
   
 

 

Exploring how autonomous sensory meridian response (ASMR) enhances phygital fashion 

retail experiences 

 

Abstract  

 

Purpose: Despite the growth of online fashion retailing, the ability to translate sensory 

experiences relating to texture and tactile responses remains an unresolved opportunity. The aim 

of this research is to explore the potential for the growing ASMR (autonomous sensory meridian 

response) phenomenon to be used in retail marketing content in the fashion sector to enhance 

sensory aspects of online customer experiences.  

 

Design/methodology/approach: The research took an interpretive exploratory approach, using 

audio-visual prompts and semi-structured interviews to provide qualitative insights into the 

experiences of young fashion consumers when watching retail marketing content created 

commercially using ASMR-related techniques. 

 

Findings: The findings indicate that ASMR-related content can enhance all dimensions of online 

customer experience and improve product and brand perceptions. The ability to create tactile-like 

sensations through ASMR audio-visual techniques points to an opportunity for ASMR-conscious 

content to be used in phygital retail environments and communications, effectively enhancing 

product and brand attributes. 

Originality: In this emerging field, this study represents the first investigation of ASMR within 

the context of digital service interactions in fashion retail. It advances understanding of the 

sensory and emotional dimensions of customer experience by demonstrating how cross-modal 

stimuli, specifically ASMR-triggering audio-visual techniques, can evoke tactile-like sensations. 

The study also identifies directions for future research on the potential of ASMR to enhance 

digital and phygital retail customer experiences. 
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1. Introduction  

Fashion continues to be an important sector of the retail industry, globally accounting for sales of 

$1,817 billion worldwide in 2024 (Euromonitor, 2024). For industry reporting, the use of the term 

fashion normally includes clothing, footwear and accessories, although fashion retailers such as 

Zara and H&M are now active in the home furnishing market. The competitive landscape is 

fragmented and crowded (BoF/McKinsey, 2024), making distinctive retail marketing strategies 

crucial for differentiation. Although online fashion retailing is generally accepted to account for 

around 30% of retail sales globally (Euromonitor, 2024) digital environments by their nature lack 

sensory inputs, which can negatively impact customer experience (CX) (Mishra et al., 2020). CX 

are increasingly phygital and unbounded by format definition, taking place in unsubscribed retail 

brand territories that blend and morph (Alexander, 2024; Gauri et al., 2021) involving digital 

technologies delivered in virtual settings (Russel-Bennett and Rosenbaum, 2022). Within this 

contemporary retail landscape, we explore the opportunities afforded by a new sensory 

phenomenon, ASMR (Autonomous Sensory Meridian Response).  

ASMR is a unique human sensory response, “a combination of positive feelings, relaxation and a 

distinct, static-like tingling sensation on the skin” (Barratt and Davis, 2015, p.11) which can occur 

when triggered by certain audio and visual stimuli (Poerio et al., 2023). Academic exploration of 

ASMR began around a decade ago (Barratt and Davis, 2015), but research on commercial 

applications of ASMR remain scarce. Extant literature concerning ASMR in marketing and 

retailing has focused on advertising (e.g. Cohen et al., 2024; De Kerpel et al., 2023; Sands et al., 

2022) and no study to date has considered the use of ASMR from a holistic sensory experience 

perspective in the fashion retail context. Ironically, building bonds between brands and consumers 

by stimulating the sensual and emotional parts of customers’ minds is becoming more important 

as life increasingly takes place online (Chae et al., 2020; Pilny et al., 2022) and phygital retail 

where online and offline channels seamlessly integrate, is ubiquitous (Batat, 2022). Pilny et al. 

(2022) suggest that marketing practitioners should consider the potential of the ASMR 

phenomenon in the design of digital service interactions, therefore in a narrower context, ASMR's 

capacity to induce tactile-like sensations through audio-visual stimuli may offer a way to enhance 

sensory aspects of CX in a phygital fashion retail context (Chae et al. 2020). Biswas (2019) noted 

that there is often a time lag between the adoption of sensory retail practices and academic attention. 

This study therefore embraces the concepts of ASMR, multisensory retail and CX, to position 

nascent exploration of ASMR’s commercial application within a wider academic dialogue in a 

timely manner, aiming to provide insight on the following research question:  

How can ASMR-related content enhance phygital fashion retail CX?  

Given the exploratory nature of the research, an interpretative approach was taken using qualitative 

methodology to elicit an understanding of this phenomenon from the consumer perspective in a 

fashion retail context. The paper is organised as follows: first, a literature review brings together 

important theoretical perspectives on multisensory retail, phygital CX and the rise of the ASMR 

phenomenon. This is followed by a detailed explanation of the qualitative methods used within the 

study, proceeded by a discussion of its findings. The final section considers the academic and 

practical implications of the study and articulates directions for further research. 

 

2. Literature Review  



   
 

 

2.1 Multisensory fashion retail  

Sensory aspects of retail marketing were foundationally acknowledged by Kotler (1973) when he 

used the term store atmospherics to describe effects of retail space on customers’ emotions, arguing 

that positive affective states created by visual, aural, tactile and olfactory stimuli can lead to 

valuable retail outcomes such as increased dwell time, positive retail brand and product 

perceptions, and ultimately purchase. Sensory marketing taken from a physical retail perspective 

still dominates the literature (e.g. Lindblom, 2023) although Biswas (2019, p.111) confirmed 

“sensory elements are an important aspect of both offline and online retail stores and can non-

consciously influence consumer judgments and purchase behavior”. Sensory experiences are 

increasingly recognized as integral to the overall CX within phygital retail servicescapes 

(Alexander, 2019). They serve to communicate brand narratives, such as heritage, values, and 

designed identity (Alexander, 2024), while also supporting meaningful retail service offerings 

(Grönroos, 2024) and delivering relevant service design, processes and experiences to consumers 

who are spending more time in virtual settings (Rosenbaum et al., 2022).  

