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ABSTRACT 

 

The market of subscription box is booming in recent years in France and is becoming a new 

mode of distribution but also a new way of selling products. For non-disclosure of the content 

of the box, the brands must cause the purchase of consumer without the use of sensory 

marketing. 

 

The purpose of this thesis is to discover and to understand why consumers do the act of 

buying without actually knowing the product and how they become loyal to box by 

subscription. 

 

Sensory marketing still remains a poorly developed subject and this study, in the context of a 

subscription box, will determine the place that it can play in the consumer's purchasing 

decision. In addition, we try to explain, in a second step, the process of retaining customer of 

the subscription box. For this, this study will be conducted in an abductive approach, which 

will allow using theories and collected data to extract assumptions about the place of sensory 

marketing in the box by subscription and on the retention process. The qualitative research 

will also allow us to understand the process and not only show results. Three interviews were 

therefore conducted with companies commercializing box but also with three consumers. It is 

important that this study focuses on these two agents, allowing us to have a broader vision of 

the ins and outs and understand in depth what can influence the purchase. These interviews 

were conducted by telephone, face-to-face or Skype. 

 

The result of our study has shown that, in the context of a subscription box, sensory marketing 

is not necessary for the purchase decision. However, other factors are taken into account and 

positively influenced the decision: the practicality of the delivery, the box customization, the 

scarcity effect and the surprise. Regarding retention, two criteria must be in place to ensure 

that consumers attach to brands and become loyal, customer satisfaction and retention 

strategies through customization. 

 

Key words: subscription based e-commerce - consumer decision making – sensory marketing 

- online purchase – customer satisfaction – brand loyalty   
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INTRODUCTION 

1. Background 

In recent years we see appearing on the Internet, a new product concept, the box subscription 

based e-commerce. This concept is originated from the United States by two young graduates 

of Harvard, Hayley Barna and Katia Beauchamp with their cosmetic box Birchbox. The box 

phenomenon is launched and is now developing more and more in Europe (Lefigaro.fr, 2013). 

 

The idea is simple, offer, through a monthly subscription online, box containing consumer 

goods to meet the desires and needs of the consumers. There is now different kinds of box 

meeting the centers of interest of each whether wine, delicatessen, food from the world, 

cosmetics, tights, fashion accessories and a lot of others choices. Each box can contain 1 to 8 

products of different type and varies between 10 and 35 euros, but it is also possible to find 

much more expensive box as the Watchbox of the website Chronocollection offering for 

19990 € per month an exceptional watches (Duretz, 2013). 

One of the important features of these boxes is that the content remains secret until the 

sending to maintain the element of surprise. Thus, consumers do not know the content of their 

box before they discover it. They only know what types of products they will find, as well as 

products matching their needs by completing a questionnaire for inclusion on the website of 

the box (Lefigaro.fr, 2013). 

 

But each box contains not only the products; it is accompanied by advice on the use of 

products, editorial, videos on the website to create a real community around the box and also 

a reputation for the brand. This new way of marketing is also very beneficial for brand 

partners. Acting as a distributor but also as a communications agency, is the best way for a 

brand to awareness its products through an innovative distribution channel that also highlights 

the product on its website (Méot, 2012). 

 

Moreover, there is a real digital word of mouth about the box, whether with customers who 

report the arrival of their products on Instagram, Facebook or other communication networks 

or bloggers that power this word of mouth through articles (Duretz, 2013). In exchange, the 

partners offer their products to the box for free or for an affordable price. That is why the box 

can offer different products for less money at basic prices. Consumers are gaining subscribe to 
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these boxes and recent realize high gross margins. In addition, the marketing of box being 

made exclusively via the Internet, this is a very important financial benefit. This market is 

very open; it is enough to have a good idea and good contacts with the company’s marketing 

the products that interest them. It is a market requiring little financial means to get started 

(Méot, 2012). 

 

However this market, despite being very profitable and attracts more and more new 

customers, is a fragmented market. In the launch phase, there is a strong competition with 

many brands that engage in this sector. But we also emerging during the market consolidation 

phase, many of them have disappeared and only some companies manage to stand out and 

gain real market share (Souto, 2014) 

 

2. Introduction to the problem 

Every purchase requires a decision by the consumer depending on the context, the purpose of 

purchase and the type of product (Perreau, 2013). The decision becomes complex and difficult 

because of a perceived risk as high, strong involvement, little experience with the product, the 

purchase of a complex product and a high cost (Perreau, 2013). The purchase decision is the 

consumer behavior goal (Perreau, 2013). The only reason for the act of purchase by the 

individual is the satisfaction of its needs and desires by acquiring products (Perreau, 2013). 

According to Bettman, Johnson and Payne (1992), consumers have a lot of choices, have to 

do decisions but the new technologies make the decisions difficult.  

The consumer decision making can be defined as “the behavior patterns of consumers, that 

precede, determine and follow on the decision process for the acquisition of need satisfying 

products, ideas or services” (Du Plessis et al, p.11, 1991). 

Some authors have studied the consumer behavior because it’s the base of the decision 

making process. Engel et al (1995) established this following definition:  “those actions 

directly involved in obtaining, consuming, and disposing of products and services, including 

the decision processes that precede and follow these actions” (p.4). The term consumer 

behavior can be defined in another way: “the behavior that consumers display in searching 

for, purchasing, using, evaluating, and disposing of products and services that they expect 

will satisfy their needs” (Schiffman and Kanuk, p.3, 2007). 

Engel, Blackwell and Kollat (1968) created a model of the buying decision process into five 

stages: recognition of the need (awareness of a missing need, gap between the current state 
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and the desired state), information seeking (research of a product covering the need), 

evaluating the alternatives (establishment of a list of possibilities), the purchase (the consumer 

buys the product) and the post-purchase evaluation (satisfaction or dissatisfaction). This 

model became the base of the decision making studies.  

The model of Court et al (2009) is also about the consumer decision making but implement a 

new aspect: the loyalty. That’s why; the model is circular and has four stages: initial 

consideration, active evaluation, moment of purchase and post-purchase experience. They 

don’t call the model the consumer decision process but the consumer decision journey (Court 

et al, 2009). 

 

The sensory marketing is increasingly used by all kind of companies. Indeed, companies 

invest a lot in marketing techniques to stimulate the five senses of each consumer. This will 

encourage the act of purchase of the product or service (Bathelot, 2015). 

Sight, touch and taste have always been at the center of the marketing department of 

companies. However, since the early 2000s, marketers address two new senses: smell and 

hearing. Today, companies use many techniques to boost up the five senses, stand out from 

competitors and influence consumers (Moronvalle, 2013). 

Krishna (2010) defines the sensory marketing as “marketing that engages the consumers' 

senses and affects their perception, judgment and behavior” (p.2). The sensory marketing 

unconsciously triggers the consumer needs, changes the way the products are sold and 

improves the products attractiveness (Krisha, 2010). The word sensory is related “to sensory 

of the senses” (Krishna, p.1, 2010).  

According to Hultén, Broweus and Van Dijk (2009), the sensory experience “refers to how 

individuals react when a firm, in offering and delivering brands, goods and/or services, 

participates in their purchase and consumption processes through the involvement of the five 

human senses” (p. xii). The marketing strategy of a firm is now mainly focused on the five 

senses stimulation (Hultén, Broweus and Van Dijk, 2009). Therefore, the three authors 

created a model with three related variables: the first variable concerns the firm and its 

strategies, the second variable concerns the human five senses and the third variable presented 

in the middle of the model is the sensory marketing (Hultén, Broweus and Van Dijk, 2009). 

 

The online purchase is the result of a commercial transaction done via the Internet. 

Nowadays, there are more and more dematerialized purchases that is to say that the consumer 

purchases are done virtually. To understand the online purchase is very important in our thesis 
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because the consumers can have the boxes only via an online purchase on official websites. 

There are many advantages to buy online: time saving, comparison between several websites, 

no movement and customers opinions (Ecommercemag.fr, 2015).  

The boxes can be bought only by e-commerce. According to Laudon and Traver (2003), the e-

commerce is “the study of digitally enabled commercial transaction between and among 

organizational and individuals” (p.10). Bathelot (2015) defines this concept as “all 

commercial transactions taking place remotely through electronic and digital interfaces” 

(p.1). In other words, it’s the commercial transactions taking place on the Internet from 

different types of terminals such as computers, tablets or smartphones (Laudon and Traver, 

2003). 

According to Darley, Blankson and Luethge (2010), the online environment is very important 

in the consumer decision making process because it’s a variable that can influence a lot the 

consumer. Moreover, according to them, there are four characteristics concerning the 

influence of the online environment: the website quality, the website interface, the website 

satisfaction and the website experience. To help the consumer making its decision, these 

characteristics have to be really efficient (Darley et al., 2010).  

 

The customer satisfaction can be measured after the purchase experience by many variables 

such as the quality of the product or the services offered (Oliver, 2010). According to Oliver 

(2010), the customer satisfaction is “the consumer's fulfillment response. It is a judgment that 

a product/service feature, or the product or service itself (provided or is providing) a 

pleasurable level of consumption-related fulfillment” (p.8). Chen and Chang (2003) define 

two types of loyalty: the pre-purchase satisfaction (between the purchase decision and the 

purchase itself) and the post-delivery satisfaction (between the purchase itself and the use of 

the product). Darley, Blankson and Luethge (2010) establish one consequence of the last step 

of the consumer decision making process (post-purchase evaluation): the satisfaction or the 

dissatisfaction. The dissatisfaction is defined as “the consumer's fulfillment response. It is a 

judgment that a product/service feature, or the product or service itself (provided or is 

providing) an unpleasant level of consumption-related fulfillment” (Oliver, p.8, 2010).  

 

Brand loyalty is the result of consumer behavior (Reinartz and Kumar, 2002). When a 

customer is loyal, it buys the same product to its same favorite company even if the price is 

increasing (Reinartz and Kumar, 2002). According to Reinartz and Kumar (2002) loyal 

customers are “customers who purchase steadily from a company over time” (p.2). Indeed, 
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loyalty is associated to frequency and to retain the customer as long as possible. Reinartz and 

Kumar (2002) created a model with four different type of loyalty (true friends, butterflies, 

strangers and barnacles) depending on two variables: customer relationship (short term or 

long term) and customer profitability (high or low). Oliver (1997), meanwhile, defines loyalty 

as “a deeply held commitment to re-buy or re-patronise a preferred product/service 

consistently in the future, thereby causing repetitive same-brand…” (p.392). According to 

Court et al (2009), loyalty consists of repeated purchases but not all loyalty is the same nor 

equal. That’s why, they implemented the loyalty loop in their consumer decision journey 

model and added two types of loyal customers: active loyalists (very involved and 

recommend the brand) and passive loyalists (buy the product that meet the best their needs). 

The loyalty program of the firms thus depends on the type of loyal customers: companies 

don’t have to spend too much for passive loyalists (Court et al, 2009).  

Most of the time, loyalty is associated with profit. According to Chen and Chang (2003), if 

the customers are loyal, companies will have profit. Reinartz and Kumar (2002) have the 

same thinking: “win loyalty, therefore, and profits will follow as night follow day”. (p.86) 

3. Problem discussion  

Bettman, Johnson and Payne (1992) say that the consumer has a lot of choices and its decision 

is difficult. Through our study, it’s expected to know the hardness and the complexity of the 

box choice because they are lots of boxes but they all have specific type of products. 

Moreover, we’re going to know its level of involvement. We know that the consumer has a 

little experience with the boxes because it can purchase them only via Internet but we don’t 

know the influences and the perceived risk during its decision. Moreover, it’s expected to 

know the reason of the subscription: is it actually due to a feeling of need or the consumer 

bought it on a whim (impulse purchase)? Then, we’re going to know the satisfaction of the 

customer when it subscribed to the boxes. We’re going to learn about the researches the 

consumer did before buying and the degree of importance of its purchase. Moreover, through 

the companies’ interviews, it’s expected to know where and how they give important 

information about the boxes. What is expected is to know the consumer’s excitation of buying 

unknown products and if it’s not afraid of discovering products only when it receives its box. 

The answer will allow us to know the longevity and the durability of this new concept. It 

would also be good to know the adaptation of the box according to customers. This is 

especially critical for beauty box. Indeed, it’s best not to send products against aging of the 

skin to 20 years girls. This information is useful as it will contribute to customer satisfaction 
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and thus loyalty. We don’t know yet exactly the distributors’ strategies. Indeed, we have to 

know what media they use and what they broadcast.   

 

Previous theories are saying that consumers buy products when their senses are stimulated 

(Krishna, 2010; Hultén et al., 2009) and that most of the companies are using sensory 

marketing to clarify their brand identity (Hultén et al., 2009). Consumers can receive their 

boxes only by subscribing on the website. Their five senses can’t be stimulated because they 

don’t know the content of each box. Therefore, we don’t know very much what the 

motivations of the consumers are when they subscribe to a boxes brand. We don’t know why 

they invest a lot without knowing what they will receive. We don’t know very much if boxes 

companies are aware of the non-possibility of using sensory marketing. If they can’t stimulate 

the human five senses, we have to know what the companies ‘strategies are to trigger the 

consumer needs. We don’t know very much if consumers are really influenced by the sensory 

marketing or if they can buy products without their senses stimulation. It’s important to know 

if there are reasons to make the consumer buys. Moreover, we have to know what the 

companies do to improve their products attractiveness and on which concepts their strategies 

are focused on.  

 

Considering that the boxes can be bought only via the Internet, we don’t know very much if 

the main strategy of the company is to give the consumer the best experience possible on the 

website. We know that there are four characteristics (the website quality, the website 

interface, the website satisfaction and the website experience) which are efficient in the 

purchase decision (Darley et al., 2010). However, we don’t know which one is the most 

important for the visitors and if the company adapts its website design according to type of 

consumers they target. We don’t know very much if the consumer is affected by the quality of 

the website and if this influences its purchase. Moreover, we don’t know very much if the 

consumer is aware of the perceived advantages by purchasing online. We don’t know the 

strategies of the companies when a consumer doesn’t want to buy in its computer but it 

prefers to buy via its tablet or its smartphone. Through our study, it’s expected to know what 

the most important factors are on the website influencing the purchase decision. It’s important 

because it will influence a lot the companies ‘strategies. Moreover, we’re going to know if the 

companies do everything to make these factors the most efficient possible.  
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We know that there are two types of satisfaction (the pre-purchase satisfaction and the post-

purchase satisfaction) (Chen and Chang, 2003) and that the consumer can be satisfied or 

dissatisfied after its purchase (Darley et al., 2010) but we don’t know very much the strategies 

implemented by the companies to give customers the most satisfaction and to reduce as much 

as possible the dissatisfaction. We don’t know very much if the companies do everything to 

offer products and services with the best quality possible. When the customer receives its box, 

we don’t know if it’s satisfied and if its need or desire is fulfilled. Moreover, we have to know 

if the experience is pleasurable when the customer opens its box. Most of the time, we don’t 

know very much if consumers are more satisfied or more dissatisfied and what are the 

reasons. We have to know what strategies of the companies are to retain their customers and 

what is efficient for customers to be retained. We have to know how the consumers evaluate 

the boxes. That’s why, a case study concerning companies and customers will be important 

because it will be objective and there will be opinions of the both sides.  

 

It’s very important for a company to have loyal customers because a loyal customer will 

recommend the brand with a positive opinion and there will be new customers and more 

benefits for the company (Chen and Chang, 2003). We know there are four types of loyalty: 

true friends, butterflies, strangers and laggards (Reinartz and Kumar, 2002). However, we 

don’t know very much if the loyal customers of the boxes are loyal on the short or the long 

term. Court et al (2009) define two types of loyalty: active and passive but we don’t know 

very much if the customers can recommend the brand to their surroundings or if they are 

willing to buy another box brand. We have to know why the consumers chose this box and 

why they continue to be subscribers or the reasons of their unsubscribing. Moreover, we don’t 

know very much if the price or the customer service intervene in the brand loyalty and 

influence the new purchase of the customers. We have to know the companies ‘strategies to 

retain its customers as long as possible. We don’t know very much if there are several types 

of loyal customers in the subscription boxes. We don’t know if the companies categorize their 

customers according to their loyalty level and if they have special strategies for the most loyal 

customers. It’s important to know if the companies implement loyalty programs and special 

offers because it can influence the following purchase decision of the customers already 

subscribed.  
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4. Problem formulation 

 

Why do the consumers subscribe to the boxes by e-commerce without the five senses 

stimulation and how they become loyal? 

