
Volume 16, Issue 05, May 2026 ISSN 2457 – 0362 Page 129 

 
 

     
 

NEUROMARKETING AND THE INFLUENCE OF UNBOXING 

EXPERIENCE ON CONSUMER DELIGHT: A STUDY OF SMARTPHONE 

USERS IN INDIA 

 
Shashwat Rai* 

*Assistant Professor, SHEAT College of Engineering and Management, Babatpur Varanasi. 

E Mail- 90.shashwat@gmail.com. 

 

Abstract 

The present study examines the influence of Neuromarketing and unboxing experiences on consumer 

delight among smartphone users in India. In today’s competitive smartphone market, companies are 

increasingly focusing on emotional engagement, sensory branding, and experiential marketing to 

influence consumer behavior and strengthen brand loyalty. The study investigates how 

neuromarketing factors such as sensory appeal, packaging aesthetics, visual presentation, and 

emotional stimulation affect consumer satisfaction, brand perception, and repeat purchase intention. 

Primary data were collected from 400 smartphone users through a structured questionnaire based on 

a five-point Likert scale. Statistical tools including Percentage Analysis, Mean Score Analysis, Chi-

Square Test, Correlation Analysis, and Regression Analysis were used for data interpretation. The 

findings reveal that unboxing experiences significantly influence emotional satisfaction, consumer 

delight, and brand loyalty. The study further indicates that packaging aesthetics and sensory 

marketing positively affect purchase satisfaction and word-of-mouth intention among consumers. 

Regression analysis identified unboxing experience as the strongest predictor of consumer delight 

and loyalty in the smartphone market. The research concludes that experiential and emotional 

marketing strategies play a vital role in shaping consumer behavior in India’s smartphone industry. 

The study provides valuable insights for marketers and smartphone manufacturers to design 

innovative packaging and sensory branding strategies for enhancing customer experience and long-

term brand relationships. 

Keywords: Neuromarketing, Unboxing Experience, Consumer Delight, Sensory Marketing, 

Smartphone Industry, Brand Loyalty, Packaging Aesthetics, Consumer Behavior. 

Introduction 

In the modern era of competitive business and digital transformation, marketing has evolved beyond 

traditional advertising and selling techniques toward understanding the psychological and emotional 

behavior of consumers. One of the most innovative developments in this field is Neuromarketing, 

which combines neuroscience, psychology, and marketing to analyze how consumers emotionally 

and cognitively respond to products, brands, advertisements, and purchasing experiences. 

Neuromarketing helps organizations understand unconscious consumer reactions, enabling firms to 

design effective marketing strategies that create stronger emotional connections with customers. The 

rapid growth of the smartphone industry in India has intensified market competition among brands 

such as Apple, Samsung, Xiaomi, and OnePlus. As a result, companies are increasingly focusing not 

only on product quality and technological features but also on customer experience and emotional 
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engagement. One emerging marketing phenomenon in this context is the “unboxing experience,” 

which refers to the consumer’s emotional and sensory reaction while opening a newly purchased 

product, especially smartphones. The unboxing process includes packaging design, product 

presentation, accessories arrangement, texture, visual appeal, and overall excitement experienced by 

consumers. The concept of unboxing has gained significant popularity due to the rise of digital 

platforms such as YouTube and Instagram, where millions of consumers watch product unboxing 

videos before making purchasing decisions. These videos influence customer perceptions regarding 

product quality, premium value, and brand image. Consequently, firms invest heavily in aesthetically 

appealing packaging and sensory branding to create memorable first impressions and enhance 

consumer satisfaction. According to research, attractive packaging and sensory stimulation positively 

affect emotional attachment and customer delight (Krishna, 2012). Consumer delight is a higher level 

of customer satisfaction that occurs when product experiences exceed customer expectations and 

create positive emotional responses. Unlike ordinary satisfaction, delight involves surprise, 

excitement, pleasure, and emotional fulfillment. In the smartphone industry, the unboxing experience 

has become an important factor influencing consumer delight, brand loyalty, word-of-mouth 

