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Abstract

Purpose — It has already been proved that 'mood' as the physical environment of shopping affects consumers' main sensory
channels such as sight, hearing, smell, touch. However, there is no consensus on how the olfactory cue influences the
customers in the shopping environment. In this study, we examine the previous studies on how the olfactory cue affects the
customers in the shopping environment and present a clear direction as a suggestion for progressive research.

Research design, data, and methodology — It is not important to use a lot of unconditional fragrance, but it should be
exposed to the environment that suits the proper fragrance. In recent years, meaningful research on store fragrance has
been slowly increasing. As a result, studies on the fragrance effects of retail stores have been conducted to verify the
relevance of fragrance suitability in stores and consumer spending scale.

Results — The fragrance appropriate for each store can not be uniformly specified as any fragrance. This is because
external variables such as time, season, temperature, lighting, density of shoppers, and music in the store also affect
customer evaluation. For example, using an unsuitable fragrance may encourage customers to leave the store quickly by
restraining impulsive purchases or by disturbing concentration. The store manager should also be interested in using
fragrances that are proven and effective in the store environment, but they should also have the ability to easily manipulate
and manage the fragrances very appropriately according to changes in the store environment. Store managers should
observe consumer preferences and responses according to their goals and strategies, and then systematically manage and
store information about the fragrance appropriate to the store.

Conclusions — In the future, the fragrance marketing researcher needs to consider the spatial form and density of the
customer. In practice, managers operating a retail store should check the most appropriate store density(congestion)
according to the size and spatial characteristics of the store and maintain the ideal conditions. To do this, it is necessary to
pay attention to how to select and control sensory elements such as fragrance(olfactory), music(auditory), and lighting(visual).

Keywords: Fragrance Marketing, Olfactory Cue, Density, Congestion.

JEL classifications: C90, D83, L83, M15.

1. N2

9 WolM X|&EEeel Aol O|R0X|= 7t &8 F
ol A= AHXE EH’&EE St= O, LY shopper
marketing0f| CHsl| 20| =715t QCHShankar, Jeffrey,
Mantrala, Kelley, & Rizley, 2011). shopper marketing2 O
Sjo| AHO| MANA CHYS FEoO| A FHS MBIt

» Tel: +82-2-§668-4683, E-mail : ygodson@knou.ac.kr SHIXIE SOt o oiTt HEXol |:|f91|EIo| ol mes
Corresponding Author, Professor, College of Health Industry, @~ = ° LS i 5=

Eulji University, Korea. O|J'HJ‘5|'5 o 888 &= o I:||"'|'| shopper marketing2 %
Tel: +82-31-740-7292, E-mail: retail21@hanmail.net SHAOA AH|XIOAH ZZEQl AEE MSSH0] AH|X} :I'LDH

* This research was supported by Korea National Open University
Research Fund.

** First Author, Professor, Department of Global Trade, Korea
National Open University, Korea.



60 Hee-Joong Hwang, Myoung-Kil Youn / Journal of Distribution Science 16-9(2018) 59-63

dS= A=0tn M2z HstA7|= 44 O "0l
g & ALt

dZ O e SE2 OHEZE aHIXS| BHES O &3t0
At=ol 37(er HEeS HEY = QAtk= FOICh OE= Of
Yol 7|, Hid 29 HMES £22 AMFEA UE + Ue
£, SustH dAs A4 TRl £ AE gy &
of et8s =dgg 5 Aok 5 #Hst &7l 2HR| 7|9
0| X550 gH=aX FHHE RSt 3942 482 £E9
ofgel oigs =0|n ME S £22 XY 7= F42
78S FH MY A LRl

Toist MEO| cHst =hMof
MEBIE 50ZE o QUCKSinghal & Khare, 2015). gLt 18
ot Xt=2 AH|XPPF FO0istE = CHAH(MIE0[LE MH[A) O X}
M= ot O CHiMel L& £ME 0|2 MAsHL o &=
RIX[Gt=E EetECtE ZHOM 2ZE2l MEZ(sampling)of
Sl it

