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Abstract 
 
The purpose of this paper is to conduct a critical study to examine 
strategies and effects of sensory and experiential marketing on 
consumer behavior and increasing company’s sales, together with 
future prospect of sensory and experiential marketing as new-fangled 
marketing strategy replacing the traditional strategies. The study is 
entirely based on secondary research, where literature relating to the 
subject is reviewed. The findings of the paper conclude that sensory 
marketing is an innovative marketing tool of the recognition of 
sensation and perception of the consumers in the forms of perception 
cognition, emotion, learning, preference, choice, or evaluation. Truly 
the scope of experience and sensory marketing is rising in the light of 
transforming socio-cultural environment and developing taking place 
in the area of technological advancement. Furthermore, experiential 
marketing is found highly effective in influencing consumer behavior 
for companies, particularly in terms of realizing the target of increasing 
sales and achieving brand loyalty. Marketing in future is expected to be 
led by experience economy, where experiential and sensory marketing 
will hold the key so far as companies’ business success in future is 
concerned, particularly in terms of increasing sales. Experiential and 
sensory marketing practice has promising future, and notably this 
strategy and approach of marketing is all set to replace the traditional 
marketing strategies and practices. 
 
Keywords: Sensory, experiential marketing, socio-cultural 
environment, technological advancement, marketing strategies. 
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1. Introduction 
1.1 About Sensory and Experiential Marketing 
In their paper “Frontiers of the marketing paradigm for the third millennium” Achrol 
and Kotler (2012) draw our attention towards the substance of consumer and sensory 
experiences and its rising significance in terms of both theoretical and practical 
implications. The argument is that in the evolving marketing pattern of mainstream 
marketing is turning out to be the marketing of senses and experiences. The point is 
that experiential and sensory marketing is all set to rule the marketing paradigm of the 
upcoming times. Markedly, regarding experiential and sensory marketing the ideas of 
consumer and brand experiences, human senses, multi-sensory communication and 
perceptions are intimately associated to each other in marketing and consumer 
behavior standpoints with that of emotional standpoints. This implies that presently the 
field of marketing is facing a paradigm shift, truly a transformation like nothing ahead 
of. In the contemporary market environment companies are facing the challenge close 
evaluation of products and services created and put to sale by consumers. Since brand 
holds key to marketing success in the market, it becomes of great value to generate a 
brand experience for the consumers by companies where brand-linked experiences 
consumers might experience through sensations, feelings, cognitions and behavioral 
responses (Brakus et al. 2009, p. 52). This experience generally comprises the material 
environment in the company of environmental reminders of light, color and music, and 
notably these reminders have had been demonstrated to have a grand effect on 
consumers, bringing to mind emotional replies that have an effect on the consumers’ 
conduct (Hoffman and Turley, 2002). Apart from these, it has as well been 
documented by Hultén et al. (2009) that present day consumers wish to be allured and 
persuade by means of emotional components where relations may well be formed, 
creating it fundamental to realize the elements of emotional temperament that catch the 
attention of and have an effect on the conduct and decision of consumers, controlling 
their discernment (Martin, 2008; Zeithaml et al. 2009).This becomes evident going 
through the above findings that marketing is passing through a paradigm shift in the 
current market environment, which is a radical transformation in the field of marketing 
never before, where the vital aspects of transformation are consumer experiences and 
their experiencing of products and services in relation to their senses. In such a 
development in the marketing field, it may well be expected from the part of 
companies to cope with the paradigm shift in the marketing as regards creating and 
delivering products and services. Despite a number of fundamental and specific studies 
conducted on the subject, as has been mentioned, this new and perhaps most recent 
area marketing requires close exploration and investigation.  
 
