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Abstract 
 

It is important for retailers to know the power of the five human senses where the 
customer can interact and use all the senses instead of just a few of them. By 
including all the senses retailers can make the customers value physical stores more. 
Therefore, the purpose of this thesis is to analyze sensory marketing and the 
implementation of the five human senses in sport stores in Sweden due to the lack of 
information on this specific industry. Relevant aspects of the topics have been 
introduced and consequently explained to be able to get a deeper understanding of the 
subjects. Topics that have been relevant for this thesis which are presented in the 
literature review are sensory marketing, the five human senses, sensory experience 
and sensory overload. The focus has mostly been on the five human senses since they 
play an important role in every individual’s life. People use the five human senses 
when perceiving an environment where sight, sound, touch, taste and smell can be 
present. The literature review finishes with a conceptual framework model, which 
describes the different relations between the topics. For this thesis a qualitative 
research method has been used with semi- structured interviews to get an 
understanding of how the relevant topics are considered from a company perspective. 
The empirical findings demonstrate the data of the thesis that were conducted from 
our interviews with employees from different companies.  
 
The findings of this thesis show that sport stores within Sweden do not take advantage 
of all the five human senses to create a multisensory brand experience. The results 
show that the most common senses used by sport stores are sight, touch, sound and 
the knowledge on how to implement all the five human senses in sport stores is 
limited.  
 
Keywords;​ ​Sensory Marketing, Customer Experience, Five Human Senses and Multi 
Sensory Experience. 
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1. Introduction 
 
In this section of the thesis, an introduction about the topics sensory marketing and 
customer experience with the usage of the five human senses will be presented. We 
also explain why companies only use a few of them and not all of the five human 
senses. The focus will be only on sport retailers with physical stores. Furthermore, 
the subjects of problem discussion, research questions, purpose and delimitations will 
appear.  
 

1.1 Background 
The human has always searched for activity and movement. However, sport as an 
activity of movement started way before in history and is related to all living beings. 
Today we see sport as an exercise that every individual need, a way to escape from 
everyday life and a way of entertainment (Fuller, 2007). International marketing 
techniques generate ways to support sports while improving a company's image (Ratten 
et al. 2011). Sports marketing have utilized social networks like Twitter, Facebook, 
blogs and professional networking groups to target specific types of customers (Ratten 
et al. 2011). When talking about sport marketing, an important concept is “​human 
brand” ​that refers to and describe any well-known persona who is the subject of 
marketing communications efforts (Thomson, 2006). The sports industry has also 
become more customer-oriented (Da Silva et al. 2017). For this reason, another 
important marketing tool related to sport is fans. Fans will actively participate in all the 
events and they become sport consumers due to the purchase of club products, match 
tickets, attire, and general merchandise (Da Silva et al. 2017). Some of the most famous 
sports brands are Nike, Adidas, Puma and ASICS (Marketing91, 2019) and with the 
development of sports and sports brands, a lot of sport stores have developed around 
the world. Sport goods store means “​stores that offer for sale primarily sporting goods, 
equipment, athletic apparel, and other merchandise that reflects a sports theme”​ (Law 
Insider, p. 1). 
 
The retail industry has changed during the last years and is continuing to change every 
day. Because it is a service-oriented industry, companies are trying to always develop 
and expand their service to create the best experience possible for the customer 
(Pantano, 2014). One of the biggest changes that occurred in the retail industry until 
now was the shift from physical stores to online shops. Online services that companies 
can provide have increased over several years (Peitz et al. 2012). Due to the growth of 
online stores, physical stores have to fight harder to reach their customers. It is easy to 
shop online, and customers can do it anywhere at any time. The disadvantages that 
customers can perceive from shopping online is the delivery time and no usage of all 
the five human senses when going through the decision-making process (Peitz et al. 
2012). But with this thesis we want to introduce the advantages that physical stores 
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could benefit from with the usage of sensory marketing to create a multisensory 
experience and make the customer value more shopping in physical sport stores.  

 
Sensory marketing has been studied by many researchers and therefore there are many 
different definitions for this specific topic, even if all agrees to the same main principle. 
Sensory marketing is about stimulating a customer's relationship with the brand and 
create brand loyalty (Hussain, 2019). Krishna (2011, p. 333) defines sensory marketing 
as “​the marketing that engages the consumers’ senses and affect their perception, 
judgement and behavior”​. Meanwhile the American Marketing Association says that 
sensory marketing “​is the marketing techniques that aim to seduce the consumer by 
using senses to influence the consumer’s feelings and behaviors” ​(Erenkol et al. 2015, 
p. 2). This type of marketing is different from other marketing and tools, since it is 
about the five human senses that influence the consumer (Grewal, 2003). The five 
senses which are sight, smell, sound, taste and touch have the ability to influence an 
individual and the perception process (Erenkol et al. 2015). The five human senses are 
something that is used in everyday life. They have the ability to trigger different types 
of experiences, for example with the usage of an image or message that can bring up 
old memories and feelings (Schmitt, 1999).  
 
While analyzing an individual experience during a consumption process it is important 
to take into consideration the five human senses. The senses are the base and the centre 
of sensory marketing. This consideration can create a more personalized customer 
experience and improve the marketing of a company (Hultén et al. 2009). By using the 
five senses the company can create both an individual and personal experience of a 
brand or store on a deeper level where emotions are used (Hultén, 2015). Hultén (2015) 
means that it is not enough to think about the basic materials and physical needs, it has 
to involve emotions and experience too. This is an important factor for retailers to keep 
in mind when creating an experience, which requires different types of models, 
concepts and approaches. Hultén (2015) also describes sensory marketing as a tool that 
can help to increase the understanding of the five senses and sensory strategies that can 
affect consumers behaviors both in the buying and consumption process. Sensory 
marketing is explained as “​A service process that focuses on sensory strategies and 
stimuli with the goal of creating a multi- sensory brand- experience, in supporting the 
individual’s identity creation through the mind and the five senses to generate 
consumer value, consumer experience, and the brand as an image”​ (Hultén, 2015 p. 
106).  

 
In sensory marketing retailers need to understand the consumer’s needs and wants. It is 
important to keep that in mind when analyzing sensory marketing. The five human 
senses have a major power in affecting the customer experience and consumer 
behavior. An important question for companies to consider is: What factors influence a 
consumer’s purchases? (Hultén, 2015). A company needs to consider who the best 
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customer might be, how to target them and what to consider when targeting them 
(Evans et al. 2012). ​“Consumer behavior refers to the selection, purchase and 
consumption of goods and services for the satisfaction of their wants” ​(Rani, 2014, p. 
53). When examining consumer behavior, companies also need to consider the 
emotional state of mind of their customers. Customers exposed to physical stress tend 
to have a decreased answer to sensory sensitivity (Biswas et al. 2019). Some examples 
introduced by Biswas et al. (2019) are that standing (vs sitting) requires more physical 
activation, and can result in greater physical stress, and that stress can deteriorate the 
taste sensation. 

 
When looking into the subject of consumer behavior there are different processes 
involved, for example consumer buyer behavior and decision process. The buyer 
behavior process is influenced by four different factors, ​cultural, social, personal and 
psychological. ​Through these factors’ consumers can develop brand preferences (Rani, 
2014). The decision making process has five steps a customer goes through, ​problem 
recognition, information search, evaluation of alternatives, purchase decision and post 
purchase behavior. ​The result of this process explains which factors influenced the 
customer's purchase (Rani, 2014). The process begins with need recognition where a 
buyer feels a difference between their actual state and a state of desire. This need can 
be stimulated by an internal or external stimulus. One internal stimulus can be the 
feeling of hunger, meanwhile an external stimulus can be passing through McDonalds 
(Comegys et al. 2006). The next step in the consumer decision process is information 
search where the consumer gathers the information needed from different channels. The 
next stage is evaluation of alternatives where the consumer assign rules or cut-off to the 
products to be able to find the best solution for them (Comegys et al. 2006). Following 
the evaluation stage, there is a purchase decision. In this step consumers actively 
purchase the chosen product, but sometimes consumers jump or skip the previous steps 
and buy some products without any need or without evaluating them. This phenomenon 
is called impulse purchasing. Lastly, there is the post purchase behavior that can be 
divided into two groups, post purchase satisfaction and post purchase actions (Comegys 
et al. 2006). Consumer behavior is an important subject for companies to understand 
and develop to be able to create a better customer experience.  

 
The definition of customer experience according to Keyser et al. (2015, p. 1) can be 
seen as ​“Customer experience is comprised of the cognitive, emotional, physical, 
sensorial, and social elements that mark the customer’s direct or indirect interaction 
with a (set of) market actor(s).”​ Customer experience is an important topic when 
discussing sensory marketing. Lemon et al. (2016) explain that creating a strong and 
memorable customer experience is an important and leading management objective 
nowadays. Customer experience is something that companies want to improve, and the 
topic received the most number one ranking when executives talked about their most 
important priorities (Accenture, 2015). Some leading companies such as Amazon and 
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Google are companies that have adapted customer experience and have now different 
work roles in this subject, like customer experience managers and customer experience 
vice presidents. Pine and Gilmore (1998; Lemon et al. 2016) were one of the first that 
talked about the importance of customer experience in the society and the opportunities 
companies can get from focusing on it. To make the experience successful the company 
has to give importance to emotions and make the process more intimate and personal 
for the customers. 
 
All the senses have different meanings and they are important for creating a 
multisensory experience. When a person accepts and produces stimuli the senses go to 
the brain through the person's nervous system. When the stimuli come to the brain, the 
brain analyzes them and interprets them. The interpretation can change on behalf of 
past experiences and a person's beliefs. This then helps a person to make a decision 
about a purchase (Strivastava, 2012). According to Hultén (2011) the sense of sight is 
the most powerful and dominant which includes the space and the environment of a 
store. When it comes to sound, it is the sense that has the ability to evoke emotions and 
feelings which in turn can impact the experience (Hultén, 2011). One sense that 
companies have underestimated and do not take in consideration in retail is the sense of 
taste. This sense can provide a wider dimension to the brand and has the ability to 
interact with other senses, like smell (Hultén, et al. 2009). Smell is a sense that is 
related to pleasure and is connected to the human's emotions and memories 
(Biedekarken et al. 2006; Klosse et al. 2004). The first sense developed as a child is 
touch. Touch is related to information and can evoke different feelings about products 
customers touch and remembers (Peck et al. 2006; Citrin et al. 2003). To take 
advantage of a multisensory experience is when more than one of the senses is used to 
create an experience (Hultén et al. 2009). Multisensory experience can also support 
how individuals react when companies interact and support the purchase process where 
the five senses are involved. Krishna et al. (2010) explain that the pleasure derived 
from sensory experience can be influenced by the level of congruence between the 
sensory inputs. Congruence is defined by the Cambridge Dictionary (2020, p. 1) as​ “the 
quality of being similar to or in agreement with something”. ​Congruence between two 
stimuli provoke faster recognition and cause more positive product evaluation (Krishna 
et al. 2010). When congruence between the senses is not achieved, they can create a 
negative effect on the customers. This effect is called sensory overload. Sensory 
overload refers to when one or more of the senses gets overstimulated and it becomes 
too much of stimulus for a person (Karthikeyan, 2017). Even if it is more common in 
people with autism, post-traumatic stress disorder (PTSD) or other conditions, 
everybody can be affected in everyday life (medicalnewstoday.com, 2020).  
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1.2 Problem discussion  
 
The focus on customer experience is increasing due to the problem of multiple media 
channels and showrooms which are getting bigger and bigger in the society (Lemon et 
al. 2016). Sport retailers, that are the main target for this thesis, and other industries 
have to take advantage of multisensory to create an experience to be remembered and 
increase brand loyalty.  
 
According to Liaw (2007), in the last years, the retail industry has grown fast and 
marketing has become more competitive. Companies in general on the internet have 
increased and herewith customers have more options to choose among. To purchase 
through the internet is easy and fast. It is simpler for customers to search and purchase 
different products and choose the option that most fits their need among the different 
retailers (Park et al. 2009). Retailers should see the importance and power of an 
effective store design where all the senses are included and use it as a marketing 
strategy. The challenges for retailers are to stand out from the competitors, draw 
customers to their store and have an effective store design. This results in the customers 
actually wanting to stay and spend more time in the store, instead of purchasing the 
products online. It is important to create a “worth-to- remember” shopping experience 
that will draw attention (Dabija et al. 2014; Liaw 2007; Wanninayake et al. 2007). A 
store that successfully introduced an experience “worth-to-remember” is the Nike store 
in New York, Nike NYC House of innovation NYC/000. Their idea is to create an 
immersive experience as no other store has introduced to its customers. Firstly, they 
introduced the Nike App. In this app the customers have the possibility to scan the 
mannequin to see the availability of those specific products. They even introduced the 
concept of “virtual bag” where customers can choose which item they want to try on 
without needing to go around in the store and take the garments from the rack. The 
customer will also have a personal fitting room already prepared with the garments 
chosen. To improve the wait time for paying, in the app the customer has also the 
possibility to pay directly for the products, as they would online, without any help from 
the staff (Forbes, 2018). According to Sean Madden, senior director for Nike Retail, the 
Nike NYC House of Innovation is “​the most personal and responsive store that we’ve 
ever built”​ (Forbes, 2018, p. 1).  
 
Strivastava (2012) mentioned that the usage of fewer senses has become common 
among retailers. However, to stand out from others, retailers need to adopt more senses 
and be unique on the market. By using all the five senses, it increases the chances that a 
customer will select that specific store over another one that only uses a few of the 
senses (ibid). According to Spence et al. (2014), the stores that are using multisensory 
are more pleasant to customers rather than stores that use fewer human senses. This 
theory is also supported by other researchers that clarify that the knowledge about how 
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to take advantage and use of multisensory is limited (Meyers et al. 2007). Strivastava 
(2012) introduced an example to understand more specifically the advantages of 
multisensory. Starting by taking in consideration two stores, A and B, that are located 
next to each other and sell the same products. Retailer A uses two or three of the 
senses, for example touch and sound meanwhile retailer B uses all the five senses to 
promote and sell the products. When a customer has to choose between the two stores 
and come across a sense that retailer A does not have, it is more possible that the 
customer selects retailer B due to the usage of all the five senses to promote the 
products (Strivastava, 2012).  
 
The concept of congruence is important to keep in mind when working with sensory 
marketing because the senses need to work together. It is important to have a red thread 
between the senses to not make the customer feel overwhelmed and increase the desire 
to leave the store (Krishna et al. 2010). The five human senses need to be congruent 
with each other when designing a store atmosphere so sensory overload does not 
emerge (Karthikeyan, 2017). Sensory overload needs to be seen as a concept that is 
important to avoid to be able to create a pleasant experience for everyone (Karthikeyan, 
2017). Of course, it is important to keep in mind that each individual has a personal 
opinion about experiences with sensory overload. Some individuals may prefer to have 
their senses triggered meanwhile others may prefer to only focus on the shopping act. 
For this reason, retailers need to understand what their audience likes and wishes.  
  
