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INTRODUCTION: BACKGROUND

This report will deal with marketing strategiestive out-of-home food market. As this sector
is huge and diversified, giving an introduction aprecisions about its components is

necessary.

Consumers eating habits keep evolving every dapyawnwom the three meals eaten within

traditional windows. Less time allowed cooking atieg, because of an increasing distance
to the place of work or more leisure, out-of-horaed consumption is constantly increasing.

According to Datamonitor studies (2005), the parthe alimentary budget of households for

this consumption gets bigger every year: 18% tbaryn France for example. Those studies
also noticed that, today, this market is worth mibian 480 billions € in Europe and 350 in

the US.

The out-of-home food consumption can be providethamy ways, which can be grouped in

2 distinct main categories: the collective and canruial (or traditional) caterirlg

The first one tries to offer meal for the lowessgible price to the highest number of persons.
It is the catering in school, hospitals, compareés This category of meals providers is
composed by a few big groups, which can realizex@eues of scale, and represent the half

of all global market

The second one regroups all the meal suppliers asich
e Traditional restaurants, with various services adienteles (includes hotels
restaurants).
e Theme oriented restaurants (Mexican, Italian), Isg/le or product focused
(vegetarian food, sushi bars).
» Fast food suppliers: fast-food restaurants like Dmnald’s, sandwich shops (in
kiosks, bakeries.), snacks or vending machines. The fast food maskdefined as

the sale of food and drinks for immediate consuampti

! According to the French CNRS (Scientific Reseadational Center)
2 According to Eurostaf studies in 2007
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The traditional catering is characterized, in opgpms to the collective one, by a huge
competition between plenty of different actors omny different possible positioning.
However, the competition is dominated by the bigt-faod companies, as their restaurants

are the most rentable and more and more succes8f4lfrom 2006 to 2007 in Europe

In Sweden, the out-of-home food market is healiinyhh a recent acceleration of the grown-
up, fast-food restaurants and kiosks increasing #mares quickly. An increasing interest in
healthy food is impacting positively on traditiona@staurants: Swedish consumers regard

them as more genuine and of higher quélity

Thus, now a day, restaurants and, more generbhbyfaod industry cope with the obligation
of attracting more and more customers, developygglty and at the same time keeping their
brand image for the customer. The marketing tosedun order to do those obligations are
wide-ranging into the general Marketing Mix. Buty instance, as traditional restaurants and
fast-foods do not have the same budget to devéekip marketing strategy, they have to find
new tools beyond the ones they commonly use sudbmaprices strategy or timesaving for
instance. Indeed, it can be quoted as basic td@ady used the low-prices stratégyostly
used in the fast-food industry and targeting urankers and students all around the world.
For instance, a regular meal at McDonalds costsratd 0$. In other restaurants, pricase
also important as it gives a good brand-image:rgasmic restaurants or renowned bakeries
can display high prices because they provide highlity products, service, reception and
atmosphere. Those two different strategies aresjpatisable for them to stay competitive on
their respective market and to differentiate thdwesefrom the others. It could also be quoted
another important tool in the food industry: timésg. In a fast-food, for instance, the
customer will expect to be served as fast as plesbdrause it is one of the aim of that kind
of restaurarit In a traditional restaurant, the customer expexiwait longer because of the
cooking-time, the quality of the cuisine and the@sphere of the restaurant. There are a lot
of other common marketing tools used in the foatlsiry such as advertisements and sales

promotioné.

% According to Eurostaf studies in 2007

* According to Euromonitor International studie2005

® http://findarticles.com/p/articles/mi_m3190/is_n3@5/ai_11086492

® http://www.mcdonalds.com

" http://www.euromonitor.com/The_Fast_Consumer

8 According to the article “Sales promotion — a ra®pportunity for services marketers?” by Ken Sné
Peattie - 1995
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Nevertheless, marketing tools innovations are odieig today, due to the evolution and the
characteristics of the food industry. Indeed, n@stats have constantly to add new tools in
their marketing strategy in order to get a real petitive advantage on the market. For
instance, Intern&is one of those new tools: a restaurant can havewn website where it

presents the restaurant room, menus, contactsmafan. They can also suggest to the

customer a booking page or even a delivery service.

Another tool that the restaurants are using mom more but that the customer is not

inevitably aware of ishe sensory marketing

Have you ever been attracted by the delicious sokat bakery? How do you react at the

hands of the kind of music in a restaurant? Whtktat galvanization of your senses would be
a part of a general marketing strategy put in plagcéhe restaurants and, more generally by
the companies, in order to attract customers afhrasipossible?

According to samresearch.céhwhich gives a general definition of the conceggnsory
marketing is an effective tool in gaining sensory consumeights for a marketing strategy.
It measures and explains emotional consumer deemiking by variability of products,

concepts, packaging, and marketing mix scenariensore long-lasting success.

Sensory marketing is defined as a way of:
* measuring and explaining consumer emotions
e spotting and capitalizing on new market opportesiti
e an opportunity to maximize product profitability
* ensuring first and repeat purchase (loyalty)

* ensuring long-lasting product success

It is an effective marketing application which givéo companies a real opportunity to
maximize product profitability. In the food indugtisensory marketing has already been used
partially. Indeed, many restaurants, fast-foods lzadceries try to galvanize our five senses by

artificial systems.

® http://www.softwareforrestaurants.com/WallStreatdal. php
19 http://www.samresearch.com/sensory-marketing.html
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PURPOSE

In conducting an inquiry close to the food-industrtyHalmstad, the report will call for the

following specific information:

* The current characteristics of the promotionaltstia used by restaurants, bakeries and
fast-foods in Halmstad

» The general awareness of those actors for a specdmotional tool: sensory marketing

» Companies-usage patterns for sensory marketing: dmwhey use it? What are their
short-term and long-term objectives in using tbis?

* General thought about sensory marketing from tbe-4adustry in Halmstad

Thus, the report will try to give an answer to theestion:

How the food industry can use sensory marketing as promotional advantage?

Marketing dissertation 2008 — Hogskolan i Halmstad 7 7



1. DEFINITIONS

Sense:Any of the faculties, as sight, hearing, smel§téa or touch, by which humans and
animals perceive stimuli originating from outsiderside the body.

(Oxford English Dictionary)

Sensory marketing: Marketing techniques that aim to seduce the aoeslby using his
senses to influence his feelings and behaviour.

(American Marketing Association)

Ensemble of all the variables of action controltgdthe producer or retailer to create, around
the product or service, a specific multi-sensoryiremment, either through the product itself
or the communication or the environment in the pofrsale

(S. Rieunier)

Atmosphere: The physical characteristics of the store suchrekitecture, layout, signs and
displays, color, lighting, temperature, noise, @ngell creating an image in the customer's
mind.

(American Marketing Association)

2. FRAME OF REFERENCE

According to Rieunier (2002), the sensory marketipgroach tries to fill in the deficiencies
of the “traditional marketing” which is too ratidna

Classic marketing is based on the idea that thioces is rational, that his behaviour is broke
up in defined reasoned steps, according to ther,offe competition, the answer to his
needs...

By contrast, sensory marketing put the experieticed by the consumers and his feelings in
the process. These experiences have sensorial,io@alpt cognitive, behavioural and
relational dimensions, not only functional. It aitoscreate the adequacy of the products with
their design and their packaging, and then to igdothem in a commercial environment to

make them attractive.
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There, the consumer is behaving according to hpulsions and emotions, more than his

reason.

For many marketers (and consumers), the affectipgrception and pleasure are more
important than the price, since many products aw technically similar: they have to be
differentiated in another wa¥ In the catering marketplace, this point is higinlye. What can
differentiate two bakeries, two pizzerias? The gtaste of the product is not enough: the
surrounding, the sensation of pleasure creatediimylgting the senses of the consumer will

give a competitive advantage.

Kotler (1973) had already mentioned the need fants to position them differently that
according to the price or the assortment. He stadeexplain the influence of the point of
sales physical environment on the behaviour ofciliomers and gave a definition of the
atmosphere as “the creation of a consumption enrient that produces specific emotional
effects on the person, like pleasure or excitati@t can increase his possibility of buyirg”

He considered the creation of this atmosphere asntbst important strategic way of

differentiation for retailers.

According to Rieunier (2000), the components ofcapiere are:

- Visual factors: - Colours of the surrounding
- Materials
- Lights
- Layout (space, cleanness)
- Sonorous factors: - Music
- Noises
- Olfactory factors - Natural smells
- Artificial smells
- Tactile factors - Materials
- Temperature
- Gustative factors - Sampling

Across the time, senses progressively appearecikater’'s strategy. In the 50’s, brands first

worked on the colours, the design of the producth® advertisements (colour and design of

1 Broad sensory brandindy Martin Lindstrom, Journal of Product & Brandakbgement, Volume 14, Number
2, 2005, p. 84-87
12 Kotler P. (1973)Atmospherics as a marketing toaleurnal of Retailing, p. 49
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the Coca-Cola bottle for instance, to remind thesconer the forms of a woman) as most of
the promotion was made by posters.

Then, music has been introduced, in commercialth(tkie apparition of TV spots) as in the
point of sales. Today, there is no point of salékaut music in the background, and 99% of
advertising is focused on what we see and'flear

The first blind-test appeared in the 70’s: tharnksdientific advancement, brands were more
and more able to modify the savour of their prodaetd to adapt it to the taste of consumers.
The use of smells is the latest technique to rélaelconsumer: from the first artificial smell
in the 90's to the new USB “smell-printéf” olfactory marketing is still growing up and is

getting more and more used.