Aol F2|H SHLEN ELR[7I'7F 2l7te

Ny

° 22N, B
2| S AH[RfOl T 27 Ko P njzc

= de 0|0 =& "t QCHMattila & Wirtz, 2001). 4z

£ w1 20| w2 nMo| Poj WO P2 5|
o

_

a0l Aol g2 OX= YEE AEECHGarin &
Owen, 2006). 1 SOIM AlZt2 &8 2Fd2 A= O 7+
T Tt A4zt XHE2AM AH[Xe| Fof =7 AFHM Al
A EMT7E AHA SO Fekg O[XICh= Ho| =HIE|RACt
(Krishna, 2008). Z2i0f CisHM= HALRO| STt Azt
El Zur =F0| o|F7| M0 A7k D|TIgh Bh FZiat

=20 2fsh o StE0A AHXF HS0| S
O|X|= CHefet HL7h ZEXotCh ofet FZ4bof| Hish =2
o M7 &8 2EoM o Fakg OiX[=X[0f tisiM=
ol X7t X &1 QCKBone & Ellen, 1999; Chebat &
Michon, 2003; Morrin & Ratneshwar, 2000).

Iz 278tn 248 Q471 AH|XC| FOIE 0|80
We o 28 9g2 g + Atte 232 L9 719 &7
O E0|2t= O|§RZ HRHoZE &S HEEHLD A
o & 2F Mz 2t 4FE MAHS= AoILt MuFol 4t
TRH W HME YR HEHM FOHE FESH= BHEECQ
e O o|dezE 224 M7 &8 2HE0M S5ttt
5| 227t MGt E3et HAED =X Ro= F2
M7t Hg Zasich Mt g7|7) 2zte] AFZS o{EA
oMMoz LA X|HISI=LFO| LSt AES O|EXHLZ
ot g MAZ 290 ATk

e7|7F DA E 2O OiX Rl Ol f= AH|RSOA B2
FHME =0 2O|X| gfonf RO[AIF0| AFRS2l ¥
tS RISt RU7| W=O|Ch S =2H0f 2ot 7|42
=2 AEL 235 2efE 7|AS H7|AZCL HE
fOFE0| 22 Z0t KEMRL Ml HIo| HME A
O Ol= o2 A" 2FE0M HIE HBM H7
tH =8 A ARLES M2 == UK o o= &
2 AEtR e MED FH 242 H2E £k Utk
[7F 7H2le] Fedatr 7|92 CrdsiAl E{227|= ZAOo|th
=AM HERCHE 7|90 S ARREXIX2E 233t oL
L 90| &3 =Hgo MEE Lt Fof 818 A=e 7t
80| UL} YHHoz Moks 7|8 T Ao OFF
CHE EBE H22(A ==l Ol A2l =Z0| Xt AH
AZE[OM SANZZ QX|o A5 FEIt HY Oixz2 HE

09k 1IN
mjo rlo
N

k! o o Jm

> o

> -

1 2 X of ofor
I'_EO -

Nz

4> 09t 2 i i min KT piot oy

57| WEO|tt. Of IFoM 2B[XtE FOi S5 =7|ALE
QN AAE 7O BRES CHA| WZ5HA ElCh mEt 28
SZoM FIHE A=Sots 7HY HEHO|R ZabHeol ¥
=224E X=3ts OIS St Ao|th

= @T0ME =4 HAM7 o8 SF0M OoffH
OiXl=X|of Ciet 7|& A& HESD LHY AFE
= HetezM Fekoh Wk HAIE St Sic.

—

IE

rlo

A oR

02t 09t
Ot njo

N
ot
Ay
=2
rd
rot
rx
o
re
-1

=2 LA Bot EDE AR AL BX| @2 MBS B
7t2 SAMA|F|7|E St (Morrin & Ratneshwar, 2000) 4% 3t
B0l E2 7| =St AS W DA £ AIZHHF Al
Zho| o ZO|TICh= AFZALE RACKYalch & Spangenberg,
2000).

dgL 7§ FxU ROl A83= A0| 2%t 20| of
L2t et &7|E o22|= 280 =EAFH0F 2IE 23
SiCh OIS SO O3] &7[E A8 2HEELt Y S7|E A
ZoARAlS gt

8ot OjEOIAM AHXHSO0| o B2 X|&E2 ot

SIRCE &W 2R7[2EM &= ME SEo| ofp QAo &
g F7| |29l Ofp|2 HE Spangenberg, Crowley, and
Henderson(1996)2F Morrin and Ratneshwar(2000) &5-0{|A
HZO0| &7|7F aH| B3t AT 4o o T3t
2 0X|=X 2|1 &= &g 7t EXSH=X| YSHK|
ECH= FOoICh

