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Abstract. This paper focuses on the sensory marketing that wants to be a marketing tool which influences the mood 
and consumer behavior. The consumer is not looking only for buying a product or a service alone, but he is seeking an 
emotional and unique experience around what he buys. In line with previous studies, our survey study reveals how 
consumers evaluated the atmosphere of restaurants through the cognitive and emotional reactions. A synergy makes 
the internal response (cognitive and/or emotional) of the customer-facing the stimuli of the atmosphere, superposition 
of the four senses (sound, sight, touch, smell). According to our survey results, this research highlights the importance 
of recognizing that the stimuli of the atmosphere of the point of sales influence to emotional (feel more pleasure) and 
cognitive (perceive a better quality) responses of the customer through the experience of the sensory marketing. 
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Introduction 

The economic context of these days encourages the companies to invest in the sensory marketing. During a long 
time, human senses have been ignored, or at least considered as a different field than the marketing. It is through the 
five senses that each person perceives his environment. The knowledge about the senses of the person might make 
the marketing strategy of a company more successful and the sensory experience of the customer more personalized. 
The main reason for the brands to develop the sensory marketing is to be differentiated on the actual or targeted mar-
ket. For a long time, the brands have worked mainly in the visual sense, through the color codes, the design, or the 
logos (Dosquet 2015). Therefore, the sensory marketing has been used to offer a unique experience to the customer. 
Daucé and Rieunier (2002) defined it as the fact to use the factors of the atmosphere of the point of sale in order to 
arouse affective, cognitive and behavioral reactions of the customers encouraging the purchase acts. These authors 
defined the factors composing the atmosphere of the selling points as the tactile factors (the materials, the tempe-
rature, etc.), the gustatory factors, the olfactory factors (the ambient scents, the smell of the products, etc.), the visual 
factors (the colours, the lights, the design, etc.), the hearing factors (the music in the background, the ambient 
sounds), and the social factors (the category of customers, the category of sellers, etc.). The sensory marketing is a 
part of the marketing which wants to be closer to the customer by appealing to the unconsciousness of the human 
being, which means the feelings, the memory, the perception and the emotions, which are private parts of each 
person. The sensory marketing wants to be a marketing tool which influences the mood and the behavior of the cus-
tomers. Each reacts in different ways to the stimuli of the atmosphere at the point of sale, and then, perceives it in 
various ways. 

It is a real challenge for the companies to gather all consumers in one entity with one sound, one touch, etc. 
However, several studies have shown the positive influence of the sensory stimuli on the mood and consumer 
behaviour, such as Schiffman et al. (1995), and later Villemure et al. (2003) who proved by an experiment, that a 
pleasant fragrance improve the mood and even can calm some symptoms such as unpleasant physical conditions. 
Through the time, the role of the customer in business and marketing process has changed: he passed from an indi-
vidual almost without opinion, to the part of the business process, with feelings, heart, brain and emotions. He can 
feel and perceive. It is the gap between the perception and the sensation that makes the strength of the sensory mar-
keting. Understanding the action from perception to mood is the proof that the mood affects the cognition and the 
emotion of customers. 
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The sensory marketing, more than just bringing a service, also brings a personalized experience to the customer. 
The sensory marketing is then a marketing tool, using the senses of the consumer, which mean the tactile, visual, 
auditory, olfactory and gustatory senses (Rieunier 2006). The olfactory sense (smell) and the auditory sense (sound) 
are newer than the taste and the touch, which are both part of the traditional marketing. The sensory marketing ap-
peared with the appearance of the smell and the sound in the marketing process. The principle of the sensory market-
ing is based on the value of one or more of the five senses of the human being (the sight, the hearing, the taste, the 
touch and the smell), which would allow companies to encourage the purchasing process while meeting the consum-
er expectations.  

