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ARTICLE INFO ABSTRACT

Article History: This comprehensive research explores the dynamic field of neuromarketing and
consumer neuroscience within the context of aroma marketing. The study aims to
provide an extensive literature review, identify key factors influencing consumer
preferences in aroma marketing, and empirically investigate the impact of these
factors on consumer choices. A mixed-methods approach combines a thorough
literature review with empirical data collected through a survey-based study
involving 300 participants. The research employs statistical techniques, including
Keywords: Principal Component Analysis (PCA), to identify and understand the factors
affecting consumer preferences. The findings reveal four distinct components that
significantly influence consumer behavior in aroma marketing, encompassing
sensory experiences, emotional connections, color preferences, and audio-visual
elements. The study recommends leveraging these factors to enhance aroma
marketing strategies, calls for more research in real-world settings, and highlights
the importance of ethical considerations in neuromarketing. This research
contributes to the evolving field of neuromarketing and consumer neuroscience,
offering valuable insights for businesses and marketers seeking to create effective
and engaging aroma marketing campaigns.
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1. INTRODUCTION neuroscience and marketing, was explored. The
researchers emphasized the application of advanced
brain imaging techniques to gain insights into consumer
behavior and the ability of marketing actions to trigger
placebo-like satisfaction. Safaei's literature review in
2021, published in "Design Engineering," focused on the
evolving landscape of marketing in the context of
modern  technologies. The study  conducted
comprehensive analyses of Neuro-marketing and Viral-
marketing, aiming to discern their characteristics and
effectiveness. Additionally, it delved into the role of the
human senses in neuromarketing, exploring how sensory
inputs like sight, hearing, smell, touch, and taste impact
customer emotions and purchase decisions. The findings
highlighted the strategic importance of sensory
stimulation for attracting and retaining customers, thus
enhancing sales and loyalty for businesses and
marketers. Javor and colleagues (2013) advocated for a
clear distinction between "neuromarketing” and

Neuromarketing and consumer neuroscience have
emerged as dynamic fields at the intersection of
neuroscience and marketing, offering novel insights into
consumer behavior and decision-making processes. With
advancements in brain imaging techniques and cognitive
psychology, researchers have increasingly turned their
attention to understanding how neurological processes
influence consumer preferences, particularly in the
context of aroma marketing. Aroma marketing, also
known as scent marketing or olfactory marketing,
harnesses the power of scent to evoke emotions, create
memorable experiences, and influence consumer
behavior. By leveraging insights from neuromarketing and
consumer neuroscience, businesses can strategically
design scent experiences to enhance brand perception,
drive sales, and enhance customer loyalty. In the study
conducted by Ouazzani Touhami et al. (2011), the
emerging field of neuromarketing, at the intersection of
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"consumer neuroscience." They highlighted potential
areas of collaboration between neurology and consumer

neuroscience, such as understanding pathological
gambling and compulsive buying in neurological
diseases. Overall, they proposed that consumer

neuroscience could inform and benefit the field of

neurology. Sharma, Singh, and Srivastava (2020)
explored the convergence of neuroscience and
marketing, giving rise to "Neuro Marketing" or

