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Situation: Sylvan Learning and Urban Air were both facing critical 
challenges and decisions were being made without consumer input

• New Brand Messaging & Positioning

• New Membership Model & New Payment Feature 

• No Timely Consumer Feedback Loop &

• Limited, Outdated Consumer Research 

• Decisions Led by Tribal Knowledge & Gut

• Must Merge Brand, Membership, and Payment

• Café Revenue Contributes Incremental Revenue 

• Limited Changes to Café Offerings 

• No Menu Design Changes

• No Café Consumer Research 

• Cafe & Menu Decisions led by Procurement & Gut

• Needed to Redesign Menu & Prioritize New Items 

SPEED ≠ AMBIGUITY
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Three foundations to EQ Personas

Build the Customer Foundation
 

Integrate the BeSci Engine

Build the Brand Foundation
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Outcome: Bevi thinks, feels, and acts  like your customer - and works 
alongside you like a team member  

1. Be my Customer: Interactive, conversational VOC 

2. Be a Researcher: Uncover psychological insights

3. Be an Ad Specialist: Review and refine advertising

4. Be an Ideation Expert: Generate unicorn ideas

5. Be a Growth Strategist: Maximize brand value

6. Be a Copywriter: Optimize your concepts + ads 

Outcome: Behavioral AI skills needed 
to build, launch, & grow brands
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Sylvan Learning: Utilizing On-Demand, Behaviorally Informed Feedback 
to Combine New Brand Positioning + Membership Model + Payment Plan

New Brand Positioning – 
Together We've Got This

New Payment Plan -
Monthly vs Prepaid

New Membership Model – 
Sylvan Pass 

Messaging Testing Objective & Methodology

• Make a functional payment feature fit with new brand positioning 

• Ran multiple iterations of Brand + Sylvan Pass through Bevi

BEFORE
No way to confirm if we were 

talking about Sylvan Pass in a way 
that matched how parents think 

and decide. 

AFTER
On-Demand, Behaviorally 

informed validation of every 
iteration of brand messaging 

based on our own consumers.

Insights Learned from Bevi
•   “Flexibility to pay as I go” → Strong Purchase Driver

•   “More ways to pay” → Increases likelihood to choose Sylvan
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Menu Update Strategies

• Make Menu More Kid-Centric
• Boneless Wings → Nuggets
• Urbie’s Adventure Meal → 

Kid’s Meal
• Added Food Imagery

• Loaded Fries 
• Nachos

• More Brand Imagery
• Frito-Lay Logos
• Pepsi Logos

• New Beverage Lineup
• Cloud Coolers
• Cold Brew Coffee
• Poppi 

• Cold Foam Optimization
• Dedicated Space + Clarity

Urban Air: Leveraged Behaviorally Informed Feedback to Determine 
Optimal Café Menu Design to Inform Menu Naming & Layout Changes  



10

Less Food Photography in Middle Panel More Food Photography in Middle Panel 

Urban Air: Marketing Team Divided About Which Menu Layout Option 
Would Drive More Sales – Turned to Bevi for Final Check 



11

MINDSTATEGROUP.COMMINDSTATEGROUP.COM

Thank you!
Learn 
more 
here
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