Existing research about sensory marketing shows that most retailers use generally one 
or max three of the five senses to create emotions and feelings when attracting 
customers, and do not benefit from the usage of all the senses together (Strivastava, 
2012). There is limited research about the marketing of retail sport stores that differs 
from sport brands that mostly use “​human brand”​ as a marketing tool (Thomson, 
2006). From this knowledge, the research gap for this thesis was identified. Sensory 
marketing is a field well analyzed from researchers. However, sensory marketing 
related to sport stores is limited. According to Statista (2020), the revenue in the sport 
and outdoor industry in Sweden during 2020 amount to US$504m, nevertheless, 
research in this industry is almost missing.  Therefore, we want to investigate more in 
this field and bring knowledge about the multisensory brand experience, how 
specifically sport retailers are using it. However, when implementing the senses it is 
important to not create sensory overload. Doing this kind of research can also help 
sport companies in the future to apply the different senses to build multisensory brand 
experience and get a better knowledge about sensory marketing. The focus in this thesis 
will be how sport companies can take advantage of the sensory marketing  and which 
experiences can be introduced to attract more customers. The subject of this thesis will 
be sport stores due to the lack of previous research on this specific industry and due to 
our interest in sports and physical activity. According to Digital (2017), customers are 
beginning to shop sport products online more and more, and online stores are 
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increasing and this could bring to the elimination of physical stores. For this reason our 
goal is to bring more knowledge about the importance to create a worth-to-remember 
experience for the customers, to make them return to the physical store rather than shop 
online.  
 
1.3 Research questions  
 
The research questions for this thesis are:  
  
RQ1: How are sport stores in Sweden using sensory marketing?  
 
RQ2: How do possible struggles with the implementation of the five senses look like for 
sport stores?  
 
1.4 Purpose  
 
The main purpose of this study is how companies within the sport industry use sensory 
marketing today and how they can implement the five human senses. There is a gap 
when it comes to the usage of the multisensory and companies focus mostly on one or 
three of the senses and not all of them. Hence, the focus for this thesis is to understand 
the general knowledge about sensory marketing for sport stores and how they can take 
advantage of it. This thesis aim to examine how the senses are implemented into the 
customer experience and which are the possible struggles to achieve multisensory in 
sport stores. 
 
1.5 Delimitations 
 
In this thesis, the focus will be on sport retailers in physical stores since it has not been 
deeply researched in multisensory brand experience as other types of stores and 
industries. The customer point of view is not taken in consideration in this thesis and 
the focus will only be on physical sport stores, hence online perspective will not be 
discussed. The thesis will be delimited to qualitative research methods and deductive 
approach.  
 
 
 
 
 
 
 
 
 

10 



 
 

1.6 Outline 
 

 
 

Figure 1.​ ( Created by the authors of the thesis) 
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2. Literature review  

 
In this segment it is introduced the theoretical framework and explained some of the 
main topics and theories for this thesis. First, it is explained briefly about sensory 
marketing. Following that, it introduced the concept of sensory experience with focus 
on atmosphere and congruence. We will concentrate and explain the five human 
senses that are our main topic for this thesis. To conclude the literature review it is 
introduced the concept of sensory overload. This segment will finalize with a 
conceptual framework that will be presented in a model that explains how all the 
theories collaborate with each other.  

 
2.1 Sensory marketing 
 
The concept of sensory marketing establishes that when all the five human senses are 
involved the individual is most likely going to form memories and discover the mind. 
By using sensory marketing brands can create a stronger, long-lasting emotional 
connection with customers (Randhir et al.2016).  
 
Sensory marketing has to be seen as a strategy to specify a company’s identity. 
According to Dornetti (2018) sensory marketing consists of a series of techniques that 
aim to seduce the customer, using his senses, to influence his emotions and behavior 
accordingly. Sensory marketing creates positive experiences with the five human 
senses making the customer fall in love with the company before, during and after the 
purchase (Dissanayake, 2020). ​“Sensory marketing is a tool that is used by sellers to 
influence consumption habits by having sensory and emotional influence on customers” 
(Erenkol et al. 2015, p. 9). An individual’s sensory experience takes place in the human 
brain, in both the left and right hemispheres, in the mental flows, processes and 
psychological reactions (Hultén et al. 2009).  
 
According to Erenkol et al. (2015) companies that have used sensory marketing 
successfully have utilized a four-step sensory marketing process: 

1. Identify the required brand positioning: obtain a brand position different from the 
competitors in the consumers’ mind.  

2. Design the right sensory identity elements: example, the concept of “freshness” with 
the usage of fruity smell.  

3. Test the sensory elements. 
4. Optimize across the critical touchpoints. 
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2.2 The sensory experience 
 
Brands should use sensorial strategies in connection to the human mind and senses. 
These sensorial strategies are important as a long-term strategy and have the ability to 
differentiate a brand, reveal its identity and reinforce the image of a brand (Hultén, 
2011). The five senses have an important role for all individuals and without these there 
will be no sensory impression by individuals (Hultén, 2015). With the usage of the 
human senses an individual can feel one or more of them and get sensory information 
about the environment. According to Ballantine et al. (2015, p. 504) “​When a customer 
enters a store, they do not experience the music in isolation; they do not smell the scent 
without seeing the colors as well; they do not walk on the floor-covering without feeling 
the ambient temperature. The typical customer experiences degrees of stimuli as an 
on-going, integrated experience”.​ The reason why companies have started to look more 
in-depth into the five senses and sensory marketing have been to have the opportunity 
to offer a more personalized experience to the customers. A firm can use sensorial 
strategies to create a personal characteristic onto brands and products (ibid).  
 
Companies have to understand and keep in mind their customer’s emotions and 
feelings. This ability is called empathy capability. Empathy concerns not only emotions 
and feelings but also intellectual capacity (Davis, 2018). Empathy requires an active 
attempt by one individual to be able to get “inside” the other, however, the concept of 
empathy evolved where one individual needs to have more understanding of the other 
individual´s feelings instead of getting inside or sharing (Davis, 2018). Sensory 
marketing is one way companies can reach out to the human brain through the five 
senses.​ ​Hultén (2015) explains the three foundation concepts of customer treatment that 
companies have to apply to achieve sensory experience are sensors, sensations and 
sense expression. Sensors are devices by which the company can use to trigger the 
human senses. Sensations are how the triggers express a company, how the customers 
perceive the company. Sense expression is related to how a company enhances the 
brand identity in relation to the human brain, creating a mental picture of the brand. A 
company can use different senses expressions to build brand awareness and adapt to 
new circumstances (ibid). 
 
2.2.1 Atmospherics  
Atmosphere is a term that Kotler (1973) introduced as a marketing tool and stated: ​“We 
shall use the term atmospherics to describe the conscious designing of space to create 
certain effects in buyers. More specifically, atmospherics is the effort to design buying 
environments to produce specific emotional effects in the buyer that enhance his 
purchase probability” ​(Kotler, 1973/1974, p.50). Later on, the term has been evaluated 
and improved where it is considered a form of area where companies can produce 
emotions and create beliefs for customers (Jalil et al. 2015). Store atmospherics is 
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defined as ​“an effort to design buying environments to produce specific emotional 
effects in the buyer that enhance his purchase probability”​ (Kotler, 1974, p. 50). Store 
atmospherics includes different stimuli and cues, where color, scent and music work 
together with the purpose of impacting customers positively through emotional 
responses at an unconscious stage (Spangenberg et al. 1996; Donovan et al. 1982). 
Store atmospherics have the ability to affect consumer behavior through their emotional 
reactions and make a retail environment more enjoyable. The atmosphere of a store can 
be more effective than the product itself, and customers are more encouraged to 
frequently return to the store (Spence et al. 2014). The atmospherics in a retail store can 
both refer to tangible and intangible aspects and can alter the experience (Mehrabian et 
al, 1974; Puccinelli et al. 2009). Tangible refers to product brands and intangible refers 
to service brands (Hultén, 2011).  
 
To increase a store atmosphere the company can take advantage of non-verbal and 
verbal stimuli. Consumers evaluate a store atmosphere depending on their emotional 
stimuli, and customers can have three different emotional responses according to the 
environmental stimuli. These emotional responses are pleasure, arousal and dominance. 
Considering those emotional responses, two different behaviors can emerge which are 
approach and avoidance behavior (Mehrabian et al. 1974; Helmefalk et al. 2017). 
Approach behavior refers to a craving for staying, exploring and agreeing to be in the 
same environment as others (Erenkol et al. 2015). Meanwhile avoidance behavior 
refers to a desire for avoiding communication with other people and avoiding a specific 
place (Donovan et al. 1982).  
 
There are different factors that can affect the store atmosphere as for example ambient 
factors and design factors. Ambient factors in which sound or olfaction have to be 
considered, meanwhile, design factors involve visual stimuli, as for architecture, 
lighting, color, material, style and texture. Retail design has the ability to influence a 
consumer’s behavior by generating emotional responses and attention (Ezeh et al. 
2007).​ ​Both color and lightning are two factors that affect the level of stimulation for 
the customers who are in the store (Lehrl et al. 2007). The lightning often draws 
attention to the store and retailers often use lightning to optimize the level of 
stimulation (Spence et al. 2014). A good choice of the atmospheric with lightning and 
colors can inspire potential customers into the store. It is important to choose the right 
colors that fit with different combinations and the concept of the store (Sendra et al. 
2017). According to Sendra et al. (2017) the right choice of combination with colors 
can enhance different types of emotions and feelings. Some examples are that the right 
choice of colors can enhance for instance appetite and hunger meanwhile another 
combination of colors can shorten the waiting time. According to Helmefalk et al. 
(2017) companies need to understand the importance of a store atmosphere that relates 
to how customers perceive and experience a store. But the information and knowledge 
about multisensory and how to use it properly are limited. (Meyers et al. 2007). 
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Spence et al. (2014) introduce in the article ​“Store Atmospherics: A Multisensory 
Perspective” ​previous research where companies focus on one single aspect of the 
atmosphere rather than the multisensory aspect where all the five senses are included. 
Stores that are using congruent multisensory are rated to be more pleasant and 
enjoyable to customers than stores that focus on fewer of the human senses (Spence et 
al. 2014). According to Aitamer et al. (2011), the store layout fulfills four functions. 
The first function is “attention”, meaning that the store needs to attract the attention of 
the customers with its visual design. The second function is “drawing and impression”, 
where the visual design attracts customers and impresses them. The third function is 
“well-being”, where customers need to easily find the needed products and information. 
The last function is “visual harmony between the offering and customer expectation” 
(Aitamer et al. 2011). According to Solomon et al. (2010) it is becoming more 
important to focus on the store environment instead of the purchase to create an 
experience. By focusing on the store environment different mixes of cues can be used 
to affect the customers buying process to satisfy customers and make them loyal to the 
store (Kamaladevi, 2010). An important factor for creating competitive advantages is 
by creating a unique experience for the customers (Prahalad et al. 2004).  

 
2.2.2 Congruency  
Congruency as a concept in sensory marketing is how the characteristics of stimulus are 
combined together (Krishna et al. 2010). Multisensory atmospheric congruence varies 
from other types of congruence. Multisensory atmospheric congruence refers to the 
match between two or more atmospherics rather than the mismatch between 
atmospherics (Krishna et al. 2010). When customers try to identify the store target 
market there are some specific atmospheric cues which allow them to infer this. Some 
of those atmospherics’ cues can be a color scheme, employee characteristics, 
merchandise and music (Ballantine et al. 2015). An example of how these atmospheric 
cues can influence the perception of a store can be that if the store has a bright color 
then it will more likely attract a younger market group. If the store plays the latest pop 
music and the volume is loud then most likely the store will attract younger people 
(Ballantine et al. 2015). According to Mattila et al. (2001) when scent and music are 
congruent, customers experience the environment more positively, they experience 
more impulse buying behavior, and experience higher satisfaction. There are also some 
atmospherics variables that can help affect the target market social class, like for 
example interior furnishing, merchandise, layout and product displays. Furniture used 
in the store made of cheap materials is perceived as the store wanting to target the 
lower class. If the layout of the store and the product display are messy with a lot of 
clutter that store will mostly be perceived as also targeting the lower class (Ballantine et 
al. 2015).  
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Sensory cues refer to a signal that can be extracted from the sensory input by a 
perceiver, that indicates the state of some property of the world that the perceiver is 
interested in perceiving. Sensory cues can influence consumer behavior. Therefore, the 
topic of consumer behavior has been researched and is an important subject to 
understand how to use the five senses (Helmefalk et al. 2017). The five senses are 
factors that work together and influence each other. Visual stimuli are most used and 
dominant in different store atmospheres. By including non-visual cues, time spent and 
purchasing can grow. It is important to remember that adding too many visual stimuli 
can develop sensory overload, and create a stressful atmosphere (Raju, 1980). It is also 
important to remember that the congruency between sensory cues, retail settings and 
store image together with the perception of sensory cues are all uniformly important for 
customers (Helmefalk, 2016). 
 
2.3 The five human senses 

 
2.3.1 Sight 
Humans rely deeply on the sense of sight (Lindstrom, 2005). Our eyes are the portal 
through which our brain can tell us about our surroundings and make memories. The 
eyes are able to collect around 70 percent of all the sensory information the brain needs 
(Hultén, 2015). Sight is the sense that generates perception and the interaction between 
the brain and the eyes, therefore individuals can detect an object within 45 milliseconds 
(Herz et al. 1996). According to Lindstrom (2005) specialized cells called 
photoreceptors are present in the retina. Those photoreceptors transform light stimuli 
into nerve impulses, the cones respond to a high level of light intensity, meanwhile rods 
respond to a low level of light intensity. These nerves impulses are then transmitted to a 
specific area of the brain which is responsible for decoding them (Krishna, 2013).  
 