"Consumer Neuro Science." This interdisciplinary field
was suggested to have the potential to reshape the future
of marketing. Nayak (2023) examined into the realm of
neuromarketing, which employs brain analysis to
comprehend and influence consumer behavior. The
paper reviewed various methods such as brain scanning
and physiological tracking, highlighting their advantages
and disadvantages. Nayak also cautioned against
potential exaggerations in the field and recommended
assessing consultants' expertise in both neuroscience
and marketing. In the study by Skinner and Stephens
(2014), the researchers explored how neuro-linguistic
programming (NLP) could enhance marketing
communication. They discovered that individuals have
preferred sensory systems for processing information,
and marketers should align their messages with these
sensory preferences. The study revealed that
advertisements perceived as most effective by
participants were those that matched their preferred
sensory systems. This finding emphasized the
importance of using a common sensory language in
marketing to effectively engage diverse target audiences.
Rozan Fortunato, Giraldi, and Oliveira (2014) conducted
a  comprehensive review of neuromarketing,
encompassing practical outcomes, techniques,
contributions, and limitations. Their aim was to define
neuromarketing, emphasize its significance, and
demonstrate its advantages over traditional research
methods. It provided insights from studies that had
utilized neuromarketing methods and identified its
primary limitations. This extensive review not only
offered theoretical support for neuromarketing but also
researched into practical applications, showcasing its
relevance in real-world business contexts. In their 2021
review, Ber’cik, Neomaniova, Mravcova, and Galova
explored the role of consumer neuroscience in aroma
marketing across various service sectors. They
emphasized the increasing significance of consumer
neuroscience in understanding consumer preferences
and behavior, particularly concerning the powerful
impact of scent on customer subconsciousness and
business profitability. However, the analysis revealed a
shortage of research on service providers' use of
neuroscience tools to examine aroma effects on human
emotions, with most studies conducted in controlled
settings and using varied methodologies. Despite the
potential, the researchers found that service companies
had not fully leveraged consumer neuroscience and
aroma marketing, particularly innovative methods and
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tools. Neurosense effectively leveraged implicit research
technology to assess the brand's assets, identifying
strengths and weaknesses. They also identified assets
strongly associated with the product category but not
owned by either brand, presenting opportunities for
exploitation. Based on Neurosense's findings and
recommendations, the business underwent a successful
rebranding process, with the redesigned products now
available in stores and on product shelves, reflecting the
practical application of their research (Caratu et al,
2011). Caratu, Cherubino, and Mattiacci (2011)
conducted a pilot study applying neuro-marketing
techniques to wine tasting, specifically investigating the
role of olfaction in the experiences. Perrachione and
Perrachione (2008) explored the intersection of
neuroscience and marketing, highlighting how advances
in neuroimaging technology have generated interest in
understanding the structure and function of the human
brain. They discussed the motivations and
methodologies of neuroscientific inquiry and emphasized
how scholars in consumer behavior could leverage these
advances. Furthermore, the paper emphasized the
potential for neuromarketing to contribute to
understanding the biological foundations of human
behavior by framing marketing research questions
through a neuroscientific lens. Cognitive neuroscience's
implications for marketing were discussed by Page and
Raymond (2006). They emphasized the importance of
creating and maintaining strong, easily accessible brand
representations in consumers' minds, outlining the
'Workspace model' of marketing, which highlighted three
crucial areas: Knowledge, Action, and Emotion. The
paper highlighted the need for marketers to engage
consumers effectively, ensuring that marketing messages
were task-relevant and integrated for maximum impact.
The study also emphasized the importance of
permission-based and respectful marketing approaches,
particularly in interactive channels. Allowing consumers
ample time to process marketing messages was also
considered essential to prevent key elements from being
overlooked.

