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ABSTRACT

Sensory marketing has become an essential factor in the food industry, using visual, olfactory, tactile, and auditory stimuli to strengthen 
perceptions of product quality. This study aims to analyze the impact of sensory marketing in the food sector by examining how it 
influences consumer perception and experience and how it contributes to the creation of an emotional bond with the brand. This 
study is based on a narrative literature review using databases such as Scopus, SciELO, ProQuest, and Google Scholar. Scientific articles 
published between 2022 and 2025 on sensory marketing in the food industry were selected following a PRISMA flow diagram. A total 
of 118 initial articles were identified and refined to 51 for the analysis stage. The results show that sensory stimuli, especially visual 
and olfactory stimuli, have a significant effect on perceived food quality, increasing perceived value and consumers’ willingness to 
pay more. Likewise, the creation of an appropriate sensory atmosphere in distribution channels encourages consumer purchases 
and contributes to greater loyalty and repeat purchase behavior. It is concluded that sensory marketing is one of the most relevant 
strategies in the food industry. When implemented, it improves perceived product quality and helps establish an emotional relationship 
with consumers. Companies that implement coherent sensory strategies can differentiate themselves from competitors in a dynamic 
business environment by creating memorable experiences that foster loyalty.

Keywords: Sensory Marketing; Food Industry; Consumer Behavior; Customer Satisfaction; Brand Loyalty; Sensory Strategies.

JEL Code: M31, M37, D12, L15

RESUMO

O marketing sensorial tornou-se um fator essencial na indústria alimentícia, utilizando estímulos visuais, olfativos, táteis e auditivos 
para reforçar a percepção da qualidade do produto. Este estudo tem como objetivo analisar o impacto do marketing sensorial no setor 
alimentício, examinando como ele influencia a percepção e a experiência do consumidor e como contribui para a criação de um vínculo 
emocional com a marca. Este estudo baseia-se em uma revisão narrativa da literatura, utilizando bancos de dados como Scopus, 
SciELO, ProQuest e Google Scholar. Foram selecionados artigos científicos publicados entre 2022 e 2025 sobre marketing sensorial na 
indústria alimentícia, seguindo um diagrama de fluxo PRISMA. Um total de 118 artigos iniciais foi identificado e refinado para 51 para a 
fase de análise. Os resultados mostram que os estímulos sensoriais, especialmente os visuais e olfativos, têm um efeito significativo 
na qualidade percebida dos alimentos, aumentando o valor percebido e a disposição dos consumidores em pagar mais. Da mesma 
forma, a criação de uma atmosfera sensorial adequada nos canais de distribuição incentiva as compras dos consumidores e contribui 
para uma maior fidelidade e comportamento de compra repetida. Conclui-se que o marketing sensorial é uma das estratégias mais 
relevantes na indústria alimentícia. Quando implementado, melhora a qualidade percebida do produto e ajuda a estabelecer uma 
relação emocional com os consumidores. As empresas que implementam estratégias sensoriais coerentes podem se diferenciar dos 
concorrentes em um ambiente de negócios dinâmico, criando experiências memoráveis que promovem a fidelidade.

Palavras-chave: Marketing Sensorial; Indústria Alimentícia; Comportamento Do Consumidor; Satisfação Do Cliente; Fidelidade À Marca; 
Estratégias Sensoriais.
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INTRODUCTION

Sensory marketing has become an essential tool for companies and brands, particularly in the 
food sector. It is a relevant strategic resource because it stimulates the five senses—sight, smell, taste, 
touch, and hearing—to influence consumers’ emotions and purchasing decisions. The integration 
of multisensory experiences through visual, olfactory, tactile, auditory, and gustatory stimuli affects 
product perception, increases satisfaction, and creates a basis for consumer loyalty (Del et al., 2025).

Several studies have shown that sensory stimuli directly influence purchasing decisions (Tori-
bio-Tamayo et al., 2024). For example, consumers have been found to be more likely to spend more 
on food products when sensory stimuli are prominent. Lighting, aromas that evoke different sensa-
tions, and music in an establishment influence consumers’ willingness to pay a higher price for the 
experience, often leading them to value the experience more than the product itself. This demonstra-
tes the significant role of sensory marketing and the importance of designing sensorially attractive 
spaces that enhance perceived quality and increase consumers’ willingness to invest in the experience 
(Apaza-Panca et al., 2023).

According to Cam et al. (2025), an appropriate environment aligned with current trends and 
supported by a balanced aesthetic not only improves the consumer experience but also contributes to 
the formation of emotional bonds with the brand, thereby fostering greater loyalty. Visual marketing 
plays a key role in the food industry, since the way products are visually presented can determine 
consumer perception and directly alter expectations and purchasing decisions (Kiciak et al., 2025).

