Subliminal Scents at Disney

What I will be talking about within this essay is how and why Disney employs the use of subliminal scents within the confines of its parks. I will be exploring the reasons as to why Disney uses these subliminal scents, and to what extent do they work. There have been a number of studies going in depth on how and why employing the use of subliminal scents is useful for companies, and I will be exploring this here.
The most commonly used name for this type of marketing technique is scent marketing, and is used by a surprisingly large number of businesses all around the world, from Nike to your everyday petrol station. Scent marketing has become a vitally important part of a functioning business today, and without most people even being aware that this marketing technique even exists.
First of all it is important to understand what exactly scent marketing is. Scent marketing is where a business employs the use of a certain scent to subtly aid in the sale of particular items. Scent marketing has become increasingly more important for businesses over recent years, with it helping to produce not only a place for shopping but an experience for shopping. I say experience as the sense of smell is a very unique sense and is considered by many scholars to be the most emotional of all of our senses, and can therefore affect us in ways that our other senses are incapable of doing.
To give some examples of the use of scent marketing, there was a study conducted by Nike which found that with the employment of scent marketing they found that there was an incredible 80% increase among customers’ intent to buy. Another study done at a gas station found scent marketing an incredibly useful tool. They decided to pump the smell of freshly made coffee into the gas station in an attempt to see if by doing this they affect the sale of coffee. Their results were nothing short of incredible as they found that when using the smell of fresh coffee, their coffee sales went up an incredible 300%.
The main reason as to why scent marketing is able to affect us so strongly is due to the fact that as consumers, we do not consciously think about what a certain shop or location smells like, and it would not occur to us to think that a business is using smells to manipulate our behaviour and shopping habits. We also do not think about how a particular shops smell makes us feel, think or do. The smells used by these businesses or intentionally so subtle as not to be noticed whilst still triggering a reaction from the consumer. It is because of this that scent marketing is such a useful tool for businesses to use.
Our sense of smell is a uniquely incredible one that is capable of doing far more that we are normally consciously aware of. In order to fully understand how scent marketing works, it is important to first understand just how surprisingly incredible our sense of smell truly is. Amazingly an adult human is capable of distinguishing between around ten thousand different smells, as our brains are so keenly tuned into our sense of smell. And our bodies also produce new scent neurons every few weeks. One very large distinguishing difference between our sense of smell and our other senses is in how our brains take them in immediately. Where our other senses upon exposure travel to the brain and are centrally processed first, our sense of smell causes scents to travel through various parts of our brains instead. Our sense of smell is also considered to be the sense that is most closely linked with memory, allowing smells to remind us of old memories. Our minds often link certain events in our lives to certain scents, meaning that when we come across this particular scent again later in our lives, it can have a rather nostalgic effect on you and bring up old memories, and often even memories that you have completely forgotten about could resurface in your memory due to smelling a certain scent.
As our sense of smell is so strongly linked with our memory, smells alone can completely affect our mood, whether that be to make us upset after smelling something that your mind associates with a traumatic experience in your life, or make us happy after smelling something that your mind associates with a happy experience in your life. This is where companies can take advantage and manipulate their customers, especially when it comes to companies such as Disney, which can employ this technique of scents and memories to create a nostalgic atmosphere in their parks to keep people of all ages coming and buying tickets year after year.
Disney is a company that is certainly guilty of using this type of marketing and also uses it expertly both when it comes to the sales of particular foods or drink as well as for creating a nostalgic atmosphere which keeps people of all ages returning to the parks, even if they haven’t particularly enjoyed them since they were a child, due to the subliminal scents found at their parks, people will always associate those smells and that location as being somewhere where they are always happy, making it the happiest place on earth if you will. What is rather unusual however about Disney incorporating this method of marketing at their parks, is the size of the parks and the question of how scents can be used in such a large open space. Disney have created their own invention called the smellitizer, which they hide discreetly all over their parks and release subtle smells intermittently in order to get their customers to do or feel what they want them to. There are certain locations where these smellitizers are located where they will release the smell of popcorn, making the customer subconsciously want popcorn, and this would also be located just around the corner from a location in which they can then purchase popcorn. Much like the gas station that found a 300% increase in sales of coffee from pumping the smell of fresh made coffee into their shop, Disney manages to employ this method to also make a staggering increase in profits.
With Disney employing the use of scent marketing for inducing nostalgia, they not only make their customers happier, but they also manage to get these customers to return again and again, and in doing so they produce much more business in ticket sales. What is also so incredible about Disney’s use of these smells is that the smell that they use in particular are so beloved by their park goers that there have been businesses that have been started to produce these smells in candle form so that people can have these particular smells within their own homes. This truly is a testament to how powerful smell can be and the incredible effects that they can have upon us, even without us being aware of what is happening to us.
[bookmark: _GoBack]Our sense of smell truly is an incredible thing, that is capable of affecting us in so many ways, many of which without us even being aware of. Our sense of smell is capable of changing our mood in an instance, with smells having the ability of linking with particular memories from our past, and causing us to feel the emotions that we felt in a particular memory all over again, whether that be a happy memory or not. It is nothing short of incredible how Disney have managed to use our memories link with our sense of smell to their financial advantage, and without people even being aware that it is happening, as they are immersed in the world that Disney has created for them and the smells that are so strongly affecting them are far too subtle to be noticed, creating such an incredible subliminal marketing technique.
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