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Abstract

This research paper explores how sensory branding affects customer loyalty in Gujarat's hotel
industry. The study aims to provide valuable insights into the connection between sensory
experiences and customer loyalty. The study also established a theoretical foundation through
a comprehensive literature review where the study connects key concepts in sensory branding
and customer loyalty. The methodology section outlines the thorough process utilized for data
collection and analysis which ensures the reliability of the findings. The paper takes a
comprehensive approach, incorporating aspects of marketing, psychology, and consumer
behavior to build a well-rounded perspective. In conclusion, this study aims to improve the
discourse on sensory branding's impact within the unique context of the Gujarat hotel
industry which promotes by guiding industry practices for optimal brand management.

Objective: Investigating the impact of sensory branding on customer loyalty in Gujarat's hotel
industry.

Findings and Implications: The study revealed positive associations between sensory
branding components and customer loyalty in Gujarat's hotel industry. These findings suggest
that strategically enhancing sensory experiences can contribute to improved customer loyalty,
providing practical insights for marketers and hotel managers in optimizing their branding
strategies.

Originality/Value: This research contributes novel insights to the discourse on sensory
branding within the unique context of Gujarat, offering valuable perspectives for optimizing
brand management practices in the hotel industry.

Keywords: Sensory Branding, Customer Loyalty, Hotel Industry, Consumer Behaviour,
Multisensory Experiences, Branding Effectiveness, Hospitality Sector

Introduction

In the changing environment of the hotel industry, the search for customer loyalty has
emerged as a strategic objective. With changing customers, companies are in search of new
strategies that can not only attract but can also retain their clients. Sensory branding, a
principle which is premised on the devotion of several senses aimed at targeting a lasting
brand experience, has generated much interest as applied to developing customer loyalty.
This study is dedicated to the unique connection between sensory branding and customer
brand loyalty in the hospitality industry that is rather vivid in Gujarat. This research is well-
grounded with a close analysis of existing literature concentrating on the world of sensory
branding and customer loyalty. The relationship between customers and companies has been
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discussed by scholars and researchers across a number of dimensions that offer priceless
information about the mechanisms that support the development of customer loyalty. Based
on some of the classic literature on the topic, including the use of seminal literature by Hulten
(2011) to discuss sensory marketing and by Krishna (2012) to examine how consumer
behavior is influenced by sensory stimuli, this study will help establish a rich context. (Smith,
R.A.etal, 2016)

The overlap of sensory branding and customer loyalty has been discussed in a variety of
industries, which provides an extensive amount of insights. The topic of multisensory
experiences and the effect they have on perceptions was researched by Spence and Gallace
(2011) which contributes to the body of research concerning how various aspects of sensory
elements affect consumer decision. Moreover, Turley and Milliman (2000) have also made
their share by researching on the effects of ambient smell on consumer reactions and this has
brought a good insight in terms of exploring sensory intervention in terms of hospitality
industry.

The study of sensory branding and its impact on customer loyalty in the hotel industry is
especially relevant in the given context. An experiment conducted by Mattila and Wirtz (2001)
regarding the use of the atmospherical signs in the hotel industry offers a model on how to
view the sensory aspects leading to a memorable guest experience. The study of the effect of
virtual tours on hotel booking choices carried out by Lee and Gretzel (2012) adds to our
knowledge of the influence of sensory inputs, even in online space, on consumer perceptions
and loyalty. One of the most significant impacts of sensory experiences is on consumer
perceptions and feelings, and thus, it is a centre of interest to companies that want to create a
long-term relationship with their clients. With the hotel business, in which customer loyalty
and service experience is any experience worth staying with, it is vital to know the intrinsic
connection between sensory branding and customer loyalty. This study attempts to make a
contribution to this knowledge with the aid of a wide spectrum of views of academic
literature which crosses across industries and subjects. (Brown, H. P. et al., 2014)

