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SUCCESSFUL BRANDS 
ARE ALIVE: THEY 
ACTIVATE THE 
FUNDAMENTAL 
MOTIVES THAT HAVE 
HELPED PEOPLE SURVIVE 
AND THRIVE



THIS PRESENTATION 
IS UNUSUAL IN 
SEVERAL DIFFERENT 
WAYS. 



All WORDS, 
COLORS, ICONS, 
SHAPES AND 
CONCEPTS ARISE 
IN A DISTINCT 
PLACE OF THE 
BRAIN.



INTRODUCING AN 
APPROACH THAT 
ALLOWS BRANDS TO 
ADVANCE THE 
UNIVERSAL PATHS OF 
OUR BRAIN WITH 
EXTREME POIGNANCY.



MARKETING HAS 
ENDEAVORED TO SET THE 
COURSE OF BRANDS 
THROUGH PSYCHOLOGICAL 
CONSUMER RESEARCH  



THIS APPROACH 
CAN LEAD TO 
DIRECTIONS THAT 
ARE ALREADY 
EXPLORED. 



BRAND AVIATORS 
PAVES THE WAY 
TO A STRATIFIED 

APPROACH TO 
CONSUMER 
BEHAVIOR





WE CHARTED THOUSAND OF 
PIECES OF NEUROBIOLOGICAL 

AND OTHER RESEARCH AND 
CHANNELED THEM INTO 

A MULTIVARIATE MODEL OF 
CONSUMER BEHAVIOUR





THE WORLD’S 
LEADING BRANDS  
UNRESTRICTEDLY 
FOLLOW THE 
PATHWAYS OF 
ONE MAIN 
MOTIVE 



LET US 
EXPLORE 
ONE 
MOTIVE



* Jaak Pankseep, A semi-realistic schematic conceptual description of 
what a full seeking system may look like in the brain, using an 

anatomical approximation of major interacting factions

THE MOTIVE TO SEEK
PRIMARY DISCOVERY, 

MONITORING AND ADJUSTING



DIFFERENCE

ISOLATION
NEUROCIRCUITS
THAT GUIDE THE 

BRAIN TO LOCATE 
NOVEL BIOLOGICAL

STIMULI



ATTENTION

≠ AS OPPOSED TO:

BOREDOM
SAMENESS
IMMOBILITY
STABILITY…

AROUSAL

NOVELTY

CONTRAST

MOVEMENT

ROAMING
AUTONOMY

SPECULATION
OPPORTUNITY…



IT IS NOT BY CHANCE THAT JEEP DISTINCTIVELY DRAWS 
ADVANTAGE FROM THE MOTIVE TO SEEK AND ITS 
NEUROCIRCUITS











CAN THIS APPROACH ALSO 
TAKE BRANDS VENTURING 
IN SERVICE CATEGORIES 
FURTHER?



HSBC, THE FOREMOST GLOBAL BANK RUNS ON THE 
BEDROCKS OF THE MOTIVE TO SEEK













WHAT ABOUT THE 
BRANDS THAT LACK THE 
CERTAIN COMPASS OF A 
UNIVERSAL MOTIVE? 



FOR BRANDS THAT 
LACK A UNIVERSAL 
MOTIVE ANY 
OPPORTUNITY 
LOOKS APPROPRIATE, 
MISSING THE REAL 
OPPORTUNITY TO  
DISCOVER A PREMIER 
PLACE IN OUR MIND.



AS THE BRAIN HAS 
EVOLVED TO DETECT 
DEVIATIONS, LEADING  
BRANDS STAY AS CLOSE TO 
NEUROBIOLOGICAL 
ORIGINS AS POSSIBLE.



A GROUND-BREAKING TOOLKIT 
TO ORIGINATE BRAND 
STRATEGIES THAT EXCITE THE 
VERY SOURCES OF LIFE



C. 
Develop 
brand’s   
neuro-

language 

B. Rate the 
neural 

motives of 
the brand

A.
Rate the 
neural 

motives of 
the 

categoryEVOLUTIONARY 
MARKETING 
TOOLKIT™



A.
Rate the 
neural 

motives of 
the category



INSIDE THE BLACK BOX



METHODOLOGICAL STEPS

Neuroequity
algorithm

MOTIVE TO SEEK

Cross category factors 
and category specific factors
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B. Rate the 
neural 

motives of the 
brand

FUNC

FROM FUNCTIONAL TO A HIGHER ORDER OF EMOTIONS

Herds cartography, 
primary research, 
homeopathy, 
relentless innovation

Constant 
reinvention 
of the self

>



B. Rate the 
neural 

motives of the 
brand



C.
Map 

brand’s   
neuro-

language 



EXAMPLE: 
PACKAGING 
GUIDELINES

C.
Map 

brand’s   
neuro-

language 



C.
Map 

brand’s   
neuro-

language 



SEEKING COLORS: BLUE AND GREEN

BLUE: the color par excellence (it has no dimensions), the color of sky, sea 
and faraway mountains,  it attracts humans towards infinity, it’s the 
interlocking of the elsewhere in the here, an inclusion of the infinity in the 
finite, distant, it gives the sense of expanse and space, open horizons, 
infinity. Boundless, (speculative), gives the sensation of flying, of elevation, 
associated with constant (concentric) movement

GREEN: connotes nature, liberty, movement, change, variance, the color of 
destiny, fortune, luck;



COLOR UNFOLDING ACCORDING TO THE 
MOTIVE TO SEEK

IN THE CASE OF THE MOTIVE TO SEEK, BLUE IS APPLIED IN 
HORIZONTAL DEPLOYMENT, GREEN IN VERTICAL, IN LINE WITH 
THEIR OUTDORSY BIOLOGICAL IMPRESSION ON OUR BRAIN (SEA 
AND SKY ARE HORIZONTAL, TREES ARE VERTICAL)



EVERY DISTINCTIVE ASSET, WORD, 
COLOR, SHAPE, FLAVOUR ETC. 
EITHER ADVANCES OR JEOPARDISES 
THE ESSENCE OF THE BRAND.



BLEND THE IMPLICIT 
AND EXPLICIT TO 
BYPASS 
CONTRADICTING 
CONSCIOUS & 
UNCOSCIOUS.



START PURSUING 
YOUR BRAND’S 
NEURAL ESTATE AND 
PROPEL YOUR BRAND 
PREFERENCE NOW.



HOW DO CLIENTS 
EXPERIENCE THIS 
APPROACH?



“We want to licence The 
Wheel of Motives and its 
language to capture the 
essence of the brands of our 
clients and materialize in 
glass”.

Arnaud Aujouannet
Chief Sales and 
Communications Officer
Owens-Illinois Inc.



“The work has been so great 
that the process has been 
repeated already in 3 other 
brands of the Hero 
Group. Very insightful and 
fulfilling experience that I 
would recommend to 
anyone”. 

Sandra Echecopar
Director Brand Management
Hero Group Switzerland



c.pantidos@brandaviators.com

mailto:c.pantidos@brandaviators.com

