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Abstract  
 
 

Background The stiff competition in retail markets has led the retailers to find ways 

to stand out by enhancing the store atmosphere using different 

atmospheric variables and sensorial strategies for the different senses 

to influence consumers’ behavior. One of variables frequently used is 

music. Many businesses have played music such as fashion retail 

stores. While they play music to improve the store environment, it is 

very important for retailers to know from the perspective of the target 

market in order to match their music preference. The focus of this study 

is on music in fashion retail stores. 

 

Purpose The purpose of this study is to explore the perspective of consumers in 

Sweden on their perception of the music played inside the fashion retail 

stores. Moreover, their resulting attitudes related to music as a sensory 

cue in fashion retail environment will also be investigated.   

 

Method A qualitative method was used to accomplish the purpose of this study. 

Semi-structured interviews were conducted with consumers who are 

residing in Sweden for a number of months to assure their multiple 

shopping experience in fashion retail stores.    

 

Conclusion Fashion retail consumers in Sweden have a favorable perception of 

music played inside the store. There are three resulting attitudes of 

consumers as influenced by music: i) increased amount of time 

spent inside the store; ii) explored and browsed the merchandise and 

iii) made unplanned purchases. In general, music improves the store 

atmosphere. This study also revealed that music is a useful stimulus 

for sensory experience to consumers which could induce pleasure 

and arousal non-verbal response which are positive behaviors 

beneficial to the fashion retailers.   
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1. Introduction 

The growing interest of the using human senses in marketing has inspired the authors to 

conduct a research on sensory marketing: It ignited their curiosity specifically on the 

music played in fashion retail stores. An overview of the topic was first discussed in the 

subsequent section, followed by purpose of the study, research question, delimitations, 

significance of the study, limitations of the research and definitions of some important 

key terms. 

1.1 Background  

Businesses have been using sensorial strategies but it is only in recent years that studies 

on sensory marketing have been conducted. The purpose of which is to find out how the 

use of five human senses (sight, hearing, taste, smell & touch) can influence consumer 

behavior. Many companies had an increasing interest in the importance of the human 

senses in marketing not only on sight sense but other senses as well (Hultén, Broweus 

& Van Dijk, 2009).   

 

With the stiff competition in retail markets, retailers are steadily finding ways to make 

their retail offering stand out and one way is by providing a pleasant and exciting 

shopping atmosphere (Sherman, Mathur & Smith, 1997). The store environment is used 

by marketers to enhance product perception in order to influence affective responses 

(Fern & Raman, 2015). Visual merchandising is used by retailers to improve the store 

appearance and its perceived image from consumers’ standpoint (Law, Wong & Yip, 

2012). Hotels, restaurants and retailers negotiate with makers of scents for creation of 

distinct smell that will boost consumer spending, entice consumers and make brands 

memorable (Dowdey, 2008). Mattila and Wirtz (2001) state that perceptions of the store 

and its products, including those products that are difficult to scent could be altered by 

ambient scent. Results of the study by Fiore, Yah and Yoh (2000) suggest the 

significance of combining store display with carefully selected fragrance. Other retailers 

play music as an addition for enhanced in-store atmosphere. In the previous research of 

Andersson, Kristensson, Wästlund and Gustafsson (2012), marketers use music as one 

of the tools to create good consumer experience and influence consumer behavior.  
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Aside from creating an atmosphere to stand out, retailers allowed their products to be 

touched. IKEA in Norway allows their consumers to stay a night for free to have a touch 

experience of the actual features of their beds (Hultén et al., 2009). In launching new 

food products, some food processors conduct food tastings or giving away food samples 

so target consumers will be able to taste and hoping that their products will be included 

in their next grocery shopping list. A taste that differentiate from others will add in 

creating a product image or brand (Hultén et al., 2009). Sachdeva and Goel (2015) argue 

that people use their senses to inspect, test and try on.  

 

In relation to influencing consumer behavior, Puccinelli et al. (2009) in their study on 

understanding the buying process, state that store environment can connect with 

consumer perceptions to affect behavior. According to Soars (2009), shopping experience 

can be improved and behavior change can be influenced through sensory stimuli. In the 

research findings of Mehrabian and Russell (1974), stimuli can affect the emotions of 

individuals, which can in turn influence their responses. 

Emotion is the main factor of influencing people’s luminal and subconscious levels and 

it makes people feel good by acting as an internal motivator (Fiore & Kim, 

2007).  According to Fern and Raman (2015), emotions can be influenced artificially, 

thus marketers usually use their store environment in order to influence consumers. 

Previous studies recommended that in shopping behavior, the attributes of a store have 

a distinct and relevant influence where the consumer moods condition made-up by the 

store environments (Robert & John, 1982). Through the use of atmospherics, the store 

can offer a unique environment to their consumers to influence their buying decision 

(Kotler, 1973).   

 

In the research conducted by Kotler (1973) regarding atmospherics, the findings show 

that buyers respond to the total product which includes services, warranties, packaging, 

advertising financing, pleasantries, images, and other features that accompany it. He 

points out that one of the most important features of the total product is the place where 

it is bought. His two interesting findings: 1) there are cases in the purchase decision 

where the atmosphere of the place had a larger impact than the product itself; and 2) 
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there also cases wherein the atmosphere becomes the primary product. These show the 

importance of store atmosphere and how it affects purchase decision of consumers.    

 

Kotler (1973) explains that atmosphere is captured through sense and the atmosphere of 

a specific set of surroundings can be described through sensory terms. Sight, sound, 

scent, and touch are the main sensory channels for atmosphere. Among the four 

channels, this study deals only with the use of music as an atmospheric variable and 

sensory cue in retail environment through sound sensory channel. As mentioned earlier, 

music is used in retail stores to create a good in-store atmosphere. Music works as an 

ambient factor in the retail environment for the shoppers to make the store’s environment 

refreshing, entertaining, friendly and pleasurable (Jain & Bagdare, 2011). Music has an 

influencing power in shaping the retail store experience as well as the consumer behavior 

in the retail store which is widely recognized nowadays. It is a powerful stimulus (Jain 

& Bagdare, 2011). In delivering the service to consumer, music is one of the best 

frequently used atmospheric factors (Yalch & Spangenberg, 1990). According to Areni 

(2003), atmospheric music creates the right image to make the consumer stay longer. 

When people stay in the store, music is the only thing which affects them for the whole 

time (Sweeney & Wyber, 2002). Oakes and North (2008), states that music is the key 

component of servicescape and there are some variables like genre, tempo, volume, 

effect stay duration. It should be noticed however that despite a number of studies that 

have been conducted on the use of music in different businesses, conclusive findings 

through empirical research on the effect of music in fashion retail stores is scarce or in 

infancy (Newman & Patel, 2004; Broekemier, Marquardt & Gentry, 2008; Ballantine et 

al., 2015). 

 

1.2 Statement of the Problem/Purpose of the Research 

The study is anchored on the sensory marketing concept on the use of music in various 

businesses and as one of the atmospheric variables. Companies have realized the 

importance of using music as a sensory cue in marketing. According to Yalch and 

Spangenberg (1990), some form of environmental music is used in retail and service 

organizations to improve the store atmosphere and influence consumer behavior. Since 

the early twentieth century, firms have used music in communicating messages, 
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company and product awareness, and to enhance an idea (Hulten et. al., 2009). 

Interestingly, sound sense has been used as a channel to influence consumers. Microsoft 

developed for eighteen months a specific sound for Windows Vista starts up which 

expressed brand identity and a pleasant sound experience when played in millions of 

computers every day (Hulten et al., 2009).  

In Sweden, music is one of the atmospheric variables and a sensory cue used by fashion 

retailers. Music is used as a tool in the servicescape to create a good consumer 

experience and influence consumer behavior (Andersson et al., 2012). The authors want 

to explore on the perspective of consumers in Sweden on their perception of the music 

played. In addition, the consequent attitudes of consumers to music as a sensory 

marketing cue in fashion retail environment will also be investigated. Based on the data 

gathered, the authors will determine the effective use of music to influence the 

perception and in-store behavior of the consumers. 

 

1.3 Research Question: 

The main focus of this study is the consumers’ perception on music played in the fashion 

retail store and how it affects to their attitudes relating to music as a sensory marketing 

cue.  

The key research question that will be addressed to achieve the purpose:  

 

How is music perceived by consumers and their attitudes related to music as sensory 

marketing cue in fashion retail environment? 

 

In order to address this question, the authors investigate: 

• How they perceive music while they are shopping inside the store? 

• How they feel about the music played? 

• Their attitude towards music while inside the store  

In order to answer the key research question a qualitative research will be done. An in-

depth interview for one (1) hour will be conducted to 15 consumers in Sweden to fully 

explore and deeply understand the perspective of the consumers in relation to music 
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during their shopping experience. Four topic categories will be covered during each 

interview in an atmosphere where interviewee could open up, freely express and 

describe their experience elaborately. Follow up questions will be asked to ensure that 

all the vital topics are covered and confined within the boundaries of the research 

questions. 

 

1.4 Delimitations:  

The study is primarily conducted in Sweden where both local and international fashion 

retail stores are located. Since this research used the qualitative method, the group of 

consumers chosen were from Jonkoping where the authors currently reside for 

convenience and to save cost. Swedish Chambers (2010) states in their market brief on 

garments that the fashion conscious young people are the primary highest-purchasing 

group. This means they have more shopping experiences compared to other age brackets. 

It is in this context that the authors chose the young consumers as participants of the 

research to gather their insights. Further, specific gender was not considered in the 

choice of the respondents. The views of both male and female shoppers were sought. In 

addition, only those consumers with multiple shopping experience in fashion retail 

stores were selected to get better insights to answer the research question.     

Fashion retail environment is the focus of this study. While there are variables or stimuli 

used by the retailers inside their stores, the authors chose only the music as the focal 

point in this research. 

 

1.5 Significance of the Study:  

This study will be of great benefits to the following stakeholders: 

 

• Management of fashion retail stores 

Findings of this study will serve as feedback mechanism from the consumers. It will 

give the management valuable information on the perspective of consumer about in-

store music and whether the perceptions of the consumers align with their intentions of 

the use of music. Additionally, it will guide them on the effective utilization of music in 

retail environment.  
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• Store managers 

The research will enlighten and give a better understanding on the importance 

atmospherics and the use of sound sense through music to make their stores stand out.  It 

will provide ideas on how to use music to make it more appealing to the sound sense of 

their target consumers.  

 

• Would-be investors who will go into fashion retail business  

The study will serve as a guide to those who would like to establish a fashion retail 

business them on the use of music as integral part of their sensory marketing. 

 

• Future researchers  

The research results will give insights on enhancing the store environment and the use 

of music as one of sensory marketing cues and may propose further research related to 

the current study.   

