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Abstract

Aim/purpose — Olfactory marketing is a phenomenon that is in the current trend of
usage by marketing experts to ensure that consumers are more involved in the purchase
decision-making process. This paper aims to review the studies involved in consumer
purchase intentions influenced by fragrance and develop a framework for modeling
consumer responses.

Design/methodology/approach — PRISMA technique was used as a methodological
approach. First, the researchers made criteria for inclusion and exclusion of studies along
with the application of a set of keyword research strings to identify the relevant research
articles. Second, prominent scientific search databases like EBSCO Host, Scopus, and
ScienceDirect were used to mainly search the relevant literature.

Findings — This article advances knowledge on the topic of fragrance marketing and
proposes an integrative framework of consumer purchase responses considering the
mutual relationship shared between fragrance, the influence of control variables, and
response outcomes focusing on cognitive responses, intentions and behavior. The results
of the conducted review also suggest that retail consumers tend to develop a positive
attitude and behavior towards the place where the product and service are being sold.
Research implications/limitations — The paper would be particularly helpful for man-
agers in designing the right strategy for creating loyalty for their retail outlets and there-
by creating a niche for themselves.

Cite as: Chatterjee, S., & Bryla, P. (2022). Innovation and trends in olfactory marketing: A review of the
literature. Journal of Economics & Management, 44, 210-235. https://doi.org/10.22367/jem.2022.44.09
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Originality/value/contribution — The study assists marketers in understanding the im-
pact of olfactory marketing in increasing short-term and long-term retail sales and de-
termines future research directions to enrich the existence of these theories to fathom the
essence behind consumers’ interpretations of olfaction in retail outlets.

Keywords: olfactory marketing, consumer behavior, retail store, marketing innovation,
fragrance, review.
JEL Classification: MO0, M31.

1. Introduction

The sense of fragrance happens to be one of the ancient and remarkable senses
as it directs us in our entire journey of life guiding us constantly on which objects to
be approached and which ones to be avoided (Axel, 1995). It has not only supported
humans to merely survive but made a constant effort to evoke emotions (Hertz,
1997). The fragrance has further paved the way to influence the sense of beauty and
pleasantness. The ambient scent could also be defined as the fragrance infused not
only from any specific object but for its sheer existence in the environment itself
(Spangenberg, Crowley, & Henderson, 1996). The ambient scent is the fragrance
emulating from the atmosphere of a particular place (Spangenberg et al., 1996).
Bradford and Desrochers (2009) discussed how fragrance has become an integral
part of retail store atmospherics as the competition amongst retailers to create a posi-
tive in-store experience for the consumers is extremely high.

However, the major concern was that for a considerable period, the power of
smell was under-valued compared to other senses (Morrin, 2010) like sight, auditory
cues, and cutaneous senses (Martin, Apena, Chaudry, Mulligan, & Nixon, 2001).
Marketers started anticipating the power of scent, dug in revealing olfactory litera-
ture from different disciplines such as anthropology and psychology in the past last
decade. Visual cues are widely known and are predominantly used in marketing.
However, marketers slowly realized that the sense of scent could play a pivotal role
in identifying and differentiating products and brands in retail places thus contrib-
uting to improved brand evaluation and recall (Morrin & Ratneshwar, 2000) and
increased brand perception (Chebat & Michon, 2003) for end-users. This contribut-
ed to the utilization of fragrance as a marketing tool to create a mood (Vlahos,
2007), promoting products and services by optimum usage of scents (Morrin, 2010).

Emsenhuber (2011) discussed how fragrance can induce consumer deci-
sion-making by increasing their emotions, thus influencing their purchase deci-
sions without drawing attention to the smell (Ward, Davies, & Kooijman, 2007).

Researchers in marketing have experimented with scents in and along with
primary products sold such as beauty products, and room fresheners to build
a positive attitude contributing to the prominent evaluation of the products (Chebat
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& Michon, 2003). In such cases fragrance happens to be the main stimulating cue
for the consumers’ decision-making based on product recall (Morrin & Ratneshwar,
2003) in choosing the brand. However, most importantly fragrance could be en-
forced as an alternative product attribute in pushing the brand to get it differentiated
from products or services and most importantly from competitors. Olfactory market-
ing is not just about getting associated with end-products manufactured for sale, but
also it is gaining immense importance recently due to the infusion of scent in the
place where the product is getting sold to uplift the overall store atmosphere and
ultimate purchase experience of the consumers (Kotler, 1973). It was observed from
the past studies that fragrance does create a positive impact for the consumers on the
environment where the products and services are being consumed.

