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Abstract  

 

Background:  Today’s marketers are focusing on creating more than just a transaction 

place for consumers seeking to purchase products in physical stores, such 

as a pleasant in store experience. The reason for this is due to the increased 

competition that present retailers are experiencing. The implementation of 

sensory marketing in stores has been proven to be useful in order to 

influence the behaviors of consumers. To do so, sensory cues have been 

applied as a mean to trigger the emotions of the people visiting the stores. 

Scholars have stressed the importance of identifying in what manner 

different sensory cues affect the behavior of consumers. Moreover, there 

is a need to further research how a visual sensory cue could influence the 

approach behavior of consumers and enhance their desire to touch 

products.  

  

Purpose:   The purpose of this thesis is to expand the knowledge of how a certain 

visual sensory cue in a retail atmosphere influences the consumers’ 

approach behavior and the desire to touch. Additionally, in order to attain 

valuable insights, two research questions have been designed.  

 

Method:  A mixed research methodology has been applied for this study, where the 

triangulation of using observations, follow-up interviews and in-depth 

interviews has acted as the source to fulfill the objective of this thesis. The 

conducted observations account for the quantitative data that have been 

collected, whereas the follow-up and in-depth interviews generated rich 

qualitative data. The main methodological focus of this study is to ensure 

the ability to interpret the findings. Therefore, in order to identify how 

visual cues influence consumers’ approach behavior and the desire to 

touch, an inductive approach has been used together with open questions 

to generate fruitful conversations and theory development. In order to 

obtain the required data a convenience sampling procedure was employed.  

 

Conclusion:  The empirical findings suggest that visual stimuli in the store environment 

can influence approach behavior of consumers. However, to what extent 

the visual sensory cue affected the approach behavior and the desire to 

touch among the participants of this study could not be accounted for. The 

empirical findings demonstrate that color and smell in the store 

environment had a positive effect on the emotions of the participants. This 

further influenced the approach behavior, as well as the desire to touch 

products.  
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1 Introduction 

1.1 Background 

In a world where changes are occurring rapidly and competition becomes increasingly 

relentless, the pressure on companies and marketers to face the challenges that the retail market 

is currently encountering is enhanced. Marketers are focusing on creating more than just a 

transaction place for customers, such as a pleasant in-store shopping experience (Srinivasan & 

Srivastava, 2010). Kotler (1973) found that in some instances the atmosphere was the main 

factor influencing the purchase decision. As people’s judgment and decisions mainly tend to 

be driven by their feelings, Joy and Sherry (2003) recommend establishing a memorable, 

unique experience, in which both physical and psychological impulses are triggered. Thus, a 

pleasant atmosphere activates consumers’ positive feelings, meaning that their willingness to 

purchase products increases (Reimann, Zaichkowsky, Neuhaus, Bender, & Web, 2010). This 

information has led to marketers working towards creating inspiring and engaging store 

atmospheres as a mean to influence the behaviors of consumers positively (Turley & Milliman, 

2000). Scholars, such as Kotler (1973), Hultén, Broweus and Van Dijk (2009) argue for the 

importance of reinforcing the experience of the customers by utilizing stimuli that attract the 

five human senses of taste, touch, sight, sound and smell, in order to influence consumers’ 

behaviors and decisions. This has been referred to as sensory marketing (Kotler, 1973; Hultén 

et al., 2009). 

Over the last decade, the interest of sensory marketing has grown, both from a theoretical and 

practical perspective, referring to the implementation of sensory cues in store environments 

and the efforts of creating a holistic sensory experience (Helmefalk & Berndt, 2018). It has 

been argued that one of the reasons for the enhanced interest is that modern marketing has not 

emphasized sufficiently the importance of senses, emotions and experiences in the 

consumption process (Hultén, 2015). Previous research has presented that the usage of sensory 

cues has an effect on the perception, emotions, preferences and the choices made by 

individuals, and how they choose to approach the products (Krishna, 2010). In order to 

understand how the behavior of consumers is changing in relation to the store atmosphere, the 

work of Mehrabian and Russel (1974) concerning the stimuli, organism and response 

framework, has been thoroughly utilized by previous researchers (Donovan & Rossiter, 1982; 

Bellizzi & Hite, 1992; Donovan, Rossiter, Marcoolyn, & Nesdale, 1994; Sherman, Mathur, & 



 

 2 

Smith, 1997; Turley & Milliman, 2000). However, such a view only takes into consideration 

the cognitive aspect of the consumers, thus disregarding to which extent the body is of 

importance (Yakhlef, 2015). The additional standpoint has been argued to be of great 

importance according to Yakhlef (2015), as hearing, smelling, tasting, touching and seeing are 

all different forms of embodiments, where the body reacts to, experiences and relates to the 

specific space it is currently in. Thus, it is of importance to also take into account the role that 

the body plays for experiences in the physical retail environment, as it has been stated by 

Yakhlef (2015) to be an important aspect for future research.  

1.2 Problem discussion   

Proceeding research has declared the deep understanding for how consumers experience 

brands, products and services through their different senses like smell, sight, sound, touch and 

sound (Hultén, 2013; Krishna, 2012). This further leads to the significant comprehension that 

stimulating the senses through sensory cues could be utilized for those desiring to attain 

customer engagement, as well as to influence customers’ perceptions and approach behaviors 

(Hultén, 2013; Krishna, 2012). Consequently, the relevance of researching in what manner 

different sensory cues might affect customers is highlighted (Hultén, 2013). Helmefalk and 

Hultén (2017) have presented research results indicating the usefulness for companies in the 

retail sector to apply sensory cues in order to influence customers visiting the stores.  

Helmefalk and Berndt (2018) argue that the physical retail settings are multisensory in their 

nature, as they usually already include vision and auditory stimuli triggering the customers’ 

senses. Therefore, it could be beneficial for marketers to understand how a single sensory cue 

influences perceptions, attitudes, and approach behaviors of customers. All of the five senses 

have received great consideration in the literature of sensory marketing, however the sensory 

cue of sight has received less attention in the area of retailing (Spence, Pucinelli, Grewal & 

Roggeveen, 2014). This leads to the gained interest of understanding how the visual cue could 

influence the behavior of consumers, such as the approach of products. The visual sense is 

important as it fulfills four different functions, such as attention, appeal and impression, well-

being and visual harmony (Erenkol & Merve, 2015). Moreover, sight has been proven to be 

the most influential and predominant sense in the human body (Kumar, 2014; Hultén, 2013). 

The implementation of visual cues in the retail setting influences emotions and cognitions 

(Berndt & Helmefalk, 2018). Despite of a broad research on sensory cues in general, there has 

not been a lot of research on consumers’ perceptions of visual cues applied in retail stores 
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(Spence et al., 2014; Hefer & Nell, 2015). There is a need to identify in what way the 

implementation of visual cues could enhance other sensory experiences, as it has been argued 

to have the benefit of influencing approach behaviors, emotions, attitudes and the overall 

experience (Elder et al., 2010).   

The mere sensation of touch plays a huge and important role for humans, it even has the ability 

to enhance the experience of the different senses indicating that it is not merely enough for 

individuals to see products (Erenkol & Merve, 2015). This is due to the reasons that touch acts 

as an important factor in the process of making the purchase decision. When consumers have 

the ability to touch products they become more assured of their final decision, and that 

consumers without the ability to feel the products have demonstrated a higher level of 

frustration (Grohmann, Spangenberg and Sprott, 2007). Additionally, Grohmann et al. (2007) 

argue that consumers have different needs to touch in the process of evaluating products. Still, 

it has not been evident from the presented results to what extent individuals prefer or need the 

sense of touch as a way to obtain information (Peck & Childers, 2003). Together with the visual 

cue, they are the two dominant sensorial information obtained by the customers, which is why 

it is of interest to further research vision as a sensory cue and the sensation of touch.  

 

There is a demand to further elaborate on certain aspects in the field of sensory marketing. 

Hultén (2013) expressed the need to further research on how sensory cues influence the 

customers’ approach and enhancing touch behavior, to create a pleasant store atmosphere. 

Hultén (2012) states that there is a need to investigate this topic in a different store 

environments. 

These findings have contributed to the interest of identifying how certain visual cues could 

enhance the desire to touch products, as well as influence the approach behavior of consumers. 

Hence, this study aims to contribute to the literature stream of sensory marketing in the retailing 

industry of interior design.  

1.3 Purpose and research questions  

This thesis aims to expand the knowledge of how a certain visual sensory cue in a retail 

atmosphere influences the consumers’ approach behavior and the touching of products. As this 

study is carried out in a retail environment, further visual stimuli are considered. It is evident 

from previous research that emotions plays an important role, thus in this study the emotional 

aspect of the consumers has been taken into consideration. To clarify, in this thesis the focus 
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does not lie on touch as a sensory cue but rather on the sensation of touching products. Thus, 

the designed research questions guiding the research are as follows: 

RQ 1. How does the sensory cue of sight influence the approach behavior of consumers in a 

retail environment? 

 

RQ 2. How does the sensory cue of sight enhance the desire to touch in a retail environment?  

1.4 Delimitations 

This thesis does not focus on the four sensory cues of scent, sound, taste and touch in the store 

environment. Also, in regards of the Mehrabian-Russel model (Mehrabian & Russel, 1974), 

where approach and avoidance behavior is discussed, this study will not focus on the avoidance 

behavior of consumers. Moreover, it should be stated that final purchases are not taken into 

account as the consumers’ approach behavior and the importance of visual cues stand in the 

center of attention. Lastly, this study has not been carried out in different stores or regions, only 

focusing on the interior design store Granit in Jönköping, Sweden.  

2 Theoretical framework  

2.1 Sensory marketing  

Sensory marketing is a strategic implementation of sensory cues to create a clear, memorable 

brand awareness and image. (Hultén et al., 2009). Krishna (2012) defined sensory marketing 

as “marketing that engages the consumers' senses and affects their behaviors” (p. 333). It 

differentiates itself from other modes of marketing, such as mass and relationship marketing in 

the sense that it originates from the five human senses of sight, touch, sound, smell and taste. 

Sensory marketing is focused towards creating a deeper relationship with the customers, where 

the main objective is to stimulate the five senses to create a positive shopping experience and 

thus influence the perception of time spent, satisfaction, mood, product involvement, 

enjoyment and arousal. This would then lead to the main purpose of such a strategy, to 

influence the behavior of the consumer (Shabgou & Daryani, 2014).   

Extensive research on sensory marketing has been carried out where some specified the 

importance of creating a pleasant and memorable experience for the consumer by stimulating 

the senses (Spence et al., 2014; Krishna, 2012; Turley & Milliman, 2000). Previous research 

has shown that a brand’s message could be perceived more positively if the communication is 
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driven by stimulating the senses of the person, rather than by simply conveying a deliberate 

message verbally or written. People process the information sensory stimulation generates 

differently. Firstly, sensation is the situation when the implemented stimuli affect the receptor 

cells of the organ, thus it is biochemical in its nature. In other terms, the sense organs in the 

body could be seen as tools to gather information concerning the surrounding (Erenkol & 

Merve, 2015).  

The perception of sensory stimuli refers to understanding and being aware of the information 

generated by the sensory information (Krishna, 2012). Thus, the stimulation of the senses is 

received by the sensory organs and then processed and interpreted in the brain creating the 

perception that either lead to a satisfied or dissatisfied customer (Erenkol & Merve, 2015). 

Since both, the left and the right hemisphere of the brain, influence an individual’s sensory 

experience, the rational and emotional elements of the mind are stimulated as well (Hultén et 

al., 2009). The five senses of the human are a crucial part of a person’s experiences in the 

purchase and consumption process. Products, brands and firms are perceived through these five 

senses and individuals are subconsciously influenced by the senses when one or all of them are 

stimulated (Hultén et al., 2009).  

2.1.1 Sensory cues 

Sensory marketing applies the strategy of influencing consumer’s emotions and buying 

behavior through the utilization of sensory cues. Sensory cues can be described as stimuli 

targeting different senses to subconsciously trigger the emotions and perceptions of people. 

Implementing sensory cues in a retail environment can affect the behavior of the consumer and 

the decision to avoid or approach areas and products (Hultén, 2013). The approach behavior of 

a consumer could be experienced as a desire to stay in a certain area due to the environment, 

which needs to be pleasant, whereas the avoidance behavior could be seen as not wanting to 

spend time in the environment or explore it further (Turley & Milliman, 2000). The five senses 

are naturally associated with different stimuli, where the sight is associated with brightness, 

design, arrangement and colors. Smell is connected to natural or artificial scents, and hearing 

to the sound and the volume. Touch is associated with textures like smooth or rough or hot and 

cold, taste refers to flavors humans sense in their mouth (Erenkol & Merve, 2015).  

Thus, it is by stimulating these senses that managers aim to influence the behavior and 

perception, as well as the judgment of the consumer. Sensory cues can be implemented in the 
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store environment as a mean to amplify the experience and further influence the customer. In 

a study Hultén (2013) argues that the usage of sensory cues could be seen as in-store 

innovations that are separated from the overall store atmospherics. With this reasoning it is 

easier to comprehend how the sensory cue could be implemented in the store environment. The 

aim of using sensory cues as in-store innovations is to attract the attention of the customer to a 

certain brand or product category in the store (Hultén, 2013).  

2.1.2 The sensory cue of sight 

Sight has been stated to be the predominant sensor and the most powerful in regards of 

detecting differences or changes in the experienced environment (Hultén, 2012). Therefore, 

using visual cues is the most common mean to implement in relation to communicating the 

desired message (Balaji, Raghavan & Jha, 2010; Turley & Milliman, 2000).  

It has been stated by Clement (2007) that people use two different visual attentions when 

searching for products in a store, namely the orientation search and discover search. The 

orientation search refers to the unselective fast seeking with the ability to process multiple 

stimuli at the same time. The discover search refers to slow seeking with the ability to only 

process single stimuli’s at a time. People are able to shift between the two modes but have 

difficulties to use them at the same time. The search mode can be influenced by visual stimuli 

that stand out and catch the attention of the person. Such attention giving objects have been 

stated to steer the search independent of which search mode is used by the person (Clement, 

2007). 

Kotler (1974) states that visual stimuli in the store atmosphere can be the lightning, color, 

brightness, shape and size of the environment. The space, color intensity and level of the light 

affect and stimulate the people consuming it (Spence et al., 2014). It has been stated that 

implementing visual cues in the retail environment often influences the shopping behavior 

positively. Also, visual cues could generate strong associations, leading to support in the 

decision making process. Moreover, research in the area of visual cues or atmospheric stimuli 

has shown the importance of understanding that making changes in the environment, whether 

it is in the form of dimming the light in the glass section of a store or to change the color of the 

walls, has a proven effect on the purchase intentions of the customer and on the end the sales 

(Spence et al., 2014; Hultén, 2012). Visual stimuli affect the emotions of the customer in both, 

positive and negative ways. It is shown that visual cues act as an enabler in means of attaining 



 

 7 

information when written or verbal information is not available, as visual cues give the 

consumer a certain perception of e.g. the quality of a product. It has been argued that the usage 

of visual cues is of great help in means of gaining the attention from customers. In summary, 

it has been proven that visual cues can affect the behavior of the consumers in regards to 

approach or avoidance behavior, as well as at the point of purchase (Hultén, 2013). 