 

1.6 Limitations of the Study 

This research has limitations to consider although it has reached its objectives. Since the 

time frame of the study was only for a few months, the research was conducted on a 

small size of population of consumers. In addition, due to financial constraints, the 

participants chosen for the interviews were from Jonkoping area only. Experiment on 

different kinds of music in a larger sample size of population of different age groups and 

gender, and in different areas of Sweden could have been conducted. The actual response 

of consumers through the experiment will give a more in-depth study on the influence 

of music in fashion retail environment.  

This research by its nature could not directly assess the suitability of the music to the 

persuasion context of the consumers as the authors were not physically present in the 

stores to observe their responses. The authors, therefore, relied on secondary sources 

and on the integrity of what the interviewees said. A more direct indicator of music 

suitability, and direct observation would have been desirable. 

Finally, it was the original intention of the authors to conduct interviews to the fashion 

retail owners or managers to get their side particularly on the reasons of playing music 
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and the types of music and compare the data with that of the consumers. However, all 

of the fashion retailers that the authors approached for interviews have replied that their 

schedules were so hectic. If it would possible the whole picture of both retailers and 

consumers could have been presented.   

 

1.7 Definition of Terms 

“Affect refers to an internal feeling state (Russell and Carroll, 1999) and represents a 

general term used to refer to the collection of moods (low intensity, diffuse affective 

states) and emotions (differentiated, intense affective states with clear causes)” 

(Puccinelli et. al., 2009, p. 22). 

 

“Arousal is the extent to which an individual feels stimulated, excited, alert, or active” 

(Andersson et al., 2012, p. 554).  

 

“Atmosphere is the collection of stimuli (atmospheric variables) which impinge upon 

individuals senses effecting the total experience of being in a given place at a given place” 

(Milliman & Fugate, 1993, p. 68). 

 

“Atmospherics is the study of atmospheres, atmospheric variables, and their effect of 

buyer behavior” (Milliman & Fugate, 1993, p. 68). 

 

“Atmospheric variable is any component within the individual’s perceptual field which 

stimulates one’s senses and thus affects the total experience of being place at a given 

time” (Milliman & Fugate, 1993, p. 68). 

 

“Background Music is studio musicians playing instrumental” (Yalch & Spangenberg, 

1990, p. 57). 

 

“Dominance is the degree to which an individual feels influential, in control or 

important” (Andersson et al., 2012, p. 554). 
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“Fashion retailing is a type of retailing that includes selling clothing, apparel and 

accessories” (IGI Global, n.d.) 

 

“Foreground Music includes original artists and lyrics” (Yalch & Spangenberg, 1990, 

p. 57). 

 

“Perception is the process through which information in the form of stimuli in the 

environment is selected, organized, and interpreted through the sense organs” (Szmigin 

& Piacentini, 2015, p. 156). 

 

“Pleasure refers to the affective state of feeling good, happy, pleased or joyful” 

(Andersson et al., 2012, p. 554). 

 

“Visual merchandising is the art and science of presenting products in the most visually 

appealing way, emphasizing on the communication with the consumers through images 

and presentations” (Ebster & Garaus, 2011). 
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2. Literature Review 

This chapter presents the theories on consumer behavior such as perception, sensory 

marketing and mood. It also gives an overview on the pleasure, arousal and dominance 

(PAD) model to understand music as one of the stimuli in store environment and the 

resulting possible shopping behavior. Retail atmospherics and the dimensions as well as 

the different types of music and corresponding reactions of consumers react on each 

dimension and type are also presented.  

2.1 Consumer Behavior 

“Consumer behavior is the study of the processes involved in selecting, purchasing, using 

evaluating, and disposing of products and services that will satisfy a person’s 

needs”  (Wells & Prensky, 1996, p. 5). It is not just to purchase the product, the behavior 

also includes browsing and influencing others as well. According to Schiffman, O'Cass, 

Paladino and Carlson (2013), consumer behavior focuses on individuals, families or 

households to spend their time, money and effort for consuming the product or service 

and it’s all about how consumer feel, behave and think. 

Consumer behavior includes the ways where; 

i. Consumer decides how they spend their time and money by purchasing products 

which satisfy their needs. 

ii. Markets try to offer products and various service to the take consumer full 

attention, so that they will buy from them. 

Markets are now trying to ensure that brand image is related with the consumer’s self-

image (Szmigin & Piacentini, 2015). Brand image is defined as “the set of beliefs held 

about a particular brand” (Kotler, 1988, p. 197). According to Grubb and Grathwohl 

(1967), consumer buying behavior is related to the person’s personality and the image of 

the purchased product. For the marketers, it is really very important to find out how their 

consumers behave for making their decision to purchase products. Wells and Prensky 

(1996), create a general behavioral processes of consumers use to satisfy their needs 

(shown in Figure 1). This process classifies consumer’s thoughts and feelings while 

making his purchasing decision. Moreover, they mention that these thoughts and feelings 
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are generated by the psychological process of motivation, perception, learning, attitude 

and decision making. 

 

Figure 1. Behavioral Processes. Adapted from Wells and Prensky (1996)  

Motivation is the psychological or internal process of a consumer where he recognizes 

his needs which satisfy himself. It could vary from individual to individual. Once the 

motivation find a need then it starts to process the perception, learning, formulate the 

attitude and finally making the decision to purchase or not. Another process is perception 

which is all about how consumer perceive the product when he identifies his need. In this 

process, the individual choose stimuli in his environment, collect information about them 

and interpret to give a logical picture (Wells & Prensky, 1996). The third process is the 

learning process which is the process of making the consumer knowledge for changing 

on their exchange activities. It helps to increase the efficiency on the behavior of 

consumer. It is linked with perceptual and storage process, the process which can add or 

alternate the information (Jacoby, Chestnut & Fisher, 1978). The fourth process is attitude 

formation. “This is the process by which individuals form a feeling or opinion about 

objects in their environment” (Wells & Prensky, 1996, p. 56). Sometimes people’s 

attitude is based on learned knowledge from what they experienced. Then they evaluate 

their knowledge to create an attitude for that certain object. The last behavioral process is 

decision making, which is the tool for the consumer to choose among substitutes. It plays 

a key role in consumer behavior.   

This behavioral processes will guide marketers on how the consumers use these processes 

as tools such as using perceptual process to search for the information in making a choice 

of a certain product or service.   

 

 

Motivation Perception Learning
Attitude

formaltions
Decision 
Making
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2.1.1 Perception 

 

“Perception is the process through which information in the form of stimuli in the 

environment is selected, organized and interpreted through the sense organs” (Szmigin & 

Piacentini, 2015, p. 156). Another definition is that perception is a determinant under the 

consumer behavior and it is an approximation of reality (Consumer Psychologist, n.d.) 

Solomon, Bomossy, Askegaard and Hogg (2014) introduce the process of perception 

(shown in Figure 2) where they explain that the initial step is the exposure to stimuli which 

are the sight, sound, smell, taste and texture. These stimuli are similar to the stimuli in 

sensory marketing. Sensory receptors, attention and interpretation are the three stages of 

creating perception. 

   

 

 

 

 

 

 

 

 

Figure 2: The perceptual process. Adopted from Solomon et al. (2014)  

Sensory receptors (ears, eyes, nose & mouth) will create the immediate response of 

consumer. Sensation is also known as exposure. Exposure assures that the stimulus placed 

in a proper place, so the consumer can access them properly. Successful exposure depends 

on several things. It is linked to physical positioning which can be managed by marketing, 

but consumers can also limit their own exposure to stimuli through active seeking and 

avoidance of stimuli (Szmigin & Piacentini, 2014).   

The next step, attention focus on the stimuli which is getting through the exposure or 

sensory receptors. According to Solomon, Bamossy, Askegaard and Hogg (2014), people 

live in an “information society” where lots of information about the products are already 
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there to grab consumer’s attention. As consumers are exposed with information, 

marketers are now trying to present themselves in a different & creative way. In a retail 

setting, marketers can use different stimuli in their store environment to grab the attention 

of consumers. One of the stimuli that can be used is music. However, marketers need to 

be very careful on selection of music because various people have different taste of music.  

 

After the attention period consumer tries to interpret their thoughts and feeling about that 

specific stimuli. According to Chernev (2001), consumers interpret information from 

their prevailing established preferences more than the information that is contrary to their 

beliefs. For example two people may hear the same music in the store but behave quite 

differently. From consumer point of view, music builds up a general image of exterior 

and interior elements of a retail store (Puccinelli et al., 2009). Through the interpretation 

consumer response could be described which directly move toward their perception. 

 

Marketers try to show their brand’s positive impression through the environment of the 

store to their consumers because it has an influence on their purchase decision. In 

marketing, consumer perception is crucial as it shapes consumers’ purchasing decisions, 

also based on their sensory preferences (Marketing Mix, 2010). It is known to influence 

consumer behavior particularly in purchase decision process (Boundless, 2016). 

 

The perceptual process will guide the authors in evaluating the music used as stimulus in 

fashion retail stores. It will help to create a positive or negative perception to the 

consumers exposed to it. According to Krishna (2012), perception works as an awareness 

for the consumer’s sensory experience. 

 

Aside from the perception, senses are used as sensorial strategies in retail environment. 

The next section discusses about sensory marketing. 

 

2.1.2 Sensory Marketing  

The study of sensory marketing, being newly introduced, has elicited huge interest. 

Researchers have come to realize the importance of senses as tools in marketing. Central 

to this study, aside from consumer perception, is to find out how behavior relates to music 
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as sensory marketing cue in fashion retail stores. With this in mind, related literature will 

be discussed in this section. Findings of previous studies conducted by Krishna (2012) 

and Hultén et al. (2009) on sensory marketing are explained specifically on sound sense 

and music which relate to this research. 

Hulten et al. (2009) got interested on sensory marketing way back in 2006 through a 

university research project. They realized the importance of human senses in marketing, 

particularly on how different sense expressions such as scent, music, design, taste, and 

texture can help clarify the identity of a firm or a brand. In their opinion, the five human 

senses determine the purchase and consumption experiences a firm creates through its 

marketing strategy and tactics. This has prompted them to develop new marketing 

knowledge which is the use of human senses in marketing. Moreover, the human brain 

will create an image as a result of the experiences an individual has of a firm or brand. 

Similarly, Krishna (2012) who considered herself a sensuist, is a pioneer in the field of 

sensory marketing when she conducted a study focusing on many forms of sensory 

perception - visual, haptic, olfactory, taste and combinations. She says that numerous 

firms have just started to recognize the strength of senses in affecting the deepest part of 

the human brains (Harvard Business Review, 2015). Additionally, she suggests that every 

retail company should consider using the senses to assist in creating and reinforcing brand 

personalities that consumers will appreciate and remember. She creates a conceptual 

framework of sensory marketing to highlight the difference between perception and 

sensation.  Also in her research, she focuses on the key elements of the senses that can 

generate future big-step insights (shown in Figure 3).  
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Figure 3. A conceptual framework of sensory marketing. Adapted from Krishna (1997) 

In her framework she talks about the five human senses. Haptics is the touch sense. Haptic 

receptors is also called mechanoreceptors which is the upper layer of human skin 

(Krishna, 2013). Product touching can change the reaction or impression of the consumer. 