The objective of this review is to propose a framework for understanding
the influence of fragrance on consumer responses under the influence of control
variables. A careful review of the existing literature would assist in establishing
a future research direction for the advancement of this field in marketing, both at
the research level as well as at the application level in business.

The layout of the paper is organized as follows. The following section in-
troduces the methodology followed by findings from the literature. Subsequent-
ly, a framework for Modeling Consumer Responses to Olfactory Marketing is
presented followed by presenting a set of characteristics identified from the se-
lected studies. Finally, section 6 contains the discussion, and the last section
points out the future scope of studies of the research.

2. Methodology
2.1. Data collection

A literature review is a powerful instrument and has its prominence in al-
most all disciplines (Cassell, Denyer, & Tranfield, 2006). Bringing out a synthe-
sis is the prime task involved in digging into the literature (McKibbon, 2006;
Tranfield, Denyer, & Smart, 2003). Hence it is of utmost importance to have
clarity in paper selection engagements and strictly follow a specific method of
article selection (Pittaway, Robertson, Munir, Denyer, & Neely, 2004; Tranfield,
Denyer, Marcos, & Burr, 2004).

The study maintained strict search criteria, inclusion, and exclusion results.
Prominent scientific search databases like EBSCO Host, Scopus, and ScienceDi-
rect were used to mainly search the relevant literature. “Olfactory marketing,”
“olfactory cues,” “fragrance marketing,” “scent marketing,” “ambient scents,”
and “retail market” are the main keywords used for evaluating the literature on
the concepts of olfactory marketing.
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The researchers have not considered the concepts and application of olfac-
tory marketing discussed in reports or newspaper articles and the focus of this
review has been mainly restricted to journal articles (Ngai, 2005).

Strict inclusion and exclusion criteria were set for the study which are high-
lighted in Table 1. To execute the theory-based review, the study utilized
81 papers to form a review of literature from journals listed in ABDC compris-
ing of the A & A* category. The choice seemed more eminent as the ABDC
(Australian Business Deans Council) list is more inclusive than other journal
lists for example ABS (Association of Business Studies) (Hao, Paul, Trott, Guo,
& Wu, 2019; Lim, Yap, & Makkar, 2021).

First: The paper selection protocol is based on Emerald, Scopus, ScienceDi-
rect, Wiley Online Library databases, and JSTOR. Additionally, alternative aca-
demic platforms such as Research Gate and Google Scholar have been used for
articles that are difficult to reach.

Second: Key words of searching were set out as follows: “Olfactory mar-
keting,*” “olfactory cues,*" “fragrance marketing,*” “scent marketing,” “ambi-
ent scents,*” “retail markets,” ““ scent congruence.*”

Third: This research used the PRISMA methodology to collect the data
(Figure 1). The PRISMA is an important tool used for recording systematic re-
views; it helps to precisely screen articles for eligibility to the scope of systematic
review research (Liberati et al., 2009). After searching for the keywords, the search
returned 1,946 documents containing any of these terms within the keywords. Then
the study used an advanced search across all scholarly platforms to skip duplicated
titles; the results reassembled 864 documents after removing duplicated articles.

Later, in the screening process with abstracts and/or keywords of the origi-
nal works, only 237 records were screened according to identical titles. Then, 68
papers were excluded to assure accurate original work for the study. Then, the
study adopted 103 articles for a full-text article assessed for eligibility to the
main scope of the study; the study excluded any articles that do not include theo-
retical psychological background about the behavioral theories used in studies.
Then, with journals’ ranking reasons to select only A* and A journals, 22 arti-
cles were excluded. Finally, the number of studies to build the literature review
was 81, considering the ABDC list as mentioned above considering a time frame
of 26 years from1995 to 2021 (December).

