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The Influence of Ambient Scent on Consumers’ Product Evaluation
and Purchase Intention
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2 Faculty of Management and Economics, Dalian University of Technology, Dalian 116024, China
3 Sun Wah International Business School, Liaoning University, Shenyang 110036, China

Abstract ; Most of the scent-related research in marketing has focused on the effect of pleasant scent on consumer responses, but few
researches have investigated the gender attribute of scent. From the perspective of sensory marketing, based on the Environmental
Psychology theory, through experiments, and with the help of SPSS analysis software, we explored the effect of gender-congruity be-
tween consumer and scent on product evaluation and purchase intention. We have conducted three experiments, and all the partici-
pants were students from Dalian University of Technology.

In Study 1, we adopted a 2( masculinity scent, femininity scent) by 2( symbolic product, functional product) hetween-subject
experimental design. We used Mobile hard disk as functional product, and used bag as symbolic product, then we explored for dif-
ferent category, the effect of gender-congruity between consumer and scent on product evaluation and purchase intention. The re-
sults showed that only for symbolic products, gender-congruity between consumer and scent will positively affect product evaluation
and purchase intention, however, for functional products there has no such effects.

In Study 2, we also adopted a 2( masculinity scent, femininity scent) by 2(male spokesman, female spokesman) between-
subject experimental design. The products possessed the gender through the spokesman, then we explored the moderating effect of
gender-congruity between consumer and product. The study found that gender-congruity between consumer and product has a signif-
icant moderating effect. When consumers’ gender is congruent with products’ gender, the gender-congruity between consumer and
scent will positively affect the product evaluation and purchase intention, but when consumers’ gender is incongruent with products’
gender, this effect will be reversed.

In order to verify the effect of study 2, we introduced the romantic motivation into study 3. Study 3 employed a 2 ( masculinity
scent, femininity scent) by 2( male spokesman, female spokesman) by 2(low romantic motivation, high romantic motivation) be-
tween-subject experimental design. The results indicated that romantic motivation will significantly moderate the moderating effect of
gender-congruity between consumer and product, but compared to that of the low romantic motivation, when romantic motivation
was high, the gender-congruity between consumer and product will significantly moderate the effect of gender-congruity between
consumer and scent on product evaluation.

The present study found some boundary conditions for the previous study on gender attribute of scent, so it possessed a certain
theoretical contributions. Moreover, the results also reminded the companies and retailers, they should consider the product catego-
ry when they want to use the scent marketing. On the other hand, when they chose or used the scent, they also need to make sure
that the scent is congruent with consumers, products and other environmental clues.

Keywords : ambient scent; gender-congruity between consumer and scent ; gender-congruity between consumer and product ; romantic

motivation ; product evaluation ; purchase intention
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