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Your brain sees color
before it sees design.

How evidence can strengthen creative decisions, without

replacing creativity.
6 October 2026 - 12:00-13:00 CEST
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uv FRAMING THE CHALLENGE

O of buying decisions
8 4 7 / are decided by
® O colour first.

Colour is the biggest lever on the pack.
And the one mOSt Often settled by taste. Source: Seoul International Color Expo




SYSTEM 1

Colour is processed before
any word is read.

0.3 sec 62-90% 60%

Average time a Of snap product Of consumers accept
shopper looks at judgments are based  or reject a product
a pack on colour alone based on colour



m WHY COLOUR

. Eye-tracking shows a consistent
perceptual order. The brain ranks colour
:rhe b.raln reads a pGCK and shape above words and numbers
because they are faster to process and
In a flxed order. easier to remember.

02 03 04

Colour Shape Type Copy

95% Purchase choices made subconsciously, before reasoning (Daniel Kahneman, Thinking, Fast and Slow)



How we define
the right colour.

4 6 12 36

) ) )
quadrants segments modules families

Each shade has its own DNA, mapped by

Identity Context Associations Cultural relevance

BEYOND COLOUR, WE ALSO ANALYSE

01 02

Semiotics Eye-tracking

Colour, type, shape and Predicted gaze, trained on
texture decoded. 1.6M datapoints.

03
Consumer impact

How each design lands with
the consumer.

THE IVISUAL METHODOLOGY

04
Human expertise

Nuance and strategic
relevance on every score.
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“It's not about taste.
It’s a neurological
decision.”




TV} CASE STUDY

From theory to practice

How Alpro revamped
its pack designs.

Colour science and predictive intelligence, applied to
a live portfolio. What was measured, what changed,
and which design discussions it ended.

One Inch Whale x iVisual
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L N Wim Hamaekers
ale
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Founder, One Inch Whale
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Packaging as a silent seller

The battle for
attention




\X/e llve ina dlgltal world

| AT ¢ Y |
I\

Packagmg only phy5|cal asset




20-30.000 SKU's

s W .

45 mlnutes shopplng trlp

AVERAGE
| 200-300
. PRODUCTS
. INHOME




“Branding is the
ongoing fight for
attention,

nhot for love.”
Byron Sharp

The unconscious consumer







The unconscious consumer

O Implement key brand assets
for recognition & findability

IT HAS TO BE Tz

TOMATO
KETCHUP |




The unconscious consumer

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

squeezed from frosh oranges

Tropicana

1 I® Y
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Packaging designis a brand’s
only physical asset

C

“80% of buying decisions are
depending on the packaging design”
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Packaging as a silent seller

Neuroscience
IS your guide




Kill subjectivity & rely on neuroscience principles

Colours drive emotion and decisions Colour & visuals impact both emotion

via the brain's limbic system. and logic, triggering associations with
feelings and memories

Visuals gain meaning through

personal and cultural experiences Typography influences ease of

processed in the visual cortex. understanding through

cognitive fluency.

Color and visuals shape ’ | Shapes tap into emotional
/

perception of taste, quality, \ | response, activating the brain's

and price. right hemisphere.

Touch affects quality
Contrast grabs attention by perception, processed in the

stimulating focus via the brain's somatosensory cortex.

uvisual "y~
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alertness system.



O System1 and system 2

K\

SYSTEM 1
@

Unconscious
Intuition
Instinct

Fast
Associative
Autopilot
Every-day decisions

THINKING,

~—

SYSTEM 2

AST SLOW
L =
DANIEIL

KAHNEMAN

Rational

Slow

Hifelgs

Lazy

logical

Indecisive
Complex decisions



O System 1 rules
The power of color

\ (L om0

In 84,7% of all 62-90% |

our buying of snap product judgments
decisions color

Is the dominant

are based on color alone
factor

607%

of consumers accept or reject
a product based on color

g



About the visual hierarchy... COLORIS LEADING

‘Colours and shapes are
easier for the human brain
to process and memorize

than words or numbers are”
1. COLOUR

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

12345

words

uvisual e~
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- WARMING
O The science behindit « ' /~._COLORS

evoke trust
and calmness

COOLING

COLORS




Red and yellow activating zones The cooling & calming blue zone

Red triggers hunger and urgency. Science Cool tones like blue engage the brain’s limbic
show that red increases heart rate, while system to evoke trust, relaxation, and stability.
yellow captures attention quickly Calming effect, making consumers feel at ease.