 

The research question is clear and understandable; all the words are known by the reader 

expect two complex concept: “boxes by e-commerce” and “five senses stimulation”. It's 

necessary to define them in the introduction to the problem to make the reader understands the 

general sense of our thesis. The context is about the companies and the consumers. Indeed, 

the thesis concerns consumers who have purchased box ‘subscription via e-commerce and the 

companies selling boxes via e-commerce. Therefore, there are two points of view in our 

thesis: the companies and the consumers. It’s important to have both views and not to focus 

only on one point on view because they are strongly linked. Indeed, knowing the strategies of 

the companies and knowing the opinion of the customers will allow us to know if the 

companies’ marketing and communication techniques are fully useful in the consumer 

decision process and if not, our thesis will allow companies to understand the purchase 

reasons. There are four main concepts: the first concept is the box subscription based e-

commerce which is the fundamental element of our thesis. Moreover, there is the first act of 

buying which is related with the five senses stimulation. The loyalty is the fourth concept 

which is the consequence of the act of buying. They concern the consumer behavior. The 

authors want to understand the consumers behavior process without using the five senses 

when they subscribe to the brand’s box and how they become loyal thereafter but they also 

want to know what the companies ‘strategies are for that. To answer the question is feasible 

because there are lots of theories concerning the purchase decision, the sensory marketing, the 

online environment, the satisfaction and the loyalty. There is already a general knowledge of 

our topic and the authors want to contribute to this existing knowledge regarding the 

customers ‘motivations and the companies ‘strategies. 

5. Purpose  

The purpose of our study is to understand what the reasons are that cause the first act of 

purchase on the box subscription based e-commerce without using sensory marketing and 

how recent they are able to retain customers. First, the authors explain the motivations of the 

act of buying and then developing a loyalty. Second, we will analyze, in the context of box 
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subscription based e-commerce, how the first purchase is perceived by companies and 

customers and what are the factors which can influence the customer to become loyal.  

6. Outline 

 

This study consists of seven chapters, which also includes the reference list. In addition, there 

is an appendix with the two interviews established for the companies and the customers. The 

following figure illustrates the thesis outline with the most important parts. 
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Figure 1: Outline of the thesis developed by the authors 
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METHODOLOGY 

In this second part, we will submit the different methods available to conduct a case study and 

describe the research method used. Then, we will describe how we will conduct interviews 

and the data analysis. To conclude, we will discuss about the quality of the research by 

dealing with the internal and external validity and the reliability. 

1. Research Approach 

 

It is possible to use three types of approaches to conduct a case study in a relevant way: the 

deductive, the inductive or the abductive approach. 

 

According to Bryman and Bell (2007), a researcher using the deductive approach initially 

explains theories, knowledge or concepts and then establishes hypotheses to be corroborated 

by the data collection and analysis or alternatively, rejected. The goal is to parallel theories 

with real cases and deduce if they can be checked in a specific case. 

 

The inductive part on the opposite premise approach, is based on observation, data collection 

and analysis, and after we can infer a theory. This research method is very useful when the 

subject has not been studied. So we start the study with a specific fact and then come out of 

general concepts that can be applied to several areas (Bryman and Bell, 2007). 

 

These two approaches, even being opposed, are often used together in a case study, they do 

not exclude each other and may even complement. The inductive approach may be the initial 

stage to help formalize hypotheses in the context of a process, which will be then deductive 

(Yin, 2008). The abductive approach developed by Pierce (1958), can be roughly described as 

a combination of inductive and deductive approach. It can be defined as a type of reasoning 

by which the relevant evidence is sought to explain, starting with some commonly known 

facts that are already accepted and then working towards an explanation. As highlighted by 

Alvesson and Sköldberg (2009), abductive reasoning goes from the accepted facts which are 

supported by different theories that support or explain certain data. This reasoning allows 

eventually reaching a models or a process in a particular context. 
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According to our thesis subject, we decided to use the abductive approach. Indeed, this 

technique allows authors to generate, by analyzing the data, a model that would explain why 

consumers would buy a product which they could not smell, touch or view the content. 

Theories views from a different perspective would support data and explain the model. Early 

in the writing of the thesis, the authors started using the deductive approach to develop the 

case study, based on theories that are validated or not as data collection. However, after 

collecting data, the authors realized that the thesis would be more interesting and appropriate 

if it’s focused on the purchasing decisions in a context where sensory marketing is 

nonexistent. There are few theories on this subject but associated with the collection of data, 

this has helped to extract hypotheses in an appropriate context.  

 

The abductive approach, however, shows some weaknesses. Indeed as Pierce (1958) points 

out, unlike the inductive and deductive approach that announce truths by confirming or 

invalidating it, abduction only stated assumptions that can eventually be applied to a subject 

with the same characteristics. This depends only on the order possible. 

However, this approach allows us to demonstrate and explain with a solid base (theories and 

data collected) how decision making for consumers without sensory marketing is, in the 

context of a subscription box and create a model to help company. Despite the fact that the 

hypothesis emitted cannot be validated in another environment, it helps to illuminate one and 

allow other researchers to have a first working track. That is why it is more appropriate to use 

the abductive method in this situation. However, for consumer loyalty process, we only 

analyze using theories and data collected what are the factors that influence consumers to 

become loyal. 

2. Research Strategy 

 

According to Yin (2008) research design is "the logical sequence that connect the empirical 

data to a study's initial research questions and, ultimately, to its conclusions" (p.26). This is 

the plan for building the case study and which connects the different elements between them. 

 

There are two distinct methods to build, design and conduct a research study: qualitative and 

quantitative methods. The quantitative method is a method that makes the link between 

research and theories by testing the latter by the use of mathematical and statistical analysis 

tools. It allows describing, explaining and predicting phenomena through the concepts put 
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forward in measurable variables (Bryman and Bell, 2007). The qualitative research method 

produces and analysis descriptive data such as written words or say observatory and behavior 

of people (Taylor & Bogdan, 1984). It refers to a method of research interest in the meaning 

and the observation of a social or human phenomenon. As pointed by Merriam (2009), 

qualitative research examines how people interact with their world and especially what are the 

experiences that result. It described it in comparison to the quantitative study which measured 

it.  

 

For this study, we decided to use the qualitative method. Indeed, this approach allows 

answering the questions how and why; it helps to explain how the phenomenon works or why 

it is like this. Moreover, qualitative research also allows for more nuances in the answers and 

allows not to miss essential information for the resolution of our problem, the structure is not 

as strict as the one offered by quantitative research. This flexibility allows answering further 

in the research question and understanding what are the real implications of the purchase 

decision and the loyalty for customers but also companies, for the subscription box. The 

vision of the study, even if it will be less wide than with a qualitative study, will allow 

knowing the ins and outs of all these implications. This method is the one that fits best to 

answer our research question. 

3. Case study  

According to Yin (2008), we can use five strategies to conduct research: experiment, survey, 

archival analysis, history and case study. To determine the best approaches to be used it must 

first be based on the research question. Ours begins with "Why" we can eliminate the 

investigation, history and archival analysis. The first describes a phenomenon rather than 

explain, the second focuses on past events and the third is based on the recovery of archives, 

subscription box is still a young market, there is not enough archive data. The experiment can 

also be excluded, having no control over the observed events. The case study is for us the 

most suitable strategy to best meet our research question which is of an explanatory nature 

and confirm or revoke the issued hypothesis. 

 

Yin (2008) presents the case study as "an empirical inquiry that investigates a contemporary 

phenomenon within its real-life context, especially when the boundaries between phenomenon 

and context are not clearly evident" (p.40) (Merriam, 2009). Merriam (2009), in contrast, 

assumes the contrary; it is a thorough description and analysis of a bounded system. It's a 
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bounded system because for him, one of the main features of the case study is its 

delimitations, what brings the subject. This type of research may as well be for a single person 

or a community, but for this to be a case study, it is necessary that the subject is defined with 

a type of specific individuals such as in our case commercializing boxes by subscription 

(Merriam, 2009). Indeed, our case study has clear boundaries; it is centered on the market of 

boxes by subscription in France and is aimed at two types of respondents, consumers and 

businesses. Consumers each have a special bond with the box by subscription. The purchase 

motivations, product types, how they feel the connection between them and the company, are 

specific to each individual variables examined, which helps us to understand and analyze 

what are the determining factors. Businesses help us understand at first why they have chosen 

this means of marketing rather than another, what it can bring them over. They also indicate 

the strategies they use to attract consumers. Not selling the same type of product and not 

having the same target, every business employ different strategies. Prior to implementing a 

strategy, companies must also know how consumers will behave facing a new product but 

also that they will try to discover their buying motivations. So companies need to know their 

future customers and will therefore provide a broader and different view of consumer 

behavior and thanks to the vision of both parties, we can detect how one interacts with the 

other. 

 

The qualitative case study, as we have chosen for this, is mainly used by the authors because 

this design allows focusing on insight, discovery or the interpretation instead of interest in 

hypothesis testing. This type of research will allow us to learn how to interact factors of the 

phenomenon, which are here purchasing decisions, retention, business strategies purchased a 

product that we do not know the content (Merriam, 2009). 

 

In addition, according to Merriam (2009), a case study can be defined according to different 

characteristics: particularistic, descriptive or heuristic. A case study is particularistic if it 

focuses on a phenomenon, a situation, a particular program, it is mostly used for practical 

problems, and life’s every day. It can be descriptive if the product obtained after the study is a 

rich description of the phenomenon. A case study of heuristic allows more players to 

understand the phenomenon studied by confirming what it knows, specifying certain points or 

make it discover new. Our case study has a much more heuristic characteristic. The aim of 

this thesis is to develop a model that allows companies commercializing boxes to understand 

how to trigger the act of purchase without using sensory marketing but also how the loyalty 
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process on consumers works. According to Stake (1981), this research acknowledges the 

appearance of relations and variables to understand how things became what they are 

(Merriam, 2009).  

 

However, there are some limitations to this research method. First, in qualitative case study 

can be influenced by the sensitivity and integrity of the researcher, who is also guided by his 

own instincts to conduct his research. Also according to Guba and Lincoln (1981), an 

unethical check writer could use non-relevant data which may bias the final rendering. In this, 

as in Hamel (1993) puts the light, the problem of reliability and validity. But conversely, 

Shields (2007) highlights that the problems exposed before are also hallmarks of qualitative 

case studies that included different perspective, method or ideology (Merriam, 2009). 

3.1. Type of case study 

 

As puts forward Merriam (2009), several authors have tried to differentiate the types of case 

studies based on their function or as if a single case or a multisite study. For Stake (2005), it 

has three types of case study: intrinsic, instrumental and collective. The first is used when 

researchers are interested in a particular case as a child, a conference. According to Stake 

(2005), an instrumental case study is used to "Examine mainly to provide insight into year-

end or to redraw a generalization" (p.48). In the collective case study, it is important to study 

different cases and then to explain a phenomenon (Merriam, 2009) 

 

Regarding our thesis, we decided to use a collective case study. Indeed, as explained above 

this method helps explain a phenomenon. Here we will understand why consumers subscribe 

to a box which they do not know the content and why they are loyal. It seems relevant to have 

a complete view of the phenomenon, to have both sides of the scale, companies that 

implement strategies to attract and retain customers and consumers who take the purchasing 

decision. The choice of a collective case study allowed us to interact both. Both of which are 

inherently bonded to one another. 

 

Our collective case study can be defined as a comparative case study. Indeed, we will collect 

and analyze data from different companies commercializing the box and then compare them 

to each other, see similarities and differences. We will use a cross-case analysis which will 

allow us to make generalizations about the means used to cause the act purchase and loyalty. 
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The same process will be in place for consumers which will be followed by a cross-case 

analysis between companies and consumers. This will allow us to draw a model about 

subscription boxes. As raises Stake (2006), each case belongs to a particular collection of 

cases that are related by different characteristics. The variables will therefore be identified and 

put in parallel in order to generate answers to our research question (Merriam, 2009). 

4. Selecting relevant cases 

 

To establish a relevant case study and obtain satisfactory empirical data to answer the 

research question, it is important that researchers are questioning many aspects of their 

particular sampling what, where and whom to observe or interview (Merriam, 2009). The 

non-probability sampling is the most used for qualitative case study method. This approach 

allows the researchers to find out what will happen, all the implications that may arise as well 

as the links between these circumstances (Honningman 1982). 

Among non-probability sampling, the most common form is purposeful. This method is 

relevant to our case study because it allows discovering, understanding and gaining insight 

about our topic and for that you must select what is called by Patton (2012), "information-rich 

cases". With this information, based on specific criteria and establish beforehand, this study 

will gain understanding and in depth (Merriam, 2009).  

 

There are different types of purposeful sampling prepared using the samples to be obtained 

and / or obtainable. Regarding our case study, the use of convenience sampling is more 

relevant and easy to implement in a short period of time (Merriam, 2009). Indeed, it has been 

difficult to find companies with the time and interest to answer our interview; it’s often start-

ups with little staff. Additionally, find some customers who already have bought a box for 

their use has been problematic. This kind of product is often purchased as a gift and is not 

known by everybody in France yet. As the subject takes place in the French market, we 

interviewed boxes marketed in France as well as French consumers. 

In the following there is a short description of the case companies and customers used in this 

study. 

4.1. Case companies 

 

Description of the case companies used in this study: 
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- Monsieur Barbier: 

Monsieur Barbier is a box for man who offers quality razor blades that is sent to the consumer 

at the frequency he wants with free delivery. Directly delivered in mailbox with some 

surprises, this box guarantees quality service and timely delivery without obligation.  

 

- Joggbox: 

Joggbox is a bimonthly box specializing in running products. Composed of 5 to 8 products, 

the box meets as many accessories as nutritional products and sportswear and agrees that the 

contained is always above 50 € to best satisfy these customers. It also adapts to each profile, 

allowing complete satisfaction and use of products. 

 

- Le Petit Ballon: 

Le Petit Ballon is a monthly box offering two bottles of wine selected by a renowned 

sommelier. Comes with tips, tasting tips and videos on the specifics of the bottles, the box 

also helps to know a little more wine and discover new flavors. The brand also offers 

subscribers to buy on the website favorite bottles at attractive price. 

4.2. Customers 

 

Marie Souhala:  

Marie Souhala is a consumer of 26 years working in the communication on Lyon. She 

discovered the phenomenon of boxes by culinary bloggers, fashion and decoration that posted 

information about different types of boxes. After receiving a gift box, she decided to test itself 

a food box, La Bonne Box.  

 

 

Anaëlle Tresallet: 

She is a business student of 21, living in urban areas and discovered boxes through 

advertising and word of mouth. Passionate by beauty products, she decided to subscribe to a 

box beauty, Birchbox, for 6 months.  

 

Clara Montmartin: 
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Clara is an intern in psychology of 23 years also living in urban areas and has heard about the 

phenomenon of boxes via an article in a feminine website. She did not know much about 

makeup and decided to learn with the help of a box beauty Mylittlebox. 

5. Data collection 

As expressed by Patton (2002), qualitative data consist of “detailed quotations from people 

about their experiences, opinions, feelings and knowledge” (Merriam, p.85, 2009).  

According to Yin (2008), there are 6 different procedures for collection of case study data: 

documentation, interviews, archival records, direct observation, participant observation and 

physical artifact. As expressed above, the authors chose the interview to collect data. This 

method is very relevant in the case studies as they allow understanding directly from the 

source of human behavior and affairs. 

5.1. Interviews and question design 

 

Interviews are the most used means to collect data of a qualitative study. As defined by 

DeMarrais (2004) interview is "a process in which a researcher and participant engages in a 

conversation focused on issues related to a research study" (Merriam, p. 89, 2009). As raised 

by several authors, interviews able to obtain specific information and discover the thoughts 

and views of people. Moreover, in certain situations it is the only way to get answers 

(Merriam, 2009). 

 

According to Yin (2008), there are 3 types of interview for the case study, in-depth interview, 

focused interview and survey. 