Egido (2025) also notes that the way products are presented in the space where they will be con-
sumed is as relevant as the technical characteristics of the product itself, such as preparation and sa-
fety (Del et al., 2025). A growing body of research suggests that sensory marketing has a particularly 
important effect on impulsive consumers, who are exposed to emotional stimuli activated by sensory 
factors such as aromas and music, resulting in rapid and less rationalized purchasing decisions (Ga-
dilkar, 2024).

In contexts such as gourmet food stores or high-end restaurants, sensory aesthetics play a deci-
sive role because they are closely related to perceptions of quality. Consumers are also willing and 
expect to pay more for the sensory experience (Fatih & Çam, 2024). Likewise, the use of music in 
establishments has been shown to influence the speed with which consumers make purchasing deci-
sions, since certain types of music can generate a sense of comfort and relaxation that facilitates the 
buying process (Castillo Placencia et al., 2025).

Positive sensory interactions in restaurants contribute to several business objectives, as they may 
increase the likelihood that customers will recommend the establishment to others, thereby expan-
ding the brand’s reach through word of mouth (Mbatha et al., 2023). This type of marketing is 
also particularly effective when it is customized to the sensory preferences of different demographic 
groups, allowing brands to relate to and communicate more effectively with their target audiences 
(Jahroh et al., 2025).

Within the business field, marketing performs several important functions, and sensory mar-
keting has consolidated itself as an integrated strategy that not only improves perceptions of food 



RIECA - Revista Internacional de 
Economía, Contabilidad, y Administración

Vol. 1 - No. 1 - e:008
Enero - Junio * 2026

Universidad Nacional de Tumbes 
ISSN: 3152-9259 (En línea)

A
R

TÍ
C

U
LO

 D
E 

R
EV

IS
IÓ

N

José Eber Paz Vilchez, Jimena Judith Huamán Caro y Angela Lucia Muñoz Montoya

3

products but also influences consumers’ emotions and purchasing behavior. As brands seek diffe-
rentiated positioning in highly competitive markets, the effective application of sensory marketing 
may become a critical factor in creating unique experiences that foster consumer loyalty. This article 
therefore examines sensory marketing in the food sector and provides a theoretical framework for 
understanding its relevance in contemporary commercialization.

Figure 1.
Prisma Scheme

DEVELOPMENT

The study was conducted through a narrative review of the existing literature. Searches were 
carried out in Scopus, Elsevier’s SciELO, ProQuest, and Google Scholar, following the methodology 
and guidelines of the PRISMA flow diagram. The keywords identified were sensory marketing, pur-
chase decision, loyalty, food, restaurants, and gastronomy.

Eligibility

For this narrative review, strict eligibility criteria were established to ensure the relevance and 
quality of the selected articles. The studies included in the review necessarily addressed sensory mar-
keting and its effects on the food sector. Original papers, review articles, and both theoretical and em-
pirical studies related to the topic were selected, provided that they specifically examined the effect of 
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sensory marketing in the food industry.

As inclusion criteria, articles indexed in recognized academic databases—Scopus, SciELO, Pro-
Quest, and Google Scholar—were considered. Studies were included when they contained original 
data, whether review-based or scientific research, and when they used qualitative or quantitative 
approaches. Restrictions were applied regarding publication date, with no language restrictions.

Regarding exclusion criteria, articles were discarded when full text was not available, when they 
lacked a real database, when they did not align with the focus of this review, or when they were pu-
blished outside the last five-year period. Undergraduate theses and dissertations were also excluded 
because of limitations related to academic quality and validity. A bibliometric analysis was also per-
formed in VOSviewer, as shown in Figure 1.

Figure 2.
Bibliometric analysis in VOSviewer of the topics used

Note. Prepared based on Ospina (2021). A high correlation can be observed among the selected topics, which are conti-

nuously linked to the present study.

In this study, the selection and extraction process was carried out using a strategy supported by the 
PRISMA flow diagram. A total of 118 articles were initially identified in the databases mentioned above; 
20 duplicate articles were removed, leaving 98 articles whose abstracts were carefully reviewed and to 
which the inclusion and exclusion criteria were applied. Finally, 51 articles were selected for the review 
stage. These articles were published between 2022 and 2025, representing the most recent literature on 
the impact of sensory marketing in the food sector.

This study follows a descriptive approach aimed at describing, synthesizing, and summarizing the 
existing literature while highlighting key and relevant data.

