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AIMS OF THE PROJECT

1. Define	the	sensory	elements	of	hospitality	and	
tourism	experience
• Test	the	role	of	sight,	hearing,	scents,	taste,	and	touch?

2. Enhance	the	existing	hospitality	and	tourism	
experiencespaces	with	augmented	sensory	stimuli
• Digitally	and	physically	augment	the	sensory	stimuli.

3. Develop	and	build	a	multisensory	mixed	reality	
touristic	attraction
• Combine	built	environment	and	elements,	Virtual	Reality,	
Augmented	Reality	and	digitally	enhanced	sensory	stimuli	
to	create	an	attraction.



AIMS OF THE PROJECT

1. Define	the	sensory	elements	of	hospitality	and	tourism	
experience
• Test	and	research	the	role	of	sight,	hearing,	scents,	taste,	and	
touch	using	traditional,	and	“neuroscience”	marketing	
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3. Develop	and	build	a	multisensory	mixed	reality	
touristic	attraction
• Combine	built	environment	and	elements,	Virtual	Reality,	
Augmented	Reality	and	digitally	enhanced	sensory	stimuli	
to	create	an	attraction.
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TOOLS AND TECHNIQUES
ENHANCED SENSORY STIMULI

• Visual	Stimuli
• Concept,	and	storyline	based	3D	spatialized	videos,	
images	and	graphics	in	existing	service	
environments	and	in	theBox laboratory.	

• Auditory Stimuli
• Concept,	and	storyline	based	immersive	audio	
tracks,	tailored	3D	sounds,	and	silence.	(4channel	
audio,	Dolby	Atmos™).

• Gustatory Stimuli
• Concept,	and	storyline	based	textures,	
temperatures,	and	shapes.

• Haptic	Stimuli
• Concept,	and	storyline	based	tempered	furniture,	
shapes	and	“touchable”	accessories.



TOOLS AND TECHNIQUES
MEASURING THE MARKETING &	EXPERIENCE STIMULI

• Traditional
• Video	observation
• Questionnaires
• Quick	response	surveys
• In-depth	interviews

• Heart	Rate	Variance
• Bodyguard2	(originally	developed	for	wellbeing	
monitoring)

• EEG
• Muse	(easy	access	to	EEG	data	for	neuroscience	
research)



CHALLENGES
MEASURING THE MARKETING &	EXPERIENCE
STIMULI

• Reliability
• Measurement	done	in	real-life	settings.
• Analysis	of	the	(clinical	EEG/fMRI)	data	requires	
neurology	background.

• Time
• Calibration	of	devices	is	time-consuming.
• Experience	– measurement	– insight	process	is	often	
too	long	and	manifolded.

• Inconvenience
• The	devices	are	not	comfortable	and	affect	the	
behavior.

• The	consent	form	for	testing	“real	visitors”	is	
complicated	(time	+	inconvenience).



THE BOX NEXT STEPS

Measuring	the	reactions,	and	the	psychophysiological	response	
to	multiple	sensory	stimuli	in	a	mixed	reality	environment.

• Virtual	Starbuck

• Mixed	Reality	Santa	Claus	

• Mixed	Reality	Zoo	Experience



THANK YOU !
www.thebox.fi/en

www.facebook.com/imagineeringbox/

www.instagram.com/the_box_project/

twitter.com/theboxfinland


