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SUCCESSFUL BRANDS
ARE : THEY
ACTIVATE THE
FUNDAMENTAL
MOTIVES THAT HAVE
HELPED PEOPLE SURVIVE
AND THRIVE
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DISTINCT
| PLACE
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ADVANCE THE
UNIVERSAL PATHS OF
OUR BRAIN
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STRATIFIED
APPROACH




WALK THE
EARTH

Engagement

Rewards

Behavior

Biological
Need

Human
Morality

Body
Systems

Cognitive
Operations

Psychological
States
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A MULTIVARIATE MODEL

BRAND AVIATORS
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THE WHEEL OF MOTIVES™: C.
Pantidos, Living Brands:
How Biology and
Neuroscience Shape
Consumer Behaviour and
Brand Desirability, Lid
Publishing, London, 201s,
page 391

THE WHEEL OF MOTIVES™



THE WORLD’S
LEADING BRANDS
UNRESTRICTEDLY
FOLLOW THE
PATHWAYS OF

FIND
YOUR
GREATNESS.

¥

i
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> I'0 NEVER LET MY WIFE RIDE IT.
% _ AT LEAST NOT UNTIL SHE'S 18.
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 MONITORING AND ADJUSTING

f |

* Jaak Pankseep, A semi- reallshc schemahc concepl'ual descrlphon of
what a full seeking system may look: Ilke in the brain, using an
anatomical approximation of rpunr interacting factions
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NOVELTY

LOCATE
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NOVELTY
VZARIEING

CONTRAST [ISOLATION]

MOVEMENT
AutoNoMmy [|[N]TTENISIY
secANNING ROAMING
RISK 2BVENTURE

FREEDOM

INIERRRETATII©/N

SPECULATION
OPPORTUNITY...

ATTENTION

# AS OPPOSED TO:

BOREDOM
SAMENESS
IMMOBILITY
STABILITY...



ITIS NOT BY CHANCE THAT JEEP DRAWS
ADVANTAGE FROM THE MOTIVE TO SEEK AND ITS
NEUROCIRCUITS

THE UL'I'IMATE

JEEP GRAND CHEROKEE RANGE | Vist
FROM $49K DRIVE | Macarthur Jeop
ONLY AWAY-| For A Taet Drive Today
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Jeep

THERE'S ONLY ONE




. (YOU SHOULD SEE HOW WE TEST
THE 4-WHEEL DRIVE SYSTEM)

W
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Comin’ at you—the famous Jeep,  duty axles and a tight 32.9 ft. turning
CJ-5, the ultimate get-up-an’-go diameter. Roll bar, fender lip
machine. Get a hold of one of these extensions and special aluminum
babies, like this sporty Jeep Renegade wheels come with this spirited beauty.
and you're in for the ride of your life. Plus 304 V-8 engine, improved brakes
She was born to run free far and a dazzling assortment of colors
from the pavement, Built to take hard and options.

knocks in her stride, the Renegade ‘74 Jeep Renegade for a really
boasts a brawny suspension, heavy great escape.

JEEP WRANGLER RUBICON 2.8 CRD 177HP. TRUE FREEDOM OF CHOICE. Jeep - S Jeeng‘ I?J-S
mwm




g- CAN THIS APPROACH ALSO
- : TAKE BRANDS VENTURING
IN CATEGORIES
FURTHER-
-
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In the future, investors /

will need to be explorers. HSBC <» ‘ '
y -
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The more you look at the world,
the more you recognise

that what one person values
may be different to the next.

www.hsbc.com

HSBC <»

The world's local bank

The world would be a dull plac,éa;
if we all agreed on everything.

HSBC & 3




80% of life on earth
is in the ocean.

We help you see the
world’s opportunities.

HSBC <»

The world's local bank

BRAND AVIATORS

Set course for more global trade
opportunities with flexible cash flows
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HSBC had to be different.

HSBC Premier.
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Episode 7

Experiences
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: Because to'HSBC; y%r*ourney is 0
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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.
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DEVIATIONS, LEAD
BRANDS STAY AS CLOS
NEUROBIOLOGICAL

ORIGINS AS POSSIBLE.

