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Abstract: Sensorial Marketing is not only related to 
products/services where in the customers are going to get 
attracted looking at the product color, packing, fragrance, 
look and feel features, but also sensorial marketing is also 
influencing the retailers in attracting the customers in 
creating an environment where a customer is coming from 
a humid condition and entirely getting tired when go for 
shopping. If the retailers provide eye catching 
environment, it is going to be attracted by the customers’ 
It helps the retailers in conducting business in an entirely 
in a different manner. It is providing an environment 
where the customer will be attracted towards the retailer’s 
products and services with an environment which 
influences the sense of the consumers, it can be anything 
like a cool environment in a hot summer or feeling warm 
in rainy/spring seasons or a kind interior designs etc. The 
retailers are trying to attract the customers through there 
sense and look and feel environment. It can also help the 
firms to manufacture such products and services that the 
customers are willing to purchase. This kind of 
environment can be seen in the shopping malls and super 
markets, were sensorial  marketing is used as tool which 
is used by the manufacturer’s for marketing the products 
and services as well as retailers for selling the products 
and becoming the integrated part of marketing. This type 
of marketing can be target to any segment of the market 
like from new born babies to the old age consumers. Data 
collected in this regard may be primary or secondary 
which gives advantage to the firms to make better 
products and services. 
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I. Introduction 

For two spans marketers in a variety of industries have 
been building expertise in reaching consumers through 
the five senses—learning to deploy cues, such as the 
tickle from a draught of mouthwash and the scratch-
abrasion sound of a Sharpie pen, that can intensify 
perceptions of brands. The previous year has brought a 

rush of interest in the subject among academics. New 
research suggests that we’re about to enter an epoch in 
which many more consumer products companies will take 
lead of sense-based marketing. Much of the new research 
centers on “embodied cognition”—the idea that without 
our conscious awareness, our bodily sensations help 
determine the decisions we make. For example, people 
who had briefly held a warm beverage were more likely 
than people who had held a cold one to think that a 
stranger was friendly; this was demonstrated in an 
experiment by Lawrence E. Williams, of the University 
of Colorado at Boulder, and John A. Bargh, of Yale. And 
warm ambient temperatures prompted people to conform 
to a crowd, a finding of researchers led by Xun (Irene) 
Huang, of Sun Yat-sen University. 

Although vision to date is the most studied sensory 
domain within consumer  research, there are  
still numerous future directions to explore. We present a 
few directions here, including the impact of vision on 
sensory imagery, the impact of color on consumer 
behavior, as well as the consequences of visual salience. 
Imagery is defined as a process by which sensory 
information is represented in working memory  
 

II. Back Groud And Previous Research 
 
(Maclnnis & Price, 1987). In the consumer behavior 
literature, visual imagery has been shown to assist in 
processing product information and in facilitating 
memory and persuasion (e.g.,Alesandrini & Sheikh, 
1983; Bone & Ellen, 1992; McGill & Anand, 
1989).Conversely, a lack of imagery-facilitating visual 
input may have negative effects on persuasion (Kisielius 
& Sternthal, 1984; Petrova & Cialdini,2005). For 
example, when a product or ad is not presented in a 
visually vivid way, this impairs the fluency of 
consumption imagery, or the easewith which consumers 
can generate imagery of the consumption experience, 
leading to a negative effect of imagery appeals. 
Research on imagery in consumer behavior and 
psychology has predominantly focused on vision. Prior 
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literature neglects to address how the different modalities 
interact to create a more complete image beyond visual. 
Supplementing visual cues with other sensory cues may 
enhance the influence of consumer imagery on 
perceptions, attitudes, and behaviors. That is, even under 
conditions where the visual information presented to 
consumers is insufficient in generating visual imagery, 
other sensory input may enhance the generation of visual 
imagery. For example, even when the visual information 
in a print ad is not vivid enough, coupling head with a 
touch, smell, or sound element may transfer the richness 
of one modality to another (i.e.,vision), thereby enhancing 
one’s imagined visual experience. Conversely, it is likely 
that a visual input will contribute to the ease of generating 
imagery of other sensory modalities or enhancing the 
intensity of experiencing them. The consequences of 
visual imagery maybe greatly enhanced by the addition of 
other sensory inputs.  Another underexplored aspect of 
vision is color. Studies on color have provided evidences 
to how certain colors in ads are more likely to lead to 
positive attitudes (e.g., Gorn, Chattopadhyay, Yi,&Dahl, 
1997). How ever, the explication of the process that leads 
to such attitudinal changes has been left largely 
unexplored. We need to establish boundary conditions as 
to when certain colors are more preferred and why. We 
also need to investigate how consumers react to 
combination of colors (e.g., redandwhite) and 
combination of colors and shapes (e.g., red and round vs. 
red and rectangle), at the visual cues consumers encounter 
in the market are mixtures of multiple aspects. Another 
interesting question is how visual cues interact with 
consumer emotions. Would color or shape 
preferencechangedepending on how consumers feel? For 
example, would some colors or shapes be more preferred 
when consumers are happy (vs. sad)?More broadly, 
examining emotion as it relates to sensory processing may 
serve to explain the vast individual heterogeneity in 
response to visual another sensory cues. Finally, the role 
of salience of visual cues has produced exciting results 
such as biases interception of volume (Raghubir & 
Krishna, 1999; Wan sink& Van Ittersum, 2003), distances 
(Raghubir &Krishna, 1996), taste (Hoegg& Alba, 2007), 
and consequently product evaluations and choices. We 
expect selective attention to salient visual cues to be a 
continuously rich source of research. One aspect of 
consumer behavior we expect to be particularly affected 
is information search. As practitioners recognize the 
importance of quick conveyance of information, we see a 
shift from verbal to visual displays of information. The 
consequences of such a strategy should be more fully 
explored; some recent research has begun to address these 
issues. For example, online product rating, such as 5-
starcustomer ratings on Amazon,com, are visual cues 

