quality/high quality 

 
 

1,330 

 
 

0,155 

4h.How do you rate the 

atmosphere in the coffee 

section?  

low value/high value 

 
 

4,542 

 
 

0,004 

 
Table 2. Results from ANOVA F value, own design. 

 

The F value has to be fairly high in order to be significant and is related to the Sig value. If the 

significance has a value lower than 0,05, it means that there is a significance. In this case there is a 

significance on almost all the variables. Scoring 0,000 or very close to it shows that the sound of music 

do make the customers perceive a more positive atmosphere in the coffee section. The only thing that 

music failed to impact was how customers perceive quality with a significance level of 0,155 which 

shows that there is no significance at all. Despite this there is a significance on all the other factors 

related to the atmosphere which shows that the hypothesis is confirmed. 

 

4. How do you rate the atmosphere in the coffee section? (Frequency) 

 
 
Average score on  a scale from 1-7 on all 
questions related to the atmosphere (a-h): 
 

Control group 
 
4,48 

Experimental groups 
 
4,89 

Table 3. Results from Frequency test, own design. 

 

As you could see the results from the ANOVA showed that their was a connection between the 

perceived atmosphere and hearing music. This was also shown in the results from the frequency test, 

which showed that the customers in the music groups scored an average of 0,41 higher than the non 

music group. Therefore the hypothesis are also confirmed through this frequency test. 
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H1b: The sound of music makes consumers have more positive emotions in the section, where the 
one specific product is located, compared to when not hearing any music at all. 

Question F-value Significance-value 
5a. How would you describe 
your emotions, when you were 
in the coffee section? 
not at all relaxed/very relaxed 

 
18,012 

 
0,000 

5b. How would you describe 
your emotions, when you were 
in the coffee section? 
not at all calm/very calm) 

 
23,423 

 
0,000 

5c. How would you describe 
your emotions, when you were 
in the coffee section? 
unsatisfied/satisfied 

 
21,715 

 
0,000 

5d. How would you describe 
your emotions, when you were 
in the coffee section? 
sad/happy 

 
15,917 

 
0,000 

 

 Table 4. Results from ANOVA F value, own design. 

 
With a significance level of 0,000 on all the different factors associated with emotions it becomes 

evident that music has a positive influence on customers emotions in the coffee section. This means 

that the hypothesis is confirmed. 

 

5. How would you describe your emotions, when you were in the coffee section? 
(Frequency) 

 
 
Average score on  a scale from 1-7 on all 
questions related to the emotions (a-h): 
 

Control group 
 
4,24 

Experimental groups 
 
5,15 

Table 5. Results from Frequency test, own design. 

 

Through the ANOVA the hypothesis was confirmed, and was also confirmed by doing a Frequency-

test. Because on the question connected to the customers emotions, they scored a 0,91 higher score in 

the groups who were exposed to the music, compared to the group which was not exposed. 

 

 

H1c: The sound of music makes consumers stay longer in the section of the store, where the one 

specific product is located, compared to when not hearing any music at all. 
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H1c: The sound of music makes consumers stay longer in the section of the store, where the one 
specific product is located, compared to when not hearing any music at all. 

Question F-value Significance-value 
Time spent walking in the 
coffee section (sec.) 

17,613 0,000 

Time spent standing in the 
coffee section (sec.) 

4,126 0,007 

 

Table 6. Results from ANOVA F value, own design. 

 

The significance is lower in this case than 0,05 which proves that there is a significance between the 

sound of music and how long the consumers stay in the coffee section. This means that the hypothesis 

is confirmed. 

 

Time spent in the coffee section (Frequency): 

 
 
Walking (sec.): 
 

Control group 
 
19,53 

Experimental groups 
 
20,71 

 
Standing still (sec.): 
 

 
26,85 

 
35,11 

Table 7. Results from Frequency test, own design. 

 

It is also possible to see the difference between the control group and the experimental groups in the 

table above. The reason that there is less significance when the customers are standing still despite the 

bigger average difference is likely because one of the experimental groups (epic) has much higher 

average time than the other groups. The hypothesis is however still confirmed due to the differences in 

time between the control group and the experimental groups. 
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H1d: The sound of music makes consumers buy more in terms of quantity of the specific product, 

compared to when not hearing any music at all. 

 

  Sum of Squares df Mean Square F 

Number of coffee packages the 

customer purchase 
Between Groups 4,333 3 1,444 1,391 

Within Groups 307,333 296 1,038   

Total 311,667 299     

Table 8. Results from ANOVA F value, SPSS design. 

 

  Sig. 

Number of coffee packages the customer purchase Between Groups ,246 

Within Groups   

Total   

Table 9. Results from ANOVA Significance value, SPSS design. 

 

The significance level when it comes to how many packages of coffee the customers bought are much 

higher than 0,05. This means that there is no significance between the sound of music and the quantity 

that is being sold. Therefore this hypothesis is rejected. It may be important to know that the store had 

a special offering if customers bought three packages of coffee during our observations. 

 

Number of coffee packages purchased (Frequency): 

 
 
Quantity: 
 

Control group 
 
2,12 

Experimental groups 
 
2,27 

Table 10. Results from Frequency test, own design. 

 

There was a small difference when it came to the results of the Frequency test. However because the 

ANOVA rejected the hypothesis it is considered a too small of a difference. Therefore the hypothesis 

is rejected here as well.  

