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PAT
PA2
MP1
Mp2
KEP1
KEP2
KEP3
RM1
RM2
RM3
Rm4
RM5
NP1
NP2
NP3
NP4

=
= 0

L T o e« 4 =2 B ¥, B - ¥ 5 R L

S I
[ B L~ B L B

Missing

o o o o Qo o o o O O Qo 9 Q9O O O 9

Mean
4.028
4124
4.056
4.09
4.157
4.202
4.275
3.871

3.927
4.157
4.298
4.073
4.118
4.219
4.073
4.213

Lampiran 4

Hasil Olahan Data Statistik

Median
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4.000
4,000
4.000
4.000
4.000
4.000
4.000
4.000
4.000

Min Max Standard Deviation
1.000 5.000 0.796
2.000 5.000 0.812
1.000 5.000 0.826
1.000 5.000 0.777
2.000 5.000 0.685
2.000 5.000 0.657
2.000 5.000 0.660
1.000 5.000 0.757
1.000 5.000 0.855
1.000 5.000 0.820
1.000 5.000 0.747
1.000 5.000 0.750
1.000 5.000 0.713
2.000 5.000 0.713
2.000 5.000 0.687
1.000 5.000 0.742
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Excess Kurtosis
0.557
-0.657
1.380
1.094
-0.460
0.318
-0.188
0.287
0.073
1.782
3.071
0.734
1.501
0.555
-0.520
1.636

Skewness
-0.657
-0.485
-0.950
-0.821
-0.319
-0.481
-0.488
-0.327
-0.566
-1.102
-1.284
-0.605
-0.739
-0.725
-0.201
-0.951
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Resonansi Merek

0.849
0.810

0.786
0.740



| Cronbach O . Average Variance Extracted (AVE)

Kepuasan 0.641
Memori Penciuman 0.785
Niat Pembelian 0.585
Preferensi Aroma 0.806
Resonansi Merek 0.645
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Cross Loading

Kepuasan Memori Penciuman Niat Pembelian Preferensi Aroma Resonansi Merek

KEP1 0.820 0.235 0.285 0411 0.345
KEP2 0.823 0.274 0.364 0.325 0.370
KEP3 0.758 0.316 0.336 0.222 0.473
MP1 0.305 0.886 0301 0.221 0.405
MP2 0.306 0.886 0.285 0.153 0.459
NP1 0.246 0.236 0.744 0.225 0.322
NP2 0.241 0.263 0.737 0.246 0.447
NP3 0424 0.241 0.758 0.380 0426
NP4 0.331 0.267 0.817 0.329 0.408
PA1 0.367 0.233 0.379 0.904 0.294
PAZ 0.346 0144 0.320 .89 0.239
RM1 0.462 0420 0.420 0.291 0.849
RM2 0.313 0.356 0.415 0.120 0.810
RM3 0.394 0.377 0.439 0.103 0.827
RM4 0.350 0.392 0.442 0.272 0.786
RM5 0.457 0.403 0.416 0.387 0.740
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Kepuasan

Memari Penciuman
Niat Pembelian
Preferensi Aroma

Resonansi Merek

Kepuasan

Memari Penciuman
Niat Pembelian
Preferensi Aroma

Resonansi Merek

Fornell-Larcker Criterion

Kepuasan Memori Penciuman Miat Pembelian Preferensi Aroma  Resonansi Merek

0.801
0.345 0.886
0.410 0.331 0.765
0.398 0.212 0.380 0.898
0.497 0.488 0.531 0.298 0.803
Adjusted R-Square (R?)
R Square R Sguare Adjusted
Kepuasan 0.229 0.221
Miat Pembelian 0.282 0278
Resonansi Merek 0.247 0.243

F-Square (f?)

Kepuasan Memori Penciuman Niat Pembelian Preferensi Aroma Resonansi Merek

0.329

0.092

0.143
0.394
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Kepuasan - > Resonansi Merek
Memori Penciuman -> Kepuasan
Preferensi Aroma -> Kepuasan

Resonansi Merek - = Niat Pembelian

Kepuasan

Memori Penciuman
Miat Pembelian
Preferensi Aroma

Resonansi Merek

Original Sample (O)
0.497
0.273
0.340
0.531

Q-Square (Q?)
S50
534.000
356.000
712.000
356.000
890.000

SSE Q7 (=1-5SSE/SSO)

460.213
356.000
604.903
356.000
755913

Path Coefficient

Sample Mean (M) Standard Deviation (STDEV)

0.489
0.269
0.335
0.527
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0.073
0.078
0.078
0.086

0.138

0.150

0.151

T Statistics {(|O/S5TDEV])
6.810

3.517
4373
6.190

P Values
0.000
0.000
0.000
0.000
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The role of scent congruence with luxury brand image in consumers’
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EEG and quantitative analyses
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ARTICLE INFO ABSTEACT

Kiwole “Itee extensbon of laxury retailers imto the fragrance segment is an emerging trend, particularly s a compelling
Lusuey retail strategy 1o barget young consumers. In bne with this shift in the losury market, through the lens of cognitive
Semsory expesiomen

‘balance ihecry and the Proust effect, this stody explores how the congreence of scents with the luxury brand
image affects consumers’ positive emotions (Stody 1), memory, and approach responses (Study 20, By leveraging
elecrroencephalography (EEG) analysis, Snsdy 1 reveals contradictory resules regarding emotional reacthons:
scent ineangruence with the buxury brand image increases joy, while seent congruence licies liking. Meanwhile,
Snasdy 2's findings indicare the importance of brand cuss in cogndtive reactions The findings empirically
demonstrace that scent congruence with the luoury brand image has & grearer effect on consumer preference and
memary, thereby beading o satsfacnion, brand resneance, and purchase imention. The paradaxical fndings fram
the EEG and quaraimtive aralyses kighlight that immediate brain responses and cognitive evaluations differ in
comsumer decistan-making regarding lumary fragrances. This ressarch enhances knowledge of luxury retailing
comcerning sensory expenence and brand extension, providing pracrical insighes for lusury recallers as they fomy
into the fragrance category as an effective strategy to strengthen consumer-brand relationships and drive po-
tential luxury product purchases.

Liixiey [grance

1. Introduction fng strategy, can respanses such as pleasure

The global hooury market reached a valuse of $1.6 trillion in 3034,
with beauty products, particularly fragrances, confinuing to thrive as
consumers are drawn to “small indulgences™ (Bain & Company, 2024).
Fragrance has emerged as a standout segment in beauty sales, partics.
larly appealing to Generation Z {(Suncdler, 2 ). The fragrance ssgment
in the luxury market is part of an emerging brand extension strategy that
strengthens consumer relationships with the parent brand and elevates
brand equity {Ahn et al., 2008; Yoo, 1), Accordingly, luxury brands
such as Hermes, Lowis Vuitton, and Celine are increasingly Lanching
fragrance  products, opening avenues  for affordability  alongside
umnigueness [V ).

