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RETAIL BIZ: A tim podpofite prodej...

_ ALES STIBINGER:

. Ano, alespon takavé jsou nade poznatky z praxe.
Spolecnost Mood Media na trhu plsohi i pres S0
let, a tak se miiZeme opfit o kankrétni mnoholeté zkugenosti na-
Sich klientd, ktefi smyslovy marketing vyuZivaji. Studie jedno-
znaéné prokdzaly primou souvislost mezi pouzivanim produktd
smyslového marketingu a zvjSenim trZeb v obchodg. Principem
smysloveho marketingu je wvofeni pozitivni emoce u koncového
zékaznika ve spojeni s konkrétni znatkou nebo mistem nakupu.
To je to, podle Geho se zakaznik rozhoduije, kde bude nakupovat,
Kazdy se rad vraci tam, kde je mu dobfe”, a pokud pozitivng
ovlivnite viechny jeho smysly, viceméné Easto podprahové, bude
se k vam vracet velice rad.

RETAIL BIZ: Muzete uvést néjaky konkrétni piiklad?

ALES STIBINGER:

Zajimavym pfikladem pouZiti smysloveho marke-
. - tingu, kankrétng vlini, je madni znacka pro miadé
Abercrombie & Fitch z USA. Jeji marketingove oddéleni se roz-
hodlo pouzit viini v extrémnim mnoZstvi, coz je proti pravidlim
pouzivani viing, podle kterjch se pouZiva jemné provonéni pro-
storu nebo zonovani. Tento tah mél prekvapivy Gspéch, podpo-
feny také dalSimi pouZitymi prvky a celkowym konceptem -
v obchodech maji spige piitmi, hraje hlasité hudba, vzduch je
provonén vini Abercrombie a obsluhujici personal jsou mladi
madelové, ztélesnujici Zivotni styl Abercrombie & Fitch. Diky této
kancepci se znagce podafilo rychle prosadit na trhu a wybudovat
vérnou klientskou zékladnu.

RETAIL BIZ: U nés ale zatim viiné moc pouzivané nejsou...

ALES STIBINGER:

To méte pravdu, olfaktoricky marketing prozatim
na nasem trhu pfili§ rozsifeny neni. Vané se po-
uzivaji spige k neutralizaci nepFijemnych pacht, nez aby byly sou-
Casti marketingové kancepce. Ale je pravda, Ze prvni viagtovky
se|iz objevuji a zaznamenal jsem prvni poptavky. Myslim si, Ze se
majitelé obchod( a nékupnich center nebo hoteld do urgité miry
boji, zda jsou schopni odhadnout, jaka viné by byla prijlemna vét-
Siné zakaznik(l nebo jaké by neupfednostnila nékteré najemce
nad jinymi.

RETAIL BIZ: Jak vibec zakaznici tyto nove formy marketingu vnimaji?

products. A strang brand means quality goods and services to
your clients, who will in turn come back time and time again.

RETAIL BIZ:
And price? What kind of investrment is required to do brand
radio and what kind of returns can clients expect?

ALES STIBINGER: The price for creating & brand radio “station”
depends on the client, the content of the radio program and the
technology he wants to use. The size of the client’s network of
stores also plays a role. It's very difficult to say off the top of my
head what kind of costs a client is looking at, Ve always try to
address the needs of our clients and work within their require-
ments. For us, the optimal client has a minimum of 30 branches
and in those cases we can offer a very attractive price per store,
and the investment really pays off. If a client has fewer branches
then the cost per unit is naturally higher.

RETAIL BIZ;

What are the latest trends in mood marketing?

ALES STIBINGER: Trends vary from location to location and de-
pend on how developed the marketis. In general though, mood
marketing is used around the world as a complex tool. It does-

ALES STIBINGER:
Jednoznaéné pozitivné. Je samoziemé, Ze se
nelze trefit do vkusu véem, ale ma-i klient dobfe
zpracovanou analjzu Kientské zakladny, pifpadné skupin, ktere
chce oslovit, tento zpisob komunikace funguje velmi dobre.
Idealni je, kdy? je pouiti smyslového marketingu soucasti ko-
munikagni strategie a je pouZivan kontinualné. Pak se vwsledky
urgité dostavi.

IN DETAIL:

Three years aga New York designer Kenneth Cole came up with the brilliant mood marketing idea of using the walls to
communicate different slogans like “the average woman falls in love with a man seven times as year, but only six times with
shoes,” or “The cameras are watching you 24 hours a day. You're dressed well for it,” Combined with the right music, this made
such an impact that customers could hardly leave the store without making a purchase,

n't just involve music. It focuses on all the senses to literally lure
the customer in and appeal to his feeling for the brand and
deepen his sense of loyalty.

RETAIL BIZ:
... and facilitate the sale?

ALES STIBINGER: Precisely. Studies have graven that there is a
direct link between the use of mood marketing products and in-
creased sales. Mood marketing is there to conjure up positive
emotions in the end customer and associate them with & spe-
cific brand or shop. That's how a customer decides where to
shop. We all like to go back to places that make us feel good.
And if we can positively influence all of the senses, it's likely the
customer will happily come back.

RETAIL BiZ:
Can you give us a specific example of & successful mood mar-
keting campaign?

ALES STIBINGER: Mood Media has been around for over 50
years and we have a huge portfolio of clients from every sector
that use mood marketing.

One interesting example of mood marketing is with the Ameri-

1. My first job was a minor role in a film
when | was five.

2. In California,

3. Once every six months and occasionally
more,

4, Shopping centers win, but | do like going
to local hardware stores and butcher
shops. | hope those types of businesses
make it, but it's going to be tough,

5. Armani, Mood Media

6. A gardener

7. Harmony. And my slogan "God helps
those who help themselves"

8. | don't have just one or two hobbies that
stand out above the rest. | like variety
and | make the most of my free time with
my family. | can be lazy or active.
Depends on my mood and the weather.

can fashion brand Abercrombie & Fiteh. The marketing depart-
ment decided to use subtle fragrances in their stares. This was
surprisingly successful. Combined with other elements and given
the overall concept of dim lights, loud music, youthful personnel
wha ernbody the lifestyle of Abercrombie & Fitch, it really worked.
Thanks to this concept the brand very quickly made a name for
itself on the market and managed to build & foyal client base,

RETAIL BIZ:

Fragrances aren't used much here yet...

ALES STIBINGER: That's true. Olfactory marketing hasn't at-
tracted a lot of interest yet. | think that shopping center owners
here struggle with the idea of finding fragrances that will appeal
to the majority of customers and they're afraid to cater to cer-
tain tenants and not athers.

Pripravili / Prepared by:

AUTOR/AUTHOR: Kléra Duorékova
PREKLAD/TRANSLATION: Scott Cohen
FOTO/PHOTO: archiv/archive
REAGUJTE NA / REACT AT:

www. retailbiz.cz