The main question about the consumer behavior is: why this store sells more than another one with the same 
products? The answer is because of the experience that the store can offer to customers. The consumers are ready to 
pay to live a pleasant experience. The sensory marketing can be defined, according to Rieunier and Jallais (2013) as 
the fact to use the ambient factors which surround the selling point (such as the music, the scent, the colour, the 
touching and tasting sensations) in order to stimulate, in the consumer’s mind, a favourable reaction toward the 
purchasing act. Indeed, the environmental psychology is the study of the attitudes, perceptions, representations and 
accompanying behavior linked with the physical and social context in which the individual or group of individuals 
evolves (Moch, Moser 1997). This field has shown, since the beginning of the last century, that the environment, 
atmosphere surrounding the individual, can create an impact on his mood and his relaxation (emotional responses), 
on his thoughts (cognitive responses), and on his physical attitudes (behavioural responses), with experiments such 
as the theory of hierarchy of needs of Maslow et al. (1970). There is lack of generalized material, where the infor-
mation about the influence of sensory marketing usage on consumer response would be stated systematically, and 
this allows formulating the research problem in a question – how does sensory marketing through the atmosphere (of 
the point of sales) influence the consumer response? The objective of the paper is to explore the influence of sensory 
marketing through the atmosphere (of the point of sales) on the consumer response. 

Theoretical background and hypotheses   

The goal of the sensory marketing is to seduce the customer, while increasing his well-being, in order to influence 
his behavior in a positive way concerning one product, or service, or a selling point (Daucé, Rieunier 2002). The 
perception of the significance of the senses in the marketing and the business, in general, has a valuable advantage in 
the market today. The sensory marketing is a useful tool which can provide, for the companies, an opportunity to 
increase the product profitability. The food industry has already used the potential of the sensory marketing partially: 
many restaurants, pubs or even bakeries try to exalt and stimulate the different senses by artificial systems (the 
artificial smell of fresh bread, for example). According to Lindström (2005), considering the senses of the human 
being can ensure a customer’s experience in the store and can stimulate the imagination, improve the products and 
keep the customers through the loyalty. Creating a sensory brand starts from providing a personalized stimulus which 
can be linked to the brand.  

Moreover, what Lindström (2010) basic point is that a brand which uses the multiple senses will be more suc-
cessful than the ones which would focus on only a few senses (one or two). It can be a part of the advertising of the 
brand, such as a colour (for example the red of Coca-Cola, or the blue of Pepsi), logo, slogan, etc. or it can be a part 
of the product itself, such as shape of the product (Lamborghini cars’ shapes), smell (perfumes) or taste of the 
product (Nutella). 

Today, the marketers have understood the place of the senses in the marketing process and the customer buying 
process. The more senses a brand appeal to, the stronger would be the message, and the stronger would be the 
internal response (positive or negative). Several researchers such as Daucé and Rieunier (2002), Krishna (2012), 
based on the studies of Kotler (1973), have focused on a specific branch of the sensory marketing: the atmosphere of 
the point of sales.  

From the theoretical review, we can point out that the senses of individuals, the way they perceive and feel the 
atmosphere of the point of purchases, are stimulated by what Daucé and Rieunier (2002) called the “atmospheric 
factors”. The synergy between the perception and the sensation is, in one way, that can define the sensory marketing 
field (Krishna 2009). After the sensory organs are stimulated, the brain of the individual will create an internal re-
sponse, according to the way and the context he perceives these stimuli. The internal response is characterized by 
emotional and/or cognitive reactions which create a positive or negative positioning of individual towards the brand 
or the product (Krishna 2012). This positioning is important because it defines the positive or negative reaction that 
would follow the individual (avoidance or approaching reaction) (Mehrabian, Russel 1974).  

Indeed, the atmospheric factors come right out from the research of Daucé and Rieunier (2002) concerning the 
atmosphere of the selling point. They described the atmospheric factors as the scent, vision, sound and touch, and 
integrated all these factors in the sensory marketing process. Moreover, Yoo, Park, and MacInnis (1998) defined the 
atmosphere as a set of visual, olfactory and hearing effects. These atmospheric factors stimulate the sensory organs. 
The sensations (what the consumer feels through his sensory organs) and the perceptions (transmission, analysis, and 
interpretation of sensation by the brain) derived from this stimulation are transmitted to the brain which analyses and 
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translates them in order to produce an internal response of the individuals (Bitner 1992; Krishna 2012). According to 
Krishna (2012), the internal response is divided into two parts: the cognitive reaction (which can have an influence 
on the perception of the quality) and the emotional reaction (which can have an influence on the customer pleasure). 
To quote once again Krishna (2012), the sensory marketing is “marketing that engages the consumers’ senses and 
affects their perception, judgment, and behavior” (Krishna 2012: 333). Indeed, the atmospheric factors are the vec-
tors of the internal responses of customers. These stimuli would affect judgment, behavior, attitude, and even the 
experience they can have at the point of sale towards the pleasure the customers feel at the point of sales and the quality 
they perceive it. 