For example, if it is a clothing store he/she can get the feelings of the fabrics by touching. 

Recently marketers are getting to know the importance of haptics.  

Another sense is olfaction, the sense of smell. Sometimes, information from touch meets 

to an end, then smell sense helps. According to Krishna (2013) there is a psychological 

connection between smell and memory where she mention the scent encoded information 

last longer in consumer memory. Even after a long time, human has that ability to 

recognize the previous smell after smelling the new scent (Schab & Crowder, 1995). 

Audition is the hearing sense of human. Ambient sound such as music is used in retail 

stores, hotels and restaurants. It creates the environment more exciting and happening. It 

can change the consumer actual time spending and the perception of time spent. 

Sometimes not only the sound can change the perception, also the voice has a big 

influence on consumer. For example when a person hears the voice of James Earl Jones 

says “This is CNN’’ his deep voice gives the impression that the time of the news is 

accurate and all the important events of the world will telecast (Krishna, 2013). The next 

sense is taste. “The sense of taste is the most distinct emotional sense and often interacts 

with other senses” (Hultén, 2011, p. 259). Nowadays, marketers are using the place or a 

corner of the grocery store to serve showcase their products so consumers can take 

samples to taste and after tasting consumer will create his actual perception. The last sense 

is vision, which is the sight sense of human. Vision is the sense where consumer can 

clearly recognize the difference between the sensation and perception (Krishna, 2013). 

The sight sense emphasizes on the color, light and theme. All these five senses build the 

consumer perception for certain product or service. 

The perception may move towards into two sections, one could be emotion and another 

could be cognition. According to Krishna and Schwarz (2014), it is really difficult to 

understand human cognition because human interact in the world though their thinking 

and senses. Mental simulation or imaginary is enough to determine the cognition, though 

many researchers talked about bodily states need to be involved in cognition (Barsalou, 

2008). It has been found that there are lots of researches conducted on the emotion of 
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consumer behavior however, there is no research started yet on its grounded nature 

(Krishna, 2012). 

As the study is all about music, the authors follow only the sound sense. Hulten et al. 

(2009) also discuss all the five senses and how to use them as sensorial strategies in 

marketing. One of these senses is the sound sense. They state that although sound has 

been already used in mass marketing but it was confined in communicating messages and 

creating awareness about the company and its products on television and radio 

commercials in which music is used to dramatize or enhance an idea.  

 

In the succeeding section, the findings of Krishna (2012) and Hulten et al. (2009) on the 

use of music as sensorial strategy and how it effects to the consumers is discussed.  

 

2.1.2.1 Music as Sensorial Strategy 

Krishna (2012) conducts a research on the impact of music on consumer perceptions on 

time duration and distance traveled in a retail setting. The results revealed that shoppers’ 

affective response to the retail environment improves through music. 

In the same manner, Hulten et al. (2009) made findings on the sound sense and the effect 

of music to consumers which are summarized below: 

• Sound is used through logotypes, jingles, voices, or music in sensory marketing; 

• Music can make a sound experience and strengthen the image and identity of a 

brand and create a long-lasting impression on consumers; 

• In service landscape, music can make the consumers feel comfortable, stay longer 

in a store, make more purchases and tell others about the store; 

• Slow tempo music makes consumers perceive shorter waiting time which can 

result to more unplanned purchases; 

• Music can influence people’s arousal level; 

• Good selection of background or foreground music is important in order to create 

a pleasant atmosphere in barber shops, restaurants, and department stores.   

 

It also shows music suits to different business places and it offers marketers ample 

opportunities to influence consumers’ behavior. The sensory marketing framework will 
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be utilized to determine if the consumers in Sweden will have sensory experience with 

identical behaviors of previous researches when they hear the music in the fashion retail 

environment.   

 

The related behavior can be assessed using the pleasure-arousal-dominance (PAD) 

model. This is to uncover if music as a stimulus in the store environment will cause a 

nonverbal response to the consumers and their corresponding attitude. This will be 

tackled in the next section. 

 

2.1.3  PAD Model  

In this section the authors discuss about the pleasure, arousal and dominance (PAD) 

model which will help to understand all the emotional response of consumer about music.  

 

Mehrabian and Russell (1974) developed the three dimensions -- pleasure, arousal and 

dominance (PAD) model where they mentioned that arousal referred as degree of novelty, 

pleasure defined as the consumer’s satisfaction and lastly dominance defined the 

consumer’s feeling of being controlled. They explain that emotional states can be 

embodied by some combinations of pleasure, arousal and dominance which led them to 

develop the PAD model. In the PAD model, the stimulus are music, color, scent, 

temperature, layout and lighting while the effects on the shopping behavior could be 

reflected in time, exploration, communication and satisfaction. Figure 4 shows a 

framework on store environmental factors, nonverbal responses, and shopping behaviors 

(Yalch & Spangenberg, 2000). As the research is all about music in fashion retail store in 

Sweden, here the authors focus only on the music.  

 

 

 

 

 

 

 

Figure 4. A framework integrating store environmental factors, nonverbal responses, and 

shopping behaviors (PAD model). Adapted from Yalch & Spangenberg (2000) 
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To create the store environment more likable and lively music is a very essential factor 

and also it has a very strong influence on consumer’s mood. Yalch and Spangenberg 

(1993) claims that individuals’ moods or emotions are affected by environment by 

changing their state of pleasure, arousal and dominance. Pleasure and displeasure is how 

someone feel about something. For example, if someone feels good or joy it’s the 

meaning of pleasure, on the other hand if someone feels angry or bad, it is displeasure 

emotion. Liu and Jang (2009) elaborates that pleasure is the affective state of feeling 

good, happy, pleased or joyful and they stress that PAD model is one of the most 

influential models to explain the effect of physical environment on human behavior. Now, 

the arousal is the measure of how consumer feel about the environment as energetic or 

dull. For example, low arousal happens when the consumer feel that the environment is 

gloomy and high arousal occurs when the consumer assume that the environment is 

annoying. According to Areni, Sparks and Dunne (1996) arousal-non-arousal refers to 

the alertness or excitement evoked by the stimulus. Lastly, dominance is the feeling of 

being controlled and when the consumer have influenced on surrounding environment or 

in a situation (Mehrabian, 1996). Among the three dimensions, it has been found that 

environmental music condition has a direct effect on the arousal, where pleasure and 

dominance have not (Yalch & Spangenberg, 1988). 

 

In 1980, Russell and Pratt proposed to modify the three dimensions of PAD model into 

two dimensions which are the pleasure and arousal for emotional responses to 

environment. They reasoned that dominance needs cognitive interpretation by the person 

and therefore not affected by responses. For willingly buying arousal is positively related 

(Baker, Levy and Grewal, 1992). Fern and Raman (2015), stated that for the consumer 

behavior pleasure and arousal plays a very significant role which may turn to the 

consumer’s avoidance or approach behavior. 

 

Donovan and Rossiter (1982), conducted a study on store atmosphere an environmental 

psychological wherein they adapted the PAD model or otherwise known as Mehrabian-

Russell model to the retail context to test on its predictions. They suggest that PAD model 

is a good starting point study in conducting a study on approach-avoidance behaviors in 

in-store environments. “Approach behaviors relate to the willingness or desire to move 

towards, stay in, explore, interact supportively in, perform well in, and return to the 
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environment” (Donovan & Rossiter, 1982, p. 41). Where “avoidance behaviors relate to 

the opposites of the above: deteriorated performance and dissatisfaction; feelings of 

anxiety or boredom; unfriendliness to others; and a desire to leave the environment and 

not to return” (Donovan & Rossiter, 1982, p. 41). In a store consumer usually choose one 

of them behavior when they like or dislike the store environment. Based on their findings, 

time spending behavior can be determined by store-induced pleasure. Further, they found 

out that time spent and willingness to interact with sales personnel can be lengthened by 

arousal or store-induced feelings of alertness and excitement. Even Robert and John 

(1982), asked to some students to explore different type of retail stores about their aspects 

of pleasure and arousal of information rate and intention to avoid or approach. Where the 

result shown that for approach-avoidance responses, pleasure was the major predictor. 

Even Chebat, Filiatrault, Gelinas-Chebat and Vaninsky (1995) also found that in the 

approach and avoidance behavior, pleasure have a strong influence.   

 

However, when it comes to consumer mood, moods do not interpose the ongoing behavior 

of consumer although it occurs frequently (Clark & Isen, 1982). The following section 

discusses about the how consumer’s mood affect on their behavior in retail store.  

 

2.1.4  Mood 

Moods are totally different from emotion, as emotion is more in-depth, intense and in 

some cases fixed the behavior of consumer (Alpert & Alpert, 1990). To influence a 

person’s mood, stimulus characteristics works as an intervening variable (Spies, Hesse & 

Loesch, 1997) (shown in Figure 5). The store has an influence on consumer’s mood. Store 

decoration, lighting and music assist to create the store pleasurable for consumer. If the 

consumer feels good in the store, they may feel satisfied with the store and the brand as 

well. This encourages or entices them to make a purchase.    
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Figure 5. Expected relations between store atmosphere, consumer’s mood, their 

satisfaction and purchasing behavior. Adapted from Spies et al. (1997) 

 

In evaluating a certain situation, positive mood serves as additional information. If a 

person feels good, he/she has a positive attitude and may begin to evaluate that 

environment in a friendly way (Schwarz, 1989). Spies et al. (1997) also discuss that if the 

store’s environment is good, it improves the consumer’s mood and encourages or entices 

him to make more spontaneous purchases.  

 

Bruner (1990) states that music is considered an effective way to spark moods and non-

verbal communication. Music assists to grab the attention of consumers, impacts on their 

mood and helps them to memorize the brand name & the key information (Meyers-Levy, 

Bublitz & Peracchio, 2009). Even Krishna (2011) suggests music may prompt such 

interference on consumers to trigger their prior memories which are associated with that 

music. It should be borne in mind however this view is not universal as it is opposed in 

the results of the study by Liao and Liaw (2007), who assert that music cannot influence 

shopping mood. 

 

To conclude this section, it is clear that music has a strong influence on consumer’s mood. 

When the music is good, consumers react positively but when it’s bad they react totally 

the opposite. If the consumer behaves positively in the store it might lead them to 

purchase. Aside from influencing the mood, music is used as an atmospheric variable in 

retail stores.  Retail atmospherics and its influence to consumers will be taken up in the 

next section. 
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2.2 Retail Atmospherics 

As we already know from the previous discussion, music has a very strong influence on 

consumer passage through a store.  Retailers need to be very conscious because music 

work as a tool to create the atmosphere more pleasurable and calm. In the section, 

atmospherics as well as the six-stage model of Atmospheric Influence on the Exchange 

Environment (Milliman & Fugate, 1993) will be elucidated.   

