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Abstract: The restaurant industry is no longer expected to provide only 
high food and service quality but to stimulate the senses that will contrib-
ute to creating a memorable experience for restaurant guests. Thus, senso-
ry senses play an increasingly important role for restaurateurs, especially in 
the context of nurturing long-term relationships with guests. Therefore, the 
main purpose of this research is to identify and evaluate studies that dealt 
with a memorable sensory experience of restaurant guests. The findings of 
this study indicate that the largest number of studies was published in 2019 
(24%) in Asia (36%). Furthermore, scientific experts included all five sensory 
components in only 32% of the studies examining guests about their mem-
orable restaurant experiences. The contribution of this research is reflected 
in determining the presence of sensory perception in the literature related to 
gastronomy. The results of this research enable the awareness of restaura-
teurs and scientific experts about the importance of examining the sensory 
perception of restaurant guests.
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1. INTRODUCTION

Every restaurant strives to create a memorable guest experience in order to build a long-term 
relationship. In doing so, the restaurant must take into consideration that the experience for 

each guest is individual, more precisely it differs from person to person. In other words, it exists 
in the mind of the individual, engaged on an emotional, physical, intellectual, or even spiritual 
level (Pine & Gilmore, 1998). So, a memorable experience represents an event of sufficient im-
portance to be stored in the long-term memory (Larsen, 2007) of the restaurant guest. Memory 
is an indispensable role because it allows an individual to relive an event that happened in the 
past (Neumann, 1992). 

Often reliving a positive event in the mind, is a predictor of the guest’s return to the restaurant 
(Servidio & Ruffolo, 2016). Such a restaurant experience can be characterized as episodes, a chunk 
of time that one went through with sights and sounds, feelings and thoughts, motives and actions 
closely knitted together, stored in memory, labeled, relieved, and communicated to others (Has-
senzahl et al., 2013). It is no longer enough to provide high food and service quality, it is necessary 
to stimulate the strengthening of the guest’s senses in experiencing restaurant products, services 
and the physical environment. Thus, it is essential to use sensory aspects to develop the concept to 
enhance the overall restaurant experience (Schifferstein, 2006). Sensory perception is perceived as 
the way one notices things with the senses of smell, hearing, sight, sound, and touch, or how one 
thinks about something and his/her idea of what it is like (Qiong, 2017). Thus, sensory perception 
encompasses all five human senses - vision, smell, taste, touch, and sound (Hultén, 2015). In the 
restaurant industry, sensory stimulation is most often achieved through ambient smell and taste.
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The main purpose of this research is to use a systematic quantitative approach to analyze in de-
tail the studies that deal with the memorable sensory experience of guests who visited the res-
taurant. The specific objectives of the research are to analyze selected studies according to (1) 
year of publication, (2) geographical area and (3) components of memorable sensory experience 
in the restaurant. Starting from the set goal, the following research question was formulated: 
“What are the most common components of memorable sensory experience in the restaurant?”. 
Through the conducted research, scientific experts will gain insight into the representation of 
sensory components in previous research. This review article is structured in such a way that 
the introduction is followed by the methodology, results, conclusion and references.

2. THEORETICAL FRAMEWORK

The smell is one of the strongest human senses, which influences his/her emotions, motiva-
tion and memories with extreme intensity (Herz, 2011). Different olfactory signs or signals 
can evoke memories that are usually even more intense than those elicited by auditory, tactile, 
visual, or verbal signs (Morrin, 2011). Over the years, ambient fragrances have been increasing-
ly used in restaurants (Lukander, 2021). The reason for this is that smell help to improve the at-
mosphere in space by having an indirect impact on guest behavior (Kotler, 1973). Specifically, 
the use of ambient scents (smell) can affect the positive mood of the guest which can ultimately 
increase the revenue of the facility (Morrin, 2011). 

The taste of food is realized through taste buds that are found all over the tongue and in the back of 
the mouth (Lukander, 2021). People recognize only six primary flavors, and these are sweet, sour, 
salty, bitter, umami (Schiffman, 2000) and fatty (Keast & Costanzo, 2015). It is the expectations 
about food quality that affect our perception of taste (Krishna, 2013), and it is up to the restaurant 
facility to exceed the expectations of its guests. Given the cultural differences, there are really dif-
ferent combinations of dishes that mix flavors sweet and salty, salty and bitter, etc. So, the possi-
bilities are endless and only imagination is the limit when coming up with new, innovative ideas 
to stimulate the senses through food (Lukander, 2021). Therefore, it is extremely important how 
to recognize and use taste in creating a memorable restaurant experience for restaurant guests. 

