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Abstract 

 
Existing literature falls short in that it fails to directly recognise the potential that lies within scent 
marketing and its influence on consumers’ behaviour, especially in high-end fashion stores. The study aimed 
to explore the influence of scent marketing on consumers’ approach and avoidance behaviour in the high-end 
fashion industry. The study was qualitative in nature and followed an exploratory research design. A non-
probability snowball sampling method was used to recruit participants. Data was collected by means of three 
focus group sessions. The collected data was analysed by using the Morse and Field approach, and by making 
use of ATLAS.ti qualitative data analysis software. SPSS software was also used to analyse the demographic 
results. The results indicate that consumers’ response stimuli often depend on emotional stimuli they 
experience, which will lead to an approach or avoidance response. Scent marketing can boost approach 
behaviour, if implemented correctly. Based on the results, it is recommended that retail stores, more 
specifically high-end fashion stores, should make use of scent marketing to attract consumers to the store, 
keep them browsing for longer periods, enhance purchases and make them feel comfortable. Scent can have a 
positive influence on consumer’s evaluations, reactions and the intention to visit and revisit a store. This can 
result in consumers spending more time and money in the store. Furthermore, if scent marketing is 
implemented correctly, it could also boost brand identity and create a competitive advantage for that specific 
store. 
 

Keywords: Atmospherics, Consumer behaviour, Fashion industry, High-end fashion industry, Scent marketing. 
 

 
 Introduction  1.

 
The high-end fashion industry faces increasing competition, rising debt, and consumers who are 
overwhelmed with marketing messages. Scent marketing can assist companies to strengthen their 
identities by linking the smell of the company to their brand and effectively differentiate the brand 
from its competitors. Furthermore, scent can heighten perceptions towards certain goods or 
experiences as well as create certain emotions that will lead to an approach or avoidance response. By 
adopting an approach behaviour, consumers would likely want to enter a specific store and/or remain 
in that store for longer periods of time. Fashion is emotionally charged and it is therefore 
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advantageous for fashion retailers to use scent marketing to increase consumers’ involvement in the 
store and to form emotional bonds with consumers in a subconscious way.  

The objective of the study was to explore the influence of scent marketing on consumers’ 
approach and avoidance behaviour in the high-end fashion industry. The study was qualitative in 
nature and followed an exploratory research design. A non-probability snowball sampling method 
was used to recruit participants for the three focus group sessions. The collected data was analysed by 
using the Morse and Field approach, and by making use of ATLAS.ti qualitative data analysis 
software.  

Based on the results, it is recommended that high-end fashion retail stores should make use of 
scent marketing to lure consumers into the store, offer them an experience in the store, as well as 
making them feel important and de-stressed. 
 

 Problem/Opportunity Investigated 2.
 
Today, the fashion industry is experiencing intense competition, and therefore, this industry needs to 
explore various tactics in order to entice consumers to enter and browse around in a store (Chen & 
Xu, 2017; Yao, 2018). These industries should be aware of the benefits of scent marketing. If scent is 
incorporated correctly with the vision and the theme of the company, it can influence thoughts, 
behaviours, choices, emotions and memories (Bergland, 2015). According to Doucé and Janssens 
(2011), scent should be able to attract consumers’ attention, influence their emotions and motivate 
them to enter a store.  

Another issue faced by the fashion industry is the fact that consumers are overwhelmed with 
daily exposure to marketing messages and are starting to ignore advertisements (Emsenhuber, 2009; 
Value Line, 2019). Scent marketing can, however, be the exception and assist companies to 
strengthen their identities by linking the smell of the company to their brand and effectively 
differentiate the brand from its competitors (Hulten et al., 2009; Jordaan, 2019).  

According to Imamovic (2016), scent and its effect on consumer buying behaviour and the 
decision-making process have only been recognised recently, and if this approach is implemented 
correctly, it could boost brand identity and create a competitive advantage for that specific store.  
 

 Objective/Purpose Of The Research 3.
 
The literature above mentioned a relationship between scent marketing and consumers’ behaviour. 
The following objective was set to achieve the goal: 

• To determine the influence of scent marketing on consumers’ approach and avoidance 
behaviour in the high-end fashion industry. 

  
 Theoretical Framework/Conceptual Framework 4.

 
Atmospherics play an important role in consumer buying behaviour (Levy et al., 2012). Randhawa and 
Saluja (2017) define atmospherics as specific elements and physical characteristics of a retail store 
that is used to attract consumers. One of the atmospheric elements that is focused on during this 
study, that can be used to influence consumers’ buying behaviour, is scent (Guillet et al., 2017; Steele 
& Major, 2019). Scent marketing, also known as aroma marketing, can be defined as a promotional 
tool that is used to set a mood, promote products or position a brand (Meng, 2016). Krishna (2010) 
affirms that scent marketing creates awareness, positions, differentiates and reinforces a brand, its 
image, and the overall in-store experience. Scent marketing can reach people on a conscious- and 
subconscious level by stimulating a consumer’s sense of smell, and thus affecting their behaviour 
(Guillet et al., 2017; Nell, 2013). The Mehrabian-Russel model indicates that environmental stimuli 
such as scent has an impact on consumers’ emotional status, which will influence the response 
stimuli where consumers are likely to choose to either approach or avoid a store (Abazi & Sohani, 
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2016; Bakker et al., 2014). 
 
