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Using  AI to  Be nchm ark 
Packag ing  Ele m e nts tha t  
Drive  Brand  Gro w th



We  have  o b se rve d  m o re  
than  1 8  m illio n  sho p p e r 
b e havio rs & d e cisio ns

Since  1 9 7 2



We  Are
Drive  Sho p p e r Gro w th






“We  had  a sp eake r last we e k who has 
b usine ss ve nture s with Elon Musk, and  
he  ke p t hamme ring  home  the  p o int…if 
yo u  d o n’t  g e t  o n  the  AI w ag o n  yo u ' re  
g o ing  to  g o  o u t o f b usine ss.” 
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EMPATHIZE LEARN IDEATE PROTOTYPE TEST IMPLEMENT

Pa ckFla sh®
Sho p p e rFla shÔ

Fla g Ship  
Sho p p e rLa b Ô

O m niPa thÔ Fla sh .AIÔ



Flash.AI se e s and  p roce sse s d e sig ns as a 

human and  le ve rag e s our b e havioral 

d atab ase  to  p re d ict succe ss.
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Flash.AI is traine d  to  no tice  p ack d e sig n 

e le me nts, includ ing  co lors, shap e s, size s, 

fonts and  g rap hics. 

Co m p ute r Visio n



Bre aking  Do w n Fla sh .AI

Ste p  O ne Ste p  Tw o Ste p  Thre e  Ste p  Fo ur

Associate s Pack 
Elements with 

Behavioral Me trics 
from Datab ase

Sees Desig ns as a 
Human Would

Pred icts 
Pe rformance  Across 

Core  KPIs

AI De tects Patte rns 
b e tween Pack 
Elements and  

Behavioral Me trics



The  late st thinking  in Be havio ra l Scie nce  te lls us 
that human choice s are  d rive n b y two thing s:

Comp e lling
b e ne fit

Low b a rrie r        
to  act



Flash .AIÔ

Top  Tie r

Bottom Tie r

Se cond  Tie r

Third  Tie r

Illu stra t ion  Pu rp ose s

Buying 2 nd

Be ne fits

Pe rsonal Re le vance To p

High Quality 2 nd

Value  Pe rce p tions 2 nd

Trust 3 rd

Be tte r than othe r 
b rand s Bo t to m

Gre at Taste To p

Barrie rs

Visib ility on She lf 2 nd

Sp e e d  of Noting 3 rd

Shop -ab ility 3 rd



B E H A V E  G U M M I E S
U N D E R S T A N D  P A C K  D E S I G N  P E R F O R M A N C E  

T H R O U G H  I M A G E  R E C O G N I T I O N

• Desig n d rive s favorab le  taste  p e rcep tions, shop -ab ility and  b uying  score s b ut 
weakness in trust, q uality, sup e rio rity, and  re levancy.

• In the  cand y categ ory, vib rant co lo rs translate  to  b o ld  flavor and  visually cues 
varie ty d iffe rences.

• The  p rominent Behave  b rand ing  is aid ing  p rod uct location.

• Prio r to  the  next d eve lop ment step , Behave  need s to  ad op t b o ld  p rod uct visuals and  
eng ag ing  cop y treatments to  b e tte r hig hlig ht the  b rand ’s uniq ue  cred entials o f low 
sug ar and  calo rie  content.

• This will e stab lish cred ib ility and  foste r consumer re levancy to  d rive  shop p e r g rowth.

LEARNINGS

RECO MMENDATIO N

Use  Case
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T H E  G U T S Y  C A P TA I N
P R E D I C T I N G  N E W  P A C K  D E S I G N  P E R F O R M A N C E  

A G A I N S T  C O M P E T I T O R S  V I A  I M A G E  R E C O G N I T I O N

LEARNINGS

RECO MMENDATIO N

Use  Case

• Enhance  the  visib ility o f the  p ack as it is like ly to  b e  fig hting  ag ainst talle r b o ttled  
comp e tito rs – g iving  the  b rand mark furthe r p re sence  may he lp . 

• Amp lify the  communication o f the  b rand ’s uniq ue  p ositioning  and  b ene fits. 

• Pack d esig n d e live rs strong  p e rcep tions in te rms o f taste  q uality and  trust. 
• The  log ical viewing  p athway and  clear co lour cod ing  facilitate s shop p ing  ease . 
• Attention at p o int o f sale  is g o ing  to  b e  a challeng e  (a common failing  o f NPD 

launches) and  more  no tab ly that the  p ack has to  b e tte r justify its unit-p rice  p remium. 



