BB Codedesign

THE MODERN PATH TO
PURCHASE
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Hi!

COO @codedesign

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".
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Portuguese and a fan of
Benfica and the “Special

One”

Knocks Fenerbahcge out of the UCL,
sending Benfica through.

Gets sacked by Fenerbahce and
pockets €9m.

Joins Benfica and plays in the UCL.

The Special One '@
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Q: Do you know -
how many
advertisements
you're exposed
to everyday?

Y= ZERO LIMITS



+4 000 ads

Consciously aware of seeing just ~ 100
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Before the internet, we shopped on a
physical street, where we had less choice

and less information.
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“Messy

Middle”

purchase




Can simplified in a model?
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NAVIGATING A COMPLEX WORLD OF CHOICE

.
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Exploration /'/ Evaluation

(Seeking Information)

e Searches

e Social media discovery

e Asking friends and peers s &
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NAVIGATING A COMPLEX WORLD OF CHOICE
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Exploration / /  Evaluation

(weighing options

Comparing options
Reading reviews
Experience o  Watching videos
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Like Dating?




IT WORKS FOR EVERY HUMAN INTERACTION.

Meet Someone

Weigh pros & cons:
funny? job? dogs?

Exploration / Evaluation
J

' /

Q=
Go on dates,
check social media

Go Exclusive

Long-Term

Relationship /
Loyalty

- PURCHASE
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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?

ZEROM=. ZERO LIMITS



M Consumer's Mind: Desire for
Maybe th'S One, a group activity

leveraged by
word of mouth

Messy

Social Media:
Google Search: VR near me Instagram/TikTok posts,
friend recommendations

I

Evaluation: ZL Website,
Reviews, Pricing

Word of mouth: My friend
went to this cool VR place
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Or this one ....

The Messy Middle

Scrolling: Social media StreAming: YOuTUoE semy Shopping: Browsing bookin
& reviews and Twitch PRINg: 8 &

including Instagram and .. sites and comparing prices
streams of similar

TikTok ads/posts ; & packages
experiences

Searching: ChatGPT for VR
experience near me

Evaluation: ZL Website,
Reviews, Photos, Videos

Streaming, Scrolling, Searching, and Shopping have fundamentally reshaped how people discover and engage with brands.
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How can we adapt our strategy to the
messy middle’?
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When 73% of customers use multiple channels
throughout the journey, It's clear that it is time to move
Beyond the Linear Funnel....

45 Behaviour by BCCR 2ol
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If discovery, consideration, and purchase can now happen
simultaneously, and with no order.

WE NEED TO HAVE all the
iInformation a prospect might

want available and easy to
find.

_ - VIDEOS SITE

REVIEW SITES

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




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

Consumers rely on mental
shortcuts to simplify
decision-making.
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Our Goal

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




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

Knows your brand
Good fit for your product

Ready to buy

Ehrenberg-Bass
Institute
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Combining brand and performance has a multiplier
effect on revenue, improving ROl by a median of 90%.

Potential buyers

MESSY MIDDLE

A

Out of market Inémarket

Brand/equity-led \ I \
Brand work
drives sales
direct

Brand-building
communications
build associations

and relevance with
category buyers

Performance
vy v ¥
Sales

vy v ¥
Profit

ZERONam
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As consumers near or
enter the market, they
display intent signals

Stronger brand
equity directly affects
performance metrics

As brand equity
strengghens, pricing
Gt e The Multiplier Effect: A CMO's guide to
brand building in the performance era

(WARC)

LATENCY VR ,



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

Sales from
advertising

‘Performance plateau’ ‘Brand-building’
activity

Synergy effects on ‘performance’

Always on ‘performance’ activity

Roach - Research
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Lower Frequency Base Frequency

Established brand

High market share

Less frequent usage

High share of voice

Message Factors
Low message complexity 1 = Z = 3 +

Weekly Cap
Existing campaign/message

Media Factors
Low season
Long campaign duration
Continuous scheduling

Multiple media channels
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Higher Frequency

New brand

Low market share
Short purchase cycle
Frequent usage

Low share of voice

Message Factors
High message complexity
Low message uniqueness

New campaign/message

Media Factors
High season
Short campaign duration
Pulse or flight scheduling

Facebook only

Emerging brand or categories like ours should need
higher frequency

N
e

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

We need high frequency to
show ourselves.




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

Total attentive seconds across all impressions

If you only have a single
impression,
you need quite high
levels of attention to see

Two impressions at fairly
low attention can begin
to have impact

a lift

-1.8% =1.4% -1.5%
03% =01% =-0.1%

But multiple impressions IONNIT%  0.9%

with very low attention

doesn’t drive result 2.0%\ 3.1% 2.2%

Viewable frequency

26% 22%_29%

Awareness

% points difference in brand score, relative to all those exposed to the campaign

Analytic Partners, Lumen Research + Havas 2024
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Speaking in “attention” how
should we look into creative?
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Consumers

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

We should build powerful
emotional connections with
our audience.




