
THE MODERN PATH TO 
PURCHASE
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Hi!
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ANATÓLIO

NOBRE

A man who believes in spreadsheets, 
not gut feelings. A lot of agencies say 
they're data-driven, but this guy's firm 
has it on their about page: "In God we 
Trust. Everyone else bring Data".

COO @codedesign



Portuguese and a fan of 
Benfica and the “Special 
One”
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Knocks Fenerbahçe out of the UCL, 
sending Benfica through.

Gets sacked by Fenerbahçe and 
pockets €9m.

Joins Benfica and plays in the UCL.

The Special One 󰐨



4

Q: Do you know 
how many 
advertisements 
you're exposed 
to everyday?
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+4,000 ads
Consciously aware of seeing just ~ 100 



Before the internet, we shopped on a 
physical street, where we had less choice 
and less information.

6

Awareness ConversionConsideration

trigger💥 purchase
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trigger💥

purchase
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The
“Messy 
Middle”

trigger💥

purchase
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Can  simplified in a model? 
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purchase

NAVIGATING A COMPLEX WORLD OF CHOICE

(Seeking Information) (weighing options)
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purchase

NAVIGATING A COMPLEX WORLD OF CHOICE

● Searches
● Social media discovery
● Asking friends and peers

(Seeking Information)
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purchase

● Comparing options
● Reading reviews
● Watching videos
● Weighing the pros and cons

NAVIGATING A COMPLEX WORLD OF CHOICE

(weighing options)



Like Dating?
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purchase

IT WORKS FOR EVERY HUMAN INTERACTION.



In a world where a customer who has never heard of Zero 
Latency can discover us, learn about our brand, and feel 
confident in booking a game with us— how this journey 
should look like?



Maybe this one, 
leveraged by 
word of mouth

….



Streaming, Scrolling, Searching, and Shopping have fundamentally reshaped how people discover and engage with brands.

Or this one ….



How can we adapt our strategy to the 
messy middle’?



When 73% of customers use multiple channels 
throughout the journey, It’s clear that it is time to move 
Beyond the Linear Funnel….

 4S Behaviour by BCG , Research



If discovery, consideration, and purchase can now happen 
simultaneously, and with no order.

WE NEED TO HAVE all the 
information a prospect might 
want available and easy to 
find. 

–

But we don't choose the 
sequence. They do!

VIDEOS  SITE

YT ADS

META VIDEO

SEO
SEM

REVIEW SITES

EMAIL

PMAX

3RD 
PARTY 

REDDIT

UGC



Second, the principles of great 
marketing haven't changed. They're 
about making sure your brand is 
present, your ads are good, and your 
product is easy to buy.



Consumers rely on mental 
shortcuts to simplify 
decision-making. 

Create strong mental 
availability—being the first 
brand that comes to mind 
when a consumer considers 
the category.

Our GoalConsumers



Brand growth is driven by light buyers   or non existing 
buyers, instead of heavy buyers

Byron Sharp’s How Brands Grow: What Marketers Don’t Know 

Ehrenberg-Bass 
Institute



Combining brand and performance has a multiplier 
effect on revenue, improving ROI by a median of 90%.

The Multiplier Effect: A CMO's guide to 
brand building in the performance era 
(WARC)



Not Investing in Brand can stall Performance, escalate 
Customer Acquisition Costs (CAC) and diminish ROI. 

Dr. Grace Kite & Tom 
Roach - Research



ZL is in an emerging 
category plus not everyone is 
“in-market” for this kind of 
experience. 

We need high frequency to 
show ourselves.

Emerging brand or categories like ours should need 
higher frequency



Analytic Partners, Lumen Research + Havas 2024

And frequency and attention must go hand in hand 
together for brand lift



Speaking in “attention” how 
should we look into creative? 



Our GoalConsumers

Emotion, not logic, is often 
the ultimate driver of a 
purchase.

We should build powerful 
emotional connections with 
our audience.



