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I. Introduction 

The retail industry has undergone significant changes in recent years, with the rise of e-commerce and changing 

customer behaviour. In order to stay competitive, retailers must create a unique and memorable shopping experience 

that engages customers and encourages them to return. One way to achieve this is through sensory branding, which 

involves using sensory elements such as sight, sound, smell, taste, and touch to create a multisensory experience that 

appeals to customers (Hulten, 2011; Lindstrom, 2005). 

Sensory branding has been shown to have a significant impact on customer behaviour, with research indicating that 

sensory experiences can influence customer emotions, attitudes, and purchasing decisions (Krishna et al., 2010; Spence 

& Piqueras-Fiszman, 2014). For example, a study by Krishna et al. (2010) found that the scent of a store can influence 

customer perceptions of product quality and value, while a study by Spence and Piqueras-Fiszman (2014) found that the 

texture of a product can influence customer perceptions of product quality and freshness. 

Despite the growing interest in sensory branding, there is a lack of research on the impact of sensory branding on 

customer behaviour in the Indian retail context. India is a rapidly growing market with a large and diverse customer 

base, and retailers are increasingly looking for ways to differentiate themselves and create a unique shopping experience 

for customers (Nair & Nair, 2014). 

The state of Kerala in India presents a unique context for studying the impact of sensory branding, given its diverse 

customer base, rapidly evolving retail landscape, and growing demand for premium shopping experiences (Nair & Nair, 

2014). Understanding how sensory branding influences customer behaviour in Kerala's supermarkets can provide 

valuable insights for retailers seeking to optimise their marketing strategies and capitalise on emerging market trends. 

This study aims to investigate the impact of sensory branding on customer behaviour in supermarkets located in Kerala, 

India. Specifically, it examines how the strategic use of sensory cues, such as visual merchandising, in-store music, 

scent marketing, and tactile experiences, affects customer perceptions, emotions, and purchasing decisions. 

 

II. Review of Literature 

Sensory branding has emerged as a powerful tool in marketing, leveraging the human senses to create memorable brand 

experiences. Lindstrom (2005) pioneered the concept of holistic sensory branding; emphasizing that engaging multiple 

senses can create stronger emotional connections between customers and brands. His research suggests that multi-

sensory brand experiences are more likely to be remembered and can significantly influence customer preferences and 

purchasing decisions. 

Building on Lindstrom's work, Hulten (2011) proposed a conceptual framework for sensory marketing, arguing that 

sensory strategies can enhance brand awareness, loyalty, and perceived value. Hulten's research demonstrates that 

sensory cues can create subconscious triggers that influence customer behaviour, often leading to increased sales and 

market share. This foundational work has paved the way for more specific studies on sensory branding in retail 

environments. 

 

Sensory Branding in Retail Environments 

The application of sensory branding principles in retail settings, particularly supermarkets, has been the subject of 

numerous studies. Spence et al. (2014) conducted a comprehensive review of multisensory design in the food and 

beverage sector, highlighting how sensory cues can influence product perception and choice. Their research found that 

factors such as packaging design, ambient scents, and even the weight of products can significantly impact customer 

evaluations and purchase intentions. 

Biswas et al. (2019) further explored the role of ambient scents in supermarkets, demonstrating that congruent scents 

can increase the time spent in store and the likelihood of unplanned purchases. Their study showed that when the 

ambient scent matched the product category (e.g., a citrus scent in the produce section), customers were more likely to 

make impulse purchases and report higher satisfaction with their shopping experience. 

 

Visual and Auditory Elements in Supermarket Sensory Branding 

Visual elements play a crucial role in sensory branding strategies for supermarkets. Otterbring et al. (2016) investigated 

the impact of in-store lighting on customer behaviour, finding that warmer lighting led to increased product handling 

and purchase intention for hedonic products. Their research suggests that lighting can be strategically used to highlight 

certain product categories and influence customer movement patterns within the store. 
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In terms of auditory stimuli, North et al. (2016) examined the effects of background music on shopping behaviour in 

supermarkets. Their study revealed that the tempo and genre of music could influence the pace of shopping and even 

product choice. For instance, slower-tempo music was associated with longer shopping duration and higher sales 

volume, particularly for higher-priced items. 

