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Where are we?



Consumer Value Framework (CVF)

CVF illustrating factors that shape consumer behaviors 



Sensory Marketing

EXTRA CHAPTER

Class 6



Agenda

• Sensation vs. Perception

• Sensory Marketing

o Visual
o Auditory
o Olfactory
o Haptic
o Taste

• Multi-sensory



Sensation



Introduction

Sensory overload. 

The Ugly Truth about Modern Life! 

We live in a world overflowing with sensations

Too much of a good thing “Overload”

Implication?

Sensory overload happens when something around us overstimulates 
one or more of our senses.

https://www.youtube.com/watch?v=uFR0Mk9KDZ4


Introduction

Same Taste?

Pepsi Vs. Coke Blind Taste Test - YouTube

https://www.youtube.com/watch?v=8oIGvgs9FnM


Introduction

Cheap wine tastes better?

Wine taste test Hot Topics

https://www.youtube.com/watch?v=N9a4TvtIydo


Why?

Do You Taste with Your Eyes?

Appearance of food can dramatically affect how it tastes to us.

Discrepancies between the appearance of foods and tastes 
can make it more difficult to identify the flavoring.



Sensation and Perception

• Sensation

Sensation (Biochemical)
Process
→ Brain’s interpretation   Perception (Psychological)

is the process by which these sensations are selected, organized, and interpreted

refers to the immediate response of our sensory receptors (eyes, ears, nose, 

mouth, fingers) toward such basic stimuli (e.g., light, color, sound, odors, and textures)

• Perception

Awareness and understanding of sensory information 



Sensory Marketing

• Our brain received sensory stimuli inputs (raw data) from various channels  

Raw data

→ e.g., it can generate 
internal sensory experience

• Marketer’s messages are more effective when they appeal to several senses

Ad copy emphasized the chip’s smell and texture

→More effective

Sensory Marketing!

Example?



Our brain received sensory stimuli inputs (raw data) from various channels  



Sensory Marketing

• Marketing strategies that focus on the impact of sensation on the product experiences

➔ How can marketers use sensory system to increase product/service appeals ?

• Marketing that engages the consumers’ senses and affects their perception, 

judgment and behavior



Vision



Subjective sensation of brightness as a function 

of a physical measure of light

What is Vision?

Simply, what we see is vision stimuli



Color is a combination of 3 factors Just for your reference! 



Interpretation based on schema

• The location of a product can influence the way we interpret

• We tend to interpret the product located down weight more than ….

→ Stimuli of lower magnitude tend to be mentally mapped on the left (left → right)

Chae and Hoegg 2013; Deng and Kahn 2009, 
Kadosh et al. 2008, Sunaga et al. 2019

- We all learned about the law of gravity *

Schema!

1 – 2 – 3 – 5 – 6 – 7- 8 – 9 – 10 

- In general, we read from left to right



• Displaying lower (vs. higher) saturation color on the top/left (vs. bottom/right)

leads to a more favorable product evaluation 

Huang et al. (2022) 

Interpretation based on schema

Vs. 

Which display is better? Why?

Fluency

Mental Fit = Processing Fluency



• Another example: Which one is more fluent to process?

Huang et al. (2022) 

Interpretation based on schema

Vs. 



Vision

Who could be the winner? Reason?

Vision/Smell/Hearing/Touch/Taste



Vision

The player in Red win more. Why?
Olympic athletes who wear red uniforms are more likely to defeat competitors in blue uniforms

Research on results of 
2004 Summer Olympics in Athens, 
Greece



Vision

Red enhances human performance in contests? 

Due to differences in testosterone levels between competitors wearing red and 
those wearing other colors…?

Evolution theory 



More attractive than those who wear Red?

Men rate women who wear red as more attractive than those who wear blue

The Red Hypothesis?

• Some say it has to do with a flushing of the face

• Healthy → attractive..? (evolution theory)

Color and behavior 





• Preference for colors can heavily depends on Culture

: Some reactions to color come from learned association

Cultural Difference

Color and behavior 

• Understanding the meaning is important for international marketers



Vision

• Saturation influences size perception

Hagtvedt & Brasel (2017)

Saturation

→ Influence on Willingness To Pay (WTP)

Just for your reference! 



Application (Color Associations)

• The table shows how experts link specific colors to marketing contexts

Example



Shape and Taste Expectation

• Shape can play an important role in our perception of food

Round Angular

- Only shape varied (identical dark chocolate)

- Rate the expectation of sweetness, bitterness, creaminess and liking  vs. Actual taste

• The round chocolates were judged to be less sweet, more bitter, less creamy and 
liked less than expected, whereas the angular chocolates were judged to be slightly 
creamier than expected (difference between Expectation vs. Actual tasting)



Does sensation always lead to 
the right Perception?



Which one is lighter?

Visual illusion



Brain Games- Perception of Shadows and Gray Box Illusion

Why? 

https://www.youtube.com/watch?v=mKfS37IvIYY


Which table is longer?

