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3-16 Compile a list of ten or twelve products you enjoyed
when you were a child. What are vour recollections
about their size and price? Find a stockist of the brands
and compare your recollections with the current prod-
uct offerings. Do the products appear to be the same size
and have the same value? How would vou apply Weber's
Law to this comparison?

3-17 Interview three to five male and female friends each
about their perceptions of mobile phones and their func-
tionality. Construct a perceptual map [or each model.
Based on your map of mobile phones, do you see any
areas that are not adequately served by current offer-
ings: What (if any) gender differences did you notice
regarding both the relevant dimensions raters use and
how they place specific models along these dimensions?

Case Study

A LUSH TREAT FOR THE SENSES

A visit to the Lush store is pure indulgence for the senses, and
that's exactly what the store and its planners want its custom-
ers 1o expect, feel, and remember—a rich experience that leaves
the senses and the mind invigorated. Lush manufactures a
range of cosmetics including soaps, bathing foams, bath oils,
creams, moisturizers, massage bars, cleansers, makeup, per-
fumes, and deodorants. The company was established in 1994
in Poole, in the United Kingdom, to provide cosmetics that
are fresh, natural, and fun. Today, Lush has 130 shops in 50
countries around the world and firmly adheres to its original
philosophy. Lush was ranked as the fourth-best company in the
United Kingdom for Customer Experience Excellence in 2014,
while its closest competitor Body Shop was in 38th place.

Lush is passionate about being fresh and organic, and
this passion drives the company. Their products are made of
the freshest organic fruits and vegetables, the finest essential
oils, and safe synthesis. Their goal is clear and simple: they
want to offer the freshest products ever. This commitment
attracts the natural customer community and plays a vital
role in how the company is perceived by its target customers.
The company's appeal is further bolstered by a no-animal
testing policy, environmentally [riendly packaging and label-
ling, helplul and friendly stall, and a unique store design and
ambiance.

The Lush experience starts even before one enters the shop.
The exotic, natural fragrances of Lush products can be taken in
from a distance, and shoppers are naturally drawn to the store.
Once inside, all senses come alive within a few seconds. The
colorful, unwrapped products are displayed like food on market
stalls. The soaps are sold as chunky blocks that look like cheese,

Internal Influences on Consumer Behavior

3-18 Choose one ol your [avorite products that you have been
buying for some years. How has it changed over the
years? Is it better, bigger, smaller, easier to use, better
tasting?

3-19 Colors and designs of products are chosen so that they
appeal to particular target groups. Colors are used to
attract male or female consumers. The design of logos
and packaging are also created to be attractive and
appealing. What is your view ol the ideal color, design,
and packaging that would attract male consumers
compared Lo [emale ones?

3-20 Finding new locations for advertisements is a constant
quest. Consider your own country or region. Where are
advertisements appearing today where there were no
advertisements in the past?

the Bath bombs are piled up like [ruit, the face masks are kept in
cold pots in salad-bar type tables. and butter cream is arranged
like cake. The unusual forms of the products and the creative
stocking style grab the customer’s attention, and their enchant-
ing scents drives the consumer to look even further. The overall
ambiance of the store is attractive and comfortable, with the
walls and lighting creating a warm effect. The furniture is made
of natural wood, and the flooring is done with natural stone that
creates a very litting environment for the fresh, natural products.
The sounds in the store are a combination of background music
and a market-type buzz created by the salespeople’s active inter-
action and engagement with customers.

The location of Lush stores is mostly near high-end fashion
stores, enabling them to target the latter’s high-end custom-
ers and communicate a premium image. Lush hires and trains
energetic and happy people who interact with the customers as
it they are taking to their friends, showing them the things they
love and encouraging them to touch the unwrapped products
and smell them. The salespersons oller Iree skin and hair consul-
tations and invite customers for a live demonstration or even a
hand massage.

Lush carefully selects the words it uses on its labels, pack-
ages, store signage, Web sites. and advertising. The words “fresh,”
“natural,” and “handmade” are used extensively. Labelling con-
tains names of natural ingredients like chocolate, olives, sugar,
cinnamon, coconut oil, and honey. The choice of words in dif-
ferent communications is creative, and this adds to its fun and
green image; examples include the “Go Naked” campaign and
the “Have a Snifl" point-of-purchase sign. The “"Go Naked” cam-
paign encouraged consumers to buy unpackaged products to
help save resources that are wasted by over-packing products.
More than 45 percent of lush products are sold naked; that is,



without packaging. Similarly, the “Have a Sniff” sign next to
the unwrapped products promotes the package-less style of Lush
while also inviting customers to take in the scent of the products.

DISCUSSION QUESTIONS

C8 3-1 Based on your understanding of the perceptual pro-
cess, discuss how Lush uses sensory marketing for
its products and encourages its customers to process
information.

CS 3-2 Are the decisions of Lush’s consumers driven by a ra-
tional consumption appeal that uses the message of

ethical, organic, [resh, and healthy products, or is it
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influenced by the hedonic consumption and the plea-
surable multi-sensory experience they encounter in the
stores?
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MyLab Marketing

to appeal to the elderly.

Go to the Assignments section of your MylLab to complete these writing exercises.

3.22 Many studies have shown that our sensory detection abilities decline as we grow
older. Discuss the implications of the absolute threshold for marketers who want

3.23 The chapter discussed the “talking window,” which a German ad agency is placing
in subway cars. When the agency posted a YouTube video to promote the
platform, one person commented, “At what point does it stop being advertising
and start being harassment!” How would you answer this questicn?'°3
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