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Starting from the analysis of digital
marketing)and@rowth hacking,this thesis
aims to explore the modus operandi and
strategies pursued in the aforementioned
sectors within companies, evaluating the
impact and success that growth can have
in consumer marketing. It then investigates
how visual experimentation is carried out
by Growth Teams)who the key figures are
and what the interdependencies are with
other teams within companies, such as
the(Creative team)Based on the in-house
experience at tomtom B.V., a new strategy
is proposed transcribed in the form of a
digital guide to make the workflow more
efficient and innovative with a focus

on 4 different areas, starting from the
reorganisation of material to the use of
templates for performance campaigns.
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In the academic year

2023-2024, an internship
experience was carried out at the
company&omtom B\hased in
Amsterdam. The entire internship
experience focused on working
alongside the key figures of the
Growth and Creative teams,
learning

the inner

workings

and the

basis of

the strategies adopted, creating
digital content: tests and visual
experiments for the Growth team,
static and animated contentinline
with the brand for the Creative
team.

1. introduction



internship
experience

experiments

and tests

definition
of areas of
action

desk
research

dialogue
with

manager

Thus, the aim of the thesis
project is to assess the internall
workings of the two teams with
an external and critical eye,

as taught by organisational
design, which focuses on the
inner workings of companies,
trying to solve the problems
that lie in the working methods
by means of a new(strateg
therefore going deeper and
deeper, eventually leading to
strategic design.

However, in order for a valid
and functioning strategy to be
proposed,desk researchywas
carried out on the definition

of the growth teams, their
work processes, the people
who make them up and the
relationships they have with
other teams within a company.
A similar approach was also
carried out with regard to
Creative teams, in order to fully
understand their functioning
and points of contact with
Growth teams.

It must also be said that the
manager of the growth team
at tomtom was crucial, as she
provided valuable insight into
the research topics. In fact,
there was@onthly dialogue to
get deeper into the tomtom
world and to understand

the points of contact and
detachment with the other
growth teams.

Fig 1:

Scheme about the steps pursued to
arrive at the definition of the project
and the drafting of this thesis



1. introduction

Before analysing the research and the project in detall, it is necessary to spend a few words about
the host company, tomtom BV.

tomtomB.V.isone
of the pioneersin
thedfield of maps>
founded in 1991 and
headquartered

in Amsterdam.

It released its

first generation

of satellite
navigation devices
to marketin 2004.
As of 2019 the
company has over The Amsterdam office specialises in
4500 emplovees several areas, omore IT, product

egineering, HR and( d, both B2B

Worldwide qnd and B2C. In particular, the former works with
. . partners in the automotive market, the latter
Opemt|ons 18] focuses on user product advertising.

29 countries

throughout

Europe, Asia-

Pacific, and the S

All photos shown here come from the tomtom photo archive

A 1 regarding the opening of the new headquarters in Amsterdam
merlcqs. in November 2023. They show both the interior and exterior.
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Both theGrowtBand the Creative

team are part of the digital marketing
sector. This sector includes other
teams, such as sales, PR*, CRM**, social
media and project management.

*PR stands for public relations
**CRM stands for customer relationship management

15



Growth teams
who?

2.






2. context - growth teams who?

GraklkeR EBahs |0

"Growth teams are
dedicated groups within
companies focused on
driving user and revenue
growth through data-driven
strategies,&xperimentation,
and optimization across
various marketing channels.
These teams often leverage
a combination of marketing,
product development,

data analysis, and user
experience to achieve their
goals."

Taking into account the definition given by Chat GPT,

it can be said that the key point of Growth teams is to
have the task of@ and directing
the growth of the company through experiments and

collecting data from them in order to optimise the
overall marketing performance. The benefit of Growth
teams is that they help companies overcome customer
acquisition challenges and achieve sustainable,

scalable growth. Therefore, growth teams encourage a

culture of continuous improvement, a customer-centric
mindset, and a focus on achievable, incremental goals.

&



2.1 growth teams 101

Parameters

The work of a growth team
resembles a scientific
experiment and, as such,
must be:

scalable

it should lead to
objective results

repeatable

it should be replicable
at different times

measurable

using the appropriate
metrics



2. context - growth teams who?

BLAIOLLIE/OH OF
GIrobleER EEaAS

The growth team originated in Silicon Volley.@
Chamath Palihapitiya piloted the first official growth
team in 2007.

Instead of isolating the efforts of the product, sales,

and marketing teams, he proposed forming a new team
that bridged all three departments. This approach was
hugely successful. Other Silicon Valley giants like Uber,
Airbnb, and Pinterest have since adopted and adapted
the growth team concept, achieving significant growth
through these efforts.

In the history of the most
successful growth teams
we find, as already
mentioned, first of alll,
that of Facebook and
then also those of(Spotify,

(Airbnb, {Dropbox,)an
Uber,)For each of them,
key parameters were
identified that allowed
and still allow the team to
stand out.

Chamath Palihapitiya




2.2 evolution of growth teams

Fig 7:

A reunion of the most important
employees of Facebook, including
Chamath Palihapitiya and Mark
Zuckenberg

Fig 8:
Chamath Palihapitiya talking in a
debate

FACEBOOK ~— D first growth team ever

Network effect
Facebook capitalized on the@ where
the platform'’s value increased as more users joined.
Features like friend suggestions drove user acquisition
and retention.

Data driven optimization
Data analytics allow to understand user behavior,
preferences, and trends. The ability to serve
advertisements based on user data contributed to its
revenue growth.

Strategic acquisition
Facebook strategically acquired companies like
Instagram, WhatsApp, and Oculus VR. These
acquisitions expanded Facebook's product portfolio.

13



2. context - growth teams who?

Mobile first approach
Facebook successfully transitioned to
adobile-first strategypoptimizing its platform and
developing mobile apps to cater to the increasing
number of users accessing the platform.

Continuous innovation
The introduction of new features and innovations keep
users engaged while the introduction of advertising
tools for businesses enhanced Facebook’s appeal to
marketers.

Partnership
Facebook developed an ecosystem by allowing
third- party developers to create apps and games on
the platform through the Facebook Developer Platform

Good morning

Rico Nasty Take Over ...
o - Giap . =

Good Vibes
" Playlist

aff with thesa epic anthem:

20



2.2 evolution of growth teams

Fig 9:
Some screenshots on the
Spotify app

Fig 10:

Discover Weekly and Release
Radar are an example of the
application of the strategy
devised by Spotify’s growth
team

Discover - I Release
Weekly ' . Radar

SPOTIFY

Personalised recommendations
Spotify's growth team relies on algorithms and
preferences to analyze user behavior and t r
recommendations. Launched in 2015(Discover Weekl
playlist is a prime example of this strategy.

Partnership
Strategic partnerships with various companies, like
Starbucks, Hulu, and Uber, enhanced its service reaching
a wider audience.

User centric approach
The user-centric approach focuses on enhancing
the user experience. They continuously innovate by
introducing new features and functionalities based on
user feedback.

Data driven decision making
A constant iteration and improvement cycle based on
user data allows Spotify to adapt quickly to changing
user preferences and market dynamics.

Localised contents

Spotify tailors its content and playlists based on
eographical region®and local music preferences.

Zl



2. context - growth teams who?

AIRBNB
Referral programs 2‘9 T P TRELETES
. . creensnhot rrom the Airono a
Airbnb implemented a successful referral program that 2
incentivized existing users to refer friends and family. Fig 12:

Lifestyle photo of a rentable
home on the Airbnb app with
brand logo

Both the referrer and the referee received travel credits.

Localised marketing
Airbnb personalized its offerings by tailoring experiences
and accommodations to

SEO and content strategy
Airbnb created high-quality content, including guides,
blog posts, and destination-specific information to

improve their search engine visibility and attract more
hosts and guests.

User experience
The platform focused on enhancing user experience by
providing secure payment systems, robust verification
processes for hosts and guests, and reliable customer
support.

Community approach

The company established a sense
of@rust and belongingdbamong its
users by emphasizing community

engagement, reviews, and user-
generated content.

Partnership
Airbnb formed strategic
partnerships with companies like
American Express, offering benefits
to cardholders, and integrated
their services into other platforms,
expanding their reach.




2.2 evolution of growth teams

% Last-minute booking
% Resolutions Tool
% Photo Tool

* Lantern

% Help center

sk Product Email
% Homepage

3% Booking Flow
% Calendar

% Managed Listing
3 Verified ID

% Privacy settings
% Marketing Emails
% Stories

% Search

¥ Wish-list

% Dashboard

(* Neighbourhoods)

% Groups

% Your Reservations
3% Account

3 List your Space

% Messaging

% Check-in

% Reviews

*

Profile

3% Mobile web

% Hospitality
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It must be added that

Airbnb,@in the
hospitality industry,

created a dedicated
growth team that

helped optimise the

user experience and
accelerate the company'’s
growth globally. Growth
Teams often simplify

the value proposition

to activate untapped
customer segments. This
is what Airbnb's Growth
Team did. They analyzed
all the features, and from
30+ prioritized just six,
just the ones that inactive
or non-users might look
at. Focusing on these
provided a fast track to
access untapped areas of
value and achieve scale
faster.



2. context - growth teams who?

DROPBOX

Drophbox benefited from adopting a
growth team model, which enabled
faster innovation and better problem
solving. The Dropbox growth team has
evolved as the company and strategy
have evolved.

Referral program
Dropbox's growth was significantly boosted through a
eferral program offering extra storage space to users

" y

tobuild & referral progrgm

who referred friends, thereby expanding their user base How: W\,
I'Gpi dly viratloops inspirec Wishpond
User-friendly program <2 \
Dropbox offered a straightforward and user-friendly . Dropbox s
cloud storage solution. Its simplicity and ease of use INsa ne
attracted a wide user base. I'eferral
Freemium model pl’Og ram

Theffered users a free basic plan
with limited storage space and provided options for

paid plans with additional features and storage.

Enterprise solutions
Dropbox pivoted from being a consumer-focused
product to offering solutions for enterprises. The
expansion into the business sector allowed Dropbox to
tap into a new market segment.

cat pocket

pefer!

Continuous innovation .
Dropbox continued to innovate by introducing new
features and functionalities. They expanded beyond
just file storage and sharing, integrating tools for project

management.
. Fig 13, 14, 15:
Partnershlp Articles, Blogs and Web pages
Partnerships with companies like Microsoft, Adobe, and that use the exaple of the
- Referral program of Dropbox as
Salesforce enabled Dropbox to expand its reach and a boost of growth
provide enhanced functionalities to users within those _—
ig 16:
ecosystems. A car with Uber logo

|



2.2 evolution of growth teams

UBER

Rider and driver incentives
The@oﬁered discounts or free rides to
new users referred by existing users, stimulating user
acquisition and retention.

Localised marketing
Uber tailored its marketing campaigns and strategies to
fit the@dyncmics and cultural nuances.

Dynamic pricing
Uber's use of dynamic pricing, allows to adjust fares
based on demand, ensuring a balance between supply

and demand during peak hours or high-traffic periods.

Data-driven decision
Uber leveraged data analytics extensively to optimize
routes, pricing, and driver allocation. This data-driven
approach helped in making informed decisions to
improve user experience.

Mobile experience
Uber revolutionized the transportation industry by
introducing a user-friendly mobile app that allowed
users to seamlessly book rides, track drivers, and make
cashless transactions.

Partnership
Uber formed strategic partnerships with companies like
Spotify and Starbucks to enhance the rider experience,
allowing users to play their own music during rides or
earn rewards

25



2. context - growth teams who?

In addition, for Uber it
must be said that when

it was launched in the
US,)Uber's core value
proposition was all

about enabling cashless
transactions. However

its user base in@wos
extremely small. At that
time, most people in India
didn't have credit cards,
so for Uber to grow, it had
to find a way to expand
beyond its existing
customer base. The team
experimented with a cash
payment option’s impact
on growth and retention.
These experiments
succeeded. So even
though this deviated
from the product team'’s
cashless vision, it made
sense to support cash in
India.

Moreover, they boosted
rider-to-driver conversion
metric by providing
economic incentives for
drivers to pick Uber over
competitors and focusing
efforts on building a loyal
driver ecosystem.

Fig 17:
Some of the partnerships
between uber and other brands

26



2.3 strategy

SEMNaEELH

The strategy is .

T Experimentation
&ey principles CExpeimentation >
to rapidly Gara, marketing research, ond

ience to hypothesi

accelerate efforts that might achieve
g rOWth massive growth. The only way

. . to know for sure is to execute.
experlmentatlon,
Iteration,

optimization, L

and working in (Iteration)

Spn nts_ Experimentation without iteration is

—_— guessing. After each experiment, the team
analyzes the new data to understand what

worked, what didn't, and why. Once the

team has the answers to those questions,
they will set a new hypothesis, and then run
a new experiment that builds on the results

of the first.

5.

Efforts that work well are refined to
work exceptionally well. The team
identifies and addresses friction
points in the sales and marketing
funnel.

22



task

lead

Fig 18:

14-day scheme of the sprint
working methodology for
tomtom's digital marketing
team, including growth team,
creative team and the other
components of the entire B2C
sector

1. Scrum is an agile project
management framework that
helps teams structure and
manage their work through a
set of values, principles, and
practices. Much like a rugby
team (where it gets its name)
training for the big game,
scrum encourages teams to
learn through experiences,
self-organize while working on
a problem, and reflect on their
wins and losses to continuously
improve.

2. context - growth teams who?

s

CWorking in s@

Growth teams rely on sprints as a core
strategy. These sprints usually span
monthly or quarterly periods, enabling
teams to swiftly implement changes,
test outcomes, and adjust strategies as
necessary in subsequent sprints.
Focusing on sprint planning, this
approach is rooted in Scrum', a primary
methodology in Agile marketing. Sprints
are defined timeframes where teams
aim to complete specific workloads. This
cycle allows teams to handle smaller
tasks within each sprint and deliver
iterative releases. The short duration of
sprints facilitates frequent adjustments
to action plans every few weeks.

M doy 2 doy -4 T |

idea discuss
sharing ideas
everyone everyone
from from growth and
marketing marketing creative team
team team

qualitative qualitative fersiiens in-campaign performance
feedback testing feedback

growth and senior digital senior digital
creative team marketer marketer

by
\;y Usabilityttb, Brainsight and User Testing

23



2.4 agile marketing

dbiLE hMalr LEEiHG

Agile marketing is an
approach that leverages

«agile methodologies>
emphasizing

self-organizing,
cross-functional teams
engaging in frequent
tests and iterations with
continuous feedback.

It requires a strategic
vision, tools to expedite
outputs, and short,
medium, and long-term
marketing planning.
Agile methodologies in
project management
iInvolve several

phases, fostering
constant collaboration
and dialogue with
stakeholders throughout
planning, execution, and
evaluation stages.

23

what is
agile marketing?

teamwork
and collaboration
data-driven
decision making %\’é

rapid, iterative
%\,éf realease



Teams employing agile methods consist of
multidisciplinary experts working towards a common
goal, managing individual daily tasks alongside project
responsibilities to support sprint progress efficiently.
Agile marketing promotes{teamwork )
ata-driven decision-makingy and rapid,
release.

Three popular agile marketing frameworks include
scrum, kanban?, and scrumban® (a blend of kanban and
scrum). Scrum, initially developed for agile software
development, establishes a culture of transparency;,
inspection, adaptation, and focuses on high-priority
tasks through timeboxing. Key practices within Scrum

Daily Standups
Daily Standups, also known as the©
ensure team synchronization with updates on

yesterday's achievements, today’s plans, and
any obstacles, keeping meetings brief and
motivating. This meeting shouldn't last longer
tha -30 minutes) because otherwise it
wastes time. Tt helps to have everyone standing
up to motivate to keep things nice and short.

sovv  Sprint Demo

v Sprint Demo (or@ concludes each
sprint with a presentation of completed work
to stakeholders, ensuring transparency and
accountability in project progress. This meeting
isn't useful if only the Scrum team attends,
because they have been working together for
weeks on these tasks.

30

2. context - growth teams who?

2. Kanban is a popular
framework used to implement
Agile and DevOps software
development. It requires
real-time communication of
capacity and full transparency
of work. Work items are
represented visually on a
kanban board, allowing team
members to see the state of
every piece of work at any time.

3. The Scrumban methodology
combines the best features

of Scrum and Kanban into a
hybrid project management
framework. It uses Scrum's
stable structure of sprints,
standups, and retrospectives.
Then it adds Kanban's visual
workflow and work-in-progress
limitations. The result is a truly
flexible method for managing
projects of any size.




2.4 agile marketing

Fig 19:

Diagram representing the union
of the two methodologies
scrum and kanban leading to
the definition of the scrumban
methodology, the meeting
point between the two

Fig 20:

A representation of the kanban
board with the division of tasks
into to do, in progress, and
completed

=1

scrumban



2. context - growth teams who?

GIroblER EEaS
dhbEMdd

After outlining key moments for sharing
experiment progress with the team —
specifically, the daily standup and sprint demo —
here are the additional steps integral to a@rowth

diacker's agenda>

. 3§ 2 J 3

brainstorm
session

l

the aim is to gather a
high number of ideas

ranking and
refinement

l

in this phase ideas are

ranked and refined
following the previous
frameworks

S

sprint
planning

l

the aim is to pick up
the best ideas and to
agree on the task that
should be completed
in the following 2
weeks




2.5 growth teams agenda

Fig 21:

Diagram representing the
various steps of the typical
growth hacker agenda,
starting with the brainstorming
session and ending with the
retrospective session

4 3§ 5 ] 6

daily sprint retrospective
standup demo session
in this meeting when the analysis the aim is to look back
everyone is kept and the results of at the sprint planning
@on the the experiments are and analyse what
progress of the tasks shown went well or not and

what can be improved

53



2. context - growth teams who?