1.2 Companies Using the Strategy Today 
Today countless globally recognized use sensory and experiential marketing in order to 
achieve brand loyalty and increase sales, where the most notable brand name is Apple. 
Sensory and experiential approach is at the centre of marketing philosophy of Apple. 
Other notable global brands that utilize sensory and experiential marketing are Nike, 
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Singapore Airlines, Sony, Nestle. These companies position brand-oriented experience 
at the centre of their marketing strategy, specifically in the context of marketing 
communication (Smilansky, 2009). More and more companies across the industries are 
now looking forward to use sensory and experiential marketing for achieving brand 
loyalty and increasing sales.In the light of the increasing use of sensory and 
experiential marketing across the industries, the researchers and practitioners in the 
field of marketing now coming together to debate the effectiveness of sensory and 
experiential marketing influencing consumer behavior. This paper therefore conducts a 
critical study with the help literature review taking account the issues such as strategies 
and effects of sensory and experiential marketing on consumer behavior and increasing 
companies sales, together with future prospect of sensory and experiential marketing 
as new-fangled marketing strategy replacing the traditional strategies. 

In this background, the article in hand conducts a study through getting an insight 
into the component and future prospect of sensory and experiential marketing.  

The main objective of the paper is to deeply understand the evolution, salient 
features and types, effects on companies and consumers and futures of sensory and 
experiential marketing i.e. a road ahead. To achieve the objectives of the study the 
paper is divided into following sections; Section 1 i.e. the present section gives deep 
insights of sensory and experiential marketing. Section 11 gives a brief snap shot of 
review of existing literature, Section 111 deals with analyzing and interpreting 
experiential marketing tool i.e how experiential marketing is found highly effective in 
influencing consumer behavior for companies, particularly in terms of realizing the 
target of increasing sales and achieving brand loyalty as Experiential marketing 
enables the actual consumers experience. Section 1V gives future of Sensory and 
Experiential Marketing and certain implications for the marketer, followed by 
references contained in the last section. 

 
 

2. Review of Literature  
The following section gives a brief review of existing literature, giving details of the 
studies done in India and abroad. 
 
2.1 Evolution of Sensory and Experiential Marketing 
The conventional marketing and marketing theories have had been found since a long 
time tendering hardly any direction to take benefit of the up-and-coming experiential 
economy age characterized by socio-cultural transformation and technological 
advancement. The conventional marketing has had been the result of acting in response 
to the industrial era, and has had nothing to do with the branding and information and 
communication revolution, as currently faced by the companies or marketers of the 
companies. The traditional marketing approach focused on the vision of need 
recognition, information search, and evaluation of alternatives, purchase and 
conception; however from the perspective of current progression in the field, this 
vision entirely overlooks the experiences, senses as emotional fraction of humans. The 
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experiential and sensory marketing has truly the response of this emerging trend in the 
field of consumerism and marketing (Schmitt 1999).Noticeably as a discipline 
marketing has had under control of diverse political-legal, economic, socio-cultural 
and technological factors and progressions (Hultén et al. 2008). In this framework, at 
present the world is on the path of a notable transformation shift, where the preceding 
two such transformations are understood as the agricultural and industrial revolutions. 
The current post-modern society corresponds to this ongoing transformation that is 
theoretically understood as the third beckon of transformation, subsequent to the 
agricultural and industrial revolutions. The current postmodern trend of marketing is 
stood for a socio-cultural and technological transformation where modern values are 
under question and replacing by post-modern values, and moreover the most advanced 
technological tools are in practice never before(Toffler and Toffler, 1995; Hultén et al. 
2008). These collectively paving the way for new-fangled concept and practice of 
marketing that are determined by consumers’ experiences and senses in the marketing 
process, and defined as experiential and sensory marketing. The post-modernistic 
world of consumerism implies that fragmentation is vital for the formation of 
experiences and senses, where the consumers themselves play a decisive role 
(Goulding, 2003; Simmons, 2008). Moreover, consumers in our day do not covet to be 
served up in a homogeneous mode, in its place they are more concerned to products, 
services and brands that match to their personal style and character (Hultén et al. 
2008). In this framework, as Kamaladevi (2010) contends that forming a consumer 
experience is vital for competing effectively and profitably. Moreover, as per Verhoef 
et al (2009), consumer experience is a foremost aspect in forming the consumers loyal 
to the particular brands. The significance of forming an experience linked through a 
stable pour of senses, feelings and emotions holding the key, paving the way for 
flourishing the most recent conceptual advent of experience and sensory marketing. 
These imply that the conventional marketing approach and strategy is no longer 
worthy of appealing and attracting consumers taste and preference in the post-
modernistic world of consumerism, where individual style and character holds key of 
consumer behavior. It is in this context that the most recent approach and strategy of 
experience and sensory marketing has got the momentum, where marketing strategy is 
developing into more as process involving consumers, rather than dictating things by 
the companies. The scope of experience and sensory marketing is rising in the light of 
transforming socio-cultural environment and advancement occurring in the field of 
technology and particularly information technology. 
 
