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We focus on the potential of ASMR (Autonomous 

Sensory Meridian Response) as a frontier marketing tool. 

Introduction

This is how we feel tingling sensations in response to ASMR

How distinct is ASMR from 
general sensory elements?

Conclusion
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Sound of Consumption: ASMR in Food Marketing

1) Auditory stimuli occur together with consumption. 

2) Auditory stimuli are sounds people experience in their 

daily lives. (e.g., preparing for food, getting a haircut)

3) ASMR not only conveys features (e.g., color, texture, 

shape) but induces a physical reaction (Barratt & 

Davis, 2015; Chae et al., 2020). 

• Design: ASMR video (audio on vs. audio off)

• N: 180 from Amazon Mturk

• DVs: 

I. Number of sushi pieces desired (SUSHI)

II. Willingness to pay (WTP)

III. Intention to eat at restaurant (NARE)

Sushi ASMR Stimuli

• Procedure:

A. Measure DVs after watching 30 second video

B. Report a physical reaction (i.e., tingling 

sensations) along with other feelings

Research Questions

1) Does eating ASMR impact food consumption?

2) Does ASMR cause a physical sensation, which in turn 

impacts subsequent food intake? 

Study: Sushi Eating ASMR

Results

1) ASMR effect on SUSHI

No clear effect of ASMR 
(Maudio-on = 5.86,

Maudio-off = 5.06;

t(177.51) = -0.89,

p = .38) 

2)  Moderation effect of tingling

The interaction between ASMR and tingling was 

negative, significant (b = -.63, p < .05) for SUSHI, 

such that substantial physical reactions to audio on 

ASMR (vs. audio off ASMR) led to lower food 

consumption (JN Point = 3.43).

3)  Mediation effect of tingling

Negative but insignificant. We, instead, found a full 

mediation of disgust. Since tingling and disgust were 

positively correlated (ρ = 0.39), future studies need 

to measure what each of the two, especially tingling, 

is intended to measure.

• ASMR induces greater body sensations and 

disgust, leading to decrease in food consumption. 

• We aim to tease tingling apart from disgust to 

provide insight into the potential use of ASMR.
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