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ABSTRACT 
 

Branded apparels and related products are aspirational buys for the consumer. This exploratory study attempts 

to understand the role of the human senses in determining consumer buying behaviour in the specific context of 

apparel purchase. Empirical studies on sensory experiences are a relatively unexplored area of research in 

clothing and apparel buying behaviour among differently abled consumers. The senses that aid the process of 

product purchase such as visual, auditory and kinesthetic are the independent variables studied in this research 

paper. To enable a finer evaluation of buying behaviour of consumers in an apparel buying setting constructs from 

neuro-marketing and buyology are analysed: price, sales, promotion, advertising, impulse buying, design and 

trend, and are as the dependent variables studied in this research paper. The exploratory research study presents 

an empirical treatment of data collected from 230 respondents in the geographical area of Bengaluru. Random 

sampling was used as the technique for data collection while statistical tools for data analysis used KMO, 

communality test, reliability, Chi square, correlation and regression analysis. 
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INTRODUCTION 
 

Apparels are aspirational products and tend to offer strong brand personalization benefits to the user. The consumers’ 
choices depend progressively and significantly on subjective elements such as emotions, pictures, impressions and 

requests  of  the  items.  Apparels,  as  product  offerings,  play  a  role  in  developing a  consumer’s attitude  while 

highlighting personality characteristics of a  consumer. The granularity of the evoked set of factors that drive 

purchase decision of a consumer acquire complex dimensions when sensory variables are extended to a differently- 

abled consumer. The absence of a good appearance can lead to challenges associated with self-image. This can be 

more sensitive in the case of differently abled people. These boundaries show how the function of attire, material and 

building configuration groups with information of tangible issues alternate lend themselves to tactile experience. 

 
The different dimensions that could be considered on the selection and buying behaviour of consumers considering 

apparel are human senses, price, design and trends, impulse buying and sales and promotion. The three senses 

considered here are visual, auditory and kinaesthetic senses. Since the other two senses which are taste and smell, do 

not play a role in the selection of apparel and does not affect the buying behaviour of consumers are not considered 

in this study. 

 
Visual senses play a key role in affect the self-image of the consumer and actions that trigger arousal to buy apparel. 

It also depends on how the individual looks at the apparel and how the apparel appears to the eye of the individual. 

The eye level could be affected by how the clothes are displayed, the mannequins display, the design and many 

others factors. The visual effects could be in 2D or 3D effects. The display could be through a picture or in real, 

which relates to other human senses that could help in apparel selection. The visual reactions can excite neural 

impulses, which could impact on neuro framework on the individual and facilitate appropriate decision making. 

Auditory sense, stirs a considerable measure of emotions amid the determination and the path toward purchasing an 
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apparel product. Tuning into individuals about most recent patterns and form, impact people in determination and 

purchasing of apparels and texture. Auditory factors, as similar to word of mouth, in shopping play a major role in 

the selection of apparel. Kinaesthetic sense allows for the selection of apparel as also the feeling of the fabric and the 

texture. 

 
LITERATURE SURVEY 

 
Dash, Mihir; Akshaya (2014) explores visual impact on apparel purchase and examines the role of store layout, 

mannequin display, promotional advertisement, product display and so on in understanding the buying behaviour of 

consumers. 

 
Wu, Juanjuan; WonJu, Hae; Kim, Jieun; Damminga, Cara; Kim, HyeYoung (2012) e. investigates the role of 

colour, visual texture and style effect factors in the purchase of products as also the interest of consumers, pleasure 

perception and purchase behaviour. This exploratory study explored the impact of style, colour and visual appeal 

among consumers accessing virtual stores. 

 
Wang, Ying; Chen, Yan; Zhi-ge, Chen (2006) explores consumers’ perception (sensory engineering) influence on 

the senses, feelings and design perception. The study concluded that the senses could be related to the purchase 

behaviour of clothing. 

 
Osmud Rahman (2003) depicts how visual and file input have an effect on purchase intention of denim apparel. 

Both sensory and cognitive responses were investigated using quantitative methods. The conclusions drawn from the 

research indicated that the respondents were specific to the fabric feel, fitting, physical durability and the visual 

aspects of the product in denim purchase evaluation. 

 
Subhani, Muhammad Imtiaz; Hasan, Syed Akif; Osman, Amber (2011) study how apparels have an impact on 

the mood of consumers. The effect could be based on the feel, personality and other demographic factors. The paper 

also depicts how the mood of the individual has an effect on the dressing behaviour of the individual. There could be 

a number of other factors that could affect the dressing behaviour of an individual. The factors such as emotions, 

quality of the fabric, situations, print, design, colour, education of a person etc., could be useful in identifying an 

individual. 

 
Song, Kun; Fiore, Ann Marie; Park, Jihye (2006) explored how the online shopping experience influenced 

consumers in the selection and buying behaviour of apparel. The online experience helps in bringing about a 

different perception as virtual shopping experience is not taken into account and this could be a negative aspect about 

online shopping. Telepresence experience and the fantasy could influence shopping experience. 

 
Methods: A dress displayed at a retail establishment or a promotion may draw thought, and also energize diverse 

classy responses. Regardless, if the watcher hates the presence of a dress, he or she may not wish to take a glance at 

the thing further, for instance, by feeling the texture or endeavouring the piece of attire on. Along these lines, it is 

obvious that just by advertisements or other such means the customer needs can't be fulfilled. Hence, there is a need 

to focus the impact on how the human senses influence the determination of attire. The empirical study is specific to 

the geographical region of Bangalore. This particular study depicts how the conceptual factors like senses and the 

selection affect the buying behaviour of customers considering recent researches regarding similar concepts the study 

is further looked at in a detailed manner. 

 
OBJECTIVES 

 
     To measure the impact of sensory on demographic variables. 

     To understand the impact of sensory on a selection of apparel. 

     To analyse the impact of senses on buying behaviour of apparel.
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HYPOTHESES 

 
     There is no significant relationship between the senses and their impact on demographic factors. 

     There is no significant relationship between the senses and their impact on age. 

     There is no significant relationship between the senses and their impact on gender. 

     There is no significant relationship between the senses and their impact on qualification. 

 
There is no significant relationship between senses (visual, auditory and kinaesthetic) and selection behaviour of the 

consumer. 

 
There is no significant relationship between the sensory appeals and buying behaviour of the consumer. 

 
Sampling Plan: The data population included apparel consumers in engaged in browser mode shopping in speciality 

store format setting. The respondent data was collected using a structured questionnaire perceptions .The judgmental 

sampling method with inclusion parameters (age, location, gender and so on) was applied to the sample population. 

 
Sample Size: Respondent data from 230 samples were collected belonging to varied demographics. 

 
Sample Frame: the sample of respondents were drawn from the geographical area of Bangalore i.e., East, West, 

North, South and Central Zones, which included mall intercepts as a contact method. 

 
TOOLS AND TECHNIQUES OF DATA COLLECTION AND ANALYSIS 

 
Tools: The software used was SPSS Software and the tools used were: frequency distribution; Kaiser-Meyer-Olkin 

to test the sampling adequacy; Bartlett’s Test of Sphericity; Communality test to determine the correlation among the 

variables  in  a  dataset;  reliability  to  check  the  extent  to  which  assessments  are  consistent;  Chi-Square  Test; 

correlation; and regression. 

 
DATA ANALYSIS 

 
The analyses is broadly classified into three approaches, namely: 

 
     Frequency and descriptive statistics 

     Test of the adequacy of the sample (KMO) and reliability tools 

     Decision tools such as Chi-square, correlation, and regression. 

 
DATA ANALYSIS AND INTERPRETATION 

A. Test Adequacy of Sample 

Table-1: KMO and Bartlett's Test 

 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .788 

Bartlett's Test of Sphericity Approx. Chi-Square 4044.520 

 d.f. 1225 

Sig. .000 

Sources: Authors Compilation 
 

Normally, 0<KMO<1 

If KMO>0.5, the sample is adequate. 

Here, KMO=0.788 which indicates that the sample is adequate and we may proceed with the Factor Analysis.
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Taking a 95% level of Significance, α=0.05 

The p-value (Sig.) of 000<0.05, therefore the Factor Analysis is valid. 
As p < α, therefore the null hypothesis (H0) is rejected and the alternate hypothesis (H1) is accepted indicating that 
there may be a statistically significant interrelationship between variables. 

 
The Kaiser-Meyer Olkin (KMO) and Bartlett’s Test measure of sampling adequacy was used to examine the 

appropriateness of Factor Analysis. The approximate of Chi-Square is 4044.520 with 1225 degrees of freedom, 

which is significant at 0.05 Level of Significance. The KMO statistic of 0.788 is also large (greater than 0.50). 

Hence, Factor Analysis is considered as an appropriate technique for further Analysis of the data. 

 
B. Reliability Statistics 

 
Table-2: Reliability for the Different Dimensions 

 
Dimension Cronbach's Alpha No of Items 

1. Visual .703 8 

2. Auditory .70 6 

3. Kinaesthetic .683 7 

4. Design & Trend .778 7 

5. Price .693 6 

6. Impulse Buying .683 6 

7. Sales / Promotion / Advertisement .693 6 

8. Buying Behaviour .725 4 
Sources: Authors Compilation 

 
Cronbach alpha is tested to establish the consistency of the instrument which is used to collect the data. Most of the 

constructs are more than 0.6 and some are more than 0.7 which shows that the instrument is very much consistent. 

The respondents have provided consistent responses to the items of the concerned constructs. An average of 0.707 is 

computed for a total of 50 items. 

 
C. Chi-Square Analysis 

 
1. Hypothesis Testing For Visual Sensory Factors versus Buying Behaviour of Consumers 

 
H0: There is no significant relationship between visual sensory factors and the buying behaviour of consumers. 
H1: There is a significant relationship between visual sensory factors and the buying behaviour of customers. 

 
Table-3: Chi-Square Tests: Visual Sensory Factors and the Buying Behaviour of Customers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 257.428a
 220 .042 

Likelihood Ratio 172.239 220 .993 

Linear-by-Linear Association 7.938 1 .005 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (257.428, p=0.042) is less than the table value (0.05) the null 

hypothesis is rejected and. the alternate hypothesis is accepted. There is a significant relationship between visual 

sensory factors and the buying behaviour of consumers. 

 
Inference: Thus there is an inference between visual sensory factors and the buying behaviour of consumers.
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2. Hypothesis Testing For Auditory Sensory Factors versus Buying Behaviour of Consumers 

 

 

 

H0: There is no significant relationship between auditory sensory factors and the Buying behaviour of consumers. 
H1: There is significant relationship between auditory sensory factors and the buying behaviour of consumers. 

 
Table-4: Chi-Square Tests: Auditory Sensory Factors and the Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 157.868a
 140 .143 

Likelihood Ratio 126.324 140 .790 

Linear-by-Linear Association 8.513 1 .004 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (157.868, p=0.143) is more than the table value (0.05), the 

alternate hypothesis is rejected and the null hypothesis is accepted. There is no significant relationship between 

auditory sensory factors and the buying behaviour of consumers. 

 
Inference: Thus there is no inference between auditory sensory factors and the buying behaviour of consumers. 

 
3. Hypothesis Testing For Kinaesthetic Sensory Factors versus Buying Behaviour of Consumers 

 
H0: There is no significant relationship between kinaesthetic sensory factors and the buying behaviour of consumers. 
H1: There is a significant relationship between kinaesthetic sensory factors and the buying behaviour of consumers. 

 
Table-5: Chi-Square Tests: Kinaesthetic Sensory Factors and the Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 184.376a
 150 .029 

Likelihood Ratio 154.902 150 .375 

Linear-by-Linear Association 2.285 1 .131 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (184.376, p=0.029) is less than the table value (0.05) so the 

null hypothesis is  rejected and. the  alternate hypothesis is accepted. There is significant relationship between 

kinaesthetic sensory factors and the buying behaviour of consumers. 

