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Behaviour change marketing combines psychology, behaviour, and
communication to affect your target audience and their behaviour.

We work to support our clients across the 7 P’s: Product, Price, Place,
Promotion, People, Process, and Physical evidence.

PRODUCT / SERVICE

* CONCEPT SCORING via ONLINE SURVEY

* AUDIENCE QUALITATIVE INTERVIEWS via GROUPS, ONE-ON-ONE, and more
* AUDIENCE QUANTITATIVE SURVEY via ONLINE, IN-PERSON INTERCEPTS

PRICING
*  MAXIMISE REVENUE via ONLINE PRICING SURVEY

PLACE

* INCREASE CONVERSION — DIGITAL, PRINT, and more

* IMPROVE USER RELATIONSHIPS — DIGITAL, PRINT, and more
* CHANGE BEHAVIOUR in a PHYSICAL SPACE

PROMOTION

e ADS - DIGITAL

e ADS - PRINT, OOH, and more

* DIRECT - DIGITAL, PRINT, and more

*  SOCIAL - DIGITAL

* REVIEW MEDIA PLANS THROUGH A PSYCHOLOGICAL LENS

* REIGNITE YOUR BRAND via ONLINE BRAND PERSONALITY SURVEY
e COMPREHENSION SCORING via ONLINE SURVEY

PEOPLE

e CALL SCRIPTS & TOP TIPS GUIDES

e COMMUNICATION PLAYBOOK for MARKETING DEPARTMENTS

* TEACHING BEHAVIOURAL TECHNIQUES (so you can work without us) via
WORKSHOP

PROCESS
* AUDIT of COMMENDATIONS & COMPLAINTS

PHYSICAL EVIDENCE
* EVIDENCE of EXPERIENCE: CREATION, EDITING & AUDITING
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PRODUCT / SERVICE

The product, service, or combination of both, an organisation delivers, e CONCEPT SCORING via ONLINE SURVEY
usually developed to meet the needs of the audience. Our survey gives a structured way to understand perceptions of concepts base
already written based on peer-reviewed. proven questions that gives a clear
picture of how target audience reacts to an existing or new product or service.
* AUDIENCE QUALITATIVE INTERVIEWS via GROUPS, ONE-ON-ONE, and more
Our bespoke discussion guides use psychological techniques to find both declared
and revealed preferences from the audience.
* AUDIENCE QUANTITATIVE SURVEY via ONLINE, IN-PERSON INTERCEPTS, and more
Our bespoke surveys use psychological techniques to debias responses and find
both declared and revealed preferences from the audience.




What you get

What it is

What we do

Supporting your

PRODUCT

CONCEPT SCORING via ONLINE SURVEY Davina, Clent Services Di

davina@thehuntingdynasty.com

Oliver, Director

Our survey gives a structured way to understand perceptions of concepts base already written based on peer- oliver@thehuntingdynasty.com
reviewed. proven questions that gives a clear picture of how target audience reacts to an existing or new product or

service. Phone: +44 (0)843 289 2901
Concept / attribute test by The Hunting Example shown: New skin product concept ranking — 1,500 surveyed

Dynasty |s a closed-ended, quantitative — Romania, Germany

online survey, usually administered before a
product introduced to market. Respondents
are shown product and asked to rate it on
several dimensions using a five-point Likert
scale. The score of each dimension is
calculated by summing the percentages of
respondent’s answers.
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We handle everything you need from = =
guidance on number of respondents to final
presentation and report.
* Set up: Days — confirmation of your
competing brands, and logos. The core
survey is already written. Small time for
translation into non-English language(s)
if needed. o
* Survey: Push 400 — 1,300+ respondents SRR [~ —-1

* through survey, define location, age,
experience of brand etc. Online survey
completion time: 10 minutes

* Data: Detailed report, plus top line
presentation. Generally a week or two,
depending on depth of insight you want

* Reporting: We deliver data charts and
display, significance levels, and
descriptions.

Top 2 Box Scores
[4,5 'positive scores' as a percentage of total]

f

Dimension Premium Organic  Scientific
Appeal 51 55 52
Believable 73 72 73
Different 62 65 65
Like 70 74 73
Need 81 79 76
Purchase Frequency 75 79 76
Purchase 82 82 81
Quality 71 75 73
Reaction 81 80 80
Relevant 72 72 75
Thinking 63 64 66
Unique 36 36 36

SUMMARY

Concept / attribute test developed by The Hunting Dynasty.
Online survey of 400 — 1,300+ respondents, together we define location, age, experiences, etc.

Detailed report that turns responses to a set of terms — appeal, believability, relevance, etc. —and much

more, into a measurable set of numbers according to your audience’s perceptions and needs.

From 8,000 to 30,000+ GBP depending on number participants, countries, competitors and insight level.

shunting



What you get

What it is

What we do

Supporting your

PRODUCT

AUDIENCE QUALITATIVE INTERVIEWS via
GROUPS, ONE-ON-ONE, and more

Our bespoke discussion guides use psychological techniques to find both declared and revealed preferences from the
audience.

We don’t all share the same model of the world around us. Even when we do, it can be hard for an individual to
explain their own implicit ‘mental model’ of the world. Divining this is a skill that goes beyond what is said, and delves
into how it is said, which affects how questions are framed.

Groups, or one-on-ones, in any language. We capture ‘what they say’ (pragmatics’), interpret ‘what they mean’
(semantics) with how they say it and the underlying psychology and mental models we are looking for, along with
syntax and more, and we often note implications of the client business too. We have worked internationally, in
multiple languages, both formally and informally recruited.

Example shown: Russell Group Partnership, on Youth
Wellbeing definition What makes wellbeing ‘sexy’?) for 4
groups of 8, 16-24 year olds ranking, perceptions,
barriers, access — Manchester UK.

We handle everything you need from guidance on

number of respondents to final presentation and report.

* Discussion guide: Weeks

* Recruitment and planning: Weeks

* Groups / one-on-ones: Between 30 mins ad two
hours, usually

* Reporting: Detailed report, plus top line . :
presentation. Generally a week or two, depending on i e ——
depth of insight e [ [P |
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Feel free to ask us about our work with ¢ Anomaly for Electrolux and one-on-ones and intercepts in Sweden (in
Swedish) e Danzer wood supplier focus group in NY, Chicago, Philadelphia, Berlin, and Munich ¢ Independent Age
and 65-70 year olds in London ¢ Actelion pharmaceuticals and one-on-one interviews with employees in Basel,
Switzerland e In-home interviews for Bristol Waste ¢ Keep Britain Tidy & Coca Cola groups in Liverpool, UK ¢ Lozano
Blanco law firm and 1-on-1 interviews with women in Spain, UK, Brazil, Argentina, and Australia (in Spanish,
Portuguese, English) ¢ New spa resort and virtual groups in Manchester ¢ And more.

