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Perceived study of scent marketing on customers’ emotion to ambient scents, 

brand identity, and customers shopping intention: A survey study of customers 

of Aesop 

Zi Ming Wang, B.A. 

Wenzao Ursuline University of Languages, 2021 

Abstract 

Most people know how important marketing is for a company and when it comes 

to marketing, visual sense is always the most common way used by companies. 

However, “scent marketing” is an important and helpful strategy that often 

overlooked by the companies. In the past, when everyone is desperately bombarded 

with visual advertising, it is easy for customers feel nothing special and they can 

choose not to see or just ignore it. Even though they can choose to close their eyes, 

they cannot hold the breath and not to smell. Therefore, scent marketing would be a 

good opportunity for companies to implement. This study aimed to investigate the 

effects of scent marketing on customers’ emotion, behavioral intention, and brand 

identity. A questionnaire was designed to survey customers perceived effects of 

emotional state, behavioral intention, and brand identity of a store with ambient scent. 

218 valid responses from customers of “Aesop” were collected. The results showed 

that ambient scent has significantly positively relation between customers’ emotional 

state. Besides, ambient scent can through customers’ emotional state as a mediator to 

influent customers’ behavioral intention. Also, there was a positive relation between 

ambient scent and brand identity, which means that a store with ambient scent can 

positively increase a company’s brand identity. 

Key words: Scent marketing, Ambient scent, Emotional state. Behavioral intention, Brand 

association, Aesop 



v 
 

TABLE OF CONTENTS 

INTRODUCTION ..................................................................................................................... 1 

Background ........................................................................................................................... 1 

Motivation ............................................................................................................................. 2 

Research purpose ................................................................................................................... 3 

Research questions ................................................................................................................ 3 

Limit ...................................................................................................................................... 4 

Delimit ................................................................................................................................... 4 

LITERATURE REVIEW .......................................................................................................... 5 

Scent stimulation (The importance of olfactory sensation) ................................................... 5 

The concept of scent marketing ......................................................................................... 6 

Example of scent marketing application ........................................................................... 7 

Brand identity ........................................................................................................................ 9 

The concept of brand identity ............................................................................................ 9 

The relationship between scent and brand identity ......................................................... 10 

Behavioral Intention ............................................................................................................ 11 

Definition of behavioral intention ................................................................................... 11 

Measurement of behavioral intention .............................................................................. 12 

Summary ............................................................................................................................. 16 

METHODOLOGY .................................................................................................................. 18 

Research Design .................................................................................................................. 18 

Source of Data ..................................................................................................................... 18 

Instrument and Data Collection ........................................................................................... 19 

DATA ANALTSIS .................................................................................................................. 21 

Demographic Information of the Collected Data ................................................................ 21 

The relation between ambient scent and customers’ emotional state .................................. 23 

The relation between ambient scent and customer behavioral intention ............................. 24 

The relationship between four variables of behavior intention and ambient scent ............. 25 

Repurchases as a variable ................................................................................................ 25 



vi 
 

Recommend as a variable ................................................................................................ 26 

Approach as a variable .................................................................................................... 26 

Avoidance as variable...................................................................................................... 27 

The relation between emotional state and behavior intention ............................................. 28 

Emotional State as a mediator between ambient scent and behavioral intention ................ 29 

Emotional state as mediator between ambient scent and repurchase .............................. 30 

Emotional state as mediator between ambient scent and recommend ............................. 31 

Emotional state as mediator between ambient scent and approach ................................. 32 

Emotional state as mediator between ambient scent and avoidance ............................... 33 

The relation between ambient scent and brand identity ...................................................... 34 

CONCLUSION AND SUGGESTION .................................................................................... 37 

 

  



vii 
 

LISTS OF TABLES 

Table 1 Semantic differential scale .............................................................. 14 

Table 2 The reliability Analysis.................................................................... 23 

Table 3 .......................................................................................................... 24 

Table 4 Standardized Regression Coefficients from Analyses Predicting 

Behavioral intention (N=218) .............................................................. 25 

Table 5 Standardized Regression Coefficients from Analyses Predicting 

Repurchase (N=218) ............................................................................ 25 

Table 6 Standardized Regression Coefficients from Analyses Predicting 

Recommend(N=218) ........................................................................... 26 

Table 7 Standardized Regression Coefficients from Analyses Predicting 

approach (N=218) ................................................................................ 27 

Table 8 Standardized Regression Coefficients from Analyses Predicting 

avoidance (N=218) .............................................................................. 28 

Table 9 Standardized Regression Coefficients from Analyses Predicting 

behavioral intention (N=218) ............................................................... 29 

Table 10 Standardized Regression Coefficients from Analyses Predicting 

behavioral intention (N=218) ............................................................... 30 

Table 11 Standardized Regression Coefficients from Analyses Predicting 

repurchase (N=218) ............................................................................. 31 

Table 12Standardized Regression Coefficients from Analyses Predicting 

recommend (N=218) ............................................................................. 32 

Table 13 Standardized Regression Coefficients from Analyses Predicting 

approach(N=218) ................................................................................. 33 

Table 14 Standardized Regression Coefficients from Analyses Predicting 

avoidance (N=218) .............................................................................. 34 

Table 15 Standardized Regression Coefficients from Analyses Predicting 

brand identity(N=218) ......................................................................... 35 

 

  



viii 
 

LISTS OF FIGURES 

Figure 1 MR Model ..................................................................................... 12 

Figure 2 relation between ambient scent and emotional state ..................... 24 

Figure 3 relation between ambient scent and behavioral intention.............. 25 

Figure 4 relation between ambient scent and repurchase .......................... 26 

Figure 5 relation between ambient scent and recommend ........................... 26 

Figure 6 relation between and ambient scent approach................................ 27 

Figure 7 relation between ambient scent and avoidance ............................. 28 

Figure 8 relation between ambient scent and behavioral intention.............. 29 

Figure 9 Emotional State as a mediator between ambient scent and 

behavioral intention ............................................................................. 30 

Figure 10 Emotional state as mediator between ambient scent and 

repurchase ............................................................................................ 31 

Figure 11 Emotional state as mediator between ambient scent and 

recommend ........................................................................................... 32 

Figure 12 Emotional state as mediator between ambient scent and approach

.............................................................................................................. 33 

Figure 13 Emotional state as mediator between ambient scent and 

avoidance ............................................................................................. 34 

 

file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627993
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627993
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627994
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627994
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627995
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627995
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627996
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627997
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627997
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627998
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627999
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87627999
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628000
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628000
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628001
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628001
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628001
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628002
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628002
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628002
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628003
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628003
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628003
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628004
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628004
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628005
file:///C:/Users/user/Desktop/王子敏%20GP.docx%23_Toc87628005


1 
 

INTRODUCTION 

Background 

In modern society, there are all kinds of marketing strategies that had been used 

overflow. Consequently, it becomes more and more difficult to draw customers’ 

attention. The research cognitive psychology showed that the memory bank of human 

being includes visual sense, auditory sense, taste sense, tactile sense, and olfactory 

sensation. These five kinds of sensation can affect human’ memory and many aspects 

of our behavior. Companies, therefore, took advantages on these sensations to 

enhance concept of their brand. 1The above five sensation, visual marketing has been 

seen as a most commonly strategy that have been used to compare the other four 

sensations.  

However, olfactory is the sensation that is most overlooked by companies. That 

is because most of them ignore the significant benefit that scant can bring. Olfactory 

is the most sensitive sensation and it can be remembered for a long time compare with 

other sensation. Some companies, therefore, catch the chance and throw their sight 

upon scent marketing which able to increase the linger time of customers, connect 

customers’ memory with their products, establish unique personality of a company, 

and the most importantly to increase customers’ purchase rate. Researchers in 

consumer psychology also indicated that when entering a store olfactory is the first 

part that been deal with instead of visual and empirical studies have showed that 

olfactory play an important role in our life and link with gustation. Moreover, it 

 
1 "什麼是五感行銷？," 2019-12-03, https://blog.dcplus.com.tw/marketing-

knowledge/content_marketing/142934. 
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affects our amygdaloid nucleus directly which controls our emotional system.2 Since 

discovering the importance of human olfactory sensation, some companies had paid 

more attention to the use of scent marketing. 

Singapore Airlines, one of the most famous case of scent marketing, use a special 

perfume called Stefan Floridian Waters, which has been patented by the Singapore 

Airline. This kind of scent not only be used by flight attendants but also on the hot 

towel that given to the passengers. By doing so, when customer smell the scent, they 

will immediately associate with Singapore Airline. Brian Jorgensen (a sells managers) 

said” It is a kind of silent fragrance, passengers may not be aware of it, but it can 

positively affect the emotion and mood of passengers.” 3Another research done by 

Las Vegas Casino also showed the positive effect of scent. They released a pleasant 

scent next to a slot tiger machine and found out that the amount of money people 

spent increased by more than 45% during the release of the scent.4 

By the above two examples, we can find the influence of scent marketing on 

customers’ emotion and behavior. Besides, scent can secretly enhance customers’ 

connection between companies. 