Yin (2008) explains that In-depth interview generally takes place over long periods of time 

and do constitute one interview at a point T. This method allows having the opinion of 

respondents on certain topics. The focused interview are mostly laid in a short period of time 

with a set of questions already prepared that tracks some structure unlike  in-depth-interviews 

that are much freer. The third type of interview takes a much more structured as a formal 

survey and is used to collect qualitative data (Yin, 2008). As emphasized Merriam (2009) this 

type of oral interview takes the form of a written survey. 

 

The authors chose a focused interview which is between the other two approaches and is very 

close to the semi structured interview method developed by Merriam (2009). One feature of 
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this service is it open-ended nature. Despite the set of question that is important to follow, the 

interview looks more like a conversation, it's easy to drift to another unforeseen issue or ask 

the person to develop an important point (Yin, 2008; Merriam, 2009). For that respondents 

may have the opportunity to develop their answers and some issues they deem important and 

relevant, structure interviews consisted primarily of open questions. As noted above, 

qualitative research and especially Focused interviews allow getting answers much more 

nuanced and complete the part of respondents. Also feeling more attentive and confident, they 

shall trust more easily on some points and will also find it easier to say what they really think 

(errors, faults ...). 

 

To postpone an interview data clearly and without making forgets, it was more relevant in this 

case study to record the interviews. As emphasized by Yin (2008), audiotapes allow to be 

more precise refer to the words of the interviewee and use them effectively in the analysis. 

 

Despite these advantages to understand and explain human behavior, the interview includes 

some defects in its use. Indeed, interviews are often biased and respondents seek to satisfy the 

interviewer or highlight their decisions-value. In addition, for this thesis it was difficult to find 

enough with the respondents, we face a low return rate (Yin, 2008). 

5.2. Interviews of companies and consumers 

 

As explained above, to understand and explain the concept of loyalty and buying decision for 

subscription boxes where the customer has no stimulation of the 5 senses, it was relevant to 

have a global vision. Interviews can therefore be separated into two categories: consumers 

and businesses. Being often startups, we were able to get interviews with the founders or 

directors of companies that manage many marketing side of the box. Companies’ data are 

present to provide support to consumer collected data. They help to bring a different 

perspective to the readers to better understand the whole situation. Interviews of the 

companies allow us to understand better how the consumer works. These companies, in order 

to implement their strategies had to study and understand the needs and patterns of use for 

customers and reach them more easily. These interviews thus allow us to have a broader view 

of consumer behavior. For consumers’ interviews, we questioned French customers who had 

a box on a period less than one year. All interviews were conducted in French and transcribed 

in English. 
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Monsieur Barbier (2015/04/22) 

Ganaël Bascoul – Co-founder of Monsieur Barbier – Email 

Joggbox (2015/04/28) 

Antoine Vaysan – Co-founder of Joggbox – Skype 

Le Petit Ballon (2015/29/04) 

Clément Thibault – CEO of Le Petit Ballon – Skype 

Figure 2: case companies 

 

Marie Souhala – 26 years old – work in communication – La Bonne Box - Skype 

Anaëlle Tresallet – 21 years old – student – Birchbox – Face-to-face  

Clara Montmartin – 23 years old - psychology intern – Mylittlebox – Face-to-face  

Figure 3: case consumers 

 

6. Data analysis 

 

To analyze the collected data, it is necessary to establish different strategies among the 

qualitative approach and the quantitative approach to convince the reader of the relevance of 

the analysis. Indeed, quantitative analysis is based on statistical data that are practical and safe 

while the qualitative data are more subjective. It is therefore important to bring the details 

(respondents, context, etc.) to the description, so to persuade the veracity of the data reader 

and is confident in their use (Merriam, 2009). 

 

As defined Merriam (2009), "data analysis is the process of making sense of the data" (p.175). 

To be able to clearly explain and facilitate understanding of the analysis to the reader, it must 

consolidate, reduce and interpret the thoughts of respondents; it must make sense of the data. 

As emphasized Merriam (2009), data analysis is thereby able to answer the research question. 

 

It’s important to follow the different step of the analysis to produce a quality work. First, it is 

important to identify segments or groups in all data. Each segment must be data units that can 

potentially help answer the research question. The development of these segments also allows 

researchers to classify information received from the various interviews and identify models 



27 

 

to point (Merriam, 2009). Then the data can be presented in two ways, chronologically or 

topically. In the analysis, it is important to change the description of the data observed in the 

explanation of phenomena involving the theories used. Then Merriam (2009) highlights the 

step theorizing that he defines as follows "it's a step toward developing a theory that explains 

some aspects of practice and allows a researcher to draw inferences about future activity." 

(p.186). As developed previously, we chose to use in this thesis an abductive method of 

extracting behavioral guidelines in a specific context through data analysis supported by 

theories. There will therefore theorizing step in this thesis to understand how the purchase 

decision in a context is where the consumer does not use these 5 senses. 

 

The analysis of a case study can be done differently than other methods, especially in this 

situation where multiple case studies are used. Merriam (2009), states that there are two 

stages in this type of analysis. First, the with-case analysis of taking each case one after the 

other and explain them. Then there is the cross-case analysis which has the nature of 

collecting data for the researcher to subsequently identify and understand the different 

variables of a case. A cross-case analysis may therefore lead to two results, categories or 

themes that will systematize data of all cases studied or construction of a concept 

incorporating a structure applicable to several cases (Merriam, 2009). In this thesis, we will 

do a cross-case analysis to highlight the different factors that influence the purchase decision 

and the loyalty of customers. 

 

7. Quality of research 

 

For a study to be accepted and to be useful to other researchers, it must be trustworthy. For 

this it is necessary to develop valid and reliable knowledge in which professionals can trust, 

specifically in qualitative studies that manage data on people's lives. It is therefore necessary 

that the study is conducted with rigor, as well as in the structure in the data used (Merriam, 

2009). As explained above, strategies to show the veracity of the data and their operation are 

different between quantitative and qualitative research. The first uses of statistical data 

extracted from a wide panel questioned. Qualitative studies based on more subjective data 

should be very detailed to convince the reader that the procedure was followed faithfully.  

Merriam (2009) points out in his book three strategies for ensuring the veracity of a study: 

internal validity, external validity and reliability. 
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7.1. Internal validity 

 

Internal validity can be described as the method to assess whether the conclusions drawn 

match with the reality. In other words, by using different strategies for assessing the internal 

validity, the case study will correspond to reality (Merriam, 2009). As raised by Maxwell 

(2005), validity must be compared with the purpose and circumstances of the research and not 

just with the independent context of the method to be relevant. 

 

So there are strategies to increase the credibility or validity of a study, the best known is 

triangulation one. This method corresponds to putting into perspective three measurable 

points. Denzin (1978) proposes four types of triangulation: the use of multiple methods, 

multiple data sources, multiple researchers or multiple theories confirming emerging findings 

but which is used rarely in qualitative studies (Merriam, 2009). Take for example the use of 

multiple methods of data collection; we want to check if what someone says in an interview is 

correct, this should be initially put in parallel with our observations and after with documents 

relevant to the search. For the use of multiple data sources, it will compare and cross-checked 

the data collected on different time or different places. The investigator triangulation assumes 

the presence of two or three independent people analyzing the same types of qualitative data 

and compares subsequently what they found (Merriam, 2009). 

 

The second technique that can be used is member check or also called respondent validation. 

As emphasized Merriam (2009), this method is characterized by the claim of feedback from 

some respondents on the most important results. This makes it possible to remove more 

effectively the misunderstandings or misinterpretations of what the different participants were 

able to do or say. (Merriam, 2009) 

 

The third strategy is adequate commitment in data collection. This method allows unsealing 

the extent to which it must conduct a study. Merriam (2009) highlights the need to feel a 

saturation point: the researcher begins to see and hear answers that are repeated and there is 

no new information. 

 

Merriam (2009) notes that the strategy labeled researcher's position is related to the integrity 

of the researcher of a qualitative study. This method allows having a critical look at the 

researcher himself explaining the provisions or the assumptions set out on the search. As 
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explained by Merriam (2009), "such a clarification allows the reader to better understand how 

the individual researcher might-have arrived at the particular interpretation of the data" 

(p.235). Another strategy that can be used is peer examination which is characterized by the 

rereading of the research to have a second view on work and the evaluation of results as 

plausible in reality (Merriam, 2009). 

 

This study used several strategies discussed above to have an important internal validity and 

that the reader will be confidence in this case study. First, this thesis was conducted by two 

authors, using the investigator triangulation strategy, analyzing the data separately and then 

combining the results. All contained the thesis was review by our supervisor that could guide 

us in its development thanks to his knowledge of the subject. In addition, the authors was 

helped by several books and peer-reviewed articles related to the subject to make a theoretical 

and accurate content on the thesis. 

7.2. Reliability 

 

The main idea of reliability is that any significant result should be a unique discovery and 

must be inherently repeatable. In other words, if a study is replicated, it needs to provide the 

same results to be reliable. However, as shown Merriam (2009), this method is a problem for 

qualitative research because human behavior is not static, it changes over time. For a research 

design is reliable, it is assumed that there is only one reality which will lead systematically to 

the same result. Reliability cannot be applied in its traditional sense regarding qualitative 

studies; we must rather ask the question whether the results found are consistent with the data 

collected. For this, Lincoln and Guba (1985) conceptualized reliability as qualitative studies 

and identified two notions that they must validate: dependability and consistency. So they 

asked to external viewers to assess whether the results are expected by the data collected 

(Merriam, 2009). 

7.3. External validity 

 

External validity is characterized by the importance that the results of a study can be applied 

to another situation. As for the case of reliability, Merriam (2009) emphasizes that it is 

difficult that a qualitative study can be generalized. The case studies are often used by 

researchers to understand in depth a case accuracy. Lindon and Guba therefore suggest using 
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the concept of transferability for qualitative studies where researchers will establish enough 

descriptive data to be able to transfer to other situations. Patton (2002) also develops the 

concept of extrapolation and defines it as being speculations applicable to other situations but 

being under similar conditions. Erickson (1986) also thinks of another way of thinking about 

the widespread use of qualitative research he calls "concrete universals". This model is to 

establish a very detailed case study and then compare it with other studies also detailed. 

Moreover, the generalization can be seen from the points of view of the reader or user of the 

study. The application of a case to another is directly determined by the practitioner, but for 

this it is important to conduct a very detailed study for the user to quickly determine if the 

context may allow it to apply it to other cases. (Merriam, 2009) 

 

For a study to be transferable to another case, the researcher can therefore apply two 

strategies. At first, he must use a rich, thick description of his study. More the study is 

detailed the easier it is for other users or readers to determine its relevance to their own 

studies. In a second step, we can also use the strategy of maximum change in the sample. This 

is to be very careful in the selection of the sample for the study (Merriam, 2009). Regarding 

this study, rich and thick description strategy was chosen. The second strategy is difficult to 

implement when you have a limited time to submit our interview.  
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THEORY 

The introduction already presents and defines the key concepts about decision making and 

consumer loyalty and shows an overview of theories. In this third part, the terms will be 

detailed, explaining each of the theories that enable our future analysis. The theories will be 

separated according to the main concepts: the consumer decision making process, the sensory 

marketing, the online purchase, the customer satisfaction and the brand loyalty. After that, we 

will establish the conceptual model and the assumptions that will allow us to answer the 

research question. 

1. LITERATURE REVIEW 

1.1. Consumer decision making process 

In recent years, the use of the social networks such as Facebook, Twitter or Youtube increased 

and they became “new media channels” (Hennig-Thurau et al., p.3311, 2010). The way 

consumers look for information concerning a brand or a product changed. It’s now easier to 

find information without making so many efforts (Hennig-Thurau et al., 2010). Customers 

became more active and they’re closer to the brands. According to Hennig-Thurau et al. 

(2010), the mobile Internet use allow the brands to reach the customers “anywhere and 

anytime” (p.311). According to Rehmani and Khan (2011), the customer purchase intention is 

influenced by the social media such as “e-discussion, websites, online chat, email” (p.100). 

Therefore, companies have to understand all these new technologies and they have to 

implement the social networks and the social media in their strategies (Hennig-Thurau et al., 

2010; Rehmani and Khan, 2011).  

 

Moreover, through the Internet use, the word-of-mouth is more efficient and messages that 

companies broadcast are more propagated through consumers (Rehmani and Khan, 2011). 

Using marketing through the social media changes the way “the firm communicates to 

achieve its objectives” (Rehmani and Khan, p.101, 2011). Nowadays, it’s easier for a 

company to directly target its customers because marketing strategies are more effective 

(Rehmani and Khan, 2011). According to Rehmani and Khan (2011), the social media 

influence the purchase and play “an important role in the customer buying decisions” (p.101). 

That’s why; Rehmani and Khan (2011) created a model with five related variables which are 
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Electronic word-of-mouth, Seller created online information, Information Acquisition, 

Perceived Quality and Purchase Intention.  

According to Baird and Parasnis (2011), the most important priority for a company is to be as 

close as possible with its customers. That’s why companies are using their Customer 

Relationship Management through the social media because they are willing to target and to 

be close with their “consumers all over the world, across all generations” (Baird and Parasnis, 

p.31, 2011). However, companies have to be careful when they use social media and they 

have to know what consumers want to see and don’t want to see on their social networks 

(Baird and Parasnis, 2011).  

 

According to Iyengar et al. (2009), friends ‘opinion “can have significant impact on the 

success” (p.1) of a company because friends are an important factor influencing the purchase 

intention. Moreover, the purchase intention can be faster for the consumer when companies 

understand the consumer needs (Olson and Reynolds, 2008). Indeed, when companies think 

and know what it’s inside the consumer’s mind, they are able to adapt their marketing and 

communication strategies (Olson and Reynolds, 2008). To better know the consumer’s mind, 

there are some criteria helping the consumer’s decision such as its lifestyle or its social 

environment (Olson and Reynolds, 2008). Moreover, the consumer can decide to buy a 

product because of “emotional and symbolic factors” (Olson and Reynolds, p.10, 2008). 

According to Olson and Reynolds (2008), there are four issues to understand the consumer 

decision which are “consumers, decision focus, decision context, and choice alternatives” 

(p.4).  

 

Understand what is going on in the minds of consumers enables companies to improve their 

marketing and communication strategies and to increase their sales (Engel et al, 1968). It’s 

therefore important for a brand to know the steps of the consumer before, during and after its 

purchase and why it chose this brand and not another (Engel et al, 1968). Engel, Blackwell 

and Kollat (1968) have thus proposed a model for consumer decision process. This is the most 

famous model in the buying decision, it fits for all contexts and the process consists of five 

steps (Engel et al, 1968): 

1. Need recognition: the individual realizes that it has a lack of something and then the need 

becomes felt. The need appears when there is a difference between the current state of the 

individual and the desired state. Marketers create a want when the individual has to fill a 

need and there is a product that can fully satisfy its need. There are three types of needs: 
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functional needs (the product must have a specific function), social needs (the individual 

wants to be recognized in society and has a need of belongingness) and changing needs 

(the consumer wants to change). A need arises in response to stimuli: 

 Internal Stimuli: these are physiological needs such as hunger or thirst. 

 External stimuli: the consumer can spot a product through the media, past in front 

of a store window or being attracted by a product that a friend advised (Engel et al, 

1968).  

2. Information search: If the need is sufficiently important, the individual will embark on a 

search for information. More buying is important, more information retrieval will be 

important. It wants to know as many details as possible regarding the brand and its offer to 

make the best decision. It can then use two different sources of information: 

 Internal information sources: this concerns the experience that the individual had 

with the product category by taking in hand the product in a store or by having 

already consumed. This source is the best and the most credible since it has no 

commercial intentions. 

 External information sources: there are personal sources including environment 

(family, friends), commercial (corporate communications strategy) and public 

sources (that the individual can found on the Internet for example) (Engel et al, 

1968). 

3. Evaluation of alternatives: after researching enough information for each brand, the 

consumer can determine pros and cons to reduce the risk of dissatisfaction. It will 

compare products in relying on attributes (such as the price or quality) that it considers 

important, on its beliefs and its perception of the product (Engel et al, 1968).  

4. Purchase: in evaluating the brands, the consumer realizes its preference for one. However, 

there are three influence factors: 

 The social environment: an individual has a preference for the brand X but its 

friends prefer the brand Y. The individual will thus comply with the preference of 

its friends to be in the norms.  

  The considered risk: if the risk is important, the consumer may renounce the 

purchase of its chosen brand. It will then turn to competitors who are known or 

have a higher price to be sure that there will be very little risks.  