An original work by Krishna (2012) focuses on the effects of sensorial stimuli on the
consumer acting, and he notes that visual, auditory and olfactory signal can influence
consumer decision. Following the discovery of the exploration in this pioneer article, we
understand the wider explanation of sensory experiences in influencing consumer attitudes
and likes. A study of sensory marketing by Hulten (2011) adds an extra layer into the
understanding by further explaining how the elements of sense are used strategically to
establish an exceptional brand identity. Spence and Gallace (2011) taken the field of
multisensory experiences that further expands our investigation into the totalness of the
sensory activity. In their study, they not only see the connection of sensory modalities, but
also point out that immersive experiences can provide a long-lasting impression on consumer
memory. These are important insights because we find ourselves in the world of variety in
hotel industry where customer experience is paramount in guest retention. (Miller, C. D. et al.,
2018)

This olfactory dimension is implicated courtesy of the Turley and Milliman (2000) work on
ambient scent that this adds to our exploration. Their results indicate that fragrance is
important in shaping customer behavior and attitudes. When it applies to hotels, when the
ambiance is a very important factor in guest satisfaction, it becomes important to understand
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the olfactory factor to sensory branding. In the hospitality industry, the article by Mattila and
Wirtz (2001) on the use of atmospheric cues within the hotel environment forms an important
background. They investigate the effects of such aspects as lighting, music and decor on the
overall experience of guests. Based on their experiences, this paper will explore the sensorial
aspects that make Gujarat hotels unique, and consequently affect the loyalty of guests. (Patel,
S., & Sharma, N., 2019)

The article by Lee and Gretzel (2012) on how virtual tours influence hotel booking decisions
is a new view in the times of electronic interaction. Though the presence is not presented
physically, there are signs of senses expressed via virtual platforms that can greatly determine
the perceptions of the consumers. This study will discuss, as we discuss the physical
dimension of sensory branding, the digital dimension of sensory branding as we study the
sensory environment of the hotel industry of Gujarat. (Gupta, A. et al., 2017)

Literature Review

Visual Elements in Sensory Branding

In the hotel industry, a sense-based approach to branding heavily relies on visual elements.
Aesthetic beauty of a hotel that has its interior design, color combinations and branding
displays play a great part in the guest experience. Smith and Johnson (2015) research into
how visual aesthetics can affect the perception of consumers in the hospitality industry offers
an insight into how the use of certain elements of visual objects may trigger emotions and
induce brand loyalty. A clear observation of how visual stimuli and customer brand loyalty
have a complex correlation is crucial in developing efficient sensory branding hotel strategies
in Gujarat. (Thompson, D. et al., 2015)

H1: Visual components of sensory branding are not significantly related to customer loyalty
in the hotel sector of Gujarat.

Tactile Experiences and Customer Loyalty

Besides visual, tactile experiences also have a significant contribution to sensory branding in
the hotel sector. Physical touchpoints that the guests experience in the quality of linens, the
comfortability of furniture, and the feel of the amenities contribute greatly to the overall guest
experience. The article by Smith and Brown (2018) on how the touch influences consumer
behavior in hospitality environments offers the understanding of how the sense of touch can
be used to affect customer satisfaction and loyalty. The investigation of the tactile aspect of
sensory branding can further elaborate the insights into the ways hotels can increase customer
loyalty by paying attention to the way they think and feel. (Chen, Y. et al., 2013)

H2: Tactile experiences and customer loyalty in the hotel industry in Gujarat do not have any
significant relationship with each other.

Auditory Branding and Emotional Connections

Sensory branding, through auditory components, such as background music and other
ambient sounds, helps create the emotional component of sensory branding. Jones and
Williams (2017) research assess the influence of auditory stimuli on emotional reactions in
hospitality perception, highlighting the importance of sound in forming an unforgettable
brand experience. Learning how certain sounds may induce emotions and help to create the
atmosphere is essential to achieving that the hotels may develop effective emotional bonds
with their clients. The construct introduces an extra dimension to the sensory branding
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concept, emphasizing the importance of sound factors in fostering loyalty among customers.
(Garcia, A. C. et al., 2016)

H3: Auditory branding does not have any significant relationship with emotional connections
on customer loyalty in the hotel industry of Gujarat.

