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Private
Label is
Pumped



IRI, May 11th

“Private labels are 
hiding in plain sight.”



Salami
Sliced
Brands



Product 
Expectations 
Higher



DOWNLOAD
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“The company’s 
emphasis on product 
superiority… has 
enabled it to pass on 
price increases without 
– so far – any reaction 
from consumers.”

- Procter & Gamble



Attention
Spans
Lower



“Working parents have 
experienced some of the 
worst effects of Covid-19. 
Women seem to be more 
likely to experience 
burnout, with 80% of 
women reporting burnout 
vs. 72% of male workers.”
- Forbes. July 2021



“Many companies sell 
essentially the same 
mass produced and 
mediocre product but 
register a premium due 
to multigenerational 
investment in brand 
building.”



Experience
Matters
More



A trend we’re seeing with 
Gen Z is that they’re all 
about texture, so we’re 
really leaning into that.

- PepsiCo



Consumer palates are 
evolving, with tastes 
diversifying from sweeter 
and less bitter to richer and 
more complex, providing 
experiences for which they 
are willing to pay a 
premium.

- Heineken



Greek Yogurt was losing 
household penetration, 
especially with Millennials.  We 
learned that although many 
choose yogurt for functional 
benefits, we were not delivering 
on an exciting food experience.

- Danone North America



Expanding experience economy…

“Be product age 
ready.”



Heightened Product Theatre



WATCH THE VIDEO

https://vimeo.com/710703066/6d13708736


Like, what?



Three new product strategies

Heighten what people 
love about your 
product and make it 
harder to give up and 
switch to a competitor.

SUPERCHARGED 
SENSORY 
SIGNATURE

Make the sensory 
experience of you pack 
and product a more 
forceful and distinctive 
representation of your 
brand promise.

ALIGNED 
SENSORY 
BRANDING

Locate opportunity for 
peak product moment, 
and improved ending 
to support mental 
availability during 
active buying 
situations.

PEAK
END 
RULE



Welcome



Sensory
Seekers are
Coming!







Themed Editions



Extraordinary 
Elevations

Stable 
Lollipop

Activated
Lollipop



Fun and 
Functional



Unashamedly 
Experimental





Supercharged Sol



More 
Intentional 
Moments



Welcome
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Heightened
Texture



Heightened
Appearance



POWER OF 
SOUND

Coming up right 
after this show.

POWER OF 
APPEARANCE

POWER OF 
AROMA

POWER OF
TASTE

POWER OF 
TEXTURE

MAKING SENSE:
UNLOCKING SENSORY POWER

June 6th – Register now July 11th – Register now September 12th

Register now
October 17th

Register now



Welcome



Setting 
Expectations



Improving 
Perceived 
Reality



Building Mental Availability 
via Product Experience





https://hubs.la/Q01brMDh0


Making
Impact
WRAP UP



POST-PANDEMIC, 
PRODUCT EXPERIENCE 

MATTER MORE

THREE NEW PRODUCT 
STRATEGIES CAN BUILD 
MENTAL AVAILABILITY

OPPORTUNITY FOR  
MORE SENSORIAL 

PRODUCTS

SENSORY QUAL 
ACTIVATES SENSORY 

BRANDING 

SENSORY MAGIC CAN 
IMPROVE ‘PERCEIVED 

REALITY’



“Small & apparently 
insignificant details can 
have a major impact on 
people’s behaviour.
A good rule of thumb 
is to assume that 
everything  matters.”



WHAT UNDERPINS 
EXISTING PURCHASE 

REPERTOIRE?

HOW CAN YOU 
ENGINEER HIGHER 

LEVELS OF REWARD?

CONCEPTUAL 
PROFILING IS BEST 

PLACED TO ACHIEVE



DOWNLOAD
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