SUMMARY

Audience interviews: declared and revealed preferences.

One-on-one interviews or groups of 5-9 people, recruited by age, experiences, etc.

We capture ‘what they say’ (pragmatics’), interpret ‘what they mean’ (semantics) into a clear ‘book’ of themes

describing declared and revealed outcomes

From 15,000 to 50,000+ GBP depending on number participants, countries, and length of interviews.

Ready to talk?
Davina, Client Services Dir
davina@thehuntingdynasty.com

Oliver, Director
oliver@thehuntingdynasty.com

Phone: +44 (0)843 289 2901

shunting




Supporting your

PRODUCT

AUDIENCE QUANTITATIVE SURVEY via ONLINE,  osirs, cientsenvices oi

davina@thehuntingdynasty.com

IN-PERSON INTERCEPTS, and more Oiiver,Director

oliver@thehuntingdynasty.com

What you get Our bespoke surveys use psychological techniques to debias responses and find both declared and revealed Phone: +44 (0)843 289 2901

preferences from the audience.

How one asks questions is important — the order in which those very questions are asked is equally important and
can pollute data if not handled correctly.

What itis Usually delivered online, surveys and tests that Example shown: Mapping perceptions of cleanliness on
respondents answer at their leisure deliver solid robust 2,800 people in an online survey in local language in UK,
data at scale — depending on the sample size and make- Germany, France, Poland, Sweden, Japan, and S. Korea,
up chosen — giving confidence in answers. They're a and 40 intercepts in Sweden, for an advertising
great foundation for decision-making. campaign for Anomaly/Electrolux

What we do We handle everything you need from guidance on

number of respondents to final presentation and report.

* Set up: Days — confirmation of your competing
brands, and logos. The core survey is already written.
Small time for translation into non-English
language(s) if needed.

* Survey: Push 400 — 1,300+ respondents

* through survey, define location, age, experience of
brand etc. Online survey completion time: 10

minutes —
+ Data: Detailed report, plus top line presentation. € SCramiER

Generally a week or two, depending on depth of

insight you want
* Reporting: We deliver data charts and display,

significance levels, and descriptions. ——

ress is getting harder to find’ =

Interviewees feel it is difficult to have pride
Germany: street in a clean street because in their experience
—r e e it never stays clean.

-.and that creates more uncleanliness

f a0 cne e Gmything T4 ot my FepeeuRty” - Post clean

00000

Re-wording: ‘But ultimate happiness is hard.* =3

Feel free to ask us about our work with e Therme spa re-opening and 1,393 people surveyed in Romania ¢ Danzer
wood supplier and 1,600 surveys in US and Germany ¢ Therme spa temperature perception intercepts on 897 people
in Romania ¢ Keep Britain Tidy & Coca Cola intercepts in Liverpool, UK ¢ And more.

SUMMARY

Bespoke audience surveys: online, intercepts, & more.

Online survey of 400 — 1,300+ respondents, together we define location, age, experiences, etc.

Detailed report of audience’s perceptions and needs.

From 15,000 to 50,000+ GBP depending on number participants, countries, competitors and insight level.

shunting
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PRICING

This is finding out what customers are willing to pay, and gain an *  MAXIMISE REVENUE via ONLINE PRICING SURVEY
understanding of the demand for a product, or service by looking at Our survey gives a clearer idea about how customers respond to changes in price
component parts. As price is also a strong indication of positioning, prices of products and services, the relative values of components, and the sweet spot

that maximises revenue with a conjoint approach — vital in an inflationary world
squeezed by the cost of living.

can be explored with competitors in mind.




Supporting your

PRICING

MAXIMISE REVENUE via ONLINE PRICING Davina Clent Services Di

davina@thehuntingdynasty.com

S U RV EY Oliver, Director

oliver@thehuntingdynasty.com

What you get Our survey gives a clearer idea about how customers respond to changes in price of products and services, the Phone: +44 (0)843 289 2901

relative values of components, and the sweet spot that maximises revenue with a conjoint approach — vital in an
inflationary world squeezed by the cost of living.

What it is Generic conjoint & Gabor-Granger tests presents Example shown: Spa resort pricing survey via Conjoint & Gabor-
price ranges with a random start point and a Granger tests on 5,000 surveyed in Frankfurt DE, Manchester
higher-lower dynamic, and bundles of options and UK, and Bucharest RO
features — mimicking real-world products and
service bundles — to measure demand curve,
revenue by price, and importance of attributes.
They are closed-ended, quantitative online

surveys.
What we do We handle everything you need from guidance on £30
number Of r‘eSpondentS tO flnal presentatlon and Imagine it is a weekday (Mon - Fri), and you are spending half a day at the facility.
Would you buy this option at the price of £21.677

report. T —

e Setup—Days P Oukdoot e
v Thermal pool

e Survey — Buy 400 — 1,300+ respondents VB OR,cp

. . . vPool bar:
* Completion time: 10 minutes Fhneral pools

V’Aqua gym classes (for all types of people)

* Data—Week or two
* Reporting — We deliver data charts and display,
significance levels, and descriptions.

This does not include:

XX XX XXXX

Best’ auds
ALL of theve conditions are met: Age 18-54, and Outiook meutral & positive, and Ukelihood to visit neutral & positive (328 of 80S)

__________________________________

3% =) £38.33

As us about our work for multinational B2B wood supplier and attribute bundles in the USA & Germany.

SUMMARY

Generic conjoint & Gabor-Granger tests.
Online survey of 400 — 1,300+ respondents, together we define location, age, experiences, etc.

Detailed report primarily of graphs of revenue maximising curves.

From 8,000 to 30,000+ GBP depending on number participants, countries, competitors and insight level.

shunting
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PLACE

This is the place where a product, or service, can be accessed and used —
can go beyond physical locations. The research that informs product /
service and price decisions can inform placement too.

