
36 Color Culture and Science Journal Vol. 17 (1) DOI: 10.23738/CCSJ.170103 

Exploring crossmodal color 

correspondences through neuromarketing 
Alessandro Bortolotti1  

1University “G. D'Annunzio” of Chieti-Pescara, Chieti, Italy. Department of Neuroscience, Imaging, and Clinical 

Sciences. alessandro.bortolotti@unich.it 

 

 

ABSTRACT 

It is now well known that marketing is evolving. In this context, sensory marketing can be defined as a 

revolutionary approach to consumer engagement that leverages the five human senses to create immersive 

and memorable product experiences. This strategy aims to build stronger emotional connections and enhance 

interactions with the brand or the product itself by tapping into the complex web of sensory perception. A key 

concept in sensory marketing is crossmodal correspondence, which explores how the activation of one sense 

can influence the perception of another. For example, the perceived sweetness of a product can be heightened 

when associated with the color red. Integrating neuromarketing principles, which utilize insights from 

neuroscience, further enhances the effectiveness of sensory marketing. This integration allows marketers to 

understand the subconscious decision-making processes that drive consumer behavior. Visual elements, 

particularly color, play a crucial role, with studies showing that color significantly impacts initial product 

judgments. Sensory marketing transcends traditional sales tactics by fostering deep, lasting relationships with 

consumers through multi-sensory experiences that engage sight, sound, touch, taste, and smell. This holistic 

approach requires a comprehensive understanding of target demographics, consumer psychology, and the 

art of creating personalized, engaging experiences. As the marketing landscape evolves, sensory marketing 

stands at the forefront of innovation, offering a pathway to more meaningful consumer engagement and 

greater brand loyalty.  
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1. Introduction 

In the increasingly fast-paced world of  marketing and 

advertising, companies are constantly seeking new ways 

to capture consumer attention and consequently boost 

their sales (Krishna et al., 2016; Wörfel et al., 2022). Based 

on this, in his 1999 article, Schmitt explores a new 

approach to marketing called “Experiential Marketing” with 

the same approach as behavioral economics (Thaler,  

2016). Traditional marketing tends to view consumers as 

rational decision-makers who focus primarily on the 

functional characteristics and benef its of  products. 

However, Schmitt introduces Experiential Marketing, 

which sees consumers as both rational and emotional 

beings who seek enjoyable and memorable experiences 

(Schmitt, 1999). Schmitt outlines f ive distinct types of  

experiences that marketers can create for their customers. 

The f irst type is sensory experiences (SENSE), which 

engage the consumer's senses—sight, sound, touch, 

taste, and smell. Imagine walking into a store where the 

lighting is just right, the music is soothing, and there's a 

pleasant scent in the air. All these elements work together 

to create a welcoming and enjoyable atmosphere (Hultén,  

2011). Next, we have af fective experiences (FEEL), which 

aim to evoke emotions and feelings. Think of  an 

advertising campaign that tells a heartwarming story, 

making you feel joy, nostalgia, or empathy. These 

emotional connections can make a brand more 

memorable and meaningful to consumers (Brakus, 

Schmitt, & Zarantonello, 2009). Creative cognitive 

experiences (THINK) are designed to stimulate the 

consumer's thinking and creativity. For example, a 

company might host a contest where customers can 

submit their ideas for a new product, or they might 

organize a workshop that encourages creative problem-

solving. These activities engage the intellect and foster a 

deeper connection with the brand (Zaltman, 2003).  

Physical experiences, behaviors, and lifestyles (ACT) 

encourage consumers to take action and change their 

behaviors or lifestyles. A f itness brand, for instance, might 

of fer interactive workout classes that motivate people to 

adopt healthier habits. By integrating the brand into their 

daily routines, consumers form a stronger bond with it 

(Pine & Gilmore, 1998). At the end, there are social identity 

experiences (RELATE), which are based on social 

relationships and group identity. A brand might create an 

online community where customers can share their 

experiences and feel part of  a group with common 

interests. This sense of  belonging and identity can 

enhance the overall brand experience (Muniz & O’Guinn,  

2001). Schmitt in his work also discusses how these 

experiences are facilitated by what he calls experience 

providers (ExPros). These include elements like 

communication, visual and verbal identity, product 

presence, and electronic media. The ultimate goal of  

Experiential Marketing is to create holistic experiences 

that integrate these individual elements into a cohesive 

and engaging whole. By focusing on creating these rich, 

multi-faceted experiences, marketers can move beyond 

the traditional emphasis on functional benef its and instead 

build strong emotional connections with their customers. 

