














The battle for 
attention

Packaging as a silent seller



• 3. Overload of communication

Min. 

4.000 
brand 

messages a 
day

We live in a digital world

Packaging = only physical asset
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ON 
AVERAGE 
200-300 

PRODUCTS 
IN HOME

20-30.000 SKU’s

45 minutes shopping trip



“Branding is the 
ongoing fight for 

attention, 
not for love.”

Byron Sharp

T h e  u n c o n s c i o u s  c o n s u m e r





Implement key brand assets 
for recognition & findability

T h e  u n c o n s c i o u s  c o n s u m e r



T h e  u n c o n s c i o u s  c o n s u m e r

Implement key brand assets 
for recognition & findability? Here’s how not to do it.



T h e  u n c o n s c i o u s  c o n s u m e r

Packaging design is a brand’s
only physical asset

“80% of buying decisions are 
depending on the packaging design"



Neuroscience 
is your guide

Packaging as a silent seller



Kill subjectivity & rely on neuroscience principles

Colours drive emotion and decisions 

via the brain’s limbic system.

Visuals gain meaning through 

personal and cultural experiences 

processed in the visual cortex.

Colour & visuals impact both emotion 

and logic, triggering associations with 

feelings and memories

Color and visuals shape 

perception of taste, quality, 

and price.

Typography influences ease of 

understanding through 

cognitive fluency.

Shapes tap into emotional 

response, activating the brain’s 

right hemisphere.

Contrast grabs attention by 

stimulating focus via the brain’s 

alertness system.

Touch affects quality 

perception, processed in the 

somatosensory cortex.
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SYSTEM 1

System 1 and system 2

Unconscious
Intuition
Instinct
Fast
Associative
Autopilot
Every-day decisions

SYSTEM 2

Rational
Slow

Effort
Lazy

logical
Indecisive

Complex decisions

95%95% 5%
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System 1 rules 
The power of color

60% 
of consumers accept or reject   
a product based on color

In 84,7% of all 
our buying 
decisions color 
is the dominant 
factor

62–90% 
of snap product judgments       
are based on color alone



Our eyes are immediately drawn
to  bold, contrasting pops of
colour.

1. COLOUR

2. SHAPES

3. NUMBERS

4. WORDS

1 2 3 4 5

words

COLOR IS LEADINGAbout the visual hierarchy…
“Colours and shapes are

easier for the human brain
to process and memorize

than words or numbers are”



jkfmfdklfjdfs
mfffdkfdsmf
dfdfdmfkdj

The world of colours

How do we 
‘see’ colours?



The science behind it

evoke trust 
and calmness

COOLING 
COLORS

increase
excitement & 
urgency

WARMING 
COLORS



Red and yellow activating zones
Red triggers hunger and urgency. Science 
show that red increases heart rate, while 
yellow captures attention quickly

The cooling & calming blue zone
Cool tones like blue engage the brain’s limbic 
system to evoke trust, relaxation, and stability. 
Calming effect, making consumers feel at ease.



A B

Associative impact
Which wine range is most complex in taste, aged, has the 
strongest taste?



Associative impact
How colours impact consumer perception



iVisual AI Predictive Engine
Proven successful packaging design – Based on neuroscience

Design semiotics? • Color, shades, contrast
• Brand logo, shapes
• Typography & graphics
• Hierarchy impact
• Material associations
• Texture impact….

We objectify and give 
meaning to visual executions
by a scientific and data driven 
screening based on color 
science, semiotics and 
predictive impact



ALPRO CASE
Translating the role of 
ingredients 
to pack design

Packaging as a silent seller



Turn design choices into design decisions
Communicate the role of each ingredient through the 
packaging design in the most impactful way



• Qualitative consumer research the understand the role 
of each ingredient

• iVisual analysis through AI predictive engine, 2 layers

1. Individual Alpro pack designs

2. Competitive analysis of main competitors

The Approach
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Key learning 1: Grid of pack designs lead consumers 
expectations & perception
• Graphical concept styles influence consumer perception: consistency across range in design grid sets the 

fundaments for high recognition & family feel
• Different sub graphic styles impact consumer attention & associations 

OAT OAT barista ALMON
D

SOYCOCONU
T

SOY chocolate

Graphical Concept 
Style 1

graphic design   

text - main PB category information

brand - logo

text - product sub categorisation
+ taste

image  -
product

text - icons

1 1

1 1

1

1

2

2

3
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3

2

3

2

Graphical Concept 
Style 2

Graphical Concept 
Style 3



graphic design

text - mainPBcategory
information

brand - logo

text - product sub categorisation
+taste

image - product

text - icons

Product visualisation 1 Product visualisation 2

Key learning 2: Visualization of the product image 
should support buying
•

There are different ways in which the product or ingredient can be  shown on the packaging (applied, 
abstract, ingredient, implied motion).  

• Visualization impacts consumers decoding, cognitive load needed & thus behaviour.



=
1/1 full plain freshwhite

background
presenceof ‘ingredient’

volume lower than new pack

=
½plain fresh white background

½by imagery highpresenceof ‘ingredient’
volume

ingredient’ byphotographyina bold
shape  or asfinisheddrink

white 
volume

green

volume

Key learning 3: Subconscious associations with 
colours do impact consumer behaviour & perception.
• The volume of the colours used do impact how pack designs are decoded in the brain.  Green & White 

colours and its volume used, impact fresh & natural perception. 
• Other colours can communicate the desired values, radiate tastefulness & functional benefits



How colours in the different in zones are used:
• warm activating and emotional
• warm calming
• to the more rational calming cooling zone.
• and the cooling activating zone

The warm brown, yellow, red zones are more 
associated with emotion, activation & comfort and 
more taste led

ACTIVATINGCALMING

COOLING

WARMING

The blue cooling zones are more associated 
with the rational, functional products

Key learning 4: Colour temperature drives 
associations & taste
• Increase activation by improving colour temperature.
• Improving the colour temperature by using activating colours



An evolution of the pack design with sales impact

• Improved design grid & graphical styles across range

• Consistent iconography

• Improved colour usage (colour, volume, temperature)

• Integration of activating elements

THE RESULT
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Key takeaways

Packaging as a silent seller



Key takeways
1. Kill subjectivity & rely on neuroscience principles for objective design 

2. Using the right colours nudge the unconscious consumer into desirable 
behaviour

3. In the visual hierarchy colour is leading

4. Iterate at early stage through AI & 
predictive intelligence



“Killing subjectivity, 
by grounding 
creativity in science”

Don’t leave 
color to 
chance  –
design it with 
science!



9 rules change your packaging.
One answer keeps the shelf upright.
Measure, don't debate! Let science guide you.
Comply without losing the shelf.

Color & finish

Your brand colors potentially shifts

Space on the pack

Labels & QR fight for attention

Size & shape

Risk: recognition resets to zero

Save money

Faster compliant = save earlier" 
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