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Abstract

The aim of the present research is to provide a conceptual framework that connects store
atmospherics and salespeople’s attributes and behaviours and to assess their relevance in shaping a
customer’s overall experience in a luxury store. Our findings prove empirically that salespeople’s
attributes and behaviours are more crucial than atmospherics in determining customer satisfaction.

The empirical results suggest that Giving advice to customer and Closing the sale are the most
influential aspects for the development of an effective customer-centric experience and that
empathetic and caring skills are therefore particularly crucial in the selection and training of

salespeople. The managerial implications are discussed.



1. Introduction

1.1. The central role of the store for the luxury industry

Even if e-commerce is one of the fastest growing shopping channels for luxury goods
(Sanguanpiyapan and Jasper 2010; Bain & Company 2014) and the Internet has “profoundly
transformed the industry practices of modern retailing and distribution management” (Liu and
Burns 2013; and also Doherty and Ellis-Chadwick 2006; Pentina et al. 2011), the retail channel
remains the first driver of growth for the luxury industry, as witnessed by the recent “retailization”
phenomenon (Bain & Company 2011). Direct control over the distribution chain enables the
successful luxury brands to generate higher profit margins, and the mono-brand store is the format
firmly leading the way in this industry (52% of the global market) (Bain & Company 2014).
Moreover, the physical point of sale also represents a powerful catalyst for other objectives,
synergetic and complementary to profit achievement. The store is the “sacred place” where the
oneiric component of the luxury brand materializes in a product presented to the “Chosen ones”
(i.e., the “Customers”) through an almost religious ritual (Kapferer and Bastien 2009). The global
expansion of the luxury market (Chevalier and Gutsatz 2012; Fondazione Altagamma 2015) and the
“luxury democratization” (Gardyn 2002; Truong et al. 2008, 2009) led to a reduction of true
craftsmanship in product manufacturing and to a growth of accessories and fragrances in the
portfolio of many prestigious brands, aimed at multiplying the opportunities to meet with an
increasing customer population. Therefore, the luxury industry is now struggling even more against
the eternal paradox between the need to maximize profits and the inescapable necessity to hold high
the banner of its exclusivity, not to disappoint its primary target, the so-called “happy few” (Berry
1994; Okonkwo 2007; Kapferer and Bastien 2009; Radon 2012). The luxury store represents the
stage onto which the brand puts up a show of its own aesthetic definition of “beauty”, as it has been
sensed by the genius of its charismatic creative director, thereby establishing its legitimacy in the
eyes of its customers (Dion and Arnould 2011; Arnold et al. 2001). Seeking legitimacy is indeed

the first objective of any luxury brand, especially in relation to the small circle of connoisseurs, the



hyper-sophisticated, beauty worshipers, and art lovers, the ones that a luxury firm would never dare
to betray (Dubois and Duquesne 2003; Kapferer and Bastien 2009). From this perspective, it
becomes easy to understand the recurrent and close intersections between luxury and art, especially
contemporary, that has concerned the product (the “Lobster dress” by Elsa Schiaparelli and
Salvador Dali, the “Mondrian day dress” by Yves Saint Laurent, the Murakami bags by Louis
Vuitton, etc.), various patronage activities (Chanel Mobile Art Pavilion, Cartier Foundation for
Contemporary Art, Gucci Dia Art Foundation, etc.), and also the point of sale. The “M(Art)World”
store is in fact a pioneering type of luxury flagship, often conceived by the most renowned
architects, where the traditional division between commercial activities and art spaces is overcome
in the name of a luxury “that contains art within its very identity” (Joy et al. 2014, p. 347) or, at
least, that aspires to become art itself (Okonkwo 2007).

The overall shopping experience is certainly related to the “quality” of the physical space, but it
also depends on the interaction between retail employees and customers, interaction that is of
particular relevance for an industry that offers high involvement products (Martin 1998; Ehbauer
and Gresel 2013). Thus, if the luxury store is considered as a sort of “brand cathedral”, its
salespersons necessarily become the ambassadors appointed to officiate the rituals and the selling
ceremony of the sacralized brand (Cervellon and Coudriet 2013).

This is even more true insofar as the mere concept of in-store purchasing has been increasingly
replaced by that of experiential retailing (Lahey 2000; Kim 2001; Shaw and Ivens 2002; Grewal et
al. 2009; Puccinelli et al. 2009; Verhoef et al. 2009; De Farias et al. 2014; Khan and Rahman
2015).

The luxury store is only partly about transactions. The luxury store has been seen by its selected
customers more and more as a place of “experience”, “fun” and “gratification”, a sort of “third
space” where not only products but also “good times” are for sale (Allegra Strategies 2005;
Anderson et al. 2010; Manlow and Nobbs 2013).

1.2. Atmospherics and salespeople behavioural attributes



Starting from Kotler’s work (1973), the role of the physical environment in determining a positive
customer experience has been widely studied by many scholars who have developed some
comprehensive atmospherics classifications (Baker 1986; Bitner 1992; Berman and Evans 1995;
Turley and Milliman 2000) and investigated them individually or in their interactions (Mattila and
Wirtz 2001; Eroglu ef al. 2005a; Spangenberg et al. 2005; Trivedi 2006; Vaccaro 2009). Similarly,
especially since the 2000s, other studies have been carried out to understand the impact of
salespersons’ attributes and behaviours upon a satisfying overall in-store experience (among others,
Walker et al. 1977; Weitz 1981; Menon and Dubé 2000; Sharma and Levy 2003). These factors
were then separately studied in the literature and recently have begun to be investigated also in their
interrelationships (Sherman et al. 1997; Baker et al. 2002; Hedrick et al. 2006; Puccinelli et al.
2009; Lin and Liang 2011). However, a framework that evaluates the overall shopping experience,
gathering together the atmospherics and the salespeople’s attributes and behaviours and validating
their distinct relevance, has not yet been developed.

The purpose of our research is to precisely fill this gap in the literature, at least with regard to the
buying patterns of a luxury industry whose studies on store atmospherics and salespeople’s
behavioural attributes are not numerous.

2. Literature Review/Theoretical Background

2.1. Store atmospherics

The literature on the manipulation of store environments to influence consumer behaviours dates
back to the 1950 and 1960 (Martinecau 1958; Cox 1964; Smith and Currow 1966; Kotzan and
Evanson 1969), even if the term “atmospherics” was coined only later by Philip Kotler (1973);
Kotler defined atmospherics as the “effort to design buying environments to produce specific
emotional effects in the buyer that enhance his purchase probability” (p. 50). Building on Kotler’s
work, Donovan and Rossiter (1982) applied the Mehrabian-Russel model (1974) to retail
highlighting the influence of the atmospherics on consumers’ emotions and behaviours. Baker

(1986) then developed a more exhaustive model entailing three key elements of the store setting



ambience: “non-visual” (i.e., background conditions in the environment); “design” (i.e., functional
and aesthetic elements basically visual); and “social” (elements involving the people who are inside
the store). Afterwards, Bitner (1992) imagined three dimensions of the store setting (“ambient
conditions”, “space/function” and “signs, symbols & artifacts”) and proved in a very convincing
way the impact of atmospherics not only on customers but also on the employees of the store (as
previously Baker ef al. 1992). Berman and Evans (1995) split up instead the atmospherics into four
categories: “exterior of the store”, “general interior”, “layout and design variables”, and “point-of-
purchase and decoration variables”. Despite the existence of these first organizational models,
Bitner (1992) could not help remarking on “a lack of empirical research [...] addressing the role of
physical surroundings in consumption settings” (p. 57), an observation that later encouraged Turley
and Milliman (2000) to consolidate the learning reached until then and create a more consistent and
logical classification of the store atmospherics (ibidem, p. 194). Turley and Milliman’s work
represents a turning point in the atmospherics studies as the two scholars took the decisive step to
integrate Berman and Evans’s classification with a fifth category consisting of the so-called “human
variables” (similar to the “social elements” of Baker 1986), inclusive of all of the aspects related to
the influence of other shoppers and of retail employees’ appearance on shopping behaviours.
Additionally, for this reason, the Turley and Milliman classification is still considered, after 15
years, to be the most exhaustive and organized work on store atmospherics (tab. 1).

Tab. 1. Atmospherics classifications from the literature

In addition to these systematic studies, many other papers have shown, in parallel, the relevance of
the atmospherics as individual variables or classes of variables on customers’ emotional, cognitive
and behavioural responses (among others, Bitner 1990; Donovan et al. 1994; Baker et al. 1994;
Darden and Babin 1994; Sherman et al. 1997; Richins 1997; Foxall and Greenly 1999 and 2000;
Baker et al. 2002; Chebat and Michon 2003; Babin et al. 2004; Demoulin 2011; Andersson et al.

2012; Correia Loureiro and Roschk 2014; Loureiro and Roschk 2014; Ramlee and Said 2014;

Spence et al. 2014). Other scholars have focused instead on how store atmospherics are perceived
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by customers not as separate identities but in interrelationship (Bitner 1990; Mattila and Wirtz
2001; Morin et al. 2007; De Farias 2014) and on how their simultaneous variations have an impact
on perceived merchandising value, patronage intention, service quality and store image (Grewal and

Baker 1994; Baker et al. 2002).

2.2. Salespeople’s attributes and behaviours

The role of the retail salespersons has been quite neglected by scholars, especially if compared to
the numerous studies dedicated to store atmospherics (Hartline and Jones 1996; Darian ef al. 2005;
Hedrick et al. 2006; Gremler and Gwinner 2008). In addition, the focus has typically been more on
service quality and sales performance rather than on sales associates’ attributes and behaviours
(Kim and Kim 2012). Therefore, in the past, only relatively few studies have fully recognized the
importance of a solid relationship between salespersons and customers (Walker et al. 1977; Weitz
1981; Weitzel et al. 1986; Menon and Dubé 2000; Sharma and Levy 2003; Béackstrom and
Johansson 2006) and the impact this may have on the commitment and loyalty towards the brand
(Macintosh and Lockshin 1997; Campbell et al. 2006; Gremler and Gwinner 2008), on customer
satisfaction (Goodwin 1996; Menon and Dub¢ 2000), on patronage intentions (Darian et al. 2001),
and on word-of-mouth communication (LaBahn 1996; Gremler and Gwinner 2000 and 2008;
DeWitt and Brady 2003).

More recently, however, the role of salespeople attributes and behaviours has been increasingly
seen as critical (Kim and Kim 2010), and many scholars have begun to highlight its key
contribution in shaping the customer overall in-store experience, sometimes judging it as even more
crucial than that of the atmospherics (see, e.g., Hedrick et al. 2006; Fowler et al. 2007).

3. Research objectives

The literature presents many studies that investigated the impact of the atmospherics on the retail
experience. Several other papers have highlighted the importance of salespeople’s attributes and
behaviours in determining customer satisfaction. These factors were mainly studied separately and
only occasionally together (Sherman et al. 1997; Baker et al. 2002; Hedrick et al. 2006; Puccinelli
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et al. 2009; Lin and Liang 2011). Our intent is to empirically analyse the influence and importance
of these aspects and of all of their variables on the in-store experience within a unique conceptual
framework, something that is still missing, at least to our knowledge, in the literature.
More precisely, the questions that we will try to address are the following:

1. Which factor, between atmospherics and salespeople’s attributes and behaviours, is more

relevant in determining the overall experience in a luxury store?

2. Within these factors, which variables are the main drivers of customer satisfaction?

3. How can the overall in-store experience be improved in the light of our study findings?
5. Conceptual model and hypotheses
5.1. Conceptual model
In an attempt to organize systematically the broad and complex field of studies concerning the
atmospherics and the salespeople’s behavioural variables, we have summarized them in the 10 steps
of an ideal customer’s journey, identified on the basis of the relevant literature, from the moment
that the client walks into the store until he/she leaves. The steps/variables are as follows: 1.
Appearance — 2. Store appeal — 3. Sensory stimuli — 4. Initial greetings — S. Beginning of the
experience — 6. Approach to customer and determining his/her needs — 7. Presenting and
proposing products to customer — 8. Giving advice to customer — 9. Closing the sale — 10. Final
greetings and end of the shopping experience (Tab. 2) (Tab. 3).
Tab. 2. Store atmospherics relevant literature
Tab. 3. Salespeople’s attributes and behaviours relevant literature
5.2. Hypotheses
A part of the literature has proven the importance of the different atmospherics in shaping the in-
store customer experience, whereas other studies have focused instead on the relevance of
salespersons' behavioural attributes. Recently, some scholars have suggested that these aspects
should be investigated together (Sherman et al. 1997; Baker et al. 2002; Hedrick et al. 2006; et al.

2009; Lin and Liang 2011).



Hedrick et al. 2006 and Fowler ef al. 2007 showed through a factorial experimental design and on a
qualitative basis, respectively, that salespeople’s attributes and behaviours are the most important
retail environmental factor. Our intention is precisely to examine together these two factors and
empirically validate the findings of the above scholars.
Thus, we draw the following hypothesis:
H1 Salespeople attributes and behaviours are more relevant than the atmospherics in
determining customer satisfaction in a luxury store.
Additionally, the literature is rather extensive on the role that each variable of the atmospherics and
the salespeople’s attributes and behaviours has in influencing the different moments of the in-store
experience (tab. 2) (tab. 3). Now, we want to investigate the relevance of every single variable/step
in defining the overall customer experience.
Thus,
Hla All of the 10 variables/steps in which we split the customer’s journey in a luxury store
influence the overall evaluation of the shopping experience.
H1b All of the 10 variables/steps in which we split the customer’s journey within a luxury
store have equal influence on customer overall experience.
6. Research methodology
The study included both an exploratory and a closing phase. In the exploratory phase, we conduct a
background study primarily focused on the development of an observation grid. In the closing
phase, we use the structured observation grid to collect data.
The structured observation grid entails the possibility of making an assessment of each specific
examined variable (1. Appearance — 2. Store appeal — 3. Sensory stimuli — 4. Initial greetings —
5. Beginning of the experience — 6. Approach to customer and determining his/her needs — 7.
Presenting and proposing products to customer — 8. Giving advice to customer — 9. Closing
the sale — 10. Final greetings and end of the shopping experience) on the basis of a four-point
Likert scale (0=very poor, 1=low; 2=good; 3=excellent). At the end of the grid, we also added the
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possibility of expressing an overall evaluation of the experience made in each luxury store ( - *
Rate of the overall experience).

