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Combine Al with
neurobiology to reach
unprecedented insights
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Consumers often can’t express
their true needs - especially
those driven by unconscious

emotional systems. This leads to:

* Misaligned messages, product features, or
campaigns

* Untapped market potential

 Wasted resources

* Consumers not fully satisfied

« Consumers missing out on forming deep.
meaningful relationships with brands

* Missed opportunities to differentiate




Affective neuroscience
and psychology
provide the emotionadl
systems that trigger
behavior (for example,
the seeking system) and
how they are triggered
(novelty, contrast,
exploration).




While individual emotional
responses can vary, there is
solid evidence from fields like
affective neuroscience and
psychology suggesting that
certain sensory inputs are
linked to specific emotional
reactions due to evolutionary
and biological factors.




If we take the gustatory
cortex as an example,
sweetness is associated
with comfort, bitterness
with aversion, acidity
with alertness, etc.




By understanding these
cross-sensory mechanisms,
we can design holistic,
immersive, and seamless
multisensory experiences.
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Data from 11 years of research
fused into a multidisciplinary

tool, continually updated
through Al

Helps move beyond subjective
interpretations and creates a
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captures patterns of behavior,

leading to unprecedented new
product categories and

multisensory experiences.
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Dr. C. Pantidos, Living Brands: How
Biology and Neuroscience Shape

Consumer Behaviour and Brand
THE WHEEL OF MOTIVES™

Desirability, Lid Publishing, London 201s.




By combining Al-driven data analysis
with insights from neuroscience, we
can predict emotional triggers and
consumer reactions with far greater
accuracy.

Our databases are enriched with Al-
powered algorithms that connect
neuroscientific insights to real-world
consumer behaviors.




Case 1: Uncovering Unarticulated Needs in Glass Packagin

Helped the largest glass packaging company design a completely new line of

bottles that utilize neuroscience.
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\ 100% unique and edgy - this design
defles bottle design standards of
/ perfoct symmetry,Bottles can be

facing any direction, giving a 6-pack &
notably daruptive
mismatchd look

UNIQUE LABEL
POSITIONING
Asymmetrical shouk
unique label position
and eye-catching des
options

OPPOSITE
ANGLED GROOVE

Visibly clashing against the angles
above, disrupting the clean lines and
drawing attencon

DESIGNED TO: DEFY

BOTTLE TELL?

become practical reality.

DESIGN ROOTED IN
NEUROSCIENCE

Through our partnership with Brand Aviators, we took a deep dive into
understanding the driving forces behind consumer behavior. Based on their
extensive research, they've identified that human emotions stem from |2
fundamental motives. These motives are rooted in biology and neuroscience
and shape consumer behavior, Unconsclously. Each bottle in this collection
was specifically designed with inspiration from each motive  for each
beverage category ~ to better form an emotional connection with
consumers, ultimately driving brand loyalty.

You spend years perfecting your beverage, yet you only have 3.7 seconds to
make an impression on the shelf. Packaging Is a key deciding factor for a
consumer to choose your product. Packaging is not just a component of your
brand, it is the physical representation of your brand,

Design Motives:

PLAY CARE
BALANCE CONNECT CREATE SEEK
DEFY FEEL SAFE DESIRE GROW
CONTROL TRANSFORM

WHAT STORY DOES YOUR

We leverage our global design network to partner with brands and create the
ideal bottle to represent your brand DNA & brand story.

Each bottle is infused with inspiration from around the globe, all while being
rooted in manufacturing fundamentals to ensure these unique designs



E WINNING AT THE SHELF > SUBCONSCIOUS INFLUENCE

Consumption, Multisensory
Experiences Drive Consumer

Used the same technique to Repurchase

When consumers pick up a glass bottle, multiple
- Y 4 senses are activated at once. We're at our most
c a p t u re t e c I e n t s ra n effective and receptive when operating on all five
senses (Martin Lindstrom Brand Sense, Building Powerful
Brands through Touch, Taste, Smell, Sight and Sound,

DNA in glass packaging. Fec e 2005511

The multiplying effect of integrating multiple inputs as
compared to experiences that engage fewer senses

This packaging outsells the o

=D Enhanced learning and memory: Multisensory
experiences can improve cognitive processing by
g0 4 * providing multiple pathways for information to be
co m petltl o n a s It I s learned and recalled. The brand and its message
are easier to remember and retrieve at the right
moment.

automatically authenticated b gt e

multiple senses can capture and maintain
attention more effectively at the moment of

° truth when a product is bought.
by th e b ra I n (th ro u g h =D Increased emotional impact: Experiences

that engage multiple senses are often more
emotionally engaging. This is due to the richer

i nte rsenso ry con g ruence and more immersive nature of the stimull, which

can trigger profound emotional responses.

In fact, a sensory synergy can potentially double the

an d a I i g nme n'l' Wi'llh oth er effect of brand communication (Martin Lindstrom

Brand Sense, Building Powerful Brands through Touch,
Taste, Smell, Sight and Sound, Free Press 2005,

consumer touchpoints), sl
becoming the “shorthand”

of the entire marketing g VS ey

SAY OUAT

strategy.

to customer satisfaction, brand attachment, and a strong
emotional connection with consumers (Examining the
Impact of Sensory Brand Experience on Brand Loyalty,
Dongmei Zha, Pantea Foroudi, T.C. Melewar, Zhonggi Jin,
Springer Link, 2 February 2024).

Research also shows that more than 60 percent of
consumers want multisensory packaging and are
prepared to pay for it (“The 2006 Shopper at POS,” Dr.
Stefan Miiller of the market research Institute Information
Resources, Inc.).



5 ©l glass ads « Avaldmon Goor X | | Coming | Materials Scence Tect: X | ©1

As a result of this new approach, the
company’s transformation was triggered.

QUALITY

ENGINEERING EMOTIONS




Case Study 2 - A Totally New Category of Sauces

Worked with a flavor company to create sauces based on deep-seated needs that
consumers were not consciously aware of. Recipes and concepts were neurally
aligned.




As a result of this new approach to launching products,
the company’s vision has changed.

= » Provil

FLAVOR CONCEPTS

-

Taste & Ravour - ‘




Write to me to connect or book a
free demonstration of our platforms.

c.pantidos@brandaviators.com
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