O Associative impact

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

SHINOLA SHINOLA SHINOLA

WINERY

SHINOLA

1 |® Y
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O Associative impact
How colours impact consumer perception

SHINOLA [ STERSEA g SHINOER HIGH END MARKET

HIGH-END LOOK

HIGHER QUALITY PERCEPTION
STRONGER TASTE PERCEPTION
CONSUMER ACCEPTS HIGHER PRICE

CABERNET SAUVIGNON PINOT GRIGIO PINOT GRIGIO
L0 HORTHEDAK e TR e S T S e

SHINOLA COMMERCIAL MARKET

MORE COMMERCIAL LOOK

LOWER QUALITY EXPECTATION

LESS STRONG TASTE PERCEPTION
CONSUMER IS ATTRACTED BY LOWER PRICE

CABERNET SAUVIGNON PINOT GRIGIO PINOT GRIGIO
10 MONTH OAK AGED OAK BARREL AGED
WINOLA WINERY. CA T4 U_S A SHINOLA WINERY. CAUTFORNIA .34

uvisual "~

intelligent brand identities
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iIVisual Al Predictive Engine
Proven successful packaging design - Based on neuroscience

Design semiotics? « Color, shades, contrast

- Brand logo, shapes
We objectify and give .« Typography & graphics
meaning to visual executions - Hierarchy impact
by a scientific and data driven « Material associations
screening based on color « Texture impact...
science, semiotics and Product design Offline impact

predictive impact




Y uvisual
intelligent brand identities

Packaging as a silent seller

ALPRO CASE

Translating the role of
ingredients
to pack design




Turn design choices into design decisions

Communicate the role of each ingredient through the
packaging design in the most impactful way

T

I'H PLM" BASED IM PLANT- BASED

¥\ \“\i‘];‘

&g

alpro

SMOOOTH
CHOCOIATE!

MMMMMMMMMMMM
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The Approach

« Qualitative consumer research the understand the role
of each ingredient

« iVisual analysis through Al predictive engine, 2 layers
1. Individual Alpro pack designs

2. Competitive analysis of main competitors



O Key learning 1: Grid of pack designs lead consumers
expectatlons & 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

. . SOY chocolate COCONU OAT barista ALMON
graphic design D

text - main PB category information

brand - logo

text - product sub categorisation
+ taste

image -
product

text - icons

Graphical Concept Graphical Concept Graphical Concept

Style1 Style 2 Style 3
uvisual "~
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O 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.

Product visualisation 1 Product visualisation 2

-
A

graphicdesign —_—

text - main PBcategory TH PLANT-BASED ~

information

brand - logo

text - product sub categorisation
+taste

image - product

text-ioons

uvisual "y~
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O 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.
e Other colours can communicate the desired values, radiate tastefulness & functional benefits

green
volume

_:?J’”T:‘:: ({v‘ﬂ\‘ < ://77 s:. ®m = 2 e ‘u! E !gg::g . . : N PLANT-BASED %@:'} D 7
alpro alpro alpro alpro alpro alpro | -~ el Dyel Bl Deul
SOtA_ cocoNUT 0 CHOCOUTE  AMOND  BARISTA alpro alpro alpro alpro alpro alpro
' T B ST menmale o g N0 SUGARS
] SOYA _ }u'\n_ OND
Q. /)
Pl 550 0 i
— —_
|
. . Yaplain fresh white background
1/1 full plain fresh white 2by imagery high presence of ‘ingredient
bad(g'pund . volume
presence of ‘ingredient’ ingredient’ by photography in a bold
volume lower than new pack shape or asfinished drink

uvisual
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O Key learning 4: Colour temperature drives
associations & taste warG

* Increase activation by improving colour temperature.
« Improving the colour temperature by using activating colours

ACTIVATING

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

more taste led

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

How colours in the different in zones are used:

* warm activating and emotional ST
« warm calming

* tothe more rational calming cooling zone.