6.1. Sampling

The grids were distributed to 21 students of a post-degree master’s program in luxury goods
management and used by them to conduct some mystery shopping visits as a part of their exam in a
retail course. All of them are junior executives working for important luxury firms, their average
age is 32 years, and most of them have a previous academic background in Economics,
Communication and Business Administration. All of them are luxury goods buyers. They are a
suitable panel because they are, at the same time, consumers, students and young executives and
thus endowed with the expertise and the necessary skills to manage a complex task such as the
mystery shopping activity. They were instructed to go shopping for jewels and accessories (mainly
shoes and bags) in prestigious luxury retail stores (flagship stores and multi-brands point of sales)
belonging to 24 luxury brands'. The students have already been used in other research on luxury
consumers (Dubois et al. 2005; Godey ef al. 2013) and their positions as young executives can help
us draw useful managerial implications. The stores were selected by locations in the Triangle d’Or
in Paris, in the Quadrilatero in Milan and in top luxury destinations of other visited cities (tab. 4).
Tab. 4. Selected stores and brands

Overall, 107 visits were made and as many questionnaires were filled out. The students were asked
to complete the grid right after their visit, based on their impressions of the store (Barret 1997). This
procedure for data collection has been successfully used by other scholars (Mulhern and Padgett
1995; Machleit et al. 2000). The length of each visit varied from 10 to 65 minutes (with an average
of 30 minutes), depending on the size of the store and on the ability of the salesperson to satisfy the
requests and answer the questions.

7. Data analysis and hypothesis testing

! Armani, Bulgari, Burberry, Bottega Veneta, Cartier, Chanel, Cucinelli, Dior, Ermenegildo Zegna, Fendi, Ferragamo, Gucci, Hermes, Loro Piana,
Louis Vuitton, Moschino, Pomellato, Prada, Saint Laurent, Shang Xia, Tiffany, Tod’s, Valentino, Versace.
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The data collected were subjected to data reduction through an explanatory factor analysis (EFA)
with SPSS. A principal components analysis (PCA) was used for the extraction of the factors
starting from the original measured variables. The initial unrotated solution was received and
subjected to Varimax rotation for further refinements. The rotated solution explains 71.025% of the
variance associated with the problem and was composed of two factors. Eventually, a reliability
assessment was conducted using Cronbach’s coefficient a to ensure that the items for each factor
were internally related. The final values show a satisfactory reliability because they are very near
0.7, a common limit for exploratory research (Nunnally and Bernstein 1994) (Tab. 5) (Tab. 6).

Tab. 5. Total Variance Explained

Tab. 6. Tabulated factor output

The exploratory factor analysis condensed 10 statements into two distinct groups of statements.

We can observe the presence of a first construct measured by the Appearance, Store appeal and
Sensory stimuli variables and a second one measured by the remaining variables (i.e., Initial
Greetings, Beginning of experience, Approach to customer and determining his/her needs,
Presenting and proposing products to customer, Giving advice to customer, Closing the sale, Final
greetings and end of the shopping experience).

The first three variables mentioned represent those elements that the literature has defined as
“atmospherics” (hereafter, we will call them “hard” factors), whereas all of the others concern the
human aspect of the client-salesperson relationship (“soft” factors).

We used the analysis of variance (ANOVA) technique to assess which of the two factors is the main
determinant of customer final evaluation. The ANOVA shows the significance of the proposed
model, given the presence of a F with a p-value < 0,05. (F 23,31 and p-value 0,000%).

Additionally, we resorted to the regression analysis to determine the different relevance of the soft
and hard factors for the overall evaluation of the shopping experience. The results indicate a greater
relevance of the soft factors compared to the hard factors (Tab. 7).

Tab. 7. Regression analysis
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These findings support H1 because salespeople’s attributes and behaviours (soft) turned out to be
more relevant than the atmospherics (hard) in determining customer satisfaction in a luxury store.
Finally, we tested the potential correlation between the 10 variables and the overall evaluation of
the consumer experience.

The Pearson’s correlation coefficient shows how all of the investigated variables, with the
exception of the store appeal, are positively correlated with the overall evaluation of the shopping
experience and how the phases of giving advice to customer and closing the sale are the most
critical for the formulation of the final assessment (Tab. 8).

Tab. 8. Pearson’s correlation coefficient

Because the store appeal variable seems not to be significantly correlated (+=0,075 p 0,457), a
subsequent Chi-square test was conducted revealing that there is no link between the evaluation
expressed in terms of store appeal and the final judgment of the customer on the overall experience
(x2=81.885, p 0.894).

These findings indicate that H1a is partially supported and H1b is not validated.

8. Conclusions

The role of the physical point of sale for the luxury industry is still predominant (Dion & Arnould
2011), although retail strategy choices are often implemented based on intuition and not on
extensive and continuing research (Dubois & Duquesne 1993; Vigneron & Johnson 1999 and
2004). Our paper is intended to contribute to a better systematization of two factors that are critical
for the overall in-store experience: the atmospherics and the salespeople’s behaviours and attributes.
Our results empirically demonstrate that the sales staff behavioural attributes are more important
than the atmospherics in determining a positive shopping experience. This result reinforces what
has already been established both on a preliminary basis, through a factorial experimental design
(Hedrick et al. 2006), and qualitatively (Fowler et al. 2007) and confirms the opinion of those
researchers who consider the overall satisfaction as a primary function of perceived service quality

(Parasuraman et al. 1988; Cronin and Taylor 1992; Ajao et al. 2012). The human factor thus
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emerges as the main driver of customer satisfaction and the real competitive edge (Babin et al.
1997; Goff et al. 1997; Lin and Liang 2011), especially for those stores that offer high involvement
goods (Darian et al. 2005).

Our results also indicate that all the different variables/steps of the ideal customer journey are
positively correlated with overall evaluation of the shopping experience in a luxury store, with the
exception of the “store appeal”. The fact that this “store appeal” variable (encompassing, as
indicated in Tab. 2, “location”, “attractive store windows”, “store design and concept” and
“exposure of the good”) is not directly correlated with customer satisfaction is an interesting and
partially surprising finding that can lead to some important managerial implications (see Section
8.1.). Actually, the literature gives great importance to the design elements and the location of a
luxury store, in particular of the flagship, considered the direct manifestations of the brand identity
(Riewoldt 2002; Kent and Brown 2009; Manlow and Nobbs 2013), the means to recreate an allure
of uniqueness and exclusivity (Okonkwo 2007; Kapferer and Bastien 2009; Moore et al. 2010;
Nobbs et al. 2012) and ploys to lure the customer in (Carusone and Moscove 1985; Shapiro 1992;
Horvitz 1998; Verplanken and Herabadi 2001; Muruganantham and Kaliyamoorthy 2005). By
contrast, the relationship between the aesthetics of the luxury shop and the consumer experience in
the store (Manlow and Nobbs 2013) has been less explored, at least empirically. The objective of
the present research was also to make a first step in the direction of bridging this gap in the
literature.

In addition, we know that making suggestions to clients positively stimulates their emotions
(Menon and Dub¢ 2000) and that the employees’ attitude of giving advice to their customers helps
the firm to build a long-term rapport with them (Gremler and Gwinner 2008). Our findings add to
these results the empirical evidence that giving advice to customers is the most influential variable
in determining customer satisfaction.

Similarly, the ability to “close the sale” is considered by the literature to be one of the most valued

skills that a salesperson can own (Marshall et al. 2003) because of its connection with sales
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performance (Jaramillo and Marshall 2004; Johlke 2006). This translates into a salesperson’s ability
to reiterate the benefits of the product, reassure the customer of his/her potential choice and help
him/her decide (Anderson and Dubinsky 2004; Johnston and Marshall 2006). If the literature has
argued that this step is crucial in terms of profitability, we proved empirically that it is also true
with regard to customer satisfaction.

8.1. Managerial implications

The relevance of the atmospherics is well established in the literature and basically confirmed by
our findings, which, however, suggest that the environmental cues are unlikely to provide sufficient
differentiation from competition. This is particularly true for the “store appeal” variable, which does
not seem to have a direct impact on customer overall satisfaction. We can reasonably speculate that
in a high-end industry such as luxury, the excellence of the location and of the design elements is
taken somehow for granted, so that these aspects would only be noticed “in negative”, i.e., if they
were perceived to be below the expectations of the prestigious goods clients. However, this result
leads us to make two considerations worthy of further investigation. The first is that, also based on
the previous literature, we could assume that the “store appeal” variable is certainly suitable to
convey the core values of a brand as well as to influence consumer’s initial behaviour, that is,
his/her decision to enter the store, but may be less suitable than the overall shopping experience.
The second is that these aesthetic elements, to be more relevant, should be nonetheless enriched
with additional, more emotional and experiential dimensions, all the more so if, according to our
findings, another important class of store atmospherics, the “sensory stimuli”’, much more related to
a perceptual experience, are instead positively correlated with customer satisfaction. Thus,
considering that the outlook for the future of luxury retail is that of reducing the pace of new
openings and focusing instead on perimeter expansion/renovation, particularly in mature markets
(BGC 2015), the challenge for retail managers will become that of creating a superior customer
experience, through the humanization, the socialization, the characterization and even the

"theatralization" of their retail spaces (Hollenbeck et al. 2008).
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Our study also suggests that the retail battle, in a now “democratized” luxury market, will be played
more and more in the arena of the relational aspects of the shopping, something that has been long
neglected by luxury firms (Ehbauer and Gresel 2013). Some scholars have insisted on this point for
some time now (Babin et al. 1997; Goff et al. 1997, Darian et al. 2005; Hedrick et al. 2006; Fowler
et al. 2007; Lin and Liang 2011). The crucial role of salespeople’s attributes and behaviours in
luxury retail calls for a sensible and thorough training that takes great care, in particular, of two key
steps of the customer in-store journey. The fact that Giving advice to customer and Closing the sale
were found to be critical for any luxury firm that aspires to offer its clients a flawless shopping
experience suggests that retail managers should pay particular attention to the
emotional/psychological aspects of their salespeople training. By this, we do not question the
“cognitive” skills that every sales assistant who works in a luxury store is expected to have. Our
findings emphasise, however, the relevance of other qualities of the salesperson, such as
sensitiveness and reassurance towards the customer (see also Kapferer and Bastien 2009), which
must be nurtured through specific training. Some scholars have already stressed the importance of
investing in the empathetic and caring skills of a firm’s sales staff (Sharma and Stafford 2000), but
in regard to luxury brands, there is a tendency to assign to the didactic skills of the sales assistant
(i.e., the capacity to explain in detail the product features) the greatest merit in connection with the
customer satisfaction achievement. Many store managers of prestige goods still have a “product-
centric” vision of the shopping experience, whereas according to what emerges from our research,
customer satisfaction seems to be driven more by the emotional aspects of the salesperson-customer
relationship. Once more, the client, and not the product, should be in the spotlight. In this sense, the
investments that luxury operators should undertake concern, in the first place, the recruitment and
then the training of valuable salespeople who are particularly able to empathize with their
customers and to offer to each of them a unique and tailor-made buying experience. The
“experience”, especially for luxury customers, is even more important than the product itself

(Ehbauer and Gresel 2013).

15



8.2. Limitations and suggestions for further research

If enhancing consumer physical experience in-store is becoming mandatory over the coming years,
the role that digital technology will be playing in this process has to still be investigated.
Connecting consumers through state-of-the-art applications, improving their wayfinding
performance, facilitating their purchases and transactions outside/inside the store thanks to the
innovative beacon technology, and many other opportunities will certainly have an impact on the
customer journey that is bound to become fully omni-channel (Abnett 2015). New technologies are
definitely spreading in our lives, and they are also catching on in retail environments, for example,
with the advent of the web-atmospherics on the physical stores (Dailey 2004; Eroglu et al. 2000;
2001; 2003; Poncin and Mimoun 2014). This new digital world is yet to be monitored, and the
concerning body of literature is still very deficient. Similarly, most of the stores are not yet digitally
well-equipped or ready to make the best use of these new technologies. The main risk we envision
for luxury brands in approaching this opportunity is to consider it more as a goal in itself - if not
something “nice to have” - than as a valuable tool. Digital technology applied to retail is not a fad
but rather a further chance to deepen the understanding of customer needs and to enhance the
development of an authentic and individual shopping experience (Pantano and Naccarato 2010).
The growing relevance of these themes will probably encourage many scholars to thoroughly
investigate the impact of the digital layer on retail environments, especially in relation to the
atmospherics and to the dynamics between the salesperson and customer. This is becoming even
more critical because it seems that the conjoint consumer interaction with the in-store technology
and with the salespeople has a significant impact on the overall service quality perception (Pantano
and Viassone 2015). Always with the objective to boost the in-store customer experience, we hope
that the increasingly investigated area of the experiential retailing (Lahey 2000; Kim 2001; Shaw &
Ivens 2002; Grewal et al. 2009; Puccinelli et al. 2009; Verhoef et al. 2009; De Farias et al. 2014;
Khan and Rahman 2015) will soon also be focused on the luxury sector, where studies are still very

limited.
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The present research does not take into account two important aspects of the “human”
atmospherics: the influence of demographics (Churchill 1975; Churchill ef al. 1985; Goolsby et al.
1992; Levy and Sharma 1994; Kang and Hillery 1998; Jones et al. 1998; Ewing et al. 2001; Sharma
et al. 2007) and of other customers on the appraisal of the shopping experience (see, e.g., Eroglu
and Machleit 1990; Grove and Fisk 1997; Harris ef al. 1997; Brady and Cronin 2001; Argo et al.
2005; Soderlund 2010). Although we were aware of the great relevance of these two variables, we
decided to exclude them from our research because they would have overtly stretched our scope of
work. Finally, we believe that it would be interesting to cross our research findings on the
individual stores with other data pertaining to the stores themselves, such as their size, their
geographical location, their format, their economic performance (average receipt or income), and
above all, the money they invest in personnel training. In this way, we would perhaps be able to

further investigate the topics covered in the present study.