2.2 Salient Features of Strategies  
Experiential marketing is defined as consumer fulfillment response, which is an 
assessment together with an emotion oriented response to a product or service, where 
the ultimate goal is to attain the satisfaction of the consumers. In fact this form of 
marketing all concerns to the process of involving customers to sense, experience, feel, 
perform, and relate with the companies or the brands of the companies (Schmitt, 
1999). The characteristics of experiential marketing are illustrated in the Figure 1. 
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Figure 1: The Characteristics of Experiential Marketing. 

Source: Schmitt, 1999. 
 
Experiential marketing activates in the form of undertaking marketing of a product 

or service all the way through experience, where in the course of action the consumers 
turn out to be emotionally engaged and linked with the purpose of the experience. The 
consumers are emotionally engaged with experience involving the noticing and 
sensing of the products and services, and own unforgettable mark and give consent to 
the attributes of the products or services(Hoch, 2002). In addition, experiential 
marketing tends to generate emotional attachment for the consumers (McCole, 2004). 
This is argued that the sensory or emotional component of a full amount experience 
has a larger effect on fashioning preference consumers than the product or service 
features(Zaltman, 2003). According to Olorunniwo et al., (2006), consumer experience 
is linked to behavioral intents and linking the addressees with the bona fide character 
of the brand is one of the primary objective of experiential marketing, which may well 
be accomplished in the form of brand loyalty by companies in the course of consumers 
involvement in individually germane, convincing and unforgettable encounters. These 
hint that the idea of experiential marketing is all about actual consumers experience 
with the product or service that take sales and add to brand image and responsiveness. 
If experiential marketing is carried out exactly and perfectly, companies may have 
enormous opportunity to attain valuing brand loyalty, involving consumers 
individually in the process of creating and delivering products or services.  

Regardless of common combination, sense and experience marketing are not of 
similar connotation. Markedly sensory marketing deals with just senses solitary, at the 
same time as the experiential marketing is much broader and entails the entire 
experience of consumers in the process of creating and offering products or services by 
companies. For this reason, theoretically sensory marketing is highlighted as de facto 
fraction of experience marketing (Pine and Gilmore 1999). The relationship between 
sensory and experience is illustrated in the Figure 2. 
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Figure 2: The Relationship Between Sensory and Experience. 

Source: Rieunier 2009. 
 
To make it clearer, not every company or brand practicing sensory marketing 

might be eligible as undertaking experience marketing. Sensory marketing as per 
Expressens (2011), is in fact means and not ends in itself, and the practice of sensory 
marketing facilitate companies and brands to re-captivate consumption, and afford of 
long-standing sensory smear on the consumers. Krishna (2012) puts forward that in an 
approach, sensory marketing is a practice of the acknowledgement of sensation and 
awareness to the vicinity of marketing to consumer perception, cognition, emotion, 
learning, preference, choice, or assessment. Both the experiential and sensory 
marketing offers various issues such as whether senses and experiences control the 
decision making of consumers to be dealt with by the researchers and practitioners for 
making exploration and investigation in the field, where truly sensory marketing is 
exciting for them.  

