Blink, Sniff, Taste and Marketing
Rapid recognition helps the NFL quarterback “read” a defense.  At a casino, rapid recognition helps the blackjack player “read” the deck.  In life, we “read” people by their height, dress, age, ethnicity … ever cross the street in the city when you suspected trouble by the way someone looked…I have!  In the recent book by Malcolm Gladwell called BLINK, we are shown the underpinnings of rapid recognition.  This article seeks to help us be able to use BLINK to our advantage in marketing.
What our customers see, smell, taste and hear in the marketplace will set our initial impression for our customers.  Years ago, the Dominick’s store on Broadway in Chicago smelled of rotten fish.  My wife and I would not shop any Dominick’s for 20 years.  Gladwell calls this bit of information “thin slicing” and discussed how human psychology has discovered the use of thin slices in the process of rapid recognition.  Thin slices (of knowledge) can come from our experiences, our background, our learning, or they can purposefully come from marketers providing potential customers with cues.  Visual cues (blinks) can come from the pictures and words we use in our ads, billboards, mailings, even the Yellow Page ad.  Scan the Yellow Pages for pizza sometime and see how you react to various words.  Packaging can transmit cues quickly.  Take the example of Imperial Margarine.  For years, margarine was considered the poor man’s butter.  Imperial packaged their margarine in foil giving the product a “high quality” image.  That image change (blink) made all the difference.  How about Five Guys and all those signs telling you how great their French fries are.    Blink! And you are set up …..
Branding is often used to transmit all the cues about your product, in the blink of an eye.  In our over-communicated society, we rely more and more on rapid recognition (blink).  Blink…next time you see a brand.  What was the rapid thought that came to mind?

Menards…save BIG money


FOX…cutting edge television


VISA…everywhere


Subway…Jerrod losing weight
Now, consider how you can use cues to provide thin slices of knowledge that you want your customers to use to bring up their rapid recognition for you.  The words you use….the pictures… the tastes (samples) … the packaging … the services … all lead to your rapid recognition or impression.  

Would you like to learn more about BLINK!    Watch the video 

http://www.youtube.com/watch?v=3TRioBKpUwY
A Final Thought

Watch out for the three D’s of Blink Blindness, issues that will cause blinks to go awry.  They are distractions, dullness and dissonance.  The casino does not want you at the blackjack table with rapid recognition (of the cards) so they distract you with noise and scantily clothed hostesses; they dull your senses with free alcohol, and they create dissonance by making it clear that card counters (rapid recognizers) are not welcome.  

For us marketers, don’t create distractions that take away from your communications process; don’t be dulling, be exciting but not to distraction; and keep you message consistent to avoid dissonance (having two opposing messages will cancel them both out).  
Consider the concept of how rapid recognition is affecting your business and what you can do to accomplish better brand or product recognition through BLINK!
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