Motivation 

Scent marketing is a strategy that has not been noticed by many companies in 

Taiwan because most companies still focus on how to use visual sense to attract 

customers’ attention. However, they did not notice that how human olfactory 

sensation can affect human emotion and how positive emotion influences people 

behavioral intention. 

 
2 "蔡佩蓉。「「揭開氣味的神秘面紗!」－ 氣味刺激、氣味偏好、情緒與學習成效間關係之實驗研

究」。碩士論文，靜宜大學創新與創業管理碩士學位學程". 
3 張詠晴, "為什麼有些飛機會散發暗香？,"  (2017-09-07 ). 
4 "蔡佩蓉。「「揭開氣味的神秘面紗!」－ 氣味刺激、氣味偏好、情緒與學習成效間關係之實驗研

究」。碩士論文，靜宜大學創新與創業管理碩士學位學程." 
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As a customer, when entering a store with pleasant scent, it can always arouse 

my positive emotion, which make me more willing to stay in the store. On the 

contrary, it is quite obviously that I always desperate to leave. Therefore, this made 

me want to investigate whether ambient scent indeed have considerable power on 

customer behavioral intention. In this study, I choose Aesop, a store that I had asked 

the manager and knew that they will intentionally release some specific scent before 

opening, as an example to see customers evaluation of the store. 

Research purpose 

This study aims to investigate how ambient scent can through customers’ 

emotional state. If a store with ambient scent, will it increase customers emotion and 

through affect customers’ emotional state to influence their behavioral intention. In 

addition, whether ambient scent can increase the brand identity in customers’ mind. 

This study would like to provide a guideline of scent usage for companies with future 

strategies on scent marketing. How powerful ambient scent can influence customers’ 

behavioral intention. 

Research questions 

Q1: Whether ambient scent secretly influence customers’ emotion? 

Q2 Whether scent can influence customers’ shopping behavior? 

Q3: Whether emotional state will influence customers behavioral intention? 

Q4: Whether ambient scent can through customers’ emotion to influence customers’ 

behavioral intention? 

Q5: Will scent enhance companies brand identity in customers’ mind? 
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Limits 

At this stage, as a university student, it may have some difficulties for me to do 

an experiment on some specific stores and receive the financial report of companies. 

Since the eruption of epidemic, the researcher can only collect the data online instead 

of giving out the questionnaire in person. 

Delimits 

Due to the limitation, this study choice a store that intentionally releases the 

scent before opening and used survey to investigate customers’ emotional state, 

behavioral intention, and brand identity with a store in ambient scent. The 

questionnaire had been designed clear that asked customers to take the ambient scent 

of Aesop as the main consideration when the respondents filling the questionnaire.  
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LITERATURE REVIEW 

In the literature review, this study will discuss three different parts. First, what is 

scent marketing, the importance of olfactory sensation, and example of scent 

marketing application to see how companies use scent marketing to increase sales.  

Second, whether ambient scent can enhance the connection between customers and 

brand. Third, the study would explore how atmosphere stimulate customers’ emotion 

and then influence their behavior.  

Scent marketing 

Scent stimulation (The importance of olfactory sensation) 

Sight, hear, touch, smell, and taste are the five basic sensory that human have. 

According to a color scholar from Japan mentioned the proportion of the five senses 

function are: ”  Sight (87%), hear (7%), touch (3%), smell (2%), taste (1%) 

respectively.”5 From the above statistic, sight seems to be the best opportunity for 

companies to use in marketing and it is indeed the most common strategy. However, 

scent is ubiquitous in our life. People can choose not to see, not to hear, not to touch 

and not to eat but we cannot choose to smell. Even though we do not breath, it can 

only continue just a while and you still must breathe again. An internet survey from 

The Escape magazine in 2015 showed that nearly 800 respondents will abandon the 

olfactory sensation first.6 This may because most of them do not know the importance 

of smell and how it will influence our life.  

However, according to two scientists Richard Axel and Linda Brown Buck’s 

study pointed out that human olfactory cells are the only ones that can directly enter 

the central nervous system without entering the cerebral cortex. Olfactory sensation 

 
5 "色の秘密: 色彩学入門," 文藝春秋, 2015, https://books.google.com.tw/books?id=9BsNjwEACAAJ. 
6 "不料最不捨得棄掉的竟是嗅覺," 2015, https://kknews.cc/zh-tw/news/9jy4b9q.html. 
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can directly stimulate the amygdala, which control our emotion system, and 

hippocampus through the limbic system of brain, directly affecting our mood, 

memory, and hormones.7,8 The amygdala is activated, and the higher the degree of 

activation, the more emotion a person has about the smell. The lack of sense of smell 

will also increase the risk of depression.9 One example best supports this statement is 

an experiment removed the olfactory bulbs (OBs) of a rat and had found out that the 

rat become depressed, less energetic, and other symptom as depressed patients have.10 

Therefore, from the previous research we can find the important role that 

olfactory sensation plays. When people smell pleasant scent, it may stimulate 

delighted emotion on the contrary foul smell may stimulate some annoying or irksome 

emotion. Smell can also influence human’s memory spontaneously. People can think 

of their memory and recall a long-forgotten event or experience by the stimulation of 

scent. For example, the scent of an orchard in blossom conjuring up recollections of a 

childhood picnic.11 Hence, we can find that scent can bring both positive and negative 

effects and it often affect people secretly without being notice.  

The concept of scent marketing  

The word scent marketing was first described in Avery Gilbert’s book “異香” 

(What the Nose Knows: The Science of Scent in Everyday Life) and mainly include 

three aspects: marketing brand, improving space atmosphere, and promoting sales.12 

 
7 "【香氣襲人@Im 網欄】佛手柑香氣讓人快樂 也讓人健康,"  (2020). 
8 Linda Buck* and Richard Axel*, "A Novel Multigene Family May Encode Odorant Receptors: A 
Molecular Basis for Odor Recognition,"  (1991 ). 
9 "不料最不捨得棄掉的竟是嗅覺." 
10 T Iannitti  J C Morales-Medina , A Freeman , H K Caldwell, "The Olfactory Bulbectomized Rat as a 
Model of Depression: The Hippocampal Pathway,"  (x 
11 Fifth Sense, "Psychology and Smell,"  (2012). 
12 Avery Gilbert, What the Nose Knows: The Science of Scent in Everyday Life. 

http://www.books.com.tw/exep/assp.php/geneng15/exep/prod/booksfile.php?item=F011408299
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When customers were bombarded with visual advertisement, it becomes nothing 

special for them. Therefore, more and more companies turn to scent marketing for 

help. The theory of scent marketing is that 75% of all human emotion is generated by 

scent and emotion can control our behavior. Additionally, people can recall only 

around 50% accuracy of images after three months, but the accuracy of recalling 

smells a year ago is high as 65%. Through scent marketing, your brand can be 

differentiated from others brand and go directly through customers’ emotional system 

to build the emotional connection with customers.  

Example of scent marketing application 

Gerald Zaltman, professor research in consumer psychology, pointed out in his 

book that when consumers entering a store, smell is the first section that be deal with 

instead of taste.13 Therefore, there are many kinds of research that have been done to 

prove(investigate) how scent can secretly influence consumers reaction while 

shopping. One of the most well-known examples is Singapore airline.  

Singapore airline uses a unique perfume called Stefan Floridian Waters, which has 

been register as a trademark by Singapore airline. All flight attendants of Singapore 

airline, the hot towel that provide for the passengers, and every corner of the cabin are 

all use the Stefan Floridian Waters. When customers smell this unique scent, they will 

think of the kindly services of the Singapore airline without consciously.1415Another 

famous example is Dunkin’ Donut in Seoul. Dunkin’ Donut is based on the brand 

image of doughnut. Although they also provide coffee, it is obviously that customers 

 
13 "蔡佩蓉。「「揭開氣味的神秘面紗!」－ 氣味刺激、氣味偏好、情緒與學習成效間關係之實驗

研究」。碩士論文，靜宜大學創新與創業管理碩士學位學程." 
14 mike_lee, "百見不如一「聞」？從鼻子摸入你心的嗅覺行銷,"  (2015). 
15 "蔡佩蓉。「「揭開氣味的神秘面紗!」－ 氣味刺激、氣味偏好、情緒與學習成效間關係之實驗

研究」。碩士論文，靜宜大學創新與創業管理碩士學位學程." 
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will not give priority to purchasing. To encourage customers to buy the coffee in their 

store, Dunkin’ Donut create a machine that release coffee aroma and put it on the bus. 

When Dunkin’ Donuts ad be played on the bus, the machine will automatically release 

coffee aroma on the bus. Additionally, they set up ads at the bus stop and then next 

customers will find the Dunkin’ Donut not far away. The result provided from the 

Dunkin’ Donut showed that more than 350,000 people experienced during the 

campaign, customers increased 16% and sales of Dunkin’ Donut located at the bus 

stops increased 29%.16 Although compared to other four sensations smell is the most 

difficult one to observe whether it can directly influence customers’ behavior. 