Ok

2.2. DIFOMel = 7|

0

H|m™ %|20f Leenders et al.(2016)2 7|= OFA & 2310
A EHA X 2E SHE 1oz M ‘FH S0 T2
Ch 7|sXoz TEE 27| =F AAHEE ALBSH0 71y, =
g, 71X, Q27| W A0jMEe FH StH0|M XA E=
Rz SH0| HELE AS CIEJAT AHE LTAZ] Ao|Ct
(Chebat & Michon, 2003). 74X EHAZAME= 2tAH|0|AHAQ]
O|2tX|, OfolofOje| HZ|E & =&, AAHEELS| OpLt
E2t &EE Y ST ERZICI HFEES 2 AE &
2 MoZ SIQICEL X OlF DHEO|AME ZH2|Xt7} Chrot
FH ZV|E OO0 OjE O Bo| ARSI e AeR X
AtE|1 QICHBradford & Desrochers, 2009). O|& £0{, #HH
ol A= HHZ| OjE2 02 =y T7|E AESHe 0 4
g1t e QIX|=E 0|1 Tt O|FEH %[Z H| Z2H
OiE =7|ef st oo|Qe AFE0| MM K6t QUL
J2{L} OfAlE OjEofAM el B¥7|7t jEo O|X|= =otof 9|2
2 A0 7| 0| LIS EAMSIHE= A=k IHEEH U
QILCHSpangenberg et al., 1996).

23. REHOM 7|2 &

S718 FOf TN E= A=



Hee-Joong Hwang, Myoung-Kil Youn / Journal of Distribution Science 16-9(2018) 59-63 61

o=2M Zielel o0 s DKL= o|=E =gt U

7| O a0 Mo fHSX| n HA Foi S0
dakg O/XIChe= EM0o| QCKWard, Davies, & Kooijman,
2004).

g71el 2AUE Ml 7HX| W, & &7(9] EM, R, &
a 2oz PR HESH HH(Bone & Ellen, 1999) 0|
of M2 B2 AFoM 27|17t EFol T o|=Eot OfL
2t F71He2= oY o|ojx|of 3EHY FEE OX= A2
2 LIEILD QUCHParsons, 2009). £3| MZF 2 =8H Lt
e 279 EAHE Ex RIASHALE S;SVX| Ao =gt
ANZ2EM Z27|2 Tide 2§ 25 st AR QUACE
(Bone & Ellen, 1999; Chebat & Michon, 2003). Bone and
Ellen(1999)2] 7= HE3t 7|7} OYROIAl = AlZE H|
= 7t 2=, HF GOt 29F & Ao 3R deE
OjXiCH= A2 ZMSEQICHMorrin & Ratneswhar, 2000).
Morrin and Ratneswhar= S-O-R ZEE 7|Htoz L33t &
717t FHHEE 23T YME AH|AF BHSO| OjX|= Fg
It 2HR| HZ(Es 2O) HESE RESte HE XHSHY

CHMorrin & Ratneswhar, 2000).

Hor o

87| Hehda aH|xte| X|E R HEdES YSst
oz TIAEof ok &7 Hghdolzt gv|et MEQ
o|ofgt=H of7|ol= Z5Hy, AEH2R sigE dgk QT
5 2 7|ZF 3¢ EFNEY EFHAMe SEATH ATt

&

fju oot 1o

3

[ O - AN
2O{X = ZOIC} 0| MfReS AMAZ|7| 20 &
QF AETE MH Q| Fo =2 0|81 e AHOIL HAEZOA
M3shHe d==0f 22 H7Ist= S0l olof st & 2
a2 HA BH MAO| ZZAIZ|H EOF HATL THRSHA
LJACH= TS B7HAIZ|D HE0| CHst Alz "Iols 37
X dsk2 O|XICHBone & Ellen, 1999).

