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Executive summary 

The main goal of this thesis was to research if brands can gain customer loyalty 

by implementing sensory marketing. To answer this question in this thesis there is 

chosen for a systematic literature review. Hereby previous principles and 

empirical evidence are bundled together to come to a conclusion. 

During the extensive literature review I came to the conclusion that sensory 

marketing is linked to customer loyalty through brand experience and emotional 

attachment. Firstly I found that the stimulation of the human senses can lead to 

better brand experiences and more emotions. This is done by trying to affect 

multiple senses in one experience. In the research I found that every sense has his 

own characteristics and own contribution to the brand experiences and emotions 

of a customer. 

 These emotions and brand experiences can then give the customer the feeling of 

emotional attachment to the brand. This relationship between the brand and the 

customer is perceived quite strong because it is linked through emotions. This 

makes it also hard for a customer to separate from the brand and hence lead to 

repurchase at the brand.  

The fear of separation from the brand results in long term commitment to the 

brand, what is better known as customer loyalty. Customer loyalty is shown an 

important role in the world of business. Especially now with high levels of 

competition and hence also a lot of products that seem to the customer identical. 

In this case a loyal customer can help your brand to survive the harsh 

circumstances in the competitive environment. 

This research let me assume that brands can gain customer loyalty by 

implementing sensory marketing. Whereby I would suggest managers to build a 

strategy to let customers emotionally attach with their brand. In this strategy 

customers first need to be investigated properly, to see the needs and wishes of the 

customers and to balance the stimulus in the right way for them. 
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1 Introduction 

We are living in a dynamic world, where things keep changing around us. The 

marketing world is also undergoing major changes. Where we used to believe that 

marketing was based on transactions and exchange of goods, we are now moving 

to a more experience-based consumption perspective (Pine & Gilmore, 2008). In 

this newly evolved world the experience around the purchase is as important as 

the product it self (Moore et al., 2010). Krishna (2010) added to this that products 

are sensual in nature and thus we need to affect the five customer senses in our 

marketing. This has as a consequence that brands need to find a new way to attract 

customers by their senses.  

For brands it also important that if they implement a new marketing method that it 

is beneficial for the company. Due to a high level of competition, products are 

getting more and more lookalikes (Brakus et al., 2009) and hence it is important to 

get a good relationship with your customer so he stays loyal to your brand. This 

customer loyalty helps the brand to keep receiving financial rewards in the long 

term. This is why it is important for brands, who want to know if they should 

implement sensory marketing, whether it creates customer loyalty.  

For this reason the thesis has the following research question: ‘Can brands gain 

customer loyalty from implementing sensory marketing’. I am going to research 

this by doing a literature research. This literature research is broken down into 

some sub-parts to give the thesis a better structure. In the first part I am going 

deeper into the evolution of the marketing world into an experience-based 

consumption perspective. After that I will analyse the five different senses of 

humans to see how they work and how brands can use them in their advantage. 

Then I will go on with the conceptual model of Shahid et al. (2022) and state how 

you get from sensory marketing cues and a brand experience into emotional 

attachment and finally into customer loyalty.  

But first I will give a little theoretical background to sensory marketing, customer 

loyalty and the difference between sensation and perception. This will help the 

reader to better understand what we are addressing in the literature review. 
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2 Theoretical background 

If I want to create a proper literature review about the influence of sensory 

marketing on customer loyalty and  also want to answer my research question if 

brands can gain customer loyalty by implementing sensory marketing, I first need 

to define the core concepts of the studies. For my study it is important to define 

what is sensory marketing, customer loyalty and the difference between a 

sensation and a perception 

2.1 Sensory marketing 

If I want to answer my research question and thus do research to the influence of 

sensory marketing on customer loyalty, I first need to define and get to know what 

is meant by “sensory marketing”. 

Sensory marketing is a part of a revolutionary new trend in the field of marketing 

where marketers are looking to call upon emotions into the mind of the customer 

by using different marketing activities. This new trend is called experiential 

marketing (Hussain, 2018). The difference between experiential marketing and 

traditional marketing is that traditional marketing is focusing more on transferring 

product benefits to customers, while experiential marketing is trying to use the 

products and/or services to strengthen the emotions and sense stimuli of the 

customers (Wiedmann et al., 2018). Krishna (2010) gives the following definition 

of sensory marketing that is often used in subsequent studies: “marketing that 

engages the consumers' senses and affects their perception, judgment and 

behavior.” In the senses of a human we mostly distinguish between five senses: 

visual, auditory, olfactory, tactile and gustative. Visual is related to what the 

customer sees, auditory is about the hearing of the customer, olfactory is 

connected trough smelling, tactile is about touch and finally gustative is about the 

tasting experience of the customer. 

