WHAT DID
OUR NOSES
TELL US?
Thank you for coming

thank you to those of you who came and made
it such an enjoyable evening.
Thanks also to everybody who participated in our
sensory investigation. you clearly put a great deal
of thought into your answers and we collected
some truly insightful responses.
Here is a collection of some of the highlights...
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lift & sniff: SMELLS, MEMORIES & EMOTIONS
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Vanilla Gallant, Hermès

Lone Star Memories, Andy Tauer

Bergamot Essential Oil

Encens Flamboyant, Annick Goutal

You thought of:
• Gardenia – Mr Napoli’s garden on
the way home from school
• Playing in stables as a child

You thought of:
• Perfume shops
• Chemicals in a lab

You thought of:
• School washroom
• Massage

You thought of:
• Granny’s eiderdown
• Talcum powder –
bathtime as a child

You felt:
• Nostalgic
• Playful

You felt:
• Heavy/clouded
• Stressed

You felt:
• Scrubbed until I hurt
• Peaceful /relaxed

You felt:
• Loved
• Clean
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Mohur, Neela Vermiere

Green Evil, Paul Schütze

Bombay Bling, Neela Vermiere

Interlude Man, Amouage

You thought of:
• Newborn babies
• Puppies

You thought of:
• Garden sheds
• Student digs

You thought of:
• Garden summer night
• My mum’s washing

You thought of:
• Museums
• Church

You felt:
• Innocent
• Clean/pure

You felt:
• Active/outdoorsy
• Sentimental

You felt:
• Uplifted
• Reminiscent

You felt:
• Nostalgic
• Serene
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the power of scent

The responses show just how powerfully
evocative scent can be
Many of the scents brought up clear memories with strong
emotional content.
Many of the memories described related back to childhood
showing that connections between scent and memories can
last for many years.
This is because the olfactory bulb, the area of the brain that
processes scents, is intimately linked to areas dedicated to
storing memories and processing emotion.
Scent therefore offers an important route for a brand to
establish meaningful and enduring bonds with customers.

Brand experiences

20%

Ambient scent can result in
emotion-based semantic connections
with memories and improve product
evaluation by as much as 20%.
Bosmans, A. (2006). Scents and sensibility: When do
(in)congruent ambient scents influence product evaluations?
Journal of Marketing, 70(3), 32–43.

in case you missed it, here are the highlights

CLICK TO WATCH VIDEO
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in case you missed it, here are the highlights

SENSE
SELLS
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practical applications of what we heard

1

Push yourself to think beyond visuals in a synthetic
digital world. Through physical sensory engagement,
experiences become embedded in memory.
It’s said that you could use the Braun devices designed
by Dieter Rams in the 50’s and 60’s blindfolded. While
beautiful to behold, those devices were also tactile and
could be navigated by feel alone. Today, our interactions are
dominated by glossy touch-screens. We are losing touch.

2

It’s important to modulate sensory experiences
through transitions.
Over time people become desensitised to sensory inputs
and consequently perception fades away. Systematically
changing scent, music, acoustics or lighting introduces
novelty and creates a series of memorable ‘sensory moments’.
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3

Experiment with unusual and provocative
sensory combinations.
Unexpected marriages of sensory stimuli can often
become greater than the sum of their parts.

4

Novel and imaginative combinations of sensory stimuli
can be ‘owned’ by your brand.
While some sensory stimuli come with pre-existing cultural
associations, when combined they can become as distinctive
and readily associated with your brand as your logo.

5

Take off the blinkers and increase the area of the sensory
canvas with which you have to work.
Brands can be guilty of tunnel vision. Peripheral sensation
is important and although it’s not consciously attended to,
it forms a large part of our overall sensory experience.

how we see things at i-am

AWARENESS
MARKETING
ENGAGEMENT & EVENTS
WORD OF MOUTH

The customer journey is
punctuated by ‘moments of truth’.
To create a truly memorable
experience it’s essential to delight
your customers at each of these
key moments.
Sensory engagement offers a
new axis to work within along the
customer journey.
Remember: the experience you
offer your customers will only
be as strong as its weakest part.

ATTRACT
LOCATION
FASCIA & WINDOWS
URL

ADVOCACY
RECOMMENDATION
BRAND LOYALTY
MEMBERSHIP

CUSTOMER
JOURNEY

PURCHASE

WELCOME
OPENING TIMES
HOME PAGE

ORIENTATION

PURCHASE PROCESS
ENGAGEMENT
GOODBYE MESSAGE
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THRESHOLD

CUSTOMER FLOW
NAVIGATION
VISTAS

INTERACTION

BROWSING

INSPIRATION
PRODUCT INFORMATION
PROMOTIONS

SEARCH
MERCHANDISING
ADJACENCIES & PROMPTS

How can we help?

10
Our role as consultants is to meet you
where you are on the experience gauge
and help you get to where you want to go.

SCORCHING HOT

8
VERY HOT

6
HOT

4
WARM

2
UNCOMFORTABLY COLD

0

EXTRAORDINARY EXPERIENCE
ONCE IN A LIFETIME
ALWAYS DELIGHTS

ENJOYABLE
COMPETES WITH LEISURE TIME
OFTEN DELIGHTS
WORTH PAYING MORE FOR
THE OCCASIONAL ‘WOW!’

REWARDING
OFTEN EXCEEDS EXPECTATIONS
WORTH ADVOCATING
WORTH PAYING MORE FOR

FUNCTIONAL
WORKS MOST OF THE TIME
CUSTOMER USUALLY SATISFIED
RARELY EXCEEDS EXPECTATIONS
NOT YET WORTH ADVOCATING

DYSFUNCTIONAL
OFTEN DOES NOT WORK
ENDURED RATHER THAN ENJOYED
WILL NOT ADVOCATE

DAMAGING

BELOW FREEZING

-2
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MAGICAL

CAUSES NEGATIVE ADVOCACY
ANNOYING
WILL NEVER RETURN

we would love
to hear from you
Call us for a chat. We would be happy to
conduct a review of the experience you
offer your customers.
If you couldn’t make it to this event, we
look forward to seeing you at the next one!
Freya Wileman
T: +44 (0)20 7613 4114
E: freya@i-amonline.com
W: i-amonline.com
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