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1. Sensary Marketing. [
2. Hultén et a1, 2009, Krishna, 2011; Hikan, 201
3. Five Senses.

4. Vision

5. Hearing

6. Smelling

7. Tuuching

Tasting

9. Achrol and Kotler, 201%; Spenec et al.. 2014
10. Huken, ctit etal, 2019

11, Muti-sensory Brand Experiences of Brands
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1. Consumer Bebaviour

2. Consumer Psychology

3. Consumer Markeling

4, Branding and Retailing

5. Semsary Marketing (Huhién et L. 2009)
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L. Sensory Marketing: Theoretical and Empirical Groinds (Hidhén, 2015).
2. The Semsary Brain

3. Newromarketing

4. Sensory Principles for Sound
5. Individual Preferences

6. Group Prefierences

7. Sound Symbuolism
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Victoria's Secret
. Sensory Principles for Smell

3. Physiological and Psycholoical
4. Olfactory Perveption

5. Seasory Principles for Smell
6. Group Preferences and Seent
7. Semsory Principles for Touch
8. Tactile Perception

1

Symholism in Socictal Cultures
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1. Sensory Principles for Taste
2. Tuste

3. Gastronomic and Aesthetic
4, Visual Symbolism

3. Cognitions

6. Emotions

7 IKEA

8. Muli-Sensory Principles



