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Аромамаркетинг 

 

Наши воспоминания очень часто имеют аромат. Даже если мы 

его не помним, это не значит, что его не было, что он не повлиял на 

наше восприятие и общее впечатление. Ароматизация воздуха - что 

это такое? Как и любой другой вид маркетинга, ароматизация воздуха 

способствует продажам ваших товаров или услуг. Развитие 

ароматехнологии в сфере воздействия на клиентов вполне логично. 

Ведь обоняние - это такое же чувство, как зрение или слух. А реклама 

уже десятки лет использует аудио и визуальные образы для того, 

чтобы вызывать у целевой аудитории нужные чувства и эмоции. 

 

Scent-marketing 

 

There are certain scents (warm cookies, fresh-cut grass, and salty air) 

that evoke powerful memories and can alternately make someone feel cozy 

and content, energized or just plain happy. It was only a matter of time 

until someone bottled that up and sought to connect scents with sales. 

Smells are more quickly and strongly associated with memories than 

visual or auditory cues, because smell is the only sense directly connected 

to the brain's limbic system, which houses emotions and memories, 

according to scent experts. 

A study carried out in 2013 by the Global Journal of Commerce and 

Management Perspective said that ambient scent has the strongest impact 

when it comes to enhancing consumer behavior in terms of emotion, 

evaluation, willingness to return to a store and purchase intention. 

This is not just marketing conjecture, since there is science behind 

this. Pamela Dalton, an olfactory scientist and member of the Monell 

Chemical Senses Center, says that people sense smell first and send that 

information to the very primitive brain centers of emotion and memory. 

This works well for marketers since they are always trying to connect 

emotionally with customers. According to Dalton, smell is developed 

before birth, so babies have been found to prefer fragrances that their 

mothers wore late in the pregnancy. She says businesses that expose 
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pregnant women to their scent "are already grooming their customers 

before they are born." 

Jennifer Dublino, vice president of development at ScentWorld 

Events, the industry's trade group, says the scent-marketing 

industry grossed $200 million last year and is rising at 10 percent annually. 

The right scent has been shown to make people more comfortable (at 

hotels), shorten the time they think they are waiting (at banks) or improve 

their sense of performance (at the gym). 

         Types of scent marketing. 

Scent marketing has different uses for different businesses, and so 

can be effectively divided into four distinct types. There is the Aroma 

Billboard Smell which the customers are consciously aware of, such as the 

trademark smell of freshly brewed coffee at Starbucks. A Thematic 

Smell complements the décor or purpose of the place, such as vanilla or 

lavender smells at a beauty spa or a resort. Ambient Smells are more subtle 

and create an atmosphere, used to cover unpleasant odours or to “fill a 

void”. Lastly, a Signature Smell is exclusive to a big brand name and is 

used to create a brand image; customers associate this smell with their 

favourite brand and what it represents, such as the smells of cardamom and 

ivory used by the high-end shoe brand Jimmy Choo to emanate wealth and 

luxury. 

The benefits of using scent in marketing. 

Scents can help boost sales. A study done by Nike discovered that 

they could increase the intent to purchase by 80% through the introduction 

of scent into their stores. Another survey at a petrol station with a mini-

mart reported that the aroma of coffee helped boost sales of the beverage 

by a whopping 300%.  

Scents make customers linger. Scents can also help customers linger 

in a store and look around more. Eric Spangenberg, the dean of the 

College of Business at Washington State University, was the first to look 

for scientific evidence of this in 1996 through a lab study in Pullman. He 

found subjects were more likely to look around and browse through 

products in the rooms that were scented, and reported more positive 

opinions and a tendency to wait longer in lines in the fake store than its 

unscented counterpart. 

Scents help create brand image. Scents are helpful in making people 

remember you, or to create associations in their minds. This is why it can 

be useful in creating an all rounded brand image, such as the above Jimmy 

Choo example. Many hotels also use scents to make people associate them 
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with good memories, such as the Westin Hotels’ use of a blend of green 

tea, geranium and black cedar diffused into their lobbies, according to the 

New York Times’ Key Magazine. The scent you use will obviously go 

with the image you want for your brand, whether it is luxury, comfort, 

quaint and old-fashioned or modern and contemporary. 

Scents create a perception of quality. In general scents can also help 

create a perception of quality. Customers tend to perceive a scented 

product or space as being of better quality and will be willing to pay more 

when shopping in a scented store, as discovered by a study done by the 

Smell & Taste Research Foundation. Many of the subjects in the study 

reported that they were willing to pay 10$ more for Nike sneakers placed 

in scented rooms, than those placed in an unscented one. 
Top 10 Scents (compiled by Scent Marketing 

Institute/SCENTtrends) 

1. Feel safe, secure and nostalgic: Talcum powder 

2. Be more alert: peppermint, citrus 

3. Relax: Lavender, vanilla, chamomile 

4. Perceive a room as smaller: barbecue smoke 

5. Perceive a room as bigger: apple, cucumber 

6. Buyexpensivefurniture: leather, cedar 

7. Buy a home: freshly baked goods 

8. Browse longer and spend more: tailored floral/citrus scents 

9. Develop road rage: unpleasant smells (rotting rubbish, air 

pollution) 

10. Become sexually aroused: for men: pumpkin pie/lavender; for 

women: the sweat of nursing mothers. 

The downside to using scents for marketing 

But even when a scent company can determine a business's scent 

needs, marketing through smell is still a game of chance. Scents can be 

highly subjective. Because smell's ability to trigger moods is based on 

memory, a scent's power will differ from person to person. Some smell 

inclinations are cultural (like the American penchant for vanilla) while 

others are personal. 

Businesses must also deal with the subjective nature of smells, 

according to Spangenberg. This makes using smells highly risky and 

complex, especially when cultural appropriateness and gender come into 

play. Plus, scent works great when it is congruent with the business it is 

promoting, but if not done right, it can actually hurt the business more than 

when no scent is used. In 2001, iSmell created a USB device that emitted 
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smells for a particular website or product when it was shown on the screen. 

It failed miserably. For the 10 percent of the adult population who are 

asthmatic or the 30 to 35 percent who suffer from allergies, a particular 

scent could trigger throat closure, burning eyes or headaches, according to 

Dr. Karin Pacheco, associate professor of occupational and environmental 

medicine at National Jewish Health. 

With all this information in mind, businesses are able to make use of 

scents to sell their products more effectively. The key, however, is to keep 

it natural, simple and diffuse, as overpowering and complex smells can be 

distracting and actually have negative effects. Also scent you use should 

take into account your product and the gender, age, geography and culture 

of the target market.  
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