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ABSTRACT
Companies aim to win customers loyalty by establishing long-term relationship with them. Relationship Marketing
techniques as the marketing execution arms secure the existing customer retention and meet customers’ needs and win
their trust through a high quality relationship which eventually leads to their loyalty. Loyal customers, despite environmental factors and advertisement of competitors, tend to repurchase from the firm and guarantee its profitability in today’s turbulent market. This research, following review of the prior research and collecting information from reliable
sources, investigates the relationship of music on behavior of apparel consumers in the city of Tehran. In fact, present
research seeks to answer the question as whether music exercises any influence in behavior of apparel consumers. The
required data were gathered based on the research theoretical framework and through the distribution of 450 questionnaires among apparel buyers and consumers over city of Tehran. From 450 distributed questionnaires, 434 were appropriately filled and used for analysis. Using multivariate linear regression test the research hypotheses were examined.
The results indicated that music broadcasting had no significant effect on the amount of time spent for search in attire
store by the buyers, and an inverse correlation was found between music playing and the variable tendency repurchase
and to recommend the store to others. The results of the regression tables report an adjusted R2 of 0.013, indicating the
sum of independent variables explains only 1.3% of the total variance of the dependent variable and the rest of the
variance is explained by other factors.
Keywords: Music; Consumer’s Behavior; Tendency to Repurchase; Tendency to Recommend to Others

1. Introduction
Customer retention has attracted considerable attention in
recent years, partly because it serves as a means of gaining competitive advantage. When a customer is satisfied,
he or she is more likely to shop there again. Satisfaction
is believed to influence attitude change and purchase
intention [1]. Customers are the driving force of profitability growth and customer loyalty, since customer loyalty can result in profitability [2]. For a customer, loyalty
is a positive tendency and behavior expressed in a brand
purchase repetition in future [3]. The majority of researchers in the field of marketing share the view suggesting
that performance mental criteria such as customer satisfaction and loyalty play a crucial role in performance objective
criteria such as profit margin and return on investment
(ROI). Therefore, sellers should retain the loyal custom*
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ers who contribute to enterprises’ long term profit [4].
The effort to make customers enhance a good relationship with an organization is a way of promoting a firm’s
financial growth [2]. Apart from this, organizations’ financial growth depends on the firm’s ability in retaining
the existing customers at a higher rate in comparison to
finding new customers. Hence, competent managers
should realize that growth depends on both attraction of
new customers and retention of the existing customers,
since the existing customers can be encouraged for more
cooperation in advising others to use the firm’s services
[5]. Considering the intense competition on the market,
marketers try to create loyalty in their customers through
a variety of marketing activities such as sale, phone contact, electronic purchase, advertisement via TV, Internet,
etc, since the evidence indicates when customers’ satisfaction is not secured, they will turn to rivals. When the
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market competitive environment becomes turbulent, the
most important issue for a seller is not provision of good
quality products and services but retention of the existing
customers [4]. Retail markets are increasingly becoming
more competitive and retailers are continuously looking
for differentiation in retail outlets. To compete in such
turbulent environment, marketing managers have to draw
the firm’s strategies beyond the traditional perspective
(4Ps strategies) in order to enable the firm to achieve a
sustainable competitive advantage. One way to create
differentiation is providing a pleasant and exciting purchase environment. The results of studies in this regard
provide valuable information for retailers in developing a
unique strategy in the store environment which increases
purchase experience and results in buyers’ greater satisfaction. Since in the today competitive environment, customers’ satisfaction is the key factor of competitive advantage for organizations and the perquisite to win their
satisfaction is fulfillment of their needs to the full and
accurate identification of their wishes, expectation, dispositions, capabilities and limitations in purchase of products. To obtain information on these aspects, determinants of consumers’ behavior need to be properly identified and used in marketing decision making [6].

1.1. Research Theoretical Background
During the last decade of the 20th century, customer retention has been the main focus and issue of marketing
strategy, industrial marketing and consumer marketing
[4].
In general, numerous factors affect customer’s decision making process one of the most important of which
are the situational factors, i.e. all the time and space specific factors which are a function of individual’s general
knowledge on individual characteristics and stimuli and
have a special effect on one’s current behavior. Consumers do not only react to such stimuli as advertisement
notices or products they see in the store, they are at the
same time influenced by situational factors. Some of the
situational features which affect consumer’s behavior
include physical features, social environment, time outlook, operation purposes and prerequisite states [7].
In general, physical features refer to specification of
physical surrounding. Physical surrounding includes
decoration, scents, lighting, air condition and other factors which serve as stimulus. The sum of physical features of a retail environment is known as the store atmosphere. Store atmosphere has effect on customers’
image of the store and their judgment on the store quality.
Besides, in some researches, it has been demonstrated
that store atmosphere can be of influence on buyers’
mood and their interest in strolling and inspecting all
over the store and eventually on their purchase decision.
Copyright © 2013 SciRes.