* INCREASE CONVERSION — DIGITAL, PRINT, and more
We deliver words and imagery that increase sign-ups, sales, and other conversions
packed full of behavioural techniques.

* IMPROVE USER RELATIONSHIPS - DIGITAL, PRINT, and more
We deliver words and imagery that improve relationships via emails, text, audio,
chatbots, letters, cards, and other forms packed full of behavioural techniques..

* CHANGE BEHAVIOUR in a PHYSICAL SPACE

We use our behavioural knowledge to alter spaces and products to affect
behaviour.




Supporting the

PLACE

INCREASE CONVERSION — DIGITAL, PRINT, and oo centservees o

davina@thehuntingdynasty.com

m O re Oliver, Director

oliver@thehuntingdynasty.com

What you get We deliver words and imagery that increase sign-ups, sales, and other conversions packed full of behavioural Phone: +44 (0)843 289 2901

techniques whatever product, service, or other need you have.

As a consequence we can add to your A/B (or other) testing to make sure we start in the correct space as defined by
behavioural techniques (which makes good use of your testing time and costs) and at best we find successful
techniques that work first time.

What it is We observe your existing conversion triggers, and any testing you may have done, and develop a set of new linguistic
and visual approaches all clearly marked with their behavioural bias, fallacies, illusions, and more. Triggers,
conversions, and active language are the foundation of behavioural economics.

What we do We handle everything you need from creating Example shown: Financial Times, re-write product description
assets, guidance on number of respondents, final on purchase page, with increase signup of 4.83%, tested on 4
presentation and report. million visitors

*  Write/design: bespoke timing to create assets
for live testing whether digital, print or other

* Plan testing numbers: Sample size from
population size and the margin of error to give
confidence in results (boardroom-friendly
results)

* Testing: Live, for days or weeks depending on
frequency

* Data & reporting: Detailed report, plus top line
presentation. Generally days or a week,
depending on depth of insight

Chasss the subacription that it fight for you

Trial Essential Unlimited Unlimited
+ FT Newspaper

Feel free to ask us about our work with conversion, including B2C printed letters for and insurance tree removal
letter getting +23% positive calls, reduction of-24.5% time to conclude on 1,000s recipients in a 6 month controlled
trial.

SUMMARY

We use our behavioural knowledge to edit or create language and imagery to affect behaviour in favour of
conversion.

We handle everything you need from guidance on number of respondents to final presentation and report.

From 4,000 to 30,000+ GBP depending digital or print, and on number participants, countries, competitors and
insight level.

shunting




What you get

What it is

What we do

Supporting the

PLACE

IMPROVE USER RELATIONSHIPS - DIGITAL, Davina, Clent Services Dir

davina@thehuntingdynasty.com

PRINT, and more Oliver, Director

oliver@thehuntingdynasty.com

We deliver words and imagery that improve relationships via emails, text, audio, chatbots, letters, cards, and other Phone: +44 (0)843 289 2901

forms packed full of behavioural techniques.

This helps to positively adjust perceptions and actions at all or any stages of audience relationship for whatever
product, service, or other need you have. Additionally, we create communications to work seamlessly on/with your
current technology, or technologies.

We observe your customer relationships, and any testing you may have done, and develop a set of new linguistic and
visual approaches all clearly marked with their behavioural bias, fallacies, illusions, and more. Triggers, conversions,
and active language are the foundation of behavioural economics.

We handle everything you need from creating Example shown: Text messages sent to 47,623 patients leaving
assets, guidance on number of respondents, final two hospitals in London, UK asking for quality feedback on their
presentation and report. stay, re-writing one sentence of text increased response from
*  Write/design: bespoke timing to create assets 18.8% to 24.9%.

for live testing whether digital, print or other ™.

* Plan testing numbers: Sample size from
population size and the margin of error to give
confidence in results (boardroom-friendly
results)
* Testing: Live, for days or weeks depending on _ ‘
frequency
* Data & reporting: Detailed report, plus top line
presentation. Generally days or a week,
depending on depth of insight
The principle of liking
suggests individuals will
comply with requests from

people they like e.g
hospital staff

Hello. The staff at Chelsea and Westminster Hospital who
looked after you recently would benefit from your
feedback. How likely are you to recommend our
[FFTDepartment] to friends and family if they needed
similar care or treatment? — 1 Extremely likely, 2 Likely, 3
Neither likely nor unlikely, 4 Unlikely, 5 Extremely unlikely,
6 Don't know —- Yeur feedback is important to us. Replies
are free and aronymous, If you do not want to receive
further texts f ease reply STOP. If you have already
completed a aper survey please ignore this message.
Thank You
Removed ‘Reply Today'
Chunking Broadens opportunity for
patients to respond

Feel free to ask us about our work with B2C insurance claims handing where we delivered +30% customer

satisfaction, -75% reduction in complaints, -10% effort, -58% and time tested on 1,000s in 6 month controlled trial
and our improvement in relationship between 80 business in London and their local business district delivering a -
60% reduction in Christmas gift-wrap volunteers needed, 0 to 95 sacks voluntarily categorised, 0 to 14 volunteers.

SUMMARY

We use our behavioural knowledge to edit or create language and imagery to affect behaviour and perceptions
that improve relationships.

We handle everything you need from guidance on number of respondents to final presentation and report.

From 4,000 to 30,000+ GBP depending digital or print, and on number participants, countries, competitors and
insight level.

w mnling#



What you get

What it is

What we do

Supporting the

PLACE

CHANGE BEHAVIOUR in a PHYSICAL SPACE

We use our behavioural knowledge to alter spaces and products to affect behaviour.

The environment through which we pass, or objects with which we interact — whether outdoors, indoors, familiar or
unfamiliar — communicate with us as much any words or pictures may do, and often non-consciously. As a
consequence, altering ‘space’ is a very useful tool to communicate to people to shape their behaviour.

In some cases a light touch is needed, such as simply removing some items, when a more considered approach is
needed we work with subject specialists (product designer and producers, stagers, and more).
There is a lot of proven tests in behavioral economics world to draw on.

We handle everything you need to deliver on our design plans. More than any other approach we test live and often
do pre-change and post-change comparisons to prove effectiveness.

Example shown: For Keep Week one Week two
Britain Tidy & Coca Cola * No cleaning * Gutter and street cleaning
* 3litter binsin test area * Slitter binsin test area

altering environment
overnight (while residents
were asleep) with added bins
and extra cleaning reduced
littering by 10%.