 
 

Figure 2. The human eye.​ ​(Page Baluch and Ashleigh Gonzales, 2020) 
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According to Sendra et al. (2017) vision is the most commonly mentioned in sensory 
marketing because it is usually what the customers see first that can activate 
multisensory sensation. For expressing brand identity and value, sight is one of the 
most important strategies to consider and the most dominant marketing practice. 
Sensory expression as color, light, graphics and interior are used to visualize a brand’s 
identity and play an important role in the store communication (Sendra et al. 2017). In 
relation to the experience of a service or a product, the sense of sight is considered to be 
the most outstanding of all the senses. Vision, as mentioned, is the first form to 
examine our surroundings and experience. It is important when considering the visual 
consumption which indicates how the sense of sight is relevant when an individual tries 
to describe the company’s identity (Hultén, 2015). Vision also includes logos, packages 
and product design. These are important factors when it comes to branding, because it 
can make a product stand out from the others and boost a purchase (Kahn et al. 2010). 
One method to build brand identity is by incorporating visual stimuli, like for example 
design, that has the ability to positively affect customers´ perception of a brand (Hultén, 
2015). Other visual stimuli that can establish a retailer’s brand are shape, color and 
packaging. The design has the ability to make a product more or less attractive to 
customers. Also, the shape of a product can create effective responses based on 
emotional evaluation (ibid).  
 
Another example of the visual stimulus is lighting, as an important component in a 
service environment. Colors, light, patterns and design are all factors that provoke the 
sense of sight and arouse mood and purchasing behavior of the customers. To describe 
and determinate objects it is essential to use colors and figures (Erekol et al. 2015). 
Light intensity can impact in two different ways, there is an influence on the quality of 
sensation and time spent by using natural or artificial lights. Meanwhile artificial and 
intense lighting can impact on a customer's energy (Rieunier et al. 2002). Light has a 
big impact on people as well as the atmosphere and can change people's emotions and 
there are various effects that are affected. Visual effects such as light or dark, 
non-visual effects which refers to bleeding or radiation and then biological effects that 
are about vividness and alertness that can contribute to the person’s mood (Custers et 
al. 2010). Many people have great confidence in the vision because it is with the vision 
that you can see differences and contrasts when it comes to for example about light or 
dark. By being able to understand this, the mind can discover changes when it comes to 
new designs or new store concepts (Hultén et al. 2008). Light and light layout play an 
important role for store design and can create attention and attraction. As a result of the 
study done by Tantanatewin et al. (2016) spaces with general and accent lighting are 
more attractive, spacious and brighter than spaces with only general lighting.​ ​Different 
types of lighting can help to create different moods and rooms in the service landscape. 
Which means that both dark surfaces and light surfaces can create good surfaces with 
different types of lighting and individual lighting. Lighting can also be used in 
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combination with color to enhance the feeling and highlight certain products in stores 
(Sendra et al. 2017). 
 
According to Kamaludin et al. (2020) colors and shapes are the first aspects of a 
product that humans identify before consumption. Colors can be crucial for a person’s 
experience and can enhance different feelings. Through creating an interior branding 
which refers to the store design environment, it can be associated with the products a 
store sells, which in turn will enhance the visual experience (Hultén et al. 2008). When 
it comes to sight, colors play an important role and are a key factor in marketing 
communication (Sendra et al. 2017). According to Spence et al (2014) colors are 
believed to be able to influence a person's cognition and behavior. Many authors have 
researched and developed the meaning of colors. Every color has the power to 
communicate different emotions, associations and atmospheres (Sendra at al. 2017). 
Colors are also important in the business area because brands are perceived through 
their specific logo designs (Sendra et al. 2017). Colors can be divided into groups and 
the primary group is often if the color is cold or warm. Colors as red, orange and 
yellow are perceived as warm with high amounts of energy where red is most attractive 
to a person's eyes and it stays longest in a person's mind (Sendra et al. 2017). 
According to Cerrato (2012) red is a color that is associated with passion, speed, danger 
and power. It is also associated with courage and for this reason is it found in many 
national flags. According to Sundar et al. (2015) the color red used in logos makes the 
company perceive as less ethical and less eco-friendly. The color red is an important 
color in business because it is a physical color that stimulates people to take quick 
actions, as seen on sales signs (Cerrato, 2012). Red is the color used the most in 
restaurants and bars (Sendra et al. 2017). A color that is similar to red is orange that is 
less intense and is more popular between children and teenagers (Sendra et al. 2017). 
This color is the combination of the energy of red and the happiness of yellow, and is 
associated with warmth, creativity and tropics. It is also related to healthy food and 
stimulates appetite, and for this reason orange is mostly used in restaurants and cafes 
(Cerrato, 2012). The color yellow is cheerful and lively and is often connected to a sour 
taste and associated with food, as for example the bitterness of a lemon (Sendra et al. 
2017). Even if yellow is associated with happiness, intellect and energy (Cerrato, 
2012), a study conducted by Schloss et al. (2018) proved that the color dark-yellow, 
when related to recycling, was strongly associated and identified with trash. Yellow 
regarding business is used in places where people cannot stay long as for example fast 
food outlets (Cerrato, 2012). Because warm colors are associated with energy and 
dynamism they are used in a creative environment and professions (Sendra et al. 2017).  
 
The opposite group to warm is cold colors like green, blue and purple and according to 
Sendra et al. (2017) these colors are considered to be damping. Green is the color of 
nature, and is associated with freshness, safety and harmony. Green in business is used 
to promote natural and organic products, meanwhile, dark green is related to money 
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and is used in financial websites (Cerrato, 2012). Green is a color associated with 
eco-friendliness and for this reason when used in logos it should make the company 
appear more eco-friendlier and communicate social responsibility (Sundar et al. 2015). 
According to Cerrato (2012), blue is listed as the most popular color and it is associated 
with trust, stability and heaven. Blue is also a color used to communicate 
eco-friendliness and when used in logos it brings more positive opinions about the 
company (Sundar et al. 2015). In the business area, blue and all its shades are used in 
many different contexts as for example cleaning company, computer technology, travel 
agency and political organizations. Lastly the color purple is a combination of the 
stability of blue and the energy of red (Cerrato, 2012). It is associated with luxury, 
power and ambition. In business, the color purple is used to premium services, 
businesses in design and cosmetics (ibid). Cold colors related to the business areas are 
used in sectors such as advocacy, banking sectors and pharmaceutical industry (Sendra 
et al. 2017). The color grey is associated with neutrality, and it is a color that does not 
attract attention. In business, grey is a popular color because it can be combined with 
almost any other color to create different messages (Cerrato, 2012). Black is associated 
with power, elegance and mystery. Black in business is used to express luxury, and it is 
more attractive for the younger market. On the contrary white is associated with purity, 
clean and light. White is not stimulating for the senses, but it makes the minds be more 
creative. In business white is related to simplicity and organization. White is the best 
background color because it makes the other colors stand out (Cerrato, 2012).  
 
Regarding colors, it is also important to take in consideration saturation and value that 
is considered to help to predict emotions and perception (Cho et al. 2016). According to 
Cho et al. (2016), the western adult is noted to dislike colors with low saturation as for 
example dark orange and dark green. Close/similar colors and monochromatic color 
combinations are generally preferred, with some expectation of preference in a 
combination of contrasting colors (Deng et al. 2010). It is important to understand the 
concept of visual perception that refers to the ability to interpret external stimuli by 
means of visual impression (Hultén, 2015). Visual perception consists of receiving and 
cognitive. The first one consists of what the eyes see and receive the visual information. 
Meanwhile, the second one consists of what the brain interpret and understand the 
visual stimuli, by several visual areas that occur through processes in the human brain, 
such as visual awareness, visual memory and visual discrimination (Hultén, 2015). The 
visual perception and interpretation need support from the other senses to have a better 
understanding of the visual impression. The visual information is superior to the verbal 
information in relation to remembering and recognizing an advertisement, and when 
there is consistency between visual and verbal information the memory increases. The 
visual information has the ability to affect customers' valuation of products, increase 
purchasing intentions and have a more positive attitude (Hultén, 2015). 
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2.3.2 Smell 
Marketing through smell started in England when a British supermarket came up with 
the idea to start selling fresh baked bread in the store and they did not just sell more 
bread with this idea but other products in the store as well (Sendra et al. 2017). 
According to Bell et al. (2007) smell is a very powerful sense that evokes people’s 
memories and emotions, due to about 75% of all the emotions a person experiences 
through a day are generated from what a person smells. With the sense of smell, the 
brain reacts before the individual can think about it (Dornetti, 2018). Smell is the sense 
that allows you to perceive odorous stimuli. Specific receptors react to the chemical 
characteristics of the odorous substances and are located in an area of the nasal mucosa, 
the olfactory mucosa. These neurons reach the brain and trigger the perception of odor 
(Krishna, 2013).  
 

Figure 3. The nose.​ (​Alimentarium, 2020) 
 
One characteristic of scents is the phenomenon called “tip-of-the-nose” effect which 
explains the difficulty that humans have to attach a verbal or semantic label to scents 
(Lawless et al. 1977). According to Herz et al. (2004) an important characteristic of 
scents is that our taste in scents is learned with time and developed from emotional 
associative learning. According to Krishna (2013) the learned view of odor preferences 
is created by the associative learning, where individuals associate experiences to 
feelings. An example is the scent of lavender during a massage that will trigger a 
feeling of relaxation. Hultén et al. (2009) introduced a global study where it is 
explained that 80 percent of men and 90 percent of women relate specific scents with 
moments in their lives and memories. How scents are identified are diverse by women 
and men and this makes them have different reactions to consumption in the shop. Due 
to the fact that there is no conversion of the scent to the brain, the sense of smell is the 
most direct of the five senses (Hultén et al. 2009).  
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Scents can be measured in different levels and one of the basic measures is called 
“detection threshold” which defines and refers to how much of the scent needs to be 
present in the air for a person to smell it (Krishna, 2013). This method is measured in 
parts per billion and it depends on the scent. The detection threshold according to 
Krishna (2013) can go from 1 to over 100.000 parts per billion. A contrast to detection 
threshold is the “recognition threshold” which refers to how a person perceives a scent 
with a description such as “flowery”, “sweet” and “fresh”. According to Krishna 
(2013), the recognition threshold is higher than the detection threshold and at levels 
between the detection and recognition threshold a person can perceive a scent, but the 
person cannot give a meaningful description of the scent.  
 
A sensorial smell strategy is to use a scent as an element to create brand identity and 
image, and it can also influence customers’ loyalty to the brand (Hultén et al.  2009). 
Smell is one of the strongest senses in recalling emotions, for that reason sensorial 
smell strategy can have a big impact on the customer’s emotional state and mood 
(Hultén, 2011). Each person has different experiences with smell and feels different 
emotions with different scents that can be connected with past experiences (Sendra et 
al. 2017). Some people can have a positive experience about a sense and another person 
can associate it with a negative experience instead (Sendra et al. 2017). Smell does not 
only recall emotions and memories, but it also has the ability to locate spatial 
assemblages and recall landscapes that people will be able to connect with certain 
meaningful locations and regions (Canniford et al. 2017). According to Sendra et al. 
(2017), a powerful tool to use when evoking memories are scents of childhood. She 
gives the example of summer rain, cinnamon buns, grass and the smell of the ocean. A 
scent can be used to affect a customer’s mood. By using a specific smell, companies 
can attract customers to specific products in stores by influencing their moods (Hussain 
2019). An important factor about using scent in a store atmosphere is to do research 
about different scents before a store decides to use one. Marketers are using ambient 
smell to be able to condition the attachment that the customers have with the space 
(Canniford et al. 2017). According to Krishna (2013) a scent can easily take away the 
benefits when it is not congruent with the store’s atmosphere. Companies can also use a 
scent that has nothing to do with their products, for example soap or shampoo. Krishna 
(2013) means by using a scent that is not the primary attribute of the products can stand 
out from the company's competitors and create a positive brand recall and recognition 
for a consumer that had a good experience earlier with that scent. 
 
According to Sendra et al. (2017) research supports that stores who use a particular 
scent contribute to a positive effect on the customer. This refers to customers evaluating 
the store on a deeper level, customers perceiving more value to the service that was 
provided, and the customer has more tendency to visit the store again. Hultén et al. 
(2009) explain the importance of matching a scent to the right occasion and retailers 
have started using scents to produce a smell experience for customers in particular 
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settings. An example of how smell can affect the customer experience is, the scents of 
vanilla and clementine affect the customer’s experience by making them unconsciously 
stay longer in shops and supermarkets. Scents used in a service landscape, either 
natural or artificial, to create atmosphere, can help increase customer’s loyalty to a 
company (ibid).  
 
There are many ways how marketing uses scent (Bradford et al. 2009). One way is 
“marketer scent”, where scents are used as a promotional tactic. An example could be 
using the smell of baking in a home for sale. Other ways marketers use scent is 
“product scent” where scent is the product, as for example perfumes, air fresheners and 
etc. Lastly scents can be used as ambient scent, where a general odor that does not 
emanate from a product is present as part of the experience (Bradford et al. 2009). A 
scent has also the ability to enhance recall and recognition of a brand, with the usage of 
signature scents and scent brands. Scent brand is when a company has a registered 
trademark on a specific scent, that cannot be used from other companies (Hultén et al. 
2009). According to Sendra et al. (2017) smell can be divided in three areas as a 
marketing tool. The first area of using smell is on the products itself, where products 
have a particular scent that the idea is to create brand recognition. The second area is 
when scent is used in retail stores to create a specific experience for the customers and 
influence on a purchase. For the last area, media and promotional products are in focus 
with using the scent in magazines or brochures. Some companies use a special scent 
when doing a new campaign and the customer can easily scratch on some areas in the 
magazine and smell a certain scent for a perfume (Sendra et al. 2017).  
 
2.3.3 Sound 
Hearing is the sense intended to pick up the sounds that happen outside the human body 
and transmit them to the brain. Sound is created from the movement or vibration of an 
object. This movement creates and sends vibration through the air that is transmitted to 
the ear canal. Specific receptors pick up the vibration and send it to the brain, and this 
is transformed into sound (Lindstrom, 2005). Music and sound can inspire people, 
create memories and form an individual’s identity. Sounds expressions have the ability 
to create a sound experience but also to create advertency of a certain product or brand. 
As a strategy companies have the ability to build a sound experience by creating 
atmosphere and theme (Hultén et al. 2009). The sense of sound is something that is 
always active and cannot be turned off. Hultén et al. (2009) explains that people 
express themself and their identity through sound. This sense is something that is 
always with us.  
 
