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How consumer 
behavior shapes 
brand desirability



“Contrary to what most of us would like to believe, 
decision-making may be a process handled to a 
large extent by unconscious mental activity”.

Max Planck Institute -Gesellschaft

“95% of Purchasing Decisions Are Subconscious”.

Gerald Zlatman, Harvard University

“Much of our mental life is unconscious”.

Eric Kandel, Columbia University
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As managers, we spend 
disproportionally high 
time rationalizing on 
USPs, product recipes, 
claims, pricing etc.

... missing the point.



Emotions are abstract 
and we do not know 
how to embed them in 
our products, messages, 
packaging etc.



Emotions are 
used by the 
brain to screen 
out noise. 



Desirability is built 
only when the brain 
recognizes its own 
patterns. 



A new 
approach

Emotions are 
not separate 
but an integral 
part of the 
ingredient, 
textures, 
flavors, 
packaging,  
messaging etc. 



The first emotion-function converter



* Proprietary tool developed by 
BRAND AVIATORS

Makes consumers 
feel the brand, 
physically, 
neurologically and 
emotionally.



We do not ask consumers — we decode their true drivers instead

Brand decoding Analyze the product Packaging etc.

Colors, lines, layouts, materials etc. 
using existing meta research and 
proprietary techniques

TVCs, promotions etc. 
using proprietary 
biosemiotics

Analyze flavor, ingredients, texture 
etc. using existing meta research 
and proprietary techniques



First neuro-
packaging 

First scientific 
mood food

The 12 
emblematic 

textures of all 
time 

A. Unlocking brand emotions

B. Bringing emotions to life

Brand campaigns Flavors Textures Packaging Innovation 

Totally new ways 
to innovate, starting 

by the emotional 
gaps in the market



First scientifically made mood food in which the concepts, flavor, 
aroma, textures, colors etc. are trigger specific systems in the brain.



Personality quiz and 
connection with the product



PARIS, SIAL 2024 CHICAGO, IFT FIRST 2024 



Applications

1. Develop emotional, mono-semantic (clear) brand strategies that 
help escape competition

2. Align product truths such as flavors, textures, visual aspects

3. Scan markets to identify new products or even entirely new 
categories invisible to others

4. Enhance existing innovation tools





c.pantidos@brandaviators.com
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