Example shown: Cycle parking
— Making visible any of the
accoutrements of cycling to
work forces consideration. Se
we propose cycle-parks in
visible areas — out front of
buildings.

Feel free to ask us about our work with Keep Britain Tidy & Coca-Cola (part shown), and Bristol Waste in the UK
where we delivered a 28% increase in domestic food waste collection in a 178 homes trial.

SUMMARY

We use our behavioural knowledge to alter spaces and products to affect behaviour differently.

We handle everything to deliver on our design plans. We test live and often do pre-change and post-change
comparisons.

From 2,000 to hundreds of thousands of GBP depending on need.

Ready to talk?
Davina, Client Services Dir
davina@thehuntingdynasty.com

Oliver, Director
oliver@thehuntingdynasty.com

Phone: +44 (0)843 289 2901

shunting
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PROMOTION

This is the part of a marketing mix that is often noticed the most. It
includes television and print advertising, content marketing, coupons or
scheduled discounts, social media strategies, email marketing, display

ads, digital strategies, marketing communication, search engine marketing,
public relations and more. Communicating messages to increase mental
availability is the key.

ADS - DIGITAL
We deliver a campaign for paid-for media packed full of behavioural techniques,
ranging from platforms, to scamps, up to master assets, and a full set of variations.
ADS - PRINT, OOH, and more
We deliver a campaign for paid-for media packed full of behavioural techniques,
ranging from platforms, to scamps, up to master assets, and a full set of variations.
DIRECT - DIGITAL, PRINT, and more
We deliver a campaign for paid-for media packed full of behavioural techniques,
ranging from platforms, to scamps, up to master assets, and a full set of variations.
SOCIAL - DIGITAL
We deliver a social messages, and guides, for earned media packed full of
behavioural techniques, ranging from platforms, to scamps, up to master assets,
and a full set of variations.
REVIEW MEDIA PLANS THROUGH A PSYCHOLOGICAL LENS
We review media mix for the psychological and behavioural influence the context
of each media provides, giving you confidence for the right blend.
REIGNITE YOUR BRAND via ONLINE BRAND PERSONALITY SURVEY
Our survey turns brand activity — all channels, all collateral —into one set of
psychologically proven scores calculated from audience perceptions.
COMPREHENSION SCORING via ONLINE SURVEY
Our survey assesses how well a piece of communication is understood. We also
implement and test improvements.



https://mailchimp.com/en-gb/email-marketing/

Supporting your

PROMOTION

ADS - DIGITAL Davina, Client Services Dir

davina@thehuntingdynasty.com

Oli Direct
What you get We deliver a campaign for paid-for media packed full of behavioural techniques, ranging from copy platforms, to oli'v‘;fg)th';ﬁjn‘;’;,gdynasty,com

scamps, copy and imagery all the way up to master assets, and a full set of variations.
Phone: +44 (0)843 289 2901
Combining words and imagery for digital media in a way that improves motivation and mental availability with our
behavioural science and advertising backgrounds is our heartland. You get proven, potent, and permanent effects
that either work with an existing, or create a new, strand of communication.

What itis We generate all or some of strategy, brief-writing, creative and creative direction, art direction and design and
delivery including options to test (A/B, or more) versions. We are equally at home with B2B, B2C, internal, or other
audiences because there is one common connection between them all — communicating with the brain and its
known biases, illusions, fallacies, and regrets.

What we do * Planning: Campaign strategy if needed
* Briefing: Write brief with you using our briefing forms

* Creative: Scamps and examples with behavioural input identified, and review and approval
* Asset creation and delivery
* Data & reporting: preferably compared to previous assets if possible

Example shown: Lozano Blanco Colombian law firm, breast implants global class action campaign in Colombia,
Argentina, and Panama, with a 98% reduction in CPA (183 to 4.3 USD) via Facebook ads driving to sign up page, with
each sign up’s LTV ~600-8,000 EUR

----
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SUMMARY

We deliver campaigns for paid-for media packed full of behavioural techniques.
We handle everything you need from planning, briefing, creative, asset creation, and reporting.

Variable pricing depending scope, scale, and persistence.

. mnlinp,%l_wmxly



Supporting your

PROMOTION

Ready to talk?

ADS - PRINT, OOH, and more Daving, it Services Di

davina@thehuntingdynasty.com

Oli Direct
What you get We deliver a campaign for paid-for media packed full of behavioural techniques, ranging from platforms, to scamps, 0|i:,\é?g)thgﬁﬁnzzgdynasty.com

up to master assets, and a full set of variations.
Phone: +44 (0)843 289 2901
Combining words and imagery for digital media in a way that improves motivation and mental availability with our
behavioural science and advertising backgrounds is our heartland. You get proven, potent, and permanent effects
that either work with an existing, or create a new, strand of communication.

What itis We generate all or some of strategy, brief-writing, Example shown: Stravel press promotion for start-up app that
creative and creative direction, art direction and encourages multi-mode public transport use to reduce
design and delivery including options to test (A/B, individual carbon emissions

or more) versions. We are equally at home with
B2B, B2C, internal, or other audiences because
there is one common connection between them
all — communicating with the brain and its known
biases, illusions, fallacies, and regrets.

What we do * Planning: Campaign strategy if needed
* Briefing: Write brief with you using our briefing
forms

* Creative: Scamps and examples with
behavioural input identified, and review and
approval

* Asset creation and delivery

You are not
‘one mode of transport

Example shown: Waterloo Uncovered charity
supporting ex-Service personnel, key imagery and
copy suite of 4 images, written, created, and
produced, shown as event promo and postcard
versions.

PEA A UNCOVERED P | o)
PEACE FROM WAR

WATERLOO
UNCOVERED !WATERLOO

Hbreaking charity that uses sites THEIR MOST IMPORTANT FIGHT

to t £, + ISN’T IN THE MILITARY, IT'S
7 ’ FINDING PEACE AFTERWARDS.

g peace to ex-Service personnel
ouncovered.com/support

SUMMARY

We deliver campaigns for paid-for media packed full of behavioural techniques.

We handle everything you need from planning, briefing, creative, asset creation, and reporting.

Variable pricing depending scope, scale, and persistence.

shunting




Supporting your

PROMOTION

Ready to talk?