In a research conducted by Bellizzi and Hite (1992) concerning colors and their impact on the 

shopping behavior of customers, it was found that red and blue affected the consumers in 

different manners. The study used the color of red and blue in a shopping environment to 

understand what effects it might have. Overall, it was stated that the blue color generated a 

more positive and pleasant shopping environment than the red one, however red had to a greater 

extent the effect of generating a high level of arousal (Bellizzi & Hite, 1992). It can be argued 

that in the context of choosing the color scheme of a retail environment blue tones are better 

suited than red, although if the desire is to generate the feeling of arousal for the customer, then 

red is the color to select. A lot of studies have emphasized the importance of colors in regards 

of influencing the consumer. For instance, in a study conducted by Valdez and Mehrabian 

(1994) the brightness and the saturation of the colors impact the emotions that customers 

experience. The brighter and more saturated colors of red, yellow and purple were, the higher 

levels of arousal and excitement than the ones of blue, green and orange were generated.  

Another study argued for the importance to use the right colors in regards of gaining the 

attention from customers. It was found that the colors of red, yellow and gold were more 

capable of doing so than others (Pegler & Bliss, 2006). Moreover, studies have found that using 

colors as visual stimuli in regards of getting the consumers’ attention is a very effective 

strategy. It also holds the ability to generate certain approach or avoidance behaviors. It was 

stated that in terms of influencing the customer to approach areas or products, the warm colors 

were more suitable than cool colors. Yellow and red were the colors with the strongest effect 

of influencing the customer to approach as they evoked the feeling of excitement and arousal, 

however red was stated to be the most exciting color for the human mind (Bellizzi, Hasty & 

Crowley, 1983). Thus, it can be regarded that in means of attaining the attention of the customer 

and to influence approach behaviors, the color red is to prefer.  

2.2 Retail environment - atmospherics  

Regarding sensory marketing scholars have emphasized the importance of understanding how 

atmospherics and the implementation of sensory cues differentiate. It has been argued that 
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atmospherics are the general environment of a store that can act as the space for where sensory 

cues can be strategically implemented to enhance the customer experience and leading to 

changes in their behavior (Hultén, 2012; Kotler, 1973; Turley & Milliman, 2000). 

Nell (2017) states that retail stores should be designed, so that the physical environment 

generates pleasurable feelings for the consumers. Retailers can no longer only compete with 

attributes such as place, price and merchandise but also need to focus their attention towards 

other factors. The reason for this is the increased usage of the Internet as a place for acquiring 

products. Therefore, the emphasis for brick and mortar stores lies in constructing the store in a 

manner so that it gets the attention from the consumer, generates the ability to attract them into 

the store and keep the attention of them (Nell, 2017). For the purpose of the thesis, information 

on what constitutes a retail environment need to be further elaborated as a mean to give the 

reader a holistic view on the topic of sensory marketing. There is no clear definition of what 

constitutes an atmosphere, however in the context of marketing, atmospheres can be referred 

to as the aspiration to create a shopping environment that produces emotional effects on the 

individual in order to increase their likelihood of purchase (Kotler, 1973). It is of importance 

to comprehend that there is a distinctive difference between the wanted atmosphere and the 

perceived environment by the consumers. Atmospherics derive from the purposely 

implemented sensory cues as influencers and enhancers to create the wanted atmosphere. In 

contrast to that, the perceived environment can differ from individual to individual as people 

experience situations and environments differently. The designed store atmosphere has two 

main objectives, that is to generate the feeling of pleasure and arousal as these two emotional 

states have been stated to be the main influencing factors driving the shopping behavior of 

customers in a positive manner (De Farias et al., 2014; Donovan & Rossiter, 1982). 

People evaluate the retail experience from more than the physical product or the service 

offered. Customers respond to the total package of the experience that includes the warranties, 

pleasantries, images, packaging and other factors that come with the purchase of a product. The 

predominant factor of such an experience is the physical environment of where it was 

consumed or bought. Research has shown that the most profound, influential factor of the 

purchase decision is the atmosphere of the store. It has even been stated that the experienced 

atmosphere is the primary product that the customers consume or purchase (Kotler, 1973). This 

in turn leads to an increased probability for the consumers to purchase products and spend more 

time in the store environment (Ballentine, Parsons & Comeskey, 2015). Atmospherics are not 
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to be mistaken for efforts related to sensory marketing, such as implementing sensory cues. 

Atmospherics are concerned with more factors than just the mere cues, and also include the 

quality, service and social aspects in the retail environment. In a deeper sense, the store 

atmosphere constitutes of numerous factors, both tangible and intangible, whereas the tangible 

factors are, e.g. the physical store building, the architecture of the store and its aisles and 

shelves, as well as the decorations. The ambience, temperature and music for example refer to 

the intangible factors (Hoffman & Turley, 2002). Atmospherics in the retail environment have 

become a factor of differentiation, as well as a mean of staying competitive by increasing the 

attention toward the retail environment, ensuring that consumers find it pleasant to stay in-

stores (Andreu, Bigné, Chumpitaz & Swaen, 2006). A store environment and its atmosphere 

can never be neutral, meaning that there will always be stimulants influencing the consumer 

without the implementation of sensory cues (Turley & Milliman, 2000; Krishna, 2013). Thus, 

sensory cues act as controlled additives to an already more or less influential environment. 

2.3 Shopping motivation 

To fully understand what drives consumers to go shopping in a retail environment, it is of 

importance to illuminate on the motivations customers have, as they are moved by distinctive 

motives. The reason to go shopping can be either goal motivated, such as the need for a certain 

product, or it can be of a recreational endeavor, in which the main factor that drives the activity 

is the fun behind the act of shopping (Van Rompay, Tanja-Dijkstra, Verhoeven, & van Es, 

2012). Stone (1954) as one of the first authors that categorized distinctive shopping 

classifications, set the starting point for various authors to develop further shopping motives. 

Babin, Darden and Griffin (1994) argue that the experience that people have during shopping 

can be either utilitarian or hedonic by nature, thus generating different values for the 

consumers. The person with an utilitarian shopping behavior could be described as being rather 

task and rational oriented, where the perceived value is depended on the outcome of the 

shopping experience. The rational oriented customers go to a store to purchase a particular 

product, where the satisfaction from the activity itself is very little. However, the outcome that 

the activity brings, namely the purchase of the desired item, acts as the reward (Van Rompay 

et al., 2012). Consequently, if the customer is concentrated on the achievement of a certain 

task, arousing atmospheres could also be perceived as negative because they attract the senses, 

thus deflecting from the accomplishment of set objectives (Stone, 2003).  
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For a person obtaining a hedonic motive for shopping experiences, the value of enjoyment and 

the desire to have fun at the store plays an important role. The perceived value of the shopping 

experience could be derived from the extent of entertainment that was experienced in the store 

(Babin et al., 1994). If the store atmosphere offers a lot of arousing stimuli, the excitement and 

stimulation can be amplified for hedonic shoppers as these stimuli add to the prosperity of the 

shopping experience (Van Rompay et al., 2012; Kaltcheva & Weitz, 2006). Moreover, previous 

research stated that the shoppers that are motivated by the enjoyment of the activity, are more 

prone to stay in the environment in order to continue browsing through the store, rather than 

the goal of purchasing a certain product (Eroglu & Machleit, 1990). Thus, the reward that 

people experience after shopping could be dependent on the different type of motives 

individuals obtain (Babin et al., 1994). 

2.4 Touching behavior 

Today, many marketers try to implement tactile stimuli in their retail environment strategy to 

make consumers purchase their products (Marlow & Jansson‐Boyd, 2011). The significance of 

tactile input can be seen in research on children (Marlow & Jansson‐Boyd, 2011) as touch is 

the first and earliest sense humans acquire in the womb (Miodownik, 2005). Babies and young 

children discover their environment by touch (Piaget & Cook, 1952), which is something that 

adult humans also implement, yet to a lower degree. In general, the haptic interaction with 

physical objects and surroundings subconsciously affects decisions and engagements in every 

humans’ life (Marlow & Jansson‐Boyd, 2011). Prior research has shown that the sense of touch 

is the largest sensory organ and if the five senses were to be hierarchy ranked, touch would be 

placed in the top. The reason for such an argument is that the other four senses increase the 

acuity for touch (Krishna, 2012). Touch refers to “sensations aroused through the stimulation 

of receptors in the skin” (Stevens & Green, 1996, p. 1), meaning that this stimulation can be 

experienced through every part of the human body. Contrary, the expression ‘haptics’ refers to 

the acquiring of information by the hand (Gibson, 1966), which is the “principal source of 

input to the touch perceptual system” (Peck & Childers, 2003, p. 35). However, in this thesis 

touch and haptics are both indicating the tactile interaction by the hand.  

“We live in a tactile deprived society, and shopping is one of our few chances to freely 

experience the material world Firsthand.” 

(Underhill, 1999, p. 158) 
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Underhill (2009) describes the different non touch shopping options consumers can choose 

from today when they need to purchase goods, for example using the Internet. However, these 

forms don’t allow for the sensual experience of the retail atmosphere and the physical products. 

Today, the role of touch plays an important part in the evaluation process of products as haptic 

information differ in material characteristics, such as texture, toughness, softness, thickness, 

temperature and weight, which can merely be observed by tactile involvements rather than 

through other senses (Peck & Childers, 2003; Lindauer, Stergiou, & Penn, 1986). Tactile input 

in general is linked to consumers’ affect, as the process of touching is an essential factor of 

how consumers perceive products. The way the product’s surface is designed influences 

whether consumers feel connected to a certain good on an effective level increasing the 

probability to purchase goods (Demirbilek & Sener, 2003). By touching products customers 

are influenced in their attitudes and behaviors towards the object (Peck & Wiggins, 2006). This 

can further enhance the perception individuals have for the product or brand as well as reinforce 

the interaction between a firm and its consumers (Hultén et al., 2009). Not only is the ability 

to touch for individuals a factor of evaluation, but also a mean to generate a pleasant shopping 

experience (Hultén, 2013; Peck & Childers, 2003).  

Research has shown that when individuals are able to touch products they tend to feel an 

increased confidence in their purchase decision. Nevertheless, if consumers are prohibited to 

touch products, their judgement decisions are influenced negatively as tactile qualities 

represent an essential fragment of product expectations (Schifferstein & Spence, 2008). This 

can further indicate consumers’ frustration and the lower confident in their judgements and 

decisions towards a product (Peck & Childers, 2003). However, the need for touch has shown 

to be different from one person to another (Peck & Wiggins, 2006). According to Peck and 

Wiggins (2006) people are either high in the Need For Touch (NFT) or low in NFT. Individuals 

that are high in the NFT are either using the sense of touch to gather information and evaluate 

the product, which can also be described as the instrumental NFT, whereas others are merely 

touching objects for the pleasure to experience materials or products, indicating that they are 

rather obtaining an autotelic NFT. The information that people are able to collect by touching 

objects, e.g. a hard stone gives a sense of form, can later be remembered and re-experienced in 

the mind of the person without having to touch the object again (Peck & Wiggins, 2006). By 

using sensory experiences in retail settings, the brand creates an environment for which the 

individual could come back to in the mind, and thus have a stronger relationship with the brand 

as it is now embedded in the emotional part of the individual (Hultén et al., 2009).  
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In a study by Grohmann et al. (2006) the obtained results indicated that touch acts as an 

influencer in the product evaluation. Therefore, if the material of the product does not generate 

a pleasing feeling, the customer usually proceeds to shop somewhere else (Marlow & Jansson‐

Boyd, 2011). The execution of touching products increases unplanned purchases (Peck & 

Childers, 2006), as well as the feeling of ownership (Peck & Shu, 2009). This emphasizes that 

touch is a significant factor to understand consumer behavior in a retail setting. Sight and touch 

are elements of unity, which is why they should be processed in a parallel manner (Lindauer et 

al., 1986). In a study by Ludwig and Simner (2013) it was found that people connect tactile 

sensations with certain visual dimensions. The smoother, softer and rounder a material, the 

more lighter colors were connected to it by participants (Ludwig & Simner, 2013). Thus, it can 

be seen that the experience of touching products changes depending on different color stimuli 

that are used in the store environment.  

The importance of the parallel use of sight and touch can be seen as touch enlightens customers 

about the innards of a product, e.g. temperature, softness, roughness, while sight notifies 

customers on the outer look and the surface characteristics about products (Ludwig & Simner, 

2013). Thereby, the overall perception of the product can be experienced in a more profound 

way by the customers (Marlow & Jansson‐Boyd, 2011). Touching behavior holds substantial 

implications for store atmospherics. Different researchers suggest that different sensory and 

store environment stimuli empower customers to interact with products, thus leading to the 

approach of products and more unplanned purchases (Peck & Childers, 2008). Therefore, the 

touching behavior of consumers is a central aspect in this thesis that needs to further be 

explored in relation to the visual cue.  

2.5 Emotions 

It is emphasized that marketing communication efforts profit through the inclusion of 

emotional messages (Holbrook & Batra, 1987). Consumers are driven by the motivation to 

cope with occurring mixed emotions in the store environment leading to either approach or 

avoidance behavior (Penz & Hogg, 2011). Most researchers suppose that emotions are 

engendered by physical processes in the brain or body, which is why they can be elucidated by 

physical events (Barrett, Mesquita, Ochsner, & Gross, 2007). However, emotions compared to 

behaviors are more difficult to measure because they are rather subjective in its nature and 

problematic to access consciously by respondents through self-evaluations (Nisbett & Wilson, 

1977). In general, emotions represent intense, comparatively unbridled feelings, which 



 

 13 

influence the individual’s behavior. They stand in a connection to the needs, motivation, and 

personality of a person. If an individual’s needs remain unsatisfied, motivation is generated, 

whereas simultaneously negative emotions are created. Contrary, satisfied needs generate 

positive emotions. Thus, companies and products yielding beneficial consumption emotions 

enhance consumers’ gratification and loyalty. Furthermore, personality is of importance as 

well. Depending on the person, some are more sensitive than others, which is defined as the 

affect intensity. Individuals that experience a greater affect intensity tend to have stronger 

emotions, thus being more affected by emotional cues (Hawkins & Mothersbaugh, 2010). 

Figure 1 shows consolidated emotional states of customers that are important for this thesis 

when they enter and experience a store atmosphere. 

Figure 1: Consolidated emotional states of customers 

 

Source: Shaw (2007). 

The shopping experience customers undergo today is affected by their own emotions 

(Solomon, 2013). Thus, researchers classified three basic dimensions, which underlie all 

emotions. The approach that is used to comprehend the consumers’ decision process in relation 

to the study of store atmosphere represents the environmental psychology method of 

Mehrabian and Russell (1974). The two authors established pleasure, arousal and dominance 

(PAD) as three emotional dimensions to explain the consumers’ status of feeling in a physical 

environment (Mehrabian & Russell, 1974). Pleasure refers to whether the consumer enjoys the 

experience referring to what extent individuals have a good, joyful, happy or satisfied feeling 

in the environment (Solomon, 2013). Responses can be happy versus unhappy, pleased versus 

annoyed, satisfied versus dissatisfied, relaxed versus bored (Foxall & Greenley, 1999). Arousal 

indicates to what extent the surroundings stimulate the consumers’ feelings of excitement, 
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alertness, activeness and stimulation (Solomon, 2013). Responses can be stimulated versus 

relaxed, excited versus calm, wide-awake versus sleepy and aroused versus unaroused (Foxall 

& Greenley, 1999). Furthermore, dominance implicates if the consumer has the feeling of being 

in control in a certain surrounding (Hall, Elliott, & Meng, 2017). According to Russel, Pratt 

and Hendrick (1980) dominance represents the weakest factor of the theoretical model as 

studies did not find a significant effect of it (Russel et al., 1980; Russel, Ward & Pratt, 1981).  