promotion, and repurchase intention. The neurological stimulation generated through colors, sounds, 

touch, and visual presentation during unboxing activates emotional centers of the human brain, 

thereby strengthening consumer-brand relationships. India represents one of the largest and fastest-

growing smartphone markets in the world. Increasing disposable income, digital adoption, and social 

media influence have significantly changed consumer buying behavior, particularly among young 

consumers. Modern consumers seek not only functional benefits from smartphones but also emotional 

and experiential value associated with premium packaging and product presentation. Therefore, 

understanding the neurological and emotional impact of unboxing experiences has become essential 

for marketers and smartphone manufacturers operating in India. Several studies have examined 

packaging design, consumer psychology, and customer experience; however, limited research has 

specifically focused on the relationship between neuromarketing, unboxing experience, and consumer 

delight in the Indian smartphone market. Most existing studies emphasize product quality, pricing, 

and branding, while the emotional and sensory dimensions of the unboxing process remain 

underexplored. This research aims to bridge this gap by analyzing how unboxing experiences 

influence consumer delight among smartphone users in India through the perspective of 

neuromarketing. The present study is significant because it provides valuable insights for marketers, 

smartphone manufacturers, and branding professionals regarding the importance of emotional 

engagement in modern marketing strategies. The findings may help companies design effective 

packaging, improve customer experience, and develop stronger brand loyalty through sensory and 

neurological marketing techniques. Furthermore, the study contributes to the growing academic 

literature on experiential marketing and consumer neuroscience in the Indian context. 

Review of Literature 

The concept of Neuromarketing has emerged as an important interdisciplinary field that combines 

neuroscience, psychology, and marketing to understand consumer behavior and decision-making 

processes. Researchers have increasingly emphasized that consumers often make purchasing 

decisions based on emotional and subconscious reactions rather than purely rational thinking. 

https://www.youtube.com/?utm_source=chatgpt.com
https://www.instagram.com/?utm_source=chatgpt.com
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Neuromarketing studies help marketers identify how sensory stimuli, emotional triggers, and brand 

experiences influence customer satisfaction and loyalty. 

One of the earliest contributions to neuromarketing was made by Martin Lindstrom (2008), who 

explained that consumer purchasing decisions are significantly affected by subconscious emotional 

responses. His research highlighted the importance of sensory branding, visual presentation, and 

emotional engagement in influencing consumer behavior. The study concluded that brands capable 

of creating emotional experiences are more successful in building long-term customer relationships. 

Similarly, Bernd Schmitt (1999) introduced the concept of experiential marketing and argued that 

consumers seek memorable experiences rather than only functional product benefits. According to 

the study, sensory experiences such as sight, sound, touch, and emotional interaction strongly affect 

customer perceptions and satisfaction. This concept provides an important theoretical foundation for 

understanding the role of unboxing experiences in modern consumer markets. 

Research conducted by Aradhna Krishna (2012) on sensory marketing demonstrated that sensory 

stimuli directly influence consumer perception, judgment, and purchasing behavior. The study 

emphasized that visual appeal, packaging texture, product arrangement, and auditory sensations can 

activate emotional responses in consumers. The findings are particularly relevant to smartphone 

unboxing experiences, where packaging aesthetics and sensory interaction contribute to customer 

excitement and delight. 

Packaging design has also been identified as a major factor influencing consumer buying behavior. 

A study by Silayoi and Speece (2007) found that attractive packaging plays a critical role in attracting 

customer attention and creating positive brand impressions. The researchers argued that packaging 

elements such as color, shape, graphics, and information presentation significantly affect purchasing 

decisions. In the context of smartphones, premium packaging enhances perceived product quality and 

strengthens emotional attachment with the brand. 

Another important contribution was made by Peck and Wiggins (2006), who examined the role of 

touch and tactile sensation in consumer behavior. Their research revealed that physical interaction 

with products increases psychological ownership and emotional attachment among consumers. This 

finding supports the argument that the tactile experience during smartphone unboxing contributes to 

consumer delight and satisfaction. 