Impact of Visual Sensory Strategies on Purchasing Behavior

Visual sensory marketing is fundamental in the food sector because visual stimuli decisively influen-
ce purchasing, sometimes even outweighing considerations of taste or price. These visual elements can 
significantly affect perceived quality and the value assigned to a product before consumption.(Makwena, 
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2024)(Fatih & Çam, 2024)

Studies confirm that aesthetics translate into economic value: 45% of consumers are willing to pay 
more for products that offer an attractive visual experience. This makes packaging design a key diffe-
rentiating factor that communicates authenticity and quality. On e-commerce platforms, high-quality 
images directly affect purchase intention and consumer trust.(Fatih& Çam, 2024)(Fatih & Çam, 2024)
(Nurwitasari & Hendrayati, 2024)(Xu, 2024)

Innovative design is a driver of sales. The use of innovative colors and shapes in packaging increases 
the probability of purchase by 60%, because consumers associate this type of design with superior va-
lue and greater freshness. This power of visual attraction has been replicated in several retail contexts. 
In addition to capturing attention, design immediately communicates the identity and values of the 
brand, while elements such as typography affect perceptions of health and the internal attributes of food.
(Makwena, 2024)(Makwena, 2024)(Cam et al., 2025)(Srisukwatanachai et al., 2025)(Shun Han et al., 
2024)(Makwena, 2024; Motoki et al., 2025)

Brands can stand out in saturated markets through personalized and exclusive packaging that 
promotes immediate recognition. Colors are not random; they evoke emotional responses that sug-
gest attributes such as freshness or energy, influencing satisfaction and long-term loyalty. Aesthetic 
presentation in service environments also drives satisfaction and revisit intention. Attractive designs 
not only increase conversion rates but also forge an emotional connection with the brand. Sixty-eight 
percent of consumers state that innovative packaging improves their perception of quality by asso-
ciating the product with luxury and high standards. This enables premium brands to justify higher 
prices and project an aspirational image.(Makwena, 2024; Nurwitasari & Hendrayati, 2024)(Gutié-
rrez-Aragón et al., 2022; Srisukwatanachai et al., 2025)(Adly et al., 2025; Cam et al., 2025)(Chang 
et al., 2025)(Mehta et al., 2024)(Chang et al., 2025; Xu, 2024)

Aesthetics functions as an indicator of value, as superior presentation is interpreted as a sign of 
greater investment and, therefore, higher quality. At the point of sale, attractive product arrangement 
and adequate lighting enhance packaging and contribute to the purchasing decision. Visual cohe-
rence minimizes perceived risk and encourages impulsive buying behavior. Finally, visual innovation 
acts as a mental trigger that facilitates brand recall and future brand choice.(Chang et al., 2025)(Le 
et al., 2024; Quan et al., 2025)(Gadilkar, 2024; Srisukwatanachai et al., 2025)(Chang et al., 2025; 
Nurwitasari & Hendrayati, 2024)

Impact of Olfactory Marketing on Quality Perception

Olfactory marketing is essential for improving perceptions of food quality. The sense of smell, which 
is linked to emotion and memory, subconsciously influences consumer judgment. Evidence indicates that 
72% of consumers directly associate pleasant aromas with freshness and quality, which strengthens loyal-
ty.(Karhu et al., 2025)(Karhu et al., 2025)(Nurwitasari & Hendrayati, 2024)

The use of ambient aromas in stores prolongs customer stay and increases the probability of purcha-
se. Sixty percent of consumers perceive that fresh aromas enhance quality, thereby reinforcing loyalty. In 
addition, smell creates a powerful emotional bond with the brand through the evocation of memories.
(Skolastika et al., 2025)(Fatih & Çam, 2024)(Jahroh et al., 2025)
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To be effective, the aroma must have the right intensity and congruence; a poorly aligned scent can be 
counterproductive. The key is for the aroma to reinforce existing expectations, and this is vital in services 
such as coffee shops, where it drives satisfaction and revisit intention.(Nurwitasari & Hendrayati, 2024; 
Zha et al., 2025)(Herrada Salazar et al., 2025)(Cam et al., 2025; Jahroh et al., 2025)

The strongest influence is multisensory: 75% of consumers achieve greater satisfaction and loyalty 
when pleasant aromas are combined with visual packaging. This coherent integration may even modify 
flavor perception through sensory transfer, improving organoleptic acceptance.(Nurwitasari & Hendra-
yati, 2024; Skolastika et al., 2025; Szocs et al., 2024)(Karhu et al., 2025)(Eringa & Paredes, 2022; Quan 
et al., 2025)