Emotions as the outcome of arousal can be positive, negative or mixed influencing the 

customers’ willingness to purchase and whether they will return to the store in the future (Hogg 

& Vaughan, 2005; Baker, Levy & Grewal, 1992). It can be seen that the three sovereign 

emotional dimensions are influenced by environmental stimuli and further influence the 

behavior of the individual, which can either be approach or avoidance behavior (Mehrabian & 

Russell, 1974). In general, all of the three components of the PAD model are affecting each 

other constantly. 

Figure 2 shows the matrix that represents a total of eight different emotional responses to 

certain stimuli in a store environment (Solomon, 2013). Different states of pleasure, arousal 

and dominance in the consumers’ minds conclude to different emotional perceptions, which 

are arousing, exciting, pleasant, relaxing, sleepy, gloomy, unpleasant and distressing (Russell 

et al., 1980). The figure shows for example that an arousing setting can either be distressing or 

exciting, whereas a sleepy setting can either be gloomy or relaxing, depending on the extent 

the individual perceives the situation as positive or negative (Solomon, Bamossy, Askegaard, 

& Hogg, 2013). 
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Figure 2: Dimensions of emotional states 

 

Source: Solomon (2013).  

2.6 Approach and avoidance behavior 

Mehrabian and Russel (1974) assume that there are two different categories in relation to the 

reactions of individual customers in a certain environment, namely approach and avoidance 

behavior. Donovan and Rossiter (1982) proposed four different aspects that represent approach 

and avoidance behavior. The first one describes either the wish to physically stay in the store 

environment or the desire to leave, e.g. store customers’ intentions. The second aspect refers 

to the customer’s willingness to either explore the store environment or the predisposition to 

avoid interacting with the store environment in an inanimate manner, e.g. in-store examinations 

and the discovery of retail offerings. Another aspect is illustrated by the willingness to either 

connect and interact with other individuals in the store environment or to avoid communication, 

e.g. communication with employees of the store. Lastly, the level of improvement or prevention 

in relation to performance and satisfaction, e.g. reoccurring shopping performance and 

amplification of time and money expenses is of importance as well (Donovan & Rossiter, 

1982). If customers perceive the store environment as pleasant and stimulating, the four 

different aspects of behaviors will be perceived as positive, leading to approach behavior and 

making customers want to discover the store surroundings and interact with other individuals 

in the store (Donovan et al., 1994). In contrast to that, negative perceptions of the store 

environment lead to negative emotions and avoidance behaviors. Thus, comprehending the 

customers’ reaction to a certain atmosphere involves the examination of emotional responses 

(Helmefalk & Hultén, 2017). 
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In general, there are many variables affecting the individual’s emotional condition when they 

visit physical stores (Solomon et. al, 2013). Augustin, Frankel and Coleman (2009) state that 

sensory stimuli affect the consumers’ emotional and cognitive reactions. Previous research has 

laid its theoretical foundations on the S-O-R paradigm by Mehrabian and Russel (1974) (See 

figure 3), which describes a scientific framework supposing that environmental stimuli (S) 

influence customers’ organism states (O), thus further leading to approach or avoidance 

responses (R). The model aims to illuminate emotional responses emerging from exposure to 

the stimuli of a specific atmosphere (Donovan & Rossiter, 1982). Bagozzi (1986) states that 

stimuli are external impact factors related to an upcoming decision and containing marketing 

efforts, as well as environmental influencing elements for the customers. These different 

stimuli can easily be influenced and manipulated by retailers. Leading to the second stage of 

the model, the O component illustrates individual emotional reactions to these stimuli. Lastly, 

the R component represents the avoidance or approach behavior, which is affected by the 

experienced level of pleasure and arousal (Vieira, 2013). The desire to approach or avoid a 

specific settings is the last component of the model. 

Figure 3: Original Mehrabian-Russel model 

 

Source: Mehrabian and Russel (1974). 

2.7 An embodied approach 

In the literature of retailing and sensory marketing it has been argued that the experience 

consumers have in the designed space of a store environment for instance, is the outcome of a 

controlled setting of marketers, which is processed in the mind (Yakhlef, 2015). This view sees 

the mind as an influencing factor of the experience. However, such arguments are solely based 

on the theory of the mind, which is seeing the behavior of people from a cognitive perspective 

(Mehrabian & Russel, 1974; Spangenberg, Crowley, & Henderson, 1996). Yakhlef (2015) 

argues that there is one fundamental piece missing from such a prospect, namely the body of 
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humans. The author states that the body is what connects the two worlds of spatial-material 

factors referring to the physical environment with the social factor, which refers to the cultural, 

emotional and cognitive aspects. The world is experienced through the body as the medium 

that enables individuals to relate to, experience and understand the physical and social 

environment they are in, by means of having access and being connected to the world (Merleau-

Ponty, 1962). It has been stated that humans experience both, the social and physical 

environment, through different forms of embodiments, such as smelling, seeing, hearing or 

touching, in a non-rational and non-reflecting manner. Thus, the experience in itself is a bodily 

reaction to the certain situation (Yakhlef, 2015). Moreover, it has been argued that the body 

including the mind acts as the medium to which humans experience the world (Merleau-Ponty, 

1962) and that such an experience does not only include thinking activities, but also the activity 

of the body to create and be created in space, which has been referred to as the embodied and 

spatial experience (Yakhlef, 2015).  

The body cannot be separated from the environment that it stays in, thus embodiments are 

never appearing in impartial spaces. Therefore, bodily movements are determined depending 

on the space it is in, which is hence terminated as body schema. Here, an example can help to 

understand the concept. For instance, the act of driving a car indicates that the car itself is 

incorporated into the body schema of the driving person, further leading to the enlargement of 

the driver’s bodily spatiality (Yakhlef, 2015). Merleau-Ponty (1962) illustrates that body 

schemas permanently accommodate and alter depending on what kind of spaces and 

circumstances are found. Another example represents the individual’s ability to integrate 

objects onto their body, for instance a women wearing a feather hat. The woman feels with her 

body the location where the feathers and the hat are located, meaning that she incorporated and 

absorbed the hat into her own body schema (Merleau-Ponty, 1962). The volume, size and space 

of the object is always taken into account when the woman moves around in a certain space, in 

which the demand for a specific quantity of available space is omnipresent (Yakhlef, 2015). 

Taking the view of embodiment where the experience is created by the body it can be seen that 

“space produce and is produced by bodily practices” (Yakhlef, 2015, p. 553). The body is the 

connection to the world and it is through the body that consumers are able to feel and relate to 

the space they are consuming. Merleau-Ponty argues that “a movement is learned when the 

body has understood it, that is, when it has incorporated into its world” (cited in Dreyfus & 

Dreyfus, 1996, p. 107). Sometimes the body even owns the capability to influence its own 
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individual behavior as a response to environmental stimuli, rather than being influenced by the 

emotions (Duff, 2007). Merleau-Ponty’s (1962) perspective suggests that an experience is not 

the outcome of mental representations, but mainly the outcome of bodily processes. Yakhlef 

(2015) further states that bodily activities structure the retail environments that individuals 

experience. Therefore, it is of importance to understand that one cannot comprehend the human 

process of understanding things, if one does not take into consideration that humans experience 

and interact with the world through their senses and that the thinking process is occurring 

within the body (Krishna & Schwarz, 2014). Overall, Krishna and Schwarz (2014) argue that 

the human body acts as the source where experiences are created and information and 

judgements are established. Further building on the phenomenological view presented above, 

Bourdieu (1990), Hoffman and Turley (2002) argue that the body together with the 

environment creates the whole experience.  

2.8 Summary of theoretical framework 

Taking the theoretical framework into consideration, it can be seen that the overall topic of 

sensory marketing influences the structure and contents of chapter 2. In the first place, the 

central, supporting and underlying aspects of this thesis are explained, which are sensory 

marketing, sensory cues, visual cues, atmospherics, shopping motivation, touching behavior 

and emotions. These topics build up towards the approach and avoidance behavior, which 

culminates in the S-O-R model of Mehrabian and Russel (1974) that is seen as one of the 

foundations for the research questions. Thereby, this thesis claims that customers’ experiences 

in physical stores include thinking and mental processes because environmental stimuli (S) 

influence customers’ organism states and emotions (O), which in turn leads to either approach 

or avoidance responses (R). This standpoint stresses the assumption that the outcome of what 

consumers experience is generated by mental processes seeing the behavior of people from a 

cognitive perspective (Mehrabian & Russel, 1974). However, Yakhlef (2015) argues that there 

is one fundamental piece missing from such a perspective, namely the body of humans. The 

author states that the world is experienced through the body (including the mind) as the medium 

that enables individuals to relate to, experience and understand the physical and social 

environment they are in, by means of having access and being connected to the world. Thus, it 

can be seen that the embodiment of consumers also plays an important role in the retail 

environment (Duff, 2007; Yakhlef, 2015), which has to be considered in this thesis. Therefore, 

both, the mental processes, as well as the embodiment are important fundamental aspects that 

need to be incorporated for the further proceeding of this study. The reason for this can be seen 
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in the fact that humans experience and interact with the world through their senses leading to 

thinking processes, which are occurring within the human’s body (Krishna & Schwarz, 2014).  

3 Methodology 

3.1 Research philosophy and purpose  

In general, there are three different types of research assumptions, namely ontology, 

epistemology and axiology that guide the philosophical approach of a study. “Ontology refers 

to assumptions about the nature of reality” (Saunders, Lewis, & Thornhill, 2016, p. 127), which 

means that the researchers are trying to investigate the social constructed practices and multiple 

perceptions and realities (Saunders et al., 2016). As the purpose of the study is to understand 

behaviors and perceptions of consumers, which are subjective phenomenon, the ontological 

assumption is seen as a suitable approach for this thesis.  

 

In the area of business and management, there are five major philosophies, namely positivism, 

critical realism, interpretivism, postmodernism and pragmatism. The chosen philosophy could 

be seen as the foundation for the thesis as it is through the philosophical lens that a certain 

phenomenon is studied (Saunders et al., 2016). The philosophical stance of interpretivism 

allows the researchers to understand a phenomenon to be able to see the world through the 

experiences and perceptions of the participants (Thanh & Thanh, 2015). The obtained empirical 

data implicating these individual experiences have been interpreted as a mean to understand 

the world and the different social realities of the participants (Saunders et al., 2016) as the 

interpretivist approach denies the existence of only one reality (Hudson & Ozanne, 1988). 

Furthermore, Hudson and Ozanne (1988) argue that “[i]t is crucial for the researcher to know 

the context of a behavior or event because social beings construct reality and give it meaning 

based on context. Therefore, consumers would view information differently if they are in a 

retail store or laboratory setting” (p. 510). The undertaken study aims at understanding how 

visual cues in-stores influence the behavior of the consumer in relation to the approach or 

avoidance of products and the desire to touch in a retail setting. Thus, the aim lies at identifying 

influences, perceptions and behaviors of the consumers and the research purpose is therefore 

subjective and multidimensional in its nature, meaning that the interpretive paradigm as a way 

of gathering different realities is suitable for this thesis (Thanh & Thanh, 2015). It is of great 

importance to gather rich data because the purpose of interpretivist research is to create new 

“understandings and interpretations of social worlds and contexts” (Saunders et al.,  2016, p. 
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140). For an interpretivist study the qualitative data collection occurs naturally, however as the 

importance to gather extensive data has been emphasized, this thesis applies different data 

collection methods in order to use triangulation to overcome the weaknesses that come from 

the single method use. Thus, the data collection has been carried out in a qualitative, as well as 

a quantitative manner to ensure a valid interpretation of the primary data.  

3.1.1 Mixed methods research design  

In order for the research purpose to be fulfilled, this thesis takes upon the research strategy of 

collecting the data utilizing more than one method. Therefore, different methods have been 

implemented using quantitative, as well as qualitative data collection techniques leading to the 

mixed methods research design of this thesis (Saunders et al., 2016). The use of a mixed method 

has the great benefit of triangulation, in which “[...] it is used in order to combine data to 

ascertain if the findings from one method mutually corroborate the findings from the other 

method” (Saunders et al., 2016, p. 173). Therefore, the quantitative method of controlled, 

structured observations and the qualitative methods of follow-up interviews and in-depth 

interviews have been implemented. However, the quantitative method of observations is only 

used as a supplementing tool to support the findings from the qualitative interviews. As the 

data collection involves more than one phase and analysis, the researchers follow a sequential 

mixed methods research, which “will follow the use of one method with another in order to 

expand or elaborate on the initial set of findings” (Saunders et al., 2016, p. 171).  

 

Saunders et al. (2016) state that quantitative research investigates relations between variables 

that are measured in terms of numbers and analyzed with the help of statistical techniques. The 

implementation of consumer observations, which are store layout maps that show the 

respondents’ shopping patterns, support the findings and analysis of the qualitative data 

collection, which is why they were only used as a supplementing research method. Therefore, 

the observations are used as a foundation that show numerical relations of the consumers’ 

behavior in the store.  

 

Further, these relations are used and combined with the opinions, impressions and thoughts 

gained through interviews with consumers, so that in the end it can be examined what 

influenced them to approach and touch. The reason for conducting the study in this certain 

manner can be seen in the enhancement of the ability to obtain rich data (Saunders, Lewis & 

Thornhill, 2009). Krueger and Casey (2009) argue that the salient objective of a qualitative 
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research is illustrated by the exploration, examination and better comprehending of the way 

consumers feel and reflect on diverse phenomena, thus obtaining individuals’ opinion, 

impressions and experiences. 

3.2 Inductive research approach  

This thesis has the philosophical approach of being interpretative, thus, focuses on subjective 

matters. Therefore, this study has undertaken the research approach of inductive reasoning. 

This could be supported by Saunders et al. (2009) as the inductive approach is suitable for those 

studies concerned with collecting data to explore phenomenon. Saunders et al. (2009) further 

emphasize the possibility of using the inductive approach for studies seeking the ability to 

conduct the research in an exploratory, open-ended and flexible manner, where the objective 

is to understand the situation for which events are taking place (Bryman & Bell, 2011; Saunders 

et al., 2009). It is of importance to understand that inductive reasoning does not need to take 

an established theoretical viewpoint in the beginning of the study, but can rather use the theories 

to understand the context of the phenomenon being researched. This is in order to be able to 

formulate a research question in means of narrowing down the scope of the study (Saunders et 

al., 2009).   

3.3 Time horizon 

Depending on the study, it needs to be decided whether the authors want to research “a 

“snapshot” taken at a particular time” (Saunders et al., 2016, p. 200), which represents the 

cross-sectional design or if they want to research a phenomenon that is representative over a 

factual and longer period illustrating the longitudinal perspective of the time horizon (Saunders 

et al. 2016). The time horizon for which this study was conducted was between April 8th until 

April 11th of 2019. Because this thesis is time constrained, examining a phenomenon at a 

specific, short time period, there are no changes and developments shown in the course of time. 