2.2 Customer loyalty 

To understand the effect of sensory marketing on customer loyalty, I also first 

need to define what is meant by “customer loyalty”.  

Loyalty is a term that we hear and see a lot in the business world, but this term is 

often used in different forms and meanings. This is exactly why I first need to 

define what I am talking about when I am discussing customer loyalty. Reichheld 
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& Teal (1996) states that we can split up business loyalty into three dimensions: 

customer loyalty, employee loyalty, and investor loyalty. In this study I focus 

primarily on the customer loyalty and thus on the marketing side of the business. 

With customer loyalty Reichheld & Teal (1996) is denoting the long-term 

commitment of a customer to the brand.  

2.3 Sensation and perception 

To get a better understanding how sensory marketing can influence brand loyalty, 

it is important to first understand how sensory marketing influences individuals. 

Namely, before a sensory marketing activity reaches the mind of the customer, 

there is a whole process prior. Krishna (2012) states that you have stages of 

processing the senses (see Figure 1), he splits it up in “sensation” and 

“perception”. If he talks about sensation in his study, he wants to relate to the 

biochemical and neurological natural process of receiving a stimulus. When a 

stimulus reaches a receptor cell of a sensory organ, we call it a sensation. 

Perception on the other hand is more about the brain of an individual, it is how the 

brain of the individual interprets the sensation. So the process of perception is 

how an individual is aware or understands the sensory information that is 

registered by the receptor cells on the sensory organs. This perception can then 

lead to an emotion or cognition. Which in turn can lead to an attitude, 

learning/memory or behaviour of an individual that received the sensual 

information.  

Figure 1: A conceptual framework of sensory marketing

 

Source: Krishna (2012), p. 335 
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3 Literature review 

If I want to give a proper systemic literature review, it is of the highest essence to 

get a good systematic way of doing research. This literature review is there to 

investigate what underlying principles and empirical evidence have already been 

found by other researchers and give a overview of the key findings of this 

research.  

At the start of writing this thesis, there were three scientific papers provided to get 

a starting point for your thesis. This was the baseline for most of the literature 

review. Because the method that was mainly used during this literature review was 

the well known snowball method. In this snowball method you start from the 

starting literature and identify relevant articles that are referred to in the article. 

You then read that paper and do the same process over and over again. When 

judging if a article is good to use, first thing to do was analysing if it is relevant 

for my research. When an article was judged relevant, it was important to check 

the quality of the journal, . I tried to focus on the C or higher rated journals on the 

VHB (n.d) rating, but since sensory marketing is quite an upcoming and 

happening concept sometimes I used a non-ranked journal or lower ranked journal 

because it was too relevant to leave it behind. Another method that was used is: 

searching on databases for relevant articles within my study area. The main search 

terms that were used were “sensory marketing” and “loyalty”. The only problem 

in these search terms, is that some articles use the word loyalty in the broad sense, 

while others focus specifically on customer loyalty. In this thesis I focus mainly 

on the customer loyalty. 

The main redline in this literature review is provided by a research from Shahid et 

al. (2022). Their research gave a conceptual model (See Figure 2) that provides an 

easy to understand path to view the relationship between sensory marketing cues 

and brand loyalty. In this model you have also some other concepts that influence 

the brand loyalty. I am going to discuss the intermediary role of emotional 

attachment and brand experience in the relationship between sensory marketing 

cues and brand loyalty. In the model there is also a moderator role for store image, 

but I am not going to discuss that because this highly depends on the type of 

business and would make the research a bit too broad. If you want to know more 
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about the moderating role of store image, I would advice you to read the paper of 

Shahid et al. (2022). 

Figure 2: Conceptual model of Shahid et al. 