According to the theories concerning the sensory marketing and especially the role of the atmosphere at the 
point of sales on the internal response of consumers and the analysis and the results found by the researchers in the 
past studies, as well as the previous frameworks (Mehrabian, Russell 1974; Bitner 1992; Yalch, Spangenberg 2000; 
Lindström 2005; Krishna 2012), some hypotheses were derived. 

First of all, the sensory marketing has an impact on the consumer behavior, and in particular on the willingness 
of purchase state of consumer. As Daucé and Rieunier (2002) argued, the atmosphere at the point of sales can totally 
change the attitude of the customers. Some experiments made by researchers such as Hui, Dube, and Chebat (1997), 
showed that the atmospheric factors, and especially the music, can have a positive impact on the mood of behavior. 
The music and sounds, in general, can stimulate the pleasure and the memory of individuals, which probably can 
result in a desire to buy more, or at least to spend more time at the point of sales. The smell has a huge impact on the 
memory by touching the emotions that the customers have had an experience (pleasant or unpleasant). The research-
ers discuss about sensory memory (Lindstöm 2005). The smell can induce a relaxing feeling or can arouse a desire 
from the sensory memory. In general, according to the previous studies, all researchers from the sensory marketing 
field agreed that the atmosphere (and the sensory marketing in general) influences the behavior and the perceptions 
of the consumers. Krishna (2012) raised the fact that the stimulation of the customer by the atmosphere induces two 
categories of internal response: the cognitive reaction, and the emotional reaction.  

The emotional reaction can be defined by the pleasure and the satisfaction felt by the customer through the 
stimulation of his sensory organs, while the cognitive reaction rather falls into the topic of the quality perceived by 
the customer. Through the management of the atmosphere at the selling point, the brand often tries to increase the 
pleasure, the well-being and stimulation of the customer (Rieunier, Daucé 2002). According to Bitner (1992) model 
two factors have a role in the emotional reaction of individuals: the mood and the attitude. Bitner (1992) defines the 
environment as the set of the tangible or intangible stimuli which influence the perception and the reaction of indi-
viduals. The interaction among these stimuli creates a global atmosphere which would create an effective reaction in 
customer’s brain. Indeed, Mehrabian and Russell (1974) defined the emotional state as being a reaction that the indi-
viduals show while facing to the environment. The emotional response of employees and customers follows the PAD 
concept (Pleasure, Arousal, and Domination) developed by Mehrabian and Russell (1974) to describe and measure 
the emotional states according to the atmosphere and the environment. Several studies have explored the effects of a 
specific dimension on the emotional reaction of the customers. Lemoine (2002) showed that the light influences the 
pleasure and the stimulation of customer at the point of sale. The customers feel more dynamics and more nervous 
when facing to the unpleasant light while a pleasant lighting would involve a significant effect on the degree of hap-
piness of the individual while visiting at the point of sale. Several studies, in particular on the ambient music (Alpert, 
M., Alpert, J. 1989; Bruner 1990), have proved that the factors of the atmosphere can influence the mood of individ-
uals. The results of these studies showed that a store can influence the mood of customer by broadcasting different, 
dynamic and rhythmic music (Alpert, M., Alpert, J. 1989). These results highlighted as well that the management of 
the music could influence the pleasure felt by the customer (Sibéril 1994). When the music broadcasted is pleasant 
for customers, then, they are in a better mood (positive mood). Otherwise, the diffusion of the ambient scent has, as 
well, an impact on the pleasure felt by customers at the selling point: some pleasant smells bring a favourable 
effective response, while if the customer faces to the unpleasant smell, he can feel dissatisfaction and deterioration of 
his mood (Rieunier, Daucé 2002). Adopting the atmosphere in a holistic way, Lemoine (2002) has shown that the 
pleasure felt by the customer at the point of sale and his stimulation state are influenced by the social environment 
and design environment. The studies in psychology and sensory marketing fields have proved that the individuals 
react in a physiological way to the environmental stimuli: it can appear through increasing the heart rate, sweating of 
the skin or even increasing muscle tension (Rieunier, Daucé 2002). Researcher Lemoine (2002) showed that combi-
nation of the music, lighting and layout of the store could have a positive impact on satisfaction of customer, his 
degree of gladness and his entertainment. The association between the music and helpfulness of the staff would have 
an impact on the relaxation and calmness of consumer, and on his ability to feel full of energy. After conducting our 
literature review we derived two hypotheses: 