According to Krishna (2010), a majority of what we hear comes from the marketing 
world surrounding us. Sound is an important part of the product experience and 
retailers have used the sense of sound to improve the store’s experience (Krishna, 
2010). There are also rules when it comes to music and sound used by companies. A 
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company can protect a sound as a brand. A sound brand as a sense expression, cannot 
be used by other companies. By using a sound brand is a good way to enhance brand 
identity (Hultén et al. 2009). According to Krishna (2013) the concept of ​sonic 
branding​ refers to the linking of a specific sound to a certain brand name. Some form 
of sonic branding is the slogan also considered as a catchphrase, that is usually short 
and expressive (Krishna, 2013). An example can be the Nike slogan “​JUST DO IT.”. 
Another form of sonic brand can be the jingle, considered as a short song that is playing 
in the commercials for a specific product or service. Jingles are generally short and 
up-tempo. Both jingles and slogans rely on words, but there are also other forms that do 
not necessarily need words and it could be sound logos. Sound logos are any sounds, or 
mixture of sounds that are associated with a brand. An example is the lion's roar for the 
company MGM Studios (Krishna, 2013). Sound is something that retailers often take in 
consideration when it comes to shops and supermarkets when trying to create an 
atmosphere. When using sound, consumers can relate and react with feelings and can 
create brand knowledge and brand awareness (Hultén et al. 2009). One example is the 
swedish brand ​“Hemglass”​. They have a signature sound so when people all around 
Sweden hear that jingle, they know that the ice cream van is coming. There are a few 
companies nowadays that have taken advantage of sound marketing. Lindex, for 
example, came up with a jingle to enhance the sound experience for the customer when 
visiting their stores. This jingle was played both in their stores but also on tv 
commercials to create a recognition level (Hultén et al. 2009). Another example is also 
from a swedish retail company, Ikea. They solved a service problem in their store by 
taking advantage of the sense of sound. The problem for customers was to find the 
“pick it yourself” area where people could pick up carts. To solve this problem Ikea 
simply played the sound of shopping carts hitting each other nearby where customers 
could find the carts. The results that came with this solution was that more customers 
were able to find the shopping carts easier without asking any employees (Hultén et al. 
2009). This is a factor that retails should take in consideration. Some of the problems 
they might have can be solved through one or more of the senses.  
 
The sense sound is also a good factor to create an atmosphere that attracts different 
types of target groups. But retailers need to have the knowledge about which type of 
music that fits their store (Hultén et al. 2009). Playing music that does not attract the 
right target group is like picking the wrong colors in the store, or a lightning that is too 
dark or too light. The retailers need to see the whole picture and have a red thread to 
follow (Hultén, 2009). According to Roschk (2017) music brings positive effect to 
pleasure, satisfaction and behavioral intentions but music is considered too subtle 
which results in arousal. Music is also seen as a stimulation for pleasure and substitute 
for distracting store sound, that result in an improvement in the shopping experience. 
The sounds tempo in a store can affect the customers, can change how comfortable the 
customer feels and the time spent in the store (Hussain, 2019). A faster tempo can make 
customers leave faster and a slow tempo can make the customers stay longer (Hussain, 
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2019). When the customers stay longer in a store they tend to purchase more (Spence et 
al. 2014). The type of ambient music influences not only pace and time perception, but 
also the product the customers decide to buy. Music can also create associations on 
class, status and price (Krishna, 2010).  

 
2.3.4 Taste 
Thanks to specific receptors we are able to perceive the flavor of what we eat. Those 
specialized sensorial receptors are called calyxes, buttons and taste buds and are located 
on the tongue, palate, pharynx and larynx. The tongue is the organ that is dedicated to 
the perception of flavors. It is possible to distinguish four specific areas on the tongue 
that are assigned to the perception of bitter, acid, sweet and salty (Lindstrom, 2005). In 
the perception of flavors, the olfactory system is fundamental, during exhalation some 
particles of the food introduced into the mouth are expelled from the nose and go to 
stimulate the olfactory receptors, which participate in the identification of different 
tastes (Krishna, 2013). Lindstrom (2005) states that girls are generally more sensitive to 
taste than boys. This is due to girls having more taste buds than boys. The sense of taste 
is a sense that changes when people get older. Lindstrom (2005) means that when 
people are young and do not like a certain taste, they might prefer it when they get 
older due to the sense of taste becoming less sensitive.  
 

Figure 4. Our tongues can differentiate between these flavours.​ ​(Alimentarium, 2020) 
 

Taste is a sense that can affect consumer behavior through social and cultural aspects. 
According to Sendra et al (2017) when people are young, they tend to eat what their 
parents and friends eat and tend to like it. People tend to imitate other behaviors and 
that also applies for food. A taste experience can include other sensory expressions that 
can connect all the other human senses and can create a multisensory brand-experience. 
This is due to the fact that customers do not just evaluate the actual flavor but also the 
looks, feels and smells (Hultén, 2015). The senses of taste and smell are two senses that 
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work together. If one individual cannot feel the sense of smell, Hultén (2015) explains 
that the taste experience is reduced by 80 percent. By introducing all the five human 
senses in the store the customers both get an experience and brand knowledge about the 
company, along with creating brand awareness and brand identity (Hultén, 2015).  
 
Creating a taste experience can be done in many ways. Hultén et al. (2009) brings up 
that taste can also be used in different campaigns. One example is the Florida 
Department of citrus, where they used the smell of a citrus to evoke a feeling and how 
it would taste when drinking a glass of citrus juice. It is important to keep in mind that 
the taste experience is connected to all the other senses (Hultén et al. 2009). Customers 
are more aware and more critical of what they eat. When companies try to enhance 
taste, it is important to think about that and the products quality (Hultén et al. 2009). In 
some companies and stores the sense of taste is not given the main importance, but it 
can work as an experience trigger and help an individual’s entire experience (Hultén et 
al. 2009). Krishna (2013) mentioned that companies that have a hard time dealing with 
the sense of taste and dealing with it in general can take advantage by using the other 
senses together with taste. According to Krishna (2010) the sense of taste can be 
combined with smell, color, sound, haptics, brand name, ads and even ingredients. 
Some of these combinations will be explained furthermore in this thesis. According to 
Lund (2015) companies have started integrating the sense of taste also in products that 
are not intended to be taste, this by appealing to the gustatory taste. This type of appeal 
is commonly used to create a perceived flavor with food imagery and sometimes a 
related scent. An example is found in the cosmetic brand Dr. van der Hoog’s line of 
facial masks where the packaging has a close-up picture of coconuts, raspberries, and 
cherries that the taste refers to (Lund, 2015).  

 
2.3.5 Touch 
One of the most intimate human senses is the sense of touch. This sense is also called 
near sense or the proximal sense (Krishna, 2010). This sense makes it easier for 
individuals to remember previous experiences. When we use this sense, we do not only 
react physically but also psychologically. When we touch something, we do not only 
receive more information but also reawake old memories and feelings (Hultén et al. 
2009). Sandra et al. (2017) state that touch from others is necessary for people to 
develop their health. The sense of touch is fundamental and is part of a person's daily 
experience, this is due to what a person buys, what a person touches every day and who 
a person loves (Sendra et al. 2017). Touch is the first sense that an individual develops 
in the womb and the last sense one loses when getting old (Krishna, 2011). According 
to Krishna (2013) touch is the sense that allows the recognition of physical 
characteristics of objects (shape and hardness) that are touched by the external surface 
of our body (skin and mucous membranes). The process of the sense of touch from the 
surface of the body to the brain is possible due to complex mechanisms that originate in 
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specialized cells, the touch receptors. Those are tiny organs with each its own 
characteristics and functions (Lindstrom, 2005).  

 
Figure 5. Receptors involved in the perception of touch​. ​(Alimentarium, 2020) 

 
The sense of touch is spread across the entire body through the touch sensory organ, 
our skin, and our joints, muscles and tendons (Culbertson et al. 2018). The sense of 
touch is described as divided into two modalities, kinesthetic and tactile. Kinesthetic 
sensations (forces and torques) are felt in the muscles, tendons, and joints. Tactile 
sensations (pressure, shear, and vibration) are perceived by specialized sensory and 
organs known as mechanoreceptors that are located in the skin. Each type of 
mechanoreceptor senses and responds to a specific type of haptic stimulus (Culbertson 
et al. 2018).  
 
According to Krishna (2010) there are four different types of touch related to the 
taxonomy of touch in consumer behavior. The first three types are instrumental touch, 
which are touch to purchase, touch to obtain non-haptic product information and touch 
to obtain haptic product information (Krishna, 2010). Instrumental touch is used to 
indicate that the consumer is touching specific items due to an end or a possible 
purchase. The last type of touch is hedonic touch, where the focus is a general 
experience and exploration (Krishna, 2010). Some touch experience could be materials 
and surface, but also temperature and weight can enhance the identity of a brand. It is 
easier to remember products by the sensorial touch strategy (Hultén et al. 2009). When 
companies create a touch experience, they create more potential identities and values 
for the customers and the brand. Customers interact with a product both under the 
purchase process but also the consumption process (Hultén et al. 2009).  
 
When it comes to the sense of touch, it allows people to feel and explore the form and 
structure of a product. Customers can “sense a form”​ ​of what it is and the properties of 
the object, like for example that a stone is hard, and a ball is round without the need to 
touch them. When this has been created customers can remember and re-experience a 
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feeling of touch when seeing or thinking of different products (Hultén et al. 2009). 
“Design and form together contribute to a sight and touch experience” ​(Hultén et al. 
2009, p.145). This is the reason why the sense of touch is important and how customers 
see a product and its quality (Hultén et al. 2009). Therefore, it is important to keep this 
in mind and pay attention to the first impression, and companies have the chance to 
affect that. The texture of a product is a sort of experience trigger where the material 
and form can enhance the touch. Companies that take advantage of the touch 
experience have high chances of creating customer satisfaction (Hussain 2019). 
According to Peck et al. (2006) the sense of touch has considerable consequences for 
store atmospherics, regarding in-store and point-of-purchase displays. Displays have 
the ability to reinforce touch and increase a relationship between products and 
customers that otherwise would have been ignored. 
 
2.3.6. The senses together 
When an individual experiences a new sensation for the first time, all the senses work 
together in the brain to try to associate the new sensation with the individual’s memory 
(Barrett et al. 2011; Eberhard, 2007). How we experience the environment around us is 
complicated and it affects deeply our behavior, health and performance (Barrett et al. 
2011). The different human senses pick up information from the environment and 
process information in the brain that lead to the individual’s behavior. A multisensory 
experience of space is a powerful tool to evoke behavior (Barrett et al. 2011; Wolf et al. 
2006; Rolls, 2007). 
 
According to Bradford et al. (2009) congruence between scent and other environmental 
factors affects positively on evaluation, time spent in a store and money spent. 
Consistency between music and scent can also affect more positively behavioral 
intentions to visit the store. An example is when christmas music and christmas scents 
are congruent it leads to higher evaluation of the store (Spangenberg et al. 2005).  
 
In the study done by Morrison et al. (2011) it shows that music and aroma influence 
both arousal and pleasure. Although, pleasure is only improved if both the music is 
loud and the aroma is present, meanwhile the impact on arousal is larger for music than 
for aroma in the shop (Morrison et al. 2011). The arousal created by music and aroma 
develop a higher pleasure level, which influence customer behavior, including time and 
money spent, approach behavior, and overall satisfaction with the shopping experience 
(Morrison et al. 2011). The level of satisfaction is higher with the presence of loud 
music instead of soft music and is higher when the aroma is introduced rather than 
missing. Having the right music and aroma not only improve pleasure but also makes 
the shopper stay longer in the store independent from the level of arousal and pleasure 
(Morrison et al. 2011). As mentioned earlier in the paragraph about taste, the sense of 
taste works together with the sense of smell because they can almost not be separated 
from each other. The combination of these two senses together cause the concept of 
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flavor (Krishna, 2010). According to Sendra et al. (2017) lots of molecules of the food 
get in the air when a person eats and when a person is chewing. More smell goes from 
the mouth to the nose when eating with millions of receptors that later goes to the brain. 
The sense of taste works also combined with the sense of sound. Differently from the 
other combination, auditory information can be received also at the moment of 
consumption (Zampini et al. 2012). Sound can bring an expectancy as for example of 
the food package being open or how fresh the food is by the sounds when consuming it 
(Zampini et al. 2012). Sendra et al. (2017) state that the way scent can improve and 
influence a taste experience or trigger emotions, also creates a sound. While a person is 
chewing one can feel the texture of the food for example crunchy or soft. These 
different textures make different sounds when a person is chewing and can tell the 
quality of the food (Sendra et al. 2017). Another important sense that works together 
with taste, is the sense of sight. According to Zampini et al (2012) the visual cues are 
accessible long before the consumption of the food and also before any other senses can 
be available. Sendra et al. (2017) means that customers need to identify the food with 
visual information which can lead to a theory that the better the food looks, the better it 
tastes. From a marketing view, the senses of taste, smell and vision together is very 
important due to a customer's brain interpretation and also sound and touch before the 
customer converts to the experience of tasting (ibid). This could be a reason why 
people experience different tastes of the food even though it is the same dish. 
According to Sendra et al. (2017) research and different studies about how color affects 
the sense of taste is one phenomenon that has been studied the most. The intensity of 
the color when it comes to food makes the intensity of flavor stronger (Spence, 2015). 
A problem when it comes to intensity with colors is the packaging of the product. The 
colors intensity can make it difficult for customers to identify which flavor it contains 
(Spence, 2015).  
 
2.4 Sensory Overload  
 
Sensory overload can be explained with the definition ​”When the brain and nervous 
system is bombarded with too much sensory input from one or more sensory systems 
and is unable to process and sort out the incoming sensory messages”​ (Karthikeyan, 
2017, p. 304). Sensory overload is a concept that appears when a person's senses get 
overstimulated from the environment (Karthikeyan, 2017). The concept can come from 
many factors such as loud music, crowding, technology and the exposure of 
information. Sensory overload is something that will appear in life and can happen to 
every human (Karthikeyan, 2017). Sensory overload can also create stress and people 
who have some type of mental illness can suffer from sensory overload which can 
cause them to isolate themselves and have social distance (Scheydt et al. 2017). 
According to Karthikeyan (2017) sensory overload symptoms in daily life can be 
refused to do something, gets irritated easily and avoids interacting with other people.  
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According to Anthes (2010) the company Abercrombie & Fitch has a strategy to play 
loud music in their stores. This is due to when customers get overstimulated they 
cannot focus and tend to make more impulsive purchases. Anthes (2010) states that 
loud music leads to sensory overload and affects customers self- control. According to 
Spence et al. (2014) a study was conducted where a store used fast versus slow music, 
colors like blue and red with the scents of lavender or grapefruit. The result that came 
from this test suggested that more customers got a negative effect of test two. The 
findings show that in test two the stimuli together were not a good match with each 
other and the level of stimuli may have been too high. This phenomenon is called 
sensory overload and is, as mentioned before, an overstimulation of one or more of the 
five human senses (Spence et al. 2014). 
 