Today, marketers understood that the more senseappeal to, the stronger the message.
Applied to the catering marketplace, appealingsimeses of the consumers is the core activity.
Sensory marketing is then an efficient tool for wkants to ameliorate his offer, as all the

senses can be mastered:

2.1.Visual marketing

Sight is the most used sense in marketing, aghtisnost stimulated by the environment. The
choice of colours and forms in the conception @r@duct, the layout of a point of sale, the
realisation of promotion campaign are key factdrsuxcess (or failure), well understood by

marketers.

Colours and shapes are the first way of identiocatind differentiation. Many brands are

associated to a specific colour, then it is meneorisnore easily in the consumers’

unconscious: Coca Cola is red, Kodak is yellow... Thmpany can be identified even tough
the customer didn’t see the name! According to nrgmetention studies, consumers are up
to 78% more likely to remember a message printezbiaur that in black and whitg In the

food and beverage industry, the impact of colosigbvious and sharply defined.

3 Broad sensory brandindy Martin Lindstrom, Journal of Product & Brancakbgement, Volume 14, Number
2, 2005, p. 84-87

1 \www.exhalia.com

!5 pantone Institute, 2000

TN
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The following statement sums up the characterisbicgach colour and their impact on

consumer behaviotf

Highest stimulation hue: strong excitatior
power. Red increases the pulse and hea

Really popular in restaurant

L . .
as It Increases appetite.

r

2

e

or

S

Red o owever, due to its exciting
rate, as it raises blood pressure, and : ) .
) . properties, red is more likely
stimulates appetite. .
to be used in bars.
Orange is friendlier than red, but still Companies like Burger King
Orange stimulate appetite and attract attention, | or Dunkin Donuts use orang
especially among kids and teenagers. | as main colour.
: Mainly used by candies
Pink 1:Sweet and appealing. The perfect colour producers as Sweet'N Low,
or sweets.
and sweet shops.
Comforting colour. It can also mean tangyPopular hue for tea houses
Yellow - .
creamy or delicious connected to alimenigastry shops.
Green is a delicate colour, g
Meaning of refreshment and nature. if not used in the right
Green Connected to vegetables, it is means environment it is not
healthiness for the consumer. appealing but can be
repelling.
As blue icy hues refer to
Associated with sea and sky calmness, | purity and coolness, this is
Blue : :
suggest trust and serenity. the ideal colour for products
like bottled water.
. . In a restaurant, white is use
Sign of purity, cleanness and coolness. evervwhere the customer
White White is the basic colour, as it brings out yw
everything else expects for cleanness (plate
' kitchen...)
As it is the darkest colour,
Black On a packaging, black is symbol of top-ofblack is exclusively used to

range, quality and sobriety.

create a very specific

environement.

The light is also a major component of the envirenm According to Rieunier (2002), the

differences come from the light source and itsnsiiy: natural light, or softened atrtificial

one, will increase the well-being sensation andtitne spent in a point of sale. On the other

hand, artificial and intense lights will increasestomers’ dynamism.

In the food-industry market, this sense is onehefrhost important: the vision gives the first

impression of the quality, for the product as fog environment.

18 eatrice Eiseman, Impact of colours on consumectmase behaviour, April 17, 2000.
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2.2. Auditory marketing

To use sounds is known in advertising: to assoomigic to a message is a good way to make
the consumer remember it. However, music is algeomant for sensory marketing users,

since researches underlined the impact of muslzebaviour, in a point of sale for instance.

The effectiveness of a selling environment depemdis capacity to manage the subjectivity
of the potential customer (Célier, 2004). Musimigvery point of sale or restaurant, and is an
integrant part of the atmosphere, so are lightmindesign, and whatever its place (discrete
speakers or video-clips in a big flat TV) has aertd play in the customer perceptions.
Background music is the cheapest and the easmst faf atmosphere to manage (one button
and it is off or a track is skipped, another ond aaund is louder...), but it is definitely not

the less powerful.

The power of music is in its capacity to contexzelthe different articles and support

emotional states and poses (Gumperz 1977; DeN@®@)1®lusic aims to put customer in a

state of mind corresponding to the articles thatsamid: play rock music in a guitar shop and
the person will imagine himself playing with whaiutd be his future purchase. Music can

then, if connected to the product, be a way tooacthe buying behaviour of the customer. It

is also proved that high volume music in a bar witrease the consumption of the customers
(North & Hargreaves, 1996).

Studies have been made to find what kind of mussictfie best with the different kind of
places: for instance, classical music will incretieequality sensation of a wine cellar (Areni
& Kim, 1993) or a tea house (North & Hargreave9@)9

But music can also act on the “crowd managementinfiuencing the time spent inside by
the customer. For example, according to two studiiesn Roballey & Ali (1985) and
Milliman (1986), a fast-tempo music will push thestomer to leave earlier. In the other hand,
a slow music played at low volume will increase tinge and the money spends inside.

Same studies revealed also that clients will estefaand consume less with a loud volume
and fast tempo music. Another research from SmitBu&ow (1966) revealed that in a point

of sales, customer adopts his walk speed accotditige tempo of the music.

Music offers a wide range of possibility to the Reders to influence customers’ behaviour

and complete the atmosphere to create a cohellestesavironment.

TN
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2.3. Olfactory marketing

Scientific studies have shown that 75 % of our éonstare generated by the smhellThis is
maybe the reason why the use of smells in a comahevay is increasing every day. The
most famous technique of olfactory marketing in thed industry is the use of artificial

smells to appeal to customers in the street, sulmwvaypermarkets.

Paradoxically, there are only few studies in thedd, in comparison with researches on
visuals or sonorous stimulus. Researches on théssstarted these last 15 years, especially

in the United-States, so many questions are stdhswered.

However, the impact of smells on customers’ behaviias been definitely certified.

First, searchers proved the positive impact of allson the evaluation of a product (Laird,
1935; Cox, 1969). According to Spangenberg, CrgwdeHenderson (1996), a pleasant
smell influence positively the evaluation of thesmmer on a point of sale (and some of its
products), the intent of walk-through, of buyings an the time spent inside (real and
perceived). But the precise olfactory charactesstihat could be at the origin of these

influences are not yet determined.

It is difficult in the way that perception of sneelis different from a person to another, and
there are plenty individual variants that marketerge to take in account.

The first one is the sex of the person: Hirsch &yG1991) have noticed that women are
more sensitive to smells than men. However, eaxtdgesn’t have the reaction faced on the
same smell: for instance, men stay longer than woime shelf perfumed with spicy scent
(Wall Street Journal, 1990), when women are mongigee to shampoo smelling than men.
The age of the customer modify his perception,@srding to (Doty 1984, 1985), the sense

of smell break up as the person gets older.

In this way, there is also a difference betweeregaions: persons born before 1930 are more
likely to call up natural smells, when youngestampmore food or artificial smell (Hirsh,
1992).

" Broad sensory brandindgy Martin Lindstrom, Journal of Product & BrandaWagement, Volume 14, Number
2, 2005, p. 84.

TN
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So the use of olfactory marketing can be intergston a brand, provided that it knows how
its target, to avoid a bad perception and thengatnge impact.

2.4. Gustative marketing

This refers to the intrinsic attributes of a prodwhich account for being an efficient way of
differentiation notably in the alimentary marketutbnot only: many researches and
innovations have been led by toys, baby’s bottlesfgrs, cigarettes or medicine producers
(Célier, 2004).

Thanks to scientific advancements, this sense w8 highly mastered and exploited by
producers in order to adapt their products to megjipreferences: e.g. German consumer likes

the sweet-salty mix, softly sour for the BritisheofCélier, 2004).

Recent studies aimed to understand better the misthaof taste and explore the existing
relations between, for instance, taste and coldihres, scientists now know that the 4 basic
gustative sensations, sweet, sour, bitter and,saigyrespectively linked by consumers to the
red, green, blue and yellows colours (Célier, 2004)s might be important in the packaging

design process of a product for instance.

In a promotional way, companies often use gustatiaeketing to convince customers, by
making blind-tests (trough comparatives advertisgmefor instance) or directly with
sampling or free-tasting promotional operations.céding to Rieunier (2002), such
operations can be determinant in the food industs/,customers are more disposed to

purchase a product that they already tasted aad.lik

2.5. Tactile marketing

Marketers try to take in account the emotions sgauddf by this touch during the conception
of the product (pen, clothes, car steering wheebr..ijs conditioning (perfume bottle, crisps
pack)®. For instancethe bottle of the French mineral water brafadvertevocates through its

rough touching the natural origin of its sourcétia heart of the mountaifs

18 Marketing sensoriel, provocateur d’émotiorfFaire Savoir Faire Magazine — 2004

TN
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In a restaurant, the weight of the cutleries, tiéngss of the napkins, the comfort of a chair
can affect the perception the customers has oatindsphere since, according to Rieunier

(2002), the touch is one of the major determinduth® well-being sensation.

Thus, sensory marketing is a deep and complex pbnas it deals with the unconscious of
the consumers: their perceptions, feelings an@gadthis approach is necessary as it allows
controlling the atmosphere factors.