 

Source: Shahid et al. (2022), p. 1401 

3.1 The shifting marketing world 

In the last decades we saw in big change in the world of marketing. Where we 

used to see marketing as a tool that focusses on transaction and exchange, the 

whole perception of marketing has moved more to a relational view over the last 

decades (Sheth & Parvatiyar, 1995). This is a more a micro marketing form where 

individuals are more personal focussed by customer relationship management 

(CRM) and customer specific marketing (CSM) (Hultén et al., 2009). But also this 

relational view is already outdated, we are now heading to a more experience-

based consumption perspective where customers want an engaging experience 

that is memorable (Pine & Gilmore, 2008). In this newly emerged environment 

the purchasing process is as important, for the customer, as the product itself and 

hence the stores play a key role in communicating the brand’s strategy and beliefs 

(Moore et al., 2010). In this purchasing process individuals are interested in 

personal service, products and brands that are closely linked to their own lifestyle 

and identity. Customer also use brands as an way to express their identity and who 

they are and what they stand for (Keller et al., 2008). This effect can be created by 

giving the customer an experience through their five senses which is engaging 

(Hultén et al., 2009). This is exactly where sensory marketing enters the world of 

marketing, because this experience is created by affecting the human senses which 



 

6 

 

is called sensory marketing and is the most recent evolution in the world of 

marketing (See Table 1). One of the reasons for this new way of thinking in the 

world of marketing is described by Krishna (2010), he stated that we need to 

understand that products are sensual by nature and as consequence we need to be 

affected through our five senses. But the importance of the experience in the 

purchasing process has been neglected for a long time in marketing initiatives 

(Hultén et al., 2009), although Kotler (1973) had already stated in the 1970s that 

sensorial cues can influence the decision making in purchasing. Sensory 

marketing can give this sensory experience that creates extra value for to the 

customer on top of the consumption itself (Hultén, 2011).  

Table 1: From mass and relationship to sensory marketing 

 MASS 
MARKETING 

RELATIONSHIP 
MARKETING 

SENSORY 
MARKETING 

MARKETING Goods logic 

Exchange perspective 

Transactional marketing 

Service logic 

Relationship perspective 

Relational marketing 

Experience logic 

Brand perspective 

Sensorial marketing 

STRATEGIC 
MARKETING 

Product focus 

Customer acquisition 

Transactional strategies 

Customer focus 

Customer retention 

Relational strategies 

 

Sense focus 

Customer treatment 

Sensorial strategies 

TACTICAL 
MARKETING 

Persuasion and 
promotion 

One-way communication 

Production technology 

 

Interaction and interplay 

Two-way communication 

Information technology 

Dialogue and online 
interactivity 

Multidimensional 
communication 

Digital technology 

Source: Hultén et al., (2009), p. 5 

3.2 The senses 

To get a better understanding of the influence of sensory marketing on customer 

loyalty, I first dive deeper into the senses that are receiving the sensory marketing 

initiatives. I am going to split this part up into five parts, one for every sense- 

visual, auditory, olfactory, tactile and gustative. This is to better understand how 

we could use the senses in the benefit of a brand and for what the brand needs to 

watch out. 
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3.2.1 Visual 

The visual sense is often described as the sense that is the most enticing among 

the five senses (Lindstrom, 2006). This enticing ability from our sight sense is 

also the reason why we often see our vision sense as the most dominant and most 

important sense (Valberg, 2005), although we only have four receptors in our eyes 

to capture a sensation (Krishna, 2012). The vision sense is sometimes so dominant 

that can even mislead the customer, like the orange juice example of Hoegg & 

Alba (2007). Building on that, marketeers should use graphical information to pop 

out of the bulk of competition according to Krishna (2010), since it has a positive 

impact on the consideration of the customer to buy your product. In branding, 

critical visual stimuli have a broad range of concepts, you could think of product 

design, names, packaging, logos, store design etc. and it is stated that it is of 

highest essence that a brand includes these visual stimuli in their branding strategy 

(Henderson et al., 2003). He also showed the importance of visual stimuli if 

verbal stimuli are lacking, since then visual stimuli is creating the quality 

perception and thus also has a direct impact on the brand. Messaris (1997) also 

marks the importance of the visual sense, he states that the sight sense has not 

only the role of gathering attention but it can also generate an emotion towards a 

service, product or brand. We will see later on that creating an emotion is an 

essential for the creation of customer loyalty.  