DIRECT - DIGITAL, PRINT, and more Davina, Cient Services Di

davina@thehuntingdynasty.com

. . . . . . . Oliver, Director
What you get We deliver a campaign for paid-for media packed full of behavioural techniques, ranging from platforms, to scamps, oliver@thehuntingdynasty.com

up to master assets, and a full set of variations.
Phone: +44 (0)843 289 2901
Combining words and imagery for digital media in a way that improves motivation and mental availability with our
behavioural science and advertising backgrounds is our heartland. You get proven, potent, and permanent effects
that either work with an existing, or create a new, strand of communication.

What itis We generate all or some of strategy, brief-writing, Example shown: Bristol Waste, 28% increase in domestic food
creative and creative direction, art direction and waste collection in a150 home trial in the UK

design and delivery including options to test (A/B,
or more) versions. We are equally at home with
B2B, B2C, internal, or other audiences because
there is one common connection between them
all — communicating with the brain and its known
biases, illusions, fallacies, and regrets.

D L]
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What we do * Planning: Campaign strategy if needed
* Briefing: Write brief with you using our briefing
forms

* Creative: Scamps and examples with
behavioural input identified, and review and
approval

* Asset creation and delivery

Example shown: A B2B service offering Al driven
social media posts, where we delivered +80% cold
email click through for 400,000 businesses in 140
countries in a randomised control trial

oo o ’,:‘~ DO

@ Restaurant 51 - Fort Kochi - olivergpayne@gmail.com - Gmail

& Secure https://mail.google.com

o o | Move to ksbox L More

(e mnewid  Restaurant 51 - Fort Kochi -

Emma from Zo <ommaggzocrests com> 30 Jan .- -

Feel free to ask us about our work with a UK B2B legal service where we delivered +33% cold email reply rate
on 1,126 business owners in a control trial.

SUMMARY

We deliver campaigns for paid-for direct media packed full of behavioural techniques.
We handle everything you need from planning, briefing, creative, and asset creation.

Variable pricing depending scope, scale, and persistence.
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Supporting your

PROMOTION

SOCIAL - DIGITAL

Ready to talk?
Davina, Client Services Dir
davina@thehuntingdynasty.com

Oliver, Director

We deliver social messages for earned media packed full of behavioural techniques, ranging from platforms, to oliver@thehuntingdynasty.com

scamps, up to master assets, and a full set of variations to increase recall, acquisition or conversion.

What you get

. . . . . . . Phone: +44 (0)843 289 2901
We are able to build a library of ready-to-go social messages, as well as guides for which behavioural techniques to

use for your product or service to beat competitors or share of concentration so you can both get up and running
quickly and generate more yourselves.

What it is

What we do * Planning: Campaign strategy if needed Example shown: STOWGA (the ‘AirBnB’ of commercial
* Briefing: Write brief with you using our briefing forms  warehousing), a 50-page guide on how to ‘act” and
* Creative: Scamps and examples with behavioural ‘speak’ including 502 social media posts, a library of 132
input identified, and review and approval online links, brand positioning, a writing structure,
* Asset creation and delivery Google Search Ads, cold emails, press-releases, and more
* Data & reporting: preferably compared to previous

assets if possible atility to stoee that sttt

Per day . .
Loy — - - TEOHRE &
s O o -
Griman >
= T T ——

3. Speak
3.3. Writing structure & behavioural eMects

SUMMARY

Dynamic warehousing ™

alows us to upscole
logistics in kne wath
Rrowth rate without
cost implications It's on
the up hitp://oit lyf
22RBIEG

satvenite The higper the future, 7

the better...and
hriahter. This acolas 10

We deliver social campaigns for earned media packed full of behavioural techniques.

Yot W provide just this:

*dynamic solitons to
sohve an old problem”
with our on-demand

Puarehousing hitp Jf
b by 2xREDEG

*The Fsupphychain of
the Tuture...will be e
expensivg and more

We handle everything you need from planning, briefing, creative, asset creation, and reporting.

From 4,000 to 30,000+ GBP depending digital or print, and on number participants, countries, competitors and

insight level.

shunting




Supporting your

PROMOTION

REVIEW MEDIA PLANS THROUGH A Davina, Client Services Dir

davina@thehuntingdynasty.com

PSYCHOLOGICAL LENS Oiiver,Director

oliver@thehuntingdynasty.com

We review media mix for the psychological and behavioural influence the context of each media provides, giving you Phone: +44 (0)843 289 2901

confidence for the right blend.

What you get

What itis The media mix for promotion is partly a condition of eyeballs, partly a condition of the psychological and behavioural
influence the context of each media provides, and the flight plan timing — we give you a view on your mix that gives
you confidence you have the right blend.

What we do * Review and report on benefits and weakness we can see from a psychological point of view
’W—v_fl.u T - : f f { | [ | | { |
v " 6 | | | | | | |
5 ekl
et O e — & G —
100% | | | | | | |

n Argentin = 0.19 USD

Contents

Communications plan
An output of Water for All: A Partnership for a Water Efficient !

Objective 3, Final Plan, March 2013

Authored by Oliver Payne, consultant to Waterwise
under guidance from Joanne Zygmunt, consultant to Waterwise

Message componen!
KnowledgelC
g

Water for Alls a partnership between the following organisations

@ Ve oo

“

— Southern Suttonand Q
= LA ¢
L/ T i

=~ Water
AffinityWater ~ waterwise I

Page 26 0163

Page 50156

SUMMARY

We review media mix for psychological and behavioural influence.

Variable pricing depending scope, scale, and persistence.
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Supporting your

PROMOTION

Ready to talk?

REIGNITE YOUR BRAND via ONLINE BRAND Davina, Clent Services Dir

davina@thehuntingdynasty.com

PERSONALITY SURVEY Olier, Director

oliver@thehuntingdynasty.com

What you get Our survey turns brand activity — all channels, all collateral —into one set of psychologically proven scores calculated Phone: +44 (0)843 289 2901

from audience perceptions. It is this perception that they use to value and make decisions about your brand. Better
than that, we track the same for your competition so you know how you measure up. Even better again, we
highlight the areas customers want your brand to change. It complements Kantar Millward Brown’s brand analytics
programme.

