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ABSTRACT

The chapter explores the transformation created by technology driven online sensory marketing in the
food sector. The growing competition and prominence of e-commerce in the food industry has made
marketers exhibit intangibility elements as equivalent as tangible attributes of their food products in the
digital platforms by employing sensory marketing techniques for positive customer evaluation of their
brands. It is essential to use all five senses of sensory marketing to create enduring experiences and
foster brand loyalty among the target market. This chapter, backed by previous research, investigates
how sensory elements such as tactile, gustatory, olfactory, and auditory can be better presented in
digital platforms in order to obtain effective appeals in the communications. This chapter also analyzes
the evidence of past research on how sensory marketing accelerates online consumers experiences and

engagements in e-commerce platforms in various dimensions.
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1.BACKGROUND

The “word” food retail can be defined as food products sold to consumers that are not restaurant
food and are consumed remotely (Murray & Caraher, 2019). The technology has transformed the retail
industry to a large extent, as the retail food industry is dynamic. In conjunction with the changes, tech-
nology is considered to play a pivotal role in the evolution of the industry. The industry has progressed
from having local family-owned tradition food stores to, in the last few decades, having larger and more
centralized supercenters (Jarmin et al., 2009). In continuous to these changes, the global food retail in-
dustry is currently changing aggressively with a new arrival of large supermarkets and fast-food outlets
(Murray & Caraher, 2019).

The rapid growth trends that emerged during the pandemic are persisting, reforming the industry. In
December 2019, the percentage of e-commerce grocery sales in the US market was little under 4 per-
cent; it’s now in the low teens and is anticipated to reach roughly 25 percent by 2030. The adoption of
online grocery shopping is expected to be even higher in parts of Europe. (McKinsey,2022) It appears
that there is no symptom of saturation in shopping habits that exist at the pre-Covid level in spite of
weakening economies, surging inflation, and rising interest rates. These economic factors may sluggish
the growth of eGrocery in the short term, but demand for online services from food retailers and the
corresponding digitization of their operations is not going away. Food retailers will necessitate fully
integrating their digital and physical channels. Consumer behavior and expectations will transform as
digital natives become a leading retail customer segment and all age groups increasingly embrace online
shopping. (pwc.com)

Figure 1. Changing the Grocery Markets
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Source: https://www.strategyand.pwc.com/

The paradigm shift from a supply-driven to a demand-driven approach is prevailing in the evolving
food retail industry. The guiding principle for a successful business model in the emerging e-commerce-
backed retail food industry is clear understanding and acquiring knowledge of consumers exact wants,
needs, and behaviors. The food retailers have been focusing on selling to the “average consumer,” but as
the consumers are increasingly distinguishing from each other in who they are and what they want from
their food shopping preferences, which leads to multiple need- based micro segments from the mass.
The sustainability of the industry lies in offering a unique and precise experience to individual customers
through a perfect blend of digital and physical interactions. This approach involves providing a wide
range of center-store items in a low-touch format while emphasizing fresh and differentiated offerings
as the new focal point of in-store experiences. The store is envisioned as a flexible platform, adaptable
to changing needs and experiences (Edsall et al., n.d).
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