 



  
 

29 

 

H2a: The sound of “ classical music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

H2b: The sound of  “lounge music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

H2c: The sound of “epic music” makes consumers perceive a more positive atmosphere in the section, 

where the one specific product is located, compared to to the other three groups. 

 

Average atmosphere score 

Control group Classical group Lounge group Epic group 

4,48 4,8 4,78 4,7 

Table 11. Results from Frequency-test, own design. 

 

The results from the Frequency test shows that when the customers heard the “classical music” they 

experienced the most positive atmosphere, because that group got an average score of 4,8. Therefore 

H2a is confirmed. The group that got exposed to the “Lounge music” scored the second highest with a 

score of 4,78. Therefore the hypothesis H2b is rejected. The lowest of the music genre scores was done 

by the group  who got exposed to the “epic music” with 4,7. Therefore H2c is also rejected. However 

all three music groups still scored higher, than the control group, which did not have any music at all. 

 

H3a: The sound of  “classical music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 

H3b: The sound of “lounge music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to compared to the other three groups. 

H3c: The sound of “epic music” makes consumers have more positive emotions in the section, where 

the one specific product is located, compared compared to the other three groups. 

 

Average emotion score 

Control group Classical music Lounge music Epic music 

4,25 5,04 5,34 5,09 

Table 12. Results from Frequency-test, own design. 
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The results from the Frequency test shows that when the customers heard the “classical music” they 

experienced the most positive atmosphere, because that group got an average score of 5,04. Therefore 

H3a is confirmed. The group that got exposed to the “Lounge music” scored the second highest with a 

score of 5,34. Therefore the hypothesis H3b is rejected. The lowest of the music genre scores was done 

by the group  who got exposed to the “epic music” with 5,09. Therefore H3c is also rejected. However 

all three music groups still scored higher, than the control group, which did not have any music at all. 

 

H4a: The sound of “classical music” makes consumers stay longer in the section of the store, where 

the one specific product is located, compared to the other three groups.  

H4b: The sound of “lounge music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

H4c: The sound of “epic music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

 

In order to confirm or reject the three hypotheses above (H4a-H4c) we have done a Frequency test in 

SPSS on each of the groups. The results of this frequency test can be seen in the table below. The 

following results are presented using the average answer in seconds. 

 

 

Time spent in the coffee section (Frequency) 

 Control group Classical  group Lounge  group Epic group 

Time spent walking in the coffee section: 19,53 12,85 33,23 16,07 

Time spent standing in the coffee section: 26,85 30,2 29,83 45,3 

Total time spent: 46,38 43,05 63,06 61,37 

Table 13. Results from Frequency test, own design. 

 

Through the results of the Frequency test in SPSS, you can see that when Lounge music is played 

customers tend to spend a longer period of time in the coffee section. Therefore both H4a and H4c are 

rejected, whilst H4b is confirmed. H4b is confirmed due to the fact that customers spent an average of 

63,06 seconds in the section compared to H4a which had 43,05 seconds and H4c which had 61,37.  
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H5a: The sound of “classical music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

H5b: The sound of “lounge music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

H5c: The sound of “epic music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

 

In order to confirm or reject the three hypotheses above (H5a-H5c) we have done a Frequency test in 

SPSS on each of the groups. The results of this frequency test can be seen in the table below. The 

following results are presented using the average answer in number of coffee packages purchased. 

 

Quantity of coffee packages 

 Control group Classical  group Lounge  group Epic group 

Quantity: 2,12 2,43 2,24 2,15 

Table 14. Results from Frequency test, own design. 

 

In this case the experiment group that is being exposed to classical music buys slightly more coffee 

than the other groups with 2,43 packages on average. In that sense H5a is confirmed while H5b with 

2,24 packages and H5c with 2,15 packages is rejected. However as was pointed out earlier in the 

ANOVA-test, the differences are too small to be significant. Therefore this hypothesis can only be 

considered partially confirmed.  
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5 Analysis discussion 
In this section the authors will present the most interesting findings from the result and analysis 

chapter connected to the hypotheses.  

 

H1a: The sound of music makes consumers perceive a more positive atmosphere in the section, where 

the one specific product is located, compared to when not hearing any music at all. 

 

The results from the ANOVA analysis showed that both the F and Significance value pointed to the 

fact that this first hypothesis was confirmed. It was also confirmed through a Frequency test which 

pointed out that the average score when music was playing, was higher than when it was not playing at 

all. This means that when customer’s hear the sound of music playing they perceive the atmosphere, 

where the specific product is located in a more positive way. 

  

H1b: The sound of music makes consumers have more positive emotions in the section, where the one 

specific product is located, compared to when not hearing any music at all. 

 

The results from the ANOVA analysis showed that both the F and Significance value pointed to the 

fact that this second hypothesis was confirmed. This shows that music has a positive effect on the 

consumer’s emotions where the specific product is located in the service environment. The frequency 

test also confirmed the hypothesis by scoring higher on average when music was played than when 

music wasn’t played. 

 

H1c: The sound of music makes consumers stay longer in the section of the store, where the one 

specific product is located, compared to when not hearing any music at all. 

 

The results from the ANOVA analysis F and Significance value showed that this hypothesis was 

confirmed. The Frequency test pointed to the same conclusion as the ANOVA, since the Frequency 

test showed a higher score when music was playing compared to when it was not playing. Therefore 

consumers decides to stay longer in the specific product’s section when music was playing, compared 

to when it was not. 