 

Kotler (1973) introduces atmospherics in his study on using it as a marketing tool. He 

defines atmosphere and atmospherics to give a better understanding to the marketers: 

“Atmosphere is the air surrounding a sphere and used colloquially to describe the quality 

of the surroundings” (Kotler, 1973, p. 50). It is the silent language in communication. 

While atmospherics is defined as “the effort to design buying environments to produce 

specific emotional effects in the buyer that enhance his purchase probability” (Kotler, 

1973, p. 50). It is very important for retailers and becomes a more important marketing 

tool as the number of competitors increase. 

 

Alternatively, Milliman and Fugate in their research conducted in 1993, give new 

definitions of atmosphere and atmospherics and introduce the atmospheric variables as 

follows:  

“Atmospheric variable is any component within the individual’s perceptual field which 

stimulates one’s senses and thus affects the total experience of being place at a given 

time” (Milliman & Fugate, 1993, p. 68). 

“Atmosphere is the collection of stimuli (atmospheric variables) which impinge upon 

individuals senses effecting the total experience of being in a given place at a given place” 

(Milliman & Fugate, 1993, p. 68). 

“Atmospherics is the study of atmospheres, atmospheric variables, and their effect of 

buyer behavior” (Milliman & Fugate, 1993, p. 68). 

 

They give clear meaning to atmospherics, differentiating atmospheric variables from 

atmosphere. Thus, marketers will be able to determine and use strategically the variables 

in the retail environment to make it more appealing to the target consumers. 
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Milliman and Fugate (1993) also introduce a six-stage model of Atmospheric Influence 

on the Exchange Environment.   

 

• Stage 1 - Expected Atmosphere: It is based on one’s perception of reality. 

Consumers create their perception from actual experiences or it could be from set 

of presumed realities. It suggests that a consumer has his own marketing 

atmosphere expectations even if he has not experienced it.   

 

• Stage 2 - Approach-Avoidance Decision: It is about the approach–avoidance 

decision of consumer. When the expected atmosphere is acceptable to the 

consumer, it increases the probability of approach decision but if the atmosphere 

is unacceptable it increases the chance for avoidance decision. On the part of the 

marketer, this means a retail environment which is engaging with appropriate 

atmospheric variables such as the type of music and photographs to be used.  

 

• Stage 3 - Matching Process: This happens when the consumers take the approach 

behavior, they evaluate the physical dimensions of actual purchase condition with 

their set of atmospheric partiality. The perceived atmosphere of the consumers 

will be matched with the environmental stimuli. The aim of marketing in this stage 

is that the atmosphere experienced by the consumer should match or positively 

exceed with his expectations. 

 

• Stage 4 - Atmospheric Confirmation/Disconfirmation: Consumers will 

subconsciously do the confirmation to the positive expectations or 

disconfirmation of negative expectations which will raise the likelihood of repeat 

engagement of behavior while confirmation of negative expectations or 

disconfirmation of positive expectations will be done which could lessen the 

likelihood of repeat engagement.  

 

• Stage 5 - Evaluation: This will then take place and if there is dissimilarity of actual 

and perceived sensory experiences then there will be a higher chance of perception 

and cognitive elaboration change.   
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• Stage 6 - Stored Information: Once the consumer experience the pleasurable store 

environment, he selects the product and purchases it. The whole process helps 

consumer to store this memory for a long time. Sometimes the stored memory 

influences consumer for their future purchase behavior.  

 

Spence, Puccinelli, Grewal and Roggeveen (2014) state that store atmospherics affect 

consumer behavior. This theory of atmospherics has created a revolution in sensory 

marketing techniques which elicited retailers and manufacturers search for ways to make 

an impact to the consumers’ sensory experience. Kotler (1973) also argues that with the 

burgeoning of the product offerings and retail stores, the view of retail has transformed 

to looking beyond the augmented product. Based on the study of Donovan, Rossiter, 

Marcoolyn and Nesdale (1994), pleasant store environments make the consumers stay 

longer and spend more money.  

 

According to Kotler (1973), sound is one of the channels of atmosphere. Inside the store, 

retailers use different atmospheric variables such as scents for smell sense, decorations or 

good product display for sight sense and music for sound sense to make the store 

environment more engaging. Similarly, Morrison & Beverland (2003) point out that 

music is a significant variable in making an in-store experience and communicate directly 

to consumers’ emotions. Atmospheric music helps to block the annoying background for 

other consumers; for example baby’s crying, loud conversation and other unwanted noise 

(Areni, 2003). He further stresses that the main aural dimension of atmospheric variable 

are volume and pitch.  

 

Music is not complicated to control and modify (Spence et al., 2014). Therefore, it will 

be easy for retailers to use as one of the elements to enhance store atmosphere.  It is 

interesting to note that there is an increasing number of store chains that have started to 

invest in creating a distinctive sound for their retail spaces (Spence et al., 

2014).  Moreover, they state that store atmospherics can transform the retail environments 

into more enjoyable for shoppers thereby encouraging them to more time and /or return 

frequently.   
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Morrison & Beverland (2003) emphasize on choosing the right music in order to achieve 

such store atmosphere which reflect the store’s brand. They have observed that most of 

the music played inside the store reflects the staff member’s personal 

taste.  Consequently, this would result to mismatch between the store type and 

experiential strategy which could have an unfavorable, confusing, or unexpected effects 

on consumers.  Carefully chosen music proves in making a pleasant and relaxed 

atmosphere in shopping (Smith & Curnow, 1966). When the music is enjoyable time 

passes very quickly (Wansink, 1992). This conclusion is supported by Yalch and 

Spangenberg (2000) study which reveals that in-store music affects shopping time.   

 

The findings of Morrison & Beverland (2003) also revealed that in general retailers use 

music as part of broader brand strategy to attract and retain specific group of consumers. 

Moreover, they have determined the link between in-store music and brand positioning. 

They cite the Abercrombie & Fitch (A&F) which brand positioning targeting the young 

consumers. As a strategy, they tied music to the brand which relates to outdoors, 

destinations, and active lifestyles and they chose artists who were known by the said target 

market.  

 

Based on their research Morrison & Beverland (2003) emphasize that it is important that 

if retailers would like to use in-store music which reflect their brand, they should be 

seriously aware of the need to attain a synergistic fit between the music, the brand, and 

its target market which will create an overall brand image. Brand image is defined as “the 

set of beliefs held about a particular brand” (Kotler, 1988, p. 197).  It plays a vital role in 

a business competition where it is tough to do product or service differentiation based on 

tangible quality features (Mudambi, Doyle & Wong, 1997).   

 

The knowledge on the importance of atmospherics will help the authors on evaluating the 

effects of music as an atmospheric variable in fashion retail store and the importance of 

choosing the right music to match the target consumers for retailers’ brand 

positioning.  Aside from retail atmospherics, the effects of music in store environment 

will be taken up in the succeeding section.  
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2.3 Effects of Music 

It is already known from the previous chapter that there are five senses (smell, sound, 

sight, taste and touch) of sensory marketing. This study is conducted focusing only the 

sound sense wherein music is used in the fashion retail store in Sweden. Music has a very 

strong impact on consumer in the retail store. This section discusses about the different 

types of music and how people react on each type. 

 

Yalch and Spangenberg (2000) report on environmental factor, such as effect of music 

shopping time of consumers. Music takes the attention of consumers as they make their 

passage through the store (Zakay, 2000). It helps them to spend more time in the store. 

Depending on the age of shoppers the spending time differs (Yalch and Spangenberg, 

1990). It is actually necessary for the retailers to determine what kind of music or the 

criteria of the music they choose to play in their store in order to create a friendlier 

environment for their consumers because choice of music has an effect on the shopping 

time of the consumers. Studies show that in-store experience of the consumers’ music 

have a direct influence on the time spent in the store and therefore interest in the products 

on sale (Backstrom & Johansson, 2006).  

 

According to Bruner (1990), there are three primary dimensions of musical compositions 

in the stores: a physical dimension (volume, tempo, and pitch); preferential dimension 

(the degree of liking/disliking the music of consumers); and lastly the emotional tone. 

Volume, tempo and pitch are very important factors of music in the store. These factors 

have a linkage with the behavior of consumer. The study of Milliman (1982) indicates 

that in the grocery store, people spent more than 38% time when they were exposed by 

the slow music rather than fast music. However, Fern and Raman (2015) find that when 

the store played the popular music, even if it is fast tempo music, shoppers have a higher 

perception of service quality and pleasure. Slow tempo music influences consumers to 

stay longer than fast tempo music (Milliman, 1982) because it makes the store’s 

environment relaxed (Fern & Raman, 2015). Sometimes it depends on the consumer’s 

personal song preference; what tempo of music they like to hear.  

 

The volume and tempo have more optimistic climatic feelings when it’s increasing rather 

than decreasing. Smith and Curnow (1966) state that consumers spend less time in the 
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store when they hear the loud music compared to the soft music. Consumers increase their 

speed when the store played loud music (Baker & Cameron, 1996). According to 

Puccinelli et al. (2009) loud music may give a message to the consumer to leave the store 

and it may create the consumer’s heart to race. All the studies show that loud music has 

a negative effect on the consumer in the store. However, in the study conducted by 

McCarron and Tierney (1989), the findings show that the young generation exposed to 

loud music increased their consumption of soft drinks. This an interesting finding as it 

gives the marketers a hint that the volume of music can affect consumption but it’s not 

applicable for everyone as it depends on the kind of store.  

 

Regarding pitch, Bruner (1990) mentions that high pitch music is more exciting and create 

a favorable feeling while low pitch music makes the consumer feel sad. Though it is true 

that consumer might not be aware of this pitch factor, it will affect them in the 

subconscious mind.   

 

Consumer regularly experiences the three factors above in the fashion retail store but 

different stores have different types of music.  In the clothing stores, the music should be 

very soothing, as it helps to have a conversation between the sales person and the 

consumer for the potential purchase decision (Fern & Raman, 2015; Yalch & 

Spangenberg, 1990). Soothing music helps consumer to feel relaxed and calm.   

 

In the fashion clothing stores, shoppers usually experience the youth-oriented foreground 

music or adult-oriented background music (Yalch & Spangenberg, 1988). It is believed 

that young shoppers are more favorably affected by the foreground music while older 

shoppers are more affected by foreground music.  Foreground music includes original 

artist and has lyrics in the song whereas background music is usually a studio musician 

playing instrumental (Yalch & Spangenberg, 1990). According to Bruner (1990), 

background music has a significant effect on the consumers in their perception and 

preference. Background music influences to revenues and gross margin of a business but 

playing the wrong background music might hurt the business as well (Areni, 2003).  

 

On the other hand, in the supermarket, Duncan Herrington (1996) find that background 

music doesn’t affect that much. Before shopping the consumer usually comes with a ready 

http://www.sciencedirect.com/science/article/pii/S014829639900003X#BIB34
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shopping list, so music doesn’t considerably affect the way it does in the retail store.  In 

the restaurant, during the quiet period, slow music encourages consumers to spend more 

time on foods and beverages (Fern & Raman, 2015). It is important for the managers to 

be careful about the music played during busy times because faster music decreases the 

average time to spend on the table.  

