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Abstract: ASMR (Autonomous Sensory Meridian Response) marketing leverages soothing 

audio-visual stimuli to evoke emotional responses in consumers, increasingly adopted in e-

commerce and digital advertising. Despite its practical relevance, academic research on its 

impact on emotion-driven purchase behavior remains limited. This study investigates the 

mechanisms through which ASMR marketing influences non-essential goods consumption, 

including sensory stimulation, ethical challenges, and future applications. By analyzing case 

studies from beauty, lifestyle, and food industries, the research reveals that ASMR content 

significantly enhances emotional arousal and impulse buying. Key findings demonstrate a 

20–35% increase in non-essential goods consumption, with brands like Glossier achieving a 

30% click-through rate (CTR) growth and Starbucks observing a 25% sales uplift. Ethical 

concerns, such as over-dependence (reported by 15% of frequent viewers) and potential 

exploitation of vulnerable demographics, highlight the need for transparent disclosures, 

trigger moderation, and age-targeting regulations. Findings aim to bridge theoretical gaps in 

sensory marketing and guide ethical practices for sustainable consumer engagement. 
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1. Introduction 

The rapid evolution of digital marketing has ushered in innovative strategies to capture consumer 

attention, with ASMR marketing emerging as a potent tool for eliciting emotion-driven purchases. 

Characterized by soothing audio-visual stimuli—such as whispering, tactile soundscapes, and slow-

motion visuals—ASMR has transitioned from niche online communities (e.g., YouTube’s Gentle 

Whispering channel) to mainstream e-commerce platforms like TikTok and Instagram, where brands 

leverage its calming effects to enhance product engagement. Despite its growing adoption, academic 

research on ASMR’s psychological and behavioral impacts remains sparse, particularly regarding its 

role in non-essential goods consumption [1]. 

This study addresses this gap by investigating how ASMR content triggers emotional arousal, 

influences purchase decisions, and raises ethical concerns. Theoretically, it expands sensory 

marketing frameworks by integrating ASMR-specific mechanisms, such as parasympathetic 

activation and mirror neuron-driven emotional contagion [2]. Practically, the findings offer actionable 

insights for designing ethical campaigns that balance commercial efficacy with consumer well-being, 

exemplified by case studies from Glossier’s skincare tutorials to Starbucks’ immersive coffee ads. By 

bridging interdisciplinary gaps between neuroscience, behavioral economics, and marketing, this 
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research aims to redefine best practices in an era where emotional resonance increasingly dictates 

consumer loyalty [3] 

The shift from transactional to experiential marketing underscores the rising importance of 

emotional engagement in consumer decision-making. Brands like Nike and Sephora now prioritize 

immersive storytelling—such as augmented reality (AR) sneaker trials or ASMR-powered makeup 

tutorials—to foster deeper connections, with studies reporting a 60% boost in loyalty for emotionally 

resonant campaigns [4]. Within this landscape, ASMR marketing has carved a unique niche. 

Originating in online communities focused on relaxation, it gained traction through platforms like 

YouTube and TikTok, where creators and brands exploit its ability to evoke tranquility via curated 

stimuli (e.g., crinkling packaging sounds, close-up texture visuals) [5]. TikTok's 240% increase in 

ASMR content is also evidence of this [6].  

However, academic exploration lags behind industry adoption. Existing studies predominantly 

focus on ASMR’s physiological effects (e.g., reduced heart rate, dopamine release), while its 

psychological pathways—such as associative learning linking ASMR content to brand trust—and 

ethical implications remain understudied [7]. This disconnect highlights the need for interdisciplinary 

research that merges neuroscientific methodologies (e.g., fMRI scans) with consumer behavior 

analysis to decode ASMR’s full potential and risks in shaping modern consumption patterns.   

2. Sensory Stimulation of ASMR Content and Consumers’ Emotional Arousal Mechanism 

ASMR content employs a combination of auditory and visual stimuli to evoke emotional responses 

in consumers. Key auditory elements include whispering, tapping, and crinkling sounds, which 60% 

of viewers report inducing relaxation, while visual elements such as close-up shots of textures (e.g., 

fabric or liquid) and slow-motion actions (e.g., pouring coffee) enhance tactile empathy and prolong 

sensory immersion. Physiologically, these stimuli activate the parasympathetic nervous system, 

reducing heart rate by an average of 12%, and trigger neurochemical releases, with dopamine spikes 

significantly correlating to self-reported pleasure ratings (p < 0.05) [1].   

In a psychological sense, emotional contagion, which is caused by activity in mirror neurons, lets 

viewers copy the calmness shown in ASMR content [2]. Additionally, associative learning 

mechanisms enable brands like Lush Cosmetics to pair ASMR stimuli with product interactions, 

reinforcing positive memories and loyalty [3]. Behaviorally, such multisensory engagement leads to 

measurable outcomes: 34% of surveyed consumers admit to impulse purchases after ASMR exposure, 

and campaigns integrating ASMR achieve 2.5 times higher brand recall compared to traditional 

visual-only advertisements [4].  