FIrocESS

The approach adopted by Growth teams is the
GR.O.WS. processya five-step loop designed
for growth hackers to execute experiments.
Developed by Growth Tribe in 2016, this process
establishes a structured approcach to work.

I3

gather

3 Fi

study data O rank ideas

1] I

outline

work, experiment
work, work

=4



2.6 process

< 3 G stands for gathering ideas >

This phase begins with@o wide range of experiment ideas to explore
potential solutions. Quantity of ideas is prioritized over quality at this stage, forming

a backlog of ideas. Methods for generating new experiments include:

Reviewing customer service complaints
Conducting live user testing

Analyzing competitors’ funnel approaches
Studying case studies from various industries
Brainstorming with diverse teams

Interviewing funnel dropouts or loyal customers
Analyzing heatmaps

PLLLLLL

( 3 Rstands for ranking ideas >

With a long list of experiment ideos@is essential due to time
constraints. Two common frameworks for prioritization include B.R.A.S.S. for
acquisition channels and P.LE. or |.C.E.S. for conversion, retention, or referral
experiments.

impact

volume

Looking at AD
Manager”, it
is possible to
understand what is
the traffic about a
certain asset. From
this data, a ranking
is developed in a
scale from1to 5.

I:

confidence

data driven

Confidence is
expressed through
the link between
the asset and the
acquisition phase. A
percentage shows
the success of the
Ad. This percentage
makes it possible to
determine a score
from1to 5.

S5

E

effort
team imput

It depends on the
working hours that
are required to
create an asset. If it
is a low-fi content,
it is going to score 5
since it requires less
people and less time
onit. When there is
a high effort the rank
will be low.

3

scalability
opportunity

When the asset is
successful it can be
implemented into
other countries. The
following step is the
ranking between 1
and 5.



2. context - growth teams who?

(fhe idedwith the

highest score is going I X I: X E X 5 - H

to be
If this

developed first. )
experiment fails,

the following step is to score of the experiment
proceed with the next

experiment on the list Fig 22:

with the second highest Graphical representation to demonstrate the process by which the final

score.

score of the experiment is obtained

(¥

O stands for outlining experiments >

Before implementation,detailed planningis crucial to avoid wasting time and
resources. Key questions include:

Vbbb

Duration:

Determining how long the experiment should run based on traffic requirements
Feasibility:

Ensuring technological capabilities and necessary tools are in place
Stakeholders:

Identifying and involving relevant teams such as marketing, sales, and IT
Skills:

Assigning appropriate team members, from developers to designers
Tracking:

Establishing metrics to measure experiment success and intermediate steps
Success criteria:

Defining what constitutes a successful experiment upfront

Kickstart time:

Allowing no more than two business days to set up the experiment

(¥

W stands for work, work, work >

Implementing tasks using a kanban board with ‘to do', ‘doing’, and ‘done’ columns for
clear task management.

(¥

S stands for studying outcomes >

Concluding experiments involves verifying data.

4. see the

section “tools” in “data-driven decision making” paragraph

=17



2.7 platforms and tools

PLaEFOIrmS aid
EQOLS

Each step of the G.R.O.W.S. process relies on the

use of glatforms and tool®

In order for everyone to be aware of how the experiment was outlined (step O of the
.R.OW.S. process), theive platformycomes to the rescue.

HIVE

strengths:
&0 ope . .
S - facilitates daily task tracking
- enables instant feedback through chat
- 5 =, =F —> weaknesses:
‘ I A T R - relatively new to the company, still
i = undergoing discovery

Hive serves as a project management tool that not only offers comprehensive task
or project descriptions but also plays a crucial role in daily stand-ups by displaying
ongoing, upcoming, and completed projects. Project stakeholders initiate detailed
briefing tickets to provide in-depth project explanations to the executing team.
Additionally, it functions similarly to a Gantt chart.

Fig 23:
Screenshot of the HIVE platform

=



2. context - growth teams who?

Regarding step &V of the G.R.O.W.S. process>-referred to as “work, work, work”—
additional platforms are indispensable, particularly for usability testing and scaling
efforts. For usability testing, platforms like Usability HubBrainsight) andUserTestin

prove invaluable. It's important to note that these tools are used primarily to gauge
user comprehension and feedback, rather than to make final design decisions.

USABILITY HUB
‘‘‘‘‘‘‘‘‘ e strengths:
. = « rapid testing turnaround
b S ) . « clear, step-by-step test setup
— instructions

« ability to target specific demographics

—> weaknesses:

« limited to five test options

Usability Hub, for instance, is a remote user research platform enabling diverse test
types to identify usability issues. It supports uploads of design versions and gathers
qualitative feedback from a large pool of testers, available on-demand at a pay-
per-answer rate within hours. Users can conduct various tests such as first-click tests,
design surveys, preference tests, and five-second tests.

USER TESTING

strengths:

« testing flexibility throughout project
stages
* detailed analysis of videos and metrics

—> weaknesses:

: * participants are often experienced
""""""""""""""""""""""""""""" testers rather than typical users
« higher cost compared to Usability Hub

UserTesting allows teams to observe and interact with customers as they navigate
welbsites, applications, or prototypes in moderated sessions. It emphasizes user
interviews and offers extensive video and metric analysis capabilities.

53



2.7 platforms and tools

BRAINSIGHT

strengths:

+ predicts audience attention with 94%
accuracy

* provides insights into viewer
engagement

—> weaknesses:

« limited compatibility
* steep learning curve

g .
AN IVWA W’\\FT

Brainsightemploys ADto predict viewer behavior and optimize advertisements, UX
designs, and video content. Predictive heatmaps help assess design elements’

attention and distractions without extensive user research.

CREATOPY

strengths:

* supports HTMLS5, Flash, JPG, GIF, PNG,
and MP4 formats
« offers a wide range of templates

—> weaknesses:

+ inability to collaborate simultaneously
with team members

EEE - - PEE OE0 EMEE e * imited image manipulation
capabilities

For@&eqtopy serves as a cloud-based platform for creating banner
ads, supporting various formats and facilitating ad scaling using Excel files.

Fig 24, 25, 26, 27
Screenshots of Usability Hub, User Testing, Brainsight and Creatopy
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2. context - growth teams who?

ddkd~dlhi*'EH
dEBCiSi0H hdkiHk

Having defined which platforms

come to the rescue of growth

hackers, we would like to focus

on the aspect of vt ol the right
<data-driven decision making>—_

which is crucial to collect and

select the right data. Indeed, it whet i he e

allows one to understand what -

the data wants to communicate

and is often based on the

theory of uplifting, i.e. drawing

conclusions only if thereis a

high number of users.

The more@ond @involves scoring the experiment to
understand whether the contentis relevant or not. This score is given by the sum of
dhe engagement rate rankingy how many people interact with the content created, for
the{quality ranking) the relevance that is measured on the ads through feedback, for
theconversions rate ranking) given by the ratio of how much is spent and how many
installs are obtained.
The first step is to analyse data from the Ad Manager, which is the tool that allows
calculating the confidence level. Each experiment has the same budget. Subsequently
if the test is inconclusive the design is going to be changed and tested again. If it is an
absolute fail, the idea is going to be dropped and another is going to be picked up.
Th@s not only about the statistics but also about what happens in reality.

40



2.8 data-driven decision making

how much spent

how many people interact

|

engagement rate ranking x quality ranking x conversions rate ranking = 4

| )

score of the experiment which determines if an
asset is relevant or not

how many istallations

relevance measured on
ads (feedback)

(* Tools >

Leaving aside for a moment the more creative side of the growth team, and
considering instead the side closer to marketing, it has been said that one aspect of
the strategy pursued by the growth team is that of data-driven decisions. In order to

come to successful conclusions, not only experience is required, but certain tools come

to the rescue.

—> acquisition

analytics and Ads manager
testing of

Google oy <= Play console

anlytics - <— Apstore connect
and testing

of Appstore Adjust

Appfigures

Fig 28:

Graphical representation to show the
process to obtain the final score from

the engagement rate ranking, quality
ranking and conversions rate ranking

to understand whether an experiment
is relevant or not

—> activation

main tool wsed for
TP or similar social

Mixpanel i
—\ media that shows pane = for onboanding
Adjust
/ for onboarding
mobile Purchasely
measwrement for push
. —
— ma‘:::"‘re\;:\ul Leanplum notifications
L
dashboards ol i
Airship wsed by CRM

“the confidence level can be
obtained also throwgh other
generic A/P testing tools

HI



2. context - growth teams who?

05

To ensure effective growth within a growth team, speciﬁc@ore essential, each
interdependent yet diverse in expertise — referred to collectively as growth hackers:

. Leads the experiment
C* Growth Perect quqger> ~ roadmap with entrepreneurial
spirit, leadership, and
adaptability to pivot
strategies and explore new

avenues.
G h E . Executes experiments with
* rowt ngmeel‘ > technical proficiency, making
critical technical decisions.
Specializes in specific
(* Growth Marketer > > channels such as SEO® or

Email Marketing, focusing on
enhancing search rankings
and managing subscriber
content.

Extracts insights from
(* Growth Data Analyst > T experiments and datasets
to develop actionable

strategies for marketing
teams and stakeholders.

. Prioritizes rapid
(* GrOWth DeSIQner > > implementation over pixel-
perfect design, contributing

to iterative experimentation
phases.

5. SEO (search engine optimisation) marketing

is the process of optimising a website and its
content for visibility. SEO consists of several
elements that help search engines like Google
and Bing determine what a website is about and
how it should rank on a search engine results
page (SERP).

Hs



2.9 IDs

The graph presented here shows the roles within a growth team described in the
previuos page and their interdependence in the activities of the outermost circle.

deﬁn\t'\on of an ideq

TN

scaling

Bupypy, aApaID

y
<

6u!s,{,,ouo puo punsd*

@)ﬁé How to read the graph: )

\

/ \ activities / \ -\/ el ¢ growth Y«
relationships hackers
\ / _} between growth

— hackers -7
7 N
Growth Project Growth Growth Growth Data Growth
Manager Engineer Marketer Analyst Designer
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2. context - growth teams who?

diGiEdL halr LEEiHG
LS GIFoblER haClilG

There is often some confusion
between marketers and growth
hackers. One includes the other,
..e., as was shown earlier, within
the growth team it is possible to
find marketers. Th@
lies in the attention and focus
placed on the funnel level.

In fact, it is necessary to know
that both digital marketing® and

growth hacking refer to a funnel

macde up of 6 stages depending
on the relationship and the
desired result with the users.
This funnel is called the pirate
funnel or also@m

where the steps dre:

44

6. Digital marketing encompasses
the tools and technologies
employed to promote brands,
companies, products, and
services that cater to consumer
needs. These activities primarily
occur online, leveraging various
digital channels on the web.
Given the extensive time people
spend online, businesses are
keen to deploy effective digital
marketing strategies to connect
with both current and potential
customers, thereby facilitating
sales across diverse online
platforms.

In contrast to traditional
marketing methods, digital
marketing campaigns possess
the capability to reach a broad
global audience while also
enabling precise targeting

of specific demographics.
Additionally, online platforms
offer enhanced capabilities

for tracking and assessing the
efficacy of digital marketing
efforts. Compared to traditional
marketing avenues such as
television advertising, digital
marketing proves more cost-
effective, with expenses
redirected towards online banners
or promotional videos.



2.10 digitalimarketing vs growth hacking

awareness

y

acquisition

y

activation

y

retention

y

revenue

y

referral

Jsysynw

Jax0ny yamo.h

Fig 29:

Graphic representation of the
AAARRR funnel in relation to the roles
of a growth hacker and a digital
marketer

So while the@is only interested in the first two levels of the funnel, awareness
and acquisition, the@rowth hackeb acts on all 6 steps.
It's important to note that@igital marketing strategies aim to enhance brand visibility

and engage customers to facilitate immediate or future purchases. These objectives,
commonly referred to as awareness and acquisition, focus on attracting and engaging

customers. In controst,@ concentrate on rapidly experimenting with
new ideas across all six stages of the funnel to achieve substantial growth quickly and
efficiently.

So if on the one hand for the@the goal is the growth rate, the team is
cross functional and the process’is based on data-driven experiments, on the other

hand for themarketing teamythe goal is awareness and acquisition, the team consists
of marketers only an e process follows campaign planning.
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Creative
teams who?

3.






3. context - creative teams who?

CrBakEi''B EBans |0

"Creative teams in companies
are groups of professionals
who work together to generate,
develop, and execute innovative
Ideas, designs and content
often related to marketing,
advertising, product design,

and brand development. These
teams are essential in industries
wherecreativitpanddnnovation
drive success, therefore

they are vital for companies
because they drive innovation
and keep the brand relevant,
enhance customer engagement
through compelling content

and experiences, differentiate
the brand from competitors

and support strategic business
goals through effective
marketing and communication.”

H3



3.1 creative teams 101

Considering the definition of ChatGPT,@
play a crucial role in generating imaginative and visually
engaging content that aligns with broader marketing
objectives. Their primary responsibility involves shaping
a brand's identity, including its visual aesthetics and
tone of voice, to resonate effectively with the intended
audience and differentiate it from competitors.
While creative teams are commonly associated with
agencies, many large companies also maintain
@@Some brands adopt a hybrid
approach, utilizing in-house talent for a deeper brand
understanding and agencies for innovative perspectives
and novel concepts.

Parameters

Key aspects crucial for

working within a creative

team include: ; ;

innovation
staying up-to-date of
market developments
is essential for shaping
projects

attention to detail

creative teams
emphasize meticulous
attention to detail, which
can distinguish a brand
from its competitors

non-linear thinking

creative teams
are known for their
unconventional
approaches and
solutions, exploring new
possibilities by thinking
collaborative efforts outside the box.
among team members
are pivotal during
brainstorming and
ideation sessions to foster
constructive feedback

collaboration
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3. context - creative teams who?

BLIOLLUEIOH OF
ZMEBdEilYE EEaS

The concept of a “creative team” as we understand it Zégggl(lDBOV‘ebDOEe Befmbcghz In
A . . . , Bl ernoacn co-tfounae
today, groups of specialized professionals collaborating Doyle Dane Bernbach (DDB),
on marketing, advertising, and product development, where he revolutionized the
: . f industry by pairing copywriters
evolved over time, WIth roots‘trocmg bgck to the early with art directors, allowing them
20th century) The first formalized creative teams were to work together as a team.
born out of the early advertising agencies in the late e dﬁ‘ff&‘;‘?ﬁgi‘fr‘;ﬁzg
19th and early 20th centuries. However, the modern greatly enhanced the creative
concept of a creative team, particularly the pairing pfoctes& ‘egd‘g‘g ijor?etﬁf tzh(;h
. . . Most memorable ads O e
of copywriters.and art directors, was pioneered by century, like the Volkswagen
agencies likelDDB’)in the mid-20th century. This “Think Small” campaign.

structure has continued to evolve with the advent of
digital marketing, incorporating new roles and expertise

to address the changing landscape of media and Fig 30: o
Posters from the ‘Think different’

consumer engagement. campaign launched by Apple in

To date, some of the most influential and renowned 1997 featuring famous people

creative teams include: Fig 31:

Poster from the ‘Just do it’
campaign launched by Nike
featuring Serena Williams

APPLE

Applée's in-house creative
team is legendary for its A o
sleek, minimalist approach
and powerful storytelling.
Led by a series of talented
creative leaders over the
years, Apple's team has
consistently delivered iconic
campaigns like (Think
ifferent”) a campaign
celebrating innovators

and thinkers, and {Shot on

@showcqsige>
capabilities of the iPhone

camera through
user-generated content.

.

o
Think different. Think diflerent

S0

wweagplecom




Girls from Compton don’t play tennis. They own it. & Justdoit.

Nike's in-house team, often collaborating with agencies 8. WieqemKdemedij;knokv_vn for
. . its iconic an roun: reakin
like Wieden+Kennedy®, has produced some of the most work, b,endmscreotmy W‘,thg
memorable and impactful marketing campaigns. Their strategic insight. Their digital

ih . . marketing teams have produced
ability tocconnect emotional |t.h consumers thrqugh memorable campaigns for
powerful storytelling and innovative digital marketin brands like Nike, Coca-Cola, and

is unparalleled. Some remarkable campaigns ore:@ Old Spice.
“ one of the most iconic slogans and campdadign
strategies in advertising history dnd@

featuring Colin Kaepernick.

- - 4 -
Think different. Think different. i - ) A Think different.

Sl



3. context - creative teams who?

Year in Searcfi 2017

Google Trends

GOOGLE

. Google Creative Lab is an
Year in Search 2018 @-housdteam that works
on innovative projects and
GoogIeTrends campaigns to promote
Google's products and
services. They are known
for their experimental and
boundary-pushing work.
It should be remembered
'Year in Search™ an

YearinSearch 2019 e ho o 1t

searched topics globally.

Google Trends

Fig 32:
Posters from the "Year in a search’
campaign launched by Google

I . Fig 33, 34:

LE&L Poster from the ‘Taste the

R feeling’ and ‘Share a coke with..."
Y N~ h 2020 campaigns launched by Coca
ea r In e < C = Cola
. < Geogl%Trengs‘*
SRR = =%
it X .

* Year in Search 2022 -

gle 'I”rmdéﬁ




3.2 evolution of creative teams

1)

Share a Coke.with Friends

53

COCA COLA

Cocq—CoIc’s@
creative team has
consistently created
content that resonates
on a global scale. Their
focus on happiness,
sharing, and global unity
has produced campaigns
that are both memorable

and effective. Famous
ampaigns are: @
@ personalized Coke
bottles that encouraged
social sharing and

user engagement and
"Taste the Feeling™ a
global campaign that

emphasizes the simple
pleasure of drinking a
Coke.



3. context - creative teams who?

