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Smell in the Air: Exploring the Fertilizing Effects of Dried Manure on
Customer Satisfaction with Target
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The correlation between Dried Manure used for fertilizer in the US and Customer
Satisfaction with Target has long been a topic of both agricultural and retail interest. In
this study, we delved into the aroma and essence of this relationship, utilizing data from the
USDA and American Customer Satisfaction Index. Our findings revealed a correlation
coefficient of 0.6988529 and p < 0.05 for the period of 2004 to 2015, indicating a
statistically significant connection between the two variables. It seems that the fertilizer's
odorous impact on crops somehow influenced the olfactory experience of Target shoppers,
perhaps leaving them with a sense of "foul" or "plow-smelling" discontent. Our results not
only fertilize the existing literature regarding consumer behavior but also add an
unexpected twist in the delightful garden of retail research. So, it turns out that the pungent
influence of dried manure transcends the realm of agriculture and into the domain of
customer satisfaction. It seems like even when it comes to shopping experiences, "where
there's muck, there's brass." This study sheds light on the unassuming yet impactful
relationship between odorous agricultural practices and retail satisfaction, offering a
fertilizer for thought for both retailers and farmers alike.

Ah, the sweet smell of research! As the saying goes,
"When life gives you manure, make soil." In this
paper, we delve into the curious relationship
between dried manure used for fertilizer in the US
and customer satisfaction with a beloved retail
giant, Target. Our study aims to unearth the
aromatic connection between these seemingly
disparate variables and fertilize the field of
consumer behavior research with some fresh
findings.

Picture this: A farmer and a shopper walk into a bar.
The farmer exclaims, "My dried manure works
wonders on my crops!" And the shopper retorts,
"Well, I hope it works wonders on my shopping
experience at Target!" It may sound like the setup of
a joke, but the correlation we found between dried

manure and customer satisfaction is no laughing
matter.

As we embark on this olfactory odyssey, it's
important to acknowledge the prevailing wisdom in
retail research — that satisfaction is influenced by
factors such as product quality, price, and customer
service. However, our study dares to dig deeper
(pun intended) into the sensory aspects of the
shopping experience, particularly the potential
impact of dried manure on customers' overall
satisfaction.

Now, before you wrinkle your nose in skepticism,
let's take a moment to appreciate the fertile ground
we stand upon. Much like a well-composted garden,
the field of research is flourishing with unexpected
connections and surprising insights. And as
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researchers, it's our duty to till this soil of
knowledge, even if it means getting our hands a
little dirty in the process.

LITERATURE REVIEW

The relationship between agricultural practices and
consumer behavior has been a topic of growing
interest in academic research. Smith et al. (2010)
delve into the impact of organic fertilizers on
consumer attitudes, highlighting the potential
influence of agricultural odors on retail experiences.
Similarly, Doe and Jones (2013) examine the
sensory effects of fertilizer use on consumer
perceptions, paving the way for a nuanced
understanding of the olfactory dimensions of
consumer satisfaction.

Speaking of fertilizer, here's a dad joke for you:
Why did the farmer only tell jokes about cows?
Because he wanted to make sure they were udderly
hilarious!

In "The Omnivore's Dilemma," Michael Pollan
uncovers the complexities of the modern food
system, shedding light on the interplay between
agricultural practices and consumer choices. This
thought-provoking work raises pertinent questions
about the ways in which the aroma of agricultural
inputs may stealthily influence consumer
preferences and satisfaction.

Now, for a spritz of fiction in our literature review
garden: In "The Secret Garden" by Frances
Hodgson Burnett, the rejuvenating effects of a
neglected garden may offer a metaphorical parallel
to the potential rejuvenating impact of agricultural
aromas on retail experiences.

And speaking of gardens, who could forget the
ever-so-stinky but loveable character from
children's TV — Oscar the Grouch from "Sesame
Street"? His affinity for all things trash-related may
serve as a whimsical ode to the unexpected
influence of pungent odors on consumer behavior.
After all, sometimes a little "grouchiness" might
just be the fertilizer for critical insight!

In "The Lorax" by Dr. Seuss, the titular character's
impassioned plea to protect the environment could
symbolize the interconnectedness of agricultural
practices and consumer well-being, reminding us
that every whiff of change can make a difference.

As we wade through the literature, it becomes
abundantly clear that the scent of dried manure,
with its earthy and rustic character, extends its reach
beyond the field and into the retail realm, offering a
curious bouquet of implications for retailers and
consumers alike. The aroma of agricultural
practices, it seems, does not just linger in the air, but
also in the nooks and crannies of consumer
satisfaction, leaving a distinct imprint on the
olfactory landscape of retail experiences.

METHODOLOGY

To plow through the fertile grounds of data, we
conducted a comprehensive examination to unearth
the connection between dried manure used for
fertilizer in the US and customer satisfaction with
Target. Our data collection process involved
cultivating information from sources such as the
USDA and the American Customer Satisfaction
Index. We metaphorically waded through the
manure of online databases, occasionally holding
our noses as we sniffed out relevant statistics. As
the saying goes, "Where there's muck, there's
statistics to be cleaned!"

The datasets from 2004 to 2015 were akin to a
diverse bouquet of aromatic findings, ripe for the
picking. We utilized statistical techniques such as
multiple regression analysis to plow through the
data and uncover whether the wafting scent of dried
manure had any discernible impact on the customer
satisfaction with the retail giant, Target.

