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Summary 

Taking into account the fact that the consumer receives information from the outside 

world via his specialized sensory organs, so that the knowledge transfer can be done inwards, 

the study of sensory in marketing is an absolutely natural and primary endeavor, the sensory 

dimensions representing, after all, the direct link between the marketer and the consumer. 

This paper has a multidisciplinary character integrating elements from the domains of 

physics, medicine, psychology, and management. Thus, marketing’s focus on the sensory 

domain should be understood in the sense of a transfer of concepts from sensory to a 

reference system that belongs to marketing, in which the interplay between the consumer and 

the organization, product, brand is treated holistically, under the spur of time, that is, 

alongside the consumer’s experience process (pre-consumption, consumption, post- 

consumption). 

The innovative character of this research is to find marketing, or destination 

management related solutions, along with the development of memorable experiences for the 

tourist, the marketer being able to act directly on stimuli (projection, development, 

monitoring, management, adjustment) according to the measured answer, namely the image 

of the destination, and while observing actual behavior, taking into account that the entire 

model is centered on the buying process. The research is also innovative for its sensory 

approach of tourist experience that involves the buying process, being able to place face to 

face the identity and the image, or the marketer and the consumer. 



For that purpose, the paper suggests monitoring the image (which is framed in 

consumer’s mind, regarding the communicated subject, in terms of sensory experience) and 

also the consumer’s actual behavior, to allow the marketer to optimize the stimulation by 

bridging the gap between projection (identity) and perception (image) with the aim of 

increasing the quality of the product, introducing the services, refining segmentation and 

streamlining communication or loyalty, so that, the consumer is satisfied with each interaction 

with the product or with the organization. 

This effort becomes even more useful as the deeper study of a complex process – 

destination, is given a marketing solution by projecting the identity, on the basis of reducing 

actual space to a multitude of contact points where stimuli are placed, points that analyze the 

tourist to point out a memorable experience through the analysis of the image resulted from 

the sensory information perceived by the tourist himself, in order to reduce the gap between 

projection (identity) and perception (image) through the optimization of the stimuli, aspects 

not yet covered by specialized literature. 


