
Vol.5      Special Issue 4   March 2018            ISSN: 2321 - 4643 

 

 

173 | P a g e  Shanlax International Journal of Management 

 

 
AN INTEGRATIVE REVIEW OF SENSORY MARKETING AND POSITIONING ON 

CONSUMER BEHAVIOUR 

 

 
 

Dr.K.Prabhakar Rajkumar  

Assistant Professor, Department of Commerce, Periyar University, Salem 
 

Ms.Mareena Abraham 

Ph.D. Research Scholar, Department of Commerce, Periyar University, Salem 
 

Abstract 

 Multi- Sensory marketing is based on the idea 
that consumers position the products in their mind 
and are most likely to form, retain and revisit 
memory when all their five senses are engaged 
during the process of buying products or services. 
This marketing strategy appeals to multiple senses 
and the efforts are multiplied, creating powerful 
brands with lasting consumer connections. The role 
of digital technologies affect, extend and redefine 
the human body and its senses to position the 

product in the minds of consumers. The 
characteristics of these technologies are the way 
they affect the unified body and address the 
multiple senses at once. By going beyond the 
traditional marketing media of only sight and sound, 
brands are now taking advantage of all other senses 
to establish a stronger and longer-lasting emotional 
connection with consumers. 
Keywords: Multi Sensory Marketing, Emotions, 
Digital Technology, Positioning.  

 

Introduction 

 To reach the ultimate consumers rises in the traditional media, competition for securing their 

attention increases likewise. Brands are struggling to compete in today’s crowded marketplace; 

strategic use of sensory information can provide a critical advantage. Sensory marketing strategy 

appeals to multiple senses, efforts are multiplied, creating powerful brands with lasting consumer 

connections. According to Lindstrom by using all the five senses “a total sensory experience would 

at least double, if not triple, the consumer’s ability to memorize the brand”. Motive of sensory 

marketing is to find ways to employ all consumer senses to strengthen the brand experience. 

Mostly marketers and consumers, the affectivity, perception and pleasure are more important than 

the price, since many products are now precisely similar: they have to be differentiated and the 

manufacture has to create a competitive edge for their success from their competitors in the 

buzzword market. 

 Sensory marketing is based on the idea that human beings most likely to retain and revisit a 

memory when all five senses (taste, smell, sight, sound and touch) are engaged. Keeping 

marketing in perspective, marketers started using these human instincts as a tactic and then 

position the product in an effective manner to sell their products or services by creating such an 

environment that appeals to senses at the point of sale. The digital technologies affect, extend 

and redefine the human body and its senses to position the product in the minds of consumers. The 

characteristics of these technologies are the way they affect the unified body and address the 

multiple senses at once. We live an era which is surrounded by multiple technologies, and which 

even penetrates then a human body to react. The changing modes of perception in the digital age, 

the human senses incorporate the body into the processes of perception. Kotler (1973) defined the 

atmosphere of point of sale as “the creation of a consumption environment that produces specific 

emotional effects on the person, like pleasure or excitation that can increase his possibility of 
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buying”. He considered the creation of this atmosphere as the most important strategic way of 

positioning and differentiation for retailers.  

 
Literature Review 

 Peck and Childers discovered that individuals differ in their “need for touch” (NFT), which is 

“preference and motivation for gleaning information through touch”. The authors presented NFT 

as a mixture of two underlying dimensions: instrumental and auto-telic. Instrumental 

characteristics could be explained as the belief that only through the tactile inspection, we may 

know if the product is good enough to be bought, and therefore it is motivation driven. On the 

other hand, the auto-telic dimension of the NFT expresses the idea of touching the object for fun, 

arousal, sensory stimulation and enjoyment, therefore is hedonic driven. Peck and Childers 

discovered that NFT had an influence on the impulse purchasing behaviour, customers’ inclination 

to purchase in the spontaneous and unexplained manner in such a way that individuals with higher 

NFT results purchased more impulsively than the respondents with low NFT results. When 

customers of the supermarket were encouraged to touch the products through the presence of the 

sign Telling “feel The freshness”, both high and low auto-telic shoppers bought more impulsively 

than when no sign was displayed. 

 Areni and Kim in their study on shopping comportment in a wine store discovered that classical 

music produced a higher level of sales than “top-forty” music. Classical music led customers to buy 

more expensive items. The sense of sound positioned the store to increase the sales. Crowley and 

Henderson subjects did not remain in the scented store longer than in the unscented environment; 

however, their perception of the time spent was shorter. Participants will express as well stronger 

intentions to visit the store in the future when the scent was present. Creusen and Schoormans the 

way the product looks like first of all serves as the communication of an aesthetic product value. If 

there are many products with similar properties and price, consumers will choose the one that 

aesthetically appeal to them most. Beside it, as product development and marketing functions are 

requiring new methods and tools to understand both products and consumers, the input of Sensory 

Science has expanded significantly beyond the “product development phase”. From the inception 

of an idea through in-market maintenance of product quality, the sensory professional can act as a 

strategic business partner by providing unbiased data to aid in corporate decision-making. 

 

Significance of the Study 

 As brands and products struggle to compete in today’s competition, strategic use of sensory 

information can provide a critical advantage to sustain their market for a longer period of time. 

Before using the strategy of the sense for positioning their brands and products it’s helpful for 

marketers if they have an idea about the impact of the sensory aspects of the brand on the 

customer. So, this paper would give an idea to provide a view to marketers as they can decide to 

incorporate sensory marketing strategy and the role of digital technology development in their 

products and services for having a competitive edge over their massive competitors in the market 

portfolio.  

