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Improving the Store Environment:
Do Olfactory Cues Affect
Evaluations and Behaviors?

The popular press has recently reported that managers of retail and service oullets are diffusing scents into their
d devel roep

slores to create more posilive envirg

an

oe. These efforts are occurring de-

spite there being no scholarly research supporting the use of scent in store environments, The authors present a

review of theoretically relevant work from environmental psychology and olfaction

the effects of ambient scent in a si i retail i

and a study

In the reported study, the authors find a difference

between evaluations of and behaviors in a scented store environment and those in an unscented store environ-
ment. Their findings provide guidelines for managers of retail and service outlets concaming the benefits of scent-

ing slore envirgnments.
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Ideas are failing us!
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Opportunity?







So...What is Opportunity?



‘ l An idea is like a koi fish...

Opportunity is the pond...

If you want a
BIG fish...
find a BIG pond!




What is Opportunity?

Latin OB PORTU (1375-1425)

Conditions i

Market

Technology
And Design




Real opportunity lies in all
three...

Need
o

Value
o

Conditions



Need Value
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Conditions...in 1975
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It Takes an Organization to
Capture Opportunity!

= Marketing
= R&D.and Sensory

= Organization and
Environment



What’s the Role of
Sensory Science In
Defining Opportunity?



Conditions that bring
opportunity are...

TIDE



Big
Opportunity
Building

Your Pipeline For
Big Growth

Big
Idea
Developing

Holistic Offers To
Take To Market




Cross-Functional
Rapid Brewery



Trends
|
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Change is like
shuffling a deck
of cards — it
deals new
opportunity!






Trends  Articulate the
Insights unarticulated!

D
E



'S ...Il,._ .

ST S




Trends Dimensions

Insights help stretch
our

Dimensions thinking!

E



Drink All Food Types

Mango Mango +

Mid-day All Occasions



Trends Each
opportunity

Insights
. . ecosystem
DImensions ;s nique!

Ecosystem
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Participants

Ecosystem
Influencers
Observers



Opportunity Landscape

Trends Insights Dimensions
“We give mangoes
when they’re in Drink All Food Types
season”
Mango Mango +

“I make aam panna
every couple of
days”

Mid-day All Occasions

“I love to combine
mango with dairy as
it gives me a cooling

effect”










Opportunity Landscape
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Pepsi Slice Cascade
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Thinking Opportunity will
lead to bigger ideas!




Dimensions

Homogeneous Heterogeneous
Stable Volatile
Supply Supply
International Indian
Traditional Contemporary




Opportunity Thinking Calls
for Insights in Context



Insights
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Explore Ideas in the Context of the
Ecosystem

“




Talk to Consumers in the Context of
Their Lives
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Positioning in Context of Shelf




Product in Context of Packaging




Concepts
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Pepsi Slice Cascade

.




Sensory Science informed
both Opportunities + |deas
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Sensory Science Can and Should \(//

Tell the Story of Opportunity




T: Inspire with Trends
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Gather Insights in Context




D: Visualize Your Findings with
Dimensions

Food Experience

Scent Environment

Visual Cues
+ Feel

Feel



Engage the Ecosystem

E







How Can You
Grow?




Avoid the
Pitfalls



() M,

Be Opportunity Thinkers!
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Look for a Big Pond!




- Understand that Opportunlty

- Requires
Need + Value + Conditions




n
Opportunity Requires a

Village and a Vanguard —
Engage the Ecosystem!



Frame Insights in

Opportunity!
rends

nsights
Imensions
cosystem



Share Your View of

Opportunity! .



Opportunity
Thinking is an
Opportunity
[tself!




We Can All Be Opportunity

Thinkers! ﬁgﬁgw
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= - www.pamhenderson.com
25 Videos

- Pam Henderson
Discuss u@newedgeteam mNewEdge

i www.new-edge.com
opportunity

EDU by NewEdge




An OPPORTUNITY
can lead to
IDEAS






A A pramium offer would be the creation of service. In a Gillette boutique
g customars can gain a unique axperience. This would include being
‘groomed, and discussing with the in-store experts the best altematives and

that it spacifc req

"ARTY

SHAVING®

On site barber's chairs encourage e
shaves, haircuts, skin checks and product
demonstrations.

"ART
SHAVING




TRIM\, SHAVE,
EDGE WITH ONE
PRECISION TOOL




But an IDEA can

also reveal an
OPPORTUNITY



14,000 Post-it notes
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GROWTH + INNOVATION STRUCTURES