EMOTION FLUENCY TIME

The 3 key elements for winning on Creative



The 3 key elements for winning on Creative

EMOTION
Instinctive, gut-level, raw 
subconscious reaction that 
drives a viewer’s connection 
to our brand



Aldi Christmas - Mission Impossible

Happiness

Carnival Cruise Lines’ “Funderstruck”

Fear

https://www.youtube.com/watch?v=PDDpB1KoOWs
https://www.youtube.com/watch?v=8sukt14o8Io


The 3 key elements for winning on Creative

EMOTION How easily the ad is 
understood and processed. FLUENCY



The 3 key elements for winning on Creative

Cadbury's Gorilla Advert Aug 31st 2007

FLUENCY

Joy

“A glass and a half full of joy,” followed by the Cadbury logo. 

https://www.youtube.com/watch?v=TnzFRV1LwIo
https://www.bing.com/ck/a?!&&p=dd1593a9b111e3cfb21fb6332a277bee4a446c99009d0d84de36d70758395c64JmltdHM9MTc1ODQ5OTIwMA&ptn=3&ver=2&hsh=4&fclid=27cb9e54-7cc3-622f-0863-8bf57da46385&u=a1aHR0cHM6Ly90aGVicmFuZGhvcHBlci5jb20vMjAyNC8wNy8yOS9hLWNhc2Utc3R1ZHktb24tY2FkYnVyeXMtZ29yaWxsYS1icmFuZC1jYW1wYWlnbi8&ntb=1


Simplicity and Consistency WIN. Less than 7 words 🚀

System 1 Research / 
JCDecaux

FLUENCY



System 1 Research / 
JCDecaux

Simplicity wins. One message, not many 🚀



The 3 key elements for winning on Creative

Memory structures require 
repetition and reinforcement. 
Consistency compounds.

TIME



Together: EMOTION + FLUENCY + TIME = PROFIT



How to measure more 
effectively? 



1.

Bridge the gap between brand marketing and driving 
business outcomes?

Define Good 
Success Metrics

Do the best of your 
digital tracking

Talk to your buyers



What we learned from asking clients “how they 
have heard from us”

Codedesing 2024-2025 “Iberia Clien”

CASE



Codedesing 2024-2025 “A padaria portuguesa”

+15% uplift in AOV

+20% uplift in ROAS

CASE

What we learned from using offline conversions



AT THE END OF THE DAY … 
WE ARE UNIQUELY POSITIONED TO SUCCESS.



How do you anticipate a VR experience will 
make you fee? (survey)

● Excitement / Adrenaline: 66%
● Immersion: 66%
● Joy / Happiness: 49%
● Fear and suspense

Our key brand opportunity is 
emotional  connection
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THANK
YOU
🥂 To a unified, consistent, and 
resilient Zero Latency brand in a 
fragmented digital world?

https://www.facebook.com/ZeroLatencyVR.Global
https://www.instagram.com/zerolatencyvr/
https://twitter.com/zerolatencyvr
https://www.youtube.com/c/zerolatencyvrhq
https://linkedin.com/company/zero-latency


Is this over? But 
where are the AI 
slides?
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Codedesing 2024-2025 “ “Savvy Navvy” No Life Jacket No prblem

No lifejacket? No problem! CASE



1. Claude 4 → Writes 3-scene story (JSON format).
2. n8n → Automates the whole flow.
3. KIE.ai (Veo3) → Turns story scenes into 8s video clips.
4. Fal.ai → Stitches clips into one smooth video.
5. Google Sheets → Logs titles, links, and posting status.
6. Blotato → Auto-posts to TikTok/YouTube/Instagram.

CASEAI agents, n8n and creative production at scale



Marketing activities where the deployment of AI 
tools will generate more value

Onboarding 
personalization. 

How is the user being introduced to the 
product. How is this connected to the ad 
creative they saw.

Consumers

Dynamic pricing and 
personalized offers. 

Based on what is known about this user, 
know what is their willingness to pay. How 

can we sequence purchase opportunities to 
maximize user satisfaction / LTV?



We«re seeing 5x conversion rate 
coming from LLM.

AI in Search is driving more 
queries and higher quality 
clicks

Is google Search 
going to die? 



THANK
YOU
🥂 To a unified, consistent, and 
resilient Zero Latency brand in a 
fragmented digital world?

https://www.facebook.com/ZeroLatencyVR.Global
https://www.instagram.com/zerolatencyvr/
https://twitter.com/zerolatencyvr
https://www.youtube.com/c/zerolatencyvrhq
https://linkedin.com/company/zero-latency