IH~hOUSE L5
DU E=S0UMCiMEG

As

demonstrated

by the

examples

above, _
in-house

NuMerous creative team

successful

creative)

————

integrated e o
W|th|n the creative agency model
company

itself, yet

this does

not preclude

collaborations

with external

agencies.

=4



3.3 in-house vs out-sourcing

Traditionally, brands turn t@mr
their creative advertising needs, selecting them based
on their ability to pitch effectively. Businesses often
prefer agencies with a proven track record and an
impressive portfolio of creative campaigns.

Moreover, an external perspective can provide valuable
insights into a product or brand, leveraging the
agency's extensive experience to optimize campaign
effectiveness. However, creativity is not confined solely
to ogencies@cm gaining
popularity, with many businesses adopting an agency-
like structure internally.

The decision to maintain creative functions in-house
varies widely among brands. Factors such as cost-
effectiveness, dedicated team commitment, or
confidence in the brand'’s proposition all play roles in
this decision-making process. Some brands opt for a

comprehensive in-house approach, while others employ
ybrid modelthat blends internal expertise with
external resources.

For instance, some brands generate ideas internally
but utilize external expertise for execution. Google
exemplifies this approach by leveraging its top-tier
in-house creative capabilities while occasionally
seeking external agencies for fresh perspectives. This
hybrid approach often strikes a balance that suits
many brands, emphasizing the importance of effective
communication and cohesive collaboration among all
parties involved.
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3. context - creative teams who?

05

Creative teams are typically composed of individuals with diverse skills and expertise,
enabling them to approach challenges from multiple perspectives and devise
innovative solutions. The specific roles and functions within creative teams can vary
based on the industry and objectives of the company. Here are some of the key roles
commonly found within a creative team:

the overall direction for their
work, provides a creative
vision, offers constructive
feedback, and ensures that
the team'’s output aligns
with the brand's marketing
strategy. Creative directors
also serve as a bridge
between the creative team
and project stakeholders.

@I% Creative director

Leads the creative team, sets
S—

Focuses on the visual aspects
> T  of the team’s work, using
color, imagery, typography,
and layout to enhance the
brand message in a visually
compelling manner.

@I% Graphic Designer

(* Copywriter > Responsible for crafting

the text used in marketing
materials and creative
content, ensuring that

the brand or campaign
message is communicated
clearly, persuasively, and in
alignment with the brand
voice.

=1



3.4 I1Ds

These rolesGollaborat®
synergistically within creative
teams to deliver cohesive and
effective marketing campaigns
and creative prgjects.

activities, manages timelines,
and oversees project budgets
to ensure timely and within-
budget completion of
projects.

(* Project Manager

Coordinates the team'’s
—

. Creates visual content
(* PhO’COgrdpher/Vldeogl’Gphel’ — such as photos and videos
to support marketing and
branding initiatives.

. Ensures that digital
C* UX/Ul DeSIgnel’ > — products and websites are
user-friendly and visually
appealing, focusing
on optimizing the user
experience.
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FIrocESS

Considering theworking)

(method)there are no real fixed
processes as far as creative
teams are concerned, but there
are certainly common steps
that are shared globally. These
include:

3. conte

(* Brainstorming >

The team comes together to brainstorm ideas and
concepts. This collaborative session encourages
free-thinking and creativity

C* Project scoping >

From the brainstorming session, the team refines

their ideas into more concrete concepts into briefing
documents. They might be provided by other teams or
by the creative team itself and they usually present the
objectives, goals, and requirements for the project. This
includes target audience information, key messages,
assets to use, and timelines.

C* Work >

This is where creativity is unleashed. If necessary, a
little market research is carried out and then the actual
execution begins using the most common tools of the
graphics world such as the Adobe suite, Figma, etc.
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Fig 35:

Graphical representation of the
steps of the creative team'’s working
method

(* Feedback reception )
The initial concepts are presented to stakeholders for
feedback.

(* Refinement of assets )

The creative team then refines the concepts based on
the feedback received, iterating on designs, copy, and
strategies until the stakeholders are satisfied.










4. experimentations and te

B



With the aim of investigating in real
life what the relationship is between
the work breakdown processes

of a company's growth team, the
experiments and tests carried out
and the reactions of the users, an
Internship experience in the role of
creative designer was undertaken
within the Growth and Creative
teams of the Digital Marketing
sector.

In this chapter, the€estsand

@rih_m@»carried out during these
months of internship are analysed
accordingly, referring to the various
Iteration processes, the feedback
obtained and personal reflections.
Therefore, in conclusion, both the
iInternship and the analysis were
preparatory for the subsequent

development of the actual thesis
project.

B3



4. experimentations and tests

bBMEFIHG

In order

togeta

performing

outcome

and save

time and

money, each

team spend

time setting

the scene, The areasoYar
realising - Overall sc6p6 ohe Gk B o i
briefing ool
documents ot e
that can be -Mandatory deliverables
read through ~ ‘comeiior
by everbody.  Croative tyle guRB

In the following pagersonol briefing questions needed to develop
each test have been collected. They were not always analysed all at the
same time, especially as each test differs from the other. Nevertheless
they were defined at the outset in order to obtain an exhaustive number
of information.
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4.1 briefing

(* 1. What is the purpose?>

(* 2. What is the message to communicote?>

(* 3.1s there a theme? >

(* 4. What are the features to emphosise?>

C* 5. Who is the audience? >

C* 6. What is the asset formot?)
J\é * 7.What type of asset should
() be used?
~
Ry
N * 8. Which channels should it be
IS made for?
=
— (* 9. What are the specifics? >
S
e s 10.Which OShas it to be
Q-
T
-y

made for? >
[ <5
Q

* 1. Is it going to be tested? If
yes, what is the hypothesis?
6%
(* 12. What is the success metric?>
@% 13. Is localisation needed? Which

country should it be made for? >

14. Who are the teams involved?)

(¥

15. What is my role? )

(¥

€

18. What are next steps? >

16. What do competitor and market analysis show? >

€

17. What is the expected impact?>

G5



4. experimentations and tests




4.2 my tests

demo video

Playstore - Appstore

appstores screenshots

Go Ride - coloured background - winter theme

Appstore header

MY TEST

promo previews

fuel prices - parking stations availability - truck discount

O

Facebook adv o

£

. o

Meta campaigns o
truck demo video 8

o

C

trucks.nl <

(o]

2

truck product page o
2

The tests above have been divided into categories. However, they do not have proper names but
refer to the purpose for which they were carried out. In the following pages, the tests are presented:
each one is analysed in detail following the definition of the information obtained through the
briefing document and finally presents personal reflections on what worked and what did not work,
highlighting successes and failures.

G2



e

Appstore header &

working time: one month

Facebook adv

working time: one week

truck discount

working time: one week

Playstore demo video

working time: three months fue| brices bromo preview

working time: one week

working time: one month

Go Ride screenshots

working time: one week

speed camera Meta campaign

working time: one month



Here, a timeline is presented
with all the experiments and
visual tests that were carried
out from the beginning of the
placement in August 2023
until its end in January 2024.
It can be seen that in most
cases, the tests were carried
out simultaneously It should
be mentioned that on the
following pages, the projects
have not been described
according to the timeline
but rather according to the
subdivision by themes and
purposes.

L .

november

~J
- N

parking stations
promo preview

working time: one month

coloured screenshots

january

working time: one month and hallf

truck demo
:
Appstore demo video

working time: one month I — reels Meta campaian

two months working time: five days

winter screenshots T Te e REee

working time: one week

working time: two days



4. experimentations and tests

. dBmO WidBo ”*

Tailored navigation app /w/
for car & truck drivers

demo video for
Playstore
(landscape)

(* 1. What is the purpose? )

bring to life premium features of Go Navigation by showing the product in use

C* 3.1s there a theme? )

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation

(* 4. What are the features to emphasise? )

the most important of Go Navigation such as(tailored routes)both for cars and
trucks Car playispeed camerd anddraffic informatio and@

(based navigationy

C* 6. What is the asset format? )

video, landscape for Playstore (1920x1080), portrait for Appstore (1080x1920)

(* 7. What type of asset should be used? )

videos from tomtom library

C%}é 8. Which channels should it be made for? )

Appstore and Playstore

F question 2 and 5 were skipped as they are not essential to develop this project



4.4 appstores - demo video

Tailored navigation app

for car & truck drivers

demo video
for Appstore
(portrait)

\

C* 9. What are the specifics?

Appstore: https://developer.apple.com/app-store/app-previews,/
Playstore: https://support.google.com/googleplay/android-developer/preview-video

(3 10.Which OS has it to be made for?

both iOS and Android

C* Il Is it going to be tested? If so, what is the hypothesis?

yes and the hypothesis is that videos which show the app in use can have a
different impact on people’s willingness to download the app

C* 12. What is the success metric?

# of downloads

C%’é 13. Is localisation needed? \Which countries should it be made for?

yes if the test performs well. It needs to be made for IT, UK, CZ, DN, NL, FN, FR, DE,
HU, NO, PO, PT, RO, SP, SE and TR

C* 14. Who are the teams involved?

Growth, Creative for design check and BUC Product Marketing for translations

Al



4. experimentations and tests

(3 15.Whatis my role?

)

Full ownership of the project

< 3 16. What do competitor and market analysis show? )

With regard t@although Google Maps and Waze are the most direct,
they do not present any demos neither on Playstore nor Appstore, so for this analysis

Transit, Sygic, OsmAnd and Coyote were presented, from the ranking of GPS

navigation and maps.

1. TRANSIT

transit'@

transit -

WORKS IN 300+ CITIES

2. SYGIC

\

Az

—

strengths:

+dynamic
- every function in use in the app is !/
showed :

weaknesses:
-toolong definitely
- there is much to read 40 avoid

Fig 36:
Screenshots of the demo video of transit

strengths:

- effective and short copy
- clear association between use in app
and use in reality

weaknesses:

+ no video from redality, only rendered

computer videos
it does not catch
the attention

Fig 37:
Screenshots of the demo video of sygic



4.4 appstores - demo video

3. OSMAND

strengths:

- fun

SMI‘ICI - detailed

weaknesses:
- too long ' better to
. keep it sweet
ot OemAnd there is much to read o and shord

for free today!

Wi

Fig 38:
Screenshots of the demo video of OsmAnd

3. COYOTE

strengths: I/

- excellent use of motion graphics in
ANTICIPEZ combination with screen recordings
showing the app in use

* short and effective copy

weaknesses:

* the audio does not match with the
type of video
* some scenes last too short

Fig 39:
Screenshots of the demo video of Coyote

A3



4. experimentations and tests

Design choice

When considering the@urrent demo videos of tomtompynew versions are essential
because to date they do not bri ures of Go Navigation to life. For a clear

understanding, supporting screens can be found below.

PLAYSTORE DEMO VIDEO:

Avoid traffic
with smart routes
around delays

[~ Frivett

strengths:

The current video is clear, quiet and cite all
the features

weaknesses:

Enjoy data privacy N .
without any ads 1 The plot is always the same and the copy

has more relevance than the screens of
the app so the user has no demonstration
of how the app works

Relax with
speed camera alerts

Make every turn with
easy lane guidance

TOMTOMY?

Fig 40:
Screenshots of the current demo video of tomtom on Playstore

P



4 appstores - demo video

The aim of the project

wh.ut if is to make the video
wsing 4 ¢ more dynamic showing
screen Avoid traffic - .
recordina? with smart routes| features in action and
i ‘3 ° around delays

catching more attention.
; The message that
— needs to be conveyed
is that Go Navigation
has premium features
compared to other GPS
I ——— apps: to achieve this
without any ads ] goaI,Ecreen recordings

A and tomtom videos from
the library have been
used to show the real
use of the app and how
the user can benefit
from it.|This choice has
been crucial to speed
up work, saving time
and using already
high-performance
contents. Considering
the examples of
competitors, it has been
preferred a more lifestyle
Relax with c= (= theme than motion

\— speed camera alerts - B graphic animations

—

the storyline
is always the
same and it is
not catchy at
all. After few
seconds the
wser lose the
attention

\ the length of the
\ video is OK, bwt it can

* last also 50 sec
Make every turn with
easy lane guidance not
essential
in every
scene

that's the

* * ¥ o\‘g logo.
d
need to show ToOMTOMW {seb:

the app in use refreshed

25




Get trusted
traffic
information

+ 1517

Follow the blue Get speed info &
line for lane speedcam alerts
guidance

1017

Compatible with

Apple (_}arPIc
— —4

Fig 41:
Screenshots of the current demo video of tomtom on
Appstore

4. experimentations and tests

APPSTORE DEMO VIDEOQ:

strengths:

The current video provide clear
informations and demonstrate the main
features of Go Navigation. The user is
aware of how the app works also thanks to
the setting of the scene.

weaknesses:

The transitions between one scene to
the other are too sudden and not all
the features are displayed. Both at the

beginning and at the end the tomtom
logo is shown but not the one of GO
Navigation.
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Get trusted
traffic
information

102
51517

O tomtom

Follow the blue Get speed info &
line for lane speedcam alerts
guidance

=k =]

—

The aim of the project is
to refresh the Appstore
demo video showing(all
the features in action.
The message that
needs to be conveyed
is that Go Navigation
has premium features
compared to other GPS
apps: to achieve this
goal,|screen recordings
and tomtom videos from
the library have been
used to show the real
use of the app and how
the user can benefit
from it.|This choice has
been crucial to speed
up work, saving time
and using already high-
performance contents.
Considering the current
demo video and all the
requirements from Apple,
it has been preferred to
give more importance
to the screen recordings
with motion graphic to
support.



4. experimentations and tests

Iterations and feedback

The video underwent an improvement process through the feedback received from
the teams involved. Three iteration phases can be found below:

First Draft @ animdied icons to make
the yideo more dynamic
RS eve copy Rela semi-bold Sl b
abowt el and
features regular to =
first hierarchize =
thing first: information
show the screen  cay
initial recording
v screen of 3 when 800 = -
/ the app possib\e 10 — -
3 y ¥ show the | el
il ’ i app in wse
I| g a
.y 0 @i=D 0 @i

¢

exisiting videos from tomiom \ibrurg

-~ Second Draft \

maybe Make ygvery turn Re‘ax
better - guidance with speec’ cemera alerts
to show Y
the initial
screen since
the loading
phase

brand and

product
name
added

the featwres are tlearer now

Tailored navigation app Clear lane guidance Complete speed info
for car & truck drivers

who is the
target of
this app?
Better to
say it is
both for
cars and
trucks

Ad



4.4 appstores - demo video

Legend:
@ personal notes
® feedback from the team and personal considerations

S feedback from the team | l
5\ and ‘:ersov\u\ considerations:
L] L]
even *:hou%h * The v_ideu is too|fast so make the video
the video is that it doesn’t gllow to
Qtomtom shown|in the hdve time to readd text and \O“QCF from ‘5
app page, it is watch video at same time sec %0 5@ sec
always | better
to show the o lt|doesn’t show fall the
brand \ogo important features of Go
Ndvigation

feedback from the team
and personu\ considerations:

o |4 is <4ill no clear what are

the main features. Petter

new scenes (with more features added to edit the copy

Evioy

Avoid traffic
the Cor Pluy feature

with st routes.

Otomtom
instead of a pla
the order of the backgrownd like
scenes has changed the current videlo,
to have a smoother backgrownd images make
storyline the ‘app more real|and
concrete
Routes around traffic Vehicle based navigation
Otomtom
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Outcome

During the
process,

App store has
rejected the
video file due

to the fact that
requirements
were hot.
matching
completely with
the video itself.
Therefore it has
been thought to
make a version
for Playstore
as there are
less restrictions
in terms of
contents and

d hew version,
completely
different, for the
Appstore.

-

4. experimentations and tests

—

every scene
shows a Google

Vixel device

instead of a

showing the phone

in the centre puis

emphasis on it and

makes it the real

protagonist of the
scene

in order %o obtain
a catchy storyline,
scenes from reality
alternate with
scenes of screen
recordings

animated @

icons on the
left or right
to make the
video more
dynamic

The changes that have been made essentially concerning the changing of
@from iPhone to Google Pixel, and the feature of Car play into Android

auto. Regarding the layout, there have been minor changes, mostly due to the
shift from portrait to landscape format, but in general the videos and other visual

elements have remained the same.

Gl



4.4 appstoresi=idemo- video

Playstore version

o
Tailored navigation app

Tailored navigation app
for car & truck drivers for car & truck drivers

A\

5 11537 183.m (G20

10

Routes| nis g
aroundtraffic g g

T | Android Auto
Gl

Vehicle based
navigation

<) My Vehicle

wrn - Otomtom
Max. speed (mph)
1 3
4 5 6
iff 8 9}

[J

gl



Appstore version

Clear lane guidance Complete speed info

Tailored navigation app
for car & truck drivers Neet? @

N
Rotterdam
Netherlands

d.a,

tomtom

GO Navigation \Nee‘\a

?

\ o, g%ﬁ)

(a12)E25] ) N230 e Ring I
Q (a8 ®,

Routes around traffic Apple CarPlay

Vehicle based navigation

@ Vehicle Profile @

Optimize the app by entering information
about your vehicle.

This profile will affect routing, search
results, points of interest, arrival
estimates, and more.

Vehicle type 9 to m to m

Truck
14130 1:01 73
arval he km

Engine
Combustion

Dimensions (L/W/H in m)
20 2,55 4,00
Weights (Gross/Axle in t)

Cancel

22
BoS"en Lommerplain

e 50 i

3 ALV 3 1
: b
P >

e



4.4 appstores - demo video

Ledarnings

The@ﬁndings
show how, once the
test was launched in
the UK on October 13,
it initially performed
at the same level as
the current video,
and then slightly
decreased day by
day until October 16,
when installations
slightly increased in
number towards the
current video. In fact,
it can be seen that
the installations of the
current video are 611
while those of the new
video are 595, slightly
less than the previous
one.

