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SENSORY CUES IN RETAIL INDUSTRY AND REVISIT INTENTION: A
FIELD STUDY ON THIRD GENERATION COFFEE SHOPS

SUMMARY

Today, businesses need to understand the changing needs and desires of consumers
and develop new marketing strategies for their target customers in order to survive in
the competitive environment. The old marketing strategies become inadequate as the
expectations of consumers change over the years, so the marketers, who are looking
for new ways to influence consumer decisions, have started to trigger the senses in
their marketing activities after realizing the effects of senses on consumer decisions.
Therefore, the sensory marketing stratagies are developed. Companies can create
environments where their customers will feel comfortable by using sensory cues.
Also, the combination of different sensory cues can help companies to determine
their positioning strategy. Developing a clear positioning strategy can help them to
create an emotional connection with their customers and improve customer loyalty.
Therefore, companies can benefit from the store atmosphere and sensory marketing
concepts as strategic tools to differentiate from their competitors. Restaurant and café
businesses are able to satisfy their customers through the service atmosphere in order
to provide a successful service and to make their brands preferable. For this reason,
the atmospheric and sensory factors are one of the important factors in customer
satisfaction, especially in the café and restaurant sector and in this thesis, third
generation cafes were chosen as the research area. There are two reasons why
research is conducted on customers going to third generation cafes: the first one is
the difficulty of finding a sector that appeals to the first five senses and the second
reason is although earlier studies on sensory marketing has done in Turkey, the third
generation cafe concept has not been researched much.

The aim of this study is to try to determine the relationship between sensory
marketing and the revisit intention of customers and the demographic variables. In
this context, the relationship of the five senses with consumer preferences and
demographic variables was examined. The research was carried out in the province
of Istanbul. An online questionnaire was used as a data collection tool in the study.
The questionnaire form created through the Google Forms, online survey preparation
program, was accessed by sending a link to all potential participants to collect data.
Within the scope of the research, data were collected using convenience sampling
method from 384 participants who were found at least once in the new generation
cafes in Istanbul. The data obtained from the research were analyzed through the
SPSS 23 package program and worked with a 95% confidence level. As a result of
the analysis made; it is observed that some senses have positive effects on the
customer’s intention to revisit, and some senses do not affect the customer's intention
to revisit.
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_ PERAKENDE SEKTORUNDEKI DUYUSAL iSARETLER ILE
MUSTERILERIN YENIDEN ZIYARET NIYETLERI ARASINDAKI iLiSKi:
UCUNCU NESIL KAFELER UZERINE BIiR ALAN CALISMASI

OZET

Perakende sektorii dinamik sektorlerden biri oldugundan perakendecilerin, pazarin ve
miisterilerin devamli degisen taleplerine nasil adapte olacaklarini iyi bilmesi
gerekmektedir. Son yillarda internetin ve e-ticaretin gelismesi, tiiketicilere birgok
firsat sunmakta, binlerce {iriinii kolayca gézden gecirmelerine ve yalnizca birkag
tiklama ile aligveris yapmalarina olanak saglamaktadir. Giiniimiizde perakendeciler,
sadece benzersiz iiriinler veya benzersiz hizmetler talep eden degil, ayn1 zamanda
aligveris esnasinda benzersiz deneyimler yasamak isteyen miisteriler ile kars1 karsiya
kalmis durumdadirlar. Bu deneyimlerin nasil tasarlanacagni ve uygulanacagin
bilmek, tliketicilerin miisteri memnuniyetini ve miisteri sadakatini tesvik
edebilmektedir. Bu nedenle konforlu ve benzersiz bir aligveris deneyiminin
yaratilmasi, rekabet avantaji1 elde edebilmek ve tiiketicilerin beklentilerini karsilamak
icin giderek daha 6nemli hale gelmektedir. Miisteriler i¢in cazip kalabilmek ve diger
firmalarla rekabet edebilmek i¢in geleneksel perakendecilerin miisterilerle etkilesim
yontemlerini degistirmesi ve uyarlamasi gerekmektedir. Magazalar ve cafeler artik
cogunlukla sosyal bir bulusma yeri olarak goriildigiinden miisterilerin dikkatini
cekmek, alisveris yolculuklarinda onlar1i memnun etmek ve ziyaret sikligini artirmak
icin  “aligveris deneyimi” odaklt farkli pazarlama stratejileri tasarlamak
gerekmektedir. Bu noktada magaza atmosferi ve duyusal pazarlama kavramlar: 6nem
kazanmaktadir.

Kotler’e gore atmosfer kavrami miisterilerde belirli etkiler yaratmak icin mekanin
bilingli bir sekilde tasarlanmasidir. Magaza atmosferi, magazanin disindan
baslayarak magazanin i¢ dekorasyonuna kadar uzanan bir yolculuk anlamia
gelmektedir, dolayisiyla magazayi disaridan géren herhangi bir tiiketici, satin alma
niyetiyle magazanin  Onlinden  gecmese bile magaza  atmosferinden
etkilenebilmektedir. Rahat ve dikkat c¢ekici bir magaza atmosferi, miisteri
memnuniyetini, iceride bulunma siiresini ve ayni zamanda yeniden ziyaret ihtimalini
artirmaktadir. Perakende atmosferini olusturan ve perakendecinin kontroliinde olan
unsurlar genellikle miisterilerin duyularina hitap etmektedir. Ornegin, magazadaki
151k miktar1, duvarlardaki renkler, sandalyelerin konforlu olusu, ortamdaki koku ve
arka planda ¢alinan miizigin tiirii firmalar tarafindan yonetilebilmektedir.

Duyularin 6nemi uzun zamandir bilinmesine ragmen yakin zamana kadar duyularin
etkisi pazarlama iletisiminde c¢ok Onemli bir odak noktasi haline gelmemistir.
Dolayisiyla pazarlama alaninda duyularin etkisini incelemek nispeten yenidir.
Duyular, iiriinii algilamada gii¢lii bir etkiye sahiptir ve gii¢lii duyusal tepkilerin
ortaya ¢ikmasini tetiklemektedirler. Bir magazadaki 1518 parlakligi, miizigin tiirt,
malzemenin dokusu, ortamdaki kokular veya kahvenin tad: tiiketicilerin duygu ve
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davraniglarini etkilemektedir. Duyusal pazarlamanin baglangi¢ noktasi tiiketicilerin
zihnidir ve sirketler, tiiketicilerin zihninde benzersiz bir imaj olusturmak icin
pazarlama startejilerinde duyulara odaklanmaya baslamislardir. Bu baglamda
miisterilerinin hafizalarinda kalic1 bir yer kazanmaya ¢alisan markalar i¢in, duyulara
seslenerek hedef kitleleri ile aralarinda giiglii duygusal baglar kurmanin 6nemi her
gecen giin artmaktadir.

Duyusal pazarlamanin amaglari, marka kimligi olusturmak, tiiketici algilarini olumlu
yonde etkilemek, miisterilerin magazada gecirdikleri zamani1 uzatmak, yeniden
ziyaret niyetini artirmak, rekabet avantaji yaratmak ve miisteri sadakati saglamaktir.
Hawkins’e gore marka imaji, tiiketicilerin markanin admi duyduklarinda
hissettikleridir ve marka imaji duyularla giiclendirilebilmektedir. Markalar ve
tilkketiciler arasinda duygusal iletisim ne kadar fazla olursa, bu iletisim tiiketicilerin
zihninde o kadar c¢ok ani birakmaktadir, ¢linkii tliketicilerin markalar ile ilgili
tutumlar1 duyularla sekillenmektedir. Duyusal pazarlama ayn1 zamanda miisteri
sadakatini de hedeflemektedir. Molitor'a gore duyusal pazarlama, siirdiiriilebilir
tilkketici sadakati yaratmak icin de kullanilmaktadir. Markaya olan tiiketici sadakati
arttikca sirket daha ¢ok kazanacaktir ve ayni zamanda hizmetten memnun kalan
miisteriler ¢evresindekileri de magazay1 ziyaret etmeye tesvik ettiginden, sirket
rakiplere kars1 biiyiik avantaj saglayacaktir.

Duyusal pazarlamada perakendeciler igin Onemli olan konulardan biri de,
miisterilerin duyularini harekete gecgirmek i¢in yararlanilan gorsel, isitsel, tat, koku
ve dokunsal pazarlama stratejilerinin dikkatli bir sekilde belirlenmesidir. Ciinkii
yalnizca bir stratejinin bile uygunsuz kullanimi miisterileri olumsuz etkileyebilmekte
ve magazadan ayrilmalaria neden olabilmektedir. Bu nedenle magazadaki duyusal
pazarlama stratejileri, misterilerin magazada keyifli vakit gecirmesini ve olumlu
tepki vermesini saglayacak sekilde planlanmalidir. Planlamaya ilk olarak, herhangi
bir pazarlama planinda oldugu gibi markayr ve hedef tiiketiciyi iyi anlamakla
baslamak gerekmektedir. Markanin kisiliginin temel ozellikleri belirlendiginde bu
Ozelliklerin duyusal ipuclariyla tiiketicilere nasil aktarilacagina karar verilmelidir.
Hedef miisterilerin ihtiyag ve istekleri belirlendikten ve pazara hakim olduktan sonra,
markanin rakiplerinden nasil farklilasacagina karar verilmelidir. Markalagsma
stratejisine eklenen biitlin duyusal ipuglari markanin karakteriyle uyumlu olmali ve
biitliin duyusal stratejiler miisteriler arasinda derin bir baglant1 olusturmak i¢in ayn
yone ¢ekilmelidir.

Giinlik yasamda verdigimiz kararlarin ¢ogu gérme duyusuna dayanmaktadir ve
gorme miisteriyle ilk temasi saglayan duyudur, bu nedenle tiim sirketler tarafindan
ozel ilgi gerektirmektedir. Creusen ve Schoormans'a gore, cogunlukla ilk gorsel
temas tiiketicinin iirlin ile ilgili algisini etkilemekte ve iiriin diger yonleriyle diger
tiriinlerle benzerlik gosterse da miisteriler daha iyi goriinen ve estetik acidan en iyi
olan iirlinii se¢mektedirler. Yapilan bazi c¢alismalarda renklerin merkezi sinir
sistemini etkiledigi, dolayisiyla anilar1 ve deneyimleri harekete gecirebileceginden
bahsedilmistir. Bu nedenle dogru rengi se¢gmek de magaza imaji olusturmaya
yardimc1 olmaktadir ¢linkii tiiketiciler genellikle marka ve magaza imajint markanin
renkleriyle iligskilendirmektedir. Renklerin yani sira, uygun aydinlatmanin da
misterilerin ilgisini ¢ektigi ve uygun bir ruh hali yaratabilecegi kabul edilmektedir.
Aydinlatmanin  dogru  kullanilmasiyla, tiiketicinin  dikkati istenen yOne
cekilebilmektedir.
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Duyusal pazarlamayr magazalarina uygulamak isteyen perakendeciler igin igitme
duyusu da &nemli faktdrlerden biridir. Isitme duyusundan yararlanilmasi yalnizca
sesi deneyimlemekle ilgili degil, ayn1 zamanda tiiketiciyle bir bag olusturmak ve
duygular1 harekete geciren cagrisimlar yaratmak i¢in de dnemlidir. Kotler’e gore
miizik, magaza imajin1 giiclendirmekte, miisterilerin ruh halini degistirmekte,
calisanlart mutlu etmekte ve miisterilerin satin alma olasiliklarini artirmaktadir.
Miizik, ayrica magaza i¢i trafik akisini hizlandirmada ve miisterilerin dikkatini
¢ekmede etkilidir.

Lindstorm’a gore insanlar gozlerini kapatabilir, kulaklarimi kapatabilir, tatmay1
reddedebilir, ancak koku, soluduklari havanin bir pargasi oldugundan koku alma
duyusunu engelleyemezler. Bu nedenle de pazarlamacilar tarafindan kokunun etkisi
g6z ardi edilmemelidir. Ayrica Maiwald, diisiinmenin diger tiim duyulara yanit
vermeden once gergeklestigini, ancak koku i¢in beynin diisiinmeden yanit verdigini,
bundan dolay1r kokunun pazarlama uygulamalarinda giiglii bir stratejik arac¢ haline
geldigini belirtmistir. Bu arastirmalarin sonucu olarak son yillarda markalarin ¢ogu
pazarlama stratejilerinde koku duyusundan yararlanmaktadir. Koku, miisterileri
magazaya cekip daha uzun siire kalmalarina ve daha ¢ok aligveris yapmalarina firsat
saglayacagi gibi onlar rahatsiz edip bir an 6nce ortamdan ayrilmalarina da sebep
olabilmektedir. Bu nedenle secilen kokunun magazanin tasarimina, iiriinlere ve hedef
kitleye uygun olmasi 6nem arz etmektedir.

Tat duyusu, kisiden kisiye farklilik gosterdiginden, uygulanmasi en zor duyusal
pazarlama yaklasimlarindan birisidir. Hultén'e gore tat, diger duyularla olan
baglantilar1 nedeniyle en agik duygusal duyulardan biri olarak kabul edilmektedir.
Tat, miisterilerde duyusal bir deneyim yaratmak i¢in farkli duyular1 karigtiran tek
duyudur, 6rnegin tat duyusu genellikle koku duyusuyla iliskilendirilmektedir ¢ilinkii
kisiler herhangi bir seyi koklamadan tadamamaktadirlar. Marka imaj1 yaratmak ve
marka bilinci olusturmak i¢in de tat duyusu ¢ok onemlidir. Dolayisiyla tat yalnizca
gida sektoriinde degil ayn1 zamanda moda sektdriinde de stratejik bir ara¢ haline
gelmistir. Bu nedenle 6zellikle liiks markalar, magazadaki ziyaret siiresini uzatmak
ve miisteri konforunu arttirmak i¢in magazalarina kafe alanlar1 dahil etmektedirler.

Magaza atmosferi yaratirken dikkat edilmesi gereken bir diger faktor de dokunma ve
hissetme duyusudur. Dokunma hissi, tliketicilerin nesnelerle etkilesime girmesine ve
doku, sekil, agirlik vb. konusunda karar vermesine firsat tanimaktadir. Peck ve
Childers’a gore tiiketicilerin ani dokunma motivasyonlari ile satin alma konusunda
iirline karst verdikleri olumlu tepkiler arasinda iliski bulunmaktadir. Uriinlere
dokunma firsat1 vermenin miisterilerin tercihleri ve davraniglar {lizerinde ikna edici
bir etkisi oldugundan, dokunmak {iriinlerin tercih edilme ve satin alinma olasiliklarini
da artirmaktadir. Dokunma hissi ayn1 zamanda kalite algisiyla da iliskilidir. Ornegin
bir restorandaki pegetelerin yumusaklig1 veya sandalyenin rahat olusu miisterilerin
mekanla ilgili algisini etkileyebilmektedir.

Duyusal pazarlama, duyulari tetikleyerek bir marka ile miisterileri arasindaki
etkilesimleri giiclendirmeyi ve miisteri memnuniyetini artirmayr amaglamaktadir.
Miisteri memnuniyeti, miisterilerin istek ve beklentilerinin miimkiin oldugunca
karsilanmasi anlamima gelmektedir. Miisteriler bekledigi hizmeti aldiklar1 siirece
magazaya sadik kalmaktadir, bu nedenle miisteri memnuniyet diizeyiyle magazay1
ziyaret eden miisteri sayist dogru orantilidir. Yapilan bir¢ok calisma, duyusal
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pazarlamanin misteri memnuniyeti iizerindeki etkisini arastirmis ve duyusal
pazarlamanin miisteri memnuniyetini ve miisterilerin yeniden ziyaret etme niyetini
etkileyebilecegini ifade etmistir. Bu nedenle rekabet avantaji kazanmak igin
sirketlerin miisterilerde olumlu duygular uyandiracak bir magaza atmosferi yaratmasi
gerekmektedir. Bu sekilde, perakendeciler tiiketicileri bir satin alma iglemi yapmaya
tesvik edebilir veya magazay1 yeniden ziyaret etme olasiligini artirabilir.

Yeniden ziyaret niyeti, miisterilerin gelecekte ayni hizmet saglayiciyr defalarca
kullanma olasilig1 olarak tanimlanmaktadir. Bitner’e gore yeniden ziyaret niyeti
tizerinde en biiyiik etkiye sahip olan faktdr misterilerin memnuniyet veya
memnuniyetsizlikleridir. Bu nedenle, memnun bir tiiketicinin tekrar satin alma
davranigin1  gosterme ve diizenli bir tiketici olma egiliminde oldugu
diisiniilmektedir. Miisteri memnuniyetinin bir sonucu da miisteri sadakatidir.
Miisteri, bekledigi hizmeti aldig1 slirece magazaya sadik kalmaktadir. Miisterilerin
rakip firmalara gecis yapmasini Onlemek, ticari karlar icin yeni miisterileri
cekmekten daha avantajli oldugundan bir¢ok sirket miisteri memnuniyetini
giiclendirmeye ve miisteri sadakatini artirmaya odaklanmaktadir. Ozellikle restoran
ve kafe isletmeleri tiiketici davraniglarini ve tercihlerini yakindan takip etmesi
gereken sektorlerden biridir. Bu nedenle bu calismada da yeni nesil kafe sektorii
arastirma alani olarak seg¢ilmistir.

Calismanin odaklandig: iiciincii nesil kahve trendi ilk olarak 2002 yilinda Trish
Rothgeb tarafindan yazilan bir makalede kullanilmistir ve bu trend kahveyi bir zanaat
olarak ele almaktadir. Uciincii nesil kahve trendinde kahve ¢ekirdeklerinin
yetistirildikleri ¢iftlige, aromalarina, isleme yontemine ve kavurma derecesine 6nem
verilmektedir. Ugiincii nesil kafelerin énem verdigi bir diger konu ise mekanlarin
tasarimidir. Mekanlarin 6zel ve konforlu tasarimi ve mekanlarda g¢ogunlukla
deneyimsel alanlarin  olusturulmast  tglincli nesil  kafelerin  belirleyici
ozelliklerindendir. Uciincii nesil kahve akiminin ikinci nesil kahve akimindan farkli
oldugu bir diger nokta ise miisteri ile olan samimi ve bilgilendirici iliskidir. Ugiincii
nesil kafelerde miisterilere kahvenin hazirlanma siirecinde daha aktif ve katilimc1 bir
rol verilmektedir.

Bu calismanin temel amaci, magazadaki duyusal ipuclari ile {i¢iincli nesil kahve
tiiketicilerinin bu kafeleri yeniden ziyaret niyetleri arasindaki iliskiyi incelemektir.
Bu alanda yapilmis olan c¢aligmalar duyusal pazarlamanin faydalarini géstermis olsa
da, duyusal ipuclart ile yeniden ziyaret niyeti arasindaki iliskiyi arastiran ¢ok az
sayida ¢aligmaya rastlanmistir. Ayrica 6nceki ¢alismalar, duyusal pazarlama, misteri
memnuniyeti ve miisterilerin davranis niyetleri arasindaki iliskiyi arastirmislardir.
Yeniden ziyaret etme niyetini dogrudan inceleyen az sayida ¢aligma bulundugundan,
literatiirdeki bu boslugu kapatmak i¢in bu c¢alismada arastirilmak iizere yeniden
ziyaret niyeti degiskeni se¢ilmistir. Calisma ayni zamanda tiglincii nesil kafelerin
yoneticilerine kendilerini farklilastirmalar1 ve miisteri kazanimlar1 i¢in Oneriler
sunmay1 amaglamaktadir.