through which companies and consumers communicate. 
If a particular star rating (e.g., 5-star) is more salient than 
other ratings(e.g., 1-star), the higher attention to the 
salient rating could bias how consumers process other star 
ratings and how consumers make decisions based on 
online ratings (Lee & Raghubir, 2008). Understanding 
how these visual biases are formed and the confidence 
with which they are held will allow us to improve the 
information search process for consumers. Audition (like 
smell, but unlike vision, touch, and taste) is a sense that 
requires no effort to operate. People have no control over 
the auditory stimuli they perceive, although they have 
some control over which stimulus they are attending to. 
This non-voluntary perception of sounds can make thefts 
(congruence) of an auditory stimulus (e.g., music) with 
either the environment (e.g., a store) or other auditory 
stimuli (e.g., the next music track) problematic. In large 
department stores, supermarkets, bars, restaurants,and 
other locations, sound incongruence cannot be avoided. If 
the same music is played everywhere in the store, there 
will be some parts of the store where the music will not 
fit. If different music is played in different parts, then the 
different music themes are very likely to not fit with 
oneanother.Considering that in general, music 
congruence has been found to have positive effects for 
product and ad evaluations (see Peck & Childers, 
2008),this raises three important questions. First, the 
marketing literature has not yet addressed the effects (if 
any) of incongruence between sequential or simultaneous 
auditory stimuli. Second, in cases where incongruence is 
unavoidable, should a store opt for one or the other form 
of incongruence? Third, the marketing literature should 
identify boundary conditions for the positive effects of 
sound congruence in the same way it has identified 
boundary conditions for desirable properties of visual 
stimuli, such as symmetry and unity 
(Stamatogiannakis,Chattopadhyay, & Gorn, 
forthcoming).Another issue that research so far has not 
resolved is a possible confound of music familiarity and 
pleasantness. The effects of the two have been found to 
be very similar: Perceived time duration is longest for 
positivelyvalenced music (Kellaris & Kent, 1992), but the 
same holds for more familiar music(Yalch & 
Spangenberg, 2000). Furthermore, the effects of music on 
mood and on product evaluation(Gorn, Goldberg, & 
Basu, 1993) might be partially explained by music 
familiarity. We are not aware of any study that 
orthogonally manipulates music familiarity and music 
valence, although researchers have identified them as two 
separate moderators of music effects (Bruner, 1990). Such 
studies are necessary in order to understand whether well-
grounded effects of music valence on mood can be 
attributed to valence alone or whether music familiarity 
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can explain partof the effects. An additional point 
regarding auditory effects on the perception of time arises 
from recent research. When resources required match 
resources available, people perceived that more time has 
passed than when available and required resources do not 
match (Mantel & Kellaris, 2003).Assuming that familiar 
and pleasant music requires 
 

 
 

 
 

Marketing researchers are “starting to realize how 
powerful the responses to no conscious stimuli can be,” 
says S. Adam Brasel, an associate professor of marketing 
at Boston College. Work on embodied cognition has 
begun “blowing up on the academic side,” he adds. At the 
2014 Association for Consumer Research’s North 
American conference, Brasel heard more papers on 
sensory research presented than at any previous 
conference. That same year the Journal of Consumer 
Psychology published a special issue on embodiment and 
sensory perception, with a focus on how sensory inputs 
can drive consumer behavior. 