Sight and sound exert the greatest impact on fashion consumers’ sensory experiences (Alexander 

and Nobbs, 2016; Ballantine et al., 2015, Grohmann et al., 2007; Turley and Milliman, 2000) 

followed by the sense of touch, which contributes high impact on fashion purchase decisions, 

especially for products of high quality (Alexander and Nobbs, 2016; Workman, 2010). Olfactory 

engagement is less important from a fashion product specific perspective but can evoke emotions 

when used within physical retail space (Helmefalk and Hultén, 2017). Extant literature has 

considered the ability of visual images and written descriptions to convey tactile attributes of 

fashion products (Lee and Choi, 2021; Silva et al., 2021) and while textual descriptions are found 

to enhance consumers’ imagery (McCabe and Nowlis, 2003; Silva et al., 2021), Rodrigues et al. 

(2017) observed that they can be undermined by unreliable descriptions written by retailers rather 

than by consumers. Although Biswas (2019) suggests the visual modality tends to dominate, 

especially in the absence of haptic (tactile) cues, Silva et al. (2021) found that visual depictions 

alone such as zoomed-in product details are insufficient for communicating complex tactile 

characteristics of fashion products, leading to uncertainty regarding product quality, negative 

product perceptions, and overall reluctance to purchase fashion products online (Bleier et al., 2018; 

Duarte and Silva, 2020; Grohmann et al., 2007). While Riedel and Mulcahy (2019) call for more 

research on the relationship between technical haptic capability, CX and retail outcomes, touch 

enabling technologies requiring specialist wearable receptors such as gloves, remain expensive 

and lacking in appeal in retail contexts (Peralta, 2023; Van Kerrebroeck et al., 2017). Recent 

neuroscientific interest in cross-modal correspondences has extended to retail contexts (Imschloss 

and Kuehnl, 2019). Cross-modal correspondences describe the associations that occur between 

and among features, dimensions, or attributes that pertain to perceptual experiences across 

different sensory modalities (Motoki et al., 2023). In their study, Imschloss and Kuehnl (2019) 

found that the perceived softness of music enhanced consumers’ haptic perceptions of softness, 

suggesting that this cross-modal effect arises from the transfer of softness-related associations 

from the auditory to the tactile modality. This finding is particularly relevant to the present research 

given its focus on fabric-related retail experiences. 

2.2 Sensory phygital customer experience 

The experiential view of CX considers consumption as “a subjective state of consciousness with a 

variety of symbolic meanings, hedonic responses, and esthetic criteria” (Holbrook and Hirschman, 



   
 

 

1982, p.132), while Schmitt (1999) emphasised sensory pleasure in relation to brand value 

augmentation through experience. The subsequent conceptualisation of CX by a substantive body 

of theorists (e.g. Alexander, 2024; De Keyser et al., 2015; Verhoef et al., 2009) has established 

five main experience dimensions: cognitive, affective (emotional), sensory, social, and physical, 

yet according to Bruce et al. (2023) the sensorial dimension of CX is notably underexplored. The 

conceptualisation of CX in the online context by Bleier et al. (2018) logically omits the physical 

dimension but even within digital spaces sensory and affective aspects retain their place (Petit et 

al, 2019). In the contemporary era of phygital retailing where channels are optimally integrated, 

CX transcends format boundaries (Alexander, 2024), while Peralta (2023) suggests sensory retail 

experiences move along a reality-virtuality continuum, from real, through mixed reality to fully 

virtual. Highlighting the role that sensory information has in mediating CX across the ‘real world’ 

and online environments, Petit et al. (2019) suggest the processing of sensory cues on websites to 

create an emotional response result in greater consumer confidence in purchase decisions. These 

decisions increasingly occur in phygital multidimensional ecosystems that create integrated 

customer value, while eliminating pain points for customers (Batat, 2022). Overall, Bruce et al. 

(2023) recommend the application of a multisensory marketing lens to more holistic studies of CX 

in less clearly bounded spaces. The challenge to create meaningful sensory content in digital retail 

space that enhances CX has led to an interest in using ASMR in retail marketing (Ken and Han, 

2023; Peralta, 2023; Petit et al., 2019) 

2.3 The Autonomous Sensory Meridian Response (ASMR) phenomenon 

ASMR was identified as a phenomenon around 2010 (Del Campo and Kehle, 2016) since when 

ASMR communities that create (ASMRtists) and consume digital ASMR content have thrived, 

predominantly on YouTube (Barratt et al., 2017). Explained by De Kerpel et al. (2023, p.719) as 

“spontaneous (=autonomous) but not permanent (=meridian) experience (=response) pertaining to 

the senses (=sensory)”, academic interest began in 2015 (Barratt and Davis, 2015), gaining 

momentum in the fields of psychology (e.g. Hostler, 2022), physiology (e.g. Kim et al., 2024), and 

neuroscience (e.g. Ludwig and Khalidi, 2024). The tactile (tingling) sensations and the calming 

and relaxing effects on viewers induced by ASMR content are well recognized (e.g. Chae et al., 

2020; Gautam et al., 2023; Kaushik and Gokhale, 2021; Poerio et al., 2018) although given the 

nascent stage of academic understanding (Gotsch and Gasser, 2024) scholars frequently draw 

parallels with other constructs such as aesthetic chills (Bannister, 2019), synaesthesia (Del Campo 

and Kehle, 2016), and the flow state (Barratt and Davis, 2015).  