This approach not only makes the brand more memorable 

but also fosters loyalty and long-term engagement 

(Schmitt, 1999). 

Starting f rom this, since 2010, and perhaps experiencing 

its peak of  interest today f rom both a scientif ic and non-

scientif ic standpoint, one of  the most ef fective strategies 

has been "Sensory Marketing" (Krishna & Schwarz, 2014).  

This tactic engages human senses to forge deeper 

emotional connections between brands, products, and 

consumers, ensuring that the product/brand-consumer 

interaction is an increasingly unique and memorable 

experience (Krishna, 2011; Hultén, 2011). The 

consideration and use of  senses as an essential part of  

marketing strategies has a long history. However, the 

concept of  "Sensory Marketing" or "Multisensory 

Marketing", or even "Sensehacking" (Spence, 2021), only 

emerged when branding and marketing professionals 

began to focus on the use of  the senses of  smell and 

hearing, in addition to sight, touch, and taste (Krishna et 

al., 2016). This demonstrated how senses interact with 

and inf luence our mind, body, and behaviours (Spence, 

2021). Sensory marketing has proven to be particularly 

ef fective in creating lasting impressions and inf luencing 

consumer behavior. As Lindstrom (2005) notes, "The more 

sensory touch points consumers can access when buying 

a product, the higher the number of  sensory memories 

activated, and the stronger their bond with the product." 

This multisensory approach can lead to what Hultén 

(2011) calls a "multi-sensory brand-experience," where 

consumers engage with a brand on multiple sensory levels 

simultaneously. 

The power of  sensory marketing lies in its ability to tap into 

subconscious processes. Zaltman (2003) argues that 

"95% of  all cognition occurs below awareness in the 

shadows of  the mind," highlighting the importance of  

targeting these unconscious processes through sensory 

cues. This aligns with f indings f rom neuroscience, where 

studies have shown that sensory stimuli can activate 

specif ic brain regions associated with emotions and 

memory (Reimann et al., 2012). Moreover, sensory 

marketing can be particularly ef fective in dif ferentiating 

products in crowded marketplaces. As noted by Spence 

and Gallace (2011), "In many mature product categories, 

traditional marketing approaches are no longer suf f icient 

to dif ferentiate brands." By leveraging unique sensory 

experiences, brands can create a distinct identity that sets 
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them apart f rom competitors. The application of  sensory 

marketing extends beyond just product design and 

packaging. It can also be used to create immersive retail 

environments. As Pine and Gilmore (1998) famously 

stated, we are moving towards an "experience economy" 

where "experiences are the economic of ferings that have 

shown the greatest ability to create value." Retailers who 

can create engaging sensory experiences in their stores 

are likely to see increased customer loyalty and sales 

(Doucé & Janssens, 2013). 

Focusing on color, it plays a pivotal role in marketing, and 

obviously in sensory marketing (Bortolotti et al., 2023;  

Labrecque et al., 2013), and the role it plays on emotion is 

equally well known (Bortolotti et al., 2022). Color is not just 

a visual element, according to Hine (1995), color impacts 

consumers in three distinct and interconnected ways: 

physiological (Siniscalco & Bortolotti, 2022), associative 

(Spence, 2018), and cultural (Bortolotti, 2023; Shavitt & 

Barnes, 2020). Physiologically, humans display specific 

responses to certain colors, such as the alertness linked 

to exposure to the blue light of  dawn (Lehrl et al., 2007). 

Another example involves pinkish-red skin tones, like 

bubble-gum pink, which provide insights into the emotional 

state of  individuals (Changizi, et al., 2006). There's a 

suggestion that exposure to hues within this range, like the 

well-known Baker-Miller pink, can inf luence us at a 

physiological level (Alter, 2013). The assumption that color 

meanings remain f ixed across consumers and time due to 

common af fective valence might not be accurate, given 

cross-cultural variations and historical shif ts in color 

meanings (Labrecque et al., 2013; Madden et al., 2000).  