However, from the above two research, we can find that scent not only can increase 

companies’ sales but also can made an impression in customers’ mind. 

Besides, it can also increase the linger time of customers, which may increase the 

opportunity to purchase in store of customers. Scent marketing also can be used in 

some famous hotel. For example, Shangri-La Hotel use Shangri-La fragrance that 

compose with vanilla, sandalwood, and musk as the based scent. They release the 

fragrance to every corner in the hotel and all of Shangri-La Hotel in different 

countries use the same fragrance.17 There are more and more hotels also intend to 

adopt same strategy secretly influence consumers’ evaluation of their hotel and 

memory. When customer smell the fragrance that had ever released by a specific 

hotel, they may recall of the memory of hotel. Multiple studies such as the above had 

shown the variety use of scent in different industry. 

 
16 "How Dunkin’ Donuts Increased Sales with Aroma Dispensers and Radio," 2021, 
https://medium.com/the-shadow/how-dunkin-donuts-increased-sales-with-aroma-dispensers-
198716d4bd49. 
1717 記者曾宛琳, "嗅覺行銷 飯店用這味 抓住你的心,"  (01.01 2014). 
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Brand identity 

The concept of brand identity 

Brand identity was first defined by Kapferer and he believed that the brand 

would form its own unique meaning after a period. Brand identity includes the unique 

meaning, value, personality, and uniqueness of brand. 18Kapferer said that brand 

identity mainly explains six major issues, namely, brand personality, long-term goals 

and intention of companies, brand consistency, brand compensation value, brand basic 

beliefs, and identity symbols, which help to leave brand image, brand positioning and 

brand personality on customers’ mind.19  Roy and Banerjee said that brand identity is 

the translation and interpretation of all the information provided by manufacturers to 

consumers to make them buy the products, The purpose is to impress the strengthen 

the brand’s uniqueness and highlight the difference from other brands.20  

Keller emphasizes that a successful brand identity can strengthen the association 

between the original brand and consumers. At the same time, it can also deepen the 

link between brands and consumers, and then make consumers have the same sense of 

identity with the original brand for extended products. That is, when consumers see a 

brand or products, they can immediately associate with the feelings of the brand and 

its extended products, which will lead to consumers' cognitive or emotional fit.21 

 
18 "The New Strategic Brand Management - Jean Noel Kapferer [Pdf]," 1992 
https://www.academia.edu/12869300/The_New_Strategic_Brand_Management_Jean_Noel_Kapferer
_PDF_. 
19 Kapferer. 
20 Dilip Roy and Saikat Banerjee, "Care-Ing Strategy for Integration of Brand Identity with Brand 
Image," International Journal of Commerce and Management 17 (04/18 2008). 
https://doi.org/10.1108/10569210710776512. 
21 Kevin Lane Keller, Strategic Brand Management ed. Stephanie Wall. 
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Moser's research classifies the core symbols in brand identity as one of the four 

elements and shows that the symbols in brand identity are composed of five senses: 

vision, hearing, touch, smell, and taste. Through multiple sensory experiences, brands 

can be more prominent in competition.22 The establishment of brand identity is 

ultimately to establish the difference from other brands and enhance consumers' 

purchase intention and brand loyalty. Therefore, brand identity can also be regarded as 

one of the factors affecting customers purchase intention.23 

The relationship between scent and brand identity 

Study shows that people can remember a scent and it related memory with 65% 

accuracy within 12 months.24  Since people cannot choose to stop smelling, 

companies can strengthen brand concept through scent, help create brand-related 

experiences, and skillfully influence customers' views on brands. Scent marketing can 

establish the connection between customers and brand by three steps. First, attention, 

scent can attract people’s attention quickly, sometime subconsciously. For example, 

when we enter a coffee shop, we will naturally smell the aroma of coffee, which you 

won't particularly realize, but if we enter the library and smell the aroma of coffee, it 

feels different. Second, once people realize the existence of ambient scent, they will 

immediately have some emotional change or recall the memories of the past such as 

the hotel you have been stay, the store you had pass by, or a person you had ever met. 

In addition, if companies can match scent with emotion, and let the scent trigger 

corresponding emotion, thus consumers can connect this experience with scent, and 

 
22 "United We Brand: How to Create a Cohesive Brand That’s Seen, Heard, and Remembered," Harvard 
Business Review Press, http://tuheliguko.hyperphp.com/?p=122&i=1. 
23 Mark Alpert, "Identification of Determinant Attributes: A Comparison of Methods," Journal of 
Marketing Research 8 (05/01 1971). https://doi.org/10.2307/3149759. 
24 Aradhna Krishna et al., "Product Scent and Memory," Journal of Consumer Research 37, no. 1 
(2010). https://doi.org/10.1086/649909. 
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when consumers smell the same scent again, they will immediately think of the brand. 

Finally, image, over time, this exclusive scent will become an identity that can 

represent the brand, which will not only identify with it by consumers, but also 

establish a unique sense of the brand.25 To sum up, in the relationship between brand 

and consumers, when building brand image, giving more sensory stimulation can 

activate customers’ sensory memory. The more stimuli activate sensory memory, the 

stronger the connection between brand and customer. Besides, brand identity scent 

can help to strengthen brand value, popularity, and customer impression. 

 

Behavioral Intention 

Definition of behavioral intention 

Behavioral intention refers to the specific action or behavior tendencies that 

consumers may take towards products or enterprise after consumption.26 

It is often regarded as an indicator of future behavior. The behavioral intention of 

consumers in the store refers to the behavioral result after entering the store 

environment to experience. It is presented as the result of the processing of the 

experience value from the internal emotional and cognitive aspects of consumers after 

the exposure to the stimulation of the store environment.27 

 

 

 
25 韋一, "打造完美的隱性行銷手法，嗅覺行銷,"  (2021). 
26 Robert E. Smith and William R. Swinyard, "Information Response Models: An Integrated Approach," 
Journal of Marketing 46, no. 1 (1982). https://doi.org/10.2307/1251162. 
27 陳啟益, "商店氣氛影響消費者行為研究：以桃園地區兩家購物中心為例商店氣氛影響消費者

行為研究：以桃園地區兩家購物中心為例". 
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Measurement of behavioral intention  

To evaluate consumers' emotional response to a specific environment and their 

behavioral response, the most commonly used way is the measurement model proposed 

by environmental psychologists. However, Mehrabian and Russell model (MR Model) 

is the most representative environmental psychology model, which was proposed by 

Mehrabian and Russell (1974), to explore the relationship among physical environment, 

customer emotion and customer avoidance behavior. (Figure1) Its means that 

consumers influence personal emotional state through the atmosphere created in the 

retail environment, and then produce behavior changes of approaching or avoiding. In 

terms of environmental stimulation, Mehrabian and Russel consider three emotional 

states as a mediator, which abbreviated as PAD for pleasure, arousal, and dominance. 

Mehrabian and Russell (1974) assume that all individual responses to the environment 

can be divided into approach/avoidance behaviors based on the behavioral changes 

generated by emotions.2829    

 

 

 

 

 
28 Albert Mehrabian and James A. Russell, An Approach to Environmental Psychology, The Mit Press 
(1974). 
29 Robert Donovan and J. Rossiter, "Store Atmosphere: An Environmental Psychology Approach," J 
Retailing 58 (01/01 1982). 

Environmental 
Stimulation 

Emotional State 

(PAD)

Behavioral intention

(Approach or Avoidance)

Figure 1 MR Model 

Source: Mehrabian and Russell (1974) 
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1. Environmental Stimulation  

In the study “Atmospherics as a Marketing Tool” by Kotler in 1973 had already 

showed that the atmosphere of store environment has important influence on customers’ 

purchase intention. Kotler (1973) suggest that by the environment design, music 

selection and other ways to create a comfortable atmosphere in the store, customers can 

be stimulated by the environmental atmosphere thus affecting their emotions and 

improving the probability of customers purchasing products.30 Bitner (1992) believes 

that intangible environment atmosphere is an important factor that can affect customers’ 

emotion and purchasing behavior. He divided the store environment into three major 

dimensions: ambient condition, space and functionality, signs, symbols, and artifacts.31 

Donovan and Rossiter in 1982 were the first to apply MR model in the retail industry 

and further modified the model to suit in the retail environment. Mainly focus on how 

store atmosphere influent customers’ emotion and purchase behavior.32 In Spangenberg 

et al. (1996) the researchers compared two store conditions with scented environment 

and unscented environment and found that scent can change customers’ perception of 

time in a store, making them think they spend less time in the purchases process than 

they actual did. Also, with scent condition environment, it increase evaluation of store 

environment and affect customers’ purchase intention.33 

2.Emotion response as a mediator  

Studies have shown that emotion is one of the main factors that influence human 

behavior. However, there are great difference in the explanation and measurement of 

 
30 Philip Kotler, "Atmospherics as a Marketing Tool," Journal of Retailing 49 (01/01 1974). 
31 Mary Jo Bitner, "Servicescapes: The Impact of Physical Surroundings on Customers and Employees," 
Journal of Marketing 56, no. 2 (1992). https://doi.org/10.2307/1252042. 
32 Donovan and Rossiter. 
33 Eric R. Spangenberg, Ayn E. Crowley, and Pamela W. Henderson, "Improving the Store Environment: 
Do Olfactory Cues Affect Evaluations and Behaviors?," Journal of Marketing 60, no. 2 (1996). 
https://doi.org/10.2307/1251931. 
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customers’ emotion. Among them, Izard’s (1997) Different Emotion Theory (DES 

Scale), Plutchik’s (1980) Eight Basic Emotion Types and Mehrabian and Russell’s 

(1974) PAD Scale are the most commonly be used in the marketing research.34 There 

are many kinds of methods that can measure emotion in this study, however, will mainly 

focus on Mehrabian and Russell’s three dimension of emotion (PAD Scale).   