 
Inference: Thus there is an inference between kinaesthetic sensory factors and the buying behaviour of consumers. 

 
4. Hypothesis Testing for Design and Trend Factors versus Buying Behaviour of Consumers 

 
H0: There is no significant relationship between design and trend factors and the buying behaviour of consumers. 
H1: There is a significant relationship between design and trend factors and the buying behaviour of consumers. 

 
Table-6: Chi-Square Tests: Design and Trend Factors and the Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 190.587a
 180 .280 

Likelihood Ratio 158.756 180 .871 

Linear-by-Linear Association 4.967 1 .026 

N of Valid Cases 89   
Sources: Authors Compilation
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Result: Since the Pearson Chi-Square calculated value (190.587, p=0.280) is more than the table value (0.05) the 

alternate hypothesis is rejected and the null hypothesis is accepted. There is no significant relationship between 

design and trend factors and the buying behaviour of consumers. 

 
Inference: Thus there is no inference between auditory sensory factors and the buying behaviour of consumers. 

 
5. Hypothesis Testing for Price Factors versus Buying Behaviour of Consumers 

 
H0: There is no significant relationship between price factors and the buying behaviour of consumers. 
H1: There is a significant relationship between price factors and the buying behaviour of consumers. 

 
Table-7: Chi-Square Tests: Price Factors and Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 180.261a
 170 .280 

Likelihood Ratio 148.023 170 .887 

Linear-by-Linear Association .001 1 .980 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (180.261, p=0.280) is more than the table value (0.05), the 

alternate hypothesis is rejected and the null hypothesis is accepted. There is no significant relationship between price 

factors and the buying behaviour of consumers. 

 
Inference: Thus there is no inference between price factors and the buying behaviour of consumers. 

 
6. Hypothesis Testing for Impulse Buying Factors versus Buying Behaviour of the Consumers 

 
H0: There is no significant relationship between impulse buying factors and the buying behaviour of consumers 
H1: There is significant relationship between impulse buying factors and the buying behaviour of consumers. 

 
Table-8: Chi-Square Tests: Impulse Buying Factors and the Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 270.762a
 150 .000 

Likelihood Ratio 141.203 150 .684 

Linear-by-Linear Association 29.214 1 .000 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (270.762, p=0.000) is less than the table value (0.05), the null 

hypothesis is rejected and the alternate hypothesis is accepted. There is a significant relationship between impulse 

buying factors and the buying behaviour of consumers. 

 
Inference: Thus there is an inference between impulse buying factors and the buying behaviour of customers. 

 
7. Hypothesis Testing for Sales / Promotion / Advertisement Factors versus Buying Behaviour of Consumers 

 
H0: There is no significant relationship between sales / promotion / advertisement factors and the buying behaviour 
of consumers. 
H1: There is significant relationship between sales / promotion / advertisement factors and the buying behaviour of 
consumers.
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Table-9: Chi-Square Tests: Sales / Promotion / Advertisement Factors versus Buying Behaviour of Consumers 

 
 Value d.f. Asymp. Sig. (2- sided) 

Pearson Chi-Square 318.482a
 200 .000 

Likelihood Ratio 149.377 200 .997 

Linear-by-Linear Association 25.661 1 .000 

N of Valid Cases 89   
Sources: Authors Compilation 

 
Result: Since the Pearson Chi-Square calculated value (318.482, p=0.000) is less than the table value (0.05) the null 

hypothesis is rejected and the alternate hypothesis is accepted. There is a significant relationship between sales / 

promotion / advertisement factors and the buying behaviour of consumers. 

 
Inference: Thus there is an inference between sales / promotion / advertisement factors and the buying behaviour of 

consumers. 

 
Table-10: Correlations 

 
  

 

Auditory 
 

Kinaesthetic 
Design 

& Trend 

 

Price 
Impulse 

Buying 

Sales / 

Promo / Adv. 

Buying 

Behaviour 

Visual Pearson Correlation .475** .278* .489* .347 .430** .396** .300** 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .004 

 N 232 232 232 232 232 232 89 

Auditory Pearson Correlation .475** .378** .494** .410** .489 .495** .311** 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .003 

 N 232 232 232 232 232 232 89 

Kinaesthetic Pearson Correlation .278** .378** .429** .158** .360** .264 .161** 

 Sig (2-tailed) .000 .000 .000 .016 .000 .000 .131 

 N 232 232 232 232 232 232 89 

Design & 

Trend 

 

Pearson Correlation 
 

.489** 
 

.494** 
 

.429** 
 

.438** 
 

.409** 
 

.446** 
 

.238 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .025 

 N 232 232 232 232 232 232 89 

Price Pearson Correlation .347** .410** .158* .438** .312** .307* .003 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .087 

 N 232 232 232 232 232 232 89 

Impulse 
Buying 

 

Pearson Correlation 
 

.430** 
 

.489** 
 

.360** 
 

.409** 
 

.312** 
 

.576** 
 

.576** 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .000 

 N 232 232 232 232 232 232 89 

Sales / Promo / 
Advertisement 

 

Pearson Correlation 
 

.396** 
 

.495** 
 

.264** 
 

.446** 
 

.307** 
 

.576** 
 

.540** 

 Sig (2-tailed) .000 .000 .000 .000 .000 .000 .000 

 N 232 232 232 232 232 232 89 

Buying 

Behaviour 

 

Pearson Correlation 
 

.300** 
 

.311** 
 

.161 
 

.238* 
 

.003 
 

.576** 
 

.540 

 Sig (2-tailed) .004 .003 .131 .025 .087 .000 .000 

 N 89 89 89 89 89 89 89 
Sources: Authors Compilation
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REGRESSION ANALYSIS 

 
There is sum of each dimension to test for this study through the regression analysis method. It is assumed that the 

selection and buying of apparel are dependent on visual, auditory, kinaesthetic, price, impulse buying, sales / 

promotion / advertisement, design & trend and the overall buying behaviour. To test this hypothesis, multiple 

regression analysis was conducted with sum of visual, auditory, kinaesthetic, price, impulse buying, sales/ promotion 

/ advertisement, design & trend (independent variables) and overall buying behaviour (dependent variable). 

 
Table-11: Regression Analysis 

 
Model Variables Entered Variables Removed Method 

1 Visual  Enter 

 Auditory   

 Kinesthetic   

 Design & Trend   

 Price   

 Impulse Buying   

 Sales / Promotion / Advertisement   
Note: a. Dependent Variable: Sum of acceptance 

b. All requested variables entered. 
Sources: Authors Compilation 

 
Model Summary 

 
Mode l R R Squared justed R Square Std. Error of the Estimate 

1 .641a .411 .361 2.12017 
Note: a. Predictors: (Constant), Sum_SPA, Kin_sum, Sum_Price, sum_visual, 

Auditory_sum, Sum_IB, Sum_DT 
Sources: Authors Compilation 

 
The adjusted R square value is 0.361. This means that the regression analysis can explain 36.1 % of the data and how 

close it is to the regression line. As such, visual, auditory, kinaesthetic, price, impulse buying, sales/ promotion/ 

advertisement, design & trend is highly dependent on the buying behaviour of customer. 

 
Table-12: Anova Summary 

 
Model Sum of Squares d.f. Mean Square F Sig. 

Regression 254.459 7 36.351 8.087 .000b 

Residual 364.103 81 4.495   

Total 618.562 88    
Note: a. Dependent Variable: buying behaviour 

b. Predictors: (Constant), Sum_SPA, Kin_sum, Sum_Price, sum_visual, 

Auditory_sum, Sum_IB, Sum_DT 

Sources: Authors Compilation 

 
In the analysis of variance table (ANOVA), the null hypothesis is tested, i.e. there is no impact of the independent 

variables on the dependent variables against the alternate hypothesis. In other words, the independent variables: 

visual, auditory, kinaesthetic, price, impulse buying, sales/ promotion/ advertisement and design and trend do not 

have an impact over the dependent variable, buying behaviour of the consumers. The p value from the ANOVA table 

is 0.000, which is less than the significance value of 0.05 and the null hypothesis is rejected. In other words, alternate 

hypothesis is accepted and it can be inferred that there exists a significant impact of visual, auditory, kinaesthetic, 

price, impulse buying, sales / promotion / advertisement, design & trend on the buying behaviour of the consumers.
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FINDINGS 

 

 

 

The Kaiser-Meyer Olkin (KMO) and Bartlett’s Test measure of sampling adequacy was used to examine the 

appropriateness of Factor Analysis. The approximate of Chi-Square is 4044.520 with 1225 degrees of freedom, 

which is significant at 0.05 Level of Significance. The KMO statistic of 0.788 is also large (greater than 0.50). Hence 

Factor Analysis is considered as an appropriate technique for further Analysis of the data. 

 
Cronbach alpha is tested to establish the consistency of the instrument, which is used to collect the data. Most of the 

constructs are more than 0.6 and some are more than 0.7, which shows that the instrument is very much consistent. 

The respondents have provided consistent response to the items of the concerned constructs. An average of 0.707 is 

computed for a total of 50 items. 

 
There is significant relationship between visual sensory factors and the buying behaviour of consumers. There 

is significant relationship between auditory sensory factors and the buying behaviour of consumers. There is 

significant relationship between kinaesthetic sensory factors and the buying behaviour of consumers. There is 

no significant relationship between design and trend factors and the buying behaviour of consumers. There is 

no significant relationship between price factors and the buying behaviour of consumers. 

There is significant relationship between impulse buying factors and the buying behaviour of consumers. 

 
There is significant relationship between sales/ promotion/ advertisement factors and the buying behaviour of 

consumers. 

 
The correlations of buying behaviour factors with all the seven analysed dimensions (i.e. visual, auditory, kinaesthetic, 

design & trend, impulse buying, sales / promotion / advertisement and price) are found to be positive and significant 

(at 5% and 1% level). 

 
It also shows that the null hypothesis is rejected for all the dimensions except the kinaesthetic and price factors and 

therefore there is significant relationship between buying behaviour factors and the other dimensions Since the 

observed value for price factor v/s buying behaviour is 0.087>0.05, the alternate hypothesis is rejected i.e. there is no 

significant relationship between price factors and  buying behaviour. Similarly for  kinaesthetic sensory factors 

0.131>0.05 It indicates that more and more of buying behaviour cues help in selection and other such factors. 

However, observing the  correlation values,  it  shows  that  the  relationship between buying behaviour cue  and 

dimensions such as visual, auditory, kinaesthetic, design & trend, impulse buying, sales/promotion/ advertisement 

and price is moderate. 

 
Regression Inference: The adjusted R square value is 0.361. This means that the regression analysis can explain 36.1 

% of the data and how close it is to the regression line. As such, visual, auditory, kinaesthetic, price, impulse buying, 

sales / promotion / advertisement, design and trend is highly dependent on the buying behaviour of customer 

 
ANOVA Inference : The p value 0.000<significance value of 0.05 and thus we reject the null hypothesis and accept 

the alternate hypothesis which in this case is visual, auditory, kinaesthetic, price, impulse buying, sales / promotion / 

advertisement, design & trend and buying behaviour are dependent on each other 

 
CONCLUSION 

 
From  the  study  it  is  evident  that  there  is  significant  impact  of  the  independent  variables:  visual,  auditory, 

kinaesthetic, impulse buying and sale on the selection on the buying behaviour of the consumer. It also shows how a 

few factors do not affect the buying behaviour of consumers, that is, the dimensions such as price and design and 

trends.

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4013 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

REFERENCES 

 

 

 

Dash, Mihir, & Akshaya, L. (2016). A Study on the Impact of Visual Merchandising on Impulse Purchase in Apparel 

Retail Stores. International Journal of Marketing & Business Communication, 5(2). New Delhi. 

 
Wu, Juanjuan, Won, Ju Hae, Kim, Jieun, Damminga, Cara, Kim Hye-Young, & K., P. Johnson Kim. (2013). Fashion 

product display: An experiment with Mockshop investigating colour, visual texture, and style coordination. 