Therefore, this study is cross-sectional in its nature not showing any longitudinal 

characteristics, but focusing on the phenomenon at a certain point of time.  
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3.4 Sampling 

3.4.1 Sampling of population 

The collection of data in a study commonly entails monetary and time limitations as it is mostly 

impossible, unrealizable and too expensive to gather all potential data units during a restricted 

period of time (Nachmias & Nachmias, 1996; Zikmund, Babin, Carr, & Griffin, 2010). In this 

thesis non-probability sampling techniques were applied for the data collection. This is a 

technique “in which the units of the sample are selected on the basis of personal judgement or 

convenience” (Zikmund et al., 2010, p. 395). Non-probability samples result in decent 

characteristics estimations of the whole population, as well as in pragmatic and economic 

samples, however its evaluation is not objective in its nature, further leading to the inability of 

a statistic projection to the overall population (Saunders et al., 2012).   

 

The selection of participants for the observations, subsequent follow-up and in-depth 

interviews was based on a convenience sampling procedure because the people partaking in 

this study “are easily available (or most convenient) to obtain” (Saunders et al., 2016, p. 304). 

In this thesis it refers to the gathering of consumers that are suitable and available at the time 

the data is collected. It is used to receive large numbers of observations, as well as qualitative 

interviews in order to obtain representative samples of the population quickly and economically 

(Welman, Kruger, & Mitchell, 2005). In total, 100 consumer observations were completed. 

Seventeen consumers agreed to answer the follow-up questions and to share their opinions after 

walking through the store, which illustrates units that are able to yield insights that cannot be 

collected by merely observing them (Malhotra & Birks, 2007). Moreover, eight different 

students from Jönköping International Business School have been chosen to participate in in-

depth interviews, which were also recorded. Thereby, the requirement was that they needed to 

experience the store environment during the time the observations took place, so that they go 

through the store with the implemented sensory cue. This method also offers the ability to 

receive opinions, insights into the topic, as well as meanings participants allocate (Saunders et 

al., 2016).  

3.4.2 Unit of analysis 

As the purpose of this thesis is presented by the investigation of consumers’ perceptions on 

visual cues affecting the approach behavior and the desire to touch in a certain store 

environment, the Swedish company Granit Funktion & Förvaring AB has been chosen as the 

unit of analysis. The company was founded in 1996 and has 35 stores within five different 
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countries (Granit, n.d.). Granit was chosen as it is rather small and implements a lot of natural 

materials, seasonal plants, as well as a sustainable design in its products and store environment 

(Granit, n.d.), which spawns a consistent store atmosphere in all of the Granit owned brick and 

mortar stores. Granit’s stores attract the consumers in a creative and simple way, which is a 

part of the firm’s identity (European Business, n.d.).  

3.5 Data collection 

3.5.1 Primary data collection 

“Primary data are the data that are collected for the specific research problem at hand, using 

procedures that fit the research problem best” (Hox & Boeije, 2005, p. 593). For this thesis 

different strategies have been chosen in order to generate richer outcomes and understandings 

of the research problem. The following table 1 gives an overview over the different applied 

techniques that have been carried out in this study, whereas they will be explained in a more 

detailed manner afterwards. 

 

Table 1: Overview of the used data collection strategies 

Data collection strategies 

Tool Description Sampling technique Participants 

Observations and 

consumer-flow 

analyses 

Labeling of the 

consumers’ flows 

and interactions 

(stop, touch, buy) 

with the store 

environment on the 

CAD 

Non-probability: 

Convenience 

sampling 

 

Four days of the 

week 

100 consumers 

Follow-up 

interviews 

Semi-structured 

interviews with 

previous observed 

consumers in the 

store 

Non-probability: 

Convenience 

sampling 

17 consumers 

In-depth interviews Semi-structured in-

depth interviews 

with previous 

observed consumers 

in the store 

environment 

Non-probability: 

Convenience 

sampling 

8 consumers 

Source: Developed by the authors. 
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3.5.1.1 Observations and consumer-flow analysis 

Sekaran and Bougie (2016) describe observations as the strategic viewing, recording, analysis 

and understanding of performances, activities or events. The purpose of the observations and 

consumer flow analyses is illustrated by the comprehension of visual cues in the store 

environment influencing the touch points, movements, interactions and the approach of 

products. The collection of observations is executed by making field notes, which are the 

researcher’s descriptions of what really happens in the field. Afterwards, these notes become a 

central part of the meaning that is extracted out of them (Zikmund, Babin, Carr, & Griffin, 

2013). Different tactics of observations were applied in business research before, wherefore 

they can be divided into different dimensions. The first key dimension is the controlled setting 

the observations are taking place in and at what time, which appears if carefully arranged 

conditions are set up by the researchers. Therefore, a visual cue of red flowers has been 

implemented into the interior design store of Granit located in Jönköping (See appendix 1), so 

that the researchers are in control of the conditions in a field environment. The reason for this 

is due to the data obtained by the previous conducted pre-study by the authors of this thesis 

that were obtained through interviews with friends and relatives. This showed that flowers 

arouse positive emotions within the respondents. In addition to that, the color red was found to 

be the most suitable color in order to catch the consumers’ attention in a retail setting, which 

can be found in the theoretical framework. Furthermore, the controlled setting enables the 

authors to monitor dissimilarities between distinctive behavioral responses to the situation 

(Sekaran & Bougie, 2016). The second key dimension refers to the structured observations, 

which is an approach that quantifies behavior indicating how often certain things occur instead 

of why they occur. Thus, the researchers profit from the insights they gain over specific 

behaviors (Saunders et al., 2012).  

 

The actions observed were the manner how consumers behaved and moved around in the store 

while shopping. Therefore, the physical actions and patterns stand in the center of this thesis. 

The observations took place in a hidden manner, which refers to the consumers being unaware 

that they are being observed leading to the minimization of response errors (Zikmund & Babin, 

2006). Thus, the authors tried to avoid interacting with consumers as far as possible and to 

observe them unobtrusively, so that the end results generate reliable and valid data (Saunders 

et. al, 2012). Altogether, 100 observations were collected to receive a dependable and 

consistent picture of the examined behavior of the consumers. All of the observations were 
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conducted from Monday until Thursday, while the time of the observation remained the same, 

namely in the afternoon between 4 and 6 pm. This was done in order to ensure a lower amount 

of variables affecting the collected data, as different times of the day indicate more or less 

people visiting. Thus, the chosen time is valid as most people get of work indicates more 

consumers visiting. Both, the observations and consumer flow analysis were collected and 

executed at the same time.  

 

The consumer flow analysis was used to detect areas where consumers were more prone to 

stop, as well as touch products within the store environment. Every consumer was observed 

from the beginning they stepped into the store until the end when they exited the store. The 

consumers’ movements were noted down on CAD’s, which are computer aided draftings 

constructed by the authors (See figure 4) to allow for an evaluation of the way consumers 

navigated through the store Granit.  

 

Figure 4: Store layout of Granit (CAD) 

  

Source:  Developed by the authors 

  

To show the paths and patterns a consumer walked through the store, a line was drawn into the 

layout of the CAD, which will be referred to as the consumer flow analysis. Wu, Wang, Chang 

and Chou (2015) argue that a consumer flow analysis “[...] helps retailers to understand the 
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actual behaviour and path of customers in their store, such as traffic, visited areas, customers’ 

paths, dwell time or loyalty” (p. 3506).  

 

Moreover, to show where the consumers stopped to approach products, another map was 

implemented, in which different signs were drawn into the store layout. When consumers 

stopped to look at a product, a cross was noted down. When consumers touched certain 

products, a circle was noted down. Also, when consumers chose to pick up a product to carry 

it around or put it into their shopping basket, a square was noted down. This map was 

implemented in order to visualize hot spots of the store indicating traffic patterns that reveal 

the interests of shoppers (McClearn, 2015), which will be referred to as the “interaction map”. 

Consumer flow analyses and interaction maps as a quantitative tool help to recognize the 

movement areas, the approach behavior and shopping patterns of consumers. These methods 

generate data that display how often certain things happen instead of why they happen, which 

is why this thesis follows the method of structured observations (Saunders et al., 2016). For the 

purpose of the thesis and for the research questions, the intention of the flow analysis is 

presented by answering whether there are specific zones in the store environment of Granit that 

the consumers desire to approach in relation to the visual cue of the red flowers. Also, the 

question where consumers stay in order to touch and feel the products is of importance. 

However, these observations as a quantitative measure shape only a part of the data collection 

approach. In order to thoroughly answer the research questions, further follow-up interviews, 

as well as in-depth interviews are conducted to gain empirical data (Saunders et al., 2016). The 

stress of this thesis is put on the qualitative method. 

3.5.1.2 Follow-up interviews 

According to Saunders et al. (2012) there are a variety of different ways to conduct interviews 

depending on the degree to which they need to be formal or structured. Seventeen different 

consumers from the store Granit in Jönköping were asked for permission to be interviewed 

after the observations had taken place. The follow-up interviews were used in order to obtain 

profound insights into the perceptions, behaviors and emotions of consumers in the store as a 

supplement to the structured observations in the store. The interview questions were 

exploratory by nature, which refers to the possibility of the interviewers to ask further, 

additional questions in order to adapt to the behavior and responses of the respondents meaning 

that the questions are semi-structured in its nature. The follow-up questions included significant 

themes that are important for the analysis of the thesis. This means that there was a possibility 
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to add or skip certain questions in relation to the flow of the dialogue with the respondents. In 

order to guarantee that all main questions and themes were presented, an interview catalogue 

was undertaken as a guideline for the follow-up questions (See Appendix 2). It also contained 

additional questions and comments on how approach the consumers (Saunders et al., 2012).  

3.5.1.3 In-depth interviews  

To collect data in a qualitative manner there are various methods. For this thesis follow-up 

interviews and in-depth interviews have been used. Malhotra and Birks (2007) state that 

qualitative interviews support to collect reliable data, as well as the opinions, feelings and 

attitudes of the respondents. Thus, during a period of around 45 minutes, face-to-face 

interviews were conducted to gain deeper, more profound and detailed insights and 

explanations of the consumers emotions in the store environment, whereas this cannot be 

captured and understood through questionnaires. 

 

Therefore, different consumers in the store were asked to participate in an in-depth interview 

for this thesis after the observation and follow-up interviews have taken place. However, they 

were not willing to take part in it as it would take too much of their time. Thus, in order to be 

able to collect rich data eight different students from Jönköping International Business School 

were asked to participate in in-depth interviews. Students were approached as their cooperation 

to take the time and share their thoughts for the study, constitutes a higher willingness than 

actual consumers and shoppers in the store. Thus, eight semi-structured interviews were 

conducted, which consisted of a series of open-ended questions asking respondents for short 

essay answers (Zikmund et al., 2013). Those questions provide the thesis with more flexibility, 

allowing for additional questions that were not formulated in advance (Schnell, Hill & Esser, 

1999). At the same time, concrete questions that are related to the topic, themes and interest of 

the thesis were formulated and prepared beforehand and shown in an interview guideline (See 

Appendix 3). These questions were divided into eight main categories, which are the stimuli in 

the store environment, atmospherics, touching behavior, emotions, approach behavior, 

avoidance behavior, exploring the store, as well as shopping motivations. This approach allows 

for the free formulation of what the respondents think is important in relation to the interview 

questions. Also, the in-depth interviews have been collected through face-to-face interviews as 

one form that can be used to communicate (Bortz & Döring, 2002). 
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3.6 Data analysis 

In order to understand the data that have been collected, it is important to analyze it in relation 

to the usage of reasoning (Zikmund et al., 2010). The different audio recordings of the in-depth 

interviews were transcribed and checked after listening to it carefully (Saunders et al., 2012). 

Afterwards, a thematic analysis was applied for this thesis. It entails various procedures that 

need to be implemented in order to structure the data. These procedures are composed of coding 

the data, becoming familiar with it, seeking for themes, detect relationships and refining themes 

to test assertions. This type of analysis is flexible and not bound to a certain philosophical view, 

but can be applied for either a deductive or inductive research (Saunders et al., 2016). 

According to Braun and Clarke (2006) the thematic analysis is a “foundational method for 

qualitative analysis” (p. 78). The objective of this kind of analysis is to look for certain patterns 

and themes that appear throughout the collected data, which are the observations, follow-up 

interviews and the in-depth interviews in this thesis (Saunders et al., 2016). The utilized 

categories and themes, in means of enabling the analysis of the empirical data are based on 

both the theoretical framework as well as the themes derived from the primary data. In order 

to facilitate the coding of the data a code book was created containing different categories, 

themes, as well as explanations and anchor examples (Malhotra & Birks, 2007) (See appendix 

4). The implemented categories are established based on the theoretical framework whereas 

the themes have to some extent been detected in the empirical data.  

 

It has been stated by Saunders et al. (2016) that the approach of using both, deductive and 

inductive thematic analysis is valid for those who wish to initiate the analysis process by 

utilizing theoretically driven themes. After the authors became familiar with the data by 

listening to the recordings, transcribing it and reading through it, the different prior established 

categories were used to code the collected data using different colors, which highlighted diverse 

themes within the data. Thus, the authors were able to get a profound overview of the data 

being able to find recurring themes and patterns. The findings were combined together, in 

which the conducted observations acted as a guidance to make sense of the behavior of 

consumers movements and interaction spots. This further supported the analysis of the data 

collected through the follow-up and in-depth interviews. Naturally, the in-depth interviews 

generated deeper understandings than the follow-up interviews, however the responses were 

still treated equally. Lastly, the data were put into context of the overall information and 

backgrounds of the thesis for the analysis to be able to draw conclusions in the end (Malhotra 

& Birks, 2007; Saunders et al., 2016).  
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3.7 Trustworthiness 

3.7.1 Validity  

Validity as a quantitative indicator describes to what extent a set of indicators really measure 

what they were intended to measure (Saunders et al., 2012), which relates to the observations 

in this study. Validity can be measured in various ways, however two common used techniques 

in quantitative research are external validity, as well as construct validity (Zikmund et al., 2010; 

Bryman & Bell, 2007). 

  

External validity “is the accuracy with which experimental results can be generalized beyond 

the experimental subjects” (Zikmund et al., 2010, p. 277). Thus, external validity is 

comparatively difficult to achieve as it is usually connected to a specific case (Holloway, 1997). 

This thesis only refers to the single case of Granit indicating the decreased ability to generalize 

the findings. Therefore, the probability to relate the conclusions and discoveries of this research 

to other companies is limited (Saunders et al., 2012). Thus, external validity is rather low for 

the data collection in this thesis. 

  

Construct validity indicates to what extent and how well the intended construct is measured 

(Welman et al., 2005). The construct validity for the research questions in this thesis can be 

described as high because of the triangulation implicating three different data collection 

methods being used, namely observations, follow-up interviews and in-depth interviews. 

Triangulation relates to the process in which researchers intend to validate their findings and 

results through the usage of sovereign measures (Saunders et al., 2016). Therefore, this thesis 

allows for a higher diversity and a richer comprehension that enables the authors to verify the 

findings through the use of different measures. This can be underlined by Yin (2003), who 

claims that the mixture of several data collection techniques reinforces the legitimacy of data. 

However, to reach an even higher level of construct validity different Granit stores in different 

cities could have been examined to ensure the inclusion of further important aspects.  

3.7.2 Dependability 

Data that show a certain stability and comparable conditions over a period of time indicate the 

dependability of the study (Polit & Beck, 2014). Therefore, the research design, its applications 

and planned strategies are described thoroughly by the authors. Shenton (2004) states these 

factors as important elements to approach the dependability issue in a qualitative study in order 

to allow future research to replicate the work in a similar manner. By that, each stage of the 
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research process can be understood by the readers, thus enabling a reconstruction of the work. 