According to Milliman (1982, 1986), in marketing, music affects consumer’s behavior especially buyer’s behavior [8,9]. In view of Kellaris and Kent (1994), music
also affects emotional responses. Music has had a significant role in marketing strategy of many retailers [10,
11].
According to Pine and Gilmore (1998), store environmental factors such as music and sound, light, color and
scent helps creation of sensory images [6,12]. Kotler says
the theory suggesting that background music can be used
to influence consumer’s behavior is derived from the
atmospherics [13]. The literature on store atmosphere
and condition dates back to late 1960s, starting with the
researches of Smith and Curnow (1966) and Kotler (1974)
believes atmospherics refers to the environmental aspect
which stimulates sensory, conceptive and behavioral responses by the consumer [7,14]. In view of Bruner (1990)
and Dube and Morin (2001), music is considered as an
effective atmospheric tool to stimulate mood and temperament in retail and services environments [15,16].
According to Kotler (1973), in some purchasing situation, atmospheric condition may have a stronger effect
than the product itself [17], and in view of Baker et al.
(1992), it may have a direct effect on consumer’s behavior [18], and according to Darden and Babin (1994) it
may even lead to new attitude and image. The conducted
researches over the years have provided some empirical
evidence on presence of music effects especially in service environments. However, our knowledge of music
effects is still limited [13]. In-store music is an environmental factor which influences consumer’s feeling and
behavior. Numerous studies have investigated its impact
on such variables as consumers’ dwell-time in the store,
amount of purchase or cost, and recommendation behavior. Milliman (1983, 1986) argues that background music
creates a tranquilizing and pleasant atmosphere [6,9].
Results of the field studies by Smith and Curnow
(1966) have indicated that speed of purchase which is
also the case in some cost instances is influenced by music volume [14], and in view of Milliman (1982, 1986),
supermarket customers have experienced three states of
without music, slow tempo music and fast tempo music.
Buyers, according to music tempo, moved quicker or
slower, and when softer music was played, they bought
38% more on daily basis. When the consumers were
asked about their awareness of the music, no significance
difference between the groups suggesting that music
acted in their subconscious was observed [8,9]. Second
study by Milliman (1986) produced similar results.
Background music with fast and slow tempo was randomly played for eight successive weeks in a medium
grade restaurant in Dallas. Space of music led the customers to spend more time in the restaurant. In the state
of slow tempo music, the customers spent 56 minutes on
average to finish their meals. Instead, in state of fast
AJIBM
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tempo music, they spent 45 minutes on average to finish
their meal [9].
The added time in the restaurant had no significant effect on food sale. Yet, sales of alcoholic drinks significantly increased. In sum, average gross profit for each
group was 55.82 and 48.62 in slow and fast tempo music,
respectively. Researches of Milliman (1986) indicated
that in a condition where slow tempo music is played,
customers spent more time for eating compared to the
condition where fast tempo music is played [9,19].
Baker (1986) considered three dimensions in regard to
store environment, store’s physical nature which is defined as the design dimension and includes such factors
as size, architecture, arrangement and display. Social
dimension concerns the body of people present in the
store, i.e. store’s sales assistants and staff. Ambient dimension includes all background stimuli which usually
refer to the atmosphere [20].
Sweeny and Wyber (2002) developed the Environmental Psychology Model of Mehrabian-Russell in two
dimensions of emotional states and cognitive processing
as the modifier variable. Their model showed that music
influences customers’ perception of product and service
quality as well as feeling of arousal and pleasure by them.
In the past, not much attention has been paid to effect of
music, whereas music qualities (slow or fast) exercise an
extra effect on service quality and taking pleasure in it
[8].
Spengenberg et al. (2006) investigated the effect of
environment’s odor on consumers’ behavior and evaluation in apparel store and demonstrated that from homogeneity and harmony between gender and product accompanied with fragrance and odor a desirable effect
will be achieved [21]. In researches of Morrison et al.
(2010), the effect of music (high or low volume) on
young customers in a real retail environment was investigated. The results indicated that music volume had a
significant effect on customers’ satisfaction and feelings.
In addition, they demonstrated that music had a significant effect on arousal and pleasure of customers [6].