H1: The consumers feel more pleasure (emotional reaction) of the point of sales when the atmospheric factors 
stimulate their senses. 

H2: The consumers perceive a better quality (cognitive) of the point of sales when the atmospheric factors 
stimulate their senses. 
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Research design  

The objective of the paper was to explore how sensory marketing through the atmosphere (of the point of sales) im-
pacts on the consumer response. The methodological groundwork of the empirical study was formed of scientific 
studies analysis in sensory marketing (Kareklas et al. 2014; Labrecque et al. 2013; Krishna 2012; Krishna, Elder 
2009; Balaji et al. 2011; Hulten 2011; Lindstrom 2010).  

Usually, there are two main groups for a research method: quantitative and qualitative. These two terms are 
widely used in business studies (in general) to make the difference between data collection techniques and data anal-
ysis procedure (Saunders et al. 2003. According to Saunders et al. (2003), the qualitative data are presented as being 
non quantified and non numerical. The main objective is to collect information due to observations and discussions 
of the studied subject. A qualitative approach helps to measure a quite small sample of views of individuals (custom-
ers) or companies or products, etc. and to collect information in depth, by exploring feelings, motivations, thoughts, 
purchase behaviour, etc. The quantitative techniques are mainly used to specify the causality, usually between two or 
more variables. The qualitative method searches statistic results to point out the trends or frequencies. The objective 
is to standardise the data by collecting numerical information (Saunders et al. 2003), and to develop and use mathe-
matical models, theories and/or hypothesis related to phenomena.  

According to these facts, the primary data was collected through the questionnaire method (quantitative meth-
od). Indeed, the questionnaire has the objective of observing, measuring, decoding, understanding and interpreting 
the behaviour and opinions of the studied population or the studied sample, by comparing and quantifying them, to 
have a statistical inference. This method appears to be the most efficient for this research to have an overall perspec-
tive on the role of the atmosphere on the consumer response. For practical reasons, it has been decided in this case to 
focus the research on the use of the atmosphere in the restaurants in Lithuania. Indeed, more or less every individual 
has attended, at least one time some restaurant. Furthermore, the restaurants implement different atmospheres to 
attract the customers. It appears to be one of the places the most efficient to realise the empirical research. The choice 
of Lithuania as location of the research has been chosen for practical reasons of the research control. Quantitative 
research was chosen for the validation of hypotheses, and primary data were collected using a survey (research in-
strument – thirty-four questions questionnaire) method, non-random convenience sample. The survey questions were 
based on results of previous scientific research.  

The reliability of the used instrument was assessed with the help of the Cronbach’s alpha coefficient, which 
measures the internal consistency of the questionnaire scale. The questionnaire was reliable (Cronbach’s alpha coef-
ficient is 0.986), and it could be used for research. It has been decided to focus the research on the use of the atmos-
phere in the restaurants in Lithuania. The questionnaire was developed and transmitted to the respondents through 
the internet network. More specifically, the design of the questionnaire was made through the tool “Google Form” 
and sent via the social networks communities; therefore, it can be characterized as “e-questionnaire”. We were able 
to formulate more objective conclusions appealing to the data collected through this way because there was no influ-
ence of the researcher to respondents. The study is based on a survey of 327 consumers (N = 203 men and N = 124 
women) from Lithuania.  

