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INNOVATIVE MARKETING: SENSORY-PSYCHOLOGICAL
METHODS FOR SOLVING ECONOMIC PROBLEMS

The modern world is oversaturated with intrusive advertising that is not original. Therefore, in or-
der to achieve a competitive advantage, an enterprise needs to use an extraordinary approach to
product promotion. One of these methods is the professional use of consumer psychological stimula-
tion tools. Thus, today sensory marketing has begun to play a significant role in the process of effec-
tive product promotion.

There are several definitions of sensory marketing. For example, from the point of view of
A.V. Ulyanovsky, sensory marketing is a type of marketing, the main task of which is to influence the
feelings of buyers and their emotional state in order to increase sales [3]. According to M. Lindstrom,
sensory marketing is a type of marketing that involves influencing the psychophysiological mecha-
nisms of the buyer's perception in the process of implementing marketing activities [3].

Thus, sensory marketing is a type of marketing that directly affects the consumer's senses in or-
der to stimulate him to target actions. The five senses affected by sensory marketing are sight, hear-
ing, smell, touch, and taste. They are shown in figure 1:

Figure 1- Sense organs affected by sensory marketing
Source: author's development

The use of methods of this type of marketing develops a specific reflex association in the con-
sumer — a clear comparison of melodies, colors, sounds, smells, textures, taste and tactile sensations
with a certain brand.

The idea of creating sensory marketing belongs to M. Lindstrom, an American marketing consult-
ant and brand expert [1]. His idea is that traditional marketing techniques no longer bring the expected
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results. The consumer becomes indifferent to the classic types of advertising, requiring new ap-
proaches to attract their attention. According to M. Lindstrom, branding should be reoriented to visual
and auditory perception. In addition, signals and messages should be sent using all the senses. In the
process of creating a successful brand, it is necessary to pay special attention to its properties, when
interacting with which the consumer has a rich emotional and sensory experience. Research by
M. Lindstrom on sensory marketing shows the following: if a purchase is accompanied by a pleasant
sound, then 65% of consumers are ready to purchase the product; pleasant taste — 23%; pleasant
smell — 40%; goods that are pleasant to the touch - 26%; the product is attractive in its appearance -
46% [2]. It follows from this that the totality of influences on the sense organs should exceed the read-
iness of buyers by exactly 200% [2]. This means that the key to successful sales is well-designed
sensory marketing in combination with other marketing tools and techniques.

Thus, the logic of sensory marketing is quite simple: to present product information through vari-
ous channels of sensory perception. The result will be as follows: the information will be stored in
long-term memory and subsequently used in making a purchase decision.

It should be noted that sensory marketing arises as a result of a decrease in the effectiveness of
traditional marketing. From the point of view of J.-J. Lamben, professor, one of the most prominent
representatives of the European marketing school, the following trends are observed in marketing at
the present stage: the prevalence of poorly differentiated goods and trademarks; decrease in the ef-
fectiveness of advertising; lowering the level of commitment to the chosen brand; increasing the cost
of personal communication; an increase in the number of shops and shopping centers [3].

According to Professor E.P. Golubkov, the modern market is characterized by: reduction of the
conscious difference between the consumer properties of products, which leads to a decrease in loy-
alty to individual brands; increasing competition in most markets and, as a result, an increasing need
for detuning from competitors; growing information overload and inflation in traditional sources of ad-
vertising (television, outdoor advertising, press, etc.), which leads to a decrease in the effectiveness of
standard advertising; increased competition and expansion of market offers, therefore, the expectation
of goods and services of higher quality; leveling the properties of many products, which enhances the
significance of their emotional impact; a decrease in product differentiation, that is, the emergence of
imitator products, and, as a result, a reduction in the life cycle of products [3].

B.G. Schmitt, a professor of international business at Columbia Business School's marketing de-
partment, concluded that traditional marketing tools can no longer effectively communicate and retain
customers, as traditional marketing is largely focused on the functional properties and benefits of
products [3]. This means that he does not have a solid psychological base on which the consumer's
reaction would be based. This leads to the fact that the buyer in the process of making a purchase
decision proceeds only from rational behavior, in which he seeks to gain consumer benefits based on
the functional properties of the product. Therefore, there is no place for such a factor as the emotions
and psychological state of the consumer.