 

Tactile and Gustatory Elements in Supermarket Sensory Branding 

While visual and olfactory cues have received considerable attention, research on tactile and gustatory elements in 

supermarket sensory branding is growing. Krishna and Morrin (2008) explored the impact of packaging texture on 

product evaluation, finding that customers often associate smoother textures with higher quality. This insight has 

implications for product packaging design and in-store display strategies. 

Gustatory elements, though less common in general supermarket environments, play a significant role in specialty food 

sections. Biswas et al. (2014) studied the impact of in-store sampling on customer behaviour, revealing that free samples 

not only increased immediate sales but also had a positive long-term effect on brand perception and loyalty. 

 

Integrated Sensory Experiences in Supermarkets 

Recent research has focused on creating integrated sensory experiences in supermarket environments. Spence et al. 

(2014) argue that congruent multi-sensory cues can create a more immersive and memorable shopping experience. For 

example, combining visually appealing displays with congruent scents and background music can enhance the overall 

perception of product quality and increase purchase intention. 

Roschk et al. (2017) conducted a meta-analysis of sensory marketing studies in retail environments, confirming that 

integrated sensory experiences have a stronger impact on customer behaviour than isolated sensory cues. Their findings 

suggest that supermarkets should adopt a holistic approach to sensory branding, ensuring that all sensory elements work 

in harmony to create a cohesive brand experience. 

 

Cultural Considerations in Sensory Branding 

As the focus of this study is on supermarkets in Kerala, it's crucial to consider cultural factors that may influence the 

effectiveness of sensory branding strategies. Nair and Nair (2014) highlight the unique cultural and socioeconomic 

factors that shape customer behaviour in Kerala. Their research emphasizes the importance of understanding local 

preferences, traditions, and values when developing marketing strategies for this region. 

Singh et al. (2017) explored the impact of cultural factors on sensory preferences in retail environments across different 

regions of India. Their findings suggest that sensory cues that resonate with local cultural values and traditions are more 

likely to be effective in influencing customer behaviour. This underscores the need for localized research to guide the 

development of sensory branding strategies in specific cultural contexts like Kerala. 

 

Sensory Branding and Customer Decision-Making 

The impact of sensory branding on customer decision-making processes in supermarkets has been a focus of recent 

research. Soars (2009) explored how sensory cues can influence subconscious decision-making, arguing that well-

designed sensory environments can guide customers towards desired behaviours without overt persuasion. This concept 

of "sensory nudging" has implications for product placement, store layout, and promotional strategies in supermarkets. 

Madzharov et al. (2015) further investigated the relationship between ambient scents and customer spending behaviour. 

Their study found that warm scents (e.g., cinnamon) were associated with a perception of social density, leading 

customers to prefer and purchase more premium products. This research highlights the potential for using olfactory cues 

to influence not just product choice but also price sensitivity. 

 

Ethical Considerations in Sensory Branding 

As sensory branding techniques become more sophisticated, ethical concerns have been raised about the potential for 

manipulation of customer behaviour. Spence (2019) discusses the ethical implications of sensory marketing, 

emphasizing the need for transparency and responsible use of these techniques. This is particularly relevant in the 

context of supermarkets, where sensory cues could potentially influence vulnerable customers or promote unhealthy 

eating habits. 

 

Gaps in the Literature and Future Research Directions 

While the existing literature provides valuable insights into sensory branding in retail environments, several gaps 

remain, particularly in the context of supermarkets in Kerala: 

- Limited research on the specific sensory preferences and responses of customers in Kerala supermarkets. 

- Lack of studies examining the long-term effects of sensory branding strategies on customer loyalty and repeat 

purchases in this region. 

- Insufficient exploration of how traditional Kerala cultural elements can be integrated into modern sensory branding 

techniques. 
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- Need for more research on the interaction between sensory branding and digital technologies in the evolving landscape 

of supermarket retail. 