International Journal of Retail & Distribution Management, 41(10), 765-789. 

 
N., Pan. (2007). Quantification and Evaluation of Human Tactile Sense towards Fabrics. Int. Journal of Design & 
Nature, 1(1). ISSN: 1744-3687 (paper format), ISSN: 1744-3679 (online). 

 
Ying,  Wang, Yan,   Chen, &   Zhi‐  ge,   Chen.   (2008).  The   sensory  research  on  the   style   of   women's 
overcoats. International Journal of Clothing Science and Technology, 20(3), 174-183. 

 
Rahman, O. (2012). The influence of visual and tactile inputs on denim jeans evaluation. International Journal of 

Design, 6(1), 11-25. 

 
Hasan, Syed Akif, Subhani, Muhammad Imtiaz, & Osman, Ms. Amber. (2011). New Article of Clothing translates 

the Mood of an Individual. International Journal of Business and Social Science. 

 
Aron, O'Cass. (2004). Fashion clothing consumption: antecedents and consequences of fashion clothing involvement. 

European Journal of Marketing, 38(7), 869-882. 

 
Angela, Hausman. (2000). A multi‐ method investigation of consumer motivations in impulse buying behavior. 
Journal of Consumer Marketing, 17(5), 403-426. 

 
Brenda, Soars. (2009). Driving sales through shoppers' sense of sound, sight, smell and touch. International Journal 

of Retail & Distribution Management, 37(3), 286-298. 

 
Morrin, M., & Ratneshwar, S. (2000). The impact of ambient scent on evaluation, attention, and memory for familiar 

and unfamiliar brands. Journal of Business Research, 49(2). 

 
Lindstrom, M. (2005). How to build powerful brands through touch, taste, smell, sight & sound. Brand Sense. 

London: Kogan Page Limited. 

 
Kelly, O. Cowart, & Ronald, E. Goldsmith. (2007, November). The influence of consumer decision-making styles on 

online apparel consumption by college students. International Journal of Consumer Studies, 31(6), 639–647. 

 
Mary, Jo Bitner. (1992, April). The Impact of Physical Surroundings on Customers and Employees. Journal of 

Marketing, 56(2), 57-71. 

 
Bruner, G. C. (1990). Music, mood, and marketing. Journal of Marketing, Volume 54. 

 
McGoldrick, P. J. (2002). Retail Marketing (2nd Edition). New York: The McGraw-Hill Companies. 

 
Mehta, N. P., & Chugan, P. K. (2012). Visual Merchandising: Impact on Consumer Behaviour, pp. 607-614. New 

York: Global Business and Technology Association. 

 
Hulten, B. (2013). Sensory cues as in-store innovations: Their impact on shopper approaches and touch behavior. 
Journal of Innovation Management‚ 1(1)‚ 17-37. 

 
Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to affect perception, judgment 

and behavior. Journal of Consumer Psychology, 22(3), 332–351.

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4014 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

 

 

 

Retrieved from 

https://open.lib.umn.edu/principlesmarketing/chapter/3-1-factors-that-influence-consumers-buying-

behavior/ Retrieved from http://www.davidpublisher.org/Public/uploads/Contribute/57c79ce84f401.pdf 

Retrieved from http://www.palgrave.com/us/book/9780230341739 

 
Retrieved from https://promotion1.com/blog/sensory-marketing-appeal-customers-5-senses/ 

 
Retrieved from https://www.qualitylogoproducts.com/blog/sensory-marketing-marketers-bond-through-5-senses/ 

Retrieved from https://en.wikipedia.org/wiki/Sensory_branding 

Retrieved from http://www.emeraldinsight.com/doi/abs/10.1108/10610420510592554 

Retrieved from http://morethanbranding.com/2012/04/13/sensory-marketing-and-branding-the-power-of-the-senses/ 

Retrieved from https://www.theguardian.com/media-network/2014/oct/27/sensory-marketing-brands-senses- 

technology 
 

Retrieved from https://hbr.org/2016/05/when-sensory-marketing-works-and-when-it-backfires 

Retrieved from http://aims.uw.edu/impact-improving-mood-promoting-access-collaborative-treatment 

Retrieved from http://allianceu.academia.edu/mihirdash 

Retrieved from http://asq.org/learn-about-quality/data-collection-analysis-tools/overview/overview.html 

Retrieved from http://blog.minitab.com/blog/adventures-in-statistics-2/understanding-hypothesis-tests-sig... 

Retrieved from http://brainbutter.com.au/wp/wp-content/uploads/2013/01/Visual-Auditory-Kinaesthetic-.pdf 

Retrieved from http://couldbeuseful.blogspot.com/ 

Retrieved from http://dictionary.babylon-software.com/observed%20value/ 

 
Retrieved     from     http://downloadt.advantech.com/ProductFile/PIS/PCIE-1744/Product%20-%20Datasheet/PCIE- 

1744... 

 
Retrieved from http://dppd.ubbcluj.ro/adn/article_4_1_1.pdf 

 
Retrieved from http://en.wikipedia.org/wiki/P-value 

 
Retrieved from http://etheses.saurashtrauniversity.edu/63/1/vaishnani_hb_thesis_bm.pdf 

 
Retrieved from http://faculty.cas.usf.edu/mbrannick/regression/regbas.html 

 
Retrieved from http://hexus.net/tech/tech-explained/graphics/17992-the-gpu-graphics-processing-unit/ 

Retrieved from http://interest.ip.thomsonreuters.com/scholaronevisionaward 

Retrieved from http://iosrjournals.org/iosr-jbm/papers/ncibppte-volume-4/27.pdf 

 
Retrieved from http://iosrjournals.org/iosr-jnhs/papers/vol5-issue6/Version-1/B0506011012.pdf

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
https://open.lib.umn.edu/principlesmarketing/chapter/3-1-factors-that-influence-consumers-buying-behavior/
https://open.lib.umn.edu/principlesmarketing/chapter/3-1-factors-that-influence-consumers-buying-behavior/
http://www.davidpublisher.org/Public/uploads/Contribute/57c79ce84f401.pdf
http://www.palgrave.com/us/book/9780230341739
https://promotion1.com/blog/sensory-marketing-appeal-customers-5-senses/
https://www.qualitylogoproducts.com/blog/sensory-marketing-marketers-bond-through-5-senses/
https://en.wikipedia.org/wiki/Sensory_branding
http://www.emeraldinsight.com/doi/abs/10.1108/10610420510592554
http://morethanbranding.com/2012/04/13/sensory-marketing-and-branding-the-power-of-the-senses/
https://www.theguardian.com/media-network/2014/oct/27/sensory-marketing-brands-senses-technology
https://www.theguardian.com/media-network/2014/oct/27/sensory-marketing-brands-senses-technology
https://hbr.org/2016/05/when-sensory-marketing-works-and-when-it-backfires
http://aims.uw.edu/impact-improving-mood-promoting-access-collaborative-treatment
http://allianceu.academia.edu/mihirdash
http://asq.org/learn-about-quality/data-collection-analysis-tools/overview/overview.html
http://blog.minitab.com/blog/adventures-in-statistics-2/understanding-hypothesis-tests-sig
http://brainbutter.com.au/wp/wp-content/uploads/2013/01/Visual-Auditory-Kinaesthetic-.pdf
http://couldbeuseful.blogspot.com/
http://dictionary.babylon-software.com/observed%20value/
http://downloadt.advantech.com/ProductFile/PIS/PCIE-1744/Product%20-%20Datasheet/PCIE-
http://dppd.ubbcluj.ro/adn/article_4_1_1.pdf
http://en.wikipedia.org/wiki/P-value
http://etheses.saurashtrauniversity.edu/63/1/vaishnani_hb_thesis_bm.pdf
http://faculty.cas.usf.edu/mbrannick/regression/regbas.html
http://hexus.net/tech/tech-explained/graphics/17992-the-gpu-graphics-processing-unit/
http://interest.ip.thomsonreuters.com/scholaronevisionaward
http://iosrjournals.org/iosr-jbm/papers/ncibppte-volume-4/27.pdf
http://iosrjournals.org/iosr-jnhs/papers/vol5-issue6/Version-1/B0506011012.pdf


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4015 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

 

 

 

Retrieved from http://joehertvik.com/help-desk-definitions-level-1-level-2-level-3-support/ 

Retrieved from http://keydifferences.com/difference-between-null-and-alternative-hypothesis.html 

Retrieved from http://mathworld.wolfram.com/AlternativeHypothesis.html 

Retrieved from http://maxwell.ucsc.edu/~drip/133/ch4.pdf 

 
Retrieved from http://mtstcil.org/skills/image-1.html 

 
Retrieved from http://ningpan.net/Publications/101-150/136.pdf 

Retrieved from http://nwlink.com/~donclark/etc/etc.html 

Retrieved from http://nwlink.com/~donclark/history/history.html 

Retrieved from http://nwlink.com/~donclark/hrd/styles/honey_mumford.html 

 
Retrieved from http://nwlink.com/~donclark/hrd/styles/vakt.html 

Retrieved from http://nwlink.com/~donclark/knowledge/knowledge.html 

Retrieved from http://nwlink.com/~donclark/leadership/pm.html 

Retrieved from http://nwlink.com/~donclark/news/news.html 

Retrieved from http://onlinelibrary.wiley.com/doi/10.1111/j.1470-6431.2007.00615.x/abstract 

Retrieved from http://onlinestatbook.com/2/logic_of_hypothesis_testing/significance.html 

Retrieved from http://onlinestatbook.com/2/regression/intro.html 

Retrieved from http://pages.ucsd.edu/~aronatas/signific.html 

 
Retrieved from http://researchguides.uic.edu/if 

 
Retrieved from http://richaprof.blogspot.com/2014/08/marketing-research-session-3-testing-of.html 

Retrieved from http://scholarworks.waldenu.edu/cgi/viewcontent.cgi?article=3048&context=dissertations 

Retrieved from http://sentence.yourdictionary.com/EVIDENT 

Retrieved from http://shodhganga.inflibnet.ac.in/bitstream/10603/11265/3/03_abstract.pdf 

Retrieved from http://shodhganga.inflibnet.ac.in/bitstream/10603/24722/19/19_annexures.pdf 

Retrieved from http://shodhganga.inflibnet.ac.in/bitstream/10603/25190/8/08_chapter%201.pdf 

Retrieved from http://shodhganga.inflibnet.ac.in/bitstream/10603/8518/7/07_abstract.pdf 

Retrieved from http://singaporeanjbem.com/pdfs/SG_VOL_1_(10)/4.pdf 

Retrieved from http://web.wilkes.edu/jennifer.edmonds/MBA_513/servicescapes.pdf

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://joehertvik.com/help-desk-definitions-level-1-level-2-level-3-support/
http://keydifferences.com/difference-between-null-and-alternative-hypothesis.html
http://mathworld.wolfram.com/AlternativeHypothesis.html
http://maxwell.ucsc.edu/~drip/133/ch4.pdf
http://mtstcil.org/skills/image-1.html
http://ningpan.net/Publications/101-150/136.pdf
http://nwlink.com/~donclark/etc/etc.html
http://nwlink.com/~donclark/history/history.html
http://nwlink.com/~donclark/hrd/styles/honey_mumford.html
http://nwlink.com/~donclark/hrd/styles/vakt.html
http://nwlink.com/~donclark/knowledge/knowledge.html
http://nwlink.com/~donclark/leadership/pm.html
http://nwlink.com/~donclark/news/news.html
http://onlinelibrary.wiley.com/doi/10.1111/
http://onlinestatbook.com/2/logic_of_hypothesis_testing/significance.html
http://onlinestatbook.com/2/regression/intro.html
http://pages.ucsd.edu/~aronatas/signific.html
http://researchguides.uic.edu/if
http://richaprof.blogspot.com/2014/08/marketing-research-session-3-testing-of.html
http://scholarworks.waldenu.edu/cgi/viewcontent.cgi
http://sentence.yourdictionary.com/EVIDENT
http://shodhganga.inflibnet.ac.in/bitstream/10603/11265/3/03_abstract.pdf
http://shodhganga.inflibnet.ac.in/bitstream/10603/24722/19/19_annexures.pdf
http://shodhganga.inflibnet.ac.in/bitstream/10603/25190/8/08_chapter%201.pdf
http://shodhganga.inflibnet.ac.in/bitstream/10603/8518/7/07_abstract.pdf
http://singaporeanjbem.com/pdfs/SG_VOL_1_
http://web.wilkes.edu/jennifer.edmonds/


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4016 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from http://whatis.techtarget.com/definition/statistical-analysis 

 

 

 

Retrieved from http://www.academia.edu/15923958/Spatial_characteristics_of_visual-auditory_summation_in_h... 