MR model of Mehrabian and Russell (1974) divided the emotion into three dimensions 

of “pleasure-arousal-dominance” (PAD). They claim that all kinds of human emotions 

are composed of these three dimensions and used semantic differential scale to examine 

individuals’ response to environment. “Pleasure-Displeasure” indicates the positive and 

negative characteristics of individual emotional state, awakening “Arousal-Non arousal” 

indicates the activation level of individual neural life, and dominance "Dominance-

Submissiveness" indicates the control state of individual to situation and others.3536 

Table 1 Semantic differential scale 

Source: 林泰利（2009） 

Pleasure Arousal Dominance 

Happy      Unhappy Stimulated   Relax Controlling   Controlled 

Pleased     Annoyed Excited      Clam Influential    Influenced  

Satisfied    Unsatisfied Frenzied   Sluggish Uncrowded    Crowded 

Contented   Melancholic Jittery       Dull Important       awed 

Hopeful     Despairing Awake      Sleepy Dominant    Submissive 

Surprise     Bored Arousal   Unaroused Free         Restricted 

 

 
34 Karen Machleit, Sevgin Eroglu, and Susan Mantel, "Perceived Retail Crowding and Shopping 
Satisfaction: What Modifies This Relationship?," Journal of Consumer Psychology - J CONSUM 
PSYCHOL 9 (12/31 2000). https://doi.org/10.1207/s15327663jcp0901_3. 
35 James Russell and Geraldine Pratt, "A Description of the Affective Quality Attributed to 
Environments," Journal of Personality and Social Psychology 38 (02/01 1980). 
https://doi.org/10.1037/0022-3514.38.2.311. 
36 Russell. 
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However, Russell and Pratt (1980) revised MR model and pointed out that 

Dominance involves individual cognition, which did not completely applicable to 

emotional response. Only pleasure and Arousal these two dimensions can used to 

explain variance of environmental emotion.37 Therefore, this study will discuss only 

pleasure and arousal these two dimensions. 

3.Behavioral intention 

Mehrabian and Russell (1974) assert that all individual reaction toward 

environment can be divided into approach and avoidance. There are four points of view: 

(1) Physical desire to stay (Approach) or leave (Avoidance) the environment 

(2) Customers desire to browse everywhere in the environment (Approach) or have 

tendency to avoid moving the and interact with the environment (Avoidance). 

(3) Willing to communicate in the environment (Approach) or tend to avoid interaction 

or ignore to communicate with others (Avoidance). 

(4) Degree of performance enhancement (Approach) or hindrance (Avoidance) and 

satisfaction with task performance38.39 

Donovan and Rossiter (1982) modified the MR model and applied the approach 

and avoidance behaviors to the retail store environment to measure the behavioral 

response of consumers to environmental stimuli. There are five dimensions of Donovan 

and Rossiter’s approach and avoidance: 

(1) Whether customers are willing to spend more time browsing and exploring in the 

store. 

(2) Enjoyment of shopping in store or like the store environment. 

 
37 Russell and Pratt. 
38 Donovan and Rossiter. 
39 Russell. 
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(3) Possible willingness to interact and communicate with in-store personnel. 

(4) A tendency to spend more money than originally planned. 

(5) Whether customers willing to revisit the store.40 

Boulding et al. (1993) measure customers’ behavior by the willingness to 

repurchase and willing to recommend it.41Also, according to Jones and Sasser (1995), 

consumer loyalty is reflected in behavior intention, which includes three forms: 

intention repurchase, primary behavior and secondary behavior. Repurchase intention 

refers to the degree to which consumers are willing to accept a certain product or service 

again; Primary behavior refers to the behavior of repurchase in fact; Secondary 

behavior refers to the behavior that consumers actively recommend to others.42 

Summary 

  In the literature review from the above three sections, it can be found that not only 

products itself will affect customers’ behavior but also store atmosphere such as 

ambient scent, color, brightness, etc. can stimulate customers’ emotion and then 

influence customers shopping intention. In the first section of my literature review, I 

mainly focus on the importance of people olfactory section and how companies can use 

ambient scent to positively stimulate customers’ emotion. According to the literature, 

human olfactory sensation can directly stimulate the amygdala, which control human’s 

emotion system. Therefore, some companies have used scent as new kind of marketing 

way to improve customers’ purchase and linger time. However, nowadays most 

companies still mainly focus on product itself striving to make their products better than 

their competitors and few companies focus on the influence of ambient scent on 

 
40 Donovan and Rossiter. 
41 William Boulding et al., "A Dynamic Process Model of Service Quality: From Expectations to 
Behavioral Intentions," Journal of Marketing Research 30, no. 1 (1993). 
https://doi.org/10.2307/3172510. 
42 T. O. %J Journal of Management in Engineering Jones, "Why Satisfied Customers Defect," 12 (1995). 
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customers’ behavior. Therefore, in this study, I would like to explore whether ambient 

scent can empirically affect customers’ purchase intention in Taiwan.  

 In the second section, the MR model shows environment atmosphere can influence 

customers behavioral intention through emotion stimulation. Besides, the theory of the 

behavioral intention illustrates that customers’ behavior can be divided into approach 

and avoidance. However, Donovan and Rossiter (1982) modified the MR model and 

applied the approach and avoidance behavior to the retail stores. For example, if stores 

with a pleasant scent, customers have tendency to spend more money than original plan, 

more willing to communicate with salesman, revisited the store, etc. On the contrary, it 

may cause avoidance behavior. In addition, Boulding et al. (1993) measure customers’ 

behavior by the willingness to repurchase and recommend it. There are still many 

different measurements to measure customers’ behavior intention and all of them have 

their suitable situation. However, this study would mainly focus on these two 

measurements. 

Besides, some research showed that different kind of people may have different 

scent preference. Therefore, I wonder if one’s personality can influence their scent 

preference. However, although there are many studies relate to the application of Big 

five personality traits, there are few studies discuss about the relationship between the 

Big five personality traits and fragrance. Therefore, in this section I would mainly focus 

on whether there is a relationship between one’s personality and scent preference. 
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METHODOLOGY 

Research Design 

    This study belongs to quantitative research and use questionnaire to collect data.  

Some studies had shown that industries such as aviation industry, game machine, and 

dessert shop have used scent marketing as a new marketing method to attract customers 

but few about the scent marketing used in retail stores. Therefore, this study would like 

to explore whether scent can influence customer purchase intention through emotion 

stimulation to increase store’s sales volume. This research takes customers’ emotional 

state as a mediation effect. In term of the test of mediation effect, Baron and Kenny’s 

four conditions are applied in this study. 43 They are: 

1. The independent variable has a significant effect on dependent variable. 

2. The independent variable has a significant effect on the intermediate variable. 

3. The structural equation model is used to analyze dependent variables with both 

independent variables and mediating variables as predictive variables, and 

mediating variables must have a significant effect on dependent variables. 

4. In structural equation model, the path coefficient of the mediating variable to the 

dependent variable must be less than that of the independent variable predicting the 

dependent variable alone, or even become insignificant. 

Source of Data 

The population of this study is people who had ever been to the retail store 

“Aesop”. 

 
43 Reuben Baron and David Kenny, "The Moderator-Mediator Variable Distinction in Social 
Psychological Research: Conceptual, Strategic, and Statistical Considerations," Journal of Personality 
and Social Psychology 51 (01/01 1986). https://doi.org/10.1037//0022-3514.51.6.1173. 
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Although according to the literature review most research used experience to collect 

data, due to the pandemic and it is a serious obstacle that I cannot fix it, this study used 

online questionnaire to investigate customers emotion and behavior intention after they 

are entering “Aesop”, which intentionally release aroma in store. The way to send the 

questionnaire was through private message to friend and social media such as Instagram, 

Facebook community, and line groups. Additionally, I asked people who had just shop 

from the Aesop on the street to scan the QRcode and fill the questionnaire.  