CiE SHH, 27|t ™H| MH|A 2t Ato|o] LX|E D2{sh
OF $ICH= A7{(Ward et al., 2004)= 27| XgHH0]| s{=StCt
UHtM o2 FAfst 27|71 AABE HE2 & V|2 ojE
LEAMZoEN DHA FES F 5 JCtD SiC} Parsons
(2009)= ZH TIIE HIAM™Moz AREoEZMN XAHAZA
S717L Qe OHEO| Hisi FOiXte| WIS A7 B

ocol= & S
RRE =2

4
o]
rir
o
IE
fjo
HT
5=
4
:Q
D— ml

3. 7|0

31. &7| oA e S& e

=
SAMBIEHA, €| O -0| tHREIRUC). e
B AL ZESeh iRt AF0F WALl ¥R S
ZEO| UACEH 22t Ol 7| DA E2 A0 RSH =2
S =HL, ASA Y, 28 MHIA O01F S CHEe X0
M ARE R QUL
&7 2SS EM

n

ZH 7|98 G Yt ko]

|- O o AN
A HE AZE fEet 24017] HEN =4 M=ot
Az = 24 MZEC 7|90 § W20 25t At

Of QICkR BTt 20004 AMHX|BH S SO ATLIK
7|8 0f% HAS0| +502 NY LA of wHe
7|8 US| ZASHR R$D IS0 0| E& EFHO]
QIoiCt ATl BIIS O T M| A 8|2 W}
£ x5 AAHS HTOILL Mol st A Azt =
HOIN TF Mot $2 AHSOE Hisrel] WL,

= —

4

32. 87| OpElo| ®8

RIZt| 7|94 SIHAIZILt
HO2 YA QL.

HIxte] B2tg

NMA4md

oM FOHEES S o2

o & olsstn 7|9 = AS

BE(OIE Y FHO 48, &

HATIO| Q3 Qo) ZOME AT G FS
7

ojo

i ==
oo
il
o
O
_lT‘_
g
=1
ox

Ql'
4>
zo M0
ful

els
Of
B
gl
=
Ot
x
oot

NES oIt TES W
22 fYOIN e OFelES RES S& YUCk
GTS0N OIFP AHY YKoz
IR SYES EolFR|g
of ARRDICH =7l ZEe OE & 9
ZH

s}

H

I'

HO
By M2

0%t
N
rir

|

2 = #@d82 H=of oM
AE JIEez & AQUK|, EFSHAL UHSH #HE5tE
EFo2 g AUXE Zdts A= ERsILE REF
, TE 40| ChE F=EIr A AS B O
O] Bt2 7|5 MEBY 8% 717t &0 23|34
IS HHAZ JsdE Urts HolM Hot 27|17t
AdojgtnEs g & gl7| WEO|ctk

[_|
=
N

o

nE

\J

JH oot 1110 k1o 2 oA
N N
Ot 0x of% njo
N

ro por 1Y

33. iy A0 mE 7| oHAE

7&de d3A= oY E0M HASEL =St 2t
U= S71E MESt= A= BAS 7PMOF SHX|2F DiFol &
Zeistof| Wl ofF 0|25t JUXez &7|§ #HEd +
UEE A =t #efsl= sHE 20 RA0{0F BHCh Of
Fo| #2|xtel F& S TEO| mef AH|AF sk Sl HS S
TE5| 2SI ofg ohEo| Heet 7|18 ANz 22

ot YEE ZH|OF oot

ol 7| oAElel =Ho| oY oiEs S7HIFI= A0l
SHOIX|, Ao ciet ojgel ojojX|et FIMES A=sko
= 0| FEIX|0| w2 Mol CHE == RALL OE =0 Of
YoM Mot =] &7((0E =¥ HiEet e)E AHEotH
Z2[0|g ME2l Hofvt ST EChE AFZnE ACHWard et
al, 2014). g FEOIFS| AL @2 =25 &8, 1749
HME0t dFget oladol AU Lol 2H[RZE Z7j= AYHE
UpSEeh =0| &7|7F 232 By g2 of = AoIth &
YALRIO| FRSHA| BEHEtE ko] RUF FEE A8t
HME 282 g 39 10| 0y s HRAS =2 +
U=H o] mf et 2917(e] &7|7t 235|2 miFel FYof

—

—_

oo o

I



62 Hee-Joong Hwang, Myoung-Kil Youn / Journal of Distribution Science 16-9(2018) 59-63

Oist M2I=E B7IA7{ ECh= AOICH & FE OiEQ
AHRIO] RBHA| QdTEte 0240| FOfSHK| %S I
Ho| g FA[BICID Qg AX|7t 0 ofH 7
sF7|7F W3|F=Che Z40|CHWard et al., 2014).