Retrieved from http://www.academia.edu/207628/Tsoraki_C._2011b._Stone-working_traditions_in_the_prehistor... 

Retrieved from 

http://www.academia.edu/21539708/A_Study_on_the_Impact_of_Currency_Fluctuation_on_the_Indi..

. 

Retrieved from http://www.academia.edu/2371718/Effects_of_visual_auditory_and_kinesthetic_imagery_interve... 

Retrieved from 

http://www.academia.edu/27610377/THE_IMPACT_OF_VISUAL_MERCHANDISING_ON_CONSUMER_BEH 

AVIOUR_... 

 
Retrieved from http://www.acrwebsite.org/search/view-conference-proceedings.aspx?Id=6300 

 
Retrieved from http://www.agir.ro/buletine/1674.pdf 

 
Retrieved from http://www.angelsghosts.com/famous_real_ghost_pictures 

 
Retrieved from http://www.answers.com/Q/FAQ/2316 

 
Retrieved from http://www.answers.com/Q/FAQ/2403 

 
Retrieved from http://www.answers.com/Q/FAQ/3080 

 
Retrieved from http://www.answers.com/Q/FAQ/455 

 
Retrieved from http://www.answers.com/Q/FAQ/478 

 
Retrieved from http://www.answers.com/Q/Is_.000_statisticaly_significant_on_SPSS 

Retrieved from http://www.answers.com/Q/What_are_the_roles_of_the_five_human_senses 

Retrieved from http://www.answers.com/Q/What_is_data_and_data_gathering 

Retrieved from http://www.answers.com/Q/What_is_the_000_area_code 

 
Retrieved from http://www.answers.com/Q/What_is_the_relationship_between_impulse_and_momentum 

Retrieved from http://www.arena-international.com/Journals/2018/05/18/v/k/h/Tim-Froggett-Anglia-Ruskin-Un... 

Retrieved from http://www.brenda-enzymes.org/enzyme.php?ecno=1.17.5.2 

Retrieved from http://www.brenda-enzymes.org/enzyme.php?ecno=5.5.1.9 

 
Retrieved from http://www.businessdictionary.com/definition/buying-behavior.html 

 
Retrieved from http://www.businessdictionary.com/definition/impact.html 

Retrieved from http://www.businessdictionary.com/definition/inference.html 

Retrieved from http://www.bvimsr.com/documents/publication/2012V4N1/04.pdf

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://whatis.techtarget.com/definition/statistical-analysis
http://www.academia.edu/15923958/Spatial_characteristics_of_visual-auditory_summation_in_h
http://www.academia.edu/207628/Tsoraki_C._2011b._Stone-working_traditions_in_the_prehistor
http://www.academia.edu/21539708/A_Study_on_the_Impact_of_Currency_Fluctuation_on_the_Indi
http://www.academia.edu/21539708/A_Study_on_the_Impact_of_Currency_Fluctuation_on_the_Indi
http://www.academia.edu/2371718/Effects_of_visual_auditory_and_kinesthetic_imagery_interve
http://www.academia.edu/27610377/THE_IMPACT_OF_VISUAL_MERCHANDISING_ON_CONSUMER_BEH
http://www.acrwebsite.org/search/view-conference-proceedings.aspx
http://www.agir.ro/buletine/1674.pdf
http://www.angelsghosts.com/famous_real_ghost_pictures
http://www.answers.com/Q/FAQ/2316
http://www.answers.com/Q/FAQ/2403
http://www.answers.com/Q/FAQ/3080
http://www.answers.com/Q/FAQ/455
http://www.answers.com/Q/FAQ/478
http://www.answers.com/Q/Is_.000_statisticaly_significant_on_SPSS
http://www.answers.com/Q/What_are_the_roles_of_the_five_human_senses
http://www.answers.com/Q/What_is_data_and_data_gathering
http://www.answers.com/Q/What_is_the_000_area_code
http://www.answers.com/Q/What_is_the_relationship_between_impulse_and_momentum
http://www.arena-international.com/Journals/2018/05/18/v/k/h/Tim-Froggett-Anglia-Ruskin-Un
http://www.brenda-enzymes.org/enzyme.php
http://www.brenda-enzymes.org/enzyme.php
http://www.businessdictionary.com/definition/buying-behavior.html
http://www.businessdictionary.com/definition/impact.html
http://www.businessdictionary.com/definition/inference.html
http://www.bvimsr.com/documents/publication/2012V4N1/04.pdf


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4017 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from http://www.country-codes.org/232 

 

 

 

Retrieved from http://www.designmena.com/specify/trend-report-education-design-in-2018-will-address-the-r... 

Retrieved from http://www.dvusd.org/cms/lib07/AZ01901092/Centricity/Domain/39/Advisory%20Period.pdf 

Retrieved from http://www.economicsdiscussion.net/difference-between/difference-between-price-and-non-pri... 

Retrieved from http://www.economicsdiscussion.net/price/factor-pricing-concept-and-theories/3875 

Retrieved from http://www.emeraldgrouppublishing.com/products/journals/author_guidelines.htm?id=ijcst 

 
Retrieved from http://www.emeraldgrouppublishing.com/products/journals/journals.htm?id=ijcst 

 
Retrieved from http://www.emeraldinsight.com/action/showPublications 

Retrieved from http://www.emeraldinsight.com/author/Chen%2C 

Retrieved from http://www.emeraldinsight.com/author/Wang%2C 

Retrieved from http://www.emeraldinsight.com/doi/abs/10.1108/13612020610701965?journalCode=jfmm 

 
Retrieved from http://www.emeraldinsight.com/journal/ijcst 

 
Retrieved from http://www.emeraldinsight.com/toc/jfmm/10/4 

 
Retrieved from http://www.europa.com/~telscope/telebibl.doc 

 
Retrieved from 

http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-%2f%2fEP%2f%2fTEXT%2bMOTION%2bB8-

201... Retrieved from http://www.eyelevelfranchise.com/ 

Retrieved from http://www.fibre2fashion.com/knowledge/ 

Retrieved from http://www.fibre2fashion.com/news/textile-news 

Retrieved from http://www.forensicare.vic.gov.au/researcheducation-2/research-projects/complex-criminal-b... 

Retrieved from http://www.genpact.com/downloadable-content/insight/the-impact-of-technology-on-business-p... 

Retrieved from http://www.glaucoma.org/gleams/high-eye-pressure-and-glaucoma.php 

Retrieved from http://www.howdesign.com/design-business/2017-design-trends/ 

 
Retrieved from http://www.humanengineers.com/hr_videos/marshall-goldsmith-what-i-learned-about-influence-... 

Retrieved from http://www.ign.com/boards/categories/community-central.80140/ 

Retrieved from http://www.ign.com/boards/forums/the-vestibule.5296/ 

 
Retrieved from http://www.ign.com/boards/threads/mirror-vs-pictures-what-do-you-look-like-in-real-life.45... 

Retrieved from http://www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.country-codes.org/232
http://www.designmena.com/specify/trend-report-education-design-in-2018-will-address-the-r
http://www.dvusd.org/cms/lib07/AZ01901092/Centricity/Domain/39/Advisory%20Period.pdf
http://www.economicsdiscussion.net/difference-between/difference-between-price-and-non-pri
http://www.economicsdiscussion.net/price/factor-pricing-concept-and-theories/3875
http://www.emeraldgrouppublishing.com/products/journals/author_guidelines.htm
http://www.emeraldgrouppublishing.com/products/journals/journals.htm
http://www.emeraldinsight.com/action/showPublications
http://www.emeraldinsight.com/author/Chen%2C
http://www.emeraldinsight.com/author/Wang%2C
http://www.emeraldinsight.com/doi/abs/10.1108/
http://www.emeraldinsight.com/journal/ijcst
http://www.emeraldinsight.com/toc/jfmm/10/4
http://www.europa.com/~telscope/telebibl.doc
http://www.europarl.europa.eu/sides/getDoc.do
http://www.eyelevelfranchise.com/
http://www.fibre2fashion.com/knowledge/
http://www.fibre2fashion.com/news/textile-news
http://www.forensicare.vic.gov.au/researcheducation-2/research-projects/complex-criminal-b
http://www.genpact.com/downloadable-content/insight/the-impact-of-technology-on-business-p
http://www.glaucoma.org/gleams/high-eye-pressure-and-glaucoma.php
http://www.howdesign.com/design-business/2017-design-trends/
http://www.humanengineers.com/hr_videos/marshall-goldsmith-what-i-learned-about-influence-
http://www.ign.com/boards/categories/community-central.80140/
http://www.ign.com/boards/forums/the-vestibule.5296/
http://www.ign.com/boards/threads/mirror-vs-pictures-what-do-you-look-like-in-real-life.45
http://www.ijcrar.com/vol-2-9/Pinki%20Rani.pdf


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4018 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from http://www.ijesit.com/Volume%202/Issue%203/IJESIT201303_37.pdf 

 

 

 

Retrieved  from  http://www.ijoart.org/docs/CONSUMER-BEHAVIOUR-OF-SOAPS-AND-DETERGENT-WITH- 

REFERENCE-TO-THA... 

 
Retrieved from http://www.impactmood.com/ 

 
Retrieved from http://www.indianresearchjournals.com/pdf/IJMFSMR/2013/September/14.pdf 

 
Retrieved from http://www.informit.com/articles/article.aspx?p=2469049&seqNum=8 

 
Retrieved from http://www.ingentaconnect.com/content/mcb/089/2013/00000041/00000010 

 
Retrieved from http://www.instituteforpr.org/wp-content/uploads/KEPRRA-the-Impact-of-Leadership-Style-and... 

Retrieved from http://www.janda.org/c10/Lectures/topic06/L24-significanceR.htm 

Retrieved from http://www.marshallgoldsmith.com/articles/how-to-influence-decision-makers/ 

Retrieved from http://www.marshallgoldsmith.com/articles/page/67/ 

Retrieved from http://www.mcser.org/journal/index.php/mjss/article/viewFile/1787/1791 

 
Retrieved from http://www.netmba.com/marketing/pricing/ 

 
Retrieved from http://www.nevo.com/our-knowledge/whitepapers/BuildVsBuy.pdf 

 
Retrieved from http://www.pauravshukla.com/marketing/research-methods/t-test-factor-analysis.pdf 

 
Retrieved from http://www.pondiuni.edu.in/storage/dde/downloads/markiii_cb.pdf 

 
Retrieved from http://www.projectandresearchwork.com/104-2/ 

 
Retrieved from http://www.researchconnections.org/childcare/research-glossary 

 
Retrieved from http://www.researchconsultation.com/multicollinearity-regression-spss-collinearity-diagnos... 