Abstract concepts might easily be associated with colors, 

while concrete concepts might have more rigid color 

representations. Furthermore, abstract concepts may 

carry underlying semantic meanings (Adams & Osgood, 

1973). Color is a powerful communication tool that can 

inf luence our mood, feelings, and even consumer 

behavior. Brands strategically use color to evoke specific 

emotions and sensory experiences that align with their 

brand identity. For instance, warm colors like red or yellow 

can evoke feelings of  warmth and comfort, while cool 

colors like blue or green can create a sense of  calm and 

trust (Bakhshi & Gilbert, 2015). By understanding the 

psychology of color, marketers can create more impactful 

and memorable brand experiences for consumers. This  

focus on color in sensory marketing highlights its 

importance in creating deeper emotional connections 

between products -or brand- and consumers. The impact 

of  color in marketing extends beyond mere aesthetics. As 

noted by Elliot and Maier (2014), color can signif icantly 

inf luence consumer perceptions and behaviors. Their 

color-in-context theory suggests that the meaning and 

ef fects of  color are context-dependent, emphasizing the 

importance of  considering the specif ic marketing 

environment when selecting colors. Moreover, the 

associative power of  color can be leveraged to create 

strong brand identities. Bottomley and Doyle (2006) found 

that the appropriateness of  a color for a brand depends on 

the product category and the brand's positioning. For 

example, functional products are of ten associated with 

functional colors, while sensory-social products are linked 

with sensory-social colors. 

The cultural aspect of  color perception adds another layer 

of  complexity to sensory marketing strategies. As 

highlighted by Aslam (2006), color meanings and 

preferences can vary signif icantly across cultures. For 

instance, while white is associated with purity and 

weddings in Western cultures, it's of ten linked to mourning 

in many Eastern cultures. This cultural dimension 

underscores the importance of  tailoring color strategies to 

specif ic target markets and cultural contexts. In the digital 

age, the role of  color in sensory marketing has taken on 

new dimensions. Research by Gorn et al. (2004) suggests 

that color can inf luence the perceived speed of  website 

downloads, with warmer colors leading to perceptions of  

longer waiting times. This highlights the need for 

marketers to consider the holistic impact of  color choices 

across various touchpoints in the consumer journey. 

Understanding the full potential of  sensory marketing 

through neuromarketing tools serves a dual purpose. On 

one hand, elucidating the processes underlying sensory 

integrations is undoubtedly of  interest to current research 

in cognitive neuroscience and consumer psychology 

(Spence et al., 2019; Plassmann et al., 2015). On the other 

hand, comprehending how these intense sensory 

experiences can inf luence choices is invaluable to 

companies seeking to optimize their products and sales 

strategies (Krishna, 2012; Zaltman, 2003). In the early  

years of  marketing strategies, the primary goal for many 

companies was predominantly to increase sales through 

traditional advertising methods. However, today we 

observe a paradigm shif t; for many businesses, creating a 

lasting bond between the consumer and the brand has 

become as crucial as generating immediate purchases 

(Hultén, 2011; Lindstrom, 2005). This evolution ref lects a 

deeper understanding of  consumer behavior and the 

recognition that emotional and sensory connections play a 

pivotal role in decision-making processes (Damasio, 1994; 

LeDoux, 1996). Sensory marketing now takes into account 

human perception and its subjectivity, becoming a key 

component in the business strategy of  companies 

(Krishna, 2012). This approach primarily focuses on 

customer experiences, embracing a holistic view of  the 

brand, be it a product or a service (Schmitt, 1999; Pine & 

Gilmore, 1998). We recognize that human senses play a 

fundamental role in consumer purchasing behavior and 
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are therefore at the center of  marketing strategies that aim 

to create engaging sensory experiences (Peck & Childers, 

2008; Krishna & Schwarz, 2014). Expanding on this 

concept, it's important to note that sensory marketing has 

evolved f rom being a mere sales booster to an essential 

tool for building brand identity and customer loyalty 

(Brakus et al., 2009). It's no longer just about enticing 

customers to make an immediate purchase; it's about 

creating an immersive brand experience that resonates 

with customers on a deeper, more personal level. This shift 

in focus ref lects a broader change in the business 

landscape, where customer experience and brand loyalty 

are becoming increasingly important (Lemon & Verhoef, 

2016). Moreover, sensory marketing recognizes the 

subjectivity of  human perception. It understands that each 

individual may perceive and interpret sensory stimuli 

dif ferently, inf luenced by factors such as culture, personal 

experiences, and cognitive biases (Gentile et al., 2007;  

Yoon et al., 2012). Therefore, successful sensory 

marketing strategies are those that can cater to this 

diversity of  sensory experiences and create personalized 

customer experiences (Puccinelli et al., 2009). 