There are some points where the visual sense has some strange characteristics. For 

instance visual perception biases. Hereby the visual sensation and perception 

differ from each other, this is not only a conceptual problem but the 

misjudgements can also have an influence on the actual consumption or 

purchasing (Krishna, 2012). Another example is the relation between visual 

salience and consumption, Chandon and Wansink are two researchers who did a 

lot of research to this relation so if you want to know more about this relation, you 

could read their work but here we will give one example that shows how 

marketers can influence the customer’s consumption behaviour by using smart 

visual marketing activities. They showed that if a fast-food restaurant is giving the 

visual label to their brand that they are healthy against not communicating that, 

customers are more likely to think that the main dishes have less calories than 

they actually have, resulting often in the choice for a high-calorie side dish 
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(Chandon & Wansink, 2007). There is also some sensory conflict between vision 

and other senses, although there is not a lot of research yet to sensory conflicts in 

the marketing sector, we know that the phenomenon is there (Krishna, 2012). For 

vision there is for instance the vision-touch discrepancy, where vision has the 

dominance over touch (Miller, 1972). All these examples show how complex the 

visual sense is and that we need to have a proper look at how and what we want to 

communicate to the visual sense. 

3.2.2 Auditory 

The auditory human sense is a very impressive sense, since it has a insane 

frequency range with more than nine octaves and as a consequence is a very 

sensitive sense (Rossing et al., 2002). The sense of sound is not able to be shut 

down which means that human beings always need to live with the sounds around 

them (Hultén et al., 2009). Sounds are coming from a vibration of an object that 

are then send through the air in waves and arrive in our ears as a sensation 

(Lindstrom, 2006). It is also known that individuals perceive the same sound 

differently and thus we can also respond differently to the same sound (Rossing et 

al., 2002). According to Rossing et al. (2002) children can perceive a bigger range 

of noises which they can also better memorize.  

Sound can help us a lot in perceiving the world around us. Wallin (1991) had 

stated that sound can help us understand the world around us, by letting us 

evaluate it by mostly emotion but also memory, attention and learning.  We also 

see this back in the marketing world, where a lot of the marketing communication 

we know nowadays is auditory by nature (Krishna, 2012) and can influence the 

mood and behaviour of the customer (Alpert et al., 2005). Most people would then 

think about the use of music in advertising or in creating ambient. Music is indeed 

used to trigger emotional responses from customers and to influence their mood 

and perception towards the brand’s products or the brand itself (Kellaris & Kent, 

1993). According to Cameron et al. (2003) it is important for brands to decide  

which music they play because it can influence the experience of the customer, 

Hul et al. (1997) supports this by stating that the individuals music preference can 

decide if the marketing initiatives are perceived positive by the customer or not. 

This makes it important for marketers to investigate their customers and potential 

customers to find what their music preference is. Also the tempo is important for 
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the experience, fast tempo is often evaluated as happy and pleasant, while slow 

tempo awake more sentimental feelings to the customers (Bruner, 1990). The 

music in the store (also called ambient music) is also influencing the shopping 

pace of the customers, slower music for instance let people shop slower and 

results in more purchases (Milliman, 1982). 

Although Most people would think of (ambient) music if we talk about the 

auditory sense in the marketing world but there are more marketing concepts 

linked to our hearing. Think for instance about sound symbolism: this means that 

people attach a meaning to a word, when they hear the sound of a word (Krishna, 

2012). Lowrey & Shrum (2007) did research to the role of sound symbolism in 

the world of branding, hereby they came to findings that a brand has positive 

evaluations when a brand name sounds compatible with the expectations. Also the 

language used in branding or advertising can influence the perception of a product 

or brand and can make the responses of customers different while they get the 

same message (Krishna, 2012).  

The last concept we would like to discuss in the domain of the auditory sense, is 

the one of the human voice. The voice of a human is not only about language but 

about all sounds that come out of the mouth of the person (Sonnenschein, 2001). 

According to Sonnenschein (2001) the characteristics of the voice, like pitch and 

speed, let people interpret the emotions of the speaker. This makes our voice 

different from other sounds, because our voice can message emotions and 

personality that affects the original message that the sender wants to communicate 

(Hultén et al., 2009). 

This all together shows that sound has an impact on a big part of the customer 

journey, from the brand experience to the advertisement evaluation and has to be 

managed with care. 