Fourth: The authors’ names, title, keywords, methodology, research dimen-
sions, journal name, findings, and year of publication of the identified records were
exported to an MS Excel spreadsheet to position the results (Table 3 in Appendix).
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Table 1. Inclusion and exclusion criteria

Inclusion criteria

Exclusion criteria

Focus on purchase intentions of consumers
considering the time spent and money spent,
developing attachment towards the product
categories inside retail outlets, and product-scent
congruencies formed

Books

Published journal papers

Conference papers

Only full-text papers

Papers with no abstract availability

Peer-reviewed journals

Articles other than in the English language

Full reference availability

Other sensory attributes which are not related to
olfactory cues

Selection criteria revolving around the keywords —
“olfactory marketing,” “fragrance marketing,”

LINTS 2 <

“olfactory cues,” “scent marketing,

retail market”

Source: Authors’ own elaboration.

Figure 1. PRISMA flow diagram of data collection
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2.2. General characteristics of the selected studies

Figure 2 summarizes the distribution of articles by year of publication.
It shows that the rate of published articles on olfactory marketing has increased
remarkably since 2010, reaching a peak in 2020 with sixteen published articles.
The interest in marketing innovation took considerable interest after the big re-
cession in 2008, and nowadays, with COVID-19, scholars are looking for inno-
vation in marketing as a key strategy.

Figure 2. Distribution of articles by years of publication
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Source: Authors’ own elaboration.

2.2.1. Investigated countries for publishing articles on olfactory marketing

Figure 3 shows the distribution of selected empirical studies by country,
thus revealing that the most studied area is Europe with 60% of articles having
a focus on understanding the impact of olfactory marketing followed by America
with a 25% study implementation rate.



216 S. Chatterjee, & P. Bryta

Figure 3. Distribution of the empirical publications by investigated countries
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2.2.2. Distribution of articles by type of methodology

Figure 4 depicts the distribution of the selected studies through their
research design verifying 81% are empirical studies, while 18% are conducted
through qualitative, reviews, and mixed-method approaches, respectively.

Figure 4. Distribution of the research methodologies used in the articles
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3. Findings from the literature
3.1. Ambient fragrance & consumer response

The ambient fragrance is discussed as the fragrance discovered as a part of
the retail environment and its success is gauged by the consumer’s response t0
an unscented vs scented situation (Doucé & Janssens 2013). The literature pri-
marily discusses three main functions of ambient fragrance namely — cognitive
responses, consumer purchase intentions, and consumer purchase behavior
(Morrison, Gan, Dubelaar, & Oppewal, 2011) toward the store under the aro-
matic influence. Past literature suggests pleasant fragrance results in experiments
on quite a substantial consumer response such as store recall and evaluation
(Schifferstein, Talke, & Oudshoorn, 2011) and time elusiveness, purchase inten-
tions, and further intentions to recommend along with expenditure and lingering
at the retail store (Morrin, 2010; Nibbe & Orth, 2017). Spence (2021) narrated
how fragrance has been found to positively influence consumers inside a flight
to help reduce stress and anxiety of travel and build an impression of hygiene
and cleanliness inside the flight. Errajaa, Legohérel, Daucé, and Bilgihan (2021)
discussed how fragrance needs to be consistent with the brand image to build
customer satisfaction along with increased intention for revisits. Castellanos,
Hudson, Haviland-Jones, and Wilson (2010) investigated that fragrance helped
individuals recall positive emotional incidents from their childhood. Doucé and
Janssens (2013) further discussed how consumers having a strong effect intensi-
ty with the fragrance could contribute to stronger store re-visit intentions.

3.2. Constructs involved in consumer response

The literature review allowed us to indicate the following conctructs
involved in consumer responses (Table 2).

Table 2. Construct definition

Constructs Definition Adaptation
1 2 3
Information that is processed by consumers while
the ambient fragrance was present or absent, thus,
contributing to measuring consumers’ ability to
remember information and time during the shopping
Is an individual’s readiness to demonstrate
a specific behavior which is measured as a self-
-report indicating a sense of willingness to behave
in a certain manner

Lwin, Morrin, & Krishna,
2010b; Morrin, Chebat,
& Chebat, 2011

Cognitive responses

Purchase intentions Motyka et al., 2014
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Table 2 cont.
1 2 3

Acts performed by the customer that is often

Purchase behavior measured by observing customers during Motyka et al., 2014
the shopping episode
Demographic variables that significantly affect

Isolated control consumers’ purchase intentions. The effect of age Helmefalk & Hulten 2017;

variables and gender was found to influence the buying Correia et al., 2016
behavior of the consumers

Source: Authors’ own elaboration.