Bu baglamda, ¢alismada bes duyunun tiiketici tercihleri ve demografik degiskenlerle
iliskisi incelenmistir. Arastirma Istanbul ilinde gerceklestirilmistir. Arastirmada veri
toplama araci olarak online anket yontemi kullanilmistir. Online anket hazirlama
programi olan Google Forms aracilifiyla olusturulan anket formu tiim potansiyel
katilimcilara bir baglant: ile gdnderilmistir. Arastirma kapsaminda Istanbul'daki yeni
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nesil kafelerde en az bir kez bulunan 384 katilimcidan kolayda 6rnekleme yontemi
kullanilarak veriler toplanmistir. Bu anket Likert 6lgegi yaklagimi ile tasarlanmustir.
Cevaplarin giivenilir olabilmesi icin 06zellikle kahve igmeyi seven ve yeni nesil
kafelere gitmekten keyif alan kisiler katilimci olarak secilmistir. Arastirmadan elde
edilen veriler SPSS 23 paket programi ile analiz edilmis ve %95 giiven diizeyinde
calisiimustir.

Calismada oncelikle en sik ziyaret edilen yeni nesil kafeleri belirlemek, miisterilerin
ziyaret aligkanliklar1 ifadelerini degerlendirmek ve demografik 6zellikleri belirlemek
icin frekans analizi yapilmistir. Daha sonra 6lgek faktor yapilarini ortaya ¢ikarmak
icin faktor analizi ve olusturulan faktor yapilarinin giivenilirliini incelemek icin
Cronbach Alpha testleri uygulanmistir.

Duyusal deneyim faktorleri ile tekrar ziyaret niyeti arasindaki iliskiyi incelemek icin
Pearson Korelasyon testi, duyusal deneyim faktorlerinin yeniden ziyaret niyetine
etkisini incelemek icin Regresyon analizi ve son olarak katilimcilarin yeniden
ziyaretleri ile demografik o6zellikleri arasinda anlamli bir farklilik olup olmadigini
test etmek i¢in fark testleri uygulanmistir.

Yapilan analizler sonucunda; duyularin bazilarinin miisterinin yeniden ziyaret etme
niyetinde olumlu etkileri olurken duyularin bazilarinin miisterinin tekrar ziyaret etme
niyetini etkilemedigi gozlemlenmistir. Arastirma sonuglarinda tiiketicilerin yeniden
ziyaret niyetleri ile tat, koku alma ve dokunsal uyaricilar arasinda anlamli bir iligki
oldugu goriilmiistiir. Dolayisiyla yeni nesil kafe isletmelerinin, miisterilerinin
yeniden ziyaret ihtimallerini artirmak icin bu {i¢ duyusal faktorii stratejik bir bakis
acis1 olarak degerlendirebilecegi yorumu yapilabilmektedir. Ayrica bu calisma ile
duyusal pazarlama faaliyetlerinin etki diizeyinin tiiketicilerin cinsiyetine ve yasina
bagl olarak degistigi tespit edilmistir. Yeni nesil kafe sektoriinde faaliyet gosteren
isletmelerin hedef kitlelerini belirleyip hizmetlerini ¢esitlendirirken, bu noktalara
dikkat etmeleri onlar i¢in bir avantaj olacaktir.

Bu calisma, Covidl9 sebebiyle kafelerin gegici olarak kapanmasi, belirli bir
donemde sadece Istanbul'daki katilimcilardan veri toplanmasi ve katilimcilara
erisimde yasanan sorunlar gibi bazi1 smurhiliklart igermektedir. Bu nedenle,
gelecekteki arastirmacilar, farkl kafe veya restoran hizmetleri i¢cin benzer bir model
gelistirmeyi diistinebilirler. Daha genis 6rneklemler kullanilarak ve farkli degiskenler
tizerinde c¢alisilarak ileride yapilacak calismalarin, literatiire ve {i¢iincli nesil kafe
isletmecilerine faydali olacag: diistiniilmektedir.
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1. INTRODUCTION

The retail sector is one of the most dynamic sectors, so retailers should learn how to
adapt to the new market’s demands. In recent years, the development of the Internet
and the e-commerce offers many opportunities to the consumers, so the creation of a
shopping experience becomes increasingly important to get a competitive advantage
and to satisfy consumers’ demands. Nowadays, the retailers face increasingly
demanding consumers who request unique products and services. Consumers do not
demand only unique products but they also want to live unique experiences during
the shopping. Knowing how to design and apply these experiences can take

consumer’s attention and encourage them to spend more time at the store.

One of the main objectives of marketing activities is to try influencing consumer
purchasing decisions. Understanding consumer needs and influencing their
purchasing decisions are very important in the changing market conditions.
Marketers, who have to adapt themselves according to new conditions, started to
trigger the senses in their marketing activities as they realized the effects of the
senses on consumer decisions. At this point, the concept of sensory marketing, which
has been used frequently in the marketing literature recently, has become popular in
today’s competitive environment. In sensory marketing, consumer's emotional and
behavioral reactions are studied by sending stimulis to five senses. When performing
sensory marketing activities, it is extremely important to understand the effects of
senses on consumers correctly and it should be taken into account which senses have

an impact on which consumer group.

In this study, the role of senses in consumer’s perception are discussed. Besides,
how consumers are affected by sensory marketing strategies of companies and their
responses to them are analyzed. Then it is aimed to examine the relationship between
sensory marketing and consumer preferences in third generation coffee stores, their
revisit intention and the demographic variables. With this purpose; the relationship of
demographic factors with the senses was examined in terms of variables of gender,

age and education level. The data of the study were collected by questionnaire



method. SPSS 23 package program was used in the analysis of this research data.
The effects of senses on customers were analyzed by examining the factors of
sensory experience and intention to visit again in the survey conducted with 384
people. The findings and the suggestions obtained as a result of the study are

included in the last part of the study.



2. CUSTOMER EXPERIENCE IN RETAIL MARKETING

In today’s world, the development of the Internet and the e-commerce offers many
opportunities to the consumers, lets them review thousands of items and make
purchases in a few clicks, to receive the deliveries in a short time in the comfort of
their homes. They also have a chance to send them back if the products do not meet
their expectations. Moreover, online customers usually have more oppotunities to see
price alternatives on websites and find the same products at lower prices. In the
online environment, customers also have the chance to find more information,
recommendations and comments about the products and brands by other users.
Finally, customers can spend less time purchasing through web stores rather than
taking hours when they make shopping trips in the malls and without facing traffic

jam or wasting time for car parking.

Due to decreased risk perception in online purchasing, changing shopping habits of
customers and accessing easily advanced information about products, the growth of
online shopping is becoming a major threat to physical stores. This development has
affected retail companies and their strategies to stay in the competition and also led
to decline in the total sales realized by various physical stores as the customer
interest of online shopping continues to increase. Since the growth of online
shopping has become a great threat to physical stores retailers, marketing
departments are facing new challenges to create experience areas to make their
physical stores attractive. In order to remain attractive to customers and compete
with online retailers, it is necessary that the traditional retailers need to change and
adapt the ways they interact with customers. They can not wait for the customer to
come to the store but they should be accessible any time. On the other hand,
providing in-store experiences has become an important subject for large companies
which are constantly looking for innovation and new processes. Since the consumers
do not demand only products and want to live unique experiences during shopping,
the retailers have to modernize their offers and the ways of doing business to
maintain customer loyalty. Because shops are considered as a social meeting place,



it is necessary to design different marketing strategies that are focused on the
“shopping experience”, to attract customers, satisfy them with their journey of

shopping, increase visit frequency (Deloitte, 2016).

Although online shopping has been shown to provide more satisfaction to current
consumers requesting convenience and speed, some consumers still feel
uncomfortable while buying online due to the trust issues with the website, doubts
about the quality of the products and delay of deliveries. Also, consumers still want
to examine and feel especially certain products and get some more comments face to

face before purchasing.

On the other hand, the increase in the number of physical retail stores brings intense
competition to the sector. The first way to achieve success in the competitive
environment is to make a difference. At this point, the concept of store atmosphere
gains importance. The store, which has created an atmosphere that is different,
unique and meeting the expectations of the customers, will be preferred and will
survive in the competitive environment. The store atmosphere can affect the image of
the store, increase store traffic, extend consumers' shopping time and encourage
unplanned purchases. Retailers should also pay attention to internal arrangements
and settlement that affect the mood and movement of the consumer. Interior-related
issues such as lighting, music, colors and perceived crowdedness are also used to

affect customer attitudes.

2.1 In Store Shopping Experience

Every business provides a customer experience which may be good, bad or different.
Customer experience can be defined as the sum of all experiences a customer has
with a supplier of goods or services (Grewal et al., 2009). It consists of awareness,
interaction, purchase, communication, and emotion. When a retailer manages to
create and deliver different experiences to the customers, the probability of the
customer to spend time in that store may increase. Also, positive customer
experience can increase customer loyalty, customer satisfaction, and advocacy.
Miisteri beklentileri, kiiresellesme, bilgi teknolojileri, yasal diizenlemeler, rekabet ve
cevre faktorleri tedarik zinciri yonetimine yon verir ve basarisini etkiler (Hervani ve

dig, 2005, s.331).



From the perspective of Meyer and Schwager (2007), customer experience can be
defined as a customer’s subjective response to any direct or indirect contact with a
company. Direct contact generally occurs during the purchase, use and service, but,
indirect contact often contain representations of a company’s products or services,
including advertising, news reports etc. Retailers are conscious that they have to
understand and satisfy their markets’ challenging expectations so that they need an
effective service design strategy which focuses on interactions in the stores
(Clatworthy, 2011).

Figure 2.1 below shows the five dimensional construct that creates customers’ in-

store shopping experiences.

IN-STORE SHOPPING

EXPERIENCE
A 4
PERSONAL MERCHANDISE INTERNAL MERCHANDISE COMPLAINT
INTERACTION VALUE STORE VARIETY AND HANDLING
ENVIRONMENT ASSORTMENT

Figure 2.1: The structure of the in-store shopping experience.

Source : Dabholkar, P. A., Thorpe, D.I. and Rentz J. O. (1996). ‘A measure of
service quality for retail stores: scale development and validation’, Journal of the

Academy of Marketing Science

Since customers nowadays often demand unique experiences, retailers and
manufacturers continuously need to look for differentiation strategies in different
touchpoints. Differentiating oneself from the competitor by creating memorable
customer experiences is becoming one of the important goals of brick and mortar
businesses. In today’s global market, customers ask and expect more than just being
satisfied with the product or the delivered service level. Berry et al. (2002) points out
that companies are becoming increasingly aware of the importance of creating
experience spaces for their customers and to do this they need to understand their
expectations before the purchasing experience of the consumer. Cognitive, emotional

and intuitive influences designed by retailers will create a total customer experience.



Based on SAS Institute (2013), good customer experience management can improve
brand image, increase sales, decrease the costs by reducing dissatisfied customers,
improve customer loyalty and increase revisit intention of customers through a

memorable store atmosphere.

It is important to accept that the shopping act, the consumption of the product and
post-purchase evaluations are all parts of the consumer experience, so to manage the
customer experience, all stages must be considered. It is not an easy task for
companies, but trying to create a memorable experience can make a huge difference
for a business. Figure 2.2 shows the main structures involved in the consumer
experience in the retail setting and the retail atmosphere as an antecedent offering an

unique retail experience.
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Extraordinary Customer Experience

Figure 2.2: Conceptual strutcure for retail experience.

Source: Verhoef et al. (2009, p. 32)

The elements under control of the retailer making up the retail atmosphere are
usually related with the customer senses. For instance, the store can manage the
amount of light, the colors on the walls, the kind of music played in the background.
Managing the retail atmosphere is the starting point in a retail setting in the process
of managing the costumers’ experience. Besides, other factors like the type of store,
location, economic condition, etc. can influence the total experience, but these
factors will be beyond the scope of this study.



2.2 The Role of Retail Atmospherics

The concept of atmospherics was introduced by Kotler in 1973, in his article
“Atmosphere as a Marketing Tool”. Kotler (1973) used the term atmospherics in
order to describe the “conscious designing of space to create certain effects in
buyers”.Atmosphere in marketing is used to describe the area which is purposely
designed to affect consumers and it is the effort to design a shopping area which
creates emotional effects on the customers to increase the probability of purchase
(Kotler, 1973). Kotler (1973), in one of the earliest studies about retail atmospherics,
stated that the arrangements in and around a retail store can create perceptions about
the store image. Then in 1982, Donovan and Rossiter's studies point out that the store
atmosphere influences consumers emotionally and changes the consumers' mood and
shopping motivation. According to another research which is conducted by Engel et
al. in 1986, it is found that at least half of the shopping behaviors of consumers occur
by impulse purchasing. Ahtola’s (1985) study also indicated that about 50% of
consumers do shopping without plans, so the impulse purchases are important to be
considered. When he explored the causes, he discovered that the reason was
consumers’ high perceived value due to the positive influence of store atmosphere.
With regard to the amount of time consumers spent in retail settings, it has been
shown that pleasant store environments influence the time spent (Ballantine, et al.
2015).Therefore, using store atmosphere is very important for initiating perceptual
consumer emotion (Farias et.al., 2014). The retail atmospherics consists of
environmental elements such as lighting, type of music, attractive layouts, fragrance,
appropriate temperature to create cosy and comfortable conditions that can affect the
consumers’ behaviors (Smith and Burns, 1996). All of these elements’ main function
is to meet the shoppers’ needs and expectations in order to influence their in-store
behavior; these are considered as effective ways for brick-and-mortar store retailers

to manage the shoppers’ decision making in the store (Shockley et al., 2011).

According to Milliman (1986), atmosphere is a term that is used to explain
customers’ feeling about shopping experience which cannot always be observed. In
a research about retail atmospherics, Gardner and Siomkos (1990) found that store
atmospherics such as lighting, layout, displays, colors, sounds, and fragrance affect
consumer perception related to product. The atmospheric factors do not only reflect
store image but also speak about the identity of the store. When the customers have



comfortable experiences while visiting a store, then, they will pass a positive word of
mouth to their close people so that the percentage of the customers who come back to
the store will increase. A comfortable store atmosphere creates a positive impression
of a retail store through various methods of communication such as word of mouth,
personal experience, advertising, recommendation,etc. (Estelami et al., 2006).
Therefore, developing a attractive and comfortable atmosphere has become
important to the companies to compete with the others since it influences the time
consumers spend in the store, consumption amount, satisfaction, perceived quality

and customers’ revisit intention.

Although once store displays were mainly used for the promotional purposes, today
store managers have discovered new roles for an effective atmosphere since
customers became more aware of what they want. For many customers, the main
benefit of store design is convenience, which means finding their needs easily and
leaving the store quickly. Therefore, improperly designed stores may affect the
customers’ mood badly and reduce their shopping pleasure (Baker et.al, 2002).
Based on the needs of the customers, the store layout will either be easy to move

around or differentiated and unique.

The store atmosphere plays an important role in making purchase decisions and
creating a pleasant shopping experience. Figure 2.3 below shows that the retail
atmospherics consist of environmental elements such as lighting, music, appropriate

temperature and etc. which can affect the current and future behavior of consumers.
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Figure 2.3 : Influence of retail atmosphere on consumers.

Source : Ishwar Kumar, Ruchi Garg, and Zillur Rahman, Great Lakes Herald, Vol 4,
No 1, March 2010



The environmental stimuli can affect consumers' perception and shopping behavior
(Kumar et al., 2010). That is why retail managers have started to plan and change the
physical surroundings of their retail outlets to take customers’ attention continually.
To create a positive atmosphere for consumers to make them feel a unique

experience, the retailers take the advantage of sensory experience.

Focusing on the effect of senses in marketing is relatively new. According to the
traditional view, consumers are believed to be rational decision makers who only
care about a product's functional features and benefits. Today, it is accepted that
consumer purchase decisions are increasingly driven by consumers’ emotions.
Sensory experience is used not only in retail but also in other fields relevant with the
consumer’s lifestyle. Giving a unique sensorial experience to consumers with a brand
will create loyalty and trust (Gobé, 2001). Consumer’s curiosity and the need of
experiencing a discovery are frequently used by the brands to keep themselves in
consumers’ memory. The starting point of sensory marketing is the mind of
consumers and companies focus on senses in their marketing offers to create a
unique image in consumers' minds (Aslan et al., 2017). According to Rieunier
(2009), the atmosphere in stores can be enhanced by taking advantage of the effects
of sensory marketing and the aim should be to create a ‘soul’ of the place. Besides,
the visual presentation of the products and the pleasure of touching them should not

be neglected especially in case of a physical retail setting.






3. SENSORY MARKETING

Marketing management is mainly related to managing profitable customer relations
and to create successful customer relationships is only possible by satisfying their
needs (Kotler, 2010). In retailing, when a customer enters a store, the whole process
inside the store can be considered as a sensory experience, including visual, auditory,
tactile, smell and taste cues that will influence the purchase intention and customer

experience, and even the purchasing decision. (Krishna, 2012).

By 1973, when Kaotler defined the atmospheric environment, he expressed his ideas
about the human senses in the store environment. Then, the researchers started to
study about the effects of the senses on consumer behavior in the store environment.
As the cost of reaching consumers through traditional media increases, competition
not to lose consumers has also increased and so companies found ways to trigger the
senses to gain competitive advantage. In the 1990s, the customer-oriented approach
has become the focus of marketing and the consumers now are in an active position
where they decide their own wishes (Niccolo et al., 2013). Therefore, marketers
wanted to benefit from the sensory cues in order to meet the increasing demands of

consumers (Acevedo and Fairbank, 2017).

According to Kotler (2000), "atmosphere is the perception of a customer when
entering a certain place". It affects customers’ perception and increases their
purchase intention. The word ‘atmosphere’ is usually used when talking about the
quality of the space (Kotler, 1974: 50). Store atmosphere means a journey starting
from the outside of the store to the interior and decoration of the store. Any
consumer who sees the store from the outside may be affected even if he does not
pass in front of the store for purchasing intention. The positioning of the products in
the store, congruent coloring or product order should maintain the effect in the store.
A comfortable and remarkable store atmosphere increases customer satisfaction and
shopping period. The satisfied customer from the store atmosphere, transfers his

experiences to his environment from that moment on. According to Arslan (2011),
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the store atmosphere can be expressed as manipulating customers by using

environmental stimuli in order to effect purchasing decisions.

The stimulating cues they are exposed to in the store atmosphere direct people to
take action without planning, and also cause them to come back again. These effects
can be generated with the help of smell, color, music, taste, etc. While the conditions
that can create unforgettable moments in the environment to which the consumer is
exposed, an environment of loyalty is also created. Bitner (1992) stated that the
service environment consists of concrete (building and furniture) and abstract
(temperature, color, smell and music) elements in order to facilitate the service
offered to consumers. Turley and Milliman (2000) added the human factor to these
elements that creates the store atmosphere. The store atmosphere, which helps to
increase the traffic in the store, is also expressed as the sum of the signals obtained
from the store individually in the minds of the consumer (Tek and Orel, 2006). The
rise of sensory marketing also defines the transition from a traditional marketing
approach that emphasizes needs recognition, information seeking, and alternatives to
a new marketing approach that emphasizes experiences and stimulation of the senses.
(Rajput and Dhillon, 2013).