It’s a robust briefing tool to help keep all brand activity — across many sectors and agencies — on track to improve in
the way you need. And we re-test over time to track shifts in customer perception

What it is Brand Personality Test by The Hunting Dynasty. Example shown: Financial Times, Wall Street journal,
Our crafted online test to find out what customers  Economist brand personality test,729 respondents from Africa
and potential customers think of a brand and Americas, Asia — Pacific, Europe, India, UK, US & Canada,
competing brands using 12 key words — such as Middle East
‘Dynamic’, ‘innovative’, ‘stable’ — which are
reliable for within and across brand and sector, FINANCIAL TIMES

and have high test—retest reliability and cross-
cultural validity. We also measure whether the
audience want brands to show more or less of
these 12 traits.

What we do We handle everything you need from guidance on . S
number of respondents to final presentation and respansibe
report.
* Set up: Days — confirmation of your competing B

brands, and logos. The core survey is already
written. Small time for translation into non-
English language(s) if needed. 1 2 3 4 s 6 1

e Survey: Push 400 — 1,300+ respondents

* through survey, define location, age,
experience of brand etc. Online survey
completion time: 10 minutes

* Data: Detailed report, plus top line
presentation. Generally a week or two,
depending on depth of insight you want

* Reporting: We deliver data charts and display,
significance levels, and descriptions.

Innovative

Aggressive

Feel free to ask us about our work with brands such as The Financial Times, The Economist, HomeAway, AirBnB,
Khiel’s, and L’Occitaine, in Europe and North America.

SUMMARY

Brand Personality Test developed by The Hunting Dynasty.
Online survey of 300+ respondents with screened location, age, experience of brand etc.

Detailed report that turns all brand activity — all channels, all collateral — into one set of numbers that indicate
customer perceptions.

From 8,000 to 30,000+ GBP depending on number participants, countries, competitors and insight level.

shunting



What you get

What it is

What we do

Supporting your

PROMOTION

COMPREHENSION SCORING via ONLINE

SURVEY

Our survey assesses how well a piece of communication is understood. We also implement and test improvements.

Ready to talk?
Davina, Client Services Dir
davina@thehuntingdynasty.com

Oliver, Director
oliver@thehuntingdynasty.com

Phone: +44 (0)843 289 2901

With any communication, especially critical information such as medical, financial, customer instructions, for

vulnerable, one can find audience just skim and get patchy

understanding — or even worse completely

misunderstand the message. With this approach you have access to our award-winning test, proven many times

over, and can compare multiple pieces of collateral to give

Comprehension & motivation test by The Hunting
Dynasty is based on a multiple choice question and
answer frame derived from Cloze (1953) and has added
distractor tasks to mimic real-world situations which
also echo dementia tests in most hospitals. It’s very
robust. Added to that we explore self-reported
motivations and preferences — having people want to
engage is an important part of comprehension!

We often rewrite and redesign existing

communication and compare this to the original,

so you get re-written comms as well as a

breakdown of the levels of comprehension for

different sections, the motivation to read and act,

and more. .

* Set up — Days to weeks depending on rewrites /
redesigns

* Survey — Buy 400 — 1,300+ respondents.
Completion time: 10 minutes

* Data—Week or two

* Reporting — We deliver data charts and display,
significance levels, and descriptions.

Ask us about our work for vulnerable insurance customers
for follow-up on 1,200 surveyed. Our work for DAS Insuran

confidence in understanding where there are challenges.

Example shown: LV=, re-write and redesign annual
pension statement, 4% increase in comprehension and
28% increase in reading-ease and likability where positive
and simple language had greatest effect on
comprehension, followed by structure and ease

&% 5ion score by pension-user (%)

74.0% 71,79% Comprehension,
720% all participants
700% e (%)

68,0% /
66,0%

e Group 1. Still

64,0% - 64,51% paying money

62,0%

60,0% + T 1 Group 2. Stopped
Original TheHunting paying money

67,5% Dynasty 70,5%

with comprehension up 10.9% when distracted, 11.5% up
ce reducing letter word count down 65% while retaining

comprehension & ease on 1,100 surveyed, and our work with HomeAway in the US of over 600 participants
comprehension and motivation of online booking messaging.

SUMMARY

Comprehension & motivation test developed by The Hunting Dynasty.

Online survey of 300+ respondents with screened location, age, experience of product/service etc.

Detailed report that turns the comprehension and motiva
perceptions.

tion perceptions into scores according to respondent

From 8,000 to 30,000+ GBP depending on number participants, countries, competitors and insight level.

shunting
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A behavioural insight & communication agency

Product

Price

Place

Promotion
Process

People

Physical evidence

PEOPLE

People refers to anyone who comes in contact with an audience, however
directly, or indirectly.

CALL SCRIPTS & TOP TIPS GUIDES
We deliver language/imagery guides and scripts for staff to use in contact points
so they can weave in behavioural science techniques to permanently improve
communication.

COMMUNICATION PLAYBOOK for MARKETING DEPARTMENTS
We deliver a book of behavioural ‘plays’ and techniques crafted for you, packed
full of reasoning, guidance, and examples so staff can effectively execute
behavioural techniques. We have a periodic review and scoring procedure to check

progress.
TEACHING BEHAVIOURAL TECHNIQUES (so you can work without us) via
WORKSHOP

A grounding in behavioural science tailored to your organisation and

communication challenges using examples of your own comms so participants can

attend-once-and-use-many.




Supporting your

PEOPLE

CALL SCRIPTS & TOP TIPS GUIDES Davina, Clent Services Di

davina@thehuntingdynasty.com

Oliver, Director

What you get We deliver language/imagery guides and scripts for staff to use in contact points so they can weave in behavioural oliver@thehuntingdynasty.com

science techniques to permanently improve communication.
Phone: +44 (0)843 289 2901
Simplified set of ‘first aid’ principles for staff to use day in, day out, in all forms of communication be that voice and
video with customers, emails and text messages, and more formal letters and other types of comms. Can be in the
form of a PDF, or crafted for your intranet, or printed (such as a desk stand or monitor hanger), or other.

What itis Very helpful way of embedding behavioural techniques into the smallest, most frequent communication for
important/main calls (call scripts) and frequent or too-small-to-be-an-external-project comms (follow up calls, emails
back and forth, marketing pieces such s postcards, ads, etc.) for both new and experienced staff.

