
Why did I 
buy that?”

“

Andrew Watts
Founding Partner KHWS



The 
Purchase 
Journey 

begins in the 
consumer’s 

mind 

“95% 
of all decision - making 

processes are 
unconscious 

and automatic”

How Customers Think: Essential Insights 
into the Mind of the Market

Professor G Zaltman, 
Harvard University



Unlocking Buying 
Behaviour Insights 

=
Creative 

Solutions that 
deliver results





PURCHASE DECISION 
HIERARCHY TOOL

SALES TRIGGER INSIGHT

PURCHASE 
INTENT

EYE TRACKING
What influences purchase, 

what is ignored

EEG - measuring unconscious 
reactions that influence 

behaviour



Case Studies & 
Strategies





Category Leadership

Case Study



The Challenge – Category Merchandising



Insight informed retail fixture 

Conscious Cues

Brand

Spice 
Guide

Innovation

Unconscious 
Cues

Grown for Good

Regenerative Farming



Category Accessibility

Case Study



The Challenge – making complex categories more accessible



Behavioural Insight
Attracting new consumers to whiskey 
requires better category navigation

Application
A flavour taxonomy could guide and 
nudge to buy

Arranging the 
category by taste on a 
scale – Sweet, Fruity, 
Spicy & Smoky etc.

Taxonomy 
Flavour

Insight 



Insight led category navigation 



On Pack Messaging

Case Study







Understanding Ecommerce 
Purchase Behaviour

Case Study



Bacardi case history Ecommerce eye tracking
Ecommerce 
Eye Tracking 

Tool

Search bar dominates 
behaviour

Category banner ads ignored



Bacardi case history Ecommerce eye tracking
Ecommerce 
Eye Tracking 

Tool

First row of the category draws 
the most attention

Sponsored positions are 
effective



Bacardi case history Ecommerce eye tracking

Testing interventions that nudge buying behaviour

Ecommerce 
Eye Tracking 

Tool

We simulated the spirits section of Tesco.com with a range of new creative interventions

New banner ad position in the 
middle of the category

New flavour taxonomy guide & icons 
for every SKU

New serve images 
differentiated brands & 

nudged buying behaviour





New Product Launches

Case Study



Case study: Samsung – New Product Launch

A new category of TV 



Case study: Samsung – New Product Launch

Sales over  

400%
above target

Behavioural Insight
Lifestyle focused shoppers put a 
premium on technology that 

lets them express their tastes.

Application
Show how The Frame’s and Serif’s 
technology combined with their 
unique style aesthetic can enhance 
your home. Successfully created a new 
category of TV.

Design 
Taste



Duo Key Visual

The Serif Key Visual

The Frame Key Visual

The Serif Social Video The Frame Social Video

Beauty & Brains ECRM

The Frame Landing Page

Case study: Samsung The Frame TV 



Branded Bays

Testing creative Case Study



The Challenge – Optimising Retail Investment



COMPARISON OF BAY PERFORMANCE
Existing Bay Winning Bay Alternative Bay

The winning bay generated the highest 
Purchase intent:

The winning bay generates the highest 
Willingness to pay

EYE TRACKING:
what influences purchase, 

what is ignored

Despite very slight nuances between updated bays, the winning bay outperformed the other bays in every test, 
identifying the most effective retail execution prior to Twining’s investing in production.

Eye tracking showed the winning 
bay had the highest levels of 

engagement. 
PURCHASE INTENT:

likelihood of purchase & 
how much consumers are 

willing to pay



Unlocking Buying 
Behaviour Insights 

=
Creative 

Solutions that 
deliver results

Andrew Watts
Founding Partner
andreww@khws.co.uk 
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