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Consumer’s new decision system



Long Decision Chain in Mass Media Era CJinsight
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Consumers receive brand’s information from mass media, accept and recall message then
buy this brand.
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Receive and accept Memory Recall and buy
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Empower Consumer in Digital Era ouinsight”
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Digital media empower consumer to search and select related information and purchase
anytime in any place.
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Consumers no longer rely on memory gomsight

Academic report;

Google Effects on Memory: Cognitive Consequences of Having Information at Our
Fingertips

Betsy Sparrow,'* Jenny Lin* Daniel M. Wegner’

"Deparument of Psychology, Columba Vnseouty, 1120 Amsterdam Aveuns, New York N 10027, USA. “Deeacuncss. of
Psychology, Unive

reiem il When people expect to have future access to information,
'Mmmmj they have lower rates of recall of the information itself

The advent of th

ool AR ..{ and enhanced recall instead for where to access it. The

lifting a finger. N{

efforts to find the things we want. We can “Google™ the search engines, databases, and the like, has becomse a pnimary é
oMl classmate, find artiches online, or look up the sciop wansactive tesoory source @ iself We mvestigate whethes ~

who was on the tip of our tongue. The resuin of four the Interuet has become an external memocy system St 1s x

studies sugeest that when faced wiil difficult soestions, prmed by the need 10 acquure wfonmation. 1f asked die 5;

veople are primed to think about computers and that question whether there are any countries with caly one color §

vhen people expect to have fature access to lnformatin, m thesr flag for example. do we thak abous flags—or o

ey have lower vates of recall of the information isel’ mnediately think 1o go onhoe w0 find our” Our reseasch then ;

ind enbanced recall instead for where to access it. The tested if. once mformanon has been accessed. our mvternal -]

miarnat hae hacome s nrimary form of axtacnal or encoding s wcreased for where the mformation 1s to be found % 0 ASI A
trantactive wemory, where information i stered rather than for the mfommtion iself § . . pAC I FI C
collectively outside ourselves In Expersment 1, particspants were tested 1 rwo within-
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Make decision with Internet ¢vinsight”

SR

When people want to buy, they will search, read content, go to e-store and express in internet.
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Digital equity of brand
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Brand exist in consumer’s mind ¢ ainsight
more memory, stronger the brand

Mass-media era
Connections exist in the memory
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Brand also live in in digital world Soansight
more digital connection, more powerful brand
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New Equity of Brand Owner in Digital Era CSinsight”

Diqgital Brand Equity Data Equity
Digital connection between Data of digital connection
Consumer and brand Between consumer and brand
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Brand CQ gasight
measure all connection between consumer and brand

The relationship between consumers and brands is
been digitalized.

Today, consumers connect brands through various
digital media: stimulated by digital ads, reading digital
contents, searching digital information, purchasing
online and sharing experiences with other consumers.
Therefore, the digital connection between consumers
and brands on digital platforms can be used to evaluate
a new kind of brand equity

Brand Connection Equity
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Content

Content connection

+ Official Website

+ Official Forum

» Vertical Website

* Q&A Website

* Encyclopedia
Website

Search Engine
- 360

- Baidu
- Sogou

Search in Q&A
Website

- 360 Q&A
- Baidu zhidao

- Sogou

Brand CQ Covers all of Consumers’ Behaviors

Search f‘o\

Desire connection

Purchase AE

OO

Action connection

» Search in Vertical E-

commerce Website
» Official Flagship Store
« Official E-store
» Searchin
Comprehensive E-

commerce Websites
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Share

Interaction connection

» Social Website

- SNS
-Blog

- Epaper
-BBS
-Video

- Weibo
- Wechat
-Q&A
- News

®
Brand CQ

( Connection frequency of all the contact with the brand per 10000 persons per week )

@ | ASIA

. PACIFIC
RESEARCH
COMMITTEE



The power of big data ¢Sinsight”

MR -

e Weekly data e All kinds of e Clear
eReport in 1 touch points response to
week o All cities campaign
e All brands in

category
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Brand CQ is highly correlated to Brand Power ¢Sinsight”
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Cover all the provinces and cities
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Show brand connections of consumers in different provinces of China, and brand
development in different levels of markets.

