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Let’s quickly talk
transformation



Our five key trends for 2018 explore this intersection of technology and
humanity, magic and the machine, code and conscience:

1. Body Talk 2. Powered by People 3. The Economy of Me
Voloe, gesture and gaze wil replace Moembership is the now ownership as Data defivers personyd interactions ot
tapping and typing as bodes become technoiogy hrbo charges the sharing ovary pont of purchase

mMorfaces Sconomy

4. The Ethical Algorithm 5. The Makers & the Machines

Technical possbities moet ethicsl Al and technoiogy will Come 1ogether 1O
mMoenventon delver eamcrdnary New OutDuts

Available at

iISobar.com




[
Today customers no longer buy brands, they join them

Company

SUSTAINS / \(:REATES

Customers

BUILD
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I
Today customers expect brands to behave differently

FROM TO
Authority » Authenticity
Competing » Differentiating

Processes » Values
Punishment » Protection
Overchoice > Simplicity

Features » Experiences
Storytelling » Storyframing
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RIPE FOR DISRUPTION L

USA Cable Prices vs. Inflation
1998-2013

www.youtube.com/watch?v=yOpSpQAXCHU



Let’s talk what’s
next...



€€ shift in technology
happens every 151

year 99

- Mary Meeker

Partner, Kleiner Perkins Caufield and Byers

1975 1990 2005 2020
O e
O O O O
Computers Internet Mobile X-Reality (XR)
: Phones
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? will Ioe a Super rug,,

- Steven Spielberg
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66 AR will be as
important as
eating three &
meals a day. 99 \;”«’

- Tim Cook

P &L, adverty’



Expectations

Peak of inflated
expectations

%

AR 2013:
|

Slope of
enlightenment

Plateau of
productivity

|
AR 201:4 R 2017
AR 2015 VR 2015
| |
| |
AR 2017 | VR 2014

|
VR 2@13

VR & AR

Hype Cycle:

Gartner

n
»
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Clients See XRs Potential

/2%
of UK marketers

are planning to use AR or
VR as part of their 2018
marketing strategy

10%

already have a functioning
AR or VR aspect to their
campaigns

Purch & One Poll study — Q4 2017

Nl
AN Which of today’s technology trends do you think will

proliferate into consumer buying habits soonest from
the following?

7%
Virtual Reality
B Al (e.g. chatbots)
I Augmented Reality
W Voice
Blockchain
None of the above

%ol L. adverty:
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12/1/16

Started VR Practice inside Isobar US
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VR’'s Impact on the brain

To create believable, usable and meaningful virtual
experiences, we have to take into account the way
the mind understands the human condition.

Presence Perception NeuroHaptics
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Dave Meeker
Global Director,

Emerging Technology
@dmeeker




21/2/17

Something unexpected
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Occipital Lobe




66\ experiences have become

artifi

somethlrg

clal vers

—verythir

lor

9

ke virtual or
s of themselves.

IS scrambled 99

Dave Meeker (March-Jdune, 2017)






Dave go
geeky on
the EEG

To get back to being himself, Dave dove into
trying to understand biometrics, particularly
brain waves / EEG and started to research the
relationship between data and perception.



Intersections Lead to Innovations

Isobar Marketing Intelligence

O

/N

O—0O

AR/VR Practice Isobar NowlLab
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Intersections Lead to Innovations

Sharing resources and expertise we were able to work
together to create a full behavior and biometric
analysis platform.

This Is geared towards better understanding human
perception and emotion.
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Isobar Neurol.ab
Up & Running...

Emotionality Of Virtual Reality

< unity

n

ADVANCED
ADWEEK VentureBeat |t ryison

Can Virtual Reality
Deliver Real Brand

VR Ads are Less Intrusive

. il 7 \
Business Wire

YuMemarmmﬁednweekequmMuM
s an ad within VR

Pre-Roll Is Performs Best

Alnmwphmphyod-vmdruhyg-muﬂ
were exposed

VR Ads are Highly
Memorable Overall

A

MediaPost



What we measure

POSITION & EYE EMOTIONAL EMOTIONAL
MOTION TRACKING AROUSAL VALENCE
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Using = (.
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n L...... |
Neuroscience & S, -
B. . Eye Galvanic J\V\/—
Tracking/ Skin
IometrICS to Pupilometry Response
Understand . ’ o
. ® : . N ®
Emotion :
Consumer Research
Understand how people react to
messages, images, video or . . .
other standard content. oy .
AR/VR Measurement oot
Frame-by-frame capture of user ~ .e°° Time-locked Database * * . ,
perspective and behavior L — e
combined with biometric data. User Position| | COMTOUer | | sensorpata [ | ANation | | Captured
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Pattern Matching Of Emotional State

FEMG Zyg.
~EMG Cor.
GSR

EEG

Peak detect
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Outcome
When experiencing "good” AR

or VR there is a profound and
oowerful reaction.

But AR/VR (Mixed Reality) has
current challenges for
adoption, enough compelling
content being one of the
orimary reasons.
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VR Revolutionizes How We Tell Stories

CONTEXTUAL EMPATHETIC IMAGINATIVE

@ b

PASSIVE MODERATE IMMERSIVE

= IR I
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And Provides New Opportunities
Beyond The Passive & Linear Story

Engaging Connected Episodic Interactive Non-Linear

isobar 37



Good AR/VR Design Needs UX/UI Testing

4. Should the company make AR design and deployment a core strength,
or will outsourcing or partnering be sufficient?

Many firms are >cramblmg to access the d:gntal talent needed for AR development

interface (UX/UI) design. It’s critical to present 3-D digital information in ways that
make it easy to absorb and act on; companies want to avoid making a stunning but

unhelpful AR experience that defeats its core purpose. Effective AR experiences also

which is in short supply. One skill in great demand is user experience or user
\
1
|

reqmre the nght content, so people who know how to create and manage it—another
e e P S et TS
novel skill—are crucial too. Dlgltal modeling capabilities and knowledge ofhowto

apply them in AR applications are key as well.

Over time we expect companies to create teams dedicated to AR, just as they set up
such teams to build and run websites in the 1990s and 2000s. Dedicated teams will
be needed to establish the infrastructure that will allow this new medium to flourish
and to develop and maintain the AR content. Many firms have started to build AR

skills in-house, but few have mastered them yet.

isobar
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Great Content Can Be Quantified



TRADITIONAL MOVIE TRAILER

Unity teamed @@Vit®I8bbar's
Marketing Intelligence Practice to
see just how scary Jigsaw Virtual
Room really was to users. Isobar
performed biometric measurement
and an emotional response survey
of people who experienced the
movie trailer in VR and in mobile
video.









Evaluating Immersive VR as an
advertising medium for Lionsgate Jigsaw

| e S P e e — ] B o
Heart Rate VR axpecience and the raler pocticn of the VR generated
808 ‘/ 884 725 245 nereanted heant rate (emcbional aroussl) compared ic e movie
(beata'min ) Yader.
Moot Rate Vanabity 12 / 58 50 4% The VR sxperence and trader induced larger vanation in heart
(St Deviation) e and nAcates 8 greater range In emotonal arcusal
‘ GSR CAL Increase gahvanc shin conductance n ™o VR expenence and
@ (sSlemens 80 / " 62 a5% raler vorsus o Movie trader also iIndicate greater emotional
ENG ZYG Greater sctvason of the Zygomaetic muscle ndicstes
@ (mVoRs) W \/ 25 e BEN  sronger emotonsl valeace (smilng)
Larget variabity n fontal sasypmmety for e VR eapenence
52 / 28 28 100%

EEG Asymerstry
{5t Deviation)
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