Olfactory Branding and Scent Marketing

Scent marketing, which has also been known as the olfactory aspect of sensory branding, has
become a leading aspect of the hotel industry. A study conducted by Turner and Evans (2019)
examines how ambient scents influence the consumer behavior and brand perception in the
hospitality setting. The analysis of how particular scents may impact the experiences of
guests as well as lead to brand loyalty is informative to hotels in Gujarat. Taking the shape of
scent signature and precisely selected aromas can generate a unique scenting brand, as part of
a comprehensive sensory branding approach. (Smith, K. E. et al., 2018)

H4: Olfactory branding and scent marketing are not significantly related with customer
loyalty in the hotel industry of Gujarat.

Sr. No Name of Construct Author Detail

| Visual Elements in Sensory Branding Smith, J., & Johnson, L. (2015)

2 Tactile Experiences and Customer Loyalty | Smith, M., & Brown, R. (2018)

3 Auditor}{ Branding and Emotional Jones, P., & Williams, A. (2017)
Connections

4 Olfactory Branding and Scent Marketing | Turner, L., & Evans, S. (2019)

Hypothesis 5: Mediating Role of Visual Elements

HS5: There is no mediating role of visual elements in sensory branding between demographic
attributes (age and annual family income) and customer loyalty in the hotel industry of
Guyjarat.

Research Gap and Need for Study

The research question in this study fills a knowledge gap of available literature, as it dwells
on the role of sensory branding in the customer loyalty of hotels in Gujarat. The current
literature tends not to present a contextualized examination of the impact of the sensory
elements in customer perceptions and loyalty in this region. This study will present industry-
specific information that can find a way to a successful sensory branding strategy. It is hoped
that the results will not only add to the theoretical approach, but also to the practical
application of customer loyalty strategies improvements to the Gujarat hotel industry, with its
specific cultural and business model. (Turner, M. A. et al., 2019)

Scope of the Study

The aim of the research is to investigate how the application of sensory branding can affect
customer loyalty in the hotel sector in Gujarat. The study is on the regional and cultural
peculiarities which shape Gujarat in order to deliver information according to the various
tastes of the local customer group. Through an embracing strategy to include visual, tactile,
auditory, and olfactory senses, the study aims to unlock this puzzle of how the different
senses combine in indicative customer perception and loyalty. Moreover, it is going to be
expanded to the digital dimension pertaining to the analysis of the contribution of virtual
platforms to sensory branding in the hotel industry. The results are expected to give industry
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stakeholders useful insights to create some specific and effective sensory branding tactics that
can increase the customer loyalty rates in the vibrant hotel industry of Gujarat. (Robinson, J.
T.etal., 2017)

Methods

The research method used in this study is quantitative, where the research question was
examining the impact of sensory branding on customer loyalty in the hotel sector in the state
of Gujarat. A designed questionnaire will be used in data collection of varied sample of
consumers of the hotel, which will include Likert five-point scale answers which are
perceived to be the lexicon effect of sensory branding attributes on customer loyalty. Likert-
scale responses can be used to quantify the opinion of the participants, and therefore get a
more sensitive perception of how the participants view things. The sample will be based in
the vibrant hotel industry of Gujarat, with references to the local and cultural peculiarities of
the region, which can possibly affect the use of sensory branding and customer loyalty trends.
Structural Equation Modeling (SEM) is used to analyze the data obtained with IBM-SPSS-
AMOS 26 software. SEM 1is a powerful statistical methodology that would enable testing
multifaceted relationship between latent construct and observed variable, thus enabling an
effective exploration into how the elements of sensory branding and customer loyalty interact
within the background of the hotel sector in Gujarat. Application of SEM lead to accuracy
and reliability of the findings because it takes into consideration the measurement error and
gives a comprehensive picture of the research variables. Moreover, data analysis and
visualization under AMOS 26 software can be analyzed efficiently thus strengthening the
rigor of the research methodology further.

