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Executive Summary
This document outlines how glass 

packaging has transformative power 

to enhance sales by leveraging emotional 

connections with consumers. 

By understanding the subconscious influences of  

packaging on consumer behavior and the unique 

properties of  glass, brands will e�ectively communicate 

their brand identity, establish brand loyalty, and win at 

the point of  sale.

Packaging facilitates a critical relationship between 

brands and consumers, influencing purchasing decisions 

through subconscious cues. Leveraging insights from 

neuroscience, this guide illustrates how emotions play 

a significant role in consumer behavior, with packaging 

serving as a key influencer in shaping perceptions and 

preferences.

When integrating elements that resonate with 

fundamental human motives – such as safety, creativity, 

or connection – glass packaging evokes emotional 

responses that drive consumer engagement and loyalty. 

Brands can leverage glass’s aesthetic and sensory 

properties to create memorable brand experiences that 

foster deeper connections with consumers. 
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And to sustain and benefit from the emotional 

connections that packaging creates, brands must 

develop a long-term packaging strategy. By maintaining 

a consistent and emotionally engaging packaging design, 

brands can foster deep connections with consumers 

and enhance loyalty.

Among packaging materials, glass stands out for brands 

aiming to create impactful consumer experiences. Its 

transparency, tactile qualities, and aesthetic appeal 

allow brands to authentically communicate values and 

emotions. Glass not only enhances product visibility and 

presentation, but also symbolizes quality and is the most 

sustainable packaging option, appealing to consumers 

seeking products aligned with their values.

Glass packaging represents a strategic opportunity 

for brands to di�erentiate themselves in competitive 

markets. By aligning packaging design with brand values 

and consumer preferences, brands can enhance product 

appeal, increase shelf  impact, and influence purchasing 

decisions and drive sales velocity.

This guide provides a foundational understanding and 

actionable insights to empower brands in leveraging 

glass packaging e�ectively for enhanced sales and 

consumer brand loyalty.
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Building brand loyalty has never 

been more important. Consumers 

have an increasing number of 

touchpoints, attention spans are 

shorter, and multiple o�erings are 

vying for consumer attention.
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The key to leveraging the power of  packaging lies in 

a marketer’s ability to connect a brand’s story to its 

packaging to invoke human emotion. Through its clarity, 

shape, and texture, glass is the only packaging material 

that has the ability to project a brand’s essence and 

communicate identity on a subconscious level.

There are layers of  behavioral psychology and 

neuroscience that connect packaging to core human 

needs. Packaging works mainly on the subconscious 

level of  the human mind to turn simple products into 

containers of  meaning.

For food and beverage brands aiming to disrupt or 

stand out in a crowded market, glass packaging o�ers 

a medium that can be both balanced and a disruptor. 

Glass is a uniquely potent medium that mirrors the 

multifaceted human experience, making it an excellent 

choice for brands aiming to communicate their brand 

story, stand out on the shelf, and make an emotional 

connection with consumers. 

By the end of this guide, you’ll gain 

insight into:

 Neuroscience of human emotions and how 

it drives purchase decisions

 Creating emotional connections and 

establishing brand identity through 

packaging

 12 fundamental human emotions that 

motivate subconscious consumer decisions 

 Why glass is uniquely positioned to  

connect with human emotions

Introduction
To the ordinary observer, packaging is functional: it 

protects what’s inside. But the savvy brand marketer 

knows packaging is much more than what’s around 

the product – and brands that unleash the power of  

packaging can win at the point of  sale.



4

Table of Contents

WINNING AT THE SHELF    TABLE OF CONTENTS

Subconscious Influence: 

The Silent Power of Packaging Design  .........................5

Neuroscience and Purchase Decisions.....................................5

 Packaging is the Physical Embodiment  of  the Brand ................7

 Packaging & the Brain’s Pleasure Center ..................................8

 Multisensory Experiences Drive  

Consumer Repurchase ..............................................................9

The Glass EdgeTM: Driving Brand  

ROI Through Innovative Packaging Design  ................10

 Creating Emotional Connections and Establishing  

Brand Identity Through Glass Packaging ................................10

 Stop, Hold, Close: Glass Packaging’s  

 ‘WOW Factor’ and Disrupting the Shelf  ...............................11

 Emotionally Experiencing Moments  

with Glass Packaging ................................................................12

 The Multisensory Benefits of  Glass Packaging .......................14

Implementing Creative Reality:  

Elevating Brand Design with Glass Packaging .............15

 Applying The Wheel of  Motives™ to Tap into 

Unconsciousness Human Emotions .......................................15

 The Multidimensional Nature of   Glass Packaging ..................17

 Glass Packaging: The Perfect and Ultimate  

 Material for Building Brand Value ...........................................17