Let's compare traditional and sensory marketing in various ways:

— traditional marketing is focused on the properties of the product, and sensory - on the benefits
of the product, the emotional benefits of its acquisition;

— traditional marketing focuses on primary transactions, while sensory marketing focuses on cus-
tomer retention through building emotional connections;

— traditional marketing is aimed at short-term interactions with the consumer, and sensory market-
ing is aimed at long-term interaction, supported by emotions;

— traditional marketing is characterized by a limited level of sense of duty towards the client, and
sensory marketing is high;

— in traditional marketing, contacts with customers are moderate, and in sensory — intensive;

—in traditional marketing, quality is considered the concern of the production department of the
company, and in traditional marketing, it is the concern of all employees.
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There is a need to highlight the tasks solved by sensory marketing. They are presented in the
diagram in figure 2:

sales growth
and profit
increase

[ competitive

‘\ / advantage
OBIJECTIVES

OF SENSOR
increasing VARKETIG \ increasing
/ customer

memorability l loyalty

consumer location

incentive to
purchase a
product

Figure 2 — Tasks of sensory marketing
Source: author's development

Let's take a closer look at the tasks of sensory marketing:

1. Incentive to purchase the product. The main task of sensory marketing is to improve the con-
sumer's mood, as most buyers believe that shopping will bring them pleasant emotions. The problem
of creating an atmosphere that will serve as an incentive to make a purchase is solved by carefully
selecting different sensory stimuli at the point of sale.

2. The location of the consumer. The considered type of marketing allows you to contact the buy-
er without initiative on his part. In addition, sometimes the interaction can occur completely uncon-
sciously (an example is the smell in a retail outlet).

3. Increasing customer loyalty. A pleasant atmosphere in the store and a positive experience of
purchasing goods increase customer loyalty. As a result, there is an increase in the client base, the
number of secondary transactions, as well as “recommended clients”, which refers to the highest level
of the loyalty pyramid.

4. Increasing the memorability of the product, outlet, brand. More complete than traditional mar-
keting, the involvement of the buyer in interaction with the company, which is provided by the impact
on all senses, creates more vivid and, as a result, more stable memories.

5. Competitive advantage. Sensory marketing helps to develop a conditioned reflex in a person,
which consists in a specific association of a melody, sounds, smells, colors, taste and tactile sensa-
tions with a certain company in the market. This means that sensory marketing helps to establish a
strong stand-alone position in the minds of consumers.

6. Sales growth and, as a result, profit increase is an important economic component of effective
sensory marketing.

To properly assess the capabilities of sensor marketing, you should pay attention to its functions:
identification of unconscious motives and incentives of consumers; identification of advertising ele-
ments that evoke emotions in different social and age groups of people; minimizing the traumatic im-
pact of advertising on the mental state of a person; formation of a clear association of sound, smell,
color, tactile, taste sensations with a certain brand; creating a pleasant atmosphere and good condi-
tions for shopping.
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Based on the obtained theoretical information about the psychological stimulation of the consum-
er with the help of sensory marketing, we can come to the following conclusion: the use of tools of this
type of marketing will bring it in line with the requirements of the time and create favorable conditions
for stimulating sales and economic growth.
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Pomattok 1. H., ctygeHT
YO «benopycckuit HauMOHamnbHbIN TEXHUYECKUI YHUBEPCUTETY,
r. MuHck, Pecnybnuka benapycb

