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Abstract

This study attempts to create a general awareness for specific promotional techniques using
multi senses which are sound and vision and how it impacts customer experience in upscale
eateries of Islamabad. Sensory marketing is an emerging concept in Pakistan. A lot of studies
have been conducted on sensory marketing, but empirical studies are relatively scarce.
Accordingly, this study aims to develop a comprehensive empirical perspective by
substantiating the impact of sound and vision of human on customer experience. This
phenomenon of interest is tested within upscale eateries of Islamabad using sample size of
296 respondents. Simple multivariable regression model is incorporated using SPSS 23
version for analysis. To estimate a series of stepwise regression model Andrew H. Hayes
technique is used. It is found that sound and vision have significant positive impact on the
customer experience in upscale eateries of [slamabad. The sample size used in this research is
limited to hold greater generalizability, also due to limitation of time and cost data was
collected one time only. There were two hypothesis both were accepted. This research had
revealed on the impact of sensory marketing towards customer experience through the
correlation between the independent variables towards dependent variables.
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