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The title of the book “Sensory Marketing” – supported by the phrase “Research on the sensuality of products” –captures the essence of what the reader should expect when going through its pages: a presentation of evidence on the importance, interpretations, effects, implications and limitations of sensory marketing, strongly supported both by existing literature as well as empirical studies conducted by the authors. Even though the term “sensuality” in the subtitle might lead someone in believing that the book assumes a hedonic – oriented approach of products rather than a strictly scientific one, when moving forward into each section, readers should come to realize that when the senses are involved, it’s all about gratifying them.  

Dr. Aradhna Krishna, an eminent researcher in the area of sensory marketing, has gathered a writing group of 37 scholars who contribute to the comprehensive approach to sensory marketing adopted throughout the book. Consumer aesthetics, sociolinguistics, the psychology of preference and even computer–human interaction are among the original research interests of the authors. 
The book dedicates five distinct but equivalent sections to each one of the human senses: haptics, olfaction, audition, vision and taste. A final section reviews the future implications of sensory marketing and serves as a closing comment from the authors. Each section consists of the basic structure that one would come across in a research paper: literature review, hypothesis, methodology, findings, critique, managerial implications, limitations and guidelines for future research. By gathering multi–disciplinary findings from across various fields, such as physiology, psychology, biology and anthropology, the authors provide a holistic approach to the antecedents and potentials that may be derived from the practice of sensory marketing.
The first section begins with haptics – or the sense of touch – which is delineated from the rest of the senses by two very specific characteristics. First, it is the only proximal sense and cannot act through a medium. Therefore, unlike the rest of the senses, a stimulus can be perceived only if in direct contact with the skin. The second factor inherent to the sense of touch is its ability to process only one input at a time. Having defined the special traits of haptics, the authors develop the rest of its attributes by adopting various perspectives such as the rationale of hedonic touch, the relationship between vision and touch and the meaning of incidental touch. The concluding chapter reports an experimental study on haptic product evaluation which provides interesting cues on the underlying relationships between the sense of touch and product assessment.  
The next section of the book is dedicated to the sense of olfaction. As suggested, the sense of smell may play a secondary role in terms of importance when compared to vision or hearing, however it strongly contributes to the quality of everyday life. An overview of the functions of smell is presented, followed by a deeper examination of the effect of odors on an emotional, cognitive and biological level. The authors proceed to a wider perspective of the sense of smell, by presenting a crossnational study affirming that culture does affect the formation of scent perception. The section concludes with one more empirical study analysing the effect of scent and music on consumers’ time perception.   
Audition is the next sense to be considered. This section seeks into the various types of sound encountered by consumers in the marketplace, including sound symbolism, speech and voice, advertising and background music. The authors examine the variants of this auditory information in correspondence with consumers’ perceptions and subsequent behaviour and conclude the chapter by investigating the case of the aural processing of brand names that are not included in the habitual vocabulary.
Section four commences with a presentation of visual perception. The aim is to provide a summary of the interaction between visual cues and their effects on different levels of consumer judgment. Readers have the opportunity to review the application of a cross-cultural study carried out by the authors, on color preferences, as well as the analysis of the effectiveness of black-and-white imaging in diverse contexts, thus introducing ample opportunities for future research. Finally, the closing chapter raises a fairly new issue relevant to consumers’ inferences related to the perceived visual weight of a product.

Taste is the last, but not least, of the senses to be reviewed. An innate attribute defined from the very beginning is the fact that taste perception is strongly correlated not only with the rest of the senses but also with other cognitive inputs. In this section, the authors adopt a psychological approach in examining the taste of food, and provide a well-received critique on experimental designs, which nonetheless constitute the core method for presenting the findings in this book.  The two concluding chapters concentrate on food consumption and labeling, which although not directly related to the present question of taste, provide a number of interesting perspectives. 
In the closing section, apart from outlining possible future directions, the authors affirm that the aim of the book is not to provide exhaustive research on the senses but to inspire the generation of a course for study. And this is the case: even though there is a vast array of information to be processed, the book might stimulate both scholars and professionals to select one of the many areas of interest to further research or practice.
Overall, the intriguing aspect of this book resides in the presentation of insights on the various functions of the senses, which even though may be self-evident, or at least assumed by individuals in everyday life, they may be even so overlooked. By shedding light on the features and interactions of the senses, readers are provided with a novel instrument which serves in better understanding consumers’ responses, preferences, perceptions and behaviour when faced with various stimuli. Both scholars and professionals should benefit from these extensive but also in–depth, illustrations from the authors. Moreover, inventive managers might find this book practical not only in terms of market orientation, but also as a method to be exploited within an organisation, as it identifies how sensory inputs have an impact on aspects of performance such as creativity or productivity.