Although the importance of the human senses has long been recognized, it is new
that senses have become an important focus in marketing communications. To
explain the importance of involving the senses, chat with a friend can be given as an
example. Today it is possible to stay at home and have a conversation with friends
online, but even though friends can be seen on the computer screen, a physical
meeting may be preferred in real life because there is less sensation involved in a
virtual meeting. Senses have a strong influence on perceiving the product and they
are triggering the emergence of strong sensory responses. It is not possible to draw a
line where sensation ends and perception begins (Kellogg, 1997). This situation that
stays in memory creates a strong link between the brand and the consumer. Memory
and emotions affect the good or bad responses of consumers related with brands.
Using tools that affect senses in the stores contributes to sales environments that have
their own specific characteristics.. Sensory marketing has been used by selling
products in an environment where sensory stimuli are promoted (Krishna, 2010).
Sensory marketing puts human brain with its five senses, at the center of marketing (
Simha, 2020). It can be used to create subconscious incentives that affect consumer
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perceptions using abstract concepts (Krishna et al., 2016). Moreover, it is based on
the experience of consumers when they are in contact with a product at any time
(Gebarowski and Wojcik, 2015).

The primary external factor encouraging companies to use sensory marketing is the
change in consumer habits. Today’s customer expectations are difficult to meet due
to the fact that customers are more knowledgeable and they know exactly what they
want from the product and service. Since shopping online is a threat to the physical
retailers, they have to adapt the ways they interact with customers in order to remain
attractive and pay attention to sensory marketing practices (Aitamer and Zhou,
2011). In an increasingly competitive and globalizing environment, companies have
to find innovative methods to take consumers’ attention (Brakus et al, 2011) because
shopping is not an act that meets the requirements anymore, but it becomes an
activity that provides psychological satisfaction and assessment of leisure. In this
case, sensory marketing practices might help the retailers understand consumers’
purchasing behavior and preferences, design the right sensory mix (color, shape,

taste, smell, texture, and sound) for products, brands and etc. ( Simha, 2020).

Sensory marketing is used heavily by retailers to attract the customer through
targeting his senses. Brightness of light, loudness of voice, softness of material, smell
of perfume or taste of coffee samples at a store have influence on feelings and
behaviors of consumers (Ak and Erenkol, 2015). The purpose of sensory marketing
is to send messages to the right field of the brain to create a connection between
customer and product, and persuade him to buy it. According to Hultén et al. (2009),
consumer’s final decision is only made through sensory experience because
consumers are unconsciously influenced by these stimuli and the result will be a
long-term brand recognition The stimuli produced by marketing strategies are first
received by the sense organs and perception is obtained by evaluating these
sensations (Odabas1 & Baris, 2012). As a result of this perception process, a person

will be either satisfied or dissatisfied.

Sensory marketing creates an opportunity to develop brand identity and improve
brand image. Sensory marketing practices have significant role in both creating a
brand and making a difference through that brand (Aitamer and Zhou, 2011). For
example, Intel’s jingle used for computers has been integrated with the brand over

time. Its "sound logo (sonic logo)" melody, made up of 5 notes, was composed by
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Walter Wezowa, an Austrian composer. By this melody, Intel has created brand
awareness and used sound as a branding factor even if the brand or products are not
physically shown (Ak and Erenkol, 2015). According to Spangenberg, Sprott,
Grohmann and Tracy (2006), firms should trigger the combinations of five human

senses to create sensory experiences.

Consumers want to see, touch, hear, smell or taste, in other words to sense a product
before actually purchasing, especially for some product categories. In fact the real
reason of this process is the desire to minimize the risk level perceived by consumers
(Kog, 2012). As a result, consumers are affected by the stimuli created by the
surroundings and respond to them. With the aim of creating a nice and welcoming
environment at stores to make customers feel comfortable to experience the products,
the companies have started to develop new store formats. These new stores aim for
making customers go through particular experience creating a good impression in the

customer’s mind.

The retail atmospherics is created through the use of different senses, hearing and
smelling sensations as well as visuality, which has a strong influence on customers’
perception. The five human senses are classified as hearing, sight, touch, taste and
smell. The fact is that each of our senses is interconnected and they can generate a
link between the consumer and the brand. Sight is one of the key senses in creating
brand identity especially in large shopping malls consisting of different retail formats
including department stores, restaurants and etc. In the stores where technological
products are sold, information and visual presentation have significant effects and in
cases where only information and visual elements are not enough, other sensory tools

are used to affect target groups and raise their brand awareness.

If companies want to create strong brands and longlife consumer bonds, they should
try to trigger multiple senses (Hussain, 2014). As more senses are stimulated by the
companies, the stronger bonds are created with the consumer. For example,
compared to a muted or a screen-off horror movie and the one with both sound and
image, the difference can easily be observed (Lindstrom, 2005). Starbucks is one of
the successful brands that always stays in consumers' minds by including five senses
in their marketing strategies (Lorre, 2017). The fresh coffee scent, the music, the
sensation of the temperature of the coffee, specific aromas of the coffees and the
store design generate the sensory experiences that occur with the use of five senses.
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The sense of sight is the strongest one between our five senses (Hulten, 2011).
People learn to see before they learn to speak, so visual communication is more
persuasive than non-visual (Etli and Copur, 2008). It has been confirmed that visual
stimuli influence consumers’ purchase decisions, product selection and purchase
amount (Esmailpour and Zakipour, 2016). On the other hand, Treasure (2007) and
Jackson (2003) argue that hearing is more sensitive than seeing in many ways and is
vital because it warns us of danger. In addition, according to Nolke (2009), sound is
the first sensation that a person develops in the womb, and therefore it is considered
one of the basic senses. Moreover, some researchers argue that scent is the most
powerful of the senses because it reminds consumers' emotions and memories more
quickly and effectively than any other sensation (Schmitt et al., 1997; Krishna, 2010;
Gobé, 2001). Since people cannot turn off the smell sense, any kind of ambient scent
affects consumers psychologically and physiologically (Lindstrom, 2005; Krishna,
2010). It can also create the perception of being in a friendly, high end and well-
managed store. For example, Sephora, the leading perfume sales store in France, has
different levels of sensory experiences to create a "Temple of Perfume” in the
Champs Elysées shop in Paris (Kent, 2003, 135).

After Kotler (1973) described the importance of studying main senses in retail
atmosphere, Lindstrom (2005) analyzed the importance of sensory cues and found
sight to be the the most important sense when experiencing a brand, which is
followed by smell, sound, taste and touch. However, in a study focusing on 45
different products, Schifferstein (2006) tested the importance of five human senses.
As a result of this study, it was seen that over the 45 products, the respondents
ranked the importance of the senses in the following order: sight, touch, smell,
sound, and taste (Schifferstein, 2006).

Table 3.1 shows that the most important sensory element is sight by 58%, based on
the research conducted by Martin Lindstrom and Millward Brownit (2005). Sight
helps humans perceive different characteristics of an object, notice the changes in the
environment and many people trust mostly on their sight sense (Hultén et al., 2009).
This might be the reason that sight becomes the most commonly used sense to target
in marketing (Krishna et.al., 2016).
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Table 3.1 : Importance rates of senses.

Source: Martin Lindstrom, Brand Sense, 2005

Touch 25%
Taste 31%
Hearing 41%
Smell 45%
Sight 58%
0% 10% 20% 30% 40% 50% 60% 70%

Since the physical retail stores realize that it is crucial for consumers to discover the
product with the help of senses and e-commerce could not trigger this feeling at the
same degree, they organized ways to enable the customer to feel the product. The
physical retailing have experienced great developments giving rise to the shopping
areas where the brand is smelled, heard, touched and experienced. Today, companies
are using the multi-sensory brand experience because triggering more than one of the
five senses contributes more to the sensory experience. For example, at Ferrari
World in Abu Dhabi, visitors have the opportunity to experience the sight, sound and
smell of Ferrari's driving simulation. As another example of multi-sensory
experience, Nissan plans to launch in-car aromatherapy forest air conditioning,
which will spread fragrances that prevent sleeping. These examples show how

physical sensations can create deeper emotional connections.

3.1 Purposes of Sensory Marketing

Consumers are confronted with many of stimuli triggering their 5 senses during
shopping and sensory marketing aims to control better the perception of these
stimuli. Many are environmental stimuli in the store, such as senses have an
important influence on consumer’s behavior and perception. All these stimulations
should not be use at random and it is important that each of the senses harmonizes

with the others in order to create a successfull brand image.
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Sensory marketing is one of the important methods to achieve competitive
advantage, influence consumer perceptions, draw attention among competitors,
create brand image and provide loyalty for the retailers. Sensory marketing is used to
generate sales in a pleasant environment to influence consumers' perceptions,
preferences, past experiences and consumption habits to handle the competition. For
example, Coca-Cola has created marketing strategies using the senses (cap opening
sound, bottle design, packaging color) and by this way it has provided superiority to

its competitors (Giannakidou and Rathert, 2009).

Sensory marketing, which has started to be used more frequently in recent years, has
a number of goals. These main purposes are; creating brand image and brand
identity, affecting consumer perceptions positively, extending customers’ time spent
in the store, increasing revisit intention, creating competitive advantage, and

providing customer loyalty.

The information about the brand in the minds of consumers creates the brand image
in their mind (Kogyigit, 2017). Brand image is what consumers feel when they hear
about the brand name (Hawkins et al., 2004). The brand image can be strengthened
by senses and emotions of which can provide a better memorization of the brand
(Liegeois and Rivera, 2011). For example, with the idea that consumers make
different decisions when they know and do not know the brand, the participants were
first asked to drink Pepsi and Coca-Cola in two glasses that are not written a brand
on the cups and asked which one they liked. More than half of the participants
preferred Pepsi in that research. In the second stage of the study, the participants
were asked to taste the flavors of the beverages with the cups on which the brand
name was written on the cups. As a result, 75% of the participants preferred Coca-
Cola (McClure et al., 2004). This difference can be explained by Coca Cola’s strong
brand image in consumers’ mind which is created by consumers’ experiences with
the brand. The more emotional communication that takes place between brands and
consumers, the more memories they leave in the minds of consumers. Because,
consumers learn about brands through their senses and form attitudes. For this
reason, when it comes to creating or rebuilding a brand image, it is necessary to
focus on sensory branding for all the senses that consumers can associate with the
brand.
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Another purpose of businesses to use sensory marketing is to create brand identity.
Brand identity is an important concept that differentiates the company and creates the
unique image of the company. The best example of brand identity is that Mc Donalds
comes to mind when a yellow letter "m" is drawn on a blank paper (Liegeois and
Rivera, 2011).

Sensory marketing also aims to provide customer loyalty, which is a combination of
a number of features. According to Prus and Randall (1988), it is driven by customer
satisfaction, and it also enables a permanent relationship between the customer and a
brand or company. Customer loyalty enables consumer to buy a product again after
its first purchase (Valenti and Riviere, 2008). Revisit intention and customer
satisfaction are connected with each other and change with the customer's
experience. The concept of repurchase or revisit can be explained with the concept of
sustainability. According to Molitor (2007), sensory marketing is the technique of
creating sustainable consumer loyalty. As consumer loyalty to the brand increases,
the more the company earns. Since satisfied customers encourage others to visit the
store, the company will be more competitive. Today, in order to ensure the loyalty of
consumers in a highly competitive environment, it is necessary to provide new
experiences to consumers through senses (Liegeois and Rivera, 2011). For example,
Barclay’s Bank offers fresh coffee to make customers feel like at home with the

smell of coffee.

Sensory marketing encourage consumers to visit and stay longer at the sales points.
The reason for this is to ensure that consumers enter the store atmosphere and are
exposed to sensory stimuli. The store atmosphere includes the perceptions that create
certain effects on consumers through five senses when entering the store (Varinli,
2005). Companies carry out many activities in the scope of sensory marketing in
order to increase consumers' stay in the store. One of these practices is the design of
IKEA. Mini houses have been created to encourage consumers to walk around and
touch the products in the store. In addition, a layout has been established where
consumers cannot leave without visiting the entire store. In this way, the consumers
are able to leave the store after visiting the entire store, so their duration of stay in the
store is extended and they have a chance to touch and feel more products (Bozpolat,
2017).
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Maintaining long-lasting success is one of the goals of sensory marketing. This goal
Is also linked to the other goals such as creating brand image, influencing the
customers’ perceptions positively, creating brand identity, providing customer
loyalty and gaining competitive advantage with sensory elements. Hence; the logo,
the music and the colors contribute appreciably to the long term success of the
companies. Coca-Cola is an example of with its color and logo consistent for many
years (Lindstrom, 2007).

3.2 Principles of Sensory Marketing

Sensory marketing is all about creating close connections with the customers. Since
mass marketing strategies can rarely produce the same impact, people make their
purchase decisions rationally when they face with many choices. In the past,
conversations with consumers were just “monologues” where companies talked at
their target audience but today, consumers demand more of a two-way conversation.
A good sensory marketing strategy is essential for a company to survive in an
increasingly competitive market, so it is important to create a clear brand identity and
make consumers feel closer to the brand (Arslan and Baygu, 2006, 40-41). The
important subject for retailers in the store atmosphere is to determine visual,
auditory, sensory, olfactory and taste marketing strategies to stimulate the senses of
the customer. The improper use of even one strategy can impact the customers
negatively and can cause them leave the store (Turley & Miliman, 2000). For this
reason, sensory marketing strategies in the store should be planned in a way that
ensures the customers have a pleasant time in the store and react positively. Firstly,
like any marketing plan, it is important to begin with a good understanding of the
brand and the target consumer. The first step in building the sensory marketing
strategy is to know the target market because this makes the efforts more focused.
When the main characteristics of brand’s personality are determined, then it should
be decided how they will be conveyed in sensory cues. Also, the culture of the target
audience, their age, background, and even their gender can all affect how they

respond to the sensory cues (Hulten, 2009).

Moreover, the company should not only have defined values, but it should have also
its own personality that makes the brand different. In order for the company to create

its own customer base and to maintain customer loyalty, it should monitor carefully
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the market. After determining the needs and desires of the target customers and
ubderstanding the market, it should be decided how the brand will be differentiated
to offer superior value. Sensory marketing, offers a company the chance to
differentiate and give voice through sensory strategies, based on cognitive and
emotional elements (Hultén, 2012). Many sensory elements like brand sound, jingle,

brand logo, lighting system, product color, etc. can be applied for differentiation.

Since the brand is distinguished by its identity, the basic aim of brand identity is the
consumer recognition and brand’s distinction from its competitors. The visual,
auditory and combination of other sensory elements are linked with the brand
identity so by triggering the senses, the long relationships between the brand and
customers can be created and the customer will remember the brand name easily. For
example, Marriott Hotels decides to use virtual reality headsets that give chance to
their customers to experience being digitally transported to vacation destinations that
a Marriott Hotel exists. This strategy gives clients the opportunity to see popular
spots and to experience sounds that were associated with the area. Thus, the company

aims to help customers decide on their next destination and remember the Marriott.

While sensory cues have an impact on consumers, what matters is that they are in
harmony with each other, with their environment, products and customers
(Ballantine et al., 2010). Various sensory cues that are added to the branding strategy
should be relevant to the brand character that has been created through the marketing
messages and visual assets. Any experience must match with the brand and also each
sense should pull in the same direction to create a deep connection between the brand
and the customers (Vaccaro et. al., 2008). For example, if a peaceful resort is

marketed, the marketing area should not be blasting heavy metal music.

3.3 Sight in Sensory Marketing and Impact of Visual Merchandising

Most of our decisions in daily life are based on sight feeling. Sight is the most
developed sense which is the first contact with the consumer, so requires special
attention by all companies. It is the strongest sense used in marketing and more than
80% of the commercial and brand communications are done through the sight sense
(Jayakirishnan, 2013). For this reason, it has been a long time that marketers try to

benefit from visual effects to get consumers’ attention.
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The interaction between the brain and the eyes is very fast, so sight is the strongest
sense that triggers perception (Liegeois and Rivera, 2011). Besides, figures and
positions of objects around us have influence on perception. For example; the
products placed on eye level displays and advertisements on right side pages are
noticeable than others (Odabasi and Barig, 2012). According to Creusen and
Schoormans (2005), mostly the first visual contact affects consumers perception of
the product. Although there are many similar products regarding the price and other
aspects, consumers will choose the product that looks better and has the best
aesthetic. The Abercombie and Fitch brand which wants to take advantage of sight
sense influence, goes even further and creates the atmosphere in their stores as a
nightclub that conforms with their brand image and attracts its target group: young
and fashionable. In Figure 3.1, it is seen that different visual sense expressions can
create sight experiences.

The sight sense

Design,
packaging,
and style

Graphics,
exterior, and
intenor

Color, light,
and theme

I Sight experience

Figure 3.1: Sense expressions and the sight experience.
Source: B. Hultén, N. Broweus, and M. van Dijk, Sinnesmarknadsforing (2008)

Visual experience mostly focuses on colors, shapes, distance, article size and
lighting. It is the most direct way to provide information to consumers, attract them
to the store and make the consumer “record” in their mind. Designing a good visual
environment is significant for a retailer, because according to the Visual Teaching

Alliance (2000), 90% of the information received by the brain is visual.
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Color as a sense expression plays a significant role in the customer’s sight
experience. It is generally accepted that color contributes to creating emotions and
feelings. Colors are also known to affect the central nervous system, which means
that colors can activate memories and experiences (Hulten et al., 2009). In addition,
choosing the right color helps a company to introduce its brand and products, so that
customers recognize the brand later. Besides, understanding color preferences of
customers can help building store image and adding value to the store’s image
because consumers often associate brand and store image with their colors (Lawes,
2008). The choice of color should be associated with the brand identity and the
values of the company. Also, the chosen color should create positive feelings in
customers. Since colors and figures are the most important tools for describing and
identifying, many brands aim to associate product names with specific colors. For
example, Kodak uses yellow, Fuji uses green, Coca Cola uses red, Hershey's uses
dark brown, Milka uses purple to strengthen their brand with colors all over the
world. Even if the consumers do not see the brand, they remember these brands when
they see these colors. Besides, different colors have different effects in the human

body and each color triggers a different emotion as it is seen at the Table 3.2 below.

Table 3.2: Emotions triggered by colors.
Source: Thomas J. Madden, “Managing Images in Different Cultures: A Cross-
National Study of Color Meanings and Preferences” Journal of International
Marketing, 2000, 8,4, s.99.

Color Perception Example in marketing
Red Strong, dangerous, exciing, cozy, Coeca Cola, Nestle
Gireen passionate, outgomng Crarant Bank

Cool, calm, natural
Blue Cool-calm, sad, respectful, bossy Nivea
Black Cold, prestigmous, sophisticated Et Negro
Yellow  Luxury, wealth Cold Card
Orange  Warm, natural, sincere Advantage Card (HSBC)
Purple Nobility, empare Milka
Clear Clean, honest-pure Palmolive Shower Gel

In addition to colors, it is accepted that suitable lighting can create an appropriate
mood which attracts the customer’s interest. Using light and color together can

further support to the customer’s perception about a brand (Hulten et al., 2009). If the
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lighting is used correctly, consumer attention can be drawn to the desired direction.
Each part of the store should be adequately illuminated. Natural or artificial light has
impact on the time spent while making a purchasing decision as well as consumer
attitudes (Halmstad, 2008). Based on Perney (1974), the ideal store lighting can
attract the customer’s attention to observe the products particularly. Usually, retailers
provide a bright lighting in their store, because by this way products are more
frequently examined and touched compared to the ‘dim lighting’ conditions.
Companies also use lighting to create variation in the store atmosphere. For
example, one of the shoe sellers uses green lighting in spring and yellow lighting in
fall to reflect the different seasons (Hulten et al., 2009).

