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Why Humanity Matters

The Human Brain Shops Emotionally

People buy based on:

> Feeling first

- Logic second

Emotional Design Theory —
people respond on three levels

> Visceral: How it looks and feels
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> Behavioral: How well it works

> Reflective: What it says about them
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Why Humanity Matters

Humanity Is a Strategic Advantage

When products are functionally

similar, emotional connection ——

o geo THE ORIGINAL &
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What Consumers Notice

1 Color and shape =~ N\ D e e

s

2 Brand/vibe
3 Product benefit
& Price
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Six Principles Of Human-Centered Packaging

What makes packaging feel human?

1 Honesty

2 Warmth

3 Personality
& Care

D Imperfection

6 Purpose

"
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Six Principles Of Human-Centered Packaging

Principle 1
Honest Transparency

> Uses plain language
> Avoids exaggerated claims

- Makes ingredients and benefits
easy to understand
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Six Principles Of Human-Centered Packaging

Principle 2
Visual Warmth

> Soft colors

> Natural textures

> Hand-drawn illustrations
- Rounded typography

- Real photography
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Six Principles Of Human-Centered Packaging

Principle 3
Write like a person o
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Six Principles Of Human-Centered Packaging

Principle 4

Storytelling

- Founder motivation
- Family recipes
- Farmer partnerships

> Mission and values

Enjoy with family
friends, and neighhgyg
because together is bettey

OUR STORY

The Siete story began durngte
Garza family's collective hedth |
journey, when Veronica Garzd §
made a tortilla from almond.flﬂ
Her Grandma Campos saidit 58
“even better than my homemade I
tortillas,” and it ensured the fumﬂ!
of seven (Siete!) could still F_:nJOY
heritage-inspired meals withoit
sacrificing flavor or texture:

) LOUR RoOTS |

WHILE SENIORS IN COLLEGE, WE BECAME CURIOUS ABOUT ‘
A FACT WE LEARNED IN CLASS — GOURMET MUSHROOMS
COULD GROW ON USED COFFEE GROUNDS — AND FELL IN

LOVE WITH THE ADVENTURE OF GROWING OUR OWN FOOD.

N
\
\
THIS IS OUR JOURNEY T0 \
UNDO roop =

JOIN US IN MAKING FOOD FUN AND FAMILIAR AGAIN

WITH RECIPES PASSED DOWN, NOT PATENTED. LET'S
COME TOGETHER TO SEE WHERE IT COMES FROM
OR BE WHERE IT COMES FROM.
MUCH LOVE

ALEJANDRO
& NIKHIL

|t umij\u
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Six Principles Of Human-Centered Packaging

Principle 5
Show Thoughtfulness

- Easy-open features
- Resealable closures
- Accessible typography

> Sustainable materials
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Six Principles Of Human-Centered Packaging

Principle 6
Purpose and Values

- Sustainability
- Ethical sourcing
- Community impact

> Fair labor

=
" PERFECT FOR BAKING AND BEVERAGES!
s S
NEW LOOK
SAME GREAT TASTE
ORGANIC Ll

VANILLA
COCONUT
UGAR

—_—

Unrefined & Low Glycemic
Certified Fair Trade

THE NECTAR OF THE
COCONUT BLOSSOM,
harvested by hand on the islands of

Indonesia by our collective of organic
farmers, is dried into this nourishing sugar,
ready to replace any other. Golden-sweet and rich with
vitalamino acids, it absorbs gently in the body. avoiding
crashes and making dishes and drinks delicious.

We live where we grow. We are Big Tree Farms. 17
world's most sustainable source for Nira, the fresh
coconut blossom nectar. We improve the land we fend.
and think first of the future in every choice. Wifh yo:
we choose a day whose work is worthy of fair wages and
serves the health of people & planet, The more we do. e
more we want to do. The more who join us the more we caf
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Brands That Get It Right

Momofuku

Human # Perfect

> Handwritten fonts
= lllustrations
> Slight asymmetry

- Real, unscripted imagery
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Brands That Get It Right

Alec’s | Yiayia and Friends

Packaging as a e
Conversation DAy - /A+
2> Who made this?

- Why does it exist?

= Why should | trust it?

- How will it help me?

yiayia and friends®

;( The Power of Packaging: Communicate Humanity and Cultivate Devotion SFA June 4, 2026 page 15



Brands That Get It Right

Fishwife

Why it feels human

- Conversational copy
- Unfiltered doodles
- Strong personality

- Honest tone
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Brands That Get It Right

RX Bar

Why it feels human

No B.Sal' :
Made with

> Radical simplicity 3 Egg Whites simple ingredients.
6 Almonds —
5 Cashews B s
2 Dates - 3 Egg Whites
6 Almonds

5 Cashews
2 Dates

- Ingredients front and center

Chocolate 12 G.
Sea Salt PROTEIN

NET WT1.8 0Z (52g) BAR ®)
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Brands That Get It Right

Chameleon

Before
> Cold

- Transactional

:
@omemu COFFEE

IEADY, SET, COLD-BREW)

After

> Energetic N Lt}
Ly
= Eclectic pem— couctun owcaions
BLACK COFFEE
s 37 FLOZ (1 0T) (G4 ) s
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Putting Humanity into Practice

Common Mistakes

1 Over-claiming
2 Too much information
3 Generic stock imagery

& Corporate language

"
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Putting Humanity into Practice

Questions to answer

1 Is it instantly understandable?
2 Does it feel emotionally warm?
3 Does it sound like a person?

& Does it communicate care?

D Does it reflect meaningful values?

"
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Packaging communicates humanity when
it makes consumers feel that real people
created something thoughtfully, honestly,
and with genuine care.



Thank you!

bexbrands.com