17



References

Abnett, K. (2015). Kevin McKenzie on Reinventing the Shopping Mall. BoF' (Business of Fashion),
January 7th.

Addis, M. & Holbrook, M.B. (2001). On the conceptual link between mass customization and
experiential consumption: an explosion of subjectivity. Journal of Consumer Behaviour, 1, 50-66.
http://dx.doi.org/10.1002/cb.53

Ahtola, O.T. (1985). Hedonic and Utilitarian Aspects of Behavior: An Attitudinal Perspective.
Advances in Consumer Research, 5, Hirschman, C.E. & Holbrook, M.B. (eds.), Provo, UT:
Association for Consumer Research, 7-10.

Ajao, R.G., Ikechukwu, I.U., & Olusola, A.E. (2012). Is Customer Satisfaction an Indicator of
Customer Loyalty? Australian Journal of Business and Management Research, 2, 14-20.

Allegra Strategies (2005). Project Flagship: Flagship Stores in the UK. Allegra Strategies Limited,
London.

Alpert, J.I. & Alpert, M.L. (1990). Music influences on mood and purchase intentions. Psychology
& Marketing, 7, 109-133.

Anderson, E.W. & Sullivan, M.W. (1993). The Antecedents and Consequences of Customer
Satisfaction for the Firms. Marketing Science, 12, 125-143.

http://dx.doi.org/10.1287/mksc.12.2.125

Anderson, E.W. (1996). Customer Satisfaction and Price Tolerance. Marketing Letters, 7, 19-30.
http://dx.doi.org/10.1007/BF00435742.

Anderson, R.E. & Dubinsky, A.J. (2004). Personal Selling. Achieving Satisfaction and Loyalty.
Boston/New York: Houghton Mifflin Company.

Anderson, R.E. & Wang, R.-W, (2006). Empowering salespeople: Personal, managerial and
organizational perspectives. Psychology & Marketing, 23, 139-159.

Anderson, S., Nobbs, K., Wigley, S.M., & Larson, E. (2010). The motives and methods of fashion
designer and architect collaborations. Journal of Media Arts Culture, 8, 1-11.

Andersson, P.K., Kristensson, P., Wistlund, E., & Gustafsson, A. (2012). Let the music play or not:
The influence of background music on consumer behaviour, Journal of Retailing and Consumer
Services, 19, 553-560.

Areni, C.S. & Kim, D. (1993). The influence of background music on shopping behavior: Classical
versus top-forty music in a wine store. Advances in Consumer Research, 20, 336-340.

Argo, J.J., Dahl, D.W., & Manchanda, R. (2005). The influence of a mere social presence in a retail
context. Journal of Consumer Research, 32,207-212.

Arnold, S.J., Kozinetz, R.V., & Handelman J.M. (2001). Hometown Ideology and Retailer
Legitimation: The Institutional Semiotics of Wal-Mart Flyers. Journal of Retailing, 77, 243-71.
Arnould, E., Price, L., & Tierney, P. (1998). Comunicative staging of the Wilderness Serviscape.
Service Industries Journal, 18, 90-115.

AT Kearney (2014). On Solid Ground: Brick-and-Mortar is the Foundation of Omnichannel
Retailing. New-Y ork/Chicago: A.T. Kearney Ltd. Ed.,, Report.
http://www.atkearney.com/documents/10192/4683364/On+Solid+Ground.pdf/f96d82ce-e40c-450d-
97bb-884b01714cd7

Avlonitis, G.J. & Panagopoulos, N.G. (2005). Antecedents and consequences of CRM technology
acceptance in the sales force. Industrial Marketing Management, 34, 355-368.

Babin, B.J., Darden, W.R., Griffin, M. (1994). Work and/or fun: measuring hedonic and utilitarian
shopping. Journal of Consumer Research, 20, 644-657.

Babin, L.A., Babin, B.J., & Boles, J.S. (1997). The effects of consumer perceptions of the
salesperson, product and dealer on purchase intentions. Journal of Retailing and Consumer
Services, 6, 91-97.

Babin, B.J., Chebat, J.-C., & Michon, R. (2004). Perceived appropriateness and its effect on quality,
affect and behaviour. Journal of Retailing and Consumer Services, 11, 287-298.

18



Babin, B., Hardesty, D. and Suter, T. (2003). Color and shopping intentions: The intervening effect
of price fairness and perceived affect. Journal of Business Research, 56, 541-551.

Bain & Company (2011). Luxury Goods Worldwide Market Study 2011 (10th ed.). In cooperation
with Fondazione Altagamma, Milano.

Bain & Company (2013). Luxury Goods Worldwide Market Study 2013 (12nd ed.). In cooperation
with Fondazione Altagamma. Milano.

Bain & Company (2014). 2014 Worldwide Markets Monitor (13rd ed.). In cooperation with
Fondazione Altagamma, Milano.

Béckstrom, K. & Johansson, U. (2006). Creating and consuming experiences in retail store
environments: Comparing retailer and consumer perspectives. Journal of Retailing and Consumer
Services, 13, 417-430.

Baker, J. (1986). The role of the environment in marketing services: the consumer perspective.
Czepiel, J.A., Congram, C.A., & Shanhan J. (Eds.), The Services Challenge: Integrating for
Competitive Advantage, American Marketing Association, Chigaco, IL, 79-84.

Baker, J., Levy M., & Grewal, D. (1992). An experimental approach to making retail store
environmental decisions. Journal of Retailing, 68, 445-460.

Baker, J., Grewal, D., Parasuraman, A. (1994). The influence of store environment on quality
inferences and store image. Journal of the Academic of Marketing Science, 22, 328-339.

Baker, J. & Cameron, M. (1996). The effects of the service environment on affect and consumer
perception of waiting time: an integrative review and research propositions. Journal of the Academy
of Marketing Science, 24, 338-349.

Baker, J., Parasuraman, A., Grewal, D. and Voss, G.B. (2002). The influence of multiple store
environment cues on perceived merchandise value and patronage intentions. Journal of Marketing,
66, 120-141.

http://dx.doi.org/10.1509/jmkg.66.2.120.18470

Barger, P.B. & Grandey, A.A. (2006). Service with a smile and encounter satisfactions: emotional
contagion and appraisal mechanisms. Academy of Management Journal, 49, 1229-1238.
Barreneche, R.A. (2005). New Retail. Phaidon Press, London.

Barrett L.F. (1997). The relationship among of momentary emotional experiences, personality
descriptions, and retrospective ratings of emotion. Personality and Social Psychology Bulletin,
23,1100-1110.

Bashar, A. & Ahmed, 1. (2012). Visual merchandising and consumer impulse buying behavior: An
Empirical study of Delhi & NCR. International Journal of Retail Management & Research, 2, 31-
41.

BCG, The Boston Consulting Group (2015). True Luxury Global Consumer Insight. Achille, A.
(Ed.), in cooperation with Fondazione Altagamma, January 22nd, Milan.

Bearden, W.O. & Teel, J.E. (1983). Selected determinants of consumer satisfaction and complaints
reports. Journal of Marketing Research, 20, 21-28.

http://dx.doi.org/10.2307/3151408.

Beatty, S., Smith, S.M. (1987). External search effort: an investigation across several product
categories. Journal of Consumer Research, 14, 83-95.

Bellizzi, J.A., Crowley, A.E. and Hasty, R.-W. (1983). The Effects of Color in Store Design. Journal
of Retailing, 59, 21-45.

Bellizzi, J.A. & Hite, R.E. (1992). Environmental Color, Consumer Feelings, and Purchase
Likelihood. Psychology and Marketing, 9, 347-363.

Bendapudi, N. & Berry, L.L. (1997). Customers' Motivations for Maintaining Relationships with
Service Providers. Journal of Retailing, 73, 15-37.

Berman, B. and Evans, J.R. (1995). Retail Management: A Strategic Approach (6th Edition).
Prentice-Hall, Inc., Englewood Cliffs (NJ). Bernieri, F.J., Gillis, J.S., Davis, J.M., & Grahe, J.E.
(1996). Dyad Rapport and the Accuracy of Its Judgement Across Situations: A Lens Model
Analysis. Journal of Personality and Social Psychology, 71, 110-129.

19



Berry, C. J. (1994). The idea of luxury — a conceptual and historical investigation. Cambridge
University Press, Cambridge.

http://dx.doi.org/10.1017/CB0O9780511558368.

Bettencourt, L.A. and Brown, S.W. (1975). Contact Employees: Relationships Among Workplace
Fairness, Job Satisfaction and Prosocial Service Behaviours. Journal of Retailing, 73, 39-61.

Bei, L.T. & Chiao, Y.C. (2001). An Integrated Model for the Effects of Perceived Product,
Perceived Service Quality, and Perceived Price Fairness on Consumer Satisfaction and Loyalty.
Journal of Consumer Research, 14, 125-140.

Bielen, F. & Demoulin, L. (2007). Waiting time influence on the satisfaction-loyalty relationship in
services. Managing Service Quality, 17, 174-193.

Bitner, M.J. (1990). Evaluating Service Encounters: The Effects of Physical Surroundings and
Employee Responses. Journal of Marketing, 54, 69-82.

Bitner, M.J, Booms, B.H., & Tetreault, M.S. (1990). The Service Encounter: Diagnosing Favorable
and Unfavorable Incidents. Journal of Marketing, 54, 71-84.

Bitner, M.J. (1992). Servicescapes: the impact of physical surroundings on customers and
employees. Journal of Marketing, 56, 57-71.

Bloch, P.H., Sherrell, D.L., & Ridgeway, N. (1986). Consumer search: an extended framework.
Journal of Consumer Research, 13, 119-126.

Bloemer, J., DeRuyter, K., & Wetzels, M. (1999). Linking Perceived Service Quality and Service
Loyalty: A Multi-Dimensional Perspective. European Journal of Marketing, 33, 1082-1106.
http://dx.doi.org/10.1108/03090569910292285.

Bolton, R.N. (1998). A Dynamic Model of the duration of the Customer’s Relationship with a
Continuous Service Provider: the role of customer satisfaction. Marketing Science, 17, 45-65.
http://dx.doi.org/10.1287/mksc.17.1.45.

Booms, B.H. & Bitner, M. J. (1981). Marketing strategies and organisation structures for service
firms. Marketing of Services, Donnelly, J. & George W. R. (Eds.), American Marketing
Association.

Booms, B.H. & Bitner, M.J. (1982). Marketing Services by Managing the Environment. Cornell
Hotel and Restaurant Administration Quarterly, 23, 35-39.

Bone, P.F., Jantrania, S. (1992). Olfaction as a cue for product quality. Marketing Letters, 3, 289—
96.

Bone, P.F. & Ellen, P.S. (1999). Scents in the marketplace: explaining a fraction of olfaction.
Journal of Retailing, 75, 243-262.

Boorom, M.L., Goolsby, J.R., & Ramsey, R.P. (1998). Relational communication traits and their
effect on adaptiveness and sales performance. Journal of the Academy of Marketing Science, 26,
16-30.

Bosmans, A. (2006). Scents and sensibility: When do (in)congruent ambient scents influence
product evaluations? Journal of Marketing, 70, 32-43.

Brady, M.K. & Cronin, J.JJr. (2001). Customer Orientation: Effects on Customer Service
Perceptions and Outcome Behaviors. Journal of Service Research, 3,241-251.

Brengman, M. & Willems, K. (2003). Determinant of fashion store personality: a consumer
perspective. Journal of Product and Brand Management, 18, 346-55.

Brengman, M. (2004). The Four Dimensional Impact of Color on Shopper’s Emotions. Advances in
Consumer Research, 31, 122-128.

Bruner, G.C. (1990). Music, mood and marketing. Journal of Marketing, 54, 94-100.

Caldwell, C. & Hibbert, S.A. (2002). The influence of music tempo and musical preference on
restaurant Patrons' behaviour. Psychology and Marketing, 19, 895-917.

Campbell, K.S., Davis, L., & Skinner, L. (2006). Rapport management during the exploration phase
of the salesperson-customer relationship. Journal of Personal Selling and Sales Management, 26,
359-370.

Carusone, P.S. & Moscove, B.J. (1985). Special marketing problems of smaller city retailing.

20



Journal of the Academy of Marketing Science, 13, 178-211.

Castaneda, L. (1996). There’is More in Store. The Dallas Morning News, January 16th, 1D.

Cattell, R.B. (1966). The Scree Test For The Number Of Factors. Multivariate Behavioral
Research, 1,245-276.

Cervellon, M.C. & Coudriet, R. (2013). Brand social power in luxury retail: Manifestations of
brand dominance over clients in the store. International Journal of Retail & Distribution
Management, 41, 869-884.

Chebat, J.-C., Gelinas-Chebat, C., & Filiatrault, P. (1993). Interactive effects of musical and visual
cues on time perception: An application to waiting lines in banks. Perceptual and Motor Skills, 77,
995-1020.

Chebat, J.-C., Chebat, C.G., & Vaillant, D. (2001). Environmental background music and in-store
selling. Journal of Business Research, 54, 115-123.
http://dx.doi.org/10.1016/S0148-2963(99)00089-2

Chebat, J.-C. and Michon, R. (2003). Impact of Ambient Odors on Mall Shoppers’ Emotions,
Cognition, and Spending: A Test of Competitive Causal Theories. Journal of Business Research,
56, 529-539.

