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Abstract:

The aim of this study is to analyze the dimensions of sensory marketing and
its role in promoting the brand. The dimensions of sensory marketing have been
expressed through (visual marketing, auditory marketing, olfactory marketing,
taste marketing, tactile marketing), while the brand was expressed as one
dimension. The researcher chose the Hekayat Grills Restaurant as one of the
restaurants that relied on marketing which addresses the senses and feelings.

At the end of the study, it was concluded that Hekayat Grills Restaurant uses
sensory marketing in addition to the existence of a relationship between sensory
marketing and brand promotion, in order ti test the existence of an effect of the
sensory marketing dimensions (visual marketing, audio marketing, olfactory
marketing, taste marketing, tactile marketing) Hekayat Grills brand.

Keywords: Sensory Marketing, Branding, Hekayat Grill Restaurant.
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% ¢ Le marketing sensoriel dans le Mix, BERNARD Coralie page 11.
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