Performance in China
AUDI

BMW

B BcQ W BCQ
low moderat
e

I BcQ

high

Performance in cities

BMW AUDI

A-class ’ C\)
cities
B-class . *") .

_ =
cities
C-class O @
cities -
D-class O .
cities
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Cover all touch points ¢ Sinsight”

Look for and optimize the channels to connect consumers.

channels
76.7% 69.7%
30.1% 22 10
CCI1 DCI ACI ICI 0.0% 0.0% 1.10“ 0.0% 0.0% 0.2%
CC- r T T T T 1
820,322 channels =z  mEmuy EHRE 0 BN RN
Brand 67.2% 68.6% 60.5% 51 19
A 32 4% 31.0% - 0.4 402/6.0% 37_3%- 13.5% 11.7%
18,740 71,597 34,389 DC- o 04% ool P
channels Nnyos - s
360?512%'2 BE B 3601 BEFE fEEa
97.7%
Brand 116,626 109,198 ’ 43.9% 50.6%
B 60 939 39,054 AC- 0.0% 0.0% 5.5% 0.0% 2.3%-_\
channels ' ' ' '
FEHREEZE SRTEINE =W aT=30107 = AOHREE
ﬂﬂHﬁA . HHHEA HHHA HENHEA
W see @ gzms W mmB 228 2395°8% 49% 38%
Note = " = " IC- 1% 0% 5%3% 1% 0% 2w 1% 2967 11950650 20530 0% 0%
. ) channels T T T T T T T T T T 1
CCI- Content Connection Index SNS gz mTIR SIF NUR ME ME B e He
DCI: Desire Connection Index 3 ASIA
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Sensitive Brand CQ Caight
evaluating marketing ROI effectively

The Brand CQ is highly correlated to IGRP (spending) data.

Advertising result & the change of Brand IGRP is highly correlated to

CcQ Brand CQ
1600 ®
The IGRP Brand CQ
1400 +
81200 T
- Bi000 |
: . WP 5
X > ] = 800
o N e 0
el R 600 -+
400 . . .
M ow Middle High 100 300 500 700
o The IGRP of Web Ad
- Brand X, 2014/10-2014/128
Web ad
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Big Data Ecosystem in China
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Marketing Data Providers in China Goasight

S . Data . Cross
Data Description Data details Value Open to Advertiser Publisher
. Search/Baidu Search behavior, small oy .
Baldu Analytics/Baidu Map  website behavior, location beginito test no
. TmaII/Taobao/ : : sk 5k 5k 5k
Alibaba Gaode Map Purchase behavior, location not yet no
Tencent Wechat/QQ Personal Demo info **xxk - not yet no
I\Sfllaozhen Ad Tracking Media consumption behavior *** begin to test yes
ystems
DSPs Ad Tracking Media consumption behavior * yes yes
Stream Data : : oKk
panel Vendors Stream Data All online behavior yes yes
Demo. Panel g .
Vendors Demo. Panel Demo info yes yes
Internet . : ok % Kk f
Carriers Stream Data All online behavior begin to test yes
CRMs Offline data Purchase behavior A begin to test Yes
App Trackers  App Tracking App consumption behavior *okx yes yes
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Single source data gainsight
big data are available from advertising to sales

Communication Behavior and attitude [l m
1
1

|
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|
. |
ADMonitor ''| ISP data and browser data E-commerce tracking
() : ' Digital behavior .
< PC Mobile DTV i (content, search, e-commerce) Online sales
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© Social Monitor | ; |
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About Xinsight's dream



Xinsight: Providing programmatic insight
by big data and small data integration

on cloud
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Thanks!

Peking Tan

tanbeiping@Xinsight.cn
Founder and CEO of Xinsight
Chief Data Scientist of Miaozhen System
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