Neuromarketing, an interdisciplinary field combining
cognitive psychology, neurology, neurophysiology, and
marketing, was defined and highlighted by Royo-Vela
and Varga (2022). They emphasized its value in studying
consumer behavior and purchase decisions through
various research techniques that observe and evaluate
how the brain and other physiological responses react to
external stimuli. This entry emphasized the term
"consumer neuroscience" and its academic approaches,
utilizing methods such as fMRI, Eye Tracking, or EED. It
underlined a promising future and positive attitudes
toward neuromarketing, showcasing its potential to
enhance marketing research. Alvino et al. (2020)
conducted a literature review exploring the use of
neuroscience tools in consumer neuroscience research to
understand consumer behavior and decision-making in
marketing. They identified seven commonly used tools,
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with electroencephalography (EEG) and eye tracking
(ET) being the most prevalent. These tools were applied
across various marketing domains such as advertising,
branding, online experiences, pricing, and product
development. Additionally, the review highlighted two
integrated platforms, iMotions and GRAIL, which
streamlined the measurement of different neuroscience
tools, reducing time and costs for experiments while
connecting cognitive, emotional, and neuronal processes.
This study offered valuable insights for future research
and business applications in consumer neuroscience.
Meckl-Sloan (2015) delved into the field of
neuroeconomics, which combines cognitive
neuroscience, computational neuroscience, psychology,
and economics to understand how humans make
decisions. Neuroeconomics utilizes brain imaging and
genetics to uncover the biological basis of human
behavior. The paper also introduced neuromarketing, a
branch of neuroscience research that explores how brain
processes influence consumers' economically relevant
decisions. It was examined in various contexts, such as
aging populations, Wall Street traders' risk-taking
behaviors, chemical influences on decision-making, and
decision-making under uncertainty. The ethical
implications of neuromarketing were also discussed.
This research had relevance for marketers aiming to
create strategies tailored to specific target populations.
Lee et al. (2007) introduced neuromarketing as a field of
study that connects consumer behavior and
neuroscience. They discussed the challenges posed by
traditional = methods of assessing advertising
effectiveness, which rely on consumers' subjective
descriptions of their feelings. Neuromarketing, on the
other hand, offered advanced techniques to directly
probe consumers' minds without requiring conscious
participation. The paper suggested that neuromarketing
had the potential to significantly enhance the
effectiveness of both commercial and cause-related
advertising messages globally. Kottier (2017) explored
the added value of neuromarketing tools in marketing
research. The study highlighted that neuromarketing
could provide valuable insights due to people's inability
to accurately express their feelings and the hidden
information in their brains. The research found that
neuromarketing tools positively contributed to
identifying customer needs and assessing the four
aspects of the marketing program: product, price,
distribution, and promotion. Overall, neuromarketing
was seen as a valuable addition to marketing research. In
a paper by Morin (2011), neuromarketing was
introduced as an emerging field that bridges consumer
behavior and neuroscience. The paper highlighted the
challenges in traditional methods of assessing
advertising effectiveness, which rely on consumers'
subjective descriptions of their feelings. Neuromarketing,
in contrast, offered advanced techniques to directly
probe consumers' minds without requiring conscious
participation. The paper suggested that neuromarketing
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had the potential to significantly enhance the
effectiveness of both commercial and cause-related
advertising messages globally. In the context of sensory
marketing, the research by Bhatt and Bapna (2018)
emphasized the significant role that the five human
senses (sight, smell, sound, taste, and touch) play in the
shopping experience. Sensory marketing positioned the
consumer's sensory experiences at the core of marketing
strategies, demonstrating how companies and retailers
could positively influence these senses through various
means like color, smell, music, taste, and texture. The
study underscored the importance of understanding and
exploring the fundamentals of sensory marketing,
particularly among the youth, who wield substantial
influence in the market. Smidts et al. (2014) discussed
the progress made in consumer neuroscience over its
first decade and compared it to neuroeconomics. They
highlighted three areas for future development:
incorporating genetics and molecular neuroscience,
leveraging computational advancements, and
considering cross-cultural influences on consumer
behavior. Sdnchez-Fernandez et al. (2021) explored the
application of consumer neuroscience techniques in
advertising research. The study highlighted the
limitations of self-report techniques and the need for
more objective tools from neuroscience and psychology
to study consumer behavior. It used a bibliometric
approach to analyze 203 papers published between 1986
and 2019, providing insights into research tools,
journals, and emerging trends in the field. This paper
served as a valuable resource for advertising academics
and professionals looking to wuse neuroimaging
techniques in their work. Lastly, Dolon et al. (2022)
discussed the emerging significance of neuromarketing
in Bangladeshi advertising agencies. They highlighted
previously overlooked internal factors and customer
emotions in marketing research, essential for the
country's growing advertising industry. The paper
explored various neuromarketing techniques, including
neuro-design and neuro-branding, which aimed to
engage emotions through sensory elements. Ethical
concerns regarding the impact of neuromarketing on
customers were also addressed, along with common
ethical dilemmas. Overall, the paper provided valuable
insights for advertising professionals in Bangladesh.
Objectives of the research are:

i To provide a comprehensive overview of the
existing literature on neuromarketing, consumer
neuroscience, and their applications in the
context of aroma marketing.

ii. To identify key factors and dimensions
influencing consumer preferences in aroma
marketing, with a focus on sensory experiences,
emotional connections, color preferences, and
audio-visual elements.

iii. To empirically investigate the impact of these
identified factors on consumer preferences
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Table 1
Dimensions Consider For Aroma Marketing

