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Abstract
The vast majority of researchers who have shaped history have brought different disciplines together and presented creative results. 
This paper has been written with the aim of conducting research on the use of the senses used in various fields in tourism research 
by following this perspective and approach. First, a detailed survey of the use of senses in different disciplines such as Sociology, 
Anthropology, History, Psychology, and Philosophy has been carried out. Following the understanding of the relationship between 
senses and different disciplines, a literature review was conducted to determine the place of senses in tourism research. In this study, 
a Bibliometric Analysis Technique was employed to identify research areas where senses are used in different fields in tourism. The 
main result of the research revealed that senses are not used in tourism, except marketing. In addition to this finding, concepts such 
as sensory marketing, sensory branding and sensory tourist experience with the use of senses in tourism have begun to be used and 
new approaches have been developed.
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INTRODUCTION

“You must learn to heed your senses. Humans use but 
a tiny percentage of theirs. They barely look, they rarely 
listen, they never smell...But they talk, oh, do they talk.” 
(Scott, 2007: 149).

The development of our senses starts from the 
mother’s womb. With birth, sensory organs and their 
function develop, as seeing, hearing, smelling and 
touching.  Mother’s milk is the first taste that is taken. 
Subsequently, senses have been an ongoing field of 
interest since early ages and understanding senses 
continued throughout history. Over time, it has attracted 
the attention of many researchers. In the twentieth 
century, with the development of new sciences, sensory 
researches have spread various disciplines (Meacci & 
Liberatore, 2015). According to Howes (1991, 2003), the 
senses have expanded to include a range of approaches 
to psychology and perception, including social sciences 
and humanities. The disciplines such as anthropology, 
history, sociology, geography, design, religion, and 
cultural studies etc. joined together to reveal the extent 
to which the senses were constructed and experienced 
in different cultures, subcultures and historical periods 
(as cited in, Malefyt, 2015). Attention to senses has 
spread to different branches of science, and many areas 
of science have begun to examine senses. Numerous 
scientific researches that have been done have revealed 
the link between other disciplines and senses. Some 
of the research areas in social sciences about senses 
include; sociology, anthropology, history, psychology, 
philosophy, marketing, media studies, geography, 
architecture, urban studies, design and tourism studies 
(such as Howes, 2013; Erlmann, 2004; Schwarz, 2012; 
Krishna, 2012; Agapito et al., 2013). Considering the 
multidisciplinary structure of the senses, the related 
scientific research areas were examined below. 

CONCEPTUAL FRAMEWORK

Senses and Sociology

One of the most intense fields of study related to 
the senses is sociology. For example, Howes (2013) 
asked “How can the sociologist investigate the senses 
when perception is so private?” Mentioning the 
relationship between senses and sociology in his 
work, he emphasized that sensory research should be 
investigated in sociology. Relationship between social 
life and senses are examined in terms of sociological 
perspective by Low (2012). Low (2012) also mentioned 
sensory studies in sociology, anthropology, history, 
and geography, where senses were discussed in a social 
construct. He also mentioned that studies in sociology 
and anthropology have increased over the past few 

years. Pink (2007) associated senses with sociology 
and investigated sensory elements of a slow living 
relationship. Veijola & Jokinen (1994) investigated the 
connection between senses and sociology in his work 
entitled “Body in Tourism”. Hockey (2015) examined 
sensory activities felt by two runners in his study. 
According to Gabrys (2007), senses are associated 
with digital transmitters and discusses the use of 
environmental sensors, wireless networks, and mobile 
media as technologies of sensation in the city, which 
are some of the communicating tools for social life. 
The study of Loxham (2014) shows how sociology can 
be applied to the sensory process and how to select 
and apply appropriate theories in this field. Masterson 
(2017) presents an approach for how the sense of place 
perspective can contribute to social-ecological systems. 
As it is seen, the senses are discussed and used in 
different fields of sociology.