Chevalier, M. & Gutsatz, M. (2012). Luxury Retail Management: How the World's Top Brands
Provide Quality Product and Service Support. John Wiley & Sons, Singapore.

Churchill, G.A., Collins, R.H., & Strang, W.A. (1975). Should retail salespersons be similar to their
customers? Journal of Retailing, 51, 29-79.

Churchill, G.A., Ford, N.M., Hartley S.W., & Walker, O.C. Jr. (1985). The determinants of
salesperson performance: a meta analysis. Journal of Marketing Research, 22, 103-18.

Clark, C., Drew P., & Pinch, T. (2003). Managing Prospect Affiliation and Rapport in Real-life
Sales Encounters. Discourse Studies, 5, 5-31.

Clemes, M. D., Gan, C., Kao, T.-H., & Choong, M. (2008). An empirical analysis of customer
satisfaction in international air travel. Innovative Marketing, 4, 49-62.

Clynes, M. & Kohn, M. (1968). Recognition of Visual Stimuli from the Electric Response of the
Brain. Computers and Electronic Devices in Psychiatry. Kline, N. S. & Laska, E. (Eds.). Grune and
Stratton, New York.

Cornelius, B., Natter, M., & Faure, C. (2010). How storefront displays influence retail store image.
Journal of Retailing and Consumer Services, 17, 143-151.

Correia Loureiro, S.M. and Roschk, H. (2014). Differential effects of atmospheric cues on emotions
and loyalty intention with respect to age under online/offline environment. Journal of Retailing and
Consumer Services, 21, 211-219.

Coulter, K.A. & Coulter, R.A. (2002). Determinants of Trust in a Service Provider: The Moderating
Role of Length of Relationship. Journal of Services Marketing, 54, 68-81.

Coyles, S. & Gokey, T.C. (2002). Customer Retention is Not Enough. The McKinsey Quarterly, 22,
101-105.

Cronin, J.J.Jr. & Taylor, S.A. (1992). Measuring service quality: A re-examination and extension.
Journal of Marketing, 56, 55-68.

Crosby, L.A., Evans, K.A., & Cowles, D. (1990). Relationship Quality in Services Selling: An
Interpersonal Influence Perspective. Journal of Marketing, 54, 68-81.

Crowley, A.E. (1993). The Two-Dimensional Impact of Color on Shopping. Marketing Letters, 4,
59-69.

Cox, K. (1964). The responsiveness of food sales to shelf space changes in supermarkets. Journal of
Marketing Research, 1, 63-67.

http://dx.doi.org/10.2307/3149924

Dailey, L. (2004). Navigational web atmospherics explaining the influence of restrictive navigation
cues. Journal of Business Research, 57, 795-803.

http://dx.doi.org/10.1016/S0148-2963(02)00364-8

Darden, W.R., Erdem, O., & Darden, D.K. (1983). 4 Comparison and Test of Three Causal Models

21



of Patronage Intentions. Darden, W.R. & Lusch, R.F. (Eds.). Patronage Behaviour and Retail
Management. North-Holland, New York.

Darden, W., & Babin, B.J. (1994). Exploring the concept of affective quality: expanding the
concept of retail personality. Journal of Business Research, 29, 101-110.

Darian, J.C., Tucci, L.A., & Wiman, A.R. (2001). Perceived salesperson service attributes and retail
patronage intentions. International Journal of Retail and Distribution Management, 29, 205-13.
Darian, J.C., Wieman, A.R., & Tucci, L.A. (2005). Retail patronage intentions: the relative
importance of perceived prices and salesperson service attributes. Journal of Retailing and
Consumer Services, 12, 15-23.

Davis, R.G. (1981). The role of nonolfactory context cues in odor identification. Percept
Psychophys, 30, 83-89.

De Farias, S.A., Aguiar, E.C., & Melo, F.V.S. (2014). Store Atmospherics and Experiential
Marketing: A Conceptual Framework and Research Propositions for an Extraordinary Customer
Experience. International Business Research, 7, 87-99.

Dematte¢, M.L., Sanabria, D., Sugarman, R., & Spence, C. (2006). Cross-modal interactions
between olfaction and touch. Chemical Senses, 31, 291-300.

Demoulin, N.T.M. (2011). Music congruency in a service setting: the mediating role of emotional
and cognitive responses. Journal of Retailing and Consumer Services, 18, 10-18.

DeWitt, T. & Brady, M.K. (2003). Rethinking service recovery strategies. Journal of

Service Research, 6, 193-207.

Dion, D. & Arnould, E. (2011). Retail Luxury Strategy: Assembling Charisma through Art and
Magic. Journal of Retailing, 87, 502-520.

Doherty, N.F. & Ellis-Chadwick, F.E. (2006). New perspectives in internet retailing: a review and
strategic critique of the field. International Journal of Retail & Distribution Management, 34, 411-
428.

Donovan, R.J. & Rossiter, J.R. (1982). Store atmosphere: an environmental psychology approach.
Journal of Retailing, 58, 34-57.

Donovan, R.J., Rossiter, R.J., Marcoolyn, G., & Nesdale, A. (1994). Store atmosphere and purchase
behaviour. Journal of Retailing, 70, 283-294.

Doyle, S.A. & Broadbridge, A. (1999). Differentiation by design: the importance of design in
retailer repositioning and differentiation. International Journal of Retail & Distribution
Management, 27, 72-83.

Dubé, L., Chebat, J.-C., & Morin, S. (1995). The Effects of Background Music on Consumers's
Desire to Affiliate in Buyer-Seller Interactions. Psychology and Marketing, 12, 305-319.

Dubois, B. & Duquesne, P. (1992). The market for Luxury Goods: Income versus Culture.
European Journal of Marketing, 27, 35-44.

http://dx.doi.org/10.1108/03090569310024530

Dubois, B. & Duquesne, P. (1993). The market for Luxury Goods: Income versus Culture.
European Journal of Marketing, 27 (1), 35-44.

http://dx.doi.org/10.1108/03090569310024530

Dubois, S., Czellar, S., & Laurent G. (2005). Consumer Segments Based on Attitudes Toward
Luxury: Empirical Evidence from Twenty Countries. Marketing Letters, 16, 115-128.

Dubinsky, A.J. (1980-1981). A Factor Analytic Study of the Personal Selling Process.

Journal of Personal Selling and Sales Management, 1, 26-33.

Edwards, S. & Shackley, M. (1992). Measuring the effectiveness of window display as an element
of the marketing mix. International Journal of Advertising, 11, 193-202.

Ehbauer, M. & Gresel, R. (2013). Measuring and managing service performance of luxury stores:
development of a balanced scorecard. Service Industries Journal, 33, 337-351.

Ellen, P.S. (1998). Does it matter if it smells? Olfactory stimuli as advertising executional cues.
Journal of Advertising, 27, 29-39.

22



Ellen. P.S. & Bone, P.F. (1998). Olfactory Stimuli as Advertising Executional Cues. Journal of
Advertising, 27, 29-39.

Elliot, A.J., Markus, A.M., Moller, A.C., Friedman, E., & Meinhardt, J. (2007). The Effect on Red
on Performance Attainment. Journal of Experimental Psychology, 136, 154-168.

Eroglu, S.A. and Machleit, K.A. (1990). An empirical study of retail crowding: antecedents and
consequences. Journal of Retailing, 66, 201-221.
Eroglu, S.A., Machleit, K.A. & Davis, L. (2000). Online retail atmospherics: empirical test of a

cue typology. Evans, J.R. & Berman, B. (Eds.), Retailing 2000: Launching the New

Millennium, Proceedings of the 6th Triennial National Retailing Conference Presented by

the Academy of Marketing Science and the American Collegiate Retailing Association,

Academy of Marketing Science, 144-50. Hofstra University, Hempstead, NY.

Eroglu, S.A., Machleit, K.A., & Davis, L.M. (2001). Atmospheric qualities of online retailing: A
conceptual model and implications. Journal of Business Research, 54, 177-184.
http://dx.doi.org/10.1016/S0148-2963(99)00087-9

Eroglu, S.A, Machleit, K.A., & Davis, L.M. (2003). Empirical testing of a model of online store
atmospherics and shopper responses. Psychology & Marketing, 20, 139-150.

Eroglu, S.A., Machleit, K.A., & Chebat, J. (2005a). The Interaction of Retail Density and Music
Tempo: Effectson Shopper Responses. Psychology & Marketing, 22, 577-589.

Eroglu, S.A., Machleit, K., & Barr, T.F. (2005b). Perceived retail crowding and shopping
satisfaction: the role of shopping values. Journal of Business Research, 58, 1146-1153.

Evans, J. R. & Berman, B. Principles of Marketing (1995). Prentice Hall, Englewood Cliffs, New
Jersey.

Evans, D. (2002). Emotion: The science of sentiment. Oxford University Press.

Evanschitzky, H., Sharma, A., & Prykop, C. (2012). The role of the sales employee in securing
customer satisfaction. European Journal of Marketing, 46, 489-508.

Ewing, M.T., Pinto, T.M., & Soutar G.N. (2001). Agency-Client Chemistry: Demographic and
Psychographic Influences. International Journal of Advertising, 20, 169-188.

Fletcher, K. (1987). Consumers’ use and perceptions of retailer controlled information sources.
International Journal of Retailing, 2, 59-66.

Fondazione Altagamma (2015). True Luxury Global Consumers Insight (2nd ed.). In cooperation
with Boston Consulting Group, Milan, January.

Ford, W.S.Z. (1995). Evaluation of the Indirect Influence of Courteous Service on Customer
Discretionary Behaviour. Human Communication Research, 22, 65-89.

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience. Journal of
Marketing, 56, 6-21.

http://dx.doi.org/10.2307/1252129

Forsyth, A.J.M. & Cloonan, M. (2008). Alco-pop? The use of popular music in Glasgow pubs.
Popular Music & Society, 31, 57-78.

Fowler, D.C., Wesley, S.C., & Vazquez, M.E. (2007). Simpatico in store retailing: how immigrant
Hispanic emic interpret US store atmospherics and interactions with sales associates. Journal of
Business Research, 60, 50-59.

Foxall, G.R. & Greenly, G.E. (1999). Consumers' emotional responses to service environments.
Journal of Business Research, 46, 149-158.

Foxall, G.R. & Greenly, G.E. (2000). Predicting and explaining responses to consumer
environments: an empirical test and theoretical extension of the behavioural perspective model. The
Service Industries Journal, 20, 39-63.

Franke, G.R. & Park, J.-E. (2006). Salesperson adaptive selling behavior and customer orientation:
a meta-analysis. Journal of Marketing Research, 43, 693-702.

Frow, P. & Payne, A. (2009). Customer Relationship Management: A Strategic Perspective.
Journal of Business Market Management, 3, 7-27.

23



Ganda, M. (2012). Sensory marketing improves customer experience. Memphis Daily News, 127,
June 29th.

Gardyn, R. (2002). Oh, the good life. American Demographics, 24, 31-5.

Garlin, F.V. & Owen, K. (2006). Setting the tone with the tune: A meta-analytic review of the
effects of background music in retail settings. Journal of Business Research, 59, 755-764.

Gentile, C., Spiller, N., & Noci, G. (2007). How to sustain the customer experience: An overview of
experience components that co-create value with the customer. European Management Journal, 25,
395-410.

Giacobbe, R.W., Jackson, D.W., Crosby, L.A., & Bridges, C.M. (2006). A Contingency Approach
to Adaptive Selling Behaviour and Sales Performance: Selling Situations and Salesperson
Characteristics. Journal of Personal Selling and Sales Management, 26, 115-142.

Godey, B., Pederzoli, D., Aiello, G., Donvito, R., Wiedmann, K.P., Hennings, N. (2013). A cross-
cultural exploratory content analysis of the perception of luxury from six countries. Journal of
Product & Brand Management, 22, 229-237.

Goff, B.G., Boles, J.S., Bellenger, D.N., & Stojack, C. (1997). The Influence of Selling Behaviours
on Customer Satisfaction with Products. Journal of Retailing, 73, 171-183.

Goldman, W.P. & Seamon, J.G. (1992). Very long-term memory for odors: retention of odor-name
associations. American Journal of Psychology, 105, 549-563.

Goodwin, C. (1996). Communality as a Dimension of Service Relationships. Journal of Consumer
Psychology, 5, 387-415.

Goolsby, J.R., Lagace, R.R., & Boorom, M.L. (1992). Psychological adaptiveness and sales
performance. Journal of Personal Selling and Sales Management, 12, 51-66.

Gottdiener, M. (1998). The semiotics of consumer spaces: the growing importance of themed
environment. Sherry, J.F. (Ed.). Servicescapes: The Concept of Place in Contemporary Markets,
Chicago: NTC Business Books, 29-54.

Gremler, D.D. & Gwinner, K.P. (2000). Customer-employee rapport in service relationships.
Journal of Service Research, 3, 82-104.

Gremler, D.D. & Gwinner, K.P. (2008). Rapport-building behaviours used by retail employees.
Journal of Retailing, 84, 308-324.

Grewal, D. & Baker, J. (1994). Do retail store environmental factors affect consumers’ price
acceptability? An empirical examination. International Journal of Research in Marketing, 11, 107-
115.

Grewal, D., Baker, J., Levy, M., & Voss, G.B. (2003). The effects of wait expectations and store
atmosphere evaluations on patronage intentions in service-intensive retail stores. Journal of
Retailing, 79, 259-268.

Grewal, D. & Sharma, A. (1991). The effect of salesforce behaviour on customer satisfaction.
Journal of Personal Selling and Sales Management, 11, 13-23.

Grewal, D., Levy, M., & Kumar, V. (2009). Customer Experience Management in Retailing: An
Organizing Framework. Journal of Retailing, 85, 1-14.