2. RESEARCH METHODOLOGY

The research methodology adopted a mixed-methods

1 | How likely are you to be attracted to a product or . . . :
; ¢ i ) i approach, integrating both a comprehensive literature
place Wlth visually appealing pa_CkaSmg or d'e51gn? review and empirical data collection and analysis. A
2 | How important are .colors n influencing  your survey-based study was conducted, involving 300
preference for aromas ?n marketing? participants selected from diverse geographic regions—
3 | To what extent do visual elements enhance your |  Gazipyr, Narsingdi, Jamalpur, and Bogura—to ensure a
connection with the aroma marketing message? representative cross-section of the population. The
4 | How much does the visual presentation influence sampling technique employed was stratified random
your overall satisfaction when encountering aroma sampling, allowing for a balanced representation from
marketing? both urban and rural areas. The research was conducted
5 | How sensitive are you to different scents when | yjthin the context of aroma marketing, specifically
making choices related to aroma marketing? exploring consumer preferences in these selected
6 | How likely are you to explore a product or place | regions. The sample size of 300 participants was
further if it has an enticing scent? determined to provide sufficient statistical power for our
7 | How much the scent does associated with a product |  analysis. Data collection methods involved distributing
or place affect your overall enjoyment of the aroma | survey questionnaires to participants in various
marketing experience? locations across the specified areas, including
8 | To what extent do scent elements enhance your | commercial districts, markets, and residential areas. To
connection with the aroma marketing message? identify key factors and dimensions influencing
9 | How much does the choice of background music or | consumer preferences in aroma marketing, researcher
sounds affect your overall enjoyment of an aroma | employed advanced statistical techniques, including
marketing experience? Principal Component Analysis (PCA), and applied
10 | To what extent do sound elements enhance your rotation methods for factor analysis to comprehend the
connection with the aroma marketing message? interactions among these factors. This methodology
11 | How likely are you to connect emotionally with an allowed gaining valuable insights into the impact of
aroma marketing message when accompanied by sensory experiences, emotional connections, color
appealing sounds? preferences, and audio-visual elements on consumer
12 | How important is the harmony between the sound | preferences in aroma marketing within these specific
and aroma in your overall satisfaction with aroma regions, contributing to a comprehensive understanding
marketing? of the field.
13 | How willing are you to try new products or flavors Table 2
when they are associated with pleasant aromas in Distribution of Participants Based on Gender, Age,
marketing? Occupation, Education
14 | How important is the harmony between the scent | Variables Scales Frequency Percent
and taste of a product in your purchase decisions? Gender Male 166 55.3
15 | To what extent do taste elements enhance your Female 140 44.7
connection with the aroma marketing message? Total 300 100.00
16 | How much does the taste experience contribute to 10-19 1 3
your overall satisfaction when encountering aroma 20-29 9 3.0
marketing? 30-39 44 14.7
17 | How likely are you to choose a product with Age 40-49 127 42.3
appealing tactile sensations (e.g., smooth packaging) 50-Above 119 39.7
in aroma marketing? Total 300 100.00
18 | How much does the tactile experience contribute to Student 115 383
your overall satisfaction when encountering aroma Govt job 48 16.0
marketing? Private Job 52 17.3
19 | To what extent do tactile elements enhance your | Occupation  Businessman 58 19.3
connection with the aroma marketing message? Others 27 9.0
20 | How important is the harmony between the tactile Total 300 100.00
sensations and aroma in your overall satisfaction SSC 150 50.0
with aroma marketing? HSC 46 15.3
Source: Researcher’s Compilation, 2023 Education Honours 36 12.0
Masters 49 16.3
Others 19 6.3
Total 300 100.00
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Source: Researcher’s Compilation Based on Field Survey, 2023
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Table 2 presents the distribution of research participants
based on four key demographic variables: Gender, Age,
Occupation, and Education. The table provides a
summary of the number of participants within each
category and their respective percentages: The
participants are divided into two categories, Male and
Female. Of the total 300 participants, 166 are male
(55.3%), and 140 are female (44.7%). Participants' age
groups are categorized into five ranges: 10-19, 20-29, 30-
39, 40-49, and 50-Above. The majority fall into the 40-49
age group, with 127 participants (42.3%). The
participants' occupations include Student, Govt Service
Holder, Private Service Holder, Businessman, and Others.
Students represent the largest group, comprising 38.3%
of the total. Participants' educational levels are classified