1.2. Research Purposes
This research investigates the effect of music on behavior
of apparel consumers in city of Tehran. The purpose of
this research can be stated as follows:
1) Investigating the effect of music on behavior of apparel consumers in city of Tehran.
2) Prioritization of the favorite music type within the
research statistical population.
Considering the introduced variables, the research
theoretical model is presented and eventually given the
expected objectives and results and based on the conducted studies, the research hypotheses are composed as
follows:
Copyright © 2013 SciRes.

Stimulus

Emotional states

Behavior of Consumer

(Independent variable)

(Modifier variables)

(Dependent variables)

Spent Time
Pleasure

Repurchase
Probability of

Music

the store
Arousal

recommendation
to others

1.3. Research Conceptual Model
A. Main hypothesis:
Played music in apparel stores has effect on response
and behavior of consumers.
B. Sub-hypotheses:
1) Played music in apparel stores has effect on Consumers’ emotional states (pleasure).
2) Played music in apparel stores has effect on Consumers’ emotional states (arousal).
3) Played music in apparel stores has effect on spent
time for search in the store by consumers.
4) Played music in apparel stores has effect on Consumers’ tendency to repurchase.
5) Played music in apparel stores has effect on Consumers’ tendency to recommend to others.
6) Consumers’ emotional states (arousal) have effect on
to spend time for search in the store.
7) Consumers’ emotional states (pleasure) have effect on
to spend time for search in the store.
8) Consumers’ emotional states (arousal) have effect on
Consumers’ tendency to repurchase.
9) Consumers’ emotional states (pleasure) have effect on
Consumers’ tendency to repurchase.
10)Consumers’ emotional state (arousal) Consumers’
tendency to recommend to others.
11)Consumers’ emotional states (pleasure) have effect on
Consumers’ tendency to recommend to others.

2. Method
Present research, in terms of purpose is of applied type,
in terms of data gathering time frame, of survey type, and
in terms of data and information collection methods, it is
a field study in which a questionnaire in Likert Scale is
used. The questionnaire’s validity was confirmed by experts and specialists and its reliability using Cronbach
Alpha was approved. In addition, for classification of the
questions amongst the main factors, factor analysis was
employed. The research statistical population includes
apparel buyers and consumers within city of Tehran from
among of which a sample using random sampling methAJIBM

338

Investigating the Effect of Music on Behavior of Apparel Consumers

od was selected.

3. Results
For data analysis, first, a descriptive statistical analysis
was performed in which demographical attributes of the
research statistical populations were extracted (Table 1).
In Table 2, the type of favorite music of the respondents is shown as frequency and percentage. In general,
more than 40 percent of respondents have positively received traditional/classic Iranian music being played in
attire stores. The pop music recorded inside the country
with 32.2 percent and the pop music recoded outside the
Table 1. Demographical attributes of research statistical
population.
Object

Number

Percent

Male

179

41.3

Female

225

58.7

Married

194

44.7

Single

240

55.3

Employed

284

65

Unemployed

150

35

below high school diploma

178

41

Junior college diploma&
bachelor degree

226

52

MSc & higher

30

7

≤30

335

77.2

30 - 40

71

16.4

≥40

28

6.4

Gender

Marital state

state of activity

Education

Age

country with 22.9 percent have been the next most favorite music, respectively. It is noteworthy that the respondents were allowed to have more than one option in
choice of their favorite music.
Table 2 presents the results of favorite music analysis.
This table indicted the tendency of customer to type of
music in atmosphere and website although music does
not reinforce the tendency to repurchase and the tendency to recommend to others.
To test the research hypotheses and to measure correlation between variables, given the interval scale, Pearson Linear Correlation Test was used (Table 3).
The obtained results from simple linear regression of
the independent variables and the dependent variable
using Enter Method are provided in the tables below. In
Table 4, values of multiple R, R square, adjusted R
square, and standard error are reported. In this research,
its value is reported equal to 0.013. It means that the sum
of independent variables explains only 1.3% of the total
variance in the dependent variable and the rest of the
changes are affected by the variables outside of the
model. Value of the estimation standard error which
represents prediction power of the regression equation is
reported equal to 7.11358.
Table 5 presents the results of variance analysis. In
this table, the source of F-statistic (Fisher Statistic) indicates whether the research regression model is fit or not.
In other words, it indicates whether the independent variables are able to properly explain changes of the deTable 3. Results of Pearson Correlation Coefficient for the
research variables.