4.1 The Mehrabian-Russell model 
 
The Mehrabian-Russell model suggests that environmental stimuli can trigger emotional reactions 
that can influence consumers’ behaviour (Bakker et al., 2014; Guillet et al., 2017; Kang et al., 2011). 
 
4.1.1 Environmental stimuli 
 
Environmental stimuli can be defined as those elements or characteristics that are present in a store’s 
environment that influences consumer behaviour (De Farias et al., 2014). According to Schreuder 
(2016), the retail environment can create an image of a brand, arouse consumers, and motivate 
impulse buying behaviour. Environmental characteristics comprise sensory elements which include 
vision, audition, olfaction, touch and taste (Tantanatewin, 2018). According to Abazi and Sohani 
(2016), environmental stimuli influence consumers on a perceptive and personal level. 
 
4.1.2 Emotional status 
  
According to Vinnikova (2016), consumers’ emotional reactions towards environmental stimuli will 
determine their behaviour such as deciding to approach or avoid a store. The Mehrabian-Russell 
model suggests that there are three types of emotional reactions that consumers have towards a store 
namely pleasure (feeling happy, satisfactory and/or content), arousal (feeling excited or calm, feeling 
energised or dull) and dominance (in control) (Abazi & Sohani, 2016; Bakker, 2014; Helmefalk & 
Hulten, 2017; Hung et al., 2019; Jang & Namkung, 2009). 

By considering the above, positive emotional reactions caused by environmental stimuli will 
likely lead to approach behaviour (Doucé & Jannsens, 2011; Nell, 2013). Thus, The Mehrabian-Russell 
model indicates that consumers’ emotional state in response to the environmental stimuli can cause 
consumers to either approach or avoid a store (Hefer, 2012). 
 
4.1.3 Approach or avoidance behaviour 
 
Consumers’ response stimuli often depend on emotional stimuli they experience (Abazi & Sohani, 
2016). According to Tang and Zhangb (2018), approach behaviour is affected by the behavioural 
activation system (BAS); whereas avoidance behaviour is affected by the behavioural inhibition 
system (BIS). BAS leads to approach intentions due to positive and/or rewarding stimuli. BIS may also 
lead to avoidance intentions due to negative stimuli or emotions (Tang & Zhangb, 2018). According to 
Kang et al. (2011), avoidance behaviour becomes negative as soon as consumers choose to avoid the 
store, and positive when consumers approach or enter the store. Nell (2013) states that approach 
behaviour is influenced by pleasant and adequate lighting, pleasant music and agreeable scents. 
Vinnikova (2016) affirms that human beings are instinctively wired to like and dislike certain smells 
and to associate certain feelings with certain smells. This leads to the general conclusion that 
consumers’ life experiences will likely influence their reaction to certain smells (Hung et al., 2019). 

Approach behaviour refers to a situation when consumers display a favourable reaction towards 
the store by choosing to enter the store, browse around the store and potentially buy an item in the 
store (Manthiou et al., 2016). Consumers would tend to choose to approach a store when a positive 
and pleasant emotion has been adopted through environmental stimuli (Kim et al., 2017). A pleasant 
scent and attractive visual merchandising are likely to lead to approach behaviour (Hefer, 2012). 

Avoidance behaviour refers to when consumers would leave a store, avoid a store or not enter a 
store at all (Joustra, 2016; Kang et al., 2011). Consumers will rend to avoid a store when a negative 
emotion has been experienced through environmental stimuli. A few examples of negative 
experiences to expose consumers to bad or overpowering scents, overcrowding of visual merchandise 
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and unpleasant music (Hefer, 2012; Parumasur & Roberts, 2015). Thus, the approach that consumers 
adopt (approach or avoidance behaviour) will very likely influence their buying behaviour. 
 
4.2 Consumer buying behaviour 
 
Consumer buying behaviour can be defined as the process of searching, selecting, buying, using, 
evaluating and disposing of products and/or services to satisfy a need or want (Schiffman & 
Wisenblit, 2019). Osadebamwen (2015) propounds that the study of consumer behaviour refers to 
understanding consumers’ attitudes, perceptions, lifestyles, demographic characteristics, reference 
groups, families and cultures. Therefore, consumer behaviour involves more than merely the 
purchase of an item; it is the process leading to the purchase (Dumitrescu & Vinerean, 2010; 
Schiffman & Wisenblit, 2019). Prasad and Jha (2014) propound that consumers use the decision-
making process to determine their needs and wants before making a purchase. According to Levy et 
al. (2012), a consumer’s decisions are affected by socio-cultural- and psychological factors that 
contribute to the purchase- and post-purchase decision. 

The consumer decision-making process comprises three stages, namely the input stage, the 
process stage, and the output stage (Parumasur & Roberts, 2015; Ramya & Ali, 2016). San and 
Yazdanifard (2014) propound that the input stage commences as soon as consumers recognise a need. 
Consumers’ needs are influenced by socio-cultural factors such as culture, social class, reference 
groups, family, age and the economy (Durmaz & Durmaz, 2014). Their needs are further influenced 
by psychological factors such as motivation, perception, learning, personality, attitudes, and 
emotions (Schiffman & Wisenblit, 2019). The experience that consumers feel may give rise to a 
purchase and post-purchase evaluation (San & Yazdanifard, 2014). 