+ and the cooling activating zone

COOLING

uvisual "y~

intelligent brand identities
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THE RESULT

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
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Packaging as a silent seller

Key takeaways



g one
Key takeways

whale
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. lterate at early stage through Al &
predictive intelligence



Don’t leave
color to \,

h -~
s “Klling subjectivity,

science! by grounding
creativity in science”

one
inch

whale



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 Space on the pack
Q Your brand colors potentially shifts @ Labels & QR fight for attention
Size & shape Save money
e Risk: recognition resets to zero @ Faster compliant = save earlier”

1 |® Y
intelligent brand identities




TV} AGENCY

Stop defending
your creative work.
Start provingit.

A common design language between agencies and
brand owners. iVisual gives you a validated
methodology clients pay for, and ends the revision
spiral that eats your margin.




THE INTELLIGENCE LAYER

[TYAl Compare your product

Nine modules.

Danone fruit Milsani Everyday

One workflow FaA
@ e[y B ]
. . . ¢ =25
One Design Intelligence Session runs the G £ G
full sequence, from strategic input to a
scored report. ,,
[[mentc | Vatoming  vasracae | [[immntc ) wconeg | o | CSOCEOcED
ml 02 ®3 ) Brand Values and Beleif: ; ;
Brand DNA Product DNA iVisual ID e e
04 05 06 — N — )
GenAl Scan Compare — —
Inspiration
07 08 09

Reporting Eye tracking Shelf tracking




THE SOLUTION

Data doesn't make
the creative decision.
It gives creativity evidence.

CREATIVE JUDGEMENT

Strategy

Idea

Story
Distinctiveness

The agency still decides.

DESIGN EVIDENCE

Colour

Visual hierarchy
Attention

Shelf impact

RESULT

Stronger creative
recommendation

Evidence explains why a direction works.

I



WHY IVISUAL % Crcat e et
Purple hue corrected, shade still open.

iViSUCIl pI‘OVides a Colour strength to target up 23 pts.
scientifically validated
intelligence layer. " Y

+23 pts

Strength vs target Strength vs target
3T SN 60%’”‘_""__. be

WHAT MOVED, AGAINST TARGET #BA1A9S

AE to target

Chroma - target 73

Lightness - target 35

01 Evidence for every route.

Colour, hierarchy and attention scored before client review.

White contrast - target 7.9

Colour strength vs target

02  Built on patented science.

DECISION CORRECTION 1 CORRECTION 2
A - Keep the purple, Hue sils at 330° The shade is too light and too soft The red band does not match the
20 yeG rs Of COlOU r resedrc h, ]6 M eye—trCIC k| ng d th p0| ntS inside the colour group of red and chroma 44 against 73, white contrast purple: #A22625 sits outside the

yellow: 2 of 5 colour targets met or 5.7:1 against 7.9. Move to #8A1A95 McCain set and covers about 25% of
close. the colour area. Cut it to an accent

03 Aservice clients pay for.

White-label reports make validation a billable agency service.

ed. Scan - Compare « Eye-tracking AJB Test - Colour Optimisation

iVisual




EPDA OFFER

Put your next design
to the test.

FREE TEST CASE EXCLUSIVE EPDA OFFER

One design. One 15% off your iVisual

complimentary analysis. subscription.

EPDA agencies submit one packaging EPDA members. Mention EPDA when

design or project. you get in touch. Valid until 30
November 2026.

Bring us a real design. We'll show you what the data sees.

Book a meeting




Q&A

Your questions. Our evidence.

Gianni isella Wim Hamaekers Christian Prill
CEO & Co-Founder, iVisual Founder, OnelnchWhale Host - Founder, Stratfwd




EPDA PRICING

One subscription.
Paid back by 2 to 3 clients.

4 N

WHAT YOU PAY
€2,508 [ year

WHAT YOU SELL

€8 50_1,250 | analysis

SKU analyses included 10 New services 3, zero headcount

Contract Stop anytime Break-even 2-3 clients [ year

Extra sessions from €195 10 included analyses sold €8,500-12,500
hy J

xcl. VAT. One-time onboarding €1,550 incl. team workshop. EPDA offer valid until 30 November 2026.




uwv EPDA x IVISUAL

Thank you.

Design shouldn't be a deBate.
It should be a decision.

wwWw.i-visual.com

European

Brand & Packaging gianni@ivisual.com

Design Association
[iVisual LinkedIn URL]

- ®
v Ivisual ep
brand & packaging intelligence
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