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1 LEGISLATIVE AND ODOR REGULATIONS 
 

 

1.1 Insight into a problem 

 

Odor is regulated under different formats and at different levels. Regulations, standards and 

guidelines are the usual way to deal with odor  impact. 

Although there is a large set of guidelines and standards dealing with odours around the 

world, there are only a few specific regulations for odors. The focus of this document will only 

be the regulations or ways of managing odours in the countries of the consortium of the H2020 

D- NOSES project, where the pilot case studies will be developed. 
In order to have a better understanding of the way odours are regulated, it is useful to point 

out the difference between guideline, standard and regulation (laws, decrees, ordinances and 

other regulations): 

Regulation: rules published in an official journal made by a government or other 

authority which compliance is mandatory. This includes laws, decrees, ordinances, etc. In some 

cases, a guideline is published in an official journal, in this case, this guideline becomes a 

regulation. 

Standard: technical document issued by any international Standardization body (ISO, 

CEN, CENELEC, ASTM, AIEE, etc.) or National ones. They are not published in official 

journals and they are usually for sale on the websites of these organizations. 

Guideline: technical report, technical guidance, technical guide, etc., made by other 

organizations, such as government bodies, associations, technical groups, etc., or even the same 

ones aforementioned, but that have a different status. 

In general, odour issues are treated in different ways by regulators in the countries 

studied in the present report. The situations found in the jurisdictions analysed may be 

categorized as follows: 

 those who include odour in the legislation as an air pollutant or a nuisance 

but provide no limits to tackle the issue; 

 those with an odour guideline that it is taken as “de-facto” reference in courts; 

 those who include odour in the legislation as an air pollutant or a nuisance 

and have guidelines published in official journals describing a 

methodology, but avoiding the set of limits; 

 those who have odour legislation just for some activities (e.g. Germany with 

odour limits in biofilters from waste management); 

 those who have odour legislation for specific operations of an activity 

(such as concentrated animal feeding operations, swine operations, etc.); 

 those who have legislation only for some odorants but not for odours; 

 those who have legislation for odorants associated with activities (e.g. 

Chile with a legislation on TRS from pulp paper factories); 

 those who seem to have no odour legislation at all; 

 those who have no odour legislation but odour may be included based on 

definitions of air pollutant, contaminant, adverse effects or other terms. 

https://www.iso.org/members.html
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Every year, the Air quality in Europe (AQE) Report presents an updated overview and 

analysis of air quality in Europe. In 2018, the AQE report edited by the European Environment 

Agency (EEA) presented the progress towards meeting the requirements of the air quality 

directives made in 2018. Unfortunately, the AQE report does not mention odours as a pollutant 

with a key impact on the air quality in Europe. 

 

 

1.2 Odor regulations in Germany 

 

Some odour regulations in Germany, dealing with odours from waste management activities. Big 

changes to come in the new Federal regulation of Air. 

Germany published in 1964 an air pollution control regulation titled "Technical Instructions on 

Air Quality Control" (Technische Anleitung zur Reinhaltung der Luft) and commonly known as 

the TA Luft. This federal regulation has been amended several times since then, being the last one 

in 2002 (TA-Luft, 2002). 

There are many provisions in the TA Luft related to odour management. For example, 

for livestock activities there is a fixed setback distance (that is, the distance between a plant and 

a population) related to the number of animals that the plant has. 

 

 

 
Figure 1 Separation distances from livestock activities from the TA Luft 

Source: D-Noses, 2019 

 

For Installations of Biological Treatment of Waste, odorous gases from the curing phase 

of ventilated windrows should be directed to a biofilter or an equivalent waste gas purification 

facility. There is a fixed limit of 500 ouE/m3 in the emission from these biofilters and this limit has 

to be checked at least once a year. This limit of 500 ouE/m3 is also set in some other industrial 

activities. 

http://www.eea.europa.eu/
http://www.eea.europa.eu/
http://www.eea.europa.eu/
https://www.olores.org/en/content/565-the-european-environment-agency-believes-that-the-odours-do-not-affect-the-air-quality-in-europe
https://www.olores.org/en/content/565-the-european-environment-agency-believes-that-the-odours-do-not-affect-the-air-quality-in-europe
https://www.olores.org/en/content/565-the-european-environment-agency-believes-that-the-odours-do-not-affect-the-air-quality-in-europe
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Unfortunately, there are no general odour limits in the TA Luft, but this is going to change 

in the next revision of the "TA Luft" as the GOAA/GIRL guideline will be included into the 

text. This way this guideline will become finally a law in Germany and odour will officially be 

included in the regulatory body of this country. Section 4.4 of the present document will describe 

a bit more about the GOAA/GIRL and why it has been important in German permitting process 

of potentially odour-emitting industrial plants. 

The Industrial Emission Directive is applied to several industrial activities and within this 

context, the facilities susceptible of producing an odour impact may have specific odour limits 

based on olfactometric studies and modelling or other type of studies. 

 

 

1.3 Standards 

 

At European level, there are only two Standards related directly to odours: EN-13725:2003 and 

EN-16841:2016. Official standards are sanctioned by an accredited standardization body (CEN, 

ISO, etc.) and they describe methods or procedures adopted by mutual agreement. 

The Netherlands and Germany were the first European countries that started developing 

odor related Standards. These standards have been transposed and adapted in other countries, 

and they have also been adapted at the European level. 

 

 

Dynamic Olfactometry: EN 13725:2003 
 

The EN 13725 – Air quality – Determination of odour concentration by dynamic olfactometry is 

the most used methodology in the world to measure odour concentration. This Standard was so 

successful that many other countries such as Australia, Chile or Colombia adopted it in their 

national standards. This standard was published in 2003 and modified in 2020. The odour 

concentration is defined within the European Standard EN 13725:2003 as the number of 

European odour units in a cubic metre of gas at standard conditions. Therefore, the odour 

concentration is measured in "European Odour Units per cubic metre" and its symbol is 

"ouE/m3”. 

In short, the odour concentration has similar characteristics than decibels in the sense that 

they are both properties linked to the human senses. The odour concentration is calculated from 

the number of times that an odorous gas has to be diluted in order to reach the odour threshold 

of a group of people or panel specially trained and selected, but with a normal sense of smell. 

In act, the geometric mean of the individual odour threshold of each person is calculated.  

The odour threshold of any odorant is the minimum concentration at which anybody 

with a normal sense of smell is able to detect it. The process of measuring the odour 

concentration from an odorous sample using the EN 13725:2003 standard can be better 

explained with a simple example. Let's suppose that there is an odorous gas that it is diluted with 

odourless air 10 million times. Probably, when this gas is smelled by a member of a panel, she 

(or he) will not detect anything. If we dilute the odorant less and less, there will be a moment in 

which this person will be able to detect the diluted mix. This way, if the gas has been diluted, 

https://www.immissionsschutzdigital.de/ce/die-geruchsimmissions-richtlinie-girl-und-deren-geplante-aufnahme-in-die-ta-luft/detail.html
https://www.immissionsschutzdigital.de/ce/die-geruchsimmissions-richtlinie-girl-und-deren-geplante-aufnahme-in-die-ta-luft/detail.html
https://www.olores.org/en/techniques/dynamic-olfactometry/449-how-a-european-standard-about-odours-was-born-in-1991
https://www.olores.org/en/techniques/dynamic-olfactometry/449-how-a-european-standard-about-odours-was-born-in-1991
https://www.olores.org/en/techniques/dynamic-olfactometry/449-how-a-european-standard-about-odours-was-born-in-1991
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let’s say 20 times with odourless gas in order to reach the detection threshold, it is estimated 

that the initial odour concentration of the gas was 20 ouE/m3... for this person, of course. 

Statistically that is a bit weak, so the same procedure is made for a group of minimum 4 

people. Moreover, the people that perform the measurement are selected specifically as to prove 

that they have an “average” sensitivity to odours. People with too high or too low sensitivity are 

not considered for the measurement. This way, the geometric mean of the individual odour 

thresholds is calculated and this way, the odour concentration of an odorant is calculated. 

The important fact to take into account of the EN 13725:2003 is that it does not matter 

the people that participates in the measurement, it does not matter if they are male or female, young 

or not so young, if they are from Chile or from Belgium, the result will be repeatable and 

reproducible within an uncertainty range. International Interlaboratory testing is performed 

every year to evaluate the performance of olfactometric labs in the world under ISO 

17025:2005. 

 

Determination of odour in ambient air by using field inspection: EN 16841:2016. Part 1 

and Part 2 
 

Based on the German VDI standard 3940:2006 part 1 and implemented in Europe in 2016, the 

EN 16841 regulates the odour field inspection, a method of analysis of the odour impact in a 

defined area, through the characterization of odours by human panel members. 

Two approaches are defined in the standard: Part 1: Grid method and Part 2: Plume 

method. Basically, the grid method can be used to determine the exposure to ambient odours in a 

defined area of study, using direct observation of recognisable odours. The plume method 

consists on the determination of the extent of recognisable odours from a specific source using 

direct observations for specific meteorological conditions (Guillot, J-M et al. 2012). 

 

Olfactometry – Static Sampling: VDI 3880:2011 
 

The German VDI 3880 “Olfactometry – Static sampling”, describes the general requirements 

for measurement planning, actual sampling (considering different source types) and quality 

assurance for comparable measurements. 

 

Questionnaires: VDI 3883:1995 Part 1 
 

The German VDI 3883-1 “Effects And Assessment Of Odours – Assessment Of Odour 

Annoyance – Questionnaires”, was first published in 1995, but nowadays a new version is active, 

published in 2015. The Standard describes a method for recording odour nuisance using 

questionnaires/surveys. The questionnaires can be used for several purposes: to examine 

complaints from the public, to examine the need for odour emission reduction measures, to 

examine the effectiveness of the installed reduction measures and to weight the odour nuisance 

from one source against the nuisance caused by noise, for example. 
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Repeated questioning of neighbour panellists: VDI 3883:1993 Part 2 
 

The German VDI 3883-2 “Effects and assessment of odours; determination of annoyance 

parameters by questioning; repeated brief questioning of neighbour panellists” was published 

in March 1993. The document describes a survey procedure to determine the existing odour 

nuisance by asking repeatedly to local test persons about their current odour perception and their 

nuisance assessment. 

 

Conflict management in odour pollution: VDI 3883:2014 Part 3 
 

The German VDI 3883-3 “Effects and assessment of odours – Conflict management in air 

pollution abatement – Fundamentals and application to ambient odour” was published on June 

2014. The guideline describes basic principles and application examples of communication 

methods and procedures for avoiding and resolving conflicts created in the immediate vicinity 

of odours activities where odour complaints are frequent. 

 

Processing odour complaints: VDI 3883:2017 Part 4 
 

The German VDI 3883-4 “Effects and assessment of odours – Processing odour complaints” was 

published quite recently, on June 2017. There are no other similar standards, describing how to 

deal with the systematic recording and processing of odour complaints by the responsible 

authorities. The procedure of the method is divided into the following steps: a) Recording of the 

complaint (data collection), b) Determination of causes, c) Evaluation and d) Measures. 

 

Supplementary instructions for application of EN 13725:2003: VDI 3884:2015 part 1 
 

The German VDI 3884-1 “Olfactometry – Determination of odour concentration by dynamic 

olfactometry – Supplementary instructions for application of EN 13725” was published on 

February 2015. This guideline supplements and specifies EN 13725, which describes further 

requirements for the application of the standard in practice, whenever deemed necessary for the 

quality of the measurement results. The guideline makes it possible to ensure uniform 

application of EN 13725 both in the performance of olfactometric measurements and in the 

notification and accreditation procedures of laboratories in accordance with ISO/IEC 17025. 

The VDI guideline applies to all laboratories that perform olfactometric measurements in 

accordance with EN 13725 in Germany and sets new criteria to ensure that the sampling and 

measurement is representative. For example, this standard sets the compulsory use of 30 minutes 

triplicates in order to have a representative sample of the odour released from a source (Diaz C.) 

 

Determination of odour intensity and hedonic odour tone: VDI 3940: 2010 Part 3 
 

The German VDI 3940-3 “Measurement of odour impact by field inspection – Determination of 

odour intensity and hedonic odour tone” was published in January 2010. This is a guideline for 

determining the odour intensity and hedonic tone effect in the ambient air. The method 

described here can only be used for grid or plume measurements. The general measurement 

specifications for grid and plume measurements, including the performance of an individual 
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measurement, are described in detail in the guidelines VDI 3940:2006 Part 1 and Part 2 (EN 

16841:2016). The method described here enables: a) the investigation of odours in ambient air 

for a plant license, monitoring procedure or complaint procedure; and b) the planning and 

testing of the effectiveness of emission reduction measures. 