Furthermore, olfactory congruence with the brand image, as a scent

and spending (Errajoa of al, 2000k As the luxury market increasingly
extends inte perfumes, understanding how scents shape consumer
behavior is aucial. The Proust effect illusirates how particular scents
can trigger emadional memories of past events (Van Campen, 2014}
Amaony thess multifsceted senses, alfactory stimuli are particularly im-

pactul in evoking bramd-related memories and emational responses,
Prior research highlights the role of olfactory congruence with the
bramd image in fostering consumers reactions and behavioral inbentions
(Errajaa et al 0, Her 3; Lin et al., 2018} As per-
fumes represent a core segment of luxury brands, seent-brand alignment
is vital for enhancing positive responses. Groundes] in the theoary of
cognitive balance, consumers may prefer a perfume that aligns with the
bramd image, as they favar balanced situations, which is consistent with

nn et al

* Correspaniding author. Department of Haspitality and Eetmil Management, Texas Tech Undversity, P.0. Box 41240, Lubbock, TX, 7940%- 12440, US4
=* Correspanding authar. School of Electronde and Electrical Engineering, Sunghyvunkowan Undversity, 2066 Seobu.ra, Jangan-gu, Suwan-sl, Gyeonggi-do, Repuhlic
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their cognitions and expectations (Feider, 1958; Park et al., 20240
Kevertheless, the iterature on the effects of luxury brands’ perfumes
on consumers’ memory and positive emotions is lat.kmg.)dmnvu |Jt|l=

Jumnl af Revailing aml Cosmsmer Seeios 00 (20261 MH66T

cognitions (Errajan . 20 Span berg et al., 2006). Cognitive
imbalance leads to dissatisfaction {1 195E) and encourages in-
d.i'rirluals to avoid tension or resolve their psychological state of

is known about how a particular scent affects peych
states and their emotional conmection toe the luxory 1:r.u|:| therehy
increasing purchase intentions for luxury prodocts. Luxury fragrances

by changing their beliefs, atiitudes, and bebaviors (o restone
balance {Park et ]_ However, :nghve balance is achieved
when i i amnd ions,

significantly shape personal identity through the lens of ey

T img in a peyvchological state {1 1558}

chalegy and are increasingly appealing te younger consumers d.n: to
their afordability and ing niche i

[Voyer, 20200 Accordingly, understanding how Jusury fragrances
impact consumer decision-making and brand loyalty will help luxury
brands develop more effective fragrance sirategies and better target the
FOUNE CONSUMEr SEgment.

Tus bridge these gaps, we propose the following research questions:
QF. How does scent congruence with the [y brand imoge affect con-
sumers' positive emotions? and Q2 How doss scent congrience with the
luwtery Brand image comsumers” memory and fovorafle renctions?
Accardingly, Study 1 explores differences in positive emotions based on
seent congruence [vs. incongroence) with the hncury brand image nslng

According to scent research, strong olfaciory congruence with the
bﬂml image n:u:u a Iﬂlam:ad experience that can evoke pagitive
and b rﬁp-unss su:h as satis

Green et al., 2023 Spongenberg et al, 2006} Cnnuus: by, w:ﬂk olfac-
tary congruence with the brand image is perceived unfavorably,
crenting dissonant or unpleasont avoidance reactions, including the
clesire b beave the store, lack of intention to revisie, and unwillingness

spend mocey (Esrmiaa ef al, 2M20; Spangenberg et 1%
Th! role m‘.wmt-bmui comgruence in shaping consumer emotions,

the electroencephalography (EEG) methad, which
emations through biclogical brain signals (Zhao and Wang, 2021). Study
2 irically the affect of scent congruence with the
luxury brond image on memory and preference, as well as their ree
lation=hips with satisfaction, brand resonance, and purchase intention
for luxury products,

This stuely extends interdisciplinary research an luxury retailing by
employing a mixed-methods approach that combines EEG and quanti-
tative amalyses, Prior scent stuies, primarily survey-based. have shown
that alfactory congruence with the brand image enhances posllw:
emations, memary, and approach responses (Eroajoo et al., 2008,
Green et al., 2033 Spangenberg et al., 2006). By combining nearal and
el remltnddn this study provides new insights into how consumers’
Brain activity and cognitive evahstions respand to scents aligned with
the luxury brand image. We further advance theoretical understamling
of cognitive balance theory and the Proust effect by illusrating how
these two theoretical frameworks can be integrated to explain con-
sumers’ affective-cognitive responses to scent-brand congruence. As

consumers experience emobional reactions and cognitive jusdgments
simultansuusly, this study offers a novel perspective on how these
processes interact. Furthermore, this research contributes to the luxury
retailing litersture by demonstrating that congruent scents foster con-
sumer memaery amnd emational connections t© a bramnd, ultimately
enhancing purchase intention. Thus, this theoretical contribution ad-
vances vur understanding of comsumer decision-making by demon-
strating that a brand cue can shape cognitive responses and behavioral
intentions for Juxury socents, with consumers favoring scents from
high-reputation brands (Morrin and Ratneshwar, 2 1

Additicnally, this research provides notable implications for luxury
marketers to establish effective strategies for developing fragrances that
enhance positive consumer reactions and relationships, as well as in-
crease brand loyalty and sales. As luxury brands lunch new fragrance
categaries and personalization services, understanding how congroent
seents with the huxury brand image impact consumes decision-making
helps enhance Fagrance development that aligns with bramd identity
and supparts a 1l brand strategy. O Iy, lux-
ury brands can develep unique fragrances that resonate with consumer
brand experiences and attachments, revitalizing luxury retail sales.

2. Theoretical background and hypotheses development
2.1. Cognitive balance theory

The cognitive balance theory posts that individuals eypically strive
b maintain internal harmony and consistency in their attituces, values,
and behaviors {[leider, 1958). People generally prefer balanced over
unbalanced situations and ssek to achieve consistency among their

and r remaing d, although lux-
ury brands such as Louis Vuitton, Gueei, and Bottega Veneta have
inbn lines in respanse o the growing pepularity of

high-end niche scents as affordable lacury (#1oro, 2025). Olfactory cuses
m.EI.nuu:: consmers’ :ngnmn and affective responses, :hapulg their

perceplions, and dors {Rimbkute ef al., .
Accondingly, examining how scent congruence with brand image in-

the ision-making process— through  positive
emotions, memories, and approach responses—is critical for developing
effective marketing strategies for luoxury brands and their fragrance
lines, Therefore, this stucy examines whether congruent (vs. incon-
gruent) scents with the luxery brand image can be assessed a5 a balanced
situation that elicits approsch reactions, such as consemer preference
and memory.