Instrument and Data Collection 

This study would use questionnaire as the instrument of data collection and the 

question was based on the literature to ensure the relevance and validity of content and 

data. The question was designed by Likert’s seven-point scale, with seven options of 

“Strongly agree”, “agree”, “somewhat agree”, “no opinion”, “Somewhat disagree”, 

“disagree”, Strongly disagree”, giving them quantitative score as 7,6,5,4,3,2,1. 

The questionnaire was divided into three parts, fragrance selection, emotional state 

and purchase intention after shopping and demographic variable. The first part was 

divided into two parts, which is daily fragrance selection and the Big five personality 

traits test. This part is to investigate whether people with different personality have 

different chosen on fragrance. The second part was about the emotional state and 

behavior intention after customer entering the store with aroma. The last part was 

demographic variable, which help to investigate the background information of the 

respondents. It included gender, age, and average monthly income. 

The questionnaire was designed to investigate whether a store with pleasant scent can 

influence customers’ emotion, behavioral intention, and increase brand impression. 

Since knowing that “Aesop”, a store that the clerks will choose one essential oil from 

the four or five different fragrances to diffuse before the store open, this study decided 
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to take “Aesop” as an example to explore whether the store release the aroma 

deliberately can really affect customers’ emotion and behavior intention also increase 

impression. The questionnaire was delivered through SurveyCake on the internet. In 

total, 218 people who had ever been to “Aesop” responded to the questionnaire.  
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DATA ANALTSIS 

In this chapter, the researcher used the collected data to conduct the analysis of 

the five research questions. 

Q1: Whether ambient scent secretly influences customers’ emotion? 

Q2: Whether scent can influence customers’ shopping behavior? 

Q3: Whether emotional state will influence customers behavioral intention? 

Q4: Whether ambient scent can influence customers’ behavioral intention through 

customers’ emotion?  

Q5: Will scent enhance companies brand identity in customers’ mind? 

The first to third questions were analyzed by simple linear regression to know 

whether ambient scent indeed had influence on customers emotional state and 

behavioral intention. In the fourth question, hierarchical regression was used to see 

whether ambient scent could affect customers behavior through customers emotion. 

And the fifth question was analyzed by simple linear regression to know whether 

through the release of ambient scent can increase the brand impression of 

customers. 

Demographic Information of the Collected Data 

There were 218 valid questionnaires be collected, the detailed demographic 

information of the respondents was shown in Appendix 1. In the 218 questionnaires, 

most of the respondents were female, with a total of 173 (78.9%) female and 46(21.1%) 

males. For the ages group, 20-29(84.4%) years old respondent stand for the largest 

percentage, and there was only one respondent that over 50 years old (0.5%). In terms 

of education, the respondent from college were the most. The respondent with 

education level of graduate school accounted for a small part and no respondent were 

under junior high school. For monthly income, the group under NT$10,000 and 



22 
 

NT$11,000 to NT$20,000 accounted for the largest proportion of the total (33%, 

24.3%), with 72 and 53 people respectively, and the two groups exceeded 50% of total. 

The reliability analysis 

There are four constructs in this questionnaire: ambient scent, customers’ 

emotional state, customers’ behavioral intention, and brand impression. Through the 

reliability analysis, it could help to make sure the reliability of these four constructs.  

Ambient scent  

There are seven questions about the ambient scent. The result of the reliability 

showed that the Cronbach’s alpha is 0.934, which is greater than 0.7. Therefore, it could 

be known that this construct is reliable. (See table 2) 

Customers’ emotional state 

This construct is composed of two dimensions, namely six questions for both 

pleasure and arousal. The result of reliability analysis showed that the Cronbach’s alpha 

is 0.872, which is greater than 0.7. Therefore, it could be known that this construct is 

reliable. 

Customers’ behavioral intention: 

This concept is composed of four dimension which are repurchase (3 questions), 

recommend (3 questions), approach (4 questions) and avoidance (3 questions). Through 

the reliability analysis, the Cronbach’s alpha is 0.855, which is greater than 0.7. 

Therefore, it could be known that this construct is reliable. 

Brand impression: 

There are three questions about the brand impression. The result of the reliability 

showed that the Cronbach’s alpha is 0.909, which is greater than 0.7. Therefore, it could 

be known that this construct is reliable. 
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Table 2 The reliability Analysis 

Source: sorted by author 

The relation between ambient scent and customers’ emotional state 

A simple regression was calculated to predict customers’ emotional state based 

on ambient scent. The result of question one showed that there was a positive relation 

between ambient scent and customers’ emotional state. The emotional state composed 

of two dimensions, which were pleasure and arousal. The study divided the replies 

from respondents into 1 to 7 scores and result showed that among 182 respondents 

agreed that they felt pleasure in the store with ambient scent that be intentionally 

released.  However, there was no significant response in the arousal dimension, with 

89 respondents showed no opinion and 39 showed somewhat disagree.  

The simple linear regression showed that ambient scent and customers’ 

emotional status were positively related with F=137.690 and p=.000, with adjust R2 

of .386. Therefore, this study found that the stimulation of ambient scent would 

arouse customers’ emotion. By customers’ inner desire to get emotional 

satisfaction from consumption, retail stores could bring customers positive 

emotional feeling through ambient scent. 

  

Constructs Cronbach’s Alpha  item 

Ambient scent 0.934 7 
Customers’ emotional state 0.872 12 
Behavioral intention 0.855 13 
Brand impression 0.909 3 
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Table 3  

Standardized Regression Coefficients from Analyses Predicting Emotion state (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

The relation between ambient scent and customer behavioral intention 

When filling in the questionnaire, all the questions had indicated the respondents 

to use the ambient scent as the judgment criterion. Besides, respondents were clearly 

told to take the influence of ambient scent of the store on their emotional state and 

behaviors intention as the measurement standard. A simple linger regression was 

calculated to predicted customers behavioral intention and based on ambient scent. A 

significant equation was found F=260.805, p<.000 with an adjust R2 of .545, which 

meant that ambient scent and customers’ behavioral intention were positively 

correlated. The Behavioral intention composed with four variables repurchases, 

willingness to recommend, approach, and avoidance respectively. In the 

following section, the study would use these four variables to conduct the 

analysis about the collecting data. 

 

 

Independent Variables Model 1  

Ambient scent 0.624***  

Model F (F 檢定) 137.690***  

△F (F 改變) 137.690***  

R2 (R 平方) 0.389  

△R2(R 平方改變量) 0.389  

Adjusted R2 (調過後的 R

平方) 

0.386  

Ambient 

scent 

Emotional 

State 

𝛽=0.624*** 

Figure 2 relation between ambient scent and emotional state 
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Table 4 Standardized Regression Coefficients from Analyses Predicting Behavioral intention 

(N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

The relationship between four variables of behavior intention and ambient scent 

Repurchases as a variable 

Repurchase intention meant that customers are willing to go to the store again in 

future and list the store as a preemptive consideration. According to the simple linger 

regression, F=366.284, p<.000, with a adjust R2 .627, which meant that ambient scent 

had great influence on customers repurchase intention. In conclusion, a store with 

ambient scent can increase the opportunity for customers to visit the store again and 

become loyal customer.  

Table 5 Standardized Regression Coefficients from Analyses Predicting Repurchase (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

Independent Variables Model 2  

Ambient scent 0.740***  

Model F (F 檢定) 260.850  

△F (F 改變) 260.850  

R2 (R 平方) 0.547  

△R2(R 平方改變量) 0.547  

Adjusted R2 (調過後的 R

平方) 

0.545  

Independent Variables Model 3  

Ambient scent 0.793***  

Model F (F 檢定) 366.284***  

△F (F 改變) 366.284***  

R2 (R 平方) 0.629  

△R2(R 平方改變量) 0.629  

Adjusted R2 (調過後的 R

平方) 

0.627  

Ambient 

scent  

Behavioral 

Intention 
𝛽=0.740*** 

Figure 3 relation between ambient scent and behavioral intention 



26 
 

 

 

 

 

 

 

Recommend as a variable 

Recommend meant customers are willing to recommend the store to relatives and 

friends, share the experience and advantage of the store.  According to the result of 

simple linger regression, F=279.492, P<.000, with an adjust R2 of .562. It meant 

ambient scent was significantly and positively related to recommendation. Therefore, 

when a store with ambient scent, customers would be more willing to recommend the 

experience to other, which is beneficial to a retail store. 

Table 6 Standardized Regression Coefficients from Analyses Predicting Recommend(N=218) 

Independent Variables Model 4  

Ambient scent 0.751***  

Model F (F 檢定) 279.492***  

△F (F 改變) 279.492***  

R2 (R 平方) 0.564  

△R2(R 平方改變量) 0.564  

Adjusted R2 (調過後的 R

平方) 

0.562  

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

Approach as a variable 

Approach meant the enjoyment of purchasing, willingness to explore further in the 

store, spend more time and money than their original plan, and willingness to 

communicate with the clerks. Based on the simple linger regression, F=462.552, P<.000, 

with an adjust R2 of .680, which meant there was significantly and positively relation 

Ambient 

scent  

repurchase 
𝛽 =0.793*** 

Ambient 

scent  
Recommend  

𝛽 = 0.751*** 

Figure 4 relation between ambient scent and repurchase 

Figure 5 relation between ambient scent and recommend  
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between ambient scent and customers approach behavior. In conclusion, therefore, it 

was beneficial to a retail store increase sales opportunities by release an aroma in the 

store intentionally. 