 

Determination of the hedonic odour tone – Polarity profiles: VDI 3940: 2010 Part 4 
 

The German VDI 3940-4 “Determination of the hedonic odour tone – Polarity profiles” was 

published in June 2010. The guideline allows the hedonic classification of an odour using the 

method of polarity profiles. The testers describe an odour stimulus with the help of pairs of 

adjectives (cold – warm, stimulating - relaxing, pleasant – unpleasant, etc.). The odour emitted 

by a plant can be evaluated as hedonically clearly pleasant, if the evaluation delivers the result 

that the plant odour can be assigned to the concept "odour". The guideline can be used, for 

example, to test the effectiveness of odour emission-reducing measures or to distinguish odours 

in the search for the odour source. 

 

 

Determination of odour intensity and hedonic odour tone - Instructions and examples of use: 

VDI 3940:2013 Part 5 
 

The German VDI 3940-5 “Measurement of odour impact by field inspection – Determination of 

odour intensity and hedonic odour tone - Instructions and examples of use” was published in 

November 2013. The determination of odour intensity and hedonic tone can provide important 

information for the planning of emission reduction measures, especially in the case of 

exceedances of immission values. When comparing before-and-after determinations, it is 

possible to determine whether and to what extent a change has been achieved in the environment 

of an installation. The guideline provides orientation on the appropriate use of the available 

possibilities for determining and assessing odour intensity and hedonic odour tone effects in the 

field and lists references and application examples to the methods presented in the guidelines 

VDI 3940 Part 3 and Part 4. 

 

Determination of hedonic odour tone: VDI 3882:1994 Part 2 
 

The German VDI 3882-2 “Olfactometry – Determination of hedonic odour tone: VDI 3882 part 

2 was published on September 1994. The Directive describes an olfactometric method of 

analysis by which olfactory samples with odour concentrations above the odour threshold 

(supra-threshold concentrations) are assessed for their position on the sensitivity scale "pleasant 

– unpleasant". The hedonic odour effect should not be misunderstood with odour quality. 

 

Odour survey – Determination of necessity and references for preparation: VDI 3886:2019 

Part 1 
 

The German VDI 3886-1 “Determination and assessment of odours – Odour survey – 

Determination of necessity and references for preparation” was published very recently, on 

September 2019. An odour survey can be required in connection with the assessment of the 
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protection against adverse environmental impacts according to § 5 of the German Federal 

Immission Control Act and the Ambient Odour Directive (GIRL). This standard represents a 

decision support for the necessity and (if required) the extent of an odour survey. Therefore, the 

standard primarily addresses policy-makers, i.e. public authorities responsible for immission 

control, applicants for installation licences according to the German Federal Immission Control 

Act, operators of installations subject to licencing, and authorised persons for odour surveys. 

The reason for an odour assessment can be either a legal immission control or building permit 

procedure for a plant as well as a monitoring procedure e.g. triggered by neighbour complaints or 

also a land-use planning procedure. 

The standard unifies and systematises the approach to the decision on the need for an 

odour assessment. First of all, test steps are clarified, the answer of which should be possible 

without measurements. As a rule, the required effort increases with each test step. For individual 

industries, it may be useful to choose different approaches. 

 

Measurement of the odorant emission capacity of liquids: VDI 3885: 2017 Part 1 
 

The German VDI 3885-1 “Olfactometry – Measurement of the odorant emission capacity of 

liquids” was published in June 2017. Odour emissions are often caused by liquids. The 

measurement of odour emission potential makes it possible to quantify the total amount of 

odours contained in a liquid that can escape from the liquid phase into the gas phase. The 

principle of the odour emission potential measurement of this guideline is based on aerating a 

sample of the liquid to be tested with neutral air. At certain intervals, the air leaving the reactor 

is filled into sample bags. The air samples obtained in this way are then measured by 

olfactometry according to EN 13725:2003. 

 

Emissions from and impacts of livestock operations – Method to determine separation 

distances – Odour: VDI 3894:2012 Part 2 
 

The German VDI 3894-2 “Emissions from and impacts of livestock operations – Method to 

determine separation distances – Odour” was published in November 2012. The Directive 

provides for a simplified method for assessing odour from livestock facilities on ambient air by 

means of a setback distance. The Directive is aimed not only at farmers operating livestock 

facilities, but also at experts, public authorities and other experts in the field of livestock 

farming. The Directive allows the evaluation of odours from livestock facilities and their 

frequency of occurrence by simple means and without complex simulation calculations. It is 

used in the assessment of the keeping of livestock in stables under immission control law. 

 

Odour-related measurements with electronic noses and their testing: VDI/VDE 3518:2018 

Part 3 
 

The German VDI/VDE-3518-3 “Multigas sensors – Odor-related measurements with electronic 

noses and their testing” was published on December 2018. The guideline deals with odour-

related measurements with multi-gas sensors. These measurements are carried out in relation to 

human sensory perception, based on olfactometric testing and measurement methods and 
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instrumental analysis. The guideline requires the application of the guidelines VDI 3518 part 1 

and part 2. 

 

Emissions of gases, odours and dusts from diffuse sources – Fundamentals: VDI 3790:2015 

Part 1 
 

The German VDI 3790-1 “Environmental meteorology – Emissions of gases, odours and dusts 

from diffuse sources – Fundamentals” was published on July 2015. The Directive provides an 

overview of the origin, characteristic properties and possibilities for quantifying emissions of 

gases, odours and dusts from diffuse sources. In contrast to captured sources, diffuse emissions 

usually occur over a large area without defined exhaust gas flows. As a rule, it is not possible to 

define limits on mass concentrations in waste gas for these. Therefore, in deviation from the usual 

procedure, the emission-limiting requirements are generally defined by structural and 

operational measures. The guideline is addressed to both experts and operators of plants and 

representatives of the legislative authorities. 

 

Emissions of gases, odours and dusts from diffuse sources – Landfills: VDI 3790:2017 Part 2 
 

The German VDI 3790-2 “Environmental meteorology – Emissions of gases, odours and dusts 

from diffuse sources – Landfills” was published on June 2017. The Directive addresses fugitive 

emissions from landfills for mineral and/or biodegradable waste and describes requirements 

and defines measurement and calculation methods to determine the source strength and 

emission factors of fugitive dust, odour and landfill gas emissions for landfills already closed 

or still in operation. The calculation and measurement methods described in this Directive allow 

the determination of fugitive emissions with sufficient accuracy, taking into account the relevant 

boundary conditions. The Directive therefore specifies the most important influencing variables 

and application criteria. The Directive applies both to landfills which are regulated under waste 

law and to those which existed before these regulations (old landfills). It does not deal with 

landfills for predominantly hazardous waste and underground landfills. The influence of 

mechanical-biological pre-treatment prior to disposal is taken into account. In addition, 

recommendations are given on how emissions can be prevented or reduced. The Directive is 

addressed to both experts and operators of landfills and representatives of public authorities. 

 

Emissions of gases, odours and dusts from diffuse sources – Storage, transhipment and 

transportation of bulk materials: VDI 3790:2010 Part 3 

 

The German VDI 3790-3 “Environmental meteorology – Emissions of gases, odours and dusts 

from diffuse sources – Storage, transhipment and transportation of bulk materials” was 

published on January 2010. An update is expected to be published on April 2020. Diffuse dust 

emissions occur to a significant extent during the storage, handling and transport of bulk 

materials. This Directive applies to such diffuse dust emissions. The aim of the Directive is to 

estimate emission factors for this purpose. The directive does not allow emission limits to be 

set. Diffuse dust emissions from the operation of landfills are dealt with in Guideline VDI 3790 

Part 2. 
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Emission of gases, odours and dust from diffusive sources – Dust emissions due to vehicle 

movements on roads not open to the public: VDI 3790:2018 Part 4 
 

The German VDI 3790-4 “Environmental meteorology – Emissions of gases, odours and dust 

from diffuse sources – Dust emissions due to vehicle movements on roads not open to the 

public” was published on September 2018. This Directive describes a calculation method for 

quantifying diffuse dust emissions due to vehicle-induced swirling caused by movements on 

paved and unpaved, commercial or industrial roadways. The use of the method described is 

limited to paved infrastructure with fleet masses of up to 38 tonnes averaged over the period 

under consideration and thus covers the majority of typical applications. There are no 

restrictions on fleet mass for unpaved roads. The guideline is addressed to experts as well as 

operators of quarries etc. and representatives of authorities. 

 

Dispersion of odorants in the atmosphere – Fundamentals: VDI 3788: 2000 part 1 
 

The German VDI 3788-1 “Environmental meteorology – Dispersion of odorants in the 

atmosphere – Fundamentals” was published on July 2000. The document describes 

requirements, concepts and application areas of analytical and numerical models, the required 

input variables as well as the result variables for dispersion calculations for odorous substances. 

Furthermore, the criteria for verification and validation that are indispensable for the quality 

assurance of models are explained. The physical modelling of the propagation of odorous 

substances by means of the wind tunnel is not part of this series of guidelines. 

 

Dispersion of odorants in the atmosphere – Reverse modelling: VDI 3788 part 2 

 

The German VDI 3788-2 “Environmental meteorology – Dispersion of odorants in the 

atmosphere – Reverse modelling” is expected to be published on October 2020. According to 

the Odour Immission Directive (GIRL), the calculation of odour emissions on the basis of 

plume measurements is explicitly permitted in special cases (i.e. in the presence of complex 

source structures, diffuse sources). While there is a guideline for the performance of plume 

measurements, there is no standardized procedure for the recalculation of odour emissions which 

is comparable with the guidelines VDI 3945 Part 3 and VDI 3782 Part 1. The present guideline 

serves to standardize the procedure and quality assurance in the retroactive calculation 

according to GIRL. 

 

 

1.4 Guidelines 
 

Although the jurisdictions analysed do not have regulations to manage and prevent odour impact 

that does not mean that nothing can be done. One of the first approaches to tackle odour impacts 

is by setting a clear methodology to deal with them. The most usual way to do so is by setting 

specific methodologies that deepen in aspects not dealt in standards or directly not treated in 

the regulations. 
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Guidelines usually deal with the way an odour is measured or how a dispersion modelling 

has to be done. Other guidelines deal with methodologies to abate odour, for example by use of 

Best Available Techniques (BATs) or how to deal with odour incidents. 

The most known environmental guidelines in Europe are the Best Reference documents 

on BAT (named as BREF). There are over 30 BREF documents published, which are related to 

different sectors. As of 2019, the only BREF in Europe that set and odour limit is the recently 

published Waste Treatment BREF that sets a limit of 200 to 1000 ouE/m3 as the maximum 

allowed odour concentration for some BATs related to the biological treatment of waste. 

Guidelines may or may not be published in official journals. In the case that they are 

published in official journals they do not set odour limits, but methodologies. In some cases, 

reference odour limits might be included, such as in the H4 UK horizontal guideline on odours. 

 

Germany 

 

The GOAA/GIRL guideline is the guideline for odour management in Germany. The Guideline 

on Odour in Ambient Air (GOAA), GIRL for its acronym in Germany has been the reference 

for setting odour impact criteria in Germany. The impact of this guideline in several permit 

procedures is so important, that the Federal Ministry of Environment of Germany is going to 

upgrade this guideline to a legislation status by incorporating the text in the German regulation on 

air (TA Luft).  

This regulation sets clear limits for odour concentration in ambient air depending on the 

classification of the area where the odours are perceived. The GOAA uses the concept of odour 

hour, which in short is the recognition threshold of an odour in a given percentage of times 

within one hour. The odour hour does not distinguish between strong or weak odours, or 

between offensive and less offensive odours.   

Any odour-emitting industrial activity in Germany should not produce more than 

876 odour hours every year (10%) in residential areas nearby. For commercial and 

industrial areas, the odour hours produced by a factory are allowed to be less than 1314 hours 

every year (15%). 

 

 

1.5 How odors are regulated 

 

Although many countries do not have regulations to manage and prevent odour impact in 

populations, that doesn’t mean that nothing can be done. Countries with no specific odour 

regulation have other ways of controlling and regulating odour pollution. 

At European level, the European Environment Agency (EEA) has a common framework 

related to environmental permitting, known as the Industrial Emission Directive (IED). This 

Directive 2010/75/EU of the European Parliament and of the Council of 24 November 2010 on 

industrial emissions (Integrated Pollution Prevention and Control) establishes a general 

framework for determining limits (including odour limits) for many industrial 

activities/processes in order to control odour emissions. This European Directive rules that 

installations should operate only if they hold a written permit or, in certain cases, if they are just 

registered. The permit conditions are defined to achieve a high level of protection for the 

https://www.olores.org/en/component/content/article/28-general/legislation/808-first-odour-emission-limit-value-in-the-whole-europe?Itemid=340
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environment and society, and each regional government has the authority to give or deny these 

permits. These conditions are commonly based on the use of the Reference documents for Best 

Available Technique (named as BREF). There are more than 30 BREFs in Europe, covering 

several industrial sectors. 