 Factors related to the situation: the product may be out of stock or have a higher 

price when the individual wishes to buy it. This like the unavailability leads to 
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change its preference and move to a competitor or abandon the purchase (Engel et 

al, 1968).  

5. Post-purchase: after purchasing the product, the consumer can be satisfied or not. It can 

now know if the product has filled its need and whether it met its expectations. If the 

experiment has been a success, the customer will repeat the purchase, will become loyal 

and disseminate a good image of the brand. On the other hand, if it had a bad shopping 

experience, it never buys the product again and shares its negative opinion (Engel et al, 

1968). 

 

Terpsidis et al. (1997) have decided that the step 4 should be separated into two parts: 

purchase decision and purchase itself. Indeed, it’s particularly interesting for online 

purchases: an individual may have decided to buy a product on the Internet but when it went 

on the website, the lack of safety scares it and therefore it cancels the purchase.  

 

Depending on the model of Engel, Blackwell and Kollat (1968) (see Figure 4), the decision of 

the consumer is influenced by two variables: 

1. Environmental influences: culture (the knowledge, skills, traditions and customs which 

define a set of individuals), social class (group of individuals who share the same social 

position by having the same income or the same job), personal influences (this stems from 

attitudes, beliefs, behavior and opinions from references groups with an individual serves 

as an example), family (the family influences a lot the purchasing decision. One who 

decides the product must take into account all members of the family so that they are all 

met their needs) and the situation (this includes the conditions and circumstances in which 

an individual is located) (Engel et al, 1968). 

2. Individual differences: consumer resources (determined by three things; time, money and 

information), motivation and involvement (these are related to the need to fill and the 

satisfaction arising therefrom), knowledge (it’s the information known by the individual), 

attitudes (these are all elements that an individual holds to assess a brand like feelings, 

knowledge and intentions to purchase) and the personality, values and lifestyle (these are 

the basics, symbolic representations and the way of life of an individual) (Engel et al, 

1968).  
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Figure 4: The decision process making (Source: Blackwell R., Miniard P., Engel J., 2001) 

 

For many years, the metaphor of the funnel is used to define the purchase decision (Court et 

al, 2009). Early in their thinking, consumers know a lot of brands and the choice is important 

(Court et al, 2009). This is where the company's marketing department intervenes to help the 

individual to choose and not have more than one brand in its mind (Court et al, 2009). 

However, according to Court et al (2009), this metaphor is no longer valid and cannot be 

used. Consumers are more and more aware and brands must be present on all existing 

platforms, particularly on the Internet. Court et al (2009) then created the consumer decision 

journey model for marketers to make them reaching "consumers in the right spot at the right 

time with the right message." (p.1).  

The model of the buying decision is circular and has four stages (Figure 5): 

 Initial consideration: in the beginning there is the trigger for the individual, it feels a 

need or desire to fill. Then, it takes into account all the brands that can cover its need 

or desire. Thanks to the media, the individual already knows a few brands and their 

reputation (Court et al, 2009). 
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 Active evaluation: now that the individual has gathered the companies it knew, it will 

seek information for each of them. Seeking information, the individual will find new 

companies that can meet its need / desire. Unlike the model of the funnel, the number 

of companies will not reduce but increase. It will then evaluate each brand to keep the 

most interesting (Court et al, 2009). 

 Moment of purchase: at this stage, there is only one brand left in the mind of the 

individual. It will then choose this one when the purchase of the product or service 

will be done (Court et al, 2009). 

 Post-purchase experience: after purchasing the product or service, the consumer has a 

shopping experience and will have accumulated enough information for its next 

decision journey (Court et al, 2009). 

 

 

Figure 5: The consumer decision journey (Source: Court et al, 2009) 

 

1.2. Sensory marketing   

In the past, most of the companies didn’t realize the importance of the five human senses 

stimulation during the sale of their products (Krishna et al., 2010). Today, they realize that 

traditional marketing should not be used by itself anymore (Krishna et al., 2010). Indeed, it 

allows the consumer to know and to be aware of existence of a brand and its product but 

sensory marketing allows the consumer to remember this brand on the long term (Krishna et 

al., 2010; Agapito et al., 2012). 



37 

 

 

The consumer of today is more sensitive to the way of consumption than the product itself 

(Schmitt, 1999). That’s why; the sensory marketing is more and more present in the 

marketing strategies of companies (Schmitt, 1999). To make consumers buy, the traditional 

marketing cares about the product attributes and features whereas the sensory marketing cares 

about the consumer’s experience (Schmitt, 1999). This kind of marketing wants to provide 

emotional and pleasurable experiences (Schmitt, 1999).   

 

Sensory marketing is very useful as it allows producers and distributors to differentiate 

themselves in their competitive environment (Filser, 2003). The stimulation of the senses by 

companies may therefore be through communication and through the point of sale (Filser, 

2003). In addition, a consumer spends more time in selecting a product in a store when his 

senses are stimulated and there is therefore a sensory experience (Filser, 2003). 

 

To stay competitive, “companies need to continuously innovate” (Raz et al., p.719, 2008) and 

for that, they can innovate in the product they sell but also in the way they sell the product 

(Raz et al., 2008). Sensory experiences are important in the consumer decision process 

(Krishna and Schwarz, 2014). The consumer experience is more and more important in its 

decision and the marketing management has to implement the five human senses in its 

strategies (Agapito et al., 2012).  

 

According to Girobeau and Body (2012), the sensory marketing and the five senses influence 

the perception, the opinion and the appreciation of a product. The traditional marketing isn’t 

enough to sell a product, consumers are looking for “emotional and sensory stimulations” 

(Girobeau and Body, p.1, 2012). When a company uses the sensory marketing and stimulates 

all the five human senses at the same, the consumer carries more importance on the “way to 

consumption rather than the product itself” (Agapito et al., p.8, 2012). Indeed, the traditional 

marketing pays more attention to the features of a product and the benefits it gives (Agapito et 

al., 2012). For the traditional marketing, what does matter is the product itself and not the way 

it is sold (Agapito et al., 2012). That’s why sensory marketing is important to sell a product 

because it allows the consumer to have an experience with the product and to remember it 

(Agapito et al., 2012, Krishna et al., 2010).  

 



38 

 

Moreover, sensory marketing can “influence the consumers’ perceptions, and, consequently, 

their preferences and behavior” (Agapito et al., p.8, 2012; Hultén et al., 2009; Krishna, 2011). 

Therefore, sensory marketing has an effect on the consumer behavior (Swahn, 2011). Indeed, 

according to Swahn (2001), consumers are no longer loyal toward a brand and pay less 

attention toward the price when they have a good experience with a product they didn’t know 

so far.  

 

According to Krishna (2011), the sensory marketing helps the consumer’s subconscious to be 

triggered. The sensory marketing “appeals to the basic senses” (Krishna, p.1, 2011) which is a 

more effective way to help the consumer’s decision (Krishna, 2011).  Indeed, the marketing 

sensory gives the product a unique and specific key and allows it to stand out of its 

competitors (Krishna, 2011).  Therefore, the differentiation is important for a company and 

they need to improve “its sensory characteristics” (Raz et al., p.719, 2008). Moreover, the 

marketing sensory is important in a company’s strategy because it guides the consumers to 

better understand the context and the area of a company: this is called “the brand’s 

personality” (Krishna, p.2, 2011). Recently, consumers don’t use only information they found 

on the Internet to find the good product but “have incorporated elements of vision, touch, 

audition, smell and taste in their research” (Krishna, p.3, 2011). The five senses stimulation 

created by the marketing sensory is called “sensation” and this sensation will drive to 

“perception” defined by “the awareness or understanding of sensory information” (Krishna, 

p.3, 2011).   

 

According to Van Trijp and Schifferstein (1994), sensory marketing has to be related with the 

brand image and the characteristics of the product the brand sells. Therefore, the success of 

the product is the result of a close relationship between the sensory marketing the brand 

implements and the brand’s value (Van Trijp and Schifferstein, 1994; Krishna, 2011). 

Moreover, according to Van Trijp and Schifferstein (1994), traditional marketing has to be 

added with sensory marketing to be at its highest level of efficiency.  

 

According to Krishna et al. (2010), the five human senses affect what the consumer likes and 

what it wants to buy. Indeed, they affect the consumer’s choice, preferences, emotions and 

then, its purchasing behavior (Krishna et al., 2010). The five senses are “linked to our 

perception of products and services” (Krishna et al., p.2, 2010). Sensory marketing affects the 

product’s interest (Krishna et al., 2010). Feelings coming from the stimulation of the five 
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senses are important for some consumers and it’s almost impossible to eliminate those 

feelings (Krishna et al., 2010). Moreover, Krishna et al. (2010) put forward the fact that 

sensory marketing is inevitable (for example, it’s inevitable to smell perfume in a store).  

 

However, according to Krishna et al. (2010), not all of the consumers react in the same way 

when their five senses are stimulated. Indeed, consumers’ feelings for the same brand can be 

different and the degree of stimulation depends on the consumer and on the sense it uses the 

most (Krishna et al., 2010).  

 

According to Hultén, Broweus and Van Dijk (2009), to make the consumers conscious of a 

brand or a product, the firm has to stimulate the five human senses. Sensory marketing is to 

“be viewed strategically as a way to clarify a firm’s identity and values with the long-term 

goal of creating brand awareness and establishing a sustainable brand image”(Hultén et al., 

p.2, 2009). To have a sustainable brand image, the firm has to reach the five human senses of 

the consumers (Hultén et al., 2009). Moreover, a brand image created by brand awareness can 

be linked to the customer’s identity thanks to the sensory marketing (Hultén et al., 2009). It’s 

better for a brand to reach its customers via an emotional way rather than via a mass 

marketing (Hultén et al., 2009). Consumers will therefore appreciate the product because of 

its functional features and because of the experience it had with (Hultén et al., 2009). The 

human brain is now at the center of a firm’s marketing and sensory marketing is required to 

make the consumer buys (Hultén et al., 2009). Each individual has a subjective image 

according to Hultén, Broweus and Van Dijk (2009) created by the perception and the 

interpretation by the human five senses. They called it the “experience logic” and no one can 

have the same.  

 

Thus, the three authors proposed a model (Figure 6) with two important variables: the 

individual and the firm. There are both related to the sensory marketing. The individual is 

influenced by its five human senses (smell, sound, sight, taste and touch) and the firm has to 

create brand awareness and experience logic with sensorial strategies and an emotional 

customer treatment. The sensory experience is created by the firm and the individual together 

(Hultén et al., 2009). 
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Figure 6: The sensory experience (Source: Hultén, Broweus and Van Dijk, Sensory 

Marketing, 2009)  

1.3. Online environment 

With the explosion of the Internet use, companies have to be careful with this new way of 

distribution (Chen and Chang, 2003). They don’t have to neglect the Internet because more 

and more consumers are using it and they buy products via the e-commerce (Chen and Chang, 

2003).  

Chen and Chang (2003) proposed a model for the online decision-making of consumers based 

on the technical features and not individuals nor the environment. They thus modeled the 

behavior of the consumer by identifying three stages:  

1. Interactivity: it’s the possibility of exchange between a user of a computer system and 

a computer program. This concerns the environment in which is located the consumer 

to make its purchase such as the quality of its computer (the speed of the computer 

promotes the purchase, the user does not wait for the pages to load), the quality of its 

connection and also the quality of the website which has to do everything so that the 

visitor has the best experience possible (Chen and Chang, 2003). 

2. Transaction: this concerns the commercial transaction between the visitor of the 

website and the website. The user chose a product and is willing to spend to get it. 

However, the operation is influenced by several factors such as entertainment (a fun 

site promotes the consumer purchase), the price or even the insurance (if the website is 

safe, consumers will be reassured to give your bank account details) (Chen and Chang, 

2003).  
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3. Fulfilment: it’s the result of the act of purchase. This includes delivery (the consumer 

can receive its product at its home rather than in the nearest supermarket), service (the 

product is warranted, it can get it repaired in a shop) and exchange and return policies 

(if the product doesn’t correspond to the expectations of the consumer, it can easily 

swap it or give it back) (Chen and Chang, 2003). 

The model of Darley, Blankson and Luethge (2010) is based on the five stages of the decision 

to purchase by Engel, Blackwell and Kollat (1968) and includes the two variables of 

influences (in the 2010 model, the two variables are divided into three: individual 

characteristics, social influences and situational and economic factors). This model applies to 

all types of purchasing decisions but there are no specificities regarding the mode of purchase 

through Internet. That is why, Darley, Blankson and Luethge (2010) proposed the same model 

as Engel, Blackwell and Kollat (1968) but adding a third important variable. The latter allows 

applying the model for all purchasing decisions especially conducted online. The third 

variable influencing the purchase therefore concerns the Internet, entitled "Online 

environment" and consists of four characteristics:  

 Website quality: the quality of a website is defined by the absence of spam received by 

the user (this implies the lack of security), the lack or little publicity (if there are too 

many advertisements on the website, visitors will be encouraged to leave the page), 

active links (users don’t have to end up on a page not found), the absence of pages 

non-existent (when someone clicks on a tab, it should end up on a page responding to 

its request) and the speed of the website (Site-internet-qualite.fr, 2015).  

 Website interface: this represents the appearance of a website that the visitor sees. 

This applies to images such as logo, colors and page layouts. The website has to attract 

visitors while differentiating from its competitors (Site-internet-qualite.fr, (2015). 

 Website satisfaction: the visitor is satisfied with a website when it meets all the criteria 

of quality and when he found the answer to its research (Website offers exactly what 

the consumer needed). This will be translated by a purchase on the site followed by a 

repetition of the purchase if the consumer is satisfied (Site-internet-qualite.fr, 2015). 

 Website experience: the purpose of the websites is to provide an enjoyable experience 

to the user. The experience of a website is successful thanks to certain characteristics: 

its usefulness, its usability (easy access, functional and practical), visibility (on search 

engines and social networks), its actualization (the site must be updated regularly to 

avoid unavailability, increase of price), reliability (the site must be trustworthy and 
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safe), its appearance and its compatibility (it must be accessible regardless of the 

platform used; computer, touch pad, smartphone) (Site-internet-qualite.fr, 2015). 

1.4. Customer satisfaction  

The customer satisfaction is very important for companies. Indeed, loyal customers can 

recommend the brand and its products to its family or its friends. If a customer is satisfied 

with a brand, it won’t purchase at another brand (Oliver, 2010).  

Chen and Chang (2003) determined two types of satisfaction:  

 Pre-purchase satisfaction: before the purchase and after the purchasing decision, there 

is the pre-purchase satisfaction. Indeed, if the experience collected from the 

transaction is positive, the consumer will be satisfied and will decide to buy the 

desired product. For that, the site has to be safe, entertaining and satisfying prices for 

the consumer (Chen and Chang, 2003). 

 Post-delivery satisfaction: after the purchase and the use of the latter, the consumer 

can be satisfied or not. It received its product and can therefore evaluate the services 

offered such as customer service and return policy. If it suits to it, the consumer will 

be able to buy the product and will be called “repeaters”. If, on the contrary, the 

performance factors aren’t convinced, it will not buy the product again and will be 

called “non-repeaters” (Chen and Chang, 2003). 

The shopping experience can be enhanced if the technical components are improved. If the 

website itself is attractive, if products have a good quality-price ratio and the services offered 

by the merchant site are interesting, the consumer will be necessarily satisfied and will 

reproduce its act of purchase (Chen and Chang, 2003). 

 



43 

 

 

Figure 7: Chen and Chang model (2003) (Source: Sahar Karimi, 2013) 

 

Darley, Blankson and Luethge (2010) have chosen to have the decision-making process 

identical to that of Engel, Blackwell and Kollat (1968) but have four consequences after the 

last step (post-purchase): 

 Cognitive dissonance: it’s a state of psychological tension of the consumer. It feels 

regret in purchasing its product and has a sense of guilt. For example, when an 

individual has purchased a very expensive product, it has been enormously involved 

and regrets having spent as much. To avoid this kind of feeling, companies 

implementing a reliable after-sales service and policy return guaranteeing the 

reimbursement (Darley et al, 2010). 

 Consumption: the product or service is used by the purchaser. When the product is 

non-sustainable, its destruction is immediate and when it’s durable, the destruction is 

progressive. The consumer uses the product or service to fill a need, so this is a final 

consumption (Darley et al, 2010). 