Retrieved from http://www.sampleanalysis.net/what-is-research-analysis.html 

Retrieved from http://www.scholarshub.net/ijcms/vol7/issue2/Paper_13.pdf 

 
Retrieved from http://www.sciedu.ca/journal/index.php/afr/article/viewFile/12456/7747 

 
Retrieved from http://www.scirp.org/journal/PaperInformation.aspx?PaperID=29256 

 
Retrieved from http://www.stat.yale.edu/Courses/1997-98/101/linreg.htm 

Retrieved from http://www.stat.yale.edu/Courses/1997-98/101/sigtest.htm 

Retrieved from http://www.statisticshowto.com/kaiser-meyer-olkin/ 

Retrieved from http://www.tandfonline.com/doi/full/10.3109/09537104.2011.618562

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.ijesit.com/Volume%202/Issue%203/IJESIT201303_37.pdf
http://www.ijoart.org/docs/CONSUMER-BEHAVIOUR-OF-SOAPS-AND-DETERGENT-WITH-
http://www.impactmood.com/
http://www.indianresearchjournals.com/pdf/IJMFSMR/2013/September/14.pdf
http://www.informit.com/articles/article.aspx
http://www.ingentaconnect.com/content/mcb/089/2013/00000041/00000010
http://www.instituteforpr.org/wp-content/uploads/KEPRRA-the-Impact-of-Leadership-Style-and
http://www.janda.org/c10/Lectures/topic06/L24-significanceR.htm
http://www.marshallgoldsmith.com/articles/how-to-influence-decision-makers/
http://www.marshallgoldsmith.com/articles/page/67/
http://www.mcser.org/journal/index.php/
http://www.netmba.com/marketing/pricing/
http://www.nevo.com/our-knowledge/whitepapers/BuildVsBuy.pdf
http://www.pauravshukla.com/marketing/research-methods/t-test-factor-analysis.pdf
http://www.pondiuni.edu.in/storage/dde/downloads/markiii_cb.pdf
http://www.projectandresearchwork.com/104-2/
http://www.researchconnections.org/childcare/research-glossary
http://www.researchconsultation.com/multicollinearity-regression-spss-collinearity-diagnos
http://www.sampleanalysis.net/what-is-research-analysis.html
http://www.scholarshub.net/ijcms/vol7/issue2/Paper_13.pdf
http://www.sciedu.ca/journal/index.php/
http://www.scirp.org/journal/PaperInformation.aspx
http://www.stat.yale.edu/Courses/1997-98/101/linreg.htm
http://www.stat.yale.edu/Courses/1997-98/101/sigtest.htm
http://www.statisticshowto.com/kaiser-meyer-olkin/
http://www.tandfonline.com/doi/full/10.3109/


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4019 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

 

 

 

Retrieved from 

http://www.tdwilliamson.com/content/bulletins/5110.003.10%20PIG-SIG%20V%20Pig%20Passage%20... Retrieved 

from http://www.thedailyriff.com/articles/no-significant-learning-can-occur-without-a-significa... Retrieved from 

http://www.todayifoundout.com/index.php/2010/07/humans-have-a-lot-more-than-five-senses/ Retrieved from 

http://www.trp.org.in/wp-content/uploads/2017/08/AJMS-Vol.6-No.2-July-December-2017-pp.5-1... Retrieved from 

http://www.unipune.ac.in/dept/Education_Extension/www/pdf/disa.pdf 

Retrieved from http://www.washington.edu/assessment/scanning-scoring/scoring/reports/item-analysis/ 

 
Retrieved from http://www.worldtravelawards.com/award-travel-technologys-leading-online-travel-agency-web... 

Retrieved from http://www.yourarticlelibrary.com/marketing/pricing/factors-affecting-pricing-product-inte... 

Retrieved from http://www-01.ibm.com/support/docview.wss?uid=swg21479963 

Retrieved from http://www1.udel.edu/alex/chapt6.html 

 
Retrieved from http://www2.sas.com/proceedings/sugi26/p246-26.pdf 

 
Retrieved from https://2012books.lardbucket.org/books/marketing-principles-v1.0/s06-consumer-behavior-how... 

Retrieved from https://all-free-download.com/free-vector/poster-advertising_page_2.html 

Retrieved from https://asktom.oracle.com/pls/asktom/f?p=100:11:0::::P11_QUESTION_ID:9532078200346069221 

 
Retrieved from https://blog.oxfordcollegeofmarketing.com/2014/11/27/why-its-important-to-understand-the-c... 

Retrieved from https://blog.turbotax.intuit.com/category/tax-deductions-and-credits-2/family/ 

Retrieved from https://blog.turbotax.intuit.com/tax-deductions-and-credits-2/family/who-can-i-claim-as-a-... 

Retrieved from https://blogs.timesofindia.indiatimes.com/breaking-shackles/impact-of-virtual-reality-on-o... 

Retrieved from https://child1st.com/blogs/resources/113559047-16-characteristics-of-kinesthetic-and-tacti... 

Retrieved from https://clothingindustry.blogspot.com/2017/11/roles-ppc-department-apparel-industry.html 

Retrieved from https://clothingindustry.blogspot.com/search/label/Planning 

Retrieved from https://cnms.jainuniversity.ac.in/Faculty-Chandra-Sekhar-Rout.htm 

 
Retrieved from https://cnms.jainuniversity.ac.in/Faculty-Manoj-Kumar-Singh.htm 

 
Retrieved from https://community.spiceworks.com/topic/430268-what-is-level-1-level2-level-3-support 

 
Retrieved from https://consumerpsychologist.com/ 

 
Retrieved from https://designshack.net/articles/graphics/how-color-type-and-space-can-impact-mood/ 

Retrieved from https://dictionary.cambridge.org/dictionary/english/impact

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.tdwilliamson.com/content/bulletins/5110.003.10%20PIG-SIG%20V%20Pig%20Passage
http://www.thedailyriff.com/articles/no-significant-learning-can-occur-without-a-significa
http://www.todayifoundout.com/index.php/
http://www.trp.org.in/wp-content/uploads/2017/08/AJMS-Vol.6-No.2-July-December-2017-pp.5-1
http://www.unipune.ac.in/dept/Education_Extension/www/pdf/disa.pdf
http://www.washington.edu/assessment/scanning-scoring/scoring/reports/item-analysis/
http://www.worldtravelawards.com/award-travel-technologys-leading-online-travel-agency-web
http://www.yourarticlelibrary.com/marketing/pricing/factors-affecting-pricing-product-inte
http://www-01.ibm.com/support/docview.wss
http://www1.udel.edu/alex/chapt6.html
http://www2.sas.com/proceedings/sugi26/p246-26.pdf


Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4020 |P a g e 

 

 

 

Retrieved from https://docs.aws.amazon.com/AWSECommerceService/latest/DG/ProgrammingGuide.html 

Retrieved from https://docs.aws.amazon.com/AWSECommerceService/latest/DG/UnderstandingResponses.html 

Retrieved from https://docsbay.net/cbs-respondent-data-format-and-description-of-the-record 

Retrieved from https://economictimes.indiatimes.com/markets/stocks/news/key-ratio-indicates-more-upside-f... 

Retrieved from https://emeraldinsight.com/doi/full/10.1108/IJRDM-08-2012-0072 

Retrieved from https://emeraldinsight.com/doi/full/10.1108/JFMM-03-2015-0030 

 
Retrieved from https://emeraldinsight.com/toc/ijrdm/41/10 

 
Retrieved from https://emeraldinsight.com/toc/jfmm/19/4 

 
Retrieved from https://en.oxforddictionaries.com/definition/adequacy 

Retrieved from https://en.oxforddictionaries.com/definition/impact 

Retrieved from https://en.wikipedia.org/wiki/1 

Retrieved from https://en.wikipedia.org/wiki/Agung_a_Tamlang 

 
Retrieved from https://en.wikipedia.org/wiki/Airline 

 
Retrieved from https://en.wikipedia.org/wiki/Balafon 

 
Retrieved from https://en.wikipedia.org/wiki/Bamboo_slit_drum 

 
Retrieved from https://en.wikipedia.org/wiki/Bangalore_geography_and_environment 

 
Retrieved from https://en.wikipedia.org/wiki/Bond_valuation 

Retrieved from https://en.wikipedia.org/wiki/Consumer_behaviour 

Retrieved from https://en.wikipedia.org/wiki/Could 

Retrieved from https://en.wikipedia.org/wiki/Drawing 

 
Retrieved from https://en.wikipedia.org/wiki/Fisher%27s_exact_test 

 
Retrieved from https://en.wikipedia.org/wiki/Hypothesis 

 
Retrieved from https://en.wikipedia.org/wiki/Impact 

 
Retrieved from https://en.wikipedia.org/wiki/Linear_regression 

 
Retrieved from https://en.wikipedia.org/wiki/List_of_musical_instruments 

Retrieved from https://en.wikipedia.org/wiki/Measuring_instrument 

Retrieved from https://en.wikipedia.org/wiki/Musical_instrument

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4021 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://en.wikipedia.org/wiki/Null_hypothesis 

 

 

 

Retrieved from https://en.wikipedia.org/wiki/Polynomial_regression 

 
Retrieved from https://en.wikipedia.org/wiki/Price 

 
Retrieved from https://en.wikipedia.org/wiki/P-value 

 
Retrieved from https://en.wikipedia.org/wiki/Sales_promotion 

Retrieved from https://en.wikipedia.org/wiki/Self-image 

Retrieved from https://en.wikipedia.org/wiki/Senses 

Retrieved from https://en.wikipedia.org/wiki/Sensory_branding 

Retrieved from https://en.wikipedia.org/wiki/Speech_balloon 

Retrieved from https://en.wikipedia.org/wiki/Statistical_significance 

Retrieved from https://en.wikipedia.org/wiki/Talk:Sensory_branding 

Retrieved from https://en.wikipedia.org/wiki/Taste 

Retrieved from https://en.wikipedia.org/wiki/Test_score 

Retrieved from https://en.wikipedia.org/wiki/Type_inference 

Retrieved from https://en.wikipedia.org/wiki/UFC_232 

Retrieved from https://en.wikiversity.org/wiki/Exploratory_factor_analysis 

 
Retrieved from https://english.stackexchange.com/questions/171657/which-is-correct-not-less-than-or-no-le... 

Retrieved from https://eric.ed.gov/?id=ED522558 

Retrieved from https://everipedia.org/wiki/Muzak/ 

 
Retrieved from https://experts.umn.edu/en/persons/hye-young-kim/network-persons/ 

 
Retrieved from https://experts.umn.edu/en/publications/fashion-product-display-an-experiment-with-mocksho... 

Retrieved from https://explorable.com/research-basics 

Retrieved from https://explorable.com/significance-test 

Retrieved from https://explorable.com/statistics-tutorial 

Retrieved from https://finapp.co.in/category/cfa/ 

Retrieved from https://finapp.co.in/sample-questions-cfa-level-1/ 

Retrieved from https://hbr.org/2007/11/how-to-influence-decision-make

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4022 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://hbr.org/2016/05/when-sensory-marketing-works-and-when-it-backfires 

 

 

 

Retrieved from https://ideas.repec.org/f/psu252.html 

 
Retrieved from https://indianexpress.com/article/india/chennai-differently-abled-girl-abused-by-apartment... 

Retrieved from https://indianexpress.com/section/india/ 

Retrieved from https://insideoutstyleblog.com/2015/07/communication-styles-are-you-visual-auditory-cognit... 