In 2018, the first European odor limit was published in the Decision of the European 

Commission establishing the best available techniques (BAT) conclusions for Waste 

Treatment (WT), so this implies that all the industries (of this sector) in Europe that use a 

biological treatment in waste sector have a range of 200 to 1,000 ouE/Nm3 as the maximum 

allowed odour concentration. 

In the case of activities like restaurants, garages, painting facilities or small farms, it is 

common to use simple criteria, such as extracting air from odorous areas, such as kitchens and 

painting tunnels and setting stacks at a certain height, or filtering the odours with activated 

carbon cartridges. 

However, little is usually done at a planning level in towns and cities to prevent the odour 

impact of small activities, nor odours are taken into account in environmental impact assessment 

during territory planning, as it happens for example with noise. 

In a few cases, the courts have to deal with odour impacts. One of the most important 

sentences in court cited in many court cases is the well-known Lopez Ostra v Spain. In 1994, the 

European Court of Human Rights, recognised the failure of a local authority to protect the 

residential intimacy of a resident, Ms Lopez Óstra, from intruding odours from a Waste Water 

Treatment Plant recently built, as an infraction of her human right of protection of intimacy in the 

private residence. The court considered that the government had failed to protect the citizen and 

hence her rights under art. 8 of the Convention of Rome, 1950: 

 

Art 8. Everyone has the right to respect for his private and family life, his home and his 

correspondence. There shall be no interference by a public authority with the exercise of this 

right except such as is in accordance with the law and is necessary in a democratic society in 

the interests of national security, public safety or the economic well-being of the country, for the 

prevention of disorder or crime, for the protection of health or morals, or for the protection of the 

rights and freedoms of others. 

As a result the Spanish state was fined for infringing on the human rights of its citizen 

Lopez Ostra by not adequately protecting her from offending odours penetrating her residence. 

As seen before, court cases are usually complicated as there are no regulations on odours. There 

are two common approaches in court cases when there are no odour regulations: 

 

1. Bringing into account in the court the health impact of odours in a population 

Reports of adverse human health effects associated with odours from industrial plants have 

been recorded by numerous scientific studies. The most frequently reported problems include 

eye, nose, and throat irritation, headache, nausea, diarrhoea, cough, chest tightness, palpitations, 

shortness of breath, stress and drowsiness. It is not easy to calculate the impact on health of an 

odour-emitting activity. Normally this is done by dose-response studies. It is also difficult to 

estimate the cost of this impact on a population. 

 

 

https://hudoc.echr.coe.int/eng#%7B%22itemid%22%3A%5B%22001-57905%22%5D%7D
https://www.olores.org/en/content/565-the-european-environment-agency-believes-that-the-odours-do-not-affect-the-air-quality-in-europe#references
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2. Taking into account the decrease in the value of the properties 

How much is the odour impact costing to a community? It is well known that properties situated 

in areas impacted by odours have a lower value as compared with properties in odour-free areas. 

Houses subject to moderate and severe odour nuisance sell at a discount of 5% and 12%, 

respectively, compared to houses without nuisance. In this case, it is possible to estimate the 

total cost of the odour impact in an area by simply estimating the number of households 

involved. This is an example of a calculation of the loss of value of properties. The number of 

households involved might be calculated on the basis of the number of communities affected. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://core.ac.uk/download/pdf/34570718.pdf
https://core.ac.uk/download/pdf/34570718.pdf
https://core.ac.uk/download/pdf/34570718.pdf
https://www.olores.org/en/content/685-the-cost-of-the-odour-impact-in-russellville-arkansas-usa
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2 AROMA MARKETING AND THE INFLUENCE OF SCENTS 

IN BUSINESS ENVIRONMENT  
 

 

2.1 Short explanation – why aroma marketing 

 

Fragrance awakens feelings, which the mind cannot control. It is said, that the sense of smell   

is the "gateway to the soul". No sense perception takes place as fast as the smell, thereby 

triggering intense experiences. Before seeing something, you have usually smelled and 

recognized it before. That is why a pleasant fragrance causes: 

 positive customer behavior and customer loyalty; 

 extends the customer residence time; 

 increases the desire to buy and thus the sales; 

 creates more attention with customers and visitors; 

 brings a new shopping experience to customers; 

 motivates employees and improves the working atmosphere; 

 increases performance and creativity; 

 reduces negative odors and improves air quality. 

 

 

 

Figure 2 The Sales Facts 

Source: Own figure 

 

 

Numerous scientific studies such as done by the University of Paderborn on the power of 

scents came to surprising results: 

The sales during the test phase increased impulse buying by 6 % 

The buying intention increased due to pleasant scent by 14.8 % 

The length of time a customer stays in the salesroom increased by 15.9 % 
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The Principle – How can aromas affect human well-being? 

Our nose cannot be fooled! What we smell, evokes far more impressions in our soul than is 

caused by what we see or hear. More than 70% of our emotions is influenced by fragrances. 

With our noses we inhale tiny fragrance molecules. They irritate the approximately 20 million 

tiny nerve cells. These convert the fragrance into electrical signals that cause an immediate 

response in the brain, because they are directly connected with our innermost control center, 

called the limbic system.  

The limbic system does not only control our emotional life, it also hosts the memory of 

scents. According to the received signals the brain causes the release of hormones and in doing 

so the operation of glands and internal organs. In this way emotions are generated and 

controlled, blood pressure is reduced or increased, accelerated or slowed down, vitality is 

increased or decreased. Whether we feel sympathy for somebody, feel comfortable in our 

surroundings, feel pleasure or pain, are motivated and creative, smell always plays in important 

role in how we feel. 

 

 

Example of the scent effect 
 

A light breeze of pleasant fragrances: 

 causes positive customer behavior 

 extends customer retention, because where it smells good ... 

 increases the desire to buy 

 creates more attention from customers and visitors 

 provides a new shopping experience for your customers 

 motivates employees and improves the working atmosphere 

 increases performance and creativity 

 reduces negative odors and improves air quality 

 creates a competitive advantage 

 and least but not last: increases your turnover! 

By using aroma marketing you will experiences all the benefits mentioned above. It will 

create a huge advantage for your company, because it will put your competitors at a 

disadvantage. 

 

 

2.2 The competitive advantage of aroma marketing 

 

In a time where technology and new lines of consumer-centric communication are so readily 

available to companies, businesses still struggle to set themselves apart from the competition. 

In the 21st century, focusing on product or service and a competitive pricing is simply not 

enough. That’s why businesses have to look for alternative branding-methods.In order to stand 

out from the competition we have to focus on branding through association. This can most 

effectively be achieved through appealing to our emotions, through our senses. More precisely, 

through scent. 
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Olfactive Persuasion 
 

You might be asking: Why scent? And why not just music or visual cues? 

Because our sense of smell is the only sense that has a direct and immediate effect on our 

emotions. In fact, physiologically our sense of smell is the only sense directly connected to our 

limbic system, which controls our emotions. 

This physiological phenomenon has led Anick Bosmans, Psychologist at the University of 

Ghent, to found the “Research Centre for Consumer Psychology and Marketing”. There she 

has conducted numerous studies on the effect of added scents on consumer behavior.  

Besides that, you cannot “choose” to not smell something. You smell a scent and within 

a second you may experience a change of mood. Whether it will be of a nostalgic memorial 

state or a state of repulsion. Nothing has a more profound and powerful effect on our emotions 

than scent has. 

We need our nose to live and breath. She can differ up to 10.000 different scent 

combinations! Contradict to that we can just differ between 3 components with our eyes, the 

colors blue, yellow and red as well as light and dark and black or white. 

Just one smell molecule provokes moods which cannot be controlled rationally - the 

analytical intelligence which normally balances our decision will be ignored! Because of that 

feelings are created and emotions are generated and steered. The ambiance of a room is not just 

specified by the size, equipment, colors, light and music but DECISIVE and MAINLY by the 

aroma of it! If it smells nasty and unpleasant we don´t feel comfortable and all the endowments 

are ineffective. In a well aromatized room we feel comfortable, cosy and stay longer! 

 

Everybody does his own aroma marketing  

We want to:  

- feel well and clean; 

- appeal attention; 

- stay in mind of our partners, friends & colleges. 

 

 

2.3 Areas of scent applications 

 

The fields of application of fragrances and scent machines are unlimited. Following we would 

like to show you the variety on selected examples. 

 

2.3.1 Business 

 

Banks and Insurances 

It doesn’t matter what and where – first impressions count! Especially in the entrance area of 

banks or similar financial service areas a pleasant fragrance improves an overall feeling of 

wellbeing and trust in your company and your service. Odors and scents have a direct impact 

on human emotions, cognitive processes and behavioural responses. They will remain in your 

customers’ memory for a long time. Therefore we recommend a soft, natural fragrance for your 
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consulting rooms. Self service areas in banks and offices are very often windowless and 

sparsely furnished rooms, where printers and ATMs are placed. Most of the time the air is not 

very pleasant and your staff will leave these rooms as soon as possible. Our aromas will clean 

the air and create a stimulating working area that smells agreeable.  

 

Offices 

Who is not familiar with the afternoon dip? Motivation and attention go down and a cup of 

coffee is not always enough to keep you going. Scientific research has proven that air without 

oxygen in offices has a significant influence on performance, motivation and creativity of 

employees. But there is an easy solution: the right scent composition in the office improves the 

overall working environment. It will significantly reduce stress and improve performance 

during the day. By carefully selecting specific scents your employees will feel much more 

motivated. 

 

Conference Rooms 

How welcome is a call for a coffee break when you are really tired! Especially in rooms with 

airconditioning the air does not contain any vitalizing or aromatic components anymore, 

because of the cleaning process in the air condition unit. The room air is as clean as distilled 

water. But very often there is no time for a coffee break and this when our special, essential 

fragrance compositions come in handy! They prevent fatigue and lack of concentration and the 

participants in your meetings or seminars feel much more awake. Scientific research has proven 

that they will keep focused much longer.  

 

2.3.2 Service 

 

Hairdresser and Nail Salons 
 

Waiting time at the hairdresser or nail salon is often used for a nice ‘time out’ to read a magazine 

or newspaper and have a cup of coffee. But this is only possible in a room with a relaxing 

atmosphere. Unfortunately, most hair dye and nail polish don’t smell very pleasant. But it is 

easy to improve your room atmosphere with harmonious feel-good fragrances or with the 

delicious aroma of coffee or cappuccino. By using those scents you can easily lift your 

customers’ mood and provide an atmosphere of relaxation and well-being. 

 

Travel Agencies 

If you don’t exactly come into a holiday mood in your travel agency, it may be caused by the 

lack of a pleasant smell. Travel brochures only show you attractive pictures, but most of the 

time you don’t smell a fresh sea breeze or a nice coconut cocktail on a tropical beach. But you 

can change all that by using one of seductive fragrances like Holiday One or Samoa Sun. Your 
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customers will be in the Caribbean mood immediately. Aromas of tropical fruits will bring a 

holiday atmosphere into your agency.  

 

2.3.3 Facility 

 

Bathroom and Accessory Stores 
 

Tilers, architects and interior designers have done a great job in your store. They did not only 

lay the trendiest and most modern tiles, placed attractive bath accessories in the right light, but 

also created wellness oases in your store. But one important aspect is still missing: the right 

fragrance in the different areas of your store. A natural scent e.g. can lift up the exclusivity 

tremendously. You are able to you create a private atmosphere, where people feel at home and 

take more time. It doesn’t feel like a store, but like a home. Customers are more relaxed and 

will take more time to look around. A pleasant scent creates an appropriate ambience in the area 

where your experts give advice and bathrooms are planned. It enables your employees to 

present your complete offer! 

Kitchen Stores 

A pleasant scent in the area where your customers are served and informed, creates and 

ambiance of trust. It will make your potential customers stay longer, because they feel much 

more comfortable. We suggest creating scent islands in your store, so that customers 

continuously experience a new fragrance when they move to different areas. This will draw 

much more attention to the products and the customers will take more time to have a look 

around. In kitchens with decorations of artificial fruit a scent of fresh mandarins, delicious 

apples or fruity grapefruits will pleasantly surprise your customers. A few kitchens further on 

where materials such as stainless steel and glass predominate, you could use the smell of fresh 

herbs. In country house kitchens, where rustic tables are tastefully covered with coffee cups and 

cakes, a delicious aroma of coffee and cake could be in the air. Scents like Green Tea, 

Chocolate, Strawberry Cream, Coke, Chicken Soup or Sweet Shadow will make your store 

come alive, because real kitchens produce those appetizing smells.  