Senses and Anthropology

Senses are also studied in the field of anthropology. 
In her study titled “The future of sensory anthropology/
the anthropology of the senses”, Pink (2010) says that 
focusing on the senses has become an important issue 
in contemporary anthropology and anthropology 
of the senses. Howes (2011) begins with a review of 
recent developments in neuropsychological research 
on brain multisensory organization in his research. 
And the research continues to criticize in terms of 
sense anthropology. Classen (1997) underlies the 
concept of “sensory anthropology” and says that sensory 
predisposition is as physical as a cultural one. In other 
words, sight, hearing, taste, smell, and touch are not 
only physical phenomena but also ways of conveying 
cultural values. Erlmann (2004) talked about the 
senses with a wide range of problems that societies 
faced, and focused on the relationship between 
anthropology, sound, and other senses. According to 
Malefyt (2015), in the last two decades, anthropologists 
have focussed their attention on human sensorium 
as a cultural category of research. Anthropological 
research of senses shows how culture-specific concepts 
and sensory experience practice shape people’s daily 
interactions. Levi-Strauss (1966), an important 
pioneer of the anthropology of the senses, introduced 
the term “science of the concrete”. According to the 
“Savage Mind”, as it depicts the sensory properties 
and contradictions of objects for the construction of a 
regular universe (as cited in Sperber, 2008). Ferrarini 
(2017) referred to a part of a debate that has arisen 
from the so-called “sensory turn” in anthropology, 
which has given special attention to the importance of 
sensory predisposition for human experience since the 
late 1980s. According to MacPhee, (1992), although 
rarely seen in America, the sense of smell clearly 
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defines cultural boundaries. It reflects cultural data and 
thus an anthropological relationship. Malefyt (2015) 
emphasized that anthropology is an area of interaction 
with the senses. As it is seen, the relationship between 
senses and anthropology is discussed in many different 
dimensions and a tight relationship is observed.

Senses and History

Another area of interaction with the senses is 
history. According to Smith (2007), sensory history 
is also known as the history of senses, sensate history, 
and sensuous history among historians. Corbin (2005) 
emphasized the cultural history of the senses in his 
study. Reinarz & Schwarz (2012), explained senses 
in historical perspective and mentioned about the 
historians’ work on the senses. Constance et al. (1994) 
were interested in perfumes and other social areas, 
such as gyms, markets, and cultural contextual temples 
and examine scent and history together. Dugan (2015) 
summarises the work “Historical Perspectives on Smell” 
written by Jonathan Reinarz. According to the study, 
Reinarz offers a historiography of smell from ancient to 
modern times. While both the history of senses and the 
senses of history are described, these two disciplines 
are considered together. The Journal of American 
Historical Review published a special issue dealing 
with the relationship between senses and history. 
In this issue, while Jay (2011) researched the history 
of all senses, Rosenfeld (2011) examines the history 
of hearing, Riskin (2011) examines history of sight, 
Harvey (2011) examines the history of touch, Ferguson 
(2011) examines the history of taste and Jenner (2011) 
examines the history of smell separately. These studies 
with different perspectives show the relationship 
between senses and history. Senses are related to 
history both in relation to their own history, and with 
different perspectives as above researches. 

Senses and Psychology

Psychology is another area that has direct relation 
to senses. According to Brown & Herrnstein, (1975), 
sensory psychology is one of psychology’s oldest fields 
of specialization and sensory psychology has more of 
the feel of the natural sciences than other fields. Krishna 
(2010) mentioned about the relationship between 
psychology and senses. Krishna (2012), defined “senses” 
with such issues as perception, judgment, behavior, 
all of which are related to psychology. Agapito et al. 
(2013) mention the concepts of sensory psychology 
and perceptual psychology. Davis & Palladino (2000), 
Goldstein (2010) & Zimbardo et al., (2011) mentioned 
about psychologists’ approach to human senses.  
According to them, psychologists assume that the 
important aspects of an individual’s experience and 
behavior are closer to human senses. Morris et al. 

(2015) investigated the relationship between emotions 
and memory in psychology. Siedlecki (2015) studied 
the relationship between autobiographical memories 
and visual perspective in psychology. Irvine (2011) 
investigated the effects of rich experiences on sensory 
memory by using visual experiences. Other researches 
that examine the relationship of senses to psychology 
are; Gleitman, 1996; Groves & Schlesinger 1982; Brown 
& Herrnstein 1975; Wright & Ward 2013). Psychology 
includes human senses in terms of structure and 
content and as it is understood from the researches 
above; the study of senses is a field of keen interest in 
psychology.