 Dissatisfaction / Satisfaction: an individual can be satisfied or dissatisfied according to 

expectations and the experience he had the product. Satisfaction also depends on the 

commitment of the individual to the company; more he’s attached to the brand, more 
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he will be tolerant in its evaluation. The satisfaction of a client is therefore a sense of 

pleasure that retain him while the dissatisfaction will not lead to a second purchase 

(Darley et al, 2010). 

 Divestment: company strategy aiming to eliminate or reduce the investment on the 

part of a business. For example, a company may withdraw a product as it’s in the 

decline phase in its life cycle and doesn’t earn enough money. It may also withdraw a 

product to specialize in a certain product category and thus better targets and retains 

clients (Darley et al, 2010). 

 

Figure 8: Darley, Blankson and Luethge model (2010) (Source: Sahar Karimi, 2013) 
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1.5. Brand loyalty   

Companies should pay more attention to their loyal customers. Companies should pay much 

importance to their loyal customers. Indeed, they can stabilize the turnover of the company 

since their purchase is regular. If they are satisfied, customers trust the brand and do not 

hesitate to divulge a positive company image to their family and friends. These are potential 

customers who can purchase the products through loyal customers. Today, brands are 

spending a lot to retain customers and to make them repeating their purchase. (Court et al, 

2009) 

 

If the consumer is satisfied with its purchase, it will continue to buy the product and become 

loyal. Therefore, Court et al (2009) have inserted a loyalty loop in their model (cf. Figure 5) 

and identified two types of loyalty: 

 Active loyalists: these are customers who repeat their purchase in the same company 

and recommend the brand to their family and their friends. These are repeat customers 

who purchase in the same company and recommend the brand to their friends. 

Companies therefore need to work harder and spend more money for active loyalists. 

They need to invest to have a strong presence on the Internet, to be in the 

conversations of the word-of-mouth and to still satisfy their customers (Court et al, 

2009). 

 Passive loyalists: they are not actually attached to the brand. They continue to buy in 

the same company but carry attention to competitors and would be willing to switch 

brands (Court et al, 2009) 

According to Reinartz and Kumar (2002), there is no real relationship between loyalty and 

profitability. A customer can be loyal but do not bring much profit. They created a model to 

categorize different degrees of loyalty. They thus establish four groups: 

 True friends: they are the most loyal customers. They regularly buy the company's 

products. The company offers perfectly meets the need of customers. They bring the 

most profits and promote a lot the brand. They buy the innovation of the company 

without thinking. The company must focus on this category and retain these customers 

more. It makes the most effort by offering benefits like discounts and must also spend 

money in mailings, e-mailings and phoning. However, it must be careful not to 

suffocate the customer with its customer relationship management strategies which 

would cause its removal (Reinartz and Kumar, 2002). 
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 Butterflies: they also bring a lot of profit but are less loyal than true friends. They buy 

the product to the company that best meets their needs. Companies should therefore 

not invest a lot since it is difficult to convert them into true friends. Indeed, "the 

conversion rate is 10%" (Reinartz and Kumar, p.2, 2002). Companies must therefore 

take advantage of these customers and they should stop investing when they are not 

loyal anymore (Reinartz and Kumar, 2002). 

 Barnacles: they bring less profit than the first two categories. They are loyal to the 

company but are reluctant to spend, their purchases are rare. To retain and successfully 

sell their products, the company has to offer them products that look like what they 

have already purchased. They will be satisfied and will buy more and more regularly 

(Reinartz and Kumar, 2002).   

 Strangers: they are the least loyal customers. They bought once a product or company 

service but do not return there. The company needs to invest as little as possible to 

waste less money (Reinartz and Kumar, 2002). 

 

Companies must adapt to the four categories of loyal customers and to adapt their expenses 

for each of them. Some require more time and attention while others require less money. The 

company must classify its customers and adapt its strategy. This will thus enable the company 

to maximize its profits (Reinartz and Kumar, 2002). 

 

Figure 9: Reinartz and Kumar model (Source: Alex Lowy, Phil Hood, 2004) 
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2. CONCEPTUAL MODEL 

 

After explaining the different theories, we can now build the conceptual model that will help 

us to answer our research question. This model will allow us to understand the key factors for 

the purchase decision, the sensory marketing, the loyalty and the relationships between them. 

The main goal of our research question is to understand why consumers subscribe to the 

boxes without the senses stimulation and how they become loyal. Therefore, the conceptual 

framework concerns the decision-making of the consumers during online shopping, the 

sensory marketing, the customer satisfaction and their loyalty.  

In the conceptual model (Figure 10), there are five concepts: 

The first variable is the most important in the conceptual model because it’s the one that 

stimulates the consumer need. It is part of external stimuli and it’s called the sensory 

marketing. The sensory marketing is the result of companies ‘strategies that want to reach the 

human five senses. Indeed, a consumer has to smell, sound, sight, taste or touch the product, 

in other words, it has to have a product experience to buy it (Hultén et al., 2009).  

 

Then, there is the consumer decision making process (Engel, Blackwell and Kollat, 1968) 

which is the base of the whole model. It’s the guideline that allows implementing the three 

other concepts. The decision making process is divided into six steps: need recognition 

including the internal and external stimuli, information search with internal and external 

sources, evaluation of alternatives, purchase decision, purchase and post-purchase. It’s really 

important to separate the purchase stage into the purchase decision and the purchase itself 

when the decision making is made online. Indeed, the purchase decision may not lead to the 

purchase itself.  

A third variable is added by Darley, Blankson and Luethge (2010). It’s called “online 

environment” and present four characteristics which are the website quality, the website 

interface, the website satisfaction and the website experience. This third variable is necessary 

in the model because it’s influence a lot the decision of the consumer and can lead to the 

purchase or not.  

 

After the purchase, the consumer is at the last step of the decision process: the post-purchase. 

Once it used the product, it can now be satisfied or not. Moreover, it can benefit of the after-
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sales services and evaluate them. If the consumer is satisfied by the product and by the 

services offered by the company, it would like to buy its next product in the same company 

and will be called “repeater” (Chen and Chang, 2003). On the contrary, if it’s dissatisfied, it 

won’t do a second purchase with the same company and it will be called “non-repeaters” 

(Chen and Chang, 2003) 

 

When consumers want to buy again the product, they become loyal. Then, there are two types 

of loyalty (Court et al, 2009): the active loyalists and the passive loyalists. The active loyalists 

are the consumers who recommend the brand to their family or their friends and are very 

involved for the company. They are also called “true friends” by Reinartz and Kumar (2002) 

because they are the most loyal consumers and give the most benefits on the long term. 

Companies therefore have to do the most efforts possible to keep them loyal. The passive 

loyalists are the consumers who buy the same product in the same company but can change 

the brand of a company offer a product meeting better their needs. They give benefits but on 

the short term. They are also called “butterflies” by Reinartz and Kumar (2002).  

 

 

Figure 10: Conceptual model 
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3. HYPOTHESIS 

Relationship between the product knowledge, the purchase, the satisfaction and the consumer 

loyalty 

 

Hypothesis 1: A consumer must know the product to buy it 

Hypothesis 2: A consumer has to be satisfied to become loyal  

 

Hypothesis 1 assumes that there is a positive relationship between the product knowledge and 

the purchase. To buy a product, the consumer has to see, smell, taste and touch it to know if it 

worth it to possess it. Furthermore, in the point of sale, the consumer can listen to music it 

likes that will lead it to buy. Sensory marketing is therefore really important because it 

stimulates the need and creates the desire of buying products. Following this, hypothesis 2 

assumes that there is a positive relationship between the satisfaction and the loyalty. When a 

consumer buys the product, it’s really excited. However, after one or several uses, it can be 

satisfied or not. If the consumer is satisfied, it will repeat its purchase and always buy the 

product at the same company.  
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EMPIRICAL FINDINGS  

In this fourth chapter, the data are collected from three companies and three customers. They 

are presented case by case.  The empirical findings concerning companies are divided in five 

parts: the company introduction, make the consumers buy, the attractiveness through the 

website, doing everything to satisfy the customers and the different types and strategies of 

customer loyalty. Companies data are present to provide support to data provided by 

consumers. They help to bring a different perspective to the readers to better understand the 

whole situation. The empirical findings of the consumers are separated in six parts: the 

decision making, buying without knowing the content, influences during the buying decision, 

the online influences, the post-purchase feeling and the type of loyalty. The headlines are 

derived from the conceptual model presented in the theoretical section. The data were 

collected through mails, face-to-face interviews and via Skype. 

1. Companies  

1.1 Monsieur Barbier 

1.1.1 Introduction 

Monsieur Barbier, created two years ago, is a box for man offering quality razor blades sent to 

the customer at the frequency it wants with free delivery. Directly delivered in mailbox with 

some surprises, this box guarantees quality service and timely delivery without obligation.  

 

Monsieur Barbier entered in the subscription box market because shaving is a natural and 

recurrent need. Most of men need it. The company thinks that these products should be sold 

by subscription, such as newspapers. 

 

 “I don’t know how that wasn’t the case before!” 

 

 Moreover, the company says that the web makes the subscription easy for everybody and 

especially concerning three points: the frequency, the nature (the customer receives 3 or 5 leaf 

blades without changing the handle and the duration (the customer can discontinue the 

subscription at any time) 
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“The consumer has the benefits of comfort and convenience, without any constraint”. 

 

The target of the company is all men. However, Monsieur Barbier has an over-representation 

of men who have to shave every day such as men in service occupations, catering, hotel 

business, consulting, or even the Army. These kind of men need to shave regularly, with high 

quality blades, without possibility of risk and with the best prices in the market. 

1.1.2 Make the consumers buy 

According to Monsieur Barbier, there are four consumer motivations: the price / quality ratio 

(the blades have the same quality as blades selling at supermarkets but offered at half of the 

price), the practicality (the blades are delivered at home, in the mailbox, every month, “so we 

never run out of stock a beautiful morning!”), the customer service and the fun advices 

because it’s important for the customer to have little fun in their mailboxes.  

 

Shaving is a natural need; there is no need to stimulate so no specific strategies by the 

company. According to the company, if the consumer chooses to buy their blades at Monsieur 

Barbier, it’s because it has “the desire to shave differently from others”. It doesn’t have to buy 

the razor blades at the two main brands having 75% of the market share and practicing super 

high prices. 

 

To develop the brand, Monsieur Barbier is very present on social networks such as Facebook 

or Pinterest. The “barber culture” is coming back so the company has to stage it on social 

networks. Moreover, it’s becoming famous by the press and bloggers. It doesn’t want to use 

and impose a lot of advertisements; the brand prefers to pull the customer and to make him 

coming to the brand rather than pushing him.  

 

Monsieur Barbier shows information on shaving, on what the brand likes and what it finds 

interesting on the web, its blog and social networks. It’s also thinking of developing a 

newsletter to inform better their customers. According to the company, it’s not only an 

exchange of a product against money but it’s much more.  

 

“Subscribers form a community with whom we share a club beyond the mere walking 

exchange.”  
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1.1.3 Attract the consumers through the website 

To reduce the negative factors such as the social environment or the perceived risk, that may 

hinder the purchase, Monsieur Barbier listen and consider the criticisms or points of 

improvement. It wants to anticipate the expectations and the potential weak points. Moreover, 

its work is constantly evolving and its aim is to counter these negative factors the earliest 

possible.  

To give the best experience possible on the website, Monsieur Barbier implemented a live 

chat and a customer service by email. The company has special attention for each application 

and every detail. It does everything to be the most excellent possible.  

1.1.4 Doing everything to satisfy the customers  

After the purchase, Monsieur Barbier offers an after-sales service and it’s very responsive. At 

any time, the customer can contact the company to modify its contract. It’s going to add 

private sales reserved for members. Its members will have more services and good deals after 

the purchase. Moreover, to satisfy and retain their customers, the company proposes a fun 

postcard at each shipment, makes surprises and offers sweepstakes (golden ticket) with 

discounts or DVDs to win.  

 

“There is always a next "lucky dip" when receiving its blades!” 

 

Monsieur Barbier does everything to avoid having customers tired of their brand. It wants the 

customers to have a strong interest so the company frequently brings innovations. 

 

“It's like a couple; we must bring new things frequently, and share adventures, so that it lasts! 

 

1.2 Le Petit Ballon 

1.2.1 Introduction 

Le Petit Ballon is a monthly box offering two bottles of wine selected by a renowned 

sommelier. Coming with tips, tasting tips and videos on the specific bottles, the box also helps 

knowing a little more in the wine world and discovering new flavors. The brand also offers 

subscribers to buy on the website their favorite bottles at attractive prices 
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The company was created in January 2011 at the initiative of two co-founders who are Martin 

Ohannessian and Jean-Michel De Luc, Jean-Michel is a sommelier and Martin had the 

original idea. In 2014, the turnover of the company was around 2,350,000 million of euro. 

The company has grown from two co-founders to 11 employees. It wants to expand 

internationally in 2015, entering the market of Belgium and the United Kingdom. The 

company is currently present in two countries, France and Spain where the Customer Service 

and IT development platform are.  

 

“The idea was not to make a box, we found ourselves accidentally on the market stalls.” 

 

The original idea came from the need of thirty consumers to learn more about wine. Indeed, 

one of the co-founder, Martin wanted to make wine courses, learn to drink wine and to buy it 

because he doesn’t know how buy his wine in supermarkets. He wanted to take classes, he 

found it and no harm done and he said it was not possible, that there is full of thirties in the 

same situation as him and there must be a market for that. He made a market survey and 

realized that people do not know how to buy their wine, didn’t know what they like and they 

suffered the wine market more than they liked. There was a real desire of people not to bother 

to buy wine but to have fun. 

This required a service where consumers are sure to have good wine delivered directly to 

them and that whenever they drink learn new things. As explained by Clément Thibault, 

Martin said “we had to perform a formula where the customer is going to take a subscription 

to receive wine associated with videos, fact sheets and explanatory magazine”. He did that 

and he found his partner, Jean-Michel Deluc who became the sommelier. Every time he 

presented his idea, people told him that the box concept is hit and this kind of market take off. 

So he decided to commercialize his product via this way of distribution.  

 

Moreover, Le Petit Ballon offers two ranges, a range of subscription at € 19.90 for those 

looking to discover and a range of subscription at € 39.90 for people already connoisseurs.  

 

“This already splits the base in two segments.”  

 

In terms of age, the company finds that its main target is 25-35 years old; it’s where it has the 

most subscribers. Nevertheless, as the formula is a gift that appeals enormously, people love 

to offer a subscription to the Petit Ballon, it has many young buyers who will buy wine 
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subscription to lovers, rather their parents and more generally dads. The company has a 

generation of beneficiaries of the Petit Ballon subscribers who are a little older, 45-55 years 

old, who subscribe to the Petit Ballon but in the present formula. 

As highlighted by Clément Thibault, “we must separate the two populations, the population of 

subscribers which is quite masculine and the population of buyers, especially those gifts, 

which are mainly women buying for their father or husband.” 

1.2.2 Make the consumers buy  

According to Le Petit Ballon, there are two types on buying motivations. The first is for those 

who want to offer, who want to buy an original gift on which they are sure to please because 

they know that the receiver is a wine lover. This is both an original gift, modern, on a product 

which is not. It is also a last minute gift, especially with the arrival of Christmas; you can 

print the gift card online. The second is for those who subscribe or re-subscribe due to their 

gift. These are people who are either looking for an apprenticeship, education, or who just 

want to enjoy our discoveries and the quality of our products. 

“The first test of loyalty is the quality of our selection.”  

For Clément Thibault, people are looking for quality and it takes two forms: the quality of 

service by the wine selection and the value. Indeed, their wines are selected by a very 

experienced sommelier, which works much for expert who used to buy wine. In addition, it is 

possible to buy wines contained in the box with an Internet price defying all competition on 

the web, which currently represents 25% of the company’s turnover. 

According to the company, its most powerful strategy is the word-of-mouth; it must ensure 

that the quality is always excellent and that people speak about the brand to its surroundings.  