Styles music

Number

Percent

1

Music of other nations

23

5.1

2

religious music

24

5.3

3

Iranian folkloric music

55

12.2

4

Western pop music

55

12.2

5

other cases

55

12.2

6

Western classic music

68

15.1

7

Iranian pop music recoded abroad

103

22.9

8

Iranian pop music recorded inside the
country

145

32.2

9

traditional/classic Iranian music

183

40.7

(1)

Pleasure

1

Arousal

0.698**

(2)

(3)

(4)

(6)

1

tendency to
repurchase

0.579** 0.663** 0.645**

tendency to
recommend
to others

0.551** 0.626** 0.578** 0.674**

1
1

presence of music −0.106* −0.082 −0.093 −0.136** −0.100* 1
*
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(5)

1

spent time for
0.558** 0.595**
search in the store

Table 2. Frequency and percentage of type of favorite music
of the respondents.
Rows

Dimensions

Correlation is significant at the 0.05 level (2-tailed).
nificant at the 0.01 level (2-tailed).

**

Correlation is sig-

Table 4. Summary of the statistics regarding the model fitness.
Model

Multiple correlation
coefficient

R2

Adjusted R2

Estimation
standard error

1

0.125a

0.016

0.013

7.11358

a. Predictors: (Constant), Music
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Table 5. Results of variance analysis.
Mode

1

Sum of squares

Df Mean squares

Regression

348.804

1

348.804

Residue

21860.532

432

50.603

Total

22209.336

433

F

Sig.

Table 6. Results of regression coefficients effect of the independent variable.

6.893 0.009a

B

Standard error

Constant

44.585

5.215

Music

−0.835

0.318

a. Predictors: (Constant), Music

pendent variable or not. Based on the results of the below
table, F value is equal to 6.893 and is significant at an
error level of smaller than 0.01.
In Table 6, the results regarding regression coefficients of the independent variable’s effect on the research
dependent variable has been shown. In this research, the
estimated model is:
Consumer behavior  44.585    0.835   music 

The beta coefficient of −0.125 indicates that change of
one standard deviation in variable music causes a standard deviation change of −0.125 in variable consumer
behavior.

4. Discussion
In today’s competitive environment, customer satisfaction
and retention as the main focus of customers strategic
marketing planning is the key factor to achieve a competitive edge and the prerequisite to win customer satisfaction is fulfillment of all his needs and identification of his
wishes, expectations, abilities and limitations in purchase
of products. To obtain information on these aspects, determinants of consumers’ behavior ought to be properly
identified and be used in making marketing decisions. In
the present research, we aimed to investigate the effect of
music playing in attire stores on consumers’ response
and behavior. The obtained results from the first and
second hypothesis indicated that music playing had no
effect on the amount of time spent for search in apparel
stores. In regard to the third to fifth hypotheses, there is
an inverse correlation (P < 0.05). In other words, there is
an inverse association between music playing on the one
side, and state of pleasure, tendency to recommendation
and tendency to repurchase, on the other side. Finally,
the results of hypotheses six to eleven indicated that
pleasure and arousal as well as dependent variables “increase of spent time for search in the store”, “tendency to
repurchase” and “tendency to recommend to others”
were directly and highly correlated which was found
significant at 0.01 significance level (two-tail). In addition, the obtained results from the regression tables report
an adjusted R2 of 0.013, indicating that linear regression
of the set of independent variables explains only 1.3% of
the total variance in the dependent variable and the rest is
the share of other variables, suggesting slight a effect of
Copyright © 2013 SciRes.

Non-standard
coefficients

Model

Standard
coefficients

t-value

Sig.

8.549

0.000

−2.625

0.009

Beta

−0.125

music on consumer’s behavior. In regard to the research
main hypothesis, the findings indicate an inverse correlation. In other words, music does not reinforce the tendency to repurchase and the tendency to recommend to
others. The results of this research are only consistent with
the findings of Kim et al. (2009) who investigated the
effects of atmosphere and the website (in terms of music
and product presentation) on consumers’ emotional and
cognitive responses in online purchases, suggesting that
music, contrary to predictions of the prior research, has
no significant impact on consumers’ emotions. Moreover,
in addition to difference of the statistical population in
this research from those of the prior research which was
primarily focused on restaurants, our country’s cultural
con- text is another factor which might affect the results
as well.
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