initial eigenvalue of 8.076, signifying that it explains a
substantial portion of the variance in the dataset.
Extraction Sums of Squared Loadings column provides
the percentage of variance explained by each component.
Component 1 explains 40.381% of the total variance,
indicating its significance in summarizing the data. The
cumulative percentage demonstrates the cumulative
variance explained by including all components up to a
given point. After incorporating Component 3, a
cumulative variance of 52.482% is achieved, highlighting
the collective contribution of the first three components.
Notably, Component 1 through Component 4 each
explain significant portions of the variance, with

into five categories: SSC, HSC, Honours, Masters, and cumulative  percentages indicating that these
Others. The largest group has completed SSC, accounting components collectively capture 57.661% of the
for 50% of the participants. dataset's total variance.
Table 3 Table 4
KMO and Bartlett's Sphericity Test (2023) PCA Results for Variance Explanation
KMO and Bartlett's Test Total Variance Explained
Kaiser-Meyer-0lkin Measure of Sampling 939 Extraction
Adequacy. Sums of Rotation Sums
Bartlett's Test of Approx. Chi-Square 2.466E3 Initial Squared of Squared
Sphericity df 190 Eigenvalues Loadings Loadings
Sig. 000 % of |Cumu % of [Cumu % of |Cumu
Source: Researcher’s Compilation Based on Field Survey, 2023 Comp |To |Vari |lative |To |Vari |lative |To [Vari |lative
onent |tal |ance |% tal |ance |% tal |ance |%
Table 3 provides the results of the Kaiser-Meyer-Olkin 1 8.0(40.3 |40.38 |8.0({40.3 {40.38 [3.9]19.5 |19.59
(KMO) measure of sampling adequacy and Bartlett's Test 76 181 |1 76 |81 |1 20199 |9
of Sphericity for the research conducted in 2023. KMO 2 13l6.74 [47.12 11.3l6.74 |47.12 |3.6]18.4 |38.04
Measure: The KMO value is 0.939, indicating a high level 49 |3 4 49 |3 4 88 a2 |2
of sampling adequacy. This suggests that the data
collected for the research is suitable for factor analysis. 3 1.015.35 15248 |1.0/5.35 |52.48 12.8/14.0 152.10
Bartlett's Test of Sphericity: The test yielded an 7219 2 7219 2 12159 11
approximate Chi-Square value of 2.466E3 with 190 4 1.0|5.17 |57.66 |1.0(5.17 |57.66 |1.1|5.56 |57.66
degrees of freedom and a significance level (Sig.) of 36 |9 1 36 |9 1 12 |0 1
0.000. A significant Chi-Square value suggests that the 5 8114.05 |61.72
data is not spherically distributed, which is a 2 |9 1
prerequ151tel for factor analy51-s. In summary, these 6 761384 l65.56
results confirm that the dataset is appropriate for factor 9 |s 6
analysis, indicating the suitability of the data for further
statistical exploration. 7 .7213.60 [69.16
1 |3 9
3. ANALYSIS AND FINDINGS 8 6713.37 172.54
The table 4 provides a comprehensive overview of the 5 17 6
results obtained through Principal Component Analysis 9 .6313.18 |75.73
In PCA, components are linear combinations of the 7 2
original variables. In this analysis, components are 10 .63|3.15 |78.88
numbered from 1 to 20. The initial eigenvalues represent 0 [0 2
the amount of variance explained by each component. 11 .57|2.88 |81.76
The higher the eigenvalue, the more variance is 6 1 4

explained. For instance, Component 1 has the highest
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Recommendation: Prioritize olfactory cues and sensory
elements in product or place design to attract and engage
consumers effectively. Strategic Implication: Invest in
developing enticing scents and ensuring visual
presentation aligns with aroma marketing goals to
enhance overall consumer enjoyment

Policy Implication: Encourage businesses to incorporate
olfactory and tactile elements into their marketing
strategies, potentially through incentives or guidelines
promoting sensory engagement.