 
4.2.1 Socio-cultural influences 
 
Socio-cultural factors have different effects on consumers’ decisions (Durmaz & Durmaz, 2014). These 
factors comprise of the lifestyle and values that describe a society (Quain, 2019; Schiffman & 
Wisenblit, 2019). According to Durmaz and Duyarbakirlioglu (2011), socio-cultural factors include 
culture, social class, reference groups, family, age groups and the economy. 
 
4.2.2 Culture 
 
Culture can be defined as beliefs, identities, values, and customs that are fostered by consumers’ 
experiences and that are transmitted by society and carried over from generation to generation 
(Masovic, 2018; Schiffman & Wisenblit, 2019). According to Durmaz and Duyarbakirlioglu (2011), 
culture has a bearing on consumers’ dress code, residential address, food habits, beliefs, study 
preferences, and ethical thinking.  
 
4.2.3 Social class 
 
A consumer’s role in society together with their social status is likely to affect their buying decisions 
(Kozenkow, 2018). Social class can be defined as the division of a society’s members into a hierarchy 
of classes (Schiffman & Wisenblit, 2019). Members of one class have the same status and tend to share 
similar values, behaviour, and interests (Kraus et al., 2017; Srinivas, 2016). Social class is measured 
according to a person’s occupation, income, wealth, education, status and prestige (Schiffman & 
Wisenblit, 2019; Solomon et al., 2013). According to Nell (2013), social class is divided into three 
categories, namely low-, medium-, and upper-class consumers.  
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4.2.4 Reference Group 
 
Durmaz and Durmaz (2014) define a reference group as any person or group of people that influence 
an individual’s behaviour, evaluations, aspirations and buying decisions. A reference group can have a 
significant influence on a consumer’s attitude, feelings and behaviour, since consumers tend to 
follow, listen and buy that of which reference groups are buying (Levy et al., 2012; Ramya & Ali, 2016).  
 
4.2.5 Family 
 
Family can be defined as a group of two or more people that are related by marriage, adoption or by 
blood (Lantos, 2011; Ramya & Ali, 2016). According to Kozenkow (2018), family members can play the 
most important role in influencing consumers’ decisions. Moreover, families form an environment of 
socialisation where consumers develop personalities, values, opinions and attitudes (Peter & 
Donnelly, 2011; Rani, 2014). 
 
4.2.6 Age 
 
Age influences consumer buying behaviour, since new needs and wants develop during life-cycle 
changes (Cleveland et al., 2011; Ramya & Ali, 2016). Baby Boomers are consumers aged between 50 and 
70 years; Generation X includes consumers aged between 35 and 50 years; Generation Y includes 
consumers aged between 18 and 34 years; and Generation Z refers to teens and the younger 
generation (Curry, 2016). It should be taken into account that age and lifecycle impact consumers’ 
buying behaviour, since values, activities, hobbies, and habits change throughout life (Rani, 2014). 
Solomon et al. (2013) propound that even though a consumer may belong to the same age group, they 
still differ in terms of value and cultural norms. It was found that kids prefer vanilla, creamy and 
fruity scents. Younger and/or teenage girls prefer a sweet smell, as well as a floral, fruity, and citrus 
scent. Adult women, between the ages of eighteen and twenty-four, prefer sandalwood, jasmine, 
lavender, peppermint, basil, citrus, and cinnamon scents (Dowthwaite, 2012; Thomas, 2015). Younger 
and/or teenage boys like a manly, citrus, and clean smells (Dowthwaite, 2012; Thomas, 2015). Adult 
men prefer the following smells: vanilla, orange, bergamot, rose, sandalwood, cinnamon, jasmine, 
patchouli (woody, earthy smell), clary sage (sweet, nutty flavours), musk and peppermint (Walansky 
& Martin, 2019). 
 
4.2.7 Economy 
 
Economic factors indicate how much consumers spend on goods and/or services (Business Jargons, 
2019). Consumer behaviour is influenced by economic factors such as personal income, family 
income, income expectations, savings, liquid assets, consumer credit and other economic factors 
(Business Jargons, 2019; Ramya & Ali, 2016). 
 
4.2.8 Psychographic factors 
 
Psychographic factors refer to personality, motivation, perception, attitude and emotion, which are 
discussed below (Durmaz & Diyarbakırlıoğlu, 2011). 
 
4.2.8.1 Personality 
 
Personality is defined as a psychological system that consists of a set of different elements that 
interact with each other, leading to the development of beliefs and values that influence consumers’ 
behaviour and thoughts (Schultz & Schultz, 2012). Every consumer has a unique personality that 
includes different patterns of behaviour, tendencies, characters and outlooks (Vainikka, 2015). 
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4.2.8.2 Motivation 
 
Motivation can be defined as an inner driving force that drives a consumer to take action and buy the 
product to satisfy a need (Durmaz & Diyarbakırlıoğlu, 2011; Nell, 2013). According to Ramya and Ali 
(2016), a need changes into a motive when a consumer is stimulated to make a purchase, in which 
case a form of tension develops that will drive consumers to satisfy that need. 
 