Table 7 Standardized Regression Coefficients from Analyses Predicting approach (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

Avoidance as variable 

Avoidance behavior was opposite of approach behavior, which showed dissatisfied, 

anxiety, avoid communicating with the clerks and want to leave the environment 

without willingness to return. According to the simple linger regression, F=20.832, 

P<.000 with an adjust R2.084. However, the result showed that 𝛽 = −.297  and T=-

4.564, which meant that there was negative correlation between avoidance and ambient 

scent. It meant that the lower the degree of ambient scent, the higher the degree of 

avoidance behavior, whereas the higher the degree of ambient, the lower the avoidance 

behavior. In conclusion, this result just verified the previous result that ambient scent 

positively affects customers’ approach behavior. 

 

 

Independent Variables Model 5 
 

Ambient scent 0.826***  

Model F (F 檢定) 462.552***  

△F (F 改變) 462.552***  

R2 (R 平方) 0.682  

△R2(R 平方改變量) 0.682  

Adjusted R2 (調過後的 R

平方) 

0.680  

Ambient 

scent  
Approach 

𝛽 = 0.826*** 

Figure 6 relation between and ambient scent approach 
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Table 8 Standardized Regression Coefficients from Analyses Predicting avoidance (N=218) 

Independent Variables Model 6  

Ambient scent -0.297***  

Model F (F 檢定) 20.832***  

△F (F 改變) 20.832***  

R2 (R 平方) 0.088  

△R2(R 平方改變量) 0.088  

Adjusted R2 (調過後的 R

平方) 

0.084  

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

The relation between emotional state and behavior intention 

The result for this question showed that emotional state was significantly and 

positively related to behavior intention. According to simple linger regression, 

F=304.945, P<.000 with an adjust R2=.583, which proved that emotional state and 

behavioral intention were positively related. Although emotion was a temporary 

condition, it still had aa direct effect on customers’ decision-making process 

consumption behavior and choice of products. Therefore. Retail stores can stimulate 

customers’ positive emotion through ambient scent, thus increase customers’ shopping 

opportunities and the linger of stay in the store. 

  

Ambient 

scent  

Avoidance 
𝛽 = −0.297*** 

Figure 7 relation between ambient scent and avoidance  



29 
 

Table 9 Standardized Regression Coefficients from Analyses Predicting behavioral intention 

(N=218) 

Independent Variables Model 7  

Emotional State  0.765***  

Model F (F 檢定) 304.945***  

△F (F 改變) 304.945***  

R2 (R 平方) 0.585  

△R2(R 平方改變量) 0.585  

Adjusted R2 (調過後的 R

平方) 

0.583  

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

Emotional State as a mediator between ambient scent and behavioral intention 

This question took ambient scent as an independent variable, emotional state as a 

mediator, and customers’ behavioral intention as a dependent variable to investigate 

whether ambient scent can influence customer’ behavior intention through the 

emotional state. According to the result of hierarchical regression, when emotional 

state was added to the model as a mediator, the Beta value drop from .740 to 429. 

However, P value still less than.000, which meant that customers’ emotional state had 

a partial mediation effect between ambient scent and customers’ behavioral intention. 

The result proved that the factor of ambient scent would affect the emotion reaction of 

customers, thus affecting customers’ behavioral intention in the stores. 

 

 

 

 

 

Emotional 

state 

Behavioral 

Intention 
𝛽 = 0.765*** 

Figure 8 relation between ambient scent and behavioral intention  
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Table 10 Standardized Regression Coefficients from Analyses Predicting behavioral intention 

(N=218) 

Independent Variables Model 2 Model8 

Ambient scent 
Emotional State 

0.740*** 0.429*** 
0.497*** 

Model F (F 檢定) 260.850*** 248436*** 

△F (F 改變) 260.850*** 107.458*** 

R2 (R 平方) 0.547 0.151 

△R2(R 平方改變量) 0.547 0.698 

Adjusted R2 (調過後的 R

平方) 

0.545 0.695 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

 

Emotional state as mediator between ambient scent and repurchase 

To investigate deeper on how the four variables of the behavioral intention 

affected by the ambient scent through customers’ emotional state, this study inspected 

the four variables respectively to see whether p value and beta value had significant 

different after took customers’ emotional state as a mediator. According to the result, 

the Beta value drop from .793 to .650 and P value still less than.000.  Although the 

beta value did not drop sharply, it still showed that customers’ emotional state had a 

partial mediation effect between ambient scent and customers repurchase behavior. 

 

 

Behavioral 

Intention 

Ambient 

scent  

Emotional 

state 

𝛽=0.740*** 

𝛽′=0.429*** 

Figure 9 Emotional State as a mediator between ambient scent and behavioral 

intention 
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Table 11 Standardized Regression Coefficients from Analyses Predicting repurchase (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

 

 

Emotional state as mediator between ambient scent and recommend 

According to the result, the Beta value drop from .751 to .602 and P value still less 

than.000, which meant that emotional state had partial mediate effect between 

ambient scent and recommend intention. However, there were also no significant 

decrease of the beta value. From the above two results, we can see that the influence 

of customers emotional state may not be that serious as the next two following 

variable. 

 

 

 

Independent Variables Model 3 Model 9 

Ambient scent 
Emotional State 

0.793*** 0.650*** 
0.230*** 

Model F (F 檢定) 366.284*** 209.960*** 

△F (F 改變) 366.284*** 20.525*** 

R2 (R 平方) 0.629 0.661 

△R2(R 平方改變量) 0.629 0.032 

Adjusted R2 (調過後的 R

平方) 

0.627 0.658 

Ambient 

scent  

Emotional state 

𝛽=0.793*** 

𝛽’=0.650*** 
repurchase 

Figure 10 Emotional state as mediator between ambient scent and repurchase 
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Table 12Standardized Regression Coefficients from Analyses Predicting recommend (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

 

Emotional state as mediator between ambient scent and approach 

According to the result, the Beta value drop from .826 to .673 and P value still less 

than.000 after putting the emotional state as a mediator between ambient scent and 

approach. It meant that customers’ emotional state had a partial mediation effect 

between ambient scent and customers recommendation. The result showed that 

customers’ emotional state plays an importance role between ambient scent and 

customers’ approach behavior. A store with more ambient scent can increase 

customers’ positive behavior. 

 

 

Independent Variables Model 4 Model 10 

Ambient scent 
Emotional State 

0.751*** 0.602*** 
0.239*** 

Model F (F 檢定) 279.492*** 160.611*** 

△F (F 改變) 279.492***  18.756*** 

R2 (R 平方) 0.564 0.599 

△R2(R 平方改變量) 0.564 0.035 

Adjusted R2 (調過後的 R

平方) 

0.562 0.595 

Figure 11 Emotional state as mediator between ambient scent and recommend 

Ambient 

scent  

Emotional 

state 

𝛽=0.751*** 

𝛽′=0.602*** 
Recommend 
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Table 13 Standardized Regression Coefficients from Analyses Predicting approach(N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

 

 

 

 

 

Emotional state as mediator between ambient scent and avoidance 

According to the result, the Bata value drop from -0.297 to -0.649, which had the 

most significant decrease than the three variables (repurchase, recommend, and 

approach). It meant that customers’ emotional state had a partial mediation effect 

between ambient scent and avoidance behavior. The result indicated that customers’ 

emotional state plays an important role between ambient scent and customers 

avoidance behavior. The above result showed that ambient scent had greater influence 

on approaching and avoiding behavior through customers’ emotional state than 

repurchasing and recommendation. The more ambient scent a store has, the more 

approaching behavior customers has. On the other hands, the more ambient scent a 

store has, the less avoiding behavior customers has.  

Independent Variables Model 5 Model 11 

Ambient scent 
Emotional State 

0.826*** 0.673*** 
0.245*** 

Model F (F 檢定) 462.552*** 274.107*** 

△F (F 改變) 462.552*** 27.950*** 

R2 (R 平方) 0.682 0.718 

△R2(R 平方改變量) 0.682 0.037 

Adjusted R2 (調過後的 R

平方) 

0.680 0.716 

Ambient 

scent  

Emotional 

state 

𝛽=0.826*** 

𝛽′=0.673*** 
Approach  

Figure 12 Emotional state as mediator between ambient scent and approach 
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Table 14 Standardized Regression Coefficients from Analyses Predicting avoidance (N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 
 

 

 

 

 

 

 

The relation between ambient scent and brand identity 

The result of this research question showed that there was a positive and significant 

correlation between ambient scent and brand identity. Scent can be used as a secret 

method to enhance the connection between customers and brand. According to the  

simple linger regression, F=525.893, P<.000 with an adjust R2=.708 and 𝛽 = .824. 