To be more specific, in this thesis every process and development step has been explained and 

documented to indicate a precise and clear description of the research process. However, a 

qualitative study can never be fully dependable as it is of a subjective nature, which refers to 

the changes that can occur in a person’s environment (Bryman & Bell, 2011).  

3.7.3 Credibility 

Credibility indicates the truth of the data, the participants’ understandings and whether the 

researchers have presented and interpreted these data in a truthful manner (Polit & Beck, 2014). 

It is enhanced by the investigator describing own experiences and by validating the outcomes 

with the participants. For the study to be seen as credible, the findings of the research need to 

be acknowledged by individuals that have had the same experience’s, thus the findings need to 

assort with reality (Shenton, 2004; Sandelowski, 1986). Furthermore, Lincoln and Guba (1985) 

underline credibility as one of the most significant elements for trustworthiness in a study. 

Hence, this thesis strives to be credible by the execution of debriefing sessions, which reflects 

the process of discussing the research project with a supervisor. This has been implemented by 

debating relevant topics, approaches and methods with the mentor throughout the research and 

writing process allowing for a better grasp of deficiencies and alternative aspects. Moreover, 

peer scrutiny has been implemented in the course of four different seminars with other students 

as the authors received the opponents’ thoughts, ideas and feedback on the thesis (Lincoln & 

Guba, 1985).  

3.7.4 Transferability 

According to Houghton, Casey, Shaw and Murphy (2013) transferability indicates whether the 

findings of a study can be applied to analogous settings, while the significance and implications 

from the previous study are maintained. In this thesis, thick descriptions were applied as it 

explains contexts, research methods and theories in a precise manner in order to improve the 

transferability of the study. Therefore, in this thesis a clear and accurate description of the 

research context, purpose and design is illustrated. Moreover, the theoretical background is 

explained in a profound manner, whereas direct quotes from interviewees were shown, so that 

in the end readers can ultimately decide, whether the findings are applicable to similar 

situations (Houghton et al., 2013; Shenton, 2004). 
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3.7.5 Ethical considerations 

“In the context of research, ethics refer to the standards of behaviour that guide your conduct 

in relation to the rights of those who become the subject of your work, or are affected by it” 

(Saunders et al., 2016, p. 239). Any conducted research entails ethical issues indicating tensions 

between the objectives of the study to finally state generalizations for the good of others, and 

the participants privacy rights. Ethics are associated with the aim to prevent harm and to do 

good, whereas harm can be avoided by utilizing suitable ethical values (Orb, Eisenhauer, & 

Wynaden, 2001). 

 

Saunders and Lewis (2012) describe different ethical considerations that should be regarded 

when gathering data for the purpose of the study. Therefore, this thesis is guided by an ethical 

code of practice, which is “a statement of principles and operating procedures for ethical 

practice” (Zikmund, 2006). This is done in order to ensure the researcher’s appropriate and 

moral behavior towards the respondents. Firstly, this thesis is causing no harm to the 

respondents making sure that they are not pressured into participating in the study, but giving 

their consent to the research (Saunders & Lewis, 2012). This goes in line with the privacy 

principle, which is respected by the consideration of asking the respondents before the 

gathering of data and whether they allow the researchers to ask follow-up questions in relation 

to their previous observed behavior (Zikmund, 2006). Moreover, the researchers provide the 

respondents with adequate information about the intention of the thesis.  

 

Furthermore, confidentiality is granted by informing and ensuring the respondents that their 

private information, such as names, addresses and personal data, are not revealed in order to 

keep their identity private. By that, the respondents feel more likely to open up about sensitive, 

personal topics to the researchers as they know their identity is not revealed and they can speak 

more freely as an anonymous person. Another important ethical principle for the data collection 

is the researcher’s honesty. In this thesis, the authors report their findings truthfully in order to 

obtain reliable and valid results in the end (Saunders & Lewis, 2012). 
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4 Empirical Findings  

4.1 Observations - consumer flow and interaction map  

The observations that were executed in the store Granit are shown in two different maps (See 

figure 5 and 6), while figure 7 shows the different product areas of the layout that are further 

described in table 2. The findings of the two maps generate data, which show the areas 

consumers preferred to go to, stop and touch products, as well as the paths they chose to walk 

along. In order to show the numerical findings of the interaction map, table 2 is used to 

summarize the points where consumers stopped, touched and picked up products.  

Figure 5: Consumer flow map of Granit 

 

Source: Developed by the authors 
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Figure 6: Interaction map in the store Granit 

Source: Developed by the authors 

Figure 7: Store layout showing product areas 

 

Source: Developed by the authors 
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Table 2: Store layout areas and interaction statistics 

Area number Description Number of 

stops 

Number of 

touch 

Number of 

Pick-ups 

Overall 

score 

1 Plants and 

pots 

13 7 0 21 

2 Frames and 

small items 

9 8 4 21 

3 Spices, oil 

and tea  

20 13 0 33 

4 Bed linen 

and pillows 

4 4 0 8 

5 Decorations 

(vase, 

candles, 

candle 

holders) 

8 8 3 19 

6 Kitchen 

products 

(cutlery) 

34 27 6 67 

7 Bags and 

bathroom 

products 

(scented 

items, soap 

and candles) 

18 7 1 26 

8 Stationary 

products 

(visual cue of 

red flowers) 

39 31 5 75 

Source: Developed by the authors 

To understand how consumers moved in the store environment, the consumer flow map was 

generated (See figure 5). The drawing shows that the main passages most consumers walk on 

is represented by the horizontal line of the store that starts at one side of the entrance leading 

straight to the other side of the entrance. Also, the two main paths consumers walked along are 

the two “main tables” in area 6 and 8. The table with the stationary products that had the 
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implemented visual cue of red flowers as the highest approached area with 75 interactions, and 

the table with the cutlery as the second highest approached area with 67 interactions, are the 

main tables that were circled around by most consumers (See table 2). In more detail, 34 

consumers stopped and 27 consumers touched products at the table in section 6, while 39 

consumers stopped and 32 consumers touched products at the table in section 8 (See table 2). 

Those areas were also the sections people tended to pick-up most products to take with them, 

however final purchases have not been taken into consideration. Also, area 3 with spices, oil 

and tea has been approached a lot with 33 interactions, however in comparison with area 6 and 

8, not even half of interactions have taken place (See table 2). Twenty consumers stopped and 

13 touched products, whereas no one has picked up any products.  

Contrary, both observation maps show that area 4 with the pillows and bed linen was 

approached the least. In more detail, table 2 states that people stopped and touched products 4 

times in this area, while they did not pick-up any items. Moreover, area 5 with decorational 

products, was also an area, in which consumers did not stop or touch as many times as in areas 

6 and 8. These findings also relate to the findings in the flow map as only a limited amount of 

consumers walked along these areas.  

Lastly, area 1 with plants and pots, as well as area 2 with frames and small items have been 

approached more often than areas 4 and 5 (See table 2), however compared to areas 6 and 8, it 

has not been approached as much. This cannot be confirmed by the flow map because it shows 

that a lot of consumers walked by areas 1 and 2, as they belong to the main path most consumers 

walk along (See figure 5). 

The findings also indicate that the area 7 was approached 26 times, which can be seen in table 

2. Based on the flow map, it shows area 7 was the least trafficked area, nonetheless, the 

interaction map doesn’t support the statement as it can be seen by the table 2 that it was the 

fourth highest approached area.  

4.2 Follow-up interviews  

4.2.1 Category A: Stimuli in the store environment 

The people participating in the study and answering the follow-up interviews will hereafter be 

referred to as e.g. follow-up participant 1 (f1). In the follow-up interviews, 15 out of 17 

participants stated that they have not seen the red flowers while they were going through the 

store. However, after those statements were made, the interviewers pointed the flowers out, 
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which gave different responses and perceptions towards the stimulus in the store environment. 

The findings indicate that more people found the red flowers to not be coherent with the store 

atmosphere, which can be seen by comments, such as participant f3 saying that the flowers 

“look misplaced, not really something I would expect in this store” or participant f5 stating 

that “they are not really suitable, not coherent with the environment”. Contrary, some 

participants found the flowers to be suitable and attention catching, thus generating a sense of 

curiosity. This can be seen by quotes, such as participant f7 saying “they caught my attention. 

I got very curious and interested” or participant f15 mentioning “I would say I like the accent 

of the red flowers because they stick out”.  

4.2.2 Category B: Atmospherics 

All of the participants indicated that the overall perception of the store atmosphere was of 

positive nature, wherefore the words nice, relaxing and welcoming have been mentioned the 

most. This can be seen in the statement made by participant f11, who described the atmosphere 

as “welcoming, tidy, bright, minimal, chic, fashionable, classy, sustainable because of the 

wooden things they have”, participant f16 found it to be “Nice, calm, relaxing, elegant and 

stylish”. Further indications for the positive perception of the store environment could be found 

in the comment made by participant f7 saying “it’s very inspiring and calm in here, also cozy 

and structured”. As the visual stimuli found in a store atmosphere are of importance for the 

study, participants were asked to state eye catching items in the store. Most of them stated that 

stationary products were the ones of highest interest, which can be found in area 8 and is in 

line with the interaction map above.  

4.2.3 Category C: Touching behavior 

When the participants were asked whether they touched products in the store, they pointed out 

the importance for them to evaluate products by touch. This can be elucidated by the comment 

from f5 saying “I need to touch the products to properly evaluate them” or participant f4 stating 

“I like to touch products, so I probably touched more. I need to know how things feel”. 

Furthermore, the aspect of touching products gives participants  information on how the 

product is made in order to understand its material and its quality. Participant f17 supportingly 

said “It gives me information about how the product is made” and f7 stated “it makes you able 

to feel the quality of the products”. The products participants touched most frequently were 

“all the tiny stuff” (f7), which is referring to the stationary products, as well as “the spices” 

(f15).  
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4.2.4 Category D: Emotions 

The findings regarding emotions during the time spent in the store could be seen to be mainly 

positive and were also related to the overall perception of the store atmosphere, as stated in the 

subchapter 4.2.2 of atmospherics. This can be seen by participants describing the feelings they 

experienced in ways such as participant f7 feeling “calm, relaxed and interested” and f8 feeling 

“happy and positive”. Touch plays a significant role for the aim of this thesis, thus it was of 

importance to obtain the knowledge of feelings generated by touching objects. The findings 

indicate that people tend to experience positive feelings in relation to touching products, seen 

in the comment by participant f11 expressing to be “satisfied” and f3 saying “It is also nice to 

touch stuff”. People also had the feeling of being informed by touching the products, seen in 

the comment made by participant f2 stating “It’s very important! It gives you a feeling for the 

material as you can’t always see what material it is, they can ‘”fool” you with nice design 

making it look like something it is not”.   

4.2.5 Category E: Approach behavior 

Participants visiting Granit because of their utilitarian motivations also approached those 

products that they implied they needed beforehand. This can be seen in the comments made by 

participant f8 explaining the reason for coming into the store “Yes, I was looking for frames” 

and further answering the question of what products were approached “I was really focused at 

getting the frames, so I didn’t pay a lot of attention to other products”. Participant f2 further 

stated, “We are at the moment furnishing our balcony in our new apartment, that’s very 

exciting, so I’m looking for some nice stuff for that”. The question if certain products or areas 

were approached was answered with the statement “Yeah, the pots. I want to have some nice 

plants at the balcony and I need pots that look nice and can be kept outside in all weathers”. 

The findings indicate that the approach behavior of the participants is guided by the shopping 

motivations they specified beforehand.  

4.2.6 Category G: Shopping motivations 

When looking at the shopping motivations participants have before going into a store, findings 

show that people in the store were mainly driven by utilitarian needs. In this case, it indicates 

that people were looking for a certain product, which guided their way of exploring the store. 

Participant f11 verified this by saying “I was looking for a supporting bag for my computer” 

and f14 revealed “I was looking for presents for my friend”. Only four participants were driven 
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by hedonic motivations implying that they were not really looking for anything specific, but 

rather browsing through the store without a concrete objective. This can be underlined by 

participant f12, who said “It was just a spontaneous decision to come into the store today”.  

4.3 In-depth interviews 

4.3.1 Category A: Stimuli in the store environment 

The people participating in the in-depth interviews will hereafter be referred to as e.g. in-depth 

participant 1 (i1). The findings from the in-depth interviews show that all of the participants 

were attracted and observant to the different smells in the store. The stimulus of smell was 

perceived as giving the participants a nice feeling or even sparking the interest of a product. 

This can be seen by comments, such as participant i2 saying “And they had the one thing, that 

really sparked my interest, it was this soap. Because then I wanted to smell it and feel it”, as 

well as participant i1 saying “There you have own private label kitchen products and nice chili 

products, so things that smelled nice, that give you a more sense experience and that was really 

nice again”. For some participants the stimulus of smell acted as a guidance of where to go “I 

saw the flowers and that area first and the notebooks of course, but then I smelled it [the spices] 

and I looked around” (i8). The ability to smell products if they had a scent to them was found 

to be of high importance for the participants, “It depends a bit because if it normally would be 

that I can smell it for example and they are out of samples, then you cannot smell it and then I 

wouldn’t buy it” (i1).  

The participants stated to see the same colors. Colors that were mentioned the most “black, 

grey, white and a few more brownish, but still very down to earth colors” (i2) and “brown and 

black, but more natural colors” (i7), participant 1 stating “it was actually very color specific 

designed now that I think of it”. The findings further indicate that all of the participants had the 

perception of the color scheme to be appealing, calming, as well as creating the desire to 

continue to explore the store environment. Participant i8 commented “I think the colors are 

neutral and it’s my style because I like to have it this neutral and to just highlight it with a few 

things, so I like it. [...], but it’s calm”. Participant i5 expressed,  

Because the products are so different in Granit, but by having similar colors, it results 

in kind of a concept, which is attractive and probably also makes you stay longer in 

the store than you should, financially and time wise.  
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4.3.2 Category B: Atmospherics 

In relation to how the store atmosphere was perceived, the participants stated that they had the 

perception of the store to be minimalistic, cool, relaxing and modern. Participant i2 illustrating 

“I think my first impression normally is that it is quite Swedish. It’s quite minimalistic” and 

participant i3 commenting “I think it’s chilled, it’s cool looking, it is like modern”. Participant 

i7 said “It was very cozy and relaxing, not like in IKEA where you have to hurry, hurry, hurry. 

Here, the ambiance is great and nice” and participant i8 “I would say it’s neutral and the 

design is kind of classy in a way and also they are going into the direction of minimalism [...]”.  

This further relates to the feelings that the participants stated to experience during their time in 

the store. All of the participants expressed positive feelings in relation to the store atmosphere, 

seen by participant i2 illustrating “So, definitely relaxed, happy and inspired somewhat. 

Interested maybe then” and participant i5 “Between neutral and positive. I was as I said 

relaxed, happy and focused”.  

All of the participants mentioned that it was easy to move around in the store “It was enough 

space, even with the backpack and a jacket, it was no problem” (i5), however there were also 

comments on how some areas were difficult to approach, participant i5 stated,  

When you entered the store, there was this small wall and you could walk left or right. And 

on the right where the plants were, it was very very tight. So with my backpack I just took the 

other way because it was way bigger. 