This study adopted four constructs:

1. Visual Elements in Sensory Branding
2. Tactile Experiences and Customer Loyalty
3. Auditory Branding and Emotional Connections

4. Olfactory Branding and Scent Marketing

Also, ethical issues are prioritized during the research process to guarantee the validity and
reliability of the research. Special care to ensure an informed consent of the subjects and keep
the data obtained in unknown form and ensure that the research conduct aligns with the
provisions guiding ethical studies is taken into consideration. In addition, both possible
constrains like sample bias and response biases have been recognized and dealt with to
control their effect on the study results. With the help of a strong research methodology that
entails a combination of quantitative data collection, statistical analysis with the help of SEM,
and the consideration of ethical principles, the following study will contribute to valuable
insights into the impact of sensory branding on customer loyalty in hotel business in the
dynamic industry of Gujarat. (Smith, A. et al., 2023)
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Data Analysis
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Reliability and Validity
Factors Estimate AVE CR
TactileExperiencesand CustomerLoyalty 0.811 0.648 0.902
0.819
0.708
0.881
0.796
VisualElements_inSensoryBranding 0.625 0.514 0.835
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0.654
0.966
0.534
0.731
AuditoryBrandingan EmotionalConnections 0.689 0.596 0.879
0.775
0.835
0.907
0.619
OlfactoryBranding_andScentMarketing 0.564 0.533 0.849
0.807
0.794
0.758
0.702

The concept of convergent validity is another necessary aspect in gauging reliability of
measuring a measurement in the structural equation modeling. It will also identify how much
variation among various measures of the same construct converges or may measure the same
underlying construct. The given table provides the estimates of the factors which include
Tactile Experiences and Customer Loyalty, Visual Elements in Sensory Branding, Auditory
Branding and Emotional Connections and Olfactory Branding and Scent Marketing and
values of the factors in terms of Average Variance Extracted (AVE) and Composite Reliability
(CR).

Tactile Experiences and Customer Loyalty:

Estimate: 0.811, AVE: 0.648, CR: 0.902

Interpretation: The value of 0.811 indicates that there is high convergent validity between
Tactile Experiences and Customer Loyalty. The AVE of 0.648 means that around 64.8% of
the variance of the observed variables is accounted by the underlying latent construct. The
CR value is 0.902 which is higher than the recommended value 0.7 and thus verifies the
measurement reliability.

Visual Elements in Sensory Branding:

Estimate: 0.625, AVE: 0.514, CR: 0.835

Interpretation: The convergent validity of Visual Elements in Sensory Branding is satisfactory
representing the estimate of 0.625. The value of the AVE (0.514) implies that 51.4 percent of
the variance in the variables observed can be attributed to the latent construct. CR is 0.835
which means good internal consistency and reliability.

Auditory Branding and Emotional Connections:

Estimate: 0.689, AVE: 0.596, CR: 0.879

Interpretation: The estimate of 0.689 reflects that there was a strong convergent validity of
Auditory Branding and Emotional Connections. The AVE of 0.596 suggests that a variance of
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about 59.6% of the observed variables will provide a measure of the latent construct itself.
CR =0.879 is more than the acceptable value, thus demonstrating that it is reliable.

Olfactory Branding and Scent Marketing:

Estimate: 0.564, AVE: 0.533, CR: 0.849

Interpretation: 0.564 is estimated to indicate a moderately good convergent validity of
Olfactory Branding and Scent Marketing. The AVE of 0.533 implies that the latent construct
captures about 53.3% of variance in the observed variables. Internal consistency is acceptable
as indicated by a CR value of 0.849.

Overall, the convergent validity interpretation shows that the four constructs all possess
satisfactory reliability and consistency levels, as implied by the high estimates, AVE values,
and CR values.