NCNONb30BAHWUE IPEBECHOIO TOMJIUBA B NPOU3BOACTBE
TEMNOBOW SHEPTUU B MAIbIX HACENEHHbIX MYHKTAX

TONNMBHO-3HEPTETUYECKNI KOMMIIEKC, BKIHOYatOLWMii B cebs cuCTEMbI NPOU3BOACTBA, Npeobpa-
30BaHus, pacnpegeneHns u notpebneHns pasnnyHbiX TOMNWBHO-3HepreTudecknx pecypcos (TOP),
SBMISIETCA OCHOBOMOSAratoLen, cTpaTernyeckn 3Ha4MMon CTPYKTYPHON COCTaBRSOLLENA HaLMOHarb-
HOW 9KOHOMMKM Pecnybnukun benapycb, 0T 3Gh(MEKTUBHOrO (OYHKLUMOHMPOBAHWS KOTOPOM 3aBUCUT
ycrnelHas JedTenbHOCTb X0341CTBa B LienoM. BaxHeniuen 3agaden, CToswen nepes rocyaapCrsom,
SBNSeTCS AnBepcudmrkaumus cTpyktypel TOP B Lensx yBennYeHns YpoBHS dHepreTuyeckon besonac-
HOCTW. Ha JaHHbI MOMEHT, BBUAY HU3KOM 06eCneyeHHOCTU COBCTBEHHBIM YIMEeBOAOPOAHBIM Chipb-
€M, SHepreTuyeckas 3aBucuMocTb benapycu coctasnset 83,8 %, B CTpyKType BanoBoro notpebre-
HWa TOP HanbonbLuyto gonto (59 %) cocTaBnseT ra3 npUpPOLHbIA, UMMNOPTUPYHOLWMICS M3 POCCUIMCKO
®enepaumu. MNpu npeobpa3oBaHnn pasnnyHbIX BUAOB TOMMMBA B TEMOBYH M 3MEKTPUYECKYIO SHEp-
M0 Ha BCEX BUAAX TENNOBbIX 3NEKTPOCTAHLUMIA U B KOTENbHBIX Pacxog NPUPOAHOrO ¥ NONYTHOrO rasa
B obLuen cTpykType coctasnset 86,2 % [1].

[MOCTOSHHBIN POCT MPOMBILLSIEHHOrO NPOWU3BOACTBA, CTPYKTYpHAs MepecTpomka HauuoHanbHOM
9KOHOMWKY, YBENUYMBAOLLMIACS CIPOC CO CTOPOHbI JOMOXO3SCTB TPebyeT NOCTOSHHOrO npupocTa
reHepupyHoLLMX MOLLHOCTeN. Bbicokas sHepreTuyeckas 3aBUCUMOCTb U 3HEProémkocTb BBIT B 3Haun-
TENbHON Mepe TOPMO3AT pa3BuUThE CYOLEKTOB XO3AMCTBOBAHWS, CHUXAKT KOHKYPEHTOCMOCOBHOCTb
NPOAYKLMM Ha BHELWHWX pbiHKaxX. OgHako OTCYTCTBUE anbTepHATUBHBLIX CXEM MocTaBok TAP cospatoT
OMacHOCTb ANa NpeanpusTUin, OTpacnei 1 rocygapctea B LEeom. B criyyae nproctaHoOBKM MMMoOpTa
Cbipbsi B pecnybnmky SKOHOMMKA CTOSNKHETCA CO 3HAYUTENbHBIMU KPU3UCHBIMW SBMEHWUSIMM, Bbl3BaH-
HbIMM Hegonpou3BoAcTBOM BBI, KOTOpbI B 3HAYUTENBHON CTENEHU NPEBbILLAET CTOMMOCTb MOCTa-
BoK TOP. B paHHOM cuTyauu onTMMasnbHbIM peLleHVEM [MS MNOBbILEHUS 3HEPro3dEKTUBHOCTM
9KOHOMMKM 1 Be30MacHOCTM rocyaapcTBa SABMSETCS YBENNYEHNEe 40NN UCMONb30BaHWS MECTHbIX TOM-
NMBHO-3HepreTuyecknx pecypcoB (MTIP) B CTPYKTYpe KOHEYHOrO NoTpebneHns Tonnumea.

leorpadpuyeckoe nonoxeHne Pecnybnukm benapycb orpaHNYMBaET pasBuUTHe TakuX UCTOYHWUKOB
BO30OHOBNSIEMOI QHEPTUM, KaK CONMHEYHasl, BETPOBas, reotepmanbHas W T. 4. u3-3a OTCYTCTBMS
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