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• Current Product vs. New Product

f• Sensory Benefit Decision Tree
• Defining your Consumer Target
• Current Experience vs. Ideal Experience 
(Sensory Modeling)

• Understanding the Drivers of Liking
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Sensory Benefits ‐ DefinitionSensory Benefits  Definition

sen∙so∙ry ben∙e∙fits

nounnoun

1. something that reinforces the primary benefit

2 ti bl ( d iti l i f l)2. consumer noticeable (and positively meaningful), 
via his/her 5 senses

Synonyms: Sensory cues, Sensory Signals



The Consumer Experience
Product Technology + Sensory Signals

Product Consumer ProductProduct
Technology

(technically delivers the 
primary benefit)

Consumer
Experience

(what he/she actually
sees, smells, hears, feels)

Product
Sensory Signals
(extra formulation 

elements that reinforces 
the primary benefit)



The Wide World of Sensory Perception

Sight
Feel

Product in hand,
Product appearance, 
color, etc.; package

Product in hand, 
product in hair, 
hair after use

Smell

Fragrance, base odors, 
i t ti ith

Sound

interaction with 
appliances, other 
products, etc.

Mostly packaging
Taste

N/A, most of the time

Mostly packaging 
interactions (caps, 
sprays, etc.)
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How your company makes money selling 
consumer products:consumer products:

First 
Purchase

On Shelf Sensory Signals
(Sight, Smell)

Successful, 
Sustainable, ,

Big 
Innovation

Repeat 
Purchase

In‐Use Sensory Signals
(Sight, Smell, Feel, Sound)
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Improving Sensory Benefits
Ch t d t d t ?Change current products or new products?

• Has current, loyal 
consumers

• Has no current 
consumersconsumers

• Has competition

consumers

• May or may not have 
competitionp



Improving Sensory Benefits
Changing current products

Scenario 1: No Marketing Support

Changing current products…

Scenario 1: No Marketing Support

“Y h d it“You changed it, 
therefore I hate it!”

“I didn’t notice.”

Current Consumers



Improving Sensory Benefits
Changing current products

Scenario 1: No Marketing Support Scenario 2: With Marketing Support

Changing current products…

Scenario 1: No Marketing Support Scenario 2: With Marketing Support

“Y h d it N C“You changed it, 
therefore I hate it!”

“I didn’t notice.”

New Consumers

Current Consumers

Current Consumers + New Consumers



Improving Sensory Benefits
Changing new productsChanging new products…

Scenario 1: No Consumer Testing

Size of 
business

Size of 
business

Before After



Improving Sensory Benefits
Changing new productsChanging new products…

Scenario 1: No Consumer Testing

Size of 
business

Size of 
business

Before After

Scenario 2: With Consumer Testing

Size of 
business

Size of business

Before
After
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Sensory Benefit Decision Tree

Sensory 
SignalsSignals

Drivers ofDrivers of 
Liking

Current 
Experience

Ideal 
Experience

Consumer Target

Product Benefit
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Defining Your Consumer Target

Your Product

Users



Defining Your Consumer Target

Product Form Users

Your Product

Users



Defining Your Consumer Target

Hair Care 

Users

Product Form Users

Your Product

Users



Defining Your Consumer Target
H i B fit

Hair Care 

Hair Benefit
(Volume, Frizz, Smooth, etc.)

Users

Product Form Users

Your Product

Users

Hair Type
(Thin, curly, bleached, etc.)

Consumer Demographics
(Race, Age, Income, Geography, etc.)
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Understanding her current vs. ideal experience
d liSensory Modeling

Sensory Stages

At Shelf Applying 
Product

Hair 
when  Hair 

when dry

Hair at 
end of 

Sensory Stages

Product wet when dry day

Sensory 
Interactions

• Looks at 
product/

• Dispensing 
product 

• Feels Hair 
(with hand, 

• Feel• Feels Hair 
(with hand, Interactions

Package

• Smells 
product

(look, feel, 
smell, 
sound)

• Applying

comb, etc.)

• Looks at 
hair

• Look

• Smell

comb, etc.)

• Looks at 
hair

• Feels 
package

Applying 
product 
(feel (in hand 
and in hair), 
smell)
l k?

• Smells hair • Smells hair

look?
sound?



Defining your product characteristicsDefining your product characteristics

Sensory Stage Sensory 
Interaction

Product 
Characteristic

What you will test

Ex:Ex:
Moisturized Feel of Wet Hair
(Intensity Scale)

Overall Appearance of Dry Hair
(JAR Scale)
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Understanding the ‘Drivers of Liking’g g

Drivers of 
Liking

Specific Product Characteristics
(Moisturized Feel of Wet Hair, Fragrance during Application, Overall 
Appearance of Dry Hair, Ease of Usage, etc.)

OverallOverall 
Liking

An average score
(by an X point scale (5, 7, 9); by percentage (top box, top 2 box))

Purchase  The likelihood that your product will be purchased
Intent (First and/or Repeat)



The ‘Drivers of Liking’ will depend on…
1. The primary benefit
2. The product type
3 Y t t3. Your target consumer

DOLs: DOLs:

Benefit x
Product Type y
Consumer z

Benefit x’’
Product Type y’’
Consumer z’’

DOLs:
1.
2.
3.
…

DOLs:

DOLs:
1.
2.
3.
…

DOLs:

Benefit x’
Product Type y’
Consumer z’

Benefit x’’’
Product Type y’’’
Consumer z’’’

DOLs:
1.
2.
3.
…

DOLs:
1.
2.
3.
…



Understanding your Formulation Priorities

For Benefit x, Product Type y, Target Consumer z:

Product 
Characteristic

Importance
(DOL)

Weak
(1)

Average
(3)

Strong
(5)

Moisturized Feel 
5

of Wet Hair
5

Fragrance during
Application

2
Application

Overall
Appearance of 
Dry Hair

3

Ease of Use 4

Your Product Your Leading Competitor’s Product
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Now start formulating yourNow, start formulating your 
improved sensory benefits!!
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Questions???Questions???


