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What Makes Sensory Marketing Tools So Special?

When sensory marketing is utilized, a user has an 

experience. Then he or she associates that spe-

cial experience with the use of the product.  The 

reason that such profound results are achieved is 

that information comes at the consumer in an en-

tirely new way.

 

Kristen Nauth from Social Technologies research 

and consulting firm in Washington DC explains 

how it is no longer enough to have marketing take 

place just through sight and sound. She points out 

that marketers can do and achieve much more 

when they appeal to the senses. 

In an interview with CBC, Nauth states, “It 

has a huge advantage over verbal messages. 

Verbal messages are filtered cognitively. 

We evaluate, we think about them, we think: 

“Do I really agree wiht that or are they just 

trying to bamboozle me?“?  Sensory input 

goes directly to your gut.”

 

Nauth’s research also points to the fact that there 

are three drivers behind multisensory marketing: 

science, brand differentiation and the market. 

 

Also due to the fact that there are such ample 

choices available on the market today, companies 

need to turn to new and unique ways of standing 

out from the crowd. 

 

Multisensory marketing is the ideal way to 

seize the attention of potential customers.

 

While Eastern countries like Japan, India and Thai-

land have had marketers focusing on the five sen-

ses for years; this effective strategy is increasin-

gly rising in popularity in the United States and 

Europe.

The idea of innovative and interactive marketing tools that involve the sen-

ses are increasingly being exciting to various scholars and marketing pro-

fessionals. There are very logical reasons for why this is the case. 
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Sensory Experience and its Importance in Marketing

The paper explores how the human mind is often 

overloaded by advertising in today’s marketplace. 

In order to have a chance to make an impact, the 

advertising message must truly stand out. 

 

The human mind is bombarded by a plethora of 

sensory messages in the form of advertising each 

day.  Scientific studies show that our brain is re-

stricted in its processing competences; and that 

it trails the practice of discriminatory percepti-

on and selective memory. It only processes the 

most relevant information, as there is a physiolo-

gical limit to processing stimuli. Therefore, deci-

phering purchasing decisions is quite difficult, as 

some consumers sometimes even recall things or 

brand associations that no longer exist.

 

 

Drawing upon the senses takes marketing 

to the next level. 

Sensory branding can “engage customers by the 

integration of our five senses, which is used to 

evoke, measure, analyze and interpret reactions 

to those characteristics of products or materials.” 

 

Sadisvan stresses that it is vital for today’s con-

sumers to use their senses in their purchasing 

decisions due to the pervasive skepticism. Con-

sumers are always looking for “the catch” where 

the company marketing the product is deceiving 

them. 

 

When consumers have a sensory experi-

ence, they will automatically place more 

trust and confidence in a brand. 

 

He also explains that companies that can not only 

use sensory mediums, but also develop a recog-

nizable brand have a distinct edge. 

 

“The new rule of branding is that the more 

senses you appeal to, the stronger the 

message.”

 

Sadisvan also discusses Lynch and Srull’s research 

shows that when a consumer makes a decision to 

buy, it is not just based on the immediate stimu-

lus. It’s also tied into their memory. For this rea-

son, a vivid sensory recall of a product is so vital.

K. Sadisvan, Assistant Professor at the School of Management at SRM Uni-

versity, wrote an influential paper entitled "Sensory Experience and its 

Importance in Marketing". He discusses how the most effective marketing 

campaigns consistently draw upon the senses.  
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Why is Sensory Marketing So Essential?

The brain takes all the sensory input it gets, and 

builds a world.  Everything we know is taken in 

through one of our senses whether it is vision, 

hearing, smelling, tasting or the nervous system. 

Each sense that is incorporated activates a region 

in the brain. Therefore, when a company appeals 

to more senses, the brain becomes even more 

engaged.

The best brands take advantage of offering 

a full sensory experience. 

 

 

When the senses are reached, customers can  

effectively have a personal experience, which 

profoundly impacts them. As a result, they are far 

more likely to buy the product and recommend it 

to others. 

These days, it’s not enough to have great images 

and snappy wording. Emotional ties need to be 

created with consumers. When companies seek 

to brand, they look to create meanings, images 

and emotions that influence a consumer’s decis-

ion-making ability. If you are a marketer looking 

to build a brand, you must utilize the consumer’s 

senses.

Sadisvan points out, “The actual personali-

ty of a brand only exists in the mind of the 

consumer.”  

In other words, everyone has their own personal 

experience that makes up their impression of the 

brand and its desirability. No two impressions are 

going to be exactly alike. But in order to make 

a profound impression, the senses have to be in-

corporated. Just relying on packaging and copy-

writing to make an impact is no longer enough.

 

https://soundcloud.com/cbc-radio-one/2008-01-09-episode-19

http://www.prweb.com/releases/2007/11/prweb570225.htm

http://www.slideshare.net/kaushikvisram/intenational-conference-on-sensory-branding

Sensory marketing can go far beyond just being used for advertising. It can 

now create a full experience of what it is like to interact with a product or 

brand. 
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The Impact of the "Beauty Moment of Truth"

 

Consumers do more than just buy. When they are 

touched at a deep personal level, they will keep 

that product fi rmly in mind and become passiona-

te advocates for the brand.

Research shows that whenever a sensory mar-

keting tool creates a unique Beauty Moment of 

Truth, powerful results ensue. Included in a mar-

keting campaign these tools make “70.6 of con-

sumers inclined to buy from the brand.” Further, 

“80.1% gain increased confi dence in the brand.”1

Through its unique marketing tools, USP Solutions 

enables Cosmetics Companies to integrate touch 

and feel into their marketing campaigns; thus, 

eff ectively reaching consumers and profoundly 

impacting their feelings towards a product and a 

brand.

BMOT:

The Beauty Moment of Truth (BMOT) is the 

very instant when a consumer has a tactile 

experience and learns about his or her spe-

cific skin needs. It is a highly personal mo-

ment that involves emotion, information, 

discovery and revelation. A consumer‘s per-

ception becomes altered during the BMOT 

and this experience impacts the buying de-

cision.

1 Data collected from 240 participants in Vlerick Leuven Gent Management School study 2012
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