Then, the aim of our research will be to sum up dhterent techniques used by catering

marketers which appeals to the senses of the carsum

TN
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3. METHOD

This part of the report will present the methodt tisagoing to be applied in order to carry
through the empirical analysis which is going todome. Indeed, there are different ways of
presenting and analyzing the problem the dissertaiame across with but only one research
method will guide to the answer which is looking.ftm order to achieve this task, it will be
used as a guide the explanations and writings thioasi who will give theoretical information
about academic research. It will help the resetirdbllow an organized research process and,
this way will give coherency, reliability and rebwe to the empirical analysis. Then, in
order to define what kind of research method it inél used and why this method fit the best
with the objectives, it will first be defined thegblem. Secondly, it will be explained the
choice for a specific research method. The, it ballpresented the different types of research
and explain why it has been chosen this way. Findgtis part will explain the plan for the
sampling of the research and what kind of instrushé@rwill be used in order to achieve this

task.

3.1. Defining the problem

Defining the problem and research objectives i®rofthe hardest step in the research
process-’ Thus, the formulation of the research problem il done in respecting the
general problem of the dissertation which “feow the food industry can use sensory
marketing as a promotional advantage?”

Indeed, the analysis has to give answers to quesssoch asdo restaurants and fast-foods
use sensory marketing among their promotional &l how?”and therfwhat do they think
they can reach with it (attract more customers tlgio energizing their five senses, ettn).
fact, as a concrete action, the report will trkitow if the food-industry’s actors in Halmstad
(a 54000 people Swedish city), first of all, kndwe tconcept of sensory marketing, then if
they use it, how they do it or, in the case theyrast aware of it, why they do not use this tool.
In short, it is sought to know how this tool, whishknown in a theoretical way, is used in the

real professional world.

19 philip Kotler - Principles Of Marketing (2nd Euregn Edition 1999) — p.321

TN
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3.2.Research methods

Generally, research methods fall into two major ug) qualitative and quantitative.
According to Gummesson (2005), quantitative techesgare mostly used to try to pinpoint
causality, usually between two or a few variabldserg the independent and dependent
variables are defined. The objective of quantigatinesearch is to develop and employ
mathematical models, theories and/or hypothesetiperg to natural phenomena. The
process of measurement is central to quantitagisearch because it provides the fundamental
connection between empirical observation and madiiead expression of quantitative
relationships. In the case of the report and adegrtb the research objectives, a quantitative
method is not adapted because the research isomg ¢p measure phenomena or create

statistics.

According to Richardson (1989), a qualitative ajyfo objective is to collect information
with the help of discussion and observation ofgtuglied subject. A qualitative approach will
help the researcher to measure a small samplestdroers or companies’ views and to focus
on gathering information in depth, explores fedingnotivations, purchase drivers and
inhibitors, purchase behaviour, and much more sskexploring restaurants feelings for a
promotional tool. According to Mattar (1996), a tiadive method is a good method to work
on attitudes, values, perceptions and motivatiothef researched public (of restaurant for
instance) with the main objective of understandithgm deeply. The process of data
collection, analysis and theory generation are nmaohe closely linked in qualitative than in
guantitative research (Glaser and Strauss 196@edsen 1989). According to those premises,

it has been decided to develop a qualitative rebeaethod.

TN
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3.3. Types of research

After the problem has been defined and the reseasthod has been chosen, it must be set
the type of research. According to Yin (1993), seach methodology starts by identifying
some specific types of research: exploratory, exgitary, and descriptive.

Exploratory researches are sometimes consideradoaslude to social research for instance.
According to Aaker (2001), the exploratory reseandh help to understand the problem,
make primary hypothesis in order to draw a kinddiwéctions that has to be followed but
without giving conclusion as an exploratory reskandll just give a few knowledge about
what can be expected. The objective of explorat@yearch is to gather preliminary
information that will help to define the problemdasuggest hypotheses. This kind of research
helps to determine the best research design, ddectton method and selection of subjects.
Related to the analysis, those research objectireegxactly what has been done. The second
other type of research is an explanatory researclthwmay be used for doing causal
investigations. Finally, a descriptive researcH veijuire a descriptive theory to be developed
before starting the project. According to Webb @Q9f the primary aim of an exploratory
research, as mentioned previously, is to discdwerimportant variables in a given situation,
then the aim of descriptive research is to proadeccurate and valid representation of those
variables; where exploratory research discoversetiomg of interest and gives directions,
descriptive research summarize it. Importantlycdptive research does not attempt to show
or establish any causal links between variabledgesicribes them. Wright (1995) describes
descriptive research to mean any research wherd&uoounting and statistical techniques
are not the central issues, where an attempt ier@adet close to the collection of data in
their natural setting. Therefore, it does fit wikie kind of objectives the dissertation mean to
obtain: as before-mentioned, a qualitative reseamth a descriptive type of research is
appropriated as what is going to be studied whglithe companies’ side” and not “the

customers’ one” which could give figures for instan
Finally, the report started with an exploratorye@sh and, then, in order to collect the data, it

will be used a descriptive type of research. Thporewill use at the end both of the types:
exploratory and descriptive.

TN
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3.4. Population and sampling of the research

The next step of the marketing research process foaldetermining the information needed
and developing a plan for gathering it efficienthe plan outlines the population who is

sought and then the type of sampling that has tiobe.

3.4.1. The population: as the research is a qualitative one, it doesloak for a large
population to make the sample. Furthermore, thdysisais concentrated on a specific
segment of the companies’ population. It is sougtiter companies who know sensory
marketing or others who do not. Indeed, it is int@otr for the analysis to get information
reflecting the reality in order not to give partald biased results and conclusions. Therefore,

the population is every restaurant in Halmstad.

3.4.2. Sampling plans:according to Webster (1985), a sample is a fipée of a statistical

population whose properties are studied to gaiarmétion about the whole. When dealing
with people, it can be defined as a set of respuisd€people) selected from a larger
population for the purpose of a survey: indeed, rttost important thing to keep in mind is
that the population is defined in fitting with tladbjectives of the study. Then, sampling
methods are classified as either probability orpmobability’®. According to Samara (1997),
in probability samples, each member of the popaatias a non-zero probability of being
selected. Probability methods include random samgpkystematic sampling, and stratified
sampling. In nonprobability sampling, members akected from the population in some
nonrandom manner. These include convenience sagpjudgment sampling, quota
sampling, and snowball sampling. The advantagerolbagbility sampling is that sampling

error can be calculated. Indeed sampling errohésdegree to which a sample might differ
from the population. Still according to Samara (9% nonprobability sampling, the degree
to which the sample differs from the population a&ms unknown when choosing the

elements that would be part of the sample.

As before-mentioned, the first type of sampling ama@robability methods is random
sampling which is the purest form of probabilityrgding. The second one is systematic

sampling which is often used instead of random sagp The third type is stratified

20 http://www.socialresearchmethods.net/kb/sampngn.ph
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sampling which is commonly used probability methbdt is superior to random sampling

because it reduces sampling error.

According to Webster (1985), the first type of nmimbility methods is convenience
sampling which is used in exploratory research whilee researcher is interested in getting an
inexpensive approximation of the truth. Judgmemh@ang is a common nonprobability
method as well. The researcher selects the sanagledbon judgment. This is usually and
extension of convenience sampling. Another type gisota sampling which is the
nonprobability equivalent of stratified samplingn&ly, snowball sampling is the last type
from nonprobability methods which is used whendbsired sample characteristic is rare.

In order to make a sample for the research, itbe@sn chosen a judgement sampling. Indeed,
judgement sampling is a form of non-probabilitywich the researcher selects potential
respondents on the basis that they conform withesbasic criterion specified as relevant to
the population to be sampled (e.g.: age, ownershign article, activity etc.). Judgement
samples are selected on the basis of what therobgea think particular sampling units or
elements will contribute to answering the particutssearch question or problem in hdnd
When using this method, the researcher must badamifthat the chosen sample is truly
representative of the entire population. Therefthis, kind of sampling fit with the research
objectives and the definition of the populationitaseeks 2 restaurants in Halmstad per kind
of restaurants: in short, 2 restaurants for thditicmal segmentRio Matsal & Barand Yoss
Restaurang & B3, 1 for the fast-food orfé(Mc Donald’§ and two for the coffee/bakeries
one Espresso House and Vattenporten Bideed, having actors in those three kinds of
restaurants is really important for the reportnthithe sample is representative of the general
population: Pio Matsal is a well-known gastronomic restaurant in Halmstad Yoss
Restaurang & Baiis a smaller one, less reputed. It is the samb B#presso Housand
Vattenporten 6one big chain in Sweden, one smaller. Indeed,ctiterion used to select
them was the status of the restaurant on the loeaket: the report has to show facts from

well-known and reputed restaurants as much as enwalkes in order to be representative.

2! http://www.westburnpublishers.com/marketing-dintoy/j/judgement-sample.aspx
22 Another fast-food interview appeared impossibleause of the overbooked schedule of their owner
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3.5.Instruments of data collection

In order to make the research as relevant as pessib interview is the best way. Indeed,
according to Aaker (2001), one useful techniqueditect data in the qualitative method is a
deep interview which is going to be applied in timaltiple case-study. In fact, it is also one
of the most common instrument and, therefore, &kvelwn instrument by companies. The
interview which is going to be done will consist afset of questions presented verbally to

respondents for their answers.