Aradhna Krishna directs the Sensory Marketing 
Laboratory at the University of Michigan and is 
considered the foremost expert in the field. She says that 
many companies are just starting to recognize how 
strongly the senses affect the deepest parts of our brains. 
The author of the 2013 book Customer Sense: How the 5 
Senses Influence Buying Behavior, Krishna got into the 
field because she was fascinated by certain questions: 
Why does wine taste better in a wine glass than in a water 
glass? Why is an ad showing a piece of cake more 
engaging when the fork is placed to the right of the cake? 

Why does the smell of cinnamon make a heating pad seem 
to work better? Krishna realized that the senses amplify 
one another when they are congruent in some way. 
Because cinnamon suggests warmth, it can enhance a 
heating pad’s appeal and apparent effectiveness. Such 
influences are subtle—and that’s exactly why they are so 
powerful. Consumers don’t perceive them as marketing 
messages and therefore don’t react with the usual 
resistance to ads and other promotions. 

“Taking Sensory Communication to a Whole New 
Level” 

Chuck Jones is the chief design and R&D officer at 
Newell Rubbermaid, a 112-year-old maker of tools, pens, 
and other products. He spoke with HBR about the 
company’s new emphasis on sensory marketing and 
design. Edited excerpts follow. 

 
 

Kyle Hilton 

Why is Newell Rubbermaid investing in sensory 
inputs?  

The field is evolving quickly, and our corporate growth 
game plan, which focuses broadly on design, positions us 
to take advantage of the latest research. Last year we 
opened a design center next to Western Michigan 
University and staffed it with physiologists and also 
experts in perception. Someone familiar only with our 
past efforts would be stunned. And we’ve expanded our 
definition of human sciences research. 

How so?  

Conventional marketing research looks at opinions. We 
also study unconscious behaviors and human cognitive 
and physical processing to extract principles that we can 
apply to Sharpie pens or high-performance pliers, for 
example. 
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Pliers?  

We’re putting a lot of energy into the heft, feel, and 
ergonomics of cutting pliers for skilled trades. There’s a 
similar effort in packaging. 

Why packaging?  

Many of our fine writing instruments are given as gifts, so 
there’s a ritual quality to opening the package. We pay 
close attention to the “hand,” or feel, of the material; the 
resistance it presents (more is better, within limits); the 
sounds it makes; and the way the package opens, as a 
series of disclosures—an unveiling of the product, if you 
will. Our thinking about packaging takes sensory 
communication to a whole new level. 

Thinking about sensory effects is an established practice 
in some consumer industries, such as food, cosmetics, and 
hospitality. For example, Hershey’s has long been aware 
that the tactile pleasure people get from unwrapping the 
foil around a Kiss transforms an ordinary piece of 
chocolate into a special experience. But many companies 
are taking their thinking much further. Consider this 
campaign by Dunkin’ Donuts in South Korea: When a 
company jingle played on municipal buses, an atomizer 
released a coffee aroma. The campaign increased visits to 
Dunkin’ Donuts outlets near bus stops by 16% and sales 
at those outlets by 29%. Another example is Olay 
Regenerist thermal facial products, which are engineered 
to generate heat upon application (although heat isn’t 
necessary to their functioning) to signal that they are 
working. 

Automakers have paid close attention to the senses for 
years: Designers work hard to optimize the feel of knobs, 
the solid noise of a door shutting, and the distinctive new-
car smell. Recently they have turned to advanced 
technologies. For instance, in its 2014 M5 model, BMW 
mikes and amps the engine sounds through the car 
speakers, even when the audio system is turned off. The 
idea is to enhance the car’s sporty feel. 

Still, in wide swaths of consumer industries, companies 
remain focused solely on visual attributes and give little 
thought to other sensory effects. Product developers and 
marketers need to change that, Krishna says. Bank 
executives should make sure that branch offices exude the 
reassuring, wealth-suggesting aromas of wood and 
leather. Manufacturers of products with embedded motors 
should think about those products’ sounds—are they tinny 
whines or solid, low-pitched hums? Luxury clothing 

manufacturers doing business online should consider 
what message is conveyed when goods are shipped in 
bubble wrap versus high-quality crinkly paper. 

For managers looking to learn about sensory stimuli, the 
new academic work reveals striking instances of senses’ 
affecting attitude, mood, and even memory more 
profoundly than words ever could. An 
experiment Krishna conducted with May O. Lwin, of 
Singapore’s Nanyang Technological University, and 
Maureen Morrin, then of Rutgers University, is just one 
example. The three found that imbuing pencils with the 
unusual scent of tea tree oil dramatically increased 
research subjects’ ability to remember the pencils’ brand 
and other details. Whereas those given unscented pencils 
experienced a 73% decline in the information they could 
recall two weeks later, subjects given tea-tree-scented 
pencils experienced a decline of only 8%. 