 

H1d: The sound of music makes consumers buy more in terms of quantity of the specific product, 

compared to when not hearing any music at all. 
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In this case the result from the ANOVA showed that the hypothesis is rejected due to the fact that both 

the F value and Significance level doesn’t show a correlation between music being played and number 

of coffee packages purchased. The frequency test showed a variation but far too small to be significant. 

One reason for the rejection of the hypothesis might be that there was a campaign on coffee when we 

did our observations. 

 

H2a: The sound of “ classical music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

 

The results from the Frequency test shows that when the customers heard “classical music” they 

experienced the average atmosphere as more positive than the other groups. Therefore this hypothesis 

was confirmed. 

 

H2b: The sound of  “lounge music” makes consumers perceive a more positive atmosphere in the 

section, where the one specific product is located, compared to to the other three groups. 

 

The group that got exposed to the “Lounge music” got the second highest score. Therefore customers 

felt a more positive atmosphere, when this music was playing. Despite this the music genre did not 

have the biggest impact, and therefore the hypothesis was rejected. 

 

H2c: The sound of “epic music” makes consumers perceive a more positive atmosphere in the section, 

where the one specific product is located, compared to to the other three groups. 

 

The customers who got exposed to the “epic music” scored the lowest of the three music groups when 

they rated the atmosphere in the coffee section. Therefore this hypothesis was also rejected. 

 

H3a: The sound of  “classical music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to the other three groups. 

 

The result from the Frequency-test reveals that “classical music” is not the group that influence 

consumers positive emotions the most. Because of this the hypothesis is rejected. 
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H3b: The sound of “lounge music” makes consumers have more positive emotions in the section, 

where the one specific product is located, compared to compared to the other three groups. 

 

The Frequency-test that was conducted shows that “Lounge music” has the most positive impact on 

consumers emotions in the coffee area. Because of this result the hypothesis is confirmed.  

 

H3c: The sound of “epic music” makes consumers have more positive emotions in the section, where 

the one specific product is located, compared compared to the other three groups. 

 

This experiment group scored the second highest in the Frequency-test, when it came to have a 

positive impact on customers emotions. Despite the good result this hypothesis is rejected. 

 

H4a: The sound of “classical music” makes consumers stay longer in the section of the store, where 

the one specific product is located, compared to the other three groups.  

 

The “Classical music” group spent the least average amount of time in the coffee section according to 

the Frequency-test. Therefore this Hypothesis is rejected. 

 

H4b: The sound of “lounge music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups.  

 

According to the Frequency-test the group of customers that got exposed to “Lounge music” was the 

group who spent the longest average time in the section. Therefore this hypothesis is confirmed. 

 

H4c: The sound of “epic music” makes consumers stay longer in the section of the store, where the 

one specific product is located, compared to the other three groups. 

 

The Frequency-test showed that the group which were exposed to the “Epic music” was the one that 

spent the second longest average time in the coffee section. Therefore this hypothesis is also rejected. 

 

H5a: The sound of “classical music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  
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According to the Frequency-test there are some small differences between the groups. The results from 

that test states that it is the group that has been exposed to “Classical music”, which has bought more 

coffee than the other groups. The hypothesis can therefore be partially confirmed. However the 

ANOVA test results showed that both the F value and the Significant value pointed to that there was 

no significance between the groups. Therefore this hypothesis is in the end rejected.  

 

H5b: The sound of “lounge music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

 

The Frequency-test shows that the group which were exposed to “Lounge music” was the one who 

bought the second highest quantity of coffee. This result shows that the hypothesis is rejected, and the 

decision is also supported by the ANOVA results. Both the F and Significance value in ANOVA 

reached the conclusion that the differences between the groups were too small.  

 

H5c: The sound of “epic music” makes consumers buy more in terms of quantity of the specific 

product, compared to the other three groups.  

 

The group of customers who was exposed to “Epic music” got the results from the Frequency-test that 

they were the lowest of the three music groups in terms of average bought quantitaty. The ANOVA 

results on the F and Significance value also here points to the fact that there are not enough difference 

between the groups. Therefore this hypothesis is also rejected. 
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6 Conclusion 
In this chapter the authors are presenting their findings through the analysis and experiment. The new 

knowledge that are being presented here increases the understanding of the correlation between music 

and customers emotions, perceived atmosphere and actual behaviour toward one specific product in a 

service environment. 

 
RQ1: Does music make any difference when it comes to customer’s emotions, perceived atmosphere 

and actual behaviour towards one specific product in a service environment? 

 

Based on the empirical data and analysis we can draw the conclusion that music has a positive 

impact on a service environment when it comes to customer emotions and perceived atmosphere.  

Apart from the music's effect on customers emotions and perceived atmosphere, it also had an 

impact on customers actual behavior making customers stay longer in the coffee section. However 

our results showed that music did not have an impact on the quantity of the product sold. It stayed 

almost the same, regardless of which music that was played or if no music was played at all.  

 

RQ2: Which music genre is the most influential when it comes to affect customer emotions, 

perceived atmosphere and actual behaviour towards one specific product in a service environment? 

 

The music genre that influenced customer’s emotions the most was lounge music. Classical music 

however had the biggest positive impact on how customers perceived the atmosphere in the coffee 

section. Customers stayed the longest in the coffee section when they were exposed to lounge music 

which shows that it had the biggest impact on their actual behavior. 
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7 Managerial implications 
In this part the authors are presenting their views of how the findings in this report can be used 

practically in business. 