Visual illusion

Table

https://www.youtube.com/watch?v=GPjtQDi3llI




• Visual illusions are great demonstrations of the difference between 

sensation and perception

Visual illusion

• We cannot change sensing but our perception, we can change 

(experience, learning,  etc. )



Dollars and Scents



Scents: Research Overview

Q. Effects of product scent on memories

→ Participants showed higher recall of a test 
brand’s attributes when it was embedded 
with a scent

Q. Effects of ambient scent on spending

Vs. 

Warm or Cool Scent?



Folgers Coffee Home For Christmas 2009 Christmas 
TV Commercial 

Example (AD)

• Good example of utilizing consumer research → Sensory Marketing

• Smell of coffee brings up childhood memories of mother cooking, and “home”

https://www.youtube.com/watch?v=uMwFWDIFVCU
https://www.youtube.com/watch?v=uMwFWDIFVCU


Sound



Auditory stimuli

• Research Overview

Drink beer & listen to music that’s consistent 
with that brand’s identity → Enjoy more

Reported a 16% increase in positive feelings 
overall, music makes activities more enjoyable. 

Jazz

CHM

https://www.youtube.com/watch?v=0JGIfQqDbhU
https://www.youtube.com/watch?v=0JGIfQqDbhU
https://www.youtube.com/watch?v=JJT85ezuLeQ


Which is Bouba and which is Kiki?

Sound symbolism

How about color? 
Which color do you think goes better with each shape?



Bouba Kiki

Sound symbolism

The process by which the way a word sounds influences our 

assumptions about what it describes, such as size

People associate certain sound (pronunciation) with certain shape



• Why? 

Sound symbolism

Bouba/Kiki Effect | Why Some Words Sound Round and Sharp

Important brand strategy: Brand Naming

How to Pronounce Ikea? | Swedish Vs. English

Shape of the mouth (rounded vs. angular) is paired with shape of the object

https://www.youtube.com/watch?v=qSLmdyH5DLw
https://www.youtube.com/watch?v=jWLSuVImdkE


Sound symbolism

High and low vowels convey…

+ High sounds - /i/ and /e/  
small, light, lively, sharp

+ Low sounds - /a/, /o/, and /u/  
big, slow, heavy, dull

Hard and soft consonants convey…

+ Hard - /t/ and /k/ 
little, hard, quick, sharp, pointy

+ Soft - /m/ and /l/ 
big, round, soft, slow

Sound symbolism

ETC For your reference!



Sound symbolism

What is the right name?

New line of cars:  
Brimley or Bromley

• Bromley rated higher than 
Brimley on perceived legroom, 
trunk space, and engine power

• Brimley more fuel efficient



Sound symbolism

What is the right name?

New brand of ice cream:  
Frish or Frosh

+ Frosh rated as creamier, 
smoother, and richer 

Depending on your brand strategy

: If you want to highlight the smoother texture?



Touch

Sensations that reach the skin



Marketing Examples

• Juice bottle design: shaped and textured to simulate an orange

➔ “Real, fresh orange juice” association



• Encouraging shoppers to touch a product can increase purchase intention

Marketing Examples

• Apple’s Customer Experience Strategy

Why?



Consumers want to see, touch, feel and try out items!



e.g., just touching the mug for 30 seconds increased mental ownership 

→ and willingness to pay?

Touch and consumer behavior

• Mental Ownership Effect (Power of Touch)

• Encouraging shoppers to touch a product encourages them to imagine they own it, 

and people value things more highly if they own them.

Create a greater level 
of attachment

Simply touching Increase WTP



The Power of Touch (online shopping)

• Touchscreens create a stronger feeling of psychological ownership compared to 

products consumers explore using a touchpad or a mouse



Taste
Taste is what is detected by the taste cells, located at tongue



Multi-sensory

Eating and tasting is a more complicated multisensory experience

→ All of our sense interact with one another to influence taste



Color shapes taste

• Coca-Cola had changed its secret formula?

→White cans are less sweet vs. regular red one is sweeter! 

Special-edition white-
colored can of Coke (2011)

• Popcorn as tasting sweet when it was served in a red bowl



Sound shapes taste

Sounds can influence the perceived hardness/softness,

moistness/dryness, and pleasantness of the food

Crunchy sound increase the evaluation of crackers



Does sound affect taste?

Does Sound Affect Taste? Try it yourself 

https://www.youtube.com/watch?v=CONe3iW-xww


Same Taste?

Man With COVID-19 Does Taste Test

https://www.youtube.com/watch?v=4MTb8qM49kk


Key Takeaways for Today

1. Sensation

Perception vs. Sensation

Psychophysics

Sensation→ right perception?

2. Sensory Marketing

Visual: color and shape

visual illusion

Auditory: sound symbolism

Olfactory: smell

Haptic: perceived ownership

Taste   

3. Multi-sensory

Holistic experience engages

more than one sense
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