Retrieved from https://kidshealth.org/en/teens/body-image.html 

Retrieved from https://link.springer.com/chapter/10.1007%2F978-1-4613-1221-5_1 

 
Retrieved from https://link.springer.com/chapter/10.1007/978-1-4613-1221-5_1 

 
Retrieved from https://link.springer.com/content/pdf/10.1007%2Fs00170-003-1699-6.pdf 

Retrieved from https://link.springer.com/content/pdf/10.1007%2Fs004170050237.pdf 

Retrieved from https://link.springer.com/content/pdf/10.1007/s00170-003-1699-6.pdf 

Retrieved from https://link.springer.com/content/pdf/10.1007/s004170050237.pdf 

Retrieved from https://mpra.ub.uni-muenchen.de/39101 

Retrieved from https://mpra.ub.uni-muenchen.de/40384/ 

 
Retrieved from https://neilpatel.com/blog/category/content-marketing/ 

Retrieved from https://neilpatel.com/blog/content-marketing-works/ 

Retrieved from https://odiamoviedb.blogspot.com/2014/10/year-1996.html 

Retrieved from https://odiamoviedb.blogspot.com/search/label/Released%20by%20Year?&max-results=8 

 
Retrieved from https://open.lib.umn.edu/principlesmarketing/chapter/15-2-factors-that-affect-pricing-deci... Retrieved 

from https://open.lib.umn.edu/principlesmarketing/chapter/3-1-factors-that-influence-consumers-... Retrieved from 

https://papers.ssrn.com/sol3/Delivery.cfm/SSRN_ID2768050_code1771136.pdf?abstractid=276805... Retrieved from 

https://papers.ssrn.com/sol3/Delivery.cfm?abstractid=2128294 

Retrieved from https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1061972 

 
Retrieved from https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2128294 

 
Retrieved from https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2552068 

 
Retrieved from https://pastebin.com/L8zMwaPR 

 
Retrieved from https://pdfs.semanticscholar.org/f3fd/d00d2d02206b0827c5b074f992526805be58.pdf

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4023 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://people.clas.ufl.edu/ulan/files/Harmony.pdf 

 

 

 

Retrieved from https://personality-project.org/r/html/KMO.html 

 
Retrieved from https://prezi.com/opj50iiat4af/what-is-an-inference/ 

 
Retrieved from https://primeessays.com/samples/Education/tactile-kinesthetic-learning-style-essay.html 

 
Retrieved from https://promotion1.com/blog/sensory-marketing-appeal-customers-5-senses/ 

Retrieved from https://quizlet.com/12685084/research-quiz-2-flash-cards/ 

Retrieved from https://quizlet.com/130285554/financial-institutions-and-markets-flash-cards/ 

Retrieved from https://quizlet.com/225086671/management-exam-1-flash-cards/ 

Retrieved from https://quizlet.com/40862670/be-325-hw-5a-flash-cards/ 

Retrieved from https://quizlet.com/9595068/statistics-ch-1-3-flash-cards/ 

Retrieved from https://researchleap.com/the-influence-of-store-characteristics-on-consumers-impulse-buyin... 

Retrieved from https://schoolnewsng.com/category/school-updates/ 

Retrieved from https://schoolnewsng.com/ebsu-acceptance-fee-payment/ 

 
Retrieved from https://seekingalpha.com/article/157847-4-reasons-active-tips-etfs-could-be-useful 

 
Retrieved from https://sherlock-holm.es/stories/pdf/a4/1-sided/advs.pdf 

 
Retrieved from https://simplyeducate.me/2014/05/29/what-is-a-statistically-significant-relationship-betwe... 

Retrieved from https://slodive.com/inspiration/real-pictures-of-jesus/ 

Retrieved from https://statistics.laerd.com/statistical-guides/hypothesis-testing-3.php 

 
Retrieved from https://stats.stackexchange.com/questions/92328/what-is-relationship-between-significant-c... 

Retrieved from https://study.com/academy/lesson/b2b-vs-b2c-how-business-marketing-differs-from-consumer-m... 

Retrieved from https://study.com/academy/lesson/chi-square-definition-analysis.html 

Retrieved from https://study.com/academy/lesson/sensory-language-lesson-plan.html 

 
Retrieved from https://study.com/academy/lesson/the-five-senses-their-functions.html 

 
Retrieved from https://study.com/academy/lesson/what-is-a-chi-square-test-definition-example.html 

 
Retrieved from https://support.focusvision.com/Decipher/0006_Report/002_Data_Downloads/Importing_Data_Usi... 

Retrieved from https://theathletic.com/350385/2018/05/11/patrick-mahomes-arm-strength-chiefs/ 

Retrieved from https://timesofindia.indiatimes.com/city/thiruvananthapuram/birth-rate-of-muslims-on-the-r...

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4024 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://transferoflearning.com/visualaudiokinaesthetic-learners/ 

 

 

 

Retrieved from https://twitter.com/USSSirius 

 
Retrieved from https://uk.sagepub.com/sites/default/files/upm-binaries/9933_039860Ch2.pdf 

 
Retrieved from https://wol.jw.org/es/wol/d/r4/lp-s/1200028551 

 
Retrieved from https://www.1040.com/tax-guide/taxes-for-families/who-can-you-claim/ 

Retrieved from https://www.aicte-india.org/opportunities/students/facilities-differently-abled 

Retrieved from https://www.alleydog.com/glossary/definition.php?term=Null%20Hypothesis 

Retrieved from https://www.americanexpress.com/us/small-business/openforum/articles/why-great-brands-appe... 

Retrieved from https://www.analyticsvidhya.com/blog/2015/09/hypothesis-testing-explained/ 

Retrieved from https://www.aqr.org.uk/glossary/findings 

 
Retrieved from https://www.azcentral.com/story/money/business/consumer/2015/04/24/retailers-use-senses-ap... 

Retrieved from https://www.barnesandnoble.com/w/kinaesthetic-knowing-zeynep-celik-alexander/1125945920 

Retrieved from https://www.bartleby.com/essay/The-Adequacy-of-the-Moral-Argument-for-FKJZQZSZTJ 

Retrieved from https://www.bayt.com/en/specialties/q/279136/what-is-the-level-1-2-and-3-support/ 

Retrieved from https://www.britannica.com/science/chemoreception/The-senses-of-taste-and-smell 

Retrieved   from   https://www.business2community.com/consumer-marketing/six-stages-consumer-buying-process- 

m... 

 
Retrieved from https://www.businessinsider.com/auditory-visual-kinesthetic-learning-styles-arent-real-201... 

Retrieved from https://www.businessinsider.com/no-deal-brexit-impact-uk-economy-2018-7 

Retrieved from https://www.callboxinc.com/b2b-marketing-and-strategy/cutting-marketing-spend-works-doesnt... 

Retrieved from https://www.cambridge.org/core/journals/journal-of-the-international-neuropsychological-so... 

Retrieved from https://www.cbp.gov/trade/programs-administration/entry-summary/232-tariffs-aluminum-and-s... 

Retrieved from https://www.cnet.com/pictures/10-space-images-that-look-fake-but-are-actually-real-picture... 

Retrieved from https://www.commerce.gov/news/blog/2018/03/what-you-need-know-about-section-232-investigat... 

Retrieved     from     https://www.coursehero.com/file/p22285m/Correlations-HI001-FINAL-EXAM-HI002-FINAL- 

EXAM-HI0... 

 
Retrieved   from   https://www.coursehero.com/file/p76juhf/KMO-Analysis-KMO-and-Bartletts-Test-Kaiser-Meyer- 

O... 

 
Retrieved from https://www.coursehero.com/file/p7vu7el/Thus-we-reject-the-null-hypotheses-that-there-is-n...

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.1040.com/tax-guide/taxes-for-families/who-can-you-claim/
http://www.aicte-india.org/opportunities/students/facilities-differently-abled
http://www.alleydog.com/glossary/definition.php
http://www.americanexpress.com/us/small-business/openforum/articles/why-great-brands-appe
http://www.analyticsvidhya.com/blog/2015/09/hypothesis-testing-explained/
http://www.aqr.org.uk/glossary/findings
http://www.azcentral.com/story/money/business/consumer/2015/04/24/retailers-use-senses-ap
http://www.barnesandnoble.com/w/kinaesthetic-knowing-zeynep-celik-alexander/1125945920
http://www.bartleby.com/essay/The-Adequacy-of-the-Moral-Argument-for-FKJZQZSZTJ
http://www.bayt.com/en/specialties/q/279136/what-is-the-level-1-2-and-3-support/
http://www.britannica.com/science/chemoreception/The-senses-of-taste-and-smell
http://www.business2community.com/consumer-marketing/six-stages-consumer-buying-process-
http://www.businessinsider.com/auditory-visual-kinesthetic-learning-styles-arent-real-201
http://www.businessinsider.com/no-deal-brexit-impact-uk-economy-2018-7
http://www.callboxinc.com/b2b-marketing-and-strategy/cutting-marketing-spend-works-doesnt
http://www.cambridge.org/core/journals/journal-of-the-international-neuropsychological-so
http://www.cbp.gov/trade/programs-administration/entry-summary/232-tariffs-aluminum-and-s
http://www.cnet.com/pictures/10-space-images-that-look-fake-but-are-actually-real-picture
http://www.commerce.gov/news/blog/2018/03/what-you-need-know-about-section-232-investigat
http://www.coursehero.com/file/p22285m/Correlations-HI001-FINAL-EXAM-HI002-FINAL-
http://www.coursehero.com/file/p76juhf/KMO-Analysis-KMO-and-Bartletts-Test-Kaiser-Meyer-
http://www.coursehero.com/file/p7vu7el/Thus-we-reject-the-null-hypotheses-that-there-is-n


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4025 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.coursehero.com/sitemap/schools/3219-North-South-University/departments/340297-... 

 

 

 

Retrieved from https://www.coursehero.com/sitemap/schools/63297-University-of-Western-Sydney/departments/... 

Retrieved from https://www.coursera.org/lecture/inferential-statistics-intro/chi-square-gof-test-OO6iS 

Retrieved from https://www.crodapersonalcare.com/en-gb/discovery-zone/learn/technology-areas/emulsifiers 

 
Retrieved from https://www.customtradingsystem.com/bid-ask-volume-pressure 

 
Retrieved from https://www.deepdyve.com/lp/emerald-publishing/fashion-product-display-an-experiment-with-... 

Retrieved from https://www.designtrends.com/graphic-web/mockups/free-billboard-branding-mockup-designs.ht... 

Retrieved from https://www.dictionary.com/browse/evident 

Retrieved from https://www.dictionary.com/browse/impact 

 
Retrieved from https://www.differencebetween.com/difference-between-factor-cost-and-vs-market-price/ 

Retrieved from https://www.dummies.com/education/math/statistics/how-to-calculate-a-regression-line/ 

Retrieved from https://www.easycounter.com/report/0788.info 

Retrieved from https://www.educba.com/4-factors-influencing-consumer-behaviour/ 

Retrieved from https://www.emeraldinsight.com/doi/abs/10.1108/IJRDM-08-2012-0072 

Retrieved from https://www.emeraldinsight.com/doi/full/10.1108/03090560410539294 

 
Retrieved from https://www.emeraldinsight.com/doi/pdfplus/10.1108/03090560410539294 

 
Retrieved from https://www.emeraldinsight.com/toc/ejm/38/7 

 
Retrieved from https://www.emeraldinsight.com/toc/ijrdm/41/10 

 
Retrieved from https://www.entnet.org/content/smell-taste 

 
Retrieved from https://www.evenesis.com/blog/why-eye-contact-is-important-during-conversation/ 

Retrieved from https://www.facebook.com/brenda.scurlock.9 

Retrieved from https://www.familyeducation.com/school/multiple-intelligences/learning-styles-visual-audit... 

Retrieved from https://www.fibre2fashion.com/news/textile-news/surat-textile-traders-urge-pm-to-analyse-i... 

Retrieved from https://www.financialexpress.com/opinion/why-was-there-no-inflationary-impact-of-gst/11964... 

Retrieved from https://www.fxstreet.com/analysis/triangle-on-eurusd-indicates-more-weakness-elliott-wave-... 

Retrieved     from     https://www.hilti.com/medias/sys_master/documents/h1d/9169915510814/Approval-document- 

ASSE... 

 
Retrieved from https://www.hindustantimes.com/mumbai-news/truckers-begin-indefinite-strike-but-mumbai-una...