 

The managerial implications of this thesis are that companies operating in service environments should 

see that music affects customers emotions and thoughts about the atmosphere in a service 

environment. When these variables are strengthened customers tend to stay longer and be more 

positive, which is good thing to strive for when having a business. Furthermore, companies and brands 

can use our research methodology to develop and extend their own knowledge within this field in 

order to find out which music genre that is most suitable for their brand or product.  

 

For the academic world this study helps to close the research gap that existed when combining music 

with a specific product. However, this study also finds out that there is more for future researchers to 

take on within this field as pointed out in the next chapter. 
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8 Future research 
In this part the authors are presenting some ideas of how the research within this field can continue in 

future academic research. 

 

The future research should focus on a wider experiment to evaluate more music genres and its 

influence over customers purchase behavior in a service environment. The study should be wider in 

terms of:  

● Number of stores and customers participating 

● Differences between different demographics  

● Number of products categories evaluated 

● The time-span, the experiment should be done over one year in order to find out if different seasons 

affects which music genre that is the most effective depending on which season it is. 

 

Future research should also aim on combining different senses in an service environment to investigate 

which senses that works best together to strengthen the customers overall experience of the service 

environment.  

 

More perspectives of future research:  

● Evaluate product categories independently to investigate which music genre works best with a specific 

product category  

● Conduct research on how brands can use sensory marketing as a brand building tool in service 

environments 

● International research is also needed - Does for example, the music genre “lounge” make customers 

stay longer in the coffee section of a service environment in for example: Africa, the Middle East or 

the North America? Is there any difference between countries of the same continent or between 

continents? This research would be very interesting for international firms operating on different 

continents in order to refine their marketing to customers around the world. 
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9 Reflections 
In this final part the authors are presenting their own thoughts and criticisms against the findings in 

this report. 

 

One thing that could have interfered with the result of this report was that ICA Maxi had a campaign 

when we conducted our experiment. The offering of the campaign was if a customer bought products 

for 200 swedish crowns, they had the opportunity to buy three packages of coffee at a discounted 

price. It’s likely that this campaign had an effect on our results regarding the hypothesis that music 

makes customers buy more in terms of quantity. In order to make this study more generalizable we 

would also have needed a higher sample than of our 300 customers, which are divided into four 

separate groups with 75 customers in each. To reach a more generalizable result we believe that a 

sample of at least 1000 customers in each group are needed.  

 

Another thing which could have affected the results was how the customers perceived the question 

about the quality of the atmosphere in the coffee section. If the respondents thought that they rated the 

quality of the products rather than the atmosphere, the results can be misleading. This might be a 

reason to why the customers always put a high score on the quality variable for the coffee section, no 

matter what kind of music genre playing. 

 

As pointed out in future research: 

● Evaluation of other product categories and genres are needed 

● More customers and stores participating are needed 

● The time-span of the experiment should be longer 

● International research are needed 
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Relations: Relationship with child □ 
 Relationship without child □ 
 Single with child □ 
 Single without child □ 
  

 
Appendices 
Appendix A, Survey 
 
Age:  __________ 
 
Gender: Male   

Female  
 

 
1. Did you hear any music in the coffee section? (If no, skip to question 4a)  
 
Yes   No 

 
2. Did you think that the music was appropriate to the coffee? 

Not at 
all 

1 2 3 4 5 6 7 Definitely  

 

3. Did you perceive the music as pleasant?  
Not at 

all 
1  2 3 4 5 6 7   Definitely 

 

4a. How do you rate the atmosphere in the coffee section? 
 
Negative 1 2 3 4 5 6 7 Positive 

 
 

Unattractive 1 2 3 4 5 6 7 Attraktive 
 

 
Uncomfortable 1 2 3 4 5 6 7 Comfortable 
 
 

        

Very bad 
experiance 

1 2 3 4 5 6 7 Very good 
experiance 
 

 
 
Unmodern 1 2 3 4 5 6 7 Modern 
 
Rejecting 1 2 3 4 5 6 7 Appealing 
 
Low 
quality 

       1      2     3    4    5   6  7 High 
quality 

 
Low value        1      2     3    4   5   6  7 High value 

v

v
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v v v

 
4b. How would you describe your emotions, when you were in the coffee section? 
 
Not at all 
relaxed 

      1     2    3   4   5   6  7 Very 
relaxed 

 
 
Not at all 
calm 

      1      2    3    4    5   6  7 Very 
calm 

 
 
Unsatisfied       1      2    3    4    5    6  7 Satisfied 

 
 
Sad       1      2    3    4    5    6  7 Happy 

 
 
The last question is for our own record, in order to keep track on which group the 
respondent belonged to. 
 
5. What experimental group did you belong to?  
 
Control  Classical         Lounge          Epic  

 
  
 
  
 
 
 
 
 
 
 

Observation schedule 
 
Time spent walking, when looking at the products in the coffee section: 
 
Time spent standing, when looking at the coffee section: 
 
Number of coffee packages purchased: 
 

v



  
 

X 

 
Appendix B, Anova 
 

ANOVA 

 Sum of Squares df Mean Square F 

Tid gåendes i sek 

Between Groups 18075,213 3 6025,071 17,613 

Within Groups 101257,867 296 342,087  

Total 119333,080 299   

Tid ståendes i sek 

Between Groups 15540,970 3 5180,323 4,126 

Within Groups 371637,467 296 1255,532  
Total 387178,437 299   

Antal paket kunden köper 

Between Groups 4,333 3 1,444 1,391 

Within Groups 307,333 296 1,038  
Total 311,667 299   

1. Hörde du någon musik i 

kaffeavdelningen? 