2.2 Proust effect and the role of scemt congruence with the oy brand
imaye

The Praust effect, anlmman effect, was mouted by French writer
Marcel Prowst (Err 0 Gresn et . 202N It refers b
|r|w.|l|n|1:uy memory triggered by the senses, P.II.'|II:|.I|;LT|.]' smell {Green
et al, 2023 Obaction is considered a prmary human sense that con-
nects io :nmli.um and memmories [De Lucs and Balello, 2
J0E). This effect denotes that individuals often recall emodicnal
memories associated with past events when triggered by a particular
scent (Van Campen, 2004) Namely, memory for specific information
can be enhanced when the same scent is present during both the
encading and retrieval processes (Rimboue ot al, 2016). Indesd, scent
can evoke an individual's nostalgic memories that elicit positive emo-
tions (Green ef al, 2027). Pragrances prompt more emotional and vivid

The Proust effect, whersin a scent evokes memories, can be under-
stoael through the lens of cognitive balance theory. Exposure woa
familiar brand scent can result in a balanced state aligned with the brand
image, evoking pasitive emotions, faverable cognitive evaleations, and
nostalgic memories that may uliimately lead to approach responses,
such as satisfaction and behavioral intentions. Thus, among the various
senses, scent has the greatest impact on marketing practices and con-
sumer behawior (Li 18] Specifically, scent plays a crucial role
in erhancing customer satisfaction, evoking positive emotbions, brand
memory, brand evaluation, and behminm] intention (Errajas et al,
2020, 2021; Herrmann et al, 20013 Mo d Rz 2003).
However, consumers’ unoonscious emobtional reactions can soametimes
flict with their conscious cognitive judgments (Locwenstein of al,
1. By integrating the Proust effect with cognitive balance theory,
this study explores how a previowsly encountered loxury beand scent
elicits positive emations, memary recall, and favorable evaluations.

Given the importance of understanding scent-brand congruence, we

nesbvar,
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designed the follvwing studies o provide insights that guide strategic
fragrance expansion. Sty 1 explores how congrisent (vs. incomgruent)
scents with the luxury brand image influence consumerss” positive
emotions as affective responses. Study 2 extends this by examining the
mechanism undedying the efect of congruent (vs. incongroent) scents
on approach responses, Soem:nr:gmmr:ﬂupﬂmpgmlluapp'mllml
memary, leasding to approach y, scent po

liie., joy amd likingd and scent familiarity are key Bactors representing
consumers’ cognitive appraisal and memory (Errajaa ef al., 20020, 2021;
He: r 2 o Ratneshwar, 2003). In particular,
scent congruence amphﬁs approach responses, such as positive emo-
Hons, satisfaction, scent pleasantness, brand recall, attitudes toward the
brand, and purchase intention (De Luca and Botelhs, 2020; Errajaa
2021; Morrin and Batneshwar, 2003). However,
suggest that scent congruence does not always increase
purchase likelihosd. Thess mived findings highlight the need o
comprehensively examine how scent congruence with brand image in-
Auences consumer decision-making.

Consequently, the impact of congruent (vs. incongruent) scents with
the luxury brand image on consumers’ affective, cognitive, and behav-
jormal responses was investigated. In short, this shedy posits that
vcongroent (v, incongruent) scents with the luxury brand image evoke
consumers’ affective reactions [positive emotions) and cognitive re-
actions (soent preference and memory) that lead o satisfaction. There-
fare, the following hypotheses are proposed:

HI. Higher scent congruence (v incongruence) with the luxury brand
image leads to higher positive emotions.

HZ.  Higher scent congruence (v incongruence) with the luxury brand
imaye leads to a higher evaluation of scent preference.

H3. Higher scent congruence (v incongruence) with the luory brand
image increases the likelihood of consumers remembering the scent.

HA. ©

rievale

scent pr ‘pasitively i satisfaction.

H5. Consumer scent memory positively influences sitisfaction,
2.3 Orard resonmee

Brand ressnance refers to the nature of the consumer-brand rela.
Heanship, specifically the degree to which an individual connects with a
brand and feels ‘in sync’ with it (Jar ul, 2031). Bramd resonance
denotes a customer's level of engagement with amd attachment o oa
brand, reflecting consistent and harmonious interactions aligned with

the consumes's values and goals (Keller, ©
ta which an individual has psychological and emational connections
weith a brand (Keller, 2012; 5 024], It is the highest level ut
the consumer-based brand equity model pyramid v etal.
ing brand brand amned bc.mr.l]unlg
ment {Tussio ot al., 3023)

Consumers with high brand loyalty are likely to experence brand
resonance (Eeller, 2003; Sharma 2024). Moreover, lusury con-
sumers bend 1o develop high resonance with luxury brands due (o per-
somal and hedonistic connections with the brands (7 wt al, I03T).
Millennial consumers, born between 1580 amd 2000, cultivate luxury
brand resonance through luxury brand salience, which refers to the
brand's prominence in consumers’ minds (¥ et al, 333 Sharma
et al., 2024). Bramd resonance is also shaped by consumer satisfaction
and enhances purchase intention and luxury consumption {Hosainel al.,
122). While previous literature has demonstrated o direct effect of
congruent scents with Eh.e bcrand image on comsumers’ approach re-
b this study uniquely proposes a
segjuential dﬂ.liluﬂ makmg process that includes satisfaction, brand
resonance, and behavioral intentions (ie., purchase intention). There-
fare, we propase the fllowing hypotheses:

121 It represents the degree

H6.  Satisfaction positively influences brand resonance.

ol aff Beailing anl Cosemes Seavie B0 (H028) [l466T

H7. Brand resonance positively influences purchase intention for lux-
ury products.

3. Study 1 - EEG analysis
3.1, Owerview

This stxly employed a concurrent mixed-methods approach, @l
lecting EEG and quantitative data simultaneoudy. This research design
addresses the limitations of using either method independently, thus
providing a holistic perspective on the findings from immediate brain
reactions and perception-based responses | 2003}

Study 1 ges EEG is to how scent congruence
{vs. incongruence) with the luxury brand image affects consumers’
pasitive emotions, testing 11, The application of EEG facilitated the
integration of newrscience with psychology and consumer behavior.
The EEG method i a precise and effective approach for sdentifying
immediate emations through brain signals, which play a vital role in
consumer decision-making (7hao and Wang, 20210

EEG spectral power provides valuable insights into the brain's af-
fective processing. Building on prior alfactory EEG studies, changes in
power spectra, particulacly in the lovwe.adpha and theta bands, have been

i linked with variations in emotional valenee and arowsal. We
interpret these i as ih rather than
definitive indicators of emofional gates, consistent with current per-
spectives advocating multi-modal approaches o emotion assessment in
affective neurascience.