Senses and Philosophy

According to Aristotle and Plato, the contribution 
of senses to human knowledge has been reflective since 
the earliest days of philosophy. According to Gibson 
(1996), along with changes on the basis of psychological 
research, studies on human perception have provided 
innovations about the importance of senses in making 
sense of the world (as cited in, Agapito et al., 2013). 
Magrin (2015) investigated philosophers and senses 
with the thought of Plotinus. Mattens (2016) relates 
the philosophy of human and the sense of touch. This 
article is a cross-sectional review of tactile forces that 
reveal the interaction between sensing and touching. 
Agapito et al. (2013) mentioned that to understand 
senses, examining the philosophical background is 
one of the most important ways that has since been 
followed. According to Mattens (2017), it is understood 
that the role of the five senses informs us about the 
objects in our circle. Since antiquity, philosophers have 
used this role to describe each of our senses. Noë (2002) 
mentions sensory contingency and nature of sensory 
modalities. There are many studies related to senses 
in the field of philosophy and it shows that one of the 
areas where senses are used extensively is philosophy.

Senses and Tourism

The use of senses in tourism studies have mostly 
been carried out in the field of tourism marketing 
(Williams, 2006; Isacsson et al. 2009; Nagarjuna & 
Sudhakar, 2015; Ghosh & Sarkar, 2016; Kłopotowska, 
2017). Senses were also examined in relation to tourist 
experiences (Goossens, 2000; Williams, 2006; Agapito 
et al., 2013; Meacci & Liberatore, 2015; Mateiro, 2018). 
Some of the other studies in which the senses are 
related to tourism studies as follows: Binder, 2008; Pan 
& Ryan, 2009; Barnes, 2017; Buda et al., 2014; Xiong et 
al., 2015; Dann & Jacobsen, 2003. Besides all this when 
the works of researchers combined with senses and 
tourism is examined, it can be seen that they focus on 
the following topics:
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According to Kim & Fesenmaier (2015), sensory 
experiences mediate the relationship between place 
and meaning. Understanding this process can create 
an important tourist experience design. Mateiro 
(2018) examines the importance of the five senses 
in elaborating the tourist experience. Pan & Ryan 
(2009) examined the relationship between senses 
and destination awareness, and say that senses and 
destinations are not distinct from each other. When 
tourists travel to the countryside, it is the sound (or 
silence) of nature that helps activate aural senses (Pan 
& Ryan, 2009). Some researchers have done research on 
a single sensation. Guillet et al. (2017) investigated the 
influence of the sense of smell in the marketing of hotels 
and examine the emotional states aroused by various 
hotel fragrances in a hotel establishment that uses 
fragrance in its facilities. Schwarz (2013) conducted 
research to determine the sensory preferences of Israeli 
tourists for nature and studied to understand the 
variety of sonic preferences. Pawaskar & Goel (2014) 
had completed research on how to use the senses to 
develop destiny branding for destinations. Gretzel & 
Fesenmaier (2003: 49) had done research on included 
information about the colors, smells and sounds that 
tourists expect during their holiday and associated the 
findings with internet-based marketing. Kłopotowska 
(2017) is defining the concept of holistic marketing in 
his research and also the ways of influencing people’s 
senses in the sales process of consumer goods, and he 
gives some examples from tourism establishments. 
Agapito et al., (2012) present the main contributions 
of literature to a sensory marketing approach to 
tourist experience and discuss the preliminary results 
of an experimental study on the role of human 
senses in tourist experiences in rural areas. Williams 
(2006) aims to answer the question that experiential 
marketing can offer to marketers in tourism and 
hospitality disciplines. Goossens (2002) suggested that 
mental imagery is a predictive and motivating force 
that mediates emotional experiences, evaluations and 
behavioral intentions. 

Senses are associated with even more disciplines 
than the fields mentioned above. Some of these 
are; media studies (MacLuhan, 1994; Golec, 2009), 
geography (Casey, 1996; Crouch, 2000; Rodaway, 1994; 
Tuan, 1977), architecture and urban studies (Adams & 
Guy, 2007; Pallasmaa, 2008; Degen, 2008; Al-Ibrashy & 
Gaber, 2010; Liapi et al., 2012; Cowan & Steward, 2016) 
and design (Bonapace, 2002; Lopez, 2010).

