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Glenmorangie's  new video series  relies  on the phenomenon known as  ASMR. Image credit: Glenmorangie

 
By DANNY PARISI

Scottish distillery Glenmorangie is rolling out a new sensorial advertising campaign based on the phenomenon
known as Autonomous Sensory Meridian Response, or ASMR, to allow customers to "feel" the taste of three different
whiskies.

In three short videos, Glenmorangie communicates some of the sensorial effects of its  whisky through the use of
soothing audio sounds that trigger the response known as ASMR. Through this campaign, Glenmorangie is offering
customers a proverbial "taste" of the whisky without them drinking a single drop.

ASMR
In Glenmorangie's new advertising campaign, the distillery is relying on the phenomenon of ASMR, the distinct
tingling sensation that can be produced in human beings through certain auditory experiences.

ASMR is often described as a type of low-grade euphoria as well as a way to connect the auditory and tactile senses
similar to synesthesia. Some common triggers seen in ASMR videos include whispers, dripping water, scratching
surfaces and shuffling papers.
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The notice at the beginning of each video. Image credit: Glenmorangie

For Glenmorangie, the distillery is using this connection between hearing and touching to give customers the ability
to "hear" the taste of Glenmorangie whisky. As whisky is not something one can easily try before buying or get a
sense of just from doing research online, Glenmorangie's campaign is an effort to give customers a taste remotely.

The three short films are elaborate creations, using a combination of impressionistic imagery and the vivid,
immediate soundscapes that typify ASMR videos. Each video is dedicated to a specific whisky such as The Original
or The Lasanta.

Glenmorangie worked with researchers who study ASMR as well as visual artists to help create the videos.

Auditory response

This campaign serves as a way for Glenmorangie to gives customers an experience similar to what it hopes
drinking some of its whisky is like.

While the use of ASMR is new, Glenmorangie has, in the past, made its products part of a transformative new
experience.

For example, Glenmorangie is repurposing its Scotch whisky casks as a mode of transportation.

The distiller has teamed with Portland, OR's Renovo Hardwood Bicycles to upcycle its used casks to create a one-of-
a-kind bicycle. The collaboration serves to celebrate the Scotch whisky distillery's history as well as its wood
management policy to leave a smaller environmental footprint (see story).

Glenmorangie has also extended some of its recent campaigns towards more altruistic goals, such as making its
manufacturing process more sustainable.

The distiller has launched a two-fold project to clean the wastewater produced during the whisky-making process.

The Original

Glenmorangie's projects will work to purify and clean the waters near the whisky brand's distillery on the Scottish
coast by reintroducing native oysters and through the opening of an anaerobic digestion plant. Across sectors,
brands have launched corporate social responsibility efforts that work to protect the environment from
manufacturing (see story).

With its newest marketing campaign, Glenmorangie is taking the bold step of banking on ASMR, which is most well
known in the niche online communities that produce ASMR videos, in order to market expensive whisky.

But the synesthetic combination of hearing, touching and tasting may work to the distiller's benefit as it could give
customers an intriguing glimpse of what each whisky may taste like.
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