Hence the present study is a modest attempt in deeply analyzing how experiential 
marketing is replacing traditional marketing strategies across globe and how various 
companies are on the road of success after implementing the experiential and sensory 
marketing. 

 
 

3. Analysis and Interpretations  
3.1 The following section examines regarding how experiential marketing 
strategies are used in modern contemporary world and  

a) How Experiential Strategies are pperformed by the companies  
Experiential and sensory marketing practice can be implemented in the forms of 

approach of customer participation and approach of environmental relationship. 
Customer participation implies is the scale of communication with the provided 
experience either through active participation or passive participation. On the other 
hand, link with the environment which varies from absorption to immersion, where the 
later takes into consideration more environmental stricture in the forms of the sight, 
sounds, smells that enclose them (Pine and Gilmore 1998).  

The process is shown in the Figure.  
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Figure 3: Experiential and Sensory Marketing Process. 

Source: Pine and Gilmore 1998. 
 
b) Types of Sensory and Experiential Marketing  
Experiential marketing implies a practice of marketing, where the marketers of the 

companies market their offering in the form of product or service by means of the 
strategy of experience attained in the process. This way consumer turns out to be 
emotionally involved and linked with the point of the experience (Schmitt, 1999). On 
the other hand, sensory marketing is the practice of sensory marketing facilitates 
companies and brands to re-captivate consumption, and afford of long-standing 
sensory smear on the consumers (Expressens, 2011). Various types of experiential and 
sensory marketing are mobile sampling, festival and fair sampling, anticipation, 
leaflets etc.  

 
c) Effect on Company Sales 
The market economy is creating a fresh and vibrant epoch of practices, which are 

all set to challenge the time-honored sales strategy of focusing on product sales and 
service offering. With the advent of sensory and experiential marketing practices, for 
increasing consumers' emotional associations to the brand and offering a point of 
differentiation in competitiveness, companies have turned their notice to generating 
memorable and sensory experiences, which attempt to exert a pull in consumers at 
both physical and psychological levels for motivating them to go for purchasing the 
products offered by the associated and experienced brands (Pine and Gilmore 1999, 
2000, 2008). The practice of experiential marketing is real actual consumer experience 
with the product or service that drives sales in the course of increasing awareness and 
image of brand. Experiential marketing is turning out to be a successful marketing tool 
for increasing sales in the long-run, but permanently.  
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d) Effect on Consumer Behavior 
Today consumers are not only keen to purchase products, but as well are all set to 

experience and sense them and even in many cases consumers tend to assist companies 
make them. For that reason, experience is a decisive component of the living of post-
modern consumers (Schmitt, 2003). Experience takes place as an outcome of coming 
across in acquiring the purchased products and therefore experience is the spur of a 
solo affair, for case in point, marketing ahead of and subsequent to buying (McLuhan, 
2008). Experience in fact takes account of the entire existing factor, and generally is 
created through straight examining or involving in proceedings, irrespective of the 
point if the happenings were genuine, fantastic or implicit. Experience frequently is not 
spontaneous but persuaded, where experiential marketing is the operative connecting 
consumer's perspective of consumers experiencing the notion of the buying, procedure 
of the buying, feelings of buying and stimulating factors of the buying. This holds up 
the notion of experience in marketing, arguing that experience makes possible 
consumers to experience and be converted into in a straight line connected as the 
central part in the process, forming a sort of sensitivity that tends not to fail to 
remember satisfying consumers wants and needs emotionally to the furthermost degree 
for winning consumer confidence and faithfulness in a bid to advance product sales 
(Liu, 2006). For that reason, a soundly planned experience involves the consumers, 
turning out to be memorable and smoothing the progress for an open construal as it is 
nonaligned (McLuhan, 2008). Throwing light on the effect of experiential marketing 
on consumer behavior, Robertson and Wilson( 2008) convince that experiential 
marketing is an explicit marketing mechanism in the form of a design and an approach 
concentrating on generating brand new associations stuck between brands and 
consumers in the process of marketing where it proceeds or takes place, where 
associations in the variety of experiences are individually germane, unforgettable, 
interactive and emotional, leading to enhanced sales and brand loyalty for the 
companies. This suggests that experiential marketing more works as powerful branding 
strategy in influencing consumers’ behavior, where the focus is on involving 
consumers in the marketing process for experiences, instead of just promoting the 
products and brands through communication strategy. Experiential marketing is found 
highly effective in influencing consumer behavior for companies, particularly in terms 
of realizing the target of increasing sales and achieving brand loyalty.  