Extant literature refers to a variety of ASMR trigger types (Barratt et al., 2017; Poerio et al., 2023). 

Some triggers can be delivered by a person; examples include a kind expression of the ASMRtist 

or a gentle hand movement (visual triggers), whispering, fingernail tapping (aural triggers), and 

hair brushing (tactile trigger). Other triggers are non-personal such as the sounds of fabric brushing 

or the whirring of a sewing machine cited in a rare study concerning ASMR in a fashion context 

(Chae et al. 2020). While close-up visuals of ASMRtists and the items used to generate sound are 

common in ASMR triggering content, Chae et al., (2020) consider sound itself as essential in 

ASMR triggering, using microphones and earphones working “as the listener’s ‘virtual skin,’ 

which lets them ‘feel’ the sounds presented in the alternate reality called ASMR” (p.462). ASMR 

videos often use binaural audio, which mimics human hearing with microphones lateralised to the 

left and right side and localised to each ear (Mahady et al., 2023) and Foley techniques (named 

after the film sound artist Jack Foley), which recreate and/or exaggerate sounds. Regardless of a 

person’s experience of physical sensations, consumption of ASMR triggering content has been 



   
 

 

found to exert significant positive influences on viewers’ affective experiences in the form of 

relaxation (Barratt and Davis, 2015; Bogueva and Marinova, 2020, Chae et al., 2020), reduced 

stress level and uplifted mood (Poerio et al., 2018). We refer to the use of familiar triggering cues 

to generate ASMR sensations as ASMR techniques. 

2.4 ASMR in marketing and retail  

One of the first explicit commercial applications of ASMR was IKEA’s (2017) 25-minute 

campaign video set in a bedroom furnishings context which used triggers familiar to the ASMR 

community throughout. Since then, brands across various retail sectors have explored ASMR as a 

way of using visual, aural, and tactile stimuli to create compelling and memorable marketing 

content. Chae et al., (2020) cite Uniqlo and Chanel as brands that have used ASMR-like content 

in fashion online marketing communications, but despite interest from practitioners (Cybertek 

Marketing, 2024; Goldsmith, 2019) academic exploration of ASMR within marketing remains 

limited. Olga (2019) outlined three branches of ASMR marketing literature: advertising on ASMR 

channels, collaborating with ASMRtists, and brand-owned ASMR campaigns. Pilny et al. (2022) 

extended this categorisation by researching ASMR in the context of relationship marketing. 

Spence and Gallace (2011, p.292) suggest that “the inability to directly stimulate the consumer’s 

skin does not mean that advertising cannot reach out to touch the consumer using their other 

senses”, therefore it is not surprising to find extant studies using ASMR embedded advertising 

content to test its effectiveness on delivering tangible campaign outcomes such as recall, consumer 

attitude and purchase intention (Cohen et al., 2024, De Kerpel et al., 2023; Sands et al., 2022), 

brand perception (Gotsch and Gasser, 2024) and brand engagement (Broadbridge et al., 2023). No 

research to date, however, has been undertaken to explore the use of ASMR to enhance sensory 

aspects of retail CX. 

2.5 ASMR use in fashion retail CX 

Although the considerable body of CX literature acknowledges sensory and emotional dimensions 

to be significant, there are few studies that explore how these dimensions can be enhanced across 

phygital retail territories that integrate offline and online retail spaces (Batat, 2022). In particular, 

the challenge to enhance tactile aspects of the sensory experience that are so important in phygital 

fashion retail remains a pain point (Chae et al., 2020; Silva et al., 2021). The growing interest in 

ASMR and its popularity with young people as a multisensory experience which can be triggered 

in both physical and virtual environments may be an opportunity for retail marketers to create 

relevant and relatable content to enhance sensory online retail CX in phygital customer purchasing 

journeys (Biswas, 2019; Lee and Chen, 2023; Petit, 2019; Pilny et al., 2022). By harnessing 

heightened visual and aural stimuli to convey and evoke tactile sensations, the inclusion of ASMR 

techniques in phygital fashion retail environments could promise richer sensory enhancement, and 

by creating content that invokes positive sensations and emotions by ASMR triggering, retailers 

could enhance both product and brand perceptions.  

 

3. Methods  

To explore how ASMR-related content can enhance phygital fashion retail CX in multisensory 

service environments an exploratory, interpretative, qualitative approach was taken to generate 

depth of insight. This was guided by the holistic approach to inductive concept development 



   
 

 

proposed by Gioia et al., (2012) which is appropriate for describing emerging phenomena 

(Petrescu and Lauer, 2017) such as the commercial utilization of ASMR. To deliver managerially 

relevant research (Klaus, 2023) a dynamic and holistic approach to the topic was taken using 

consumer interviews. The methodology followed a systematic fieldwork process involving four 

stages: sample selection, development of research instrument, interview data collection, and data 

analysis (Alam, 2005).  

3.1 Sample selection and retail context 

Given young consumers are the prime focus for many fashion brands (BoF/McKinsey 2024) 

participants were purposely selected (Palinkas et al., 2015) using the criteria of 1) aged between 

18 and 30 and 2) those purchasing at least one fashion item per month, which accounts for 52% of 

online fashion consumers (Statista, 2023). Participants were recruited through the researcher’s 

social media networks, specifically Instagram and YouTube. Although this recruitment method 

may introduce some diversity bias, these platforms are among the most widely used for fashion 

marketing engagement with young adults and were therefore considered suitable (Euromonitor, 

2024). A sample size of 20 was deemed appropriate for this qualitative study (Baker and Edwards, 

2012; Boddy, 2016; Hennink and Kaiser, 2022) and was aligned with Bogueva and Marinova’s 

(2020) study of ASMR marketing experiences of young people in a different context. Participants 

were emailed advance information about the interview process and were asked to give signed 

consent for responses to be recorded, analysed and used in the reporting of the research.  