Table 5
Rotated Component Matrix for Aroma Marketing Factors

Rotated Component Matrix2

Component

1123 4

BAUST]

12 .51(2.57 |84.33
5 |4 7

13 .50(2.50 |86.84
1 |5 2

14 46(2.31 |89.15
3 16 9

15 4412.22 191.38
6 |9 8

16 41(2.06 |93.45
3 |4 1

17 .36(1.83 |95.28
7 |5 6

18 .34(1.70 |96.99
219 5

19 .30(1.54 |98.53
8 |0 4

20 .29(1.46 {100.0
3 16 00

Extraction Method:

Principal Component

Analysis.

Sensory Experience and
Attractiveness

Source: Researcher’s Compilation Based on Field Survey, 2023

Table 5 presents the results of the Principal Component
Analysis (PCA) with a Varimax rotation and Kaiser
Normalization, which aimed to uncover the underlying
structure of factors affecting consumer behavior and
preferences within the context of aroma marketing. The
components,
characterized by a unique set of survey questions and
their corresponding factor loadings. These components
shed light on the key determinants of consumer

PCA revealed four distinct each

responses to aroma marketing.

Component 1: Sensory Experience and Attractiveness.
This component encompasses the sensory elements that
strongly influence a consumer's likelihood to explore a
product or place and the overall enjoyment of aroma
marketing experiences. The high factor loadings on
questions such as "How likely are you to explore a
product or place further if it has an enticing scent?"
(0.744) and "How much does the scent associated with a
product or place affect your overall enjoyment of the
aroma marketing experience?" (0.683) highlight the
central role of olfactory cues in attracting and engaging
consumers. Additionally, factors like visual presentation
(loading of 0.673) and the harmony between tactile
sensations and aroma (loading of 0.639) play significant
roles. The choice of background music or sounds
(loading of 0.612) and visual aesthetics (loading of
0.534) also contribute to the overall appeal.
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How likely are you to explore a
product or place further if it has an|.744|.312(.141
enticing scent?

How much the scent does associated
with a product or place affect your
overall enjoyment of the aroma
marketing experience?

.683(.375|.252

How much does the visual
presentation influence your overall
satisfaction ~when encountering
aroma marketing?

.673(.217|.217

How important is the harmony
between the tactile sensations and
aroma in your overall satisfaction
with aroma marketing?

.639(.204|.312

How much does the choice of
background music or sounds affect
your overall enjoyment of an aroma
marketing experience?

.612(.382

How likely are you to be attracted to
a product or place with visually|.534|.123(.425|.142
appealing packaging or design?

How much does the taste experience
contribute to your overall
satisfaction ~when encountering
aroma marketing?

.524|.498|.167|.112

How sensitive are you to different|.523(.488
scents when making choices related
to aroma marketing?
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Emotional Connection and related to emotional connections in aroma marketing
Multisensory Experience and the influence of a multisensory experience on
To what extent do taste elements consumer behavior. "How much does the taste
enhance your connection with the|.205|.796/.133 experience contribute to your overall satisfaction when
aroma marketing message? encountering aroma marketing?" (0.796) takes the lead
How likely are you to connect in this component, emphasizing the role of taste as a
emotionally with an  aroma 2071.6601.1011.101 determinant of emotional satisfaction. Furthermore, the
marketing message wh?en questions related to emotional connections, tactile
accompanied by appealing sounds? elements, visual elements, and the harmony between
How likely are you to choose a sound and aroma contribute significantly. This
produc.t with  appealing tac.tlle .278|.628/.235 component highlights the importance of appealing
sensations (e.g., smooth packaging) . . ) .
. . sounds, tactile sensations, and visual elements in
in aroma marketing?
) establishing emotional connections with aroma
To what extent do visual elements Keti
enhance your connection with the|.201|.624|.294 Markeling Mmessages.
aroma marketing message? . . .
- - Recommendation: Focus on creating multisensory
How important is the harmony . : : . .

