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PEOPLE LIVE TO ENJOY THEIR LIVES, NOT
TO ENGAGE WITH BRANDS

It’s not a new fact that consumers
are in control of the brand
relationship.

People are interested in their own
lives first and brands second.
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THE URBAN POPULATION HAS A RATHER
NEGATIVE ATTITUDE TOWARDS
ADVERTISING
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ADDING DIFFERENT MULTI SENSORIAL
COMPONENTS TO CLASSICAL ADVERTISING
IS HIGHLY INCREASING BRAND PURCHASE
AND USAGE INTENTION

Would Encourage Me
to Use or Buy

It wouldn't
Influence Me
Lights Music Online Would Discourage
associated or audio connection e 16 LSE GF 19 By
Wikdg message for extra
communication information

Olfactqry Tactile Simple,
Interaction Interaction just visual
message

MULTISENSORIAL COMPONENTS INCREASE
BRAND PURCHASE AND USAGE INTENTION
ACROSS GENDERS AND AGES
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REAL LIFE STIMULI (LIGHTS, AUDITIVE,
TACTILE) ARE MAKING VISUAL ADVERTISING
MORE MEMORABLE, IN A HIGHER EXTENT
THAN DIGITAL CONNECTION
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Ask for details from consumer@ro.starcomworldwide.com