PRS USA is no w  

Be havio ra lly – d ig ital first 

and  uniq ue  b ehavioral 

framework

Desig n id e a tio n  often 

lacks the  vo ice  o f the  

co nsum e r

Fla sh .AI use s Imag e  

recog nition to  mine  our 

d atab ase  and  p red ict 

success early! 



www.b e haviorally.com
info@b e haviorally.com

Sco tt  Brill
Chie f Comme rcial O ffice r

sco tt.b rill@b ehavio rally.com



ASSESSING COMPETITIVE NEW PRODUCT 
ENTRIES; 
AN AI/ML APPROACH

Jeffrey Hunter
Jeffrey@marketframework.com
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Background/Problem Statement
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Background
Questions to 

Answer
Approach; rules-

based system
CPG Food Client

New Product Entries 
every Year; own and 

competitor

Does not typically 
research competitive 

new products

However, competitive 
new product entries 

create internal “angst” for 
client

How “new” is the new 
product?

What segment of the 
market?

Likely volume/share?

Steal?

Classify new product into 
market segment

Estimate rough 
volume/share & steal

Be easy to use; use 
readily available inputs



Phase 1
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Data Framework Data Gather

Observation & 
Semiotic 

Interpretation of 
Commercial 
Iconography

Data Screen & 
Data Format

Model



Phase 2
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Identify Relevant 
Market Segment

Input Parameters; 
Create Expected 

Value

Compare 
Expected Value to 
Actual & ADJUST

Adjusted Par Share Provides Initial Expected Value; derived from brand 
switching literature

Definition : the Share the next Brand entering the market segment will 
receive, assuming average product quality

Parameters: # of Brands in Segment & their Shares

Repeat as 
Market Evolves



Example Application 
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Child Target

Premium Price

High Sugar 
Level

Chocolate & 
Caramel 
Flavors

Non Natural 
Product Form

Taste Driven, 
Child Pleasing

0% 20% 40% 60%

Brand F

Brand E

Brand D

Brand C

Brand B

Brand A

Share



Conclusions & Comments
• Project Summary

• Classifications & Predictions Validated Well
• Upside; wide variety of diagnostic uses

• AI/ML
• I personally find current ML & AI definitions NOT clear and NOT useful. Perhaps …
• ML: rules-based system where WE create the rules
• AI: rules-based system where the machine creates the rules

• Data Science
• a much larger tent
• Encompasses much of quantitative data and quantitative analysis 
• Liberating; allows different data forms and different math
• More focus on “useful” and less on theoretic “correctness”; think George Box
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Business Critical Issues

Using AI for issues mapping 
and thought leadership

Antonio Ortolani
Brunswick Group New York

May 2021



Abu Dhabi’s 
Investment Strategy
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N = 356 articles from US and UK top-tier sources (March 2016 – February 2017)
Note: one article can mention several topics and topics gathering less than 2% of coverage 
are excluded

Jail sentences
Imprisonment of foreigners related to sex outside marriage

Geopolitics and security
• Crown prince meets Trump
• Qatar accuses Abu Dhabi of orchestrating a 

cyberattack

Etihad
CEO change and Tui/Etihad partnership to create new airline

Other topics
Mediclimic
Hyperloop fast train
Art and museum
Grand prix

1MDB probe
Negotiations between government investment funds
in Malaysia and Abu Dhabi

Fashion and clothing
Current trends and luxury products

Oil industry
• Abu Dhabi oil unit seeks IPO value of up to 

$14bn
• BP regional investments

Banking and Investment
• Softbank sales stake to ARM
• Various global and regional M&A activities

Laptop ban
Impact of ban on regional carriers

Tourism
• Louvre Museum
• Travel tips
• Shopping

MAIN TOPICS
in US/UK media

Abu Dhabi in US and UK top-tier media


Chart1

		Tourism

		Geopolitics and security

		Banking and Investment

		Oil industry

		Jail sentences of foreigners

		Etihad

		1MDB probe

		Fashion & clothing

		Laptop ban

		Mediclimic post-acquisition

		Transport - Hyperloop fast train

		Art

		Grand Prix



Percentage

57

37

33

31

29

26

21

20

20

18

15

15

14



Sheet1

		Abu Dhabi		Percentage

		Tourism		57

		Geopolitics and security		37

		Banking and Investment		33

		Oil industry		31

		Jail sentences of foreigners		29

		Etihad		26

		1MDB probe		21

		Fashion & clothing		20

		Laptop ban		20

		Mediclimic post-acquisition		18

		Transport - Hyperloop fast train		15

		Art		15

		Grand Prix		14







Country Coverage

258

226

115

92
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French and German media are most receptive to Abu Dhabi’s cultural messaging,
dominated by the LAD