Between Groups 36,240 3 12,080 71,936 

Within Groups 49,707 296 ,168  
Total 85,947 299   

4. Tyckte du att musiken 

passade bra till kaffe? 

Between Groups 10,434 3 3,478 1,416 

Within Groups 503,470 205 2,456  
Total 513,904 208   

5. Upplevde du musiken 

som behaglig? 

Between Groups 8,907 3 2,969 1,305 

Within Groups 468,850 206 2,276  
Total 477,757 209   

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? 

negativ/positiv 

Between Groups 15,067 3 5,022 5,316 

Within Groups 279,653 296 ,945  

Total 294,720 299 
  

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? 

oattraktiv/attraktiv 

Between Groups 21,987 3 7,329 7,489 

Within Groups 289,680 296 ,979  

Total 311,667 299 
  

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? 

okomfortabel/komfortabel 

Between Groups 26,053 3 8,684 8,783 

Within Groups 292,693 296 ,989  

Total 318,747 299 
  

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? mycket 

dålig upplevelse/mycket bra 

upplevelse 

Between Groups 18,840 3 6,280 6,138 

Within Groups 302,827 296 1,023  

Total 321,667 299 

  

6a. Hur värderar du 

atomsfären i 

Between Groups 67,903 3 22,634 15,331 

Within Groups 437,013 296 1,476  



  
 

XI 

kaffeavdelningen? 

omodern/modern 
Total 504,917 299 

  

 
ANOVA 

 Sig. 

Tid gåendes i sek 

Between Groups ,000 

Within Groups  

Total  

Tid ståendes i sek 

Between Groups ,007 

Within Groups  
Total  

Antal paket kunden köper 

Between Groups ,246 

Within Groups  
Total  

1. Hörde du någon musik i kaffeavdelningen? 

Between Groups ,000 

Within Groups  
Total  

4. Tyckte du att musiken passade bra till kaffe? 

Between Groups ,239 

Within Groups  
Total  

5. Upplevde du musiken som behaglig? 

Between Groups ,274 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

negativ/positiv 

Between Groups ,001 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

oattraktiv/attraktiv 

Between Groups ,000 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

okomfortabel/komfortabel 

Between Groups ,000 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

mycket dålig upplevelse/mycket bra upplevelse 

Between Groups ,000 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

omodern/modern 

Between Groups ,000 

Within Groups  
Total  

 
ANOVA 

 Sum of Squares df Mean Square F 

6a. Hur värderar du 

atomsfären i 

Between Groups 24,783 3 8,261 7,204 

Within Groups 339,413 296 1,147  
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kaffeavdelningen? 

avvisande/tilltalande 
Total 364,197 299 

  

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? låg 

kvalitet/hög kvalitet 

Between Groups 3,990 3 1,330 1,758 

Within Groups 223,154 295 ,756  

Total 227,144 298 
  

6a. Hur värderar du 

atomsfären i 

kaffeavdelningen? lågt 

värde/högt värde 

Between Groups 13,627 3 4,542 4,483 

Within Groups 299,893 296 1,013  

Total 313,520 299 
  

6b. Hur skulle de beskriva 

dina känslor? inte alls 

avslappnad/mycket 

avslappnad 

Between Groups 55,717 3 18,572 18,012 

Within Groups 305,200 296 1,031  

Total 360,917 299 
  

6b. Hur skulle de beskriva 

dina känslor? inte alls 

lugn/mycket lugn 

Between Groups 68,490 3 22,830 23,423 

Within Groups 288,507 296 ,975  
Total 356,997 299   

6b. Hur skulle de beskriva 

dina känslor? missnöjd/nöjd 

Between Groups 57,533 3 19,178 21,715 

Within Groups 261,413 296 ,883  
Total 318,947 299   

6b. Hur skulle de beskriva 

dina känslor? ledsen/glad 

Between Groups 42,357 3 14,119 15,917 

Within Groups 262,560 296 ,887  
Total 304,917 299   

 
ANOVA 

 Sig. 

6a. Hur värderar du atomsfären i kaffeavdelningen? 

avvisande/tilltalande 

Between Groups ,000 

Within Groups  

Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

låg kvalitet/hög kvalitet 

Between Groups ,155 

Within Groups  
Total  

6a. Hur värderar du atomsfären i kaffeavdelningen? 

lågt värde/högt värde 

Between Groups ,004 

Within Groups  
Total  

6b. Hur skulle de beskriva dina känslor? inte alls 

avslappnad/mycket avslappnad 

Between Groups ,000 

Within Groups  
Total  

6b. Hur skulle de beskriva dina känslor? inte alls 

lugn/mycket lugn 

Between Groups ,000 

Within Groups  
Total  

6b. Hur skulle de beskriva dina känslor? 

missnöjd/nöjd 

Between Groups ,000 

Within Groups  



  
 

XIII 

Total  

6b. Hur skulle de beskriva dina känslor? 

ledsen/glad 

Between Groups ,000 

Within Groups  
Total  
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Appendix C, Frequency test 
 

 
Statistics 

 4. Tyckte du att 

musiken 

passade bra till 

kaffe? 