Grove. S.J. & Fisk, R.P. (1997). The impact of other customers on service experiences: a critical
incident examination of getting along. Journal of Retailing, 73, 63-85.

Gulas, C. S. & Schewe, C.D. (1994). Atmospheric segmentation: Managing store image with
background music. Acrol, R. & Mitchell, A. (Eds.), Enhancing knowledge development in
marketing (325-330). American Marketing Association Chicago.

Gulas, C.S. & Bloch, P.H. (1995). Right Under Our Noses: Ambient Scent and Consumer
Responses. Journal of Business and Psychology, 10, 87-98.

Harmon, R.E. & Coney, K.A. (1982). The Persuasive Effect of Source Credibility in Buy and Lease
Situations. Journal of Marketing Research, 19, 255-260.

Harris, K., Davies, B.J., & Baron, S. (1997). Conversations during purchase consideration: sales
assistants and customers. The International Review of Retail, Distribution and Consumer Research,
7, 173-190.

24



Harris, L.C. & Ezeh, C. (2008). Servicescape and loyalty intentions: an empirical investigation.
European Journal of Marketing, 42, 390-422.

Hartline, M.D. & Jones, K.C. (1996). Employee performance cues in a hotel environment:
influences on perceived service quality, value and word of mouth intentions. Journal of Business
Research, 35,207-15.

Hatfield, E., Cacioppo J.T., & Rapson, R. L. (1994). Emotional Contagion. Cambridge University
Press, Cambridge.

Hawes, J.M., Rao, C.P., & Baker, T.L. (1993). Retail salesperson attributes and the role of
dependability in the selection of durable goods. Journal of Personal Selling & Sales Management,
13,61-71.

Hawes, J. (1994). To Know Me is to Trust Me. Industrial Marketing Management, 23, 215-219.
Hawes, J.M., Strong, J.T., & Winick, B.S. (1996). Do Closing Techniques Diminish Prospect
Trust? Industrial Marketing Management, 25, 349-360.

Hedrick, N., Beverland, M., & Oppewal, H. (2006). The impact of retail salespeople and store
atmospherics on patronage intentions. Asia-Pacific Advances in Consumer Research, 7, Craig Lees,
M., Davis, T. & Gregory G. (Eds.), Sydney, Australia: Association for Consumer Research, 96-97.
Heicher, J.B. & Roach-Higgins, M.E. (1991). Definition and classification of dress: implications for
analysis of gender roles. Barnes, R. & Eicher, J.B., Dress and Gender: Making and Meaning in
Cultural Contexts, 8-28. Berg Publishers, New York.

Hennig-Thurau, T., Groth, M., Paul, M. & Gremler, D.D. (2006). Are all smile created equal? How
emotional contagion and emotional labor affect service relationships. Journal of Marketing, 70, 58-
73.

Herrington, J.D. & Capella, L.M. (1994). Practical applications of music in service settings. Journal
of Services Marketing, 8, 50-56.

Herrington, J.D. & Capella, L.M. (1996). Effects of music in service environments, a field study.
Journal of Services Marketing, 10, 26-41.

Hildebrandt, L. (1988). Store image and the prediction of performance in retailing. Journal of
Business Research, 17, 91-100.

Hirschman, E.C. & Holbrook, M.B. (1982). Hedonic Consumption: Emerging Concepts, Methods
and Propositions. Journal of Marketing, 46, 92-101.

Holbrook, M.B., Chestnut, R.W., Oliva, T.A., & Greenleaf, E.A. (1984). Play as a

consumption experience: The roles of emotions, performance, and personality in the

enjoyment of games. Journal of Consumer Research, 11, 728-739.

Holbrook, M.B., Gardner, M.P. (2003). An approach to investigate the emotional determinants of
consumptions durations, why do people consume what they consume for as long as they consume
it? Journal of Consumer Psychology, 2, 123-142.

Hollander, S. (1970), Multinational Retailing, Michigan State University, East Lancing: MI.
Multinational Retailing.

Hollenbeck, C.R. Peters, C., & Zinkhan, G.M. (2008). Retail Spectacles and Brand Meaning:
Insights from a Brand Museum Case Study. Journal of Retailing, 84, 334-53.

Horvitz, B. (1998). Sales Window to Macy’s Soul: Displays Sell a Season of Merchandise. US4
Today, November 27, 1B.

Hui, M.K., Dube, L., & Chebat, J. (1997). The impact of music on consumer’s reaction to waiting
for services”, Journal of Retailing, 73, 87-104.

http://dx.doi.org/10.1016/S0022-4359(97)90016-6

Hultén, B., Broweus, N., & van Dijk, M. (2009). Sensory marketing. Palgrave Macmillan,
Basingstoke (UK).

Hunt, G.L. and Price, J.B. (2002). Building Rapport with the Client", Internal Auditor, 59, 20-21.
Jain, R. & Bagdare, S. (2011). Music and consumption experience, a review. International Journal
of Retail and Distribution Management, 39, 289-302.

25



Jacobs, L., Keown, C., Worthley, R., & Ghymn, K.I. (1991). Cross-cultural colour comparisons:
Global marketers beware! International Marketing Review, 8, 21-31.

Jacobs, R.S., Evans, K.R., Kleine, R.E. III, & Landry, T.D. (2001). Disclosure and Its Reciprocity
as Predictors of Key Outcomes of an Initial Sales Encounter. Journal of Personal Selling and Sales
Management, 21, 51-56.

Jang, S.C.S & Namkung, Y. (2009). Perceived quality, emotions, and behavioural intentions:
application of an extended Mehrabian-Russell model to restaurants. Journal of Business Research,
62, 451-460.

Jaramillo, F. & Marshall, G.W. (2004). Critical Success Factors in the Personal Selling

Process. An Empirical Investigation of Ecuadorian Salespeople in the Banking Industry.

Journal of Personal Selling and Sales Management, 22, 9-25.

Jayawardhena, C. & Farrel, A.M. (2011). Effects of retail employees' behaviours on customers'
service evaluation. International Journal of Retail & Distribution Management, 39, 203-212.
Johlke, M.C. (2006). Sales Presentation Skills and Sales Person Job Performance. Journal of
Business and Industrial Marketing, 21, 311-319.

Johnston, M.W. & Marshall, G.W. (2006). Churchill/Ford/Walker’s Sales Force

Management (8", ed.). Mc Graw-Hill/Irwin, New York.

Jones, E., Moore, J.N., Stanaland, A.J.S., & Wyatt, R.A.J. (1998). Salesperson Race and Gender
and the Access and Legitimacy Paradigm: Does Difference Make a Difference? Journal of Personal
Selling and Sales Management, 18, 71-88.

Jones, M.A. (1999). Entertaining shopping experiences: an exploratory investigation. Journal of
Retailing and Consumer Services, 6, 129-139.

Jones, T., Sasser, W., & Earl, W.Jr. (1995). Why satisfied customers defect. Harvard Business
Review, 73, 88-99.

Joy, A., Wang, J.J., Chan, T.-S., Sherry, J.F.Jr., & Cui, G. (2014). M(Art)Worlds: Consumer
Perceptions of How Luxury Brand Stores Become Art Institution. Journal of Retailing, 90, 347-
364.

Kamakura, W.A. & Mittal, V. (2002). Assessing the Service-Profit Chain. Marketing Science, 21,
294-317.

http://dx.doi.org/10.1287/mksc.21.3.294.140

Kamakura, W.A., Wedel, M., de Rosa, F., & Mazzon, J.A. (2003). Cross-selling through database
marketing: a mixed data factor analyzer for data augmentation and prediction. International Journal
of Research in Marketing, 20, 45-65.

Kamakura, W.A. (2008). Cross-Selling - Offering the Right Product to the Right Customer at the
Right Time. Journal of Relationship Marketing, 6, 41-58.

Kang, J. & Hillery, J. (1998). Older salespeople's role in retail encounters. Journal of Personal
Selling and Sales Management, 19, 39-53.

Kapferer, J.N. & Bastien, V. (2009). The Luxury Strategy: Break the Rules of Marketing to Build
Luxury Brands. London: Kogan Page.

Kastner, O.L. (2014). When Luxury Meets Art: Forms of Collaboration between Luxury Brands and
the Arts. Springer Gable, Berlin.

Kellaris, J.J. & Altsech, M.B. (1992). The experience of time as a function of musical loudness and
gender of listener. Advances in Consumer Research, 19, 725-729.

Kellaris, J.J. & Rice, R.C. (1993). The influence of tempo, loudness, and gender of listener on
responses to music. Psychology and Marketing, 10, 15-29.

Kelley, S.W. & Hoffman, K.D. (1997). An investigation of positive affect, prosocial behaviours and
service quality. Journal of Retailing, 73, 407-427.

Kent, T. & Brown, R. (2009). Flagship Marketing: Concepts and Places. Routledge, London.
Kerin, R.A., Jain A., & Howard, D.J. (1992). Store Shopping Experience and Consumer Price-
Quality-Value Perceptions. Journal of Retailing, 68, 376-397.

26



Kesavan, S., Deshpande, V. & Lee, H.S. (2014). Increasing Sales by Managing Congestion in Self-
Service Environments: Evidence from a Field Experiment”.

http://ssrn.com/abstract=2523680 or http://dx.doi.org/10.2139/ssrn.2523680

Khan, I. and Rahman, Z. (2015). Journal of Retailing and Consumer Services, 24, 60-69.

Kim, K.J. & Kim, J. (2010). The Customer-salesperson Relationship and Sales Effectiveness in
Luxury Fashion Stores: The Role of Self Monitoring. Journal of Global Fashion Marketing, 1, 230-
239.

Kim, J.-E. & Kim, J. (2012). Human factors in retail environments: a review. International Journal
of Retail & Distribution Management, 40, 818-841.

Kim, Y.K. (2001). Experiential Retailing: An Interdisciplinary Approach to Success in Domestic
and International Retailing. Journal of Retailing and Consumer Services, 8, 287-899.

Klokis, H. (1986). Store windows: dynamic first impressions. Chain Store Age Executive, 62, 108-
109.

Knasko, S. C. (1995). Pleasant odors and congruency: Effects on approach behaviour. Chemical
Senses, 20, 479-487.

Knoferle, K.M., Herrmann, A., Landwehr, J.R., & Spangenberg, E.R. (2012). It’s all in the mix:
The interactive effect of music tempo and mode on in-store sales. Marketing Letters, 23, 325-337.
Kone¢ni, V.J. (2008). Does music induce emotion? A theoretical and methodological analysis.
Psychology of Aesthetics, Creativity, and the Arts, 2, 115-129.

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 49, 48-74.

Kotzan, J.A. and Evanson, R.V. (1969). Responsiveness of Drug Store Sales to Shelf Space
Allocations. Journal of Marketing Research, 6, 465-469.

Krishna, A. (2010), Sensory marketing: Research on the sensuality of products. Routledge, London.
Krishna, A., Lwin, M., & Morrin, M. (2010). Product Scent and Memory. Journal of Consumer
Research, 37, 57-67.

LaBahn, D.W. (1996). Advertiser perceptions of fair compensation, confidentiality, and rapport.
Journal of Advertising Research, 36, 28-38.

Lahey, A. (2000). The Total Brand Experience. Marketing Magazine, 105, 13-15.

LaSalle, D. & Britton, T.A. (2003). Priceless: Turning Ordinary Products into Extraordinary
Experiences. Boston: MA, Harvard Business School Press.

Lazarus, R.S. (1991). Emotion and adaptation. Oxford University Press, New York.

Lee, S. & Dubinsky, A.J. (2003). Influence of salesperson characteristics and customer emotion on
retail dyadic relationships. The International Review of Retail, Distribution and Consumer
Research, 13, 21-36.

Lehrl, S., Gerstmeyer, K., Jacob, J.H., Frieling, H., Henkel, A.W., Meyrer, R., Wiltfang, J.,
Kornhuber, J., & Bleich, S. (2007). Blue light improves cognitive performance. Journal of Neural
Transmission, 114, 1435-1463.

Levine, J.M., & McBurney, D.H. (1986). The role of olfaction in social perception and behavior.
Herman, C. P., Zanna, M. P., & Higgins, E. T. (eds). Physical Appearance, Stigma and Social
Behavior: The Ontario Symposium, 179-217. Lawrence Erlbaum Associates, Hillsdale, NJ.

Levy, B. 1. (1980). Research into the psychology meaning of color. American Journal of Art
Therapy, 19, 87-91.

Levy, M. & Sharma, A. (1994). Adaptive selling: the role of gender, age, sales experience and
education. Journal of Business Research, 31, 39-47.

Lin, J.-S.C. & Liang, H.Y. (2011). The influence of service environments on customer emotion and
service outcomes. Department of International Business, 21, 350-372. National Taiwan University,
Taipei, Taiwan.

Lindquist, J.D. (1974). Meaning of image. Journal of Retailing, 50, 29-38.

Lipman, J. (1990). Scents that encourage buying couldn’t smell sweeter to stores. Wall Street
Journal, January 9th, p. 5.

Litvan, L.M. (1996). X marks the spot for low-key sales. Nation’s Business, 84, pp. 32-35.

27



Liu, A. H. & Leach, M.P. (2001). Developing Loyal Customers with a Value-adding Sales Force:
Examining Customer Satisfaction and the Perceived Credibility of Consultative Salespeople.
Journal of Personal Selling and Sales Management, 21, 147-156.

Liu, X. & Burns, A.C. (2013). Comparing online and in-store shopping behaviour towards luxury
goods. International Journal of Retail & Distribution Management, 41, 885-900.

Lorig, T.S. & Schwartz, G.E. (1998). Brain and Odor: Alteration of Human EEG by Odor
Administration. Psychobiology, 16, 281-284.

Loureiro, S.M.C. and Roschk, H. (2014). Differential effects of atmospheric cues on emotions and
loyalty intention with respect to age under online/offline environment. Journal of Retailing and
Consumer Services, 21,211-219.