 

Some expensive stores follow a different standard while selecting the music for their store 

to present a posh impression to their consumers.  Kim and Areni (1993) in their 

investigation conclude that the consumer forms an impression of the store as an expensive 

one when classical music is played, and it is for that reason wine shops usually play 

classical music. Even Victoria’s Secret uses classical music to create a prestigious and 

sexy store atmosphere (Fern & Raman, 2015). It means classical music has a strong 

influence for companies who are using it to present their company as well as their 

products as an expensive brand.  Further, according to Sweeney and Wyber (2002), 

consumers have a higher perception of pleasure to slow pop music and fast classical 

music.  

 

Though there are a lot of genre of music, Areni and Kim (1993) state that there are no 

specific genres of music which influence the time of the consumer. It depends on the 

consumer’s liking and disliking of the type of music. Gardner (1985) develops the theory 

that positively valenced (happy) music makes the shoppers mood positive and encourages 

them to purchase more whereas Alpert and Alpert (1990) oppose this theory. They 

suggest that sad music is more effective in consumer purchase intention rather than happy 

music. On the other hand, Broekemier et al. (2008) explores on the effects of shopping 

intentions on happy/sad and liked/disliked music in women’s retail clothing store. The 

results show that happy/sad music has a direct effect on purchase intent, and a higher 

purchase intent when happy/popular music play. Baker, Levy and Grewal (1992) also 

recommend that retailers should explore the liking/disliking of consumers, loudness and 

tempo of the music. Lastly, analyses revealed that shoppers stayed longer in the store 

when they were exposed to unfamiliar music than with familiar music (Yalch & 

Spangenberg, 2000). 
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It is now accepted that music has a strong influence and makes consumers stay longer in 

the store.  There are several things which are important to consider before selecting music 

for the fashion retail store. These include volume and tempo, which have a significant 

effect on the consumer. Some consumers may feel that loud volume music makes them 

uncomfortable and sends a message that they need to leave the store. On the other hand, 

some shoppers spend more time when they hear slow tempo music as it helps them to 

calm down and feel relaxed. Other consumers are more attracted to the background music 

(instrumental music) more than foreground music (music with lyrics). Various stores play 

different types of music such as most clothing stores play soothing or calm music, while 

expensive stores play classical music to give good impression of their brand.   

 

The above makes it very important to target consumers by matching different consumer 

categories with their musical tastes. It has been suggested by Milliman (1982) that in 

different times of a day many stores have different target consumers, so the store should 

not mix the tempo of music and genre instead they should play those music only which 

will be accepted by all target consumers to increase the visit and sales.  

 

From the literature review, it has been understood that music has a very strong influence 

on consumer’s mood and to stay longer in the store. Consumers were not always aware 

of the music but it has an impact on their behavior and their purchase decision. In sensory 

marketing, music has been proven to improve the affective response of consumers to retail 

environment and influenced the arousal level. While in the retail atmospherics, it 

emphasized appropriate atmospheric variable such as music has been used to make the 

store environment more engaging. 

The research question is answered by conducting personal interviews. It is explained in 

detail on the methodology chapter.   
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3. Methodology  

This chapter examines the research methodology adopted in this study. The research 

onion serves as the framework of the method used in this thesis. It initially outlines the 

interpretivist philosophy that underpins in carrying out research. The subsequent sections 

discuss the research approach and research design.  It then provides an overview on the 

selection of participants, the choice of sampling techniques, and the data collection 

method along with the technique in analyzing the data. The chapter wraps up with the 

discussions on trustworthiness of qualitative research and the ethical considerations.  

 

The research onion introduced by Saunders, Lewis and Thornhill (2009) serve as a route 

map in carrying out the methodology of the empirical study. It has six layers starting from 

research philosophy until the data collection and analysis (see Figure 6) 

 

 

 

Figure 6. The research onion. Adapted from Saunders et al. (2009) 
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They stress that researchers should have a clear understanding of the four research 

philosophies since the chosen philosophy will influence the choice of research design. 

With this, the research philosophy and approach will be explained in the succeeding 

sections.  

3.1 Research Philosophy  

The research philosophy adopted consists of important assumptions on the way the world 

is viewed which will underpin the research strategy and the methods chosen as part of the 

strategy (Saunders et al. 2009). This gave directions on the researcher on the 

implementation of the study. Moreover, by being aware of the philosophy used, the 

authors were guided on the conduct of the research and more specifically in selecting 

strategies such as collection of data.  

As presented in the research onion, there are four distinct research philosophies, namely: 

positivism, realism, pragmatism and interpretivism. The choice of philosophy relies on 

the research question(s) that the researcher is seeking to answer (Saunders et al., 2009). 

In positivism, highly structured methods are utilized to facilitate replication of which the 

outcome will be law-like generalizations similar to those produced by physical and 

natural scientists. In this philosophy, the researcher will be working with observable 

social reality and existing theory will used to formulate hypotheses. These hypotheses 

will be tested and confirmed, or refuted which will lead to more development of theory 

which may be tested by future research (Saunders et al., 2009). It relates to scientific 

inquiry. 

 

Conversely, realism is based that the truth is what the human senses show as reality. It 

emphasizes that objects exist independently of the human mind. It has two types which 

are the direct realism and critical realism. Direct realists believe that what the person see 

is what he gets. In contrast with critical realists who argue that what the person experience 

are sensations, the images of the things in the real world, not the things directly. Just like 

positivism, realism relates to scientific inquiry.  

 

The third research philosophy is pragmatism which stresses that research question(s) and 

objectives are the vital determinants on the choice of research philosophy to be adopted 
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by the researcher. Pragmatist argues that it is possible to use mixed methods like 

qualitative and quantitative within a research study.  

 

The fourth philosophy in the research onion is the interpretivism wherein it necessitates 

to understand the differences between humans in their role as social actors. It points out 

that a detailed examination of a small number of cases will be needed and the data 

gathered are analyzed through an explicit interpretation of the meanings and functions of 

consumer. The interpretivist researcher will delve into the nature and interrelationships 

of marketing phenomena (Malhotra & Birks, 2007). It is significant for the research to 

adopt empathic stance in this philosophy (Saunders et al., 2009). They argue that this 

perspective is highly applicable in business and management research, particularly in the 

fields of organizational behavior, marketing and human resource management. 

 

In this paper, the authors adopted the interpretivist paradigm as they seek to understand 

the perception and feelings of the consumers on music, the non-verbal responses and their 

elicited behavior in the retail environment setting.  

 

After choosing the research philosophy, the next decision made by the researchers was 

the research approach and research design. For full understanding, these will be discussed 

in the subsequent sections.  

 

3.2 Research Approach  

As presented in the research onion, the research approach can either be deductive or 

inductive. According to Saunders et al. (2009), deductive research approach involves 

formation of theory which undergoes rigorous test (top down). This is commonly used in 

natural sciences. It elucidates causal relationships between variables. In contrast with 

deduction, induction is a bottom up approach wherein researcher collects data and based 

on the result of the analysis a theory will be developed. This approach requires the need 

to understand the meanings humans attach to events. Further, in induction, data collection 

is through qualitative method and with less concern with the need to generalize. It is 

underscored that a small sample of subjects are more appropriate for the research as it is 

more concerned with the context in which an event takes place. Malhotra, Birks and Wills 
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(2012) state that in this approach observation, probing and in-depth questioning are 

employed to explain in detail the nature of the broad themes for discussion.  

Of the two approaches, the authors used the inductive research approach wherein it used 

the research question to narrow the area of the study. The previously studied phenomenon 

music used in the service and retail environment is considered and research is conducted 

in a new setting which is the fashion retail store in Sweden. It seeks to understand the 

perception of fifteen (15) consumers and their resulting behavior on their shopping 

experience through interviews.  

Since inductive research was chosen, data collected were analyzed qualitatively. 

Qualitative research is an unstructured exploratory design using small samples designed 

to provide insight and understanding Malhotra & Birks (2007). Further, it is sensitive to 

capture distinctions of consumer attitudes, motives and behavior and these are covered in 

their own terms and context. Collected data that are unquantifiable can be presented in 

detailed descriptions in qualitative research. It is in this method that deeper emotional 

drives of the participants can be put into words. Malhotra and Birks (2007) describe that 

qualitative research has a holistic dimension of a comprehensive and complete picture of 

the whole context of phenomena of interest. Through the qualitative research, a holistic 

view can be built up by the researcher by understanding the interrelationship of the 

consumption context by conducting qualitative observation and interview. 

 

3.3  Research Design  

Research design is the master plan or layout for conducting a research project and 

indicates the details of the process needed for collecting information to structure or solve 

research questions (Malhotra & Birks, 2007). They further point out that a good research 

design will assure that study is conducted effectively and efficiently. It serves as an 

important guide for the researcher in laying the foundation for conducting the study. 

Research designs can be classified into explanatory, descriptive or exploratory, Saunders 

et al. (2009) underscores that answers to research questions can either be of the three 

research design classifications depending on the way the research question is formulated.  
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Descriptive research is done to depict an accurate profile of persons, events or situations 

(Saunders et al. 2009). They stress that it requires a vivid picture of the phenomena on 

which the researcher intends to collect data before the start of data collection. It describes 

what is common with respect to the problem under study is the main purpose of 

descriptive research (Kumar, 2011). 

 

The exploratory research, on the other hand, seeks to establish the causal relationships 

between variables (Saunders et al., 2009). It attempts to explain the why and how between 

two aspects of a situation or phenomenon.  

 

The third classification is exploratory research which give insights and shed light of 

nature marketing phenomena (Malhotra & Birks, 2007). Moreover, it is used in situations 

wherein the study to be conducted is cannot be measured in quantitative manner that 

realistically represent qualities or to understand meaning of a certain subject. It requires 

small sample size and the research process is flexible and unstructured. The three 

principal ways of conducting exploratory research are through a literature search, 

conducting interview of experts in the subject and focus group interviews (Saunders et 

al., 2009).  

 

Among the three, the exploratory research best answered the research question of this 

study as it seeks to explore the perception of consumers on music. Qualitative interviews 

were conducted in order to get deeper insights from the consumers’ perspective coupled 

with searches of literature for prior studies conducted.  

 

After choosing the appropriate research design, the next step is the selection of 

participants for the study and the sampling technique to be employed which will be 

discussed in details in the succeeding section.  

 

3.4 Participant Selection and Sampling Technique 

Saunders and Lewis (2012) state that researchers gather data from a sample of the whole 

population as it is not attainable to collect data from the whole population. Likewise, they 

emphasize collecting data from the whole population would not mean better than from a 

sample.  
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As mentioned, the authors used the inductive research approach which entails qualitative 

data collection with a small sample size. Researchers can either choose probability or 

nonprobability sampling techniques (Saunders & Lewis, 2012). Probability sampling is 

choosing samples at random from a complete list of population, while non-probability 

sampling is choosing samples not at random from an incomplete list of population. In this 

case, it would be impossible to answer research questions which requires statistical 

inferences about the characteristics of the population (Saunders et al., 2009) Non-

probability sampling has five different techniques, namely: quota sampling, purposive 

sampling, snowball sampling, self-selection sampling and convenience sampling 

(Saunders & Lewis, 2012).  