3.2.3 Olfactory 

The olfactory sense of the human is often also called scent and is one that is not so 

typically used in marketing as visual and auditory. But it has a great impact on our 

emotions and emotional memory. Namely the olfactory bulb has very fast synaptic 

interchange with the amygdala and hippocampus (Herz & Engen, 1996). The 

amygdala is important for our emotions and the memory of them, where the 
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hippocampus is even more important for the memory (Cahill et al., 1995; 

Eichenbaum, 1996). So the olfactory sense is a really special one, since it has a 

direct connection to the memory (Krishna, 2012). Krishna (2012) also proved by 

his research that this memory is also not quickly forgotten, especially if you 

compare it with the other senses of the human being. But this is not the only 

impressive property of the olfactory sense. With our olfactory sense we can 

recognize over 10.000 scent combinations (Buck & Axel, 1991), although we 

experience difficulties with identifying scents by name (Lawless & Engen, 1977). 

Scents can also have a big influence on the business world with the impressive 

properties it owns. First thing to discuss is the ambient scent of the store, 

researchers have shown opposites results. According to Morrin & Ratneshwar 

(2003) ambient scent can improve the recall and recognition of brands that the 

customer has seen. But on the other hand Mitchell et al. (1995) did not found an 

effect of a ambient scent versus no ambient scent on memory, they only found that 

a congruent scent has higher memory results than an incongruent scent. But 

ambient scent is not the only scent a brand can use for marketing, they can also 

use product scent. Krishna et al (2010) showed that product scent can increase the 

memory of the information that is associated with the product. Mitchell et al. 

(1995) also showed that pleasant scents can lead to more variety-seeking 

behaviour. 

We thus see that scents can have a big influence on the memory of experiences, 

products and brands. These memories can lead to recall of product or brand 

experiences and if they pleasant than scents are an effective manner to get 

customers back at your brand. 

3.2.4 Tactile 

The tactile sense, often referred to as the sense of touch, is often stated as the most 

sensitive one among all the five senses (Montagu, 1986). The tactile sense is even 

the first one to develop, before we even born, and the last one that we lose in our 

lives (Field, 2001). We receive tactile senses through our skin, this organ is our 

largest organ and let us be in physical contact with the world around us. We 

mostly use our fingers to get in contact with world around us, this is also logical 

since our fingers are very sensible to tactile stimulation (Birznieks, 2003). Rolls 
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(1999) stated that with a tactile stimulation a human can create a rewarding 

feeling of pleasure that can lead to an impact on our feelings and behaviour. This 

rewarding feeling do we see back in the need for touch (NFT), where we 

distinguish between two types of NFT: the functional NFT called ‘instrumental’ 

and when you only touch for the touch NFT called autoletic (Peck & Childers, 

2003a). In another research from Peck & Childers (2003b) they found that 

customers with a high NFT felt more confidence and less frustration about their 

product evaluation than when they could not feel the product, while people with a 

low NFT it did not made a difference if they could touch the product or not. 

McCabe & Nowlis (2003) are also stating that customers in general are optimistic 

towards evaluation of product and getting information about the product by using 

their sense of touch, but it does depend from individual to individual how 

significant it is for them because of their NFT. Touch is not only in relation with a 

product but also with other humans. Morhenn et al. (2008) proved with the levels 

of oxytocin, that a touch from another person can result in greater generosity 

towards a strangers, but this touch needs to be followed with an ‘intentional act of 

trust’. Another special phenomenon is proved by (Williams & Bargh, 2008), they 

proved by an experiment with cold and hot coffee that physical warmth also 

awakens interpersonal warmth. Until now we only gave positive examples of 

touch, but when products touch products it can lead to disgust and thus also 

negative influences. Some products are perceived by people as disgusting and 

when they touch a general product it makes the general product less attractive 

(Krishna, 2012). This only happens when the product touches it and not when it is 

close to the general product, this is because of the law of contagion,  where it is 

believed that if a object touches another object it will contaminate it and this will 

go on even after the touch (Rozin & Nemeroff, 1990). This contamination effect 

also works from persons on products, what Argo et al. (2006) showed by there 

consumer contamination experiment, where a product that was touched by another 

consumer was less attractive. 