 

Impact of Senses on Consumers 

 Sensory marketing, the thought that brands should engage consumers on a variety of touch 

points and it is hardly new to the market. Apparently, senses play a very imperative role in our 

experience, choices of brand/products. However, sensory components play a great role in building 

a relationship of the consumer with the product. The sensory stimulation not only attracts 
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consumer choice but also helps make a distinction from product to others. These get attached in 

our sensory memory and finally become a part of the decision-making process and bring a way 

towards future brand building for a product. 

 On the other hand digital technologies have changed the way of communication between the 

consumers, it started from print, media and it’s developed into 3D and 4D effects that have 

changed the positioning for multiple products and has created a perception about the product 

differentiation in the market. When the mind cannot be separated the features of the product 

from one and another and all our thought and perception about different product are similar 

subjective perception, then the question of inter subjectivity seems become the problematic for 

consumers as well as for marketers to differentiate the products. Digital technologies are 

increasingly centred in our life style for buying decision, from touch screens and other haptic 

interfaces involve a bodily interaction and the development of 3D effect. 

 Sight (Visual): From the era of advertising, our sight is most responsive sense to the 

environment, the most importance on visual factors such as colour and shape while buying 

products. Our first impressions within 90 seconds of the initial viewing and that impression are 

mainly based on colour alone. Colour of products can increase brand recognition while shopping for 

the products in the market. According to research ads in colour are read more than the same ads 

in black and white. White is the basic colour, White Sign of purity, cleanness and coolness. For 

instance, in a restaurant, white is used everywhere the customer expects for cleanness like plates 

and other materials. In packaging process, black is a symbol of quality and sobriety, the darkest 

colour, black is exclusively used to create a very specific environment. Market researchers have 

also determined that colour affects shopping habits and buying preference for any products. With 

our sight we notice and recognize shapes and colours really fast, but we can’t experience a brand 

only by looking at it, at least not at its full potential. 

 Sound (Auditory): Human-beings are naturally sensitive to sounds and also it has been proven 

that sound evokes certain memories and experiences. Then, music has been introduced, in 

commercials with the apparition of TV spots as in the point of sales. Today all the ads has the 

background music that attracts the consumers to see the ads for any sort of brand. Usually, many 

restaurants plays soft and slow music and its creates the ambience for people to feel relax, and to 

enjoy their meals. Audio way of positioning is a new branch that relates to sensory marketing 

through sounds. Sound designers are developing audio identities for brand and that involves: audio 

logo, brand theme, sound space, and brand voice. The sound of a steady heartbeat, a piano, a 

breath was chosen as most convenient sounds for an Audi audio branding. Mercedes Benz formed a 

team to get the most appealing sound of a closing car door. 

 Smell (Olfactory): Scientific studies have shown that 75 % of our emotions are generated by 

the smell. Humans are able to distinguish over 10,000 that are being transmitted to our olfactory 

system in the brain where it is closely tied to memory, mood, stress and concentration. Our sense 

of smell has been proven as most impressionable and responsive of our five senses, while it invokes 

memories and appeals directly to feelings without being filtered and analysed by the brain. 

Mahagony wood, motor oil and the smell of leather were used and combined to recreate the 

unique smell of the 1965 Silver Cloud Rolls Royce interior. Now every Rolls Royce leaving the 

factory is equipped with a diffuser in the underside of the car’s seat to convey this unique 

luxurious identity of the brand. Starbucks is one of the companies that are well aware of the 

power of sensory branding. Through their characteristic cozy interiors, nice Barristas and of course 

the smell and taste of fresh grinded coffee they occupy all of our senses. They even stopped 
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serving breakfasts because the smell of the eggs interfered with the smell of the fresh grinded 

coffee. 

 Taste (Gustative): People can sense 5 basic tastes bitter, sour, umami (savoury, or meaty), 

salty and sweet. The taste is the sense that fuses all different senses together to create a holistic 

brand experience, but is also linked to emotional states, so it can alter mood and brand 

perception. Most famous campaign that included cake was to advertise it as tasty, so they decided 

to bake a life-sized cake that looked like Skoda. They hired the best chocolatiers, bakers and 

bricklayers construct and bake the car, and filmed the whole process. According to Skoda, in the 

first week of the campaign, the visits to car dealerships went up by 160 percent. 

 Touch (Tactile): Our skin has more than 4,000,000 sensory receptors that can be easily 

manipulated through materials, weight, softness and comfort of the product. Haptics refers to the 

sense of touch (comes from the Greek word haptikos that means “I fasten onto, I touch”). Today 

haptics is mostly considered as a tactile feedback technology which takes advantage of the sense 

of touch by applying forces, vibrations, or motions to the user (examples in user-interface design 

and product design). Haptics also plays a great role when it comes to packaging design, or even in 

some advertising campaigns. Packaging it means form, material, size; weight can give a huge 

impact on our brand positioning and awareness about the products. It is a perfect way for getting 

close to consumer’s unconsciousness, their perceptions, feelings and tastes.  

 

Conclusion  

 Sensory marketing will persist since senses can affect the marketing of products in many ways; 

for instance sense can be used as a symbol (Ferrari’s red color car). In fact, sensory aspects of 

products affect us in ways we had never imagined. Another sensorial way to increase product 

appeal is by merely emphasizing the existing sensorial aspect of a product. Anyway, only recently, 

marketing experts have pointed out their attention actively looking at it sensory aspects of 

products. Sensory marketing is a powerful item that, once stimulated, can orientate the consumer 

choice, the word sensory means relating to sensation or the senses, and the word sensual is similar 

in meaning, relating to a gratification of the senses as is the word sensuous; feel and other sensory 

perceptions affect what we like and what we buy. 
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