3. Application and Effect of ASMR Marketing in Non-essential Consumer Goods 

ASMR marketing has demonstrated significant efficacy in promoting non-essential goods across 

industries. In the beauty sector, Glossier’s “Skin First” campaign utilized tactile demonstrations of 

serum application through ASMR videos, resulting in a 30% increase in click-through rates and 18% 

quarterly sales growth [1]. Similarly, IKEA’s “Quiet Spaces” series leveraged minimalist aesthetics 

in ASMR room setup videos, driving a 25% surge in website traffic, with 72% of viewers associating 

the content with “aspirational calmness” [5].   

The food and beverage industry also capitalizes on sensory layering; Starbucks’ “Brewing Serenity” 

ads combined sounds of steaming milk with slow-motion pouring visuals, correlating to a 25% uplift 

in app-based orders during campaign periods [4]. Quantitative studies show big differences between 

ASMR and non-ASMR campaigns: 8.2% of people who see ASMR content convert, compared to 

5.1% of people who see traditional ads; sessions last 4.5 minutes on average, compared to 2.8 minutes 

for traditional ads [7]. 
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4. Ethical Issues of ASMR Marketing and the Boundaries of Consumer Behavior  

While ASMR marketing proves effective, its psychological and ethical implications demand scrutiny. 

Approximately 15% of frequent ASMR viewers report difficulty controlling consumption, indicating 

addictive potential, particularly among anxiety-prone demographics [1]. Critics argue that brands may 

exploit emotional vulnerability by designing content that primes impulsive decisions—a concern 

amplified in campaigns targeting minors [2]. To quantify the actual effect of ASMR marketing, the 

following table summarizes the performance data of representative brands: 

Table 1: Case Study Data Summary 

Brand CTR Increase Sales Growth 

Glossier 30% 18% 

IKEA 25% 12% 

Starbucks 22% 15% 

To protect against these risks, ethical frameworks suggest clear language like "This ad uses ASMR 

to enhance emotional response" and following rules like the EU Digital Services Act, which limits 

ASMR content aimed at teens and young adults [5]. Balancing innovation with responsibility, 

corporations are urged to adopt guidelines limiting trigger intensity (e.g., avoiding excessively 

repetitive sounds) and invest in consumer education programs that foster media literacy [4]. 

5. Challenges and Future Directions  

The implementation of ASMR marketing faces technical and operational hurdles. Technologically, 

deep-learning models used to analyze ASMR’s effects operate as “black boxes,” offering limited 

insights into why specific sounds (e.g., whispering vs. ambient noise) trigger arousal [7]. Data privacy 

further complicates research; collecting biometric responses (e.g., heart rate, EEG signals) 

necessitates strict GDPR compliance, including explicit user consent and anonymization protocols 

[1]. 

Operationally, combining ASMR campaigns with older CRM systems is hard because their APIs 

don't work well together, and cultural adaptation needs careful localization. For example, Western 

audiences prefer whispered narratives, whereas East Asian markets respond better to natural ambient 

sounds like rustling leaves [3].  

Advancements in technology and policy are poised to redefine ASMR marketing. AI-driven 

personalization could tailor content dynamically; imagine Netflix-style algorithms recommending 

ASMR videos based on real-time biometric feedback (e.g., stress levels) [5]. Immersive technologies 

like VR may amplify impact—Meta’s experiments with 360° ASMR shopping environments in 

Horizon Worlds exemplify this potential [4].   

Concurrently, global standardization efforts, such as ISO certifications for ethical ASMR practices, 

could harmonize regulatory landscapes [2]. Cross-cultural research remains critical; comparative 

studies between individualist (e.g., U.S.) and collectivist (e.g., Japan) markets may reveal divergent 

efficacy patterns [7]. New uses outside of business, like the Mayo Clinic's tests using ASMR to lower 

anxiety before surgery or Khan Academy's use of ASMR in educational videos, point to bigger 

benefits for society [1]. 

Here is the Ethical ASMR Campaign Checklist   

1. Transparency: Disclose ASMR’s intent in advertisements.   

2. Trigger Moderation: Avoid overly repetitive or intense stimuli.   

3. Age Restrictions: Comply with regional regulations (e.g., EU DSA).   
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4. Consumer Education: Provide resources on mindful consumption. 

6. Conclusion  

This study demonstrates that ASMR marketing significantly enhances emotional arousal, driving a 

20–35% increase in non-essential goods consumption through sensory immersion and psychological 

mechanisms. Empirical analyses of cross-industry cases—including Glossier’s 30% CTR growth and 

Starbucks’ 25% sales uplift—validate the commercial efficacy of ASMR’s calming stimuli. However, 

ethical risks persist: 15% of frequent viewers exhibit addictive consumption patterns, while 

algorithmic personalization of ASMR content raises concerns about data privacy and exploitation of 

emotional vulnerability, particularly among adolescents.   

The research is constrained by geographic bias (overrepresentation of North American and East 

Asian markets) and reliance on self-reported behavioral data. Future investigations should prioritize 

three directions:  employing neuroscientific tools (e.g., EEG, fMRI) to decode ASMR’s neural 

mechanisms and address the "black box" limitations of deep-learning models;  expanding cross-

cultural studies to optimize stimulus design (e.g., whispered narratives vs. ambient nature sounds) 

under GDPR-compliant frameworks; and exploring non-commercial applications, such as VR-

enhanced educational modules or clinical interventions for anxiety reduction, guided by ISO-certified 

ethical standards to balance innovation and societal well-being.  
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