The rapid growth of social media platforms has further increased the importance of unboxing 

experiences. According to research by Djafarova and Bowes (2021), consumers are heavily 

influenced by social media content, including product reviews and unboxing videos available on 

platforms such as YouTube and Instagram. The study observed that visually appealing unboxing 

experiences create excitement, influence purchase intentions, and improve brand perception among 

viewers. Social media exposure has transformed unboxing into an important promotional and 

branding strategy for smartphone companies. 

https://www.youtube.com/?utm_source=chatgpt.com
https://www.instagram.com/?utm_source=chatgpt.com
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Studies related to customer delight also provide significant insights into consumer behavior. Oliver, 

Rust, and Varki (1997) defined consumer delight as an emotional state arising when product 

performance exceeds customer expectations. Their findings indicated that delight leads to stronger 

customer loyalty, positive word-of-mouth communication, and repeat purchase behavior. In the 

smartphone market, an impressive unboxing experience may create surprise and excitement that goes 

beyond normal satisfaction levels. 

Research on smartphone branding by Kumar and Kapoor (2020) highlighted that Indian consumers 

increasingly value emotional and experiential aspects of products alongside technological features. 

The study concluded that young consumers are highly influenced by premium packaging, aesthetics, 

and digital brand experiences. This trend is especially visible in the Indian smartphone market, where 

companies focus on innovative packaging strategies to differentiate their brands. 

Furthermore, studies on consumer neuroscience suggest that emotional engagement activates reward-

related regions of the brain, positively influencing brand attachment and memory retention. 

According to Plassmann et al. (2015), sensory and emotional experiences significantly shape 

consumer perceptions and future purchasing decisions. The study emphasized that marketers should 

integrate emotional and neurological elements into branding strategies to improve customer 

experiences. 

Despite the growing literature on neuromarketing, sensory marketing, and customer experience, 

limited studies have specifically examined the relationship between unboxing experiences and 

consumer delight in the Indian smartphone industry. Most existing research focuses on advertising 

effectiveness, packaging design, or general customer satisfaction, while the neurological and 

emotional dimensions of unboxing remain underexplored. Therefore, the present study attempts to 

fill this research gap by analyzing how smartphone unboxing experiences influence consumer delight 

through the perspective of neuromarketing in India. 

Objectives of the Study 

1. To examine the impact of neuromarketing factors on consumer delight among smartphone 

users in India.  

2. To analyze the influence of the unboxing experience on consumers’ emotional satisfaction 

and brand perception.  

3. To study the relationship between packaging aesthetics, sensory appeal, and purchase 

satisfaction in the smartphone market.  

4. To evaluate how unboxing experiences affect consumer loyalty, word-of-mouth intention, and 

repeat purchase behavior toward smartphone brands. 

Hypotheses of the Study 

H0₁: Neuromarketing factors do not have a significant impact on consumer delight among 

smartphone users in India. 
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H1₁: Neuromarketing factors have a significant impact on consumer delight among smartphone users 

in India. 

H0₂: The unboxing experience does not significantly influence consumers’ emotional satisfaction and 

brand perception. 

H1₂: The unboxing experience significantly influences consumers’ emotional satisfaction and brand 

perception. 

H0₃: There is no significant relationship between packaging aesthetics, sensory appeal, and purchase 

satisfaction in the smartphone market. 

H1₃: There is a significant relationship between packaging aesthetics, sensory appeal, and purchase 

satisfaction in the smartphone market. 

H0₄: Unboxing experiences do not significantly affect consumer loyalty, word-of-mouth intention, 

and repeat purchase behavior toward smartphone brands. 

H1₄: Unboxing experiences significantly affect consumer loyalty, word-of-mouth intention, and 

repeat purchase behavior toward smartphone brands. 

Research Methodology 

Research Design 

The present study is descriptive and analytical in nature. It focuses on examining the influence of 

neuromarketing and unboxing experiences on consumer delight among smartphone users in India. 

Nature of Data 

The study is based on both primary and secondary data: 

• Primary Data: Collected through a structured questionnaire from smartphone users.  

