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.
WHAT WE DO

Create data-driven marketing solutions in
an era where CRM collides with
addressability.

OUR EXPERTISE

Data-driven Integrated Media Innovation
Marketing Strategy & Buying, practicesthat
Solutions powered by challenge

Marketing Science convention

.
HOW WE WORK

| <
&

AGILE

Our Agile process lets us work collaboratively and in real-
time with our clients to deliver the best solutions to their
data, technology and marketing challenges. Our teams are
set up to question, challenge, build hypotheses, test & learn
— all supported by technologies and project management
that assures automation and scalability.

HOW WE DO IT

INTELLIGENT
SCALE

IMAGINATION

CHALLENGING
THE
FUNDAMENTALS

TECH MEETS
CLouUT

OPEN
STANDARDS

AGILITY

IN PROCESS
AND DECISION-
MAKING

EMPOWERMENT

POWERING
BRANDS WITH
DATA

WHAT WE
HAVE, YOU
HAVE
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The digital Customer decision journey:
On-Demand & Self-service is great service!!!

&



Show me the money!

Digital annonceomsaetning 2018

Den arlige online markedsstatistik ang. annonceomsastningen pa
digitale platforme i Danmark.

Display — Sggeord Markedspladser
Permission Marketing Bvmigt Samlet omseeining

Talene stammer fra Danske Medier Research og Kreativitet & Kommunikation.
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Effectivenes issue

CAMPAIGN EFFECTIYEMESS HAS FALLEM (FIGURE 47)
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ECONOMY

THOMAS H. DAVENPORT
JOHN C. BECK
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YOUR-EMAIL MESSAGES MAY
BE LANDING IN-THIS-BLACK
HOLE, KNOWN AS
"PROMOTIONS"
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Mark Ritson: Accept it, people Ads gives me inspiration to buy
hate ads - yes, all of them

Marketers delude themselves into believing consumers like ads, but by
accepting they don’t you’ll better understand how to make an effective one.

By Mark Ritson 11Apr 2019 7:00 am

2012 2013 2014 2016

Attend enough marketing conferences and all of them start to feel essentially the
same.

A slightly greying creative director in black jeans shares his stories of big agency
success. A perky CMO from overseas tells you about the power of purpose and how she
harnessed it to generate 900% something something. Then a big keynote from
someone you have never heard of, but assume you are supposed to, involves him
sharing his ads and proves empty to the point of tedium.

@ Hearts & Science
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WHAT MARKETING TOUCHPOINT DROVE THE SALE?

OUR INGENIOUS|| QUR LINK ON QURTWEETOF || A B-LISTCELER
ADVERTISING A TRENDING DANCING RETWEETING
CAMPAIGN KEXYWORD CATS OQURTWEET OF
\ DANCING
‘2 / RDASHIAN [0 ‘(:)) / CATS . .
vIC IR
AGENCY SEARCH SOCIAL INFLUENCER
ourR °|||OURLOGOIN | DUNNO,
POP-UP AD A STORE THEY WERE
THAT [S MA”.ER /-” OUT OF
NEARLY WHAT |
IMPOSSIBLE | [ " WANTED
TO CLOSE | [I657] g\\
! (enen rore ) _J' X | @
MOBILE ROMOTIO CONSUMER
® marketoonist.com




Installing a measurement culture

— "Everything we hear
= b " is an opinion, not a fact.
- T Everything we see
B \o—— 3 is a perspective, not the truth."

= Marcus Aurelius

b

™
f
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“With Great Data comes Great Responsibility”

Digital Outcome Obsession => “Dashboarding”
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Short-termism, forgetting the consumer Digital outcomes only

A/ -

The majority of advertising 100% LONG-TERM
returns (58%) occur in the STUDIES
long term.

Source: ‘Profit Ability: the business case for advertising’, Nov 2017
Gain Theory Long-Term RO study
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Marketing (r)evolution — Complexity 2020

STRATEGY &
MAPPING

Business

MARKET & COMPETITORS

CONSUMERS

BUSINESS MODEL

@ Hearts & Science

Customer Experience
Design

CONCEPTS

CONTENT

CREATIVES

ANALYSIS

OPTIMIZATION

Customer Journey
Support

PLATFORM STRATEGY

PLATFORM
IMPLEMENTATION

PLATFORM INTEGRATION

PLATFORM ONBOARDING

PERFORMANCE
TRACKING

Channel Selection &
Activation

PLANNING

PAID MEDIA
MANAGEMENT

EVALUATION

OWNED MEDIA
OPTIMIZATION

AUTOMATION

Databased
Optimization

PREDICTION

LOYALTY PROGRAMS

PERSONALIZATION

ATTRIBUTION




Improve CX by connecting channels and customer journeys,
driven by data

Omnichannel — when customer journey can be met on all channels

\
( \

Customer

Automation = Customer Experience (CX)

Journey

Personalisation — when the message on the channel fits customer journey

@ Hearts & Science



Marketing Across Channels

OWNED CHANNELS PAID CHANNELS

Integration . Activation




Connecting the Channels & Journeys with the things...