Shelf layout also affects purchasing behavior especially during unplanned shopping
(Fettahlioglu, 2014: 38). Products should be placed on shelves in a certain order, not
randomly. The products whose sales are desired to increase are generally exhibited in
the sections called aisle head which are the most remarkable parts of the store.
Furthermore, product grouping and combination can be done by using visual tools in
stores (Lund, 2015). Packaging also as a sense expression plays an important role in
determining the identity of a brand. Taking the advantage of senses in packaging can
affect customers positively. One of the main purposes of a package is to be seen as as
the best advantage by customers while they are making a purchase decision (Hulten
et al., 2009). This means that the senses in humans will bring up the attitude to see
and touch the packaging because they find it attractive (Gosal et. al., 2021). The best-
known example of a successful package is Coca-Cola’s glass bottle. It is also an
important detail that when visuality is combined with other senses, the possibility of

permanence in mind increases (Lindstrom, 2008).

Moreover, Turley and Milliman (2000) stated that the human factor is also important
in creating the atmosphere, apart from the concrete elements that make up the store
atmosphere. Employees' appearance and attitudes towards customers, the number of
other customers and their behavior in the store have significant effect on the store
image and purchasing decision process. Employees should dress in a way that
enhances the store atmosphere. For example, in food retail, light colored clothes
should be preferred to symbolize cleanliness. Finally, indoor corridors should be

wide enough to allow customers to move freely, without disturbing each other
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(Arslan, 2011, s. 86). The crowd created by other people in the store environment
may negatively affect the image of the store and the desire of customers to buy.

Apart from the factors inside the store, the external architecture of the store and the
sensory stimuli in its immediate surroundings are also effective on customers
(Demiray, 2016: 26). The color of the exterior architecture provides information
about the overall store image. For this reason, the colors and materials used must
match with the identity of the brand (Arslan and Baycu, 2006: 68). Since the signage
of the store is the first image that the consumer encounters, the name of the store and
the window arrangements are important elements that give clues to the consumer at
first glance (Akaydin, 2007: 37). Remarkable in terms of color, light, shape and

material, the store signage helps to attract the customer into the store.

3.4 Hearing in Sensory Marketing and Impact of Sound Merchandising

The sense of hearing is one of the important factors for the compenies who want to
apply sensory marketing strategies to their stores. It is not just about experiencing the
sound, but it is also important for creating a link with the consumer and creating
associations that activate emotions and experiences. It is quite clear for retailers that
auditory cues affect customers' perception, mood, and purchasing decisions.
(Andersson et. al, 2012). Music strengthens store image, changes the mood, makes
employees happy and increases the probability of customers' purchase (Kotler,
2001). Also, it accelerates the flow of in-store traffic and is effective in attracting the

attention of customers.

Kotler (1973) defines the main auditory dimensions as being volume and tone. Music
is an effective and efficient tool that triggers emotions and enables non-verbal
communication with the consumer (Bruner Il, 1990). That is why it is frequently
used both in advertisements and at the point of purchase. Also, according to Spence
et.al., (2014), music is one of the most researched areas because unlike other sensory
cues, its use is not complicated, it can be adjusted manually and can be changed at

any time with a single button.

The different kinds of sense expressions that can generate a sound experience are

shown in Figure 3.2.
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The sound sense

Sound brand and
signature
sound

Atmosphere,
theme, and
advertency
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I Sound experience

Figure 3.2: Sense expressions and the sound experience.

Source: B. Hultén, N. Broweus, and M. van Dijk, Sinnesmarknadsforing (2008)

Every day, people hear a lot of sound about what is happening in their surroundings
and many of the sounds can affect them even when they are not aware of them. For
example, if the noise from a refrigerator stops, people may experience great relief.
People also, have the ability to remember sounds from earlier times in their life and
that these sounds can create strong feelings about when and where they are heard.
(Hulten et al., 2009). Sound has been applied in mass marketing for a long time. It
has been used to communicate messages and create awareness about a brand since
the early twentieth century, mostly in television and radio commercials (Jackson,
2003). More and more companies have realized that sound is important for
understanding opinions and feelings; this can be achieved by jingles, voices, or

music in store atmosphere.

In an experiment conducted by Milliman (1982) in a U.S. supermarket, many types
of background music are played with varying tempos each day. Meanwhile, the
customers are watched as they are shopping and the supermarket's total daily profits
are recorded. Milliman found out that when fast music was played, shoppers walked
more quickly out of the shop and this situation decreased the chance of impulse
purchases. On the contrary, slow music had the opposite effect and it slowed
customers down as they shopped and people purchased more during their visit. As a
result, it is seen that higher daily profits may be the result of playing slower

background music in the store. Also it is revealed a relationship between the store's
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target audience and music. While the retailer targeting young customers should
prefer the fast music, a store that targets elderly customers should prefer slow music.
Morrison (2001) emphasized that playing classical background music may influence
the customers’ decision making process even more than the product itself. It can also
create a prestigious store atmosphere, leading to a customer perception of luxury
merchandise. After Miliman’s (1982) experiment, Yalch and Spangenberg (1988)
compared the effects of presence and absence of background music in stores and
found that familiarity of music is also critical. They stated that when consumers face
unfamiliar environmental factors, shopping time seems to slow down (Bruner, 1990),
but the randomly selected and constantly repeating music should be avoided and
music style should be appropriate to the time of day and the crowdeness of the store.
When a certain sound is associated with the product or the brand itself, consumers
can perceive it as a sign of familiarity. Jackson (2003) suggests that sound should be
applied consistently to achieve a sound that is distinctive and memorable. If sound is
successfully applied, the company has great opportunities to differentiate its brand
(Hulten et. al., 2009).

Music as a sense expression can create a sound experience and improve a brand’s
identity and imageUsing a signature sound is a different way of enhancing a brand's
identity because it keeps other brands away from using the same voice. It is also
possible to apply a signature sound to associate a specific sound with a brand. A
signature sound is a melody which is clearly recognizable for the brand. This can be
achieved by consistently applying specific sounds that are related to the brand’s
identity and values. (Hulten et al., 2009). For example, the Swedish brand Hemglass
which sells ice-cream directly to households around Sweden, uses a special melody
played when the ice cream car enters the neighborhood (Hulten et al., 2009). The
jingle of Nokia mobile phones which are also heard in the advertisements, the
specially designed door sound of Mercedes Benz cars which is developed by 12
engineers such as part of the product, and Intel's opening music sound consisting of 5
notes known all over the world, can be given as examples of the use of sound to
support the corporate brand identity in sensory marketing. To give another example,
at one McDonald’s restaurant in Chicago, a digital jukebox gives their guests the
opportunity of selecting the type of music played at that moment in the restaurant.
This provides an opportunity for customers to create an individual sound experience
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at the restaurant. Also, companies can apply sound to associate a brand with a
specific person to emphasize the personality of a brand. On the other hand, using
celebrities can add value to the brand when their personality traits and values are

appropriate for that brand.

Music is also effective on waiting times for customers. A customer who is waiting in
a musical environment thinks time goes faster than a customer does in a non-musical
environment; thus music distracts the customer and reduce the negative vibe of
waiting. For this reason, it is a good idea to use music to prevent customers from
getting bored of waiting in the queue and leaving the store (Kellaries and Mantel,
1996).

3.5 Smell in Sensory Marketing and Impact of Scent Merchandising

People can close their eyes, cover their ears, refuse to taste, but the smell is part of an
air that they breathe (Lindstrom, 2005), so the emotional impact of smell sense
should not be ignored. Almost 75% of the feelings experienced in daily life are
revealed through smells (Maiwald, 2013). It is directly related with the feelings and
also it is the closest sense linked to memory, so marketing opportunities which are
related with scent should be carefully studied by marketers (Giirdin, 2019). As more
retailers began to believe that the olfactory cues influence customer’s perception, it
has become popular to use aromatherapy to create unique store environments.
Certain fragrances are proven to be associated with certain emotions (Solomon and
Rabolt, 2004) and different aromas are used to relax or motivate people (Chebat and
Michon, 2003). Since it has quick effect on the part of brain in charge of controlling
emotions, it is an important tool for creating memories and building long term
relationship between the customer and the brand, so the retailers take the advantage
of smell to influence consumer behaviors (Harrop, 2007). For example, Nike sprays
flower fragrance in stores to urge consumers to purchase because of the relaxing

effect of flower smell.

Moreover, the sense of smell brings back memories. The researchers say that people
can memorize 10.000 smells on average (Derval, 2010). Therefore, smells have
emotional meanings for people (Bell, 2007). The smell sense is the most direct one
since there is actually no transformation of the scent on the way to the brain.

Maiwald et al. (2013: 52) stated that thinking takes place before responding to all
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other senses, but for the scent the brain responds without even thinking individually,
so it is seen that scent becomes a powerful strategic tool in marketing practices.
However, companies have mostly preferred to invest in what their consumers see and
hear about themselves, so adding the sense of smell into the branding strategy is a
new application for companies. For example, in 1973, Singapore Airlines decided to
break the barriers of traditional branding with its “Singapore Girl” character. With
the aim of improving their brand identity, the stewardesses working on Singapore
Airlines started to make up like this character which is created by the company and
also started to use designs created with the brand color of Singapore Airlines
(Lindstrom, 2005). Singapore Airlines’ meeting with Stefan Floridian Waters in the
late 1990s helped them to reach peak in sensory branding. Stefan Floridian Waters is
a specially designed fragrance used as a perfume and essential oil in hot towels
served to passengers before the aircraft takes off. This specially designed fragrance
identifies Singapore Airlines and makes it remembered in passengers’ memory
(Lindstrom, 2005).

In practice, most of the brands have benefited from the impact of the smell sense on
consumers in their marketing strategies and many other companies are also aware of
this opportunity. Today it is a known fact that the bakery use fresh bread smell, travel
agents use sunscreen smell and fast food restaurants use grill smells as a sales
triggering factor (Hulten et al., 2009). Companies have moved to use fragrances into
many different areas. For example, Nivea reminds customers of the summer months
by attaching small fragrance labels on the sunscreen bottles and luxury car
manufacturers cooperate with famous cosmetics companies to develop unique scents
which contain leather and wood scent components. Playstation, the game console of
Sony company, gives the smell of burned tires to the car racing players to have a full
racing experience. Casinos have extended the stay time of consumers by using flower
fragrance to eliminate heavy cigarette smell. Moreover, Dunkin Donuts offers one of
the best sensory marketing examples by producing its own jingle in some parts of the
world. In South Korea, the company decides to use the ability of sense of smell and
buses around the city were given machines that spread the smell of coffee aroma
when Dunkin Donuts song played on the radio. The campaign's outcomes were
satisfactory because the sales of the brand increased by 29% (Nadanyiova et al.,
2018).
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The odor may attract customers into the store and allows them to stay and shop for a
longer period of time, but also it may disturb them while shopping in the store and
may cause them to leave the place as soon as possible. The fragrance in the store
should be well planned and managed in order to keep the emotions of the customers
under control and create a pleasant environment (Spangenberg et. al., 1996). Not
every fragrance can be used for every product and every place with the same success.
In order for a scent to be pleasant, it should be appropriate with the store design,
products, as well as target consumers (Leenders et. al., 2016). The congruency of
scents results in higher impulse buying and better overall experiences (Mattila and
Wirtz, 2001).

Since sensory marketing is risky in marketing activities, it is critical to be very
careful in the use of fragrance for the health of both sales representatives who have to
work in the place for hours and customers who can react like breathing difficulties or
fainting (Hulten et al., 2009). Besides, the gender of the target audience should also
be taken into consideration when deciding on the intensity of the fragrance used in
the store. Because it is stated that women are more sensitive than men to some scents
and more talented to identify scents (Hulten et al., 2009). Thus, a company can find it
advantageous to use ‘“gender-congruent” scents to attract women or men when the
target group is clearly of that gender. For example, the women’s and men’s sections
are usually clearly separated, so adding specific scents is a good opportunity to
provide a different scent experience for each gender. Also, age and ethnicity are
other factors that should be considered.

In addition, fragrances can cause different emotions in different cultures. Although
the smell of vanilla is one of the favorite scents for the Spaniards, the Japanese love
the smell of apple. Similarly, the smell of chocolate, vanilla and walnut pie, which
are among the food-related smells, are seen as remarkable odors in America, while
there was no such interest to them in Barcelona and Bangkok. While fruit fragrances
were a favorite in America for a while, there was no such reaction to such fragrances
in Europe. Therefore, global brands should be sensitive when choosing elements

supporting sensory marketing (Tischler, 2005).
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3.6 Tasting in Sensory Marketing and Impact of Taste Merchandising

Sense of taste is one of the most difficult sensory marketing approaches to apply
since taste differs from one person to another. Taste sensations vary from culture to
culture and even between people of the same culture and are actually associated with
other senses. Although it is accepted that the sense of taste is the weakest among the
senses; it is said that the ancient Greeks and Romans could say what kind of water a
fish came from just by its taste (Aradhna, 2012). Our taste preferences are mostly
linked with some sort of experience. If a food causes negative feelings in the person,
the antipathy towards that food may remain for the rest of the person's life. Still,
positive feelings may also influence the preference for a food. People can sense five
basic tastes: bitter, sour, savory, salty, and sweet. For all other aroma tastes, the sense
of smell gives the flavor to our food. It can be said that taste is the sense that
combines all different senses to create a complete brand experience, so it can change

the state of mind and consumer’s attitude.

As a result, the sense of taste is considerably more complex compared to other
senses. Taste receptors are located in taste buds; there are about 9,000-10,000 taste
buds in the mouth of an adult person. It is believed that individuals perceive the taste
differently; not only male and female have different sensitive levels towards the taste
but also while people getting old, their taste gradually changes as well (Mojet et.al.,
2001). As people get older, the number of these taste buds begin to weaken
(Solomon, 1997; Vannini et al., 1996). The sense of taste is an obvious brand icon
for companies in the food and beverage industry. For example, McDonald's fries,
Oreo biscuits, Redbull's energy drink, Ben&Jerry's ice cream, and Jack Daniel's
whiskey (Moser, 2012).

Taste tends to be the sense that is ignored in academic studies (Soar, 2009; Hultén,
2011). According to Hultén (2011), the taste is considered one of the most clearly
emotional senses due to its connections to other senses. It is the only sense that mixes
different senses to create an emotional experience for the customer, for example taste
is usually associated with the sense of smell because the person cannot taste

something without smelling it (Lindstrém 2005).

When smell is combined with taste, it creates the flavor sensation and recalls

memories and past experiences. Sounds are also associated with tastes. The sound of
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opening the lid in Coca Cola advertisements and the person thirstily drinking Coca
Cola create the imagination of a cooling, refreshing drink (Hultén, 2011). This gives
the retailers offering food and beverage products the ability to associate their

products with other senses to influence the behavior of their consumers.

Factors related to taste are especially important if the store's main products are food
and beverages such as restaurants or bakeries. The deliciousness of food and
beverages in such places is quite effective in the image of the store and the
preference of customers. The taste of the food consumed in that place causes the
environment to be evaluated positively and even plays a role in the consumer's next
preferences (Bozpolat, 2017). Also a consumer who is satisfied with the food of an
hotel may be under the influence of his past taste experience while making his next
hotel choice. However, if the main product of the store is not food or drink, the
customer will only have a negative impression of the product when he eats bad food
and his opinion about the store or brand will not change.

Giving information to customers about the flavor of the product will result in
increase in sales since some products are difficult to purchase without tasting them.
For this reason, as a kind of sales promotion activity, it is necessary to set up stands
for tasting products in the market and try to influence the customers. According to
Gobé (2001) including taste into brand strategy will add value for customers. For
example, the gesture of serving a cup of tea in the store definitely creates a positive
experience and differentiates the brand from the others (Arslan and Baygu, 2006).
Taste marketing is not only used in the food industry, but also where the products are
getting close to the consumer's mouth like cosmetics products. For example, a well-
known Italian cosmetics brand Pupa produces lipsticks with different flavours to give

consumers a pleasant feeling and taste.

The taste sense is also very important in creating a brand image and constructing a
brand awareness. According to Kotler and Lindstrom (2005), taste has around 31 %
share in branding. . Strong brands like Starbucks try to offer a taste experience and a
lifestyle that their consumers want to associate with. They serve not only the cup of
coffee but at the same time a comfortable place that reflects the image of the

company (Hulten, 2011).
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3.7 Touching in Sensory Marketing and Impact of Tactile Merchandising

Another factor that should be considered when creating a store atmosphere is the
touch and feel factors. The sense of touch allows consumers to interact with objects
and decide on the texture, hardness, shape and weight (Krishna, 2013). Consumers
touch the objects in order to gain information about them but sometimes also just for
the actual sensation of touching an object (Klatzky, Lederman and Matula, 1993).
Various researchers have identified the relationship between the motivation to touch

and positive response of a consumer’s towards a product on impulse purchasing

(Peck and Childers, 2006)

Touching means getting information about the product and its characteristics, such as
hardness, texture or weight, so it has a convincing effect about the product since
consumers want to touch the products in order to understand the texture and quality
(Peck and Wiggins, 2006). Researchers report that consumers like to examine
products through touch and collect information about them (McCabe and Nowlis,
2003). Touch sense has 25% share associated with brand building (Kotler and
Lindstrom, 2005).

By examining the products, customer attitude is positively affected (Peck and
Wiggins, 2006). For example, touching the touch-screen of electronic products
encourages the customers to interact with the products and attract their attention.
Shopping with touching allows customers to be pleased of the shopping activity.
Giving the opportunity to touch the products has a convincing effect on customers'
preferences and behaviors. Touching increases the likelihood of products being
preferred and purchased (Peck and Shu, 2009).

While some retailers try to earn money by putting pressure on customers to
complete their shopping quickly, according to Helmefalk ( 2019), the more time
consumers spend inside the store and touch the products, the more likely they
purchase. Touching has an important role in the reliability of the product evaluation
process (Peck and Wiggins, 2006).
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Therefore, touching the product increases the trust for the quality of the product, so if
the package of the product prevents from touching the product, companies should
find ways for accessing to the product for customers’ trial. If the customers are not
given this opportunity, they will have doubts about the product and the probability of

leaving the store will increase.

Especially, when people buying products such as electronic goods and clothes,
consumers mostly prefer to buy products that they are allowed to try because
touching to products creates a positive impact on customer attitudes, as well as on
purchase intentions. In addition, the texture of the products can increase the
perceived value of the customer regarding the product (Hulten, 2011).

The different kinds of sense expressions that enable a touch experience are illustrated

in Figure 3.3.

The touch sense

Material and Temperature and Form and
surface weight steadiness

I Touch experience |

Figure 3.3 : Kinds of sense expressions.