As it is seen, senses are related to many research 
areas. As mentioned above, one of these areas is tourism 
and tourism-related issues. The tourist experience 
is one of the sub-headings related to the senses, as it 
is included in this research. From this point of view, 

senses can be said to shape experiences. It means that 
tourists have some experience with sensory factors. 
The concept of tourist experience takes place in this 
chapter before moving to the sensory dimension of 
tourist experience.

METHODOLOGY

Bibliometric analysis technique, one of the 
quantitative research methods, was applied in 
this study. The bibliometric analysis aims to make 
inferences about the current state of publications in a 
given area (Yolal, 2016: 89). According to Pritchard’s 
definition; bibliometric analysis is the application of 
statistical and mathematical methods to scientific 
communication environments (Pritchard, 1969). 
Bibliometric analysis is a method used to determine 
how scientific communication tools are used and 
publications or documents are examined in terms of 
their specific characteristics. It also includes findings 
related to scientific communication (Hotamışlı & Efe, 
2015: 104). Bibliometric analysis is a method that deals 
with the quantitative analysis of the characteristics of 
the document, works or publications such as author, 
subject, publication information and cited sources. 
With this method, published studies in an academic 
field are examined within the framework of different 
bibliometric features (subject, year, contributing 
institution, used keywords, number of authors of 
works, citations, common citations, etc.) and some 
findings related to scientific communication are 
obtained (Çiçek & Kozak, 2012: 736; Yalçın, 2010: 206; 
Yozgat & Kartaltepe, 2009: 150).

With the bibliometric analysis method, research 
areas where senses are used in different scientific fields 
are examined in this study. The concept of sensory 
studies has been examined among the articles accessible 
from academic databases such as Elsevier, Taylor & 
Frenches, Google Scholar and open-access databases. 
Some articles that were not accessible in the research 
could not be examined. In this study, the bibliometric 
analysis was conducted to determine the distribution of 
studies related to senses within academic studies. The 
main purpose is to examine the use of senses in the field 
of tourism literature and to determine the frequency. 
Within the scope of this study, a total of 85 academic 
articles related to tourism researches are analyzed 
according to the framework of bibliometric properties 
among the more than 500 studies on senses. This study 
is important for the evaluation and comparison of 
sensory studies in the field of tourism research and also 
useful for demonstrating the originality of the research.
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Analysis and Findings

As mentioned before, the bibliometric analysis 
technique was used in order to examine the study areas 
where senses were used in tourism. The use of this 
research method is important to obtain data on the use 
of senses in tourism and hospitality establishments. The 
data obtained from the quantitative research method 
were given and the evaluations were made. Finally, the 
findings were interpreted below. 

More than 500 articles, which may be related to 
the subject of the study, on sensory research in social 
sciences were examined. It was found that 85 of these 
articles were related to tourism studies. These 85 
articles are evaluated in Table 1. The results are given 
in Table 1. under the title of the author’s name, date of 
publication, the name of articles and the name of the 
journal.

When the findings of the bibliometric analysis 
are examined, it is observed that the beginning of 
the sensory studies in the tourism literature is done 
by Adler in 1989 with the article named “Origines of 
sightseeing”. In his study, Adler (1989) mentioned the 
history of the senses and the role of the senses on the 
travel experience. The sensory studies have started to 
take place more frequently in tourism research since the 
2000s. Especially after 2014, a significant increase has 
been observed in sensory studies and the vast majority 
of academic studies have been made in 2017. Agapito 
& Mendes are the most creative researchers in the 
tourism and senses field, followed by Diţoiu. When the 
Turkish tourism literature is examined, it is seen that 
there is not much interest in sensory studies. When the 
contents of the studies are examined, it can be concluded 
that the studies are carried out on accommodation 
establishments and are mainly studied in the 
marketing field in Turkish tourism literature. When 
the journals in which sensory studies are published in 
tourism are examined, it is seen that Annals of Tourism 
Research, Tourism Management and Theoretical and 
Applied Economics journals have the vast number 
of publications on senses and tourism. When the 
research topics of the publications are examined, it 
is seen that almost all of the studies are conducted in 
the field of marketing. The majority of the studies are 
related to the sub-research topics of marketing such 
as; consumer behavior, tourist experience, tourist 
perception, consumer attitude, destination marketing, 
destination branding, destination image, destination 
identity, destination loyalty, and communication. 
Although most of the studies have chosen the research 
field as tourist destinations and hotels, some researches 
are being conducted on different tourist products such 
as airports, urban tourism destinations, rural tourism 

destinations, virtual thematic tourism applications, 
mountain destinations, food and beverage businesses, 
and cultural heritage attractions. Also, when Table 3.2 
is examined, it is seen that sensory studies have entered 
into accessible tourism field in tourism literature.