As the interview is very flexible, there are mangys to ask questions: it has been decided to
make it asa semi-structured interview which is perhaps the most commonly used interview
technique in qualitative research. Indeed wantefdriamation are those which can be
compared and contrasted with other informationectdid in other restaurants. As it is a semi-
structured interview, it will be createsl guideline It will obviously be created this set of
guestions in respecting carefully the researchabibjes which are sought in order not to have
irrelevant information for the general aim of tiegis. The kind of questions will lmpen-
end questions which means that it allows as much as possildpardents to answer in their
own words. According to Philip Kotler (1996) wrigs, open-end questions often reveal more
than closed-end questions because respondent®talienited in their answers. Indeed, it is
wanted to know what companies think about sens@nketing, but not measuring how many
people think this way as the sample is to tightgeneralize to a larger population.
Furthermore, those interviews will involve talkimgth people (managers, marketing officers
or directors) in their “point of sales”, in theiestaurants. Indeed, the most important
requirement for a person to be interviewed is tkgegence in the restaurant as this person
must be aware of the general marketing strategyhef restaurant he is working for.
Furthermore, this person has to be involved in thasketing strategy: a waiter for instance
can have an important experience but is oftenmobntact with those strategies.

Those interviews will be recorded on a tape-recomderder to transcript them on a paper to

analyze it deeply.

TN
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4. DELIMITATIONS

As before-mentioned in the frame of references ctirecept of sensory marketing is divided

into 5 groups which refer to the five senses:
* Visual marketing
* Auditory marketing
* Olfactory marketing
* Tactile marketing
» Gustative marketing
But it is important to say that we will limit oulase research questions weual, auditory

and olfactory marketing concerning the restaurants in Halmstad.

TN
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5. EMPIRICAL STUDY

5.1. Collection of empirical data

As planned previously in the methodology part, daéa have been collected by interviewing
different actors of the catering industry. At thede6 persons were polled, from 6 different
businesses in Halmstad. 4 interviews have beersedabn appointment, 2 others by visiting
directly the persons. The directors or main marsge&clusively have been interviewed, for

the answers to be valuable and credible.

Guideline: our interviews followed a precise guideline toedir respondents toward mains

themes we wanted to address. It can be broken Bplifierent parts.

Identification of the respondent: to widen the results as much as possible, diffetgas of

restaurants have been selected. This first parbbbaa made to get information about their
organisation and functioning, in order for to faaile the classification and compare them
later. This part gathers questions about the remtautself (how many seats, employees), but

about the respondent too (for how long has he bexking here)

Awareness of the sensory marketing concephefore going deeper on the techniques using
the customers’ senses that the respondents canihaas been asked if they know what the
sensory marketing concept is. This is in orderdafy their awareness, knowledge about it,
and then determine the level of consciousness hlagg toward the promotional techniques
they use. There are two possibilities after thigsfon, according to the answer of the

respondent:

- The persons don’'t know the concept: then it is @&xygld to them, before asking if
they use it in their restaurant.
- The persons know what sensory marketing is: they, tan be questioned to know

if they use it. Why if not, how if yes.

Orientation toward the sensory marketing techniquesexcepted if the respondent admitted
to use sensory marketing and detailed everythindoes or not (and why), was asked through

this part precise questions about the environméatadrs in the restaurants.

TN
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As respondents are maybe using unconsciously toblsensory marketing, this part is
important since it will reveal if yes or no the pesdent is appealing to the senses of the

customer.

The fist group of questions deals with the sightywlid you choose those colours, materials,

lights, decoration and layout?

Then come sounds and the choice of the music: dopay heed to the music? Are you
selecting it? If yes, what are the criteria to d®the music and what do you expect from it?
Finally, the smell is addressed: How do you martagesmell in your restaurant (do you try
to neutralize, spread them?) Have you got a systespread smells outside of your restaurant?
All these questions have been asked, however dogotd the answers of the respondents,

few others came to bring more precisions.

5.2. Different empirical data sources

In order to achieve the collection of the empiridata and respecting our sampling plans, it
was interviewed the followings restaurants and-fagtl. This part will present those actors
and their point of sales. They are all located ainkktad in Sweden, the “study case place”.
Thus, according to our sampling plans, we interei@wl restaurants (also called here in
Halmstad “Café — Bar — Restaurant” that meanstttegt provide some basics bakeries, home
made coffees and teas) and 1 fast-food.

5.2.1. The two traditional restaurants:

* Pio Matsal & Bar: located on the main stree
of Halmstad, Pio Matsal & Bar is a reputegss
gastronomic restaurant. It is a place where
decoration is of importance (and thus the genesalal marketing they use there): well
designed giving a subdued atmosphere to the maingdroom. The restaurant has been
created in the 70’s. It is today a modern, fashaml gastronomic restaurant. With a
capacity of 250 persons divided on two floors, thstaurant plays an important role

nowadays in restaurants competition in Halmstad.
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Pio Matsal & Bar
Storgatan 37
30243 HALMSTAD
Contact information : 035 21 06 69

Yoss restaurang & bar: located on the main streettocated on main street of Halmstad

terrace in the summer).

Yoss restaurang & bar
Storgatan 35
30243 HALMSTAD
Contact information: 035 21 18 76 49

5.2.2. The two coffee/bakeries:

Vattenporten 6: Vattenporten 6 is a Café — Bar y= w7 -

Restaurant which received the price of The Swec
Fashion Boutique of the Year 2005. Indeed, we fol

inside an uncluttered style with a few decoratiangd = Y.

%%

' | N
arts but yet giving to the place a special mod¢ f'l“_ :

= —_V§] — 1
et P

atmosphere. Most of the walls are painted in yellé’i

too, Yoss Restaurant is a traditional restaurahe dark

atmosphere. Yoss Restaurant is divided up in twindi

rooms: one inside around an old bar in the centrih®

colour’ walls give to the central room a housebound

room, one outside (covered in the winter, it becorae

One other thing was really attractive when enterithgg restaurant: the smell.

Vattenporten 6 targets young, youths and young active people. tedcan the main

street of Halmstad.

Vattenporten 6
Storgatan 42
30243 HALMSTAD
Contact information: 035 17 58 00

Espresso Houselocated in Eurostop,
the biggest shopping centre
Halmstad, Espresso House is a co

which  sells product such a
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sandwiches, salads, bakeries, coffees and teaswale painted in brown and the big
couches make the place cosy and modern. The walldexorated with paintings which
become more and more famous among Espresso Houketim@ strategy: fashion and

classic at the same time, it shows generally atspasson drinking a cup of coffee (from

Espresso House) in some out of the ordinary plaldesse pictures and the colours used

remind often Italy and, thus, coffee.

Espresso House
Storgatan 22
30243 HALMSTAD
Contact information: 035 10 55 95

5.2.3. The fast-food:

Mc Donald’s: In Halmstad, there are two Mc Donald’:_
one in the city centre, on the main street (the ;
interviewed), on in Eurostop, the biggest shopp
centre in town. The one in the city centre is pelye
situated on the corner of the main street and ¢iméral
place of the city. The restaurant is divided in filoors.
45 up to 100 employees work in this restaurant.
every Mc Donald’s, the restaurant is decorated witidern furniture and light colours.

Mc Donald’s City Center
Storgatan 13
30243 HALMSTAD
Contact information: 035 21 45 60
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5.3.Description of empirical data sources

5.3.1. Awareness and use of the sensory marketing concefthis statement presents the
answers of the respondent to the first questiomshey know the sensory marketing concept?
Do they think that they use it in their restaurant?

The interviewedlid not know the concept of sensory marketing,
After explanations, the manager admitted using fter restaurant
on certain points'l didn’t know that name before, but | see what
you mean”.

Thus, it appears that sensory marketsigsed on purposen this
restaurant.

The respondertdid not know the conceptof sensory marketing. It
also appeared that sensory marketing technigreesot used on
purposein the restaurant.

The manager interviewedld not know the concept of sensory
marketing:“l didn’t know this before” Once he understood what|it
is, he admittechot being sureto use it: T don’t know”.

The responderdid not know the concept. However, after
explanations, hdeclared using sensory marketingechniques for
his restaurant.Yes, then for the smell | have to say that we
manage the smell of the restaurant”.

The manager of this coffee place wead aware of the sensory
marketing concept. But, after explanations and glasy she
realised that her restauranusing sensory marketingtechniques.
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5.3.2. Sensory marketing techniques: the use of the sightVill be gathered in this part all
the results that concern the visual techniquesiurs| materials, lights, layout or decoration.

Managers of the restaurant used the help of a gsiufieal designer
to manage the lights in the restaurant rotfe told us that the
lights have to be soft and comfortabl&hus, the lighting is
composed by several small, non aggressive, ligidsatural light
(during the day) thanks to wide windows. By thisywidney want
the customer to feel more comfortable and relaxed.
Concerning the colours and the materials, it has lobose
according to the tastes of the staff memb&ve chose them
because we liked it"The staff wanted a modern and fashionable
design. 1t is not too flashy, not too dark. It looks modeamm
fashion”

The respondent explained underlining and putting
recommendations in the menu, concerning speciaswim dessert,
in order to make customers purchase them.

Pio Matsal

v

The manager chose the colours of his restauram tmrausée
likes them However, he has sonegpectationsfrom them:“the
Yoss Restaurant & colours are not too light, not too aggressiy&haybe the customer

Bar feel morecomfortableandenjoy more”. The fact that the
restaurant is also a bar, the manager think“‘thistimportant not
too have too light colours”

The choice of the internal design of the restauramin doesn’t
hinge upon the manager. If a new MacDonald is offenchoice is
given betwee defined stylesdesigned by the professionals fram
Mac Donald’s | the direction of the MacDonald Swedish subsidiadnce the mair
style chosen, a designer is appointed to set ufayioeit.
According to the manager, it is designedrt@ake it looksmodern,

fashion”, “to make people enjoy”

The manager adopted the colours of the restatibanause it's
nice”. The idea was too credt® place that looksnodern modern
Vattenporten Café| decoration”, with “nice colours, nice seats, nice picturesThe
respondent thinks that it fit with the young anthacclientele of
its place.

