
INTRODUCTION
Shopping is an emotional experience. We make many impulsive retail purchases and these

decisions are guided by our emotions. With economy and marketing shifting from products to services,
creating an emotional customer experience is becoming a differentiation strategy for competitive edge
over competitors for retail stores. Emotions are an integral part of customers’ retailing experience and
retailers need to understand customers’ emotions and also shape retail environments to cultivate
desired emotions and also eliminate undesired ones (Dahlhoff, 2013; Kumar et al., 2010). Retail design
uses spatial cues to entertain as well as entice the customers to purchase the merchandise. Success of
retail designs are measured by footfall of the retail stores against the store’s overall productivity.
Retailers need to understand how consumers’ emotions are triggered and how those emotions affect
shoppers’ behaviour. While the effects of environmental store characteristics like its design, space,
layout, lighting, colour, music, etc contribute for an emotional retail experience, other factors that
affect retail emotions need to be considered for instrumental business success (Yoo et al., 1998).

Many retail stores offer the same products and so does online retails. What can we do to make
people buy from our stores and motivate customers to come back? The answer in to offer an outstanding
shopping experience that sets you apart from competitors, one customers will remember and want to
repeat.

People have changed the way they shop. With the online sales revolution, there is an ever
increasing dependency on technology and customers expect to be able to shop whenever they want
and wherever they are. People use a variety of means to buy products: online purchase, in-store
purchase, researching online before buying in-store or vice versa. Although there is a rise in online

Cite this Article: Kayina, Hriiyiphro and Goel, Sushma (2015). Stimulating emotions as a strategy for an
enhanced retail experience. Internat. J. Appl. Home Sci., 2 (11&12) : 342-345.

Stimulating emotions as a strategy for an enhanced
retail experience

HRIIYIPHRO KAYINA* AND SUSHMA GOEL
Department of Resource Management and Design Applications,

Lady Irwin College, Delhi University, Delhi (India)

ABSTRACT
Sensory stimulation of customers is vital to in-store retail set ups for business success. Stimulation of
senses is important in creation of retail experience memories and emotions of customers. Retail experience
goes beyond the unique design and aesthetic beauty of the retail store. Successful retail stores have the
ability to engage customers by making a connection with their emotions and needs that drive purchase.
The retail environment is harmoniously designed to communicate brand personality and retail store image.
The store’s design and layout, colour, lighting, crowding, music, fragrance and temperature are all
determinants of customers’ retail experience and reinforcing and distinguishing the retailer’s brand identity.
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