2.5​ ​Summary of the literature review 
 
The focus for this thesis is to understand sensory marketing and be able to create a 
multisensory experience. Multisensory is about the five human senses and how they 
can work with each other to create a good experience for the customers. Researches 
support that brands should consider incorporating all the five senses to create a 
multisensory experience and to establish brand image (Spence et al. 2014). The five 
senses are important for the human being and they can be triggered in different ways, as 
explained earlier. In this literature review, we focused mainly on the explanation of the 
five human senses. It also explains topics related to the sensory experience, like for 
example atmospheric and congruency. Lastly it is introduced the concept of how the 
senses can work together and how the experience can backfire if the senses are not used 
in the right way. 
 
2.6 Conceptual Framework  
 
A conceptual framework has been created to get an overview of the main topics the 
thesis focuses on and how they are related to each other. The literature review shows 
that the main focus of this thesis is around sensory marketing, and therefore how 
important it is in the marketing industry. Sensory experience has been introduced, with 
focus on atmospherics and congruence between the senses. Furthermore, the literature 
review has focussed the importance on the explanation of all the five human senses, 
sight, smell, sound, taste, touch and how they can work together. The model also 
demonstrates an important topic in the area of sensory marketing that is sensory 
overload.  
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Figure Conceptual Framework. ​(Figure created by authors) 
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3. Method 
 

In this chapter of the thesis the method used to conduct the study will be introduced. 
General information about different methods and theories will be presented, as for 
example the different data, which methods have been used and the reason for that 
choice. The chapter will start with an introduction of the chosen research approach 
and the selected research method. An explanation of the evaluation of the companies 
will be presented and how the interviews have been held. Quality of research is 
explained in this chapter, and the chapter will be concluded with ethical and 
sustainable considerations.  
 
3.1 Research approach 

 
According to Bryman et al. (2011) there are three different approaches in research 
methods, deductive, inductive and abductive approaches. The deductive approach is 
most common in quantitative research but can be used in qualitative research too. 
Deductive approach starts with what is known about a subject and then creates a 
research question or a hypothesis where the main goal is to reach a specific result or 
conclusion (Bradford, 2017). The next step for the deductive approach after the 
research question or hypothesis has been made, is to collect theory and data. The 
difference between deductive and inductive approaches is that inductive refers to when 
the researcher creates a general research question and can change it along the way when 
collecting theory and data (Bradford, 2017). The inductive approach is most common in 
qualitative research where a research question can come from different findings when 
collecting data (Bryman et al. 2011). The third type of approach is called abductive and 
differs from both deductive and inductive. This type of approach refers to when the 
research starts with observations and testing various hypotheses with the information 
that is available (Bradford, 2017). An example of using an abductive approach is often 
doctors who make a diagnosis based on the test result that comes back (Bradford, 
2017).  
 
For this thesis the deductive approach has been utilized. The inductive approach was 
applied at the beginning, however during the process of writing the thesis, the 
deductive approach has been used. This decision has been made due to the deep 
theoretical information introduced in the literature review and from the empirical 
findings encountered from the thesis. Streefkerk (2018) states that inductive approach is 
mostly used when there is little or no existing information/ literature on a topic and the 
point is to develop a theory. Meanwhile deductive is most common when testing 
existing theory. There are four steps to follow when conducting a deductive approach:  
1. Start with existing theory  
2. Create a research question  
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3. Collect data for the research question  
4. Analyze the result 
 
These steps have been followed and the research questions are based on theory and our 
findings.  
 
3.2 Research method 
 
A research strategy is an orientation to the management of business research. Two 
different main types of research are generally used as a research strategy, quantitative 
and qualitative research. The main difference between those types of research methods 
is that quantitative research focuses on quantification in the selection and data analysis. 
Meanwhile qualitative research prioritizes words instead of quantification (Bryman et 
al. 2011). Qualitative research is less structured in relation to quantitative research. In 
quantitative research the researcher has a specific set of research questions that need to 
be analyzed. Meanwhile, in qualitative research the focus is on generality and the 
interviewees opinions and perspectives (Bryman et al. 2011).  
 
There are different methods related to qualitative research (Bryman et al. 2011):  

- Ethnography/participant observation: ​the researcher is engaging in a social setting to 
observe and listen to be able to appreciate the social culture around him. 

- Qualitative interviewing​. 
- Focus groups. 
- Language-based approaches to the collection of qualitative data​: conversation 

analysis. 
- The collection and qualitative analysis of texts and documents.  

 
Interviews are the most used method in qualitative research and the focus is mainly on 
the interviewee’s point of view and opinion. But there are different methods of 
qualitative interviewing: structured, semi-structured and unstructured interviews 
(Bryman et al. 2011). Bryman et al. (2011) introduce the main steps in qualitative 
research and how the process can be visualized. In total there are 6 steps: ​general 
research questions; selecting relevant site(s) and subjects; collection of relevant data; 
interpretation of data; conceptual and theoretical work ​and ​writing up 
findings/conclusions.  
 
One preoccupation of qualitative research is that objects of the social sciences have the 
ability to attribute meaning to their environment. Therefore, qualitative researchers 
suggest viewing events and the social world through the eyes of the individuals that are 
being studied (Bryman et al. 2011).  
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In this thesis the qualitative research method has been applied, since the thesis 
considers the companies point of views and perspective. It was necessary to gather 
opinions and perspective from the companies to be able to understand the reasons 
behind the answers, instead of gathering statistics and numbers. According to 
Streefkerk (2019) qualitative method is relevant when the researcher wants to 
understand something rather than confirm or test something. For this reason, the 
qualitative research method has been used for the need of more in-depth answers and 
explanations from the participants.  
 
3.3 Semi- structured interviews  
 
There are different types of structures for interviews: structured, semi-structured and 
unstructured interviews. These types differ from each other, a structured interview 
according to Bryman et al. (2011) refers to when an interview follows a schedule and 
every respondent receives the same questions in row. Unlike structured interviews, 
semi-structured interviews contain questions that are more in a general form and the 
interviewer can vary between the sequence of the questions (Bryman et al. 2011). The 
interviewer can also ask further follow-up questions to get a more accurate response. 
The last structure is unstructured interview which refers to when the interviewer only 
uses a guide of topics to follow and the questions do not depend on the sequence 
(Bryman et al. 2011).  
 
The interviews for this thesis are semi-structured with open-ended questions where the 
authors were able to ask follow-up questions. By using this method the respondents 
could answer in their own terms and have more freedom in responding to be able to 
explain as many details as possible. Yes/no questions were not used since the aim was 
to make the participants discuss more in-depth about their opinions and ideas about the 
five human senses in their workplace and previous experiences. For this reason, the 
best method for this thesis was semi-structured interviews with open-ended questions. 
A guide was made for the interviews with eleven questions that helped to fulfill 
answers to the research questions. The questions for the interviews have been in 
Swedish and then translated into English. Due to the outbreak of COVID-19 the 
interview questions were sent via email to all the participants so that they could read 
them and start evaluating the answers. Most of the participants decided to answer the 
questions through email, however three out of seven agreed to a phone interview. A 
dialogue with the respondents through email has been conducted if follow-up questions 
needed to be answered. A reminder was sent to the participants in case they forgot 
about the interview or they were taking too much time to answer.  
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3.4 Operationalization  
 
Operationalization is a process where a defined concept is measured by using set 
indicators. This process is important to calculate qualitative and quantitative indicators 
to measure a process over time where it is conducted with data documents and 
participants (Peters, 2020). Our questions for the interviews are formulated in a direct 
and clear way from a company perspective where employees should be able to answer. 
An interview guide was made and there was the possibility to jump around in between 
the questions. The questions are based on subjects that we have chosen to write about in 
the literature review in order to be able to find answers to the research question for this 
thesis and are further explained in the model below.  
 

 
 

Figure 7. ​(Created by the authors of the thesis) 
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3.5 Method of data analysis 
 
After collecting all the findings from the interviews, each answer was analyzed. The 
first step was to gather all the theories related to the empirical findings and analyze 
them to document them in a fluent text. After, we tried to find out whether or not the 
theories were supported by the findings. The topics were connected to the 
operationalization, to be sure that all the issues and questions were taken into 
consideration. Lastly, the authors of this thesis introduced personal experiences and 
opinions. This process was used for each question and answer, following the interview 
guide given to the participant and later on connecting the different topics together. The 
empirical findings were divided into different topics and each topic had its assigned 
paragraph, however, we decided to connect the different parts in the analysis to give a 
better and more fluid comprehension of the findings.  
 
3.6 Companies selection profile  
 
Companies taken in consideration for the interviews are primarily companies in the 
sport industry that have one or more of their physical stores in Kalmar. This thesis 
draws information from seven interviews with 4 companies that we took in 
consideration. These companies are Stadium, Kalmar Golfbutik, XXL and Intersport. 
As subjects for this thesis it was taken in consideration Swedish employees that have 
different work roles from distinct cities around Sweden. In some cases, we interviewed 
people from the same company but in different departments. Some examples are visual 
merchandiser, sales advisor, store manager and owner.  
 
 The criteria for the company selection we have chosen are:  
1. Stores within the sport industry 
2. Sport companies that are present in Sweden 
3. Companies that have at least one physical store in Kalmar 
 
3.6.1 Intersport 
Intersport is one of the leading sports companies in Sweden and aims to be Sweden's 
sports destination. In 1968 the company was founded in Paris and has stores in 44 
different countries. The company has a wide selection with hockey, footboll, running 
and outdoor activities to inspire customers. Because Intersport is originally from France 
the head office is located in Bern, Schweich. A service office is located in Gothenburg 
to take care of businesses in Sweden. Intersport’s business idea and vision are about 
being available for customers that want an active lifestyle and create a “queue 
experience” (Intersport.se).  
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3.6.2 Stadium 
Stadium is Sweden's largest sport chain with circa 173 stores in Sweden, Finland and 
Germany. In 1987 the first Stadium store opened in Stockholm and it was successful 
from day one. With the idea to make the world a more active place, Stadium introduced 
new concepts, like for example Stadium Team Sales, Stadium Outlet, Stadium Ski and 
Sneakers Point. In 1995 Stadium Sports Camp was created that became Sweden's 
largest and perhaps the most fun sport camp for children and teenagers. In 2000 the first 
store outside Sweden opened in Copenhagen. In 2007 the first online store was created, 
stadium.se and two years later the first Stadium Outlet was opened (Stadium.se).  
 
3.6.3 XXL - All Sports United  
XXL is a company that was founded in Norway by Öyvind Tidemansen in the year 
2000. The company has 28 stores around Sweden and all products are available at their 
online store too, where the central warehouse is located in the city Örebro. XXL 
concept is based on the idea that customers are able to find lots of products for different 
activities in the same store (XXL.se). XXL's goal is to be a major competitor to 
specialty stores that focus on a specific sport. Thereby the name in the logo, All sports 
united. 
 
3.6.4 Kalmar Golfbutik 
Kalmar Golfbutik has been located in Kalmar since 2011. The store was founded in 
1998 with affiliated societies in Grönhögen GK och Saxnäs GK. The store consists of 
two floors. Right at the entrance a golf simulator is located that will facilitate a custom 
fit for the customers with the help of Trackman. On the second floor there is one of 
Sweden's largest assortment of golf equipment (kalmargolfbutik.se).  
 

 
 

Figure 6. ​(Created by the authors of the thesis) 
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3.7 Data collection  
 
3.7.1 Primary data  
Primary data is the type of data you collect from example qualitative research or 
quantitative research for a specific problem (Bryman et al. 2011). For qualitative 
research it could be for example interviews, focus groups or observations and for 
quantitative research is more surveys that are in focus. Of course, the method can vary 
due to the research goal (Wolf, 2016). 
 
 
3.7.2 Secondary sources  
Secondary sources differ from primary data. Secondary sources mean retrieving data 
that someone has already obtained (Bryman et al. 2011). This means that data taken 
from different articles, books, online such as government statistics, company websites 
are secondary sources and are such sources that are for examples in theoretical 
framework to support different theories (Wolf, 2016). About collecting secondary 
sources, the researcher has to be observant with the sources and the sources need to be 
trusted. Secondary sources are often free and can be a tool for researchers to strengthen 
a research project (Wolf, 2016).  
 
In relation to this thesis both primary and secondary sources collection were used. 
Primary data was collected by conducting interviews due to a qualitative research 
method. These interviews were held by phone and email where we had direct contact 
with the participants. By collecting the data by interviews the participants had more 
freedom to answer the questions from their personal opinions and experiences.  
Secondary sources were also collected with the help of search engines like Google 
Scholar and OneSearch. Books were also used to gather information for this thesis.  
 
3.8 Quality of research  
 
3.8.1 Reliability  
According to Noble et al. (2015) the definitions of reliability refers to ​“the precision in 
which the findings accurately reflect the data”​ (P. 34). Reliability is often used in 
quantitative research and is about the consistency of a measure and is basically about 
when a researcher asks a number of questions and then another researcher comes and 
asks approximately the same questions and they will get the same results (Middleton, 
2020). The method that has been used under the same circumstances is then considered 
reliable. In this thesis interview questions can be found in the appendix if the reader 
wants to get a deeper understanding about the questions. The questions for the 
interviews have been sent, as mentioned earlier, by email and the questions are formed 
from an interview guide.  
 

37 



3.8.2 Validity  
Noble et al. (2015) explained validity as ​“the precision in which the findings accurately 
reflect the data”​ (P. 34). Validity in qualitative research refers to whether the research 
question is valid for the findings of the thesis, if the research question can be answered 
with the chosen research methodology, and if the sampling of data is appropriate. 
Validity also refers if the conclusion and the result of the research are valid for the 
context (Leung, 2015). According to Middleton (2020) validity refers to how a method 
measures what the research is intended to measure. High reliability is one factor to 
measure validity, but even if it is reliable it is not sure that it reflects the actual situation 
(Middleton, 2020).  
 
For this thesis we had in mind to send the questions back to the participants but due to 
the COVID-19 most of the participants were not able to answer back or did not have 
the time to think again about their answers. Keeping that in mind we tried to have a 
back and forth communication with the participants to be able to clarify any doubts or 
issues they could encounter.  
 