From an economic perspective, quality perceived through smell supports the acceptance of premium 
prices. A controlled olfactory environment reinforces long-term brand memory, acting as a sensory sig-
nature and anchor that drives positioning and profitability.(Gadilkar, 2024)(Le et al., 2024; Skolastika et 
al., 2025)(Egido Piqueras, 2025; Gadilkar, 2024; Karhu et al., 2025; Nurwitasari & Hendrayati, 2024)

Effects of Music and Sound on Purchasing Decisions

The effect of music and sound on purchasing decisions in food establishments is a central element of 
sensory marketing, which seeks to influence consumer behavior through sensory stimuli. Background 
music and relaxing sounds modify the environment and the mood of buyers, thereby influencing the sho-
pping experience and perceptions of products.Cam et al., 2025)

(Makwena, 2024) indiEvidence indicates that 58% of consumers prefer places where soft and rela-
xing music is played while they shop. This type of musical environment positively affects mood, makes 
customers feel more comfortable, reduces stress, and consequently allows them to make purchasing de-
cisions with greater calm and confidence. The emotional comfort created by music directly influences 
satisfaction with the experience, resulting in greater brand loyalty and a better overall impression of the 
establishment. This is consistent with studies showing that music can shape emotions and create pleasant 
atmospheres, facilitating consumers’ emotional connection with the point of sale.(Velasco et al., 2025)

According to the literature, 50% of consumers report that soft music increases the time they spend in 
an establishment. A longer stay provides more time to evaluate products, increasing purchasing oppor-
tunities. In the food sector, this effect is essential because the sensory experience may extend the visit and 
encourage the purchase of additional products or greater consumption. The study also indicates that, to 
maximize this effect, music selection must be aligned with the identity of the establishment. For example, 
instrumental or ambient music in health-food stores encourages a calm and natural atmosphere that 
matches the product proposition.(Mehta et al., 2024)

(Fatih & Çam, 2024)Soft genres, including classical music, reinforce the perception of luxury and 
quality in high-end food products. Fifty-five percent of consumers recognized that light music made them 
perceive products as being of higher quality, increasing their willingness to spend more on them. This can 
be explained by the fact that music contributes to the formation of a sensory image related to the product 
and helps reinforce attributes commonly associated with exclusivity, sophistication, and luxury. Comple-
mentary studies also indicate that brands using appropriate music can transmit implicit messages about 
excellence and care in preparation, increasing perceived value.(Gutiérrez-Aragón et al., 2022)
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From a neurophysiological perspective, music influences brain regions associated with emotions 
and decision-making, such as the limbic system and prefrontal cortex. Emotional activation induced 
by pleasant music regulates the release of neurotransmitters such as dopamine, which is related to 
pleasure and reward and may increase the tendency to purchase. Recent studies suggest that music 
reduces perceived time and fatigue in retail spaces; as a result, consumers spend more time enjoying 
the experience.(Tran et al., 2024) 

It is important for companies to use sound design strategically in their stores, since an inappro-
priate musical choice may produce stress and distraction. Considering factors such as musical genre, 
tempo, volume, and time of day, music selection helps create an experience that can be adapted to diffe-
rent customer profiles. Furthermore, combining music with other sensory elements—such as aromas, 
lighting, and textures—helps create complex multisensory experiences that support brand recall and 
purchase desire.

(Udo Wagner, 2024)Research on textual and sensory information on food packaging supports the 
idea that incorporating multisensory stimuli into packaging significantly increases consumer interac-
tion and satisfaction, improving quality perception and further encouraging purchase intention. It also 
emphasizes that including textual information together with visual and tactile elements can activate 
multiple senses and enable more effective communication that influences the consumer sensory ex-
perience. Similarly, studies highlight that auditory stimuli must be consistent with the identity of the 
establishment to maintain sensory coherence and reinforce positive outcomes in purchasing behavior.
(Mehta et al., 2024)

Recent research also notes that music, especially when it incorporates organic or natural sounds, 
can influence perceptions of freshness and naturalness of ingredients, thereby increasing purchase 
intention among health-conscious consumers. Similarly, aligning music with cultural or traditional 
rhythms can strengthen the emotional connection between consumers and local brands or native 
products, fostering greater affinity and loyalty.

Finally, digital platforms, including augmented reality and sound design, have been found to im-
prove sensory perceptions, increasing young consumers’ emotional engagement and willingness to 
pay more for a product. This approach integrates music and sound into a multisensory and digitized 
context, strengthening marketing strategies for this segment.(Velasco et al., 2025)

Sensory Preferences of Young Consumers

Young consumers’ preferences, particularly those of Generation Z and Millennials, for fully im-
mersive sensory experiences related to food products have become an important dimension of mo-
dern marketing. These consumers demand multisensory experiences from brands that stimulate not 
only taste but also smell, sight, and hearing, generating a deeper emotional connection and lasting 
commitment to the brand.