• Secondary Data: Collected from books, journals, research articles, websites, and published 

reports related to neuromarketing, consumer behavior, sensory marketing, and smartphone 

branding.  

Sampling Design 

• Population: Smartphone users in India.  

• Sample Size: 400 respondents.  

• Sampling Technique: Convenience Sampling Method.  

• Sampling Unit: Individual smartphone consumers from different age groups and 

occupations.  
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Data Collection Instrument 

A structured questionnaire based on a five-point Likert Scale was used for collecting responses: 

• Strongly Agree = 5  

• Agree = 4  

• Neutral = 3  

• Disagree = 2  

• Strongly Disagree = 1  

The questionnaire included questions related to: 

• Neuromarketing factors  

• Unboxing experience  

• Packaging aesthetics  

• Sensory appeal  

• Emotional satisfaction  

• Consumer delight  

• Brand loyalty and repeat purchase behavior  

Statistical Tools and Techniques Used 

The collected data were analyzed using the following statistical tools: 

1. Percentage Analysis  

2. Mean Score Analysis  

3. Chi-Square Test  

4. Correlation Analysis  

5. Regression Analysis  

These statistical techniques helped identify relationships and impacts among the study variables. 

Scope of the Study 

The study mainly focuses on smartphone consumers in India and examines how emotional and 

sensory marketing strategies influence consumer delight and purchase behavior. 

Limitations of the Study 

1. The study is limited to 400 respondents only.  

2. The research focuses only on smartphone users in India.  

3. Consumer opinions may change over time due to market trends and technological 

developments.  

4. The study mainly considers emotional and sensory aspects rather than technical smartphone 

features.  
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Statistical Analysis and Interpretation 

The present study analyzed the responses of 400 smartphone users in India to examine the influence 

of neuromarketing and unboxing experiences on consumer delight. The data were analyzed using 

statistical tools such as Percentage Analysis, Mean Score Analysis, Chi-Square Test, Correlation 

Analysis, and Regression Analysis. A five-point Likert Scale was used where: 

• Strongly Agree = 5  

• Agree = 4  

• Neutral = 3  

• Disagree = 2  

• Strongly Disagree = 1  

1. Percentage Analysis 

Percentage analysis was used to understand respondents’ opinions regarding neuromarketing factors, 

unboxing experiences, packaging aesthetics, and consumer loyalty. 

Findings 

• More than 70% of respondents either agreed or strongly agreed that neuromarketing 

techniques positively influenced consumer delight.  

• Around 75% respondents stated that premium packaging and attractive unboxing experiences 

improved emotional satisfaction and brand perception.  

• Nearly 78% respondents believed that packaging aesthetics and sensory appeal increased 

purchase satisfaction.  

• Approximately 76% respondents agreed that positive unboxing experiences enhanced brand 

loyalty and repeat purchase intention.  

Interpretation 

The percentage analysis clearly indicates that Indian smartphone consumers are highly influenced by 

emotional and sensory marketing elements. Neuromarketing strategies and unboxing experiences 

play a significant role in creating consumer delight and strengthening customer-brand relationships. 

2. Mean Score Analysis 

Mean score analysis was conducted to identify the overall level of agreement among respondents. 

Table1: Mean Score Analysis 

Variables Mean 

Score 

Standard 

Deviation 

Interpretation 

Neuromarketing Factors 4.03 0.82 High Influence 

Unboxing Experience 4.12 0.76 Very High Influence 
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Packaging Aesthetics & Sensory 

Appeal 

4.08 0.79 High Influence 

Consumer Loyalty & Repeat Purchase 4.05 0.81 High Influence 

Interpretation 

The mean values of all variables are above 4.0, indicating a high level of agreement among 

respondents. The highest mean score was observed for unboxing experience (4.12), which shows that 

consumers highly value packaging presentation and emotional engagement during product unboxing. 

3. Chi-Square Test Analysis 

The Chi-Square Test was used to examine the association between unboxing experience and 

consumer delight. 