The sense of sight has a great effect on the guest’s perception of various restaurant compo-
nents, such as the physical environment of the interior and exterior (Carins et al., 2020; Horng 
& Hsu, 2020, 2021; Wardono et al., 2012; Marković et al, 2021a), the food aesthetic (Marković 
et al, 2021a, 2021b; Oh & Kim, 2020; Ouyang et al., 2018; Tsaur et al., 2020) and aesthetic la-
bor (Marković et al, 2021a, 2021b; Hanks & Line, 2018; Horng et al., 2013; Horng & Hsu, 2020, 
2021). In the literature, most research is devoted to the visual aspect of the restaurant experience 
(Hussein, 2018; Liu & Tse, 2018; Richardson et al., 2019). It is therefore not surprising that sen-
sory marketing is most focused on the sense of sight (Lukander, 2021). Visual media, such as so-
cial media, influence the recognizable and memorable sensory signature of a hospitality compa-
ny (Krishna, 2013). The visual aspect is especially noticeable through the guest’s perception of 
the use of colors in the restaurant, whether it is the physical environment (Horng & Hsu, 2021) 
or the appearance of food and beverage (Paakki et al., 2019). 

Music is one aspect of a restaurant’s sensory experience and as such can be the slower or faster tempo 
and quieter or louder. Slow-tempo music is associated by the customer, in this case, the guest, with a 
more relaxed atmosphere, quiet space and soothing effect (Meyers-Levy et al., 2011). Although there 
are no differences in the level of customer satisfaction in stores with regard to the volume of music, 
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it was found that customers spend less time in stores where the music was louder compared to plac-
es where the music was quieter (Fulker, 2019). In addition to the impact of music volume on guest 
consumption (Piqueras-Fiszman & Spence, 2014), it also has an impact on their overall experience. 
Of course, music has a significant impact on the time spent in a restaurant. Proof of this lies in the 
fact that regardless of the tempo of the music, the guests ate the same amount of food, but consumed 
larger amounts of beverages (Milliman, 1986). In other words, revenue from beverages increased by 
41% in the case of playing faster-paced music in a restaurant (Milliman, 1986).

Although in the literature on restaurants, touch is the least researched topic, as sensory stimula-
tion is equally important for guests. Touch is called the proximal sense, which can be used to de-
tect objects, shapes and sizes (Peck, 2011). Thus, touch is a close sense in which contact is re-
quired to perceive an object (Klatzky, 2011). Aristotle believed that touch transmits all the senses 
of perception, making it the strongest sense (Siegel, 1975). With the help of touch, the consumer 
obtains information and makes the final decision with the important goal of purchase (Lukander, 
2021). According to the above, for a person, the hands are the first contact with different surfaces 
on the basis of which he creates the first impression of the product (Lukander, 2021). Therefore, in 
some cases, providers of hospitality products and services concentrate on encouraging the touch 
of guests by using different materials and surfaces in the restaurant environment.

3. METHODOLOGY 

In this study, secondary data were taken, and in their analysis, mapping and synthesis, a sys-
tematic quantitative literature review was used (Khoo-Lattimore et al., 2019), which consists of 
the following stages:
• establishing the review objectives;
• identifying search keywords, databases and literature selection criteria; 
• searching databases, screening search outcomes against the criteria identified prior and 

fine-tuning the exclusion and inclusion criteria; 
• presentation of graphical and tabular research results;
• analyzing summary tables. 

The intention of this research was to get comprehensive picture of the components of sensory per-
ception of restaurant guests, in order to determine their representation in research on a memora-
ble restaurant experience based on the collected and analyzed data. In the global Google Scholar 
database, the relevant scientific literature was searched by the keywords “memorable sensory ex-
perience in restaurant”, “memorable restaurant experience”, “memorable dining experience” and 
“memorable gastronomic experience”. After the papers dealing with this topic were found in the 
mentioned databases, they were stored in the Mendeley reference management software (available 
for free at: https://mendeley.en.softonic.com/ ). Given that there were a large number of papers, 46 
to be precise, the following elimination criteria were selected in the selection of papers to be in-
cluded in the final sample: (a) the papers must be written in English; (b) papers must be published 
from 2017; (c) the papers must deal with the topic of the memorable sensory experience of restau-
rant guests as a main concept or as part of the examining instrument of research on memorable 
restaurant experience. According to the above criteria, 25 studies were finally selected in the sam-
ple and analyzed according to the year of publication, geographical coverage and research com-
ponents. Descriptive statistics were used in data processing for the first two analyzes, and the ob-
tained results were presented by graphical method. In addition to the previous quantitative part, 
content analysis was applied for the qualitative part of the research (Table 1).
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4. RESEARCH RESULTS 

In this chapter, the results of a literature review of a memorable sensory experience of restau-
rant guests are presented. The reviewed and selected papers are analyzed according to predeter-
mined parameters, namely: (1) year of publication, (2) geographical coverage and (3) review of 
models used in examining the memorable sensory experience of restaurant guests.