To simulate an online shopping experience and to encourage a meaningful discussion about the 

use of ASMR techniques within phygital retail contexts, three videos were selected to be shown 

during the interviews (see Table I). To include the most appropriate content, a sampling frame of 

commercial videos was drawn up of those that 1) featured ASMR-type content across diverse 

sensory stimuli, 2) were around two minutes long in duration for comparability, and 3) were 

produced by either fashion brands or those where texture was an important product feature. An 

initial content analysis was conducted to identify the use of ASMR-type content in branded 

communications. Given the limited application of ASMR techniques in commercial settings, the 

sampling frame consisted of four fashion and two home furnishing brand videos from which three 

were selected for maximum relevance to the research purpose. The final selection was as follows:  

1. An online campaign video from COS (premium clothing for women and men) which 

overtly uses Foley sound artist techniques. These produce an audio enhancing effect like 

the audio amplification used in ASMR video content.  

2. A promotional video from COACH (accessible luxury clothing and accessories for women 

and men) which uses ASMR-triggering visual and sound techniques (slow-paced, close-up 

visuals aligned with amplified biaural audio and covertly enhanced sounds). 

3. A two-minute section of a video created by IKEA in a home furnishing setting, deemed 

appropriate because of its emphasis on the characteristics of textiles and its explicit use of 

ASMR-triggering visual and audio techniques. 

Table I gives detailed descriptions and links to video content used. 

<< Insert Table I here >> 



   
 

 

Audio-visual techniques featured in the videos were similar to those used in traditional ASMR 

triggering video content such as whispering, personal attention, crisp sounds, and slow movements 

(Barratt et al., 2017; Poerio et al., 2023). Rather than aiming to trigger ASMR sensations 

specifically, the techniques were used to convey brand and product content in a way that evoked 

ASMR experiences (see Table I). We have therefore used the term ASMR-related throughout our 

discussions to refer to content that uses similar techniques to those used by ASMRtists that aim to 

trigger ASMR sensations.  

3.2 Development of the research instrument 

The interview protocol followed the general structure of primary questions developed from 

literature review themes (McCracken, 1988) followed by sub-questions designed to probe deeper 

into participant responses (McIntosh and Morse, 2015; Silverman, 2014). A preliminary discussion 

to verify the sampling criteria (age and fashion purchasing frequency), to establish participants’ 

understanding of ASMR, and their propensity for tactile engagement during fashion purchasing 

was conducted to focus the context of the research and the participants on the topic. For those 

unfamiliar with ASMR, a brief introduction to the nature of the sensations and established triggers 

were described. Questions on the proceeding topics followed: 1) the experience encountered 

during the video, with probes to uncover different experience dimensions (cognitive, affective, 

social, sensory); 2) the extent to which product perceptions, brand perceptions, shopping intentions 

and phygital purchasing journeys were, or could be, affected by watching the video and 3) other 

comments in relation to the videos or the use of ASMR content. Replicability and flexibility 

(Wholey et al., 2015) were realised through a combination of the structured interview framework 

to ensure consistency and reliability (Alam, 2005) and open sub-questions to encourage 

unprescribed comments (Creswell, 2014). Table II provides the interview protocol followed. 

<< Insert Table II here >> 

3.3 Data collection - interviews 

Semi-structured interviews gave a balance between structure and flexibility, ideal for exploring 

unknown territory with potentially important issues (Wholey et al., 2015), while a descriptive, 

interpretive interview style using open-ended questions effectively gathered subjective data for 

substantiating, repudiating, or expanding on what is known in this nascent area of study (McIntosh 

and Morse, 2015). The three selected videos (see section 3.1) were used as visual prompts to 

stimulate rich and descriptive responses (Banks and Zeitlyn, 2015). After each one the same 

questions were asked, culminating with an invitation to contribute any further thoughts. The 

interviews, lasting between 60 and 90 minutes each, took place over a three-month period. 

An abbreviated, participant-facing interview guide was distributed prior to each interview as a part 

of informed consent. A preliminary participant (not included in the analysis) was recruited to pilot 

the interview protocol, ensuring methodological rigor (McIntosh and Morse, 2015). No changes 

were made after the pilot. Interviews were conducted online, replicating the environment in which 

consumers typically engage with ASMR content as well as digital retail access, and were audio-

recorded with real-time transcription for subsequent analysis.  

3.4 Data analysis  



   
 

 

Data analysis followed a phronetic iterative interpretation process (Tracy and Hinrichs, 2017), 

deemed appropriate in the context of an emerging real-world phenomenon. This involved rounds 

of analysis (hard copy based) with intermittent reflection on literature and retail practice. To begin, 

transcripts were checked for accuracy by two authors. The first round of analysis used descriptive 

and emotion coding (Saldaña, 2021) to capture the detailed experiences of consumers thereby 

ensuring an accurate reflection of participant-centred nuanced experiences (Gioia et al., 2012). 

Around 40 codes (phrases) were captured and synthesised in a codebook. In addition, codes in the 

form of words were used to capture the range of sensory and emotional responses articulated by 

the participants. These (24 words) were subsequently amalgamated into 2 categories. Thematic 

saturation (Hennink and Kaiser, 2022) was reached after 16 transcripts, after which themes from 

the literature and current secondary retail research were revisited to check the coding scheme for 

relevance. During the second round of analysis, hierarchical coding (Gioia et al., 2012; Tracy and 

Hinrichs, 2017) resulted in 9 categories (becoming the second order themes), guided by extant 

literature concepts and themes to give theoretical underpinning to the analysis. Deviant data was 

maintained within the 9 categories (see Figure 1). The second level themes were aggregated into 

four key dimensions used to guide the reporting of the findings. The resultant data structure, based 

on Gioia et al., (2012) is shown in Figure 1. Interpretative understanding was supplemented with 

verbatim text excepts (see Table III) to support the thematic analysis and retain the participant 

voice in the reporting of the research (Gioia et al., 2012). The data structure was cross-checked 

and agreed by the authors (Aguinis and Solarino, 2019).  