4.2.8.3 Perception 
 
Perception is becoming aware of something through sensations or external influences, and how these 
are interpreted (Schiffman & Wisenblit, 2019). It consists of a set of processes that occurs 
unconsciously throughout the day (Rani, 2014). The perception process consists of four stages, 
namely sensation, selection, organisation and interpretation (Schultz & Schultz, 2012). 

Sensation: Sensation is obtained through consumers’ sensory receptors, which include seeing, 
hearing, touch, taste and smell (Lumen Learning, 2019). After obtaining the sensation, the stimuli are 
transmitted to the brain (Solomon et al., 2013). 

Selection: Consumers’ motives, impulses and incentives are influenced by selection. Selection is 
influenced by intense stimuli such as bright colours, lights, loud sounds, spicy flavours and strong 
odours (Lumen Learning, 2019). Therefore, consumers extract information that applies to their needs 
and/or wants (Durmaz & Duyarbakirlioglu, 2011). 

Organisation: Information is processed into meaningful patterns or similar elements (Akanksha, 
2017). According to Lumen Learning (2019), the organisation of stimuli occurs during the neural 
process, when sensory receptors are sent to the brain to proceed through the organising process.  

Interpretation: Meaning is added to each stimulus so that products are judged and value is 
added to products (Solomon et al., 2013). Lumen Learning (2019) adds that stimuli are affected by a 
consumer’s beliefs, needs, values, expectations and experiences. 

Selective retention: Consumers tend to forget a great deal of information but retain the 
information that is in line with their values, beliefs and attitudes. Some advertisements are recalled 
through stimuli, making it easier for consumers to recognise. These may include a brand name, 
packaging design, colour, logo or a scent (Durmaz & Duyarbakirlioglu, 2011). 

 
4.2.8.4 Attitude 
 
Attitude can be defined as an emotional, motivational, perceptual and cognitive process that 
influences consumers’ behaviour towards products (Asiegbu et al., 2012; Srinivas, 2016). Schiffman 
and Wisenblit (2019) propound that attitudes are shaped by consumers’ beliefs and values, which 
tend to influence how consumers behave. Values are formed through cultural norms and beliefs, 
which in turn are influenced by family, religion and the community (Asiegbu et al., 2012; Lantos, 
2011). 
 
4.2.8.5 Emotion 
 
Emotion is a feeling that consumers experience that influences their behaviour and/or thoughts 
(Soodan & Pandey, 2016). Emotion is related to psychological phenomena which include 
personalities, moods, motivations and these give rise to physiological arousal, expressive behaviours 
and conscious experiences (Dhurup, 2014). According to Cachero and Vázquez (2016), when 
consumers buy goods and/or services, the end goal is to obtain emotional experiences. Furthermore, 
consumers’ emotion affect their buying behaviour. 
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4.3 Buying intention and behaviour 
 
According to Tendai and Crispen (2009), consumers buy certain products, due to them being 
emotionally driven by feelings such as joy, love, fear, hope, and fantasy. Dhurup (2014) propounds 
that a store’s atmosphere can play an important role in buying behaviour.  
 
4.3.1 Intention 
 
Intention can be defined as a consumer’s intention to approach a store, buy an item, re-purchase an 
item, browse through a store or return to a store (Besra et al., 2015). Intentions are an important 
element for a store and should be used to understand whether the store’s attributes, service and 
products do indeed influence consumers on a positive level (Kim, 2011). There are two types of 
intentions, namely browsing and buying intention (Dale, 2017). 
 
4.3.2 Browsing intention 
 
Browsing intention can be defined as the examination of a store’s merchandise without an intent to 
buy anything within the store (Dale, 2017). According to Luo et al. (2011), it is important for retailers 
to get consumers to browse around in a store, since browsing can lead to unplanned buying, future 
buying and it can improve consumers’ emotions. 
 
4.3.3 Buying intention 
 
Buying intention is defined as the willingness of a consumer to buy a product and/or service (Dale, 
2017). Buying intention is influenced by the shopping process of a consumer and includes the attitude 
towards buying a product or making use of a service (Bhukya & Singh, 2015). Buying intention can be 
influenced by price, quality, item, brand, visual merchandise and the store itself (Huang, 2012). Besra 
et al. (2015) found that for stores to influence buying intentions, retailers must motivate consumers 
through favourable store characteristics. Ambient scents can influence consumers’ moods, which can 
have a bearing on their buying intention (Bambauer, 2012). 
 
4.3.4 Fashion involvement and buying behaviour 
 
Fashion relates to various consumers with different tastes, values and social identification (Dhurup, 
2014). Fashion is about an individual’s appearance that provides hedonic and utilitarian value (Dale, 
2017). Fashion involvement can be described as a motivational state in which consumers find 
themselves which is evoked by a fashion product, and include concepts such as awareness, 
knowledge, interest, and reaction that a consumer displays towards fashion items (Lichtlé & Plichon, 
2014). Therefore, fashion involvement relates to fashionable clothing and items, and the degree of 
influence that the fashion item will have on a consumer’s buying behaviour (Mishra et al., 2014). 
 