Prior studies on discrete positive emodions indicate that subjective
ratings of joy and liking correspond to characteristic spectral -topo.
graphical modulations, including frontal theta and lower-alpha changes
(Flu et al., 2017 Yuan and Lia, 2022). A substantial body of research
demumstrates that theta band (4-8 He) power reliably increases during
pleasurable and joyful experiences across modalities. [ coal (20
identified positive comrelations between self reported joy and frontal /-
midline theta activity, the link theta enb
and subjective joy. Similarly, Memati et al. (2019) and © et hanj

20319) found that music-evoked pleasure elicits enhanced frontal a'n.d
midline theta activity, reflecting engagement of emational-attentional
amd reward-related networks. Chabin et al. (2020) further showed that
intenssly pleasurable musical chills are accompanied by mobust increases
in thets power in regions associsted with reward processing. Although
these sudies emploved auditory stimuli, the findings converge an a
general principle: subjective joy and pleasaniness co-uceur with theta
ephancement, which we also abserved in perffume-evoked responses.

Regarding liking, although it is beh.sumcrally definexd, its eLeu.uo
physivlogical signature has become i i well
Deecreases in loweralpha power, typically mh:rpr:lnd as alpha event-
related desynchronization (alpha ERD; Event-Felated Desynchroniza-
tion), reflect increased cortical activation associated with attentional
engagement, motivational salience, and posdtive evaluation. flu et ol
71 demonsirated negative coorelations between subjective liking
and lower-alpha power, directly supparting the role of alpha ERD as a
neural marker of preference, Zhao ef al. (2018) reported that positive
emotions with affilistive or “care-liking” qualities elicit stronger
left-hemispheric activation and redeoed frontal alpha power, reinforcing
the interpretation that alpha suppression tracks approach-related posi-
tive affect. Additional evidence from Zhao e al. (2 indicates that
multi-target classifications of pogitive emotions consistently rely on
lower-alpha ERD as a discriminative feature. Collectively, these findings
converge an the principle that preferred ar positively evaluated stimuli
reliably induce lower-alpha ERD, which aligns closely with subjective
liking judgments and supports our operationalization of liking in the
present study.

Taken together, these converging findings indicate that theta-band
ephancement s a wellestablished nesral madeer of joy, wheneas
Iower-alpha ERD reflects a validated electrophysiological correlation of

iclowical
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liking and preference. Accordingly, the spectral indices used inour ssudy
reflect well-validated neural mechanisms undedying positive affect and
subjective preference, confirming that our operatienalization is groun-
ded in ighed

atory interpretation.

wsiological principles rather than explor-

3.2 Sample selection

We collected data from 20 participants in the United States (M. <
X3.35, 50 % female, and 40 % Hispanic, Lating, or Lating] (see Table 1),
Typically, EE‘G research invelves fewer participants, ranging from 5 to
20 ([ rg, 20181 The target participants included Millennials
[boen ween 1581 and 1996) and Generation 2 (bom betwesn 1957
and 2007 who had in hooury within
the past year. They represent a significant portion of the luxury markes,
with an interest in o small ined particularly in the
fragrance segment, and unigee luxury experiences [(Bain & Company,
24; de Kepviler and Rodriguse, 20150
The sample size of the EFG datasst was 20 for cach scent acrass two
repeated sessions, resulting in each of 40 EEG datasets for the incon-
gruent scents [Group 1: Scents A and B), the controlled (unscented)
wcondition (Group 2: Scent ), and the congrsent scents {Group 3: Scents
[ amel E).

3.3, Procedure

EEG analysis was employed to sccurately measure immediate posi-
Hve emations through brain waves (Noh et al., 2018). We prepared five
different soemts (A = Peony, B < Jasmine, C = Water, [t < Louis Vaitton,
E = Fluffy Musk), divided into three grosps: Group 1 = incongruent
seents (A and B), Group 2 < control (€), and Group 3 -« congruent scents
(D and E). Scent D was selected from a moderately priced fragrance
‘brand but was presented v the participants as a Lowis Vuitton scent st
the beginning of the experiment. Scent E ways chosen as the congroent
seent with the hoowry brand image becawse it was similar to seent D,
which had a musky fragrance. Scents A and B were distinct from scents I
and E. To prevent participants from being biased by bottle design, each
perfume was transferred to wnlabeled bottles labeled A, B, © Dy, and E
(== Fig. 1),

Before the EEG sessiong, were expased o
seent [ (Lowis Vuitton) to amsess their propensity to remember scents

wongruent with the houry brand image. Durng the experiment, EEG
signals were shtained from the Nexus 10 MK Biofeedback Device, a
system designed to measure a wide range of physislogical signals. We

Table 1
Demaographie information.
Categary Proyursey Perzcnitage (")
Gemder
Mk 1n 50.0 %
Female 1 Sil0 W
Exhniziry
Afracan Aferacan of Blick 1 50%
Asian 2 TR0
Asian Amisican 1 50%
Ciruezasise o Whine L] k0w
Hispanie, Laties, Lacing B IR0
Mixed Race 2 TR0
Emplayment
Winrking full- e 4 Jik0 W
Wirkisg par-Liss: B A0 %
Eaudent B IR0
Average Annual Inooms
Liis dhan S25000 1 50.0 %
EZE 00 - §40,000 T 60w
S50 - 574,500 1 5.0%
Priclis nol I sy 2 Lik0 %
Total 20 100 %

Joarnnl of Revailing ol Comumer Seevices 00 (202361 F09663

measured two channels of brain activity by placing two different elec.
trodles on each participant’s ferebead. With a sampling frequency of 256
Hz, raw EEG signals wers obtainesd from the respective channels.

Our measurement process involved hardware-level and software-
level EEG preprocessing, comducted by the NeNus system (hardware)
amd BivTrace+ {software), respectively (Mind N Europe, 4,
Mind Media, 201 8). The Nexus system employs active shielding for EEG
measurement (Hind b 8 41, a feature commanly foand in
ather contemporary EEG measurement systems such as ANT Newro,
CGX, amd Brain Products. This hardware-based active shielding mech.
anism suppresses mains (5060 Hz) and other electromagnetic inter.
ference (EMI), thereby improving the sygnal-te-noise ratio (SNR) (Mind
Media Europe, 2024} In conjunction with a high impedance, high
eommon mode rejection ratio (CMAR) instrumentation front end, re.
sidual disturbances are shifted into common mode and effectively
rejected (hind Media Europe, 2024). In BioTrace+ with the NeXuos-10
MEIL, raw EEG data were preserved, and we utilized the default pro-
file (5060 He notch off, display smoothing disabled, no RMS offset &
naise level correction) (Vind Aedia, 2018) Theta and ower-alpha
bands were isclated nsng configurable digital band pass filters with
cutoff frequencies of 4-B Hz (theta) and 8-10 Hz (lewer-alpha) in Bio-
Trace+, with artifacts marked during sessions and excluded at export o
ensure replicability (Mind Wedia, 2018).