<<Insert Figure 1 here>> 

3.5 Research quality and ethics 

Against the strategies for optimising qualitative research credibility outlined by Creswell (2014), 

this paper includes in-depth descriptions in findings and discussions, self-reflection of researcher 

bias, as well as discussion of discrepant findings. To achieve dependability, the methodological 

design and interview research instrument is detailed and transparent (Pratt et al., 2020) - see 

sections 3.1, 3.2. and 3.3. The tandem analysis using themes and terms articulated by the 

participants and previous researchers provides a clear insight into the progression from raw data 

to conceptual themes, building qualitative rigour (Gioia et al., 2012) into the paper (see Figure 1). 

Participant quotes are presented as raw data in the findings, mitigating researcher bias and 

contributing to the robustness of the findings (Miles and Huberman, 2013). Indicative quotes 

further support the analysis (see Table III). To improve transferability the methodology explains 

the context (i.e. phygital fashion retail), the actors (i.e. young fashion consumers), and the 

phenomenon of interest (i.e. ASMR). Ethical guidelines on confidentiality and anonymity were 

followed in accordance with the author’s university’s research ethics code of practice, to reinforce 

credibility (Creswell, 2014).  

 

4. Findings and discussion 

Our interpretative narrative is structured around aggregate themes (Gioia et al., 2012) (see Figure 

1) illustrated with quotations from participant transcripts. A broader selection of evidence items to 

support the development of second order categories and thereby the aggregate themes is provided 

in Table III. While the prompted interviews did not fully replicate a typical phygital fashion 

consumer journey (Verhoef et al., 2009) our systematic use of selected textile-related brand 



   
 

 

campaigns provided the opportunity to begin the exploration of consumer responses to ASMR-

related content from a participant centred perspective (Gioia et al., 2012). The discussion begins 

with a consideration of how ASMR-related content might holistically enhance sensory aspects of 

online retail environments within the context of phygital retail CX journeys. It then focuses on 

how ASMR-related techniques might specifically create positive CX across the online CX 

dimensions (emotional, cognitive and social) in addition to the sensory element. We then discuss 

the positive contributions ASMR-related content can make regarding product and brand 

perception. We also report on findings that indicate ASMR-related content could bring heightened 

sensory enhancements, based on cross-modal correspondences and sensory emplacement.  

4.1 Enhancing sensory experiences in retail settings  

Our findings evidence that ASMR-related content can significantly enhance sensory aspects of 

digital retail CX. Specifically, auditory elements featuring sound amplification and Foley artistry 

effectively engaged consumers’ senses and conveyed the sensory qualities of products and brands, 

contributing to more immersive online retail experiences. When these amplified auditory cues 

were combined with close-up visual content, the sensory, and particularly tactile, attributes of 

products were communicated more vividly. This effect was especially pronounced for complex 

products with multiple textures, such as handbags. 

“Audio was engaging because it fits with the visual - they go hand in hand. I think it's 

[audio] almost more engaging than the visuals...one thing I think is interesting, there's no 

touch in this because I'm sat behind a screen, but you get this sense of realism. And I felt 

like my brain was putting two and two together... I can't really explain it too well, but I 

felt like my brain was connecting the sound with the touch. And it was almost like 

touching it...I would say definitely engaged two senses but felt like in my brain I was 

engaging with three” P5 

The augmented sensory experiences, likely resulting from cross-modal correspondences triggered 

by the simultaneous amplification of sound and visual content (replicating ASMR-triggering 

content), appeared capable of evoking tactile sensations. Although one participant reported 

experiencing a physiological ASMR response during a video, no other participants described 

specific tingling sensations typically associated with ASMR. While ASMR-triggering videos 

commonly last between 30 and 60 minutes, participants indicated that such long-form content, and 

achieving a full ASMR experience, was neither necessary nor desirable within a phygital retail 

context. Accordingly, our findings suggest that ASMR-related techniques may be most effectively 

integrated into shorter-form commercial videos, such as those produced by COS and COACH, to 

enhance sensory stimulation without overextending viewer engagement. 

4.2 Creating positive CX   

Given the consensus in the literature that CX comprises different dimensions (Alexander, 2024; 

Bleier et al., 2018; De Keyser et al., 2015; Verhoef et al., 2009), our findings provide evidence of 

sensory, emotional, and cognitive experiences among participants watching the videos. Notably, a 

wide range of predominantly positive emotions was reported, with satisfaction and relaxation 

being the most common, aligning with emotions elicited in existing ASMR research (Chae et al., 



   
 

 

2020; Gautam et al., 2023; Kaushik and Gokhale, 2021; Poerio et al., 2018). Other emotional 

descriptors included pleasurable, memorable, soothing, exciting, relatable, entertaining, healing, 

and surprising. This positive tendency is consistent with previous studies on ASMR-triggering 

content, although a small number of negative or neutral emotions were noted, all associated with 

the IKEA video (e.g. boring, irritating, cringy, repetitive, repulsive, strange). 