3.2.1. Cognitive responses

The information which was fetched while fragrance was present or absent
inside a retail setup did measure the cognitive exploitations of a consumer’s
ability to process information regarding the time spent shopping (Lwin, Morrin,
& Krishna, 2010a; Morrin, Chebat, & Chebat, 2011). Silva, S4, Escadas, and
Carvalho (2021) investigated how a field experiment conducted in a public bus
under the influence of fragrance does increase passengers’ perceived travel ex-
perience and helps build memory recall with the brand as well. De Luca and
Botelho (2020) discussed how fragrance deployed in retail settings could help
consumers not only experience pleasure during their purchasing experience, but
also promotes cognitive responses to brand recall.

Mitchell, Kahn, and Knasko (1995) explored how consumers remembered
and recalled the various attributes of the store offerings under the influence of
fragrance, the findings of which were also similar to the research conducted by
Morrin and Ratneshwar (2003). Chebat and Michon (2003) spoke about how
consumers’ decision making not solely influenced by mood, but also by cogni-
tive processing as well. The fragrance inside retail stores does build a favorable
perception of the overall ambiance. However, these studies were challenged by
Teller and Dennis (2012) who concluded that no concrete results could be found
supporting the cognitive positive response of consumer’s decision making inside
a retail outlet under the influence of fragrance. Guillet, Kozak, and Kucukusta
(2019) suggested how fragrance in a hospitality setup does influence consumers
into developing higher brand recall. Dortyol (2020) examined the importance of
fragrance scale developments to help retailers understand how olfactory cues
inside a retail store influence the human brain in fulfilling desires, satisfaction,
and expectations. Errajaa et al. (2021) reflected how fragrance needs to have
congruency with the brand to reap maximum visibility and association along



Innovation and trends in olfactory marketing: A review of the literature 219

with building a positive brand image. Girard Lichters, Sarstedt, and Biswas
(2019) study reflected the impact of fragrance on a long-term association build-
ing more conscious remembrance of the fragrance post its discontinuation.

3.2.2. Purchase intentions

Motyka et al. (2014) discussed purchase intentions as individual’s inquisi-
tiveness to perform a specific behavior or willingness to behave in a specific
manner. Herrmann, Zidansek, Sprott, and Spangenberg (2013) defined purchase
intention as certain purposes that reflect the willingness to engage in business
transactions with an organization for the acquisition of a product against the
price willing to pay. It is one of the widely used and explored topics in market-
ing and consumer behavior.

Doucé and Janssens (2013) revealed consumer purchase intentions to be the
reflection of their willingness to engage in a business transaction in various ways
like the acquisition of products or the price readiness to pay. It was also indicat-
ed by similar results from studies conducted by Herrmann et al. (2013); Span-
genberg et al. (1996) that talked about consumers’ intention to re-visit the store
or pay a higher price for products. Consumer intentions also deal with the will-
ingness to spread positive word of mouth and encourage others to perform busi-
ness with the store Adams and Doucé (2016). Gvili, Levy, and Zwilling (2018)
reflected on how the effects of scented cues along with color congruent adver-
tisements build a positive impact on consumers’ emotional and attitudinal
responses.

3.2.3. Purchase behavior reflecting time and money spent

Solomon (1996) discussed consumer purchase behavior to be an extremely
complex concept, usually resulting from an interaction between the consumer
and its immediate environment (Hansen, Percy, & Hansen, 2004). According to
Holbrook and Hirschman (1982), purchase behaviors are driven by a certain set
of factors and motivations. Scholars have been interested to decode these factors
contributing to consumers’ purchase decision-making. Blackwell, Miniard, and
Engel (2001) identified personality, culture, social class, and consumer attitude
to be the contributing factors to decision making. However, Voss, Spangenberg,
and Grohmann (2003) defined hedonic and utilitarian motivations to be prime
contributors to purchase intentions.
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Motyka et al. (2014) spoke about acts performed by the consumers which
are judged by observing them making purchases inside the retail stores. Morrin
and Chebat (2005) discussed how purchase behavior influenced by fragrance
tends to make consumers intend to spend extra time inside the store willingly.
Chebat, Morrin, and Chebat (2009) considered how consumers tend to underes-
timate the time spent inside a retail store under the influence of fragrance which
was again in line with the research outcomes of Spangenberg et al. (1996). Simi-
lar observations were made by Morrison et al. (2011) and Herrmann et al. (2013)
where consumer purchase behavior under the influence of fragrance was further
supported by impulsive buying within the store as well along with increased
time spent. Leenders, Smidts, and EI Haji (2019) discussed how consumers tend
to underestimate the time spent inside a retail store under the influence of high-
-intensity fragrance. Doucé¢, Poels, Janssens, & De Backer (2013) also observed
that intentions to linger the time spent inside retail stores were another reflection
of consumer behavior with the influence of fragrance. Jacob, Stefan, and
Guéguen (2014) discussed how lavender fragrance infused in a flower shop
increases consumer spending considerably. Helmefalk and Hulten (2017) dis-
cussed that a multi-sensory (auditory and olfactory) influence does increase con-
sumers’ time spent inside the retail store and builds positive purchasing behavior
intentions. Jacob et al. (2014) discussed how fragrance induced in a flower shop
made consumers spend more money in making their purchasing decisions simi-
lar to Guéguen and Petr (2006) research in a restaurant where fragrance did in-
fluence consumers inside the restaurant making them spend both more money
and time under its influence.