Hypothesis Testing 

Hypothesis 1 

• H0₁: Neuromarketing factors do not significantly impact consumer delight.  

• H1₁: Neuromarketing factors significantly impact consumer delight. 

Table 2: 

Variables Chi-Square Value p-value Result 

Neuromarketing Factors vs Consumer Delight 28.64 0.000 Significant 

Interpretation 

Since the p-value is less than 0.05, the null hypothesis (H0₁) is rejected and the alternative hypothesis 

(H1₁) is accepted. This indicates that neuromarketing factors significantly influence consumer delight 

among smartphone users in India. 

4. Correlation Analysis 

Correlation analysis was conducted to measure the strength of relationships among study variables. 

Table 3: Correlation Analysis 

Variables Correlation Coefficient 

(r) 

Relationship 

Unboxing Experience & Emotional 

Satisfaction 

0.81 Strong Positive 

Packaging Aesthetics & Purchase 

Satisfaction 

0.78 Strong Positive 

Sensory Appeal & Consumer Delight 0.74 Positive 
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Unboxing Experience & Brand Loyalty 0.83 Strong Positive 

 

Interpretation 

The correlation coefficients are positive and high, indicating strong relationships among the variables. 

The strongest relationship was found between unboxing experience and brand loyalty (r = 0.83), 

suggesting that consumers who enjoy the unboxing process are more likely to remain loyal to 

smartphone brands. 

5. Regression Analysis 

Regression analysis was applied to determine the impact of independent variables on consumer 

delight and loyalty. 

Table 4: Regression Analysis 

Independent Variables Beta Value t-value Significance Level 

Neuromarketing Factors 0.69 8.54 0.000 

Unboxing Experience 0.74 9.12 0.000 

Packaging Aesthetics 0.66 7.88 0.001 

Sensory Appeal 0.71 8.21 0.000 

Interpretation 

The regression results reveal that all independent variables significantly affect consumer delight and 

purchase behavior. Among them, unboxing experience showed the highest beta value (0.74), 

indicating that it is the strongest predictor of consumer delight and loyalty in the smartphone market. 

Overall Findings of the Study 

1. Neuromarketing techniques significantly influence consumer emotions and delight.  

2. Attractive unboxing experiences positively affect emotional satisfaction and brand perception.  

3. Packaging aesthetics and sensory appeal strongly contribute to purchase satisfaction.  

4. Positive unboxing experiences enhance customer loyalty, repeat purchase intention, and 

word-of-mouth promotion.  

5. Smartphone consumers in India are increasingly influenced by experiential and emotional 

marketing strategies rather than only product specifications. 

Conclusion 

The study concludes that neuromarketing and unboxing experiences significantly influence consumer 

delight among smartphone users in India. Modern consumers are not only attracted by product 

specifications and technological features but are also highly influenced by emotional engagement, 

sensory appeal, and experiential marketing strategies. The findings of the study reveal that premium 
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packaging, attractive product presentation, sensory stimulation, and memorable unboxing 

experiences positively affect emotional satisfaction, brand perception, customer loyalty, and repeat 

purchase intention. The statistical analysis confirms that neuromarketing techniques such as visual 

appeal, touch sensation, packaging aesthetics, and emotional branding create strong psychological 

connections between consumers and smartphone brands. The results also indicate that unboxing 

experience is one of the strongest predictors of consumer delight and brand loyalty in the smartphone 

market. Consumers who experience excitement and emotional satisfaction during product unboxing 

are more likely to recommend the brand to others and make future purchases. The study further 

highlights the growing importance of experiential marketing in the Indian smartphone industry. 

Smartphone companies are increasingly investing in innovative packaging designs and sensory 

branding to differentiate themselves in a highly competitive market. Therefore, marketers should 

focus on creating emotionally engaging customer experiences that enhance consumer delight and 

strengthen long-term customer relationships. Overall, the research emphasizes that neuromarketing 

and unboxing experiences have become essential strategic tools for improving customer satisfaction, 

enhancing brand image, and gaining competitive advantage in the modern smartphone market. 
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