Participant i8 said “I was not lazy, but the space was too small and I don’t like that, so I thought 

to myself that I won’t squeeze in there just to see the pillows”.  

The participants experienced the store environment to be unstructured, participant i8 states, “I 

would say they should try to rearrange it maybe because I don’t feel like when I look for 

something it is easy to get an easy and fast overview. So, it was a little bit unstructured”. 

4.3.3 Category C: Touching behavior 

All of the eight participants stated that touching products in the store is of great importance to 

them. The process of touching products was always seen as a preferred way to explore the store 

environment. Participant i5 stated “Yes, I always have to touch them. Every time. I touch 

everything before I buy it”, participant i8 said “I am very prone to touch products”, participant 
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i2 expressing “[I] always touch products, it’s a part of the whole experience”. If the participants 

were interested in a product, they illustrated the need to touch it. Participant i5 expressed “I 

would look at it, take it into my hand, touch it”, and participant i3 stated “I walk there and if I 

really like the product, I touch it and see how it feels [...]”. 

The findings further indicate that touching the items in the store gave the participants an overall 

understanding of the product. Participant i2 said “For example if you touch a towel, then you 

think you feel the quality, like how it’s going to be on your skin when you showered”. Participant 

i1 said “I get information out of touching products” and participant i2 illustrated that touching 

is important to gain information about “Quality, weight and the material”. Four out of the eight 

participants expressed that they like the fact that Granit offered samples to touch, which can be 

seen in the comment by participant i3 “Yes, because they have examples everywhere. Even if 

the product is not open [...], they would have an example where you can touch it”.  

Furthermore, six of the participants stated that they need to feel a product’s texture if the 

product touches their skin, which can be seen in the quote by participant i5 saying “everything 

that touches my skin for a longer time, obviously I will look at the texture”. Going into more 

detail, a lot of participants stated that it was hard to define a texture they preferred, however 

four participants stated that it had to be soft. Participant i6 expressed “Soft of course, it’s hard 

to say though because it depends on the product as well and if you have to wear it or what you 

want to do with the product” and participant i7 said “So, in general I would rather go for 

something soft”. Moreover, participant i8 even stated that the texture depends on the product 

“It has to fit to the product [...]. It depends on the product, it just need to match in a way”. One 

participant (i2) stated to prefer fluffy products,  

For example I like fluffy things, so if it is a fluffy ball, I would most likely just go there and 

touch it without even thinking about it. Whilst maybe more boring materials are 

immediately maybe not forcing me but not making me touch it. 

 

In relation to this, the findings indicate that the touching of products not only generated 

obtained information, but also evoked feelings within the participants. In general, they stated 

that they felt satisfied and in control after touching a certain product, which can be underlined 

by participant i6 “It also tells me if I’m satisfied” and participant i7 “In control, like I know 

how it is.” However, the direction of the participants’ emotion heavily depends on whether they 

think the product feels good or bad “If the product feels good, I also get a good feeling. I notice 
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that the fabric is not good and I am disappointed” (i8). Nonetheless, if the product and its 

texture feels good, participants felt “Excitement, happy, the willingness to buy” (i4).  

4.3.4 Category D: Emotions towards the red flowers in the store 

When asking participants about what color is most attention catching, most of them stated that 

red was the most suitable color. Participant i6 said “red is always a color that brings attention” 

and participant i8 stated “But I would say red is the best color that you can have”. In regards 

of feelings and perceptions about the color red, the answers showed different opinions because 

the color was always connected to different associations. Four out of eight participants liked 

the color and associated it with positive connections, which can be seen in participant i5’s 

comment “I think of course red is a nice color, it is appealing, warm and welcoming color”. 

However, the findings indicate that the other four participants had negative associations, such 

as saying “red is a color of everything that is bad basically [...]. Mainly aggressive and really 

wanting to put something in your face” (i3). 

In relation to the emotions evoked by flowers and the perceptions, all participants connected it 

to positive associations and emotions. They stated to relate flowers to freshness, nature and 

happy feelings, such as participant i7 expressing “I like flowers, they make me feel positive, 

sometimes happy”, participant i8 “I love flowers, it’s so nice and beautiful” and participant i5 

“Something you would never link with negative aspects, it’s always a positive thing.” Only 

three out of eight participants were aware of the red flowers in the store, such as participant i2 

“I also thought about the red flowers to the right after the entrance” or participant i8 saying 

“I saw the flowers and that area first”. The findings show that the opinions of how the 

participants perceived the red flowers in the store were rather positive, seen in participant i8’s 

comment stating “it definitely worked in the store for me today because I went in there and 

looked around and I really noticed it” further elaborating ”the flowers were definitely 

highlighted visually in the store because it was red in that grey, neutral, brownish store”, as 

well as participant i7 stating “they blended in really nicely.” In addition to that participant i2 

said “I was a bit surprised because they stood out when I saw them.” 

4.3.5 Category E: Approach and avoidance behavior 

In accordance with the findings from the subchapter 4.3.1 ‘stimuli in the store environment’, 

the major part of the participants stated that they were attracted to the items that had a scent to 

them, thus wanting to approach the products to smell them. This can be seen by all of the eight 
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participants approaching the spices in area 3, underlined by statements, such as “Yeah, the 

spices because you could smell them” (i7) and “Yeah, the spices. Not because I like to cook, 

but I just think they smelled good [...]” (i5). One participant stated that the flowers in the store 

acted as an influencing factor for the approach of a certain area. Participant i8 illustrated,   

because I saw the red and then I saw that it is decorations for the store and usually I don’t 

like plastic flowers, but because I was looking into that direction I saw the products 

underneath it and I saw that it is my kind of favorite area with the office stuff and then I 

thought okay yeah I’m going there.  

Moreover, products that the participants approached the most were stationary products, as well 

as the spices, which can be supported by participant i8, “Yes, the office and organizing stuff, 

like pencils and the little tiny things” and participant i1 “I was interested in the black ordering 

point because it was so smooth and it gives your mind a rest to easily look at it”. Participant i2 

stated “Yeah, I tried one salt, which was nice. And then I smelled a mixture of a spice, and then 

I also smelled one of the teas”.  

Reasons for avoidance behavior can be seen in relation to the product overview and the 

statements made regarding the store being disorganized “[...] it was a little bit weird that it 

wasn’t that structured. You could find pillows next to pencils or suddenly there were some 

notebooks and plants, [...] and not all the kitchen supplies were in one place” (i5). The findings 

indicate that this had a negative effect on the emotions of the participants, thus leading to 

avoidance behavior “the disorganization made me feel like, am I really covering everything 

that the store has to offer in this category? [...] I felt a bit irritated, like okay I will move away 

from here. It was dissatisfying” (i1).  

In relation to the participants’ needs, specific products were not approached because of 

individual preferences and life situations. This was stated by seven out of the eight participants 

“but at this moment of my life, I am not really interested in buying nice plates because that is 

the last interest I would put my money into” (i3) and “Right now I’m living at the student 

accommodation and I can’t buy anything, so I’m going more for that smaller stuff” (i8). 

4.3.6 Category F: Exploring of the store 

It was important to gather data in regards of how people tended to behave in the store 

environment, such as how they would explore the store or the pattern of approaching a product. 
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The findings indicate that the exploring of the store environment was related to going around, 

touching the different products that were displayed, as well as being guided by individual 

preferences and interests towards certain items. This can be found in all of the in-depth 

interviews and seen in the comment made by participant i3 saying,  

I would explore just by walking around and touching products, like just feel how it feels and 

just walk around to see if there is something interesting. [...] and then I walk from interesting 

product to interesting product to interesting product. 

Moreover, participant i7 expressed “I would like start from the beginning and stop at the very 

end, looking at every product and just going where the store wants me to go”, participant i6 

expressed “It’s more like I go through a store to see what catches my attention, but also when 

I think that I could use a product or that it looks interesting or I want to feel it or smell it [...].” 

One participant mentioned the aspect of not having to follow a certain pattern in the store 

established by the company, which in turn influences the way participants navigate through the 

store. Participant i5 stated,  

And for example at IKEA, there are these arrows [...], but in small stores like Granit, I don’t 

think there is a pattern, there is no right or wrong. You just enter it and you are 

overwhelmed of all the products and you just look through it. 

4.3.7 Category G: Shopping motivations 

After looking at the behavior of the participants, it became clear that their shopping motivations 

played a major role in the way they approached the products. Participants stated to be 

influenced by the objective to get a certain product, while not paying attention to other items 

in the store environment. Participant i3 expressing “And some days when you are looking for 

one specific thing, then you will go by everything else because you don’t realize them”, 

participant i1 saying “For myself I am really a person that goes shopping with a goal and I just 

want to get in and out”, as well as participant i5 stating “Usually I go to a store when I need 

something and then obviously I know what I want, so I just grab it”. Participants that were 

guided by hedonic motivations, were also more prone to explore the store and be influenced by 

the stimuli in the store environment. Participant i7 commenting, 

[...] if I’m going to a store just to see stuff, then I would like start from the beginning and stop 

at the very end, looking at every product and just going where the store wants me to go. 
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5 Analysis  

5.1 Stimuli as enhancers in the store environment 

The findings from the three different data collection methods gave insights into the 

participants’ touching behavior leading to further aspects that are of importance in relation to 

the approach behavior of the participants.  

According to Shabgou and Daryani (2014) sensory marketing is focused on the main purpose 

to influence the behavior of the consumers. Hultén (2013) further argues that sensory cues are 

aimed towards subconsciously triggering emotions within the consumers. In relation to 

research questions 1 and 2, it needs to be analyzed how the red flowers influence the 

participants’ approach behavior, likewise the desire to touch products in the store. Even though 

the quantitative findings from the observations show that area 8 with the stationary products 

and the implemented sensory cue had the highest amount of interactions (75 times), as well as 

the highest amount of touch points (31 touches) (See table 2), the qualitative findings from the 

follow-up and in-depth interviews indicate that participants did not seem to be influenced by 

the implemented sensory cue, as the major part of all the respondents (15 from the follow-up 

interviews and 5 from the in-depth interviews) stated to consciously not have seen the red 

flowers.  

However, it is of interest that all of the participants from the in-depth interviews stated to have 

positive associations towards flowers in general, as the reason for choosing the red flowers as 

the sensory cue was due to the conducted pre-study where informants stated to see flowers as 

something positive. Thus, the authors were of the perception that the positive emotions towards 

the sensory cue would enhance the ability to detect it in the store. Hultén (2013), argues that 

stimuli target different senses to subconsciously trigger the emotions and perceptions of people, 

further indicating that consumers are not always able to express processes that occur in the 

subconscious mind. Therefore, the possibility to state in a definite manner to what extent the 

respondents were influenced by the sensory cue is almost impossible.  

Nonetheless, it could be argued that even though the participants might not have seen the 

flowers actively, they could still be subconsciously influenced by them. It is of interest that 

Hultén (2013) states that visual stimuli could be used as a mean to catch someone’s attention 

in relation to the statement made by Bellizzi and Hite (1992) that the color of red is perceived 

to be arousing. It could be argued that these theories do not align with the empirical data in this 
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context. Notably, as stated by Krishna (2013), Turley and Milliman (2000) the store 

environment is never neutral, thus it could be argued that other visual stimuli were more 

influential than the implemented sensory cue. Regardless of the visual stimuli, the reason for 

why area 8 was approached the most, could be seen in the demand of the participants, which 

shows that the stationary products were of the highest interest for both, the follow-up 

interviewees and in-depth interviewees.  

However, Erenkol and Merve (2015) explain that there are differences in how people process 

the information that sensory stimulation generates. The participants that had detected the 

flowers on their own, agreed that the they were suitable and attention catching. One even stated 

that “it definitely worked in the store for me today because I went in there and looked around 

and I really noticed it” (i8). The quote shows that the visual cue had a proven effect on the 

approach behavior, which is aligned with Hultén’s (2013) theory. In more detail, participant i8 

illustrated,   

because I saw the red and then I saw that it is decorations for the store and usually I don’t 

like plastic flowers, but because I was looking into that direction I saw the products 

underneath it and I saw that it is my kind of favorite area with the office stuff and then I 

thought okay yeah I’m going there.  

Thus, it can be suggested that the sensory cue guided the participants towards the area of 

interest. In this case, the attention catching color of red acted as an influencing factor leading 

the participants eyes to target that certain area around it. It could be suggested that the color of 

red was arousing to the participant, even though plastic flowers were rather perceived as 

negative. Although the sensory cue was detected it was not enough to influence approach 

behavior, instead the participant felt the need to be interested in the area in order to go there. 

This is not in line with the theory of Mehrabian and Russel (1974), who do not regard the 

interest of the consumers in their model, even though this is what changed the participant’s 

decision to approach the area. It can be argued that the sensory cue did not act as a predominant 

factor in the choice of approaching, but rather as a directing factor, which is in line with the 

theory of Clement (2007). Clement (2007) states that eye catching colors in the store 

environment could interrupt the search mode of the consumer, independent on which mode is 

utilized at that moment. In this case, the color worked as a factor to interrupt the participant’s 

search mode. However, for the majority of other participants the color was not affecting their 

exploration of the store.  
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By reviewing the findings it could be suggested that the colors in the store atmosphere act as 

one of the important influencing factor in relation to whether the participant would approach 

certain areas or products. Participant i5 expressed, 

Because the products are so different in Granit, but by having similar colors, it results in kind 

of a concept, which is attractive and probably also makes you stay longer in the store than 

you should, financially and time wise.  

Participant i8 stated “I think the colors are neutral and it’s my style because I like to have it 

this neutral [...], so I like it”. The findings show that all of the respondents had positive 

emotions towards the colors and the color scheme in the store. In specific, the participant 

expressed that the colors match her personal taste in interior design, further leading to the 

willingness to stay in and explore the store environment. Such indications can be supported by 

Turley and Milliman (2000) arguing that when consumers experience the desire to stay in the 

store environment, this could be seen as some level of approach behavior. Furthermore, 

Mehrabian and Russel (1974) describe that positive emotions are seen as indicators for pleasure 

and arousal, leading to the approach. Thus, one could argue that in this case the colors (S) led 

to positive emotions (O) generating the response (R) of approach. Seeing that the overall color 

scheme is neutral, it can be implied that the participants perceived the accentuated color red as 

not consistent with the other colors in the store, leading to participants disregarding the cue.  

In relation to the findings it could be suggested that the participants’ avoidance of certain areas 

in the store could be related to the bodily spatiality. This theory by Yakhlef (2015) implies that 

participants have the need to experience the space as being big enough in order feel the desire 

to approach that area. If such feelings are not generated, the participants could tend to avoid 

that certain space. One of them expressed the feeling of not having enough room for himself to 

enter a certain area “And on the right where the plants were, it was very very tight. So with my 

backpack I just took the other way because it was way bigger”. In relation to the theory by 

Yakhlef (2015) it can be argued that the experienced body spatiality had mutated in the sense 

that the backpack of the participant now had become a part of the body schema, suggesting that 

more space was needed in order for the participant to walk around in that area. Thus, the 

experienced body spatiality is what made the participant avoid the area. It could be argued that 

in relation to scholars stating the need to create pleasant in store experiences (Turley & 

Milliman, 2000), it is greatly important to consider that the body needs to perceive the space 

as being pleasant as well. The analysis of avoidance behavior does not necessarily answer the 
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research questions stated, but rather brings forward important aspects to why certain areas of 

the store were approached more.  