The EEG spectral power for each frequency band was expected o
illustrate neural responses to positive emotions using the pspectrum()
function in MATLAR R2025a. Our frequency bands of interest were theta
(4-B Hz) aned lowalpha (8-10 Hz), From each EEG segment, we
extracted amplitudes, their Auctuations (zero-crossing rate), and their
average power spectral density to quantify neural activity.

IG data were recorded to capture real-time responses and corme.
lated with participants” online survey responses. Participants snifed
each scent for 30 s using perfume test strips and were then given 90 5 1o
complete the survey. Each participant completed two repeated sessions,
smelling each of five different scents twice, for a total of 10 miffing
trials. The entire experiment, including scent exposures and online
surveys, hslﬁ.applmmb:lyﬂmn (see Fig. 21. A manipulation check
in perception betwesn congroence,
incongruence, and water (o scent) conditions.

3.4, Results

FEG amplitudes amd their fuctuations were  comelated  with
emotional responses. We assessed two positive emotions, namely joy
amd liking, by examining their EEG amplitudes and fluctuations in the
theta (4-8 Hz) and low-alpha (8-10 Hz) bands, respectively (Hu et al.,
20070 Fig. 3 illustrates average EEG signals for the theta band (positive
correlation with joy) and low-alpha band [negative correlation with
liking) over time, indicating that the EEG signals of Scents A (Peony) and
B (Jasmine) flsctuate more often with higher amplitudes in joy and
liking compared with those of Scents D (Louis Vuitton) and E (Fluffy
Musk]).

From this observation, we adopted the zero-crossing rate [ZCR],
which provides infarmation about the temporal fluctuaton of the
amplitude signal in the time domain, The EEG synals with features
including ZCR have been widely used in vardous felds such as daily
commumnication, sleep, and emotion recognition (Lo 2025).
Notably, ZCR has besn applied o emotional activity, as higher ZCR
indicates a more violent EEG oscillation, correlating with brain activity
in the EEG signal (Pyreowski et al 1), We performesd a paired pes
to statistically compare the ZCR between the combinational pairs of
Groups 1 (incongruent scents], 2 (no scent], and 3 (congruent scents),
focusing on the theta (positive correlation with joy) and lew-alpha (zha
carrelation with liking) bands. The results revealed significant differ-
ences in ZCR values between Growps 1 and 3 for both theta (p < 0,003,
95 % C1 = [0.002, 0LD0E]) and bow-alpha (p < 0.000, 95 % CI = [0.003,
0.0077).
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Fig. 1. The bottles of five different scents used in the EEG experiment.
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Fig. 2. EEG experiment design.
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Fig. 3. The theta band signals (positive correlation with joy) and the low-alpha band signals (negative correlation with lixing).

Fig. 4 displays the average power spectral density values of each
group under and i scent Jiti igh il
their lations with As shown in Fig. 4, incon.

included B0 samples (20 participants » 2 sessions »x 2 scents per cate-
gory: congruent vs. incongruent), yielding power values of 0.908 for
theta and 0.997 for low-alpha, indicating that the sample size was

gruent scents (Scents A and B) elicited greater theta-band i
indi a stronger with joy than scents (Scents
D and E). Con y, scents procuced lower in the
low-alpha band, reflecting higher liking. Therefore, 111 was partially
supported.

We also performexd a power analysis to validate the sample size of our
study (VanVoorhis et al, . In this context, the power is defined as
the probability that the t-test rejects the null hypothesis when a differ-
ence between two groups actually exists. The sample size is considered
sufficient when the power value exceeds 0.8. In our study, each group

liably detect the observed effects in both frequency bands.

4. Study 2 - quantitative analysis
4.1. Overview

Study 2 employed a analysis appi to explore how
scent congruence (vs. incongruence) with the luxury brand image in-
fluences " memory, i and b ioral in-
tentions, testing 112-117. The survey method was chosen due to its

154



£ Nimi i al.

i P

e

() The frequency of thie theta band

Joarral af Retailing oal Cosarnmer Senion 00 (2026) F0466T

R Bt

e —

. PR

{b) The frequency o?du low-alpha band

epr——

Fig. 4. (a) The frequency of the theta band (Le, pesitive correlanan with jov) in each scert and (b) the frequency of the low-alpha bard (ie., negatdve carrelation

‘with liking) in each scent.

widespread use in causal relationships in ision-
making. Specifically, Study 2 examined the impact of scent congruence
[ws. incongruence]) with the hocury brand image on consumers’ scent
preference and memary, leading to satisfaction, brand resonance, and
intention b purchase the luxery brand's products. A wial of 200 dat-
sets were collected for quantitative data analysis (20 participants x two
repeated sessions for fve scenis).

4.2 Megsirements

The survey guestionnaire link was created vsing Qualtrics. Seven-
point semantic differential scales were employed o measure scent
preference and sceni memory (Morrin and Ratpeshwar, 3003). Scent
preference inchxled pleasantness [very unpleasant/very pleasant] and
liking {extremely mot like a alldike a ), while scent memory
comprised familiarity (not very familiar/very familiar) and similarity
(not very similar/very similar), adapted from Morrin and Fatnes oar
12003 ). Seven-point Likert scales wers utilized (1 = srongly disagree; 7

strangly agres) to measure satisfaction, brand resonance. aned pur-
whase intention for the luxury brand’s products [¥i et ol 2021; Teah
. MN23; Bian and Forsythe, 20120

4.5, Results

4.5.1. Measurement model reslis

To evaluate the reliability and validity of the measurement, we
employed Mplus B.8. As shown in Table 2, the results of the confirma.
tary Eactor analysis (CPA) exceeded a threshald of 005, confirming the
convergent valicity of the construets (1t Jr es al.. 20200, Cronbach's
alpha was greater than 090, and compasite reliability was above 0.7,
demonstrating the reliability of the constructs (| lair Jret al, 20 The
average variance extracted [AVE] values exceeded the eriterion of 0.5
{Hair Jr ot al, 20200, Table 3 shows that the AVE walue for each
construct was greater than the correlation between constructs (Fornell
and Larcker, 1981). Table 4 indicates that the heterotraib-monotra
rafio of correlations [HTMT) values was less than 0.90 (Hair e et al |
20200, Conseguently, discriminant validity was establishe.

WIF vahses ranged betwesn 1 and 1.524; thus, no significant multi-
collinearity istues were detected (Hair Jr et 2l 20200 In PLS-SEM, a
melel i¢ considered fres from common method bias if all VIF valses
abtained from the full collinearity test are equal o or below 3.3 (Kock,
Therefore, common methad bizas was not observed in this study.