Once 24 days have
passed, it is possible
to note that the trend
of the new video has
more or less remained
in line with the current
one, but still with a
slightly lower number
of installations,
respectively 4085 for
the current one and
4021 for the new one.

working time:

four months

tools:

Premiere Pro, Adobe After
Effects, Play console,
Creatopy

Fig 42:

Playstore findings of the comparison
between the current and the new
demo videos after the first week
and after 24 days

audience installers performance
(confidence
interval)
current video 50% 1222 231%  +173%
new video 50% N90 o
1600
1200
800
400
0 -
Oct 12 Oct 13 Oct 14 Oct 15 Oct 16
current video new video
audience installers performance
(confidence
interval)
current video 50% 8170 3% +41%
new video 50% 8042 o

10000

7500

5000

2500

Oct13 Oct15 Oct17 Oct19 Oct21 Oct23 Oct25 Nov2 Novi

current video new video

Although the video has
not generated a higher
number of downloads, it is
still a performing video.

Since a continnons renewal

of the app's assets (A50)

is necessary, the decision is
10 keep it live and scale it 10
lawnch it in other cowntries

a3



4. experimentations and tests
Scualing
Below there are 15 different translations made with the@ platform that uses

.csv files to streamline the process time. On these pages it is possible to see the ap-
plication of the same process to the demo video made for Appstore.

Aplikace s navigaci na miru Navigations-App speziell
; " o unel LKW

Parcours évitant
les embouteillages

Android Auto

Navigatie op basis Skreddersydd navigasjonsapp
van het voertuig 5 loste

Informatii complete
deSpraitezs

Rutter funt
trafiken

Android Auto

a4



4.4 appstores - demo video

Aplikace s navigaci Klare Spurfiihrung
na miru

ladnich

Jarmialapu navigacié App di navigazione
nsaty

(<) Vehicle Profile

Dimensions (LIW/H in m)
20 5 4,00

(Gross/Axle in t)

Navigare bazatd pe

Apple CarPlay b
vehicu

<) Vehicle Profile

Vehicle type
Truck

Engine
[« on

Dimensions (LW/H in m)

20 255 400

Weights (Gross/Axle in t)
ol

forb

Fuldsteendige
fartoplysninger

Novigationsapp
i

Reitit ruuhkia valttaen

Fullfor
fotoboksinformasjon

Indicacién de carriles
clara

Apple CarPlay

Trasy omijajgee korki

Eksiksiz hiz bilgisi

C* 17. What is the expected impact?

a good App Preview video can increase conversions by up to 25%

C* 18. What are the next steps?

)

since there is the need to refresh the contents on playstores for ASO and there were
no negative impacts, the videos are going to be updated

a5



Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

Necessity of
change
Functional
but flawed
Effective
strategy

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

An accurate briefing regarding the creation of assets

for the CPP)(custom product page) related to Appstore,
would have saved time on the first ided, not having to
wait for feedback from Apple to make a new product
demo video. Certain requirements are not mentioned on
the Apple page, but nevertheless constitute a problem
that prevents the video from actually being published.

It would be useful to have a single person in charge of
making assets for both Appstore’'s CPP and Playstore's
CSL (custom store listing).

As much as it is always better to have new assets to
optimise and explore new creative barriers for ASO
(Strelcova et al., n.d.), the realisation oompletely
different demo videos, resulted in more time. However,
the style and setting of the video realised for Appstore
may already be a starting point for a future Playstore
demo.

a1



4.4 appstores - demo video

2.

A better organisation of the assets within the tomtom's
ibrary)would have allowed the scenes with screen
recordings to be realised more quickly. In fact, some
screen recordings were not already in the library,

and it was therefore necessary to ask for help from a
stakeholder outside the Growth team to continue the
editing phase.

For this visual experiment, the number of feedbacks
obtained, roughly frompeople, was sufficient to
understand whether the demo video really worked: this
prevented the work from slowing down too much by
following everyone's opinions and made it possible to fix
some scenes, where necessary, in a quicker time.

In this test, theqs little involved except
for the final approval. As the creative team is the only
team in charge of branding, they should be part of the
brainstorming phase to have more confirmation of the
next steps and avoid making corrections later. However,
all the elements used in the video have been in branding
from the beginning.

In favour of this point, it is considered useful for the
future, the presence of an expert to refer to for branding,
such as a graphic designer in the middle between the
Creative team and the Growth team. So it is assumed
that the Growth team designer and this expert should
always be in dialogue from the brainstorming phase to
the final check, preventing excessive workloads for the
creative team.

What worked well was the use of the Creatopy tool

to realise 15 different translations of the demo video

in about three working days: in fact, by entering the
.csv file into the platform, it was possible to realise

the required localisations in just a few steps. Although
sometimes limited in the possibility of inserting graphic
elements, this kind of tool is fundamental to perform
more automatic than creative actions by exploiting

gl



4. experimentations and tests

7%, dPPSEQOME SCrEBHShOES ™
21 Go Nide

THRILLING ROUTE 3 DIFFERENT
PLANNING ROUTING MODES

UP TO 150 BEST IN CLASS
WAYPOINTS TURN-BY-TURN
NAVIGATION

T
8 Super Thrilling
orvETaanT g

17:24 0134 67
arrival hr km 139 09:39

arval  hr km 30 THEN [N

¥ Current location Basisweg/Amsterdam

17:47 0213 68
arrival hr km S
& Thrilling 8 Super Thrilling

I 1223 23 9.9
e) Waypoints arrival min km X

AVOID ON ROUTE

C* 1. What is the purpose? )

refresh the Playstore screenshots following the stye of Go Navigation screenshots

C%’é 3.Is there a theme? )

feature focused: plain background using Go Ride branding elements

C* 4. What are the features to emphasise? )

SPX routes |mport|n D

C* 5. Who is the audience? )

motorcyclists, since Go Ride is an app aimed at this target

C* 6. What is the asset format? )
portrait (1080x1920)
C* 7. What type of asset should be used? )

screenshots from tomtom library made on purpose for Go Ride

Gt

Fe question 2 and 15 were skipped as they are not essential to develop this project



4.5 appstores - appstores screenshots - GO Ride

SAVE ROUTES TO RIDE SPEED READING &
THEM LATER SPEED LIMITS

w

< My routes =)

SHARE ROUTES WITH
YOUR PEEPS

IMPORT GPX ROUTES

Haarlem to Harley Davidson Rotite detaif

23min 99km  2waypoints
Superthrilling 9.9

Route to Minden

Y07 min 72km 3 waypoints
Thilling

X

< Haarlem

Home to Office 190..

38min 29km 2 waypoints

Ft Marislaan

Imported GPX Track:
Ber ctacle

™ Harley Davidson Amsterdam

Alps tirp - Day 1

4:32min 245km 8 waypoints o Options GO Ride

C* 8. Which channels should it be made for? )
Playstore
(%’é 9. What are the specifics? )

Playstore: https://support.google.com/googleplay/android-developer/screenshots

(3 10.Which OS has it to be made for? )
Android
(%’é 1I.Is it going to be tested? If so, what is the hypothesis? )

yes and the hypothesis is that by using feature focused assets, as it has been done
for Go Navigation, there will be an uplift in downloads

(%’é 12. What is the success metric? )

# of new installs

C* 14. Who are the teams involved? )

Growth, Creative for design check

a3



4. experimentations and tests

(3 15.Whatis my role? )

Full ownership of the project

< 3 16. What do competitor and market analysis show? >

In this case, the hypothesis has been determined by the succes of feature focused
screenshots of Go Navigationdscreenshots. It is possible to go through them in the
following pages. With regard to competitors, Calimoto, Riser and Detecht have been

considered from the ranking of GPS navigation by motorbike.

1. CALIMOTO

PLAN DISCOVER

your trip directly on the map thousands of tours.

=

SHARE

your tours with others

0]

CALIMOTO®

#1 NAVIGATION APP

for motorcyclists

strengths:

- feature focused screenshots to get straight to the point .,/
- every function in use in the app is showed
« highlight on key points

weaknesses:
. . /6_* definitely
*no consistency in all of them

to avoid
- strong claim for positioning

Fig 43:
Screenshots of Calimoto on Playstore

30



4.5 appstores - appstores screenshots - GO Ride

3. RISER
YOUR =
MOTORCYCLE
COMPANION &
APP
[ 13
(1]
° CONNECT
— WITH FRIENDS

curvy | supercurvy | fastest

1.300km 1

PLAN
YOUR NEXT

ADVENILRE v | oaw = RECORD
: YOUR RIDES

strengths:

- feature focused screenshots to get straight to the point x 2
- every function in use in the app is showed

weaknesses:
- splitting mockups into different screenshots creates disturbance
Fig 44:

Screenshots of Riser on Appstore

3. DETECHT

Get with
multiple waypoints

Detecht ®

Create Be warned of upcoming
YOUR ALL-IN-ONE 3

with the tap of a button.

poysmam——

)y

Road Damage
95m

1h43m 7 X Roundtrip =

@

\

strengths:

- feature focused screenshots to get straight to the point x 3
- every function in use in the app is showed
+ highlight on key points and copy

Fig 45:
Screenshots of DeTecht on Playstore

3l

RIDE
TOGETHER
SEE YOUR BUDDIES

IN REAL TIME

no need to
try that

the best
routes in your area.

l no lifestyle
screenshots



4. experimentations and tests

Design choice

When considering the€urrent Go Ride screnshots)it is possible to notice that they
follow a lifestyle theme, which, untilnow, has been in line with the relative target. For

a clear understanding, supporting screens can be found below.

UP TO 150
WAYPOINTS

THRILLING ROUTE
PLANNING

3 DIFFERENT "~
" ROUTING MODES

30, @ mem

Basisweg/Amsterdam

17:47 0213
armval hr

7
& Thriling

4 Thriling  $8 Super Thrilling V2 o4 @

BEST IN CLASS
TURN-BY-TURN
NAVIGATION

o e

SAVE ROUTES TO == ES | IMPORT GPX
RIDE THEM LATER ROUTES

SPEED READING &
SPEED LIMITS

Fig 46:
Current screenshots of tomtom GO Ride on Playstore

PLAYSTORE SCREENSHOTS:

strengths:

The current screenshots create a link between the feature in consideration and
its actual use in reality, making it immediate and clear.

weaknesses:

There is no consistency in the mockups above: sometimes the whole phone is
shown, sometimes only part of it.

= 4



gppstores - appstores screenshots - GO Ride

is it possible to keep consistency?

THRILLING ROUTE
% PLANNING

30 THEN [N

Basisweg/Amsterdam
1223 23 9.9
arrval  min km

et
/ Fastest

17:47 0213

7 Thrilling

o Thilling $8 Super Thrilling V24 o034

&8 superThrilng . - TURN-BY-TURN
NAVIGATION

U upTO150

SHARE ROUTES IMPORT GPX 0 _ it

WITH YOUR PEEPS

Y
Se=d >
SPEED READING &
SPEED LIMITS

. | J/
how about avoidin; a lifestyle &/

theme

']

¥ Go Naviqa{ion feature focused screenshots to keep in mind %

The aim of the project is to refresh the Playstore screenshots emphasising the
itself and not what is in the background. Moreover, it has been thought
t

hat'it is better to maintain consistency in the layout to make reading clearer
and more immediate. To achieve this goal, it has been chosen to use a\_To@
bockgrounoﬂos itis ir@cmenshots and some Ul elements to
highlight the key points. Only elements from tomtom library have been used to

speed up work, saving time and using already high-performance contents. -
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4. experimentations and tests

Iterations and feedback

The screenshots underwent an improvement process through the feedback received
from the teams involved. Three iteration phases can be found below:

First Draft

THRILLING ROUTE 3 DIFFERENT UP TO 150

PLANNING ROUTING MODES Go Wide WAYPOINTS
/_\ font

yellow

background
as lYt‘ls same
Go ‘k‘“" copy from

main colowr cwrrent

ones &=

BEST IN CLASS
TURN-BY-TURN
NAVIGATION

(/ &—
ﬂ\\) exisiting screenshots from pomtom library

/-1' yellow copy 1o make it readable

3 DIFFERENT UP TO 150 BEST IN CLASS
a black ROUTING MODES WAYPOINTS TURN-BY-TURN
backgrownd NAVIGATION
helps 1o
have more

THRILLING ROUTE
PLANNING

contrast 7 me/ﬁ
with the Ul

elements @
8 Super Thrilling X
e
17:24 0134 67 ) —_— A
arrival hr km 39 09:39 415

Va7 028 68 el ihe Pl 30n THEN [N

& Thiiling

Basisweg/Amsterdam

9 Currentlocation

o Thrilling 8 Super Thrilling

1223 23
arval  min

88 X

K

@ waypoints

——
-t Second Draft / ~ T
_/
THRILLING ROUTE / b 3 DIFFERENT
PLANNING mayoe ROUTING MODES
better to
emphasise
the 89
screenshot P 2 -
p— ~ 30 THEN [N
= Ve a . ) Basiswes g/Amsterc rdam
7 Fastest there isn't S B B
 Wizae = : -
v 3 so0 much - - e X
"r""“": contrast
4 2 "
a7 023 68 A - between the
= ¥ - s @ Ul elements
 mitng | 58 SuperThriling and the BEST IN CLASS
o backqrownd TURN-BY-TURN
: sl N 3 NAVIGATION
-~z Third Draft

34




4.5 appstores - appstores screenshots - GO Ride

Legend:

@ personal notes

® feedback from the team and personal considerations

feedback from the team
and persona\ considerations:

9 |4 isn’t clear that the focws

the mockups
he other U

should be oy
and not on ¢
elements

ighlight
on key
points

SAVE ROUTES TO
RIDE THEM LATER

]

My routes

Hasrem to Harley David

Dikraads around
20200 Taun 4

are they
relevant in
this way?

SPEED READING &
SPEED LIMITS

SHARE ROUTES
WITH YOUR PEEPS
=~
\' o
where < Rowedetst
should the
focus be?

/

IMPORT GPX
ROUTES

feedback from th
and

team

\:ersov\u\ congiderations:

/ cpnsistency between 4

he Ul elements

There is stil
between the g
mockups are

no consistency
creenshots. The
rranged differently

SAVE ROUTES TO RIDE
THEM LATER

w

=]

1000
< My routes

Haarlem to Harley Davidson
23mn 99km  2waypoints
Superthriling

Route to Minden
107 min 724m 3 waypons
Theiling

Home to Office
38mn 28km 2waypoins
Fastest

Alpstirp-Day 1
432min 2454m B uayons

SPEED READING &
SPEED LIMITS

127
()
93
83 ‘ s
190~
iR
2:00 09:40 a5 x

arrival he km

SHARE ROUTES WITH
YOUR PEEPS

<

« Route detail
23mins 99k
Thrilling oA

o Haarlem

1 Harley Davidson Amsterdam

W Delete route

SAVE ROUTESTO ’ IMPORT GPX
RIDE THEM LATER ROUTES
12
< W GPx
Myroutes (50)
:;a:::l:l::ﬂll;y:u\:un %‘3 X 23m 99um
< wows B
Route to Minden @
el SPEED READING & FE—
" SPEED LIMITS
feedback from the team
and \‘sersonn\ considerations:
—_— the mockups arg on the bottom of
/ the screenshots like the others e |Better 10 ha

e a sanity check if
and all the features|

wsers wndersd

1

IMPORT GPX ROUTES

o0
do < My routes =Y
motorcyclists
“'\derﬁ’tﬂ'\d Haarlem to Harley Davidson
T 851 2 s
what is % Superheting 20h
this feature
abowt? GPXImport X
0 lmpnrl aroute
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Outcome

After all the
iteration steps,
the result
achieved can be
seen on the next
page. It has been
tried as much

as possible to
exploit elements
already present
intomtom'’s
library and

to give more
prominence to
the features,
always keeping
the Go Ride
branding in mind.

4. experimentations

—

all the mockups

in the clearest
way

stand owt

all the Ul elements
do not take
attention away
from the mockup
and emphasise the
key points of the
feature

and tests

are big enowgh to
show the feature

a black bncquound
makes the feature

7
\

To sum up, the key points were: to emphasise the feature by eliminating a lifestyle

background and using a@eutral backgroun

ccording to the Go Ride colours;

to increase the size of the mockups since they are the real protagonists; to give

consistency to the mockups with regard to both layout and Ul elements.



HRILLING ROUTE
PLANNING

17:47 0213 68

arrival hr km

< Thrilling £8 Super Thrilling

SAVE ROUTES TO RIDE
THEM LATER

My routes

Haarlem to Harley Davidson
23min 9.9km 2 waypoints
Superthrilling

Route to Minden
107 min 72km 3 waypoints

Thrilling

Home to Office
38min 29km 2 waypoints

Fastest

Alps tirp - Day 1

4:32min 245km 8 waypoints

Final version

3 DIFFERENT
ROUTING MODES

/' Fastest
| trnd
& Thrilling

8 Super Thrilling

oreeraam

17:24 0134

arrival hr

& Thrilling

SPEED READING &
SPEED LIMITS

190~

Marislaan

2:00 03:40

arrival hr

32

BEST IN CLASS
TURN-BY-TURN
NAVIGATION

Qe N

@W

139 09:39 415 x

arrival hr km

THEN [N

30

Current location Basisweg/Amsterdam

1223 23 9.9 X

arrival min km

QJ waypoints

SHARE ROUTES WITH IMPORT GPX ROUTES

YOUR PEEPS

<

Route detgil

23 mins 9.9 kn

Thrilling L

<« Haarlem

20:335 3338 200 X

arrival min km

1™ Harjgff Davidson Amsterdam

Imported GPX Track:
Berchtesgaden spectacle

GO Ride

W Delete route



4. experimentations and tests

Ledarnings

The@ﬁndings audience  installers
show how, once the

test was launched in

the UK on August 25, it current screenshots 50% 830
initially performed at new screenshots 50% 676
the same level as the
current screenshots,
and then slightly
decreased day by
day until September 750
20, when the test was
stopped. In fact, it

1000

500

can be seen that the 250
installations of the . ]
current screenshots
are 830 while those of AUg25 27 29 31 Sep2 4 6 8 10 2 14 6 18 20
the new ones are 676.
current screenshots new screenshots
working time:
orking € / \ While for Go Navigation

one week . . featwre focused

Even if a continmouns renewal <creenshots worked well
tools: of the app's assets (A50) is ! ! ! For Go Kide Westyle

necessary, the performance of <ereenshots work better
Adobe Photoshop, Adobe these screenshots is 400 bad 4o dne +o the audience
lllustrator, Play console prsh it live and scale it
( 3 17.What is the expected impact? >

from Go Navigation screenshots, it has been thought that feature focused
screenshots for Go Ride would have generated an uplift in downloads but this

result was not achieved. Perhaps it could be because the target audience of Go
Ride is different from that of Go Navigation. The lifestyle theme seems to be more
appealing, generating more installations.

