YOUR MEDIA

SEE YOUR MEDIA FROM
THEIR POINT OF VIEW

. X See your brand, ad, Website, corporate ID
through the eyes of the audience

WHAT'S MEDIA INTELLIGENCE l

Get Into how consumersinderstand, use,

and respond to traditional media and new

emerging technologies.

Our \isualizationis driven by emotionad Y LJdzf & S J@ribcipaline@is of2 dzNJ

observingandevaluatingeverythingt N2 dzy' R  dziveffiltet iffdndatiok 2 &
inflow and our reactions to it.



Emotionto faultsis always blindunconfined, and breaks all chains
verbal seduction

Evaluate human perception of magazines, print ads, TV

Commercialsdirectmailings, outdoor ads, web pages, and shopping shelves.
Measure impact of different media forats and messages and identify potential benefits
andproblems.

Find out how visual elements gain and retain the highest attention (or no attention).
Determine the effect of placement and ability to cut through cluttered sceamesvisual
pollution.

Evaliate design of physical products, packaging and labeling.



IS YOUR MEDIA EVOLVING?

Market is evolving, consumer is evolviDUR COMPAIYevolvingrhe medidandscape is evolving
more rapidly than everthe world appearing tshrink as news movdseyond borders andegulation
while at thesame timeexpandinghrough the proliferationof niche communicationshannels.

These changes affect all media communications in all shapes and forms, and bring more urgency to

the need to and influence the position and value of yauarketing and
advertising means.

HEDGE AGAINT UNFORSEEN RISKS

There is a shift from broadcast ta , and from traditional media to £
where consumers now taking charge of your media and decide how to use it.

Ultimately dfective communications still boils down to the samessentials; knowing your
audience and how to best engage with them.

As the borders between communications channels, emasumersare more and more
blurred, MEDIANTELLIGENGadbe® YS { padspért@aiaudienceptimum engagement

Emotional responses to commercial messages [below the level of conscaawarenessjcan be
successfullynonitored in real time and analyzed with sufficietgpth and accuracy to provide an
invaluableg A Y R2 ¢ 2y , h! w deoisionBnbkihdpprogedss Ay y S NJ

1- Understanding of how to measure, analyze and report on your media design producticiearly
witness its performance and impact prior to publication througduro-scientificanalysis of the
revolutionary MEDIANTELLIGENCE

2- EVALUATING YOUR MED8Aabout providing you with audience insights It offers a
comprehensive understanding of the consumer level of engagemwieydur media design
and production.



3- By understanding your customershmvioral /cognitive targetingyou leverage,mprove
your advertising and media production for optiimm results prior to publicatioof your ad
broadcastingf your radio and TV ad and Website

4 TAPPING INTO THE EMOTIONAL GOLD MINE

take aFREMnedia intelligencetest

See whataptures their attention

See wha® relevant to them

See youwisualdesign weakness

See their eydixationon yourprint / Web media
See their degree of engagement

see theieMotionalieveion any given area of your print/interactive/broadcast media

FREE D&NIY COST YOU ANYTHING

J eend us your print mediar Websitewelcomepagedesign inand well provide

youwith a completefree mediaintelligenceanalysisbecause w&now one you see the result, you
will believe

FOLLOWHBE-OOTSTEPS OF

If Nike,[ Qh NZimler Chrysler, Nestl€ocaCola, Nielsen,and GoogleX BELIEVE
in MEDIA INTELLIGEN&# NEUROMARKETIN®/e cantrust i K S &ldn&tBeir
home work before believing



SO HOW ARE WE AS SHOPPERS?

SEE YOURRANITHROUGHHEEYES OF YOUR AUDIENCE

@ttention simulationtest

SLEEPLESSTHE SUPER MARKET

Most of us are 'sleep shoppers', wandering the store, missing all the advertising. Only 7 words are
read during our shopping trip and believe 80% of our shopping is completed subconsciously.
Imagine your brand in perfectly placed the supermarket shelf competing for attention with

other brands

Take your brain to the gym, take this attention and experience the amazing accuracy
consumers simulated attention through the powerful artificial intelligence:
[ SGQ¥e aNRBRyR Aa (GKS YARRES LIO1F3S (2L) aKStF FyR &

Objectively, observe all the brands on the shelf for 5 seconds and memorize your

1- The trajectory of your eye fixations
2- Your attention span
3- Your emotional engagement

Then lok theM| generated results just below it ( )

_ CHaTAKA
4 PATAKA S8




Can you tell from tls packaging design line up which will pass the performance metric test?