Additsonally, the overall assssament of model fit was acceptable (3

405.22; df = %9 CFL = 0.94; TLI = 0.92; RMSEA ~ 0.11; SEMR =
0061 RMSEA may be less appropriate for evaluating maodel fit with
samples smaller than 2506 (Elu and Bentler, 1999), With CFI and TLI

Table 2
Resules of reliahility and comvergent validivy.
Conslruis [ Loadings  Crenhack's Corrpsine Avenge Varsance
Alphs I Extracted {AVE]
Seent Pecference: (Momin s 8P TR secet wes very seplimsant - very plisant LEET L s 09z
Rl e, 2003) a2 Tl seveit i elsisiady ool like al all - like o la [FUEE]
Beenn Meery (5 ard M1 eo the Lowsis Wuiilon scent, nol veey 0081 0054 D960 0956
Ratreshag, 2000 Hamilier - very famdar.
SM3  Compasid o the Lodis Vuilses seent, ool visy similar 0,920
— wery similir.
Ratsfactaon (Yo al, 2021 BATL  Dam sarsffed witk this soeal, 0.O97R OOTE DaEs nAsE
BATZ  This seomt boa pood seont bo smell 0.1
BATE  This seomt swets my exposiatiom. 0936
Bt B seniiioe (1o BR1 This beand woiild be oy G chsice. 0.H08 0048 090 0.8
M) BR2 1 eomsi sl 1 b lowal 1o dhis beand. 0.e00
BEE Dby o (i brand loves. 06D
BE4 D likse lip Doé cmh ied i doninuiies Db o D88 Beand. 02
BES N willisg [0 talk posilivdy sbaul B brand. DE52
Puirchase Istention [Sian el (1] A e gsdiig D prorchice: & peodect, 1would [EL 0366 DTS 000
Forsythe consider bsying this beaed.
P I 1w shopgieg for o Bresd, the lkeSueod would 0947
purchase this Brasl is high
P My wilismgness 1o by i beand would be high @1 0,928
ing far o bennded product.
P4 T proirhalbsilicy tear [ woshd consider buying this 0,940

Bramd is high
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Table 3
Discrimirant validity - Famnell.Larcker criverion.

Joarmal of Retailing and Cossmer Seavivoes 00 (0281 T0486T

Soenl Prefirense Soent Missiory Sl blaition By ista] Rescstane Piirchise Istention
Seent Preference D000
Sednil My e 0.953
Sarifaction 073z L.76E T
B B serinnos 0604 0.591 o7 0978
Purchase lssention n7s .74 D780 O.5ET 0.0
Table 4
Discrimirant validity - HIMT criterion.
Sl Prefininse Soent Misiory Sl blaition Brishl Rescetance Piirchise Istention
Sednil Preferenit
Seent Misey DA
Satsla o 0824 074z
B B serinnos a77rs ns3x 0.F5F
Purchase lssention 0.TER nals 7R [ o]

values of 0L90 ar abave and an SEMR of 0.08 ar below (Niemand and
2018}, the model fit was desmed acceptable.

4.3.2 Hypothesis testing

To test [17 and H3, a one-way muoltivariate analysis of variance
(MANDWA] was performed using SPSS 2000, The assumption: for
MANOVA were asessed, including multivariate normality and homo-
geneity of covariance acroas groups. The assumption of normality was
evaluated using the Shapiro-Wilk test, which indicated a significant
deviation from normality (p < 0U000). Conssquently, 3 non-parametric
‘method, specifically the Kruskal-Wallis test, was employed to compare
the groups, and the results of the Kruskal-Wallis test revealed a signifi-
cant difference between the groups (p = L0000, Additionally, results of
Bow's test confirmed that the assumption of the homogeneity of
variance-covariance was met (p = 0.2425

The results of the MANOVA indicated significant effects of scemt
congruence with the luxury brand on scent preference (F [2,157]
11,082, p < 0.000) and scent memery (F [2,197] < 51595, p — 0.000),
As indicated in Table 5 and Fiz. 5, scent preference was higher in the
seent congrience condition with the luxury brand image (Memproeas:
5431, 5D « 1.501) than in the scenlt incongruence condition (M.
cengramee © 4800, 5T = 1.562). Seent memary was also higher in the
seent congrience condition with the luxury brand image (M,
4.381, 8D ~ 2.126) than in the scent incongruence conditions (Mg,
csngrames —~ L.BEL, 8D < 1.506). Therefore, 12 and [13 were supparted.

Tov best [14-117, we employed a structural eguation madeling (SEM)
anmalysis using Mplus BB, The results indicated that scent preference
pasitively influenced consumes satisfaction (f = 0,823, p - 0.000, 95 %
CI - IQ.TS\Z_, QL.ETAT), mpporting 114, Scent memory alse positivedy

i ion (f = (0.735 p = 000, 95 % O =

[0.684, D.FET]). supporting H5. Furthermore, consumer satisfaction
pasitively influenced brand resonance (f < 0.F79, p < 0,000, 95 % CI <
[0.713, 0.832]), supporting [16. Lastly, brand resonance positively
influenced purchase intention (f < 0.972, p < 0,000, 95 % CI < [(.955,
DL9ES]), supparting 17 [see Table & and Fig. 6). Additionally, consumer
satisfaction had an indirect effect on purchase intention through brand
respnance (f < 0L681, p < 0LODD, 95 % CI = [0.569, 0.753])

comgresns

Table 5
Hesulis of pesting &

ane-way muliivariaie analysis of variance IMANOVA]

5. General discussion

Luxury fashion brands have expunded their offerings o0 include
fragrances, which represent an affordable luxury, Luxury fragrances
allow consumers to access the hooury experience while maintaining a
sense of unigueness. In pursuit of this trend, the present study explored
the effect of scent congruence with the luxury brand image on cone
sumers’” positive emotions, memaory, brand rescnanee, and purchase
intention. This study specifically focused on Millennials and Generation
Z houry consumers. Although they do not represent the core luxury
consumers who dominate high-end experiential spending, younger
generations account for a substantial share of the current luxury markes
ard ghow a strong preference for small indulgences, particularly in the
fragranee category (Lain & Company, 2024} Our findings also highlight
that when these younger lusury consumers encounters a scent that aligns
with the lnury brand’s image, their cognitive responses, such as eval-
uations and memuory, become more positive. This alignment drengthens
their connection to the brand and increases their likelihood of purchase,
Thus, this study dem; that the of luxury brands into
the fragrance ssctor can appeal to Generation X (Sandler, 2035), thereby
fostering brand resonance and increasing profitability.