“I really liked it [COACH video]. It was very satisfying, and I loved the close ups, and 

then you could see the texture of everything.” P15 

“IKEA... I had a very strong emotional experience, because at first, I was like, this is so 

strange. And then felt very different...very relaxed. Yeah, halfway through. So, I had two 

very different emotions, but both very strong. And that was a very new experience for 

me.” P10 

Regarding the cognitive dimension, ASMR-related content also fostered positive experiences 

described as curiosity, intrigue, and interest, and participants reported that the techniques 

supported their ability to receive and retain product and brand information (see Section 4.3). 

Sensory experiences were described using terms like soft, cosy, comfortable, crisp, harsh, and 

scratching. As expected, we found limited responses concerning the social dimension of CX. A 

few participants reported a sense of human connection with the voiceover in the IKEA video and 

the Foley artists in the COS video; however, overall, social experiences were not viewed as 

significant. Previous studies on CX dimensions (Alexander, 2024; Bleier et al., 2018) suggest that 

a lack of social interaction could hinder the creation of a multi-dimensional retail CX. However, 

our findings indicate that focusing on sensory, emotional, and cognitive dimensions through 

ASMR-related content can sufficiently elevate the online experience for fashion consumers, 

fostering feelings of focus and immersion (in line with Barratt and Davis, 2015; De Kerpel et al., 

2023).  

The widely reported positive emotions of relaxation and satisfaction are distinctive in terms of 

consumer experiences and align with previous research on ASMR experiences (Barratt and Davis, 

2015). The emplacement of these emotional responses over and above the elimination of pain 

points in CX suggest ASMR-related techniques can effectively augment CX to the point of 

differentiation. Additionally, our findings suggest that such sensory-rich online experiences could 

serve as a catalyst for initiating a phygital shopping journey, bridging online and offline 

touchpoints while reducing the pain point of a lack of sensory engagement (Batat, 2022).  

For example: 

“Because again with the ASMR [related content] I felt like it kind of helped me focus a 

little bit, like getting the sound, or the very specific deep sounds to do with the visuals I 

was seeing. I feel like that helps [to] focus and engage more....I think it would be better 

than an e-commerce website or on apps... However, I'm not sure if it will be better than 

the physical experience itself...when I bring them [products] back home, I see, I almost 

feel those sounds and I feel the product on a deeper level...it's definitely better than only 

the visual experiences of a website”. P9 

 



   
 

 

“I would [visit IKEA’s website or store] if there's an easy entrance point for the product, 

for example, if when they are showing this bedsheet, there's a link to that product I would 

definitely go and check it out...” P20  

4.3 Enhancing product and brand perceptions 

Most participants mentioned positive ways in which ASMR-techniques enhanced the attributes of 

the products featured in the videos, adding value and detail, the connotations of luxury and high 

quality and being effective for higher priced, complex and fashion purchases. Taking a retail 

perspective, our findings suggest the use of ASMR-related techniques can augment a sensory 

phygital retail experience connected to product presentation and engagement.  

“I think it makes it better - seeing it in a more 3D way, It's harder to visualize the texture 

if it's just in a 2D form, whereas in the video [Coach] to see how the leather bends and 

gets cut, so ...you feel closer to the product.” P11 

“But even if I didn't see the word Coach, I'd still have that connotation of luxury based    

upon the video not because of the brand.” P5 

The ability of ASMR-related content to strengthen positive retail brand associations emerged in 

two ways. First, like product enhancement, sensory stimulation conveyed brand attributes such as 

luxury, high quality, cool (trendiness), and relevance. Additionally, the integration of ASMR 

techniques not only reinforced existing brand perceptions but also led to positive shifts in how 

brands were viewed, consistent with Gotsch and Gasser (2024). For instance, COS was perceived 

as more fun, while Coach was seen as more caring. Moreover, many participants found ASMR 

techniques crucial in crafting sensory brand storytelling (Alexander, 2024) - highlighting elements 

like craftsmanship for Coach and creativity for COS - which fostered engagement (Broadbridge et 

al., 2023) and reinforced brands’ relevance through innovative retail marketing approaches. 

“I think it's more of a brand [COS] than a product demonstration because honestly, I 

don't think they're probably going to make sounds like that. But I think overall the video 

is very in sync with its brand...the visual effect, it's very simplistic and then also the 

colour tones seem to be in line with what COS is. Yeah, I think overall, it's quite cool. 

And very COS”. P11  

“It increased my intention to explore more about the brand [Coach]. I would love to see 

how they apply the same craftsmanship video on other products and explore their website 

and store as well”. P6 

4.4  Evoking cross-modal sensory responses  

Our findings suggest there is significant potential for ASMR-related techniques to evoke cross-

modal correspondences (Motoki et al., 2023). Specifically, audio techniques - such as authentic 

sound amplification or Foley artistry paired with texture-focused close-up visuals were found to 

give enhanced sensory experiences and unprompted emplacement of imaginary tactile sensations. 

This is a significant finding for retail environments and holds relevance across various fashion 

product categories. Sounds like metal clasps closing, buttons hitting hard surfaces, brushing 

fabrics, or footsteps conveyed haptic qualities of accessories, garments, and footwear, including 

textures of cloth, leather, and hardware.  



   
 

 

While cross-modal sensory experiences are typically associated with incremental relationships 

between different sensory modalities (Motoki et al., 2023), our study found that simultaneous 

increases of sound intensity with close-up and slow visual content (mimicking ASMR-techniques) 

could generate tactile responses. In addition, we found evidence of the ASMR-related techniques 

achieving sensory emplacement. The following quote demonstrates the illusion of not only tactile 

but also olfactory sensations in response to the COACH video:   

“It was a mix of three sensory factors which were the touch, the sound and then I know 

this is another added element from it, which is the smell, and I think having those three 

characteristics mixed in it just makes for a more memorable experience...” P4 

Interviewer: So, when you said smell what kind of smells did you smell? 