 

Furniture Shops  

A pleasant fragrance in your home centre or furniture shop will increase your mood as well as 

that of your potential customers. If you create ‘scent islands’ with different fragrances, e.g. 

example in the area with trendy furniture, you will draw much more attention to all different 

product that are on display. You can also enhance the already existing pleasant smell of leather 

in the area, where exclusive leather couches and other furniture with leather upholstery is sold. 

Furthermore, you can neutralize negative production-related odors that are spread by brandnew 

furniture due to the production process (adhesives, foils, etc.). In the area with modern furniture 

for young people a fresh and zippy scent will invite teenagers to stay longer. With professional 

fragrances you can create a positive atmosphere in your showroom. Customers will stay longer 
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and take more time to discover the many different products you offer. And of course this will 

increase your turnover! 

 

2.3.4 Gastronomy & Recreation 

 

Fitness Studios 

With just a little bit more effort you can distinguish yourself from other studios and large fitness 

studio chains. Not just the best price, the supposedly sportiest offer and the most advanced 

training equipment counts, but members and guest should feel good and recommend your place 

to others. If you add scents to other conditions like lighting, colors, music, room temperature, 

etc. you will easily increase the ambience tremendously. Your members and especially visitors 

for trial workouts will immediately feel the energy and vitality in your place when they step 

inside. In the training area where the large fitness equipment is situated a refreshing and 

motivating fragrance will provide the right training atmosphere, while sweat odors will be 

neutralized at the same time. The same goes for the locker rooms, where sweaty smells are 

always present. The scents for this appliance are equipped with a special integrated odor 

absorber which neutralizes perspiration smells and other unpleasant odors within seconds. 

Those simple things ensure a pleasant smell in washroom and changing areas, as well as in the 

other parts of your studio.  

 

Restaurants 

Upon entering a restaurant the first impression decides whether we feel comfortable or not. No 

matter if your restaurant is cosy and rustic or exclusive, a pleasant and well dosed fragrance 

completes the overall ambience and the feel-good atmosphere in a very positive way. Not only 

the entrance and dining area can be enriched with e.g. a fresh and fruity scent, but there is an 

appropriate scent for all other rooms and for all the events that take place in your restaurant. 

Wedding celebrations can be made extra festive with a romantic rose scent. Christmas parties 

can be fragranced with typical Christmas scents of cinnamon, herbs and fruits. All this will 

highlights the character of each of these events. The atmosphere in the washroom and other 

sanitary areas in your restaurant is also very important. A clean and fresh scent has high priority, 

because your guests associate a fresh smell with cleanness. On the way to the restrooms a 

permanently smell of fresh coffee or tasty cappuccino could be used. When guests come back 

into the restaurant, they will certainly feel like ordering a nice cup of coffee. With fully 

automated air fresheners and aroma diffusers it will always be possible to create exactly the 

right feeling and effect. 

 

Hotels 

Tilers, architects and interior designers have done a great job in your store. They did not only 

lay the trendiest and most modern tiles, placed attractive bath accessories in the right light, but 
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also created wellness oases in your store. But one important aspect is still missing: the right 

fragrance in the different areas of your store. A natural scent e.g. can lift up the exclusivity 

tremendously. You are able to you create a private atmosphere, where people feel at home and 

take more time. It doesn’t feel like a store, but like a home. Customers are more relaxed and 

will take more time to look around.  

 

Swimming Pools 

Bad weather and low outside temperatures are not an issue in a Spa or inside swimming pool. 

Despite all outside weather conditions you can still have fun and enjoy relaxing moments in 

such facilities with pleasant temperatures. Unfortunately in most facilities the positive 

expectation is marred by unpleasant smells of chlorine in the air and perspiration in the dressing 

area. Those typical smells have a very negative effect on visitors and will influence their sense 

of well-being. With modern and professional equipment as well as exclusive scent compositions 

you can easily create a relaxing holiday atmosphere in your entrance area. If it smells fresh and 

clean in the locker rooms, customers will feel well. A pleasant and relaxing holiday scent, a 

natural essential oil or the scent of a Caribbean cocktail will improve the overall impression of 

swimming area tremendously. Guests will get the idea of a holiday at the beach and will be 

happy to return to place.  

 

2.3.5 Health & Care 
 

Retirement Homes 

The entrance area is the business-card of your house and should not only be well designed, but 

also smell pleasantly. Smelling is our most decisive sense and will absolute influence our mood. 

The typical ‘senior resident smell’ is very often not a positive one. By using harmonious scents 

you will create a pleasant ambience and give your residents and visitors a fragrant welcome. 

Scented floors, rooms, community and living areas, as well as sanitary facilities will increase 

the feelings of the well-being of your residents, staff and visitors tremendously. In areas where 

possible odors of perspiration or urine occur, we recommend Aerosol Dispenser. The small and 

battery-powered units ensure a continuous and consistent treatment of the existing air in the 

different areas. Most of fragrances include an additional absorber that does not just cover the 

bad odors, but will neutralize them. The result is a pleasant atmosphere that will be much 

appreciated by residents and their family members and friends.  

 

Pharmacies 

It is not easy to start a sales talk in an environment with customers who feel ill and worry about 

their health. It is important to improve the atmosphere in such an environment, but that is easier 

said than done! Welcome clients with a carefully selected fragrance in the entrance area. Use 

scents that create a pleasant and healthy feeling, like eucalypt or lavender. With exclusive scents 
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you do not only change the old-fashioned ambience in your shop, but you draw much more 

attention to your displays with vitamin products, cosmetic products and accessories and 

increase your sales. 

 

Medical Practices 

A visit to the doctor always means waiting. In places where many people come together a 

pleasant atmosphere is extra important, because it will directly affect the mental well-being of 

patients. By using a pleasant scent in the entrance and waiting area the patients will immediately 

feel less stressed and will enter your practice room in a more relaxed frame of mind. Moreover, 

harmonic fragrances will also calm impatient patients. A fragrance device installed in the 

waiting area, that continuously treats and refreshes the air in the room, will neutralize the typical 

odors of medicinal substances and remedies, but also the natural odors of furniture and flooring, 

as well as perspiration from patients, etc. Especially for waiting areas of medical facilities we 

have developed the fragrance ‘Patience’. This scent does not only reduce your patients’ fear, 

but will create trust and endurance as well.  

 

Dental Practices  

A regular visit to the dentist is a necessary evil that is feared by many people. In past years 

positive changes and improvements have been made in dental care and technology. But many 

patients are still afraid when they enter practice and some even have a pronounced dental 

phobia. In these circumstances first impressions are very important. Many people have an 

aversion to the typical smell of cloves from Eugenol and other medicinal substances. By using 

other, calming scents latent fears of patients will immediately be reduced the moment they enter 

waiting room. Carefully selected fragrances will enhance the mood, help soothe and relax and 

improve the mental and physical well-being of  patients. Especially for waiting areas of medical 

facilities we have developed the fragrance ‘Patience’. This scent does not only reduce your 

patients’ fears, but also creates trust and endurance. It will bring them in a relaxed and positive 

frame of mind.  

 

Physiotherapy Practices 

With a light and pleasant atmosphere in the entrance and waiting area you will easily achieve 

an improvement of the mental well-being of your patients upon entering your practice. Whether 

your patients visit you for physical therapy, a massage or treatment after an operation or 

accident, a pleasant atmosphere is always very important. Essential oils are used in 

aromatherapy and have a relaxing and a healing effect on body, mind and soul. Depending on 

the fragrance of the oil that is used, this effect can be stimulating, revitalizing or relaxing. A 

fragrance device placed in the waiting or entrance or waiting area of your practice, that 

continuously cleans the air and adds a pleasant smell, will neutralize the typical odors of 

remedies, perspiration, etc. Harmonic and balancing fragrances will also reduce the stress and 
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impatience of many patients. They will be much more relaxed, which could result in much 

better therapy. 

 

Wellness Hotels and Spas 

All wellness hotels and/or Spas want each individual guest to feel comfortable and pleasant. 

They must be able to forget their daily stress and enjoy a relaxing a massage, surrounded by 

pleasant music. Guest should enjoy themselves using all senses and feel pampered. This 

includes the use of scents, in the sauna where water trickles on stones or during an appropriate 

massage. Fragrances can be motivating, stimulating or relaxing. They have a quick effect, a 

tremendous impact on our well-being and no side effects. Our modern and absolutely silent 

scent machines are equipped with pure, natural, essential oils that create a pleasant and relaxing 

atmosphere in every part of the Wellness and Spa areas.  

 

2.3.6 Trade 
 

Car Dealers 

The right fragrance in your showroom will create a unique atmosphere and much more trust in 

the company itself. The normal smell of rubber and new tires can easily be replaced by a classic 

and exclusive leather scent, or by other fresh and pleasant fragrances that make your customers 

feel good. A scent of fresh spring grass e.g. can evoke the desire for a convertible and an elegant 

leather fragrance underlines the elegant, fully equipped luxury class of cars. The exclusive 

ambiance in your showroom will be increased by the use of scents and your customers will rate 

your company and the cars on show in a much more positive way.  

 

Electronic Markets 

An important success factor is selling with all senses. Your customer is welcomed in the 

entrance area with visual as well as acoustic marketing, but there is no nice smell! Just imagine 

the appetizing smell of freshly cooked coffee or cappuccino in the area of coffee machines. In 

the section where washing machines and dryers are sold, it could smell of fresh laundry. A 

harmonic and relaxing scent in the area where CD’s and DVD’s are sold, will invite potential 

customer to stay longer and buy more. In the rea of soda machines the tasty scent of Coke or a 

fruity orange will brings life into the refill section. With a little effort and low costs you can 

highlight different product areas, increase customer loyalty and that will do wonders for your 

turnover!  

Jewellery Stores 

In jewellery store perfect lightning is of the utmost importance. It is fascinating to watch how 

the light is reflected in thousands of playful colors in the diamonds of precious jewellery and in 

the golden shine of high-quality watches. But it is possible to add to this exclusive grace in your 

business by using subtle, equally exclusive fragrances. Then you appeal to another very 
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important sense – the smell. Distinguish your store from those of competitors by using elegant 

designer fragrances in the entrance area. In the sales area you can charm your customers with a 

gentle, subtle and exclusive feel-good fragrance. They will appreciate the exclusivity of your 

store, remember it and love to come back.  

 

Fashion Boutique  

Fashion and fragrance have always belonged together, as shown by important fashion designers 

like Hugo Boss, Calvin Klein, Lagerfeld, Joop, Jill Sanders: they created their own perfumes. 

Nowadays fragrance is an indispensable part of fashion and is known as the ‘icing on the cake.’ 

A pleasant fragrance in a boutique or fashion store is just as essential as the attractive interior 

design, flattering light and pleasant music. With exclusive fragrances it is possible to create 

scent-islands in the fashion area for women, men, children, sportswear, lingerie, etc. They will 

tremendously increase the exquisite image of the store itself and the shopping experience. Your 

customers will be brought into a much better buying mood, which will result in a higher 

turnover for you. For your changing rooms we recommend our mobile and battery-powered air 

freshener. The available scents for this machine contain an integrated odor absorber for 

perspiration odor and ensure a pleasant scent at any time. Scents can also be used to introduce 

the upcoming season. In February or March the new, colorful spring and summer collection can 

be accentuated with a gently scent of spring flowers. Inside your shop customers will forget 

about the cold outside and their mood will improve. They will feel comfortable and stay longer 

in your store than they may have planned. And a relaxed customer will buy more, of course!  

 

Optician  

Almost all well-known designers sell their label as license products for fashion, jewelry and 

perfume and very often also for spectacle frames. Distinguish your store from your competitors’ 

by using designer-perfume-scents in the entrance area! In the area where you advise your 

potential customers, you indulge them with a wellness scent. It will relax them with the result 

that they feel well and stay open to your advice.  

 

Sport Shops  

Most sports shops are very similar in range, layout and product presentation. All products have 

a modern design, trendy colors and every brand can be purchased almost anywhere. How can 

your shop still make a difference? With the use of our professional fragrances! By entering your 

store customer can really feel the energy and vitality that comes from your assortment. By 

creating ‘scent islands’ you can lead your customers to the articles they are looking for. In the 

area with swimwear and bathing suits a pleasant smell of sun lotion will bring back memories 

of last year’s holiday. In the space of outdoor clothing, hiking and climbing you can smell fresh 

mountain pastures. An energetic fragrance will motivate your customers to start working out, 

so they will purchase training gear. In the area of soccer shirts, caps and shoes the scent of fresh 

cut grass could create the image of being on a soccer field. The scent of leather in the area where 
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balls are sold will make your offer much more exclusive. In the area of power drinks ethereal 

oils will strength the feeling of health. You will be interested to know that most of our scents 

contain a smell absorber. This ensures that odors of perspiration and of textile materials are not 

just covered by another fragrance, but are completely eliminated.  