The data analysis is crucial for the research because it offers the chance to analyse, to interpret and to verify the 
theoretical studies done by the different researchers. Usually, the selection of the tool to analyse the data depends on 
the type of data collection such as quantitative or qualitative approaches. For examining the quantitative data collect-
ed through the questionnaire, it has been used SPSS software (Statistical Package for the Social Sciences): IBM 
SPSS Statistics 23.0. Through this tool, it has been created and developed different crosstabs or tables (such as fre-
quency tables), in order to analyse and to answer to the main question of this research: how does the sensory market-
ing through the atmosphere (of the point of sale) impact the consumer response (cognitive and emotional reaction)? 

Following statistical methods were used for the data analysis: the descriptive statistics (frequencies) were used 
to describe and discuss the characteristics of the sample; to explore the relationship between the variables, the non-
parametric statistical technique was used (Chi-Square Test), and to know the strength of these relationships, the 
symmetric measures, and especially the Phi coefficients, were used. 

Results 

The emotional reaction (pleasure) facing to the atmospheric cues 

The atmosphere, as described by Kotler (1973), Daucé and Rieunier (2002), Krishna (2012), has an influence on the 
emotional response of the consumer which would be translated through the attitude or the behavior of the consumers.  

To go deeper, it has been analyzed if a relationship existed between the main factor the respondents are sensi-
tive to while entering in a restaurant, and the pleasure they feel because of the atmosphere. Therefore, we can set two 
hypotheses h0 and h1: 

 h0: there is not any relationship between the proportion of respondents who feel pleasure through the at-
mosphere and the factors they are sensitive to while entering in a restaurant.  



Sliburytė, L.; Le Ny, J. 2017. The influence of sensory marketing: a study of atmospheric factors and consumer response 

261 

 h1: there is a relationship between the proportion of respondents who feel pleasure through the atmosphere 
and the factors they are sensitive to while entering in a restaurant. In other words, the pleasure felt through 
the atmosphere depends on the fact that the atmosphere stimulates them while entering into a restaurant, 
and thus that the pleasure is the cause that the atmosphere stimulates the respondent to enter the restaurant. 

Table 1. Chi-Square test of the main sensitive factor while entering a restaurant and the fact that the pleasure  
is caused by the atmosphere in the restaurant (Source: composed by the authors) 

Chi-Square test Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 18,298a 8 ,019 

Likelihood Ratio 21,031 8 ,007 

Linear-by-Linear Association ,618 1 ,432 

N of Valid Cases 327   

a. 4 cells (26,7%) have expected count less than 5. The minimum expected count is 1,14. 

 
The Chi-square test allows understanding if there is a significant link between the two variables “main sensitive fac-
tor” and “pleasure caused by atmosphere”. The value of the Chi-Square is about 18.298 and the asymptotic signifi-
cance (= p) about 0.019 (see Table 1). The p-value being less than 0.05 (the value of the statistical signification), we 
can reject h0 and we can confirm h1: there is a significant relationship between what respondents choose as main 
factors and their answer about the pleasure caused by the atmosphere. We can then deduce that there is a link be-
tween the fact that the atmosphere attracts them in the restaurant and the fact that they feel pleasure inside because of 
it. The association measures (Phi and Cramer’s V) indicate the strength of the relationship between the two variables. 
The Phi statistic has a value of 0.237 (out of a maximum value of 1) which means that the relationship between these 
two variables has a medium strength. Therefore, the relationship between the main factor the respondents are sensi-
tive to and the variable “pleasure caused by the atmosphere” is significant, but with a medium strength. Thus our H1 
hypothesis: The consumers feel more pleasure when the atmospheric factors stimulate their senses was validated. 

The cognitive reaction (quality) facing to the atmospheric cues 

If the customer is not able to evaluate the intrinsic quality of the products or is not able to refer to his past experienc-
es with the product or the brand, he realizes what is called “inferences” from the extrinsic assets of the product, it 
means the atmosphere. In other words, the customer uses the atmospheric information to evaluate the product (for 
example the quality of it). 