Culture, Tourism & Events 

Safety and 
human rights Geopolitics

Business & Innovation

Top-tier coverage on Abu Dhabi
01 December 2016 – 30 November 2017

Interpretation
Example: 37% of 
French top-tier 
coverage focuses on 
culture, tourism and 
events

70% 60% 50% 40% 30%


Chart1

		Culture, Tourism and Events		Culture, Tourism and Events		Culture, Tourism and Events		Culture, Tourism and Events

		Security		Security		Security		Security

		Business		Business		Business		Business

		Human rights		Human rights		Human rights		Human rights



UK

Germany

France

US

0.2945736434

0.3636363636

0.374

0.0869565217

0.1240310078

0.0952380952

0.11

0.25

0.484496124

0.5194805195

0.5217391304

0.6195652174

0.0968992248

0.0216450216

0

0.0434782609



Sheet1

		Topics		UK		Germany		France		US				UK		Germany		France		US

		Culture, Tourism and Events		29%		36%		37%		9%				29%		36%		37%		9%

		Security		12%		10%		11%		25%				12%		10%		11%		25%

		Business		48%		52%		52%		62%				48%		52%		52%		62%

		Human rights		10%		2%		0%		4%				10%		2%		0%		4%







What are journalists 
thinking?



Ed Crooks, US Industry 
& Energy Editor,
Financial Times
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Summary:
Crooks approaches the O&G majors with a focus 
on the US financial impact. 

Recent coverage has focused on the impact of 
Harvey on production; coal’s future; and DuPont’s 
break-up. 

Recommendation: 
 What’s your US story? This is a heavy focus for 

Ed and connects much of his writing

 How energy companies are dealing with climate 
policy can be of interest as this is Ed’s single 
leading issue

198 unique articles; September, 2016 – September, 2017



Forging a new path
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Leading HR Media Coverage
926 Key Articles

Workforce and Diversity (24%)

Talent and Skills (27%)

Work Life Balance (15%)

AI and Automation (22%) Women and Pay (11%)
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Key HR Themes by Company


Chart1

		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation		AI and Automation

		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills		Talent and Skills

		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity		Workforce and Diversity

		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance		Work Life Balance

		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay		Women and Pay



Accenture

Deloitte

McKinsey

PwC

IBM

Microsoft

Salesforce

Omnicom

Publicis

WPP

38

37

36

48

39

44

12

1

46

29

12

25

66

105

20

2

28

48

27

44

23

74

34

5

9

14

9

35

9

35

30

37

8

16

20

36

38

4

6

2

3



Sheet1

				Accenture		Deloitte		McKinsey		PwC		IBM		Microsoft		Salesforce		Omnicom		Publicis		WPP

		AI and Automation		38		37		36		48		39		44		12						1

		Talent and Skills		46		29		12		25		66		105		20				2

		Workforce and Diversity		28		48		27		44		23		74		34		5		9		14

		Work Life Balance		9		35		9		35		30		37		8

		Women and Pay		16		20		36		38		4		6		2						3

				137		169		120		190		162		266		76







Employee 
Communications



Total Glassdoor Reviews Analyzed
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1,497

926 921
801

42%

69%
58%

31%

77%

23%

63%

37%

Company X Company Y Company Z Company XX


Chart1

		Union Pacific		Union Pacific

		Norfolk Southern		Norfolk Southern

		BNSF		BNSF

		CSX		CSX



Positive / Neutral Reviews

Negative Reviews

861

636

639

287

713

208

504

297



Sheet1

				Positive / Neutral Reviews		Negative Reviews

		Union Pacific		861		636				1497

		Norfolk Southern		639		287				926

		BNSF		713		208				921

		CSX		504		297				801







Company Y 

Work-life balance and culture are mentioned similarly regardless of review rating, suggesting these are 
key attributes to all employees. Management is mentioned proportionately more in Company Y’s 
reviews than its competitors.
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Note: All reviews, regardless of rating, could possess positive and negative mentions of any topic.

