"The Impact of Sensory Marketing on Consumer Satisfaction and Repurchase Intention in Online Fashion Retailing"
Ontology
Ontology in this context refers to the nature of reality and what can be known about it. For this study, the ontological stance is objectivism, which asserts that social phenomena and their meanings exist independently of social actors. This means the study assumes that consumer satisfaction and repurchase intention are objective realities that can be measured quantitatively.
Epistemology
Epistemology deals with the nature and scope of knowledge and how it can be acquired. The epistemological stance for this research is positivism. This approach involves the belief that the only authentic knowledge is scientific knowledge, which can be obtained through empirical observation and measurement. The study will gather data through structured surveys and analyze it statistically to draw conclusions about the relationships between sensory marketing, consumer satisfaction, and repurchase intention.
Methodology
The methodology refers to the overall approach to the research process, from theoretical underpinning to data collection and analysis. For this study:
· Research Design: Quantitative cross-sectional study.
· Data Collection Method: Structured online surveys distributed to consumers who have recently made a purchase from online fashion retailers. The survey will include validated scales to measure sensory marketing (e.g., haptic imagery), consumer satisfaction, and repurchase intention.
· Sample: A statistically significant sample of online fashion shoppers, aiming for diversity in terms of age, gender, and shopping frequency.
· Data Analysis: Statistical analysis using software like SPSS or R. Techniques will include descriptive statistics, correlation analysis, and multiple regression analysis to test the hypothesized relationships between sensory marketing, consumer satisfaction, and repurchase intention.
Research Hypotheses
Based on the topic, potential hypotheses could include:
1. H1: Sensory marketing positively influences consumer satisfaction in online fashion retailing.
2. H2: Consumer satisfaction positively influences repurchase intention in online fashion retailing.
3. H3: Sensory marketing indirectly influences repurchase intention through consumer satisfaction in online fashion retailing.