Source: B. Hultén et. al. (2008)

Touch sense is also associated with the quality perception. For example, according to
Rieunier (2002), in a restaurant, the softness of the napkins or the comfort of a chair
can affect the perception of the customers. Since touching is an important part of a
purchasing decision, companies also give importance to the consumer's attention on

the shape of products.
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Products and their packaging should have a form that is functional and easy to hold
(Hulten, 2009). Capri Sun drink for children is shaped to make it easy to hold for
them. As another instance, Heinz Tomato Ketchup has packaging which makes it
easy to get ketchup from the bottle (Hulten, 2009). Besides, customers recognize
well-known brands with their colours and shapes. For example, Coca-Cola bottles
are closely linked to their familiar shape and the way they fit into hands.

In recent years, companies aim improving the image of brands through physical and
psychological interactions with customers in retail settings by tactile marketing.
Touching at the products makes it easier to remind them later; for example, in
Norway IKEA, in the past years, they let the customers stay during the night there.
The aim was to create a touching experience of IKEA’s beds during a night’s sleep.
This experience was free and in the morning, free breakfast was served to them, and
customers had the feeling of home at the store. In short, IKEA concept generally
enables customers to touch the products, not only in the department store but also
while customers assemble the furniture at home, they interact with the products again
(Hulten et al., 2009).

In today’s digitized and globalized world, where e-commerce is becoming a threat to
physical stores, it becomes more important for a brand to be accessible to make
possible a physical interaction with customers. Today even e-commerce brands
create the content by including photos and videos that provide descriptions of
products. Sample sending also allows breaking the barriers of the screen. Since the
need to touch has an important effect on consumers’ purchasing behavior, it even

increases the possibility of impulse buying.

3.8 Processes of Sensory Marketing

Peck and Childers (2008) argue that consumers' thoughts about a store, its products,
and even its employees are affected based on the smell that consumers feel, the
sound they hear, what they see. Consumers' perception occurs as a result of the
exposure to the stimuli created by marketers. Perception is the process of evaluating

the stimuli in the environment and making inferences from them.
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Individuals decide and act according to these inferences and depending on their
perception of reality. Therefore, it is important for marketers to understand the
"perception™ and related concepts very well and to evaluate which factors will affect

the purchasing decisions of consumers (Shiffman, 1994).

Exposure to stimuli as a first stage affects the general perception process. During the
sensing phase, stimuli such as image, sound, smell, taste and texture come to the
sense organs. These senses affect the consumers' product, service and brand
evaluations alone or together (Shiffman and Kanuk, 1994). Academic studies show
that different sensory interactions affect consumer behaviors and consumers' product
and service perceptions (Hultén, 2011). Krishna (2012) states that sensory stimuli
that create unconscious messages among marketing activities can be the most
effective way to persuade consumers. In order for marketing messages to be
perceived positively, it is important for marketers to make sure that they use the
correct sensory stimuli (Hoyer and Maclnnis, 2008). For this, the effect of different

sensory stimuli on consumer behavior should be carefully examined.

The concepts that show how companies and individuals create and perceive sensory

experiences together are explained in Figure 3.4.

The Firm The Individual
Sensorial strategies The Five Human
and Senses
Customer treatment
I <+—>  Sensory Experience > I
Brand Smell, Sound,
and Sight, Taste
Experience logic and Touch

Figure 3.4: The concepts of sensory marketing.

Source: B. Hultén, N. Broweus, and M. van Dijk, Sinnesmarknadsf6ring (2008)
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Brands try to reflect themselves best by creating an image in the minds of the
consumers. In sensory marketing, brands want the customer not only to like and buy
the product, but also to advocate the brand and be part of brand communities. As a
result, the customer will continue to purchase by ensuring continuity and encourage

his social environment towards the brand.

The first step in applying sensory strategies for the brand or product is to know the
target customer. Knowing what the target customer feels, wants and needs allows the
brand to set a route. Also, this allows to empathize and get one step closer to people's
feelings, habits, and needs. This process is a dynamic process and it is important to
pay attention to the reactions of the customers and change the direction if necessary.
The companies should give importance to find out what emotions can mobilize the
target audience. Choosing a theme for the store is also important since it reflects
representation of the company. The theme must be consistent because a lack of
consistency in the theme might lead to an unpleasant experience; unplanned or
inconsistent sensory cues can cause a customer confused or lost (Pine and Gilmore
1998).

According to Lindstrom (2005), it is not possible for a brand to achieve success by
strategically addressing the senses of sound, smell, image, taste, touch one by one
since the customer must live fully the experience. To create a strong impact, the
brand must first plan the experience it aims to create, and then design the sensory
cues that will make this experience possible. The goal of successful sensory
marketing should be to transform the concept on which the brand is based into an
experience that will have influence on the consumer. The more senses a brand
appeals and the synergy between senses are used, the stronger bonds will be created
between the brand and the customer (Helmefalk, 2019). Finally, companies should
take into account feedbacks in order to continuously improve the experience (Petkus,
2002).

3.9 The Impact of Sensory Marketing on Behavioral Intentions

The concept of retail atmospherics is an important concept in terms of influencing
the consumer preferences and creating positive attitudes related with factors such as
the interior and exterior appearance of the stores (shop window layout, decor and

lighting, etc.) and the service quality depending on the differentiating lifestyles (Polat
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and Kiilter, 2007). Table 3.3 summarizes some of the key studies centered around

customer satisfaction and customer retention in the restaurant /café sector in recent

years.
Table 3.3 : Previous studies on customer satisfaction and retention.
Source: (Mannan M. et. al., 2017)
Study Variables investigated
Namkung and Jang (2007) Satisfaction, food quality and behavioral intentions

Kimand Han (2008)
Han et al. (2009)
Han and Ryu (2009)

Kimand Moon (2009)
Kim et al. (2009)

Qin and Prybutok (2009)
Ryu and Han (2010)
Ryuetal. (2012)

Kimet al. (2013)
Marinkovic et al. (2014)
Lai (2015)

Yanetal. (2015)

Jinetal. (2016)
Jalilvand et al. (2017)

Perceived quality, perceived value, customer satisfaction, trust and loyalty intentions
Excitement, comfort, annoyance, romance, customer satisfaction and revisit intention
Decor and artifacts, spatial layout, ambient conditions,customer satisfaction

and customer loyalty

Ambient condition, facility aesthetics, layout, electronic equipment, seating, comfort,
pleasure-feeling, perceived service quality and revisit intention

Food quality, service quality, price and value, atmosphere, convenience,

customer satisfaction, word-of-mouth and return intention

Service quality, food quality, perceived value, customer satisfaction

and behavioral intentions

Food quality, service quality, physical environment quality, perceived price,
customer satisfaction and behavioral intention

Food quality, service quality, physical environment quality, restaurant image,
perceived value, customer satisfaction and behavioral intention

Perceived restaurant food healthiness, value, diner satisfaction and revisit intentions
Atmosphere, quality of interaction, price, satisfaction and revisit intention

Service quality, perceived value, customer satisfaction, customer loyalty

Restaurant type, number of reviews, food quality and service quality and atmosphere
Brand prestige, trust, perceived risk, customer satisfaction and customer loyalty
Food quality, personal interaction quality, physical environment quality, perceived value,
satisfaction, trust, commitment and word of mouth

Cha and Borchgrevink (2018) Perceived food safety, perceived value and customer loyalty
Nguyen et al. (2018) Tangibles, reliability, responsiveness, assurance, empathy and customer satisfaction

With the increasing competition in the retail markets in recent years, retailers need to
focus on attracting and retaining consumers and developing new strategies. The
companies want to understand the emotions and the needs of the consumers and to
gain customers by leaving memorable traces in their minds. Today, marketers aims
to provide memorable and original experiences to the consumers who has particular
interests (Krishna 2010). With the sensory strategies, a strong brand image can be
created in people's minds by creating experiences in the subconscious of people
without actually being aware of them while shopping. Satisfaction, store patronage
and loyalty, are probably the most important elements that have been studied to be

able to understand the drivers of customer retention.
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3.9.1 Customer satisfaction

The term “customer experience” means that a set of interactions between customers
and the brands (Gentile et al. 2007). Sensorial marketing aims to improve these
interactions between a brand and its customers at a deeper level by triggering their
senses and to enhance customer satisfaction (Khanna, Mishra 2012). Customers are
not satisfied anymore with marketing’s older strategies that sensory marketing
elements are preferred only on special cases (Kim et al., 2017). Whereas, companies
have started to approach customers with differentiated types of strategies, including

colour, fragrance, sound, and even healing marketing (Chua et al., 2019).

The definition of customer satisfaction means a situation in which the trust of
customers toward products or services is continued as a result of exceeding the desire
and expectation of customers as much as possible (Hyoju, 2002). Since the
competition between companies arise, stores are expected to provide unique
shopping experiences which could lead to satisfaction and store loyalty. Terblanche
and Boshoff (2006) suggest that a satisfactory in-store shopping experience increases
overall consumer satisfaction, which in turn improves both attitudes and loyalty of
customers. As long as the customer receives the service they expect, they willingly
become loyal to the store, so the number of customers visiting the store is directly
related to the level of customer satisfaction. Customer satisfaction can encourage the
customers to many behaviourial intention such as repurchase and positive word of
mouth communication. It also results in consumer retention and maintaining long-
term relationships with the consumer (Chen and Quester 2006: 189). When the
customers have satisfied with the purchasing process, they recommend the company
to the others, have revisit intention or repeat purchasing from the same company and
consequently become good prospects for loyalty. Therefore, companies should target
the customer satisfaction because the more a consumer satisfied with the store and
the products the more the company earns and has more regular customers. Many of
the studies done in earlier times show the direct relationship between customer
satisfaction and their behavioural intentions (Han and Ryu, 2009; Heung and Gu,
2012; Jang and Namkung, 2009; Ryu et al., 2012; Ryu and Han, 2011). Then, M.
Lee et al. (2019) have investigated the impact of sensory marketing on customer

satisfaction, pointing out that sensory marketing can influence customer satisfaction.
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3.9.2 Store patronage

Store patronage is formed by experience, information, and needs based on
perception, satisfaction and consumer attitudes (Burnkrant and Page, 1982).
According to Manning and Reece (2004), store patronage is a motivation or a
perception that affects consumers buying goods from that store. Significant factors
that affect consumers in store patronage are the value. Values can change consumer
attitudes and behaviors in terms of selecting the store or revisiting (Kusnaeny et al.,
2013). Customers’ patronage behaviour towards a particular store is dependent on
the store image and store atmosphere (Osman, 1993). The more pleasant the store

atmosphere, the higher the value of the store to the customer.

Due to the large number of retailers selling similar products, customers' preference is
shaped by their unique shopping experiences. In such a competition situation, the
opportunities offered by stores to compete with other alternatives must be different
and unique (Floor, 2007).In an effort to differentiate themselves from others in terms
of store atmosphere and create store patronage, retailers have taken into

consideration the effects of emotions into their strategies.

3.9.3 Revisit intention

The main goal of the most retailers is to make their consumers revisit the store and
ultimately create loyalty to the company. Reuvisit intention is defined as a possibility
of customers using the same service provider repeatedly even in the future (Eunjung
et. al., 2011). Intentions are stored in human memory and at the right time it would
turn into action (Azjen, 2005). Bitner (1992) has indicated that the element having
the greatest effect on revisit intention is satisfaction or dissatisfaction. Therefore, it
can be thought that the revisit intention can be obtained if the store satisfaction is
achieved because a satisfied consumer tends to show the repurchase behavior and
become a regular consumer. Revisit intention and customer's satisfaction are
connected to each other and vary with the customer's experience. Before entering the
store of their choice, consumers are exposed to stimuli that can activate their
purchase intention. As soon as they enter the store, an atmosphere that aims to trigger
their senses should be created. Customers gain experience by trying, touching and
feeling the products which they plan to purchase. According to Geva and Goldman

(1991), brand commitment is one of the main factors of revisit intention.
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When consumers have low levels of loyalty in a store or a brand, it is difficult to
improve positive relationships between the store and the brand, such as revisit
intention (Fullerton, 2005), so it is important to create store environment that could
trigger consumers’ positive emotions that can lead to satisfaction and repurchase
intentions. Empirical studies show that the store atmosphere influences customer
satisfaction and then intention to revisit the store (Lee and Babin, 2008; Loureiro and
Kastenholz, 2011; Menon and Dube, 2000). Understanding the importance of a store
atmosphere that could affect the consumers’ purchase decision is critical for retailers.
Therefore, it is necessary for companies to create a store atmosphere that will evoke
positive emotions. By this way, retailers could encourage consumers to make a

purchase and increase the possibility of revisiting the store.

3.9.4 Store loyalty

Store loyalty is the one of the most important factors in creating longlife success.
Store loyalty means that the consumer mostly prefers the same store in their
shopping. In general, loyalty is considered to produce profits through improved
revenues, and reduced costs to get customers and serve them as well (Hallowell,
1996). Consumers do shopping more from the store they are loyal to than other stores
(Akpinar and Ozkan). The main goal of most retailers is to make their consumers
loyal and loyalty is created as a result of consumer satisfaction. Therefore, it can be
thought that store loyalty can be realized if the store satisfaction is achieved. Loyal
customers are the lifeblood of a company and in order to maximize business profit, it
is important to keep a customer with “eventual loyalty”. Hence, any organization
should make an effort to keep loyal customers as long as possible. As long as the

customer receives the service they expect, they willingly become loyal to the store.

Prus and Randall (1988) describe customer loyalty as, “Customer loyalty is a
composite of a number of qualities. It is driven by customer satisfaction, yet it also
involves a commitment on the part of the customer to make a sustained investment in
an ongoing relationship with a brand or company. Finally, customer loyalty is
reflected by intention to buy again, desire to recommend the company to others,
commitment to the company and repeat purchasing.” When the consumer becomes a

constant purchaser he also encourages those around him to the brand.
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Customer loyalty has become a critical success factor bringing increased long-term
profitability, as the cost of acquiring a new customer is more expensive than keeping
an existing customer. Since preventing consumers from switching is more
advantageous for business profits than attracting new consumers, many companies
are focusing on enhancing customer satisfaction and revisit intention. (Chen and
Quester, 2006).

3.9.5 Word of mouth

Firstly, word of mouth (WOM) is a daily communication between people who have
consumed goods or services with their own evaluation, and people who tend to
experience those goods or services ( Jalilvand et. al., 2017). WOM refers to sharing
opinions from one customer to another, delivering reliable messages wherever
consumers talk each other (Hawkins et al., 2004). Since the retail sector is highly
competitive, in order to attract and keep the customers, companies should try to
understand the customers’ wants and needs. WOM seems important especially to the
marketing of restaurants/cafes, because services in there are experiential and difficult
to evaluate before purchase (Wirtz and Chew, 2002). For this reason, WOM can be
considered as an important tool for finding and retaining customers, especially for
the service sector (Jalilvand et. al., 2017).

Since the popularity of traditional advertising has been declining and TV networks
are losing viewers, WOM becomes an essential tool for marketers. It is an effective
tool of spreading an opinion because it is usually given face-to-face in conversations

between people who are familiar with each other and share some reliability.

WOM produces reliable conversations that help people make decide whether a
product is truly worth buying. In fact, a research shows that around 15 percent of our
daily conversations have some product or service-related content ( Jalilvand and
Samiei, 2012). The importance of creating and providing a unique atmosphere has
gained increasing interest among researchers and managers as it is seen as a key
factor in satisfying and attracting customers (Ha and Jang, 2012; Han and Ryu,
2009). Many studies have declared that customer reflection to the physical
environment (also known as “atmospherics”) is an important structure (Ryu et al.,
2007).
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Since customer satisfaction is related with sensory cues in the stores and customer's
experience, word of mouth tool should be taken into consideration by marketers,
because when customers satisfied with the products or services, the possibility of
revisit intention and recommending to those around increases. Also, Struebing
(1996) states that revenue increases can be achieved by influencing new customers
by word-of-mouth recommendations and increasing the percentage of repeat

customers
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4. A RESEARCH ABOUT THE EFFECT OF SENSORY CUES IN THE
RETAIL SECTOR ON REVISIT INTENTION

The following chapter is aimed at providing information about third generation
coffee stores and how the research is planned while carrying on the processes and

hypotheses.

4.1 Third Generation Coffee Stores

When the historical process of coffee in the world is investigated, three main trends
can be seen. The first process called the first wave trend includes the instant coffee
consumption process that started in the 1940s. By the second wave coffee trend,
people are introduced with the coffee varieties and the concepts, and since the
nineties, has also led to the third trend. Nowadays, it can be said that with the third
generation coffee trend, the coffee has become a craft with every detail from its
production to roasting, brewing and tasting (Tolga, 2017: 47; Manzo, 2015: 749). In
the third generation coffee trend, the farm they are grown in, their aroma, the
processing method and the degree of roasting are given importance. (Adams, 2010:
2) Another issue that third generation coffee stores give importance is design. The
special and comfortable design of the spaces, the inclusion of designer products and
the creation of experiential areas in the store are the defining features of third

generation coffee stores.

Third generation coffee trend was first used in an article written by Trish Rothgeb in
2002. Rothgeb divided the coffee movement into periods, which she defined as
"waves", according to the historical processes and their dynamics. While the first
wave was driven by instant coffee; the second wave trend targets rising marketing
trends and socialization. In the third generation coffee trend, coffee itself also is at
the forefront along with socialization (Tolga, 2017). The third generation coffee
trend treats coffee as a craft. Roasting the coffee, brewing it with different methods,

tasting stages and being open to new experiences gains importance by the last trend.
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Knowledge of origins, roasting-brewing methods and the quality are the most
fundamental factors in third generation coffee (Haméldinen, 2018). The third
generation coffee culture is the culture that reflects the search for "Specialty Coffee",
which is "quality coffee”. Specialty coffee refers to the single origin coffee beans
grown under specific climatic conditions to discover the best aroma. By the right
movements in the selection, harvesting and grinding of these beans, the natural
structure of the seed is preserved as much as possible. The grown coffees need to be
roasted to be ready for brewing. Considering the productivity of the coffee beans in
the season in which they are grown, roasting processes are operated to create a
balance of flavor and taste with roasting techniques belonging to different regions
(Girginol, 2018). Another point where the third generation coffee flow differs from
the second wave coffee flow is the friendly and informative relationship with the
customer. In the global coffee chains representing the second wave coffee flow, the
communication with the customer is limited to the customer's name written on the
glass and calling him by this name. In the third generation coffee trend, baristas also
can share their knowledge about the details of quality coffee with their customers and
create different tastes also by the customers' preferences and their offers. Third
generation coffee concept gives customers a more active and participatory role in the
preparation process of coffee (Ritzer and Jurgenson, 2010). Customers have a free
space to create their own coffee experience rather than just ordering the coffee (ince,
2018).