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.coursehero.com/sitemap/schools/3219-North-South-University/departments/340297-
http://www.coursehero.com/sitemap/schools/63297-University-of-Western-Sydney/departments/
http://www.coursera.org/lecture/inferential-statistics-intro/chi-square-gof-test-OO6iS
http://www.crodapersonalcare.com/en-gb/discovery-zone/learn/technology-areas/emulsifiers
http://www.customtradingsystem.com/bid-ask-volume-pressure
http://www.deepdyve.com/lp/emerald-publishing/fashion-product-display-an-experiment-with-
http://www.designtrends.com/graphic-web/mockups/free-billboard-branding-mockup-designs.ht
http://www.dictionary.com/browse/evident
http://www.dictionary.com/browse/impact
http://www.differencebetween.com/difference-between-factor-cost-and-vs-market-price/
http://www.dummies.com/education/math/statistics/how-to-calculate-a-regression-line/
http://www.easycounter.com/report/0788.info
http://www.educba.com/4-factors-influencing-consumer-behaviour/
http://www.emeraldinsight.com/doi/abs/10.1108/
http://www.emeraldinsight.com/doi/full/10.1108/
http://www.emeraldinsight.com/doi/pdfplus/10.1108/
http://www.emeraldinsight.com/toc/ejm/38/7
http://www.emeraldinsight.com/toc/ijrdm/41/10
http://www.entnet.org/content/smell-taste
http://www.evenesis.com/blog/why-eye-contact-is-important-during-conversation/
http://www.facebook.com/brenda.scurlock.9
http://www.familyeducation.com/school/multiple-intelligences/learning-styles-visual-audit
http://www.fibre2fashion.com/news/textile-news/surat-textile-traders-urge-pm-to-analyse-i
http://www.financialexpress.com/opinion/why-was-there-no-inflationary-impact-of-gst/11964
http://www.fxstreet.com/analysis/triangle-on-eurusd-indicates-more-weakness-elliott-wave-
http://www.hilti.com/medias/sys_master/documents/h1d/9169915510814/Approval-document-
http://www.hindustantimes.com/mumbai-news/truckers-begin-indefinite-strike-but-mumbai-una


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4026 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.ibm.com/support/knowledgecenter/en/SSLVMB_24.0.0/spss/tutorials/fac_telco_kmo_... 

 

 

 

Retrieved from https://www.insightiitb.org/university-of-wisconsin-mihir-kulkarni/ 

Retrieved from https://www.invespcro.com/blog/impulse-buying/ 

Retrieved from https://www.investopedia.com/terms/r/revolvingcredit.asp 

Retrieved from https://www.investopedia.com/terms/s/statistically_significant.asp 

Retrieved from https://www.isixsigma.com/dictionary/p-value/ 

Retrieved from https://www.isixsigma.com/tools-templates/hypothesis-testing/rejected-ugly-truth-about-hyp... 

Retrieved from https://www.isixsigma.com/topic/null-hypothesis-and-two-tailed-t-test/ 

Retrieved from https://www.isixsigma.com/topic/when-to-reject-a-null-hypothesis/ 

Retrieved from https://www.jainuniversity.ac.in/job-vacancies.htm 

Retrieved from https://www.kelseyads.com/using-experiential-marketing/ 

Retrieved from https://www.keyword-suggest-tool.com/search/sense 

Retrieved from https://www.keyword-suggest-tool.com/search/sensory 

Retrieved from https://www.khanacademy.org/math/ap-statistics/chi-square-tests/chi-square-goodness-fit/v/... 

Retrieved from https://www.kidspot.com.au/school/primary/learning-and-behaviour/kinaesthetic-learning-sty... 

Retrieved from https://www.kobo.com/us/en/ebook/hypothesis-testing-behaviour 

Retrieved from https://www.ldoceonline.com/dictionary/evident 

 
Retrieved from https://www.linguee.com/english-italian/translation/texture.html 

 
Retrieved from https://www.linkedin.com/pulse/7-important-factors-influence-buying-decision-pallabi-chakr... 

Retrieved from https://www.livescience.com/60752-human-senses.html 

Retrieved from https://www.macmillandictionary.com/dictionary/british/ 

 
Retrieved from https://www.macmillandictionary.com/dictionary/british/kinaesthetic 

 
Retrieved from https://www.managementstudyguide.com/all-subjects.htm 

 
Retrieved from https://www.managementstudyguide.com/consumer-behaviour-articles.htm 

Retrieved from https://www.managementstudyguide.com/consumer-decision-making-process.htm 

Retrieved from https://www.mapsofindia.com/maps/karnataka/bangalore-map.htm 

Retrieved from https://www.marketing91.com/5-steps-consumer-buying-behavior/

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.ibm.com/support/knowledgecenter/en/SSLVMB_24.0.0/
http://www.insightiitb.org/university-of-wisconsin-mihir-kulkarni/
http://www.invespcro.com/blog/impulse-buying/
http://www.investopedia.com/terms/r/revolvingcredit.asp
http://www.investopedia.com/terms/s/statistically_significant.asp
http://www.isixsigma.com/dictionary/p-value/
http://www.isixsigma.com/tools-templates/hypothesis-testing/rejected-ugly-truth-about-hyp
http://www.isixsigma.com/topic/null-hypothesis-and-two-tailed-t-test/
http://www.isixsigma.com/topic/when-to-reject-a-null-hypothesis/
http://www.jainuniversity.ac.in/job-vacancies.htm
http://www.kelseyads.com/using-experiential-marketing/
http://www.keyword-suggest-tool.com/search/sense
http://www.keyword-suggest-tool.com/search/sensory
http://www.khanacademy.org/math/ap-statistics/chi-square-tests/chi-square-goodness-fit/v/
http://www.kidspot.com.au/school/primary/learning-and-behaviour/kinaesthetic-learning-sty
http://www.kobo.com/us/en/ebook/hypothesis-testing-behaviour
http://www.ldoceonline.com/dictionary/evident
http://www.linguee.com/english-italian/translation/texture.html
http://www.linkedin.com/pulse/7-important-factors-influence-buying-decision-pallabi-chakr
http://www.livescience.com/60752-human-senses.html
http://www.macmillandictionary.com/dictionary/british/
http://www.macmillandictionary.com/dictionary/british/kinaesthetic
http://www.managementstudyguide.com/all-subjects.htm
http://www.managementstudyguide.com/consumer-behaviour-articles.htm
http://www.managementstudyguide.com/consumer-decision-making-process.htm
http://www.mapsofindia.com/maps/karnataka/bangalore-map.htm
http://www.marketing91.com/5-steps-consumer-buying-behavior/


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4027 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.marketing91.com/what-is-sales-promotion/ 

 

 

 

Retrieved from https://www.mathsisfun.com/equal-less-greater.html 

 
Retrieved from https://www.merriam-webster.com/dictionary/adequacy 

 
Retrieved from https://www.merriam-webster.com/dictionary/differently%20abled 

 
Retrieved from https://www.merriam-webster.com/dictionary/impact 

 
Retrieved from https://www.ncbi.nlm.nih.gov/pmc/?term="Int%20J%20Exerc%20Sci" 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/?term=hhmi%20author%20manuscript 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/?term=hhs%20author%20manuscript 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3163729/ 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4143345/ 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4833473/ 

Retrieved from https://www.ncbi.nlm.nih.gov/pmc/journals/ 

Retrieved from https://www.nidcd.nih.gov/health/smell-disorders 

 
Retrieved from https://www.nidcd.nih.gov/health/taste-smell 

 
Retrieved from https://www.ntnu.edu/biology/research/behaviour-and-evolution 

 
Retrieved from https://www.oliverburns.com/architecture/the-historical-relationship-between-design-archit... 

Retrieved from https://www.physicsclassroom.com/class/momentum/Lesson-1/Momentum-and-Impulse-Connection 

Retrieved from https://www.pubfacts.com/author/Muhammad 

Retrieved from https://www.quora.com/Do-I-need-an-article-in-this-sentence-From-the-study-it-is-evident-t... 

Retrieved from https://www.quora.com/In-hypothesis-testing-when-is-the-alternative-hypothesis-accepted 

Retrieved from https://www.quora.com/What-does-it-mean-to-say-that-an-association-between-two-variables-h... 

Retrieved from https://www.quora.com/What-is-Node-js-if-it-is-not-a-programming-language 

Retrieved from https://www.quora.com/What-is-the-dimension-less-physical-quantity 

 
Retrieved from https://www.quora.com/What-is-the-relationship-between-impulse-and-momentum 

 
Retrieved from https://www.quora.com/When-is-a-hypothesis-accepted 

 
Retrieved from https://www.researchgate.net/journal/0955-6222_International_Journal_of_Clothing_Science_a... 

Retrieved from https://www.researchgate.net/post/Participants_for_reliability_and_validity

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.marketing91.com/what-is-sales-promotion/
http://www.mathsisfun.com/equal-less-greater.html
http://www.merriam-webster.com/dictionary/adequacy
http://www.merriam-webster.com/dictionary/differently%20abled
http://www.merriam-webster.com/dictionary/impact
http://www.ncbi.nlm.nih.gov/pmc/
http://www.ncbi.nlm.nih.gov/pmc/
http://www.ncbi.nlm.nih.gov/pmc/
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC3163729/
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC4143345/
http://www.ncbi.nlm.nih.gov/pmc/articles/PMC4833473/
http://www.ncbi.nlm.nih.gov/pmc/journals/
http://www.nidcd.nih.gov/health/smell-disorders
http://www.nidcd.nih.gov/health/taste-smell
http://www.ntnu.edu/biology/research/behaviour-and-evolution
http://www.oliverburns.com/architecture/the-historical-relationship-between-design-archit
http://www.physicsclassroom.com/class/momentum/Lesson-1/Momentum-and-Impulse-Connection
http://www.pubfacts.com/author/Muhammad
http://www.quora.com/Do-I-need-an-article-in-this-sentence-From-the-study-it-is-evident-t
http://www.quora.com/In-hypothesis-testing-when-is-the-alternative-hypothesis-accepted
http://www.quora.com/What-does-it-mean-to-say-that-an-association-between-two-variables-h
http://www.quora.com/What-is-Node-js-if-it-is-not-a-programming-language
http://www.quora.com/What-is-the-dimension-less-physical-quantity
http://www.quora.com/What-is-the-relationship-between-impulse-and-momentum
http://www.quora.com/When-is-a-hypothesis-accepted
http://www.researchgate.net/journal/0955-6222_International_Journal_of_Clothing_Science_a
http://www.researchgate.net/post/Participants_for_reliability_and_validity


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4028 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.researchgate.net/publication/16194681_Immediate_Perceptual_Response_to_Interse... 

 

 

 

Retrieved from https://www.researchgate.net/publication/215915403_Servicescapes_The_Impact_of_Physical_Su... 

 
Retrieved from 

https://www.researchgate.net/publication/227439894_An_Analytical_Study_of_Customer%27s_Pre... 

 
Retrieved from https://www.researchgate.net/publication/231768374_Ultrapowers_and_subspaces_of_the_dual_o... 

Retrieved from https://www.researchgate.net/publication/235254013_Fashion_clothing_consumption_Antecedent... 

Retrieved from https://www.researchgate.net/publication/236856524_DN013a 

Retrieved from https://www.researchgate.net/publication/263246253_Auditory_Processing_Performance_and_Non... 

 
Retrieved from 

https://www.researchgate.net/publication/273854246_Sensory_marketing_embodiment_and_ground... 

 
Retrieved from https://www.researchgate.net/publication/291011437_Sensory_expectations_elicited_by_the_so... 

Retrieved from https://www.researchgate.net/publication/315630389_The_factor_of_sensory_processing_that_a... 