Review Rating

Positive and Neutral
Glassdoor Reviews (3-5 rating)

Negative
Glassdoor Reviews (1-2 rating)


Chart1

		Compensation

		Benefits

		Management

		Work-life Balance

		Environment and Culture

		Company and         Individual Growth

		Job Security



Series 1

0.5993740219

0.4788732394

0.420970266

0.3317683881

0.3020344288

0.2441314554

0.0985915493



Sheet1

				Series 1		Total		Series 3		Series 4

		Compensation		60%		383		2		639

		Benefits		48%		306		2

		Management		42%		269		3

		Work-life Balance		33%		212		5

		Environment and Culture		30%		193

		Company and         Individual Growth		24%		156

		Job Security		10%		63






Chart1

		Compensation

		Management

		Benefits

		Work-life Balance

		Job Security

		Environment and Culture

		Company and      Individual Growth



Series 1

0.7700348432

0.6864111498

0.5818815331

0.3797909408

0.2822299652

0.2578397213

0.1602787456



Sheet1

				Series 1		Total		Series 3		Series 4

		Compensation		77%		221		2		287

		Management		69%		197		3

		Benefits		58%		167		2

		Work-life Balance		38%		109		5

		Job Security		28%		81

		Environment and Culture		26%		74

		Company and      Individual Growth		16%		46






Chart1

		Positive / Neutral

		Negative



Sales

0.69

0.31



Sheet1

				Sales

		Positive / Neutral		69%

		Negative		31%

		3rd Qtr		1.4

		4th Qtr		1.2







COVID-19



COVID media coverage reflects national inconsistencies and confusion

Avoiding this confusion requires QSRs 
to focus on media outreach and 
engagement at the national level in 
order to share their advancements in 
technology, safety measures, and racial 
equality to a wider audience. Right now, 
trade coverage dominates mentions, 
lacking the reach and visibility of higher 
impact mainstream media.

Technology surfaced as a key 
differentiator in a post-COVID QSR 
transformation. In addition, consumers 
expect QSRs to voice public support for 
racial equality.

How is COVID-19 Impacting QSR Media Coverage? 
May 1 - July 15

Conflicting stories hinder consumers’ ability to identify 
the most essential information. 

Trending topics point to a return to normalcy for the 
average American – ‘masks,’ ‘business pivots’ in 
technology and workplaces, and ‘back-to-school.’

26% Of all US media coverage is 
COVID-19 focused.

COVID confusion spills into QSR coverage, driving a quarter of the mentions

25% Of QSR media coverage is 
COVID-19 focused 11%

Is technology-focused – a key 
differentiator often linked to 
ways QSRs are successfully 
adjusting to the new normal of 
COVID-19

Industry-Centric Stories (28%)

Coronavirus (25%)Legal & Policing (20%)

Technology (11%)

Workforce (6%)

Racial & Food Justice (5%)

Sustainability (4%)

Top brands most mentioned in QSR coverage:

2.5K
Unique 
Articles


Chart1

		Franchise New Business

		New Product & Menu Changes

		General Industry News

		Restaurant-Centric Stories

		Safety Measures

		General Coronavirus Concerns

		Business Reopenings

		Supply Chain Issues

		Rayshard Brooks Wendy's Shooting

		Misc. Crime

		Contactless Experience

		Digital Advertising

		U.s. Jobs

		Racial & Food Justice

		Plant-based Meat

		Sustainable Materials



ARTICLE COUNT

0.08

0.07

0.075

0.06

0.09

0.067

0.047

0.036

0.12

0.083

0.084

0.028

0.064

0.046

0.04

0.02



Sheet1

				ARTICLE COUNT		Column1

		Franchise New Business		8%		Industry-Focused Stories (28%)

		New Product & Menu Changes		7.00%		Industry-Focused Stories (28%)

		General Industry News		7.50%		Industry-Focused Stories (28%)

		Restaurant-Centric Stories		6.00%		Industry-Focused Stories (28%)

		Safety Measures		9.00%		COVID-19 Pandemic (25%)

		General Coronavirus Concerns		6.70%		COVID-19 Pandemic (25%)

		Business Reopenings		4.70%		COVID-19 Pandemic (25%)

		Supply Chain Issues		3.60%		COVID-19 Pandemic (25%)

		Rayshard Brooks Wendy's Shooting		12.00%		Legal Issues & Crime (20%)

		Misc. Crime		8.30%		Legal Issues & Crime (20%)

		Contactless Experience		8.40%		Technology (11%)

		Digital Advertising		2.80%		Technology (11%)

		U.s. Jobs		6.40%		Workforce (6.4%)

		Racial & Food Justice		4.60%		Racial & Food Justice (4.6%)

		Plant-based Meat		4.00%		Sustainability (4.1)

		Sustainable Materials		2.00%		Sustainability (4.1)

				101.00%







One firm.
Globally.

Abu Dhabi
Beijing
Berlin
Brussels
Chicago
Dallas
Dubai
Frankfurt
Hong Kong
Johannesburg
London
Milan
Mumbai 
Munich
New York
Paris
Rome
San Francisco
Sao Paulo
Shanghai
Singapore
Stockholm
Vienna/CEE
Washington, D.C.
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