HERE IS THE RESULYQBR ATTENTION SIMULATION:

If you wish to verify your attention simulatiand degree of engagememngo back and do the test
once more.You will ind that thatisan almost accurate simulation of your attentiam the
brands éove.

COGMNITIVE RESPONSE MEASUREMENT CALIBRATES AND MEASURES THE LEVEL OF EMOTION IN THE HUMAN BRAIN
2 OF THESE BRANDS PASSED THE C.R M. TEST 3 FAILED MJD1 FAILED MESIREABLY




Sohowisi KS O2y adzyYSNRa o0SKI @A2N YSI ;
in the newadvertisingparadigm?

When a person is exposed to a visual communication he/she is also faced with the decision bhgarep
rejecting the persuasion, he/she may be expected to relate this information to his

existing attitudes, knowledge, feelings, etc. In the course of doing so, he/she is likely to rehearse substi
cognitive processing beyond that of the persuasivessage itself.

Media Intelligenceprovides you ganoramicsaliency] neuro-scientific term for relevancyimap view
of your mediadesign effectiveness:

Consumer isual attentionscanof your visuablesign:
Customer/user media interaction analysis: How do they intewdtit your media, what they skip,
what catches their attention, what do they skip

e Analysis of emotional level of engagement
e Trajectory of eye movement gyourvisual design
Tracking the movement of a research subject's eyes over advertising copy, or other images, to
measure the level of attention and the sequence in which attention is paid to various componen
e Optimum placenentandrelevancyanalysis
e \Website user behavior analysi€onvert web page visitors into sigips and buying customers

Experiencing a website through the eyes of your users helps
youto understand their motives and behavior in a revolutionary new way. Get new valuable

knowledge and:

- Create design that works towards business goals.

- Improve your interface design

- Accurate interpretation of implicit feedback

- measure low much timespent on your home page

- Assuring thaspecificdesign elements are seday users

-LRSYGATeéAy3a RSIRg22R StSYSyda GKIG RAGDSNI
attention in buying processes.

- Test of radical design changes: Creating a basis for redegggisians. Ensuring that the design
elements and layout i®ptimized



FOR THEIR EYES ONLY:

See your ad througltheir eyes

The average time spent gaziaga print ad idess than two secondsThe decision to engage or turn the pag
is made within this short time. The reasons for this become eléwnyou see what respondents see.

MEDIAINTELLIGENCE creative brillianceor brand strateg, but measureghe engagement.
It can show why the perfect image might just be too perfect.

Example:
Thisad israndomlyselectedfrom the Weh Although the creatoof thisad may or may not know that there is

an audiencebut one thing for certairthis ad appears$o havefailed the performance and the engagement
metrics.

CONTRARIANS REJCNCE




Can you tell from this analysis if this ad passed the performance metric test or failed?

Most common mistakes of a failed print ad

e Playing "Follow the Leader" with your competitor . Your competitor's  marketing agenda may
not resemble yours, so copying his/her advertising strategy isn't the best way to be
effective.

Assuming that bigger and louder is always better
¢22 YdzOK SYLKIaira 2y GKS ONBFGAGS | yR
R2y Qi R &nnichtdiCdnisuners do@buy cute no more, the§e not interested
in to ratingyour creativeingenuitybut seekonly their benefits.

e Too much clutter: too much information kills the information

e FEtc.



/I PUT YOUR BRAIN'O THETEST

Observe the @l for 5 seconds then look @ media intelligence measuremebt 2 S 62 y Qi

whether this ad passed or failed tfigll performk y OS G S$&{ 0 dzhan@l@kizyolr K| ¢
simulatedemotionallevel of engagement

To ensure total objectivityPleasér 2 v 2 0 IS | 0 OGKS) NBadzZ & dzy/f <
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IRRESISTIBLE OF/

The next page will show you your mi results:



Can you tell from this analysis if this ad passed the performance metric test or failed?
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The cognitive K.E.Eeffect:
Knowledge, Experience, Emotion

56 . 6 MWebsites: 7.7 BILLION Web pages worldwide. Fewer thanOWebsites

pass

Audience can't give you money while rubbing their eyes or scratching their heads.
If users can't find the sense and order they need, they soon grow exasperated and give up.