5. Upplevde du 

musiken som 

behaglig? 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? 

negativ/positiv 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? 

oattraktiv/attrakti

v 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? 

okomfortabel/ko

mfortabel 

N 
Valid 209 210 300 300 300 

Missing 91 90 0 0 0 
 

Statistics 

 6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? mycket dålig 

upplevelse/myc

ket bra 

upplevelse 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? 

omodern/moder

n 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? 

avvisande/tilltala

nde 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? låg 

kvalitet/hög 

kvalitet 

6a. Hur värderar 

du atomsfären i 

kaffeavdelninge

n? lågt 

värde/högt 

värde 

N 
Valid 300 300 300 299 300 

Missing 0 0 0 1 0 
 

Statistics 

 6b. Hur skulle 

de beskriva dina 

känslor? inte 

alls 

avslappnad/myc

ket avslappnad 

6b. Hur skulle 

de beskriva dina 

känslor? inte 

alls lugn/mycket 

lugn 

6b. Hur skulle 

de beskriva dina 

känslor? 

missnöjd/nöjd 

6b. Hur skulle 

de beskriva dina 

känslor? 

ledsen/glad 

Tid gåendes i 

sek 

N 
Valid 300 300 300 300 300 

Missing 0 0 0 0 0 
 

Statistics 

 Tid ståendes i 

sek 

Antal paket 

kunden köper 

Grupp 1. Hörde du 

någon musik i 

kaffeavdelninge

n? 

Age Kön 

N 
Valid 300 300 300 300 300 300 

Missing 0 0 0 0 0 0 
 

Statistics 



  
 

XV 

 Civilstånd 

N 
Valid 299 

Missing 1 

 
Frequency Table 

4. Tyckte du att musiken passade bra till kaffe? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

,00 7 2,3 3,3 3,3 

1 9 3,0 4,3 7,7 

2 9 3,0 4,3 12,0 

3 23 7,7 11,0 23,0 

4 58 19,3 27,8 50,7 

5 63 21,0 30,1 80,9 

6 29 9,7 13,9 94,7 

7 11 3,7 5,3 100,0 

Total 209 69,7 100,0  
Missing System 91 30,3   
Total 300 100,0   

 
5. Upplevde du musiken som behaglig? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

,00 7 2,3 3,3 3,3 

1 4 1,3 1,9 5,2 

2 8 2,7 3,8 9,0 

3 26 8,7 12,4 21,4 

4 57 19,0 27,1 48,6 

5 68 22,7 32,4 81,0 

6 25 8,3 11,9 92,9 

7 15 5,0 7,1 100,0 

Total 210 70,0 100,0  
Missing System 90 30,0   
Total 300 100,0   

 
6a. Hur värderar du atomsfären i kaffeavdelningen? negativ/positiv 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 
1 1 ,3 ,3 ,3 

2 2 ,7 ,7 1,0 
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3 19 6,3 6,3 7,3 

4 98 32,7 32,7 40,0 

5 121 40,3 40,3 80,3 

6 44 14,7 14,7 95,0 

7 15 5,0 5,0 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? oattraktiv/attraktiv 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 2 ,7 ,7 1,0 

3 21 7,0 7,0 8,0 

4 99 33,0 33,0 41,0 

5 111 37,0 37,0 78,0 

6 51 17,0 17,0 95,0 

7 15 5,0 5,0 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? 

okomfortabel/komfortabel 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 4 1,3 1,3 1,7 

3 22 7,3 7,3 9,0 

4 93 31,0 31,0 40,0 

5 117 39,0 39,0 79,0 

6 49 16,3 16,3 95,3 

7 14 4,7 4,7 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? mycket dålig 

upplevelse/mycket bra upplevelse 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 2 ,7 ,7 1,0 

3 17 5,7 5,7 6,7 



  
 

XVII 

4 111 37,0 37,0 43,7 

5 104 34,7 34,7 78,3 

6 45 15,0 15,0 93,3 

7 20 6,7 6,7 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? omodern/modern 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 4 1,3 1,3 1,3 

2 16 5,3 5,3 6,7 

3 35 11,7 11,7 18,3 

4 108 36,0 36,0 54,3 

5 71 23,7 23,7 78,0 

6 45 15,0 15,0 93,0 

7 21 7,0 7,0 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? avvisande/tilltalande 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 6 2,0 2,0 2,3 

3 24 8,0 8,0 10,3 

4 91 30,3 30,3 40,7 

5 105 35,0 35,0 75,7 

6 56 18,7 18,7 94,3 

7 17 5,7 5,7 100,0 

Total 300 100,0 100,0  

 
6a. Hur värderar du atomsfären i kaffeavdelningen? låg kvalitet/hög kvalitet 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2 1 ,3 ,3 ,3 

3 4 1,3 1,3 1,7 

4 72 24,0 24,1 25,8 

5 139 46,3 46,5 72,2 

6 67 22,3 22,4 94,6 

7 16 5,3 5,4 100,0 



  
 

XVIII 

Total 299 99,7 100,0  
Missing System 1 ,3   
Total 300 100,0   

 
6a. Hur värderar du atomsfären i kaffeavdelningen? lågt värde/högt värde 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 1 ,3 ,3 ,7 