Figure 1. Articles analysis by year (2017 – 2021)
Source: authors’ research

The frequency analysis was aimed at determining the number of articles on a memorable sen-
sory experience in a restaurant, considering the year in which the articles were published. The 
analysis includes articles for the period from 2017 to 2021, more precisely the last five years. As 
shown in the graphic, the largest number of papers was published in 2019 (24%), while in the 
next two years, there was a decline in the number of papers. Due to the appearance of the COV-
ID-19 pandemic, restaurant facilities were closed, which also affected the reduction in the num-
ber of papers on the researched topic. 

The following is a geographical analysis of papers on a memorable sensory experience in a 
restaurant.

Figure 2. Geographical articles analysis
Source: authors’ research
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Table 1. Content analysis of previous memorable sensory experience in restaurant research
Author and year Constructs and/ or dimensions
Ouyang et al. (2017) Constructs: food aromas, emotion, impression of food and restaurant

Sthapit (2017) Dimensions: local specialties and food attributes (taste), authenticity, novelty, togetherness and 
social interaction, hospitality, servicescape, food, souvenirs

Bekar (2017)
Constructs: aesthetic value components, customer aesthetic experiences, behavioral intentions
Dimensions of construct aesthetic value components: interior visual appeal, exterior visual 
appeal, sensory appeal

Ding & Lee (2017) Dimensions: entertainment, food culture, nostalgia, stress relief, healthy diet education.
Yoon & Chung (2018) Dimensions: perceived risks, perceived benefits, attitudes, purchasing intention

Liu & Tse (2018)
Constructs: restaurant attributes, satisfaction, behavioral intentions
Dimensions of restaurant attributes construct: food, service, price and value, convenience, 
atmosphere

Hussein (2018) Dimensions: food aspects, interaction quality, physical environment and service outcome.
Stone et al (2018) Dimensions: food / drink, location / setting, companions, occasion, touristic elements

Hanks & Line (2018)

Constructs: social servicescape, attitude to restaurant, experience satisfaction, cognitive loyalty
Dimensions of social Servicescape construct: employee Servicescape (Perceived Similarity, 
Physical Appearance, Suitable Behavior) and customer Servicescape (Perceived Similarity, 
Physical Appearance, Suitable Behavior)
Dimensions of cognitive loyalty construct: return intention, WOM intention, EWOM

Richardson et al (2019) Constructs: dining experience attributes, satisfaction, behavioral intentions
Dimensions of dining experience construct: food quality, service quality, ambience, convenience

Sthapit et al (2019) Constructs: Novelty seeking, Experience co-creation, Servicescape, Choice overload, Experience 
intensification Memorable local food experience, Hedonic well-being

Cao et al (2019) Constructs: sensory, behavioral, affect, social, overall experience

Liao & Fang (2019) Constructs: attitude, subjective norm, perceived behavioral, landscape perception
and preference, behavioral intention

Paakki et al (2019) Dimensions: aesthetics in food, colors in food, green color in the eating surroundings

Zhang et al (2019)
Constructs: cafe experience, value for money, consumer satisfaction, loyalty intentions
Dimensions of cafe experience: food quality, coffee quality, beverage quality, service quality, 
ambience

Horng & Hsu (2020) Constructs: physical environment, product and service, employee’s aesthetic traits, other 
customer’s aesthetic traits

Wen et al (2020) Constructs: Music Enjoyment, Music Congruency, Perceived Authenticity. Satisfaction, 
Behavioral Intention

Kala (2020)

Variables: Restaurant Location, Hygiene & Cleanliness, Decoration, Restaurant Atmosphere, 
Physical Environment Experience, Traditional Food Preparation, Authentic Local Food, 
Attractive Food Presentation, Healthy Food & Ingredients, Food Quality, Service Quality, 
Service Employee Attributes, Human Interaction Experience

Moon et al (2020)
Constructs: Inter-table distance, Exclusive use, Place dependence, Place identity, Uncomfortable 
gazes from others, Perceived territoriality, Solo dining satisfaction, Revisit intention to dine 
alone, Desire for gastronomy, Desire for convenience

Tsaur & Lo (2020) Dimensions: excellent service behavior, exquisite and delicious cuisine, amazing physical 
environment and unique atmosphere, high perceived value

Horng et al (2021)

Constructs: aesthetic guest experience (dining environment), pleasantness, memorable 
experience, behavioral intentions
Dimensions of aesthetic guest experience construct: physical environment, product and service, 
employee’s aesthetic traits, other customer’s aesthetic traits

Marković et al (2021b)

Constructs: functional, mechanic and humanic
Dimensions of construct functional: food and beverage
Dimension of construct mechanic: facility
Dimensions of construct humanic: service and experience