Users are: O Ton your Websi to rate your clever desigfiashing bells and whistles,
GKSEBQNBE GKSNB (2 002YLX A&aK I OSNIFAYy 2062S0i
that, you lose that customeil 2 & 2 dzNJ O2 Y LIS (i klickzandy 6 K2 Qa 2dzad 2y

Take into accountdudience intelligencé Xnow your audience )
Performance metric measurement components:

1- Are you engaged?

2- Does the ergonomics (information architecture) make sense?
3-Is it easy to use?

4-|s it efficient?

5-Is it effective?

Today, users have developed a short fuse when it comes to Websites, not only will they never retur
but will mark your website ( ) for life.



TAKE A WEBSITIEETEST

Bellow is an interface dé&m for your cognitive and engagement performance test. Observe this
interface forabout 5seconds G KSy @gKSy @2dzQNB NBIFRe&x f221 |

D
i I'JGtI!:
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ENTREPRISES PARTICULIERS

Devansr motre climni
Finamcamenis
Assrancen | Risisums
Commarce

Auiomalination [ Auwires

Counsge de
plein sxeicion

Let us surprise you before you see the results: here is yoursimulated attention:

1- The little youngman

2- The relevant links blodsellow ( the left one then the right one)
3- then the top right

4- You ignored the logo on top left!

Assuming that your quest for relevancy is important, you were engaged for at least
15 seconds this meansahthe design process as well as the ergonomic (information
architecture) aspect respected your rational part of the brain while the colors and the
ambiance succeeded in engaging you fully.



The result analysis of this Website

Can you tell fom this if this Website passed the performance metric test or failed?

In order toensure siccess, your atlVebsite must integratethe mathematics of persuasive
communication On the surface ads may look similar in a magazine or a newspaper, but be certain
thatonthed dzo O2y a OA 2 dz&a f S @ SlepthAMatheinatics isa@lKabdutpretdn. T T S NB



Qredibility/trust detection technology.

Througharobotic/scientific researchArtificial htelligencehad developed new
physiological/psychologicakuro TRUSTinger printsandits relationship to humaas.

Theeyesare the window of yousouX
| T6S ALLURABOUT

TRUSThad becoméhe most expensive commodity today.

oMany studies in interpersonal communicatigrepple to peoplg conclude that if the

source is competent, reliable and trustworthy the message will be more readigpted

by the receiver.Competent reliable andtrustworthy make up the components of being
ONBRAGE S Ay Ay iSNLWiINGEN2 Heid, PhA2 YY dzy A OF GA2Y d¢

1. The source or messenger of the message (the company).

2. The message.
3. The receiver (stakeholder, ie customers, employees, banks, suppliers etc.)

TESTING THE TRUSTWORTHINESS
OFAMESSENGER

In the next visualestsy & 2 dzQf f 0 Sa maikdiryteysage BelivaradibK
atwo different messenges® , 2dzNJ (i 41 A& (2 SEIFYAyS (KS
5 seconds.

You will be asked to assess your trust levebwits both messengesbecause
regardless of the credibility of thmessageif the messagés not delivered by a
trust-worthy messengeryour message will miss the maehtirely.

Interpersonal communicatiodS NOT ABOUilhat you say but who saysand how

it is said. We all had situation where we meet individuals and we just click instantly
the reason being, two souls connected. PERMIBenwe trust, We feel ibr we dor2
there is no grey areaYOU DO THE SAMEd does too.

ow»



HOWTOCHOOETHE RIGHT CAST FOR CREDMBILITY

A messenger can beTa/ commercial infomercial actoror actress a visual of a person on

print AD, on aWebsitelanding page or angn other mediums where persons are
employedto depict their relationship toyour brand.

PUT YOUR TRUST FACTOR TO TEST

Observe the fist visual for 5 seconds and concentrate on the messenger not the message
then look at your trust level results bellow.

We don’t just maintain your car but we're
more about maintaining a durable
relationshipwith you.

AUTOCARE



We don’t just maintain your car but we're
more about maintaining a durable
relationship with you.

AUTOCARE

WHO CAN YOU TRUSRTWORK ON YQARTRANSMISSION?
Takea look at the facial level oémotional engagement on each
of the following results



Now look at the facial degree of engagemeon the facial expressiorof



Can you tell who you trust most? Can we safely say #17?