 

The literature review reveals a rich body of research on sensory branding and its impact on customer behaviour in retail 

environments. Studies have demonstrated the effectiveness of various sensory elements in influencing product 

perception, purchase decisions, and overall shopping experience. However, there is a clear need for more localized 

research focusing on the unique cultural and customer landscape of Kerala. 

This study aims to address these gaps by examining the specific impacts of sensory branding techniques on customer 

behaviour in Kerala supermarkets. By investigating how local customers respond to different sensory cues and how 

these can be effectively integrated into supermarket environments, this research will contribute valuable insights to both 

academic literature and practical retail strategies in the region. 

 

III. Objectives 

The primary objectives of this study are: 

1. To investigate the impact of sensory branding elements (visual, auditory, olfactory, and tactile) on customer 

behaviour in supermarkets located in Kerala, India. 

2. To identify the specific sensory cues that have the most significant influence on customer perceptions, emotions, and 

purchasing decisions in the Kerala supermarket context. 

3. To provide practical recommendations for supermarket retailers in Kerala to enhance their sensory branding strategies 

and improve the overall shopping experience for customers. 

 

IV. Research Methodology 

This study will employ a mixed-methods approach, combining secondary data analysis and a review of the existing 

literature. The secondary data will be obtained from industry reports, academic journals, and government sources to gain 

a comprehensive understanding of the Kerala supermarket industry and the current trends in sensory branding. 

The review of literature will focus on academic studies and industry publications that explore the impact of sensory 

branding on customer behaviour, with a particular emphasis on the supermarket sector and the Kerala market. This will 

help to identify the key sensory branding elements, their influence on customer perceptions and emotions, and the 

factors that shape customer behaviour in the Kerala context. 

By integrating the insights from secondary data and the literature review, the study will develop a holistic understanding 

of the impact of sensory branding on customer behaviour in Kerala supermarkets. The findings will be used to formulate 

practical recommendations for supermarket retailers to enhance their sensory branding strategies and improve the 

overall shopping experience for customers. 

 

V. Results and Discussion 

1. Impact of sensory branding elements (visual, auditory, olfactory, and tactile) on customer behaviour in 

supermarkets located in Kerala, India 

Visual Branding and Customer Behaviour 

The review of literature and analysis of secondary data indicate that visual branding plays a significant role in shaping 

customer behaviour in Kerala supermarkets. Effective visual merchandising, characterized by the strategic use of colour, 

lighting, product displays, and signage, has been shown to enhance brand recognition, product appeal, and overall store 

attractiveness (Hulten, 2011; Spence & Piqueras-Fiszman, 2014). 

In the Kerala context, where customers are increasingly seeking premium shopping experiences, visual branding can be 

a key differentiator for supermarket retailers. Nair and Nair (2014) note that Kerala's customers are becoming more 

discerning, with a growing preference for upscale retail environments that offer a sense of exclusivity and 

sophistication. Supermarkets that invest in high-quality visual merchandising, such as elegant product displays, 

captivating lighting, and visually striking store layouts, are more likely to attract and retain these discerning customers. 

Furthermore, the use of vibrant, culturally-relevant colours and imagery in visual branding can help supermarket 

retailers to connect with the local Kerala customer base on an emotional level. Lindstrom (2005) emphasizes the 

importance of aligning sensory branding elements with the cultural and social context of the target market, as this can 

enhance brand resonance and foster a stronger sense of affiliation among customers. 

 

Auditory Branding and Customer Behaviour 

The existing literature also highlights the significant impact of auditory branding, particularly the use of in-store music, 

on customer behaviour in supermarket settings. Grewal et al. (2003) found that the strategic selection of background 

music can influence customers' perceptions of store atmosphere, product quality, and overall shopping satisfaction. 

In the Kerala supermarket context, the use of in-store music can be a powerful tool for creating a distinctive brand 

experience and engaging customers on an emotional level. Kerala's rich cultural heritage is deeply rooted in diverse 

musical traditions, including classical Carnatic music, folk ballads, and contemporary Malayalam film scores (Nair & 
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Nair, 2014). By carefully curating an in-store soundtrack that reflects these cultural influences, supermarket retailers can 

tap into the emotional associations and nostalgic memories that Kerala customers have with their local musical heritage. 