FE YOI Mt SV|E MESIHM O H2 AH|XtO|
A 3EHQ HEE P2 = UL AT ZAues FHIE
882 =& UCt X7} &Lt XSz 0Z80| OfFof &
ot 42 AT EV|(0IE EH YHIAHE THE 0|80 =
SIE HAE =& QUCHHu, Rucker, & Galinsky, 2016).
A@st 27|17t Dol XAEHE =0l o g2 0|
2 FEELCL J no| ARt X|2{0f CHE XtoFQlA]
=] 5| MEdsHoF SHCh= o[O|ofA Z|E0f
SUSHA Cistn FM2ohH= AT TLLHCHD
¥

18 e

e

A
=
A

—_

=
=)

0x

2
=

o
0
oF

PNl
rlo

4

W k1 mo >t © o Ho o

N
e
-
Y
=]
HM
rhu
pi)
>
>
oA

ot
0%
N

| OIS A= 0Z80| EXxfste 37 HEjet &
nefg Heit Ik £3%| n240| AWSEEY|of HEsiTt
= 32| 7|F2 230 W CHE =+
QlFo| Z3loME HlnA Lot &F

2¥7|9| 7Hdo|Lt Z o CHel o 2IA
Cf. dtH ot=Zap 22 TEFo| 238 #
7t =2 EA Mol M3st &E ot
p7 AL SRSHK| 2 = UCL =

20| LEE o|Qof= OiE |J© - &el o

) Es E Um0 mEh &7 OAE =
AEHOE LIEtL=X] e a7t ULk

Ot BAHSIO OfE UXEZQL HZ2tN Xi39o| HAE CIE
A (Knoeferle, Paus, & Alexander, 2017)= Z0/§ -.C} &
goz ojy Y (EFE)= Of=0 2-Ee g2 0/K|
£0 O Olf= D& AtZo] o™ Fofo]| EESHK| X3t
I EESt A2 XRE 77| W{FEO0|Ch BrHo| OfE U
E7 48 ZoH O ojEe| Yo CHs 222 #A & #
OF ofL|2t &Ests EARE ARRIEICE O AMEO| &7 &
S=2M L= AEM oty == X0|E F2IX| £ot, Xt
oA HEle AR Ealut dHO| REAFTY| I{EO|CH
ok e iy PEZ(ERE)E ZQsitHE A2 & =+
QUCEH 3ol oiE LHOA HHE Blzo| A4S AMEE o=
0| 0@ =FSHA =2 JUC2t= OfE| AT LEt
LEX| ARUCE O|A2 DM S0| 2HAM AW ESSHK| 2ot
£ Z0| ofL|z} wE Emo| Zof WZ0] WO "sl7t ECt
I YoIZ XA THE(YT HZRE Fo)eEM SETt
Of&o| H|Ht 7Hs40| E0{=RCH= 2|0|0|Ct. Knoeferle et
al.(2017)e| ¢+ ZAit= }& OHEO|M 10| iz =8HE
71 ofE W o] osf =EE =+ UCts M2 LFELCL

g7\t 22 224N X=2 0 Y=o of JgE 0|
ESY)l 4

OfEr Lf 220 &7 Atg|™ 2= (Social Density) L=
Oj&e| =& & (Congestion)E =7 O ¥&S O|XICHH M5
SIALE X2 27| 22 2aE HE = YsX| 91 7t
X7t AZ ZAo|Ct. oM 2H, Mt 27| 4E OZHof|A
F=2[of| AtEo| BE2 =ZAE2 E 7tsdol ok JFECHH =%

HT oot
I

LY

I

St

es
olo
0

K
rr o
2
00t ]

=2
Rl

3

=
bal

[
Jo.