 

Supermarkets  

Shopping shouldn´t just be about buying goods, it should be an experience! Today the right 

scent at the right place is part of modern marketing and just as import as the variety of goods, 

friendly staff, a clear arrangement of the goods, pleasant lightning and music for the intended 

audience. The customer should feel good in the store, stay longer and buy more. It is 

scientifically proven that most decisions of buyers are made spontaneously. If scent is used in 

different areas in the store, the fragrance will encourage customers to buy, because our brain 

will recognize smells. The appetizing scent of coffee, fresh baked rolls or cakes the sweet and 

fresh scent of red strawberries will entice customers to get some or even some more. A sweet 

and tasty chocolate scent from the candy area will show the customers the way to it. A nice 

lemon scent in the delicatessen area indicates freshness. In the cosmetics area carefully selected 

scents create positive feelings and memories. The scent of freshly baked pizza in the freezer 

area creates an Italian atmosphere, while the Asian note of freshly brewed green tea makes the 

section of tea products come alive.  

 

Petrol Stations 

Your customers come in to pay for their petrol, but you would like them to stay a bit longer and 

have a look around. They should not only pay for petrol, but feel comfortable enough to stay 

longer than originally planned. With the use of our professional air fresheners and our 

fragrances this is easily possible. When your customer enters your station, he could be 

welcomed with the tempting aroma of coffee or cappuccino. His typical reaction will ben: "A 

cup of coffee, that´s what I really need now." This coffee can be accompanied by a baguette, a 

newspaper and some sweets for the kids. Without the smell of coffee your customer will only 

pay for his petrol. Coffee machines don’t produce a constant smell, but our air fresheners work 

constantly, day around, so you can seduce each of your customers with an appetizing scent.  
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2.4 Scent recommendations for several branches 

 

BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Electro/HIFI Sea Star 

Hendrik 

Aaron 

Sky 

George 

Parker 

Washing machine 

Dish washer 

Coffee machines 

Entrance area 

Dispenser 

AS 650 

AS 750 

Car dealership Classic 

Water 

NewCar Ambiente 

NewCar Noble 

Morsal 

Max 

Wave 

Olivia 

Asella 

Parker 

Entrance area 

Waiting area 

Car showroom 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Petrol stations Sea Star 

Soft Kiss 

Coffee & Cake 

Cheese Cake 

Delicious Fruits 

Coffee 

Spearmint 

Bakery 

Sencha 

Food area Dispenser 

AS 450 

AS 650 

 

Shoe stores Earl Grey 

Sea Star 

Classic 

Olivia 

Sarah 

Creativ 

Parker 

Sales area Dispenser 

AS 450 

AS 650 

AS 750 

AS 1200 

Baby stores Balsam & Care 

Summer feeling 

Sarah 

Waterlily 

White Pearl 

Sales area AS 450 

AS 650 

AS 1400 

Decoration 

stores 

Sarah 

Olivia 

Sales area AS 450 

AS 650 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Fairytale 

Summer Feeling 

Hendrik 

Creativ 

Paradise Touch 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Organic shops Berry Sensation 

Delicious Fruits 

Lemon & Mandarin 

Forest 

Grapefruit 

Orange Grape 

Sencha 

Earl Grey 

Sales area AS 450 

AS 650 

Bakery Cheese Cake 

Bakery 

Cappuccino – 

Cocoa 

Coffee & Cake 

Nougat 

Sales area Dispenser 

AS 450 

AS 650 

Sweet shop Delicious Fruits 

Candy 

Strawberry Cream 

Berry Sensation 

Holiday One 

Popcorn 

Cocos – Lemon 

Chocolate 

Sugared Almonds 

Nougat 

Sales area Dispenser 

AS 450 

AS 650 

Travel agency Oriental Rhythm 

Cocos – Lemon 

Kokos 

Sarah 

Golden Sunrise 

Samoa Sun 

Holiday One 

Grapefruit 

Endless Story 

Fairytale 

Sales area AS 450 

AS 650 

Organic shops Berry Sensation 

Delicious Fruits 

Lemon & Mandarin 

Sales area AS 450 

AS 650 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Forest 

Grapefruit 

Orange Grape 

Sencha 

Earl Grey 

Nail salon French Glamour 

Marilyn 

Melody 

Vanilla Kisses 

Victoria 

Rebecca 

Olivia 

Samoa Sun 

Golden Sunrise 

Treatment area AS 450 

AS 650 

AS 1200 

Casino Energy 

Pacific Ocean 

Fresh Office 

Patience 

Olivia 

Fairytale 

Earl Grey 

Slot machine area 

Gaming table area 

Toilets 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 

AS 1200 

AS 1300 

AS 1400 

Hair stylist Earl Grey 

Deep Mystery 

Melody 

Vanilla Kisses 

Dreams 

French Glamour 

Rebecca 

Paradise Touch 

Asella 

Treatment area AS 450 

AS 650 

AS 750 

AS 1200 

AS 1300 

AS 1400 

Christmas 

market 

Christmas Mood 

Gingerbread 

Sugared almonds 

Cinnamon 

Apple – Cinnamon 

Pepper – Cardamom 

Wintertale 

Sales booth AS 750 

AS 850 

 

Jewellers Oudh Omar 

George 

Parker 

Olivia 

Sales area Dispenser 

AS 450 

AS 650 

AS 750 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Hendrik 

French Glamour 

Aaron 

Dreams 

Melody 

Sarah 

Furniture store Classic 

Classic Vanilla 

Hendrik 

Leather furniture Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Furniture store Walnut Wood 

Swiss stone pine 

Oudh omar 

Bamboo 

Wood Fresh 

Hendrik 

Borneo Teak 

Mauritius Sunset 

Wooden furniture Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Furniture store Sky 

Sea Star 

Olivia 

Summer Feeling 

Hendrik 

Coffee & Cake  

Cappuccino 

Chocolate 

Parker 

Entrance area 

Cafeteria 

Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Supermarket Nougat 

Chicken Soup 

Holiday One 

Delicious Fruits 

Candy 

Cheese Cake 

Popcorn 

Strawberry Cream 

Chocolate 

Melon 

Food area Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Supermarket Bamboo Non – food area Dispenser 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Sea Star 

Wave 

Secret Desire 

Hendrik 

Asella 

Endless Story 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Hotels/ 

Restaurants 

Olivia 

Parker 

Fairytale 

Summer Feeling 

Oudh Omar 

Asella 

Paradise Touch 

Entrance area AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Hotels/ 

Restaurants 

Coffee & Cake 

Cheese Cake 

Earl Grey 

Cappu. Cocoa 

Cappu. Vanilla 

Way to the 

restaurant 

Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

Hotels/ 

Restaurants 

Fresh Laundry 

White Pearl 

Sea Star 

Water 

Sky 

Hendrik 

Waterlily 

Clean Air 

Golden Sunrise 

Sencha 

Toilets Dispenser 

Fitness center Olivia 

Soft Kiss 

Hendrik 

Adam 

Rebecca 

Smooth Harmony 

Secret Desire 

Sencha 

Parker  

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

 

Fitness center Energy 

Fresh Office 

Hendrik 

Orange Brazil 

Training are Dispenser 

AS 450 

AS 650 

AS 750 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Lemon & Mandarin 

Creativ 

Orange – Grape 

Summer Feeling 

George 

Wellness  

AS 850 

 

Conference 

rooms 

Fresh Office 

Clean Air 

Energy 

Apple – Mint 

Creativ 

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Shopping malls Parker 

Summer Feeling 

Hendrik 

Sencha 

Paradise Touch 

Oudh Omar 

Hallways 

Entrance area 

AS 650 

AS 750 

AS 850 

AS 950 

AS 1200 

AS 1300 

AS 1400 

Airports Patience 

FEROX 

Fresh Office 

Wave 

Water 

Melody 

Secret Desire 

Golden Sunrise 

Waterlily 

Security check 

Lounges 

Hallways 

Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Tax consultans Celine 

Patience 

Sea Star 

Waterlily 

Creativ 

Alpha & Omega 

Consulting area 

Entrance area 

AS 450 

AS 650 

AS 750 

Physiotherapy Patience 

Energy 

Sencha 

Lemon & Mandarin 

Golden Sunrise 

Soft Kiss 

Treatment area AS 450 

AS 650 

AS 1200 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Alpha & Omega 

Balsam & Care 

Green Tea 

Creativ  

Beauty/ Wellness Sencha 

Jasmin 

Lara Simin 

Sarah 

Jamila 

Wellness 

Waterlily 

Patience 

Energy 

Lavender 

Spa area 

Relaxation area 

Waiting area 

AS 450 

AS 650 

AS 750 

AS 850 

Waiting area FEROX 

Oudh Omar 

Olivia 

Jamila 

Celine 

Asella 

Parker 

Patience 

Earl Grey 

Fresh Office 

Waiting area Dispenser 

AS 450 

AS 650 

AS 750 

Offices Celine 

Fresh Office 

Clean Air 

Lemon & Mandarin 

Hendrik 

George 

Energy 

Earl Grey 

- Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 

Drugstore Balsam & Care 

Waterlily 

Vanilla Kisses 

Sea Star 

Earl Grey 

Green Tea 

Orange – Grape 

Fresh Laundry 

White Pearl 

Sencha 

Sales area Dispenser 

AS 450 

AS 650 

AS 1200 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Bridal boutique Marilyn 

Olivia 

Sarah 

Tamara 

Lara Simin 

Jamila 

Morsal 

Parker 

Dreams 

Sales area AS 450 

AS 650 

AS 750 

AS 1200 

AS 1300 

AS 1400 

Clothing store 

(women) 

Sarah 

Rebecca 

Dreams 

Tamara 

Melody 

Vanilla Kisses 

Odora 

Parker 

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Clothing store 

(men) 

Max 

Hendrik 

Aaron 

Secret Desire 

Anton 

George 

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Clothing store 

(kids) 

Delicious Fruits 

Sea Star 

Candy 

Soft Kiss 

Strawberry Cream 

 

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Retirement 

homes 

Fresh Laundry 

White Pearl 

Clean Air 

Lemon & Mandarin 

Soft Kiss 

Sea Star 

Fresh Office 

Sencha 

Creativ 

Lounges 

Rooms 

Corridors 

Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Smooth Harmony 

Retirement 

homes 

Cheese Cake 

Popcorn 

Strawberry Cream 

Coffee 

Coffee & Cake 

Cappu. Cocoa 

Cafeteria Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 

Opticans Bahia 

Summer Feeling 

Hendrik 

Wave 

Smooth Harmony 

Melody 

Forest 

Parker 

Sales area AS 450 

AS 650 

AS 750 

AS 1200 

AS 1300 

Driving school Energy 

Fresh Office 

Clean Air 

Hendrik 

Creativ 

George 

Apple Mint 

Trainings area AS 450 

AS 650 

AS 1200 

Bars/Lounges Cocos Lemon 

Amaretto 

Lemon & Mandarin 

Kokos 

Peach Papaya 

Holiday One 

Grapefruit 

Pineapple 

Berry Sensation 

Delicious Fruits 

Gastronomy sector AS 450 

AS 650 

AS 1200 

AS 1300 

AS 1400 

Pharmacy FEROX 

Energy 

Bergamott 

Bahia 

Lemongras 

Alpha & Omega 

Verbena 

Dynamic Flow 

Pure Harmony 

Natural Power 

Sales area AS 450 

AS 650 

AS 1200 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Swimming hall Endless Story 

Asellaak 

Bahia 

Mauritius Sunset 

Golden Sunrise 

Fresh Laundry 

Samoa Sun 

Waterlily 

Holiday One 

Fairytale 

Changing cabins Dispenser 

AS 450 

AS 650 

AS 750 

Solarium Vanilla Kisses 

Fairytale 

Kokos 

Cocos – Lemon 

Samoa Sun 

Peach - Papaya 

Tanning salon Dispenser 

AS 450 

AS 650 

AS 750 

Banking houses/ 

Insurance 

agencies 

Sea Star 

Water 

Sky 

Hendrik 

Aaron 

Max 

Secret Desire 

Creativ 

Self service area 

Conference rooms 

Consultation rooms 

Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Art galleries/ 

Museums 

Summery Feeling 

Earl Grey 

Sea Star 

Waterlily 

Oudh Omar 

Odora 

Parker 

Hendrik 

Exhibition area Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 

AS 1200 

AS 1300 

AS 1400 

Theme park Delicious Fruits 

Holiday one 

Earl Grey 

Sugared Almonds 

Summer Feeling 

Cool Breeze 

Strawberry Cream 

Cheese Cake 

Vanilla Kisses 

- Dispenser 

AS 450 

AS 650 

AS 750 

AS 850 

AS 950 

AS 1200 

AS 1300 

AS 1400 
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BRANCHES RECOMMENDED 

SCENTS 

RECOMMENDED 

AREAS 

RECOMMENDED 

SCENT DEVICES 

Rebecca 

Kitchen center Earl Grey 

Summer Feeling 

Orange Grape 

Chicken Soup 

Coffee & Cake 

Delicious Soup 

Chocolate 

Nougat 

Herbs 

Showroom 

Sales area 

AS 450 

AS 650 

AS 750 

AS 850 

AS 1200 

AS 1300 

AS 1400 

Source: Own evaluation 
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3 CASE STUDIES IN SELECTED SECTORS OF ECONOMY 
 

It turns out, there’s plenty of studies conducted on the effects of scents on consumer behavior. 