Specifically, the results of EEG analysis in Study 1 indicate thae
congreent scents with the luxery brand image correlate more strongly
with consumers” liking than incongruent scents, aligning with previous
findings (Er 1. Liking, intertwined with perceptions, is
eonsidered o companent of preference (A and Ftpes 00%).
Meanwhile, incongruent scents evole stronger feslings of joy amaong
consumers than congruent scents due to their sunprise factor and nov-
elty, creating a stronger impresion by contrasting with typical brand
awociations.

Unlike the results yielded by EEG analysis, Study 2 empirically
demonsirated that consumers were more likely to prefer and remember
scents recognized as congruent with the luxery brand image during
oognitive evaluation. This supports the nation that fragrance can trigger
personal memories [Fo 20) and that a well-established
bramd name can serve as a cee for recall imd. recognition in consumer
decision-making regarding fragrances (M wnd Ratneshwar, 2003).
Cur findings suggest that fragrance fosters brand resonance, establishing

ai et al, 2

Depemdint Variable Scent Congruimce M Muean Dilfesmsece in F pralue

Sednil Preferenit Ciomggienil 5.431 0e31 L5m 33.082 D00
Rewomgnaent 4800 1592

Sednil My Ciomggienil 4.381 L500 2126 52.505 D00
Rewomgnaent 1.ERI LA

156



& Fim &l o,

el of Retafing disd Cosisriar Saiced 00 (2006) 10MBET

Comparison of scent preference and memory
across scent congruence conditions
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Fig. 5. Comparisen of scent preference and memary across scent congroence with the luxury brand umage canditions.

shapes bath ] amad cognitive e
sponses to brands. The Proust effect suggests that familiar scents rigger
memary and positive emotions (Green e al, 2023). However, Study 1
showed that congruent and incongruent scents can evoke positive
i i ways, as reflected in EEG-based neural pe-

sponses (ie, congruent scents elicited liking, whereas incongroent
scents Elu:llﬂlpﬂ This menee extends the Proust effect by indicating
tovward mity ot always manifest at
the neural level Study 2 further demonstrates that went congruence
with the luxury brand's image enhances memory recall, cognitive
evaluations, and positive behavioral intentions, aligning with both
cognitive balance theory and the Proust effect (Errajos et al, 2014,

Beyamd the interaction of thess two thearies, cur paradoxical find.

o study exp how
Results af testing HA-87.
o Hypath: tical Piah [5:} s 9550 Rasull
Relaticmships  Cocllicints i iRt
Hi  Saenn L.BE 0OZT GO0 (D72, Ssppesied
Prefcnifoe — 0EM]
SatEfadin 5
HS  DeerMesey 07 DOEE G000 [06A4,  Seppeened that b
— Somiefaction 07871
Ha  Samfactia - 077 00% G000 [0713,  Ssppeeied
[ 0.532]
Besctiniess.
. H‘m . o T ‘[JI].;:?. Sappested H20; Spungenbery et al, 2006).
Puurchasi
Inrention

pswchological and emotional connections that drive luxury consumption
Qusain et al, 20230 Conseguently, cangruent scents mgm-:n thie
luxury brand’s impact on consumers’ minds (K L 2022} and
enhance memory, emodional connection with the 'hr-!r.nL ar.nl parchase
imbention {1 al, 2013; Marrn Rt
neshwar, 20035), In summary, the extension into the fragrance sector
benefits luxury brands by reinforcing consumes-brand relativaships
(Yoo, 2024 Owerall, EEG and guantitative analyses revealed that
fonal reactions by brand signals) and cognitive re-
sponses (based on ev differ in ision-making.

ings between affective and cognitive reactions can be bridged by a dual:
process model, which proposes two distinct systems of information
processing: (1] a cognitive system and [2] an affective system (Gregaire,
2003). Although these systems operate simultanssusly, scent congru.
ence with the luxury brand image (o balanced experience) can elicit

pusitive cognitive assessments, whereas scent incongruence {an imbal.
anced

affective 1 such as joy

) can trigger im
]

In summary, our findings highlight that emotional and cognitive
respanses aperate simaltanecusly in shaping overall reactions to brand
Eragrances. The impact of scent congruence with the luxury brand image
mlm:lu:du:be positive emotions cannot be generalized. Beyond affective

By integrating engnitive halance theory and the Proust effect, this T TSP ogHl thar brand  cies
Seent
Preference Hd: f-0.821%0
WG: fle0. 779" W7: 0972

Satistaction . Sobod Purchuse

Resonance Intention
HS: F=0, 7355

Scent Memory A

Fig. &. Resulis of stady 2.
Mober p - D05, TP - QL TP o DUODL.
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systematically influence cognitive evaluations and behavioral intentions
in the luxury scent comtext (Morrin and B }. Ultimately,
this stucy underscores that luxury brands' extension into the Fragrance
categary can be an effective strategy to augment brand equity by
strengthening relationships with consumers and inducing  positive
behavioral intentions (Ahn el a HE)

atne

5.1. Theoretical implicoiions

This stdy adwvances interdisciplinary research on luxury brand
scents by employing a mixed-methods appreach, including EEG and
quantitative analyses. It also unlocks the potential of afective newns.
seience in luxury retailing. Prior scent studies have primarily tilized
quantitative methods to identify the impact of scent congruence with the
luzury brand image on consumers” emotions, perceptions, attitudes, and
purchase intention {Errajaa ef al., 2048, 20, 2021, Hermmann et al.,
33 Lin et al., 2008), Our findings provide novel insighes for devel-
oping luxury retailing strategies by emphasizing the importance of scent
oongroence in shaping consumers’ cognitive evaluations, memory
recall, and behavioral @ i Thus, we highlight the value of
revisiting previous resenrch on the effectiveness of scent congruence
with @ huxury brand image using a mixed-methods approach.

By integrating E0G and survey methaods, sur study further expands
existing research on hocery scents, demonstrating that consumers’ im-
m:dube ummmll reactions detected through brain signals and their
cogni from subjective evaluations can differ in their
alignment with the scent congrisence [vs. incongruence) of the luxury
brand imape The novelty of this study lies in the partial contradiction
between the EEG and survey method results. In other words, this study
provides insights into hcury seent reseanch by showing that consumers'
mcanscious emotional respanses can conflict with their conscious
vcognitive evaluations (Loewenstein <t al., 2001). This discrepancy sug-
pests that i i tional and eognitive amesments
should be treated a5 distinet processes when examining consumer ra-
actions te luury scents,