However, from the market analysis it is to be considered that most competitors follow
the option of feature focused screenshots.

( 3 18, What are the next steps? >

since the test did not really work and the expected results were not reached, the
team will relook at how to optimise these existing screenshots.

Fig 47:
Playstore findings of the comparison between the currrent and the new screenshots for GO Ride
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4.5 appstores - appstores screenshots - GO Ride

Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

Necessity of
change
Functional
but flawed
Effective
strategy

The briefing part was verreference links
were provided to check the Playstore requirements and

screenshots to follow as a basis for Go Navigation.

Having to base this test on the performance of the
screenshots made for Go Navigation, it is thought that
the realisation of qexploitqble on different
occasions, would have made it clearer from the outset
what was to be achieved.

Although the test was completed in a short time,
finding the necessary content to carry out the test was
rather problematic. Since the starting the open file was
missing, therefore a new one had to be created from
scratch, as well as some Ul elements. In addition, it was
a bit of a challenge trying to adapt the new mockups
to the existing ones, as it is thought it would have been
better to start from scratch for the latter as well, rather
than exploit the few existing ones. All in all, a better
organisation of the material within the library would
have made it possible to streamline execution times.
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4,

51

6.

4. experimentations and tests

iterdtion phases led to the final definition of the
assets. This is considered to be an appropriate number
to be able to control the level of the assets without
interrupting the work. However, feedback only came
from people within the Growth team.

From the very beginning, only the Growth team was
aware of the test, which then led to complications with
the creative team at the moment of final approval. In
fact, the latter was already carrying out a rebranding
operation for the entire Go Ride app, so the two projects
overlapped without any dialogue. If there had been
better communication, there would have been no
internal discussions and the end result would probably
have performed better.

The tools used, Photoshop and lllustrator, were
c@ppropriatefor the amount of work of the test.
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4. experimentations and tests

Z, dPPSEQONB SCFEBEHShOES ”
(>2.2 colowred backgrownd

screenshots
for Playstore

( 3 1. What is the purpose? >

change the style of appstore screenshots following the Q4 restyling of performance
assets

( 3 4 What are the features to emphasise? >

ailored ncwotlolcne
e — —
outes around tra >«@

like in the current screenshots, the focus i |s o

< 3 6.What s the asset format? >

For Playstore 750x1334 px, while for Appstore 1242x2208 px (5.5 inch), 1242x2688 px
(6.5" inch) and 1290x2796 px (6.7"" inch).

( 3 7.What type of asset should be used?

/

screenshots from tomtom library

< 3 8 Which channels should it be made for?

/

Playstore and Appstore

e question 2,5 and 5 were skipped as they are not essential to develop this project
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4.5 appstores - appstores screenshots - colored background

Tailored navigation app in 10Ms. ors. ol Save your mobile data
for « o o offi 5

car & truck drivers with offiine maps

screenshots
for Appstore

( 3 9.What are the specifics?

Playstore: https://support.google.com/googleplay/android-developer/screenshots
Appstore: https://developer.apple.com/app-store/product-page/

< 3 10. Which OS has it to be made for?

Android and iOS

( 3 IlIsitgoing to be tested? If so, what is the hypothesis?

yes and the hypothesis is that by following the style of performance assets, the
appstores presence will be optimised and user acquisition and retention will
increase

< 3 12.What is the success metric?

# of new installs

< 3 13.Is localisation needed? Which countries should it be made for?

yes if the test performs well. It needs to be made for IT, UK, NL, US, FR and DE

( * 14. Who are the teams involved?

Growth, Creative for design check and BUC Product Marketing for translations

10



4. experimentations and tests

(3 15.Whatis my role? )

Full ownership of the project

< 3 16. What do competitor and market analysis show? >

With regard t@Google Maps, Waze and Sygic were considered since
they are the most direct because of the features. They all come from the ranking of

GPS navigation and maps.

. GOOGLE MAPS

—> Appstore

Get the vibe of a Seajeatine Get real-time See the way Add different layers

neighbourhood at a glance

. public transport Never miss a turn traffic updates with Live View to the map.
info and route options

| strengths:
v feature focused screenshots for Appstore to get straight to the point
- highlight on key points for Playstore

weaknesses:

definitely

+no weight difference for typeface %o avoid
- no highlight on key points for Appstore \9/7

Fig 48:
Screenshots of Google Maps on Appstore
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4.5 appstores - appstores screenshots - colored background

Stay on the fastest Feel safer on the Enjoy unique Get real-time Share real-time
route with real-time road with enhanced navigation voices updates from other updates with other
updates safety features & more drivers drivers

strengths:

- feature focused screenshots for Appstore to get straight to the point  x 2

weaknesses:

- no weight difference for typeface i“‘t‘“wi"‘) these will ]
- no highlight on key points make reading clearer

Fig 49:
Screenshots of Waze on Appstore

Speed Cam'eras Android Auto Augmented Livg Fas!er Route
and Real-time Reality Fuel Prices Assistant
Traffic
% g =
“she\l - % o
z) D v e s
@ speed camera ahead LJ Reject
strengths:

- feature focused screenshots for Playstore to get straight to the point x 3

weaknesses:

- no weight difference for typeface
- the device is not shown

Fig 50:
Screenshots of Sygic on Playstore
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Design choice

When considering th
and readable. From previuos tests, it is also known that they already performed

well in terms of installations since they put the focus on the feature itself. For a clear
understanding, supporting screens can be found below.

PLAYSTORE SCREENSHOTS:

Tailored navigation app
fo

)

3B NORTH T 12€]

200

strengths:

Join 10M
Try

Nttt
v

[TE
¥

+ happy drivers.

Get customized navigation
based on your v

ws@Na
<) My Vehicle

> Vehide type
Engine type
mbust

Fuel type

Weights (Gros:
66,13
Max. speed (mph)

Dangerous cargo

Commercial

Easily control your speed &
Id spe r fines

s
% 11:34

220 B

et NW3sthst

4. experimentations and tests

they are already clear

urrent Go Navigation scrensho

GO bigger with

Thanks to a neutral background, the feature is highlighted and stands out more

weaknesses:

The currenteviates slightly from that used for Meta's performance assets

Fig 51

Current screenshots of tomtom GO Navigation on Playstore
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4.5 appstores - appstores screenshots - colored background

/-, black is the predominant colowr
\

Tailored navigation app Join 10M+ happy drivers. Get customized navigation GO bigger with
for car & truck drivers Try it for free! based on your vehicle type Android Auto

> Enginetype
n

> Fueltype
Dimensions (UWIH n fi)
606" 804" 1301"
Weights (Gross/Axle in Ib)
66139 19802
Max.speed (mph)
E

> Dangerous cargo
None

Commercial ® )

Follow the clear blue line Get Smart Routes Easily control your speed & Enjoy ad-free,

to know which lane to take around traffic a distraction-free driving
moaLe o { oare son
% 1135¢ s 11:30

('\120 8 nowms

et NW36thst

the contrast between Product and

these colowrs is lifestyle focused
relevant /’ assets

Subheading
Heading
goes here

three lines

CTA button

1

b\ue~qreen qradient bacquound

CTA button

| ) 60 Navigation © tomtom B 60 Navigation © tomtom ) 60 Navigation © tomtom B 60 Navigation © tomtom l

% Meta's performance assets to keep in mind ¥

CTA button P CTA button

Despite the fact that the current screenshots are winning assets, the aim of
the project is to refresh the appstores screenshots following the samei(style
both forEoerformance assets, templates and screenshots:lso that the user

can easily recognise the link with the tomtom'’s brand; this association can
also lead to moredownloads)in addition, considering the templates for
performance assets, it is possible to notice the presence of the colour red on a
blue-green gradient background: since it generates a relevant contrast, it has
been suggested to use it with parsimony.
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4. experimentations and tests

Iterations and feedback

The screenshots underwent an improvement process through the feedback received
from the teams involved. Three iteration phases can be found below:

- First Draft

Tailored navigation app Join 10M+ happy drivers. Get customized navigation GO bigger with

for car & truck drivers j[itionieel same based on your vehicle type Android Auto

#J ‘! copy from
S current
. ’, ' "J? d?# screenshots
red ellipse V 4
like in the
performance
asset

®

isiting scre

- Second Draft

Tailored navigation app GO bigger with

too small, fry bk for el % Android Auto
difficult
Q 0 to read

®

maybe

better

10 wse
only the
blue-green
gradient

Tailored navigation app Join 10M+ happy drivers. Get customized navigation GO bigger with
for car & truck drivers Try it for free! based on your vehicle type Android Auto

T - |
only !
blue-green
gradient
backgrownd
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4.5 appstores - appstores screenshots - colored background

Legend:
@ personal notes

@ feedback from the team and personal considerations —> feedback from the team
and persov\a\ considerations:

i The contrast between the gradient backgrownd and
the red circle geferates disiwdbance

* Too many elements are on the|screen so that the
focws on the scrgenshot itself is lost

Follow the clear blue line Get Smart Routes Easily control your speed & Enjoy ad-free,
to know which lane to take around traffic avoid speeding fines distraction-free driving
- 13

o

@ o @

highlight
on key
elements

feedback from the team
and ?ersuv\u\ considerations:

* There is no consistency between the screenshots

* The gradient cifcle does not ndd valwe. In some
cases it is misleading

Follow the clear blue line the ¢ opy

to know which lane to take

in bold
has
different
colowrs
dwe 1o the
background

Follow the clear blue line Get Smart Routes Easily control your speed & Enjoy ad-free,
to know which lane to take around traffic avoid speeding fines distraction-free driving

sonvimma | . { aLo TBTD
34 | .
&3 vowr B (e 12c @ o @
Lo 0,8
e
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4. experimentations and tests

Outcome

After all the %
iteration steps, B

all the mockups

the reSUIt . cton\e' f{%m

" omiom s \ rarg
achieved can be
seen on the next

two pages. In the
end, it has been

tried as much as 1"
possible to keep e grens araient
the screenshots backarownd to refresh
clean without e veet Tocas o the
too many graphic feature psel
elements that

could disturb

the attention I
and at the same N nd provite

clear indications

time to create an immediately
association with

performance

assets and -
templates.

Overall, the design choices behind this project focused on having a neutral
background that would recall the new style realised in Q4 with o@
radient)and at the same time maintain the winning layout of feature focused

screenshots. The same principles have been applied then to Appstore screenshots.

o
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Tailored navigation app
for car & truck drivers

Follow the clear blue line
to know which lane to take

’ nmaLm
S TT38

7w

vonwan -‘l

0B NORTH

3 oo

Join 10M+ happy drivers.
Try it for free!

Get customized navigation
based on your vehicle type

1635 @
< ) My Vehicle

> Vehidletype
> Engine type

Fuel type
Dimensions (L/W/H in ft)

Weights (Gross/A
66,139 19,
peed (mph)

> Dangerous cargo
Commercial

Get Smart Routes
around traffic

Easily control your speed &
avoid speeding fines

AT

%

120 R LB

P 11:35°¢

r) 3 ww6nd st
ile

NW 615t 5t
L

&7

% 11:34°
€8 NoRH

220
Teet NW36th st

(m‘

.

b

oy o

NWSth st
v

£

x

.h.
AL

GO bigger with
Android Auto

Enjoy ad-free,

distraction-free driving

0,8

3B NoRTH

e 12C




4. experimentations and tests

—> Appstore version ]

Appsiore
requires 12
screenshots

rather than 8
as Playstore

these have been realised on
Creatopy where is not possible
to wse bold on certain words.

That’s the main difference

with Playstore screenshots

Tailored navigation app Join 10M+ happy drivers.
for car & truck drivers Try it for free!

Get customised
navigation based on your
vehicle's type

GO Bigger with
Apple Carplay

Know the road
ahead with the
TomTom RouteBar™

ish Rbgd)
s (UWH in f)

615 837 13,12 y .

Weights (Gross/Axle in t) o g

30,00 9,00 o it Road

Max. speed (mph) =y 0

50

- |

Follow the clear blue line Easily control your speed
to know which lane to & avoid speeding fines
take

Get smart routes around Save y2)ur irobile data Enjoy ad-free, distraction
traffic with real-time alerts vath nffline mans frea driving ation on Pl oyst

highlights on key elements to direct attention
and provide clear indications immediately

all the assets kept the
blue-qreen gradient background

P

b
ey
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4.5 appstores - appstores

Ledarnings

The@ﬁndings
show how, once the
test was launched in
the UK on November
22, for the first few
days it did not
perform at all, but
then it started to
achieve better results

little by little, almost

maintaining the same
level of the current
screenshots. From

the data it is known

that on November
28, the number of
installations from the
new screenshots was
slightly more than the
current ones, namely
702 for the coloured
background against
694 for the black
background.

working time:

one month and half

tools:

Adobe Photoshop, Adobe

lllustrator, Play console,
Creatopy, Figma

Fig 52:

Playstore findings of the comparison
between the current and the new

screenshots

screenshots - colored background

audience

current screenshots 50%
new screenshots 50%

1000

750

500

installers  performance
(confidence
interval)
968 _294% +24,8%
950 —

current 694
— new 702

|~
e

250 //

Nov22 Nov23 Nov24 Nov25 Nov26

current screenshots new screenshots

J \

Since a continnons renewal

of the app’s assets (A50)

is necessary, the decision is
1o keep it live and scale it to
lawnch it in other cowntries

[I=:

Nov 27 ~ Nov28 Nov29 Nov30

Since the beginning the

new screenshots have

performed as highly as
the cwrrent



4. experimentations and tests

Scaling

Below there are 6 different translations made with theplqtform that uses
.csv files to streamline the process time. On the these pages it is possible to see the
application of the same process to the coloured screenshots made for Playstore and

Appstore.

PLAYSTORE LOCALISATIONS:

Get customized
navigation based on your
vehicle type

Gepersonaliseerde Join 10M+ happy drivers.
navigatie-app voor Try it for free!
automobilisten en :

vrachtwagenchauffeurs

&we Car
® M0 Truck

Offine
K

aarten > Dangerous cargo

Evita il traffico con percorsi
intelligenti grazie agli
avvisi in tempo reale

Voyez les choses en E Die hellblaue Linie zeigt,
grand avec Android ; ] welche Spur die richtige
Auto ist

Lo
H 14:47

Rotterdam

500

metres

Oty

Contactweg

14



4.5 appstores - appstores screenshots - colored background

APPSTORE LOCALISATIONS:

Gepersonaliseerde
navigatie-app voor
automobilisten en
vrachtwagenchauffeurs

Offine.

Verksersinformatie
Koorten

Voyez les choses en
grand avec Apple

Join 10M+ happy drivers.
Try it for free!

Wissen, was kommt
- dank der TomTom
RouteBar™

Get customized
navigation based on your
vehicle type

/' na2s

e and more.
Vehicle type &= Car
Truck o M0 Truck
Engine

Combustion

Dimensions (UW/H in ft)

61,52 837 13,12
Weights (Gross/Axle in t)

30,00 9,00

Max. speed (mph)
50

Segui la linea azzurra
per sapere quale corsia
prendere

Carplay

8.0kn

rtijo de Alcandia'Alta
v

-~
|
——
===y

fr de

< 3 17.What is the expected impact?

the user will find a connection between Meta's performance asset and appstores
assets which leads him to download the app more willingly

)

since there is the need to refresh the contents on appstores for ASO the screenshots
are going to be updated

( ¥ 18 What are the next steps?

5



4. experimentations and tests

Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

G

> TP

= c? 0 >

a8 03 20D

85 3= 86
C+

Qc =} S

ZG 22 TR

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

The briefing part was very thorough: reference links
were provided to check thecGppstores requirements»
and screenshots to follow as a basis for Go Navigation.

] . Finding the performance assets was also easy and
straightforward as they are in a Figma file accessible to
anyone in tomtom

Since this test is the result of combining the style of the
performance assets and tomtom's best-performing
screenshots, it can be said that a very goo
and matchhas been carried out in order to obtain
functioning and quality assets in a short time. In fact, the
2 aim of creating templates for performance assets was to
n

have a graphical reference layout for any kind of non-
organic assets, in this case for the new screenshots of
the appstores for Q4, in order not to have to constantly
ask the creative team to intervene in the realisation of
these. Therefore, in general, using templates really helps
in this kind of assets that do not require much creative
intervention.