After examining the correlation coefficients and
conducting a thorough statistical sniff test, we used
a sophisticated approach to account for potential
influencing variables such as regional differences in
agricultural practices and seasonal variations in
shopping habits. Like a gardener carefully tending
to their crop, we sought to cultivate a clear
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understanding of the interactions between manure
usage and customer satisfaction, without getting
stuck in any statistical dung.

Our analysis also involved conducting various
sensitivity analyses to ensure that our findings were
not simply blooming due to fortuitous greenhouse
effects. We took care to weed out any outliers and
confounding factors that could impair the
robustness of our results, aiming for a bouquet of
statistically significant correlations that would make
any data scientist or botanist proud.

Throughout this process, we employed a
combination of qualitative and quantitative
methods, ensuring that we didn't just focus on the
numerical fertilizer. We also dug deep into surveys
and interviews to gain a whiff of the nuanced
experiences and perceptions of Target customers in
relation to the odoriferous impact of dried manure.
In the end, our methodology was a balanced mix,
much like a well-composted soil, incorporating both
the aroma and essence of the data to sow the seeds
of knowledge.

Stay tuned for the upcoming section, where we
delve into the pungent findings of our study and
unearth the unexpected ways in which dried manure
may have shaped the olfactory landscape of retail
satisfaction.

RESULTS

The statistical analysis of the relationship between
Dried Manure used for fertilizer in the US and
Customer Satisfaction with Target unveiled a
surprising and robust correlation. Our findings
revealed a correlation coefficient of 0.6988529,
indicating a strong positive relationship between
these seemingly unrelated variables. It seems that
the pungent aroma of dried manure has fertilized
more than just the soil; it has fertilized the field of
retail research with some unexpected insights!

Fig. 1 shows our scatterplot depicting the
unmistakable connection between these two
variables. It seems that much like a well-fertilized

crop, the satisfaction of Target customers flourishes
in the presence of dried manure. This unexpected
correlation certainly raises some "stink" in the retail
and agricultural domains.

Now, one might ask, could this correlation be
merely a "load of crap"? Well, fear not, statistical
skeptics, for the r-squared value of 0.4883954
assures us that nearly half of the variation in
customer satisfaction with Target can be explained
by the use of dried manure for fertilizer in the US.
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Figure 1. Scatterplot of the variables by year

Our results suggest that the pungent influence of
dried manure transcends the realms of agriculture
and into the domain of customer satisfaction,
leaving us with a statistically significant
relationship that cannot be simply "de-odor-ized."

In conclusion, our findings not only add some
aroma to the existing literature on consumer
behavior but also sow the seeds for further research
into the unexpected connections between
agricultural practices and retail experiences. This
research serves as a reminder that when it comes to
understanding consumer behavior, one must be
prepared to embrace the unexpected, even if it
smells a little "funky."

It seems that when it comes to the satisfaction of
Target customers, "where there's muck, there's
merchandise!"

DISCUSSION
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Our research findings have certainly fertilized the
existing literature on consumer behavior, affirming
and expanding upon previous work that explored
the curious influence of agricultural aromas on
retail experiences. As inconceivable as it may seem,
our results substantiate the notion that the scent of
dried manure does not limit its impact solely to the
fields, but rather extends its olfactory tendrils into
the retail realm, leaving an indelible mark on
customer satisfaction with Target.

If this connection between dried manure and
customer satisfaction seems befuddling, fear not,
statistical stalwarts, for the robust correlation
coefficient of 0.6988529 and the statistically
significant p-value (p < 0.05) attest to the
legitimacy of this unexpected relationship. It
appears that the link between fertilizer odors and
customer contentment is as tangible as the aroma
itself, proving that there's much more to consumer
behavior than meets the nose.

It seems that every "fowl" smell has its day, and in
this case, it has found its way into the realm of retail
research. As the research indicates, there is indeed
some truth to the idea that when it comes to
customer satisfaction, "where there's muck, there's
merchandise!"

Our results not only serve as a breath of fresh air in
the garden of consumer behavior research but also
sow the seeds for further investigation into the
unanticipated connections between agricultural
practices and retail experiences. This study stands
as a testament to the notion that the world of
consumer behavior is more complex and
multifaceted than we may initially perceive — much
like the rich, nuanced bouquet of dried manure. So,
in the wise words of agricultural humor, it seems
that when it comes to understanding consumer
behavior, one must always be ready to "turnip" the
unexpected — even if it smells a little "funky."

CONCLUSION

In closing, our research has uncovered a
surprisingly fertile correlation between the use of

dried manure for fertilizer in the US and customer
satisfaction with Target. Who would have thought
that the smelly world of agricultural practices could
have such a significant impact on the perfume of
consumer satisfaction? It appears that sometimes,
retail research can really stink!

As we wrap up this odorous odyssey, it’s worth
noting that our findings solidify the idea that in the
realm of consumer behavior, even the most
unexpected variables can leave a lasting scent. Just
like a good fertilizer, our study has added some
much-needed nutrients to the soil of retail research,
reminding us that sometimes, the best insights come
from digging deep, even if it means getting a little
dirty in the process.

Now, let's address the real "manure" in the room —
are we done making puns and jokes about this
unexpected relationship? Absolutely not! In fact, we
believe that our findings "dung" justice to the sheer
comedic potential of this correlation. It's a "load" of
fun, after all!

But in all seriousness, while our exploration has
yielded some delightfully unexpected results, we
assert that no further research is needed in this area.
As the old saying goes, "don't go looking for trouble
when it's right under your nose!"
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