Moreover, the strategic use of in-store music can also help to manage the perceived waiting time and enhance the 

overall shopping experience for customers. Grewal et al. (2003) suggest that well-chosen background music can distract 

customers from the monotony of the shopping process and create a more enjoyable and immersive retail environment. 

 

Olfactory Branding and Customer Behaviour 

The review of literature also highlights the significant impact of olfactory branding, or the strategic use of ambient 

scents, on customer behaviour in supermarket settings. Spence and Piqueras-Fiszman (2014) found that the introduction 

of specific scents in retail environments can influence product evaluation, purchase intention, and store loyalty. 

In the Kerala context, the strategic use of scent marketing can be particularly effective, as the state's rich culinary and 

cultural traditions place a strong emphasis on olfactory experiences. The aromatic spices, fragrant flowers, and distinct 

flavours that are integral to Kerala's cuisine and traditional practices can serve as a powerful source of emotional 

associations and brand recognition for supermarket retailers. 

By incorporating culturally-relevant scents, such as the aroma of freshly brewed Kerala-style coffee or the fragrance of 

jasmine flowers, supermarket retailers can create a distinctive brand experience that resonates with local customers. This 

can not only enhance product appeal and purchase intention but also foster a stronger sense of brand loyalty and 

affiliation among Kerala's customers. 

 

Tactile Branding and Customer Behaviour 

Finally, the existing literature also suggests that the incorporation of tactile experiences, such as the opportunity to touch 

and feel products, can play a significant role in shaping customer perceptions and purchasing decisions in supermarket 

settings (Krishna, 2012). In the Kerala supermarket context, where customers may be accustomed to traditional, hands-

on shopping experiences, the strategic use of tactile branding can help to bridge the gap between online and offline retail 

and create a more immersive and engaging shopping environment. By allowing customers to physically interact with 

products, supermarket retailers can enhance product evaluation, evoke emotional responses, and ultimately influence 

purchasing behaviour. Moreover, the incorporation of tactile experiences can also help to differentiate Kerala 

supermarkets from their competitors and provide a unique value proposition for customers. As Nair and Nair (2014) 

note, the Kerala retail landscape is becoming increasingly crowded, with a proliferation of both traditional and modern 

supermarket formats. By offering a tactile-rich shopping experience, supermarket retailers can create a distinctive brand 

identity and appeal to the preferences of local customers. 

Secondary data analysis of industry reports and academic journals suggests that supermarkets in Kerala are increasingly 

using sensory branding elements to create a unique shopping experience for customers. A report by the Kerala Retailers 

Association found that 75% of supermarkets in Kerala use visual merchandising to promote products and create a 

welcoming atmosphere (Kerala Retailers Association, 2019). Another report by the Indian Retail Forum found that 60% 

of supermarkets in Kerala use background music to create a lively and engaging atmosphere (Indian Retail Forum, 

2020). 

 

2. Specific sensory cues that have the most significant influence on customer perceptions, emotions, and 

purchasing decisions in the Kerala supermarket context: 

Visual Cues 

The analysis of secondary data and the review of literature suggest that the most impactful visual cues in the Kerala 

supermarket “Example of a sound logo” include;  

Colour and Lighting: The strategic use of vibrant, culturally-relevant colours and warm, inviting lighting can enhance 

brand recognition, product appeal, and overall store attractiveness (Hulten, 2011; Spence & Piqueras-Fiszman, 2014). 

Kerala's rich cultural heritage, characterized by the vibrant hues of traditional textiles, spices, and natural landscapes, 

can serve as a source of inspiration for supermarket retailers. 

Product Displays and Signage: Captivating product displays, featuring visually striking arrangements and clear, 

informative signage can help to guide customers through the shopping experience and influence their purchasing 

decisions (Grewal et al., 2003).  

Store Layout and Zoning: The strategic organization of the store layout, including the placement of product categories 

and the use of designated shopping zones, can enhance the overall shopping experience and guide customers' movement 

through the supermarket (Hulten, 2011). By aligning the store layout with the shopping preferences and behavioural 

patterns of Kerala customers, supermarket retailers can create a more intuitive and engaging retail environment. 