=

2 H IJOP—LI_E_'T'-mSI-JEﬂ
N
kel

re
T o
=L
08 H >
X Iprr N ron

—

Of &+

re
e
>

0;

M =S s7|E olgdld wE 4o 29

2

nmm

re e
ro
o
o
oz
1A
ot
=
i
N
MHn
>
30
fjo
)

09 A g

B2

ol 2N 22

H2 opEo| 74s %
o2 JHR| Ol#EE ¥

oty

S
om

rir ofo
10
4m
158
|0
tu
ro
Ok
0 @ = ot

]

ns
-5
o
il

ot

r

N
—_

3O mot N Mo

nx
o
ikl
|o
Hu
0

I--IOH
M
Tamrr
O o
> 2
_>I|' Lo}
(o]
>
m
i
!
i°T:
Ot
N

K ojo mju 1o

oY N
ot
0
J
;
0

>
N

7

08 o3

>

N

on

|10

_l

w10 ox U
et

P

ro -

Pal

Bl

Io

gk
e
o Io
N
30
M

References

Bone, P. F., & Ellen, P. S.(1999). Scents in the
marketplace: Explaining a fraction of olfaction. Journal
of Retailing, 752), 243-262.

Bradford, K. D., & Desrochers, D. M.(2009). The use of
scents to influence consumers: The sense of using
scents to make cents. Journal of Business Ethics,
902), 141-153.

Chebat, J., & Michon, R.(2003). Impact of ambient odors
on mall shoppers’ emotions, cognition, and spending A
test of competitive causal theories. Journal of Business
Research, 56(7), 529-539.

Garlin, F. V., & Katherine, K.(2006). Setting the tone with
the tune: A meta-analytic review of the effects of
background music in retail settings. Journal of Business
Research, 596). 755-764.

Hu, M., Rucker, D. D., & Galinsky, A. D.(2016). From the
Immoral to the Incorruptible: How Prescriptive
Expectations Turn the Powerful Into Paragons of Virtue.
Personality and Social Psychology Bulletin, 426),
826-837.

Hulten, B.(2012). Sensory cues and shoppers’ touching
behaviour: The case of IKEA. /nternational Journal of
Retail & Distribution Management, 40(4), 273-289.

Knoeferle, K. M., Paus, V. C., & Alexander, V.(2017). An
Upbeat Crowd: Fast In-store Music Alleviates Negative
Effects of High Social Density on Customers’ Spending,
Journal of Retailing, 934), 541-549.

Krishna, A.(2012). An integrative review of sensory
marketing: Engaging the senses to affect perception,
judgment and behavior. Journal of Consumer
Psychology, 223), 332-351.

Leenders, M., Smidts, A., & El-Haji, A.(2016). Ambient
scent as a mood inducer in supermarkets: The role of
scent intensity and time-pressure of shoppers. Journal
of Retalling and Consumer Services, Available online 17
June 2016. https://doi.org/10.1016/j.jretconser.2016.05.007

Mattila, A. S., & Wirtz, J.(2001). Congruency of Scent
and Music as a Driver of in-Store Evaluations and
Behavior. Journal of Retailing, 772), 273-289.



Hee-Joong Hwang, Myoung-Kil Youn / Journal of Distribution Science 16-9(2018) 59-63 63

Morrin, M., & Ratneshwar, S.(2000). The Impact of
Ambient Scent on Evaluation, Attention, and Memory
for Familiar and Unfamiliar Brands. Journal of Business
Research. 492). 157-165.

Parsons, A. G.(2009). Use of scent in a naturally
odourless store. /nfernational Journal of Retail &
Distribution Management, 375), 440-452.

Shankar, V., Jeffrey, |., Mantrala, M., Kelley, J. E., &
Rizley, R.(2011) Innovations in Shopper Marketing:
Current Insights and Future Research Issues. Journal
of Retailing, 87(1), S29-S42.

Singhal, S., & Khare, K.(2015). Does sense reacts for
marketing - Sensory Marketing. /nternational Journal of

Management, IT and Engineering, 55), 1-13.

Spangenberg, E. R., Crowley, A. E., & Henderson, P. W.
(1996). Improving the Store Environment: Do Olfactory
Cues Affect Evaluations and Behaviors? Journal of
Marketing, 60(April), 67-80.

Ward, P., Davies, B., & Kooijman, D.(2004). Ambient
Smell and the Retail Environment: Relating Olfaction
Research to Consumer Behavior. Journal of Business
and Management, A3), 289-302.

Yalch, R., & Spangenberg, E.(2000). The Effects of Music
in a Retail Setting on Real and Perceived Shopping
Times. Journal of Business Research. 492). 139-147.