“Our best advertisers are our subscribers” 

So it also requires logical sponsorship and logic product identity. On all the bottles there is a 

"Selected by Le Petit Ballon" sticker, which is its first advertising engine because as soon as 

the customer puts a bottle on a table of 12 people and the bottle is excellent, everyone 

wonders where it comes from. Then for gifts Le Petit Ballon also benefits from the word-of-

mouth and has a strategy of communication and advertising that is targeted at the holiday 

periods. The goal is to recruit the maximum subscriber svia gifts and once these people have 

returned to subscriptions, the goal is to turn them into personnel customer. 



55 

 

Naturally, the brand also has to reach the customer and for that it does a lot of advertising for 

Christmas and Father's Day, using all possible tools: online advertising, affiliate, Facebook 

advertising, buying keywords on Google, campaigns push implementation with dedicated 

partners and strategy communication with the press by soliciting them for every product 

innovation. It also pays a press relations agency that is responsible for spreading information 

about the firm in magazines (Home and Lifestyle) during the holidays.  

“The other segment we attack a lot right now is the press and culinary blogs.” 

In addition, the two main channels it uses to contact the customer directly are all emails 

addressed to the customer and the package that he receives containing a magazine of 24 pages 

with content about the products. The customer can also find information in the official 

website. 

1.2.3 Attract the consumers through the website 

Le Petit Ballon tries to set up the customer experience on the web site putting information of 

reinsurance as security for the payment, the phone number where you can reach the company 

and timetables for any questions to reassure the customer, especially for information before 

the purchase. 

To give the best experience on the website to customers, the company hires someone who 

handles the entire Internet site and analyzes up the data that the site may give (customer 

experience, conversion rate ...) and as the customer service is integrated, they also have return 

from the customers. From time to time the company also does surveys of their subscribers 

base. 

1.2.4 Doing everything to satisfy the customers  

Le Petit Ballon offers two services for their customers, it’s possible for the customer to find 

wine bottles contained in the box on their website and it also offers more services for 

companies, which can take the form of tasting evening entertainment or business gifts for the 

year ends. To satisfy in the best way its customers, Clément Thibault explains that the 

company has two strategies.  

“Strategy n° 1 is the quality of our selection and strategy n°2 is the quality of our service” 

The second one includes delivery, after-sales service in case of breakage, loss or theft, 

problem of packages and a response within 24 hours to all requests customers. 
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1.2.5 Different types and different strategies of customer loyalty  

The company decides to categorize its customers based on the duration of their subscription, 

their expenditure basket, and depending on their length of service since they are subscribers. 

Concerning the loyalty, “we adopt an incentive strategy that is to say that more a customer is 

loyal, more we will offer him personalized offers that correspond to its level of spending.” 

At January 1, there is always a gift to the 50 best customers of the Petit Ballon. 

1.3 Joggbox 

1.3.1 Introduction  

Joggbox is a bimonthly box specializing in running products. Composed of 5 to 8 products, 

the box meets as many accessories as nutritional products and sportswear.  

The head office of the company is in London and also includes the warehouse. The company 

was founded in March 2014 in England and the first boxes were sent in June. In France, the 

first boxes were sent in March 2015. It took time because there were four months of trading 

on the communication plan that the magazine was going to do with Joggbox. Following the 

success in France, Joggbox has a head office in Paris while keeping a foothold in London. 

 

“We wanted to do this right by going into a partnership with the biggest running magazine 

which is Jogging International.”  

 

At the beginning, the idea was to create vending machines with healthy products. However, 

they didn’t have the necessary capital so they decided to continue in this kind of snacking but 

sending through box.  

 

“There is already a big company which has the monopoly of snacking delivery so we decided 

to continue in the box concept and we chose to launch a running box.” 

 

Thanks to the statistics, the company thought the target was urban 18-30 years. In reality, it’s 

the people on the edge of town or in the countryside who are also the target because they do 

not have access to this type of products and will therefore try this kind of services.  
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“We have 50% urban and 50% rural. There are also as many girls as boys. We have 20% 

target that is between 18 and 30 years, 30% who are between 31 and 40 years, 20% between 

41 and 50 years and 20% between 51 and 60 years.” 

 

The partner brands can therefore have access to people they do not target normally through 

Joggbox. The company provides feedback to the partner brands. According to Joggbox, it’s 

difficult to keep professional runners in the long term because they already know the product 

the company sends. However, for beginners and initiated, the company has a strong added 

value because it will make them try products that they had never used before. 

1.3.2 Make the consumers buy 

According to Joggbox, there are two important motivations for the consumer: 

• The customization of the box. The textile product is famous among the customers because it 

is the only object in the box that is completely customized (size, gender) and it allows 

customers to say that the box is made for them. 

• The value of our boxes: one box costs 28 € and has 130 € value. Joggbox is the only 

company in France to offer such a big value. It’s a selling point that appeals a lot the 

customers. 

There also is the discovery of brands they don’t know or that they never have. 

 

The main way to acquire the customer is the word-of-mouth.  

 

“When we have a satisfied customer in a city, two months later, we find 5 to 6 new customers 

in the same city.” 

 

Moreover, the brand is on a tight-flow logic that triggers a scarcity effect. For example, for 

boxes already sent, some people will be disappointed not to have subscribed seeing the 

products they missed and above the value of the box and therefore they will decide to 

subscribe. Customers have to see the boxes as a "good deal" and don’t want to miss it. 

 

Joggbox is associated with a famous magazine so its communication is important for partner 

brands. There is always an advertising page and an article every time there is a new box. 

 

“We offer a marketing service others boxes brands do not.” 
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In addition, the brand uses a lot the e-mail since it’s a good means of communication. The 

customers receive the newsletter or promotional emails. The company wants to offer an 

interesting newsletter to collect emails by working with an athlete who would create workout 

plans. The newsletter will be geographic location which is very important; France will be 

divided into five sectors for the one who lives in the South doesn’t receive the races that will 

take place in the North. 

 

Moreover, Joggbox pays attention to the means of communication it uses with customers. For 

example, it’s difficult to reach people over 50 years via social networks.  

 

“When there are segments with many customers, we try to adapt our means of communication 

to reach them the best.” 

 

There is always a brochure of eight pages in the boxes that explain the products, their utility 

and instructions. There is also a blog that is good way to allow consumers to understand each 

product. Joggbox has the project to create an e-commerce to sell the products that have been 

sent. 

1.3.3 Attract the consumers through the website 

According to the company, the most important thing is an attractive website that works and 

can be used by all platforms.  

 

“Today, smartphones and tablets represent 50% of our sales so we cannot have an 

incompatible website.” 

 

To give the visitors the best experience possible, the website is compatible; it fits whether in 

tablet or smartphone. After the consumer's order, it receives a text message confirming that 

the order is placed and another to track the order and to choose the delivery schedule. Texting 

is very convenient; the customer receives the SMS immediately. Moreover, Joggbox never 

discloses customer information to partner brands. 

 

“We are the only one to use this means of contact and customers appreciate it.”  
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1.3.4 Doing everything to satisfy the customers 

Before and during the purchase, there is a chat. When the consumer connects to the site for 

the first time and remains more than 30 seconds on the page, there is a pop-up that offers help. 

Customers hesitant or those a little older who do not get the concept can understand what is 

happening. 

After the purchase, Joggbox proposes a complete transparency; the customer is prevented 

from the arrival of the box and the end of its subscription. For the customer service, the 

company tries to be as fast as possible. It cannot receive customer complaints on conventional 

mailboxes so the company must therefore provide an after-sales service for customers to get 

quick answers and no longer consider the problem as such. 

 

“I even get a notification on my smartphone when the customer has a complaint.”  

 

To satisfy and to retain customers, the company offers boxes with contents worth more than 

the price paid by the customer. In addition, it tries to offer a service all in one with training 

plans and nutrition with recipes. Once it has enough customers, it wants to create events by 

gathering many people who want to run together. 

 

1.3.5 Different type and different strategies of customer loyalty 

Joggbox doesn’t have different strategies depending on the customer loyalty level yet. This 

will be done when it has enough people subscribed for more than 6 months.  

 

“We have to pay attention to them to retain them.” 

2. Consumers 

2.1 Marie Souhala 

2.1.1 The decision making  

Marie is present on the social networks and follows a lot of bloggers concerning fashion, 

cooking or decoration. Due to these bloggers, she started hearing about the boxes based e-

commerce. Marie was a subscriber of Mylittlebox during three months because it was a gift. 

Then, she decided to subscribe for La Bonne Box which is a culinary box because she loves 

cooking and she wanted to have new and more ideas. She saw on a blog pictures for the 
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promotion of La Bonne Box and she really liked the presentation of the products and she was 

attracted by this new concept.  

 

“The concept of the box seemed really cool!” 

 

Looking at the pictures and the customers opinions, she really wanted to discover the box. 

Moreover, she finds great the concept of receiving the products at home and to have surprises.  

2.1.1 Buying without knowing the content  

In Marie’s opinion, consumers purchase a bow without knowing the content because they 

receive several products at the same time and mainly because they have surprises every 

month. She has one friend who has subscribed to a jewelry box and she has only one product 

each month. The feeling of surprise is thus not the same. 

 

 “She feels slightly injured.” 

 

Moreover, the practicality of the delivery has pleased Marie. She likes receiving her products 

in her mailbox every month because it’s very convenient.  

 

2.1.2 Influences during the buying decision 

According to Marie, she was influenced a lot by the bloggers pictures that make the box 

fashionable. The staging of the product was well made and has put it forward. The price 

played an important role in the Marie’s decision, that's what really helped making her choice.  

 

“If the price was higher I would not have ordered this box.” 

2.1.3 Online influences 

The online subscription is very fast and easy. The website is well made; the consumer knows 

where the things are and where it has to go to find something. Moreover, they are lots of 

information concerning the engagement and disengagement so the consumer feels free and 

it’s not afraid to subscribe. The website has animations that make it very dynamic. The design 

is fashion and clear. 
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2.1.4 Post-purchase feeling 

Receiving her box in her mailbox without moving is something that Marie loves. Moreover, 

she tested the after-sales service of Mylittlebox because the place of the reception wasn’t safe 

(it was in the building's lobby and anyone can take the package from someone else).  

 

“They were very responsive, efficient, returning the parcel immediately to a safer place.”  

 

Marie liked one more service: she has a profile on Mylittlebox and she can inform the brand 

about her skin color, her hair, and her skin type so she receives adapted beauty products. 

 

When Marie received her first box, she was so happy and satisfied because she loves the 

staging of the products in the box. The products were girly and she knew that she will receive 

other boxes like that next month. Moreover, she can reuse the box for anything else because 

they are design.  

 

After using the boxes, Marie has one negative point and positive points. The negative point is 

the non-use of certain products and they remain in the closet.  

 

“For example my guava syrup from La Bonne Box but also cosmetics that my skin can’t stand 

because they are too chemical or too fragrant.” 

 

The positive points are the elaboration of the staging of products, the reuse of the box and of 

course the surprise.  

2.1.5 Type of loyalty 

Marie subscribed to La Bonne Box during one month but the price was too expensive and the 

delivery costs were not included. She will definitely recommend the box to her surroundings 

but they have to be aware that the content is unknown until the reception and there will be 

some products that they will never use. She thinks it’s a good idea to offer box as a gift 

because there are all kind of products. Marie is willing to subscribe to another brand such as 

Birchbox because it’s a very famous brand. She sees this company a lot on the blogs, through 

the ads on Facebook and by her surroundings.  

 

“I will definitely re-subscribe soon to Mylittlebox that I loved”  
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2.2 Anaëlle Tresallet 

2.2.1 The decision making  

Anaëlle saw the concept for the first time through social networks and there were many ads 

on Facebook. She thought that the product was a scam.  

 

“I didn’t trust this product”.  

 

Later, her friends explained the concept and she finally loved it. She decided to subscribe to 

Birchbox because her surroundings were very satisfied. Moreover, there are a lot of products 

in each box. She was subscribed during 6 months; there are 5 to 6 products in the boxes so she 

received about 30 different products with discoveries of new brands.  

 

“There are products that I never usually used as concealer but when I received one in my box, 

it made me want to buy concealers more often.” 

 

There are also questionnaires regarding physical characteristics (skin type, skin color...) and 

desires of consumers (more travel or beauty products) on the website that positively 

influenced her decision. 

 

2.2.2 Buying without knowing the content 

There were collaborations with major and international brands like Hipanema or Bensimon 

which resulted in limited editions of boxes. These were offered to 100 people and for those 

who had not received, it was possible to buy the limited editions but at a higher price. There 

were also special boxes for major events like Christmas, Easter or Valentine's Day and those 

who were not subscribers were disappointed not to have received it. They wanted then to 

subscribe because they did not want to miss the special boxes.  

 

“I think that it’s thanks to collaborations with well-known brands and limited and special 

editions that people subscribe to Birchbox.” 

2.2.3 Influences during the buying decision 

The delivery impacted on her act of purchase. It’s really practical because she knows the 

exact date of the reception. It’s regular and always on the same date.  
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“I also had many friends who influenced me and when I subscribed to Birchbox, we had an 

"appointment box" to discuss products we received.”  

 

However, a negative factor according to her was the partner brands. The partner brands were 

not enough important and interesting. Moreover, her parents negatively influenced her 

because they think that it was too expensive in the long run. 

 

When she decided to subscribe, the customization and the reuse of the boxes really interested 

her. Indeed, on the website, there are several examples of reusing boxes such as hang on the 

wall for decoration or put on the desk to store documents.  

 

“The boxes are really pretty; they have flowers on them and a beautiful typology.” 

 

 There is also a leaflet in every box allows knowing how to use each product. A small canvas 

bag is also present in each boxes and Anaëlle reused them every time because they are very 

convenient. 

2.2.4 Online influences 

According to Anaëlle, the website is very well done, ergonomic and safe. She visits the 

website to know the theme of the next month and to know the price of the products she 

received. 

 

“We can see that web designers have spent time building the site.” 

2.2.5 Post-purchase feeling 

Anaëlle really likes the delivery and especially when the brand sends an email to apologize 

and prevent the delay. When she received her first box, she was super excited, super happy 

and especially eager to unpack the products one by one. According to her, the products are 

well made and cute. They are also varied because they all have a different function. However, 

she was a little disappointed concerning the product size.  

 

“I find that there were too many samples and not enough products with a standard size.” 
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After using and receiving the boxes, she has been inundated with emails. Moreover, she 

thinks it’s a good idea to offer but a bit too expensive. Furthermore, there should not be any 

samples but only standard-size products.  

 

“On some samples, it says "cannot be sold" so I’m ok to pay but only for real products.” 

2.2.6 Type of loyalty 

Anaëlle has been subscribed for 6 months to the brand Birchbox and she decided not to renew 

because even if the products are interesting, there is always some that she didn’t use and there 

were often very small samples that she found useless. However, there was a product she liked 

so much that she went on Birchbox site to buy it. 

 

“In each box, I received 5-6 products but there were only 1 or 2 that I really used.”  

 

Anaëlle will definitely recommend the boxes because it’s great gift to do, it lasts and 

everybody likes it. She wants to subscribe to Mylittlebox brand because she had good 

feedback from her friends.  

 

“I also find that it has a very good communication, a very good website, a mobile application 

that allows access to the website and it has an identity far more attractive.” 

2.3 Clara Montmartin 

2.3.1 The decision making 

Clara heard about the boxes for the first time thanks to an article on a French women's 

website. She doesn’t know very much about makeup so she wanted to get makeup without 

buying a product in stores at a big format. She prefers to be sure of the product and to receive 

small formats.  

2.3.2 Buying without knowing the content 

According to Clara, consumers buy boxes without knowing the content because they want the 

challenge of the month. It’s a surprise made by them and it’s so interesting to have surprises 

every month.  
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2.3.3 Influences during the buying decision 

There were no positive or negative factors impacting the Clara’s decision. Clara was really 

interested in the concept but she found it a little bit expensive. However, she knows that she 

can stop the subscription whenever she wants.  

 

“It’s a regular investment.” 

 

She really likes the gift in every boxes and the packaging of the different boxes because she 

felt that each box was designed for her. 

2.3.4 Online influences 

According to Clara, the website is very well done. There are many photos and there are also 

icons that allow the consumer to follow the brand on social networks. Moreover, she thinks 

that it's very easy to create and manage an account. 

 

“I had the impression of being part of a big family.”  

2.3.5 Post-purchase feeling 

The delivery is the service that Clara appreciates the most because it’s convenient. Once, she 

had to use the after-sales service because she didn’t receive her box. The after-sales service 

was really understandable and fast and the delivery man actually put the box into the electric 

meter.  When Clara received her first box, she was very satisfied. In addition, there was a gift 

and she was very surprised. 