“The bucket, the water – this is just my guess...very clean like detergent, then the smell of 

leather like whenever if I have a new leather bag, the smell of it is very attractive to me. I 

think that it was just those two scents honestly”. P4 

Although cross-modal sensory response remains a relatively new field in neuroscience (Imschloss 

and Kuehnl, 2019; Motoki et al., 2023), our findings suggest that integrating specifically designed 

ASMR-related audio-visual content into phygital shopping journeys could be particularly 

impactful in terms of generating tactile responses. 

 

5. Conclusion 

5.1 Theoretical implications  

Given the paucity of research in sensory retail (Biswas, 2019) and the nascence of applications of 

ASMR techniques in fashion retail settings (Chae et al., 2021), this paper makes a novel 

contribution to the sensory retail marketing research field by demonstrating the relevance of 

ASMR-related techniques in the creation of digital content that can deliver enhanced, immersive, 

multi-sensory and cross modal sensory experiences for fashion consumers. It complements extant 

quantitative empirical research investigating direct relationships between ASMR-related content 

and measurable outcomes in other marketing contexts (Broadbridge et al., 2023; Cohen et al., 

2024; De Kerpel et al., 2023; Gotsch and Gasser, 2024; Sands et al., 2022) by helping us 

understand how and why the application of ASMR-related techniques could be a valuable 

ingredient in the pursuit of multisensory phygital retail. 

To reiterate, ASMR-related content refers to the use of ASMR-triggering techniques intended to 

heighten the overall sensory response of viewers, rather than explicitly to induce an ASMR 

sensation. However, if ASMR is experienced, this is not considered detrimental, as it may further 

intensify the sensory experience. Sensory responses are categorised into two main types: those 

related to product attributes and those associated with brand perceptions. Together, these 

contribute to creating an enhanced and immersive online retail environment, which, from a 

pragmatic perspective, supports the phygital retail experiences that many fashion retailers are 

striving to achieve (Alexander and Varley, 2025; BoF/McKinsey, 2024). Cross-modal sensory 

responses appear to be particularly relevant for communicating product attributes, whereby the 



   
 

 

perceived senses of touch and smell are generated using heightened audio and visual modal cues. 

The incorporation of ASMR-related triggers such as slow movements and crisp sounds appears to 

augment the sensory experience of product attributes in a positively affective way, with a longer 

sensory response than an aesthetic chill (Bannister, 2019). Multisensory storytelling plays a key 

role in shaping retail brand perceptions (such as craftsmanship in the case of COS) and the use of 

recognized ASMR techniques enhanced the perception of innovation in the selected brands. 

Nonetheless, the sensory effects of ASMR-related techniques on product and brand perceptions 

are likely to be mutually influential and interdependent. 

Our findings support the potential to leverage consumers’ willingness to move fluidly between 

online and physical retail environments as part of a sensory phygital decision-making process. 

Deeper sensory engagement online can both reflect and reinforce the tactile sensory experiences 

encountered in stores, while online content can also raise intrigue and interest in featured brands 

and products, prompting store visits. These findings underscore the importance of affective and 

sensory dimensions in fashion retail CX, challenging the traditional emphasis on merely removing 

pain points as a central tenet of phygital CX management (CXM) (Batat, 2022). Instead, we 

introduce the concept of ASMR-conscious thinking in CXM, wherein retail marketing content is 

intentionally designed using ASMR-related techniques to heighten sensory experiences, without 

necessarily seeking to trigger a full ASMR response. Rather, these techniques function by evoking 

recall of pleasant experiences, which are transferred to the retail environment. ASMR-conscious 

CXM thus extends beyond conventional multisensory design across retail touchpoints; it involves 

the deliberate generation and orchestration of deep multisensory experiences that elicit positive 

emotions and foster sensory emplacement in response to ASMR-related cues embedded within 

retail touchpoints. Given the exploratory nature of this study, our findings offer an initial 

foundation for understanding how ASMR-related techniques can enrich digital retail CX and help 

blur the boundaries between physical and digital products and brand experiences (Grönroos, 2024). 

5.2 Managerial implications  

The findings of this study offer rich insights into the use of ASMR-related content in digital fashion 

marketing to enhance brand perceptions, product representation, and shopping experiences. The 

data suggests that ASMR-related techniques elevate the sensory aspects of consumer-oriented 

content, contributing positively to CX and phygital customer journeys. The use of close-up 

imagery and sound amplification to create an enhanced perception of tactile sensory information 

was widely appreciated by participants who gained sensations of texture (e.g. fabric, leather, metal). 

It also suggests sounds of products in use (such as buttons popping, clasps clipping, chains rattling 

and so on) are effective in communicating sensory aspects of fashion products while sounds of 

products being made (e.g. water splashing, sewing machine whirring, leather cutting) enhanced 

the perception of product attributes such as quality and luxury. Both amplified sounds and Foley 

artistry in sound production were effective in transmitting sensory information, which could extend 

to the texture of tweed, complex knitted structures, lace, sateen and so on. When the ASMR-related 

sounds techniques were carefully aligned with slow moving close-ups of product details and/or 

hand-stroking of materials, the impact on the senses was particularly pronounced. The ability of 

these techniques to engage consumers and create positive affective experiences (e.g. relaxation, 

satisfaction, pleasure) bodes well for their application in digital content across various fashion 

categories – including outerwear, designer dresses and suits, lingerie, footwear, accessories and 

home furnishings – and for initiatives aimed at encouraging consumers to move between digital 



   
 

 

and physical retail environments. Potential applications include embedding links in ASMR-related 

content (e.g. from social media to websites or stores, or from a landing page to a product page) 

and leveraging imagery to trigger sensory experience recall, such as displaying ASMR-inspired 

visuals on in-store screens. 