3.2.4. Fragrance attribute in building store recall

Morrin and Ratneshwar (2003) discussed store recall as remembering the
product and service attributes of the store. This plays an important role for con-
sumers to have an association with the store as the recall is attributed to memory
which the consumer experiences and registers during their purchasing process
(Lwin, Morrin, & Krishna, 2010b).

Fragrance characteristics try to explain the morphological structures of
a pleasant ambient fragrance including the quality, congruency, and structure.
Fragrance quality symbolizes the scent perception and differentiates it from oth-
ers (Dravnieks, 1982). While individuals could distinguish various fragrances,
they have previous experience with, it would be difficult to provide a verbal
description of the same and thus most of the time could able to experience
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a feeling of association and could recognize the scent, without being able to
identify the same (Morrin, 2010) as fragrance acts as a memory cue without
identification even as well (Herz & Engen, 1996), the fragrance is often pillared
upon other scent characteristics as well. One such feature is congruency where
the theorizing goes that people not only respond to discrete products or elements
but to the total configuration of it (Bitner, 1992). Hence, Bosman (2006) and
Herrmann et al. (2013) study talked about building a combined prior fit for the
environment and the offerings. The effect size is influenced by congruence as
people are positively predisposed to it (Herz, 2010) and incongruent fragrance
deals with the processing of information (Mitchell, Kahn, & Knasko 1995).
Considering structure, Herrmann et al. (2013) dealt with the condition where
a pleasant ambient scent containing a single or a multi-aroma dimensional al-
lows for a greater cross-study scope. His study found that ambient orange-basil
scent with green tea (multi-dimensional) is less effective than orange (single)
because it is more challenging to process.

3.2.5. Isolated control factors

Researchers distinguished gender and age as the most widely used control
variables in past studies. It was observed that considering physiological evi-
dence, women have a greater level of sensitivity and outperform men in fra-
grance detection and response (considering detection, identification, discrimina-
tion and memory) and more response to fragrance than men (Doty & Cameron,
2009; Herz & Engen 1996). Helmefalk & Hulten (2017) study discussed that
fragrance results in women exhibiting a more positive mood than men. Further,
it was observed that fragrance does affect a considerable portion of a women’s
brain (Yousem et al., 1999). However, not many tests are there discriminating
gender differences in response to ambient fragrance (Baron. 1997; Lwin, & Mor-
rin, Krishna, 2010b) which might be a result of lower power in aggregate analy-
sis. Chebat, Morrin, and Chebat (2009) study spoke about how fragrance facili-
tates expenditure for young consumers less than 35 years of age and does not
have a significant impact on older consumers. At the same time, considerable
differences in respondents’ susceptibility to ambient fragrance could be related
to olfactory capacity which continues to change with age during an individual’s
lifespan, where significant loss of olfaction happens for older generations (Cor-
reia et al., 2016). Correia et al. (2016) study also determined that olfactory per-
formance is best visible within the age group of 20 to 40 years and considerably
declines afterward.
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3.3. ZMET - a unique process orientation for building constructs

Zaltman Metaphor Elicitation Technique (Zaltman, 1997; Zaltman & Coul-
ter, 1995) is a tested method discovered in the early 1990s basically to compre-
hend and understand consumers by evoking metaphors that disclose prominent
aspects of the unexpressed mental models. The laddering interview technique
which is a qualitative research tool is highly successful in understanding what
and why people buy and use products and services. By using the power of elicit-
ing metaphor, it could further move to illustrate in the respondent’s tune the
concepts and ideas that are there in the mental model (Ling, Yang, Liu, & Tsai,
2009).