What we do * Review: Days — we narrow down the set of Example shown: Insurance claims handing +30% customer
techniques that are frequently needed for your  satisfaction, -75% complain, -10% effort, -58% time — Playbook,
situation copy, design, pathway, 1,000s controlled 6 month trial

* Create: Days) — Examples and descriptions of
techniques tabulated
* Deliver: Your top tips guide

Top tips to help customers

reating understanding
= Example:

Top Ten tips to encourage
Attnaction, Compnetension, and Action,

for Havens Hospices 4 a. /&

To ensure that the recipients react to what is being said and respond to what is asked of them

T Laction To create We need to deal with: Example:

W ) a sense that:

7. l want to donate, and | Goal completion Copy

I'll do that now’ For goals that are enticing but not urgent . E.g. ‘We have managed to raise XX and we are very
(e.g. disaster relief), it would be close to achieving our target. Help us now by
Comypneliendion, advantageous to include a fundraising donating today’
"""“"“MmwmmwWM:Z:” thermometer so that the recipients can view | Imagery

progress towards a goal that they may be e  E.g. Sometimes a donation scale is helpful to visualise

able to contribute towards.

Viewing progress towards a goal inspires
donors to give especially if it met 85% of
target (Cryder, Loewenstein & Seltman,

2013).
8. I'd better do it; | said | | Commitment and consistency -
ould’ Breaking commitments we make.is
s

1. Customer ‘getting back to work’ outline

1am Victoria Mion Pivetta, and | will be/am your dedicated Claims Handler, and | will be with you until
Your repairs are completed. It’s a relief for us to get your works going again/started for you.

< with a contractor already?
[No]

Continue.

[Yes)

The Corona virus has created some challenges to some of the work processes but at Sedgwick we're
operating ‘business as usual’ ~ some of us are working from home, others in the office ~ however,
there may be some challenges with government working guidelines for contractors, and also the
supply of materials, but | will talk those through with you today.

Firstly, can | ask you: Are you isolating at the moment?

fyes)
Vil take you through the guidelines for trades people that keeps you, and them, socially
distanced and safe when working at your property/on-site.

[no]
il take you through the guidelines for trades people that keeps them distanced from each other
and you while they work — which is quite common now, such as we are all queuing to go into, or
wearing masks, in shops

Ater this call the next step i for the contractor to contact you to discuss obtaining access and discuss
the practicalities of being able to start repairs and when this might be.
Before that let me give you an overview of how the Corona virus might 26

As an overview:
1 The contractorls) themselves have to A
2. Supplies of materials for b

SUMMARY

Simplified set of ‘first aid” principles for staff to use day in, day out, in all forms of communication
Can be delivered as a PDF, or crafted for your intranet, or printed, or other.

From 2,000 to 10,000+ GBP depending on the number of tips or script length.
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What you get

What it is

What we do

Supporting your

PEOPLE

COMMUNICATION PLAYBOOK for MARKETING  oaia cientservices o

davina@thehuntingdynasty.com

DEPARTMENTS Olier, Director

oliver@thehuntingdynasty.com

We deliver a book of behavioural ‘plays’ and techniques crafted for you, packed full of reasoning, guidance, and Phone: +44 (0)843 289 2901

examples so staff can effectively execute behavioural techniques. We have a periodic review and scoring procedure
to check progress.

The ‘plays’ are behavioural presentation techniques that are fundamental to your sector, product or service, and
audience. It gives every member of staff a performance boost so that new joiners are as good as experienced staff.
Complements brand guidelines and tone-of-voice documents.

Communication Playbook by The Hunting Dynasty is a books of behavioural ‘plays’ for your needs.
The Communication Scoresheet by The Hunting Dynasty is a tool that reviews the marketing team output and
checks how well the playbook is being used — and allows alterations over time if your needs demand it.

* Set up: Days — review current communication output  Example shown: DAS Insurance plays for marketing
* Prepare: Days — establish the main behavioural and communication and policy document input.
psychological techniques you can use for ongoing
comms work
* Create: Week(s) — examples, descriptions, and book
of techniques :
* Deliver: Your bespoke playbook SRR (- oviour)]
- . Ovenview
Example shown: Lozano Blanco Colombian law firm,
breast implants global class action campaign in
Colombia, Argentina, and Panama

MESSAGING COMPONENTS

1. Ego (justice)
S
Troe
Scnsnie &
xslarat
A M
hing thot wes defective. Gnd 20 guarantee as nodody knew
We bel they wil feel that their feelngs have been
Frame (carmaign rame) aic astve se.image is mantaned, ey w
yve the —
e trying 60 find you 2 S0 Proases. Tell me.
We hove & place for you / 1 o P (or hod PEP breast impkants, 1 wan =t your foufl. You dererve jsstice. Tell me
foin s
We 9o together r Find 0w
Blonco

SUMMARY

Communication Playbook by The Hunting Dynasty. Communication Scoresheet by The Hunting Dynasty.

* PDF, printed, or Intranet version of tips, techniques * Hand-scored and graphed periodic review of your
and ‘plays’ to use specifically in your marketing marketing output.
output. Presented back to you and the team, discussed and
Suitable for every member of your team from new direction given.
joiners all the way to experienced staff

Typically a Playbook is between 5,000 to 15,000 GBP one-off cost depending on your sector, your marketing
output, how deep you wish to go.

shunting



What you get

What it is

What we do

Supporting your

PEOPLE

Ready to talk?

TEACHING BEHAVIOURAL TECHNIQUES (SO you  oaina cient services o

davina@thehuntingdynasty.com

can work without us) via WORKSHOP Oiiver, Diector

oliver@thehuntingdynasty.com

A grounding in behavioural science tailored to your organisation and communication challenges using examples of Phone: +44 (0)843 289 2901

your own comms so participants can attend-once-and-use-many.

From our suite of workshops using a COM-B structure, or our simplified FAST structure. We deliver them at client
locations, or our options such as the RSA in London. We review client’s common output, and tailor our examples to
focus around those areas. We fill the workshop with client’s existing comms outputs and challenges, and throughout
the day feed behavioural interventions that will solve these challenges and structure the day to have participants edit
and improve their own work. Is it true that teaching behavioural techniques allows people to build it themselves.