3.9 Ethical and sustainable considerations  
 
3.9.1 Ethical considerations 
In this thesis ethical considerations are considered. Some ethical issues that we 
considered during our research are:  
1. “informed consent”  
2. “do no harm”  
3. “confidentiality” 
4. “​anonymity”  
 
All participants were fully aware of how the research would be conducted and had been 
informed about the thesis, the purpose of the research, who we were and how the 
interview and their answers would be used. Informed consent is defined as ​“knowing 
consent of an individual or his legal authorized representative, so situated as to be able 
to exercise free power of choice without undue inducement or any element of force, 
fraud, deceit, duress, or other forms of constraint or coercion” ​(Annas et al. 1977, P. 
291; Munhall 1988, P. 156)​. ​No harm, both physical or psychological has been done on 
any of the participants, saying no stress, no pain, no invasion of privacy and no 
diminishing self-esteem. The interviews are based on confidentiality that the 
participants answers would be used just as purpose for this thesis. According to Petrova 
et al. (2016) values that are associated with confidentiality are autonomy, privacy and 
commitment. Confidentiality was discussed right at the beginning of the interviews to 
be able to build trust between the participant and the authors (Petrova et al. 2016). The 
last ethical issue that was taken in consideration was anonymity. If someone of the 
participants wanted to be anonymous, they had the freedom to be that.  
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3.9.2 Sustainability 
Sustainability is defined as ​“[...] development that meets the needs of the present 
without compromising the ability of future generations to meet their own needs” 
according to the World Commission on Environment and Development (1987, P. 8). 
Another definition for sustainability is “​[...] a minimal definition of sustainable 
development [...] includes meeting human needs, which reduce hunger and poverty, 
while preserving the life support system of the planet”​ (Parris et al. 2003 P. 581). 
 
According to Wiese et al. (2012) there is no definition or standard on what level of 
sustainability a retailer´s action can be calculated. Sustainability has been considered in 
this thesis in different aspects. Regarding the research and interview segment 
sustainability has been considered by holding the interviews by email and phone. With 
this method there was no waist in papers when writing or printing out the questions to 
the participants. Sustainability has also been considered in the travelling and time 
section because we did not have to leave Kalmar and the participants who decided to 
answer the questions just via email had the opportunity to answer the interviews at their 
own time and when it most suited them, so we did not need to take appointments out of 
their work day. 
 
3.10 Work process  
 
The work was equally divided between the authors of the thesis, however, some topics 
of preferences were split between the authors to be more efficient timing wise. The 
authors met up every day when writing, to have an open dialogue and to share different 
opinions and comments on the subjects and the thesis in general. The authors worked 
well in group and did not experience any kind of problem. During the work, the authors 
went back and forth to read and give suggestions on all the different topics, no matter 
who wrote it.  
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4. Empirical findings 
 
In this section of this thesis the empirical findings that have been gathered will be 
presented. The chapter starts with a brief introduction of the companies examined and 
the respondent participating in the study. The following subcategories will follow the 
same structure as the operalization model.  
 
4.1 Introduction of the participants  
 
4.1.1 Intersport 
Two interviews have been conducted with employees from two different Intersport 
stores in Sweden. Sara Karlsson is the first respondent and she works as a sales advisor 
at Intersport in Karlskoga. The other respondent from Intersport is Jessica Axelsson 
from a Stockholm store. Jessica has had different roles during the years at Intersport. A 
few of them are sales advisors, check- out leaders and visual merchandisers.  
 
4.1.2 Stadium 
We had the opportunity to interview three employees at Stadium. The first respondent 
is Daniella Karlsson. She works as a visual merchandiser in the Kalmar City store in 
Kalmar. Our second participant is Gustav Friberg and he works as a sales advisor for 
Stadium in Kalmar. Our third respondent is a female in the age range between 20-30 
that has decided to remain anonymous and we will call her ​Participant X​. She has 
worked in the past for Stadium as a visual merchandiser and sales advisor in 
Stockholm.  
 
4.1.3 XXL - All sports united  
Michelle Fordell works as a sales advisor for the company XXL and is one of our 
participants in our study.  
 
4.1.4 Kalmar Golfbutik  
For this thesis we have also turned to a local more specified sport shop where the owner 
is named Ludvig Fornell. He is also one of the participants in our study. 
 
4.2 Sensory marketing 
 
Sensory marketing is the main topic of this thesis and from our findings most of the 
respondents have an understanding of what sensory marketing refers to. Sara Karlsson 
and participant X explained that it is about influencing/inspiring customers to shop 
more and that it is about stores that use the five senses in different ways to create an 
experience for the customers. Ludvig Fornell has a good track of what sensory 
marketing stands for, being that he taught about the subject a few years back. When 
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analyzing the different answers from the participants, Gustav Friberg could not give an 
explanation to the subject due to the English language barrier with the word Sensory 
Marketing. Daniella Karlsson who works as a visual merchandiser did not know 
exactly what the word stands for, however she knew that it had to do with the five 
human senses to influence customers.  
 
While analyzing sensory marketing for this thesis, an area that would be interesting to 
understand is if the companies and employees have knowledge when it comes to what 
multisensory is and how it is used. Sara Karlsson affirmed that it can vary and 
explained that  

 
“It is probably different from store to store as well as what industry it is. I know that some 

grocery stores work more with smell because it is more rewarding for them, while maybe sports 
and clothing stores work more with vision and sound to inspire customers to purchase”. 

 
In general, all respondents think that there is a limited understanding of what 
multisensory refers to and also on how to implement it. Ludvig Fornell said that 
personally it is easier to understand due to his background on sensory marketing, but 
unfortunately the step to implement it often feels too difficult. Ludvig Fornells 
statement can be supported by Jessica Axelsson’s theory where she believes that 
companies do not work actively to achieve all the five senses and use what they 
"already have" and work from it. Daniella Karlsson affirmed that companies think 
about the senses before campaigns or designing departments depending on what feeling 
the company want to convey to the customers. Vision is a sense that a lot of companies 
focus on. Most of the participants stated that there is a problem of knowledge behind 
the subject of multisensory and the participant X affirmed that the struggle is on how to 
connect all the human senses together into the customer experience.  
 
4.3 Sensory experience 
 
From the findings it was possible to see that none of the companies analyzed are using 
all of the five human senses. According to Daniella Karlsson, Stadium has rolling 
music in all the stores with the idea to create a calm area for the customers without 
feeling stressed when visiting the store. She continued by stating  
 
“In some way I think we have music for a reason, but I am not entirely sure. We work a lot with 
the visual in store and with something that we are calling clear A- surfaces which mean that the 

area should make the customer interested in continuing into the different departments with 
using factors that the customer can feel and touch”​. 

 
Differently from Daniella Karlsson, Gustav Friberg declared that the sense of sound is 
an important sense, with music that energies the customers and that delivers a feeling of 
sports. The participant X declared that, from her experience, Stadium stores in 
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Stockholm do not work with all the five senses consciously and that the senses they use 
the most are sight and touch. She continued by saying that their focus is on having a 
nice and organized store where customers want to shop. Ludvig Fornell stated that  

 
“Unconsciously, I think all the senses affect the decision the customer ultimately makes, even if 
taste is difficult to define in the purchase of golf gadgets, but consciously it is mainly vision and 
touch with the element of sound in the marketing. Unfortunately, we have not tried to introduce 

a new one, even if the scent would be interesting”.  
 

Sara Karlsson and Jessica Axelsson answered that Intersport does not use all the five 
senses but that the senses that they use the most are sight, sound and touch. Sara 
Karlsson affirmed that smell and taste are harder to implement in clothings and sport 
stores compared to grocery stores. Jessica Axelsson shared the same opinion and said 
that they work with all the senses except taste. This is because they sell clothes, shoes 
and sport equipment and for that reason there is nothing to taste. ​Lastly, Michelle 
Fordell explained that in her opinion XXL uses only the sense of sight, since all the 
stores must look the same.  
 
In order to find out if there are different barriers for companies to use the five senses 
when creating an experience, a question has been asked in this field. Sara karlsson 
stated that  
 
“Working with the sense of taste could certainly be done sometimes with, for example, different 
tastings of sports drinks or energy bars. It would probably be easier than working with smell, 
especially when you have such a large store. I do not think a scent would be as easy to work 
with as it is in a grocery store that can for example take advantage of the smell of cinnamon 

buns”​.  
 
All the participant agreed on the same obstacles to implement the senses. Daniella 
Karlsson explained that Stadium sells sport products and clothes and not food or 
perfumes, therefore, it is difficult to take advantage of all the senses since clothes or 
shoes do not smell in any particular way. The majority of the participants affirmed that 
the sense of taste is the hardest to implement into the customer experience. Gustav 
Friberg thought that the struggle is more about the resources and also the knowledge 
behind multisensory. Money can be a good reason why not all the senses are used too, 
everything when it comes to design and concept is about how much money a company 
can spend. Factors such as space play a big role when creating an experience with all of 
the five human senses. Of course, it is difficult to implement some of the senses more 
than others. Michelle Fordell explained the difficulties with the implementation and 
pointed out that sight, sound and touch are senses that are easier to work with. She 
explained 
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“Smell and taste is more difficult to have anything constant. Many stores have a special odor 
but do not think many are actively working with it. Taste samples cover the taste experience but 

are also a time-consuming process”​.  
 

Ludwig Fornell explained that ​“Obstacles are just one's own weakness, there are every 
opportunity in every activity to strive for and find ways to reach through all the senses”. ​To the 
respondents it was asked to describe how they would introduce all the five human 
senses in the store (thinking outside the box). Daniella Karlsson answered that she does 
not think that Stadium is a store where all the five senses can be used, like for example 
taste. Meanwhile, Sara Karlsson and Jessica Axelsson explained that since it is a sport 
store it would be good to have different taste sampling on drinks or energy bars. Sara 
Karlsson continued by affirming that it could be interesting to introduce a scent of 
forest in the department of running clothes. With reference to the sense of vision, it is 
important to have a clean and organized space and maybe have the clothes hang in a 
certain way to make it coordinate by color and shape. She continued by stating that 
lighting is also really important and that the lamps are aimed at the products so that 
they are properly visible and not shadowed. For sound it is important to have music that 
fits the entire store so that it is not too quiet or too noisy. It is important that the 
products have a good quality and do not feel cheap, or that breaks easily. Michelle 
Fordell stated that since she works in the hunting and wilderness department, it would 
have been more sales if the scent of the forest would have been introduced. This is 
possible with maybe some “air fresheners” with the right scent and located in the right 
place. The participant X explained that if she could have the responsibility in the store 
to be able to use all the senses, she would first of all focus on the senses already present 
in the store, meaning sight, sound and touch. She stated  
 
“It is important to have good presentations in the store so that customers see our products in a 
positive way. If the store is messy and lacks a red thread in the presentations, many customers 

may experience it as difficult and unappetizing and then choose to go somewhere else”​. 
 
She continued by declaring that the senses of touch and sight fit together and that good 
presentations make the customer interested and want to touch the products to be able to 
feel the quality and material. For this reason, she believes that Stadium is a company 
that take advantage of this. It is important to play music in the store to not create a 
space of stiffness or emptiness, however the choice in music is crucial. It is important 
to not play music that is considered too heavy or fast-paced where customers can feel 
stressed. By analyzing the situation from the employees perspective she stated that it 
could get boring to listen to the same music on repeat all day, every day. The 
participant X affirmed that it could be possible to introduce a taste sampling for the 
customers. She stated that it could be good to deliver some taste samples on sport 
drinks or energy bars that are available to buy in the store, and that this would bring up 
the sales. She continued by saying  
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“Partly because it is forbidden to consume food and drink in our stores is because it can 
destroy our products. Then it also has to be hygienic and we have quite large stores and would 
lose a lot of sales if any of our sellers would stand by handing out tastings to the customers”​. 

 
She introduced an alternative to this specific problem by affirming that it would be 
appropriate if a representative of the supplier would come to the store sometimes and 
make the customer have taste samplings on the products so that Stadium does not have 
to invest resources on that. She continued affirming that this introduction would attract 
more customers to the store. Related to the sense of smell she stated that in her opinion 
sport stores should smell fresh, new, rubber and textiles. This is due to the association 
of those scents to people’s childhood memory of playing sports. She continued by 
stating that scents should be associated with good memories and that there are different 
ways a store can work with the sense of smell since the scent is always present to create 
atmosphere. She declared that  
 
“I would have also wanted to have some more moving material in the store, where vision and 

touch comes in. Now we have shop windows / posters in the store with pictures. If it was 
possible to have a shop window with moving material you could show more products, which in 
turn generates more customers as there is maybe something in these moving materials that is 

suitable for everyone”.  
 
For this thesis it was important to know if the respondent ever focused personally on 
consumer behavior. Most of them answered positively. Daniella Karlsson and Gustav 
Friberg affirmed that personally they do analyze how consumers move around in the 
store and how the company A-surface strategy works. Sara Karlsson explained that 
studies have provided an understanding of what sells more. She continued by saying 
that the way the clothes are hanged have been examined to be able to understand which 
one produces the best result. She declared also that how people react to different types 
of music has been studied to be able to determine which ones are more rewarding. 
Participant X affirmed that she examines people’s behavior also in other circumstances 
of her life, since it is a subject that interests her. She stated that it makes her have a 
better understanding of how she portrays herself to the customers. Michelle Fordell said 
that she does personally analyze customer behavior. She analyzes how the customers 
move around the store, how they talk and how they are dressed. This helps her to know 
how she have to interact with the customers to be able to influence them into buying the 
products. She continued by affirming that she treats all her customers differently, she 
would not interact with a 65+ in the same way she would talk to 25 years old.  
Jessica Axelsson affirmed that when analyzing the customer experience the most 
visible change in their behavior is noticeable during the period of sales, when 
customers feel more stressed. 
 
All the respondents shared the same belief that it is important to create an experience 
for the customer that is worth remembering and it is an important factor to make the 
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customer want to come back. The participant X declared that in this industry there is a 
high level of competition and that for this reason is extremely important to establish a 
good relationship with the customers so that they are willing to come back. She 
continued by state  
 
“All customers are different, some prefer to have someone present and ask questions to get to 

know the customer's needs, while others prefer to walk around alone and check out the store. It 
is extremely important that the shop looks good, smells fresh and has the right music for the 

customer to feel that they have a positive experience without the help of a seller”. 
 
 Michelle Fordell shared the same opinion on the importance of employees in a store by 
saying that the performance as a salesperson is extremely important in whether the 
customer remembers the store with joy or sadness.  
 
4.4 The five human senses 
 
From the findings, it was possible to see that in general the idea of using the five human 
senses in the chosen stores are either appreciated or an idea to not consider. Most of the 
participants agreed that the store/company would benefit from the usage of all the five 
human senses in the customer experience. Ludvig Fornell stated that the store could 
definitely benefit from the usage of all the five human senses since it is not something 
that permeates the type of trade the store conducts today. However, some participants 
declared that the usage of the five human senses would be difficult and would not be 
possible. In this case, our participants focused primarily on the senses of taste and smell 
due to the lack of usage and knowledge in the stores. Daniella Karlsson affirmed that 
taste is not a human sense that Stadium should take in consideration because they are 
not selling any type of food. This statement was also supported by Jessica Axelsson 
regarding the sport store Intersport. Jessica Axelsson declared that the human sense that 
Intersport is missing is for sure the sense of taste, however, it should not be considered 
as a large difference since Intersport as a company does not aim towards any taste 
experiences. Regarding the sense of smell, Sara Karlsson believed it would be a 
challenging sense to introduce in Intersport. This due to the size of the store and the 
position of the different departments. She gave an example explaining that it would be 
hard to have a scent where you could be inspired to buy running shoes since the scent 
would for sure expand to the department next to it that is for example swimwear. This 
phenomenon would become an ineffective sensory marketing. This idea and opinion is 
also shared by Daniella Karlsson that declared that it would be hard to know if the scent 
is affecting the customers positively or negatively. 
 