 One study, by the University of Paderborn Germany, measured a 15,9% increase in time 

spent in store through adding pleasant smells. This led to a 14,8% increase in buyer 

intent. 

 Marketing Expert Art Frickus of Conspicious, says big brands have been doing research 

about olfactive marketing as well, e. g. Shell. He claims they experienced a 15–30 % 

increase in revenue for bread-products when fragrancing the salesroom with a scent of 

fresh bread. 

 Joep De Heer, professor at the University of Inholland Delft, wanted to measure the 

impact of smells on revenue in supermarkets. To achieve this, he added a coffee-scent 

in the confectionery section of a COOP supermarket for a duration of 6 weeks. The 

results? An increase in sales of waffles by 100%, of candy cakes by 166,6%, of Verkade 

Dora Cookies by 86% and a decrease of Maria Biscuits by 55%. 

 When aroma marketing is strategically used just before point-of-sale-moments retail-

stores experience an increase of turnover by as much as 100%. 

 

These are just a couple of many studies undertaken on aroma marketing. We hope this 

shows you exactly how powerful scent can be as a marketing- and branding tool. 

And maybe next time you smell warm bread in a Shell gas station, you’ll know that’s marketing. 

But you also know your lymbic system won’t be able to resist. 

 

 

3.1 Practical examples from the implementing aroma in various sectors 

 

Gas stations 
 

Our long-term partner in Hungary carried out a test at several gas stations of a large and well-

known company for a month in December. The gas stations were all not far from a highway, 

at the outskirts of a city but still in the city limits. All branches have an average size of approx. 

100 m² and have been tested from Monday to Sunday from 7 am to 9 pm. One had decided 

for the scent Coffee and the AromaStreamer 750.  

Result: The sales increase from year T-1 to T (month of testing: December) was 43%. 

The nationwide increase in sales  at all service stations due to various other measures (without 

scent – marketing) such as remodelling and marketing campaigns was reported at 25%. Thus, 

according to the group management, an increase of 18% was recorded due to fragrance 

marketing. 

 

 

SELGROS – German self-service wholesale company 
 

Selgros used the aromatization, for example, in the part oranges. The sales of Orange fruits 

were increased by using the “Brazil Orange” scent from 3,7 t/ per month to 7,6 t/per month! 
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Which makes an increase of 110%.  

 
Ferrero Russia 
 

The company “Ferrero Russia“ run a study together with „Metro cash and carry” and “REIMA 

AirConcept East” in a Metro-store in St-Petersburg, taking place from October 3rd till    October 

10th in 2016. They implemented the chocolate scent and the result is an increase of Nutella 

sales up to 89% by the use of “chocolate” scent. 

 

Frazer Company 

  

The Coffee & Cake fragrance was used for aromatization. The company saw a 49% increase 

in bake sales. 

  

HEM Company 

  

Coffeehouse fragrance was used for aromatization. The result was a 30% increase in turnover, 

with sales of sweets up 18% and tobacco up 12%. 

 

Shell petrol station 

  

They used the Coffee & Cake fragrance for flavouring, with a 30% increase in impact. 

 

 

 

3.2 References / customer feedback 

 
3.2.1 Petrol stations 

 

GO Tankstelle Löbau: AromaStreamer 650; Scents: Coffee & Cake, Coffee 
 

“We, GO Tankstelle Löbau GmbH, need many reliable partner in our environment. With 

REIMA AirConcept GmbH we were able to find a partner who is always at our side in a very 

special marketing area. Together we successfully scented our shop and were able to achieve a 

significant improvement in the feel-good atmosphere and support individual product areas in 

a way that promotes sales and significantly increases sales. At any point in time we can fully 

trust the competence and reliability of REIMA AirConcept GmbH. Particularly noteworthy is 

the optimal implementation of the fragrance concept, the good pre- and aftercare, the large 

selection of fragrances in combination with high-quality and reliable fragrance devices, the 

fast service and the extraordinary feeling for the correct use of fragrances. Natural and tested 

fragrances that REIMA AirConcept guarantees are particularly important to us. The feedback 

from our customers and our employees is consistently positive. We can recommend and thank 

the company REIMA AirConcept GmbH and their fragrance concepts in all matters for the 

excellent partnership, from which we will also benefit in the future.”  
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BFT Walther Tankstelle: AromaStreamer 650; Scents: Coffee & Cake 
 

“First of all, I honestly have to admit that I had to be persuaded for a long time to create an 

artificially created fragrance to use in our gas station. My wife was in charge here. However, 

since the introduction of scent marketing from your company, we have had a real wow factor. 

Every second looks around very intensely and tries to locate where the scent is coming from. 

It's indescribable how the customers do Perceive fragrance. Many customers ask where the 

cake stands and it smells like. We have been able to do so since ours Increase coffee sales by a 

whopping 15%. With this increase we can finance our Cover the coffee machine. The operation 

of the device itself and the change of the fragrance cartridges works dead easy. Thanks for the 

great device.”  

 

 

3.2.2 Drug stores 
 

Feilitzsch Apotheke: AromaStreamer 650; Scents: Sky, Bahia, Summer Fresh & Summer 

Feeling  
 

“Dear Sirs, What we wanted to tell you for a long time: We are absolutely thrilled with our new 

room climate from your home! The sensuality of the duff with soft wood notes (Swiss stone pine) 

underlines it not only our furnishing style, but wore it especially during the winter months 

optimally contributes to the warm atmosphere in our pharmacy. Just as happy But we now also 

look to the hot days, in which we with cooling lemongrass Mint flavors (Sky, Summer Fresh) to 

linger in our airconditioned pharmacy invite. I just got another device for the second pharmacy 

in our group ordered. As you can see: Quality pays off (just like your good service on the 

phone). Just keep going!”  

 

 

Easy Apotheke: AromaStreamer 750; Scents: Summer Feeling, Lemon & Mandarin, 

Orange-Grape, Christmas Mood, Cool Breeze, Fresh Office 
 

“Dear Sirs, After several failures with regard to room scenting, we ended up with REIMA 

AirConcept through a personal recommendation. With other providers, either the technology 

did not work satisfactorily or there were problems with the compatibility of the fragrance 

mixtures among the employees. We have been using the AromaStreamer 750 with different 

scents such as Summer Feeling, California and Orange-Grape in our pharmacy. We are 

convinced of both the fragrance selection and the technology itself. The fragrances are all 

tolerated without restriction. The device was delivered pre-programmed, changes to the 

scenting times can easily be made by yourself. The technology is absolutely robust and the oils 

are very economical to use. In this way we can create a feel-good atmosphere for our customers 

and employees. The fragrances are perceived as extremely pleasant and invite you to linger in 

our pharmacy.”  
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3.2.3 Dentist 

 

Zahnarztpraxis Cem F. Kilic, Osterholz Scharmbeck: AromaStreamer 550; Scents: 

Patience, Fresh Office, Bahia 
 

“In the dental practice this is sometimes such a problem with the typical dentist smell, which 

many already do Makes anxious patients feel uncomfortable. We have successfully solved the 

problem with your Reima AirConcept and the pleasant fragrances. We received a lot of positive 

feedback from our patients, who are now visiting our practice in a relaxed manner. And don't 

forget our team is also enthusiastic about the fragrances. The selection is excellent and it is 

always fun to try out and experience new fragrances. The fragrances are also tolerated well. 

No coughing or scratching your throat. Spending eight hours with the scents is no problem. We 

can only recommend you as a company! Thumbs up and keep it up.”  

 

 

3.2.4 Retail 

 

Globus Handelshof St. Wendel GmbH & Co.: AromaStreamer 750; Scents: Coffee & 

Cake, Orange Brazil, Nougat & Christmas Mood 
 

“The customer is the focus of all our efforts - for us as a trading company this is what we expect 

from ourselves, but also what we expect from our partners. While working with “Berlin duftet” 

we actually found a partner who knows and feels exactly what is important to us. The products 

generate a higher level of emotion in our customers and make them want more. Depending on 

the topic, we put the fragrances harmoniously into the overall structure and make the 

difference. With the right advice and the use of the right product, we send the desired messages 

and create a special kind of shopping experience."  

 

 

Bakery / Pastry Shop Wittig, Görlitz: AromaStreamer 650; Scents: Coffee & Cake, Butter 

Waffle, Bakery 
 

“Dear Sirs, I would like to let you know that I am extremely enthusiastic about your company. 

The fragrances are excellent in quality and diversity (determined by a significant increase in 

sales in our cafe). The advice service is excellent, as is the fast delivery of the goods. The 

fragrance device works reliably and perfectly. Therefore, I see nothing standing in the way of 

further cooperation.” 
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3.2.5 Electronic stores 

 

Euronics Bühler Schopfheim: Aerosol Dispenser; Scents: Fresh Laundry, Coffee, Fresh 

Office, Sky 
 

“We are a Euronics specialty store with a sales area of 560 square meters. We redesigned our 

sales room and converted the "Point of Sale" into a "Point of Emotion". In this context, the 

olfactory nerves of the customers must not have neglected. For this reason we decided to use 

fragrance marketing. In the individual departments, we have installed various fragrances that 

are automatically sprayed at regular intervals. In the coffee / small kitchen appliances 

department we have the scent "Coffee", in the PC department we have the scent "Fresh Office", 

in the large household appliances department we have the scent "Fresh Laundry" and in the 

television department we have the scent "Sky". These fragrances are not actively perceived by 

customers because they are very subtle. Nevertheless, the fragrances bring a different 

atmosphere into the sales room. Through the Coffee scented, some customers feel the need to 

have a cup of coffee. Since we have several fully automatic coffee machines in the exhibition, 

we can also meet customer requirements. The smell of fresh laundry gives a sales talk about a 

dryer a whole other depth, as customers unconsciously feel as if they are standing in a laundry 

room. The care and re-ordering of the fragrances is very good. The handling and operation of 

the devices are user-friendly and easy to program. For this reason, we are happy to recommend 

the products to others.” 

 

 

3.2.6 Fitness / Sport / Leisure 

 

Fit & aktiv Rinteln: AromaStreamer 650; Scents: Fresh Office, Pacific Ocean 
 

“We would like to thank you for the good cooperation so far and express our satisfaction with 

your products. We have been using your AromasStreamer for our changing rooms and the 

entrance area for 2 years and are very satisfied. Our members praise the pleasant smell in our 

house.”  

 

 

Shokers Lasertag GF Randy Mikels, Landsham: AromaStreamer 650 + 750; Scents: 

Leather Tobacco 
 

“Reima Air Concept reference letters Shockers Lasertag uses the Aromastreamer 650 and 

Aromastreamer 750 fragrance devices very successfully in our Last Day sports facility. The 

fragrance devices allow us in the lobby to enjoy the well-being experience of the guests support. 

Especially in the changing area, the pleasantly fresh scent carries through the aroma streamers 

contributes to a significant improvement in air quality. This helps especially with a sweaty sport 

like laser tag aromatic but not intrusive scent excellent to neutralize unpleasant scents. The 

large selection of scents also allows us to go into different seasons and events thereby creating 

an atmospheric atmosphere. The particularly friendly and fast customer service of Reima Air 
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Concepts deserves an extra Mention! So far, we have rarely had such nice and competent advice 

from a German company experienced. We can therefore recommend Reima Air Concept to 

others and are happy to write a more than positive reference.”  

