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It takes a lot to make sense of changing
consumer preferences in this age.

Sense & e
Sensibilities
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HE movie ‘Avatar’ achieved success, not just because it had a well-
known moviemaker and it used 3-D as the technology. It became a
box office hit because it also allowed the audience to touch and feel -
literally. The stimulation and the sense of being in the thick of action
in afictional story is what the movie sought 1o achieve. From the big screens
to television, one comes across commercials by brands that look to stimulate
the senses - from sight to taste to smell. But look for the same triggers on the
ground and chances are brands more often than not fail the litmus test
when it comes to sensory branding. However, with consumers having ac-
cess to a plethora of information, add to that the high speed of change, the
thin line between real and reality and very limited time — sensorial appeal
will play a vital role in enticing consumers towards brands.
And globally, there are examples of brands creating an experience that
appeal to the senses. In a presentation by Lowe Counsel called ‘Sensory
Extra’, auto brand Ferrari is opening Ferrari World in Abu Dhabiin 2011.
“Ferrari theme park will host over 20 state-of-the-art attractions, each
designed to bring various facets of the Ferrari story 1o life,” the pres-
entation states. So one will feel the rush of speed as the G-force takes
over, or learn from the legends themselves in the factory or at the pit
stop, the presentation adds. Yet another example of multi sensory
branding is Starbucks now roasting beans in-house to enhance the
authenticity of aroma in store. Nissan, the presentation adds is tak-
ing a hint from the pleasant effect of forest air on people. Nissan
studied the effects of aromas on human mental activity and “the
resulting forest AC system intermittently and alternately fur-
nishes two unique aromas, borneol and leaf alcohol, to alleviate
beredom and stimulate the driver’s brain.” Zoe Lazarus, director
at Lowe Counsel says the categories, which have embraced
sensory branding, and looking at neuro-marketing so far are
entertainment (6-D cinemas), food (food/art experience) and
travel with the advent of extreme adventure and survival
holidays. “The challenge of sensory branding is to
think more broadly about how people experience
products ifi the real world and find ways to enhance
these experiences,” says Lazarus. In India, the advent
of modern trade provides an opportunity of creating a
sensorial experience. So take the case of fresh fruits
and vegetables within a modern trade store and it’s
stacked exactly the way one will get it in the neighbour-
hood bazaar. That's because consumers like 10 touch,
feel and smell the produce before the purchase. So along
with the cut and packed vegetables, piles of vegetables
in racks are a common sight.
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Kaya, the skin clinic venture from Marico Industries started working ex-
tensively on a blue print with Pervin Ghani, a trainer on service quality
behaviour and Singapore Airlines to map the consumer path in the clinic.
“The objective was to provide consistent branding cues at every sensorial
touch point,” says Suvodeep Das, head - marketing, Kaya. In foods, Anup
Jain, head - marketing, Pizza Hut counts store interiors and exteriors,
crew uniforms and even the Pizza as elements that add to the sensorial ex-
perience. “The mostimportant aspect of any food service brand is the food
itself. Yum uses the same basic ingredients like cheese, tomato sauce
around the world to ensure taste, aroma and visual appearance of our sig-
nature pizzasis the same around the world,” says Jain. Marketers may ar-
gue thatthe Indian market is still warming up to sciences like neuro-mar-
keting and sensory branding, but observers believe that in a dynamic
market which is getting increasingly crowded, getting a heads-up in sen-
sorial appeal is a definite advantage. Tanna Contardo, associate dean &
head of neuro-marketing at SP Jain centre of Management, Dubai says
the India growth-rate story naturally puts very spe-
cific type of pressures on to it, but accordingly, allows
for a very granular segmentation.

When it comes to applying multi sensory brand-
ing, Contardo says there are some common fallacies.
“Conventional marketing methods have been
around and need not be modified, customers are will-
ing to tell you what they want and most important,
brains are closed private places,” she says. And when
it comes to the brain, the sensory branding and neu-
ro-marketing may seem as the leftand right side with
no bridge, but experts will tell you there are parallels.
“Sensory branding is more of the executional deliv-
ery part of the strategy, while neuro-marketing is
more about the scientific study of how sensory infor-
mation triggers different parts of the brain,” says
Lazarus. Humans, says Contardo, are made of fleeting
and intangible emotions supported by a key organ
called the brain. “This in turn produces images, lan-
guage, motion, and returns in the form of what I
would call a Fervent Fairy that narrates our experien-
tial stories. Under this paradigm, the sensory brand-
ing platform can push in many directions which are
then sheltered under the umbrella of neuro-market-
ing.” Neuro-marketing, she adds, is alse about prod-
uct pdsitioning, experiential marketing and even
comprehéensive communication.

And inspiration for brands to connect and stimu-
late the target audience can come from anywhere,
even from the underworld, as cited by the Sensory
Extra presentation. “Customers interested in the
merchandise, a Lobster Bun, mustbecome a member
of online social network group. Orders for the prod-
uct are conducted by SMS and handovers take place
surreptitiously on street corners.” Brands, therefore,
have to keep their antennas wired up — for the trig-
ger can come from anywhere.
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