In this study, the consumers in fashion retail stores represent a large number of 

population. So it is impossible to identify and have a complete list of them. The authors 

decided to use the non-probability sampling in selecting the population of consumers 

from Sweden. Among the five types of nonprobability sampling, the authors decided to 

use the purposive sampling because it requires a small size of sample in qualitative data 

collection and they are vital in dealing with the research goal and purpose (Saunders & 

Lewis, 2012). Bui (2013) explains that in purposive sampling, the respondents are 

selected because they meet certain criteria for the research. Respondents in this research 

are young both male and female who are currently living in said areas for several months 

already. In addition, the authors chose those who have visited the fashion retail stores in 

Sweden and had multiple shopping experiences which they could share for the research 

conducted.  

The authors gathered primary data and also used secondary sources which is taken up in 

the next discussion. 

 

3.5 Primary Data Collection 

In the research philosophy section, this study adopted the interpretivist stance and 

inductive research approach of which requires qualitative data collection. It is felt that 

qualitative research provides depth and assortment of data needed to understand the 

phenomena of this study. Understanding the richness, depth and complexity of consumers 

can be achieved through qualitative research (Malhotra & Birks, 2007). They point out 
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that small sample size is needed to provide insight and understanding for the intended 

study.  

Collecting data under the qualitative research can be done either through focus groups, 

interviews or observations. According to Malhotra and Birks (2007), conducting 

interviews will help in gathering valid and reliable data which are vital to the research 

questions and objectives of the study. The authors decided to conduct face-to-face 

interviews to collect primary data to get deeper insights and detailed description of the 

emotions of the consumers which cannot be captured through questionnaires. Semi-

structured interviews were conducted with fifteen (15) participants. Bryman and Bell 

(2007) explain that a semi-structured interview consists of series of questions in general 

form of an interview schedule but is able to vary the order of the questions. The 

interviewer has some leeway to ask additional queries in response to those deemed as 

vital replies. They further state that researchers will put much greater interest in the 

respondent’s point of view in qualitative interview.  

The authors prepared a list of questions (in the Appendix 1) which served as guide for 

discussions in case, the respondents fail to mention significant topics as they elaborate 

their responses. Questions are divided into four categories, namely: introductory 

questions/ ice-breaking session, in-store music, behavior/ mood, and concluding 

questions. Introductory questions were purposely to set a tone of relax atmosphere with 

the interviewees. In-store music and behavior/mood questions were structured to get in-

depth data needed for the analysis.  

After the questions were finalized, the conduct of the interview will follow and its process 

will come next in the following section. 

 

3.5.1  Interview Process  

After determining the sample and the preparation of the interview questions, the authors 

proceeded to the next step which was the conduct of the semi-structured interviews. An 

appointment was set for each respondent to make sure he/she was available for a one-

hour interview to provide sufficient input on each question asked.  

The authors conducted the interview with the list of questions as guide. As explained by 

Bryman and Bell (2007) researchers can ask follow-up questions that are not included in 
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the guide to pick up on replies by the respondents. Depending on the flow of the 

conversation, the order of questions varied and additional questions were asked. Each 

interview was recorded by a digital audio recording equipment for easy transcription. The 

venue of interview was in a comfortable private place to ensure silence and no 

interruptions to encourage the respondent express himself and freely answer the questions 

and fully discuss without hesitations. Each interview was immediately transcribed after 

the interview. Data analysis was done after interviews were conducted. 

Aside from primary data, the authors used secondary sources in this study which will be 

described in the following section. 

 

3.6 Secondary Sources 

Myers (1997) states that secondary sources include books and articles and other published 

materials. Academic articles and books were used by the authors as secondary sources 

for this research as basis for theories and to substantiate the discussions. Although the 

authors used articles published in from 2000 to 2017, articles dated back in 1965 up 1990s 

as original researchers of studies relevant to this research and their theories were used as 

references until their recent development. The academic articles provide a broader 

perspective on the use of music in different business settings.  

After gathering all the data required in this research and writing the interview results, data 

were analyzed of which the process will be discussed in the succeeding section.  

 

3.7 Data Analysis  

Interviews conducted were transcribed to make it qualitative text data. The authors did 

the qualitative analysis manually. Respondents’ identity were hidden through the use 

of  alphabet as alternate of their names such as R1 for respondent 1 and R2 for respondent 

2 and so on, to preserve their anonymity. Following the steps suggested by Saunders and 

Lewis (2012), the data were coded to extract major themes to create a picture of the 

findings with rich and thick description. Bui (2013) suggests to describe findings in a way 

that it explains the behavior and the context in which the behavior was displayed. She 

further stresses that it should evoke emotions and self-feelings.  
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Selected quotations from respondents were included as evidences to support descriptions 

of the major themes in this paper. The authors interpreted and inferred from the 

respondents’ true meaning of their responses. Theories in the literature were linked to the 

themes identified. The subsequent section will explain the trustworthiness of this 

research. 

 

3.8 Trustworthiness of Qualitative Research 

Applicability of the terminologies validity and reliability in quantitative research makes 

little sense to qualitative research as they differs in the epistemological underpinnings, 

processes, and procedures of the research paradigms (Williams & Morrow, 2009). Instead 

they suggest to establish trustworthiness of a qualitative research, which researchers must 

attend: integrity of the data, balance between reflexivity and subjectivity, and clear 

communication of findings. Discussion of the three categories will follow. 

 

3.8.1 Integrity of Data  

The first criterion on evaluating trustworthiness is integrity of data. Integrity of data refers 

to the adequacy or dependability of the data (Williams & Morrow, 2009). They further 

state that this can be done through clear articulation of methods allowing for replication 

of the study by others. To authenticate the dependability of this research and for others 

who intend to conduct the same study, the authors provided in detail the interview 

procedure. A copy of the interview questions is attached as part of the appendices which 

will let them verify by using same questions to consumers in a future date. In addition, 

the transcription procedure and the method of analyzing the data were clearly presented. 

Furthermore, the authors presented direct quotes from the respondents in the empirical 

study and analysis. Williams and Morrow (2009) state that presenting evidence on how 

the interpretations fit the data will establish integrity of data.  

3.8.2 Balance between Reflexivity and Subjectivity 

The second criterion is the balance between reflexivity and subjectivity to determine 

trustworthiness. Reflexivity refers to identify meaning that comes from the participants 

while subjectivity refers to the researcher’s interpretation (Willians & Morrow, 2009). 

One of the indicators in trustworthiness is achieving the balance between researcher’s self 
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and the participant. The interview findings in this study were carefully analyzed and 

interpreted by the authors making sure they were within the context to truly capture the 

respondents’ minds and preserved their voices. This is to lessen the subjectivity in the 

interpretation of data. 

 

3.8.3 Clear Communication of Findings 

The last criterion of trustworthiness is clear communications of findings. The 

interpretations of the findings should be easily grasped by the readers and supported by 

participant quotes (Williams & Morrow, 2009). 

In this paper, all the interviews conducted were recorded in digital audio recording 

equipment and transcribed. Results were organized into major themes and patterns related 

to the research question in the data analysis. Description was done for each theme 

elucidating the behavior and context of respondent’s responses. Direct quotations were 

included as proof of the interviews conducted. Findings were then linked to the theories 

in the literature.  

Aside from the trustworthiness, the authors recognized the ethical responsibilities in 

conducting this study as explained consequently. 

 

3.9 Research Ethics 

Ethics in the conduct of this research was considered. Participants were informed in 

advance on the topic of the research study. The authors secured the consent of the all the 

interviewees that the entire interview process will be recorded in a digital audio recording 

equipment. Participants’ confidentiality and anonymity are protected.  The data collected 

by the authors are solely for this research purpose only. 
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4. Empirical Findings 

This chapter presents the empirical results obtained through interviews of the consumers 

who visited fashion retail stores in Sweden. It discusses broad themes to determine the 

perception of music, behavior of consumer relating towards music and their reactions of 

the properties of music. 

 

In this chapter, the findings are presented from the personal interviews where all the 

respondents are currently living in Sweden. The authors found that there are some criteria 

about music that consumer takes positively or negatively in fashion retail store. As 

mentioned, to preserve the anonymity of the respondents, the quotes and comments are 

characterized according to their number such as R1 is for Respondent 1 and so on. 

 

The following section discusses the major findings of the consumer perception of music, 

how music affect their mood and their behavior inside the store.  

 

4.1 Music noticeable to consumer 

 

Since the aim of the authors is to conduct research on the music in fashion retail stores, 

the first thing they did was to find out whether the music played by the retailers is being 

noticed by the target market. The respondent consumers were asked whether they noticed 

any music played inside the fashion retail stores in Sweden. Most of them confirmed that 

they heard music when they entered the fashion retail stores. “Normally after entering the 

store the first thing I notice is the music” This experience was consistently made by R3, 

R7, R8 and R9.  

However, there were also some respondents who stated that, although there was music 

played inside the store, they could barely hear it. Based on their answers; lower volume 

is the main reason of this. “Yup they have music (…) the volume they put is too low which 

is difficult to recall the music” the comments stated by the R1 & R4. 

Therefore, the findings imply that respondents are aware of music being played but low 

volume might be the reason why they can’t hear the music properly. 
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4.2 Volume level, tempo and pitch 

Volume, tempo and pitch work as the most important factors on music in the fashion retail 

store. They have an indirect impact on the consumer because, even though they might not 

be intimately aware about those factors, it still manifests in their behavior. They have 

been asked about these three factors and to comment on their perception of the volume, 

tempo and pitch of the music in the store.  

 

On volume, respondents provided diverse opinions. Most of them said it’s moderate, easy 

to hear and perfect for them. R8, R9 and R11 agreed the volume is not too loud and not 

too low and it’s okay for them. “I think the volume was okay” (R6). But some respondents 

experienced loud music in some stores. They said, for them the music was loud and they 

left the store because they couldn’t talk with their friends and family inside the store. 

“The music was very loud (…) Unbelievable (R2). R9 also experienced loud music in one 

store; she mentioned that “they play loud music, it feels like they are pushing me to go 

away from the store”. Overall there was a diversity of opinion about the volume of music 

in the store, with both low and loud being experienced, but a majority felt the volume of 

music was moderate and alright for them.  

 

The respondents were asked about the tempo of the music they experienced in the store. 

In the view of R6, R9 and R11, all of them said the same thing, that it’s neither slow nor 

fast, it’s actually moderate. “I think it’s balanced. It’s not slow but not fast as well” (R8). 

