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“Perceived reality.”

Sound Appearance Aroma  Taste



The Dominant Sense

Sensory System

Ears

Total Bandwidth
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“Our senses adre
intimately entwined”
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Cueing
Efficacy
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“Opportunities
to elevate perceptions
of an experience.”
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"The new brand identity for
Sprite is sharp and clear - it
cuts through the noise and
conveys confidence as an
iconic brand.”

The Coca-Cola Company
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“An acceleration of @
T N graphical reduction to aid
an emotionally exhausted

consumer.”

‘ i E The Together Agency
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e
KRAKEN

BLACK SPICED
RUM

KILLS GERMS THAT CAUSE
BAD BREATH & PLAQUE

e LISTERINE

COOL MINT

ANTIBACTERIAL MOUTHWASH

FOR A FRESHER & = s e
CLEANER MOUTH THAN ( g Ben Geenfures
BRUSHING ALONE
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Very Useful
Properly Face Cream
Cle al‘l i Now this is how you hydrate your skin

s fuce wash is not kcidding

F&CC ! 1.7 FLOZ /50 ML
Hero

Agame-changing =
Jace and beard oil. A 7.1 150 M

LOFLOZ/30M1
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MEANT FOR 21+







this calls for

Budverse Cans - Heri.. & Last 4 7 Budverse Cans - Heri.. & Last 4 6 Budverse Cans - Heri.. & Budverse Cans - Heri.. & Best Offer Budverse Cans - Heri.. & Last 4 4 Budverse Cans - Heri.. & Price
Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can 422
#1926 #1916 #1908 #1929 #1934 #1914 Last 4 3.99

Q1 D3 QO Qs

mEms

. \ : 1™ . |Budweiser.
Budweise—s Stk B2 £x 3 LAGER BEER

Budverse Cans - Heri.. & Budverse Cans - Heri.. & Best Offer Budverse Cans - Heri.. @ Price Budverse Cans - Heri.. & Price Budverse Cans - Heri.. & Last 4 2.49 Budverse Cans - Heri.. & Best Offer
Budverse Heritage Can Budverse Heritage Can 4014 Budverse Heritage Can 418 Budverse Heritage Can 4 988 Budverse Heritage Can Budverse Heritage Can 43
#1927 #1919 Last 4 3.33 #1932 Last 4 3 #1935 Last 4 2.98 #1906 #1920 Last 4 2.2

Budverse Cans - Heri.. & Last 4 1.6 Budverse Cans - Heri.. & Last 4 1.48 Budverse Cans - Heri.. & Last 41 Budverse Cans - Heri.. & Last 41 Budverse Cans - Heri.. & Last 41 Budverse Cans - Heri.. & Price
Budverse Heritage Can Budverse Heritage Can #8 Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can Budverse Heritage Can 435
#1693 #198 #567 #596 #47 ® 2 days left




MADICA 24+
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Making Impact with Appearance

Galaxy Chocolate Walkers Max Sun-maid Molton Brown Del Sol Colour
Crunch Bites Oudh Accord Changing
& Gold Nail Polish
Smooth, curved edges Deep, thick ridges cue a Visible layers and Gold flecks shimmer on Color changes in the
cue a CREAMY texture CRUNCHIER experience ingredients cues a shelf, helping the sunshine, creating a
MULTI-SENSORY product to STAND OUT PEAK MOMENT, making it
experience and cues a LUXURIOUS MORE MEMORABLE
experience
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Cueing Nature. Implicating Taste.
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The Power of Appearance

_Impacting.. & ncreasing”
Perceived Realit Memorability
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New opportunities

Capture People’s Elevate Perceived Research full

Attention Realities experience

Break design codes Safeguard taste and Extend understanding
general appeal by of the full consumer

Bring on pack

body language exploring modifications journey

to appearance Measure and modify

every sensory moment!

Engineer visual
product theatre







Next up: Power of Aroma
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June 6t — Register now ' JuIy 11?“ - Reglster now - October 17

Register now




3 Routes into
the Product Age
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ice, and how it
ave the power

Then behold, a very distinct]
bar. Its uneven ‘crazy pavin

\ p experience. is making waves with its bold, the key brand message ab: .
3 g - stamping out incidence of distribution of wealth acros; ,ﬂ% *
. Credmyoull %) cocoa supply chain. Whilst the chain. ‘Distinctive’ product d 7 l L
Woiate as you amazing, the Tony's experience becomes meaningfully so. R Y

1S invgsted Hie much sooner.
1ke this an It all hangs together beauy]
not only and's brash color palette Brand messages are ‘felt’
® Sl you. Tony's clearly didn't read sensory journey. We are the global consumer ar}d
a peak bsign manual that requires all o sensory rese..lurch.agency.thut [
Ised it to blate packaging to carry darkened  Tony’s highlights how brang fighting ordinary innovation.

in a world that places morg
- even when the economic]

hts. bold and silver to substantiate the

Ist, Tony’s is fun, almost slapstick - We combine genuine sector expertise and

ces matter s message: buy me and help considerably higher than industry-leading consumer research solutions,
jroups of top tier, but in our considerd working with brands of all sizes to engineer

e you can experience justifies the hig sensory experiences that perfectly land a

ish past k, the heavy paper wrap evokes greater than the sum of its brand promise.

the residual glow of making
other people’s lives.

e when cost engineering was not
nd that the textured substrate
lightly brushed signals the
inner foil. It's a delightful and
~ tive moment - and it serves to
pectation of irresistible pleasure.

From branding and innovation to product
development and retail strategy, we'll do what it
takes to make sure your brand really takes off.

Making
Impac

SENSORY POWERS UNLOCK|
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MMR is where sensory science meets creative
research - to deliver real commercial impact.

avy paper wrap feels almost
brted by sight and sound.

¢

The guide to better
product experiences

Includes 22 Impact Makers for 2022!

We hope that we've inspired your next product
or packaging research brief. If you'd like us
to help you design it, then please write to

m cellence@mmr-research.com

If you'd like to explore any of the themes and
ideas in this guide, or arrange a workshop to
trigger new thinking in your innovation teams,
please write to a.wardlaw@mmr-research.com

We're here to make people sit up and take note
of your innovation! So, for more sensorial, more
memorable user experiences, make it with MMR.