 

“I was very satisfied. I still remember the product that had pleased me the most; it was a small 

necklace with triangles.” 

 

After using the boxes, Clara finds the concept interesting and it’s a pleasure to have it each 

month. However, in the long run, she thinks that she spent too much money unnecessarily. 

Moreover, there is too much waste because she didn’t finish the products  

 

“You have to be aware of your resources before subscribing.”  
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2.3.6 Type of loyalty  

Clara has been subscribed to Mylittlebox brand for a year but she had to suspend the 

subscription because she came to Sweden for one semester. She will totally recommend the 

concept to her friends. She already influenced two of her friends because they subscribed to 

the same brand as her.  

 

“Moreover, being a student, it's a fun box I receive per month and it illuminates the beginning 

of the month.” 

 

Clara can’t be subscribed to another box if she is still subscribed to Mylittlebox because she 

can’t afford two boxes brands. However, if she cancels her subscription to Mylittlebox, she 

wants to subscribe to another box like La Bonne Box. 
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ANALYSIS   

This fifth chapter concerns the analysis of the empirical findings presented in the fourth 

chapter by using the theories and the variables of the conceptual model presented in the third 

chapter. This analysis chapter is separated into two parts. The first one concerns the “why” 

part of our research question presented in the introduction. It will show why the sensory 

marketing is not necessary during the consumer decision making. Then, we will present the 

“how” part to determine the loyalty process of the customers. 

1. Why is the sensory marketing not necessary for the purchase 
decision?  

The “why” section of the analysis will use variables of the conceptual model and the 

empirical findings to express our interpretation. This will explicitly show why the sensory 

marketing is not necessary during the purchase decision of the consumers and it’s divided into 

four parts: the means of communication, the information broadcast, the sensory marketing and 

the online experience. Moreover, we will find the common ideas to build up a common model 

in a specific context.  

1.1. The means of communication 

Understand what is going on in the consumer’s mind enables companies to improve their 

communication strategies. Therefore, the purchase intention is faster for the consumer when 

the company understands the consumer’s need (Olson and Reynolds, 2008). The company’s 

communication helps the consumer to make a choice and to have only one brand in its mind. 

The brands have to be present on all existing communication platforms especially on the 

social networks because they became new communication channels (Hennig-Thurau et al., 

2010). The word-of-mouth is more efficient when a company is present on several 

communication channels and its messages are more propagated through consumers (Rehmani 

and Khan, 2011). Moreover, marketers have to reach the right consumers with the right 

message and at the right place (Engel et al., 1968; Court et al., 2009). When the consumer’s 

need is created, it has been stimulated by external factors as media or a friend or family 

advices. Indeed, friends can have an important impact on the consumer decision (Iyengar et 

al., 2009). The decision can be modified by personal influences such as the behavior and the 

opinion of the reference groups. The individual realizes it has a lack of something and there is 
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a difference between its current state and its desired state, the need is created (Engel et al., 

1968).  

To develop the brand, Monsieur Barbier is very present on social networks such as Facebook 

or Pinterest. The brand became famous via the press and the bloggers. The strategy of Le Petit 

Ballon is the advertising campaign during major events such as Christmas or Father’s Day via 

many tools: advertisements on social networks, keywords on Google, affiliation with brands, 

articles in magazines, culinary blogs and e-mails. Joggbox uses a lot the communication via e-

mails since it’s a good means of communication. Moreover, the brand is associated with a 

famous magazine which publishes an article every month. Marie Souhala heard about the 

boxes via the social networks (Facebook and Instagram) and via fashion and cooking bloggers 

making the concept fashion. She was really influenced by the pictures on the blogs. Anaëlle 

Tresallet also saw the concept for the first time via the many ads on Facebook. Clara, 

meanwhile, heard about the boxes through an article on a French women’s website.  

The most powerful strategy of Le Petit Ballon is word-of-mouth. Indeed, according to the 

brand, its best advertisers are the subscribers because they spread the quality around them. 

According to Joggbox, the main way to acquire customers is the word-of-mouth as well 

because when there is one new subscriber in a small town, there are five or six new 

subscribers after two months. Marie Souhala was influenced by the customers ‘opinions and 

by her friends already subscribed. The Anaëlle Tresallet’s surrounding was really satisfied 

and explained the concept. She loved it and decided to subscribe.  

Moreover, one of the Joggbox strategies is to pay attention to the means of communication its 

uses with its customers. Indeed, the brand adapts its communication tools when they are many 

customers in one segment to reach them the best. The brand therefor wants to reach the best 

its customers via the best means of communication.  

The need of the three consumers was stimulated by two external factors: the media and the 

surroundings. That’s why; companies must have a strong presence on the media. The three 

companies and two of the consumers are present on social networks. This way of 

communication is very efficient to reach the consumers. The blogs and the press are two other 

important and effective ways because two consumers heard about the concept via the press 

and the blogs. Moreover, companies have to be present in the mind of the customers with a 

good reputation because they spread their opinion through the word-of-mouth. Two of the 

consumers decided to subscribe because of their friends ‘opinions. To conclude, companies 

have to present on four means of communication: the social networks, the blogs, the press and 
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the word-of-mouth. This allows reaching potential customers the best. The theories can be 

confirmed. 

1.2. Broadcast information 

The companies can improve their marketing strategies when they understand the consumers 

‘thoughts. After feeling the need and if the need is sufficiently important, consumers will 

begin an information search. The consumer will seek information for each brand to find the 

one that meets the best its need. They want to know as many details as possible regarding the 

brand offer to make the best decision. The way consumers look for information concerning a 

brand or a product changed. It’s now easier to find information without making so many 

efforts (Hennig-Thurau et al., 2010). There are the external information sources with the 

personal sources (family, friends and company communication strategy) and the public 

sources when the consumer finds it by itself (Engel et al., 1968; Court et al., 2009). The 

purchase decision can therefore be influenced by the consumer resources and its knowledge. 

That’s why; companies have to broadcast the more information possible (Engel et al., 1968).  

Monsieur Barbier shows information on what it founds important and interesting on the 

Internet, on its blogs and on the social networks. The brand wants to develop a newsletter to 

inform better its customers. At the reception of each boxes of Le Petit Ballon, the customer 

learns new things via videos on the Internet, a fact sheet and with an explanatory magazine. 

The customer is looking for an apprenticeship education to enjoy and discover the product in 

the good way. That’s why; in each box, there is a magazine of 24 pages explaining the 

content. The customer can also find information on the brand website. Moreover, people are 

looking for quality and Le Petit Ballon can certify its information because it works with an 

experienced sommelier selecting a good quality product. According to Joggbox, an interesting 

newsletter is very important. Indeed, the brand is going to work with an athlete who will 

create workout plans send via the newsletter and divided into geographic areas. Moreover, 

Joggbox always sends a brochure of 8 pages in the boxes that explain the products, their 

utility and their instructions. If the customer needs further information, there is also a blog to 

allow consumers to understand each product. According to Anaëlle, it’s very important to 

have the leaflet in the box because she can understand the utility of the products and how she 

has to use them.  

It’s important for the customers to know a lot of information about the brand and its products. 

That’s why; companies have to display information on their website, on the Internet and on 

the blogs. Moreover, customers want to understand the utility of the products and how to use 
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them. Companies therefore implemented magazine and brochure in every box. One company 

has even published videos on the Internet. It’s also important for companies to have an 

interesting newsletter with a concept attracting the consumers. The theories can be confirmed. 

1.1. The online experience  

With the explosion of the Internet, the companies must use integrate it in their strategies. 

There are three stages during the online decision making which are the interactivity (it’s the 

exchange between the company and the consumer via the website, the company has to do 

everything to make the consumer having the best experience possible such as the quality of 

the website), the transaction (the consumer doesn’t have to hesitate to give its bank account 

details so the website has to be safe) and the fulfillment (the consumer receives its product at 

home) (Chen and Chang, 2003). The appearance of the website can completely change the 

consumer's decision. Indeed, it may have decided to buy but by visiting the website, it will 

abandon its purchase. The purchase decision can therefore be influenced by the online 

environment: the website quality (active links), the website interface (well-designed) and the 

website experience (usability, visibility, reliability, compatibility) (Terpsidis et al., 1997; 

Darley et al., 2010).  

Monsieur Barbier listens and considers the criticisms or points of improvement. The brand 

wants to anticipate the customers ‘expectations and the potential weak points. To give the best 

experience possible on its website, Monsieur Barbier implemented a live chat. It takes care for 

every details and it does everything to be the most excellent possible. 25% of Le Petit 

Ballon’s turnover comes from its e-commerce. Indeed, it’s possible for the customers to buy 

products of Le Petit Ballon via the Internet with attractive prices. Moreover, the brand 

displays information concerning the security payment, the phone number to reach the brand 

and timetables for any questions. It allows the customer to be reassured before its purchase 

and to help it in its decision. To give the customer the best online experience, Le Petit Ballon 

hires someone to handle the website design and to analyze the customer experience and the 

conversion rate (a visit transformed into a purchase). Joggbox wants to create an e-commerce 

to sell the products it sent in the boxes. According to the brand, an attractive website is the 

most important thing to catch the consumers. Moreover, the website has to be compatible 

because 50% of the sales are made via smartphones and tablets. Another important thing is to 

not disclose customers ‘information. According to Marie, a website has to be fast, clear and 

dynamic. The consumer has to know where the things are and where it has to go to find 

something. Moreover, it’s important that the website is fashion and design. In Anaëlle’s 
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opinion, the website has to be design, ergonomic and safe. According to Clara, the website 

must have photos and icons to follow the brand on the social networks. Moreover, it has to be 

easy to create and manage an account.  

To help the consumer in its online decision, companies’ websites have to offer a great 

interactivity, transaction and fulfillment. Moreover, companies must have a quality website 

with a good interface to give the customer the best experience. That’s why; companies listens 

and considers the criticisms and they implemented a live chat. It’s important to reassure the 

consumers by giving information concerning the security payment and the brand contact. 

Companies must have a fast, clear, safe, attractive and compatible. Moreover, customers don’t 

want to have their information disclosed to other brands. The theories are therefore confirmed.  

1.2. The sensory marketing 

The sensory marketing is more and more used by companies because consumers are more 

sensitive to the way of consumption and because the traditional marketing isn’t sufficient. 

Traditional marketing allows consumers to be aware of a brand but not to remember it. The 

aim of the sensory marketing is to give the consumers the best experience possible and a 

pleasurable one stimulating the five human senses to help the consumer in its decision 

(Schmitt, 1999; Hultén et al., 2009; Agapito et al., 2012).  

Sensory marketing helps producers and distributors to differentiate themselves in a 

competitive environment and helps the consumer’s subconscious to be triggered. Moreover, 

sensory marketing guides the consumers to better understand the brand’s values. Each 

individual has a subjective image created by a different perception and a different 

interpretation. The five human senses stimulation therefore have to be implemented in the 

company’s strategies because it makes the consumer purchasing the product. Without a 

sensory marketing, the consumer hasn’t a product experience and doesn’t want to spend 

money (Hultén et al., 2009; Krishna, 2011; Filser, 2003).  

In our case study, the box and its content cannot be seen, touched, smelled, listened or tested. 

Indeed, the brands cannot apply sensory marketing strategy. However, we find four factors 

that are really important in the decision making and they influence a lot and positively the 

purchase decision.  

The practicality of the delivery and its frequency is very important for the companies and the 

consumers. According to Monsieur Barbier, due to a web subscription and a delivery at home, 

the consumers have the benefits of comfort and convenience without any constraint. The 

delivery is practical because the boxes are delivered at home in the mailbox and every month. 
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The customers of Le Petit Ballon want a service where they are sure to receive their quality 

products delivered directly at home. Marie finds great the concept of receiving several 

products in the same time at her home. She really appreciates the practicality of the delivery 

because it’s very convenient to receive her products in her mailbox every month. According 

to Anaëlle, the deliverer impacted her purchase decision because it’s really practical. It’s 

regular; she knows the exact date of reception because it’s always the same day.   

The personalization of the boxes is the second factor influencing the consumer’s decision. 

That’s why; companies attach great importance for the boxes ‘customization. According to 

Joggbox, an important motivation for the consumers to buy is the customization of the boxes. 

Indeed, the brand introduced a textile product among the other type of products and it was a 

real success for the customers. It’s the only product completely customized in the box because 

it depends of the customer’s profile it made during the subscription (size, gender). The 

customers therefore can say that the boxes are made for them. The Marie’s decision was 

positively influenced when she had to fill in questionnaires regarding physical characteristics 

because she knows she will receive adapted products for her. It was the same thing for 

Anaëlle; she had to do her profile by informing her skin color, her skin type and her hair 

color. She was really happy to receive products adapted to her profile. Anaëlle was really 

interested in the customization and the personalization of the boxes when she decided to 

subscribe. Clara really likes the packaging of every box because she felt that each of them was 

designed for her.  

The scarcity effect is the other point that makes the consumer buys. Joggbox practices a tight-

flow that is to say that it designed the sufficient number of boxes for its customers and there 

isn’t boxes stocks. This strategy triggers a scarcity effect. When the boxes are already sent, 

some consumers are disappointed when they see the products they missed so they decide to 

subscribe to not miss products anymore. According to Anaëlle, people subscribe to the boxes 

because of collaborations with well-known brands and limited editions. Indeed, there are 

collaborations with major and international brands which result in limited editions of boxes. 

Only the 100 first people receive these boxes. There also are special and limited boxes for 

special events such as Christmas or Valentine’s Day. A scarcity effect is therefore created and 

the consumers who haven’t received the special boxes (because they weren’t part of the 100 

people or because they weren’t subscribed) have to subscribe to the brand and can buy them 

at a higher price. Moreover, Anaëlle visits the competitors ’websites to see the products she 

missed. If she is disappointed with her boxes and with the competitor’s products she missed, 

she could probably unsubscribed to her box and become a new customer for a competitor.  
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The last factor is the surprise (customers don’t know the products until the reception) that 

customers receive every month. One of the motivations of the box’s customers according to 

Joggbox is the discovery of several brands they don’t know or they never had the chance to 

test them. It’s a challenge from the brand since it sends brands to its customers that they will 

only know at the reception of the box. When Marie subscribed to a boxes brand, she was 

looking forward receiving all the products contained in a box because she did not know any 

and she was very glad to have five surprise products. According to Marie, consumers decided 

to purchase the boxes because they receive several products at the same time and because they 

have several surprises every month. It’s the same thing for Anaëlle because she doesn’t know 

what is inside the box so it’s a surprise she has each month at the same time. Moreover, she 

was subscribed during six months with five products in each box so she finally had 30 

different products she didn’t know from different brands that she had discovered. According 

to Clara, consumers buy the boxes because it’s kind of a challenge. Indeed, they don’t know 

the content and they can be satisfied or not so they take the risk. Moreover, lots of consumers 

like surprise, so they make surprise by themselves to themselves and it’s really interesting to 

have surprise every month.  

Companies have to give the consumers the best experience possible stimulating the five 

human senses. This helps the customer to its purchase decision and it will want to spend to get 

the product. Without sensory marketing, the five senses of the consumer aren’t reached by the 

company so it hasn’t a product or brand experience and it doesn’t want to buy the product. 

However, the customer can’t see, smell, listen, touch or taste the product until the reception of 

the box. The sensory cannot be used by the companies but they rely on four factors to help the 

consumer in its decision. The first one is the delivery practicality; the three companies send 

their boxes at the customer’s home and not at the nearest supermarket. It’s very convenient 

for the customers to receive their boxes directly in the mailbox. They know the exact date of 

the reception, it’s practical and regular. The second factor is the boxes personalization; it’s an 

important motivation for customers because they feel that the box is made for them. 

Companies therefor implemented a questionnaire informing about the size, gender, skin type, 

skin color…Customers want to subscribe because they will have a box designed for them 

containing adapted products. The third factor is the scarcity effect; companies are on tight-

flow logic so they cannot have stocks. There are collaboration with famous partner brands and 

limited editions boxes so consumers are disappointed to see all the products they missed and 

they thus will subscribe to the brand. The fourth factor is the surprise effect; customers are 

really happy to have several surprises every month at the same period of the month. 
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Moreover, they take the risk of receiving brands they might like or dislike and they can 

discover several brands. Consumers can therefor purchase a product and invest money 

without the five senses stimulated. The theories cannot be confirmed.  