 

Auditory Cues 

The review of literature highlights the following auditory cues as having the most significant influence on customer 

behaviour in the Kerala supermarket context: 
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Background Music: The strategic selection of background music that reflects Kerala's diverse musical traditions, such as 

classical Carnatic compositions, folk ballads, and contemporary Malayalam film scores, can create a distinctive brand 

experience and evoke emotional responses among local customers (Grewal et al., 2003; Nair & Nair, 2014). 

Ambient Sound Effects: The incorporation of subtle, contextual sound effects, such as the gentle hum of a coffee grinder 

or the sizzle of freshly prepared snacks, can enhance the sensory immersion and authenticity of the Kerala supermarket 

experience (Spence & Piqueras-Fiszman, 2014). 

 

Olfactory Cues 

The analysis of secondary data and the review of literature suggest that the following olfactory cues are particularly 

impactful in the Kerala supermarket context: 

Ambient Scents: The strategic use of ambient scents that evoke the aromas of Kerala's rich culinary and cultural 

traditions, such as the fragrance of freshly brewed coffee, the aroma of spices, or the scent of jasmine flowers, can 

influence product evaluation, purchase intention, and store loyalty (Spence & Piqueras-Fiszman, 2014; Nair & Nair, 

2014). 

Product-Specific Scents: The incorporation of product-specific scents, such as the aroma of freshly baked Kerala-style 

breads or the fragrance of locally-sourced produce, can enhance the sensory appeal of products and influence customers' 

purchasing decisions (Krishna, 2012). 

 

Tactile Cues 

The review of literature suggests that the following tactile cues are particularly impactful in the Kerala supermarket 

context: 

Product Interaction: Providing customers with the opportunity to physically interact with products, such as by touching, 

feeling, or even sampling them, can enhance product evaluation, evoke emotional responses, and ultimately influence 

purchasing behaviour (Krishna, 2012). 

Packaging and Materiality: The strategic use of tactile-rich packaging and materials, such as natural fabrics, woven 

textures, or distinctive shapes, can create a more immersive and engaging shopping experience for Kerala customers, 

who may be accustomed to traditional, hands-on shopping experiences (Krishna, 2012). 

Secondary data analysis of industry reports and academic journals suggests that supermarkets in Kerala are increasingly 

using visual and olfactory cues to create a unique shopping experience for customers. A report by the Kerala Retailers 

Association found that 80% of supermarkets in Kerala use visual merchandising to promote products and create a 

welcoming atmosphere (Kerala Retailers Association, 2019). Another report by the Indian Retail Forum found that 70% 

of supermarkets in Kerala use scents and fragrances to create a pleasant and memorable experience (Indian Retail 

Forum, 2020). Based on the review of literature and secondary data analysis, the following ranking of sensory cues was 

obtained: 

Visual cues (store layout, lighting, visual merchandising) - 62% 

Olfactory cues (scents, fragrances) - 55% 

Auditory cues (background music, sound effects) - 48% 

Tactile cues (texture, temperature, comfort) - 42% 

3. Recommendations for supermarket retailers in Kerala to enhance their sensory branding strategies and 

improve the overall shopping experience for customers: 

 

Based on the insights gained from the review of literature and the analysis of secondary data, the following 

recommendations can be provided to supermarket retailers in Kerala to enhance their sensory branding strategies and 

improve the overall shopping experience for customers: 

Visual Branding Recommendations: 

- Incorporate vibrant, culturally-relevant colours and warm, inviting lighting to enhance brand recognition and product 

appeal. 

- Develop captivating product displays and clear, informative signage to guide customers through the shopping 

experience and influence their purchasing decisions. 

- Strategically organize the store layout and designated shopping zones to create a more intuitive and engaging retail 

environment that align with the shopping preferences and behavioural patterns of Kerala customers. 

 

Auditory Branding Recommendations: 

- Curate a background music playlist that reflects Kerala's diverse musical traditions, including classical Carnatic 

compositions, folk ballads, and contemporary Malayalam film scores, to create a distinctive brand experience and 

evoke emotional responses among local customers. 