The usage of metaphor as a research tool also helps consumers reveal and
form a concrete mental structure of both their thoughts and feelings revolving
around the object of inquiry, thus creating a deeper understanding of knowledge
by probing out the concepts found through laddering channels. This in a way
allows researchers to study the data thus retrieved in a deeper context than is
possible through a traditional laddering research study. Warden and Chen (2009)
discussed how the combination of in-depth interviews and photographs collected
from the respondents helps build a connection between the respondent’s deeply
rooted thoughts and their external experiences, which further contributes to gen-
erating important questions comprising of “how” and “why” as part of the lad-
dering techniques (Ling et al., 2009). This defines a well-build mental structure
of the respondents (Christensen & Olson, 2002; Ji & King, 2018). ZMET would
be the starting point for carrying out further research with a structured question-
naire that emerged from the hidden constructs identified in the study. Moreover,
this mixed-method approach was prominent in research carried out by Yang and
Chen (2015) where in-depth interviews were performed to understand that fra-
grance did play an important role in making a purchase intention for buying
cosmetics. Additionally, Castellanos et al. (2010) introduced an in-depth inter-
view through narrative analysis to understand how respondents, when introduced
to fragrance, bring out positive childhood memories. Xiao, Tait, and Kang
(2020) conducted in-depth interviews to understand how fragrance plays an im-
portant role in mapping people and places and building perceptual patterns influ-
enced by fragrance.
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4. Integrative framework based on the findings

As the main result of the literature review, an integrated framework (Figure 5)
has been developed which maps insights within fragrance impact on consumer
responses on the 81 articles reviewed. The model below brings the determinants
driving or hampering consumer responses, the set of control variables that influ-
ence such consumer responses, outcomes, and consequences of measured
fragrance in retail stores. It is also emphasized that ZMET would play a crucial
role to bring out the hidden metaphors amongst consumers which would play
a significant role in decision making under fragrance in a retail setup and it
would be interesting to understand the impact of fragrance on consumer re-
sponses on a cross-country setup (India and Poland) as it is already established
that culture plays a significant role in consumer’s decision making (Fleck
& Maille, 2010; Gilbert, 2008). Moller and Herm (2013) discussed the difficul-
ties of presenting the appropriateness of fragrance considering culture and other
personal attributes. Helmefalk and Hultén (2017) spoke about how more atten-
tion should be devoted to studies on the impact of fragrance on consumers’ emo-
tions and purchase behavior across different cultures.

Figure 5. An integrative framework for modeling consumer responses to olfactory

marketing
Research methods
v ZMET
Cross country v ::nc;gg\jig\:\%up
evaluation A .
v In-depth interviews
Consumer responses
Cognitive response
Ambient fragrance »  Product/Store recall
No scent vs scented » Intentions
condition v' Purchase intentions
v" Intentions to recommend
Behavior
=  Expenditure
Controlled variables = Staying back or
v Gender lingering in the store

v Age

Source: Authors’ own elaboration.
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5. Discussion

The study is an attempt to present the research framework which can be
useful for the retailer in developing their strategies aiming at evaluating olfac-
tory marketing.

Turley and Milliman (2000) investigated the impact of fragrance on con-
sumers under an artificial laboratory setup. This review also witnesses several
studies conducted in real commercial retail spaces and the results from both en-
vironments seem to comply with each other.

Fragrance marketing is an integral part of today’s contemporary marketing
approaches, but from the literature review, it could not be concluded that the
organizations implementing fragrance marketing fully comply with the com-
pleteness and accuracy of the information of the results fetched from scientific
studies while applying fragrance in their retail environment as it is a highly ex-
pensive affair for these firms to extensively conduct independent research. Stud-
ies have also witnessed fragrance having no impact on consumer perceptions and
emotions (Teller & Dennis, 2012). Moreover, Parodi et al. (2010) discussed how
some potentially harmful chemical fragrances in cosmetics could lead to leuke-
mia along with severe skin inflammation, and certain nanoparticles used with fra-
grance in anti-aging creams and perfumes also induce cancer (Vijaya et al., 2020).
Further investigation by Bagasra et al. (2013) disclosed how synthetic perfumes are
used extensively in a variety of products such as cosmetic soaps, detergents, and
other daily used products contribute to autism spectrum disorder amongst individu-
als, mostly kids. Hence retail marketers need to be cautious about the ill effects of
fragrance and its consequences on retail consumers as well.