Furthermore, sensory marketing embraces a holistic view 

of  the brand. It's not just about the product or service; it's 

about the entire brand experience—from the initial 

interaction with the brand to post-purchase engagement.  

This holistic approach ensures that all aspects of  the 

brand—its visual identity, its voice, its values—are aligned 

and contribute to a consistent and engaging sensory 

experience (Hultén et al., 2009; Krishna et al., 2010). 

The purpose of  this paper is to provide a comprehensive 

overview of  the role of  sensory marketing and how 

neuroscience, through neuromarketing, can help study the 

complex interactions between sensory stimuli and 

consumer behavior. This interdisciplinary approach has 

become increasingly crucial to understanding and shaping 

consumer experiences in today's competitive 

marketplace.  

 

2. Sensory Marketing, Neuromarketing, and 

Crossmodal Correspondence: An Integrated 

Approach 

Sensory marketing is a sub-discipline of  marketing that 

aims to build a brand and its product through targeted 

stimulation of  consumers’ senses, employing a variety of  

techniques and technologies. It’s not just a tool for 

understanding consumer emotions, but also a means to 

address emerging market challenges, thus contributing to 

the long-term success of  a product (Bortolotti et al., 2023, 

2024; Erenkol & Merve, 2015). The importance of  

engaging all human senses is clear, as this can create a 

unique perception of  a product compared to its competitors 

in the customer’s mind. This approach can signif icantly 

contribute to creating a psychological competitive 

advantage for the product in the market. We can say that 

sensory marketing focuses on observing how a customer’s 

dif ferent senses inf luence their purchasing behavior and 

buying decisions. This discipline leverages the f ive human 

senses—sight, hearing, smell, taste, and touch—to 

inf luence consumer purchasing decisions. This strategy is 

based on the understanding that the human brain is wired  

to respond emotionally and instinctively to sensory stimuli 

(Panksepp, 1982; Perlovsky, 2006). Adding focus on 

color, it’s important to note that color is one of  the most 

powerful elements of  sensory marketing (Bortolotti et al., 

2023). Research has shown that changing the hue or 

intensity/saturation of  the color of  food and beverage items 

can exert a sometimes dramatic impact on consumers’ 

expectations (Spence, 2024; Spence et al., 2016; Spence, 

2015). Warm and cool colors can drive consumer 

indulgence and interact with other visual cues. 

Furthermore, color temperature can af fect consumption. 

Therefore, understanding the role of  color in sensory 

marketing can provide valuable insights into consumer 

behavior and decision-making processes. Sensory 

marketing and neuromarketing are two emerging f ields 

that have gained signif icant attention in recent years. 

While sensory marketing focuses on engaging the 

consumer’s senses to inf luence their purchasing behavior, 

neuromarketing leverages insights f rom neuroscience to 

understand the underlying brain processes involved in 

consumer perception and behavior. Crossmodal 

correspondence, on the other hand, refers to the tendency 

of  one sensory attribute to be associated with an attribute 

in another sense. This part aims to explore the connection 

between these three concepts and how they can be 

integrated to enhance marketing strategies.  

 

3. Sensory Marketing and Neuromarketing: A 

Synergistic Relationship 

Sensory marketing aims to engage all f ive human 

senses—sight, hearing, smell, taste, and touch—to 

inf luence consumer purchasing decisions. This approach 

is grounded in the understanding that the human brain 

responds emotionally and instinctively to sensory stimuli. 

Companies leverage this knowledge to create memorable 

brand experiences that leave a lasting impression on 

consumers. For instance, the scent of  f reshly baked bread 

in a supermarket can evoke feelings of  warmth and 

comfort, potentially increasing the likelihood of  purchasing 

(Hultén, 2011). Neuromarketing, on the other hand, is 

closely linked to sensory marketing as it helps us 

understand the brain processes involved in perception and 
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behavior. It employs techniques f rom neuroscience, such 

as functional magnetic resonance imaging (fMRI) and 

electroencephalography (EEG), to study consumers' 

neural responses to marketing stimuli (Bortolotti, 2023).  

These insights provide a deeper understanding of  

cognitive and af fective responses, revealing how sensory 

inputs can trigger specif ic brain regions associated with 

emotions and decision-making (Gallace & Spence, 2010).  

The relationship between sensory marketing and 

neuromarketing is synergistic. While sensory marketing 

strategies are designed based on an understanding of  how 

dif ferent sensory stimuli inf luence consumer behavior, 

neuromarketing provides the scientif ic basis for these 

strategies by uncovering the underlying brain processes. 

