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UNUSUAL




All WORDS.
COLORS, PICS,
SHAPES AND
CONCEPTS ARISE
IN A

OF THE
BRAIN
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* EXTREME CLARITY

* AN ELEVATED SPACE OF
EMOTIONAL
CONNECTION
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BRAND AVIATORS

MULTI-VARIATE MODEL




SURVIVE
AND THRIVE

BRAND AVIATOR!




BRAND AVIATGORS

12 NEURO
MOTIVES

SELF
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YOUR
BALANCE
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* Jaak Pankseep A semi- reallstlc schemahc conceptual descrlptlcn of what a
full seeking system may look like in the brclm usmg an anatomical
apprommahon df ma|or ml'erachng factions

HYPOTHALAMU
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NOVELTY

LOCATE
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NOVELTY
VZARIEING

CONTRAST [SCOLATION]

MOVEMENT
AUTONOMY

SIGANINIING ROAM' N G
RISK ADVENTURE

FREEDOM

INTUENISIINY
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 ULTIMATE

De Jeep Wrangler Moab is leverbaar vanaf € 57.6
U al een Jeep Wrangler vanaf € 49.890,-.

JEEP GRAND CHEROKEE RA 5 e
FROM DRIVE | Maca P
ONLY $49K AWAY-| For A Taet Drive Today
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Jeep .ieep ENJOY THE ;D ’

THERE'S ONLY ONE



' . (YOU SHOULD SEE HOW WE TEST
* THE 4-WHEEL DRIVE SYSTEM)
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THIS BREATHTAKING PICTURE OF

16 ACTUALLY. THE SaHARA DESERT AN EOVRY)
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CAN THIS APPROACH ALSO
TAKE BRANDS VENTURING
IN CATEGORIES

FURTHER>




BRAND AVIATGORS

k ;
differe
makeﬁ

round

In the future, investors

will need to be explorers. ASbL 1ab ‘ '
Yy B *
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The more you look tth e world,
the more you recognise
that what o perso alues

may be dff nt to the

adventure;

N
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www.hsbc.com

HSBC > |

The world’s local bank

i

The world would be a dull place
if we all agreed on everything.

HSBC x> ¢



80% of life on earth
is in the ocean.

We help you see the
world’s opportunities.

HSBC <»

The world's local bank

BRAND AVIATGORS

Set course for more global trade
opportunities with flexible cash flows
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7%~ i 1:01] HSBC Advance | Pink Ladies TV Ad
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EXCITED BY THE NEW
AND THE DIFFERENT
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UNIVERSAL
MOTIVE



ANY OPPORTUNITY
LOOKS APPROPRIATE,
NEVER DISCOVERING
A PREMIER PLACE IN
OUR MIND.,
ENGAGINGIN A
SERIES OF ONE-OFF
INITIATIVES
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RAISE THE
VERY SOURCES OF LIFE
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Measure
the neural
motives of

the
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B.
Measure
the neural
motives of

C.
Develop
brand’s

neuro-
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A.
Measure the
neural
motives of
the category
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Neuroequity
algorithm

Cross category factors & category
specific factors through which
the category impacts our brain

AL13AON
ALIIHVA

MOTIVE TO SEEK

BRAND AVIATGORS



B. Measure BRAND
the neural
motives of the
brand

FUNCTION
Herbs cartography,
primary research,
homeopathy,

relentless innovation




THE NEURO LANGUAGE OF C .'
SOUNDS & SHAPES, SYMBOLS ;'
IN AN UNBIASED SYMPHONY:
c INSTRUMENTS CONTRIBUTE v"

Map
brand’s
neuro-

language CORPORATE ' BRAND PHOTO COLOUR
BRAND IDENTITY GUIDELINES CODING
BRANDS TO
WATCH )7 e

NEUROLANGUAGE | ------=~~""" 77777
| SYNERGIES ] """""""""""" | OFTHEBRAND |-

lENDORSEMENTl
' INTERNAL l l
MARKETING J EMPLOYEES PRODUCTS | VEHICLES

(" AUDIENCE
- |_PARTICIPATION
ACTIVATION

[ PACKAGING
BRAND
HUMANIZATION
[ CAMPAIGNS ]
[ THEMES ]
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LINGUISTICS,

COFFEE’S BRAIN IMPACT BRAND STRATEGY
NEUROPHYSIOLOGY PATHWAYS BIOSEMIOTICS
Caffeine displaces * Improves speed  Empowerment, CONTENT: active verbs ...
adenosine a calming and accuracy on resilience, COLORS: red (slowest
neurotransmitter cognitive tasks, endurance, vibratory rate and longest
improves alertness performance, wavelength) ... SHAPES,
focus, attention MATERIALS, SOUNDS,
SYMBOLS ..
Caffeine is best enjoyed at * Release of oxytocin * Connection CONTENT: connective
300 mg * Opening up certain * Attachmentwith  words (and, both etc.)
Coffee is warm brain systems environment and COLORS that moderate the
Long hanging time odorants people, brain, familiar, impersonal.
* Rush towards
others

pharmacogenetics ViiND

uuuuuuuuuuuuuuuu

How the Color Red Influences Our
Behavior

The facts and fictions of crimson perception
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SEEKING COLORS: BLUE AND GREEN

BLUE: 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, distant, it gives the sense of expanse and space, open horizons. Boundless,
(speculative), gives the sensation of flying, of elevation and constant movement

GREEN connotes nature and the jungle, liberty, movement, variance, luck
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IN THE CASE OF THE MOTIVE TO SEEK

BLUE EXPANDS HORIZONTALLY AND GREEN VERTICALLY

(PACKAGING., ADVERTISING, RETAIL STORES ETC).
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Why us->



* Original, ground breaking approach:
« grounded on human biology
 scientific research

* and an algorithm

that result in concepts able to cut through
the fog of over-communication and

commoditization through unprecedented
clarity and deeper emotional connection.



S ad

c.pantidos@brandaviators.com

BRAND AVIATORS

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



mailto:c.pantidos@brandaviators.com
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