All these examples and theories show us that touch can significantly influence the 

behaviour and the feelings of a customer towards a product or a brand. But it also 

showed that it the importance can differ from customer to customer. 
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3.2.5 Gustative 

The last human sense that I am discussing over here is the sense of gustative, 

better known as taste. Human beings can detect five basic different tastes: bitter, 

salty, sour, sweet and the latest discovery umami. Umami has been discovered by 

the Japanese chemist Ikeda and means translated something like ‘savory’ or 

‘deliciousness’ (Ikeda, 2002). If we taste something we do not only use the 

gustative sense but all the five senses and with only the gustative sense we find it 

quite hard to distinguish products from each other, the other senses we use on the 

following manner: tactile for temperature, texture and painfulness, olfactory to 

smell the food, visual to judge how it looks and audition for the sounds from the 

food when you for instance bite in it (Krishna, 2012). For this reason it is 

important for marketers of products related to taste, that they also think how they 

can address the other senses. Krishna, Elder, et al. (2010) showed that also in 

advertising this multi-sensory sensation can result in better taste perception than 

olfactory could do alone. Hoch & Ha (1986) also agree on this importance, they 

stated that a lot of external factors can influence the perception of taste, like 

physical attributes, brand name, product packaging, advertising etc. For instance 

naming the ingredients in front of consumption can influence the taste of the 

product (Lee et al., 2006) and that positive advertisement after a taste can better 

the taste perception in the memories than it really was (Braun, 1999).  

In the sense of gustative we have thus seen that it massively depend on the other 

senses. This already shows us the importance of a multi sensory experience and 

hence the need for sensory marketing where not only one sense is addressed. In 

the next subchapters I am going to discuss how all these senses I have just spoken 

about can help us to gather customer loyalty. 

3.3 Sensory (brand) experience 

The main goal of sensory marketing is to deepen the relationship between a 

(potential) customer and brand by sending sensations to one or a combination of 

the five senses (Shahid et al., 2022). This especially important because we live in 

a dynamic world that let people feel the need for a connection with a brand, this 

makes it for brands important to support, commit and engage with the customers 

(Fournier and Lee, 2009). Hultén et al. (2009) are sharing this opinion and think 
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that brands should seek a closer relationship to the customer, since customers 

want a more individualized lifestyle. Sensory marketing hereby provides 

customers with a memorable (brand) experience that creates an image of the brand 

and can help to foster a specific behaviour of the customers (Pelletier & Collier, 

2018). Brakus et al. (2009, p. 52) are giving a definition for brand experience: 

“sensations, feelings, cognitions, and behavioural responses evoked by brand‐

related stimuli that are part of a brand's design, identity, packaging, 

communications, and environment”. This experience is also more unique than the 

experiences created by other marketing strategies, since these sensory stimuli 

create simultaneously a more sturdy link between the customer and the brand 

(Hultén, 2011). Furthermore according to Rodrigues et al (2011) brands need to 

provide customers with multi-sensory brand experience to satisfy the cognitive 

and emotional needs. This multi-sensory brand experience is an experience where 

a customer gets more than one sensory perception during the consumption 

experience (Hultén, 2011), for example they do not only see the product but also 

smell it. With this sensory experience there is a new opportunity for brands to 

appeal customers in a more personalized manner by generating an emotion, but 

also a memory that is created or activated (if there is already a memory linked to 

the brand) (Hultén et al., 2009). Shahid et al. (2022) also states that a positive 

sensory stimuli can stimulate a broad range of behavioural consumer responses, if 

the sensory stimuli are send correctly to the customer. According to Soars (2009) 

the more senses you consistently stimulate, the higher the quality of the 

experience. But brand managers have to watch out for sensory overload. This is 

when a customer gets to many sensory stimulus so that some important parts of 

the experience are missed because of the overflow of sensations (Krishna, 2012). 

This has as a result that we do not have to see sensory marketing as the more 

stimulus the better, but more as a project to find the right amount of stimulus. This 

gives managers the job to balance and manage the sensory input, to give the 

customers a outstanding experience that creates impact on them (Wiedmann et al., 

2018). After all the stimulus and experiences the customer received during the 

consumption and purchasing process, the brain of the customer will combine it to 

come to a holistic brand experience (Hultén, 2011). This memorable brand 

experience created by sensory sensations is connecting people to the brand 

emotionally (Smilansky, 2017). This emotional attachment is often also called 
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brand attachment in the literature. In the next subchapter we will go deeper on 

what emotional attachment is and how it is linked to sensory marketing.  