, experiences to establish emotional connections with
between the sound and aroma in 379! 5891206 Strateaic Implication: Devel Keti
your overall satisfaction with aroma|’ . . consumers. Strategic Implication: Develop marketing
marketing? campaigns that integrate taste, touch, sound, and visual
To what extent do tactile elements elements to enhance emo‘.aonal SZ.ltle.aCthl’l and
enhance your connection with the|.265(.272(.707 consumer engagement. Policy Implication: Foster
aroma marketing message? education and training programs for marketers to
To what extent do scent elements understand and implement effective multisensory
enhance your connection with the|.146|.169|.699|.176| marketing techniques, potentially through industry
aroma marketing message? partnerships or government-supported initiatives
Influence of Color Preferences

- Component 3: Influence of Color Preferences.
How willing are you to try new C 3§ he infl ¢ :
products or flavors when they are 106 coal 110 omponent ocuses on the influence of color
associated with pleasant aromas in|’ ' : preferences in shaping consumer choices related to
marketing? aromas in marketing. "How important are colors in
How important is the harmony influencing your preference for aromas in marketing?"
between the scent and taste of a|.161|.493|.531|.108| (0.405) is the primary driver, indicating the impact of
product in your purchase decisions? color psychology on consumer preferences in aroma
How much does the tactile marketing. Taste elements and the tactile experience also
experience contribute to our i i .

p [ 1 y 339|379/ 490 play a role in this component

overall satisfaction when
encountering aroma marketing? Recommendation: Consider the impact of color
How important are colors in psychology in aroma marketing strategies. Strategic
influencing your preference for|.490 405|.344|  Implication: Utilize colors strategically to influence
aromas in marketing? consumer preferences and perceptions of aromas in
Audio-Visual Connection marketing materials and product packaging. Policy
To what extent do sound elements Implication: Advocate for transparency in color usage in
enhance your connection with the 134 933 marketing materials, ensuring consumers are not misled
aroma marketing message? by color associations, potentially through labeling
Extraction Method: Principal Component Analysis. guidelines or industry standards
Rotation = Method:  Varimax  with  Kaiser
Normalization. Component 4: Audio-Visual Connection. The fourth
a. Rotation converged in 8 iterations. component highlights the importance of audio-visual

Source: Researcher’s ‘Compilation Based on Field Survey, 2023

Component 2: Emotional Connection and Multisensory
Experience. This component is characterized by factors
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elements in enhancing consumers’ connections with
aroma marketing messages. "To what extent do sound
elements enhance your connection with the aroma

46



BAUST]

Sawrov.: Exploring the Role of Neuromarketing and Consumer Neuroscience
in Aroma Marketing: A Comprehensive Literature Review and Empirical
Analysis

marketing message?" (0.933) stands out as the essential
factor, highlighting the significant impact of audio
elements in engaging consumers with aroma marketing.

Recommendation: Harness the power of audio-visual
elements to enhance consumer engagement with aroma
marketing messages. Strategic Implication: Incorporate
high-quality sound elements into marketing campaigns
to strengthen consumer connections and
message retention. Policy Implication:
accessibility and inclusivity in audio-visual marketing
content, potentially through regulations ensuring content
is accessible to diverse audiences, including those with
sensory impairments.

improve
Promote

4. CONCLUSION

This research paper has conducted a thorough
examination of the burgeoning field of neuromarketing
and consumer neuroscience, particularly focusing on
aroma marketing and its significant role in shaping
consumer behavior. Through a comprehensive approach
blending literature review and empirical survey analysis,
the study has identified four crucial components: sensory
experiences and attractiveness, emotional connections
and multisensory engagement, the influence of color
preferences, and audio-visual connections, all of which
exert considerable influence on consumer preferences in
aroma marketing campaigns. These findings provide
actionable insights for businesses and marketers aiming
to develop compelling aroma marketing strategies by
leveraging these fundamental factors. Moreover, the
paper stresses the importance of ethical considerations
in neuromarketing practices and calls for further
research efforts to explore the effects of aroma
marketing in real-world contexts and across diverse
service sectors. Looking ahead, future research could
delve deeper into the distinctions of aroma marketing
effects, exploring additional variables and their
interactions, as well as investigating the application of
these insights in various cultural and demographic
contexts. Furthermore, continued exploration of ethical
frameworks and guidelines within neuromarketing
practices will be essential to ensure responsible and
transparent implementation. By addressing these paths,
researchers can further enrich the evolving landscape of
neuromarketing and consumer neuroscience, advancing
our understanding of consumer behavior and facilitating
the development of more effective marketing strategies.
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