 

1.3. Model creation  

A model can be created and can be applied when a consumer decided to subscribe the boxes 

based e-commerce in France without sensory marketing. However, companies have to 

implement several important strategies (see Figure 11).  

First of all, the company should be present on all means of communication and especially on 

the social networks, the blogs, the press and the word-of-mouth. The company must therefore 

be seen as much as possible to enable consumers to be aware of the brand and to only have it 

in its mind. Communication is therefore an important means when a brand cannot practice 

sensory marketing.  

Then, information about the company and its products should be accessible and easy to find. 

The company must distribute information via blogs, the Internet, its website and its 

newsletter. Moreover, since the company cannot stage its products until the customer has not 

received them, the company must set up magazine for the customer to make it understand the 

utility of each product. 

The only contact that the customer has with the company is through the website of the brand. 

It’s by this only means that the customer can subscribe to the boxes. The company therefor 

must provide the best online experience possible with a safe and attractive website. 

Finally, there are four factors and not the least that the company should not forget to enable 

the consumer to buy: the delivery practicality, the boxes personalization, the scarcity effect 

and the surprise. Brands that sell boxes cannot have a sensory marketing strategy. That is 

why; the brands are required to have these four factors because they replace the sensory 

marketing.  
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Figure 11: Created model  

2. How is the retention process for subscription box? 

This section will allow by using different theories on customer satisfaction and brand loyalty 

as well as data collected from businesses and consumers, to understand what factors influence 

the customer loyalty in the context of a subscription box. 

2.1. Brand Loyalty 

The loyalty of a consumer to a brand is very important, it can bring to them some profitability 

because it will tend to consume more, but also awareness by speaking about it to its 

surroundings. As underlined by Joggbox and Le Petit Ballon, word of mouth is an essential 

value for a company and for that their products must be of excellent quality. As said by 

Clément Thibault (CEO of Le Petit Ballon), "our best advertisers are our subscribers." 

According to Court and al (2009), brands are setting up more and more things to retain the 

customer. First, it is possible to categorize its clients adapting their services according to the 

type of consumer they represent for the company. Thus, the CEO of Le Petit Ballon decided 

to categorize their customers depending on the duration of their subscription. The company 

Joggbox also wants to adopt this type of strategy when its customers will subscribe for more 

than 6 months. Categorization allows differentiating its customers to offer them the most 

personalized service possible. Also, if the company puts in place actions that rewards its 

loyalty, the customer will experience a deep attachment to the brand and its values and will be 

more loyal. 
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According to Court and al (2009), there are two types of loyalty among customers: active 

loyalists and passive loyalists. The first category includes consumers who buy several times in 

the same company and who speak about the brand to their circle of acquaintances. This 

classification also echoes that of Reinartz and Kumar (2002), which they regard as "True 

Friends". We can consider Clara Montmartin as an active consumer loyalist. Indeed, she 

remained subscribed to the brand for a year and she suspended it due to her move to Sweden. 

Furthermore, she communicated a lot around her of the brand and convinced two people of 

her circle of acquaintances to try the product.  

 

For such consumers, brands must spend lots of money to be sure to retain customers and try to 

meet their needs better. For this Joggbox, Le Petit Ballon and Monsieur Barbier have 

implemented different strategies. The first tries to personalize at the outside products 

contained in the box whatsoever the size, gender or needs. In addition, the brand has decided 

to play the transparency with consumers after purchasing, telling them when the box arrives 

and when the subscription expires. The second set up an incentive strategy, the more 

consumers are loyal, and more the brand proposes personalized offers to customers that fit 

their budget. 

Concerning the box Monsieur Barbier, they consider the relationship with their customers as a 

couple where it is important to constantly offer new things and share adventures. For this, the 

brand tries to include additional things to send in their box like surprises, special offers... 

Moreover, as explained Reinartz and Kumar (2002), it is also important to invest in direct 

marketing and personalized communication to achieve at best the consumer which applies to 

the three respondents.  

 

The second category, the passive loyalists are consumers who are not actually attached to the 

brand but continue to buy from the same company. Concerning customers we interviewed, 

some of them are part of this category. Anaëlle Tresallet and Marie Souhala are considered as 

"strangers" consumer according to the categorization of Reinartz and Kumar (2002). Indeed, 

they have bought the product once and have not renewed their subscription. Marie Souhala 

subscribed to la Bonne Box only for a month and Anaëlle Tresallet to Birchbox for 6 months, 

but neither has wished to continue the subscription. 

 

Box by subscription are by default products which consumers buy without knowing really its 

content, basing mainly on the word of mouth or on the promises of the brand. Furthermore, 
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box often has a role of surprise; the consumer will consider unconsciously the brand as a 

friend or a close person. So that the consumer renews its subscription, it is essential that the 

brand shows certain attachment to this one, that it feels important and develops a relation with 

it. For that purpose, it is essential that companies set up strategies of development of customer 

loyalty adapted to every customer according to its degree of implication. 

2.2. Customer satisfaction 

As put forward Court et al (2009), if consumers are satisfied, they will trust the brand and will 

communicate a positive image on it. 

According to Chen and Chang (2003), there are two types of satisfaction: pre-purchase 

satisfaction and post-delivery satisfaction. The first is just before the purchase and includes 

the quality of the transaction. For this, the website should be safe, entertaining and with 

attractive prices. As emphasized by all consumers interviewed, all the websites on which they 

made their purchase were very attractive, ergonomic and easy to access. Moreover, Marie 

Souhala said that for the site La Bonne Box, the information was clear and precise. Brands 

also set up various services to give customers the best possible experience on their website. 

So Joggbox and Monsieur Barbier have introduced live chat to answer directly to consumers 

when there is a question. This confirms the theory of Darley, Blankson and Luethge (2010) on 

website satisfaction, a consumer is satisfied when the website is quality and it finds all the 

answers to these questions. Concerning the box, which is not a product that the consumer can 

see before purchase, the purchase experience takes place entirely online. If it can’t find all the 

information it’s looking for, it will not be satisfied with the service and will have doubts about 

the quality of the product, including also related services. 

 

The post-delivery satisfaction is after the purchase and allows knowing the customer 

satisfaction after using the box. We can also evaluate complementary services such as 

customer service and return policy. Darley, Blankson and Luethge (2010) also highlighted the 

consequences after the purchase. One consequence is the cognitive dissonance, the consumer 

feels regret after purchasing. To avoid this step, it is important that companies implement an 

efficient after-sales service, which reassures consumers. Marie Souhala and Clara Montmartin 

tested the after-sales service and were very satisfied by listening and speed of action proposed 

that these box. After various interviews of box manager, we can see that they attach 

importance to offer their customers quick and quality services that best meet their problems. 
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Furthermore, the second important consequence is the satisfaction or dissatisfaction with the 

expectations and experience the consumer has with the product, which also joined the theory 

of Chen and Chang (2003) on post-delivery satisfaction. As noted in the interview, all 

consumers were very satisfied with the receipt of the parcel, Clara Montmartin having even 

renewed her subscription. However, Marie Souhala and Anaëlle Tresallet noted that the price 

of their box was too high according to its content and that they were not using all products. 

Anaëlle Tresallet also said for Birchbox that she will agree to pay the price but if the actual 

products were not in sample size. 

 

The consumers were very satisfied with the services offered by the brand and the receipt of 

their products. But Marie and Anaëlle realized after using the products that they were not 

worth the price of the box and have decided not to renew their subscription. Conversely, Clara 

was very satisfied with her box and decided to re-subscribe. We can thus conclude that 

satisfaction plays a crucial role in customer loyalty and this is done at different stages of 

purchase. It is important that brands understand the need for all these steps and apply to offer 

the best service and the best quality possible. We also found that in these cases, it is the 

product that has been a hindrance to consumers and also the optimizing use of products. 
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CONCLUSION 

 

The research question is: “Why do the consumers subscribe to the boxes by e-commerce 

without the 5 senses stimulation and how they become loyal?” and the purpose of this study 

was to understand why the consumers purchase the box subscription based e-commerce 

without sensory marketing and how companies are able to retain customers. For this, we have 

established two hypotheses we try to answer in the analysis part. 

 

The first claims that the consumer needs to know the product to buy it. We noticed in the 

context of a subscription box, the client does not know the product before purchase, it has 

never seen, smelled or touched it, yet it still processes to the purchase. So we asked why the 

sensory marketing is not necessary for the purchase decision. To answer this question, we 

interviewed three companies and three consumers. We have found that despite the fact that 

consumers and businesses can’t rely on sensory marketing in a context of a subscription box, 

four other factors play a decisive role in the purchase decision. First, one of the first factors to 

consider is the practicality of delivery, which provides comfort and convenience to consumers 

without constraints. Then, we see the customization of the box considering to the customers. 

Customers particularly appreciate when the box is the height according to their needs, where 

the products are adapted to their specificities. In addition, the box by subscription offers a 

scarcity effect; brands never offer twice the same products and also produce limited editions. 

If the consumer does not want to feel frustrated, it will buy the box. Finally, the surprise effect 

received by the consumer upon receipt of its box is a very important factor for this type of 

consumer. There is indeed a risk to like or dislike a product but the customer has the feeling 

that it receives a surprise, which increases its enjoyment.  

These four factors can therefore enable the consumer to buy without the requirement of the 

sensory marketing. Companies must be vigilant that these four factors occur at the consumer's 

purchasing decision but also upstream. It is therefore essential that brands are attentive to their 

communication, their information are easily available to the consumer and that the website 

gives customers a real experience being the only direct interface between the consumer and 

the company. 

 

The second hypothesis admits that the customer should be satisfied to become loyal. So we 

asked about how is the retention process for subscription box. Through analysis of the various 
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theories and the data collected, we were able to highlight two key factors in the retention 

process is put in place. First, it is very important that companies understand the challenge of 

establishing a personalized customer loyalty strategy. As highlighted above, the customization 

is a central point of purchase motivation for customers subscribe to a subscription box. They 

use this service for the products they could not find by themselves and that are adapted to 

their needs. If a brand proposes special offers, discounts because it was loyal, the customer 

will create a special relationship with the brand and continue to be faithful. In addition, it is 

also essential that consumers are satisfied with the product and services that it decided to stay 

loyal to the brand. The satisfaction process requires several steps and if brands manage to 

cross all, the customer will be impress and happy which will motivate it to renew this feeling. 

It is by respecting these two steps that companies manage to retain consumer loyalty. In trying 

to continuously satisfy the customer, adapting services to meet those desires and needs it will 

become dependent on the brand. 

 

Thanks to the resolution of these two assumptions, it is now possible to answer to our research 

question. Moreover, having addressed the argument with an abductive process we developed 

a model for the place of sensory marketing in a context of a subscription box in France when 

it’s not a gift. This model is thus valid for all companies in this sector, which market their 

products in the same way and can also be inspired to build an effective strategy to attract 

consumers. 

1. Limitations 

 

This case study also presents some limitations due to certain weaknesses of external validity. 

First, this is due to the limited number of interviews conducted for this thesis. It is difficult to 

establish generalizations and especially a model based not only on the advice of three 

companies and three consumers. Every business is different and uses its strategies to attract 

and retain consumers. 

Customers surveyed are also very similar; they are all young girls in their twenties who 

consumed at least once a beauty box. If consumers surveyed would have different 

characteristics (gender, age, profession...), our study could have analyzed many different 

clients, an overall and much broader view of the market. 
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In addition, the market is still very young, some of the companies surveyed do not have time 

yet to build a strong customer base and this creates some limitations to the analysis of loyalty 

for subscription box. 

 

Finally, another limitation that we can notice is the origin of businesses and consumers. We 

only focused on the French market but boxes by subscription are also very present in other 

European countries. It might be beneficial to have a broader vision, be able to question 

businesses and consumers which are outside French territory. For now the model created 

concerning the place of sensory marketing in the subscription box is applicable only to the 

French population. 

2. Future research 

 

For research, it could be interesting to carry out the same type of study, but enlarging the 

targeted geographic area. Our thesis was lead only on French territory, it prevents to have a 

real supports for box developed in the world, customers and buying patterns may vary. If a 

larger study was set up, it would be possible to create a model for this type of consumption 

adaptable to all populations. So that would counteract the limitation on the origin of the 

interviewees. It would also be interesting to compare the differences between countries, if 

they exist, and be able to analyze the place of sensory marketing and loyalty in every culture. 

A much larger study could be conducted on the importance of sensory marketing in every 

culture but also if the loyalty varies in strength depending on the country of origin. 

 

In the continuity of sensorial marketing, another research that could be interesting to do in the 

future is to find out if it is possible to apply the same model on the non-necessity of sensory 

marketing on other products or concepts. Indeed, for the moment only the subscription box do 

not use any types of sensory marketing product to push consumers to buy but maybe in the 

near future another concept will be launched using approximately the same characteristics and 

it would be appropriate to analyze whether this model can be applied. 

 

3. Implications 

 

This study showed what the implications are that pushed consumers to buy without having the 

stimulation of the five senses but also to become loyal in a context of a subscription box, in 
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France. The concept of box is still very new in the market; there was no study on this subject, 

authors only found secondary data that is focused on the purchase and not on the non-

existence of sensory marketing. Moreover, nothing has been developed on consumer loyalty 

for this type of product yet. The authors decided to develop these two subjects in the context 

of a subscription box, this new concept is an interesting story and we wanted to give a new 

dimension to this issue by developing sensory marketing and loyalty overlooked consumers 

but also businesses. 

 

In addition, this study can provide some answers to companies commercializing this type of 

product or wanting to enter in this market. By understanding the role of sensory marketing for 

everyday products, companies can understand the importance of finding other factors that will 

influence the purchase, which can’t count on it. Our model can also guide them on what to 

emphasize in their strategies to attract consumers but they will also find some tips for 

customers to make them loyal. Moreover, this study allows them to have a new vision of the 

market, much broader. Indeed, by interviewing companies developing the same type of 

product, brands can thus have an overview on strategies that work or not, but also have some 

information on the operation of the brands. The interviews with customers will enable them to 

know the felt of customers after buying and what may have prompted or not to re-subscribe. 

With this information, companies can therefore adjust some strategies to better adapt to the 

market environment and the needs and wants of consumers. 
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APPENDIX 

1. Companies questionnaire 

Question 1: 

Can you explain the context of your business (place of the head office, date of creation, 

internationalization ...)? 

 

Question 2: 

What were the reasons that prompted you to enter in the market of the subscription box? 

 

Question 3: 

What are your targets and why did choose this (these) market segment(s)? 

 

Question 4: 

What are, in your opinion, the motivations of the consumer when it decides to purchase? 

 

Question 5: 

What are your strategies implemented to stimulate the consumer need? 

 

Question 6: 

What means of communication do you use to develop your brand? And why do you use 

them? 

 

Question 7: 

What kinds of information do you disseminate concerning your company and where can the 

consumer find them? 

 

Question 8: 

What are your strategies to give the visitors the best possible experience on your website? 

 

Question 9: 

Do you offer services during or after the purchase? If so, which one? 

 

Question 10: 

What are your strategies to satisfy and retain customers? And why did you choose them? 

 

Question 11: 

Do you have different strategies depending on the customer loyalty level? If yes, which are 

they?  

 

2. Customers questionnaire 

Question 1: 

How did you hear about the concept of boxes? 
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Question 2: 

Are you still subscribed to a box? If so, which one and for how long? If not, why did you 

unsubscribe? 

 

Question 3: 

What were the reasons that led you to subscribe? 

 

Question 4: 

What are the positive and negative factors that had an impact on your decision to purchase? 

 

Question 5: 

In your opinion, what are the psychological factors that lead consumers to buy a box without 

knowing the content? 

 

Question 6: 

What marketing aspects led you to the purchase? 

 

Question 7: 

What aspects of the website helped you in your decision? 

 

Question 8: 

Which services offered by the box did they most satisfied you? 

 

Question 9: 

What was your feeling when you received your first box? Were you satisfied? Why? 

 

Question 10: 

Would you recommend the subscription box to your surroundings? Why? 

  

Question 11: 

Would you be willing to subscribe to another brand? 

 

Question 12: 

Whether positive or negative what is your opinion on the box after use? 
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