The layout and design of every Espresso House ed8wis
standardizedand defined by the chain direction, in order to
facilitate the recognition from the customéityou enter a
Espresso House | Espresso House in Stockholm, you know that yoinadespresso
House because it's the same feelings, the samarsdldBig
pictures decorate the wallshey are from Italy, so iteminds
coffeé€ according to the respondent.

)
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5.3.3. Auditory marketing techniques: is music inside the restaurant important of the
restaurant manager? What are his general feelingst dhat? Do they put special music at

different period of the day to interact with thenbeiour of the customer?

“We choose it ourselves; we have CDs that we likg"[. Pio
Matsaldoes not really use special musiccording to different
period of the day. But in a way, they put musicathiit with the
general spirit of the restaurafftor the people not to be stressed
Pio Matsal out”, they only play'soft music”. This way, they are trying to put
the customer in his best disposition while he hipying a meal in
the restaurantlt is important that they take their time, they
appreciate the meal, drinking a good win®io Matsal manager
tries tomake the customer feeling comfortableand“relax” .

“we have CDs but it's CDs that we likeY0ss restaurarttoes not
have special CD4go interact with the behaviour of the customer|at
different time of the day. As Yoss restaurant soal bar at night,
they still have two kind of music one for the day (restaurant
atmosphere) and one at night (bar atmosphere, Hondsic): ‘At
night when we open the bar, we put the music lottder in the
day but...we don’t have special CD8ut still it is just music they
like: “it's just at night, we change the music for the,lihat’s
all...but, yes, just music we like.”

Yoss Restaurant &
Bar

Mc Donald’s manager explained that tifegve a contract with
one radio station”.Despite using the CD provided by Mc Donald
for all the restaurants in Sweden, they use their music by

Mac Donald’s playing this radio (Rix FM) which playsegular music, like Justin
Timberlake”. The music on Rix FM is, according to the manage
quite the same as the one on the CD which makeptbcess
easier.

S

=

“We put a famous radio [...] because it is popular”

In Vattenporten, thenusic is playing from the radig a famous
one. According to the manager, thisisic fit the best with the
kind of customer his restaurant is used to. For him, music is
normal in a restaurant or a café, it is not sometiinat can make
the difference‘Every café has to play music”

Vattenporten Café

In Espresso House, they have an Ipod which playgssthat are
the same everywhere in every Espresso Houd®e"kind of music
is background, chill out, lounge music remindindfee relax
places. They also use, according to Ms. Nielddferent music
for three different time of the day. a relax “morning mix”, specia
Espresso House | music for the lunch antin the afternoon, it is just up-tempo
music.” They try to interact with “the mood of the customer”
then, which vary from relaxes in the morning to enaccelerate at
the lunch. This effort to reach coordination betavéiee mood of
the customer and the period of the day can helgegbmore
customers.”

)
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5.3.4. Olfactory marketing: Do restaurants use artificial smell diffusers tovagt people
inside the restaurant? What do they think aboutrttheence of the smell on the customer?

“We don’t use anything like that’As it said,Pio Matsal does not
use olfactory diffusers or any smelling strategy tattract
customer. They even tryto block it as much as possible, for it npt
to enter the restaurant room when the customerdare [...]".
They want the customer to appreciate as much ashp@svhat
they have in their plate, in their glass's not good if you have tog
strong smells in the restaurant room. When custerass here,
they drink expensive wines; they have to fully apgate it”. For
Pio Matsal managethe smell from the kitchen could even be a
weaknesdor the customer satisfaction.

Pio Méatsal

“We have an aeration system to change the air enkitchen”.In
Yoss restaurant, everything is done to changeittad the kitchen.
The door of the kitchen is closed, there are tvieidint systems of
aeration: one for the dinning room and one forkitehen without
Yoss Restaurant & any links between therfiThe aeration of the kitchen is going

Bar directly outside; it is not diffused in the restant”. About the
smell diffused outside by the aerations, Yoss tgatet seems not
doing that in order to attract customer or, attleast on purpose.
And actually, the aeration system ends in a Igtieet behind the
restaurant, without a lot of passing.

According to what Mc Donald’s manager said aboatdmell in

the interview, it appeared clearly that Mc Donaldies not use
that kind of strategy: “No we don’t do that At least, it seems

that it is not done on purpose at alle really don’t do anything
for that.” Yet, the manager thought that it could help, lggiing
the customer and then, that he shdithihk about it”.

Mac Donald’s

“We manage the smell of the restauraniti Vattenporten Cafe,
the manager explained clearly tiiaey used a smell strategy
inside the restaurant with the help of an aeratiorsystem “we
use this aeration system [...] and the smells goideisnd inside
the restaurant’ Because of this aeration system, a part of thedlsm
from the kitchen is released in the main room efristaurant.
Coffees and sandwiches are cook in the kitchenaswhrding to
M.Teslim,“people like this smell.”It was also clear that the
manageexpected something from that kind of strategy
“People remind the smells; maybe they will buy nioae a
coffee.” Yet, if the manager said that he does somethinguopose
for inside, for outside, it is not done on purpose

Vattenporten Café

“We don’t do anything like that”’Even though Espresso House
Espresso House | does not apply such strategy, Ms.Nielsen admit‘thet really
important”.

Y
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5.3.5. Summary of the 4 data collection’s statements:

The general concept of sensory marketing, in thedsy something that interviewed
restaurants’ managers do not really know or at|@ae not aware of. But, still when talking
with them, it appeared that the problem is jusatesl to the concept’s name. Indeed, after
having explained the concept with practical exampteme of the interviewers admit using it,
in a way. Most of the respondents knew how the $®eses’ stimulation can be important for

the customer general satisfaction.

The first sense the report suggested t@ssight every interviewed restaurants explained
that the decoration, the colours, the paintingsevsat to give personality to the restaurants.
Furthermore, it creates a special atmosphere wisiatither unique or in line with other
restaurants (for Espresso House and Mc Donaldisll the right atmosphere which can fit
the best with the kind of customers the restauseamit to reach is one of the aims suggested.
Facilitate the recognition of the restaurants kef brand) is another one.

Some of the respondents even hire special designtris task.

Concerning the auditory marketing techniques, tiewars were diversified again. The music
is of importance and some restaurants intervievee leven a special CD for their place. The
most caring of them plays different music at défartime of the day in order to interact with

the customer mood, to fit with it. Whatsoever musien a radio, from their personal choices
or music imposed by the company owning the restautiae aim

of it is, according to managers’ thought, to mahke tustomer

feeling in the right place, well-being.

Except for one of the respondent (Vattenporten C#éi@ use of
the smell is not done on purpose among the interde
. restaurants. They are aware of the importance thath

techniques can have for the customer. Still one tlod

1. Outside Vattenporten 6 respondents (Pio Matsal Restaurant) even tries eep kthe

aerafion system customer away from the smell of the kitchen. Theg that as

something that could affect the feelings of the@orer for the food, or the wine.
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Finally, the concept of sensory marketing, althobgimg used partially among the restaurants
interviewed, collected the agreement of everyanis:important; it can play a role in giving a

particular atmosphere to the restaurant.

5.4. Analysis of the empirical data

5.4.1. Concordance with the main theories
In many different ways, studied restaurants apfe#he senses of customers, sometimes on
purpose, sometimes not. Among them, some illusttsetheories exposed in the frame of

references.

First, the fact that every respondents admittecare about the atmosphere of their place, by
managing some of the factors of environment, eredtte Kotler’s point of vied about its
major importance in the differentiation processmAsphere is one of the most important
ways of differentiation: in the highly competitivatering market, restaurants are attentive to
it.

Visual marketing techniques: Mostly, the choice of the visual factors is pentihe
Vattenporten Cafdor instance, chose the yellow colour for its waléven if it is not on
purpose, this colour is highly adapted to this kirficcoffees, tea hous®@s The dark colours
used inEspresso Househat softened the luminosity of the place, fithwihe will to increase

the well-being sensation of the customer.

The manager oYoss restaurang & baty selecting'not too light” colours and associated
with soft lights, chose the right visual factorsasmosphere for the comfortable feeling he
wants to give to the customers. The lights are alsamportant part of th®io matsal
atmosphere: they let natural light come in and aseoft artificial lightning. This is

determinant in the relaxing environment managezated.

2 ¢f. page 9, line 10
24 ¢f. statement page 11
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In MacDonald’s the strong artificial lights and the light colsusf the restaurant room give
an intense luminosity to the place: according teuRief>, this increase the dynamism of the

customers. This is coherent in a fast-food, whestamers shall not spend a lot of time.

Auditory marketing techniques: All the respondents revealed having music in their
restaurants. As shown previously, music is an ingmbifactor of atmosphere and is the most
appropriate for marketers to manage real-time coetts feelings.

In 2 cases, the respondents admitted managing tisec raccording to the time of the day,
with expectations on the customers. FirstYoss Restaurang & Bathe manager augments
the volume of the music at night, when the bargero in such a place, Hargreaves (1996)

showed that high volume music increases the conSomef the customef&

Then,Espresso Housprovides a special sound system to its managers,piyed in their
coffee places 3 different selections accordingh#time of the day: the slow-tempo music in
the morning to make the customer take his timerinent (Milliman, 1986).

The same strategy is developedRio Matsal, where the manager plays “soft music”, for

customers to “take their time”. However, no evalatin the music tempo as time passes.