This synergy allows marketers to create more ef fective 

and targeted campaigns. For example, by understanding 

that certain colors can evoke specif ic emotional 

responses, marketers can design packaging that not only 

attracts attention but also enhances the overall consumer 

experience (Krishna, 2013).  

 

4. The Role of Crossmodal Correspondence 

Crossmodal correspondence plays a crucial role in both 

sensory marketing and neuromarketing. It refers to the 

tendency of  one sensory attribute to be associated with an 

attribute in another sense (Spence &Gallace, 2011; Nayak 

& Satpathy, 2024; Huang & Wan, 2019). For example, 

consumers might associate high-pitched sounds with 

bright colors or small shapes. In the context of  sensory 

marketing, crossmodal correspondences can be 

leveraged to create a more immersive and memorable 

brand experience. For instance, a study on online sensory 

marketing found that background music that was 

crossmodally congruent with the online store environment 

led to more positive consumer reactions than music that 

was incongruent. In neuromarketing, understanding 

crossmodal correspondences can provide insights into 

how dif ferent sensory stimuli interact in the brain to 

inf luence consumer perception and behavior. 

This theme is another relevant aspect in visual marketing. 

It refers to the general concept that a brand or a store 

wants to communicate to consumers through visual 

elements such as logo, style, colors, images, and 

graphics. Theme should be consistent with the brand 

personality and consumer expectations (Bortolotti et al., 

2023). Theme can also af fect the associations and 

emotions that consumers have towards the brand or the 

store. For instance, a nature-related theme can convey a 

sense of  well-being, tranquillity, and sustainability. A 

technology-related theme can convey a sense of  

innovation, modernity, and quality. Spatial layout is 

another important element in the visual experience. It 

refers to the arrangement of  objects and spaces in a 

physical or virtual environment. Spatial layout can 

inf luence the ease of  navigation, the perception of  variety 

and quality of  products, and the involvement and 

satisfaction of consumers (Siniscalco et al., 2022). Spatial 

layout should be designed to create an optimal f low among 

the visual elements, avoiding information overload or 

confusion. Spatial layout should also be adapted to the 

type of  product and consumer. For example, a linear and 

orderly spatial layout may be more suitable for functional 

products or task-oriented consumers. A more f ree and 

creative spatial layout may be more suitable for 

experiential products or exploration-oriented consumers. 

Visual marketing is a discipline that uses visual elements 

to create engaging and distinctive brand experiences. 

Visual marketing is based on understanding how 

consumers perceive and respond to visual stimuli such as 

color, light, theme, graphics, and spatial layout. These 

elements can inf luence sensory, cognitive, and emotional 

perceptions of  consumers as well as interact with other 

sensory stimuli f rom other senses. Visual marketing can 

thus contribute to creating a competitive advantage for the 

brand or store in the market. 

Visual marketing is a multifaceted discipline that leverages 

various elements to create engaging and distinctive brand 

experiences. One of  the key aspects of  visual marketing is 

the theme, which refers to the overarching concept that a 

brand or store aims to communicate to consumers. This is 

of ten conveyed through visual elements such as logos, 

style, colors, images, and graphics. The theme should be 

consistent with the brand’s personality and align with 

consumer expectations (Bortolotti et al., 2023). It can also 

inf luence the associations and emotions that consumers 

have towards the brand or store. For instance, a nature -

related theme may evoke feelings of  well-being, 

tranquillity, and sustainability, while a technology-related 

theme may convey a sense of  innovation, modernity, and 

quality. Another crucial aspect of  the visual experience is 

spatial layout. This refers to the arrangement of  objects 

and spaces within a physical or virtual environment. The 

spatial layout can inf luence various factors such as ease 

of  navigation, perception of  product variety and quality, 

and consumer engagement and satisfaction (Siniscalco et 

al., 2022). It should be designed to create an optimal f low 

among visual elements, avoiding information overload or 

confusion. Moreover, the spatial layout should be adapted 

to suit the type of  product and consumer. For example, a 

linear and orderly spatial layout may be more suitable for 

functional products or task-oriented consumers. 

Conversely, a more f ree and creative spatial layout may 

be more appropriate for experiential products or 

exploration-oriented consumers. Visual marketing relies  

on understanding how consumers perceive and react to 
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visual stimuli such as color, light, theme, graphics, and 

spatial layout. These elements can inf luence sensory, 

cognitive, and emotional perceptions of  consumers. They 

can also interact with other sensory stimuli f rom other 

senses. Therefore, visual marketing can contribute 

signif icantly to creating a competitive advantage for a 

brand or store in the market. 