It is recommended that firms that are planning to adopt fragrance marketing
as a part of their customized marketing approach or retail marketers who are
already incorporating fragrance in their retail spaces, need to be fully aware of
the applications and effects used in scientific studies and at the same time fine-
tune their fragrance marketing research considering their strategy so that they
could best utilize the same.

It is also important to note that fragrance is one of the elements of sensory
expression to have a long-lasting impression on a retail consumer and it could be
best exploited if goes together with other sensory cues like temperature, music,
layout. Considering the relationship between fragrance and retail store to yield
optimum results, the former needs to build congruency with the product or ser-
vice, with the retail space, and most importantly the profile of the consumers to
receive the set results (Lin, 2004). Hence, consumer demographics, especially
gender, plays a crucial role in successful fragrance implementation. Knasko
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(1995) administered a chocolate fragrance as the respondents’ observed a series
of images considering babies, chocolates, and trees which induced a level of
excitement, while Vinitzky and Mazursky (2011) using the same fragrance iden-
tified an increase in footfall to the online store along with an increase in explora-
tion of products. This sets the basis for investigating the impact of fragrance on
demographics, especially gender.

Finally, retail firms are desperately trying to full-proof their in-store innova-
tions with pleasant ambient fragrances, an unpleasant fragrance could yield more
serious detrimental effects, with severe impact than a pleasant fragrance yielding
positive effects (Herz, 2011). Hence an extensive exploration and understanding
of the impact of unpleasant fragrances on sources like kitchen areas displayed
inside retail spaces need to be explored given the lack of studies conducted. Fur-
thermore, Gaby and Tepper (2020) discussed how fragrance when presented in
different ways creates a difference in intensity and pleasantness and reflects
differences in subsequent brand recall as well. Hence, fragrance intensity and its
impact on retail setup could also be a possible research area that needs attention.

6. Conclusions

There are several contributions this study has made, especially for retail
marketers. First, retail managers would have a clear understanding that con-
trolled input of fragrance would positively impact the time spent by consumers
in a retail store. This finding is in line with the studies of Doucé et al. (2013) and
Morrison et al. (2011) who have similar results on the influence of fragrance on
consumers’ decision-making regarding time spent inside the retail store.

Second, the fragrance would create a “feel-good” factor and thereby a posi-
tive brand attachment for consumers inside retail destinations, thus contributing
to spending more money. This is in line with Herrmann et al. (2013) study which
discussed how consumers influenced by fragrance ends up spending more during
their shopping encounters.

The study contributed to the existing body of literature establishing why it
is more important to create that first impression with the right fragrance, creating
a long-lasting positive emotional state of mind that helps create experiences
(Schmitt, 1999) and form brand loyalty (Pullman & Gross, 2004; Anguera-
-Torrell, Alvarez Leén, Cappai, and Sanmartin Antolin (2021) toward the store.
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7. Limitations & future work

This review like all other research work has limitations. First, the proposed
framework is a summary of the most studied variables. Data constraints are also
reflected on pleasant fragrance and its geographic focus on Europe and America.
In most cases, fragrance perceptual properties are learned and carry culture-
-bound meanings. Hence, for this study, generalizations would be difficult which
accounts for the main effects of scent pleasantness and activation and the review
may not be extended to other cultures.

The researchers suggest scope for future work. The authors identified stud-
ies on the interaction between fragrance and music (Mattila & Wirtz, 2001; Mor-
rison et al., 2011). Thus, there is scope to consider the influence of fragrance
clubbed with other atmospheric variables (color, lighting, temperature, and
crowding). Moreover, a lack of studies has been identified on the influence of
ambient scent on the service environment, especially in restaurants (Guéguen
& Petr, 2006). A significant number of studies have investigated the influence of
fragrance on consumer behavior. However, little to very less has explored the
impact of fragrance on employee behavior understanding the factors that moder-
ate this relationship.
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