3.4 Emotional attachment / brand attachment 

As mentioned in the subchapter before, brands managers or marketers can use the 

five senses of the customers to communicate their brand and generate a emotional 

connection towards the brand or a product (Shimul et al., 2019). Söderlund (2003) 

states that nowadays marketeers use different types of advertising to get 

individuals in a certain emotional state. By putting people in a specific emotional 

state through a specific marketing method, we can better understand their 

consumer behaviour and thus also how this is related to brand loyalty (Lindstrom, 

2006). An emotion is a subjective experience in that is only experienced by the 

individual that perceives that specific emotion, all these emotions are managed in 

the right side of our brain (Gainotti, 2020). Söderlund (2003) again builds further 

on this by saying that also previous experienced emotions (emotional memory) 

can be connected to the just felt emotion created by a new experience and this can 

make individuals who get the same experience react and behave on different way. 

Philippe et al. (2009) stated that an emotional memory is a memory that is created 

by a previous experience and has been emotionally triggering, so that it generated 

a memory being stored. Their research also concluded that over our lifetime we 

build up our sensory memory and because of the connection between new 

experiences and the one in our memory, the sensory memory will have a big 

impact on how we react on future experiences and thus also behave. Söderlund 

(2003) stated also that our responses to emotional stimuli are the most critical 

decider in our day to day decision making, this again confirms the importance of 

creating an experience that attaches a customer emotionally to a brand. Hultén 

(2007) agrees on this part and states that brands must lay more importance on 

creating a brand strategy that stimulates customers to create an emotional bond 

with the brand. According to Lindstrom (2006) marketers can extensively 

influence the emotions of the customers by using sensory cues and thus let the 

customer emotional attach to the brand. With sensory cues marketers can also 

better relate to the always emerging customer on an emotional level and thus 

communicate better with the customer (Walsh et al., 2011). An excellent sensory 

marketing initiative can create a strong relationship and also an emotional 
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attachment to a service or product (Haase et al., 2020). According to Nair (2018) 

brands should focus on the emotional bonding with customers who live and shop 

for the brand experience and so build up a relationship with these customers. 

Mingione et al. (2020) also states the importance of the brand experience, namely 

if the brand creates a superior brand experience for the customer, it can lead to a 

emotional bond between the brand and the customer and thus lead to a good 

relationship. But to come back to my main goal of this research to see the link 

between sensory marketing and customer loyalty, it is not only about getting the 

customers emotional attached to brand but also about making them loyal to your 

brand- the last link in the conceptual model of Shahid et al. (See Figure 2). In the 

next subchapter I will lay the link between emotional attachment and brand 

loyalty. 

3.5 Emotional attachment relation to brand loyalty 

When I talk about emotional attachment, I talk about the bond between a customer 

and a brand (Hussain, 2018), but if I address brand loyalty or customer loyalty I 

aim on the long-term commitment of a customer to a brand (Reichheld & Teal, 

1996). These two terms have thus two different meanings and can not be mixed 

up. Although they are related to each other. Grisaffe & Nguyen (2011) states that 

if a company develops a strong emotional bond with the customer, it can lead to 

repurchase and thus customer loyalty. According to Oliver (1999) the root of 

loyalty lie in the commitment of the customer, this commitment is described as 

very emotional with devotion, affection and adoration. According to Grisaffe & 

Nguyen (2011) emotional attachment is also the basis of loyalty from psychology 

reasons, since bonding gives the feeling of proximity towards the attachment 

figure and gives the feeling of care, protection and survival. While disconnection 

gives the opposite results, like anxiety and distress. In the business context the 

desire to emotional attachment towards brands gives a secure feeling to the 

connection and makes customers want to avoid separation with the brand. This all 

makes the customer not wanting to switch and let them repurchase. Grisaffe & 

Nguyen (2011) came for this to the conclusion that marketers can try to build a 

emotional attachment strategy to gather loyalty from their customers. Park et al. 

(2010) also believe that a positive brand experience creates, via a psychological 

emotional bond with the brand, brand loyalty. Thomson et al. (2005) are agreeing 
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on the influence of emotional attachment towards customer loyalty, they state that 

customers have a higher chance to stay committed to a brand for a long period, if 

they are effectively emotional attached.  

Shahid et al. (2022) did a research to ‘the role of sensory marketing and brand 

experience in building emotional attachment and brand loyalty in luxury retail 

stores’, were they came to the conclusion that brand experience and sensory 

marketing cues indeed influence emotional attachment and that emotional 

attachment again influences brand loyalty. They state in their research that 

customers who are emotionally attached to a brand, remain loyal to the brand they 

are attached to and are up to three times more valuable. The last findings that is 

quite important is that found a difference between a luxury store environment and 

a non-luxury store environment. In the luxury store environment customers 

conveyed stronger sensory marketing cues, brand experience, emotional 

attachment and brand loyalty than in the non-luxury store environment. 