Olfactory marketing techniques: Among all the sensory marketing techniques refexénc
olfactory ones appeared to be the less masteredebgondents. In only one case,
Vattenporten Caféan olfactory strategy is used. By diffusing ceffend sandwiches smells
from the kitchen to the restaurant room, the marsagepect the customers, by liking ‘i

buy more” this concords with Spangenberg, Crowley & Henoler&l9965’ work that says
that a pleasant smell influences positively thellation of the customer on a point of sale
and some of its products, the will of buying, as time spent inside.

In another way, the will from thBio Matsalmanagers to block the odours from the kitchen
can be considered as a pertinent olfactory strateigge the smells are the major source of
sensorial emotions (75% are generated by the sthejiye a smell-neutral atmosphere to the
customers in order for them to “fully appreciatééir eating and drinking experience is a

grounded strategy.

% ¢f. page 11, line 33
% ¢f. page 12, line 17
" ¢f. page 13, line 12
28 ¢cf . page 13, line 1
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5.4.2. Discordances with frame of reference
Through the collection and the analysis of the eirgdi data figured out several “mistakes”

from marketers regarding to the use of sensory etigd techniques.

Vattenporten CaféndYoss Restaurang & bare spreading smells from their kitchen in the
street thanks to their aeration system, but nopamose.Vattenporten Café manager is
appealing to the smell sense of the customersartbigl restaurant but does not think that it is
important for outside, neither do¥®ss Restaurang & barmanager. However, according to
Spangenberg, Crowley & Henderson (1996), a pleasastl has a positive influence on the
intent of walk-through of customers. By not manggthe smells they release around their

business, these two managers may be losing customer

In MacDonald’s for instance, managers use the mofsibe local radio instead of the music
compilations given by the chain, since the musie almost the same on both of them.
However, the problem is not only about the kindsohgs, but mostly about the tempo, as
showed the studies from Roballey & Ali (1985) andlian (1986f°. By not using the
compilations, managers are respecting the speitctrain wants for its restaurants, but they
are certainly breaking a rhythmic dynamism thagract with the customers.

In Vattenporten Caféutilisation of the music diverges from the dey&ld theories. The

respondent admitted playing music that people ksehe plays the most famous radio station.
But then, the random selection songs can providathe impacts on customers: according to
Roballey & Ali (1985) and Milliman (1986), a fagmpo music decrease the consumption of

customers as it reduce the time spent inside.

5.4.3. Critical examination of the results

Correlation between sensory marketing and success

Is sensory marketing a way of increasing succesa f@staurant? It is important to remind
that sensory marketing could be an additional ssdey’s factor but is not something
fundamental for a restaurant. It actually dependsariables such as the size of the restaurant,

its position on the market and its objectives.

29 ¢f. page 12, line 25
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Chains such as Mc Donald’s or Espresso House age, hwith important obligation to
achieve current objectives and to get results emtist The two chains interviewed have
already a well-developed marketing strategy. Segnsw@arketing, which is not inevitably done
on purpose in their restaurants, is still importantd even stir up a particular attention from
one of them (Mc Donald’s). Those chains have thegation to maximize their strategy to
stay competitive, to stay leader. In Mc Donald’s iimstance, it is possible to say that the
presentation for a new sandwich with a nice pictatest play a role in the decision making
process of the customer and then, is one of theonsafor his success. In another case for
instance, the smell can play a role in the recagmiof the restaurants, of the brand: in
Halmstad city center, it is possible to smell titelhen from Mc Donald’s 20 to 30 meters far
from the restaurant. This must be strength for thégran, the customer is able to spot the

restaurant among the others and even to recodrfizen what he has already seen.

It appeared that other restaurants, which are atgs a franchise for instance, are not really
aware of such a technique. Yet, in almost all cafies five senses’ stimulation is of

importance among interviewed restaurants’ manadgedged, they all admitted that the role
played by the music, the paintings, the colours taedsmell in a restaurant is of importance
to create a coherent atmosphere which is the tgeoitithe restaurant, in a way, a part of its
added value. Those points confirm also the gerdstahition of the concept as an additional

promotion tool which comes to fill out a generalrk&ing strategy.

Competition and sensory marketing

Restaurants can use sensory marketing as a prorab@ovantage. With such techniques,
they can appeal to customers and create an atmespti@ch is their main way of
differentiation. Then, does it mean that the usseasory marketing increases as competition

IS getting more intense?
Examples of MacDonald’s and Esspresso House indbissupposition: both are big chains,
having restaurants in the all Sweden (world for Blagald’s), thus facing a high competition,

and they both use sensory marketing in an advanegd

If sensory marketing can be correlated with sucdessa restaurant, the link with the

competition is obvious, since restaurants don’tdnee differentiate in a non-competitive
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environment: why would a restaurant spread aréifismells in the air to appeal to customers,

if it is the only one?

This theory reflects to the limits of this surveijalmstad is not a highly competitive
environment, thus is the sample shrunken. Sincentineber of restaurants is quite low, is it
easier for managers to differentiate their busin@gthout especially developing sensory

marketing techniques.

It would be possible to measure the impact of cditipe on the sensory marketing use, by
realising this survey in a bigger city (Stockholar fnstance), or the extremely competitive
environment of French cities’ restaurants straet®éris, Lyon). If this correlation is proven,

the lack of competition can be an explanation wysery marketing in Halmstad restaurant

is still not well developed.

The awareness problem

If the research revealed positive points regardinthe use of sensory marketing techniques,
a real lack of investment in these techniques froanagers of the catering marketplace
figured out. Indeed, even if the respondent shotedthg care of the atmosphere of their

places, few are voluntarily trying to influence mmers by appealing to his senses. This part
will explain this lack of developed sensorial stgyt from marketers by the low-level of

sensory marketing’'s awareness.

Among the respondents, no one knew what sensorietiag is: it seems surprising in an
industry where its use is important. As marketersidt know the concept, it is then difficult
to set up sensorial techniques to impact custontbesefore the use of some of these

technigues is not done on purpose, or wrong utitiea are done.

The illustration of this theory is the sensoriaastgies set up by chain Bspresso Housend
MacDonald’s.The manager of Espresso House did not know theepbnbowever, the chain
developed a sensorial strategy since it imposesocaight design to its restaurants, special
music compilations... It showed that higher in thenpany’s organisation, sensory marketing
has been studied and applied: specialists conceivsitlategy; local managers just have to

follow the instructions (in Espresso House casa&y fiie music that is given).
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On the other hand, traditional restaurants haveghlyh pragmatic conception of sensory
marketing, based on the cause and effect connettteynperceive, without knowing any of

the basic theoretical concepts.

Therefore, it appears that better knowledge of fsmsory marketing concept from

restaurant’s managers would increase its use inatexing market place.
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CONCLUSION

In conducting this inquiry, the main sought infotimoa was information such as knowing the
general awareness of the food industry’s actorsaf@pecific promotional tool: sensory
marketing. Then it was discovering the companiegyagatterns for sensory marketing: how
do they use it? At the end, the dissertation tartiet general thought that the food-industry in

Halmstad can have about sensory marketing.

Then, according to the analysis’ results, the cphoé sensory marketing is known among
those actors. Not exactly &ensory marketing” that is still a scientific word for them but as
what they would perhaps call: creating and develppi special atmosphere for the restaurant.
Indeed, every interviewed restaurant was awarethieattmosphere of the place is of major
importance in the differentiation process. But thesre not especially aware that this could

lead to sensory marketing.

Everybody admit to say that the stimulation of fe@ses (in this case, the stimulation of the
sight, the smell and the hearing) was of importamgestill, the use of specific marketing
techniques for each senses is not equally develdgemost unused techniques are the ones
referring to the smell. Nobody used techniques sigchrtificial diffusers for instance. Even if
they know that this is of importance in the peraapbof the place to the customer, they just
take advantage from the natural smell to creat@m@osphere, but they do not try to stimulate

that, to develop a way of attracting customer lmgéhtechniques.

How the food industry can use sensory marketing as promotional advantage?

That was the research question of the dissertaBoth frame of references and analysis of
the data helped the report to answer this quedtisimportant to give an answer in dividing
the restaurants in two different groups: the fgetup concerns food-industry actors which
maximize sensorial techniques to attract custonaews the second group concerns those
which use sensory marketing in its basis, moreréate a specific atmosphere for existing

customers than to attract new ones.

In the first group, sensory marketing is fully usexda promotional advantage: the main aims
are attracting people, create preferences by siiingl the senses of the customer, and
develop tools such as artificial diffusers, difi@réype of music at different time of the day,
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specific decorations. In the second group, wherknblad’'s restaurants belong to, sensory
marketing is not really used as a promotional athgayet, it is something that comes with
the will to create a specific atmosphere. It imtheore in order to keep existing customers in
a comfortable environment than to attract new otreshis group, restaurants develop more
or less sensorial marketing techniques and, at,le@velop it inside the restaurant (for
customers enjoying the restaurant) and not oufdatepotential customer to be attracted by

it).

In conducting this survey, those interviews anaviiting this dissertation, it has been learned
a lot about the concept of sensory marketing. Aerasting point that has been discovered in
making this report is that sensory marketing, whecktill partially developed in companies

strategies for the moment, could be integrated amymmarketing strategies in the future as it

gives to companies “something more” than otheim) the competition.

It has also been learned a lot when it came to nvatkeviews to restaurants’ managers as
well. Managers have a tight schedule and thent sinoe to allow to those interviews: to find
ways of making the interview as interesting as ibdsswas the first aim. As sensory
marketing is a really interesting subject, it hadpbd on this task. What was also really
impelling was the subject itself: it is always imsting to study upcoming techniques,

something that has not been fully used so farhmtthas his future in front of itself.

