Smelly Marketing
I am about to attempt an exercise in reawakening your senses … Multisensory marketing is the science of communicating a brand or product or service through the use of smell, taste and feel as well as the more regular sight and sound.

How does it work?

Consider the following and then close your eyes and see what comes into your mind.

· It’s a hot lazy August Bank Holiday and you are sprawled out on the lawn, catching a few zzz’s. You hear a bell ringing as a vehicle turns the corner into your street … what is it?

· You decide to trade in the old motor and make your way down to the showroom with the latest model of your chosen car. The salesman greets you and invites you to take the car for a test run. He closes the doors and asks you to start the engine. What do you hear? What can you smell?

· It’s the middle of January and you have American visitors over for the first time and they request a visit to a ‘typical English pub’. Do you take them to the big ones with a kiddies’ playground and frozen food or do you take them to one with a log fire and hand-pulled beers? What does it smell like? How cosy is it?

· You are on holiday on a tropical island and the sun is warming your body all over. You are sipping a delicious tropical cocktail. You reach for the sun cream and smear yourself all over with it. What can you smell? What can you hear?

· You have been treated to a luxury stay in a five-star hotel in the Cotswalds. You have a scrumptious evening meal and retire to the bedroom (trust me!) You complete your ablutions in the luxury en-suite and then you peel back the silky sheets and climb in to bed. How good does that feel?

Multi-sensory marketing. Even the ice-cream man does it, though he might not know it!

In the clutter of today’s marketplaces it is increasingly difficult to make a product or service ‘stand out’. Only the other day I was contacted by a new start business who said that they had spent hundreds of pounds on advertising and got no results. On further inspection it became quite clear that the service they were offering was such a ‘me too’ type of business that there was little wonder the phone was not ringing off the wall! If, however, they had added an opportunity to ‘touch’ or ‘smell’ or experience the service in any way that reduced the potential customers’ risk, then they might well have got results from the advertising campaigns.
Increasingly the bigger brands are investing in the ‘experience’ of their brands and not just the consequence of it. That means, in plain English, that they are paying more attention to the way in which their brand affects the customer’s five senses as the more successful they are in appealing to all five, the more chance they will have of selling you the product.

And so, if you are one of those sad people, like me, who ‘collects’ new concepts, add ‘olfactory’ to your list – attracting customers through smell.

[ends]
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