Moreover, the third generation coffee stores are specially designed with a story and
concept. With the plants, music preferences, scents and various design products, the
stories and concepts of the stores become visible. Activities such as coffee brewing
and tasting workshops, exhibition and design markets bring together similar
customer profiles. Third generation coffee shops are usually small, quiet places that
are located on the streets, where customers can read books silently. The growing
interest to third generation coffee worldwide, also comes up in Turkey. It is thought
that the basis of this increased interest was the first coffee festival organized in
Istanbul in 2014 (Ince, 2018, p.48). Many large coffee chains or newly opened places
have started to enrich their menus with a new generation of coffee. Especially in the
last 10 years, the number of these places in many parts of the city has increased and
in recent years, many successful third generation coffee brands have been emerged
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with their baristas who are very successful in their profession and have international
awards. For example, Kronotrop is opened its first store in 2012. It attracts customers
with its coffee stores in different locations, introducing real coffee without
compromising its quality and with its workshops on coffee beans, roasting and
brewing methods. Petra Roasting Coffee has begun with the motto of delicious
coffees prepared entirely by hand and opened in 2013 to serve customers a good
coffee blending different beans without disturbing their natural characteristics. Also,
Walter’s Coffee , which started operating in 2015, was designed inspired by the
Breaking Bad series and a very simple and sterile environment was created in the
shop in accordance with the concept. The customers can also wear yellow lab
overalls which is again related with the series while drinking coffee. The place is
designed so comfortable that people can come and chat, study, work and also have
good coffee at the same time. The coffee beans which they roast can be brewed
according to the wishes of the customers with different brewing techniques. The
design of the cafe, which has a giant periodic table on the wall, is attractive and very
convenient to work according to the opinion of the visitors. Test tubes used instead
of glasses in the cafe are also among the details that affect visitors’ attraction. One of
the pioneers of this trend, Moc Coffee Roastery roasts coffee in the Australian style.
It also makes a difference not only with roasting but also with the presentation of
coffee. In addition to these, it also organizes barista and presentation of coffee

trainings.

4.2 Research Objectives

The third generation coffee companies try to create a different atmosphere in their
coffee stores in order to gain competitive advantage and to adapt themselves
according to changing consumer demands and needs. The store atmosphere includes
many concrete and intangible features like exterior architecture, window dressing,
signages, colors used to lighting systems, fragrances, music, comfortable chairs and
etc. which are effective in store preferences of consumers. Unlike the ordinary stores,
today's consumers prefer stores that meet their expectations and make them feel
special. For this reason, the third generation coffee companies should include these
sensory elements in their stores both to increase their sales, differentiate from their

competitors and to increase revisit intention. The major purpose of this study is to
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analyze the relationship between the sensory cues in the store and the revisit

intentions of third generation coffee consumers.

When the studies on revisit intention are examined, it is seen that the studies mostly
focus on the relationship between customer satisfaction, store image and customer
loyalty. Walls et. al. (2011) pointed out that sensory marketing should maintain
unique customer experiences with improving customer satisfaction and customer
loyalty. Then, Moreira et. al. (2017) examined the sensory marketing and found out
that it plays a critical role in affecting customer experience and their purchase
intention. Also, M. Lee et. al. (2019) analyzed the effects of sensory marketing on
customer satisfaction, pointing out that sensory marketing can affect customer
satisfaction. Although some of the studies conducted in previous years have covered
the benefits of sensory marketing, only few attempts have been made to explore the
relationship between sensory cues and revisit intention. Also some earlier studies
have examined the relationship between sensory marketing, customer satisfaction,
and behaviour intentions. Since, few studies have been found focusing on directly
examining the intention of revisiting, to close this gap in the literature revisit

intention variable is chosen to investigate in this study.

In this study, unlike other studies, the sensory cues with all dimensions will be
analyzed and their relationships with revisit intention will be explored . At this point,
it is believed that the findings of the study will make contributions to the literature on
sensory marketing. The study also aims to offer implications to the managers of third
generation coffee stores in order to differentiate themselves and gain customer

preference.

4.3 Research Method

In this part, the research model, hypotheses, assumptions, limitations, determination
of the population and sampling frame, data collection method, sampling method and
data analysis will be presented.

4.3.1 Research model

In the study, the model in Figure 4.1 is used based on the assumption that customers'

opinions about the sensory cues in the store may affect their revisit intention.
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According to the model in Figure 4.1, the variables related to the store atmosphere
form the "independent variables” and the revisit intention forms the "dependent
variable”. The study is based mostly on surveys conducted through questionnaires
which has been developed for the purpose of understanding if customer’s revisit

intention is affected by sensory experience.

Visual
Sensory Cues

Olfactory
Sensory Cues

Auditory Revisit
Sensory Cues Intention

\V/

Taste
Sensory Cues

Tactile
Sensory Cues

Figure 4.1: Research model.

4.3.2 Assumptions and limitations of the study

This study, which was carried out with the aim of determining the relationship
between sensory experience and the customers’ intention of store revisit, was
conducted with respect to third generation cafes. Since the cafe and restaurant
services appeal mostly to five senses, it is the main reason for choosing these cafes as
the study focus. The third generation cafe concept offers customers personalized

experience areas, different coffee beans and brewing methods.

All customers who have been at least once in third generation coffee stores operating
in Istanbul, are included in the research. The findings are evaluated in this scope and
should not be interpreted in general. This study includes some limitations such as
collecting data in a certain period, only from Istanbul and problems in accessibility to
the participants due to temporary shutdown of cafes at the pandemic situation. In
addition, in this study, since the rate of next generation coffee consumption in the
population and similar data wasn’t found from previous studies, the non-probability
sampling method, which can be applied easily and is not time consuming, was used.

This can be interpreted as another limitation of the study.
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4.3.3 Research hypotheses

Table 4.1 shows the independent variables, hypotheses which are investigated in this

study and their sources.

Table 4.1: Research variables, hypotheses and sources.

Independent Variables Hypotheses Sources of Hypotheses
Woo-Hyuk Kim ., Sang-
Ho Lee & Kyung-Sook
Kim (2020)
Woo-Hyuk Kim ., Sang-
Ho Lee & Kyung-Sook
Kim (2020)
Woo-Hyuk Kim ., Sang-
Ho Lee & Kyung-Sook
Kim (2020)
Woo-Hyuk Kim . Sang-
Ho Lee & Kyung-Sook
Kim (2020)
Woo-Hyuk Kim ., Sang-
Ho Lee & Kyung-Sook
Kim (2020)

Sensory marketing of sight has a positive

Visual Sensory Cues . . .. .
influence on customer’s revisit intention.

Sensory marketing of smell has a positive

Olfactory Sensory Cues influence on customer’s revisit intention.

Sensory marketing of sound has a positive

Audit S Cu . L. .
uditory Sensory tues influence on customer’s revisit intention.

Sensory marketing of taste has a positive

Taste Sensory Cues . . . .
influence on customer’s revisit intention.

Sensory marketing of touch has a positive

Tactile Sensory Cues . R L .
influence on customer’s revisit intention.

The revisit intention of the participants differ

Gender . .
ender significantly in terms of gender.

Kalay, G. (2019)

The revisit intention of the participants differ

Age Gr .. .
£e Lroup significantly in terms of age

Kalay, G. (2019)

The revisit intention of the participants differ
significantly in terms of education level.

Education Level Kalay, G. (2019)

The hypotheses created to investigate the relationships between dependent and
independent variables determined for the study are as follows:

H: = Sensory marketing of sight has a positive influence on customer’s revisit
intention.

H> = Sensory marketing of smell has a positive influence on customer’s
revisit intention.

Hs = Sensory marketing of sound has a positive influence on customer’s
revisit intention.

Ha = Sensory marketing of taste has a positive influence on customer’s revisit
intention.

Hs = Sensory marketing of touch has a positive influence on customer’s

revisit intention.

48



Hes = The revisit intention of the participants differ significantly in terms of
gender.

H-> = The revisit intention of the participants differ significantly in terms of
age.

Hs = The revisit intention of the participants differ significantly in terms of

education level.

4.3.4 Population and sampling techniques

Each participant, which is considered as the unit of the analysis in the study and
whose data can be provided, is expressed as a population, but when it is not possible
to reach every participant in terms of time and cost, the sampling techniques are
preferred (Uysal, 2018). In the study, since it is not possible to reach all the
participants who have been to third generation cafes at least once, a sampling process
was carried out to ensure that a certain group from the main population is
representative of this main population. In this study, the judgmental sampling
method was preferred, which is a non-probability sampling technique in which
particular settings persons or events are chosen deliberately in order to provide
important information that cannot be obtained from other choices (Maxwell, 1996).
Judgmental sampling is most effective in situations where there are only a restricted
number of people in a population who own qualities that a researcher expects from
the target population (Nakip, M. and Yaras, E., 2016). Since in this study people who
especially like to drink coffee and enjoy going to the new generation cafes were
selected as the survey participants, judgmental sampling method was preferred.

The next step after sampling is to determine the number of samples. If it is difficult
or impossible to determine the framework in a sampling application, the non-
probability sampling is used. The non-probability sampling covers the sampling
methods in which the probability of selecting the population units for the sample is
uncertain. If there is no list or data showing the population, that is the non-
probability sampling and it is the most accurate method for estimating the sample

volume is estimation by ratio (Nakip and Yaras, 2016).

The sample of the study was calculated at 95% confidence level and with a standard
deviation of 0.05. The p and q values were taken as 50%, since there was no data

about similar studies previously conducted or the rate of new generation coffee
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consumption in the population. The following formula was used while calculating

the sample (Nakip and Yaras, 2016). The sample calculation is shown below:

where n: Sample size desired,

E: Sampling error

_Z*(pq) _ (1,96)%(0,5)(0,5) _
R (S

(4.1)

There were total 384 responses were collected and all 384 responses applied were

taken into consideration.

4.3.5 Data collection and scales

An online questionnaire was used as a data collection tool in this study. The
questionnaire form created through the Google Forms, online survey preparation
program, was accessed by sending a link to all potential participants to collect data.
In order for the answers to be reliable, people who especially like to drink coffee and
enjoy going to the new generation cafes were selected as the survey participants. The
design of this questionnaire is mainly based on the Likert scale approach. Firstly, the
definition of third generation cafes was explained to the participants. Then,
considering the third generation cafes they visited most frequently before the
pandemic, the participants were asked to rate the statements in the scale, as 1:
Completely disagree, 2: disagree, 3: neither disagree nor agree, 4. agree, 5:
completely agree. The survey questionnaire can be found in Appendix 1. In the first
part of the questionnaire, expressions about the most frequently visited third
generation cafes and the visiting habits of the customers were included. In the second
part of the questionnaire, the expressions about sensory marketing factors; in the
third part, the statements for evaluating the revisit intention of customers and in the
last part, the statements about determining the demographic characteristics of the

participants were included.

The statements in the second part of the questionnaire; the study by Kalay (2019)

was used for expressions related to the senses of sight, hearing, taste and smell, and
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the study by Ditoiu-Céruntu (2013) for expressions related to the sense of touch. In
this context, the questionnaire expressions were adapted according to cafe services
and the variable of revisit intention. The aim of third part is to find out respondents’
revisit intention. The measurement tool of revisit intention is adapted from the
studies of Pavlou and Fygenson (2006) and Parasuraman, Zeithaml and Malhotra
(2005) and used by Uysal (2018) in her master's thesis, was preferred.

4.4 Data Analysis

SPSS 23 Statistical package program was used in the analysis of the data of 384
participants obtained through the online questionnaire. The frequency analysis were
applied to determine the most frequently visited new generation cafes, to evaluate the
expressions of customers' visiting habits and to determine demographic
characteristics. Then, factor analysis to reveal scale factor structures and Cronbach
Alpha tests to examine the reliability of the generated factor structures were applied.
The Pearson correlation test to examine the relationship between sensory experience
factors and revisit intention, the regression analysis to examine the effect of sensory
experience factors on revisit intention and finally the difference tests (t test and
Anova test) for the difference according to demographic characteristics such as age,

gender and education in revisit intention, were applied.

4.4.1 Findings regarding to the most preferred third generation cafes and

customer visiting habits

In this part of the study, the frequency analysis results for the evaluation of the new
generation cafes visited and general expressions regarding customer visiting habits
are included. When the most frequently visited new generation cafes are examined, it
is seen in the Table 4.2 that the participants mostly mentioned the cafes such as Voi
with 30.7%, MOC with 30.2%, Petra Roasting Co with 22.4%, and they mentioned
other cafes less. In addition to these cafes, it was determined that 13 participants
expressed Starbucks as the cafe they visited the most. Although Starbucks is not one
of the new generation cafes, it can be interpreted that Starbucks is perceived as one

of them by many people.
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Table 4.2: The distribution of the most frequently visited new generation cafes.

When the Table 4.3 showing the responses of the participants to the statements about
their visiting habits is examined, it is seen that 33.3% of the participants prefer third
generation coffee stores to taste different coffee beans and 34.9% of the participants
prefer them because they create a warm and friendly atmosphere. According to these

results, it can be inferred that the taste of the coffee and the atmosphere of the

Cafe Number Percentage
Petra Roasting Co. 86 22,4%
Cup of Joy 70 18,2%
Coffee Department 33 8,6%
Kronotrop 49 12,8%
MOC 116 30,2%
Coffee Sapiens 42 10,9%
Walter’ s Coffee Roastery 70 18,2%
Voi Coffee Company 118 30,7%
Other 65 16,9%

environment affect the customers’ choice.

Table 4.3 : The descriptive statistics of participants' habits of visiting third

generation cafes.

The purposes of visiting the new generation of cafes

Number Percentage

To have the opportunity to taste different coffee beans
Since they provide a quiet and comfortable working environment 55
Since it has interesting interior design

Because they create a warm and friendly atmosphere

Other

The frequency of visiting the new generation of cafes

128

56
134
11

33,3%
14,3%
14,6%
34,9%

2,9%

Number Percentage

Everyday

Several times a week

Once a week

Every two weeks

Once a month

Less than once a month

The period of stay in the new generation cafes

14
135
111

65

56

3

3,6%
35,2%
28,9%
16,9%
14,6%

0,8%

Number Percentage

Less than 1 hour

1-2 hours
3-4 hours

More than 4 hours

53
236
84
11

13,8%
61,5%
21,9%

2,9%
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In addition to these choices, very few participants stated that they preferred these
cafes to chat with their friends or because they were close to their home. Also, when
asked how often the participants preferred these cafes, it was seen that 35.2% of the
participants preferred several times a week and 28.9% of the participants preferred
once a week. When asked how long the participants stayed when they visited these
cafes, it was concluded that the majority of them (61,5%) stayed 1-2 hours.

4.4.2 Demographic findings

The demographic characteristics of the sample are summarized in the Table 4.4.
When the participants are examined according to their gender, it is seen that 58,1 %
of the participants are female and 41,9 % are male. When the Table 4.3. which shows
the age distribution of the participants, is examined, it is seen that 41.4% of them are
in the 26-35 age range and they are in the majority in the sample. It is also seen that
24% of the participants are between the ages of 18-25 and the statistics for other age

groups are pretty similar, which accounts for 13%, 12,5% and 9,1% respectively.

Table 4.4 : Demographic characteristics of the participants.

Gender Number Percentage
Female 223 58,1%
Male 161 41,9%
Age Number Percentage
18-25 92 24,0%
26-35 159 41,4%
36-45 50 13,0%
46-55 35 9,1%
56 and above 48 12,5%
Education level Number Percentage
Elementary School 1 0,3%
High School 17 4.4%
Bachelor’s Degree 238 62,0%
Master's Degree 119 31,0%
Phd 9 2,3%
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As table 4.4 illustrated, it is seen that 62% of the respondents are university
graduates, followed by master’s degree with 31%, high school with 4.4%, doctorate

with 2.3% and primary school graduates with 0.3%.

Also, when the crosstabs are analyzed in the Table 4.5 and 4.6, in both female and
male groups, it is seen that the majority of participants between the ages of 26-35
take part in the sampling, followed by the age group 18-25. Since the participants for
both gender are mostly from the young age group, it is assumed that the majority of
the participants have knowledge about the third generation cafes. When analyzed
according to age groups, it is seen that the majority of participants who are university
graduates from both gender groups are in the sample and are followed by the

participants with a master's degree.

Table 4.5 : Crosstab of the variables gender and age.

Age
56 and Total
18-25 26-35 36-45 46-55 above

Gender Woman Count 51 93 17 23 39 223
% within Gender 22,9% 41,7% 7,6%| 10,3% 17,5%| 100,0%

% within Age 55,4% 585%| 34,0%| 65,7% 81,3% 58,1%

% of Total 13,3% 24,2% 4,4% 6,0% 10,2% 58,1%

Man Count 41 66 33 12 9 161

% within Gender 25,5% 41,0%| 20,5% 7,5% 5,6%| 100,0%

% within Age 44,6% 415%| 66,0%| 34,3% 18,8% 41,9%

% of Total 10,7% 17,2% 8,6% 3,1% 2,3% 41,9%

Total Count 92 159 50 35 48 384
% within Gender 24,0% 414%| 13,0% 9,1% 12,5%]| 100,0%

% within Age 100,0%| 100,0%| 100,0%| 100,0% 100,0%|  100,0%

% of Total 24,0% 414%| 13,0% 9,1% 12,5%]| 100,0%

Table 4.6 : Crosstab of the variables gender and education level.

Education
Elementary High |Bachelor’s | Master's Phd Total
School School Degree Degree

Gender Woman Count 0 13 129 74 7 223
% within Gender 0,0% 5,8% 57,8% 33,2% 3,1%]| 100,0%

% within 0,0% 76,5% 54,2% 62,2%| 77,8% 58,1%

% of Total 0,0% 3,4% 33,6% 19,3% 1,8% 58,1%

Man Count 1 4 109 45 2 161

% within Gender ,6% 2,5% 67,7% 28,0% 1,2%| 100,0%

% within 100,0% 23,5% 45,8% 37,8%| 22,2% 41,9%

% of Total 3% 1,0% 28,4% 11,7% ,5% 41,9%

Total Count 1 17 238 119 9 384
% within Gender 3% 4,4% 62,0% 31,0% 2,3%| 100,0%

% within 100,0% 100,0% 100,0% 100,0%| 100,0%| 100,0%

% of Total 3% 4,4% 62,0% 31,0% 2,3%| 100,0%
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4.4.3 Reliability analysis

Reliability is the measure of the consistency of the measurement and shows how
accurately a scale measures the property it wants to measure, the productivity and
continuity of the scale (Kirk and Miller, 1986). It also refers to “to the extent to
which a scale produces consistent results when repeated measurements are made”
(Malhotra and Birks, 2007). The measurement results should give similar results
when it is applied in different places. According to Twycross and Shields (2004),
Cronbach’s alpha is an appropriate reliability measurement tool for measuring the
internal consistency of the scale questions. According to Tavsancil (2005), it is
expressed that If 0.00 <0.40 the scale is not reliable, if 0.40 <0.60 the scale is low
reliability, 0.60 <0.80 the scale is quite reliable and 0.80 <1.00 the scale is highly
reliable. Cronbach Alpha reliability values of the scales used in the study are shown
in Table 4.7. It is seen in table that an Alpha value of 70% and above is provided for
both factor structures.

Table 4.7 : Reliability analysis results of the scale sensory experience and revisit
intention.