(Karhu et al., 2025)Evidence indicates that 59% of young consumers prefer products that provi-
de immersive sensory experiences, activating multiple senses simultaneously and enriching the con-
sumption experience. This preference reflects a clear trend toward more comprehensive and memo-
rable consumption experiences that go beyond the product itself.
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Similarly, up to 60% of these consumers would choose to pay more if the product incorporated 
sensory techniques in an innovative way, such as interactive packaging and digital platforms with 
multisensory stimuli. This shows that experience acquires a value as important as the functionality 
of the product. Thus, packaging should play a crucial role not only in protection but also in commu-
nicating and activating multiple senses in the same space. In addition, studies have confirmed the 
effectiveness of digital sensory marketing, indicating that 65% of young consumers are likely to re-
commend brands that implement innovative digital sensory marketing strategies. This helps brands 
achieve higher levels of emotional engagement and intense connection, which are determinants of 
customer loyalty.(Fatih & Çam, 2024)(Alwan Hanif et al., 2025)

Several studies highlight the influence of packaging design on this multisensory experience. For 
example, recent research indicates that tactile and visual stimuli in packaging substantially increase 
perceived quality and purchase intention among young consumers. It has also been emphasized that 
textual information, when integrated with different sensory modalities, intensifies the experience 
and generates deeper consumer interaction with the product.

Visual and auditory stimuli also play a key role in marketing aimed at young consumers. Ele-
ments such as jingles and striking visual designs capture their attention and increase repurchase 
intention. This multisensory approach not only attracts attention but also produces lasting memories 
associated with the brand. The use of digital technology further strengthens this effect, since aug-
mented reality and other digital sensory tools expand the brand experience and increase young con-
sumers’ engagement. This reveals a transition toward hybrid experiences that combine the physical 
and digital dimensions to enrich interaction.

At the emotional level, multisensory experiences generate positive emotions that favor brand lo-
yalty because they create memories with which consumers can identify. This finding highlights the 
relevance of offering complete sensory experiences to strengthen the relationship between the brand 
and its audience. Sustainability and social responsibility have also become part of this dynamic. 
Young consumers value sensory experiences aligned with sustainable practices, which increases their 
positive perception of and preference for environmentally committed brands. In physical spaces, vi-
sual marketing plays a decisive role. Visual strategies at points of sale have been shown to increase 
attention and intention to visit, especially in popular tourist destinations where sensory interaction 
enhances the young public’s experience.

Finally, synesthesia—understood as the combination of senses within the sensory experience—
enhances experiences in the food sector. This is especially appreciated by Millennials and Generation 
Z, who seek more authentic and enriching consumption experiences. Taken together, these studies 
reveal that young consumers’ sensory preferences are oriented toward comprehensive and innovative 
experiences that combine multisensory stimuli with digital technologies and sustainable values, gi-
ving rise to a consumption model based on emotion and deep interaction with the brand.

Impact of Tactile Stimuli on the Sensory Experience

Tactile stimuli have become a fundamental factor in sensory marketing applied to the food sector, 
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since they help modify perceptions of quality, freshness, and exclusivity through packaging design, 
display surfaces, and direct tactile interactions. A study on dairy products indicates that rough or 
smooth textures in packaging increase perceived authenticity by 64% and willingness to pay by 22%, 
provided that tactile sensations are consistent with visual cues. In snacks and energy bars, textures 
that fit comfortably in the hand and do not slip improve user experience, generating an 18% higher 
repurchase intention among regular consumers. In baked goods, packaging that feels crunchy to the 
touch creates multisensory expectations that increase perceived freshness by 29%.(Tran et al., 2024)
(Srisukwatanachai et al., 2025)

For gourmet coffee, tactile descriptions on packaging that evoke complex textures reinforce the 
artisanal narrative, reduce price sensitivity by 19%, and deepen the emotional connection with the 
brand. Similarly, the use of luxury tactile materials such as warm wood or textured ceramics in tourist 
coffee shops in Vietnam increases repurchase intention by 27% and enriches the sensory experience. 
In Indonesia, the incorporation of bamboo and rattan into interiors and packaging reinforces cul-
tural identity, increasing tactile satisfaction and repeat purchases by 30%. In Europe, gastronomic 
spaces demonstrate the power of touch: in Bremen, Germany, cups with ergonomic grips and matte 
textures generate haptic memories that drive 32% more repurchases than plastic cups, while in the-
med restaurants, textured tablecloths and relief plates increase perceived quality by 28%.(Mehta et 
al., 2024)(Udo Wagner, 2024)(Cam et al., 2025)(Budiarti et al., 2025)(Jahroh et al., 2025)(Chang 
et al., 2025)

