
1 

Charles Spence 
Crossmodal Research Lab. 

Department of Psychology  

Oxford University 

Multisensory 
Packaging 

Design 

P
a

c
k
a

g
in

g
 ï
 T

h
e

 5
th
 ó
P
ô
 

in
 t
h

e
 m

a
rk

e
ti
n

g
 m

ix 

 

 

Ben & Jerryôs Ice Cream 

99% 

pleasure. 

The rest is 

the carton! 
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As 

clear 

as 

black 

& 

white? 

ñthe most 

successful new 

products appeal on 

both rational & 

emotional levels to 

as many senses as 

possible.ò  

(Neff, 2000) 

Traditional 

Approach 
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ÅAre Pringles & Gatorade so 
successful because of their taste? 

ÅIs vision the most important sensory 
attribute of a Harley-Davidson? 

ÅHas the i-Pod been so successful 
because it sounds better than the rest? 

 

http://affiliates.bettymills.com/z/1532354/CD942/
http://images.google.co.uk/imgres?imgurl=http://images.businessweek.com/ss/06/07/top_brands/image/harleydavidson.jpg&imgrefurl=http://images.businessweek.com/ss/06/07/top_brands/source/45.htm&h=354&w=550&sz=69&hl=en&start=17&tbnid=oO6wOhhWAmUL5M:&tbnh=86&tbnw=133&prev=/images%3Fq%3Dharley-davidson%26gbv%3D2%26hl%3Den
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Multisensory Superadditivity Multisensory 

Enhancement 
Multisensory Suppression 

TaB sold in the UK in the 

1970s 

Clear Tab released by Coca-

Cola in 1993 during the ñclear 

colaò craze. It proved to be a 

flop and was pulled after less 

than a year (cf. Davis, 1987) 

Famous failuresé. 

 

Multisensory interactions between 

product & packaging 

When 15% more yellow 

added to the green on 7-Up 

cans people report the taste to 

be a lot more limey/lemony. 

People were upset: óYouôre 

changing my Seven-Up! 

Donôt do a óNew Cokeô on 

me.ô (see Hine, 1995)  

http://en.wikipedia.org/wiki/Image:Fido-dido.JPG
http://en.wikipedia.org/wiki/Image:7-Up_can.jpg
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Arla foods 

Sensory dominance of 

packaging over contents? 

(Piqueras-Fiszman & Spence, 2011) 

Is it the plate or is it the food?  
Piqueras-Fiszman, Alcaidea, Roura, & Spence (2011) 

 

Changing perception of 

touch with sound 

Dry Hydrated 

? 
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Product Affordances: Where 

would you grab the product? 

 

Does it 

sound right? 
What is the sound 

of softness? 
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Touch 
Hunger 

Our biggest sense  

(skin = 18% of body mass) 
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) Zampini, Mawhinney, & Spence (2006) 
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Texturally Congruent Packaging 

See also Solomon et al., 1999; óTouch looms 

large as a sense that drives sales, 1999) 
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White Bowl 

 

 

Piqueras-Fiszman & Spence (2011) 

Spence & Piqueras-Fiszman (2011) 

For every £1 increase in the price of a bottle of wine, 

the average weight of the bottle increases by 8 g.  
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ÅLaird (1932): housewives prefer silk 

stockings with very faint narcissus 

scent over stockings that had either a 

ónaturalô, fruity, or sachet scent, even 

though all the stockings identical  

ÅPreferences attributed not to smell 

(which only 6 noticed), but to the 

durability, sheen or weave instead 

Olfactory Contributions 

to Texture Perception 

(Dematte et al., 2006) 

Olfactory packaging design 

7 0 % 
INCREASE IN SALES OF 

GAIN LIQUID 

DETERGENT (P&G) 

SIMPLY BY ADDING  

MORE FRAGRANCE 
(NEFF, 2000) 
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