First Repeat 3 to 5 times
A A

[ \N \
10-15mins 10-25mins 10-20mins 10-15mins
We show an overview of We show some behavioural In groups of two/three, Share, and gather outcomes, and
behaviour, how our brains work, principles around a theme (e.g. participants apply the principles review from us, the hosts of the
and why this important to how to deal with ‘psychological to their own work in ways they session
consider capability’) think are appropriate — lots of

stimulus to draw on, make notes

Divwsaborn ki Workshop: COM-B

Ability
— 1. Capability 2. Opportunity 3. Moti

1.1 Physical 2.1 Physical 3.1R

biin ks
o — 1.2 Psvm:;lcai 2.2 Social 32A
HHHHI 1. Capabitny

1. Capabilit

SUMMARY

COM-B & FAST Workshops developed by The Hunting Dynasty.

Half day or one day

Review your comms and craft workshop accordingly

From 2,000 to 6,000+ GBP depending on number participants, location, and amount of work to review.

shunting
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Promotion
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Physical evidence

PROCESS

All organisations want to create a smooth, efficient and user-friendly *  AUDIT of COMMENDATIONS & COMPLAINTS
journey — and this can’t be achieved without the right processes behind
the scenes to make that happen.

We score commendations & complaints data according to psychological and
behavioural identifiers.




Supporting your

PROCESS

AUDIT of COMMENDATIONS & COMPLAINTS Davina, Clent Services Dir

davina@thehuntingdynasty.com

Oliver, Director
What you get We score commendations & complaints data according to psychological and behavioural identifiers. oliver@thehuntingdynasty.com
We score based on our assessment on a variety of measures that we can sensibly see in the language of the Phone: +44 (0)843 289 2901
commendation or complaint — this is akin to quantifying qualitative data, or making measurable sense of semi-
unstructured commentary.

What it is For instance, for some we can spot whether an individual or the organisation is the target of the commendation or
complaint, whether it is about doing the job needed or going the extra mile, is the submission during or after a
service or product is received, and the relationship between these. There type and number of measurable attributes
is bespoke for each project.

. - . . .
What we do Initial session to establish documented process in . . .
place, and other pathways used in practice. taking 4 keme ,
the ‘Sedgwick 5. 'l know did this 8. ‘The nice of
* Scoring: Day/ days scoring pathway A e R "
. . d the big overwhel | feel resolved askedto happy it;Isaid| complete feelsless the
L De||Very: Excel f||e Of data p/cmre’g' med’  better’ (ke /do) do’ nat:/p' would’ thr;irt’ painful’  favour’
* PDF written document, or PowerPoint, as a I . B N 1
companion.
1 1 1 1 1
2 1 1 1 1

10. ‘That's

3. ‘They’re |4. ‘Someone 8. ‘The next

1.1 2. ‘I don’t [taking the [‘Sedgwick [5.'I know |[likemedid [7.‘I’d few steps nice of
understand |feel burden needsitto |whatl’m this thing, better doit; |will them; Ill
the big overwhelm |from me -1 |getresolved|being asked |and they’re (I said | complete 9. ‘This feels | return the

picture!” favour’

Com jation: 26% 37% 25% 39% 10% 1% 1% 10% 30% 100%
complaints| -23H| -15% M| -22% W -17% B 0% 2% | % 0 -291H

ed feel better’ |(likeldo)’ ([todo’ happy now’ |would’ this bit’ less painful’

Focuson Going above (1.1
NPS Percent of Person (1) or |and beyond |understand
Recommend |recommend Oganisation |(1), below (- |thebig
Score wore (1) 1) picturel’
Promoter 65% X% of comments where factor exists 60% 10% 40%
10,9 Pos / neg (ave. from -1 to +1) 0,0 1 1
Passive 15% X% of comments where factor exists 40% 10% 50%
8,7 Pos / neg (ave. from -1 to +1) 0,0 0.6
Detractor 20% X% of comments where factor exists !
==43210 Pos / neg (ave. from .1 -

SUMMARY

We score commendations & complaints data according to psychological and behavioural identifiers.
Delivered as an Excel file of scoring data and a PDF or PowerPoint report of key takeaways.

From 4,000 to 20,000+ GBP depending on the number of tips or script length.
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PHYSICAL EVIDENCE

* EVIDENCE of EXPERIENCE: CREATION, EDITING & AUDITING
We deliver evidence of experience ideas, changes, suggestions, readings, and
knowledge about what we see and how to make improvements.

This is the evidence of experience that are the tangible, physical, cues that
accompany a product or service. Almost all services include some physical
elements even if the bulk is intangible.




Supporting your

PHYSICAL EVIDENCE

What you get

What it is

What we do

EVIDENCE of EXPERIENCE:
CREATION, EDITING & AUDITING

We deliver evidence-of-experience ideas, changes, suggestions, readings, and knowledge about what we see of your
tangible, physical, cues that accompany your product or service —and how to make improvements.

If you ever struggled implementing behavioural and psychological interventions or with getting results you weren't
expecting, we can help.

Irrespective of the sector we are looking for capability, opportunity, and the automatic and deliberative motivations
that effect perception and behaviour. That may be in the form of thank you notes, receipts, confirmation emails, and
other touches that go along with an interaction that have an organisation’s information on them.

We handle everything you need to deliver on our design plans. More than any other approach we test live and often
do pre-change and post-change comparisons to prove effectiveness.

Example shown: Bristol Waste, 28% increase in domestic food waste collection in a150 home trial in the UK

Example shown: In-product packaging labels for apparel store

MESSAGES DESTINATIONS

VEN O -~
s 3 ADDITIONAL LABEL IN PRODUCT PACKAGING

A ‘repatation’ appesl Areputation’ pped
“Be the ane 10 tell oohery sbout London "B the one 19 tell others sbout london

Undescover on Google ™ Undlercover (i ok t] on Goagle™
Appraing ‘serse of belonging 2opesing ‘wese of etorgng
“Doia London Undercover owners in “Joi Lovaon Lindercover owners i
SeAewIng (a1 am Geogle” reviewing (v o 1| am Geoghe”

Evoking ‘contern for other toraurers
W pow help s by revewing
o Google”

Goto (URL)

Ask us about service sector conformation emails, estate agent paraphernalia, pension pocket-fold-ups, and more.

SUMMARY

We deliver evidence-of-experience ideas and finished pieces packed full of behavioural techniques.
We handle everything you need from planning, briefing, creative, asset creation, and reporting.

Variable pricing depending scope, scale, and persistence.

Ready to talk?
Davina, Client Services Dir
davina@thehuntingdynasty.com

Oliver, Director
oliver@thehuntingdynasty.com

Phone: +44 (0)843 289 2901
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