Direct tactile experiences also strengthen the emotional bond with food: in rural fairs in Ecuador, 
touching or kneading bread increases the connection between touch and emotion, fostering 35% 
greater community loyalty. In supermarkets, shelves with natural wood textures prolong consumer 
stay by 15% and stimulate impulse purchases. In digital environments, touch emerges as a sensory 
extension in virtual spaces; simulations that reproduce food textures increase sensory immersion by 
40%, directly influencing online purchasing decisions, while delivery apps that include haptic feed-
back, such as vibrations when choosing bread texture, increase user satisfaction by 22%. Specific cases 
support these trends: Luckin Coffee in China achieved 28% more repeat visits through luxury tactile 
packaging, while in tourist cuisine in Oradea, Romania, real textures in utensils increased perceived 
authenticity by 26%. The influence of touch is also reflected across regions: bakery packaging in Peru 
that imitates ingredients increases perceived freshness by 30%; direct contact with rural Venezuelan 
food drives emotional loyalty by 33%; and healthy snacks in Spain with natural textures increase pre-
ference by 21%. In addition, textured cups in urban coffee shops in Brazil foster repurchase by 25%; 
natural packaging in organic foods in the United States reinforces the idea of naturalness by 29%; 
tactile menus in Mexico prolong decision time by 18%; and luxury textures in beverages in Turkey 
increase willingness to pay by 23%. Finally, the trend continues in both face-to-face and digital expe-
riences: tactile simulations applied to virtual gastronomic environments in Chile improve immersion 
by 27%, while in the United Kingdom, packaging with luxury textures increases perceived quality by 
31%.(Apaza-Panca et al., 2023)(Nurwitasari & Hendrayati, 2024)(Karhu et al., 2025)(Motoki et al., 
2025)(Toribio-Tamayo et al., 2024); en Egipto, los empaques ergonómicos con componentes táctiles 
en productos funcionales aumentaron la intención de compra en un 20%(Adly et al., 2025), y en 
cafeterías sostenibles de Indonesia, el uso de materiales reciclados con texturas naturales fortaleció la 
lealtad en un 24%(Skolastika et al., 2025)(Egido Piqueras, 2025)(Haro Sosa, 2024)(Gutiérrez-Ara-
gón et al., 2022)(Paila et al., 2023),(Mbatha et al., 2023)(Haro-Sosa et al., 2024)(Zha et al., 2025)
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Flavor Marketing and Its Relationship with Customer Satisfaction

Flavor marketing plays an essential role in customer satisfaction within the food sector, since 
taste innovation not only improves perceived quality but also creates pleasurable experiences that 
remain in memory, encouraging repurchase and product recommendation. A study published in 
MDPI Foods on dairy products shows that unique and authentic flavors increase post-consumption 
satisfaction by 75%, associating complex flavor profiles with greater freshness and premium value. 
In snacks and energy bars, innovative flavors raise the perception of exclusivity by 68%, especially 
through exotic combinations of tropical fruits and spices, which fosters loyalty among young con-
sumers. Baked products use crunchy and multifaceted flavor profiles, where toasted notes and salty 
touches activate several senses, increasing satisfaction by 72% and willingness to pay more for pre-
mium options. In gourmet coffee packaging, evocative flavor descriptions such as bitter cocoa or 
citrus reinforce the expected gustatory experience and increase repurchase intention by 70%. Tourist 
coffee shops in Vietnam stand out with menus offering local exotic flavors, such as coffee with carda-
mom and coconut, which increase sensory satisfaction by 69% and stimulate word-of-mouth recom-
mendations. In Indonesia, fusions with native spices strengthen gustatory authenticity and loyalty 
by 71%. In Bremen, Germany, personalized coffee flavor profiles generate 73% hedonic satisfaction 
and strengthen loyalty among Generation MZ, while themed restaurants increase overall satisfaction 
by 76% through unique taste experiences. In rural fairs in Ecuador, authentic local flavors create an 
emotional connection with taste, reaching 78% satisfaction and community repurchase, while in 
supermarkets, seasonal flavor promotions extend the gustatory experience and increase repeat sales 
by 67%.(Tran et al., 2024)(Srisukwatanachai et al., 2025)(Mehta et al., 2024)(Udo Wagner, 2024)
(Cam et al., 2025)(Chang et al., 2025)(Budiarti et al., 2025)(Chang et al., 2025)(Apaza-Panca et al., 
2023)(Nurwitasari & Hendrayati, 2024)