RESULT AND DISCUSSION

When the history of scientists who shaped the 
world is examined, it is seen that each one has 
brought together different disciplines. For example, 
Greek philosopher Aristotle (BC 384-322) worked on 
many different disciplines such as physics, biology, 
metaphysics, aesthetics, logic, poetry, psychology, 
theater and linguistics. Italian astronomer Galileo 
Galilei (1564-1642) was not only a physicist but also 
an astronomer, mathematician, philosopher, and 
engineer. Greek philosopher Democritus (BC 460-
370) was a philosopher in the fields of mathematics, 
philosophy, anthropology, artistic perspective, biology, 
medicine, cosmology, physics, and life sciences. In 
the same way, Persian scholar Muhammad ibn Musa 
al-Khwarizmi (780-850) worked in the fields of 
mathematics, astronomy, geography, and medicine, 
while Khayyam (1048 - 1131) moved in a structure 
combining science and art. Throughout history, the 
well-known and successful scientists and philosophers 
who guided the course of the world were interested in 
more than one field and exhibited their creativity in 
this way. Today, interdisciplinary studies and creative 
findings will be beneficial in tourism literature as well 
as in many other areas where the relationship between 
tourism and science is discussed and questioned.

Multidisciplinary studies require multidisciplinary 
fields of research and literature review. It requires the 
acquisition of information from different disciplines. 
When a tourism researcher examines the senses, it 
should also provide access to resources from different 
fields such as health sciences, psychology, philosophy, 
and anthropology to better understand the senses and 
reflect on tourism research. This research focuses on 
the use of senses, which are frequently studied in health 
sciences, psychology, philosophy, anthropology, history, 
and in tourism research. At this stage, many disciplines 
in which senses are the subject of research have been 
examined in this research, thus senses were tried to be 
understood more clearly and in a multidimensional 
way. Then, the place and perspectives in tourism 
researches were tried to be determined. It has been 
found that the senses are generally associated with 
marketing and branding issues in tourism researches. 
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It has become very difficult to maintain 
competitiveness using old-fashioned methods 
in tourism, where competition is continuously 
increasing. Over time, needs and requirements of 
the customer changed and the products offered have 
been diversified. A lot of research has been carried 
out in order to provide the products to be presented, 
marketing and to be able to have a place in the human 
brain. These researches require innovative and creative 
methods. Thus, the use of senses in tourism, which is 
a creative and motivating area and a multidisciplinary 
field of study, is gaining importance. Some concepts 
have emerged along with the use of senses in tourism 
research such as sensory marketing, experiental 
marketing, sensory branding and sensory tourist 
experience. These concepts can be defined as the effect 
and remembrance that a product has on the human 
mind that addresses human senses. The data obtained 
through the sense organs and transformed into specific 
perceptions result in experiences. Sensory experiences 
take place in the human mind and then a point of view 
towards the product is formed. Awareness is raised 
against that product and the product in the brain with 
specific codes becomes a brand image. In other words, 
it affects the customer experiences directly with the 
perceptions that the products reflect and create aspects 
that address the human senses.

This research considers the use of senses in tourism 
as a creative and innovative approach. The aim of 
this study is to provide information about the place 
and direction of the senses mentioned in tourism 
researches and to emphasize its importance in the field 
of beneficiary research such as sensory marketing, 
experiential marketing, and neuromarketing. Along 
with this awareness, senses have gained importance 
in the process of tourism marketing, creating an 
unforgettable tourism experience and creating a brand 
in tourism and have started to take place in tourism 
research. For these reasons, the studies on the senses 
are focused on these issues, which are mentioned the 
most in tourism research. However, in the period when 
interdisciplinary information flow accelerates and 
becomes more efficient, the senses will have a greater 
importance in tourism research and will further 
increase the impact of tourism research.
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