3 13 4,3 4,3 5,0 

4 80 26,7 26,7 31,7 

5 132 44,0 44,0 75,7 

6 45 15,0 15,0 90,7 

7 28 9,3 9,3 100,0 

Total 300 100,0 100,0  

 
6b. Hur skulle de beskriva dina känslor? inte alls avslappnad/mycket 

avslappnad 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 3 1,0 1,0 1,0 

2 8 2,7 2,7 3,7 

3 31 10,3 10,3 14,0 

4 81 27,0 27,0 41,0 

5 121 40,3 40,3 81,3 

6 48 16,0 16,0 97,3 

7 8 2,7 2,7 100,0 

Total 300 100,0 100,0  

 
6b. Hur skulle de beskriva dina känslor? inte alls lugn/mycket lugn 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 2 ,7 ,7 ,7 

2 12 4,0 4,0 4,7 

3 19 6,3 6,3 11,0 

4 89 29,7 29,7 40,7 

5 116 38,7 38,7 79,3 

6 54 18,0 18,0 97,3 

7 8 2,7 2,7 100,0 
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Total 300 100,0 100,0  

 
6b. Hur skulle de beskriva dina känslor? missnöjd/nöjd 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

2 2 ,7 ,7 1,0 

3 9 3,0 3,0 4,0 

4 63 21,0 21,0 25,0 

5 116 38,7 38,7 63,7 

6 81 27,0 27,0 90,7 

7 28 9,3 9,3 100,0 

Total 300 100,0 100,0  

 
6b. Hur skulle de beskriva dina känslor? ledsen/glad 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1 1 ,3 ,3 ,3 

3 1 ,3 ,3 ,7 

4 70 23,3 23,3 24,0 

5 106 35,3 35,3 59,3 

6 83 27,7 27,7 87,0 

7 39 13,0 13,0 100,0 

Total 300 100,0 100,0  

 
Tid gåendes i sek 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

3,00 4 1,3 1,3 1,3 

4,00 2 ,7 ,7 2,0 

5,00 7 2,3 2,3 4,3 

6,00 10 3,3 3,3 7,7 

7,00 9 3,0 3,0 10,7 

8,00 11 3,7 3,7 14,3 

9,00 19 6,3 6,3 20,7 

10,00 14 4,7 4,7 25,3 

11,00 23 7,7 7,7 33,0 

12,00 20 6,7 6,7 39,7 

13,00 17 5,7 5,7 45,3 



  
 

XX 

14,00 10 3,3 3,3 48,7 

15,00 18 6,0 6,0 54,7 

16,00 12 4,0 4,0 58,7 

17,00 8 2,7 2,7 61,3 

18,00 9 3,0 3,0 64,3 

19,00 10 3,3 3,3 67,7 

20,00 11 3,7 3,7 71,3 

21,00 11 3,7 3,7 75,0 

22,00 5 1,7 1,7 76,7 

23,00 4 1,3 1,3 78,0 

24,00 5 1,7 1,7 79,7 

25,00 3 1,0 1,0 80,7 

26,00 4 1,3 1,3 82,0 

27,00 4 1,3 1,3 83,3 

28,00 5 1,7 1,7 85,0 

30,00 6 2,0 2,0 87,0 

31,00 3 1,0 1,0 88,0 

32,00 2 ,7 ,7 88,7 

33,00 1 ,3 ,3 89,0 

34,00 2 ,7 ,7 89,7 

35,00 1 ,3 ,3 90,0 

36,00 1 ,3 ,3 90,3 

39,00 1 ,3 ,3 90,7 

40,00 4 1,3 1,3 92,0 
 

Tid gåendes i sek 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 41,00 2 ,7 ,7 92,7 

42,00 1 ,3 ,3 93,0 

44,00 1 ,3 ,3 93,3 

45,00 1 ,3 ,3 93,7 

52,00 3 1,0 1,0 94,7 

58,00 1 ,3 ,3 95,0 

61,00 1 ,3 ,3 95,3 

64,00 1 ,3 ,3 95,7 

69,00 1 ,3 ,3 96,0 

72,00 1 ,3 ,3 96,3 

80,00 1 ,3 ,3 96,7 
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82,00 1 ,3 ,3 97,0 

86,00 1 ,3 ,3 97,3 

87,00 1 ,3 ,3 97,7 

88,00 1 ,3 ,3 98,0 

108,00 1 ,3 ,3 98,3 

120,00 3 1,0 1,0 99,3 

126,00 1 ,3 ,3 99,7 

127,00 1 ,3 ,3 100,0 

Total 300 100,0 100,0  

 
Tid ståendes i sek 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2,00 2 ,7 ,7 ,7 

3,00 3 1,0 1,0 1,7 

4,00 2 ,7 ,7 2,3 

5,00 3 1,0 1,0 3,3 

6,00 6 2,0 2,0 5,3 

7,00 11 3,7 3,7 9,0 

8,00 6 2,0 2,0 11,0 

9,00 12 4,0 4,0 15,0 

10,00 8 2,7 2,7 17,7 

11,00 9 3,0 3,0 20,7 

12,00 9 3,0 3,0 23,7 

13,00 10 3,3 3,3 27,0 

14,00 3 1,0 1,0 28,0 

15,00 13 4,3 4,3 32,3 

16,00 8 2,7 2,7 35,0 

17,00 6 2,0 2,0 37,0 

18,00 12 4,0 4,0 41,0 

19,00 6 2,0 2,0 43,0 

20,00 5 1,7 1,7 44,7 

21,00 11 3,7 3,7 48,3 

22,00 6 2,0 2,0 50,3 

23,00 1 ,3 ,3 50,7 

24,00 8 2,7 2,7 53,3 

25,00 4 1,3 1,3 54,7 

26,00 9 3,0 3,0 57,7 

27,00 5 1,7 1,7 59,3 
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28,00 6 2,0 2,0 61,3 

