BRAND

Terri Goldstein

NEVER DECORATE
ALWAYS NAVIGATE

Terri and her design team help FMCG companies to position, identify and
develop ownable brand core identifiers for brand packaging that can

be fiercely protected. Her guiding design principle is based on a proven
scientific methodology that understands consumers’ associative and
deliberate sequence of cognition—both in-store and online.
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BRAND

ush-hour, NYC, the corner of
34th Street and 7th Avenue, where 24,000
pedestrians depend on their internal GPS to
navigate away from danger and closer to their
destination—with perhaps a quick detour to
buy a bottle of water for the train ride home.

Upon entering CVS, a person’s decision-
making switches from survival to shopping
mode, as consumers wayfind their preferred
water bottle brand via four core identifiers:
color, shapes, symbols and words. These align
themselves into two simultaneous decision-
making lanes:

Lane 1: Functional Attributes—Is the
water still or carbonated? Does it contain
electrolytes? Is it flavored? Is the packaging
glass, plastic, aluminum? Is it recyclable?

Lane 2: Emotional Associations—Do
the product’s color and symbol combinations
foster trial, prompt recognition or call to mind
previous brand experiences and trust?

‘When combined, the functional attributes
and emotional associations guide the consumer
toward brand preference and (ideally) an
ultimate purchase decision, which at retail is
often arrived at in 5 seconds or less. But how
does this decision happen so quickly?

Our mind’s eye is a powerful bio-computer.
It maintains images of familiarity, pleasure
and learned experiences—both positive and
negative. Visualization is how we think. Before
words, we communicated through images.

As we navigate the world, our mind’s eye
recognizes people, places and things through
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ON RVERAGE, A BRAND
HAS ONLY 5 SECONDOS
TO BE SEEN, FELT AND
UNDERSTOOD WHILE

a particular sequence of cognition made up
of colors, shapes, symbols and words—in that
order.

The right side of our brain is intuitive
(emotional), while the left side is more
deliberate (functional). When shopping for
brands, our right, intuitive side of the brain
interprets colors, shapes and symbols first,
creating an immediate visual imprint. Our left,
deliberate side of the brain sees and interprets
the words on the package, but only after our
intuitive right side gains full understanding
of how a brand fulfills our emotional and
intuitive needs through the package’s color,
shapes and symbols. Wayfinding your brand
so that it may be found, understood and
seen in a traffic-jam of “me-too” offerings is
the key to brand success and a consumer’s
ultimate purchase decision.

On-shelf our purchase decision is
impulsive—made in as few as five seconds.
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ONLINE, 437, OF SHOPPERS
VISITING A WEBSITE FOR THE Ei

FIRST TIME MAKE DECISIONS
ON PRODULT'S IMALE,
RATHER THAN ON PRICE.

BRANDERS MAGAZINE 2019 27



BRAND

BEFORE AND AFTER
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: together.

: Changed: To play up the brand’s

- New York City roots, TGG added the
: iconic city skxline to the front of the
: package so t

: Immediately spot an aspect of the

: “brand story” On certain SKUs in the
: line, TGG also had to utilize symbols
: to denote k-cups and roasts.

¢ Changed: To make this brand more

* contemporary, TGG gave this brand’s  :
: Swedish heritage a crisp update b¥] :
¢ evoking the Nordic country’s healthy

¢ simplicity. From the brandmark
:onward, TGG utilized fresh colors,

: symbols, shapes, and words to

How the Goldstein Group used the “Sequence Of Cognition” to help brands to be reinvented.

Kept: The jewel tone colors that
sé||?n|fy scent and differentiate the

Us in the line.
: : =
: Changed: To make the new crystal ~ : = P S~
bottle jump off the shelf, TGG : ﬂ Pl o T
reinvented the structure of the Dot = | SRS RYlL
bottle to call to mind the brand D e AT |

name and differentiating claimof @ % el
‘mineral deodorant” With the new

“crystal” ca%and structure, the brand

shape and brand name now work

.............................................................................................

. Chock Full

. Kept: The brand colors—the
: brand is iconic to NYC and

: thus we had to pay homage
: toits original packaging in an
: identifia

le way.

at the consumer could

.............................................................................................

. Naturell

: Kept: The shapes and symbols

: created on pack to differentiate

: the SKUs in the line and the brand
: equities that proved memorable to
¢ consumers in research.

embody the line’s natural wellness.

IN THE E-COMMERCE SPALE,
THE TWO SIDES OF THE MIND
INFORM ONE ANOTHER TO

CREATE A SIMULTANEDUS
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You can touch the brand
and see itin its true size and
form, which allows you to
quickly sense if it belongs
in your cart and your life,
via your intuitive/emotional
right brain. The Sequence
of Cognition denotes the
way shoppers interpret
on-shelf products quickly.
Think about it—when
sending someone to the
store, we describe brands by
colors, shapes and symbols:
“Please pick up the white
deodorant with the dove,
green cucumber slices and
the 24 hour symbol onit.” |
bet you know what product
I’'m describing, just from
the brand’s color, shapes
and symbols.

Online, you lack the
same sensory perception,

LEFT BRAIN

as you often view the
brand through a one-inch
thumbnail representation.
Here, you are drawn to
color and shape the same
as you are on-shelf, but
your qualifying purchasing
decision becomes

more deliberate as you
investigate a product
further. You search
through the brand’s star
ratings, reviews, storyline,
origin and social media—its
symbols and words—all

of which contribute to

the deliberate/functional
left brain’s final cognitive
decision. Due to this
careful deliberation, this
decision may take up to one
full minute, much longer
than the rapid five-second
decision made at shelf.

Deliberate

¢ SYMBOL
4 WORD

In both these neural-
navigations, how a product is
seen on-shelf or online can
ultimately impact a consumer’s
purchase decision. When
designing your brand’s
packaging, you must take
the sequence of cognition
(both on-shelf and online)
into account by strategically
developing a number of brand
elements:

* Develop your brand’s
storyline so that it may be
turned into an on-pack
visual vocabulary that the

RIGHT BRAIN
Intuitive

4 COLOR
€ SHAPE

WORDSOFBRANDERS

consumer’s mind can quickly
interpret.

* Assign memorable, own-
able colors, shapes, symbols
and words—in this sequence—
to bring your storyline’s key
points to your consumer’s
visual consideration.

By building both intuitive
and deliberate cognitive
connections for consumers,
brands today can encourage
a continuous consumer
purchase loop and improve
upon their traffic flow both in
store and online. Today it is
key to understand that as brand
designers we must be much
more than just decorators
hired to design an “attractive”
package. We need to be brand
navigators. We must essentially
construct a strategic map on-
pack, with components that
compel the consumer’s mind to
choose a brand and develop a
loyalty to it. [B]
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