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Let’s make more
Welcome memorable,

multisensory
product experiences!
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Crown's 360 End®

The World's First Full
Aperture End
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“You get that . e
initial aromatic

hit!”

VINECAR

8reat taste...naturally”
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Natural Antibacterial Protection with Flaxseed Oil

Aroma that

bolsters P t »

perceived I'O of
value .
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Beauty Personas 2024 ' Big Ideas 2024: Beauty AL Intelligence: Future of Fine
o s by Fragrance 2025

Beauty Forecast S/S 24: ! Ones to Watch 2023: Clean
SenseScapes % h LATAM Colour Forecast S/S & Green Fragrance
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Bvigari's Allegra
Collection ,
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Bvigari's Allegra
Collection
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Echelon, by Kimberly
New York
ECHELON
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Forest Lungs,
by The Nue Co.




NextScent's Ventus Home & lon Purifier

-
) X0 ac
Sound Appearance Aroma Texture



NFC Tags inside
Phantom,
by Paco Rabanne
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EXPAND ON HEALTH-
ASSISTED AROMAS

MAKE THE SCENTED
METAVERSE
ACCESSIBLE

USE FRAGRANCE AS AN
IDENTITY MARKER

HARNESS
BIOTECHNOLOGY TO
BYPASS LAND USE
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Fermented Snail
Noodles.



Fermented Snail
Noodles.
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Fermented Snail
Noodles.
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PEOPLE PLACE MORE
VALUE ON AROMA

AROMA OFFERS FRAGRANCE WILL BE
‘COMPETITIVE MORE FUNCTIONAL;
ADVANTAGE’ MORE PERSONAL

NEW OPPORTUNITIES

AROMA SUPPORTS
MULTISENSORY
USER EXPERIENCES
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Next Up: Power of Taste
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3 Routes into
the Product Age
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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|

©0o

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.