They felt slow tempo music helps them to stay long in the store. With the slow tempo 

music, they can walk with the rhythm, while slow rhythm helps them to stay longer and 

therefore see more in the store. It must be mentioned though it is obvious that not 

everyone had the same experience. Some consumers reported that quick tempo music 

increased their speed in the store while R1 stated in his interview that, though he believes 

that slow tempo music is good for the consumer as well as for the retailers, in one store 

he experienced very slow tempo music which was quite annoying for him.  

 

Pitch is also an important part of music to influence the consumer, though not all the 

respondents were aware of this factor. But those who were aware, said the store played 

moderate pitch voice music which was catchable and not annoying (R1, R3, R10). But 
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R4 and R5 could not remember the high pitch music they heard in a store. They said it 

was very tiny and somewhat disturbing.  

 

4.3 Original artist’s music which have lyrics or Instrumental music 

The authors were interested to know the classification of music played inside the store. 

Therefore all respondents were asked whether the music they heard was instrumental or 

with lyrics. The reason for asking this question was because many consumers are 

influenced by songs whose lyrics they can sing along in the store.  

 

The majority of the respondents confirmed that the music played in the store had lyrics 

and played the original songs. They agreed with the statement that music which has lyrics 

helps them to sing the song and felt comfortable in the store (R1, R4, R10). “Yes, there 

was lyrics. Because so far I remember sometimes I sing the songs (…).” (R11). But some 

of them mentioned it was only possible when the music was familiar to them.  R9 stated 

in her interview that she experienced a store whose music lyrics related to the store’s 

image.  Only one respondent said that the music he heard was without lyrics. “Yaah in 

some store I found that they use instrumental music.” (R1) 

 

4.4 Consumer Perception on music 

 

The focus of this section is to determine how the consumers perceive music they heard 

inside the fashion retail stores and how they feel about it. The authors want to know about 

their in-depth feelings about music. 

  

The majority of the respondents had positive perception and feelings of the in-store music. 

Most of their comments were that they felt good, went with the flow of the tune, boost 

energy, felt happy, relaxed, love the music and focused on the merchandise. The good 

feeling made them stay longer browsing the merchandise. Some of the respondents (R1, 

R2, R9) described in their interviews that although they might not be conscious about 

music every time they are in a store, but subconsciously, music might help them stay 

longer in the store. “yaah because of music subconsciously I spend more time in store” 

(R2). They also described how music helps them to feel that they are looking cool and 

handsome with the outfits they are browsing. On whether to play more energetic music, 
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two of the respondents agreed, saying “It’s a very good strategy (…) helps consumer not 

to feel bored and be energetic all the time in the store” (R4). Although most of the 

respondents said music makes they feel good. They also stressed it must be good music. 

Good music encourages the consumer feel comfortable and encourages them to stay 

longer in the store, increasing the opportunity to browse and to make purchase decisions.  

 

One interesting finding is that most consumers do not remember because of the music 

they heard playing there. Some said they could only remember the store if it played the 

bad music, it was inaudible or difficult to hear, the volume was too loud to allow talking 

to companions, or the music made them uncomfortable. “Yaah of course if you have a 

bad experience for music you can easily remember the store” (R2). But two respondents 

remembered a store if related to an earlier memory or event in their lives.  

 

4.5 Behavior of consumer  

 

The authors wanted to find out if music affects the behavior of the consumers inside the 

store. The respondents were asked how they behave when they hear the music inside the 

fashion retail store.  

Their answers were they danced, moved around, stayed longer, feel relaxed, became 

energetic and bought a product. Most of respondents said they felt optimistic when they 

heard the music. R5 believes that whenever she enters a store and hears music, she forgets 

the previous day’s activities because in-store music makes her mind to focus on the store 

environment. Many respondents said they sang along as they browsed the merchandise, 

especially if the music being played was familiar (R1, R5). Others made dancing 

movements with their bodies, as confirmed by R10 and R13, indicating a positive change 

in their mood, and feelings of relaxation and enjoyment. 

Almost all the respondents consider music as an important factor for affecting their mood 

inside the store. Sometimes music brings some good or bad memories (R4, R8). Good 

music made their mood better as it made them energetic and positive. But bad music on 

the other hand ruined their mood, even if for only a temporary period. “Sometimes bad 

music ruins my mood but that’s only temporary.” (R2) 
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The respondents were asked if the music they heard make them do unplanned purchases. 

Five of the interviewees have affirmed that music influenced their decision to make 

unplanned purchases. As music encourages longer stay and more lingering inside the 

store, respondents said they ended up buying merchandise they didn’t plan for. Yes of 

course, because of music you stayed long and bought that product” (R8). The majority 

of respondents however explained that music did not influence their decision to purchase 

products, and that factors such as cheap prices, sales offer, and good attitude of the sales 

were more important. R5 for example stated that the whole atmosphere including lighting, 

color, and behavior of service personnel helps the consumer to purchase products, with 

music being just one of the factors.  

 

Aside from knowing that music will make the consumers stay longer in the store, the 

authors investigated circumstances when music might cause consumers to leave a store, 

and the explanation for this. Three of the respondents confirmed that they left the fashion 

retail store because the music was too loud and they could not endure listening to it. “Yaah 

(…) I left a store so far I remember. It was very loud and lot of screaming.” (R4) 

 

This shows some consumers have a dislike of loud music, especially those where 

screaming features strongly, as it makes them feel uncomfortable. R12 commented that 

even a low volume made him leave a store. It is important therefore for retail stores to 

consider the tastes of their consumers in deciding the type of music, and the volume it 

plays.  

 

4.6 Summary 

The authors were able to analyze all the respondents’ views and responses on music in 

fashion retail store and compare or extrapolate it to previously conducted studies. The 

key or principal finding in this research is that music has a very strong influence on the 

behavior of the consumer. Songs which have lyrics, are familiar to the consumer, and the 

level of sound are the most important factors that make a store environment conducive to 

longer stay by the consumer and therefore create greater opportunity by the store to sell 

products. All participants in the interview agree that music is an essential factor in a store, 

though the extent to which it affects shopping behavior will vary according to each 

individual’s tastes, moods, plans, flexibility and purchasing power.  
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5. Analysis 

This chapter presents the analysis of the data from the empirical results. Main findings 

collected from the previous chapter are highlighted and related to the theories. This 

explains the perception of music, the effect of music on shopping behavior, the sensory 

experience of the consumers, the use of music as an atmospheric variable and the effects 

of music on consumer mood. 

5.1 Perception of Music 

The first step of the perceptual process is the exposure of the stimuli (Szmigin & 

Piacentini, 2015). In fashion retail stores in Sweden, music serves as stimulus of which 

consumers are exposed in order to influence their behavior in the store. In the findings, 

majority of the respondents acknowledged that they have heard music while exploring 

inside the fashion retail stores; the perceptual process beginning with exposure to stimuli 

will be received through the sensory receptor, the ears of the consumers. This leads to 

attention of which some consumers commented that the music atmosphere was very good 

and made them stopped and just listened to the music. Some consumers stated that they 

felt positive when they heard the music while others felt uncomfortable to loud music. 

These positive and negative comments imply that there were attentions made by 

consumers on the music played. 

 

Interpretation is the next step on perceptual process. According to Szmigin and Piacentini 

(2015), interpretation depends on the person who is exposed to the stimuli. Findings 

reveal that the respondents have individual interpretations. Some loved the music, felt 

good, happy and relaxed. Others said they went with the flow of the tune, experienced 

energy boost and focused on the merchandise.  

 

Response is the next step to interpretation. Findings revealed that few consumers 

commented, having a positive response to music sometimes helps them on their purchase 

decision but most of them agreed that music is not the only reason for their purchase 

behavior. Kiran, Majumdar and Kishore (2012) state that both ways music impact on 

consumers in the store; first its impact on how long they will stay and second how much 
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they will buy. Figure 7 shows the perceptual process of music as a stimulus in a fashion 

retail store’s environment in Sweden. 

 

 

 

 

 

 

 

Figure 7: The perceptual process of music. Own figure - According to Szmigin & 

Piacentini (2014). 

 

It can be summed up that music played in fashion retail stores in Sweden generates good 

consumer perception. Getting a favorable consumer perception is vital for retailers as it 

influences consumer behavior in purchase decision process (Boundless, 2016). 

Additionally, it can be also construed that the positive response on music by consumers 

in Sweden would usually lead them to stay longer and move around inside the store and 

sometimes lead to purchase of product.  

Aside from perception, the related behavior can be assessed using the pleasure-arousal-

dominance (PAD) model. This is to uncover if music as a stimulus in the store 

environment will cause a non-verbal response by the consumers and affect their 

corresponding attitude.  This will be tackled in the next section. 

5.2 Sensory Experience 

It is evident that most of the respondents had sensory experience when they 

acknowledged, listened and got delighted with the music while they roamed around a 

store. Their extended stay and further exploration in the store further validate the results 

of the study conducted by Krishna (2012), who concludes that music improves the 

affective response of shoppers in the increased time spent and distance travelled in the 

store. This aligns with some of research findings of Hulten et al. (2009), who also 

conclude that music makes consumers feel comfortable and stay longer.  
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However, in contrast to the findings of Hulten et al. (2009) that music can strengthen the 

image and identity of a brand and create a long-lasting impression on consumers, the 

authors found that majority of respondents do not remember the fashion retail store 

through the music they heard as supported by the statements of R3, R4, R6, R8, R10 & 

R12. The only few who remembered the store through the music was because of the artist 

or the song was familiar to them. 

The authors therefore construed that using music in sensory marketing is a useful tool to 

encourage or trigger the willingness of the consumers to linger and browse the 

merchandise inside the fashion retail environment. This is very important since the 

findings of Hulten et al. (2009) confirm that when the consumers extend their time, they 

make additional purchases and recommend the store to others. It is imperative also to 

carefully consider target market in selecting music, as familiarity with an artist will help 

remind the consumers on the store later. Various ages of people have different tastes in 

music and their music preferences are similar. 

 

5.3 Consumer behavior for music in fashion retail store 

 

Mehrabian and Russell (1974) develop the three dimensions: pleasure, arousal and 

dominance (PAD) to understand the emotional response of consumer. In Sweden, 

majority of the respondents have a very positive reactions when they heard the music in 

stores. These are indications of pleasure with music as stimulus in the store environment. 