With the same objective as previously, a Chi-Square test has been used to understand if a relationship existed 
between the variable “main sensitive factor” and the fact that the atmosphere affects the perception of the quality. 
For the well-being of this test, the variable “atmosphere perception quality” has been re-coded.  

Table 2. Chi-Square test of the main sensitive factor while entering in a restaurant and the fact that  
the atmosphere affects the perception of the quality (Source: composed by the authors) 

Chi-Square test Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 8,128a 8 ,042 

Likelihood Ratio 8,934 8 ,348 

Linear-by-Linear Association 3,778 1 ,052 

N of Valid Cases 327   

a. 10 cells (66,7%) have expected count less than 5. The minimum expected count is ,07. 

 
The Chi-square test allows understanding if there is a significant link between the two variables “main sensitive fac-
tor” and “quality caused by atmosphere”. The value of the Chi-Square is about 8.128 and the asymptotic signifi-
cance (= p) about 0.042 (see Table 2). The p-value being less than 0.05 (the value of the statistical signification), we 
can reject h0 and we can confirm h1: there is a significant relationship between what respondents choose as main 
factors and their answer about the quality caused by the atmosphere. We can then deduce that a link exists between 
the fact that the atmosphere attracts them in the restaurant and the fact that they perceive better quality because of it. 
The association measures (Phi and Cramer’s V) indicate the strength of this relationship between the two variables. 
The phi statistic has a value of 0.235, so we can conclude that the relationship between these two variables has a 
medium strength. Thus our H2 hypothesis: The consumers perceive a better quality of the point of sales when the 
atmospheric factors stimulate their senses was validated also. 
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Discussion 

This study replicates and extends previous research on sensory marketing. In line with previous studies, the study 
shows how consumers react to the atmosphere of restaurants through the cognitive and emotional reactions. The 
consumer behavior reacts to the emotions and the motives. The internal response (cognitive and/or emotional) of the 
customers facing the stimuli of the atmosphere is made by a synergy, superposition of the five senses. For a long 
time, the marketers and psychologists believed that the individual was rational while making a judgment and deci-
sion, while the recent studies have shown that the person was making a fast thinking based on the experience and on 
memories. The sensation and perception are stimulated by the stimuli of the atmosphere and are closely linked: the 
sensory organs catch information from the atmosphere of the point of sales (sensations). Then these sensations are 
transmitted through the nervous system to the brain which analyzes it, interpret, and transform it into perceptions. 
Therefore, the brain transforms these perceptions and sensations into an internal response. This internal response is 
the reaction of the consumers toward the stimuli of the atmosphere through the emotional or cognitive reaction.  

From a theoretical perspective, this study contributes by more highlighting on how sensory marketing works. 
According to the conducted analysis, the stimuli of the atmosphere influence directly the emotional, behavioral and 
cognitive response of the individuals. It has been demonstrated the link that can exist between the perception of the 
quality by the customer and the pleasure he can feel (sensation), between the perception and the sensation. The dif-
ferent components of the sensory stimulations can be selected, combined and improved regarding the evolution of 
the needs, trends and consumer behavior to adapt it and have a better impact on the experience of the customer.  

It was revealed that the cognitive reaction evokes the quality of the point of sales (the process of inference), and 
the emotional reaction evokes the pleasure felt by the customers through the experience of the sensory marketing. It 
was identified that the atmospheric factors, such as visual, hearing and olfactory, stimulate the sensory organs of the 
customers.  

Obviously, there are still areas to discover in the sensory marketing field. The understanding of how the senses 
are connected with the atmosphere, the brain, and the behavior can be a considerable asset for the companies and 
marketers, to face the rise of the companies using the digital marketing. Furthermore, with the increase of the tech-
nologies such as the augmented reality, the virtual helmets or the touch screen in the shops, we can obviously con-
sider a research making a link between these new technologies and the senses of the individuals. And more specifi-
cally, how to create a new and rich experience for the consumers at the point of sales through the digital technologies 
while retaining the influence that can have the senses on the consumer behavior, such as digital tables in the restau-
rants, or digital noises and scents. 
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