Finally, questions posed by this study and theltesurevealed figured out the necessity of
leading a survey on a bigger scale (biggest towggdst competition, biggest sample). To go
further in the concept of sensory marketing, itlddee also interesting to lead this survey in
another marketplace. Fields such as retailers cgild another point of view of this

marketing tool.
The study revealed that the use of sensory markstiffers of a lack of awareness from the

catering marketplace’s actors. In order to make thol gain in better knowledge, would not

it be interesting to develop formation and praaogcon this concept?
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Pio Matsal Restaurant

The interviewers: First we would like to ask you few questions aboutou: can you please
talk about your restaurant and yourself?

Sofia JonssonmAbout me? Ok, I'm the manager of the restaurawne; heen working here for
8-9 years, well, mmhh...

Were you here since the opening of the restaurant?

No, no, the restaurant has been created in the S®i§s an old restaurant, and the current
owner, they have it for like 12 years, so no, I'ot here from the beginning.

It is quite a big restaurant! How many customers ca you have?
Well, about 190, up to 250. We have 2 floors...

Ok. Do you know what sensory marketing is?

Sensory marketing? No, what is it?

It is all the marketing techniques you can use togach the customers by using its senses.
You see what | mean?

Oh yes, ok. | didn't know that name before, buté svhat you mean.

Do you think that you use it in your restaurant?

Yes we do, we use the menu to sell more, by recording special wines or dessert...
The menu?

Yes, we put some special wines or desserts in eeedo sell them more, and it's working.
We write suggestions, like this is a new winesigood to drink it with this meal. Then
people know better what to choose, so they buy some

Ok, can you tell me how did you choose the coloudd your restaurant?

Oh, actually, about 2 years ago, this floor (thparmne) was a night club. We decided to
make it a part of the restaurant, and we all agadsedit the colours to choose.

Did you expect something special from these colouos not? Why these ones?

Ah ah, no! We choose them because we liked it dgfuhat’s all. It is not too flashy, not too
dark. It looks modern and fashion, this is whatwasted to have.

And what about the lights?

Well, when we build this part, we took a professiogiesigner to help us with that. He told us
that the lights have to be soft and confortablehesguggested us to do this way.
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So what kind of light do you use?

We have big windows downstairs, for the main ro&mwe don’t have a lot of lights during
the day, we let the natural light come in, it i®egh to see clearly.

What about the music: do you have music in your réaurant?

Yes, we choose it ourselves; we have CDs thatkee We only play soft music, for the
people not to be stressed out.

For the people not to be stressed out...

Yes, it is important that they take their time \tla@preciate the meal, drinking a good wine.
So soft music, for them to be relaxed you know... de’t put the sound too loud.
Everything for people to enjoy and relax.

The music is the same at any time of the day?

Yes, yes.

What about the smell? Smells are really important® appeal customers, by spreading
smells in the street for instance. Can you tell meow do you manage them?

No, we don’t use anything like that. Well, the kiénn can smell a lot. But we try to block it as
much as possible, for it not to enter the restaw@m when the customers are here.

Ok, you try to block the odours from the kitchen?

Yeah exactly. You know, I think it's not good if wdave too strong smells in the restaurant
room. When customers are here, they drink expengives, they have to fully appreciate it.
It's the same for the meal, you have to smell it.

You sell special wines?

Yes, this is one of our specialities.

Ok, thank you very much.
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Yoss Restaurant

The interviewers: Good afternoon sir, we are here today in order task you a few
questions. We are making a report for Halmstad Uniersity on the marketing strategy of
restaurants in Halmstad. But, first of all, would you like to define you position in the
restaurant?

Wang Jian Tang:am Mister Tang, | am the manager of the restauikhis restaurant is a
restaurant and a bar at night. We are six employeelsing here...and..[blank]...what else
would you like to know?

For how long have you been working here?

I've been working here for 7 years now...but | did apen the restaurant, it was a restaurant
before.

Ok. So we are making a survey for our University with the subject of it deals with
marketing strategies of restaurants and, more presely, on “sensory marketing among
those restaurants”. Do you know what “sensory markeng” is?

No, no...

Sensory marketing is a way of attracting your custmers by the stimulation of the five
senses of the customer. To precise a bit our subjewe are doing this report about three
of the senses: the smell, the sight, the hearing.aWill start with the smell. For instance,
some restaurants are used to using artificial smetlreated by diffusers outside the
restaurant in order to attract customers inside. Di you know that fact? Do you use that
kind of strategy yourself?

No, no...the kitchen is...We have the smell of theHetg, it is the only smell we have but...it
is in the kitchen, not in the restaurant.

Then, would you let the door of the kitchen open opurpose to release a nice kitchen
smell in the restaurant?

No, no. We have an aeration system to change the thie kitchen. So it doesn’t smell too
much in the kitchen because sometimes, it smallsttmng. But it's not the same aeration
system as the restaurant ghe shows the dinning roomjhere are two different systems.
The aeration of the kitchen is going directly odésiit is not diffused in the restaurant.

Ok. If the smell of the kitchen is going outside, d you think that “potential” customer
can be affected by that and then can be attractechside you restaurant?

Hum...I don’t know[blank] no, | don’t know
You don’t do it on purpose?

No, no. We just change the smell of the kitcheat'shall.
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Ok. We would like also to talk about the sight, thesecond sense we are studying. How do
you manage the decoration here, the color? What kahof spirit do you want to show?

| put colors that | like actually. But there areldaolors. At night, we are a bar so it's
important not to have too light colors I think.

Do you think it is important for the customer?

Yes, for the colors...The colors used here are rotigint, not too aggressive. So may be the
customer feel more comfortable and then enjoy rtteeeestaurant and...yes...

Finally, we would like to talk about the hearing wth you. Do you have special music; Do
you put a special kind of music for the customers?

No, not really, we have CDs but it's CDs that weliAt night when we open the bar, we put
the music louder than in the day but...we don’t hgpwecial CDs.

You don’t use for instance a calm music for the cdsmer to stay longer in the restaurant
or something like that?

No, no, it's like...more Rock & Roll and...it's just atght, we change the music for the bar,
that’s all...but, yes, just music we like.

So we could say that you use sensory marketing irveay but not really on purpose. But
for instance, in the future, would you try to devebp your marketing strategy around this
theory of sensory marketing? Do you think it's inte@esting, that it could work in your
restaurant?

Yes, may be. Here it's working, the customers aply in my restaurant, | don’t really have
a reason to change, may be if | would be a bigggaurant but...no...no...for the moment it
is ok.

Ok, thank you very much for your answers, it will help us a lot.

You're welcome

Have a nice day, goodbye

The same to you, bye
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Vattenporten 6 Café

The interviewers: Good morning, we are students at Halmstad Universi and we are
making a survey about sensory marketing in restaunats. We have few questions to ask
you, but first can you please talk about yourselfiad your restaurant?

M.Teslim: Yes, sure, so I'm Mr Teslim, I’'m the manager h&khat do you want to know?
How many employees work here, when did you arrivedre?

Ok, we employ 6 persons here. And concerning me,ldeen working here for 4 years now
in this restaurant, before | was working in Gotepfar 3 years in another bar.

Great. So now we will ask you few questions abouéssory marketing. Do you know
what the concept of sensory marketing is?

No, not really.

Actually, sensory marketing is all the techniqueshat use the senses of the customers to
influence their behaviour, like maybe coming in yourestaurant, want to stay longer
inside, make them consume more maybe... It can uak the senses, like the sight, the
earring, the smell. Do you see what we mean?

Yes, yes ok.

So do you think that you use that kind of technique in your restaurant?

Yes, then for the smell | have to say that we marthg smell of the restaurant, | don’t know
if it's what you mean, but we use this aeratiortesys So there is aeration from the kitchen,

and the smells go outside and inside the restaurarg is sensory marketing?

Yes, you mean that you use the smells from the kiten? You spread it in your
restaurant?

Yes. Then here it smells coffee a bit, and alsstmwiches that we cook in the kitchen,
because of this aeration.

And you told us that the aeration goes outside too.

Yes, it's an aeration system, it takes fresh ail l@bease the inside air outside.
Ok. What do you expect from these smells?

It is good to have a good smelling, we are in demfso people like this smell.

Yes, it is for people to feel more comfortable.
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Yes, more comfortable. People remind the smellgb@mahey will buy more than a coffee, a
sandwich maybe.

And how do you think that the smells can influencéhe customers outside? Even if you
don’t put in on purpose...

I don‘t know if it influences the customers, theest behind is really small, few people pass
here, so no | don’t think so.

Now for the sight, so everything about the lightsrad the colours inside the restaurant,
how did you choose this decoration for instance?

Yes, we choose it because it's nice. We wanteate la place that likes modern, modern
decoration. We put with light colours, nice pictsiraot too many pictures, you see we have
these few pictures on the wall.

Ok. Do you think that customers like this modern sgle?

Yes, yes. You know, our customers, they are yotlrey, are people who work, they just
come, take something to drink or a sandwich. Wedl are on the main street of Halmstad, so
they are a lot of active people.

Yes, persons who work and want to take a break conteere...

Exactly. For the lunch, you know, we open at 11mf0a

Ok. How do you manage the music in your restaurant®o you pay attention to that?
Well, we put the music of the radio.

Do you think that music can have an influence on @iomers?

Yes, maybe. We put the radio to have music indddeause every coffee has to put music.
We put a famous radio, normally Rix FM, becauss topular, I think it's the kind of music
that our customers can like. But, the music isload, so it is not really determinant. Just for
people who come alone maybe. Every café has torpiesjc, to make people feel
comfortable.