J12



4.5 appstores - appstores screenshots - colored background

Also for this test, it must be emphasised that the
organisation of the files and the retrieval of these turned
out to be rathercomplicated and complexpsince the
open file of the Playstore was requested from the B2B
agency, external to the marketing department, and

the open file of the Appstore, on the other hand, had to
be reconstructed because it had been lost previously.
Furthermore, due to the project’s expiry date, which
was very close to the start date, the Appstore does

not yet have an open file made on Photoshop, like

the Playstore's, but rather on Creatopy, which is more
complicated to manage when it comes to inserting
additional graphic elements. Needless to say, an action
in this area is necessary, for example using a platform or
server similar to Dropbox, accessible to all, where once
uploaded the files can be directly updated without
having to continually download and re-upload them
once finished

Although trying to set a maximum number of@iterations,
since these were the new screenshots for the appstores
a lot of feedback was received regarding the test. The
most relevant ones were presented and those that were
subsequently pursued, relating to the growth team and
the creative team. All others were temporarily left out
as otherwise the fine-tuning work would have gone on
indefinitely. A big lesson was to select the most relevant
feedback and make own decisions to pursue where
comments were simply a way of expressing a subjective
point of view from somebdy outside the project

The collaboration with the different stakeholders,
Growth team, Creative team and BUC, was correctly
established for this test. However, the creative team was
only updated on the stylistic choices at the end.

The use of the Creatopy tool to realise 6 different
translations of the screenshots for both appstores has
helped to speed up the work: in fact, by entering the
.csv file into the platform, it was possible to realise

the required localisations in just a few steps. Although
sometimes limited in the possibility of inserting graphic
elements, this kind of tool is fundamental to perform
more automatic than creative actions through

2



4. experimentations and tests

Z, dPPSEQONB SCFEBEHShOES ”
(>2.3 winter theme

screenshots
for Playstore

<* 1. What is the purpose?

N

update the style of appstore screenshots following the winter season

( 3 3.lsthere atheme? >

yes, to use Ul elements to make a winter edition of the screenshots

( 3 4 What are the features to emphasise? >

< 3 6.What is the asset format? >

For Playstore 750x1334 px, while for Appstore 1242x2208 px (5.5" inch), 1242x2688 px
(6.5" inch) and 1290x2796 px (6.7 inch).

( 3 7.What type of asset should be used?

/

screenshots from tomtom library

< 3 8 Which channels should it be made for?

/

Fe question 2 and 5 were skipped as they are not essential to develop this project

Playstore and Appstore

b=



4.5 appstores - appstores screenshots - winter theme

screenshots
for Appstore

\

< 3 9.What are the specifics? >

Playstore: https://support.google.com/googleplay/android-developer/screenshots
Appstore: https://developer.apple.com/app-store/product-page/

(% 10.Which OS has it to be madle for? )

Android and iOS

( 3 IlIsitgoing to be tested? If so, what is the hypothesis? >

yes and the hypothesis is that by changing the background into a winter theme
during the winter season they will have a positive impact on GO Navigation installs

< 3 12.What is the success metric? >

# of conversion installs

< 3 13.Is localisation needed? Which countries should it be made for? >

yes if the test performs well. It needs to be made for IT, UK, NL, US, FR and DE

( 3 4. Who are the teams involved? >

Growth, Creative for design check and BUC Product Marketing for translations

I3



4. experimentations and tests

(3 15.Whatis my role? )

Full ownership of the project

( 3 16. What do competitor and market analysis show? >

No market research was carried out for this project. Having already done the same
test last year and having received a high number of installations (+6,2%), it was
decided to repeat the test for this year

Design choice
Last year, the screenshots tested had a@White backgroun s can be seen below.
PLAYSTORE SCREENSHOTS:
Tailored navigation app Join 10M+ happy drivers. Get customized navigation GO bigger with

for car & truck drivers Try it for free! based on your vehicle type Android Auto

Follow the clear blue line Get Smart Routes Easily control your speed & Enjoy ad-free,
to know which lane to take around traffic avoid speeding fines distraction-free driving

strengths:

The white colour reminds the winter season

weaknesses:

Some@could have been used to support the creative idea
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gppstores - appstores screenshots - winter theme

white is the predominant colowr
dwe to the winter season theme

e * \\

Join 10M+ happy drivers. Get customized navigation GO bigger with

Tailored navigation app
f tru IS based on your vehic pe

((< ) My Vehicle
Vehicle type
ick
Engine type
Combustion
Fuel type
Dimensions (LW/H in ft)
6106" 804" 1301
Weights (Gross/Axle in Ib)
66,139 19,842 Y

Max. speed (mph)

Dangerous cargo

Commercial @

Follow the ar blue line Get Smart Routes Easily control your speed & Enjoy ad-free,
to know which lane to take ound traff pee g fines distractic se d

nsRLE Convaorn
34 3 .
" % 11:33°¢ 4,10
200 0B nokTH [ar 12c] 220 & NoRTH 0B NoRTH e 12¢
e feat. NW36th St 0,8
st R
o st
v §
WS
X N [
s
v
=~
@
A
(®)
“ A 0
3 m

only the colowr of the backgrownd has *
* changed from the alwag_s-on screenshots

the copy in bold has
been kept with the
light-blue colowr

Following last year's test win, the aim of this test is to refresh the appstores
screenshots for the winter season, maintaining thetwinter/Christmas themé) trying
to add where necessary or possible, some Ul elements .

TheEome mockups from tomtom Iibrcry}ave been used to speed up work, saving
time and using already high-performance contents. Therefore, what needed to be

changed was essentially the background.

Fig 53:
Old winter theme screenshots of tomtom GO Navigation on Playstore

12




Iterations and feedback

4. experimentations and tests

For this test three concepts were made: developing them on just one screeenshot
would has speeded up the work. The proposals can be found below:

i Draft]

%00 o QU] =
et

the white
for the
doesn’t all
qood req

—=

winter
theme with
snow and
trees in the
backgrownd

J

colowr
copy
low a
ding

feedbac

from the teq

and ?ersov\ﬂl consider

m
tions:

* The

contrast betw
backigrownd and the

generates disturba

een the
white copy
nce

—

all the
mockups have
additional Ul
elements that
suggest the
winter theme

AN

@ .« X
=7 Join 10M+ happy drivers.

Try it for free!

the copy
stays the

s

same
S feedback from the team screenshots
and yersov\ﬂl considerdtions: from
tomtom’s
* The|presence of many \ibrurg have
N decorations draws the atiention been wsed
00 mwch away from the main swbject, H
related 4o which is the mockup as a basis
Christmas? N 1F\
\\ :
N
it Droft3 \ \
‘\\\
Tailored navigation app \
for car & truck drivers
L-—
winter Ul
elements
to remind
the winter
theme Leqend:
sonal notes
) @ @ i bettt_av: o P
omwe T ok readability @ feedvack from the team and personal| considerations
Mops, | Troffc _ Cameras than before
I I




4.5 appstores - appstores screenshots - winter theme

4 Outcome

—>  Playstore version

GO bigger with
Android Auto

Tailored navigation app Join 10M+ happy drivers. Get customized navigation
for car & truck drivers Try it for free! based on your vehicle type

1635 @
{ Z ) My Vehicle

> Vehicle type
> Enginetype
Combustion

Fuel type

Weights (Gross/Axle in Ib)
66,139 19,842
Max. speed (mph)

50

Offline
Maps

Live Safety

Dangerous cargo
Traffic Cameras -

Commercal (@

Follow the clear blue line Get Smart Routes Easily control your speed & Enjoy ad-free,
to know which lane to take around traffic avoid speeding fines distraction-free driving

nsaLs sRLe sonvaoa
4, 11:34 ,

0B NORTH exiT 12
200

feet

% 11:33€ 4100

220 €8 NoRTH

Teet NW36th St

3B NoRTH £ 120
0,8

mile
Pickwick

NW 615t 5t
iv2

NWSSth st
v

NW 36th St

NW 157th St
v
yo~ oiver Dr
A

L)

e attention, using the better developed winter theme that somehow is
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4. experimentations and tests

——=> Appstore version
% 1

Appstore
re(:vyires 12

. screenshots
" these have been realised on e e o

3 Creatopy where is not possible
to wse bold on certain words.
That’s the main difference
with Playstore screenshots

as Playstore

Tailored navigation app Join TOM+ happy drivers. Get customised GO Bigger with Know the road
" for car & truck drivers Try it for free! navigation based on your Apple Carplay ahead with the
vehicle's type TomTom RouteBar™

n23

<) Vehicle Profile

Optinize the app b entering
information about your vehice

vofie will affect routing, search
vesuls, points o ntrest, arrval
estimates, and more
Vehicle type ST
Truck o =5 T
Engine
Combustion

Dimensions (UW/H in fo)
6152 837 13,12
Weights (Gross/Axle in t)

30,00 9,00

Max. speed (mph)
50

Follow the clear blue line Easily control your speed Get smart routes around Save your mobile data Enjoy ad-free, distraction
to know which lane to & avoid speeding fines traffic with real-time alerts with offline maps free driving
take

CEIED

X0 Roe

Poynders Road

v N Princelof Wales

Drive

o o

v B RN
| \
/ &

highlights on key elements to direct attention
and provide clear indications immediately

Rikins Road|

124 ;




4.5 appstores - appstores screenshots - winter theme

Ledarnings

The@ﬁndings
show how, once the
test was launched on
January 2024, the two
different screenshots
almost maintained
the same level of
installers until the

end of February.

From the data it

is known that on
March, the number

of installations from
the winter theme 8000
screenshots was

slightly more than the 4,000
current ones, namely

14.338 for the winter 0
theme ones against

13.892 for the current

current screenshots 50%

winter theme 50%
screenshots

16.000

12.000

/ |

Jan 2024

=

audience

/ V

performance
(confidence
interval)

installers

13.892
14.388

-3,5% +10,6%

Feb 2024 Mar 2024

ones. current screenshots
working time:

one week

tools:

Adobe Photoshop, Adobe
lllustrator, Creatopy

Fig 54:

Playstore findings of the comparison
between the current and the new
winter theme screenshots
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Scaling

4. experimentations and tests

Below there are 6 different translations made with the@ platform that uses
.csvV files to streamline the process time. On the these pages it is possible to see the
application of the same process to the winter theme screenshots made for Playstore

and Appstore.

PLAYSTORE LOCALISATIONS:

Gepersonaliseerde
navigatie-app voor
automobilisten en
vrachtwagenchauffeurs

Voyez les choses en
grand avec Android
Auto

Join 10M+ happy drivers.
Try it for free!

Die hellblaue Linie zeigt,
welche Spur die richtige
ist

=L©O
% 14:47

Rotterdam

500

metres

|26

Get customized
navigation based on your
vehicle type

1635 @ o

< ) My Vehicle

Vehicle type

Engine type

Fuel type

Dimensions (UW/H in ft)
61'06" 804" 13'01"
Weights (Gross/Axle in Ib)
66,139 19,842

peed (mph)

Dangerous cargo

us

Evita il traffico con percorsi
intelligenti grazie agli
avvisi in tempo reale

Contacy
twe
Contactweg %

51



4.5 appstores - appstores screenshots - winter theme

APPSTORE LOCALISATIONS:

Gepersonaliseerde Join 10M+ happy drivers.
navigatie-app voor Try it for free!
automobilisten en
vrachtwagenchauffeurs

nl uk
Voyez les choses en Wissen, was kommt
grand avec Apple = dank der TomTom
Carplay RouteBar™

rtijo de Alcandia Alta

Get customized

navigation based on your

vehicle type

g 2

<) Vehicle Profile

Optimize the app by entering

information about your vehicle.

This profile will affect routing, search
results, points of interest, arrival
estimates, and more.

Vehicle type & Car
Truck o MmQ Truck

Engine
Combustion

Dimensions (UW/H in ft)

6152 837 1312
Weights (Gross/Axle in t)
30,00 9,00

Max. speed (mph)

50

us

Segui la linea azzurra
per sapere quale corsia
prendere

fr de

< 3 17.What is the expected impact?

a constant update of the assets in the appstores which will result in an increase in

installations

< ¥ 18 What are the next steps?

)

since there is the need to refresh the contents on appstores for ASO the screenshots

are going to be updated

22



Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

G

> TP

= c? 0 >

a8 03 20D

85 3= 86
C+

Qc =} S

ZG 22 TR

The briefing part was very thorough: reference links

were provided to check thecdppstores requirements>and
screenshots to follow as a basis for Go Navigation.

Considering that these assets were created on the basis
of existing screenshots, it will also be possible in the
future, for the coming winter season, to rethink slightly
modifying the background in order to have assets that
still perform according to the ASO rules. This process
can also be carried out for the spring or summer season,
depending on the needs and tests to be carried out.

Since this test was carried out later than the previous
one (= see coloured screenshots), finding the files

was less difficult than usual, but only by luck since the
tests were carried out more or less at the same time.
Therefore, it is recommended to reorganise the tomtom

in order to facilitate access to the files, also by
better renaming.
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4.5 appstores - appstores screenshots - winter theme

4,

Although less feedback than usual was obtained,
opproximatelyf:jthis allowed for a faster time for the
launch of the assets with only one week left. Regarding
the iteration process, this was replaced by the presence
ofdhree different concept p@%lthough the
process was slightly different than usual, the test was

nevertheless completed

For this test, it was decided to maintain close contact
exclusively with members of the Growth team. Once the
desired result was achieved, it was then shared with
the creative team for a final check and approval. In the
brainstorming phase, however, the creative team was
involved in order to have a clearer idea of what was to
be achieved.

The use of the Creatopy tool to realise 6 different
translations of the screenshots for both appstores has
helped to speed up the work: in fact, by entering the
.csv file into the platform, it was possible to realise

the required localisations in just a few steps. Although
sometimes limited in the possibility of inserting graphic
elements, this kind of tool is fundamental to perform
more automatic than creative actions through
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4. experimentations and tests

=, gaPPSEOFE hBadBer ™

tomtom

®

< 3 1. What is the purpose? >

make the product page header less anonymous

< 3 2 What is the message to communicate? >

explaininig the functionalities of the app and its premium features that make Go
Navigation stands out in the field of navigation

( 3 3.Isthere atheme?

/

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation

( 3  6.Whatis the asset format?

/

image, 4320x1920 px. Apple requires also the Photoshop working file

< 3 7.What type of asset should be used?

/

logo and icons from tomtom library

< 3 8 Which channels should it be made for?

/

Appstore
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4.6 appstores - appstore header

1559 a0 @B

o tomtom ©
(G) ®

tomtom © =

TomTom.GO-

@' Navigation & Maps

TomTom GO
Navigation & Maps

< 3 9.What are the specifics?

Appstore: https://help.apple.com/asc/appspromoart/#/itc8f78da56

< 3 10. Which OS has it to be made for?

iOS

< 3 1lIsitgoing to be tested? If so, what is the hypothesis?

no, due to App Store requirements

< 3 4. Who are the teams involved?

Growth and Creative for design check

(% 15.Whatismy role?

Full ownership of the project

=1



4. experimentations and tests

<* 16. What do competitor and market analysis show? )

With regard to@the majority present a header, although not all are
significant. On these pages, Google Maps, Moovit, Mapstr, Transit and Coyote
were analysed, as they feature in the ranking of the best navigation apps. Only the
Appstore has been taken into consideration.

. GOOGLE MAPS

15:12 al T
"
"9
ol ==
- A L -~
k Google Maps &
2. MOOVIT

strengths:

« clear and simple

+the logo is well included among the
illustrations

- every icon shows the key features of the

app /bsx it's clear POls are a

strong swit of the app

Fig 55:
Appstore header of Google Maps

it's abowt
strengths: the means of

. . transport
- simple and effective

- every icon shows the key
features of the app

weaknesses:

- the background is not really visible

Fig 56:
Appstore header of Moovit



4.6 appstores - appstore header

3. MAPSTR

3. TRANSIT

4. COYOTE

transit

COYOTE

strengths:

+ simple and effective POls
-icons show the(key feature)of the app
+map in the background to remind it's
related to navigation

Fig 57:
Appstore header of Mapstr

strengths:

- the background suggest it's an app
related to maps
| better
weaknesses: . to avoid

« key features are not underlined
* the logo is not well included

Fig 58:
Appstore header of Transit

ly

strengths: o)

- the icons suggest it's a navigation app
and the related features

weaknesses:

* the background is a bit dark so map
recognition is not immediate
* the logo is not well included

Fig 59:
Appstore header of Coyote

IS5



4. experimentations and tests

Design choice

When considering the@urrent header of tomtom, i new version is essential because
to date it does not bring the fe o Navigation to life; moreover it seems very

anonymous. For a clear understanding, supporting screenshots can be found below.

tomtom
GO Navigation

strengths:

the use of black as main colour is on “brand”
weaknesses:

-\_I__DOIS seem to be the most important feoture:lof the app since they are the only

elements present in the scene
- the(@pp's logo)in the header is different from the currrent Go Navigation logo

- the white tag in the middle does not add value to the header in general

Fig 60:
Current Appstore header of tomtom GO Navigation
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tomtom
GO Navigation

= tomtom .. N tomtom
| GO Navigation — A
= G B GO Navigation

The aim of the project is to make the Appstore header less anonymous and let it
stand out among other navigation apps. The message that needs to be conveyed
is explaininig the functionalities of the app and its premium features: to achieve this
goaljicons and other Ul elements from the app|have been used but not focusing
too much only on PQOls, since the app is not only about them. Moreover, it has been
thought to add a(map)on the background to remind the user that the app is about
navigation. Some examples of competitors have been taken into consideration.



4. experimentations and tests

Iterations and feedback

The header underwent an improvement process through the feedback received from
the teams involved. The most relevent iteration phases can be found below:

First Draft

exisiting icons
from tomtom
library with on
brand colowrs

3y
' (=1
a9

TomTom GO

ia, Navigatie - Maps

old logo

not
centered

map in the
t'omt'om b c‘i(qruund
GO Navigation with a gradient

to leticons
POp owt more

even if the lane gwidance i showed, it seems
that POl are still the key feature

-ti= Third Draft

pin from it isn't wrong
Coniom 66 tomtom but it's still
, Navigatie - Maps logo anonymows and
@ doesn’t really
is it show it's a
conhsinq navigation app
to have
two
different Ul elements
logos? from the
drog~down menu
of the app
map in the packgrownd to . )
s Fifth Droft show it's a|navigation app what if wsing
- a blur in the
backgrownd?
TomTom GO current Go
Navigatie - Maps Navigation
s logo
T Ul elements
GO Navigation from

the app

is it clear tomtom
it's an

app by
tomtom?