4.4 Fashion industry 
 
The fashion industry is a multi-billion dollar industry that is devoted to make and sell clothing and 
accessories to various groups of consumers (Dale, 2017). Dhurup (2014) propounds that fashion 
reflects different cultures, societies, wealth, and identities. Fashion retailers should empower 
consumers to express their identities through the store’s clothing on offer (Dowling, 2018). The 
fashion industry should therefore provide opportunities for consumers to identify with the store’s 
product offerings, for the reason that an emotional bond will develop that is likely to lead to 
consumer loyalty (Abazi & Sohani, 2016). Therefore, fashion industries, especially high-end fashion 
industries, should satisfy consumers’ needs by offering stylish, durable, comfortable, and value for 
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money items (Easey, 2009).  
 
4.5 High-end fashion industry 
 
Laurea (2016) defines high-end fashion as any fashion item that is recognisable, higher-priced, of 
excellent quality, rarity, has a symbolic meaning and is set apart from alternative options. According 
to Vincent (2015), high-end fashion is the expression of uniqueness, timelessness, durability, 
incomparability, faithfulness, desirability, and expressing one’s identity. According to Moore et al. 
(2010), high-end fashion brands include brands and fashion items that are exclusively designed 
and/or manufactured by/or for the retailer; are branded with recognisable symbols, perceived to be of 
superior quality, and are priced higher than the market norm. Buying high-end fashion items leads to 
feelings of excitement, delight, pleasure, self-evaluation, confidence, satisfaction and security (Abazi 
& Sohani, 2016; Vincent, 2015). Pozharliev et al. (2015) propounds that consumers buy high-end 
fashion items is to project a symbol of status, showcase their physical ambitions, and the achievement 
at the ownership of the item. 
 
4.6 High-end fashion brands 
 
Dale (2017) propounds that high-end clothing, also known as luxury clothing, was generally 
associated with designer brands and Italian fashion houses. However, luxury clothing has evolved and 
now represents fashion items that are higher priced and exclusive (Laurea, 2016). According to Moore 
et al. (2010), luxury fashion brands include brands and fashion items that are exclusively designed 
and/or manufactured by/or for the retailer; they are branded with recognisable symbols, they are 
perceived to be of superior quality and are priced higher than the market norm. According to Clarke 
et al. (2012), luxury fashion brands assist with the development of the best fashion items for the 
market and play a significant role in modern fashion and in the economy. 
 
4.7 Consumers of high-end fashion 
 
According to Dale (2017), the luxury fashion industry represents the largest spending category in the 
luxury product category. Interestingly, Generation Y and Generation Z are at the forefront of fashion 
awareness (Anna, 2018). Dale (2017) states that the luxury fashion industry is constantly changing, 
evolving and growing. Giovannini et al. (2015) propose that “the growth of the high-end fashion 
industry consumption can be attributed to the changing face of the premium consumer”. Generation 
Y, also known as Millennials, are known to be the new luxury consumers (Anna, 2018; Dale, 2017). 
According to Giovanninini et al. (2015) and Dale (2017), generation Y’s spending has been increasing 
every year, and therefore the focus of luxury industries is shifting toward the younger generation, 
aged between 23 and 26. Generation Z are also consumers of high-end fashion, and are aged between 
16 and 22 (Buckle, 2019). They are known to have certain expectations with regards to brand-
consumer relationship, as well as value that go beyond the purchase (Anna, 2018; Dale, 2017).  

According to Hung et al. (2011), consumers attach high levels of emotion to premium fashion 
brands and also identify themselves with the brand. Hudders and Pandelaere (2015) propound that 
the purchase of high-end fashion items boosts self-esteem, expresses identity, gives rise to emotions 
such as enjoyment and happiness. It is about expressing personal creativity, intelligence, fluidity and 
meaning (Atwal & Williams, 2009; Kang et al., 2011). Another reason why consumers buy high-end 
fashion items is to project a symbol of status and to showcase their physical ambitions and the 
achievement at the ownership of the item (Pozharliev et al., 2015). 

Fashion retail environments of today provide similar products and services, whereby consumers 
may tend to turn to a brand that appeals to their emotions and offer brand experience (Clarke et al., 
2012).  

High-end fashion retailers should make use of scent marketing to offer consumers an 
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experience in the store, which will aid in a competitive advantage over other fashion brands (Khan, 
2016). The purpose of scent marketing is to allow a scent to form part of a brand’s identity, image, 
environment and to create lasting memories (Krishna, 2010). High-end fashion brands can also 
differentiate themselves from competitors by creating their unique signature scent that is memorable 
and distinctive (Kim & Sullivan, 2019). According to Thomas (2015), it is very important to identify 
the type of scent that would match the product and correspond with consumers’ needs and wants.  
 

 Research Methodology 5.
 
5.1 Research objectives 
 
To determine the influence of scent marketing on consumers’ approach and avoidance behaviour in 
the high-end fashion industry. 
 
5.2 Sampling 
 
Sampling refers to the procedure of drawing a sample from a target population that will be used to 
represent the entire population (Babin & Zikmund, 2016). For the purpose of this study, a non-
probability sampling method was used in the form of snowball sampling. 
 
5.3 Data collection 
 
Data collection can be defined as the method that is used to obtain information for the specific 
purpose of a study (Joubert et al., 2016).  

Secondary data was obtained by conducting a literature review in order to clarify and state the 
objectives of this study.  

Primary data was collected by using a qualitative research approach. Focus groups were used to 
collect the data from research participants in order to obtain new insights and content-rich 
information. A moderator’s guide was used to guide and direct the conversation of the focus group 
sessions. 
 