Cronbach's Alpha N of Items

Sensory Experince 0,927 31
Revisit Intention 0,771 2

4.4.4 Factor analysis

Factor analysis is the technique used to create fewer new variables (factors) from
many expressions that are related to each other. In this scope of the study there is 40
scales and in order to provide ease of interpretation and reduce the number of scales
by collecting the correlated scales into 5 categories, factor analysis was applied
firstly. Before using the factor analysis technique, the suitability of the available data
for factor analysis and the adequacy of the sampling should be checked. While the
adequacy test of the sampling for applying factor analysis is determined with the
KMO test value, the Bartlett test p value is used to determine whether it is
appropriate to use factor analysis. (Durmus et. al., 2013) A KMO test value higher
than 0.50 indicates that the sample is sufficient for factor analysis, while Bartlett test
p value is less than 0.05 indicates that it is suitable for applying factor analysis
55



(Jeong, 2004). The exploratory factor analysis was conducted to determine the
construct validity of the scales used in the study. KMO and Bartlett tests were

conducted to understand whether the sampling is suitable for factor analysis.

When the factor analysis is applied, it is stated that the factor loading that can be
considered significant will decrease as the sample number increases for the factor
loadings of the expressions. For example, factor loadings over 0.3 can be considered
significant in a sample of 350 people, while this figure increases to 0.4 when the
sample number decreases to 200, and to 0.5 when the sample number decreases to
around 120 and to 0.6 when it decreases to 85. The acceptable value for 50 samples
is 0.75. Factor analysis is not recommended for samples below 50 (Hair et al.,
2010). In this study, no statement was excluded from the analysis since all of the

factor loadings were above 0.40 and our sample size was 384 people.

When the KMO test results of the sensory experience scale in Table 4.8 are analyzed,
the KMO test value higher than 0.50 indicates that the sample is sufficient for factor
analysis, while the Bartlett test p value (sig.) is less than 0.05 shows that the use of

factor analysis is appropriate.

Table 4.8: KMO and Bartlett test results for sensory experience factors.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,898
Bartlett's Test of Sphericity Approx. Chi-Square 6265,587
df 465,000
Sig. 0,000

As a result of the exploratory factor analysis performed to determine the factor
structures for the sensory experience scale, it was seen that the 7-dimensional factor
structure of the scale was obtained. The varience explained exceeding 50% over the
total variance is an important criterion of factor analysis. Since the ratio of
expressions in the scale to explain sensory experience is 64.79%, it would not be
wrong to talk about explanation ability of the factor structure. However in order to
focus on 5 senses, it is decided to separately include the expressions related to each

sense in factor analysis.
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The KMO and Bartlett test results are shown in Table 4.9. According to the analysis
results, KMO value is greater than 0.500 and Bartlett test was found to be significant.

Accordingly, the scale is suitable for factor analysis.

Table 4.9: KMO and Bartlett test results for sense of sight scale.

Kaiser-Meyer-Olkin Measure of Sampling 0,844
Bartlett's Test of Sphericity Approx. Chi-Square  2201,971
df 55,000
Sig. 0,000

According to the result of the factor analysis in Table 4.10, it was determined that the
scale consists of 11 statements and 2 dimensions. The rate of explaining the total
variance of the scale is 60,135. The first dimension of the scale consists of 9 items
and the ratio of the dimension to explain the total variance is 39,380%, the reliability
coefficient is 0.88. Accordingly, the reliability level of the dimension is very high.
The second dimension of the scale consists of 2 items and the ratio of the dimension
to explain the total variance is 20,755%; the reliability coefficient is 0.86.

Accordingly, the reliability level of the dimension is very high.

Table 4.10: Factor distribution of the scale items of sight.

Charge of the factor % of variance Cronbach Alpha

sensoryexperience2 0,839
sensoryexperience6 0,810
sensoryexperience4 0,798
sensoryexperience3 0,788

Visual cues instore  sensoryexperiencel 0,742 39,380 0,88
sensoryexperiences 0,712
sensoryexperience? 0,609
sensoryexperience8 0,569
sensoryexperiencell 0,478

Employees' clothing sensoryexper!enceg 0,741 20,755 0,86
cues sensoryexperiencel0 0,734

Total 60,135 0,88

The KMO and Bartlett test results are shown in Table 4.11. According to the analysis
results, KMO value is greater than 0.500 and Bartlett test was found to be significant.

Accordingly, the scale is suitable for factor analysis.

57



Table 4.11: KMO and Bartlett test results for sense of hearing scale.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,768
Bartlett's Test of Sphericity Approx. Chi-Square 549,819
df 15,000
Sig. 0,000

In the factor analysis results shown in Table 4.12, performed using Varimax rotation
method to determine the factor structures for the hearing scale, it was determined that
the scale consists of 6 statements and 2 dimensions. The rate of explaining the total
variance of the scale is 63,860. The first dimension of the scale consists of 3 items
and the ratio of the dimension to explain the total variance is 33,419%, the reliability
coefficient is 0.74. Accordingly, the reliability level of the dimension is high. The
second dimension of the scale consists of 3 items and the ratio of the dimension to
explain the total variance is 30,441%; the reliability coefficient is 0.67. Accordingly,

the reliability level of the dimension is high.

Table 4.12: Factor distribution of the scale items of hearing.

Charge of the fac % of variance  Cronbach Alpha

sensoryexperiencel5 0,807 33,419 0,74
Musical cues sensoryexperiencel4 0,803
sensoryexperiencel3 0,757
sensoryexperiencel6 0,803 30,441 0,67
In-store sound level .
sensoryexperiencel7 0,760
cues .
sensoryexperiencel?2 0,703
Total 63,860 0,77

The KMO and Bartlett test for tasting scales’ results are shown in Table 4.13.
According to the analysis results, KMO value is greater than 0.500 and Bartlett test
was found to be significant. Accordingly, the scale is suitable for factor analysis.
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Table 4.13: KMO and Bartlett test results for sense of tasting scale.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,859
Bartlett's Test of Sphericity Approx. Chi-Square 1203,822
df 21,000
Sig. 0,000

Since the tasting scale has a single factor structure, it was determined that the scale
was obtained in its original form in the factor analysis results performed without any
rotation. It was determined in the Table 4.14 that the scale consists of 7 statements.
The rate of explaining the total variance of the scale is 56,549 and the reliability

coefficient is 0.86. Accordingly, the reliability level of the dimension is very high.

Table 4.14: Factor distribution of the scale items of tasting.

Charge of the factor % of variance Cronbach Alpha

Sensoryexperience21 0,834
Sensoryexperience22 0,821
Sensoryexperiencel9 0,782
Sensoryexperience24 0,744 56,549 0,86
Sensoryexperiencel8 0,729
Sensoryexperience20 0,697
Sensoryexperience23 0,639

The KMO and Bartlett test for smelling scales’ results are shown in Table 4.15.
According to the analysis results, KMO value is greater than 0.500 and Bartlett test

was found to be significant. Accordingly, the scale is suitable for factor analysis.

Table 4.15: KMO and Bartlett test results for sense of smelling scale.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,677
Bartlett's Test of Sphericity Approx. Chi-Square 359,619
df 3,000
Sig. 0,000
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Since the scale has a single factor structure, it was determined that the scale was
obtained in its original form in the factor analysis results performed without any
rotation. It was shown in the Table 4.16 that the scale consists of 3 statements. The
rate of explaining the total variance of the scale is 70,334 and the reliability

coefficient is 0.79. Accordingly, the reliability level of the dimension is high.

Table 4.16: Factor distribution of the scale items of smelling.

Charge of the factor % of variance  Cronbach Alpha

Sensoryexperience27 0,871
Sensoryexperience26 0,868 70,334 0,79
Sensoryexperience25 0,773

The KMO and Bartlett test for touching scales’ results are shown in Table 4.17.
According to the analysis results, KMO value is greater than 0.500 and Bartlett test

was found to be significant. Accordingly, the scale is suitable for factor analysis.

Table 4.17: KMO and Bartlett test results for sense of touching scale.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,771
Bartlett's Test of Sphericity Approx. Chi-Square 542,325
df 6,000
Sig. 0,000

Since the scale has a single factor structure, it was determined that the scale was
obtained in its original form in the factor analysis results performed without any
rotation. It was shown in the Table 4.18 that the scale consists of 4 statements. The
rate of explaining the total variance of the scale is 64,980 and the reliability

coefficient is 0.81. Accordingly, the reliability level of the dimension is very high.
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Table 4.18: Factor distribution of the scale items of touching.

Charge of the factor % of variance ~ Cronbach Alpha

Sensoryexperience29 0,865
Sensoryexperience28 0,804

. 4, 81
Sensoryexperience30 0,791 64,980 08
Sensoryexperience31 0,761

To sum up, among the resulting factor structures, the sight factor explains the
sensory experience by 60,14%, while the hearing factor explains 63,80%, the taste
factor 56,55%, the smell factor 70,33%, and the touch factor 64,98. The ratio of

explaining the sensory experience of the 5 factors together was calculated as 64,79%.

The KMO and Bartlett test for the scale of revisit intention results are shown in Table
4.19. According to the analysis results, KMO value is 0.500 and although the value
was relatively low, it was not excluded from the study because it was not below 0.50

and it is accepted that the scale is suitable for factor analysis.

Table 4.19: KMO and Bartlett test results for revisit intention scale.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,500
Bartlett's Test of Sphericity Approx. Chi-Square 206,857
df 1,000
Sig. 0,000

Since the scale has a single factor structure, it was determined that the scale was
obtained in its original form in the factor analysis results performed without any
rotation. It was shown in the Table 4.20. that the scale consists of 2 statements. The
rate of explaining the total variance of the scale is 82,347 and the reliability

coefficient is 0.77. Accordingly, the reliability level of the dimension is high.

Table 4.20: Factor distribution of the scale of revisit intention.

Charge of the factor % of variance  Cronbach Alpha
Revisitintention2 0,907
Revisitintentionl 0,907

82,347 0,77
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4.4.5 Correlation analysis

It is the calculation of skewness and kurtosis values to examine the suitability of
scales for normal distribution. The kurtosis and skewness values obtained from the
scales between +3 and -3 are considered sufficient for normal distribution (Kalayci,
2009). There are also studies that consider the upper limit of the kurtosis value as +7
(Bollen, 1988).

Table 4.21 below shows the calculated values for the scales. The kurtosis of the
limited number of data within the scope of this research is just over 3. Due to the
large sampling size in the study, it was thought that analyzing the shape of the
distribution would be more useful for normality and it was concluded by examining
the histogram graphics that the assumption of normality required for analysis, was

not broken. Accordingly, it was accepted that the scale scores showed a normal

distribution.
Table 4.21: Descriptive statistics of scales.

Minimum Maximum Mean Std. Deviation Skewness Kurtosis Variance
Sight 1,27 5,00 3,74 0,59 -0,63 1,48 34,6%
Hearing 2,00 5,00 3,91 0,59 -0,18 -0,08 34,6%
Tasting 1,57 5,00 4,31 0,53 -1,13 3,73 27,8%
Smelling 1,33 5,00 3,83 0,81 -0,52 -0,03 65,7%
Touching 1,00 5,00 3,84 0,71 -0,99 2,42 50,9%
Revisitintention 1,00 5,00 4,07 0,72 -0,82 1,73 52,5%

The statistical analysis used in examining the relationship between scale sub-
dimensions obtained as a result of factor analysis is correlation analysis. The
correlation coefficient formed as a result of the analysis varies between -1 and +1. If
this value is close to -1, it indicates that there is a very strong and negative linear
relationship between the scale sub-dimensions, and if it is close to +1, it indicates a
very strong positive linear relationship. In general, a correlation coefficient of 0.70
and above indicates that the relationship is strong (Altunisik, et al., 2010). Among
the correlation coefficients, 0 and + 0.30 indicate a low level of relationship, 0.31
with = 0.70 a moderate relationship, and 0.71 and + 1.0 indicate a high level of
relationship (Cokluk, et al., 2012).
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Table 4.22: Correlation test results related to sensory experience factors and revisit

intention.
Sight Hearing Tasting Smelling  Touching Reuvisitintention
Sight Pearson 1 469" 543" 473" 566" 362"
Correlation ’ ’ ! ’ ’
Sig. (1-tailed) ,000 ,000 ,000 ,000 ,000
N 384 384 384 384 384 384
Hearing Pearson - - - -
. 1 424 449 ,350 ,281
Correlation
Sig. (1-tailed) ,000 ,000 ,000 ,000
N 384 384 384 384 384
Tasting Pearson . . -
. 1 515 552 ,390
Correlation
Sig. (1-tailed) ,000 ,000 ,000
N 384 384 384 384
Smelling Pearson . .
. 1 ,563 373
Correlation
Sig. (1-tailed) ,000 ,000
N 384 384 384
Touching Pearson "
X 1 418
Correlation
Sig. (1-tailed) ,000
N 384 384
Revisitintenti Pearson 1
on Correlation
Sig. (1-tailed)
N 384

Among the values in Table 4.22, it has been concluded that the sight factor has a
positive and statistically significant moderate relationship with the hearing factor at a
rate of 46,9 %, a positive and statistically significant relationship with the tasting
factor at a moderate level of 54,3%, a positive and statistically significant
relationship with the smelling factor at a moderate level of 47,3%, a positive and
statistically significant relationship with the touching factor at a moderate level of
56,6% and finally a positive and statistically significant relationship with the revisit

intention factor at a moderate level of 36,2%.

It has been concluded that the hearing factor has a positive and statistically
significant relationship with the tasting factor at a moderate level of 42,4%, a
positive and statistically significant relationship with the smelling factor at a
moderate level of 44,9%, a positive and statistically significant relationship with the
touching factor at a moderate level of 35,0% and finally a positive and statistically
significant relationship with the revisit intention factor at a low level of 28,1%.

It has been determined that the tasting factor has a positive and statistically

significant relationship with the smelling factor at a moderate level of 51,5%, a
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positive and statistically significant relationship with the touching factor at a
moderate level of 55,2% and finally a positive and statistically significant

relationship with the revisit intention factor at a moderate level of 39,0%.

Also, it has been concluded that the smelling factor has a positive and statistically
significant relationship with the touching factor at a moderate level of 56,3% and a
positive and statistically significant relationship with the revisit intention factor at a

moderate level of 37,3%.

Finally, it has been concluded that the touching factor has a positive and statistically

significant relationship with the revisit intention factor at a moderate level of 41,8%.

4.4.6 Regression Analysis

Regression analysis was conducted to find out whether there is any association
between factors of sensory experience and the factor of revisit intention or whether
the factors of sensory experience explain how much of the changes in the factor of
revisit intention. With this analysis, it is aimed to find out which senses affect the
participants' intention to visit again and to learn whether the hypotheses are accepted
or not. Before regression analysis can be used in data analysis, certain assumptions
must be provided. These assumptions ensure conformity to normal distribution and

linearity, and they determine that there is no multi collinearity.

In order to avoid multi collinearity, the Durbin-Watson coefficient should take a
value between 1.5 and 2.5 and the VIF value expressed as variance increase factors
should be less than 10 (Cokluk et al., 2012). The conformity of the data to normal
distribution was determined before and the normality was shown in the test results.

Durbin Watson and VIF values are also shown in the Tables 4.23.

In the regression analysis, the significance of the model created should be primarily
examined. The Anova test p value obtained as a result of the analysis shows that the
regression model created is significant, while the R2 value shows how much the
independent variable explains the changes on the dependent variable. Also, when the
significance of coefficients are less than 0.05., the beta coefficients show the degree
of influence of the independent variable on the dependent variable (Biiyiikoztiirk et
al., 2013). Regression analysis results used in the testing of the hypotheses are shown
in the Table 4.23.
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Table 4.23: Regression analysis results for examining the effect of the each

factor on customers’ revisit intention.

Std. Error
Adjusted of the Durbin
R Square R Square  Estimate F Sig.  Watson
0,232 0,222 0,639 22,897 0,000 2,042
Unstandardized Standardized
Coefficients Coefficients
B Std. Error Beta Sig. VIF
(Constant) 1,347 0,296 0,000
Sight 0,107 0,075 0,087 0,153 1,810
Hearing 0,067 0,066 0,054 0,314 1,432
Tasting 0,204 0,082 0,148 0,014 1,758
Smelling 0,105 0,053 0,117 0,049 1,733
Touching 0,205 0,063 0,202 0,001 1,881

When Table 4.23 analyzed, it is seen that Anova test (F) sig. value is less than 0.05,
the regression model created is appropriate and Durbin Watson value is between 1.5-
2.5. Also, all VIF values are lower than 10 and it indicates that there is no multiple
linear connection. The adjusted R? value is the value free of statistical errors,
indicating that sensory experience factors have a 22,2% explanation rate on revisit
intention.  Since the explanation rate was not quite high, stepwise regression
analysis was also applied, but a higher explanation rate was not obtained. Therefore,
this model has been analyzed later in the study.

When the standardized beta coefficients and p statistical significance values, which
show the individual effects of sensory experience factors on customers’ revisit
intention are examined, it was determined that the smelling, tasting and touching
factors which has a p value of less than 0.05 have an effect on customers’ revisit
intention. When the standardized beta coefficients were evaluated, it was determined
that the tasting factor was 14,8%, the smelling factor was 11,7% and the touching
factor was 20,2% effective positively on customers’ revisit intention . The p values
for the sight and hearing factors are higher than 0.05, it indicates that these factors
have no effect on customers’ revisit intention. Hence, the H2, Hsa and Hs hypotheses

were accepted, but H: and Hs hypotheses were rejected.
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4.4.7 Comparison tests

Comparison tests are used to determine if the sampling means of the scale factor
structures used differ according to some variables. The analyzes which aims to
determine how the sensory experience factors and revisit intention levels changed
according to the demographic characteristics in the study, were carried out through
difference tests. In cases where the data are suitable for normal distribution, the
independent sample t test is used if the variable for the difference of mean levels of
the scale dimensions is with two options. One-way analysis of variance (Anova-F

test) is used if there are more than two options (Biiyiikoztiirk, 2006).

When there is a difference between the variables, the statistical Post-Hoc tests are
used to determine the origin of the difference (Kokli et al.,, 2006). The most
commonly used Post Hoc tests are Tukey, LSD and Scheffe tests and if the
difference is seen, the mean differences with significant p values in Post Hoc tests
are considered to be significant.

In the independent sample t test, firstly the Levene Variance Equality test is included
and if the p value is significant, the assumption of the variances are equal or not is
assumed and the decision is made by looking at the p value of the t test for that row.
Levene test p value higher than 0.05 indicates that the assumption of equality of
variances is achieved and then the t test p value of the first row should be checked.
Otherwise, the p value in the bottom row is checked. If the p value of the
independent sample t test is less than 0.05, it indicates that the factor structures differ
according to the relevant variable (Uysal, 2018).

When the results of the independent sample t test regarding the difference of the
revisit intention factor according to gender are examined, Levene test p value for the
factor is greater than 0.05, indicating that the assumption of equality of variance is
provided. Therefore, the first row p value was examined for the t test in the table
4.24. When the results were evaluated, it was determined that the revisit intention
factor size with a p value less than 0.05 differs according to gender, so the revisit
intention of participants are significantly different in terms of gender. Hence, the Hs

hypothesis was accepted.
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Table 4.24: Differences test results for revisit intention by gender.

Levene's Test for T Test
Equality of Variances

F Sig t Sig
3.450 0.064 2332 0.020

Equal variances
Revisit  assumed
Intention Equal variances

not assumed

2320 0,021

The average levels according to gender for the revisit intention factor where the

difference is seen are shown in Table 4.25.

Table 4.25 Group statistics of revisit intention factor by gender.

Gender N Mean Std. Deviation
Revisit Intention  Woman 223 4,146 0,710
Man 161 3,972 0,734

When the average levels for the revisit intention factor, in which there is a difference
according to gender, are examined, the level of the revisit intention factor of women

is higher than men.

