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Full Sensory Advertising Communication Based on Multi Sensory I ntegration

MO Mei-feng, XIANG Yuan-yuan
(Hunan University, Changsha 410082, China)

ABSTRACT: It aims to construct a communication conceptual model of full sensory advertising. Firstly, it puts forward a
concept of full sensory advertising communication based on the laws about human brain integrating multi-sensory, more
sensory more effective, sensory loss may result in perception disorder or errors. Then it constructs a full sensory adver-
tising communication model including sensory design, sensory media, sensory experience, integrated sensory, and psy-
chological behavioral response; lastly, proposes a few full sensory advertising communication strategies. Full sensual ad-
vertising can promote authenticity, appeal and persuasion by planning "integrated sensory", creating "sensory imprinting",
designing "sensory contact", and delivering according to law of "sensory compensation".
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Fig.1 Full sensory advertising communication model
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Tab.1 Single, double, three sensory and consumer psy-
chology behavior
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RRk 2 ARk iz RRE iz

WA 179 0893 239 0527 320 0483
&4 170 0810 223 0735 236 0.695
HE 152 0755 209 0665 239 0.633
idfZ 155 0617 212 0451 326 0.354
18 179 0927 224 0811 255 0.655

( n=64, 0>0.847)
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Tab.2 Sensory functions of different media
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(n =64, ¢>0.902)
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Tab.3 Advertising effect of different sensory stimulation
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(n =64, ¢>0.825)
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Fig.2 Multi sensory experience in VR advertising
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