You mean that people don’t come here for the music?

No, we are not a bar, people don’t care about mukiok.

Ok. Thank you very much.
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Espresso House Interview

Interviewers: Good afternoon, we are making a report which theubject of it is “how
restaurants, coffees and bakeries attract customets their point of sale?” So first, could
you introduce yourself and your restaurant? For howlong have you been working here?

Lise Nielsenl've been working here for 2 years, before | watker the Espresso House in
the center but not as a manager but as a waitrdgsHere in Eurostop, Espresso House is a
coffee place. We have over there Cdsipe shows coop Forum which is a supermarket and
restaurant in front of the Espresso Housgju know the Coop Restaurant, that's a lunch
restaurant where you can eat lunch and...yes, achtnee more food. We are more a coffee,
we have cakes, bakeries and we sell coffees, teas...

Do you sell sandwiches here as well?

Yes sandwiches but not the warm food

You do not make food in a kitchen for instance

No, no, not warm food, but just salads and morelwahes

So in order to precise a bit our thesis subject, is about “sensory marketing” exactly, |
don’t know if you know what it is?

How we...[blank]..No, not really...

It is like how you make your coffee attractive in 8mulating the five senses of the
customer. Do you use the senses of the customepnder to make it attractive?

You know in Espresso House, we have, generallgifdhe Espresso House in the whole
Sweden...they don't like a...do commercials and staffduse we want...huh...we don’t do
commercials in newspaper, advertising, not, notrang because we want to sell ourselves
just like people talk about that and people conre hed talk to there friends about us. So we
don’t have anything in the newspaper and stuff.

Ok. So for instance, to define “sensory marketing”you have the five senses: the sight is
obvious actually, it concerns pictures, wall-artsn the place, which colors are there and
soon...

Yeah, we have, we have like art style inside artdide just small signs to say that we are
here just for the people around us to see us lutathing in newspaper.

And do you know for instance if inside the restaurat, is there a kind of spirit that
Espresso House has to respect? Do you have the dedior the “visual organization”, the
colors, the pictures and the general atmosphere gbur place? Or is it up to Espresso
House?

TN

Marketing dissertation 2008 — Hogskolan i Halmstad [ 49 yﬁs
\\\\\ P // L



Yes, it's Espresso House. Yes, we have the sanmgwetvere, if you come here or if you
come in the Espresso Houses in Stockholm, you naw khat you are in Espresso House
because it's the same feelings and the same...hulorscsd you can know when you walk in.

So do you know for instance why they have chosendse colors, those pictures? When
they told you to do this way for the decoration ando on, do they tell you why?

No, no...I think it is different...each Espresso Hoissthe same for the background but some
stuff in the interior are different. But | don’t &w why they choose those colors or those
pictures. | know that they have those picturesristancgshe is showing pictures on the
wall], really original. They are from Italy so it remedoffee and stuff.

Ok. Then, the two other senses we would like to digss are the smelling: there are for
instance sometimes some restaurants that put artdial smelling system like diffusers for
the customer to be attracted from outside to insidéhe restaurants. Do you use that kind

of strategy?

No, no. We don’t do anything like that, but...huh..lagork here everyday, | do not really
feel the smell of the coffee.

Yet, do you think it is important for the customer?

Yes, that's really important. | know myself that o to a bakery or a restaurant, if I smell
the smell of a new bred or a good kitchen, | wdaeldmyself:“hmmm, | want to go there”
Yeah, that's really important. Here, the only ththgt smell is may be the sandwiches.
But you don’t do that on purpose?

No, no no.

You don’t especially try to keep this good smell iside the coffee? For instance, when
you cook the sandwiches, you do it just behind thear; you don'’t go in special places
like a little kitchen in the back of the coffee?

No, we have the grill just behind thgehie shows the badnd we cook everything there.
So when you do it everybody can smell it?

Yes, yes. But nothing is on purpose.

Then we would like to discuss the music. Do you hawspecial music you have to put? Is
it your choice?

No it's not my choice.
Have you got special CD given by Espresso House tite
Yes, we have an Ipod with many songs on it. Thosgs are the same everywhere in every

Espresso House. Most of them are like backgroumitl,aut, lounge music. And we have a
CD that we sell too. So, yes we have a special enfidank] Actually we have also special
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music in the Ipod for the morning, a morning mhe lunch music and then in the afternoon,
it is just up-tempo music.

What is it for?

It is like for the mood of the customer. In the miag, it is more cool music, relax music. In
the morning people come here, want a quiet plageewhnking there coffee, reading their
newspapers...and then in the lunch, it is gettintefaand faster.

In order to get more customers?

Yes, yes

And do you think that it can affect the time they pend here or even the number of
drinks that the customer can take? For instance, inthe morning, if you put up-tempo
music, do you think they would leave faster?

Yes, yes. | know some people when they come imibining they say:oh, what a great
music you have, really relaxed, you can sit doweh emoy yourself a coffee in the morning,
really relaxing place” But if you have an up-tempo music, they havefeatings about that.

It doesn’t fit with the morning.

And do you think that, because of the music, peopkay longer in the morning than in
the afternoon?

Yes, for sure. People in the morning take theietinead newspapers but in the afternoon,
most of them take a coffee and go. But if they g music, they can sit down longer.

Ok, thank you very much. The interview is over. Thaks for your help on our task.
Hope we didn’t disturb you too much.

No, no, thank you for coming and, yeah, good lwrkybur thesis.
Yes, thank you. Bye.

Bye

Mac Donald’s
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The interviewers: First, can you tell me who you are and describe youestaurant?

Martin Hatskjar :Ok, my name is Martin Hatskjar, I'm the generalnager of this Mac
Donald’s. There are 200 hundreds Mac Donald’s iedam, 2 in Halmstad.

How many employees do you count? How many seats?

We have more than one hundred seats, | don’'t khevexact number. We also provide food
to take away. And for the employees, it dependb@fperiod. In the winter we are around 45,
and in the summer we reach 100. So now we are drodin

For how long have you been working here? How did yoarrive here?

I've been working here for 2 years and ten montheme from Gothenburg, and | moved
here in 2004, I've been one year in a military. hstudied one year in Halmstad Hogskola,
to be a civil engineer, but | didn’t like that ose... Then | started to work here, but | was
about to start to study something else, | just addgd work for a short period. But today I'm
still here.

Ok. So now I'd like to ask you if you know about tle sensory marketing concept. Have
you already heard about it?

Sorry, about what?

Sensory marketing. It is to use the senses of thestomer, like the sight, the hearings,
etc... to influence his behaviour. Do you understand?

Yes, ok. No | didn’t know this before.

Ok. But do you think that you are using technique®f sensory marketing in your
restaurant?

| don’t know. No | don’t think so. Is it legal?

Yes of course! It is just promotional techniques,ike spreading smells outside to attract
customers, make them know that there is a Mac Dondlls somewhere, make them
hungry...

Yes, ok, no we don't do that.

Ok, can you explain me the design of your restaurd How did you choose the colours,
the layout, the lights...?

Oh, you know you don’t have the choice when younop®lac Donald’s. You have to choose
between several defined styles, | think there ailéf8rent styles.

8 different styles...

TN

4 \\ \‘u
Marketing dissertation 2008 — Hogskolan i Halmstad [ 52 y@/\
\\\\\ P // L



Yes, you have to choose between these remodeB8md.you go in all the 200 Mac Donald’s
in Sweden, you will find these 8 models.

Ok, do you know who designed these models? Do yondw what is expected from them?
Do you mean, with sensory marketing? | don’t knbthere is something expected from that,
| don’t even know who designed the models. | thiiskjust a guy who try to put everything
together, try to make it modern, fashion, a goasigieyou know to make you enjoy, | don’t
know...

Yes, you think that it is important.

Of course yes (silence). | think that customersetiie modern design, it's cool. The seats,
everything...

Great. And what about the music? Do you have soma your restaurant?

Yes of course. We have a contract with one raditast, but just for this restaurant. For
others restaurants, we have our own Mac Donald’s, ®Dt we don't use it here. But it is just
regular music, like Justin Timberlake or somethitig,nothing special.

Which radio do you have a contract with in your resaurant?

Oh, we have a contract with Rix Fm.

And why this special contract?

It's just because the owner of the restaurantgsa friend of the director of the radio in
Halmstad. So, we’re working a lot with them, we éavgood relationship.

We have commercial on their station for free, arfoofree, but for cheaper.

Don't you think that it is a problem not to use theMac Donald’s CDs?

No, no | don’t think so, you know the music are slaene, it is new songs, famous ones. The
music we have on the CD, you can hear it on theradost of them.

Ok. Finally, for the smell, how do you manage smalin your restaurant?
What do you mean?

| think you know it, but there are some special maines that can spread odours over
the air outside. Do you use one here?

No we don't. I've never heard about it (silence).
Ok, maybe you have an airing system in your kitchethat releases outside?

(Laughing) No we don't.
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Because sometimes during the day, it is smelling@at in town: it is easy to know that
there is a Mac Donald somewhere around...

(Stop laughing) Really? No, I'm not sure, we reabn’t do anything for that, but that is an
idea maybe we could make people hungry (smile).ddaomething smells but I'm quite
sure that we’re not using anything. We have toklabout it!

Maybe you know if in others Mac Donald’s restaurantthey use such techniques?

No, | don't know and | don't think so.

Ok. So | think that is over for us.
Ok, great.

Thank you very much.
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