New channel

e
CRM & MEDIA & THINGS COLLIDE

@ Hearts & Science

More
Data
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The evolving role of the agency...

Mad Men Math Men Match Men

, )

NN _ ALL T SAID IS THAT WE WERE
o R -’ \ GOING TO 0PTIMIZE HIS AD (REATIVE
Wl 4 WITH MULTIVARIATE TESTING.

-
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MATHMEN

® marketoonist.com
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The Science

|
Connecting.Connections

\47& Heart
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|IOT topics right now — Find Waldo From Marketing

Technology;Market
[RiSIng|Ereeminenty

iTechnology;(1:8%)

‘m{

(GlobalInternet;
Healthcare ﬁ Security,Market

CybergSecurity,

loT{Community/&}




IOT - Smart Speakers & assistants

What Activities Are US Smart Speaker Users
Conducting on Their Smart Speakers?

% of respondents, Jan 2019

Use uUse Have

daily monthly ewver tried
Listen to streaming music service JB2%  69.9% B83.0%
Ask a question 36.9% 66.0% £24.0%
Check the weather 35.4% 61.4% 80.1%
Set an alarm 23.5%  41.8% 62.4%
Control smart-home devices 23.5% 33.3% 45.8%
set a timer 22.9% 46.7% 62.4%
Listen 1o radio 21.2% 40.5% 54.9%
Use a favorite Alexa skill/Google action 18.3%  35.0% 48.7%
Listen 10 News sports 13.4% 28.8% 43.8%
Check traffic 11.8% 22.9% 36.9%
Call someone 11.4%  23.5% 40.2%
Access my calendar 11.4%  21.2% 31.7%
Listen to podcasts and other talk formats  11.1%  26.5% 39.9%
Play game or answer trivia 10.8% 29.1% 48.0%
Search for product info 108% 27.8% 41.2%
Message smeone 10.5%  18.3% 30.4%
Find a recipe or cooking instructions 7.8% 261% 40.2%
Make a purchase 3.9% 15.0% 26.1%

Note: aees 18+

Source! Voicehot, "Smart Speaker Consurmer Adoption Report” sponsored

by Voicifi, March 7, 2019

245794

@ Hearts & Science

vy eMarketer.oom

How Do US Digital Device Users Purchase Products?
% of respondents, by age, Dec 2018

18-22 23-34 35-49 50-64 Total

Wisit store in-person 7% 44%  43% 7% 49%
Online marketplace 34% 48% 47%  48%  48%
The brand’s website 29% 43% 44% 45%  44%
The brand's mobile app 29%  25%  19% 9% 16%
Over the phone 20%  18% 12% 6%  11%
Smart speakers/voice assistants 7%  17% 1% 5%  10%

Note: use digital devices such as desktop/laptop, smartphone or tablet
Source: Adobe, "2019 Adobe Brand Content Survey" in partnership with
Advanis, Feb 13, 20719

245449 winnw, emMarketer.com

Reasons that US Internet Users Will Not Shop on
Smart Speakers, Nov 2018
% of respondents

Like to see what they buy before a purchase, even if it's just a
digital picture

3%

Worried about the privacy of personal information

worried about the security of payment information
46%

Note: ages 18+
Source: RetailMeNot, "The 2012 Retail Markeﬁng Flayhook," lan 24, 2019

244820 Wi eMarketer.com
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IOT — Filtering the world with Voice Search

One shot answers — 10x blue PC, 5x mobile, to position O

How Voice Computing
Will Transform
the Way We Live,
Work, and Think

mnlﬂmaﬂj Zi "m WOH | Pishid A

g 90l huognzlnﬂW 1 el
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James
Viahos
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Navigating the assistant:
Sprechen sie Kuhlschrank?

Family Hub™

It's more than a fridge,
it's the Family Hub

|
Make your kitchen the center of your home. With Family.Hub, you
can shop for food, organize your family's schedules, entertain, and
even see who's at the door—all nghﬂffpm your fridge.*

@l,
®
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Pay at the pump
|OT — Connected Cars etc.

% DATA and the e N
CONNECTED CAR ooz

FUTURE OF
» PRIVACY
FORUM

@ Hearts & Science
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|IOT + Al

@ Hearts & Science

McDonald's $300 Million Tech Deal Will

Revolutionize Menus

By Leslie Patton
March 25, 2019, 11:24 PM GMT+1 Updated on March 26, 2019, 3:13 PM GMT+1

» Dynamic Yield to create personalized menu boards for diners

» Technology is ‘critical element’ of growth plan, CEO says

Chains like
McDonald's are
raising prices to
offset rising costs,
but that's likely to
only drive more

customers to home
cooking.

McDonald's $300 Million Tech Deal Will Revolutionize Menus

Doaren til bedre
muligheder er
aben

Send nu
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Brand buliding in a noisy world... Hearts & Science




Branding | Texas
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Branding | Texas

Texas Austin

50U
2,

we o . . .
G20 Texas and Southwestern Cattle Raisers Association

*

& EXAS BRAND REGISTRATIO

Click here to go to TSCRA.org

) cHRRE EWE

Brand Registration

Brand Registration Overview How To Design A Brand

Frequently Asked Questions The best rule to follow is to keep the image simple. Simple brand designs are easier

Register Your Brand to read and are less painful for the livestock.