Consumers in the regions of the world each day come across with the thousands of 
products that are accessible in the market, it appears that unaware elicits such as those 
appealing to the fundamental senses might be a more capable mode to exert a pull on 
consumers. moreover, these sensory elicits might upshot in consumers' self-creation of 
sought-after brand characteristics, in comparison to those orally presented by the 
marketing and advertising practitioners of the companies. This sort of deductive 
involvement may well be more convincing and influential against aware proclamations 
(Sengupta and Gorn, 2002). Krishna (2010: 2) argues that sensory marketing is very 
much effective and proficient a marketing strategy that involves the consumers' senses 
and controls their behaviors. To put it more precisely sensory marketing is an 
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approach of marketing that involves the consumers' senses and have an effect on their 
behaviour in terms of perception, judgment and decision making. Taking account of 
this argument it may well put forward that, sensory marketing may well be utilised to 
generate subconscious elicits that control the consumer perceptions of conceptual ideas 
of the product in the forms of superiority, quality, stylishness, innovativeness, 
modernity, interactivity forming the brand personality. Moreover, sensory marketing 
may as well be utilised to have an affect the perceived quality of a conceptual features 
such as color, taste, smell, or shape (Krishna, 2012). Hence, whilst utilizing these 
attributes and brand personality in the products, marketing practitioners in companies 
may utilise sensory marketing as an effective and proficient marketing strategy 
recognising of the attitude, perception and behavior of the consumers leading to 
controlling their behavior in terms of purchasing decision.  

From the consumer behaviour perspective, sensory marketing is an innovative 
marketing tool of the recognition of sensation and perception of the consumers in the 
forms of perception cognition, emotion, learning, preference, choice, or evaluation 
(Krishna, 2012). On the basis of these aspects a conceptual framework is developed for 
sensory marketing, elucidating how this approach of marketing influences consumer 
behaviour. The conceptual framework has been illustrated in the Figure. From the 
conceptual framework, it becomes quite apparent that sensation creates perception, 
where elicits are haptics, olfaction, audition, taste and vision. Further, the sensation led 
perception creates emotion and cognition that controls the attitude, memory and finally 
behaviour of the consumers. Marketing practitioners in the companies therefore may 
well use this conceptual framework in formulating their sensory marketing strategy for 
influencing consumer purchasing decision in the favour of their brand.  

 
 

 
 

Figure 3: Conceptual Framework of Sensory Marketing Effect on  
Consumer Behaviour. 

Source: Krishna, 2012. 
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Marketing practitioners in the companies may well make use of sensory marketing 
strategy to create subconscious elicits that symbolize consumer perceptions of 
conceptual ideas of the product in terms of perception and preference such as 
sophistication or quality. Considering the range of open marketing appeals in the form 
of pulling an exert on consumers each day, subconscious elicits which exert a pull on 
the fundamental senses might be a more competent and effective approach and strategy 
to involve consumers, which may well control consumers' self- creation of preferred 
brand characters in the place of those imposed by marketers and advertisers. 
Nevertheless, this field requires more and more exploration in order to ascertain the 
degree and range of sensory marketing effect on consumer behavior.  