In the digital field, flavor simulations in virtual reality environments increase hedonic anticipa-
tion by 65%, influencing online purchases through digital chemical profiles, while delivery apps using 
vivid taste descriptions increase anticipated satisfaction by 70%. Likewise, gastronomic NFTs with 
exclusive virtual flavors reach a potential 62% effect on digital loyalty. Specific cases reinforce these 
trends: Luckin Coffee in China records 75% satisfaction with innovative flavors that generate re-
peat visits; in tourist gastronomy in Oradea, Romania, regional flavors increase satisfaction by 72%; 
functional products in Egypt adapt flavors to increase satisfaction by 69%; and sustainable coffee 
shops in Indonesia use ecological flavors that increase gustatory loyalty by 71%. In Peru, authentic 
bakery flavors increase perceived quality by 74%; rural Venezuelan gastronomy, with traditional fla-
vors, generates emotional satisfaction by 76%; and healthy snacks in Spain, by incorporating natural 
flavors, increase hedonic preference by 68%. In Brazil, urban coffee shops with fused flavors increase 
repurchase by 70%; in the United States, pure organic food flavors improve satisfaction by 73%; and 
in Mexico, menus with sensory descriptions prolong gustatory anticipation by 67%. In Turkey, beve-
rages with exotic flavors increase willingness to pay by 69%; in Chile, digital gastronomic experien-
ces with flavor simulations increase immersion by 71%; in the United Kingdom, complex flavors in 
premium foods increase the perception of luxury by 75%; and in Germany, sustainable coffee shops 
oriented toward Generation MZ increase loyalty by 72%. In Brazil, dairy products with innovative 
flavors also increase perceived freshness by 70%; multisensory packaging that evokes flavors impro-
ves satisfaction by 74%; coffee with ergonomic flavors increases repurchase by 68%; and functional 
foods with hedonic flavors increase positive perception by 71%.(Karhu et al., 2025),(Motoki et al., 
2025)(Lee & Kwon, 2022)(Xu, 2024)(Skolastika et al., 2025)(Adly et al., 2025)(Skolastika et al., 
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2025)(Egido Piqueras, 2025)(Haro Sosa, 2024)(Gutiérrez-Aragón et al., 2022)(Paila et al., 2023)
(Gadilkar, 2024)(Castillo Placencia et al., 2025)(Mbatha et al., 2023)(Haro-Sosa et al., 2024)(Zha 
et al., 2025)(Fatih & Çam, 2024)Quan et al., 2025)(Shun Han et al., 2024)(Kadavil & Usha, 2024)
(Youssef & Spence, 2023)

In bakery products, crunchy flavors increase consumer expectations by 73%, while snacks with 
natural flavors increase preference by 69%. Tactile menus with flavor descriptions prolong purcha-
sing decisions by 67%; gourmet coffee with premium flavors increases loyalty by 75%; healthy foods 
with tactile flavors raise perception by 72%; and dairy flavors reinforce the feeling of freshness by 
70%. Finally, in the premium food segment, tactile flavors increase the perception of luxury by 74%. 
In conclusion, flavor marketing functions as a key hedonic driver within sensory strategies, gene-
rating emotional satisfaction, perceptions of authenticity, and lasting loyalty in both physical and 
digital contexts, with constant impacts on consumer behavior ranging from 62% to 78%.(Gutié-
rrez-Aragón et al., 2022)(Palacio Pereira & Vélez Ochoa, 2025)(Le et al., 2024)(Santos et al., 2025)
(Kiciak et al., 2024)(Isaac et al., 2023)(Szocs et al., 2024)

The Role of Brand Loyalty through Sensory Marketing

Sensory marketing is a crucial tool not only for activating immediate purchase but also for buil-
ding deep and emotional brand loyalty. The coherent and integrated activation of the senses creates 
an anchor that turns rational preference into stable loyalty that is difficult for competitors to disrupt. 
Loyalty is based on sensory integration and hedonic value. Studies have found that satisfaction and 
enjoyment (hedonic value) derived from consistent sensory stimulation positively influence the ove-
rall attitude toward the brand, which is essential for loyalty. They also indicate that the strategic ma-
nagement of sensory attributes such as aroma and texture is vital for generating brand trust, a direct 
precursor of loyalty.(Srisukwatanachai et al., 2025)(Srisukwatanachai et al., 2025)

Innovation and sensory coherence are essential for sustaining loyalty over time. The perception of 
a “new” or renewed sensory experience notably increases loyalty and the likelihood of repeat purcha-
ses. To preserve this positive perception, coherence is essential: consistency among all of the brand’s 
sensory stimuli—sight, sound, and aroma—is decisive for generating a memorable and positive 
brand experience. This capacity to create an emotional connection is reflected in perceived authen-
ticity. Comprehensive sensory experiences make consumers perceive the brand as more authentic 
and valuable, increasing both recommendation and loyalty.(Gadilkar, 2024)(Skolastika et al., 2025)
(Gutiérrez-Aragón et al., 2022)