 

 

3.2.7 Nursing and Retirement homes 

 

Seniorenpflegeheim Schönfels, Lichtentanne OT Schönfels: Aerosol Dispenser + 

AromaStreamer 650 Aerosol Dispenser → Grapefruit, Patience, Wellness → used in 

corridors AromaStreamer 650 → Grapefruit, Patience → used in common rooms such as 

lounges 
 

“Dear Sirs, We would like to take this opportunity to thank you very much for very good 

cooperation. Since our facilities have been in existence for more than 20 years, it was and is a 

need for us to have a good Climate and a very pleasant room air can be perceived in all areas. 

Such a house not only lives from good care, support and care, but the holistic approach, a 

comfortable climate and an appealing ambience are the guarantee for a good reputation and 

satisfied residents and their relatives. With your company, the very good cooperation and above 

all with your very good products, we were able to create another plus in a pleasant atmosphere. 

We will continue to draw on your experience for a good indoor air concept in the future. We 

want to continue using the testing of your products and the corresponding advice that you 

always offer. We wish you and your team continued success and a pleasant cooperation.”  

 

 

3.2.8 Opticians 

 

Optiker Meise, Carolin Kaubisch, Chemnitz: AromaStreamer 200; Scents: Bahia, 

Blooming Valley, Orange Brazil, Christmas Mood 
 

“We are really very satisfied with the AromaStreamer, because we can not only decide for 

ourselves what time of the year it should smell how it should smell - there is always a feeling of 

homeliness when you enter the shop. Many customers notice the scent positively, and we are 

always asked where it comes from. We are most enthusiastic about the Christmas scent - we 

always say “It smells like the Christmas market! “... and the Bahia fragrance for spring and 

summer lends a certain freshness to the big business, which is often attended by many people 

at once. All in all, we are very happy with the fragrance program. I only wish for an intensive 

cleaning of the device from time to time, because the fragrance essences also cause a lot of 

things to stick together pretty quickly.” 
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3.2.9 Travel agency 

 

FIRST Reisebüro Saarbrücken: AromaStreamer 750; Scents: Summer Feeling & Samoa 

Sun 
 

“We can more than recommend the AromaStreamer! For our customers, the holiday begins as 

soon as they enter our office, which is perfumed with a great scent by the AromaStreamer. The 

device is easy to use and enables optimal dosing. We are approached almost every day about 

the great smell in our office. The fragrance marketing team is always there for questions and 

offers a large selection of fragrances.” 

 

 

 

3.3 Practical examples of using scent on selected events 

 
3.3.1 What can the scent do during a singles party 
 

TešíMa events represent a space on the level – nice people, a casual program and opportunity 

to get to know your half. Aroma marketing was with one of them with a special scent evoking 

feelings of love and excitement.  

An exceptional event with exceptional people requires a scent that exactly matches it. 

We therefore chose a charming, clean and sensual composition of lotus flowers in conjunction 

with hand-picked rose petals. The floral scents are complemented by sandalwood, which 

stimulates the senses and increases excitement, incense, which awakens sexuality and cedar 

wood, which evokes feeling of love.  

The scent thus subconsciously acted on all participants as a stimulating element. Smells 

can not only amplify emotions and create stronger memories, but they can also influence 

behavior. In the people who took part in the event, the chosen scent stimulated the desire to 

have fun with new, unknown people.  

We needed to spread the fragrance as effectively as possible across the entire company. 

Therefore, we focused mainly on the entrance areas – the guests evaluate immediately at the 

entrance by smell whether they feel comfortable in the space or not. We also made sure the 

parquet was properly scented.  

During the event we used the Aroma Streamer 850 device, which guarantees fast and 

even distribution of fragrant particles in areas up to 600 m2 and 1,800 m3. Fragrance diffusers 

are made in Germany and their material composition of metal and plexiglass predestine them 

for comfortable and carefree operation.  

 
3.3.2 How we aromatized Fashion LIVE! 
  

Fashion LIVE! is a fashion event that annually brings current fashion trends and gadgets from 

the world and domestic fashion scene. However, this year´s event was somewhat different from 

the previous ones – it was aromatized. We suggested to the organizers that they impress the 
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visitors with even the strongest sense, smell, as the scent enhances the overall impression and 

creates much stronger memories.  

A unique event demands a unique scent. For example, one that combines exotic tones 

of bergamon and fresh tones of Calabrian lemon. The floral-herbal aroma of roses, lilies, violets, 

jasmine and lavender is complemented by masculine woody tones, cedar, sandalwood and other 

ingredients, which perfectly complemented the overall impression of the shows.  

Our goal was to give the space an exclusive touch from the seating areas to the places where 

the guests most often stayed. We especially made sure that the scent hit the visitors right at the 

entrance to the Stará tržnica and thus created an initial WOW effect.  

During the event we used two devices – Aroma Streamer 850 and Aroma Streamer 750, which 

guarantee fast and even distribution of fragrant particles in spaces together up to 900 m2 and 

2700 m3.  

The existing iron structure of Stará tržnica allowed us to place aromatization units 

directly on them. This way we have provided an ideal solution for the so-called fragrant islands 

– at the entrance to Stará tržnica to evoke the right atmosphere and in the premises themselves.  

 

3.3.3 How we made pleasant the wedding day 
 

People remember several times more of what they feel than what they see and hear. Smells 

leave permanent olfactory marks in people. Therefore, the intense and at the same time 

unobtrusive scent of the aroma marketing will make the wedding an event that you and your 

guests will remember for a long time and you will always remember it vividly when you feel a 

similar or the same scent.  

A significant benefit of aromatizing the premises is that most fragrances contain an 

effective odor absorber. For example, if the hall is connected to the kitchen or you have a feast 

in an older room with specific, not very pleasant smell, our scents will solve it. You will not 

feel anything more than a pleasant scent.  

We choose fragrances with future newlyweds in advance, according to their preferences 

and according to the very concept of the wedding. The result should be a symbiosis of wedding 

and fragrance. Based on this information, we chose the fragrance Samoa Sun for the big day of 

Julka and Maťo, which they immediately liked. A pleasant and warm composition of scents 

with a hint of coconut. The aroma was based on exotic woods and musk in combination with a 

subtle shade of vanilla and velvet peach with the finest tones of coconut.  

Every bride has her own dream wedding. In the garden with a gazebo, in the castle, the 

manor house, on the more popular farm. Wedding big, small, romantic, floral, vintage, wild. 

Our range of fragrances is diverse, so aroma marketing can be part of any unique concept of a 

wedding concept. Floral fragrances such as Camomile, Orchid or Rose Garden are an excellent 

choice for timeless traditional weddings. Small and intimate weddings can be combined with 

romantic or oriental scents such as rose, Oudh Omar or Patschouli. For a wild party, we 

recommend bold exotic scents such as California, Italian Dreams and Golden Sunrise. 
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3.4 Student Researches in cooperation with REIMA AirConcept 

 

JET gas station study of Miriam Kugler (May 2019) 
 

Ms. Kugler conducted a study at two gas stations in the Lübeck area. The influence of our 

fragrance Bakery – a typical bakery scent of fresh rolls, cakes and other sweets on the sale 

of bakery products was tested. So, can fragrance stimulate your appetite, in a place where 

exhaust fumes and fuel are needed? Both test locations were about 7 minutes away by car. 

The sales area of gas station A measures approx. 90 m², gas station B approx. 60 m². 

The scenting took place daily between 6:00 and 22:00. The offer, the prices, the quality and  

also the presentation were identical in both branches. After the 8-week trial period, the 

following evaluations were made on the basis of the POS system. 

 

Table 1 Scenting period of the gas stations 
 

 Gas station A Gas station B 

01.09.2018 –  30.09.2018 No scenting  No scenting  

01.10.2018 –    31.10.2018 With scenting  No scenting  

Source: Own evaluation 

 

The fragrance device was outside the usual field of vision of the customers and the 

smell was especially noticeable in the sales area of the bistro. While most of the customers 

made no comments about the odor change, some expressed themselves positive about the 

pleasant smell. Some named the fragrance as a cake fragrance. After the evaluation, the 

following results were obtained: 

 

 

Table 2 Data about scenting the gas stations 

  

Number of customers 

Sales of bistro and 

bakery products in 

total 

Sales of sweet baked 

goods 

 09/18 10/18 09/18 10/18 09/18 10/18 

Station A  34.332   36.067   5.807   6.366   745   897  

Station B  14.742  16.201  3.100  3.483  305  284 

Without scenting  With scenting 

Source: Own evaluation  
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Figure 3 Sales development bistro Petrol station A 

Source: Own evaluation 

 

As can be seen in Figure 2, sales at the gas station A increased by 9.63% in the area of 

bistro and bakery products. For sweet baked goods, sales increased by 20.40%. 

 

 

Figure 4 Sales development per customer Petrol station A 

Source: Own evaluation 

 

Per customer, sales in the bistro and bakery sector increased by 10.48%, while sweet 

baked goods increased by 21.34% (Figure 3). 
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Figure 5 Sales development bistro Petrol station B 

Source: Own evaluation 

 

At the gas station B, sales of bistro and bakery products increased by 12.35%. 

However, sweet baked goods fell 6.89%. (Figure 4). 

 

 

Figure 6 Sales development per customer Petrol station B 

Source: Own evaluation 

 

Per customer, sales in the bistro and bakery sector increased at the petrol station 

B by 2.24%, but fell by 15.27% for the sweet baked goods (Figure 5). 
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In summary it can be said, there is a consistent connection between fragrance use and 

sweet baked goods sales. This relationship is weakly positive. 

 

 

Restaurant – atmosphere study of Abdullah Farid 

 

Abdullah Farid conducted a 7-week study in three selected restaurants in Göttingen on the 

subject of the possible influence of fragrances in gastronomy. In 5 of the 7 weeks the 

restaurants were perfumed with specially selected and suitable fragrances. For the guests were 

flyers with the request to participate in an online survey. The aim of this survey was to 

determine if the guests could detect a change in the atmosphere by the scenting. Even after 

the end of the 5-week fragrance, the flyers were available for another 2 weeks to get results 

that are more accurate. 

 

Start of scenting: 20.7. 2018  

Start of the survey: 23.7.2018  

End of scenting: 24.8. 2018  

End of the survey: 7.9. 2018 

 

Unfortunately, the data of a restaurant cannot be evaluated, because the operator had 

terminated the project prematurely due to lack of time. Thus, the following evaluations remain: 

 

 

Local A: 

Is a small cafe with a patisserie that serves and sells both chocolates and cakes. In this cafe 

the scent Coffee & Cake was used. Due to the existing outdoor area in front of the cafe, the 

fragrance device was placed in the entrance area. This allowed the scent to breeze outside a 

little bit as well. During the test period (7 weeks), 30 people took part in the survey. One of 

the participations was not considered because the survey was not completed. Another 3 were 

not evaluated because they did not contain a date of the cafe visit. Thus 26 participants were 

left. 

The average age was 33.46 years. 17 participants were female and 9 male. The average 

length of stay was 1 hour and 8 minutes. During the fragrance phase, 16 people participated 

in the survey. In the non-perfumed phase, 10 people participated. Evaluation of the sensation 

of the atmosphere in Local A can be seen in the following table 
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Table 3 Evaluation of the sensation of the atmosphere in Local A 
 

How well did you feel? With scenting Without scenting 

Average all participants 1,31 1,20 

Average female participants 1,30 1,0 

Average mal participants 1,33 1,67 

Average all participants 

between  30–40 years old 

1,33 1,50 

Average female participants 

between 30–40 years old 

1,50 No information 

Average male participants 

between 30–40 years old 

1,00 1,50 

Average all participants of 

other ages 

1,30 1,20 

Average female participants 

of other ages 

1,17 1,00 

Average male participants of 

other ages 

1,50 1,67 

Source: Own evaluation 

 

Rating was done according to school grading system: 

1 – very good / completely right up to 6 – insufficient / not at all right 

 

If we analyze the evaluated data with respect to the atmosphere, one recognize a small 

difference between the scented and unscented period. The perfumed phase is rated here at 

1.65, the not perfumed one at 1.95. Looking at the sexes, one sees that there is a small 

difference between the grading of the two phases among women. However, men rate the two 

periods much more clearly. Here the rating during scenting is 1.61. Subsequently, men rated 

the atmosphere only with a grade of 2.78. This is a clear divergence and could be an indication 

of the influence of the fragrance. 

Another peculiarity can be seen by dividing the whole group by age. As we already 

know, the odor sensation should be most pronounced between the ages of 30 and 40. This can 

be a justification that the participants between 30 and 40 years assess the atmosphere during 

the scented phase with 1.72 and unscented with 2.83. 

This clear difference cannot be determined in the other age groups. The difference in 

this time is only 0.11 points. But here, it also can be seen, that male participants have given 

much better marks than female. Looking at the evaluation of the question regarding the 

atmosphere, we can see a more positive evaluation during the fragrance phase. 