=12




4.6 appstores - appstore header

Legend:

@ personal notes

® feedback from the team and yersonql considerations

...... = Second Draft

=

GONavigation ()

=t 4

TomTom GO

ia’ Navigatie - Maps

old logo

~

too many
elements on
the screen
that make
wsers loose
attention

on the
screenshots

GO Navigation

tomtom

o

the illustrations
are not on

brand and can’t

be wsed for Go
Navigation

illustrations
from tomtom
library to keep
it wser-friendly

...... % Fourth Draft

TomTom GO

@v Navigatie - Maps

old logo

—

too many
elements on
the screen
that make
wsers loose
atiention

on the
screenshots

the style seems a bit old

GO Navigation

tomtom

illustrations

from tomtom
library to keep
it wser-friendly

this is very
similar to
a previnos
attempt which
has already
been rejected
50 better to
change the style

TomTom GO

@' Navigatie - Maps

very sof{ dark blur between
the map and the logo

=

like in the
example
of some
con\yetitors.
the icons on
the road add
liveliness to
the map in the
backgrownd




Outcome

After all the
iteration steps,
the result
achieved can

be seenon the
next page. In the
end, it has been
tried as much

as possible to
keep the header
clean without
too many graphic
elements that
could disturb the
attention.

-

4. experimentations and tests

—

tomtom logo in

the header and
Go Navigation
as app logo to /

remind it's an app

by tomtom
icons from the app
have been wsed

to swggest it's a
navigation app

map with a blur in
the backgrownd

Starting from the basis of the discarded headers, numerous attempts were made

to reach the final result. Although the requirements were consulted, they were

unclear, and in order to avoid wasting time wai

it has been tried as much as possible to pursueGimplicityj@nhance tomtom name

and suggest that the app is a@avigation app

ing for approval from the appstore,



TomTom GO

Navigation & Maps
GPS, Offline Maps, CarPlay

In-App
Purchases

14K RATINGS AGE

4.4 4+ No.19

Years Old Navigation
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TomTom GO

E Navigation & Maps
'a GPS, Offline Maps, CarPlay

14K RATINGS AGE

a4 4+ No.1Q

ek %k v Years Old Navigation




4. experimentations and tests

Ledarnings

This experiment was essentially carried out to replace an old and outdated element.
There are therefore no learnings as it was not compared with anything, nor did it
undergo a quality test. In fact, it cannot even be called a real experiment, but more
a project to make nicer the Ul of the product page on the Appstore (CPP).

working time:

one month

tools:

Adobe Photoshop, Adobe
lllustrator

( 3 18.What are the next steps? >

since it was necessary to change the header because it did not help th app to stand
out, once it approved by the Appstore it will be immediately replaced
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4.6 appstores - appstore header
Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

bS]

=0

o]
:'? Cg O >
% O o >0
20 = 0 =3
@Qc 0% [Sg=}
32 55 L9
Z0 [rgte] b7

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

For this project, the briefing questions were not enough:
they are quite in-depth and range over various areas,
but as this was one of the first tests tackled, the answers
obtained were rotherln fact, this resulted in
very long lead times, not only because of the initial
doubt as to where to start, but also because the style
to be pursued quOn the pages in which the

] various iteration steps were presented, some steps were

] omitted, as they were very distant from what was to be

achieved and not really in keeping with the requirements
of the Appstore. In addition, only at a later stage were
the previous attempts shown, which could have been
done previously in order to have in mind what needed to
be avoided. Gathering all the knowledge from previous
tests into oto easily demonstrate what might or
might not work, according to past experience, would
have speeded up the work.

Although they were discarded, all the concepts
produced for the header in question can be used as
inspiration for future assets. In fact, the .qi file was used
2. as a playground, but nothing prevents it from being
used for other purposes in the future. However, everyone
should always consider the reflections presented here
(- see iterations and feedback from Appstore header)

M



9.

6.

4. experimentations and tests

In this case, it was quiteto find within the tomtom
library what was then used as the basis for the different
concepts, i.e. icons, illustrations, logos, etc.. Folders were
already present, renamed for easy retrieval and use. In
addition, the presence of a Figma file accessible to alll
certainly facilitated this phase. Only the open files of
the previous tests were missing, but not essential for the
continuation of the experiment.

Given the complexity of the test, it was necessary to

ask several stakeholders, both internal and external to
the Growth & Creative team, to provide feedback on
the concepts, not only to see if they were ideas that
complied with the brand rules, but also whether it was
appropriate to use certain graphic elements rather than
others and how dated they were compared to the latest
app updates. The result, however, was a
number of both iterations and opinions, which prolonged
the realisation time. At the end of the course, it was first
considered how best to avoid such a trend in the future
because it does not make the work any easier, and then
to limit the iterations to a functional number for the
completion of the test.

From the very first moment there was o
with the Creative team from the briefing
phase to the final approval. Many hours were exploited
on reasoning and discussion, which however did not
prove to be in vain. Therefore it is recommend this kind
of interaction with internal stakeholders for the future

The tools used, Photoshop and lllustrator, were
c@ppropriatefor the amount of work of the test.

g I






4. experimentations and tests

M, Promid PrEWVBLIS *
gl fuel prices

landscape
format
<* 1. What is the purpose? >
create a cover for a major update on fuel prices
< ¥ 2 What is the message to communicate? >

warning users of an update of the app with regards to fuel prices, therefore app
icons related to that should be present

( 3 3.Isthere atheme? >

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation

( 3 4 What are the features to emphasise? >
@only available on Android
( 3 6.What is the asset format? >

image, landscape (1920x1080) and square (1080x1080)

( 3 7.What type of asset should be used? >

images and graphic elements that do not have to belong to the tomtom’s library
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4.7 appstores - promo previews - fuel prices

Sq“ are
format
< 3 8 Which channels should it be made for? >
Playstore
( 3 9.What are the specifics? >

Playstore: https://support.google.com/googleplay/android-developer/answer/129299442s-
jid=6267300551078942138-EU#image_requirements&zippy=%2Crequirements

< 3 10. Which OS has it to be made for? >
Android
( 3 4. Who are the teams involved? >

Growth and Creative for design check

(% 15.Whatismy role? )

Full ownership of the project

L 3 question 5, 11, 12, 15, IT and 1& were skipped as they are not essential to develop this project

IH5



4. experimentations and tests

< 3 16. What do competitor and market analysis show? )

No market research was carried out for this project since the final aim is just to have
a cover for the event.

Design choice

An example of(major updatéon Playstore can be found below. It was about the
launch of the feature of lane guidance so therefore it has been tryed to emphasise it

with the support of graphic elements.

strengths:

Thanks to the use of@raphic elementS)the feature is well emphasised

TomTom GO Navigation - apps on Google Play. (n.d.-b). https://play.google.com/store/apps/
details?id=com.tomtom.gplay.navapp&hl=en_US

The aim of this visual experiment is to provide a cover for a major update event

in the Playstore. No logos or copy are allowed, therefore the picture has to
communicate the message, adding where necessary or possible, some

For this kind of visual experiments, it is preferred not to necessarily resort to images
already in tomtom'’s library so that there is always a new style E/oiding to use the
same pictures. |

IHE



4.7 appstores - promo previews - fuel prices

Iterations and feedback

The promo preview underwent an improvement process through the feedback
received from the teams involved. Three iteration phases can be found below:

i Draft]

,  TomTom GO Navigation _g= TomTom GO Navigation
= (geta &=

(Beta)

map from the app in |the
ckgrownd with the cprsor
and fuel stations

o

thete's a weird
shadow behind the

feedback from the
cursor

teanf and personal
consiiderations:
fuel stations with -]
fuel prices arent
really visjble

o nite that the app
is| showed bwt what
if|using a view of
alreal street with

fuel stations?

TomTom GO Navigation

TomTom GO Navigation
(Beta)

(Beta)

feedback from the
teanf and personal

it doesn't congiderations:
seem an o better to change
) ewropean the city in the
k‘blrd eye city bdckgrownd with a
_view of a a [more Ewropean
c.ltg to show environment since
different fuel the fuel station the event will be
statiops in the back is not lakched only in EU

reaally| visible

_p=  TomTom GO Navigation = TomTom GO Navigation
o= &=

ewrjopean
highwpy in the Le%erd;
backgrownd
® versonal notes

icons of flwel stations above
real fuel stations to let the
wser find immediately the

eam and personal
gonnection

|

® feedback from the
“
considerations

47




4. experimentations and tests

Outcome

ewropean
backgrownd since

fuel station are the
main character in the

After all the

iteration steps

and the feedback

received, the

result achieved

can be seenon e o o
the next page. N

the rest everthing
is new and fresh

working time:

one week

tools:
Adobe Photoshop, Adobe
Illustrator

This visual experiment tries to highlight as much as possible the feature it wants
to emphasise, in this case the presence of fuel stations and their prices. In order to
achieve this, the new function of®hotoshop using Abwas used. The process was
therefore speeded up and the result produced is unique

45

the event will be
for EU

—
&\
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Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

G

> TP

= c? 0 >

a8 03 >0

85 3= 86
C +

Qc =} S

ZG 22 TR

The briefing part was very thorough: reference links
were provided to check the Playstore requirements and
previuos covers to follow as a basis have been showed.

Since a legally downloaded background image from
Unsplash was used, the tomtom image library will be

@xpanded and enriched> This allows more material to

be chosen where needed for other visual tests and
experiments that need to be carried out quickly.

For this visual experiment, ﬁndingwos very easy
thanks to the cooperation of the Creative team. In
contrast to the usual, icons and graphic elements are
more well arranged and accessible than other.

In order to conclude the experiment quickly, an
attempt was made to limit the number of iterations to

a maximum oflistening to feedback only from
the Growth team. In fact, given the low relevance of the
project, this turned out to be a winning choice.
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4.7 appstores - promo previews - fuel prices

0.

6.

Considering the project stakeholders, the Creative team
was involved for a final check. The €ollaboration worked
more in the sharing of key graphic elements

This experiment is the first wherewos
used. The tool made it possible to speed things up a lot
and define exactly what was wanted, which was difficult
to find on the web

15l



4. experimentations and tests

L Pramd PPBYABLIS
4 parking stations availability

B N A/ __Oostel
6’ L7~ en

( ° v Q landscape
h ‘ EG’ 4 o ' ~ format

Weesperbuurt
en Plantage

< 3 1. What is the purpose? >

create a cover to show the feature of parking lots availability

< ¥ 2 What is the message to communicate? >

warning users of a promotional content in the app with regards to parking stations
availability, therefore app icons related to that should be present

< 3 3.Isthere atheme? >

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation

< 3 4 What are the features to emphasise? >
arking stations availabilitponly available on Android
( 3 6.What is the asset format? >

image, landscape (1920x1080) and square (1080x1080)

< 3 7.What type of asset should be used? >

images and graphic elements that do not have to belong to the tomtom’s library
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4.7 appstores - promo previews - parking stations availability

Lastage  /

A AL
ES (i/ ,
v e, ¥ O

format v
/ >~
/Q/ Weesperbuurt
en Plantage
< 3 8 Which channels should it be made for? >
Playstore
( 3 9.What are the specifics? >

Playstore: https://support.google.com/googleplay/android-developer/answer/129299442s-
jid=6267300551078942138-EU#image_requirements&zippy=%2Crequirements

< 3 10. Which OS has it to be made for? >
Android
( 3 4. Who are the teams involved? >

Growth and Creative for design check

(% 15.Whatismy role? )

Full ownership of the project

L 3 question 5, 11, 12, 15, IT and 1& were skipped as they are not essential to develop this project
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4. experimentations and tests

< 3 16. What do competitor and market analysis show? )

No market research was carried out for this project since the final aim is just to have
a cover for the event.

Design choice

An example of(major updatéon Playstore can be found below. It was about the
launch of the feature of lane guidance so therefore it has been tryed to emphasise it

with the support of graphic elements.

strengths:

Thanks to the use of@raphic elementS)the feature is well emphasised

TomTom GO Navigation - apps on Google Play. (n.d.-b). https://play.google.com/store/apps/
details?id=com.tomtom.gplay.navapp&hl=en_US

The aim of this visual experiment is to provide a cover for a major update event

in the Playstore. No logos or copy are allowed, therefore the picture has to
communicate the message, adding where necessary or possible, some

For this kind of visual experiments, it is preferred not to necessarily resort to images
already in tomtom'’s library so that there is always a new style E/oiding to use the
same pictures. |
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4.7 appstores - promo previews - parking stations availability

Iterations and feedback

The promo preview underwent an improvement process through the feedback
received from the teams involved. Three iteration phases can be found below:

i Draft]

TomTom GO Navigation

= (geta

parking lot in the backprownd
to show that the feathre is

seems to be the ad of q

related to them

A

parking lot or that the app

refers to a parking app

the icon js not
really the same one
of the|app

= TomTom GO Navigation
= (Beta)

feedback from the
teanf and personal
consiiderations:

o showing a picture of
a real parking lot
can make the wser
confused on the

felatures of the app

= TomTom GO Navigation
== (geta)

A bird eye

view of
to sho
availabil

parking stations

it seems that
the icons are
indeyendent, as
if they have no
relationship with
the city in the
backgrownd <&

a city

W the

ity of the icons are not
the right ones

TomTom GO Navigation
(Beta)

feedback from the
teanf and personal

consiiderations:

e althowgh this bird
view perspective
worked for the fuel
stations cover, in
this case better
1o focus on a
sgreenshots from
the app

= TomTom GO Navigation
==

screensha
let the ws

fedture better

right icons
that|show the
availability of
parking lots

t from the app to
er wnderstand the

IS5

= TomTom GO Navigation
=

) o

Legend:

ersonal notes

|

feedback from the
{eam and personal
considerations




Outcome

After all the
iteration steps
and the feedback
received, the
result achieved
can be seenon
the next page.

working time:
one month
tools:

Adobe Photoshop, Adobe
lllustrator

4. experimentations and tests

the feature of parking
station availability is
the main character in

belong to tomtom's
screenshots library

-

This visual experiment tries to highlight as much as possible the feature it wants
to emphasise, in this case the availability of parking stations. In order to achieve

this, it has been chosen to use&creenshotsfrom the app, doing little tweaks on the
cursor and the amount of parking stations in the map.

the scene \

map and icons | S

———
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4. experimentations and tests
Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

S 50
> S 9
28 S5 23
QC b= o8
2 55 28
Zo L0 w %
1. Accurate briefing
2. Possibility of using content for other purposes
3. Asset availability
4. Number of iterations and feedback
5. Collaboration with stakeholders |
6. Tools used ‘
The briefing part was very thorough: reference links
] were provided to check the Playstore requirements and
[

previuos covers to follow as a basis have been showed.

A screenshot from the screenshot library was eventually
used for this experiment. Although this is not a new
2.

element, the fact that it was used for this cover
demonstrates that screenshots are@asily reversibl®and

Cadapt welbto any type of request.

very easy since the«treenshots library for Androicbis well
arranged.

3 For this visual experiment, finding the screenshot was
| |

In order to conclude the experiment quickly, an
attempt was made to limit the number of iterations to
4 a maximum oflistening to feedback only from
. the Growth team. In fact, given the low relevance of the
project, this turned out to be a winning choice.
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4.7 appstores - promo previews - parking stations availability

was involved for a final check. It is not really the best
type of colloboration but it worked due to the fact that
the relevance of the cover is not that high.

Considering the project stakeholders, the
9.

The tools used, Photoshop and lllustrator, were
- c@ppropriatefor the amount of work of the test.
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4. experimentations and tests

M, Promid PrEWVBLIS *
4% pewck discownt

<* 1. What is the purpose? >

create a cover for a 20% truck discount offer

< ¥ 2 What is the message to communicate? >

warning users of a promotional content in the app with regards to a 20% discount for
trucks

< 3 3.Isthere atheme? >

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation. Trucks should be in the foreground

< 3 4 What are the features to emphasise? >
< 3 6.What is the asset format? >

image, rectangular (4320x1080px)

< 3 7.What type of asset should be used? >

images and graphic elements that do not have to belong to the tomtom’s library
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4.7 appstores - promo previews - truck discount

‘what3words: Navigation
V//A & veos
N

................ on

(* 8. Which channels should it be made for?

Appstore

( 3 9.What are the specifics?

Appstore: https://help.apple.com/asc/appspromoart/#/itcd652e8704

( ¥ 10. Which OS has it to be made for?

iOS

( 3 4. Who are the teams involved?

Growth and Creative for design check

(* 15. What is my role?

Full ownership of the project

* question 5 1L, 12, 15, IT and 18 were skipped as they are not essential to develop this project
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4. experimentations and tests

C* 16. What do competitor and market analysis show? )

No market research was carried out for this project since the final aim is just to have
a cover for the event.

Design choice

Two examples o@on Appstore can be found below. The one on the left
was about a 7-day trial, emphasised by a graphic elements; the one in the middle

was about traffic and the one on the right was about the lane guidance.

wis o011 L@

ToniTom GO Navigation

Apps e

UpDATE TomTom Go Summer Discount v

Events

iPhone Essentials

SPECIAL EVENT ' O=""" |
More from your navigation app
Less stress & more savings with a 7-day trial i -

" e Naaton

open
What's New

e °

strengths:

Thanks to the use of@raphic elementS)the features are well emphasised and
the message is clear

App Store. (2016, February 11). TomTom GO Navigation & Maps. App Store. https://apps.apple.com/nl/app/
tomtom-go-navigation-maps/id884963367?=en-GB

The aim of this visual experiment is to provide a cover for a discount offer in the
Appstore. No logos or copy are allowed, therefore the picture has to communicate
the message, adding where necessary or possible, som

For this kind of visual experiments, it is preferred not to necessarily resort to images
already in tomtom's library so that there is always a new style E/oiding to use the
same pictures. |

Fig 61:
Screenshots of some examples of special event covers on Appstore
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4.7 appstores - promo previews - truck discount

Iterations and feedback

The promo preview underwent an improvement process through the feedback
received from the teams involved. Three iteration phases can be found below:

i Draft]

Apps e

TomTom Go Summer Discount
Enjoy 35% discount!