Lovelock, C. & Lapert, D. (1999). Marketing des Services: Stratégie, Outils, Management. Publi
Union Editions, Paris.

Machleit, K., Eroglu, S., & Mantel, S. (2000). Perceived retail crowding and shopping satisfaction.
Journal of Consumer Psychology, 9, 29-42.

Macintosh, G., & Lockshin, L.S. (1997). Retail relationships and store loyalty: a multi-level
perspective. International Journal of Research in Marketing, 14, 487-497.

Manlow, V. & Nobbs, K. (2013). Form and function of luxury flagships: An international
exploratory study of the meaning of the flagship store for managers and customers. Journal of
Fashion Marketing and Management, 17, 49-64.

Marshall, G.W., Goebel, D.J., & Moncrief, W.C. (2003). Hiring for Success at the

Buyer-Seller Interface. Journal of Business Research, 56, 247-255.

Marshall, G.W. & Johnston, M.W. (2009). Marketing Management. McGraw-Hill Higher
Education, Maidenhead (UK).

Martin, C.L. (1998). Relationship marketing: a high-involvement product attribute approach.
Journal of Product & Brand Management, 7, 6-26.

Martineau, P. (1958). The personality of the retail store. Harvard Business Review, 36, 47-55.
Mattila, A.S., Wirtz, J. (2001). Congruency of Scent and Music as a Driver of In-Store Evaluations
and Behavior. Journal of Retailing, 77, 273-289.

Mazursky, D. & Jacoby, J. (1986). Exploring the development of store images. Journal of Retailing,
62, 145-65.

McKechnie, D., Grant, J., & Bagaria, V. (2007). Observation of Listening Behaviours in Retail
Service Encounters. Managing Service Quality, 17, 116-133.

McKinsey & Company (2012). Perspective on Digital Business. McKinsey Center for Business
Technology, New York.

McKinsey & Company (2014). Global Media Report. Global Industry Review. Global Media and
Entertainment Practice. VME, London.

Mehta, N.P. & Chugan, P.K. (2012). Visual merchandising: Impact on consumer behaviour. Global
Business and Technology Association, 607-614, London.

Mehrabian, A. & Russel, J. A. (1974). An Approach to Environmental Psychology. MIT Press,
Cambridge: MA.

Menon, K. & Dubé¢, L. (2000). Ensuring greater satisfaction by engineering salesperson response to
customer emotions. Journal of Retailing, 76, 285-307.

Meyer, C. & Schwagner, A. (2007). Understanding customer experience. Zurich: Harvard Business
Review.

Middlestadt, S.E. (1990). The effect of background and ambient color on product attitudes and
beliefs. Advances in Consumer Research, 17, 244-249.

Milliman, R.E. (1982). Using background music to affect the behaviour of supermarket shoppers.
Journal of Marketing, 46, 86-91.

Milliman, R.E. (1986). The Influence of Background Music on the Behaviour of Restaurant
Patrons. Journal of Consumer Research, 13,286-289.

28



Mills, K., Paul, J., & Moorman, K. (1995). Applied visual merchandising (3rd edition). Prentice
Hall, Englewood Cliffs, New Jersey.

Mitchell, D.J. (1994). For the smell of it all: functions and effects of olfaction in consumer
behaviour. Advances in Consumer Research, 21, p. 330.

Mitchell, D.J., Kahn, B.E., & Knasko, S.C. (1995). There is Something in the Air: Effects of
Ambient Odor on Consumer Decision Making. Journal of Consumer Research, 22, 229-238.
Moore, C.M. & Doherty, A.M. (2007). The International Flagship Stores of Luxury Fashion
Retailers. Hines, T. & Bruce, M., Fashion Marketing: Contemporary Issues (2nd ed.). Butterworth-
Heinemann, Oxford.

Moore, C.M., Doherty, A., & Doyle, S. (2010). Flagship stores as a market entry method: the
perspective of luxury fashion retailing. European Journal of Marketing, 44, 139-161.

Moncrief, W. C. & Marshall, G.W. (2005). The Evolution of the Seven Steps of Selling. Industrial
Marketing Management, 34, 13-22.

Morin, S., Dubé, L., & Chebat, J. (2007). The role of pleasant music in servicescapes: a test of the
dual model of environmental perception. Journal of Retailing, 83, 115-130.
http://dx.doi.org/10.1016/].jretai.2006.10.006

Morrin, M. & Ratneshwar, S. (2000). The Impact of Ambient Scent on Evaluation, Attention, and
Memory for Familiar and Unfamiliar Brands. Journal of Business Research, 49, 157-165.

Morrin, M. & Ratneshwar, S. (2003). Does it make sense to use scents to enhance brand memory?
Journal of Marketing Research, 40, 10-25.

Morrin, M. (2010). Scent marketing an overview. Krishna, A. (Ed.). Sensory marketing: Research
on the sensuality of products (75-86). Taylor & Francis Group, New York.

Morrison, M. & Beverland, M.B. (2003). In search of the right in-store music. Business Horizons,
46, 77-82.

Mulhern, F.J. & Padgett, D.T. (1995). The Relationship Between Retail Price Promotions and
Regular Price Purchases. Journal of Marketing, 59, 83-90.

Muruganantham. G. & Kaliyamoorthy, S. (2005). Retail Revolution (Cover Story). ICFAI Journal
— Marketing Mastermind, June, 15-21.

Nakshian, J.S. (1964). The effects of red and green surroundings on behavior”. Journal of General
Psychology, 70, 143-161.

http://dx.doi.org/10.1080/00221309.1964.9920584

Naylor, G. & Frank, K.E. (2000). The impact of retail sales force responsiveness on consumers
perceptions of value. Journal of Services Marketing, 14, 310-322.

Nickels, W. G., Everett, R. F., & Klein, R. (1983). Rapport Building for Salespeople: A Neuro-
Linguistic Approach. Journal of Personal Selling & Sales Management, 3, 1-7.

Nickson, D., Warhurst, C., & Dutton, E. (2005). The importance of attitude and appearance in the
service encounter in retail and hospitality. Managing Service Quality, 15, 195-208.

Nobbs, K., Moore, C.M., and Sheridan, M. (2012). The flagship format within the luxury fashion
market. International Journal of Retail and Distribution Management, 40, 920-934.

Norman, R.D. & Scott, W.A. (1952). Color and affect: A review and semantic evaluation. Journal
of General Psychology, 46, 185-223.

North, A.C., Hargreaves, D.J., & McKendrick, J. (1997). In-store music affects product choice.
Nature, 390, 132.

North, A.C. & Hargreaves, D. J. (1998). The Effect of Music on Atmosphere and Purchase
Intentions in a Cafeteria. Journal of Applied Psychology, 28, 2254-2273.

North, A.C., Hargreaves, D.J., & McKendrick, J. (1999). The influence of in-store music on wine
selections. Journal of Applied Psychology, 84, 271-276.

North, A.C., Hargreaves, D.J., & McKendrick, J. (2000). The effects of music on atmosphere in a
bank and a bar. Journal of Applied Social Psychology, 30, 1504-1522.

North, A.C., Shilcock, A., Hargreaves, D.J. (2003). The effect of musical style on restaurant
customers' spending. Environment and Behaviour, 35, 712-719.

29



Nunnally, J.C. & Bernstein, [.H. (1994). Psychometric theory (3rd ed.). McGraw-Hill, New York.
Nyer, P. (1999). Cathartic complaining as a means of reducing consumer dissatisfaction. Journal of
Complaining Behaviori, 12, 5-25.

Oakes, S. (2003). Musical tempo and waiting perceptions. Psychology & Marketing, 20, 685-705.
Oakley, M. (1990). Design management: A handbook of issues and methods. Oxford

University Press, Oxford.

Oberfeld, D., Hecht, H., Allendorf, U., & Wickelmaier, F. (2009). Ambient lighting modifies the
flavor of wine. Journal of Sensory Studies, 24, 797-832.

Obermiller, C., Bitner, M.J. (1984). Store atmosphere: a peripheral cue for product evaluation.
American psychological association annual conference proceedings, consumer, psychology division
Stewart, D. C. (ed.). Washington, DC: American Psychological Association, 52-53.

Okonkwo, U. (2007), Luxury Fashion Branding: Trands, Tactics, Techniques. Palgrave Macmillan,
Basingstoke (UK).

Oliver, R.L. (1987). An investigation of the interrelationship between consumer dissatisfaction and
complaining reports. Wallendorf, M. & Anderson, P. (Eds.). Advances in Consumer Research, 14,
Association of Consumer Research, 218-222. Provo (UT).

Oliver, R. L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. McGraw-Hill, New
York.

Pan, Y. & Siemens, Y.C. (2011). The differential effects of retail density: an investigation of goods
versus service settings. Journal of Business Research, 64,310-322.

Pantano, E. & Naccarato, G. (2010). Entertainment in retailing. The influence of advanced
technologies. Journal of Retailing and Consumer Services, 17, 200-204.

Pantano, E. and Viassone, M. (2015). Engaging consumers on new integrated multichannel retail
settings: Challenges for retailers. Journal of Retailing and Consumer Services, 25, 106-114.

Park, C.W., Jaworski, B.J., Maclnnis, D.J. (1986). Strategic brand concept-image management.
Journal of Marketing, 50, 135-145.

Parasuraman, A., Zeithaml, V.A., Berry, L.L. (1988). Servqual: a multiple-item scale for measuring
consumer perceptions of service quality. Journal of Retailing, 64, 12-40.

Parsons, A. (2009). Use of scent in a naturally odourless store. International Journal of Retail &
Distribution Management, 37, 440-452.

Pentecost, R. & Andrews, L. (2010). Fashion retailing and the bottom line: The effects of
generational cohorts, gender, fashion fanship, attitudes and impulse buying on fashion expenditure.
Journal of Retailing and Consumer Services, 17, 43-52.

Pentina, I., Amialchuk, A., & Taylor, D. G. (2011). Exploring effects of online shopping
experiences on browser satisfaction and e-tail performance. International Journal of Retail &
Distribution Management, 39, 742-58.

Pettinger, L. (2004). Brand culture and branded workers: service work and aesthetic labour in
fashion retail. Consumption, Markets and Culture, 7, 165-184.

Pine, B.J. & Gilmore, J. (1999). The Experience Economy: Work is Theatre and Every Business a
Stage. HBS Press, Harvard.

Pinto, M.B. & Leonidas, L. (1994). The Impact of Office Characteristics on Satisfaction with
Medical Care: A Before and After Study. Health Marketing Quarterly, 12, 43-54.

Poncin, I. & Mimoun, M.S.B. (2014). The impact of e-atmospherics on physical stores. Journal of
Retailing and Consumer Services, 21, 851-859.

Pressey, S.L. (1921). The influence of color upon mental and motor efficiency. American Journal of
Psychology, 32, 326-356.

Price, L.L., Arnould, E.J., & Deibler, S.L. (1995). Consumers' Emotional Responses to Service
Encounters. International Journal of Service Industry Management, 6, 34-63.

Pritchard, M. & Silvestro, R. (2005). Applying the Service Profit Chain to Analyze Retail
Performance: the Case of the Managerial Strait-jacket. International Journal of Service Industry
Management, 16, 337-356.

30



http://dx.doi.org/10.1108/09564230510613997

Puccinelli, N.M., Goodstein, R.C., Grewal, D., Price, R., Raghubir, P., & Stewart, D. (2009).
Customer experience management in retailing: Understanding the buying process. Journal of
Retailing, 85, 15-30.

Puccinelli, N.M., Chandrashekaran, R., Grewal, D., & Suri, R. (2013). Are men seduced by red?
The effect of red versus black prices on price perceptions. Journal of Retailing, 89, 115-125.
Pullman, M.E. & Michael, A.G. (2004). Ability of experience design elements to elicit emotions
and loyalty behaviors. Decision Sciences, 35, 551-578.
http://dx.doi.org/10.1111/j.0011-7315.2004.02611.x

Pugh, S.D. (2001). Service with a smile: emotional contagion in the service encounter. Academy of
Management Journal, 4, 1018-1027.

Radoén, A. (2012). Luxury Brand Exclusivity Strategies — An Illustration of a Cultural
Collaboration. Journal of Business Administration Research, 1, 106-110.

Ramlee, N. & Said, I. (2014). Review on Atmospheric Effects of Commercial Environment.
Procedia - Social and Behavioral Sciences, 153, 426-435.

Reichheld, F.F. (1996). Learning from customer defections. Harvard Business Review, 74, 56-69.
Reichheld, F.F. (1996). Learning from Customer Defections. Havard Business Review,
March/April, 56-69.

Richardson, J.T.E. & Zucco, G.M. (1986). Cognition and olfaction: a review. Psychological
Bulletin, 105, 352-60.

Richins, M.L. (1997). Measuring emotions in the consumption experience. Journal of Consumer
Research, 24, 127-46.

Ridgway, N.M., Bloch, P.H., & Nelson J.E. (1994). A Neglected P: The Importance of Place in
Consumer Response, working paper. University of Colorado, Boulder (CO).

Riewoldt, O. (2002). Brandscaping: Worlds of Experience in Retail Design. Birkhduser Verlag AG,
Basel, Boston and Berlin.

Roman, S. & Tacobucci, D. (2009). Antecedents and consequences of adaptive selling

confidence and behavior: a dyadic analysis of salespeople and their customers. Journal of the
Academy of Marketing Science, 38, 363-382.

Rosenstein, L.D. (1985). Effect of color of the environment on task performance and mood of males
and females with high and low scores on the Scholastic Aptitude Test. Perceptual and Motor Skills,
60, 550.

Roy, Y.J. & Zou, X. (2009). The Devil Wears Prada? Effects of Exposure to Luxury Goods and
Cognition and Decision Making. Harvard Business School, 1-15. Harvard Business School,
Harvard.