5.4 Data analysis 
 
According to Malhotra (2019), qualitative research methods result in a large amount of raw data that 
needs to be transcribed, refined and analysed. For the purpose of this study, data was collected by 
means of audio-recordings, which were transcribed by Language Matters, a professional digital audio 
and video transcription services provider located in Potchefstroom, South Africa. The accuracy of the 
transcriptions was determined by means of comparing the transcripts with the original recordings. 
The Morse and Field (1996) approach was used to analyse the data for this study as it is widely used in 
the marketing discipline and is relatively user-friendly.  
 

 Results 6.
 
This section provides a detailed discussion pertaining to scent marketing’s influence on consumers’ 
behaviour and presents the research results for the two categories identified, namely approach and 
avoidance behaviour. 
 
6.1 Category 1(A): Approach 
 
Category 1(A) considers the effect of scent marketing on luring a participant into a store; the effect of 
scent marketing on a participant’s decision to purchase an item; the effect of scent marketing on a 
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participant’s decision to return to the store in the future; the effect of scent marketing on the 
duration of a participant’s stay within the store; the effect of scent marketing on a participant’s 
decision to try on a fashion item; and a participant’s decision to discuss the scent of a store with 
his/her reference groups. 
 
6.1.1 The effect of scent marketing on luring a participant into a store 
 
The results indicated that scent marketing is described as an attraction, since it stimulates 
consumers’ emotions. A pleasant scent can make consumers feel that the store is of higher quality, 
this can enhance consumers’ curiosity as to what the smell is, and this could lead them to approach 
the store. Furthermore, it was found that a subtle scent can have a subconscious effect on consumers. 
Therefore, without them realising it, scent could lead consumers to approach and/or enter a store 
because of an emotional reaction that took place.  

It is important to remember that a scent can connect with consumers’ emotions. However, 
before the mind can link a specific scent to a pleasant/unpleasant emotion, the scent must first be 
connected to a pleasant or unpleasant experience. If a consumer has a pleasant reaction to the scent, 
they are likely to approach the store (an attraction took place). 

It was also discovered that consumers who are browsing around a shopping centre without a 
specific focus or time constraint could be lured into a store if they experienced a subtle and pleasant 
scent. Therefore, the scent could attract a consumer by eliciting an emotional response in the 
consumer. It was also mentioned that a pleasant scent could most likely lure a consumer in the first 
time, but they would only enter the store a second time if they wanted to browse or buy something in 
the store. However, the opposite is also true: if it is a bad smell, then consumers are likely not 
entering the store again. 

From the results, it emerges that a number of factors play a role in terms of scent marketing’s 
ability to attract consumers to a store and/or when it would not have an impact. Firstly, it should be 
taken into consideration that people have different tastes. What might smell good to one person can 
smell bad to someone else. Therefore, gender and age are likely to have an impact on whether 
consumers find a scent pleasant or unpleasant. Secondly, the mood of a consumer is likely to play a 
salient role. If the consumer is in a shopping mood, a pleasant scent can influence him or her to enter 
the store. Thirdly, if a consumer is focused on a specific task or does not have time to browse around, 
scent will probably not influence him or her to enter the store, except if the store stocks the product 
they are looking for. Fourthly, personality plays a role. The personality type of a consumer will 
determine whether he/she will be influenced by the scent. Also, some people are triggered by scents 
while others are visually stimulated. Therefore, even though a consumer may smell a pleasant scent, 
this may not lead him/her to enter the store, but the window display would. However, the scent 
would definitely enhance the shopping experience. 

 
6.1.2  The effect of scent marketing on a participant’s decision to purchase an item 
 
The results indicate that when consumers encounter a pleasant scent, they tend to spend more time 
in the store and this could lead to a purchase. Furthermore, if the scent makes consumers feel 
comfortable, relaxed and de-stressed, it could also lead to a purchase, since they are likely to spend 
more time in the store. 

The results further indicate that scent in high-end fashion stores are likely to make consumers 
feel like a million dollars, which will make them feel empowered. Therefore, consumers may be more 
eager and willing to spend money in the store. 

The results of the focus group session also suggest that scent marketing may well lure 
consumers into a store, and that scent may enhance their mood and behaviour, which can influence 
their purchase decision. However, it should be taken into consideration that the entire consumer 
experience depends on the layout of the store, atmospherics, temperature and consumer service. All 
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these aspects have an effect on how long consumers linger in the store and how much money they 
are likely to spend. Scent may enhance the experience, but it will not suffice on its own. Therefore, if 
the store smells pleasant and looks sophisticated, this could boost the possibility that the consumer 
will purchase an item in the store. 

 
6.1.3  The effect of scent marketing on a participant’s re-patronage behaviour 
 
The results indicate that scent marketing is a subconscious way to get consumers to return to a store. 
If a consumer had a satisfying experience in a scent-enhanced store, he/she is more likely to return to 
the store and spend more money. This is because the store is connected to a pleasant scent in the 
mind (memory) of the consumer. Furthermore, if a consumer smells the scent of a specific store or 
brand, that scent is likely to make him/her recall the brand or store name. 

The results further indicate that the entire consumer experience determines whether a person 
will return to a store or not. Scent can help to lure consumers into a store and/or seduce them to 
browse around in the store, but the entire experience that a consumer encountered in the store will 
have an influence on the overall consumer experience. If the service was bad, the consumer would be 
prone to remember the bad service and scent will not be able to justify it. 

