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Abstract
Sensory-based marketing is one of the modern marketing strategies that can lead to taking
advantage of the senses of sight, hearing, smell, taste, touch, and smell in marketing campaigns
and transform advertising into unforgettable experiences for the recipient, which effectively and
positively affects the recipient’s behavior and then enhance the recipients’ experiences and
establish emotional bonds. Strong and create an impression that cannot be easily forgotten. It
can also lead to increased loyalty to the brand and a significant increase in purchase intention.
Therefore, this research aims to find a proposed strategy for employing sensory-based
marketing theories in advertising, as the research problem arises from the lack of optimal
exploitation of the energies of Sensory-based marketing and its theories in advertising
operations. To achieve the goal, the research follows the descriptive approach. The research is
divided into three main parts. The first part focused on the concept and importance of sensory-
based marketing, while the second part reviewed sensory-based marketing theories. The third
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part presented a proposed strategy for employing sensory-based marketing theories in
advertising. The research concluded that applying the proposed strategy It helps to achieve a
balance between the creative and strategic aspects of the marketing and advertising process and
helps achieve success and achieve the desired results if the proposed strategy is flexible and

adjustable according to changes in the environment and customer needs.
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