Sanguanpiyapan, T. & Jasper, C. (2010). Consumer insights into luxury goods: Why they shop
where they do in a jewelry shopping setting. Journal of Retailing and Consumer Services, 17, 152-
160.

Schab, F. (1991). Odor memory: taking stock. Psychological Bulletin, 109, 242-51.

Schmitt, B. (1999). Experiential marketing: How to get customers to sense, feel, think, act and
relate to your company and brands. The Free Press, New York.

Sen, S. Block, L.G., Chandran, S. (2002). Window displays and consumer shopping decisions.
Journal of Retailing and Consumer Services, 9, 277-290.

Shao, Y., Baker, J., & Wagner, J. (2004). The effects of service contact personnel dress on customer
expectations of service quality and purchase intention: the moderating influences on involvement
and gender. Journal of Business Research, 57, 1164-1176.

Shapiro, J.M. (1992). Impulse buying: A new framework. Developments in Marketing Science, 15,
76-80.

Sharma, A. (1990). The Persuasive Effects of Salesperson Credibility: Conceptual and Empirical
Examination. Journal of Personal Selling & Sales Management, 10, 71-80.

Sharma, A. & Stafford, T.F. (2000). The Effect of Retail Atmospherics on Customers’ Perceptions

31



of Salespeople and Customer Persuasion. Journal of Business Research, 49, 183-191.

Sharma, A. & Levy, M. (2003). Salespeople's affect toward customers: why should it be important
for retailers? Journal of Business Research, 56, 523-528.

Sharma, A., Levy, M., & Evanschitzky, H. (2007). The variance in sales performance explained by
the knowledge structures of salespeople: An Empirical Investigation. Journal of Personal Selling
and Sales Management, 27, 169-81.

Shaw, C. & Ivens, J. (2002). Building Great Customer Experiences. Palgrave MacMillan, New
York.

Sherman, E., Mathur A., & Smith, R. B. (1997). Store environment and consumer purchase
behaviour: mediating role of consumer emotions. Psychology & Marketing, 14, 361-378.

Shostack, G.L. (1977). Breaking Free From Product Marketing. Journal of Marketing, 41, 73-80.
Silvestro, R. & Cross, S. (2000). Applying the service profit chain in a retail environment.
International Journal of Service Industry Management, 11, 244,
http://dx.doi.org/10.1108/09564230010340760.

Smith, P.C. & Curnow, R. (1966). Arousal hypothesis and the effects of music on purchasing
behaviour. Journal of Applied Psychology, 50, 255-256.

Schmitz, C., Lee, Y.-C., & Lilien, G.L. (2014). Cross-Selling Performance in Complex Selling
Contexts: An Examination of Supervisory- and Compensation-Based Controls. Journal of
Marketing, 78, 1-19.

http://dx.doi.org/10.1509/jm.12.0421

Soars, B. (2009). Driving sales through shoppers’ sense of sound, sight, smell and touch.
International Journal of Retail & Distribution Management, 37, 286-298.

Soéderlund, M. (2010). Other customers in the retail environment and their impact on the customer’s
evaluation of the retailer. Journal of Retailing and Consumer Services, 18, 174-182.

Solomon, M.R. (1985). Packaging the service provider. The Services Industries Journal, 5, 64-71.
Spangenberg, E.C., Crowley, A.R., & Henderson, P.W. (1996). Improving the store environment:
Do olfactory cues affect evaluations and behaviours? Journal of Marketing, 69, 67-80.
Spangenberg, E.R., Grohmann, B., & Sprott, D.E. (2005). It's beginning to smell (and sound) a lot
like Christmas: the interactive effects of ambient scent and music in a retail setting. Journal of
Business Research, 58, 1583-1598.

Speer, T.L. (1995). How to be a friend to your customers. American Demographics, 17, 14-15.
Spence, C., Puccinelli, N.M., Grewal, D., & Roggeveen, A.L. (2014). Store Atmospherics: A
Multisensory Perspective. Psychology & Marketing, 31, 472-488.

Spence, C. & Piqueras-Fiszman, B. (2014). The perfect meal: The multisensory science of food and
dining. Wiley-Blackwell, Oxford.

Spies, K., Hesse, F., Loesch, K. (1997). Store atmosphere, mood and purchasing behaviour.
International Journal of Research in Marketing, 14, 1-17.

Spiro, R.L. & Weitz, B. (1990). Adaptive selling: conceptualization, measurement, and nomological
validity. Journal of Marketing Research, 27, 61-69.

Suja, H., Weitz, B.A., & Sujan, M. (1988). Increasing sales productivity by getting salespeople to
work smarter. Journal of Personal Selling and Sales Management, 8, 9-19.

Sujata, K., Bhawna, A., & Anju, G. (2012). Visual merchandising as an antecedent to impulse
buying: An Indian perspective. International Journal of Business and Management Studies, CD-
ROM,, 1, 267-277.

Swinyard, W.R. (1995). The impact of shopper mood and retail salesperson credibility on shopper
attitudes and behaviour. International Review of Retail, Distribution and Consumer Research, 54,
488-503.

Szymanski, D.M. & Henard, D.D. (2001). Customer satisfaction: a meta-analysis of the empirical
evidence.  Journal of the  Academy  of  Marketing  Science, 29, 16-35.
http://dx.doi.org/10.1177/0092070301291002

Takagi, S.F. (1989), Human Olfaction. University of Tokyo Press, Tokio.

32



Tanner, J.F.Jr., Ahearne, M., Leigh, T.W., Mason, C.H., & Moncrief, W.C. (2005). CRM in Sales-
Intensive Organizations: A Review and Future Directions. Journal of Personal Selling & Sales
Management, 25, 169-180.

Tansik, D.A., Routheaux, R. (1999). Customer stress-relaxation, the impact of music in a hospital
waiting room. International Journal of Service Industry Management, 10, 68-81.

Tickle-Degnen. L. & Rosenthal, R. (1990). The Nature of Rapport and Its Nonverbal Correlates.
Psychological Inquiry, 1,285-293.

Tombs, A. & McColl-Kennedy, J.R. (2003). Social-servicescape conceptual model. Marketing
Theory, 3, 447-475.

Trivedi, B. (2006). Recruiting smell for the hard sell. New Scientist, 2582, 36-39.

Truong, Y., Simmons, G., McColl, R., & Kitchen, P.J. (2008). Status and Conspicuousness - Are
they related? Strategic Marketing Implications for Luxury Brands. Journal of Strategic Marketing,
16 (3), 189-203.

Truong, Y., McColl, R. and Kitchen, P. (2009). New Luxury Brand Positioning. Brand
Management, 16, 375-382.

Tsai, W. (2001). Determinants and consequences of employee displayed positive emotions. Journal
of Management, 27, 497-512.

Tsai, W. & Huang, Y. (2002). Mechanisms linking employee affective delivery and customer
behavioural intentions. Journal of  Applied  Psychology, 87, 1001-1008.
Tuli, K., Kohli, A., & Bharadway, S. G. (2007). Rethinking Customer Solutions: From Product
Bundles to Relational Processes. Journal of Marketing, 71, 1-17.

Turley, L.W. & Milliman, R.E. (2000). Atmospheric effects on shopping behaviour: a review of the
experimental evidence. Journal of Business Research, 49, 193-211.

Turley, L.W. & Chebat, J.C. (2002). Linking retail strategy, atmospheric design and shopping
behaviour. Journal of Marketing Management, 18, 125-144.

Tynan, C. & McKechnie, S. (2009). Experience Marketing: a Review and Reassessment. Journal of
Marketing Management, 25, 501-517.

Vaccaro, V.L., Yucetepe, V., Torres-Baumgarten, G., and Lee, M. (2009). The impact of
atmospheric scent and music-retail consistency on consumers in a retail or service environment.
Journal of International Business and Economics, 9, 185-197.

Van Dolen, W., de Ruyter, K., & Lemmink, J. (2002). An Empirical Assessment of the Influence of
Customer Emotions and Contact Employee Performance on Encounter and Relationship
Satisfaction. Journal of Business Research, 57, 437-444.

Verhoef, P., Lemon, K., Parasuraman, A., Roggeveen, A., Tsiros, M., and Schlesinger, L. (2009).
Customer experience creation: Determinants, dynamics and management strategies. Journal of
Retailing, 85, 31-41.

Verplanken, B. & Herabadi, A. (2001). Individual differences in impulse buying tendency: Feeling
and no thinking. European Journal of Personality, Special issue: Personality and Economic
Behaviour, 15, S71-S83.

http://dx.doi.org/10.1002/per.423

Vida, 1., Obadia, C., Kunz, M. (2007). The effects of background music on consumer responses in a
high-end supermarket. International Review of Retail, Distribution and Consumer Research, 17,
469-482.

Vigneron, F. and Johnson, L.W. (1999). A review and a conceptual framework of prestige-seeking
consumer behaviour. Academy of Marketing Science Review, 99, 1-15.

Vigneron, F. and Johnson, L.W. (2004). Measuring perceptions of brand luxury. Journal of Brand
Management, 11, 484-506.

Voss, C., Aleda, V.R., & Richard, B.C. (2008). Experience, service operations strategy, and
services as destinations: foundations and exploratory investigation. Production and Operations
Management, 17, 247-266.

http://dx.doi.org/10.3401/poms.1080.0030

33



Wakefield, K. & Baker, J. (1998). Excitement at the Mall: Determinants and Effects on Shopping
Response. Journal of Retailing, 74, 515-539.

Walker, O.C.Jr., Churchill, G.AJr. and Ford, N.M. (1977), "Motivation and Performance in
Industrial Selling: Present Knowledge and Needed Research," Journal of Marketing Research, 14,
156-68.

Warner, L. & Franzen, R. (1947). Value of color in advertising. Journal of Applied Psychology, 31,
260-270.

Webster, F.E. (1994). Market-Driven Management: Using the New Marketing Concept to

Create a Customer-oriented Company. John Wiley and Sons, New York.

Weitz, B.A. (1981). Effectiveness in Sales Interactions: A Contingency Framework. Journal of
Marketing, 45, 85-103.

Weitz, B.A., Sujan, H., & Suan, M. (1986). Knowledge, motivation and adaptive behaviour: a
framework for improving selling effectiveness. Journal of Marketing, 50, 174-191.

Weitz, B., Castleberry, S.B., & Tanner, J.F. (2007). Selling: Building Partnerships (6h ed.).
Homewood, IL, Richard D. Irwin, Inc., Chicago.

Wilson, S. (2003). The effect of music on perceived atmosphere and purchase intentions in a
restaurant. Psychology of Music, 31, 93-112.

Winsted, K. F. (1997). The Service Experience in Two Cultures: A Behavioural Perspective.
Journal of Retailing, 73, 337-360.

Wong, A. & Sohal, A. (2003). Service quality and customer loyalty perspectives on two levels of
retail relationships. Journal of Services Marketing, 17, 2-22.

Wong, A. (2004). The role of emotional satisfaction in service encounters. Managing Service
Quality, 14, 365-76.

Wood, J.A. (2006). NLP Revisited: Nonverbal Communications and Signals of Trustworthiness.
Journal of Personal Selling and Sales Management, 26, 197-204.

Yalch, R.F. & Spangenberg, E. (1988). An Environmental Psychological Study of Foreground and
Background Music as Retail Atmospheric Factors. AMA Educators' Conference Proceedings,
Walle, A,W. (Ed.). American Marketing Association, 106-110, Chicago.

Yalch, R. & Spangenberg, E. (1990). Effects of store music on shopping behaviour. Journal of
Services Marketing, 4, 31-39.

Yalch, R. & Spangenberg, E. (1993). Using store music for retail zone: A field experiment.
Advances in Consumer Research, 20, 632-636.

Yalch, R. & Spangenberg, E.R. (2000). The effects of music in a retail setting on real and perceived
shopping times. Journal of Business Research, 49, 139-147.

Yim, F.H., Anderson, R.E., & Swaminathan, S. (2004). Customer relationship management: its
dimensions and effect on customer outcomes. Journal of Personal Selling and Sales Management,
24,263-278.

Yoo, C., Park, J., & Maclnnis, D.J. (1998). Effects of store characteristics and in-store emotional
experiences on store attitude. Journal of Business Research, 42, 253-63.

Zeithaml, V.A. (1988). Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing, 52, 2-22.

Zeithaml, V.A., Berry, L.L., & Parasuraman, A. (1996). The behavioral consequences of service
quality. Journal of Marketing, 60, 31-46.

http://dx.doi.org/10.2307/1251929

Zimmer, M.R. & Golden, L.L. (1988). Impressions of retail stores: a content analysis of consumer
images. Journal of Retailing, 64,265-293.

Zomerdijk, L.G. & Voss, C.A. (2010). Service design for experience-centric services. Journal of
Service Research, 13, 67-82.

http://dx.doi.org/10.1177/1094670509351960

34



Tables & Figures

Tab. 1. Atmospherics classifications from the literature

SCHOLAR(S) CLASSIFICATIONS NOTES

Kotler (1973) Store atmosphere induces emotional responses which affect purchasing decisions. The [Still generic definition of "atmospherics", key variables like
store environment is divided into: crowding or salespersons influence missing.
1) visual dimensions such as colour, brightness, size and shapes;
2) arousal dimensions such as volume and pitch;
3) olfactory dimensions such as scent and freshness;
4) tactile dimensions such as softness, smoothness and temperature

Baker (1986) Three key elements of the store settings: Introduction of the "social" elements of the shopping, i.e. the

1) “Non visual” (i.e. background conditions in the environment, including elements
such as temperature, lighting, music and scent)

2) “Design” (i.e. functional and aesthetic elements that are more “visual” in nature than
are ambient factors)

3) “Social” (elements involving the people who are within a store’s environment)

influence of the other customers and of the salespersons. To
note that salespersons appeareance and behaviours are
included in the same cluster.