When Table 4.26 which shows the one-way variance analysis test results regarding
the difference of the elements of the revisit intention according to age, is examined, it
is concluded that the difference is seen as a result of that the p value is lower than
0.05. It can be interpreted that the revisit intention of participants are significantly
different in terms of age. Hence, the H7 hypothesis was accepted. The average levels

of difference are shown in Table 4.27.

Table 4.26: Differences test results for revisit intention by age groups.

Mean
Revisit Intention  Sum of Squares df Square F Sig.
Between Groups 5,062 4 1,266 2,449 0,046
Within Groups 195,896 379 ,517

Total 200,958 383
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When the LSD test results from the Post Hoc tests in the Table 4.26 are examined,
the participants between the ages of 36-45 show more intention to visit again than the
participants between the ages of 26-35 was determined and although the number of
participants between the ages of 46-55 is less, the level of their revisit intention is
greater than the age groups of 18-25 and 56 and above. According to the Post Hoc
LSD test, there is a significant difference between the 26-35, 36-45 and 46-55 age

groups in terms of revisit intention of the participants aged 56 and over.

Table 4.27: Group statistics of revisit intention factor by age groups.

Reuvisit Intention N Mean  Std. Deviation
18-25 92 4,038 0,778
26-35 159 4,142 0,742
36-45 50 4,150 0,702
46-55 35 4,129 0,560

56 and above 48 3,792 0,634
Total 384 4,073 0,724

When Table 4.28 which shows the one-way variance analysis test results regarding
the difference of the elements of the revisit intention according to education levels, is
examined, it is concluded that the difference is not seen as a result of that the
significance value is greater than 0.05. It can be interpreted that there is no difference
of revisit intention of participants in terms of education levels. Hence, the Hs

hypothesis was rejected.

Table 4.28: Differences test results for revisit intention by education level.

Revisit Intention ~ Sum of Squares df Mean Square F Sig.
Between Groups 3,850 4 0,962 1,850 0,119
Within Groups 197,109 379 ,520

Total 200,958 383

4.5 Summary of the Findings

This thesis has examined the relationship between sensory experience and revisit
intention, proposing both a hypothesis and a model. The hypotheses tested within the
scope of the study and the results of the hypotheses are given in Table 4.29.
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Table 4.29: Overview of hypotheses results.

Hypothesis Evidence Statement

H, Rejected Sensory IParke.tpg of s1ght has a positive influence on

customer’s revisit mtention.
Keting of smell L.

H2 Accepted Sensory I’nar e@g 0 sme has a positive influence on
customer’s revisit mtention

L Rejected Sensory {narkeppg of sc.)und has a positive influence on
customer’s revisit mtention

Ha Accepted Sensory Ijnarke.tlpg of ta.ste has a positive influence on
customer’s revisit mtention.

He Accepted Sensory IParke.tglg of tquch has a positive influence on
customer’s revisit mtention

He Accepted The revisit intention of the participants differ significantly
in terms of gender.

H, Accepted The revisit intention of the participants differ significantly
in terms of age.

H, Rejected The revisit intention of the participants differ significantly

in terms of education level.

The results in the Table 4.29 indicate that taste,olfactory and tactile cues enable to
trigger consumer's revisit intention in a third generation cafe, while visual cues and
auditory do not seem to exert a significant influence consumers' revisit intention.
Considering that Hz, Hs, Hs are accepted and H., Hs are rejected, it indicates that taste
stimuli, olfactory stimuli and tactile stimuli all enable to exert a positive impact on
customers' revisit intention in third generation coffee stores, except for the visual and
auditory stimuli. In addition, all senses have been found to have different levels of
influence in third generation coffee stores. It has been determined that the most
effective sensory cues in thir generation café services is tactile cues with 20,2%.
Moreover, when revisiting intentions were examined by comparison tests according
to gender, age groups and education level, it was indictaed that Hs and H7 were
accepted, but Hs was rejected. It means that there was a significant difference in
revisit intention according to gender and age, while no significant difference was

found in revisit intention according to education level.
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5. CONCLUSION AND RECOMMENDATIONS

Nowadays, customers are more knowledgeable, so the retail stores have to improve
their competitive advantages and strategies to differentiate themselves from their
competitors. Understanding the store atmosphere is critical for the retailers to create
a new shopping experience to attract the customers. To stay in the competition with
the others, the retailers have to seek different ways to increase consumers’ shopping
time and make them enjoy the act of purchasing. In parallel with these changes and
developments, businesses have adapted themselves and at this point sensory
marketing has been used frequently by businesses to manage consumer-behavior,
make their customers feel special and increase the competitive aspects of businesses.
Sensory marketing plays an important role to get recognition, to control the duration
of consumption and provide a competitive advantage among similar businesses.
Especially, restaurant and café businesses are one of the sectors that need to closely
follow the consumer behavior and their preferences. If consumers have positive
emotion as a result of a pleasant environment, they are tend to be satisfied and have
an intention to buy the same product or come to the same place again in the future.
However, since the coffee shop market is highly saturated in recent years, businesses
are experiencing difficulties due to a rapid increase in the number of coffee shops.

For this reason, differentiated strategies are needed to survive in their own industries.

In this study; the senses, their effects to customers’ attidutes and their revisit
intention to third generation coffee stores were studied. The questionnaire was made
about the consumers’ visiting habits of third generation coffee stores and the results
of the questionnaire were examined through SPSS program. By this way, it was tried
to understand if revisit intention of customers is affected by the influence of sensory
cues in the third generation coffee stores. When various demographic variables are
taken into account in the study, which is reduced to the scope of Istanbul; it has been
observed that the customers' revisit intention in the new generation cafes proceeds in
direct proportion to the sensory experience for several senses. There are two reasons

why the research was conducted on the customers who goes to new generation cafes.
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The first is that it is very difficult to find a sector that addresses all five senses, the
second is that very few studies in Turkey about the new generation cafes. In the
quantitative research dimension of the study, as a result of the criteria applied to 384
people, the effect of sensory cues on customers was revealed. As a result of the
hypothesis tests; some senses were found to have a positive effect on the customer's
intention to revisit, and some senses did not affect the customer's intention to revisit.
It is seen that there is a significant relationship between taste, olfactory and tactile
stimulants between consumers’ revisit intention. The café businesses could consider
these three factors in order to attract more customers for their cafes as a strategic
perspective while designing their stores.

In addition, all senses have been found to have different levels of influence in third
generation coffee stores. It has been determined that the most effective sensory cues
in café services is tactile cues with 20,2%. The results are in line with the research
made by Peck and Wiggins (2006) saying that tactile experiences match motivation
and deliver positive response. These results can be interpreted as the cafe businesses
should pay attention to the temperature of the environment, the comfort of the chairs
and the material of the plates and glasses. Also, the fact that the sense of smell is
related to customers' revisit intention in the study is similar to the study by Jacob et
al. (2014) when they examined the effects of scent on consumer purchasing decision
and concluded that scent has an effect on consumer purchasing decision. Similarly,
Chebat and Michon (2003) found that scent is effective on consumers in their study.
Moreover, Erenkol and Ak (2015) in their studies on sensory marketing; they
claimed that taste, sound and touch senses are more effective on the consumer
purchasing decision in restaurants and the result of the study is similar in this respect,
since it is obtained that taste and touch senses were also effective in this study. The
results are also reported by Van der Zwaag et al. (2012) is similar to the result of the
study claiming that there is no significant influence between music and the intention
of customers, but the results contrast with the studies of Randhir et al. (2016) and
Jung (2015) who determined that playing music inside stores provides a sense of
comfort for customers and have a positive effect on customers’ feelings. Moreover,
the results show a contradictory conclusion with some earlier researches (Brengman
and Geuens, 2003), which claim that visual cues have a major effect on customers’

positive mood in the retail environment. In this case, the rejection of the hypothesis
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can be explained by the fact that customers are becoming accustomed to visual cues
which are now widely used by all companies. According to the results of the
research, the other two sensory factors that affect the customers' revisit intention are
olfactory and taste experiences, and the results are consistent with the results of
Giilmez (2017)’ studies. The biggest reason for this is that the research area is third
generation café brands. Therefore, they appeal to the sense of smell with elements
such as the smell of coffee in stores and they appeal to the sense of taste with the

flavor of the coffees, foods and beverages offered in the stores.

Moreover, the studies that examine the demographic of the five sense experience are
very limited. In the research, it was aimed to complete this deficiency by making
demographic factors affect the revisit intention. When revisiting intentions were
examined according to gender and age groups, a significant difference was found,
while no significant difference was found in revisit intention according to education
level. When the results obtained in this study were compared with the studies
previously examined, it was observed that the results were consistent with
McKercher and Wong, (2004) who claim that gender showed different effects on the
relationship between sensory marketing and customer satisfaction. The results are
also consistent with the study of Maa, E., Qub, H. and Eliwab R., (2013) who
claimed that female customers have more brand loyalty and indicated a higher
tendency of recommending the restaurants to others. According to Carlson (1972),
this may be the result of the fact that female customers need higher commitment and
would like to raise congruent relationships with others.

Regardless of the industry, one of the most important goals of brands is to create
customer loyalty towards the brand or to increase the existing loyalty. The findings
of this study indicate that although the coffee shop industry is currently facing a
competitive market situation, effective sensory marketing could be used as a strategy
to increase customer loyalty. Based on these findings, this study provides several
important academic and managerial implications to support future studies in
examining more effective sensory marketing strategies to make the third generation

coffee shop industry sustainable. These implications are as follows.
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5.1 Academic and Managerial Implications

Sensory marketing practices have gained importance with the realization that the
consumers’ decisions, which has become increasingly complex in recent years, is
affected by five senses. At this point, to be able to direct the consumers in the desired
way and to be able to influence them, it is necessary to understand the effects of
senses on consumers. Further on, knowing the importance of the senses from the
consumers’ perspective can help firms to better meet the consumer needs and in that
way connect with them on a deeper emotional level. Therefore, a strategy that can be
carried out by the third generation café businesses in an effort to increase the number

of regular customers is by creating a comfortable and unique atmosphere.

The results of this study can guide managers in creating successful sensory
experiences with customers as opposed to more traditional brand relationships. Based
on the findings, practical implications that can help establish strategies for
sustainable customer loyalty in the competitive third wave coffee shop industry are
provided. According to the results of the analysis, since the most important sensory
cues that directly affect the revisit intention of third generation café customers are
tactile, taste and olfactory cues, the comfort of the seats of the third generation café
firms, the taste and the species of their products, the freshness of the ingredients or
the smell of the coffees will differentiate them from their competitors. As third
generation coffee shops are part of the food service industry, the effect of taste sense
shouldn't be overlooked and there should be efforts to adapt rapidly changing
consumer preferences. Also, there should always be an appropriate degree of heating
or air conditioning in these coffee stores, based on results that “tactile cues” as a
sensory marketing factor positively affects revisit intention of customers. It can be
interpreted that providing a comfortable space to their customers, organizing
workshops, increasing product variety and including the preferences of the customers
in the coffee preparation process will provide the third generation cafe companies an

advantage.

As today’s consumers are extremely sensitive to new trends and their demands are
changing rapidly, third wave coffee shop managers should effort to provide a new
and comfortable atmosphere by focusing on freshening up or renovating the coffee

shop seasonally. The conclusion that hearing and sight sensory cues are not related to
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the customers' revisit intention may be a challenge for the new generation cafes in
the future and and they will need to find alternative ways of how to influence

customers with these sensory cues.

Moreover, in the study it was determined that the perception of five senses differs
according to gender and age. While the businesses operating in the cafe sector
determine their target audience and diversify their services, it will be an advantage
for the them to pay attention to these points. It should not be forgotten that
customers' perceptions of sensory marketing strategies differ according to gender and
age groups, so the right target audience should be tried to be addressed with the right
sensory marketing strategies. In this context, it is believed that the study will make

important contributions to the businesses and literature.

5.2 Further Research Directions

One of the limitations of the study is that the data were collected only in Istanbul, so
the generalization of the findings needs to be considered. Also, the degree of sensory
marketing might differentiate based on the type of cafes. Therefore, future
researchers should consider developing a similar model for different cafe or
restaurant services. Moreover, the online questionnaire method was used to collect
data in this study. The participants were asked to respond to the questionnaire based
on their memories of third generation coffee store experiences before the pandemic.
It may be a limitation of this study that the survey was not completed within these
coffee shops, and this approach may not indicate whether the customers are actually
affected by sensory cues, so future researchers should consider a big data approach to
collect data including a long period. Moreover, since this study was carried out
during the period when cafes and restaurants were closed due to the pandemic, there
was difficulty in reaching the customers of third generation coffee stores. After the
pandemic ends, it should be considered to conduct a survey on the same subject
again.
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APPENDICES

Dear Participant,

Thank you very much for your participation. "

A QUANTITATIVE RESEARCH ON THE RELATIONSHIP OF SENSORY CUES IN NEW GENERATION CAFES AND THE CUSTOMER'S REVISIT INTENTION

This study is carried out to examine the relationship between Sensory Cues in New Generation Cafes and the Customer's Revisit Intention, to
be used in the Master of Business Administration thesis at Istanbul Technical University Institute of Social Sciences. All given information
willnbe treated as confidential material and the anonymity of all participants will be secured. Please answer the statements in the
questionnaire by considering the new generation café you visit most frequently.

SECTION 1: Expressions for Visiting 3rd Wave Cafe Shops

back before the pandemic.

Third generation cafes are the ones that focus on high quality coffee and coffee experience. The new generation coffee and cafe concept
that entered our lives before the pandemic; has turned into a culture that has become widespread recently with its service, presentation,
personalized experience areas, different coffee beans and brewing methods. Please evaluate the statements below considering that we are

Please indicate the new generation cafes you visited most
1 frequently before the pandemic.
(You can choose more than one option)

Petra Roasting Co.
Cup of Joy

Coffee Department
Kronotrop

MOC

Coffee Sapiens
Walter’ s Coffee
Voi Coffee Company
Montag

Other

Please Specify

What purposes would you visit the new generation cafes before
the pandemic? Please choose the option that suits you.

To have the opportunity to taste different coffee beans

Since they provide a quiet and comfortable working environment
Since it has interesting interior design

Because they create a warm and friendly atmosphere

Other

Please Specify

How often would you visit new generation cafes before the
3 pandemic? Please choose the option that suits you.

Everyday

Several times a week
Once a week

Every two weeks

Once a month

Less than once a month

How long would you stay when you visited the new generation

S

cafes before the pandemic? Please choose the option that suits
you.

Less than 1 hour
1-2 hours

3-4 hours

More than 4 hours

SECTION 2: Expressions for Sensory Cues in 3rd Wave Cafe Shops
Evaluate the following statements according to the effect of your choice of the 3.wave cafe shop you visited most frequently
before the pandemic. (1. Completely Disagree / 2. Disagree / 3. Neither Disagree Nor Agree / 4. Agree / 5. Completely Agree)

1 |The café's unique style is effective on my revisit intention. 1 2 3 4 5

2 |The design of the cafe is effective on my revisit intention. 1 2 3 4 5
The colors used to design the cafe have an effect on my revisit

3| . 1 2 3 4 5
intention.

a The conformity of colors used throughout the cafe is effective 1 2 3 4 5
on my revisit intention.

5 1 2 3 4 5
The lighting level in the cafe is effective on my revisit intention.
The interior design of the cafe is effective on my revisit

6 | . 1 2 3 4 5
intention.
Th terior desi f the cafe is effecti isit

7| e exA erior design of the cafe is effective on my revisi 1 2 3 4 5
intention.

83




Having regular tables and chairs is effective on my revisit

8 | ) 1 2 3 4 5
intention.
The colors in the employees' clothes are effective on my revisit

9 | o ploy Y 1 2 3 a 5
intention.
The specific clothing style of the employees is effective on m

10 . 'P' 4l : Ing sty ployeesi| I Y 1 2 3 a 5
revisit intention.
The visual elements around the cafe (sea, nature, etc.) are

11 Lo . . . . 1 2 3 4 5
effective in my intention to visit again.
The overall sound level (loudness) in the cafe has an effect on

12 o . { ) 1 2 3 4 5
my revisit intention
Thematic sounds that are offered exclusively to the cafe are

13 i e . 1 2 3 4 5
effective on my revisit intention.
The tempo (fast or slow) of the music playing in the cafe is

14 Lo . . . 1 2 3 4 5
effective in my intention of revisiting.
The t f ic played in the cafe is effective i intenti

15 e. Ypeo.muswpaye in the cafe is effective in my intention 1 ) 3 4 5
to visit again.
The quietness and tranquility of the cafe are effective in my

16 | . L. X 1 2 3 4 5
intention to visit again.
The sound level caused by the crowded in the cafe is effective

17 |, . . . . 1 2 3 4 5
in my intention to visit again.
Th the food / drink din the cafe is effecti

18 e.v.va.y e .oo / drinks served in the cafe is effective on my 1 ) 3 4 5
revisit intention.
The content of the foods / drinks served in the cafe is effective

19 . ; L . 1 2 3 4 5
for my intention to visit again.

20 Serving of the food / drinks on time at the cafe (not delivered 1 2 3 4 5
too early or late) is effective on my revisit intention

”n The fact that the foods / drinks offered in the cafe are suitable 1 > 3 a 5
for my taste has an effect on my revisit intention.
The taste of foods / drinks served in the cafe is effective in my

22| - L ) 1 2 3 4 5
intention to visit again.
Th iety of food / drink din the cafe is effective i

s evairleyo‘f)o /‘ rinks served in the cafe is effective in my i 2 3 4 5
intention to visit again.

2 The appropriate temperature of the foods / drinks served in the 1 ) 3 A 5
cafe is effective in my intention to visit again.
The smell anywhere in the cafe is effective for my intention to

25| . . 1 2 3 4 5
visit again.
Natural rtificial f in the toilet of the caf

2 a urz‘a or‘a i |lua ra-granceflh e10|e of the cafe are 1 2 3 4 5
effective in my intention to visit again.

27 The fr?gra.nces |.n the (':afe sat{sfy me.emot|onally and are 1 ) 3 a 5
effective in my intention to visit again.
The material of the chair or seat in the cafe is effective on my

28 L ) 1 2 3 4 5
revisitintention
The comfort of the chair or seat in the cafe is effective on my

29 L . 1 2 3 4 5
revisitintention

30 : ) ) . ) 1 2 3 4 5
The temperature in the cafe is effective on my revisit intention
The structure of the objects (eg tablecloths, plates, glasses, etc.)

31 1 2 3 4 5

in cafe is effective in my intention to visit again.

SECTION 3: Expressions for Revisit Intention |

Evaluate the following statements according to the 3.wave cafe shop you visited most frequently before the pandemic. (1.
Completely Disagree / 2. Disagree / 3. Neither Disagree Nor Agree / 4. Agree / 5. Completely Agree)

After the pandemic, | plan to go to this cafe again. 1 2 3 4 5
2 |This cafe will be my first choice after the pandemic 1 2 3 4 5
SECTION 4: Demographic Characteristics
1 |Your Gender Female Male
56 and
Your Age 18-25 26-35 36-45 46-55
2 Ag above
Elementar Bachelor’s | Master's
Your Highest Level of Education ¥ High School Phd
3 School Degree Degree
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