 
6.1.4 The effect of scent marketing on the duration of a participant’s stay within the store 
 
The results indicate that if a scent is pleasant, one is naturally going to linger longer in the store. 
Consumers who feel happy and relaxed are also likely to remain longer in stores, due to scent 
receptors in the nose that connects directly to the brain and which are responsible for linking 
memory and emotion. It was also found that if scent can make an individual feel calm, and once this 
feeling is experienced, they might stay and browse around the store for longer periods than what they 
would have anticipated. Furthermore, smell can also transport a person to a certain time and place, 
recalling a memory or feelings. If the feeling or memory is positive, consumers would tend to remain 
in the store. Therefore, scent is used to keep consumers in a store for longer periods of time, to 
enhance their moods and offer a pleasant consumer experience. However, the same is true for an 
unpleasant scent. If an unpleasant scent is smelled, consumers would quite likely leave the store. 

It should also be taken into account that different cultures, ages and personalities have different 
associations with smells. This would also have an impact on the duration of a consumer’s stay. 
Therefore, it is important that a scent matches the theme and atmospheric elements of the store. If it 
does not match the store, it will not match the brand and a wrong connotation can be formed of the 
store. Furthermore, the temperature, layout and merchandise will also play a role in terms of the 
duration of a consumer’s stay in a store. 

 
6.1.5 The effect of scent marketing on a participant’s decision to try on a fashion item 
 
The results indicate that a few participants stated yes and a few answered no, when asked whether 
scent would lead them to try on a fashion item. It was found that scent could perhaps lead consumers 
to try on fashion items, because the appropriate scent can make consumers feel calm, relaxed and de-
stressed. If consumers feel comfortable in a store, they may feel that they have time to spend in the 
store, and this could lead to them trying clothes on. However, it depends on a consumer’s personality 
and on whether he/she enjoys shopping and trying on clothes. 

The results further indicate that a scent in a store or a scent on a fashion garment can bring 
back a memory or enhance a positive emotion, which could lead to consumers wanting to try on 
fashion items. Therefore, it is a subconscious feeling. 
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6.1.6  Participant’s decision to discuss the scent of a store with his/her reference groups 
 
The results indicate that a consumer’s personality has an effect on word-of-mouth and the 
relationship that they have with friends and/or families. 

It was found that some participants often inform their friends and families when they have 
encountered a bad or pleasant scent. Such word-of-mouth is a means of warning family members or 
friends to avoid certain stores and rather choose other stores. It was further found that participants 
are likely to inform family or friends if they encountered a bad scent, but less likely to share their 
experience of a pleasant scent. Also, it was found that a bad or pleasant scent would only be 
mentioned to friends or family members if it arose as a topic of discussion. 

The results also indicate that a consumer’s personality plays a role in terms of whether or not 
they are likely to discuss a scent. For example, a few participants stated that they would not mention 
to family or friends when they have encountered a bad or pleasant scent, as it would not be worth 
mentioning. 

Therefore, personality types and a person’s relationship with friends or family play a role in 
terms of word-of-mouth marketing. 

 
6.2  Category 1(B): Avoidance 
 
Category 1 (B) considers the effect of scent marketing on driving a participant away from a store; the 
effect of scent marketing on a participant’s decision not to purchase an item; and the likelihood of a 
participant to complain to store personnel about an unpleasant scent. 
 
6.2.1 Effect of scent marketing on driving a participant away from a store 
 
The results indicate that if a store smells repulsive, damp or if it has a general bad smell, consumers 
are not likely to enter the store. If it is a subtle smell, consumers may still be willing to buy the item 
that they were looking for, but they are not likely to browse around in the store for longer than 
necessary. It was also found that if there is a bad smell near or outside the store area, this would also 
stop consumers from entering or coming near that section of the store. Consumers also commented 
on public bathrooms that do not have a pleasant scent near shops. This unpleasant scent kept them 
away from that area in the mall; consumers are therefore likely to be unwilling to enter stores near 
that section of the shopping centre because of the unpleasant smell. 

The results further indicate that if consumers are brand loyal, a bad scent will keep them from 
going to that specific store but will not stop them from buying the products. Therefore, consumers 
would rather shop at a different branch or even shop online. Consumers could end up changing their 
method of buying and not return to a specific store, because the bad smell resulted in a bad 
experience and memory. Another finding is that if the scent and the store’s layout, temperature, 
season and overall theme do not match, people may well avoid a store. The season should match the 
scent: if the scent is cold (ice-blue or peppermint) and the store is too cold (air-conditioning), this 
could lead to people feeling to cold and they may end up leaving the store. 

It was lastly found that some high-end consumers expect a scent to be present in a store. If 
there is no scent in the store, consumers can regard it as simply another store. The store will not 
stand out and it will not be regarded as a high-end store. 

 
6.2.2  Effect of scent marketing on a participant’s decision not to purchase an item 
 
The results indicate that consumers have certain expectations that a store should live up to. If 
anything in the store is questionable, then consumers would be hesitant to buy from that store. Most 
participants indicated that an unpleasant smell will make them want to leave the store and buy the 
product elsewhere. It was also found that an unpleasant scent can cause a consumer to feel irritated, 
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which can build up towards the merchandise. Some consumers indicated that they would not buy 
clothes because they would feel anxious that the garment might also smell bad. In short, the clothes 
may not look as “high-end” as they are supposed to look. 
 