5.2 The desire to touch  

Touch has a proven effect on the consumer generating a pleasant experience in the store and 

further evoking positive feelings and attitudes (Hultén, 2013; Peck & Childers, 2003).  

Findings suggest that touch plays an important role for the in-store experience of the 

participants. Everyone from the follow-up and in-depth interviews stated that they are in a high 

need to touch products in the store, participant i2 expresses “[I] always touch products, it’s a 

part of the whole experience”. Further elaborating, it could be suggested that touching products 

even generated emotions within the respondents, such as feeling interested, good, satisfied and 

happy. For many of the respondents the sensation of touch was so pleasing that they would 

carry out this activity for the mere fun of it. Thus, it can be suggested that the desire to touch 

products was high, however for the purpose of this thesis it is important to identify what drives 

the participants to touch products in the store environment. According to Ludwig and Simner 

(2013) the experience of touching products changes depending on different color stimuli that 

are used in the store environment. By looking at the positive feelings generated by the color 

scheme in the store as mentioned in chapter 5.1, it could be implied that such feelings could 

enhance the willingness and enthusiasm to touch products.  

Moreover, by reviewing the findings, it could be implied that the participants were aroused by 

the store offering different product samples and testers, as it offered the ability to touch the 

items. Participant i3 stating “Yes, because they have examples everywhere. Even if the product 

is not open [...], they would have an example where you can touch it”. However it could be 

argued that the emotions of arousal derived from the implication that by touching products 

bodily sensations are brought forward, thus leading to a deeper connection to the experienced 

world (Yakhlef, 2015). Numerous respondents stated that touching products generated the 

feeling of satisfaction, thus leading to enhanced approach behavior. This is why the testers 

could be seen as a driving factor that enhance the desire to touch products. This is in line with 

the theory of Ludwig and Simner (2013) stating that the parallel use of sight and touch gives 

important information about the outer look and the innards of a product. Even though the 

participants were always able to evaluate the products by looking at them, the mere judgement 

by sight was not enough, because in order to receive enough information they always needed 

to be able to touch. Thus, if the participants were interested in a product by the outer look of it, 
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they had to further touch it in order to know what the innards of a product are like. Participant 

i6 supportingly illustrated, “I walk there and if I really like the product, I touch it and see how 

it feels [...]”.  

Overall, it can be seen that the desire to touch was driven by visual stimuli that evoked an 

interest in the participants, thus leading to the willingness to approach the product. If approach 

behavior was driven by interest from the participants side, touching the product was inevitably, 

such as participant i5 stating “I would look at it, take it into my hand, touch it”. It could be 

argued that vision is what drives the participants to touch products in the store, however what 

major type of visual stimuli influences it the most cannot be suggested from the findings. 

Nonetheless, findings indicate that not only color, but also texture preference or reluctance 

plays an important role in whether the participants would feel the desire to touch a product or 

not (Marlow & Jansson-Boyd, 2011). “So, in general I would rather go for something soft” 

(i7), as well as participant i2 saying “For example I like fluffy things, so if it is a fluffy ball, I 

would most likely just go there and touch it without even thinking about it”. By reviewing the 

findings, it could be indicated that products with a soft texture were to a greater extent of 

preference for the participants, due to the reason that participants recalled previous encounters 

with soft products and remembered that pleasant feeling. However, such findings are dependent 

on individual's preferences and associations as someone else might find another type of texture 

more appealing.  

It could be argued that if a participant found a product obtaining the preferred texture, the 

sensation of touch was always arousing, whereas if the texture was seen as unattractive, feelings 

of unease would surface, which is aligned with Marlow and Jansson-Boyd’s (2011) statements. 

Touching behavior holds substantial implications for the experience of the store environment. 

Here, it is suggested that different sensory and store environment stimuli empower participants 

to interact with products, thus leading to the enhanced desire to touch products. Yet, the pattern 

of approaching products was always associated with the act of touching within all of the 

participants. This leads to the implication that the factor of touching cannot be separated from 

the factor of approach.  

5.3 Factors influencing approach behavior  

According to Kotler (1973) store atmospherics should be designed in a way, so that it influences 

specific emotions in the buyers positively. This in turn leads to an increased probability for the 

consumers to spend more time in the store environment (Ballentine et al., 2015). According to 
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Hultén (2013) stimuli refer to sensory cues targeting different senses within humans, and the 

aim to trigger the emotions and perceptions of individuals. This can in turn influence the 

decision to avoid or approach certain areas within the store.  

The findings showed that all of the 25 participants from the follow-up and in-depth interviews 

expressed to perceive the store atmosphere in Granit as positive. The theory of De Farias et al. 

(2014) Donovan and Rossiter (1982) states that when consumers perceive the store 

environment to be pleasing, positive feelings are induced, which influences the behavior 

positively. Thus, it could be suggested that the positive emotions that the participants expressed 

act as a foundation for the way they explore the store and approach products.  

Contrary, negative perceptions in regards to the store atmosphere were expressed from three of 

the participants stating similar emotions as “the disorganization made me feel like, am I really 

covering everything that the store has to offer in this category? [...] I felt a bit irritated, like 

okay I will move away from here. It was dissatisfying” (i1). 

The store atmosphere was perceived as negative because of the disorganization and the 

unstructured overview of the products in the store, which in turn created negative emotions and 

avoidance behavior within the participants. It could be implied that the reason for participant 

i1 feeling negative emotions could be related to not experiencing the impression of being in 

control. The argument is supported by the theory of Hall et al. (2017) who state that people 

have the desire to experience dominance, also referred to as being in control, in the retail 

environment. However, some scholars argue for the disregard of the dominance part of the 

PAD model as it has not shown to have any significant effect. In relation the presented context 

it seems important to take the dominance factor into account as it is a driving force influencing 

the participant to avoid a certain area. It can be suggested that the participants did not encounter 

too many negative aspects in the store, as the three participants still stated to perceive the 

overall store atmospherics to be pleasant. This is of great importance because the perceived 

atmosphere serves as the primary product that is consumed, aligned with Kotler (1973). This 

is due to the reason that the perceived atmosphere is the substantial foundation that enhances 

the consumers’ willingness to approach areas and products in the retail store.  

Together with the positive perceived store atmosphere, different shopping motivations guided 

the participants through the store, which can either be goal motivated or it can be of a 

recreational endeavor (Van Rompay et al., 2012). The follow-up interviewees were guided by 
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utilitarian motivations, as they stated the need to purchase certain items beforehand. This in 

turn led to the avoidance of those areas that did not offer the wanted items. Altogether, the 

findings from both, in-depth and follow-up interviews, illustrate that area 4 with bed linen and 

pillows was approached the least as it was not of interest for the participants. It can be argued 

that the utilitarian needs are the main reason for why certain areas were approached more than 

others. It is interesting that area 4 containing a lot of soft fabrics was the area that was 

approached the least, even though people expressed the desire to touch soft fabrics. It could be 

argued that in this context the driving factor of utilitarian shopping motivations was more 

important than the preference of textures, as well as the desire to touch experienced in the store.  

Another main factor that affects approach behavior is represented by the hedonic motivations, 

which can also be seen as the recreational endeavor of customers (Van Rompay et al., 2012). 

This type of shopping motivation enables the ability to explore the store in an open minded 

manner. When people came into the store by hedonic drive, they were more open to stimuli 

and approaching more areas without being selective and going straight to the product, which 

can be related to the orientation search indicating the ability to process multiple stimuli at the 

same time (Clement, 2007). Participant i7 stated, “[...] if I’m going to a store just to see stuff, 

then I would like start from the beginning and stop at the very end, looking at every product 

and just going where the store wants me to go.” Participant i3 expressed, 

I would explore just by walking around and touching products, like just feel how it feels and 

just walk around to see if there is something interesting. [...] and then I walk from interesting 

product to interesting product to interesting product. 

It could be argued that participants who entered the store by the simple pleasure of exploring 

could tend to be more open to different stimuli in the store environment. This could be seen in 

relation to the theory of Van Rompay et al. (2012), Kaltcheva and Weitz (2006) stating that 

people with hedonic motivations experience the stimuli in the store as adding to the success of 

the shopping event, as they are driven by having a fun and pleasant time. It could be argued 

that the hedonic motivations some participants obtain further enhance their approach behavior 

in the store. Also, it could be suggested that the desire to explore and touch products is then 

enhanced. However, this is always different for each individual as in each person the emotional 

and the rational parts of the brain are constantly intertwining with each other (Hultén et al., 

2009). Therefore, it always depends to what degree the consumers in the store are even willing 

to process stimuli they are exposed to.  
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Moreover, it could be implied that the approach behavior was influenced by the stimuli of 

scent. This could be seen by reviewing the theory of Yakhlef (2015) describing the body as the 

medium that experiences the world, it could therefore be argued that in this case the body acted 

as the compass for the participants, guiding them towards items with a scent in order to have a 

distinct sensory experience. For instance participant i8 saying “I saw the flowers and that area 

first and the notebooks of course, but then I smelled it [the spices] and I looked around” giving 

reasoning to interpret the behavior as being driven by the sensory experience of the smell where 

the body together with the mind directed the respondent towards the area where the spices were 

located. Taking the findings from the observations into account, it could be argued that the 

areas 3 and 7 have been approached more frequently due to the reason that they contained 

products that smelled. This argumentation could be supported by the theory of Yakhlef (2015) 

as mentioned above, where the body directs the behavior, together with the statement made by 

participant i2 “And they had the one thing, that really sparked my interest, it was this soap. 

Because then I wanted to smell it and feel it”. These findings give reason for suggesting that 

the sensory experience of smell is an important influencing factor in regards to the desire to 

approach certain areas. Even though scent as a stimuli in the store environment was not 

considered for the purpose of the study, the findings indicate that this factor plays an important 

role in regards of the sensory experience participants had in the store. This leads to the final 

implication that the sensory experience of scent enhances the approach and touching behavior 

of the participants.  

6 Conclusion 

6.1 Purpose and Research Questions 

In general, every marketing concept requires to put the consumer as a central element and 

decision factor in the marketing processes of a firm. To fully apprehend how sensory marketing 

can be used in a company’s marketing concept, it is substantial to understand the way 

consumers behave. This thesis aims contributes to the literature stream of sensory marketing 

in the retailing industry of interior design. Therefore, the objective is represented by expanding 

the knowledge of how a certain visual sensory cue in a retail atmosphere influences the 

participants’ approach behavior and the touching of products, while taking important aspects 

of their emotions into account as suggested by Mehrabian and Russel (1974). Hence, the 

following two research questions are answered: 
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RQ 1. How does the sensory cue of sight influence the approach behavior of consumers in a 

retail environment?  

Only five out of 25 participants from the follow-up and in-depth interviews detected the sensory 

cue of the red flowers in the store environment, even though the observations show that this 

area had the highest amount of interactions and a lot of participants walking by. This has led 

to the assumption that the participants who did not see the sensory cue are still subconsciously 

influenced by the flowers to a certain extent, as they approached this area the most. But also, 

the previous stated interest of the participants in these products was a factor that influenced the 

approach of this area. In regards of the five participants that noticed the flowers, the sensory 

cue did not directly influence approach behavior, but instead acted as a directing factor, that 

sparked the interest of the participants. The interest was a needed premise in order for the 

participants to approach that area. Here, it can be seen that the factor of interest was 

predominant and more influential than the implemented sensory cue in the store. It was found 

that other visual stimuli, such as the color scheme in the store influenced the participants’ 

emotions positively, which in turn enhanced the approach behavior of the participants.  

RQ 2. How does the sensory cue of sight enhance the desire to touch in a retail environment?  

It can be seen that certain visual stimuli enhance the desire to touch. As the fact that approach 

is always linked with touching behavior, the research question 2 indicates similar results as 

research question 1. First, it can be said that the flowers did not enhance the participants’ 

approach behavior, however it could be seen in the findings that the area where the flowers 

were implemented was the one with the highest touch interactions. Nonetheless, no relation 

between the sensory cue and the desire to touch the products is evident. By looking at the 

positive feelings generated by the color scheme in the store, it could be implied that such 

feelings enhance the willingness and enthusiasm to touch products, which in turn influences 

the participants’ behavior. Another influencing factor is presented by the participants 

experiencing a sense of arousal in regards to the offered testers, because it benefited the 

touching experience in the store. Lastly, as it can be seen in the analysis a major influential 

factor is represented by texture preference or reluctance, which plays an important role in 

whether the participants would feel the desire to touch a product or not.  
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6.2 Implications 

6.2.1 Theoretical implications 

A considerable amount of research has been done on the topic of sensory marketing, where the 

focus lied on understanding the behavior of consumers in connection to the store environment 

by utilizing the model developed by Mehrabian and Russel (1974). The model has been 

extensively applied by scholars, such as Donovan and Rossiter (1982), Bellizzi and Hite 

(1992), Sherman et al. (1997), as well as Turley and Milliman (2000). In the research conducted 

by the previous mentioned authors the model has been used to understand what stimuli drive 

the participants to approach or avoid areas, products or situations, taking into consideration the 

experienced emotions. However, Yakhlef (2015) has opposed to the view of only considering 

the cognitive aspects of perceptions and experiences, while also proposing to consider 

embodiment. For this thesis the S-O-R model of Mehrabian and Russel has been implemented 

as a mean to understand how the implemented visual sensory cue could influence the 

participants to approach a certain area, as well as increase the desire to touch. The model has 

furthermore been utilized in order to detect other influential stimuli in the store environment. 

This was used as a foundation for the authors to enhance the ability of interpreting the findings. 

The utilization of this model as a tool to identify approach behavior could be confirmed. This 

is not something original, however this thesis has instead contributed to the literature stream 

within sensory marketing by taking into consideration the theoretical view of Yakhlef (2015). 

The author has previously stated that there is a need to further research the topic of embodiment 

by placing it into a practical context (Yakhlef, 2015). To our knowledge, this thesis is the first 

attempt to implement the embodiment view in a practical research to bridging the gap of the 

aforementioned theory. Thus, it could be seen that in correlation to the bodily spatiality brought 

forward by Yakhlef (2015), participants perceived spaces to be too narrowed if their body 

spatiality had mutated, for instance a backpack being incorporated into the body. The 

embodiment view contributes with valuable insight to both, theoretical as well as practical 

aspects. This is due to the reason that the extensively used Mehrabian and Russel model only 

considers the cognitive view of the consumers, thus disregarding the body as being a part of 

what drives consumers to approach or avoid areas or products. Furthermore, it should be 

noticed that bodily spatiality should be considered in relation to perceived store atmosphere, as 

the body is an influential factor. Thus, this thesis presents some initial important findings, as 

well as insights for what could lay the ground in regards of future research in the area of sensory 

marketing.   
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6.2.2 Managerial implications 

The process of understanding what can be done in the store environment to influence 

consumers behavior can be seen as a complicated task. However, there is a need to overcome 

the challenges that retail stores encounter today. Thus, by comprehending what could be done 

in practical terms gives useful aid to retailers and marketers today.  