For this thesis it was important also to have a general understanding of which sense or 
senses people thought are more important. The majority of the participants answered 
that the most important sense was the sense of sight, due to many reasons. Daniella 
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Karlsson claimed that sight is at the top of her list due to how she sees herself in a store. 
She revealed that she looks closely to see if the environment is well-cleaned, organized 
and if it is easy to find the products around the store. She also stated that, in her 
opinion, an enjoyable and pleasant store can help customers purchase more. Differently 
from the others, Michelle Fordell responded that an important human sense is smell, 
since she can not stay long in a store that has a strong smell, like for example perfumes 
or chemicals. Sara Karlsson responded that sound is an important sense to keep in mind 
and stated that if a store is noisy and plays loud music it is hard for the customers to 
stay. Noisy environment can bring the customer to feel stressed and just want to leave 
the store quickly. According to Ludvig Fornell, another important sense is the sense of 
touch. This statement was also shared by Gustav Friberg and the participant X. Jessica 
Axelsson considered touch an obvious sense. The participant X stated 
 
“We consumers like to feel and touch on products we are going to buy, if customers not thought 
it was important to get to know and touch the products then probably all physical stores would 
have disappeared at a furious pace and everyone would shop online instead. We would not go 

into a store where it smells bad”​.  
 

 
4.5 Sensory overload 
 
Talking about sensory marketing and multisensory it was important to analyze sensory 
overload and previous experiences that the participants had with this subject. As a 
result of the interviews most of the participants did not know what sensory overload 
stands for previous to this conversation and could not think of any example where they 
experienced it. Differently from the others, Sara Karlsson stated that she knew what it 
was and had previously experienced it in her life. She continued by saying  
 
“A messy shop with clothes that are not in order, which also has a lot of different strong colors 
and materials, that are mixed with a messy and loud music and with an interior in the shop that 

has a lot of color and mirrors for example, then it becomes too much of everything”​.  
 
Michelle Fordell claimed that she also had an understanding of the concept of sensory 
overload. She affirmed that there are a lot of shops where she can not enter since they 
are “too much”, with loud music, big crowd and strong scents. She also gives two 
examples of two stores where she experienced sensory overload that are Bik Bok and 
Kicks. Gustav Friberg stated that he did not know what the word meant but when an 
explanation was given, he understood what the concept was. He continued by saying 
that he probably have experienced it sometime in his life, however he could not give 
any specific example. Daniella Karlsson stated that she could not think in some 
examples where she experienced sensory overload, nevertheless, she could understand 
that it is difficult to find a balance between the senses. She further explained that the 
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company should look at the store from a customer’s point of view when, for example, 
building the different departments in the store since it is easy to design an area that can 
be considered “too much” for the customers. Another answer that stood out from the 
findings of this thesis was the answer from the participant X, where she stated  
 

“A typical store that is sensory overload is LUSH. Many consumers find it difficult to go into 
LUSH because it smells so much of the different soaps in the store that there is chaos in the 
head of all impressions. The same is true of the perfume department in department stores, 

where floral meets fruity etc. I think in general, it is most difficult with the sense of smell to be 
liked by all people. Another store I know many older people (30 and up) might find difficult to 
be is in Hollister/Abercrombie and Fitch. In their stores it is dark, loud music is played, and 

smells very much of their perfumes. In those stores I get stressed, I go in there and I just want 
out fast. At the same time, you get curious because it is an unusual store with an unusual 

concept and that is what makes the kids adore such types of shops where everything collides 
with each other”​.  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
5. Analysis 
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In this segment of the thesis, the analysis will be presented. A connection with the 
empirical findings and the theoretical framework will be done. There will also be 
presented information and personal opinions by the authors.  
 
The difference between sensory marketing and other marketing techniques is that 
sensory marketing focuses on the five human senses, which are sight, smell, sound, 
taste and touch. Sensory marketing is the marketing that influences the consumer 
perception, judgement and behavior with the usage of the five senses (Krishna, 2011). 
American Marketing Association defines sensory marketing as the marketing that 
focuses on influencing the consumer feelings and behavior with the usage of the five 
human senses (Erenkol et al. 2015) . From the findings of this thesis it was possible to 
understand that most of the respondents had a basic knowledge about the concept of 
sensory marketing and were able to give a general definition. Sara Karlsson and 
participant X explain that sensory marketing is about the five human senses, how they 
can work together to inspire the customer to purchase more and mostly how to create 
an experience worth-to-remember for the customer. Being that sensory marketing is the 
main topic from where this thesis develops, it was important for us to have a general 
understanding if employees and companies knew what sensory marketing is and what it 
stands for. Developing a more personalized experience worth-to-remember for the 
customer can improve brand loyalty and improve the marketing of a company. This 
concept is also shared by Hussain (2019) who states that sensory marketing is about 
stimulating a customer’s relationship with the brand and creating brand loyalty. From 
our experiences about brand loyalty we know that companies and stores that use all the 
five human senses have a larger impact on customers and have a higher level of 
creating brand loyalty. From previous experiences some examples of stores and 
companies that improved their brand loyalty by using the five human senses are 
Rituals, Nike NYC and Abercrombie & Fitch. Due to our focus on sport stores in this 
thesis Nike NYC is the best example to explain how sport companies can take 
advantage of the senses and improve the customer experience. Following up the general 
knowledge on sensory marketing it was important to understand how the stores that we 
analyzed uses multisensory nowadays. Meyers et al. (2007) and Strivastava (2012) 
explain that the knowledge about multisensory is limited today and that most of the 
companies do not take advantage of all the five human senses but just two or three of 
them. We can agree on those statements due to the results of the findings of this thesis. 
None of the companies analyzed in this thesis uses all the five human senses together 
and all the respondents affirmed that there is limited knowledge about the subject in the 
industry. The majority of the participants declared that the most used senses in the sport 
stores are sight, sound and touch, although smell is also taken into consideration by 
some of them. This is due to the lack of information on how to implement a 
multisensory experience in this specific industry and by retaining what they already 
know and have. We therefore can argue that the empirical findings support the theory, 
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and that the knowledge about multisensory is limited and companies do not take 
advantage of all the five human senses.  
 
By introducing all the five human senses in the store, the company is able to create 
brand knowledge, brand awareness and brand identity (Hulten, 2015). According to 
Randhir et al. (2016) by using sensory marketing and taking advantage of all the five 
human senses, the companies are able to create a strong, long-lasting emotional 
connection with customers. According to Strivastava (2012) implementing all the five 
human senses also increases the chances of a customer to choose a specific store. This 
theory is supported by Spence et al. (2014), saying that stores that use all the senses are 
considered more pleasant to customers. However,  most retailers are using fewer senses 
nowadays (Strivastava, 2012). This theory is supported by the findings of this thesis, 
where none of the companies analyzed are using all the senses. As we predicted, the 
senses that the participants find more difficult to implement in the stores are the senses 
of taste and smell. This is due mostly to the lack of information on how to introduce 
those senses in customer experience and how many resources, as for money and time, a 
company can spend on the implementation of the senses. However, also due to the 
mindset that because the main products are clothes there is no meaning or way to 
implement senses that do not relate to the products. This conclusion is contradicting 
with the theory explained by Spence et al (2014), who mean that an atmosphere of a 
store can be more effective than the product itself. A good atmosphere can make the 
customers more willing to stay longer and return back to the store (Spence et al. 2014). 
Another important struggle for sport brands is the size of their stores and the placement 
of the different departments. Sara Karlsson states that the size and display of the store 
are big challenges for the implementation of the sense of smell, due to the possibility of 
the scents to mix with each other.  
 
Even though the results showed that analyzed sport stores in this thesis do not use the 
five senses in sensory marketing, it was interesting to see that they were still taken into 
consideration. As Ludvig Fordell stated, there are every opportunity to find ways to 
reach through all the senses. An example on how to implement senses in an 
environment was provided earlier in the theoretical framework about the company Ikea. 
By using the sense of sound Ikea was able to make it easier for the customers to locate 
the shopping carts in the store. 

 
After examining the obstacles and struggles with the implementation of the five human 
senses in the stores it was important to see how these could be overcome. The 
participants introduced different ways to implement the different senses in sport stores. 
Sight is the most used sense in sensory marketing because it is what customers focus on 
first (Sendra et al. 2017). This theory is supported by the findings of this thesis 
considering sight was the most outstanding and important of the five senses. Sara 
Karlsson introduced the importance of lighting in the store and how products need to be 
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highlighted and not shadowed. This statement is supported by the study of 
Tantanatewin et al. (2016), that explains that environments with general lighting and 
accent lighting are perceived more attractive and spacious. According to Sendra et al. 
(2017) lighting together with color can have an important impact in highlighting certain 
products in the stores. Lighting can also impact customers regarding time in a store and 
energy (Rieunier et al. 2002). Lighting however, as all the other senses, has to be done 
right. From previous experiences of the authors, it is important to keep in mind that if 
the store is highlighting a specific product, the customer should not be bothered or 
blinded by the lighting wherever he stands. Participants affirm that it is important that 
the store is well organized, clean and that it is easy to find the products the customers 
need. Participant X continues by affirming that it is important that the store follows a 
red thread in the design. From the findings of this thesis, we could see that none of the 
participants focused closely on colors and their impact on the environment. When it 
comes to sight, colors have an important role in marketing communication. Every color 
has the ability to transmit different emotions, associations and atmosphere (Sendra et al. 
2017). The main focus for the participants may not be colors when it comes to the sense 
of sight in sensory marketing, but the brands are still taking advantage of color, for 
example when designing logos and stores.Stadium for example uses the color orange in 
different parts of the store, as for example the entrée, on the sales advisor uniform and 
their flag. The XXL logo uses the color green and this color appears in signs and 
interior to display products in the store. According to Cerrato (2012) green is associated 
with nature and freshness. This color fits well with this company due to the large 
product categories regarding wildness and outdoors. As mentioned, colors are not 
considered important for the participants as none of them even mentioned colors as an 
aspect of the sense of sight. However, when analyzing the stores, we saw that the colors 
play a big role in the store design and layout. We observed that most of the stores have 
neutral colors in their interior, like for example white, gray and black. This makes the 
products and their characteristics stand out more. This theory is supported by Cerrato 
(2012) that introduces the color white as a background color that helps other colors 
emerge. We think that the participants did not mention colors because their job is to 
make the store organized from a product perspective. The employees are not able to 
change the design and layout of the store without the permission of the head office. 
However, Sara Karlsson suggests you could create harmony between colors when 
asked how to introduce the sense of sight. 
 
Touch is another sense that is not taken deeply into consideration from the participants, 
even though it is considered for some of them as an important and obvious human 
sense. According to Peck et al. (2006) and Citrin et al. (2003) touch is the first sense to 
develop. It is a fundamental sense in the everyday life of an individual and it does not 
only recall information but also memories and emotions (Sendra et al. 2017; Hulten et 
al. 2009). Participant X states that the sense touch works together with sight. A store 
that has a good presentation and is clean and well organized makes the customers want 
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to touch and interact with the products. This idea is also shared by Daniella Karlsson 
and Sara Karlsson and is supported by Hulten et al. (2009, P. 145) who states that 
“design and form together contribute to a sight and touch experience”. ​Therefore, 
touch is an important sense for understanding the quality of a product. According to 
Hussain (2019) the texture of a product creates an experience trigger where the 
materials and forms can enhance the touch. Touch can improve customer satisfaction. 
According to the findings of this thesis, sound, together with sight and touch, are the 
senses most used in stores. The sense of sound is always active and has the ability to 
create memories and inspire people (Hulten et al. 2009). Krishna (2010) affirms that 
sound is an important part of a product and store experience. It was interesting to see 
that even if this sense is used in all the stores, just one participant considered it 
important on a personal level. The majority of what we hear comes from the marketing 
world around us. Music can bring positive effect to pleasure, satisfaction, behavioral 
intentions and is also considered a substitute for distracting store sounds (Roschk, 
2017). Both Sara Karlsson and the participant X state the importance of having a music 
that fits the entire store. Participant X continues by explaining that the music can not be 
too slow or too fast which is supported by Hussain (2019) who states that a fast tempo 
makes the customer leave faster, meanwhile a slow tempo makes the customer stay 
longer.  
 
According to Strivastava (2012) stores that use multisensory when all the five human 
senses are included, are more attractive for customers and have the possibility to stand 
out from their competitors. Most of the participants stated that the stores can benefit 
from multisensory. However, they focused on the struggles to implement the senses of 
smell and taste into the customer experience to be able to achieve multisensory. Smell 
is the sense that perceives odorous stimuli and is a powerful sense that recalls memories 
and emotions. According to Sendra et al. (2017) the most powerful way to evoke 
memories is to use scents from childhood. Supporting this theory, participant X 
affirmed that the sense of smell in sport stores should be implemented and should recall 
memories from childhood. Sendra et al. (2017) explains that scents can provoke 
different reactions to people. Some individuals could have positive attachments to a 
scent, meanwhile others could recall bad memories. Scents used in a service landscape, 
both artificial and natural, create an atmosphere that can help increase customer loyalty 
(Hultén et al. 2009). Michelle Fordell focuses on the sense of smell and how it could be 
implemented in the department of hunting and wilderness by introducing a scent of 
fresh and forest. This concept is also shared by Sara Karlsson that states that the sense 
of smell could be implemented in the store by introducing a scent of forest in the 
department of running products. Related to this theory, Hulten et al. (2009) clarify the 
importance of matching a scent to the right occasion and how to use scents to create a 
smell experience for the customers.The sense of smell can also be introduced in the 
store experience by the freshness of the products. Krishna (2013) explains that 
companies can use scents that are not directly related to the products and this will make 
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the brand stand out more from their competitors and create a positive brand recognition. 
An example could be by implementing a fresh smell in the shoe boxes. However, as 
expressed by our participants, there is a challenge of implementing the sense of smell in 
sport stores due to the size and display of the store. 
 