6.2.3  Likelihood of a participant to complain to store personnel about an unpleasant scent 
 
The results indicate that it depends on a consumer’s personality, the mood they are in, whether they 
have time to complain, and how severe the unpleasant scent is in the store. It was found that the 
majority of participants are likely to complain if a bad scent is present in a store. Some consumers 
believe in consumer feedback and they want to make personnel aware that the store is not up to its 
usual standard, especially in the case of a high-end fashion store. It was mentioned that if a person 
visited a store for the first time and there is an unpleasant scent hanging in the air, the consumer is 
not likely to address the situation but would most likely leave the store immediately. However, if one 
is a regular consumer and there is a bad smell, one would feel more at ease to mention it to the store 
assistant. 

It was also found that a number of participants would not complain in person but would 
complain online or send an email to the manager. Furthermore, a few participants stated that they 
would not complain, but would immediately leave the store. Therefore, a consumer’s personality and 
his/her cultural makeup have an effect with regards to feeling sufficiently at ease to complain to store 
personnel if an unpleasant scent is present in the store. 
 

 Findings 7.
 
Scent marketing will enhance the shopping experience within a high-end fashion store, since it is 
appealing to inhale a pleasant scent. A pleasant scent, especially in a high-end fashion store, can 
make consumers feel special and important. It further indicates that the store cares about its 
environment and that they want to offer a delightful, relaxed and comfortable atmosphere to their 
consumers. Hence, high-end fashion stores should make the entire shopping experience for the client 
as glamorous as possible, which also indicates a sense that the store cares about its freshness and 
other attributes, and it wants to offer consumers a relaxing shopping environment. It was found that 
a blunt smell will not make the shopping experience personal, while a pleasant smell can make it 
personal. Furthermore, if a company has a signature scent, a consumer can form a connection with 
the store and/or brand. Whenever that specific scent is smelled, consumers will recall the brand 
and/or store.  

It was found that a pleasant scent can enhance consumers’ curiosity as to what the smell is and 
this could lead them to approach the store. Hence, a subtle scent can have a subconscious effect on 
consumers, without them realising it, scent could lead consumers to approach and/or enter the store. 
Consumers are intrigued to enter or approach a store when a classy, soothing and pleasant scent is 
smelled. Furthermore, consumers who are browsing around a shopping centre without a specific 
focus or time constraint could be lured into a store if there is a pleasant scent. However, the opposite 
is also true, if it is a bad smell then consumers are not likely not enter the store again. From the 
results it was seen that a number of factors play a role regarding scent marketing. Firstly, it should be 
taken into consideration that people have different tastes. Gender and age are likely to have an 
impact on whether consumers will find a scent pleasant or revolting. Secondly, the mood a consumer 
is in will play a big role. Thirdly, if a consumer is focused on a specific task or do not have time to 
browse around, scent will not influence the consumer to enter the store, except if the store has the 
product they are looking for. Fourthly, the personality type of a consumer will depend if he/she will 
get influenced by the scent. Some people get triggered by scent others are visually stimulated. Also, 
some personality types enjoy a different type of scent than others. 

Therefore, when deciding on a scent, a store should decide on what gender and age they want to 
focus on. The scent should also make consumers feel comfortable, relaxed, de-stressed and energetic, 
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which will keep them browsing the store for longer periods. High-end fashion industries should take 
note that it is important for the scent to match the theme and atmospheric elements (music, 
temperature, visuals) of the store, since this will also play a role in the attraction and duration of a 
consumers stay. 
 

 Limitations of Existing Research 8.
 

• The study is area-specific, since the study was conducted in Sandton and in Nelspruit, due 
to focusing on these two locations it could limit the generalisation of the results.  

• Only three focus groups were conducted. Therefore, it could limit the generalisation of the 
findings to the greater population. 
 

 Directions for Future Research 9.
 

• The study is area-specific, therefore future research could use a wider geographic area of 
study.  

• Scent marketing should also be tested in a physical high-end fashion store, to be able to get 
the real influence of scent marketing on consumers’ behaviour. 

• Future research should test a variety of scents that exhibit differences in pleasantness, 
arousal, evocativeness, and congruency with the product, to understand the impact and 
influence that scent has on consumers purchasing behaviour. 

• Future research should also investigate the interaction of fragrances with other atmospheric 
elements, since consumers are exposed to several environmental elements at the same time 
 

 Conclusions 10.
 
The primary objective of this research study is to explore the influence of scent marketing on 
consumers' approach and avoidance behaviour in the high-end fashion industry, since existing 
literature falls short in that it fails to directly recognise the potential that lies within scent marketing 
and its influence on consumers approach and avoidance behaviours. 

As seen from the results, scent marketing can lure consumers to a store, influence their 
browsing times within a store, influence the decision to purchase an item; and influence the decision 
to return to the store in the future. However, thorough investigation should be done on the target 
market and it should be taken into consideration that people have different tastes, moods, and 
personality types.  

Based on the results, it is recommended that high-end fashion retail stores make use of scent 
marketing to stimulate consumers approach behaviour and provide a pleasant shopping experience. 
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