 

 

Local B: 

This eatery is part of a larger chain, offering Tex-Mex dishes, burgers and snacks, as well as 

cocktails and desserts. In addition to a large guest room inside the restaurant, which extends 

over 2 floors, there is also a large outdoor area with lounge character. The interior is rustic. 
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The restaurant has an open kitchen, through which odors from the kitchen can get in the guest 

room. These are largely fatty and roasted aromas. The guest room in the interior is about 250 

m². Two devices of the type AromaStreamer 750 with the intensity level 3 were placed here. 

Here the scent curry-pepper marinade was used to match the kitchen flavours. During the 

entire survey period of 7 weeks, 54 people participated in the survey. According to the 

operator, he receives 8-10 responses a month to his regular feedback request. So, 54 responses 

are a higher response rate than usually. The high participation is probably due to the fact that, 

there was a coupon worth 30 € to win. The flyers were designed only in the inner guest area, 

so that a falsification of the results is excluded as far as possible. 

Out of the 54 participants, 3 had to be rejected because the survey was not completely 

finished. Another feedback is not taken into account, since a residence time of 20 hours was 

specified here. Overall, this results in a usable participation of 50 people. The average age of 

all 50 participants was 29.68 years. 

 

 

 

Table 4 Evaluation of the sensation of the atmosphere in Local B 
 

How well did you feel? With scenting Without scenting 

Average all participants 1,96 2,50 

Average female participants 1,91 2,00 

Average mal participants 2,07 3,00 

Average all participants 

between  30–40 years old 

2,38 No information 

Average female participants 

between 30–40 years old 

2,50 No information 

Average male participants 

between 30–40 years old 

2,25 No information 

Average all participants of 

other ages 

1,87 2,50 

Average female participants 

of other ages 

1,82 2,00 

Average male participants of 

other ages 

2,00 3,00 

Source: Own evaluation 

In the evaluation of the data of this restaurant, it can be seen that there are sometimes 

clear differences in the rating, but sometimes very marginal. The overall average of the criteria 

"Pleasant", "Cozy" and "Stimulating" shows that the participants rated these criteria better 

overall with 2.33 during the scenting phase than afterwards: here the result is 2.42. There are 

only small differences between the sexes, both before and after scenting. There is a tendency for 

women to rate the atmosphere slightly better than men. Even the criterion "unpleasant" shows 

only a difference of 0.08 points. 

During the scenting, this criterion was rated at 5.42, followed by 5.50. A relative big 

difference can be seen in the seventh question, which was: "How well did you feel?“ During 
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the perfumed phase, the restaurant reached a mark of 1.96. After the perfumed phase, the rating 

was 2.50. The difference becomes clearer when you split the ratings between women and men. 

Men averaged 2.07 during and 3.00 after the fragrance phase. For women, the difference with 

the grade 1.91 to 2.00 is only 0.09 points. This shows a markedly differentiated rating between 

the two periods, which gives an indication of the actual effect of the scenting. 

The average length of stay in the restaurant was 2 hours and 13 minutes during and 

after the scent period of 2 hours and 15 minutes. Again, the difference is very marginal. Thus, 

it cannot be proven whether the scenting had an effect on the length of stay of the guests. 

 

 

Influence of fragrance on the concentration study of Christine Moosbrugger 
 

 The study by Ms. Moosbrugger deals with the following theses: 

 Using fragrance in the learning phase of brand knowledge, the presence of the same 

fragrance in the rendering phase results in a more complete activation of the 

learned knowledge elements than if no fragrance is used. 

 The use of fragrance in both situations (learning, reproduction phase) leads to a changed 

perception of the presented brand elements. 

 

Study Group 1 is exposed to low room scent throughout the experiment, to which 

the participants are not explicitly referred. After consultation with experts, a youthful 

unisex scent was selected. 

The strength of the scenting has been kept low because, as the scent theory suggests, 

too intense scenting can lead to a negative effect on the participants as it is often often 

perceived as unpleasant. The scent only applies to study group 1 of the experiment. They are 

under the influence of scent in both situations, the learning and the second part of the 

experiment (collection of brand knowledge). The participants of the study group 2, which 

serves as a control group, is without fragrance stimulus. 

The study was conducted as a laboratory experiment with male and female students 

and 42 participants per study group. All were given the same tasks. The average age of the 

students was 23.6 years. People who already knew the journal "Prinz" were excluded from the 

test. 59% of the participants were female, 41% were male. 

 

Questions 1 to 4 were conducted as a multiple choice test. It was about general issues ("hard 

facts") to the magazine such as Magazine, publishing house, complete edition,

 ................................................................................................................................................. 

The answers were then evaluated as false (0) or correct (1) and summarized. This allowed a 

rank scale to be created. Each participant could reach a maximum of 4 points with 4 correct 

answers or 0 points with no correct answer. 
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Table 5 Data for the questions 1–4  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 50,04  

0,003 

 

-2,975 

3,2381 0,79048 

Without 

scent 

34,96 2,5952 1,01356 

 

Source: Own evaluation 

 
Both the higher Middle rank and the average score indicate that the fragrance group 

was able to answer significantly more multiple-choice questions correctly. 

Question 5 of the questionnaire deals with the main topics of the magazine 

"Prinz". The question was "Are the following contents addressed in PRINZ magazine?" 

Here both, wrong and correct topics were specified, and those that were actually topics of 

the magazine should be ticked. 

 

Table 6 Data for the question 5 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 40,23  

0,346 

 

-0,943 

7,8810 1,41770 

Without 

scent 

44,77 8,3571 2,28272 

Source: Own evaluation 

 
The two middle ranks are approximately equal and the significance is 0.346, so both 

groups tend to be able to reproduce the topics of the journal. The corresponding counter 

question: "Which were not main topics of the journal" brought a similar result as the following 

table clarifies: 

 

Table 7 Data for the question 5 (2) 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 45,02  

0,167 

 

-1,381 

14,305 4,15838 

Without 

scent 

37,80 12,7500 4,81850 

Source: Own evaluation 
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In the 6. question, the participants were asked with an "open question" about the price 

of the magazine. The price was only to be read on the copy of the magazine, with which two 

minutes could be spent. So the prize was not mentioned explicitly. 

 

Table 8 Data for the question 6  
 

Test-Group Right answer of 

the price 

Wrong answer of 

the price 

Significant 

With scent 39 3 0,010 

Without scent 30 12 

39 out of 42 respondents were able to give the right price. 

Source: Own evaluation 

 

 

Question 7 was also posed as an "open question": In the first phase of the experiment, 

four key topics were presented to the participants, which were primarily dealt with regionally. 

These should be freely reproduced in the second phase of the study. Here a maximum of 4 

points could be achieved, if all 4 main topics could be named. 

 

Table 9 Data for the questions 7 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 50,96  

0,000 

 

-3,646 

2,0000 0,98773 

Without 

scent 

32,82 1,2195 0,75869 

Source: Own evaluation 

 

 

As can be seen, the “fragrance group” was able to express significantly more regional 

topics than the fragrance-free group. 

In question 8, participants were asked to freely name all 14 of the publication 

locations. Thus, a maximum of 14 points could be achieved on this question. 

 

 

Table 10 Data for the question 8 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 50,88  

0,001 

 

-3,416 

7,9524 2,90460 

Without 

scent 

32,90 5,5366 3,16305 

Source: Own evaluation 
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Again, it can be seen, that the participants who were under the influence of scent could 

reproduce more places of publication of the magazine. 

Question 9: "Which of the following characteristics applies to the magazine's target 

audience?" Again, there were right and wrong answers. By ticking, the test participants were 

able to choose which answer options were appropriate. 

 

Table 11 Data for the question 9  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 41,79  

0,788 

 

-0,269 

15,3095 4,30251 

Without 

scent 

43,21 15,4762 4,74849 

Source: Own evaluation 

 
As the average value shows, no significant difference can be detected. Both groups 

were able to identify the right characteristics of the target group in about the same amount. 

The 10th question was composed of two sub-questions. First, the name of the person on 

the cover should be mentioned: 

 

Table 12 Data for the first sub-question of the 10th question 
 

Test-Group Right answer of the 

name 

Wrong answer of 

the name 

Significant 

With scent          35 7 0,016 

Without scent          25 174 

Source: Own evaluation 

 
As can be seen in the table, the fragrance group clearly did better and could more 

often call the correct name of the person on the cover. 

In the second sub-question the main topics should be mentioned, which were shown 

on the cover. The maximum correct answers, which could be given, were 7. The result was 

as follows: 
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Table 13 Data for the second sub-question of the 10th question  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 52,50  

0,000 

 

-3,838 

3,1190 1,25333 

Without 

scent 

32,50 1,9286 1,40370 

Source: Own evaluation 

 
Here, too, the fragrance group achieved better results than the fragrance-free group. 

Following are the evaluations of questions 11 to 13 of the study, which were used to measure 

the direction of perception of the presented brand elements. The results should serve as a review 

of thesis 2. 

 

The following results are shown: 

1. Rating of the journal on the basis of selected characteristics 

2. Overall assessment of the journal 

3. willingness to buy of the participants 

First, the layout should be judged – from 5 = extremely positive, to 1 = extremely negative: 

 

Table 14 Data for the question 11 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 48,32  

0,003 

 

-2,969 

4,1707 0,94611 

Without 

scent 

33,50 3,5000 1,06217 

Source: Own evaluation 

 
Here it can be clearly seen, that the fragrance group has rated the layout much more 

positive. 

In the evaluation of the target audience correspondence of the magazine "Prinz" 

on the basis of the continuous ranking scale, the following results were obtained – from 5 

= extremely positive, up to 1 = extremely negative: 
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Table 15 Data for the question 12 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 46,85  

0,006 

 

-2,765 

4,5610 070883 

Without 

scent 

33,82 4,0256 1,01274 

Source: Own evaluation 

 
As the middle ranks of the two groups illustrate, the assessment of the target audience 

score was clearly more positive when the participants were exposed to scent. 

The following results gave the evaluation of the diversity of topics in the journal – 

from 5 = extremely positive, up to 1 = extremely negative 

 

 

Table 16 Data for the question 13 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 51,52  

0,000 

 

-3,733 

3,9048 1,20587 

Without 

scent 

32,24 2,7561 1,35611 

Source: Own evaluation 

 
The diversity of topics was also rated significantly more positive if the participants were 

scented. The U-test gave the following results regarding the assessment of the urban relevance: 

 

Table 17 Urban relevance 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 44,08   4,6410 0,62774 

   0,005 -2,834   

Without 

scent 

31,42 3,9444 1,14504 

Source: Own evaluation 

 
As can be seen, the scented participants judged the urbanity better than the scentless 

participants. 

The price performance was assessed by the participants as follows: 
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Table 18 Price performance  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 39,38  

0,073 

 

-1,794 

4,8000 0,51640 

Without 

scent 

32,91 4,3438 1,8074 

Source: Own evaluation 

 
The mean values make it clear that the participants of both study groups assessed the 

price- performance ratio in a similar way. 

The overall rating of the magazine was as follows: - from 5 = I like it very much up 

to 1 = I do not like it at all: 

 

Table 19 Overall rating 
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 52,48  

0,000 

 

-3,917 

3,9762 0,92362 

Without 

scent 

32,52 3,0714 1,04515 

Source: Own evaluation 

 
The middle ranks make it clear that the overall rating for the scented group was 

significantly better. 

Furthermore the willingness to buy was checked: - from 5 = yes, determined up to 

1 = no, certainly not: 

 

Table 20 Willingness to buy  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 50,83  

0,001 

 

-3,218 

3,4726 1,06469 

Without 

Scent 

34,17 2,6190 1,20876 

Source: Own evaluation 

 

Here it can be seen clearly a greater willingness to buy the fragrance group. Finally, the 

participants were asked about their current emotional state, with 1 being the most positive and 

5 the most negative 
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Table 21 Current emotional state  
 

Test-Group Middle-rank Significant Z-value Average Standard 

deviation 

With scent 35,92  

0,007 

 

-2,712 

1,5952 0,54368 

Without 

scent 

49,08 2,0714 0,83791 

Source: Own evaluation 

 

Also in the mood measurement, significant differences between the study groups can be 

observed. Thus, the mood of the participants who were under the influence of scents is clearly 

more positive (lower values).In short, it can be said that the use of scent stimuli in both 

situations (learning and reproduction phase) leads to a changed perception of the presented 

brand elements. The changed perception goes in a clearly positive direction. In addition, the 

theoretical assumption that fragrances have a positive influence on the mood could be proven. 
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