Quality Measurement

TactileExperie | VisualEleme | AuditoryBrandi | OlfactoryBran
ncesand_Custo | nts_inSensor | ngan_Emotional | ding andScent
Factors merLoyalty yBranding Connections Marketing
TactileExperienc
esand_Customer
Loyalty 0.805
VisualElements
inSensoryBrandi
ng 0.358 0.717
AuditoryBrandi
ngan_Emotional
Connections 0.496 0.386 0.772
OlfactoryBrandi
ng_andScentMa
rketing 0.466 0.323 0.622 0.730

Discriminant validity measures the different construct distinctions between different
constructs. The given correlation table shows the inter-factor correlations among Tactile
Experiences and Customer Loyalty, Visual in Sensory Branding, Auditory Branding and
Emotional Connections, and Olfactory Branding and Scent Marketing.

Tactile Experiences and Customer Loyalty:

Correlation with Visual Elements in Sensory Branding: 0.358

Correlation with Auditory Branding and Emotional Connections: 0.496

Correlation with Olfactory Branding and Scent Marketing: 0.466

Interpretation: The correlations indicate that Tactile Experiences and Customer Loyalty has
relatively low to moderate associations with the other constructs, supporting discriminant
validity.

Visual Elements in Sensory Branding:

Correlation with Tactile Experiences and Customer Loyalty: 0.358
Correlation with Auditory Branding and Emotional Connections: 0.386
Correlation with Olfactory Branding and Scent Marketing: 0.323
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Interpretation: The correlations suggest that Visual Elements in Sensory Branding has
reasonably low to moderate associations with the other constructs, indicating discriminant
validity.

Auditory Branding and Emotional Connections:

Correlation with Tactile Experiences and Customer Loyalty: 0.496

Correlation with Visual Elements in Sensory Branding: 0.386

Correlation with Olfactory Branding and Scent Marketing: 0.622

Interpretation: The correlations demonstrate that Auditory Branding and Emotional
Connections exhibits moderate associations with other constructs, supporting discriminant
validity.

Olfactory Branding and Scent Marketing:

Correlation with Tactile Experiences and Customer Loyalty: 0.466

Correlation with Visual Elements in Sensory Branding: 0.323

Correlation with Auditory Branding and Emotional Connections: 0.622

Interpretation: The correlations indicate that Olfactory Branding and Scent Marketing has
moderate associations with other constructs, reinforcing discriminant validity.

In summary, the correlation matrix suggests that each factor has relatively stronger
associations with its own construct compared to others, supporting the discriminant validity
of the measurement model. The moderate correlations observed indicate that while there may
be some shared variance between constructs, they remain distinct from each other.

Results:

Measure Model fit Threshold

CMIN/DF 2.628 < 3 great; < 5 acceptable
CFI 938 > .90 good; > .95 great
SRMR .0527 <.08

RMSEA 0.064 <.08

The Confirmatory Factor Analysis (CFA) model output indicates a good fit for the
measurement model:

CMIN/DF (Chi-square/degrees of freedom):

Result: 2.628

Interpretation: The CMIN/DF value is below the threshold of 3, which is considered great,
suggesting a favorable fit for the model. This ratio helps assess the goodness of fit while
adjusting for sample size.

CFI (Comparative Fit Index):

Result: 0.938

Interpretation: The CFI value of 0.938 exceeds the recommended threshold of 0.90,
indicating a good fit for the model. CFI assesses how well the model reproduces the observed
covariance structure.

SRMR (Standardized Root Mean Square Residual):
Result: 0.0527
Interpretation: The SRMR value of 0.0527 is below the threshold of 0.08, indicating a good
fit for the model. SRMR evaluates the discrepancy between the observed and predicted
covariance matrices.
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RMSEA (Root Mean Square Error of Approximation):

Result: 0.064

Interpretation: The RMSEA value of 0.064 is below the threshold of 0.08, suggesting a good
fit for the model. RMSEA evaluates the discrepancy per degree of freedom, considering the

complexity of the model.