The 3 key elements for winning on Creative

EMOTION FLUENCY TIME

Y= ZERO LIMITS



The 3 key elements for winning on Creative

Instinctive, gut-level, raw
subconscious reaction that

drives a viewer's connection -
to our brand AW

EMOTION
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Happiness
v

Aldi Christmas - Mission Impossible Carnival Cruise Lines’ “Funderstruck”
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https://www.youtube.com/watch?v=PDDpB1KoOWs
https://www.youtube.com/watch?v=8sukt14o8Io

The 3 key elements for winning on Creative

How easily the ad is
understood and processed.

FLUENCY




The 3 key elements for winning on Creative
Joy

FLUENCY

b7

‘h.;\ \ £

Cadbury's Gdrill.a. Advert Aug 31st 2007

“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 #

2sec brand recognition (%)

70%

i fitbit

FLUENCY

Less than 7 words )
Fluency rating:

Exceptional

System 1 Research /
JCDecaux
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Simplicity wins. One message, not many #

Trying to do too much reduces how useful the advertising is

Key brand association Lift (%), exposed/non exposed

3 messages

-0.4%

Fluency rating:
Exceptional
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The 3 key elements for winning on Creative

Memory structures require
repetition and reinforcement.
Consistency compounds.




Together: EMOTION + FLUENCY + TIME = PROFIT

% campaigns achieving incremental profit
EMOTION + FLUENCY

EMOTION

NO EMOTION

7%
2%

Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years
Campaign Duration

System1 a = _ _
g ) e Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between
T 0 e 2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.
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How to measure more
effectively?

Y= ZERO LIMITS



Bridge the gap between brand marketing and driving
business outcomes?

Define Good Do the best of your
Success Metrics digital tracking

Talk to your buyers
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What we learned from asking clients “how they
have heard from us”

52.94%
41.18%

20.59%
14.71%
94% 2.94 0% 2£' 0%2.94% .0%
=N

Web Search Social Media Podcast Word of Mouth/Referral Community Other/Unknown
(Organic/Direct)

@ Attribution Software % @ Self-Reported Attribution %

Codedesing 2024-2025 “Iberia Clien”
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What we learned from using offline conversions

If

Retail Conversion

Transactmn data

+15% uplift in AOV

Improve and iterate on

+20% upllft in ROAS digital ads

API transfer

Google / FB reporting

Sales Attribution
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AT THE END OF THE DAY ...
WE ARE UNIQUELY POSITIONED TO SUCCESS.
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Our key brand opportunity is
emotional connection

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

Excitement / Adrenaline: 66%
Immersion: 66%

Joy / Happiness: 49%

Fear and suspense
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THANK
YOU

A To a unified, consistent, and
resilient Zero Latency brand in a
fragmented digital world?

ZERON=

LATENCY VR
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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
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Is this over? But
where are the Al
slides?




No lifejacket? No problem!

D savvy navvy
- Sail like a pro.
Over 1.8 Million Evoriting o hod

Downloads in one place.

2D savvy navvy
—— 2

£ savvy navvy Make Waves,

Join 1.8 Million Not Worries!
Boaters with Ease

& savvy navvy
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CASE

Al agents, n8n and creative production at scale

Generate Image Prompts Generate Images Generate Audio
‘ Image Prompt H +_/ ‘ a..,..A..., 10 Drive Share File
< «
rate Videos it

@1~~

- " - "Q
'SAVE UP TO & 'SAVEUPTO€36p . . SAVEUPTOE T Py
ON FAMILY ON FAMILY ON FAMILY
PACKAGES PACKAGES PACKAGES Claude 4 > Writes 3-scene story (JSON format).
BOOI OW DREAMFLY _ DREAMFLY m DREAMFLY

ZERONam

LATENCY VR
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n8n - Automates the whole flow.

KIE.ai (Veo3) - Turns story scenes into 8s video clips.
Fal.ai » Stitches clips into one smooth video.

Google Sheets - Logs titles, links, and posting status.
Blotato » Auto-posts to TikTok/YouTube/Instagram.



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

Onboarding Dynamic pricing and
personalization. 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?

How is the user being introduced to the
product. How is this connected to the ad
creative they saw.
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Is google Search
going to die?

We«re seeing 5x conversion rate
coming from LLM.
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Al in Search is driving more
queries and higher quality
clicks
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THANK
YOU

A To a unified, consistent, and
resilient Zero Latency brand in a
fragmented digital world?
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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