4 Discussion 

Through extensive literature research of academic papers and journals, I assume 

that I have enough evidence to say that brands can gain more customer loyalty if 

they are implementing sensory marketing.  

I build this statement on first researching how the individual senses work and how 

a brand can use it in their advantage. I hereby found that all senses have their own 

specific need of implementation and also their own influences on the customer 

behaviour. Vision is important for pulling attention and awakening emotions from 

the customer. The auditory sense is also important for the creation of customer 

emotions, this can be by voice, music or other sounds. Then the olfactory sense is 

extremely important for the (emotional) memory, we saw that this was because of 

the composition of our brain. For the tactile human sense I found out that it was 

used often in the evaluation of products, but that the importance depends on the 

NFT. The last sense I discussed was the gustative hereby we saw that sense was 

highly dependent on the other senses and that it can lead to a better experience if 

all the senses are well included.  

If I look then to the complete picture I see that a lot of the senses have an impact 

on the brand experiences and the emotions of the customers, which they again use 
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for their consumption decisions and behaviour. Regarding this brand experience it 

was shown that the use of the senses in a brand experience can lead to a more 

unique and personalized brand experience, which brings extra value next to the 

consumption value. All the experiences a person gets from a brand will be 

connected to a holistic brand experience, which will emotionally connect them 

with the specific brand, especially if this is a superior brand experience. This 

emotional attachment to the brand is stronger than traditional marketing methods, 

since the sensory marketing methods awakens more emotions. This strong 

emotional attachment created by sensory marketing methods also leads to fear of 

disconnection and thus customers are more willing to repurchase at your brand. 

This repurchasing is what in the end brings customer loyalty, because customers 

are longer committed to your brand.  

5 Implications and future research 

The first thing to mention is that a lot of the research to sensory marketing and 

their relation to sensory marketing is often quite specific to the environment and 

the store type. There is for instance a lot of research to the food industry and their 

retailers, but for some branches there is research lacking. So in the future it would 

be good to have more experiments in different segments. 

Another thing where I think there are opportunities to do more research is the 

sensory overload principle. In a lot of papers it is stated that people have to watch 

out for sensory overload, because it can lower the results of sensory marketing. 

Although the presence of the sensory overload problem is proven, the reasons and 

the origins are still not well researched. 

With the increasing development in technology, I think that it would also be 

beneficial to do more research to the increasing number of online shoppers and 

how we could deal with sensory marketing there. Also the new trend of artificial 

intelligence (AI) could give us new opportunities beyond the abilities of a normal 

human being. 

The last theoretical implication I want to address is the findings of one of the most 

used researcher in this literature review, Shahid et al. He stated that there is a 

difference in the effects of sensory marketing cues on brand experience, emotional 
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attachment and brand loyalty between luxury stores and non-luxury stores. I think 

that this difference is also quite important to further investigate. 

Now I go further to the managerial implications. Brands can thus gain customer 

loyalty if they implement sensory marketing. Hereby it is of big importance that 

the managers make a strategy to let customer emotional attach with the brand, 

since this will lead to brand loyalty. But for a good implementation of sensory 

marketing, the managers need to do proper research to their customers. Customers 

can namely differ a lot in their sensual preferences, think for instance about NFT 

or the music style. The full potential of sensory marketing can only be reached if 

it fits the customers needs and wishes and the stimulus are well balanced.  

6 Conclusion 

In this literature review, I tried to answer the question if sensory marketing can 

help brands to get their customer loyal. I answered this question by doing a 

literature review, where I indeed found evidence that brands can make their 

customers more loyal by implementing sensory marketing. Hereby it is important 

to create an outstanding brand experience for the customer by stimulating him 

with sensual triggers. The holistic brand experience, that is made up out of all the 

experiences and stimulus received from the brand, is making the customer 

emotional attached to the brand. Customers that are emotionally attached to a 

brand are more committed to the brand and it’s products. This commitment makes 

them loyal to the brand. This study can provide brand managers, who want to 

grow their customer loyalty, a helping hand. 
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