Download Brand Registration

Form A brand design consists of 2 or more symbols. Many brands have 3 units in the

design. Few brands have more than 3 units.

Find Your County Clerk
Texas County Court Clerks Brands records include the design of the brand and its position on the livestock.

Search Brands Left or right:
How To Design A Brand

How To Read A Brand

TSCRA Law Enforcement

Texas Agriculture Code - Marks
and Brands

Report Stray Livestock

County Clerk and Sheriff Login

Request Login

Brands are based on 4 kinds of marks, used alone or in combination.

Letter of the alphabet
Numbers

Lines and circles
Pictures

Hearts & Science 29



@ Hearts & Science

MARK AND BRAND APPLICATION

THIS FORM MUST BE SUBMITTED TO THE COUNTY CLERK IN THE COUNTY IN WHICH YOUR LIVESTOCK RESIDE

THE EFFECTIVE DATE OF THIS APPLICATION IS AUGUST 31, 2011 TO AUGUST 31, 2021
THE RENEWAL PERIOD FOR THIS BRAND IS AUGUST 31, 2021 TO FEBRUARY 28, 2022
This form shall only be used to record a single brand or mark for one or more locations on an animal.

Please print or type information (* Required information):

The undersigned hereby makes application for the registration and recording of the following mark(s) and/or

brand(s) by the County Clerk of * County, Texas:
* New: [] Renewal: [} Release: [_] Transfer: [_]
Contact Information:

* Owner/Agent:

Ranch/Business Name:

* Address:

* City: * State: * Zip:
Phone: Email:

Brand/Mark Information: Male: [] Female: []

* Specie: Cattle:[ | Horse:[_] Swine:[] Sheep:[] Goat:[] Ear Marks Only: []
Volume/Book: Page: Certit:

BRAND MARK

Draw the Brand

If multiple brands, please use additional application. io sl Left Ear

L] All Locations [ _] Thigh

* Brand Location [ ] Left 8 :::;:‘;:’i:' 8 ’T:‘:"';;:c‘:m“’ Electronic Chip#:
on Animal: (] right () fiank ™) Other
(] Hip/Loin Tattoos:

30



Lexical Associations
. . . . Four legs
Brand building in a noisy world -y
Emotions & Mental availability el ruchures thatorgaizs he om0
information we consume - both N
SPEAKERS actively and passively. -
| Eats Grass
LentlryAppeals
: L Vet ks
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‘A brand’s availability varies across situations, so
higher mental availability means being easily noticed
and/or thought of in many different buying situations.

...A brand’s mental availability refers to the
probability that a buyer will notice, recognize and/or
think of a brand in buying situations. It depends on
the quality and quantity of memory structures related
to the brand.

...So this is much more than awareness, whether
that is top-of-mind awareness, recognition or recall.’

Dr. Byron Sharp,

Professor of Marketing Science, University of South Australia,
Director, Ehrenberg-Bass Institute for Marketing Science,
Forfatter til "How Brands Grow”

32



In a world of Icons & Contactless (and soon cardless)

Mastercard

1966 1968 1979 1990 1996 2016 2019

l mastercard .

In a world of voice only

“Reinvention in the digital age calls
for modern simplicity”

@ Hearts & Science



@ Hearts & Science
Processing

Mental effort, | would argue,
IS relatively rare. Most of the
time we coast.

Daniel Kahneman on how we process the world
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THE FUTURE OF ADVERTISING
/ RUNNING LOW | —

LIGHTBULRS
ARE ON SALE,

é\ONLY 53-69__/ / BUY TH\\ .

YOU'RE

ON ALMOND
MlLK

= I

1l

RUNNING /T
s SHOES /

\AND_EL_‘__(_/ |

"'"\ ET AWAY
u | 2  SHIRTINFALL | ;\' Faomn ALL
DT?{?Q&,ILE\E, COLORS 'you couw | WITH CHEAP
/‘\ ﬂk/ ~ [SAVE $126 ON}[ FLIGHTSTO)
(NEXT TIME, s HEATING ARUBA
| TRY RACON | ? Y ANIETY? \ /’
€DDAR ‘ ~TRYXANAX' @ ‘ |
ANC L
,‘ 7 IKE THESE L/ THIS R0OM
‘, B [ sneakers? |/ coulpSMELL |
— i | TRYTHE | LIKE WHITETEA /|
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It Is called
“paying attention”
for a reason...
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“Shit that arrives at the spe
of light is still shit”

David Abbott on the role of creative in
a real time advertising world




Reciprocity & Relevance -
PerMission Impossible?

GDPR is not a joke! (but it is funny...)

* Do you know a good GDPR
consultant?
-Yes!
Can you give me his email
address?
-No!
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Al, VR, IOT, eCOM...all in one...

@ Hearts & Science
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