Demographic profile of respondents (N=397)
Type Frequency %
Gender
Male 210 52.9
Female 187 47.1
Marital Status
Married 298 75.1
Unmarried 99 24.9
Age
18-28 4 1.0
29-38 37 9.3
39-48 74 18.6
49-58 178 44.8
Above 58 104 26.2
Education
High School/Diploma 99 249
Graduate 73 18.4
Post Graduate 225 56.7
Annual Family Income
Below 2,00,000 3 0.8
2,00,001 —4,00,000 37 9.3
4,00,001 — 6,00,000 93 23.4
6,00,001 — 8,00,000 194 48.9
Above §8,00,000 70 17.6

In summary, the CFA model demonstrates a favorable fit, as evidenced by the CMIN/DF, CFI,
SRMR, and RMSEA values falling within or very close to the acceptable ranges. These
results indicate that the proposed measurement model adequately represents the observed

data, supporting the validity and reliability of the underlying constructs.
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Structural Equation Model Output
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Interpretation:

Direct Effects:

Age — Auditory Branding and Emotional Connections: The direct effect is significant
(0.059), suggesting that age has a positive impact on auditory branding and emotional
connections.

Age — Tactile Experiences and Customer Loyalty: The direct effect is also significant
(0.070), indicating a positive relationship between age and tactile experiences influencing
customer loyalty.

Annual Family Income — Olfactory Branding and Scent Marketing: The direct effect is
highly significant (0.680), implying a strong positive impact of annual family income on
olfactory branding and scent marketing.

Indirect Effects:
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There are several indirect effects observed in the analysis. For instance:

Age — Visual Elements in Sensory Branding — Tactile Experiences and Customer Loyalty:
The indirect effect is significant (0.020), indicating that age influences tactile experiences and
customer loyalty through visual elements in sensory branding.

Annual Family Income — Visual Elements in Sensory Branding — Tactile Experiences and
Customer Loyalty: The indirect effect is also significant (0.033), suggesting that annual
family income impacts tactile experiences and customer loyalty through visual elements in
sensory branding.

Mediating Effects:

Visual Elements in Sensory Branding: Acts as a mediator between both Age and Annual
Family Income and Tactile Experiences and Customer Loyalty. This implies that the
influence of age and annual family income on customer loyalty is partially mediated by the
perceived visual elements in sensory branding.

Overall Interpretation:

The results suggest that age and annual family income directly influence specific sensory
branding aspects, such as auditory branding, tactile experiences, and olfactory branding.
Additionally, there are indirect effects through visual elements in sensory branding, indicating
the mediating role of visual stimuli in shaping customer experiences.

In summary, this Structural Equation Model reveals a complex interplay between
demographic factors, sensory branding components, and customer loyalty. The presence of
significant direct and indirect effects underscores the importance of considering multiple
sensory dimensions in understanding the drivers of customer loyalty in this context.

Standardized P

Effect Weight Value
Age — Auditory Branding and Emotional Connections 0.059 <0.05
Age — Tactile Experiences and Customer Loyalty 0.070 <0.05
Annual Family Income — Olfactory Branding and Scent
Marketing 0.680 <0.001
Age — Visual Elements in Sensory Branding — Tactile
Experiences and Customer Loyalty 0.020 <0.05
Annual Family Income — Visual Elements in Sensory Branding
— Tactile Experiences and Customer Loyalty 0.033 <0.05
Findings

The demographic analysis results show that there were many respondents in the study
(n=397). The gender distribution shows that there is even distribution of males (52.9) and
females (47.1). The Marital status analysis has shown that 75.1% of the participants are
married and 24.9% are not married. The majority of people in the 49-58 age group (44.8%)
are in the 49-58 age group (44.8%), followed by above 58 (26.2%). Education wise, 56.7% of
the population has a post-graduate degree, 24.9% have done high school/diploma and 18.4%
are graduates. The majority (48.9%) is in the 6,00,001 - 8,00,000 bracket for annual family
income. These demographic details give a ground to appreciating the different attitudes that
the sample will represent that forms the foundation of the subsequent treatment on how
sensory branding will affect customer loyalty in the hotel industry in Gujarat. (Baker, E. L. et
al., 2016)
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Managerial Implications

J Hotel managers in Gujarat need to be aware of how sensory branding can greatly
influence customer loyalty. Customer perceptions may also be improved through allocation of
resources and efforts towards the creation of a multisensory brand experience that is likely to
generate loyalty.

o The research demonstrates that annual income of the family and age have a direct
effect on the particular sensory aspects of branding. Hotel managers ought to think of
personalizing sensory aspects of customers in relation to demographical characteristics so
that the experiences of the various customer groups can be personalized and maintained as
engaging.

o A very strong correlation was found between the family income per year and the
olfactory branding, which indicates a possibility of hotels investing in scent marketing.
Creating brand fragrances and highly selective scents might help create a very strong
olfactory brand identity that will result in customer loyalty.