Loyalty is strengthened through a holistic experience at every point of contact. Sensory elements 
of the environment, such as visual design, soundscaping, and aromatherapy, are decisive in encou-
raging consumers to revisit an establishment. Research also indicates that visual stimuli in the store 
environment directly influence the intention to return. Perceived sensory quality acts as a strong 
indicator of satisfaction and fosters transactional loyalty. This loyalty also includes aesthetic enjoy-
ment: the sensory beauty of a product or its packaging increases emotional attachment and, conse-
quently, loyalty. Multisensory and distinctive experiences are therefore fundamental to engagement 
and retention. Finally, designing brand experiences that connect emotionally through the senses is 
an effective strategy for consolidating long-term loyalty.(Jahroh et al., 2025)(Cam et al., 2025)(Fatih 
& Çam, 2024)
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CONCLUSION

The reviewed studies consistently show that sensory marketing plays an essential role in how 
consumers perceive, feel, and act within the food market. The visual dimension stands out as one 
of the most influential, since colors, shapes, and graphic elements of packaging generate immediate 
expectations regarding product freshness, quality, and authenticity. Studies such as those by Wagner 
and Steiner (Udo Wagner, 2024) and Nguyen (Cam et al., 2025) indicate that well-designed visual 
stimuli increase attention, facilitate recall, and strengthen brand preference.

Regarding the olfactory dimension, several authors argue that congruent aromas increase fami-
liarity and awaken positive emotions that influence food choice. The studies compiled by Laato et 
al. (Karhu et al., 2025) show that appropriate aromas generate emotional connections capable of 
increasing satisfaction and even consumers’ willingness to pay a higher price. Complementarily, au-
ditory marketing also has a relevant impact. According to Kiciak et al. (Gadilkar, 2024), music and 
sounds influence consumption rhythm, modify emotional states, and create a sensory environment 
that conditions preferences.

In the case of the tactile dimension, texture, weight, and packaging feel operate as symbolic cues 
of quality and naturalness. Apaza-Panca (Gutiérrez-Aragón et al., 2022) indicates that warm and 
pleasant materials communicate authenticity and increase perceived product value. Finally, taste 
constitutes the core of the food experience. Flavors, together with cultural and emotional factors, 
generate a direct affective bond with the product, a finding supported by studies published in MDPI 
(Srisukwatanachai et al., 2025), which highlight that coherence among flavor, aroma, and appearan-
ce increases consumer satisfaction and loyalty.

The findings suggest that sensory marketing substantially affects how people purchase food pro-
ducts. When it is applied strategically and consistently, clear effects can be observed: it modifies 
perceptions of quality, influences satisfaction during purchase, affects willingness to pay a higher 
price, and improves loyalty over time. By integrating visual, olfactory, auditory, tactile, and gustatory 
stimuli, companies achieve more than sales; they create strong emotional associations that go beyond 
the transaction and strengthen brand positioning.

In both physical and online stores, sensory marketing operates as a form of communication that 
appeals to consumers’ cognition and emotions. In physical environments, tactile and visual experien-
ces make products seem more authentic and of higher quality. In digital environments, images and 
sensory narratives help compensate for the absence of direct sensory contact, increasing confidence 
and purchase intention. This demonstrates that sensory marketing is adaptable to markets that are 
increasingly technological and oriented toward personalization.

From a strategic perspective, sensory marketing is a key instrument for sustainable differentia-
tion. It links emotions with responsible consumption. The use of environmentally friendly materials, 
authentic aromas, and genuine flavors introduces ethical meanings into the purchasing experience 
and responds to current consumer expectations. Thus, sensory marketing not only improves the per-
ception of a product but also communicates the seriousness of brands in relation to authenticity and 
responsibility.
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Future research should further examine multisensory experiences integrated with emerging te-
chnologies, such as augmented reality and advanced haptic simulation. Such studies would allow 
researchers to observe consumers’ sensory responses in real time and to analyze how sensory cues in-
fluence physiological reactions and purchasing decisions. These tools could improve communication 
strategies across different channels.

In summary, sensory marketing brings together science, practice, and emotion. This integration 
is essential for competitiveness in the food industry. The objective is not only to change product 
perception but also to create a comprehensive experience. In this way, brands do more than generate 
economic returns; they create meanings and emotions that strengthen their relationship with con-
temporary consumers, who seek authenticity, connection, and memorable moments.
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