As evidenced by majority of the comments of the respondents that they love the music 

and they feel good when they stay inside the store, these describe happiness which 

belongs to pleasure in the nonverbal response of the PAD model (Areni, Sparks & Dunne, 

1996) of the consumers. Liu and Jang (2009) state that pleasure is an emotional factor 

when someone feels good, happy or joyful. Other respondents who sang the song and 

performed some steps like they were dancing while listening to the music are gestures of 

arousal which is the second dimension of PAD model. According to Areni, Sparks and 

Dunne (1996) arousal refers to the excitement evoked by the stimulus. Basing on the PAD 

model pleasure and arousal will lead to either time, exploration, communication or 

satisfaction and would have higher probability of purchasing a product. In this study, 

findings revealed that respondents who were pleased and aroused with the music, they 

explored inside the fashion retail store and extended their time while listening to the 
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music. This is supported by the statements of ten respondents. Also Donovan et al., (1994) 

explain when the store atmospheres is pleasurable it makes the consumer to stay long and 

spend their money more for buying the products. There were a few who even made 

unplanned purchases because of staying longer as per statements of six respondents. The 

experiences of the respondents confirm the approach-avoidance behaviors of Donovan 

and Rossiter (1982), in which consumers who were pleased with the in-store music 

exhibited the approach behavior theory of extending the time spent and browse the 

merchandise. They also confirm the findings of Hulten et al. (2009) that consumers’ 

arousal level can be influenced by music.  

 

There are also findings in this research, of cases when a few respondents left the store to 

because of the loud music. It made them uncomfortable and prompted them to shorten 

their shopping time. The statements of R4 & R5 supported this. According Puccinelli et 

al., (2009) loud music may create the consumer’s heart to race by increasing their speed 

inside the store and a nonverbal message to leave the store. Their action is clearly a 

displeasure (non-verbal response) which resulted to less shopping time, and may therefore 

be considered to be avoidance behavior, a response most retailers would want to avoid.  

 

Using music as stimulus in store environment which is pleasing to the ears of the 

consumers and not too loud would benefit the fashion retailers as there is a greater 

probability that consumers will extend shopping time and explore more in the store. 

 

Aside from shopping behavior, the consumer mood will be evaluated and compared to 

the research findings of previous researchers in the next section.  

 

5.4 Consumer mood 

 

According to Spies, Hesse and Loesch (1997), in order to influence a person’s mood, 

stimulus characteristics works as an intervening variable. Spies, Hesse and Loesch (1997) 

develop a model about the relation between the store atmospheres, consumer’s mood and 

their purchase behavior.  
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Figure 8: Expected relation between store atmosphere (music), consumer mood, 

satisfaction and purchase behavior. Own figure According to Spies, Hesse and Loesch 

(1997). 

They suggest that consumer’s mood is often related to the store atmosphere. It has been 

mentioned earlier that music is a part of the store atmosphere. On the findings, a majority 

of the respondents agreed store music influenced their mood. When consumers hear good 

and energetic music, it makes their mood positive, but when when they listen to sad music 

it makes them feel temporarily low and depressed. Spies, Hesse and Loesch (1997) also 

suggest that a positive mood makes them feel satisfied with the brand which encourages 

to go for a purchase, even though they had not planned to make such purchase. Few of 

them said they purchased only when the store gives sale or any offers but sometimes they 

just went to the store to look around and it made them feel good when the atmosphere is 

pleasurable. From the respondents’ statements it’s been understood that it’s not 

mandatory for them to purchase even when they were satisfied with the store atmosphere 

(shown in figure 8). It can happen that sometime they might be satisfied with the store 

atmosphere but they are not purchasing for their own reasons. In Sweden, consumers have 

experienced a positive mood through music but did not always has an impact on their 

purchase decision 

 

Results of this study show that music can affect the mood of the consumers. The music 

as an atmospheric variable will be evaluated in the following section.  

 

 

Music Mood Satisfaction 

Purchase Satisfaction 
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5.5 Music as an atmospheric variable 

 

In Sweden, aside from good product display, music is used to enhance the atmosphere of 

the fashion retail stores. In this study, majority of the respondents confirmed that music 

added the liveliness, energy and happy atmosphere of the store. By adding music, the 

whole environment improves. This is more evident on festive or special occasions such 

as Christmas season where Christmas songs are played. It reminds consumers that 

Christmas is in the air. This sentiment is supported by R9. A Christmas carol will often 

prompt a consumer to buy gifts for loved ones and friends.  

They further commented that when they heard the music they felt the store atmosphere 

looks more appealing. According to Kotler (1973) sound is the one of the channels of the 

atmosphere which makes the atmosphere more engaging. Using the six-stage model of 

Atmospheric Influence on the Exchange Environment of Milliman and Fugate (1993), the 

process of retail setting for creating the consumer’s behavior, their positive comments 

indicate that they did a confirmation of their expectations of the store atmosphere. Kotler 

(1973) argues that pleasant atmospheres and burgeoning of the product offering 

transformed beyond the looking of that product. The last stage of process which is stored 

information, wherein the stored memory of his shopping experience influences the 

consumer for their future purchase behavior. However, findings showed that most of the 

respondents although are satisfied with the store atmosphere, but they could not 

remember the stores based on the music they heard. This in contrast with the study of 

Milliman and Fugate (1993) and their conclusion that positive impression of the 

consumers will be stored for a long time in the consumer’s memory and will influence 

him for his future purchase behavior. 

To summarize, music as an atmospheric variable in fashion retail stores is experienced 

positively by the consumers from Sweden. It is important to note that it should be 

pleasurable to the ears of the target market in order to get a favorable reception. This is 

very important because store atmospherics have an influence on consumer behavior 

(Puccinelli, Grewal & Roggeveen, 2014). After the analysis of the research findings, the 

conclusion follows wherein the research question is answered. 

 

 



 

 49 

6.  Conclusion 

This chapter presents the answer of the research question from the analysis and findings. 

The managerial implications and the recommendations for future research is also 

described. 

Music has been used by the fashion retailers in Sweden as one of the atmospheric 

variables and as part of the sensorial strategies. The objectives of this study is to determine 

the perception of the consumers on music, their feelings about it and their attitudes related 

to music as a sensory marketing cue. To accomplish this study, the authors used semi-

structured interviews to collect primary data and secondary sources such academic 

articles for theories and previous research findings found in literature review. 

Respondents were a mixture of young male and female who are presently residing in 

Sweden and have multiple shopping experiences in fashion retail stores.  

A research question was formulated to achieve the purpose: 

How is music perceived by consumers and their attitudes related to music as sensory 

marketing cue in fashion retail environment? 

 

This study revealed that consumers in Sweden have favorable perception of the music 

played inside the stores. It made them feel good as long as the volume is moderate. Three 

resulting attitudes of consumers as influenced by music: i) increased amount of time spent 

inside the store; ii) explored and browsed the merchandise and ii) made unplanned 

purchases. The analysis of this study supports that music is an important element in 

sensory marketing cue and as an atmospheric variable in the fashion retail store as it 

positively affects the consumer behavior and purchasing decision process.  

In general, music upgrades the atmosphere and it is a useful stimulus for sensory 

experience to consumers which could induce pleasure and arousal which are positive 

behaviors beneficial to the fashion retailers. These consumer behaviors could assist in 

achieving their business goal of generating more sales.  
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6.1 Managerial Implications 

 

This study contributes to a better understanding on the use of music in influencing the 

consumer behavior. Managers can learn some key points that they can apply in their stores 

to influence the buying decision process of the consumers.  

This study confirms that consumers in Sweden are conscious of music played in stores. 

Its impact may not be direct, but as this research here demonstrates, music has a clear 

influence on consumer behavior, as it makes them spend more time in the store, and 

entices them to browse more merchandise than they had anticipated or planned for.  

This study also demonstrates that song selection is a very strong factor in maximizing the 

use of music as a marketing tool. Properties of a song, such as tempo, pitch, and volume, 

all determine the attractiveness of the music to the consumer and the length of time it will 

hold his attention and trigger the required response.  

Retail managers and store owners should pay great attention to music selection, and try 

to match it to consumer tastes, as different categories of consumers have different tastes 

in music. Managers should carry out research to establish the tastes of their target 

consumers if their marketing strategy of using music is to be successful. In Sweden, the 

younger age groups are the ones more likely to visit fashion stores regularly, therefore 

the music selection should cater to their tastes. Anecdotal evidence also suggests that 

younger generation prefers popular music, trendy songs and new releases, whereas the 

older generation may prefer slow tempo, wistful and nostalgic music that may remind 

them of important events in their lives. Store managers must be aware of generational 

divide. They should always be in a position of selecting the music that matches with the 

consumer type which could be characterized by and differ in the age, the day or times the 

type of consumer is mostly likely to shop and the merchandise being sold.  

Store managers who intend to go for brand positioning should determine the image of 

their store they want to project. They should bear in mind that brand image, music and 

the target consumers should synergistically fit.  
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6.2 Future Research 

It is recommended that in the future, a more detailed and focused research could be 

conducted on use of music in stores so as to gather data on consumers’ actual behavior 

when music is played. This should be done primarily by physical observation. From a 

small sample size, the authors have demonstrated the extent to which music can influence 

the consumer’s emotional state, but a more in depth follow-on research carried out over 

a number of days and even weeks, and in different settings, would help develop a better 

understanding of the consumers’ approach or avoidance responses (shown in Figure 9) 

and also further develop marketing theories that underpin these responses.  

 

 

 

 

 
 

Figure 9: Proposed model for future research using different types of music. 

A survey could also be conducted on consumers’ music preferences for fashion retail 

setting, like what kind of music they prefer to listen and what are the specification in a 

music they think should be essential to play in the store. In addition, it is also suggested 

that interviews should be conducted to fashion retail managers to get their side on the 

reasons of using music and this will then be matched with the perspective of the 

consumers. 
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Appendix 1  

Interview Questions for the consumers: 

 

1. Introductory Questions or ice-breaking session  

• Do you go for shopping sometimes to buy some simple clothes?  

• Can you please tell us little bit about your recent or last shopping experience in 

fashion retail stores? 

• Can you please tell us more about the atmosphere/ ambience of the store? (Need 

to give some hints to express his/her feelings) 

• Have you noticed any music played inside the store?  

 

Checklist questions: (if respondents miss out answering any question).   

• How often do you to visit those stores?  

• Which fashion retail store? 

• When was the last time you visit a fashion retail store? 

• What fashion retail store you visit lately?  

• Do you have specific time and day to go to a fashion retail store? 

 

2) In-store Music 

• What kind of music they play? 

• Describe your perception about the music played and your feelings about it? 

• Do remember the volume level, tempo and pitch of that music? Could you please 

explain? 

 

Checklist questions: 

Is the volume loud or soft?  How did you feel about it?  

• How is the tempo of the music? Is it fast or slow? How did you feel about it? 

• How is the pitch of the music played?  Is it high or low? How did you feel about 

it? 

 

3) Behavior/ mood 

• Can you please tell us about how you behave when you hear the music inside the 

store?   

• Do you think music encourage you to do unplanned purchases? How? 

• How does music affect your mood while inside the store? 

• Is there any incident that you leave the store because of the music? Tell us about 

that incident and about your feelings at that time.   
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Checklist questions: 

• How does music affect your stay inside the store?   

• If you stay longer because of music, what did you do inside the store? (Describe)   

 

4) Conclusion (Recommendations) 

• Do you think music change the store atmosphere? Describe - for example if there 

would be no music what will be your feeling? 

• Does the music you heard help you to remind that store later? 

 