𝛽 was positive and P value below0.005, which meant ambient scent and brand identity 

were positively correlated.  Therefore, by release the aroma in the store to enhance the 

connection between customers and brad, it may also be beneficial to marketing. 

 

 

Independent Variables Model 5 Model 12 

Ambient scent 
Emotional State 

-0.297*** -0.649*** 
-0.565*** 

Model F (F 檢定) 20.832*** 42.372*** 

△F (F 改變) 20.832*** 58.378*** 

R2 (R 平方) 0.088 0.283 

△R2(R 平方改變量) 0.088 0.195 

Adjusted R2 (調過後的 R

平方) 

0.084 0.276 

Ambient 

scent  

Emotional 

state 

𝛽=-0.297*** 

𝛽′=-0.649*** 
Avoidance 

Figure 13 Emotional state as mediator between ambient scent and avoidance 
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Table 15 Standardized Regression Coefficients from Analyses Predicting brand 

identity(N=218) 

p < 0.05*; p < 0.01**; p < 0.001*** 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Independent Variables Model 13  

Ambient scent 0.842***  

Model F (F 檢定) 525.893***  

△F (F 改變) 525.893***  

R2 (R 平方) 0.709  

△R2(R 平方改變量) 0.709  

Adjusted R2 (調過後的 R

平方) 

0.708  
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Summary 

Based on data analysis, the major finding for the research questions can be 

summarized into the following: 

1. There was a significant positive relation between ambient scent and customers’ 

emotional state. 

2. There was a significant positive relation between ambient scent and behavior 

intention. 

3. There was a significant positive relation between customers’ emotional state and 

behavioral intention. 

4. Customers’ emotional state had a partial mediation effect between ambient scent 

and customers’ behavioral intention. Besides, customers’ emotional state also had 

mediation effect between the four variables (repurchase, recommend, approach, 

avoidance) of behavioral intention and ambient scent. However, the result 

showed that ambient scent had greater influence on approaching and avoiding 

behavior through customers’ emotional state than repurchasing and 

recommendation.  

5. There was a significant positive relation between ambient scent and brand 

impression. 

 

 

 

 

 

 

 



37 
 

CONCLUSION AND SUGGESTION 

The purpose of this research aims to understand the power of ambient scent 

toward customers’ emotion and how ambient scent affects customers’ behavioral 

intention through customers’ emotion to increase the sale. Also, whether ambient 

scent can increase companies’ brand identity in customers’ mind. 

 The past research pointed out that human sense of smell is directly connected to 

the memory center and emotional area of the brain, so smell can directly affect 75% 

of human emotions.44 This study found that there was indeed a significant and 

positive relation between ambient scent and customers’ emotional state. The result 

showed that most respondents agree that they feel pleasure when they are in a store 

with scent intentionally released. However, they had no obvious feeling of arousal 

emotion. Therefore, a store with ambient scent can be a secret incentive to stimulate 

customers’ pleasure emotion.  

According to the result of data analysis, ambient scent can also increase 

customers’ behavior intention. However, the result of the 4th research question 

indicated that customers’ emotional state mediates the relationship between ambient 

scent and customers’ behavioral intention, which means that ambient scent could 

affect customers’ behavioral intention through customers’ emotional state. 

Nevertheless, this study found that when taking customers’ emotional state as a 

mediator between ambient scent and the four variables of behavioral intention 

(repurchase, recommend, approach, avoidance), it only influence approach and 

avoidance significantly and only affect slightly on repurchasing and recommendation. 

 
44 J C Morales-Medina  
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When the willingness of customers’ approaching behavior is increase, it can enhance 

the opportunity for companies to sell products and increase customers’ satisfaction.  

The variable of behavioral intention includes four aspects: repurchases, 

recommend, approach, and avoidance. Only repurchase, recommend, and approach 

had significant and positive relation between ambient scent. Since avoidance was 

opposite of approach, there was a negative relation between avoidance and ambient 

scent, which meant the lower the degree of ambient scent, the higher the degree of 

avoidance behavior, whereas the higher the degree of ambient, the lower the 

avoidance behavior. However, because the behavior of approaching and avoiding is 

opposite, we can know from this result that the higher the ambient scent of a store, the 

higher the degree of approaching behavior of consumers. Therefore, stores can 

improve the positive behavior reaction of consumers through environmental fragrance 

in the marketing process, to improve sales opportunities. 

 In addition to customers’ emotion and behavior, companies can also increase 

customers’ brand identity through ambient scent. With a specific scent that 

intentionally released by the companies, it can become as an identity of a brand. The 

more stimuli activate sensory memory, the stronger the connection between brand and 

customer. 

To sum up, for those companies who want to increase the sales, scent marketing 

is not a new but unnoticed by companies that they could take more advantage of it. 

However, how to use the proper aroma to increase sale is also an important point that 

companies should consider. As for the research who want to do further research of 

scent marketing, the author suggests that it can consider having the real experiment, 

because it would be the most direct way to observe the reaction of people. 
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APPENDIX 

Dear sir/miss: 

I am a student in the Department of International Affairs of Wenzao Ursuline 

University of Language, first of all, thank you for your willingness to participate in 

the completion of this questionnaire, this questionnaire is an academic 

questionnaire, the purpose is to investigate the impact of ambient scent on 

consumer emotional state, behavioral intention, and brand impression. Your answer 

to this questionnaire is very important and there is no correct answer to each 

question. Please fill in the following questions according to the personal experience 

and willingness to stay in Aesop stores. Besides, to answer the question of the 

ambient scent please take Aesop stores as the only consideration. This questionnaire 

is only for this academic research and the whole process is conducted anonymously. 

Thanks for your kindly help! 

Wish you peace and health, everything is going well!  

 Department of International Affairs, Wenzao Foreign Language University  

Professor： Ren-Her Hsieh  

 Student: Zi-Ming Wang  

Part1：Ambient scent 

 

Question 

Stro
n

gly d
isagree 

D
isagree 

Sligh
tly agree 

N
o

 o
p

in
io

n
 

Sligh
tly agree 

A
gree 

Stro
n

gly agree 

1. I think the ambient scent of this shop is 

good. 

□ □ □ □ □ □ □ 

2. I think the ambient scent of this shop 

smells fresh. 

□ □ □ □ □ □ □ 

3. I think the ambient scent of this shop 

smells pleasant. 

□ □ □ □ □ □ □ 

4. Before entering the shop, I could always 

smell a light aroma outside. 

□ □ □ □ □ □ □ 

5. I think the ambient scent of this store 

smells unique. 

□ □ □ □ □ □ □ 

6. I think the ambient scent recognition of 

this shop is very high. 

□ □ □ □ □ □ □ 

7. I am often attracted by the smell of this 

shop. 

□ □ □ □ □ □ □ 
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Part2 Repurchase intention 

Question 

Stro
n

gly d
isagree 

D
isagree 

Sligh
tly d

isagree 

N
o

 o
p

in
io

n
 

Sligh
tly agree 

A
gree 

Stro
n

gly A
gree 

1. I will revisit and purchase again in this 

shop future. 

□ □ □ □ □ □ □ 

2. I will give priority to this store next 

time if I want to buy the relative 

products. 

□ □ □ □ □ □ □ 

3. I will be a loyal customer of this shop. □ □ □ □ □ □ □ 

  

Part3 Recommend intention 

Question 

Stro
n

gly d
isagree 

d
isagree 

Sligh
tly agree

  

O
n

 o
p

in
io

n
 

Sligh
tly agree 

A
gree 

Stro
n

gly agree 

1. I will encourage my friends to visit 

this store. 

□ □ □ □ □ □ □ 

2. I will recommend this store to others  □ □ □ □ □ □ □ 

3. I'd love to share my experience in 

this store with others 

□ □ □ □ □ □ □ 
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Part4 Approaching  

Question 

Stro
n

gly d
isagree 

d
isagree 

Sligh
tly agree

  

O
n

 o
p

in
io

n
 

Sligh
tly agree 

A
gree 

Stro
n

gly agree 

1. I will stay longer because the 

pleasant ambient scent 

□ □ □ □ □ □ □ 

2. As I passed the shop, the smell from 

the shop made me want to go in 

and hang out 

□ □ □ □ □ □ □ 

3. When smelling the pleasant aroma 

in a store, it will enhance my 

impression of the store. 

□ □ □ □ □ □ □ 

4. I will more willing to listen to the 

staff introduce the products in a 

store with pleasant aroma. 

□ □ □ □ □ □ □ 

 

Part5 Avoidance  

Question 

 Stro
n

gly d
isagree 

 d
isagree 

 Sligh
tly agree  

 O
n

 o
p

in
io

n
 

 Sligh
tly agree 

 A
gree 

 Stro
n

gly agree 

1. The ambient scent of this store 

makes me reluctant to enter the 

store. 

□ □ □ □ □ □ □ 

2. After entering this store, the ambient 

scent makes made me want to leave. 

□ □ □ □ □ □ □ 

3. The ambient scent of this store will 

make me avoid visiting next time. 

