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Appeal to the

Switched-on retailers are embracing the
latest in-store digital media in a bid to
enhance the shopping experience and boost

those all-important sales.

Any savvy retailer will know that creating
a welcoming and positive in-store
environment for consumers is good for
business. A happy customer will
generally spend longer in store and
therefore (hopefully) more money. A
memorable experience — for the right
reasons — will also increase the

chances of the customer returning to
the store in future. But what can retailers
do to improve their store environment
and keep browsing shoppers in the store
for longer?

The Mood Media Group believes it’s
all about offering a multi-sensory
experience. ‘We are passionate about
creating powerful and persuasive
sensorial marketing experiences that
stimulate the senses and communicate
brand messages in a way that relates
directly to today’s consumer,’ says
Tibor Kovari, UK managing director
at Mood Media. The company claims
to be an international specialist in
creating music profiles, visual identities
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and bespoke fragrances that
‘transform perception and influence
shopping behaviour’.

‘Studies show that the correct music
played in store creates a positive
environment and consumers stay longer,’
says Kovari. ‘When consumers stay
longer, they purchase more. For some
retailers, mixing audio messaging in with
the music can give the retailer a voice to
speak directly to their customers. This
voice may be to promote or inform,
depending on the type of business and
the marketing objective.’

As well as branded music and in-store
radio, Mood Media also offers visual
solutions such as digital signage and
in-store TV networks. The company will
work with the retailer to create the right
mix of promotion, information and
entertainment for customers and staff,
using photos, videos, text, animation and
motion graphics to bring the screens
to life.

When consumers stay

longer, they purchase
more. For some retailers,
mixing audio messaging in
with the music can give the
retailer a voice to speak
directly to their
customers.
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