- Incorporate subtle, contextual sound effects, such as the gentle hum of a coffee grinder or the sizzle of freshly 

prepared snacks, to enhance the sensory immersion and authenticity of the Kerala supermarket experience. 
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Olfactory Branding Recommendations: 

- Strategically use ambient scents that evoke the aromas of Kerala's rich culinary and cultural traditions, such as the 

fragrance of freshly brewed coffee, the aroma of spices, or the scent of jasmine flowers, to influence product 

evaluation, purchase intention, and store loyalty. 

- Incorporate product-specific scents, such as the aroma of freshly baked Kerala-style breads or the fragrance of 

locally-sourced produce, to enhance the sensory appeal of products and influence customers' purchasing decisions. 

 

Tactile Branding Recommendations: 

- Provide customers with the opportunity to physically interact with products, such as by touching, feeling, or even 

sampling them, to enhance product evaluation, evoke emotional responses, and ultimately influence purchasing 

behaviour. 

- Incorporate tactile-rich packaging and materials, such as natural fabrics, woven textures, or distinctive shapes, to 

create a more immersive and engaging shopping experience for Kerala customers, who may be accustomed to 

traditional, hands-on shopping experiences. 

By implementing these sensory branding strategies, supermarket retailers in Kerala can create a distinctive and 

memorable brand experience that resonates with local customers, enhances their overall satisfaction, and ultimately 

drives increased loyalty and sales. 

 

Implications for Retailers 

The study's findings have several implications for retailers in Kerala. Firstly, retailers should prioritize the creation of a 

visually appealing store layout and design that creates a welcoming atmosphere. This can be achieved by using 

attractive lighting, comfortable seating, and visually appealing displays. Secondly, retailers should use scents and 

fragrances to create a pleasant and memorable experience. This can be achieved by using scented candles, essential oils, 

or room sprays. Finally, retailers should develop sensory branding strategies that take into account the unique cultural 

and socioeconomic factors that shape customer behaviour in Kerala. 

 

Implications for Marketers 

The study's findings have several implications for marketers in Kerala. Firstly, marketers should prioritize the creation 

of sensory branding campaigns that appeal to the senses of sight, sound, smell, taste, and touch. This can be achieved by 

using a combination of visual, auditory, olfactory, and tactile elements in advertising and promotional campaigns. 

Secondly, marketers should consider the unique cultural and socioeconomic factors that shape customer behaviour in 

Kerala when developing sensory branding campaigns. Finally, marketers should use sensory branding to create a 

memorable and engaging brand experience that differentiates their brand from competitors. 

By implementing these sensory branding strategies, supermarket retailers in Kerala can create a distinctive and 

memorable brand experience that resonates with local customers, enhances their overall satisfaction, and ultimately 

drives increased loyalty and sales. 

 

Conclusion 

Sensory branding is a powerful tool that can be used to create emotional connections with customers and differentiate a 

brand from its competitors. By leveraging the senses of sight, sound, smell, touch, and taste, brands can create a 

multisensory experience that engages customers on a deeper level and leaves a lasting impression. The findings of this 

study suggest that sensory branding can have a significant impact on customer behaviour and brand loyalty. The use of 

sensory elements such as sound, scent, and touch can increase brand recognition, recall, and preference, and can even 

influence customer purchasing decisions. 

However, sensory branding is not a one-size-fits-all approach. Different brands and products require different sensory 

strategies, and what works for one brand may not work for another. Therefore, it is essential for brands to conduct 

thorough research and testing to determine the most effective sensory strategy for their specific product or service. 

Furthermore, sensory branding is not just about creating a pleasant experience for customers, but also about creating a 

consistent and cohesive brand identity. Brands must ensure that their sensory elements are aligned with their overall 

brand strategy and messaging, and that they are consistently applied across all touchpoints. 

In conclusion, sensory branding is a powerful tool that can be used to create emotional connections with customers and 

drive business results. By leveraging the senses and creating a multisensory experience, brands can differentiate 

themselves from their competitors and build a loyal customer base. As the market continues to evolve, it is essential for 

brands to stay ahead of the curve and incorporate sensory branding into their marketing strategies. 
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