Sensory Marketing
· This is a new era of marketing, organizations pay extra attention to the impact of sensation on our product experiences. Areas to consider include
· Sight, smell, hearing, touch, taste
· Sensation
· Immediate response of our sensory receptors (those in our eyes, ears, nose, mouth, and skin,)
· Sight
· Marketers communicate meanings on the visual channel through a product’s colour, size, and styling
· How perception can be coloured
· Colour directly influences emotion
· Colours are rich in symbolic value and cultural meanings
· The choice of colour is frequently a key issue in package design
· Colour combinations come to be associated so strongly with a corporation that they become known as the company’s trade dress

· How your eyes make you eat
· Container size can influence the amount we consume
· Consumers ate 45 percent more popcorn from large as compared to medium popcorn buckets
	
· Smell
· Odours stir emotion or create calm feelings
· Episodic memories of a pie out of the even or a steaming cup of coffee… feelings of home
· Limbic system process our fragrance cues
· One study found the smell of fresh cinnamon buns induced sexual arousal in males
· Scent marketing
· From cars to fragrances
· Ex, inducing cookie fragrances to pressure the sales of cookies
· Hearing
· Sound symbolism
· The process by which the way a word sounds influences our assumptions about what it describes and its attributes, such as size
· Individual sounds called phonemes might be more or less preferred by customers (an i - sound would be lighter than an a - sound)
· Ex, certain jingles, like Mcdonalds



· Touch
· Tactile stimulation is an important sensory channel
· Affects the product experience
· Waiters who touch patrons get bigger tips
· Endowment effect
· Endowment usually occurs when consumers ascribe more value to something simply because they own it
· Touching an item forms a relationship with the product
· Haptic senses appear to moderate the relationship  between product experience and judgement confidence
· Kansei engineering
· A philosophy that translates customers’ feelings into design elements
· Mazda Miata stick shift
· Coca cola bottles
· Taste
· Flavour houses develop new concoctions for consumer palates
· Cultural changes determine desirable tastes
· Wine enthusiasts taste hundreds of wines

· Exposure
· Occurs when a stimulus comes within range of someone’s sensory receptors
· Consumers can focus on the simulus, or ignore the information
· Cadillac goes from zero to 60 mph in 5 seconds - as shown in an ad that was just 5 seconds long


· Subliminal Perception
· Occurs when a stimulus is below the level of a consumer’s awareness
· Rumours of subliminal advertising is rampant but with little proof
· Techniques such as embed 
· Tiny figures that are inserted into magazine advertising by using high speed photography or airbrushing
· Attention
· The extent to which processing activity is devoted to a particular stimulus
· Much competition for our attention
· 3500 ad info pieces daily
· Sensory overload - too much to process
· Younger consumers can multitask: process multiple media
· Marketers are cha;;enged with finding a way to break through the clutter
· They use guerilla tactics
· Ex, coca cola happiness vending machine
· Positioning strategy
· 
