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CONSUMER EXPERIENCES

DESIRABILITY AVAILABILITY



Cleaning

Skin

FragrancePrice

Pack

Plastic

Foam

Stain

Liquid

Creases

Fabric Care

Quick Wash







 

The Why & How

Actions

The ‘What’

Words & speech

Emotional

Rational 











https://docs.google.com/file/d/1gZAAOdrDjHneHibCPmP_M1H7SHLRXLvD/preview


https://docs.google.com/file/d/1gNxQaLqHAJal_ct36g6lCwjH-qsFJtmg/preview


https://docs.google.com/file/d/17Cv2HbhXmDlEG8ocii6ZCbRDCh0hmGwU/preview


PRICE VALUE →  SHARED VALUES

TRANSACTION →  EXPERIENCE



UNILEVER’S BRANDS WITH ‘PURPOSE’ 
GREW 50% FASTER THAN REST OF 
UNILEVER BRANDS

84% 
Consumer 
Demand

3x
Employee 
preference

6 
Trillion

Financial 
Performance

Source: Kantar





CONSUMER EXPERIENCES

DESIRABILITY AVAILABILITY



MENTAL AVAILABILITY PHYSICAL AVAILABILITY



MENTAL AVAILABILITY

Recognizes your brand

Remembers when buying 
category



Taste

Hear

Smell

Touch

Feel

See

Brand 
Associations







Does this sound familiar?

https://docs.google.com/file/d/1VUTCmgEC8KWjwntQ6jyjyHp4aRwyyQ0S/preview




https://docs.google.com/file/d/1d35N4WP7SsuASixe58DB4DQ65FrxCDLO/preview


MENTAL AVAILABILITY PHYSICAL AVAILABILITY

CREATE 
EXPECTATION

SEAMLESS 
EXPERIENCE



PHYSICAL AVAILABILITY



BENEFIT

BRAND

VARIANT

SIZE





CONSUMER EXPERIENCES

DESIRABILITY AVAILABILITY