However, while the effectiveness of ASMR-related content is evident, its use in fashion is 

constrained by high production costs and time requirements. As noted by participants, such 

techniques are unlikely to be useful for fast fashion, where small batch production and rapid stock 

turnover makes elaborate content impractical. Conversely, their use is well supported for premium 

and bridge brands like COS and COACH, where higher-value and complex products justify greater 

investment in sensory brand storytelling. Similar techniques are also well-suited to luxury brands, 

where they align with desired brand connotations. Our study used two-minute videos for each 

brand, aside from the IKEA section drawn from a longer 25-minute video. Findings suggest that 

long-form ASMR content is unnecessary, and even undesirable, for fashion marketing, with 

negative reactions (e.g. boring, irritating) reported for extended content. Shorter clips embedded 

on website product pages could, however, effectively boost sensory engagement and encourage 

purchases or physical store visits.  

Of particular significance is the capacity of ASMR-related techniques to generate cross-modal 

sensory responses (Motoki et al., 2023), offering a promising avenue for fashion marketers to 

engage with emerging neuroscientific research and practice. Across all cases examined, 

participants expressed enthusiasm for novel and culturally resonant marketing approaches, which 

in turn enhanced brand perceptions. Although the use of ASMR-related techniques may currently 

appear niche and carries the risk that their novelty may diminish over time, we propose that a more 

open, ASMR-conscious CXM can support broader application and scalability within phygital retail 

service design.  

5.3 Limitations and avenues for future research 

The research emerged from both personal and professional interest in ASMR and sensory fashion 

retail. While we acknowledge ASMR’s popularity and its association with positive feelings like 

relaxation and pleasant tingling, we do not consider direct ASMR-triggering experiences as 

practical in retail settings due to time constraints and context. Nonetheless, understanding ASMR 

principles may help environmental designers create spaces that evoke positive emotions identified 

in this study, such as relaxation, satisfaction, memorability, and comfort. Future research could 

refine these emotional associations and develop constructs for evaluating retail design and CXM, 

advancing what we describe as ASMR-conscious sensory retail. Further controlled studies to refine 

cross-modal correspondence while incorporating ASMR techniques would help to identify placebo 

effects associated with sound and visual manipulation. Moreover, further research is needed to 

confirm our assertion that ASMR-conscious sensory retail results in augmented positive emotions 

and perceptions of content as well as deeper immersion.  

Interviews with industry professionals could uncover motivations behind creating ASMR-related 

content, helping to mitigate potential researcher bias in content selection (Creswell, 2014). Studies 

in different fashion product categories could further guide retailers in tailoring their approaches 

and assessing the alignment between their intentions and consumer responses, leading to clearer 



   
 

 

managerial insights. Additionally, one participant suggested that ASMR-related techniques might 

enhance the sensory aspects of sustainability in fashion products, using such content to convey 

transparency and reinforce sustainable production practices. This represents a promising direction 

for future research. 

Our findings indicate that sound amplification can deepen and enhance the sensory retail 

experience. However, a debate emerged concerning the authenticity of such sounds, as some 

participants perceived sound effects produced through Foley artistry to be “fake.” Future research, 

potentially using larger scale surveys, could investigate which types of sounds consumers interpret 

as inauthentic enabling these to be identified and avoided. Given the increasing public sensitivity 

to misinformation, perceived authenticity may become a critical factor in multisensory retail 

design. We therefore propose an authenticity spectrum for both sounds and visual elements, which 

could be further examined through experimental studies incorporating AI-driven affective 

computing and sensory augmentation.  

The scope of this study imposes limitations, being confined to the cultural contexts of the Global 

North and younger consumers. Geographical variances in ASMR marketing adoption were noted 

in previous research (Olga, 2019), therefore exploring consumer responses across more global 

geographies could yield fruitful insights. Given the increasing fashion spend of older generational 

cohorts (BoF/McKinsey, 2024) and their increased confidence online accelerated by the pandemic 

(Rosenbaum et al., 2022), the inclusion of more age groups could also contribute a broader 

understanding of sensory responses to ASMR-related content. It was evident from this study that 

ASMR-related techniques are applicable in the context of higher value and more complex fashion 

products, and have an association with luxury brands, therefore future research focused on the 

impact of ASMR-related techniques in a luxury goods context could lead to important findings for 

this sector. Pilny et al. (2022 p.49) suggest that “services that comprise a high level of stress or 

discomfort for customers and/or strong need for customer intimacy might enhance customer 

contacts by integrating ASMR successfully”. A complementary research avenue would be the 

exploration of ASMR-related techniques in fashion related physical personal retail service settings, 

for example in bridalwear or intimate clothing.  

Several scholars have highlighted ASMR's therapeutic benefits for individuals with psychological 

disorders such as depression or anxiety (Barratt and Davis, 2015; Poerio et al., 2018) while 

neurodiverse people such as those with autism spectrum condition (ASC) who experience 

heightened psychological stress and sensory sensitivity, may also benefit from ASMR content. 

Research involving these specific groups could be particularly meaningful, potentially extending 

the relevance of ASMR-related techniques into the emerging fields of inclusive and restorative 

retail (Butling et al., 2025; Shin and Alexander, 2023). Overall, this study confirms the continued 

relevance of the sense of touch in phygital retail settings (Riedel and Mulcahy, 2019) and supports 

calls for retail marketers to develop and use tools that enables the delivery of intentionally designed, 

multisensory experiences (Petit et al., 2019). 
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