Taste is the most difficult sense to introduce in sport stores according to our 
participants. Introducing taste can however increase the customer value in the store and 
create a better experience for the customer (Hulten, 2015). Krishna (2013) explains 
further that companies have a hard time dealing with the sense of taste. In many stores 
the sense of taste is not considered, but it can improve the entire customer experience 
(Hulten et al. 2009). Most of the participants introduce the possibility to have taste 
samples of energy bars and energy drinks available in the store when asked about 
introducing taste in the store. Michelle Fordell and participant X on the other hand, 
explains the problem of resources regarding the implementation of taste. They state that 
it would be time consuming. Participant X also introduces some practical problems 
with the implementation of this specific sense.  

 
“[...] it is forbidden to consume food and drink in our stores  because it can destroy our 

products. Then it also has to be hygienic, and we have quite large stores and would lose a lot of 
sales if any of our employees would stand by handing out tastings to the customers”. 

 
Even if there are ideas on how to introduce taste in the customer experience, there is a 
lack of information on how to implement this specific sense into sport stores. For this 
reason, companies do not take the next step to analyze possible solutions. Thus, it is 
demonstrated that the empirical findings support the theory that retailers have a hard 
time dealing with the implementation of the sense of taste. From the findings of this 
thesis, we can also argue that the biggest challenge regarding taste is about how many 
resources a company is willing to use for sensory marketing. 
 
Customer experience is an important topic that is being discussed more and more 
between companies. To be able to take full advantage of customer experience, 
companies need to focus on emotions and make the process more intimate and personal 
(Strivastava, 2012). Customer experience is defined by Keyser et al. (2015, P. 1) as 
“Customer experience is comprised of the cognitive, emotional, physical, sensorial, 
and social elements that mark the customer’s direct or indirect interaction with a (set 
of) market actor(s)”. ​According to Evans et al. (2012) a company needs to understand 
how to target the customers and what to consider when targeting. Retailers need to 
understand customer’s needs and wants. Sensory marketing has the ability to impact 
customer experience and consumer behavior (Hulten, 2015). All the participants agree 
with this and explain that it is important to analyze and take in consideration the 
customer experience​ ​to be able to make the customers loyal and want to return to the 
store. Additionally, they state that they personally examine customers behavior, how 
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they move in the store and how to approach the different customers. Michelle Fordell is 
one of the participants that analyzes customer behavior to be able to manipulate them 
into purchasing the products. We therefore can argue that it is important to introduce a 
worth-to-remember experience to make the customers want to come back to the store. 
Customer behavior is an important topic to take into consideration to be able to create a 
good customer experience. From our findings we can affirm that the findings support 
the theory, and that companies do take in consideration consumer behavior. Michelle 
Fordell explains perfectly how retailers have to understand customer needs and wants 
to be able to approach the customer in the best suitable way. 
 
When taking in consideration the five senses and the customer experience, it was 
important for this thesis to introduce the topic of sensory overload. According to 
Karthikeyan (2017) sensory overload is a concept that appears when a person's senses 
get overstimulated from the environment. This phenomenon can happen every day, to 
everybody. Sensory overload is a concept/topic that is not discussed deeply in retail. 
This fact is also supported by our findings, affirming that most of the participants did 
not know what sensory overload was and refers to, until today. Some of the participants 
explain their experiences and feelings about sensory overload and from our findings 
and personal experiences, we could understand that sensory overload is a topic 
extremely subjective. Everybody has different experiences with the senses. Krishna et 
al. (2010) explains that the pleasure derived from sensory experience can be influenced 
by the level of congruence between the sensory inputs. Nevertheless, one sense that is 
specifically difficult to introduce and can create sensory overload easily is smell. 
Michelle Fordell introduces some stores that she has difficulty entering or staying in, as 
for example Kicks and BikBok. This is because they are too crowded, with loud music 
and strong scents meaning it becomes sensory overload. Sara Karlsson introduces 
sensory overload from a sight perspective. She explains that when a store uses too 
many colors, a lot of mirrors are present, and it is not organized it can be perceived as 
too much and create sensory overload. Participant X on the other hand introduces 
examples of Abercrombie & Fitch and LUSH. According to Anthes (2010) 
Abercrombie & Fitch is a store well known for having loud music and can 
overstimulate the customer and increase impulse purchase. However, our empirical 
findings do not support this theory. The participants affirmed that when exposed to 
sensory overload their reaction is to leave or avoid the store, meanwhile Anthes (2010) 
states that the company Abercrombie & Fitch are able to take advantage of the sensory 
overload and increase impulse purchase. The authors of this thesis have also 
experienced different reactions to specifically the Abercrombie & Fitch store. One 
experienced a feeling of panic and wanted to directly leave the store, meanwhile the 
other enjoyed the store and liked the energy that the store emits. This fact supports the 
empirical findings that each individual has subjective experiences with the senses.  
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6. Conclusion 
 
In this chapter of the thesis it will be presented the answers to our research questions, 
derived from the analysis made in the previous segment. In the final part of this chapter 
it will present limitations and future research suggestions.  
 
6.1 Answering the research questions 
Sensory marketing is a marketing tool that is becoming more attractive in the marketing 
industry. This type of marketing consists of the usage of the five human senses to create 
a customer experience. Due to the big competition between sport stores, it is important 
to introduce a multisensory experience worth-to-remember for the customers with the 
usage of the five senses. Literature and previous research have shown that the 
implementation of the five senses is limited and that retailers generally use one or max 
three of the human senses (Meyers et al. 2007; Strivastava 2012). 
 
For this reason, the first research question in this thesis is: (​RQ1) How are sport stores 
in Sweden using sensory marketing nowadays? ​From the answers given by the 
participants we got a clearer picture of how the sport stores in our study are using 
sensory marketing. It is clear that the participants have an understanding of sensory 
marketing and that it is used in stores. However, they are not taking advantage of the 
multisensory experience, meaning that they do not use all of the five human senses. 
These findings support the theories that stores nowadays do not use all of the five 
senses in the customer experience. This is due to the lack of information on how to 
implement all the senses according to our participants. The participants also introduced 
the importance of following rules according to the head office. One example is the rule 
of no eating in the store. This can be an important reason why sport stores do not decide 
to implement the different senses in the customer experience. Nevertheless, the senses 
that are being used in sport stores as a marketing tool are sight, sound and touch 
according to our participants. From our findings and the literature review, sight is 
considered the most important sense and is the first one in action in a store (Hultén 
2011). The participants focus on the organization and display of a store by keeping the 
environment clean and the products organized to make the customer experience more 
pleasant and easy. The empirical findings outlined the importance of lighting in the 
store and display of the products. It has the ability to highlight and make products stand 
out more. The store environment can affect customer’s mood and the perception of the 
space around them. According to the literature review, sound is a sense that is always 
with us and we can not turn it off (Hultén et al. 2009). Sound is used to cover 
background noises and it has the ability to make the customer unconsciously stay 
longer or shorter in a space based on the music tempo. The participants affirmed that it 
is important to choose a music that fits throughout the entire store.  Touch is the first 
sense to develop in the womb and is the most intimate of the senses. Touch was 
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considered from the participants as an obvious sense, due to the ability to be able to 
touch the products and feel the quality and texture.  Sport retailers are using sensory 
marketing because they are still engaging unconsciously the customer’s senses in the 
experience. Furthermore, the second research question that we are going to answer is: 
(​RQ2) How do possible struggles with the implementation of the five senses look like 
for sport stores? ​As mentioned in the previous answer, sport stores are in fact 
struggling with implementing all the five human senses into the customer experience. 
Sight, sound and touch are senses that are commonly used in retail since they are the 
easiest senses to include into the experience. However, the hardest senses to implement 
in sport stores, according to the findings from this thesis, are smell and taste. This is 
due to different issues. Taste was considered the hardest sense to be introduced into the 
customer experience. According to some of the participants, since the stores do not sell 
food, they do not see a reason or meaning to implement taste. However, the majority of 
the respondents in this study affirm that the sense of taste would increase the customer 
experience in the store. The struggle with the implementation of this sense is mostly 
due to the lack of resources and knowledge that the stores have. By taking in 
consideration the answers stated by the participants, a way to introduce the sense of 
taste would be with taste sampling of energy bars or drinks that are available in the 
store. The struggle with this suggestion is that the store is obliged to have an employee 
that is responsible for this or pay some employee of the hosting company to organize 
and work with it. For this reason, the biggest struggle for a sport company to implement 
the sense of taste is how many resources the company is willing to provide for the 
customer experience. Regarding smell, the participants focus mostly on the challenge to 
introduce scents in specific departments without letting it spread to other parts of the 
store. If the senses are not congruent with one another, they can create confusion in the 
customer’s brain and create sensory overload. However, the findings of this thesis state 
that stores can introduce one general scent that can fit throughout the entire store . This 
implementation is also difficult to achieve due to the different feelings customers can 
associate to scents, since each individual has different smell preferences. As a 
conclusion, sport stores are struggling with the implementation of the senses of taste 
and smell. This is due mostly to the lack of knowledge on how to introduce a 
multisensory brand experience, how much resources a company is willing to invest on 
this specific field and because it can be considered time consuming.  
 
6.2 Implications and recommendations 
Research regarding multisensory and the implementation of the five senses in sport 
stores has so far been close to non-existent. This research has aimed to contribute to the 
understudied concept of multisensory experience in sport stores, and make sport stores 
an environment for all target groups to visit and introduce a worth-to-remember 
experience for the customers. From a managerial perspective, this research can serve as 
a guideline to gain a general knowledge on how sport stores are using sensory 
marketing today and why not all the five senses are implemented in the customer 
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experience. This thesis hopes to help sport stores to understand the advantages of a 
multisensory experience and maybe be more willing to implement the five human 
senses. From our findings, we could see that most of the participants of this research 
understand the importance of multisensory experience and the five senses, although 
they do not have the power to implement them.  
 
The recommendations that came out from this thesis are that sport stores should see the 
importance and advantages on the long term on implementing the five senses into the 
customer experience. By using the five senses a store can be more unique on the 
market, and that will automatically draw customers to that store and make it stand out 
from their competitors. By introducing a multisensory experience, customers can 
become loyal and the chances are higher they will return to the store. Introducing all the 
five human senses into the store can also make the customer value the experience more 
and want to shop more in physical stores rather than online.  
 
In order for companies to achieve a multisensory experience for their customers and 
reduce the existing gap, they can introduce experiences that have been identified 
through the empirical findings and analysis of this thesis.  
 
Introduce the sense of taste  
Through the empirical findings of this thesis, the sense of taste is considered the hardest 
sense to implement. The participants in this study explained how stores can introduce 
the taste experience for the customers. They can do so by promoting their products 
through the host of the company already existing in the store. With this idea the 
company does not need to invest their own time and resources.  
 
Introduce the sense of smell  
There are principally two ways on how to introduce a smell experience in the store. The 
first one is by introducing a common smell throughout the entire store, always keeping 
in mind to implement scents that the store can be sure they will not bring any allergy to 
the customers. The second way is by introducing a smell experience specific for each 
department in the store. An example of this could be by introducing a scent of forest in 
the department of wildness and hunting or in the department of running shoes.  
 
Take advantages of different departments and highlight it with a certain sound  
The participants in this thesis when analyzing the sense of sound, they focused on the 
music of the store and not the advantages of different sounds a store can use. Since a 
store can have different departments, it is possible to introduce different sounds to suit 
the departments. It could be for example in the fish chamber department, where the 
customers can hear running water from a river or lake to create a more immersive 
experience. 
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The multisensory sport experience 
By analyzing the different senses and experiences individually it was created an 
experience that incorporated all of them together. An example, already existing in other 
stores around the world, is to introduce a sport experience in the store for all the 
customers. This sport experience would include an arena where the customers will be 
part of a simulation of a sport game where we will include all the five human senses. 
The sport game will change accordingly to the store, however, an example would be a 
soccer sport game. The experience will take place in a room made out of glass so that 
the other visitors in the stores are going to be able to see the performance and the 
experience and get inspired to try it out. Nevertheless, the individual who experiences 
the simulation will not be able to see outside. The arena will stimulate the sense of 
vision by being a good imitation to the real soccer arenas around the world, with a 
green fake grass, the football goal and the bleachers with the spectators, that will be 
created by holograms projected on the glass. In this room a scent of grass will be 
introduced to implement the sense of smell and the sound of the crowd cheering and the 
commentators of the match will be used to deliver the sense of sound. The sense of 
touch will be implemented by the sport experience itself though the action of kicking 
the soccer ball. Lastly, to complete the experience each player will receive an energy 
bar and energy drink that will be possible to buy in the store, and this will stimulate the 
sense of taste.  
 
6.3 Limitations 
Some limitations were identified directly from the beginning of this thesis. The first 
limitation was due to the outbreak of COVID-19. It made it hard to get in contact with 
the head offices of the chosen companies which was our first thought. For this reason, 
we had to interview employees instead. For this limitation the quality of our findings 
was not as expected. This is because the employees did not have enough knowledge to 
give an in-depth answer to some questions. The second limitation was the lack of 
information regarding this specific industry. Sport stores have not been analyzed deeply 
in previous research, making it difficult to find specific theories regarding this industry.  
 
6.4 Suggestions for future research 
As mentioned earlier, research regarding multisensory and the implementation of the 
five senses in sport stores has so far been close to non-existent. For this reason, we 
could identify future research that can be developed: 
 

1. Analyze sensory marketing from a head office perspective to be able to have a deeper 
understanding of the strategies used today in sensory marketing.  

 
2. It could be interesting to analyze customer behavior in the store when experiencing 

the different senses in different stages, and together. This research should be done 
from a customer perspective with the usage of a qualitative method. This will help the 
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future researcher to have a deeper understanding of the reactions of the customer to 
the multisensory experience.  
 

3. It could be possible for future research to analyze companies outside Sweden and 
have a wider and international selection of companies. This could bring more 
collective data and be able to compare the different answers and mindsets between the 
companies. 

 
 
 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

 
 

 
7. Appendix  
  

Interview Questions and guide  
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Name (optional):  
Work role:  
 

1. What do you think multi sensory marketing refers to? 
 

2. Do you think the company uses all the senses or a few of them? Which ones? Why? 
 

3. Is there any struggle/obstacle that make you not use all the five human senses? 
 

4. Do you think that the company has little understanding and function of multi sensory? 
 

5. Do you believe that the company would benefit from the usage of all the five human 
senses? 
 

6. Which sense do you personally think is more important? 
 

7. If you could introduce all the five senses in the store how would you do? Think 
outside the box and be creative? 
 

8. Did you personally, as individual,  ever focus and/or analyze the consumer 
behavior/flow in your store/company? 
 

9. Do you think it is important to create an experience for the customer in the store that 
is worth remembering? 
 

10. Do you know what Sensory overload refers to?  
 

11. Have you experienced sensory overload in any store? What were the factors that 
caused the sensory overload? 
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