Marković et al (2021a) Constructs: physical environment, food aesthetics and aesthetic labor
Dimensions of physical environment construct: interior, exterior and ambience

Chen et al (2021)
Constructs: motivation, CoE (expectations), MTE, satisfaction, WOM, revisit intentions
Dimensions of MTE construct: refreshment, involvement, hedonism, local culture, knowledge, 
novelty, meaningfulness

Park et al (2021) Dimensions: food, service, atmosphere, value, green attributes, overall restaurant experience 
evaluation, behavioural intentions

Source: authors’ research
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Based on the processed data shown in Figure 2, it can be seen that the largest number of stud-
ies on the researched issues was conducted in Asia (36%) in countries such as Taiwan (44.45%), 
China (11.11%), Indonesia (11.11%), India (11.11%), Korea (11.11%) and Vietnam (11.11%). Asia is 
followed by North America (32%) and Europe (24%). In Europe, studies were conducted in Fin-
land (50%), Croatia (33.33%) and Turkey (16.67%). A 4% research was conducted on the conti-
nent of Oceania in New Zealand. Only one study had an international sample (4%). 

Table 1 chronologically presents research on a memorable sensory experience in a restaurant 
from 2017 to 2021.

As shown in Table 1, only 36% of studies contain all sensory components in examining the 
memorable experience of restaurant guests (Bekar, 2017; Cao et al., 2019; Kala, 2020; Liu & 
Tse, 2018; Marković et al., 2021a; Park et al., 2021; Richardson et al., 2019; Tsaur & Lo, 2020; 
Zhang et al., 2019). The previously mentioned components appear as dimensions and/or sub-di-
mensions called atmosphere, ambience and sensory experience, while in the remaining research 
sensory components such as sight and taste predominate. Taste and smell as representatives of 
sensory components are the focus of research by Ouyang et al. (2017) in the context of food aro-
mas. On the other hand, Sthapit (2017) uses the dimension of local specialties and food attrib-
utes in examining the perception of restaurant guests about the taste of local specialties they 
tasted in a restaurant facility. Although in most studies the sound element was examined for res-
taurant guests through a single variable, in the Wen et al. (2020) study music is the main back-
bone of observation. Touch is the least represented as a subject of research on memorable ex-
perience of restaurant guests and does not appear as a separate construct, dimension, or subdi-
mension but is mainly tested through one variable of the examining instrument in the table of 
the mentioned research. Also, based on the content analysis it was evident that the restaurant 
sensory component has a causal relationship with constructs “satisfaction” and “loyalty”. More 
precisely, restaurant guest satisfaction is mentioned in 28% of studies, while “loyalty” (behav-
ioural, attitudinal, and composite) is used in as many as 40% of studies included in the sample. 

5. CONCLUSION

In the restaurant industry, sensory stimulation is crucial in achieving a memorable experience 
for restaurant guests. Given that restaurateurs are struggling to achieve the greatest possible 
competitive advantage in the tourism market, this review article will provide holders of this 
form of tourism with insight into the important factors for achieving a memorable experience 
for restaurant guests. The analysis found that the largest number of studies on this topic was 
conducted in Asia (36%) in 2019 (24%). Based on the content analysis, it was identified that in 
slightly more than one-third of the studies, all sensory factors were included in the examination 
of a memorable sensory experience in a restaurant. Also, a relationship between various con-
structs involved in 25 studies of the memorable sensory experience of restaurant guests was in-
vestigated, on the basis of which the following causal constructs of memorable sensory experi-
ence were identified: satisfaction and loyalty of restaurant guests.

Like any research, this one has also certain limitations. One of the limitations is the consideration 
of articles exclusively in English, so in the future research should focus on covering articles writ-
ten in other languages as well. Also, in this study, the sample included articles only for the peri-
od from 2017 to 2021, consequently future research in the sample should cover a wider period of 
time. In the search of studies that dealt with the observed topic, only the world database Google 
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Scholar was used. For this reason, it is suggested that future researchers use other bases, such as 
Emerald insight and ScienceDirect. Given the scarce sample (N = 25), the proposal for future re-
search is to include a larger number of articles in order to achieve better representativeness of the 
results. In order to accomplish the most detailed insight, it would be desirable to conduct analyz-
es according to the name of the journal and keywords cluster analysis. The contribution of this re-
search is not only crucial for scientific experts but also has a great contribution for restaurateurs 
because based on the analyzed data they can get a more detailed insight into the tools used so far 
in examining the memorable experience of restaurant guests. Since the emphasis in this research 
is on sensory experiences, restaurateurs can use this to obtain relevant data with which they will 
be able to determine their strengths and weaknesses in the current business.
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