° The effects of virtual tours on hotel bookings, as observed in the research, replenish
the role of online platforms in the formation of senses. Hotel managers ought to look into the
digital product, such as virtual reality, to take sensory branding online.

o Need to educate staff on how to develop and improve multisensory experiences with
guests: The hotel administration should focus on the value of the tactile experience and other
sensory stimuli that help consumers feel included in the experiences offered by the hotel. This
also encompasses focusing on quality linens, furniture comfort and ambience.

o Sensory preferences might also change with time and the hotel managers should be in
touch with the shifting consumer trends. Sensory branding strategies need to be regularly
monitored and adapted to maintain effective outcomes and relevance.

. Some of the ideas that the hotel managers ought to bear in mind when coming up with
sensory experiences include the fact that the state of Gujarat has a diverse cultural scene. The
crafting of effective sensory branding efforts can be supported by understanding cultural
implications and considerations.

o Hotel industry practitioners in Gujarat can also take advantage of the collaboration
with the academic scholars and the industry experts in the field of sensory marketing. These
partnerships have the potential to access the newest knowledge and practices about sensory
branding.

o The feedback loop on a level of sensorial experiences of guests could be helpful to
implement. Constant monitoring of the effectiveness of sensory branding programs provides
an opportunity to continuously develop and refine it.

o The research shows that age, and income affect sensory perceptions. Hotel marketers
need to incorporate this information in their general promotional strategies where promotions
should be based on the sensations of various market segments.

Discussion and Conclusions

The literature reviewed provides a solid framework to understand the complex aspects of
sensory marketing in the context of the hotel industry. The introduction of the concept of
multi-sensory brand experience highlights the importance of incorporating the use of
different senses into marketing. An integrative review is a presentation of the immense
influence of sensory marketing on perception, judgment, and behavior. The emphasis on
multisensory design has underlined the significance of the tactile experience and this aspect is
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what prompted a research on how the experience can be applied in the hospitality industry.
The studies of peculiar influences on shopping and compatibility between smell and music
help learn about the wholeness of sensual details. One point of view involved in the design of
persuasive destination websites provides a digital touch to senses. The research of the
influence of visual and auditory media also contributes to the discussion on sensory branding.
The literature review of scent marketing within the hospitality industry sheds light on the
olfactory aspect. Also, the body of research has been instrumental in gaining a deeper
appreciation of sensory marketing in hotel sectors and insights continue to be applicable in
the context of Gujarat. (Nguyen, T. H. et al., 2018)

Limitations and Future Scope of Study

Although the current study offers some important information to the relationship between
sensory branding and customer loyalty in the hotel industry in Gujarat, some limitations are
to be considered. First, the study concentrated on quantitative information only thus it might
have missed intricate qualitative nature of sensory experiences. Secondly, the study narrowed
down to specific geographical region, which might have restricted the generalization of
results to the larger settings. Besides, use of cross-sectional data might fail to provide
longitudinal changes in consumer perceptions and behaviours over time. The limitations
might be overcome in future studies through the integration of qualitative research in
understanding sensory experience and holding longitudinal studies to understand how
customer loyalty changes with time. Moreover, the accuracy of results would be improved by
expanding the geographical area of the research to involve different cultural aspects. Lastly,
exploring the use of emerging technologies like virtual reality when it comes to the influence
of sensory branding experiences is also a potentially fruitful avenue upcoming research in
this area can take (Carter, M. A. et al., 2015).
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