“In the past, communications with customers were 
essentially monologues—companies just talked at 
consumers,” Krishna says. “Then they evolved into 
dialogues, with customers providing feedback. Now 
they’re becoming multidimensional conversations, with 
products finding their own voices and consumers 
responding viscerally and subconsciously to them.” 

Such conversations, she emphasizes, should be at the 
center of product innovation and marketing for many 
brands. Every consumer company should be thinking 
about design in a holistic way, using the senses to help 
create and intensify brand personalities that consumers 
will cherish and remember. 

III. Research Methodology 

Need of the Study 
 
1. To create the awareness in the minds of firms who 

are new to the market. 

2.  It is good opportunity of small firms to attract the 
customers towards the products/services and make 
customers to purchase their products and services. 

3. Products need such packaging  which create good 
impression in the eyes of customers ts. 

4. Firms can build their brand image in the minds of 
the customer. 

5. It also helps the retailers to create an environment 
where customer can get attracted to their retail out 
lets 
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Objective of the Study 
 
1. Here the focus on small firms where they can 

produce products/services which are brand image in 
minds of customers. 

2. Sensorial marketing creates long lasting impact upto 
the next purchases from the retail stores 

3. Sensorial marketing encourages customers to buy 
products and services and helps in the economic 
development of the country. 

4. It can act as a strategy for firms to promote their 
products and services. 

5. It can act as opportunity even for new installation of 
retail stores.. 

6. It create an environment where customers to buy the 
products and services more frequently. 

7. It also  aim at customer satisfaction and 
maximization of profits to the  firms& retailers 

8. It should encourage the small firms to produce more 
and more green products 

 
Scope of the Study 
 

1. It is applicable to all the kinds of products/service 
in the market. 

2. It may used by all kinds of buyers from children to 
old age customers 

3. It acts as an opportunity for firms and retailers to 
make their market share. 

4. It provides environmental for the society to think 
for such commodities in the market. 

 
Data Collection Methods 

 
Secondary Data 
 
The data collected is through secondary source from the 
magazines, journal, internet, Wikipedia and books to 
know the importance of the Sensorial marketing and 
making the consumers aware about the importance of 
sense inputs which effects on the  regular purchase of the 
products and services how it is going to affect the lives of 
the human being in the future coming years. It is also 
observed that the small scale firms and retail stores are 
concentrating more on products/service and promote their 
products through sensorial marketing. 
 

Primary Data 
 
It is the data collected for the research for the first time or 
first hand data. This data can be collected by observation 
and questionnaires’ and interviews 
 
The data collected from the retail stores like reliance 
digital asking the effect of sense like look and feel of the 
environment. 
 
The ambience of the Reliance digital stores which 
encourage the purchase of sales. 
 
The following is the analysis various inputs of sense 
through analysis of variance 

Analysis of Variance results. 

Interaction 
effects 

df 
Mean 
square 

F Sig 

Smell 1 0.103 0.031 0.860
Sound 1 1.159 0.350 0.555

Smell * sound 1 0.007 0.002 0.965 

Smell * sight 1 0.080 0.024 0.877 

Sound * sight 1 0.700 0.211 0.646 

Smell * 
Sound *sight 

1 1.270 0.383 0.537 

 
IV. Limitations of Sensorial Marketing 

 
1. Sensorial Marketing is a costly affair in terms of 

products & services to the firms and retailers.. 

2. It only works in the urban areas in terms of retail 
stores. It may not work with rural areas with the 
retail stores. 

3. Sensorial Marketing may be applicable only to the 
products which are in packed form where the 
products are will come with different look and feel. 
The same kind of products may not get in small 
quantities. 

4. Sensorial Marketing will increase the price of the 
products and services which may decrease the 
market share of the commodities. 

 
V-Suggestions 

 
1. Sensorial Marketing should use more promotional 

strategies. 
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2. More and more retail store need to adopt such 
strategy 

3. Firms should use sense as a tool to create their 
brand image in the minds of the customers. 

 

VI. Conclusion 
 

1. The small scale firms need to concentrate more on 
such kind of strategy of using sense as their weapon 
to packing materials, or add fragrance to the 
products etc. 

2. Sensorial Marketing creates opportunities for the 
new budding firms to create a brand image for 
themselves. 

3. Sensorial Marketing can applied to every corner of 
the geography of the country ,whether to the 
retailer stores and  business firms. 

4. Sensorial Marketing creates the products/services 
image in the minds of the customers.. 

5. Sensorial Marketing creates the firms to increase 
the demand for the products and services in the 
market. 

6. Small scale firms need to cash in the customers to 
market there products/services to social media 
sites. 

7. With the help of Sensorial Marketing  firms can go 
for innovation and creativity with the help of 
technology. 
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