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In 1996 »In 1996 »AirDesignAirDesign as a success factor in retail«* as a success factor in retail«* 
was examined in a German studywas examined in a German study

Questions:

Do Do scentsscents influenceinfluence thethe perceptionperception at at thethe PoSPoS positivelypositively ??

Do Do scentsscents at at thethe PoSPoS influenceinfluence thethe emotional emotional perceptionperception positivelypositively ??

DoesDoes scentscent stimulationstimulation havehave a positive a positive effecteffect on on portfolioportfolio perceptionperception ??

IsIs a good a good olfactorialolfactorial stimulationstimulation at at thethe PoSPoS demandeddemanded byby customerscustomers ??

WhichWhich scentsscents areare perceivedperceived positivelypositively / / negativelynegatively??

UnpleasantUnpleasant scentsscents inaugurateinaugurate negative negative feelingsfeelings strongerstronger thanthan pleasantpleasant scentsscents
dodo withwith positive positive feelingsfeelings..

TheThe recallrecall of of happyhappy experiencesexperiences fromfrom thethe personal personal pastpast isis increasedincreased withwith
pleasantpleasant odourizationodourization..

90,5% 90,5% generallygenerally welcomewelcome soft soft odourizationodourization at at thethe PoSPoS..

TheThe tendencytendency forfor nature as nature as advertisingadvertising contentcontent increasesincreases thethe wishwish forfor authenticauthentic
odourizationodourization –– increasingincreasing alergiesalergies setset thethe resultsresults intointo a different a different corelationcorelation, , 
thoughthough..

*Anja Stöhr: Air Design als Erfolgsfaktor im Handel, Gabler 1998

Results:
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ScentScent at at thethe POS POS increasesincreases thethe acceptanceacceptance
ofof consultationconsultation specificallyspecifically withwith perceptivelyperceptively
sensible sensible targettarget groupsgroups

Beratungs-
bereitschaft

Verweil-
dauer

Kauf-
bereitschaft

Umsatz

18,8%

15,9%
14,8%

6%

Positive effects of scents at the POS* 
- Uni Paderborn 1996, Dr. A. Stöhr -

AcceptanceAcceptance
forfor

consulationconsulation

LenthLenth of of 
StayStay

DesireDesire to to 
purchasepurchase

TurnoverTurnover

* approx. 200 athletic storesin Germany have been surveyed
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What to support and what to avoid…What to support and what to avoid…

Top Ten of positive/negative scales

Fresh scent 10,2 %

Flower scent 8,7 %

Ocean 5,0 %

Forest 4,8 %

Gingerbread 3,1 %

Vanilla 2,8 %

Coffee 2,7 %

Citrus 2,6 %

Backeries 2,6 %

Sweat 17,0 %

Used air 10,2 %

Sanitary 10,2 %

Cold smoke 7,8 %

Petrol etc. 7,4 %

Fumes 7,2 %

Garbage 5,0 %

Over-odourization 5,9 %

Decay 3,1 %

☺ /

Anja Stöhr: Air Design als Erfolgsfaktor im Handel, Gabler 1998
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