□ □ □ □ □ □ □ 
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Part6 Brand impression  

Question  

 Stro
n

gly d
isagree 

 d
isagree 

 Sligh
tly agree  

 O
n

 o
p

in
io

n
 

 Sligh
tly agree 

 A
gree 

 Stro
n

gly agree 

1. I think the ambient scent of this store 

is suitable for the brad image. 

□ □ □ □ □ □ □ 

2. Whenever I smell the similar to this 

store, I will inadvertently think of this 

store. 

□ □ □ □ □ □ □ 

3. The ambient scent of this store 

increases my memory connection of 

this brand. 

□ □ □ □ □ □ □ 

 

Part 7 Emotional State 

Question                                  

 Stro
n

gly d
isagree

 

 d
isagree

 

 Sligh
tly agree  

 O
n

 o
p

in
io

n
 

 Sligh
tly agree

 

 A
gree

 

 Stro
n

gly agree
 

1. When I shop in this store, the ambient 

scent makes me feel pleased. 

□ □ □ □ □ □ □ 

2. When I shop in this store, the ambient 

scent makes me feel satisfied. 

□ □ □ □ □ □ □ 

3. When I shop in this store, the ambient 

scent makes me feel contented. 

□ □ □ □ □ □ □ 

4. When I shop in this store, the ambient 

scent makes me hopeful. 

□ □ □ □ □ □ □ 

5. When I shop in this store, the ambient 

scent makes me feel relaxed. 

□ □ □ □ □ □ □ 

6. When I shop in this store, the ambient 

scent makes me feel happy. 

□ □ □ □ □ □ □ 
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7. When I shop in this store, the ambient 

scent makes me feel stimulated 

□ □ □ □ □ □ □ 

8. When I shop in this store, the ambient 

scent makes me feel excited. 

□ □ □ □ □ □ □ 

9. When I shop in this store, the ambient 

scent makes me feel frenzied. 

□ □ □ □ □ □ □ 

10. When I shop in this store, the ambient 

scent makes me feel jittery. 

□ □ □ □ □ □ □ 

11. When I shop in this store, the ambient 

scent makes me feel awake. 

□ □ □ □ □ □ □ 

12. When I shop in this store, the ambient 

scent makes me feel aroused. 

□ □ □ □ □ □ □ 

 

Part 8 Personal information 

1. Gender： 

□ Female  □ Male  

2. Your age： 

3. 20-29 years old □ 30-39 years old   □ 40-49 years old □ 50-59 years old 

4. Education： 

□ Under junior high school □ Senior high school□ College □ Graduated school 

4.  Monthly income (include pocket money) 

 □ Less than 10,000 (include 10,000)□11,000～20,000 □ 21,000~30,000 

□31,000~40,000 □ 41,000~50,000 □ over 51,000 
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APPENDIX 

親愛的先生/小姐您好： 

我是文藻外語大學國際事務系的學生，首先，感謝您願意參與協助填寫此份問 

卷，此份問卷為一份學術問卷，目的是調查商店環境香味對消費者情緒、行為

及品牌識別之影響，您的填答對本問卷研究非常重要，各題目答案沒有對錯之

分，以下問題請您依照您個人在 Aesop 商店消費之經驗與意願填答即可，有關

環境香味問題也都以 Aesop 店家為填答依據，此份問卷僅提供本人學術研究使

用，全程採匿名方式進行，請放心填寫！謝謝您！ 

敬祝 平安健，事事順心！ 

 文藻外語大學 國際事務系  

指導教授：謝仁和 教授  

研究生：王子敏 敬上 

 

第一部分：環境香味 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

 

同 

意 

非 

常 

同 

意 

1.我覺得這家

店環境香味良

好  

□ □ □ □ □ □ □ 

2.我覺得這家

店環境氣味清

新 

□ □ □ □ □ □ □ 

3.我覺得這家

店環境氣味宜

人 

□ □ □ □ □ □ □ 

4. 尚未進入這

家店時，我總

能先聞到店裡

傳出來的一股

淡淡香味。 

□ □ □ □ □ □ □ 

5.我覺得這家

店的環境氣味

獨特 

□ □ □ □ □ □ □ 
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6.我覺得這家

店的環境氣味

識別度高 

□ □ □ □ □ □ □ 

7.我常常會被

這家店所散發

的香味吸引 

□ □ □ □ □ □ □ 

 

第二部分：再購意向 

 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

 

同 

意 

非 

常 

同 

意 

1. 我以後還會再到這家店

光顧與消費 

□ □ □ □ □ □ □ 

2. 下次要購買相關商品

時，我會優先考慮這家店 

□ □ □ □ □ □ □ 

3.我會成為這家店的忠實

顧客 

□ □ □ □ □ □ □ 

 

第三部分：推薦意向 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

 

同 

意 

非 

常 

同 

意 

1. 我會鼓勵親朋好友到

這家店消費 

□ □ □ □ □ □ □ 

2. 我會向其他人宣傳這

家店的優點 

□ □ □ □ □ □ □ 

3. 我樂意與他人分享在

這家店的體驗 

□ □ □ □ □ □ □ 

 

 



46 
 

第四部份：趨近行為 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

 

 

點 

同 

意 

 

 

同 

意 

非 

常 

同 

意 

1. 我會因為這家

店環境香味怡人

而停留較長時間 

□ □ □ □ □ □ □ 

2. 經過這家店

時，店內散發出

的香味會讓我想

進去逛逛 

□ □ □ □ □ □ □ 

3. 在一間店裡聞

到舒服得香味會

讓我對這家店的

印象提升 

□ □ □ □ □ □ □ 

4.因為店內的香

味會讓我更願意

花時間聆聽店員

介紹產品 

□ □ □ □ □ □ □ 

 

 

第五部分：趨避行為 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

同 

意 

非 

常 

同 

意 

1. 聞到這家店的

味道讓我不願意

進入這家店購物 

□ □ □ □ □ □ □ 

2. 進入這家店

後，這家店的香

□ □ □ □ □ □ □ 
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味令我想離開 

3. 因為這家店的

環境香味，會讓

我避免下次來訪 

□ □ □ □ □ □ □ 

 

第六部分：品牌識別 

題    目 

非 

常 

不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

同 

意 

非 

常 

同 

意 

1. 我覺得這家店

裡的香味與品牌

形象適配 

□ □ □ □ □ □ □ 

2. 每當聞到與這

間店店內相似的

味道時，我會不

經意的聯想到這

間店。 

 

 

□ 

 

 

□ 

 

 

□ 

 

 

□ 

 

 

□ 

 

 

□ 

 

 

□ 

3. 這家店的環境

香味增加了我對

這個品牌的記憶 

□ □ □ □ □ □ □ 
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第七部分：情緒狀態 

題    目 

非 

常不 

同 

意 

不 

同 

意 

 

 

有 

點 

不 

同 

意 

普 

通 

 

 

有 

點 

同 

意 

 

 

同 

意 

非 

常 

同 

意 

1. 在這家店消

費時，店內得

香味會讓我感

覺到愉快 

□ □ □ □ □ □ □ 

2. 在這家店消

費時，店內的

香味會讓我感

到到滿意 

□ □ □ □ □ □ □ 

3. 在這家店消

費時，店內的

香味會讓我感

到滿足 

□ □ □ □ □ □ □ 

4. 在這家店消

費時，店內的

香味會讓我感

到充滿希望 

□ □ □ □ □ □ □ 

5. 在這家店消

費時，店內的

香味會讓我感

到放鬆的 

□ □ □ □ □ □ □ 

6.在這家店消

費時，店內的

香味會讓我感

覺到快樂的 

□ □ □ □ □ □ □ 

7. 在這家店消

費時，店內得

香味會讓我感

覺到刺激的 

□ □ □ □ □ □ □ 

8. 在這家店消

費時，店內得

香味會讓我感

覺到興奮的 

□ □ □ □ □ □ □ 

9在這家店消

費時，店內得

□ □ □ □ □ □ □ 
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香味會讓我感

覺到瘋狂的. 

10. 在這家店消

費時，店內得

香味會讓我感

覺到緊張的 

□ □ □ □ □ □ □ 

11. 在這家店消

費時，店內得

香味會讓我感

覺到清醒的 

□ □ □ □ □ □ □ 

12. 在這家店消

費時，店內得

香味會讓我感

覺到喚醒的 

□ □ □ □ □ □ □ 

 

第八部分：基本資料 

5. 請問您的性別是？ 

□ 女 □ 男 

6. 請問您的年齡是？ 

□ 20-29 歲  □ 30-39 歲  □ 40-49 歲 □ 50-59 歲 

7. 教育程度 

□ 國中(含)以下 □ 高中職 □ 大學 □ 研究所(含)以上 

4.  月收入(包含零用錢) 

 □ 1 萬以下(包含 1 萬）□ 1 萬 1 千～2 萬 □ ２萬 1 千~3 萬 □ 3 萬 1 千~4 萬

□ 4 萬 1 千~五萬 □ 五萬 1 千以上 
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