 

In relation to the findings of this study it could be proposed that the store layout should be 

designed so that consumers have the ability to move around with ease. This has a proven effect 

on the approach behavior, further leading to a greater extent to touch products, which has been 

found to enhance time spent and overall spending in the store through previous research. It is 

therefore of significant importance for retailers to understand that spaces that are perceived as 

being too narrow could lead to the avoidance of consumers, which leads to decrease of sales 

for that area or even the avoidance of stores. Furthermore, findings give reason to imply that 

marketers could take into consideration the enhanced usage of scent as an influencing factor 

for approach behavior of the people visiting the store. It was never the objective of this thesis 

to identify how scent influences approach behavior, but throughout the data collection it 

became evident that scent had a prevailing effect on the participants.  

 

Moreover, retailers as well as marketers should emphasize on creating a store environment 

where consumers have a great ability to interact with the offered products by touch. The 

analysis of this thesis gives a foundation for suggesting that managers need to emphasize touch 

interaction points within the store, as it can be seen to be of the uttermost importance for the 

overall shopping experience of consumers.   

6.3 Limitations 

During the process of conducting the research numerous limitations were detected. The most 

notable limitation can be seen in the non-detection of the flowers. Thus, a pilot study could 

have been executed in means of examining if the implemented sensory cue could be useful. 

Thereby, adjusting the sensory cue to enhance the amount of consumers noticing the flowers. 

This in turn could have led to a greater analysis of approach behavior, generating valuable 

substance. The findings cannot be generalized to larger populations as they do not include 

sufficient quantitative data, but rather allow for detailed elaborations in the market (Zikmund 

& Babin, 2006). Because the participants of the interviews were chosen through a convenient 

sample, the authors might have influenced the population leading to a sample selection bias. 
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Limitations can also be seen in the authors being present for the observations in the store, thus 

the consumers’ and participants’ could have been negatively distracted and influenced in their 

usual shopping behavior, leading to an interviewer bias (Saunders et al., 2016). The response 

bias as another limitation illustrates the possibility that interviewees might give different 

answers in order to please the interviewers, e.g. depending on their facial expressions or 

nonverbal behavior (Zikmund & Babin, 2006). Moreover, observations might be afflicted with 

observer bias, as the authors know that observations can be understood in different subjective 

ways (Zikmund & Babin, 2006).  

Limitations can be seen in the usage of the embodiment theory. This thesis contributes to a first 

step in bridging the gap in the aforementioned theory, however it does so with a humble 

approach understanding that weaknesses can derive. The applied approach of mixed methods 

limits the researchers to fully utilize the advantages of interpretivism likewise limiting the 

analysis of being purely qualitative. It holds limitations in its inability to generalize the 

findings. The employed purposive sampling could generate biases, as the samples were 

collected with the researchers judgements.   

The study holds limitations in the interpretation of participants’ degree of influence by the 

stimuli in the store environment. This is due to the difficulty to access emotions consciously 

by respondents self-evaluations. It was not always possible to interpret the findings to 

sufficiently show the interpretivist approach of this thesis.  

6.4 Future research  

This thesis investigates the topic of sensory marketing within the retail industry of interior 

design, which in this case is represented by the store Granit in Jönköping. However, the 

research questions could be adopted to apply in different industries, as well as geographical 

regions since the marketing strategy might differ depending on the culture.  

By looking at the limitations of this study, it can be seen that the qualitative aspect of 

consumers’ perceptions needs to be further researched, so that a deeper understanding of the 

factors that are influencing individuals’ decisions within the store environment can be 

generated. Yet, as mentioned in the limitations, this thesis lacks the ability to generalize the 

findings, due to using a mixed method approach. Therefore, future research could also be 

conducted in a quantitative way.   
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Furthermore, participants brought up the importance of the store environment to be spacious 

enough in order for them to approach that certain area. However, as mentioned before the 

research within the topic of embodiment in retailing is very limited. Therefore, the spatiality of 

bodies needs to be further investigated as this is an important aspect of a company’s marketing 

strategy in retailing.  
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Appendix 

Appendix 1: Photos of the implemented sensory cue  
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Appendix 2: Guideline for follow-up interviews 

 

Hey, could we ask you something real quick? We are Master students at Jönköping University 

and we are writing our Master thesis about marketing and store environments. We would kindly 

like to ask you some questions concerning your perceptions of this store environment. Would 

that be okay for you? 

 

1. What made you come to Granit today?   

2. How would you describe the store atmosphere? 

3. How did the store environment make you feel?  

4. Did something specific catch your attention today? 

5. Did you approach certain products? If so, what kind of products (and how)? 

6. Did you see something specific that you wanted to touch today? If so, which products? 

7. How does touching the products make you feel?  

8. Only if flowers were not mentioned: Did you notice the red flowers in the store? How 

did they make you feel? Do you think you were influenced by them?  

 

Thank you very much for your time and answers!  
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Appendix 3: Guideline for in-depth interviews 

First of all, thank you so much for participating as a respondent in our thesis and for taking the 

time to be with us today.  

 

We are writing our thesis about marketing and how one could use sensory marketing in a store 

environment. Sensory marketing relates to the usage of sensory cues which are a way of 

stimulating the five senses that people have. We are interested in understanding how sensory 

marketing could be used in stores to influence customers. Therefore, we would like to hear 

your perception and thoughts on the topic and on the store environment you visited today.  

 

Would it be okay for you if we record the interview?  

1. Do you often visit interior design stores? 

2. Have you visited the Granit store before? 

3. What is your general perception of the store Granit? 

4. How did you feel before going to the store? 

5. How would you describe the store atmosphere?  

6. How did you feel during your time in the store? Chose three of the emotions that fit the 

most to your own emotions. 

7. What did you like most about the store? 

8. What didn’t you like at the store? 

9. Was it easy for you to move around in the store and get a good overview of the 

products?  

10. In general, would you say the products are presented in a nice/inspiring way?  

11. In general, how do you explore a store?  

12. When would you rather want to approach/avoid certain products?  

13. When you see products that you like what do you do then? 

14. Did you approach any products? If so, what kind of products and why?  

15. Were there any specific areas of the store that you did not feel interested enough to look 

closer at?  

16. Did you see something specific that caught your attention?  

17. Did you see any products that you liked? 

18. In general, do you feel like there were a lot of things that appealed to you visually? 

19. Did you notice any specific colors in the store?  



 

 68 

20. How does that make you feel in relation to the choice/approaching of products? 

21. What types of colors do you think are great to catch someone's attention?  

22. What do you think of when you think about the color red? 

23. What kind of emotions are evoked in you by the color red?  

24. (Did you notice the flowers in the store?) 

25. What do you connect flowers with?  

26. What are your feelings towards flowers?  

27. In general if you see a product you like to buy, how do you make that decision in the 

store?  

28. Is it important for you to have a lot of information about the products in the interior 

design industry?  

29. What type of information do you get from a product by touching it?  

30. In general, are you a person that is prone to touch products? 

31. How important is it for you to touch products in the store during the purchase process? 

32. Did you feel like you were able/allowed to touch the products in the store?  

33. Was there any situation, in which you were not able to touch a product but still bought 

it? Why?  

34. What do you feel when you touch products/products you like? 

35. Does the texture of a product influence the overall perception of a product?  

36. How does a texture have to be for you to be interested in products? 

37. Is there anything else that you would like to comment on? 

Well, thank you so much for your participation in our thesis and for the answers that you gave 

us! We really appreciate it!  
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Appendix 4: Code book 

Code 

Label 

Code Description Anchor Example 

Category A: Stimuli in the store environment 

A1 Smell The sensory stimulus of smell 

that is perceived in the store 

environment by the consumers. 

Smell is connected to natural or 

artificial scents (Erenkol & 

Merve, 2015).  

“And they had the one thing, 

that really sparked my interest, 

it was this soap. Because then I 

wanted to smell it [...]” 

(Participant i2) 

A2 Colors The sensory stimulus of sight in 

relation to colors that are 

perceived in the store 

environment by the consumers. 

“[…] black, grey, white and a 

few more brownish, but still 

very down to earth colors” 

(Participant i2) 

A3 Detection of 

the red 

flowers 

Apply codes to whether 

participants detected the 

implemented sensory cue of red 

flowers or not.  

“I would say I like the accent of 

the red flowers because they 

stick out” (Participant f15) 

A4 Perception of 

the flowers 

Apply codes to the participants’ 

perceptions of flowers in 

general. 

“Something you would never 

link with negative aspects, it’s 

always a positive thing” 

(Participant i5) 

A5 Perception of 

further visual 

stimuli 

Apply codes to further detected 

visual stimuli in the store 

environment by the participants. 

Kotler (1974) states that visual 

stimuli in the store atmosphere 

can be, e.g. the lightning, color, 

brightness, shape and size of the 

environment. 

“It was enough space, even with 

the backpack and a jacket, it 

was no problem” (Participant i5) 

 

A6 Associations/

perception of 

color red. 

Apply codes to participants’ 

associations/perception of the 

color red. Valdez and Mehrabian 

(1994) state that colors impact 

the emotions that customers 

experience.  

“[…] red is always a color that 

brings attention” (Participant i6) 
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Category B: Atmospherics 

B1 Overview of 

the products 

Apply codes to the participants’ 

perception of the overview of 

products in the store 

environment.  

“I would say they should try to 

rearrange it maybe because I 

don’t feel like when I look for 

something it is easy to get an 

easy and fast overview. So, it 

was a little bit unstructured” 

(Participant i8) 

B2 Ease of 

moving 

around 

Apply codes to the participants’ 

perception of the ease of moving 

around in the store.  

“I was not lazy, but the space 

was too small and I don’t like 

that, so I thought to myself that I 

won’t squeeze in there just to see 

the pillows” (Participant i8) 

B3 Product 

presentation 

Apply codes to the participants’ 

perception of the product 

presentation in the store.  

“[...] it was a little bit weird that 

it wasn’t that structured. You 

could find pillows next to pencils 

or suddenly there were some 

notebooks and plants, [...] and 

not all the kitchen supplies were 

in one place” (Participant i5) 

B4 Perception of 

the store 

(atmosphere) 

Apply codes to the participants’ 

perception of the store 

atmosphere in Granit. The 

designed store atmosphere drives 

the shopping behavior of 

customers in a positive manner if 

positive emotions are 

engendered (De Farias et al., 

2014; Donovan & Rossiter, 

1982). 

“It was very cozy and relaxing, 

not like in IKEA where you have 

to hurry, hurry, hurry. Here, the 

ambiance is great and nice” 

(Participant i7) 

 

 

Category C: Touching behavior 

C1 Importance to 

touch 

products 

Apply codes to the perceived 

importance to touch products in 

the store, as the need for touch 

has shown to be different from 

one person to another (Peck & 

Wiggins, 2006). 

“Yes, I always have to touch 

them. Every time. I touch 

everything before I buy it” 

(Participant i5) 

C2 Type of 

information 

obtained by 

touching 

products 

Apply codes to the information 

that people are able to collect by 

touching objects. 

 

“[…] it makes you able to feel 

the quality of the products” 

(Participant f7) 
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C3 Texture 

(preference/ 

reluctance) 

The products consumers (don’t) 

prefer because of the obtained 

haptic information that differ in 

material characteristics, such as 

texture, toughness, softness, 

thickness, temperature and 

weight, which can merely be 

observed by tactile involvements 

(Peck & Childers, 2003; 

Lindauer, Stergiou, & Penn, 

1986). 

For example I like fluffy things, 

so if it is a fluffy ball, I would 

most likely just go there and 

touch it without even thinking 

about it. Whilst maybe more 

boring materials are 

immediately maybe not forcing 

me but not making me touch it“ 

(Participant i2) 

 

C4 The 

perceived 

ability to 

touch 

the products 

in the store 

Apply codes to the participants’ 

perceived ability to touch the 

products in the store. Not only is 

the ability to touch for 

individuals a factor of 

evaluation, but also a mean to 

generate a pleasant shopping 

experience (Hultén, 2013; Peck 

& Childers, 2003). 

“Yes, because they have 

examples everywhere. Even if 

the product is not open [...], they 

would have an example where 

you can touch it” (Participant i3) 

 

Category D: Emotions 

D1 Emotions 

during the 

time 

in the store  

Apply codes to the participants’ 

emotions during the time in the 

store, as the shopping experience 

customers undergo today is 

affected by their own emotions 

(Solomon, 2013). 

“[…] calm, relaxed and 

interested” (Participant f7) 

 

D2 Emotions 

related to 

touch  

       

Apply codes to the participants’ 

emotions in relation to touch, so 

that a pleasant shopping 

experience can be generated 

(Hultén, 2013). 

“Excitement, happy, the 

willingness to buy” (Participant 

i4) 

 

D3 Emotions 

towards the 

colors in the 

store  

Apply codes to the participants’ 

emotions in relation to the colors 

in the store.  

“I think the colors are neutral 

and it’s my style because I like to 

have it this neutral and to just 

highlight it with a few things, so 

I like it. [...], but it’s calm” 

(Participant i5) 

D4 Emotions 

towards the 

color red 

Apply codes to the participants’ 

emotions in relation to the color 

red. 

“I think of course red is a nice 

color, it is appealing, warm and 

welcoming color” (Participant 

i5)  
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D5 Emotions 

towards 

flowers 

Apply codes to the participants’ 

emotions in relation to flowers.  

“I like flowers, they make me feel 

positive, sometimes happy” 

(Participant i8) 

D6 Attention 

catching 

colors 

       

Apply codes to the participants’ 

statements of what they perceive 

to be attention catching colors. 

“[…] red is always a color that 

brings attention” (Participant i6)  

 

Category E: Approach and avoidance behavior 

E1 Approach of 

products 

Apply codes to the participants’ 

that interact with the store 

environment. 

The approach behavior of a 

consumer could be experienced 

as a desire to stay in a certain 

area and interact with the store 

environment, which needs to be 

pleasant (Turley & Milliman, 

2000).  

 

“Yeah, I tried one salt, which 

was nice. And then I smelled a 

mixture of a spice, and then I 

also smelled one of the teas” 

(Participant i2)  

E2 Avoidance of 

products  

Apply codes to the participants’ 

that avoid to interact with certain 

products. 

“[…] the disorganization made 

me feel like, am I really covering 

everything that the store has to 

offer in this category? [...] I felt a 

bit irritated, like okay I will 

move away from here. It was 

dissatisfying” (Participant i1) 

Category F: Exploring of the store 

F1 The way of 

exploring the 

store 

 

Apply codes to participants 

expressing in what manner they 

carry out the browsing activity. 

“I would like start from the 

beginning and stop at the very 

end, looking at every product 

and just going where the store 

wants me to go” (Participant i7) 

F2 Pattern of 

approaching a 

product 

Apply codes to participants 

expressing in what manner they 

approach a product in the store.  

“I would explore just by walking 

around and touching products, 

like just feel how it feels and just 

walk around to see if there is 

something interesting. [...] and 

then I walk from interesting 

product to interesting product to 

interesting product” (Participant 

i3) 
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Category G: Shopping motivations 

G1 Utilitarian 

shopping 

motivation 

Apply codes to participants that 

expressed to be utilitarian 

motivated, which implies to be 

rather task and rational oriented 

(Babin et al., 1994).  

“Yes, I was looking for frames 

[…] I was really focused at 

getting the frames, so I didn’t 

pay a lot of attention to other 

products” (Participant f8) 

G2 Hedonic 

shopping 

motivation 

Apply codes to participants that 

expressed to be hedonic 

motivated, which implies the 

value of enjoyment and the 

desire to have fun at the store as 

an important role (Babin et al., 

1994).  

“It was just a spontaneous 

decision to come into the store 

today” (Participant f12) 
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