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ABSTRACT

This chapter states the importance of sensory and experiential strategies for the retail companies, their 
degree of implementation, and their effect on retail companies’ performance. An interdisciplinary 
review of related studies links sensorial or experiential stimuli with consumer behavior. An empirical 
analysis answers the following: What degree of knowledge do retail managers have about experiential 
marketing? What actions and tools are used more frequently? Are their effects measured? What impact 
do they have on business performance? Survey data collected from 171 managers of Spanish shopping 
centers show the degree of knowledge of the concepts of sensory and experiential marketing is high, but 
there are differences in the actions implemented by type of company. Decision makers greatly consider 
investment in experiential marketing is profitable and effective.
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INTRODUCTION

In the new hyper-competitive context, one priority of companies is to implement marketing strategies 
that focus on the creation of sensations and memorable experiences for consumers. In this context, ex-
periential marketing has become important for the companies due to the growing need to create these 
unique moments for their clients. That is why the classic tools used by managers to encourage sales and 
change customers’ attitudes or behaviors within the store, the so-called “4ps” (product, price, promo-
tion and placement) are being updated if they are not linked to strategies and actions that are addressed 
to influence their clients’ emotions, memories and experiences. In this sense, managers are much more 
concerned now about other type of variables related to the retail environment and atmosphere.

As early as the beginning of the last century, when big schemes based on self-service system such 
as supermarkets and hypermarkets appeared on the scene, store managers became aware of the impor-
tance of variables such as the image. They start to feel the need of having a perfect arrangement of the 
products in the point-of-sale, giving rise to a new concept in marketing: merchandising. Merchandising 
is a group of techniques that promote the sales of goods in retail, helping customers in their purchasing 
process thanks to a good presentation of their products, its environment and the use of the space in a 
profitable way (Zorrilla, 2000).

Nevertheless, taking into consideration the high level of competition in the retail market due to the 
arrival of new shops, online shopping and the evolution of the consumer behaviors, managers had to find 
new formulas apart from the merchandising techniques to differentiate themselves. These new formulas 
refer to the creation of different ambiences and experiences for the customers within the store. Hence, 
they have made managers realize that the application of the rather traditional variables was not enough 
anymore (De Farias et al., 2014).

As Wright, Newman and Dennis (2006) said, `for decades, marketers and researchers have been 
aware that shopping is not just a matter of obtaining tangible products, but also about experience and 
enjoyment’. The result of this was the birth of a new discipline in marketing: sensorial marketing. The 
sensorial marketing is defined as the utilization of stimuli and elements which customers perceive by 
means of the senses, this is, sight, hearing, touch, smell and taste, to create specific ambiences (Gómez-
Suárez and García-Gumiel, 2010).

What seems clear right now is that customers feel the need of making the most of their time. They 
prefer to spend their free time with leisure activities in which the hedonic component is high, what 
perfectly fits with the creation of experiences and atmospheres within the store using the sensorial and 
experiential marketing.

Therefore, due to the increasing level of competition in the retail market (Moser, 2012; Nell and 
Wiid, 2014), the emergence of online shopping and the evolution of consumer behaviour, commercial 
business managers have had to find new merchandising techniques to differentiate themselves (Sachdeva 
and Goel, 2015). These new techniques refer to the creation of unique experiences for clients (Verhoef 
et al., 2009; Vieira, 2013) that are based on the stimulation of the senses, which is a fundamental part 
of marketing actions.

Moreover, the use of sensory and experiential marketing variables to create a commercial atmosphere 
contributes positively to customer satisfaction, having an impact on commercial results (Gómez-Suárez 
and García-Gumiel, 2010). In other words, the consumer experience and the physical environment (at-
mosphere) should be related to the business result due to the value obtained from the client. Therefore, 
the main aim of this chapter is to provide a general overview of the sensorial and experiential marketing 



 

 

19 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/sensorial-and-experiential-marketing-in-

shopping-centers/238390

Related Content

Virtual Worlds: Good Enough Substitute?
Charles P. Schultz (2011). Virtual Worlds and E-Commerce: Technologies and Applications for Building

Customer Relationships  (pp. 309-327).

www.irma-international.org/chapter/virtual-worlds-good-enough-substitute/46446

Explaining Customer Loyalty to Retail Stores: A Moderated Explanation Chain of the Process
Arturo Z. Vasquez-Parragaand Miguel A. Sahagun (2020). Handbook of Research on Retailing Techniques

for Optimal Consumer Engagement and Experiences (pp. 15-32).

www.irma-international.org/chapter/explaining-customer-loyalty-to-retail-stores/238383

A Conceptual Model of Customer Innovation Centric
Amin A. Shaqrah (2012). Successful Customer Relationship Management Programs and Technologies:

Issues and Trends  (pp. 115-130).

www.irma-international.org/chapter/conceptual-model-customer-innovation-centric/63702

An Empirical Investigation to Improve Information Sharing in Online Settings: A Multi-Target

Comparison
Sandro Castaldoand Monica Grosso (2020). Handbook of Research on Retailing Techniques for Optimal

Consumer Engagement and Experiences (pp. 355-379).

www.irma-international.org/chapter/an-empirical-investigation-to-improve-information-sharing-in-online-settings/238400

New Luxury vs. Old Luxury: What Is the Definition of Luxury Brand?
Paula Rodriguesand Ana Pinto Borges (2021). Building Consumer-Brand Relationship in Luxury Brand

Management (pp. 45-64).

www.irma-international.org/chapter/new-luxury-vs-old-luxury/265876

http://www.igi-global.com/chapter/sensorial-and-experiential-marketing-in-shopping-centers/238390
http://www.igi-global.com/chapter/sensorial-and-experiential-marketing-in-shopping-centers/238390
http://www.irma-international.org/chapter/virtual-worlds-good-enough-substitute/46446
http://www.irma-international.org/chapter/explaining-customer-loyalty-to-retail-stores/238383
http://www.irma-international.org/chapter/conceptual-model-customer-innovation-centric/63702
http://www.irma-international.org/chapter/an-empirical-investigation-to-improve-information-sharing-in-online-settings/238400
http://www.irma-international.org/chapter/new-luxury-vs-old-luxury/265876