Bitner (1992)

The physical surroundings of a store do have an impact on customers and employees
and it can be identified in three specific dimensions:

1) Ambient Conditions (i.e. temperature, air quality, noise, music, odor, etc.)

2) Space/Function (i.e. layout, equipment, furnishings, etc.)

3) Signs, Symbols & Artifacts (i.e. signage, personal artifacts, style of decor, etc.)

Interestingly enough in this study the physical surroundings
is considered to have a significant impact not only on the
customers but also on the employees of the store. In this
model, however, the "social" variables of the shopping are
totally missing.

Berman and Evans
(1995)

Four are the variables of physical the store settings:
1) External

2) Internal

3) Landscaping

4) Interior Design and Layout

This classification was meant to integrate and complete
Bitner's one but once again the "social" or "human" aspects
of the shopping experience were totally disregarded.

Turley and Milliman
(2000)

Five classes of atmospheric variables:
1) External

2) General Interior

3) Layout and Design

4) Point-of-purchase and decoration
5) Human

Integration and revision of Berman and Evans's classification
with the key introduction of the human variables (i.e. the
influence of other customers and of the salespersons on
shopping behaviours). However, similarly to Baker, the
aesthetical and relational characteristics of the salespeople
(for instance "uniforms" and "friendliness") end up being
quite indistintict and generic.
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Tab. 2. Store atmospherics relevant literature
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Tab. 3. Salespeople’s attributes and behaviours relevant literature

Steps Variables Effect on: Author(s)
Positive emotional contagion Hatfield et al. 1994; Tombs and McColl-Kennedy 2003; Barger and Grandey 2006
Perception of waiting time duration Baker and Cameron 1996
Available Perception of value Naylor and Frank 2000
Enthusiastic Store evaluation Ford 1995; Kim and Kim 2010; Kim and Kim 2012
4. Initial greetings Discreet Service evaluation Swinyard 1995; Grove and Fisk 1997; Tsai and Huang 2002; Kelley and Hoffman 2006
Eye contact Consumer behavioural/buying intentions Hawes e al. 1993; Sharma and Stafford 2000; Lee and Dubinsky 2003
Smile Customer satisfaction

Patronage and word-of-mouth

Biong and Selnes 1997; Naylor and Frank 2000; Darian et al. 2001; Hunt and Price 2002; Barger
and Grandey 2006; Henning-Thurau et al. 2006; Gremler and Gwinner 2008
Pugh 2001; Tsai 2001; Tsai and Huang 2002

5. Beginning of the
experience

Freedom to move around
Freedom to look around but under
scrutiny
Open approach w/o judgement
Reassurance on waiting times

Perception of waiting time duration
Impulse buying

Customer positive experience
Customer satisfaction

Baker and Cameron 1996; Eroglu et al. 2005b; Pan and Siemens 2011; Kim and Kim 2012
Mattila and Wirtz 2008

Jones 1999

Speer 1995; Litvan 1996

6. Approach to
customer and
determining needs

Through open-ended questions,
maintaining discretion
Let the customer speak and speaks
when necessary
Listen carefully to the content
Attentive to non-verbal signs
Consistency in responding
Physical proximity

Customer feeling comfortable
(Service) quality perception
Service evaluation

Customer satisfaction

Generating trust
Rapport building

Patronage intentions

Naylor and Frank 2000; Gremler and Gwinner 2008

Hartline and Jones 1996; Wong and Sohal 2003;

Darian et al. 2001; Campbell et al. 2006; McKechnie er al. 2007; Gremler and Gwinner 2008
Weitz et al. 1986; Suja et al. 1988; Spiro and Weitz 1990; Grewal and Sharma 1991; Levy and
Sharma 1994; Boorom et al. 1998; Frank and Park 2006; Giacobbe et al. 2006; Puccinelli 2008;
Romén and Tacobucci 2009; Evanschitzky et al. 2012

Stock and Hoyer 2005

Nickels et al. 1983; Tickle-Degnen and Rosenthal 1990; Hawes et al. 1993; Bernieri et al. 1996;
Darian et al. 2001; Wood 2006

Darian et al. 2001 and 2005

7. Presenting and
proposing products
to customer

Builds trust
Creates interest
Uses positive language and is evocative
of the brand
Is not intrusive
Shows creativity in proposing
products/cross selling
Helps the customer get acquainted
with the store
Makes the customer feel at the center
of the attention
Demonstrate knowledge of the product
and assortment
Gives values and tells the
story/originality of the brand
Presents the product highlighting the
craftmanship

Customer feeling comfortable
Increased customer attention, interest
and arousal

Perceived credibility/reliability of the
salesperson

Consumer's consumption behavior
Customer satisfaction

Purchasing rates

Rapport building

Beliefs about the product
Patronage intentions/store loyalty

Winsted 1997; Hunt and Price 2002; Van Dolen et al. 2002

Winsted 1997; Arnauld et al. 1998; Pine and Gilmore 1999; Clark er al. 2003; Kapferer and
Bastien 2009; Dion and Arnauld 2011

Harmon and Coney 1982; Crosby et al. 1990; Sharma 1990; Babin er al. 1994; Hawes et al.
1994; Jones et al. 1998; Sharma and Stafford 2000; Coulter and Coulter 2002; Lee and Dubinsky
2003; Campbell et al. 2006; Gremler and Gwinner 2008

Gilliam ez al. 2014

Hawes et al. 2006

Coyles and Gokey 2002; Kamakura et al. 2003; Tuli et al. 2007; Kamakura 2008; Schmitz et al.
2014

Churchill et al. 1975; Crosby et al. 1990; Bendapudi and Berry 1997; Jones et al. 1998; Ewing et
al.2001; Jacobs et al. 2001; Liu and Leach 2001; Hawes et al. 2006; Weitz et al. 2007; Gremler
and Gwinner 2008

Williams and Spiro 1985; Grewal and Sharma 1991

Darian er al. 2001; Azim et al. 2013

8. Giving advice to
customer

Investigates the desires and reactions
of the customers
If the client is accompanied also takes
into account the other person
Makes sure to have properly
interpreted the request (calls for
feedback)

Goes beyond the demands made by the
customer (proactive)
Responds positively to both objections
and doubts

Customer feeling comfortable
Perceived credibility/reliability of the
salesperson

Customer feeling reassured
Customer satisfaction

Rapport building

Patronage intentions

Gremler and Gwinner 2008
Darian et al. 2001; Wong and Sohal 2003; Moncrief and Marshall 2005; McKechnie 2007

Anderson and Dubinsky 2004; Marshall and Johnston 2009

Goff et al. 1997; Menon and Dubé 2000

Bitner et al. 1990; Price er al. 1995; Bettencourt and Brown 1997; Jones 1999
Darian et al. 2001

9. Closing the sale

Helps decide
Reminds the customer the positive
points of purchase
Reassures the client underling the
result

Customer feeling reassured
Decision-making process
Purchasing rates

Johnston and Marshall 2006
Dubinsky 1980-1981; Marshall e al. 2003; Anderson and Dubinsky 2004
Jaramillo and Marshall 2004; Johlke 2006

10. Final greetings
and end of the
shopping experience

Shows optimism at all stages of the in-
store experience
Establishes relationship by:

a) presenting weekly arrivals, events
b) requesting customer details for
further contact (CRM)
¢) requesting the customer to let the
store know how he/she felt with

Eliciting positive emotions
Enhancing customer persuasion
Building rapport/Customer retention

Hawes et al. 1993; Hawes 1994; Pugh 2001

Sharma and Levy 2003

Anderson and Weitz 1989; Webster 1992; Webster 1994; Kalwani and Narayandas 1995;
Reichheld 1996; Biong and Selnes 1997; Macintosh and Lockshin 1997; Williams 1998; Weitz
and Bradford 1999; Wong and Sohal 2003; Anderson and Dubinsky 2004; Yim et al. 2004;
Moncrief and Marshall 2005; Panagopoulos 2005; Tanner et al. 2005; Anderson and Huang 2006
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Tab. 4. Selected stores and brands

BRAND LOCATION
ARMANI MILANO Montenapoleone
ARMANI PARIGI St. Honoré
ARMANI ATENE Solonos
ARMANI TESSALONICCO Vogatsikou
BOTTEGA VENETA MILANO La Rinascente
BOTTEGA VENETA MILANO Montenapoleone
BOTTEGA VENETA MILANO Sant 'Andrea
BOTTEGA VENETA PARIGI Montaigne
BOTTEGA VENETA ATENE Kolokotroni
BOTTEGA VENETA GINEVRA rue du Rhone
BULGARI MILANO Montenapoleone
BULGARI PARIGI Georges V
BURBERRY MILANO Montenapoleone
BURBERRY MILANO Verri
BURBERRY PARIGI St. Honoré
CARTIER MILANO Montenapoleone
CARTIER PARIGI Paix

CARTIER ATENE Voukourestiou
CHANEL MILANO Sant 'Andrea
CHANEL PARIGI Cambon
CHANEL SINGAPORE Marina Bay Sands
CUCINELLI MILANO Spiga
CUCINELLI PARIGI St. Honoré
CUCINELLI ATENE Valaoritou & Kriezotou
DIOR MILANO Montenapoleone
DIOR PARIGI Montaigne

DIOR ATENE Voukourestiou
ERMENEGILDO ZEGNA MILANO La Rinascente
ERMENEGILDO ZEGNA MILANO Montenapoleone
ERMENEGILDO ZEGNA PARIGI St. Honoré
ERMENEGILDO ZEGNA ATENE Voukourestiou
FENDI MILANO Montenapoleone
FENDI PARIGI Montaigne
FERRAGAMO MILANO La Rinascente
FERRAGAMO MILANO Montenapoleone
FERRAGAMO PARIGI Montaigne
FERRAGAMO ATENE Stadiou
FERRAGAMO GINEVRA rue du Rhone
GUCCI MILANO La Rinascente
GUCCI MILANO Montenapoleone
GUCCI MILANO Brera

GUCCI PARIGI Royale

GUCCI ATENE Kolokotroni,
GUCCI ATENE Tsakalof
HERMES MILANO Montenapoleone
HERMES PARIGI St. Honoré,
HERMES PARIGI Sevres

HERMES ATENE ‘Voukourestiou
HERMES BEIIING China World Shopping Mall
LORO PIANA MILANO Montenapoleone
LORO PIANA PARIGI Montaigne

LORO PIANA GINEVRA rue du Rhone
LOUIS VUITTON MILANO La Rinascente
LOUIS VUITTON MILANO Montenapoleone
LOUIS VUITTON MILANO Vittorio Emanuele
LOUIS VUITTON PARIGI Champs Elysées
LOUIS VUITTON PARIGI Montaigne
LOUIS VUITTON ATENE ‘Voukourestiou
LOUIS VUITTON TESSALONICCO Proksenou Koromila
MOSCHINO MILANO Sant 'Andrea,
MOSCHINO MILANO Spiga
MOSCHINO PARIGI Saint Guillaume
POMELLATO MILANO Pietro all'orto
POMELLATO PARIGI St. Honoré
PRADA MILANO Montenapoleone
PRADA MILANO Vittorio Emanuele
PRADA PARIGI St. Honoré
PRADA PARIGI Montaigne
PRADA ATENE ‘Voukourestiou
SAINT LAURENT MILANO Montaigne
SAINT LAURENT PARIGI Gesl

SHANG XIA PARIGI Sevres

SHANG XIA BEIIING China World Shopping Mall
TIFFANY MILANO Spiga,

TIFFANY MILANO Excelsior
TIFFANY PARIGI Paix

TIFFANY SINGAPORE Marina Bay Sands
TOD'S MILANO Vittorio Emanuele
TOD'S MILANO Spiga,

TOD'S PARIGI St. Honoré

TOD'S ATENE ‘Voukourestiou
TOD'S TESSALONICCO Proksenou Koromila
VALENTINO MILANO La Rinascente
VALENTINO MILANO Montenapoleone
VALENTINO PARIGI Montaigne
VERSACE MILANO Montenapoleone
VERSACE PARIGI Montaigne
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Tab. 5. Total Variance Explained

Total Variance Explained

Rotation Sums of Squared

Component Initial Eigenvalue Unrotated Factor Loadings Loadings
% of |cumulative % of | cumulative % of |cumulative
Total | variance % Total | variance Y0 Total | variance %
1 5,6 55,67 55,67 5,57 55,67 55,671 5,13] 51,311 51,311
2 1.5 15,355 71,025| 1,54 15,355 71,025 1,97 19,713 71,025
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Tab. 6. Tabulated factor output

Factor Factor title |[Cronbach’s a Variables included Loadings
Appearance 0,728
1 hard (atmospherics) 0,681 Store appeal 0,852
Sensory stimuli 0,733
Initial greeting 0,854
Beginning of experience 0,673
Approach to customer and determining 087
needs ’
) soft (relational) 0.927 Presenting and proposing products to 0,933
customer
Giving advice to customer 0,906
Closing the sale 0,856
Final greeting and end of shopping 0.801
experience i
Tab.7 Regression analysis
Coefficients”
Unstandardized Standardized
Model coefficients coefficients
B Std.Error Beta t Sig.
1 (Constant) 1,278 0,097 13,245 0
Soft (relational) 0,601 0,097 0,524 6,211 0
Hard (atmospherics) 0,273 0,097 0,238 2,828 | 0,006
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Tab. 8 Pearson’s correlation coefficient

THE EXPERIENCE

Pearson |Sig. (2-
Correlation | tailed)
Appearance ,3417 0
Store appeal 0,075 0,46
Sensory stimuli ,375" 0
Initial greetings ,388" 0
Beginning of experience ,238" 0,02
Approach to customer and 456" 0
determining needs
Presenting and proposing 489" 0
products to customer
Giving advice to customer ,553" 0
Closing the sale 547" 0
Final greetings and end of 423" 0
shopping experience
OVERALL RATING OF 1
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