 

5. The role of sight as the most dominant sense 

Sight is undoubtedly the most used sense in marketing. 

Colors, product and packaging design, logos, and images 

are all visual elements that can inf luence consumer 

perceptions (Bortolotti et al., 2023). Sight is one of  the 

most powerful and crucial senses in human experience, 

providing up to 80% of  the information we receive f rom the 

surrounding world (Bortolotti et al., 2024; Hutmacher,  

2019; Spence & Deroy, 2013; Palmer et al., 2013). The 

connection between the brain and the eyes is incredibly 

fast, with humans taking only a few milliseconds to visually 

identify an object in their f ield of  vision. Within sensory 

marketing, visual marketing focuses on visual elements  

such as color, light, theme, graphics, and spatial layout, 

which together contribute to the creation and evaluation of  

brand identity. Color is one of  the main aspects in visual 

marketing. Consumers perceive colors subliminally, 

creating associations and shaping opinions before they 

even realize it consciously (Bortolotti et al., 2023). Color 

perception can vary f rom person to person and can 

change over the course of  each individual’s life (Bortolotti 

et al., 2022). However, colors also have symbolic 

meanings, of ten rooted in cultural traditions, that can 

inf luence perception. The careful choice of  colors can help 

shape the brand identity positively and elicit positive 

feelings in customers, as well as facilitate brand 

recognition. The use of  colors can also af fect other 

sensory perceptions, such as the link between color and 

scent or between color and sound (Spence et al., 2010). 

For example, the combination of  a specif ic color with a 

particular scent can create a consistent sensory 

connection. Moreover, the choice of  color can inf luence 

the perception of  weight, area, or volume of  an object. 

Light intensity is another important element in the visual 

experience (Siniscalco et al., 2022). Lighting in a store has 

multiple purposes, including achieving the required level of  

light for safety and hygiene, creating a pleasant 

atmosphere for customers, and attracting attention to the 

displayed products. 

 

6. Conclusion 

To sum up, sensory marketing, neuromarketing, and 

crossmodal correspondence are interrelated concepts that 

can be combined to create ef fective marketing strategies. 

By understanding how dif ferent sensory stimuli interact 

with each other (crossmodal correspondence) and how 

they af fect brain processes (neuromarketing), marketers 

can design strategies that engage all f ive senses (sensory 

marketing) to inf luence consumer behavior and create 

memorable brand experiences (see Figuere 1). Sensory 

marketing is a powerful strategy to engage consumers 

emotionally and create lasting connections with brands. By 

using the f ive human senses, companies can create 

unique experiences that positively inf luence consumer 

purchasing decisions. So, the next time you buy a product 

or enter a store, pay attention to your senses: you might 

be a victim of  an ef fective sensory marketing strategy. 

Traditional marketing assumes that consumers 

systematically consider concrete factors of  the product 

such as price, features, and utility. Sensory marketing, on 

the contrary, tries to use the consumer’s life experiences 

and feelings. These life experiences have identif iable 

sensory, emotional, cognitive, and behavioral aspects. 

Sensory marketing assumes that people, as consumers, 

act according to their emotional impulses rather than their 

objective reasoning. In this way, an ef fective sensory 

marketing ef fort can lead consumers to choose to buy a 

certain product, rather than an equal but cheaper 

alternative. The application of  sensory marketing to the 

brand building processes has become an essential 

strategy in the competitive global market. This approach 

of fers companies the opportunity to dif ferentiate 

themselves f rom the competition and create deeper 

emotional relationships with customers. In a world where 

consumers are constantly bombarded by information and 

choices, stimulating the senses through sensory 

marketing becomes an ef fective way to capture attention 

and create lasting connections. Sensory marketing is not 

just a sales tactic, but a philosophy that involves all senses 

to of fer a unique shopping experience. 

 

Figure 1. The concept of crossmodal color correspondences in 

marketing 



Exploring crossmodal color correspondences through neuromarketing  

42 Color Culture and Science Journal Vol. 17 (1) DOI: 10.23738/CCSJ.170103 

This approach requires a deep knowledge of  the market 

and customers, as well as the ability to adapt creatively to 

meet consumer needs. Many successful companies have 

already adopted this strategy, strengthening their 

corporate identity and customer loyalty. 
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