29,00 2 ,7 ,7 62,0 

30,00 5 1,7 1,7 63,7 

31,00 4 1,3 1,3 65,0 

32,00 5 1,7 1,7 66,7 

33,00 8 2,7 2,7 69,3 

34,00 4 1,3 1,3 70,7 

35,00 5 1,7 1,7 72,3 

36,00 3 1,0 1,0 73,3 
 

Tid ståendes i sek 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 37,00 1 ,3 ,3 73,7 

38,00 3 1,0 1,0 74,7 

39,00 1 ,3 ,3 75,0 

40,00 4 1,3 1,3 76,3 

41,00 5 1,7 1,7 78,0 

43,00 3 1,0 1,0 79,0 

44,00 2 ,7 ,7 79,7 

45,00 4 1,3 1,3 81,0 

46,00 2 ,7 ,7 81,7 

47,00 4 1,3 1,3 83,0 

48,00 1 ,3 ,3 83,3 

50,00 2 ,7 ,7 84,0 

51,00 2 ,7 ,7 84,7 

52,00 2 ,7 ,7 85,3 

53,00 3 1,0 1,0 86,3 

55,00 2 ,7 ,7 87,0 

56,00 2 ,7 ,7 87,7 

57,00 2 ,7 ,7 88,3 

59,00 1 ,3 ,3 88,7 

60,00 1 ,3 ,3 89,0 

64,00 1 ,3 ,3 89,3 

66,00 1 ,3 ,3 89,7 

71,00 1 ,3 ,3 90,0 

73,00 1 ,3 ,3 90,3 

75,00 3 1,0 1,0 91,3 

76,00 1 ,3 ,3 91,7 
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77,00 1 ,3 ,3 92,0 

80,00 2 ,7 ,7 92,7 

85,00 1 ,3 ,3 93,0 

87,00 1 ,3 ,3 93,3 

88,00 1 ,3 ,3 93,7 

90,00 1 ,3 ,3 94,0 

92,00 2 ,7 ,7 94,7 

93,00 2 ,7 ,7 95,3 

96,00 1 ,3 ,3 95,7 
 

Tid ståendes i sek 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 100,00 1 ,3 ,3 96,0 

101,00 1 ,3 ,3 96,3 

110,00 1 ,3 ,3 96,7 

111,00 1 ,3 ,3 97,0 

120,00 1 ,3 ,3 97,3 

122,00 1 ,3 ,3 97,7 

135,00 1 ,3 ,3 98,0 

140,00 1 ,3 ,3 98,3 

155,00 1 ,3 ,3 98,7 

187,00 1 ,3 ,3 99,0 

229,00 1 ,3 ,3 99,3 

256,00 1 ,3 ,3 99,7 

310,00 1 ,3 ,3 100,0 

Total 300 100,0 100,0  

 
Antal paket kunden köper 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

,00 7 2,3 2,3 2,3 

1,00 91 30,3 30,3 32,7 

2,00 37 12,3 12,3 45,0 

3,00 160 53,3 53,3 98,3 

4,00 2 ,7 ,7 99,0 

5,00 1 ,3 ,3 99,3 

6,00 2 ,7 ,7 100,0 

Total 300 100,0 100,0  
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Grupp 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Kontrollgrupp 75 25,0 25,0 25,0 

Klassisk 75 25,0 25,0 50,0 

Lounge 75 25,0 25,0 75,0 

Epic 75 25,0 25,0 100,0 

Total 300 100,0 100,0  

 
1. Hörde du någon musik i kaffeavdelningen? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Yes 201 67,0 67,0 67,0 

No 97 32,3 32,3 99,3 

4,00 1 ,3 ,3 99,7 

5,00 1 ,3 ,3 100,0 

Total 300 100,0 100,0  

 
Age 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

20,00 2 ,7 ,7 ,7 

25,00 14 4,7 4,7 5,3 

30,00 30 10,0 10,0 15,3 

35,00 34 11,3 11,3 26,7 

40,00 51 17,0 17,0 43,7 

45,00 33 11,0 11,0 54,7 

50,00 41 13,7 13,7 68,3 

55,00 21 7,0 7,0 75,3 

60,00 21 7,0 7,0 82,3 

65,00 48 16,0 16,0 98,3 

70,00 1 ,3 ,3 98,7 

75,00 1 ,3 ,3 99,0 

80,00 3 1,0 1,0 100,0 

Total 300 100,0 100,0  

 
Kön 
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 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Male 126 42,0 42,0 42,0 

Female 174 58,0 58,0 100,0 

Total 300 100,0 100,0  

 
Civilstånd 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

In relationship w children 12 4,0 4,0 4,0 

In relationship wo children 51 17,0 17,1 21,1 

Alone with children 29 9,7 9,7 30,8 

Alone without children 207 69,0 69,2 100,0 

Total 299 99,7 100,0  
Missing System 1 ,3   
Total 300 100,0   

 
 