-
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EXCITE THE
VERY SOURCES OF LIFE



A.
Rate the
neural
motives of
the

C.
Develop
brand’s
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A.
Rate the
neural
motives of
the category
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Neuroequity
algorithm

Cross category factors
and category specific factors

ALT1IAON
ALITHVA

MOTIVE TO SEEK

BRAND AVIATORS



The liberating
essence of the
cosmetic category

The essence
of the cosmetic
BRAND B

* Inventive
* Explorative Daily
* Endeavouring reinvention

* Freedom to express
inner beauty
* Self-experimentation

* Game ¢ Self-discovery

B. Rate the ST
nevural
motives of the [—

b ran d proposition

FROM FUNCTIONAL TO A HIGHER ORDER OF EMOTIONS

Herds cartography, Constant
primary research, > reinvention
homeopathy, of the self

relentless innovation

- > 9 &



consumer proposition

B. Rate the
neural
motives of the
brcmd offers

Novel experience, Inspiration,
Innovation, Novelty, Statement of
self-identity (self-identity discovery
and expression), Point of view,
Attitude, Different perspective

daily
reinvention

Inventive, Explorative, Generative,
Endeavoring, Opening Paths

BRAND B, helps you redefine and express yourself on a daily basis

brand neurosystem

substantiators

Herbs systematization, Botanicals,
Remedies, Homeopathy, Apothecary,

Global Flora, Herb Discovery Stories,
Extraction Unit, Scientific Research,
Primary Research, Constant
Innovation, Ethics, Aesthetics,
Poetry, Global Mindset

values

Honesty, Politeness, Creativity,
Continuous Quest




CORPORATE BRAND PHOTO COLOUR
BRAND | IDENTITY GUIDELINES | CODING l [PACKAG'NG]
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anguage

ACTIVATION
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EXAMPLE:
PACKAGING

GUIDELINES
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brand’s

neuro-
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spatiality

materials

letters

symbols

BRAND AVIATORS

BUILD YOUR BRAND'S NEURAL EQUITY.
OWN YOUR TERRITORY.

The language of seeking packaging

colors Blue: the color par excellence because it has no dimensions, it attract humans towards infinity, it's the
interlocking of the elsewhere in the here, an inclusion of the infinity in the finite, the color of sky, sea
and faraway mountains, distance, expanse and space, open horizons, boundless, speculative), the
sensation of flying, of elevation. Brown tans: Outdoor, rugged, woody. Green : liberty, movement,
change, variance, the color of the fortune, the luck, synonymous to freedom and expansion, fugitive
color that flies in time, all games [of chance] are played on the green. Contrasted colors: our brain loves
sensory contradictions - they bring the thrill of alternate states. The colors of rainbow: diversity,
tolerance.

shapes Straight line: potentiality of endless movement a highway. Departure points: points from which we
orient ourselves and take possession of the environment. Horizontal line: who lives horizontally is never
somewhere, but always in passage. Movement: distance, looseness, exploration, lightness,
emancipation. Spiral: chaotic, will never hold back and always have a go at new things. Triangle: it can
suggest self-discovery. Circle: free movement.

surface Highly variable, fluid, randomized

&

BRAND AVIAT®RS

BUILD YOUR BRAND'S NEURAL EQUITY,
OWN YOUR TERRITORY.

The language of seeking packaging

Out: outsider. Up: ability to soar and escape human misery seem to be associated with heights.
Centrifugal forces, lines: dispersion, exploration. Broken line: freedom. Crescendo developments.
Aluminum: very low-weight coupled with endurance make it the optimum metal for all kinds of
transportation, used in everything, versatile, soft but of excellent corrosion resistance, makes it stand
adventures well. magnesium alloys (the lightest commonly used metal, ideal fire-starter for camping and
survival kits). Mercury: cannot stand still unless contained, it calls for movement, connected to travel.
Bamboo: ambiguousness, opportunism. Plastic: provide freedom of form, fluid, thousand of variations.
Wood: a natural product itself, substitutes contact with the tree.

italics, wavy lines, they embrace change and uncertainty, randomized outlines, contrasting different typefaces
(mind adores the contrast), sharp contrasts, experimental, airily spaced, giving the sense of motion, sense of
freedom; endeavoring; high variation; variety of forms; floating; liberating; pliable; fluid; novel; forward-
looking; exciting; adventurous; never content; exotic; exploring the boundaries accidental; provisionary;
alternative; random; erratic;

Horizon: one never reaches a horizon. To move towards a horizon is simply to have a new horizon. Wheel:
ever-changing nature of fortunes. lighthouses, mermaids, anchors, sails, magnifying glass, compasses,
pathways, maps, birds, crossroads.
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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;
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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)
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ADVANCES OR JEOPARDISES
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BLEND THE IMPLICIT
AND EXPLICIT




START PURSUING
YOUR BRAND'S
NEURAL ESTATE AND
PROPEL YOUR BRAND
PREFERENCE NOW.
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HOW DO CLIENTS
EXPERIENCE THIS
APPROACH-




BRAND AVIATGORS




BRAND AVIATGORS




c.pantidos@brandaviators.com

BRAND AVIATORS

BUILD YOUR BRAND'S NEURAL EQUITY.
OWN YOUR TERRITORY.



mailto:c.pantidos@brandaviators.com