 
 

4. Future of Sensory and Experiential Marketing 
The ongoing trend of consumerism recognized as post-modernistic consumerism is 
making the traditional marketing approach and strategy entirely obsolete. In its place, a 
new trend of marketing approach and strategy is gaining the momentum in the form of 
sensory and experiential marketing. This new form of marketing strategy implies 
process of involving consumers to sense, experience, feel, perform, and relate with the 
companies or the brands of the companies. Evidently more and more companies across 
the industries are now looking forward to use sensory and experiential marketing for 
achieving brand loyalty and increasing sales. The findings obtained in the paper 
substantiate experiential marketing is found highly effective in influencing consumer 
behavior for companies, particularly in terms of realizing the target of increasing sales 
and achieving brand loyalty. Sensory components in the process of marketing have an 
affirmative effect on consumers to connect with the brands. The findings of the paper 
conclude that marketing in future is expected to be led by experience economy, where 
experiential and sensory marketing will hold the key so far as companies business 
success in future is concerned, particularly in terms of increasing sales. Experiential 
and sensory marketing practice has promising future, and notably this strategy and 
approach of marketing is all set to replace the traditional marketing strategies and 
practices. The paper comes to conclusion discussing the findings accessible in the 
research literature. Nevertheless, in order to come to a more confirming and conclusive 
point regarding the degree and range of sensory marketing effect on consumer 
behavior in terms of brand loyalty and increasing sales, conducting an empirical study. 

Experiential marketing enables the actual consumers experience with the product 
or service in the process of creation and marketing that create brand image of brands 
leading to positive response of consumers that in due course works for increasing sales 
for the companies (Olorunniwo et al., 2006). In this way if experiential marketing is 
undertaken accurately and faultlessly, companies have vast opportunity to achieve 
brand loyalty of consumers for repeated purchase, where adopting experiential 
marketing companies will need consumers individually in the process of creating and 
delivering products or services. On the other hand, it is found that sensory components 
in the process of marketing have an affirmative effect on consumers to connect with 
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the brands. The human senses in the course of sensory reminders puts noteworthy 
effect on the consumers definite behavior, where consideration of sensory components 
might offer consumers with a unforgettable brand-experience(Hultén et al., 2009; Pine 
and Gilmore, 2008). The sensation led perception creates emotion and cognition that 
controls the attitude, memory and finally behaviour of the consumers(Krishna, 2012). 
Considering the fact that marketing in future is expected to be led by experience 
economy, where experiential and sensory marketing will hold the key so far as 
companies business success in future is concerned, particularly in terms of increasing 
sales. Hence, experiential and sensory marketing has promising future, and it would be 
no exaggeration to state that this strategy of marketing will completely replace the 
traditional marketing strategies and practices. As Achrol and Kotler (2012) aptly put 
that the world of marketing is taking a paradigm shift experiential and sensory 
marketing is all set to get momentum. 

 
 

5. Implications of the Study 
It is Human psychology when a person experiences anything first hand that effect or 
the memory of that experience has endurance. And if such experience is positive then a 
positive word of mouth is triggered which will have a deep and positive brunt on the 
spectrum of turnover of a company. This principle applies to marketing if feelings are 
evoked positively by experience then will have positive impact on both consumers and 
company turnover. Experiential marketing refers to what a customer experiences 
with company’s brand, product or service that allow its consumers to interact in a 
sensory way. It automatically triggers motivation more than any other method or 
strategy of communication and instantly evokes word-of-mouth. Brands with positive 
experience excite people at subconscious level of the mind which then stimulates the 
neural region which is responsible for makes decisions. When experiential marketing 
is used as a supplement to main marketing strategy it enhances the brand loyalty and 
image of the company in consumer minds the. Nothing is more rewarding than a happy 
consumer who can take a company to new heights. Experience is a gateway to 
consumer heart and can give a mileage to the company to enhance its turnover and 
profitability as it unfolds the consumer delight .Hence consumer experience 
management has to be cautiously designed to get the maximum advantage to the 
company. 
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