Furthermore, we applied cognitive balance theory and the Proust
effect to explain how congruent (vs. incongruent) scents with the luxury
brand image influence affective, cognitive, and behavioral responses.
Our findings reveal that luxury brand scents can evoke individuals'
memaries (Green et al, 2027), but not necessarily all types of pasitive
emations, challenging the generalizability of the Prowst effect. Referring
b the Proust effect, we suggest that scents elicit positive emotions when
they are related to lng-term nostalgic memories, such as the smell of a
muother's spap or memorable past events, rather than with shart-term
experiences (Green et al, 2023, Van Ca n, 20014} These insights
imply that luxury brands should adopt leng-term fragrance marketing
strategies to approach a broader range of consumers,

A.Lllllhumally, the paur.lncuﬂ.l. ﬁ.n.dlngs between emotional reactions
and cog) provide unigque insights inte
vognitive balance theary and the Proust effect. Our paradoxical findings
can be interpreted throagh the lens of the dual-process maodel, which
pasits cognitive and affective processing systems separately (Gregoire,
2003). Although these systems operate simultanecusly, scent congru-
ence with the houry brand image [a balanced experience] elicits
memary recall amd positive cognitive assessments, while scent incon-
gruence (an imbalanced experience) triggers immediate emational re.
actions, such as joy (Loewens: 1. Thus, this dual-process
Framewark helps in understanding distinet affective and cognitive re.
spomses toward fragrances, illustrated by cognitive balance theary and
the Proust effect.

Lastly, this study enhances our undecstanding of consumers” sensory
experiences, particularly olfactory cues that resonate with the lusery
brand image, thereby improving consumer satisfsction, brand reso-
nance, and the intention o purchase luxury items from the same brand
{Hu etal, 2022 T 1 It also sheds lighe on bow brand
cues influence consumers” memory and decision-making in the context

=
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of fragrances (Morrin and Ratmeshwar, 2003). It emphasdzes the
impartance of sernsory marketing in lusury retailing and s role in
driving holistic consumer respanses. This study aligns with the growing
trend of luxery brands expancding into the fagrance sector, as exem-
plified by Louis WVuitton, Guccd, and Bottega Veneta, The growing
popularity of high-end niche scents as accessgble luxuries among
youmger consumers may stem from the strong reputations of these
hrands [ A ¢ ., I01E; Fl dler, 2025). In conchsion, our
findings demonstrate how sensory experiences in luxury fragrance ex-
tensions can reinforce brand power and positively impact luxury prod-

uet purchases,
5.2 Mamagerial implications

This stuly has several managerial implications. Given the recent
trend of luxury brands entering the fragrance market, this study is imely
for understamding its relevance o building consumer-brand relation.
ships and the potential for luxury product purchasss. Owr findings
demonsirate that hooury brands” extension into the fragrance category
can effectively enhance their brand equity (Ahn = o E) In
particular, Study 2 indicates that the scent should be clearly recognized
as the luxury brand’s fragrance. Accordingly, each luxury brand should
develop a unigue scent that aligns with it brand image. This approach
wan also be applied and expanded to luxury brands with unigue identi-
ties and positioning beyand their brand name. In short, this study sug-
gests that luxury brands should focus on fragrance development that
resanates with their brand identity to strengthen lang-term consumer--
brand relationships. For example, Chanel No. 5 is a well-known perfume
with 2 scent distinet from that of other perfume brands. Likewise, luxury
brands shoubd create signature scents that evolke positive reactions and
memaries amang consumers o boost thedr luxury porchases,

While survey results showed that scents allg:md with a Iu:nu'y
brand's image foster long-term T and
subes, BEG data indicated that comsumers respond with positive emo.
tions, such as joy and liking, at a newrological level. Accordingly, luxury
brands should adopt strategic approaches when incorporating scents
into their marketing efforts. Specifically, hxury brancs coubd wse
incomgruent scents in pope-up stores ar events b temporarily elevage
consumers’ joy, while developing congruent scents for branded per-
fumes ane inestore diffusers 1o enhance customer revisits aned foster
Jong-term relationships.

Furthermure, Iuxury brands” sirategy to sell their perfumes in brick-
and-martar dores aloongside other luxury fashion products may
strengthen relativnships with consumers and increase sales. Testing
Tuzury brands' perfumes in stores can be an enjoyable experience for
consumers, enhancing consumer-brand relationships and  business
growth. In particular, M'.ll.'lnnrulls and G:r.l Z consumers seek small ine

anel umigue zh luxury on (Bain &
Company., 20247 de Ferviler and Rudrunlu.. 20050 Displaying and
selling perfumes in hooury brand stores can provide unique sensory ex-
periences, while personalized fragrance services that incorporate the
bramd's diginctive identity can accelerate younyg consumers” establish-
ment of a srong conmection with the brand anid their expedence of
self-expansion (de Kerviler and R 1119). Moreover, luxury
perfumes, with their unigue blends and ml:rlgu ng brand storytelling,
help fulfill young consumers’ demands and effectively penetrate the
miche perfume market [Voyer, -

Lastly, this study revealed that consumers are more likely o prefer
and remember branded scents that eveke satisfaction, brand resonance,
amd purchase intention. Therefore, luxury brands should use their own
diffusers in stores while also offering them for sale. Our findings indicate
the impartance of carefully considering how perfumes are advertisesd o
a broader range of consumer segments and how word-of- mouth mar-
keting can be leveraged. For example, Lovis Vaitton (LY} currently sells
its perfumes exclusively through its boutiques and official website.
However, if access to the huury brand’s fragrance is broadened o
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include more diverse comsumers, they are more likely to connect the
luxury scent with their § therehy ing positive
emotions, loyalty, and sales. Namely, luxury brands” extension into the
Fragrance category contributes not only b conswmers’ unigque experi-
ences at their boutiques but alsa to long-term profitability, Therefore,
this study suggests that luxury brands should develop long-term mas-
keting ies when ing into the niche perfume sclar.

5.5, Limimatons and suggestions for fumre research

Somme limitations in this study present potential avenues for future
research. First, this experimental research collected data frem bath fe-
mabe and male participants, but future research should gather data from
each gender y, as for perfi may differ by
gendes. Second, this h focused on Millennials and Gen Z con-
mmmbnmmmduwmwghm&mpiw
1o establish pe Nz des for each d hic. Additi
mmw&ﬂmmm:ﬂﬂul&myhﬂm
Thus, future ressarch could alse investigate how non-lucury brand fras
panoqudnn&mﬁmfathﬂﬂmbmﬂ:liehﬁaﬂm in-
Auence " approach The rise of niche perfumes
through acquisitions like Le Laba by Paée Lauder, Byredo by Pudg, and
Creed by Kering alse warrants invesigation into how consumers
perceive fregrinces from niche versus luxory brands. Lasly, given that
ambient scents, which are moderstely incongrent, may be more
effective in enhancing favorable reactons than incongruent aned
congruent scents in retail settings (Spangenborg el al, 2006), future
studies could the effects of amb seenls, stents,
and incongroent scents on luxury consumers’ apprm:hw
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