Retrieved from https://www.roche.com/research_and_development/drawn_to_science.htm 

Retrieved from https://www.sampleassignment.com/download/student-resources/bitner-1992.pdf 

 
Retrieved from https://www.sciencedaily.com/releases/2018/02/180220095034.htm 

 
Retrieved from https://www.sciencedirect.com/science/article/pii/S0042698998000364 

 
Retrieved from https://www.sciencedirect.com/science/article/pii/S1056872716302914 

 
Retrieved from https://www.sciencedirect.com/science/article/pii/S1057740811000830 

 
Retrieved from https://www.sciencedirect.com/science/article/pii/S187704281505819X 

Retrieved from https://www.scimagojr.com/journalsearch.php?q=12755&tip=sid 

Retrieved    from    https://www.scribd.com/document/206575933/2012-Krishna-An-Integrative-Review-of-Sensory- 

Ma... 

 
Retrieved from https://www.scribd.com/document/260938510/psihopedagogie 

 
Retrieved       from       https://www.scribd.com/document/333312003/Macroeconomic-Variables-on-Banks-27-Non- 
Performi... 

 
Retrieved from https://www.scribd.com/document/360013872/Assignment-2-MKT-RSCH-604-docx 

Retrieved from https://www.scribd.com/document/364211185/senses-taste-and-smell-lesson-plan-preschool 

Retrieved from https://www.scribd.com/document/37433487/Output 

Retrieved from https://www.scribd.com/document/60448730/A-Study-on-Consumer-Buying-Behaviour

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.researchgate.net/publication/16194681_Immediate_Perceptual_Response_to_Interse
http://www.researchgate.net/publication/215915403_Servicescapes_The_Impact_of_Physical_Su
http://www.researchgate.net/publication/227439894_An_Analytical_Study_of_Customer%27s_Pre
http://www.researchgate.net/publication/231768374_Ultrapowers_and_subspaces_of_the_dual_o
http://www.researchgate.net/publication/235254013_Fashion_clothing_consumption_Antecedent
http://www.researchgate.net/publication/236856524_DN013a
http://www.researchgate.net/publication/263246253_Auditory_Processing_Performance_and_Non
http://www.researchgate.net/publication/273854246_Sensory_marketing_embodiment_and_ground
http://www.researchgate.net/publication/291011437_Sensory_expectations_elicited_by_the_so
http://www.researchgate.net/publication/315630389_The_factor_of_sensory_processing_that_a
http://www.roche.com/research_and_development/drawn_to_science.htm
http://www.sampleassignment.com/download/student-resources/bitner-1992.pdf
http://www.sciencedaily.com/releases/2018/02/180220095034.htm
http://www.sciencedirect.com/science/article/pii/S0042698998000364
http://www.sciencedirect.com/science/article/pii/S1056872716302914
http://www.sciencedirect.com/science/article/pii/S1057740811000830
http://www.sciencedirect.com/science/article/pii/S187704281505819X
http://www.scimagojr.com/journalsearch.php
http://www.scribd.com/document/206575933/2012-Krishna-An-Integrative-Review-of-Sensory-
http://www.scribd.com/document/260938510/psihopedagogie
http://www.scribd.com/document/333312003/Macroeconomic-Variables-on-Banks-27-Non-
http://www.scribd.com/document/360013872/Assignment-2-MKT-RSCH-604-docx
http://www.scribd.com/document/364211185/senses-taste-and-smell-lesson-plan-preschool
http://www.scribd.com/document/37433487/Output
http://www.scribd.com/document/60448730/A-Study-on-Consumer-Buying-Behaviour


International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4029 |P a g e 

Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.slideshare.net/isabaysal/pmp-exam-question-bank 

 

 

 

Retrieved from https://www.slideshare.net/SamuelPrior/investigating-the-impact-of-visual-merchandising-on... 

Retrieved from https://www.slideshare.net/SHASHISHEKHAR24/consumer-buying-behaviour-9569039 

Retrieved from https://www.statista.com/statistics/828417/consumers-preferred-retail-channel-for-apparel-... 

Retrieved from https://www.statpac.com/surveys/statistical-significance.htm 

Retrieved from https://www.strategyand.pwc.com/trend/2017-retail-trends 

 
Retrieved from https://www.superprofesseur.com/19.html 

 
Retrieved from https://www.techwalla.com/articles/how-to-insert-the-null-hypothesis-alternate-hypothesis-... 

Retrieved from https://www.telegraph.co.uk/business/2018/08/01/rio-tinto-rewards-investors-cash-bonanza/ 

Retrieved from https://www.theanalysisfactor.com/ 

Retrieved from https://www.theanalysisfactor.com/linear-models-r-plotting-regression-lines/ 

Retrieved from https://www.thebalance.com/claiming-dependents-3193028 

Retrieved from https://www.thebalancesmb.com/in-retail-cash-is-king-2890139 

 
Retrieved from https://www.thebalancesmb.com/purchase-order-2890210 

 
Retrieved from https://www.thebalancesmb.com/what-is-profit-margin-in-retail-2890209 

 
Retrieved from https://www.thesaurus.com/browse/consistent 

 
Retrieved from https://www.thesaurus.com/browse/less%20than 

 
Retrieved from https://www.thoughtco.com/definition-of-null-hypothesis-and-examples-605436 

 
Retrieved from https://www.thoughtco.com/knowing-your-learning-style-1857098 

 
Retrieved from https://www.thoughtco.com/null-hypothesis-vs-alternative-hypothesis-3126413 

 
Retrieved from https://www.timesjobs.com/job-detail/teaching-education-job-in-times-group-publications-ag... 

Retrieved from https://www.toprankblog.com/2018/05/why-content-marketing-works/ 

Retrieved from https://www.trainingcoursematerial.com/free-games-activities/105-free-training-resources/n... 

Retrieved from https://www.trainingcoursematerial.com/free-training-articles/professional-sales-skills-an... Retrieved 

from https://www.tutor2u.net/business/reference/marketing-buyer-behaviour-the-decision-making-p... Retrieved 

from https://www.ukessays.com/essays/marketing/co-relationship-between-fast-fashion-and-impulse... Retrieved 

from https://www.ukessays.com/essays/media/kaiser-meyer-olkin-measure-of-sampling-adequacy-medi...

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.slideshare.net/isabaysal/pmp-exam-question-bank
http://www.slideshare.net/SamuelPrior/investigating-the-impact-of-visual-merchandising-on
http://www.slideshare.net/SHASHISHEKHAR24/consumer-buying-behaviour-9569039
http://www.statista.com/statistics/828417/consumers-preferred-retail-channel-for-apparel-
http://www.statpac.com/surveys/statistical-significance.htm
http://www.strategyand.pwc.com/trend/2017-retail-trends
http://www.superprofesseur.com/19.html
http://www.techwalla.com/articles/how-to-insert-the-null-hypothesis-alternate-hypothesis-
http://www.telegraph.co.uk/business/2018/08/01/rio-tinto-rewards-investors-cash-bonanza/
http://www.theanalysisfactor.com/
http://www.theanalysisfactor.com/linear-models-r-plotting-regression-lines/
http://www.thebalance.com/claiming-dependents-3193028
http://www.thebalancesmb.com/in-retail-cash-is-king-2890139
http://www.thebalancesmb.com/purchase-order-2890210
http://www.thebalancesmb.com/what-is-profit-margin-in-retail-2890209
http://www.thesaurus.com/browse/consistent
http://www.thesaurus.com/browse/less%20than
http://www.thoughtco.com/definition-of-null-hypothesis-and-examples-605436
http://www.thoughtco.com/knowing-your-learning-style-1857098
http://www.thoughtco.com/null-hypothesis-vs-alternative-hypothesis-3126413
http://www.timesjobs.com/job-detail/teaching-education-job-in-times-group-publications-ag
http://www.toprankblog.com/2018/05/why-content-marketing-works/
http://www.trainingcoursematerial.com/free-games-activities/105-free-training-resources/n
http://www.trainingcoursematerial.com/free-training-articles/professional-sales-skills-an
http://www.tutor2u.net/business/reference/marketing-buyer-behaviour-the-decision-making-p
http://www.ukessays.com/essays/marketing/co-relationship-between-fast-fashion-and-impulse
http://www.ukessays.com/essays/media/kaiser-meyer-olkin-measure-of-sampling-adequacy-medi


Volume 7, Number 3, July – September’ 2018 
 

ISSN (Print): 2319-9059, (Online): 2319-9067 
 

SJIF (2016): 7.194, SJIF (2017): 8.924 
 

H5-Index: 1, H5-Median: 1, H-Citations: 1 

PEZZOTTAITE JOURNALS 

Retrieved from https://www.understandinghealthresearch.org/questions/42/trial/ 

International Journal of Trade & Global Business Perspectives © Pezzottaite Journals 4030 |P a g e 

 

 

 

Retrieved from https://www.unicef-irc.org/publications/pdf/brief_10_data_collection_analysis_eng.pdf 

 
Retrieved from https://www.uniprot.org/blast 

 
Retrieved from https://www.vecteezy.com/free-vector/advertising-design 

 
Retrieved from https://www.verywellmind.com/color-psychology-2795824 

 
Retrieved from https://www.visuraprasubito.it/targhe/elenco_targhe.asp?T=AL 

Retrieved from https://www.vocabulary.com/dictionary/adequacy 

Retrieved from https://www.webmd.com/food-recipes/features/how-food-affects-your-moods 

Retrieved from https://www.wikihow.com/Avoid-Eye-Strain-While-Working-at-a-Computer 

Retrieved from https://www.wisegeek.com/what-does-differently-abled-mean.htm 

Retrieved from https://www.youtube.com/watch?v=_PuLfu8K6Yw 

Retrieved from https://www.youtube.com/watch?v=5GeRTIK9F6k 

Retrieved from https://www.youtube.com/watch?v=6GDNBgr9EoM 

Retrieved from https://www.youtube.com/watch?v=efA-syfE6_U 

Retrieved from https://www.youtube.com/watch?v=HFGVJJMDo4I 

Retrieved from https://www.youtube.com/watch?v=OOlFkWe-N14 

Retrieved from https://yuiworld.files.wordpress.com/2011/07/6-the-impact-of-physical-surrounding-on-custo... 

 
***** 

 
INFORMATION FOR AUTHORS 

 

Pezzottaite Journals invite research to go for publication in other titles listed with us. The contributions should be original and 

insightful, unpublished, indicating an understanding of the context, resources, structures, systems, processes, and performance 

of organizations. The contributions can be conceptual, theoretical and empirical in nature, review papers, case studies, 

conference reports, relevant reports & news, book reviews and briefs; and must reflect the standards of academic rigour. 
 

Invitations are for: 

      International Journal of Applied Services Marketing Perspectives. 

      International Journal of Entrepreneurship & Business Environment Perspectives. 

      International Journal of Organizational Behaviour & Management Perspectives. 
      International Journal of Retailing & Rural Business Perspectives. 
      International Journal of Applied Financial Management Perspectives. 

      International Journal of Information Technology & Computer Sciences Perspectives. 
      International Journal of Logistics & Supply Chain Management Perspectives. 

      International Journal of Trade & Global Business Perspectives. 

All the titles are available in Print & Online Formats. 

http://pezzottaitejournals.net/pezzottaite/2016_OCTOBER_DECEMBER.php
http://www.understandinghealthresearch.org/questions/42/trial/
http://www.unicef-irc.org/publications/pdf/brief_10_data_collection_analysis_eng.pdf
http://www.uniprot.org/blast
http://www.vecteezy.com/free-vector/advertising-design
http://www.verywellmind.com/color-psychology-2795824
http://www.visuraprasubito.it/targhe/elenco_targhe.asp
http://www.vocabulary.com/dictionary/adequacy
http://www.webmd.com/food-recipes/features/how-food-affects-your-moods
http://www.wikihow.com/Avoid-Eye-Strain-While-Working-at-a-Computer
http://www.wisegeek.com/what-does-differently-abled-mean.htm
http://www.youtube.com/watch
http://www.youtube.com/watch
http://www.youtube.com/watch
http://www.youtube.com/watch
http://www.youtube.com/watch
http://www.youtube.com/watch