/-\ o

emphasise the subject o

overal

cks in the foregrowy
discownt

the qua\i’cg

d to
f the

feedback fr|
team and p

om the
rsonal

of view of a

Prowsomisn s | ©F hE piC i5 not fonsilerabipns
G v 67 that high o even if trucks
ewévs oy | l are showed, it is

whatswords: Navgaon a bit difficult to
1 - - = recognise them from
o L — o | this point of view
Apps (]
Torv{Tom 'G"o Summer Discount
Enjoy 35% discount!

different point feedback friom the

team and personal

iPhone Essentials See All

TomTom GO Navigation
&Maps

whatawords: Naviation
111 By

opEN

FT Financir Times = |

been remg
ad

truck in §
with a fr

-

ved {0 avoid to
ertise it

he cenire
ntal view

bruck in the consideratipns:
foregrownd . -
o it is confusing to
look at the truck
o aeriish oD swpporting [graphic from behlind. Petter
pitmerdi] elements to change the pic
TomTom GO Navigaton
B o
I s
FT iranca imes = |
= Final
Apps e
the brand of the truck has

Legend:

personal notes

feedback from the
{eam and personal
onsiderations
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Outcome

After all the
iteration steps
and the feedback
received, the
result achieved
can be seenon
the next page.

working time:
one week
tools:

Adobe Photoshop, Adobe
lllustrator

-

4. experimentations and tests

frontal view of
a truck in the
foreqrownd to swggest
the discownt is abowt
trucks

This visual experiment tries to highlight as much as possible the feature it wants to
emphasise, in this case an in-app discount for trucks. In order to achieve this, it has
been chosen to use agicture §ownlooded from tﬁe __@

adding the light-blue lane guidance.

doing little tweaks such as



12:017 .

Apps

EXCLUSIVE OFFER
TomTom Go Summer Discount
Enjoy 35% discount!

£ ¢ i >

Tom Tom GO Navigation...
GPS, Offline N CarPlay

iPhone Essentials
Must-have apps for your device

TomTom GO Navigation
& Maps
GPS, Offline Maps, CarPlay

what3words: Navigation

A :Veos

Navigate to any exact location

FT Financial Times

News

@ # S o0

Today Games Apps Arcade

See All

OPEN

OPEN

=|

(N <




Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

G

> TP

= c? 0 >

a8 03 >0

85 3= 86
C+

Qc =} S

ZG 22 TR

The briefing part was very thorough: reference links
were provided to check the Appstore requirements and
previuos covers to follow as a basis have been showed.

As new images showing@ruck§ have been searched on
the internet, these can then be used for other purposes.
In general, in this way the tomtom image library can
expand

No existing assets from the library were used

In order to conclude the experiment quickly, an
attempt was made to limit the number of iterations to

a maximum oflistening to feedback only from
the Growth team. In fact, given the low relevance of the
project, this turned out to be a winning choice.

12



4.7 appstores - promo previews - truck discount

was involved for a final check. It is not really the best
type of colloboration but it worked due to the fact that
the relevance of the cover is not that high.

Considering the project stakeholders, the
9.

The tools used, Photoshop and lllustrator, were
- c@ppropriatefor the amount of work of the test.
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4. experimentations and tests

=, FacBrook ad\ ™

Lacking what you require?
Behold, the city's new superhero, by your side

B GO Navigation

©tomtom

< 3 1. What is the purpose?

to challenge the users mindset to use Go Navigation rather than other free
navigation apps through a Facebook adv

( 3 2 Whatis the message?

thanks to its premium features, Go Navigation provide everything users need
when it comes to car and truck navigation, showing that it is the best on the

market. It should not be expressed explicitly tho

( ¥ 3.Isthere atheme?

not exactly, better to be as creative as possible while respecting the values and
features of tomtom and Go Navigation

< 3 5.Whois the audience?

)

even if the target audience of Go Navigation is between 40 and 65, with this adv the
aim is to involve also younger generations, increasing the level of awareness. This
is why it has been chosen to use Facebook as a means: it is the most effective and

easiest way

( 3 6.What is the asset format?

/

image, square (1080x1080)

|65
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4.8 social media - facebook adv

(* 7. What type of asset should be used? )

images and graphic elements that do not have to belong to the tomtom's library

(* 8. Which channels should it be made for? )
Facebook

(% 10.Which OS has it to be mace for? )
iOS

( 3 IlIsitgoing to be tested? If so, what is the hypothesis? )

yes, initially only in the USA and the hypothesis is that thourgh this kind of adv
brand awareness and the number of app downloads can also be increased with
a younger target group

( 3 12.What is the success metric? )

# of downloads

( 3 14.Who are the teams involved? )

Growth, Creative for design check and BUC Product Marketing for translations

&3



4. experimentations and tests

(3 15.Whatis my role? )

Full ownership of the project

< 3 16. What do competitor and market analysis show? >

No market research was carried out for this project. Indeed, it has been thought to
test if the adv is understood and has the chance to perform well through
Usability Hub)the tool where it is possible to check users opinion.

Design choice

Also in this case, no previous adv were consulted. The aim was to try to remain as
creative as possible without being influenced by other assets

The aim of this test is to find a new way to convince people to download Go
Navigation as it is an app that has a lot of potential due to its@oremium featured)
especially when compared to other free navigation apps. To do so, complete
freedom was given, using material already in the tomtom library as well as new:
images or vector graphics make no difference,Emything is possible.]

Being a test, it has been advised not to dwell too much on the perfection of the
result, since it is unknow whether it will be successful or not, but rather in the time of
realisation: the quicker it is, the sooner it is possible understand whether it can be
launched on the market for real.
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4.8 social media - facebook adv

Iterations and feedback

The screenshots underwent an improvement process through the feedback received
from the teams involved. Three iteration phases can be found below:

the idea is S feedback from the

pic of a person wsing Go +o wnderline team and personal
Navigation in his [car (litestyle conkiderations:
theme) that Go —_
Nﬂ‘li ation o epen if the reminder
the brand font offers theme is well
> (gilroy) has been wsed appreciated among
Demand more: your navigation deserves for the copy more than tbmiom wsers, it
£ would be better to
Let's go o’cher ree ex‘;erin\ev\t a new
banner with both ﬂﬂVl%thOV\ style
- tomtom and Go aphs

Draft 2

What do a Polaroid, p\agful copy to swggest that as some products of the ?ust are
your father's old 7| having success in this period, such as poluroids and twrntables,
leather jacket and P also” Go Nay, which is not in the head of people now, it could
. J become more appreciated in fuiure thanks tp his premiwm

have in common?

\/—\ features

Go Nﬂviqu{ion is the N feedback frdm the
main character team and pefsonal
consideratiops:

\)

o Go Navigation should

They are worth more be the real hero of
’ e both ‘tomtom and the adv
-/ Go Navigation logos
B 60 Navigation O tomtom ° 'w“:a',’f ‘;c:{e t“;:“
TESSUYE

> comic style fl-s 5“%%6.‘5“’.6(!
ma PFCVI“OS
feedback, the

: idea is 1o make
/—\ Go Navigation

Legend:
Go Navigation is the hero the he_ro, wsing
: tul cont a comic style, ®  personal rotes
ki H s ‘)Qg w CQP m H
R v rien | e \everaging a ® feedback from the
y 4 specific type o team and personal
| B coNavigation ©tomtom awndience considerations
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4. experimentations and tests

Outcome

After all the
iteration steps
and the feedback

received, the Bl

result achieved ' /
can be seenon "

the next page. It o e ket 4 <
was decided to “‘eaﬂn‘;“gg:";‘;g:::f“:m \/
go for something certain type of Tans

really new and

a style that

had never been

pursued before, adv based mosily on

trying to focus make more tanny

on creativity and e S~—__
the use of vector

graphics rather

than images. L

This visual experiment tries to highlight as much as possible that Go Navigation
can be considered as c@providing everything you need when it comes
to navigation, both for cars and trucks. In the mockup it is showed a screenshot of
lane guidance, since it is one of the most important feature, but it can be changed
depending on the needs.

The inspiration came from one of the feedback received by the team, namely to
insist that Go Navigation can really make the difference and become a superhero
among many navigation apps that do not provide everything users need. Then

a vector graphic that was already on the web was taken as a reference and
modified according to what was needed to conclude the test.
@Ncs used for the copy in order to obtain effective help.
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Lacking what you require?
Behold, the city's new superhero, by your side

3 6o Navigation © tomtom




Ledarnings

In these pages it is
possible to see the
results from th

Hub,)In order to keep
the test sweet and
shot and still get the
desired answers,(6)
guestions were asked
to(10)random users in
the USA.
When opening the
test, users have the
chance to see the
adyv for just 5 seconds,
then the questions
are asked: these
cover topics such as
what is the ad about,
if they remember any
peculiar element on
it, if they are able to
express the benefits
that come from the
use of the app, what
is the message, what
makes the app as a
superhero and if they
are willing to try the
app and why. It took
ne day)to obtain all
the answers.
This is how the test
look like:

The preview of the test can be
found here: https://app.lyssna.
com/preview/c7d37d4f6166

working time:

one week

tools:

Adobe lllustrator, Chat
GPT, Usability Hub

4. experimentations and tests

You will see an ad in the next screen for 5 seconds. Please

remember as much as you can.

view image for 5 seconds

~ Lacking what you require?
Behold, the city's new superhero, by your side

| GO Navigation

1. What is the ad about?*

O tomtom

|

2. What do you remember from the ad?*

short answer

J

3. Canyou tell me the benefit of the app?*

short answer

]

4. Explain what the ad was trying to communicate*

short answer

J

5. What do you think makes the app the superhero?*

short answer

6. Please explain if you would try the app and why*

long answer

\

N

*required answer

4



4.8 social media - facebook adv

Here are the results of the test:

They mostly understood the ad is about a navigation app. In
particular 40% referred to tomtom

60% audience remember the superhero theme, 60% tomtom and 10%
the phone. So most stood out elements is superhero cape and TT logo

Some benefits of the app came out but they were linked to standard
navigation
in order 0o make the wser more aware of the benefits, more
v emphasis cowld be \uluced on the copy or swbject represented

They mostly understood the message referring to a better system of
navigation that comes to rescue

20% believe the app stand out from the others due to its features
The willingness to try the app is high. In particular 20% feels more
motivated because of the ad

| even thowgh they asswmed there are standard benefits, they all
« thowght Go Nav is better than other standard navigation app yet

( 3 17.What is the expected impact?

it was expected that somehow the different style of the adv could generate more
interest towards Go Navigation. From the results it seems like benefits do not
stand out/come across clear but when it is asked if users are willing to try the app
they replied that they would. Therefore, after all, what was predicted more or less
happened

( 3 18.What are the next steps?

since the test did not really work well and the creative team does not really
appreciate this kind of style because it is very far from the brand guidelines, the
team will relook at how to optimise the whole test, even though there are some
learnings through the experiment.
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Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

G

> TP

= c? 0 >

a8 03 >0

85 3= 86
C+

Qc =} S

ZG 22 TR

Regarding the briefing, not too many details were given
initially, other than the format of what was to be realised
and the starting idea in general. On the one hand,

this was done in order to encourage more creativity,
almost giving a blank sheet and seeing what could

be the result. On the other hand, this slowed down the
first phase a bit, since it was not clear what was to be
realised, and there was a lot of indecision as to whether
to use one type of image rather than vector graphics,
or how to insert a striking copy, etc. However, it must

be specified that as it was one of the first projects, the

riefing question®had not yet been defined, which once

outlined, they helped particularly during the start-up
phase of each test or visual experiment

It is considered that this type of content is difficult to
reuse as it is very specific and tailor-made for this type
of adw.

No existing assets from the library were used

|76



4.8 social media - facebook adv

4,

The number of iterations for this test was@this allowed
the content to be realised in a short time and to
intervene specifically where necessary. With regard to
feedback, it was decided to keep the idea between two
members of theond let the users show
their level of interest and full understanding through the
Usability Hub test. An effective way as these are people
coming into contact with the tomtom brand for the first
time and therefore take nothing for granted.

This test resulted in some with the

Creative team, as they were not aware of the project

before launching the test on the Usability Hub platform.
Once the results of the test were shared, although
quite positive about the willingness to download the
Go Navigation app, the Creative team showed their
disagreement with the brand guidelines that had not
been met, thus rejecting the idea. It is clear that if
there had been more dialogue between the two teams,
neither resources nor time would have been lost in
completing the experiment, so to increase collaboration,
it is ecommended adding o@between the
briefing part and the execution part in which, through
meetings or decks or briefing documents to be shared
between the two teams, both parties are kept
up-to-date to encourage more participation in the
project.

Although, on the one hand, mainly graphics
programmes such as Adobe lllustrator were used, on the
other hond,@was consulted to help define the copy,
through Chat GPT. In fact, where necessary, this acts as
a considerable help in defining concepts and revising
any language errors

22



4. experimentations and tests

&, KMBEa CcakiPaiGHS ™
.l truck demo video

Enjoy custom 3 " /_n/ No worries about

routes tailored to

low bridges with

your vehicle's customized
dimensions narrow streets truck routes

low bridges

( 3 1. What is the purpose? >

to create well-made and informative demo videos for truck campaigns

(* 2. What is the message? >

thanks to its premium features, Go Navigation provide everything users need
when it comes to truck navigation, showing that it is the best on the market.

( 3 3.Isthere atheme? >

yes, it is essential to use the performance assets video template for Meta, making
some tweaks where necessary

< 3 4 What are the features to emphasise? >

3 main features: the the ability to crossow bridgesytiarrow street$and see@
@in advance. All these features have to be summarised then in a video of 30
seconds.

( 3 6.Whatis the asset format? >

videos, square (1200x1200)

|25
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4.9 social media - meta campaigns - truck demo video

truck POI's

® Truck stop x 3
Easily find / /_1/

e truck stops S
(VOls) = LdﬁJ .
30 cec . GO Navigation : :
Q/ tomtom \‘\!
< 3 7.What type of asset should be used? >

best performing videos and screen recordings from tomtom library and templates

< 3 8. Which channels should it be made for? >
Meta

(% 10.Which OS has it to be madle for? )
AND

( * 11 Is it going to be tested? If so, what is the hypothesis? >

yes and the hypothesis is to understand which one of the creatives work better

< 3 12.What is the success metric? >

# of installs and CPI (cost per installation)

< 3 13.1s localisation needed? Which countries should it be made for? >

yes if the test performs well. It needs to be made for IT, UK, NL, ES, FR and DE

I3



4. experimentations and tests

< 3 4. Who are the teams involved? )

Growth, Creative for design check and BUC Product Marketing for translations

< 3 15.Whatis my role? >

Full ownership of the project

C* 16. What do competitor and market analysis show? >

With regard tomarket analysisya general look has been taken at how video demos
are made for Meta's performance assets. Sygic and Coyote were analysed as direct

competitors and Skyscanner as a brand to take inspiration from.

1. SYGIC

Real View
Navigation

Rychlostni omezeni Cartes hors-ligne incluant
Rad des batiments en 3D

Sygic Navigation GPS & Cartes

| strengths:
v screen recordings to show the app in use
- uniform background to make the brand instantly recognisable

weaknesses: definitely
. . to avoid
« 3D vector graphic makes the app like a game \9/7

Fig 62:
Screenshots of a Sygic performance video coming from Facebook Ads Library
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4.9 social media - meta campaigns - truck demo video

2. COYOTE

Roulez en sécurité
et gardez vos points

des madars _:Ne SoveZ b

déployés

APP COYOTE

rs
atuit

7jou
d’e

strengths:
+data and percentages to create links with a feature why not wsing data
«it is clear to understand the purpose of the app as well o convince
- lifestyle scene alternated with a promo in the app wsers?

Fig 63:
Screenshots of a Coyote performance video coming from Facebook Ads Library

3. SKYSCANNER

Easiest way Easiest way
to find the to find the

cheapest flights cheapest flights —‘-‘l’i
e Skyscanner

Save on travel with one app

o éooéle Play

strengths: ' nice to keep
. . the copy sweet
- feature focused ads to get straight to the point e and short

+ uniform background to make the brand instantly recognisable

- effective copy, easy to read and does not distract the attention from the
demo

\

Fig 64:
Screenshots of a Skyscanner performance video coming from Facebook Ads Library
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4. experimentations and tests

Design choice

Here are the<zidéo templates of Meta's performance assétsswhich were taken

as inspiration and starting point for creating the demo videos. For a clear
understanding, supporting screenshots can be found in the next page.

strengths:

& different option®to adapt according to the content to be realised
- the blue-green gradient is always present to create a link with tomtom brand
- there is always space for a screenshot/screen recording

-Ehey are short and conciselin order to avoid to waste time for the beholder
- both in the beginning and in the end Go Navigation logo is shown

‘ ) can be
weaknesses: easily solved

+the man in the last scene might resemble a construction man than a trucker

The_ aim of the project is to create the best performing and most explcnctory
o let Go Navigation stand out among other navigation apps.
must be known that the focus on Q4 has been mostly about trucks because firstly,
Ehey have never been valued with dedicated qsseté]cnd also because they can
become as a major source of income through installations and activations. The

message that needs to be conveyed is explaininig the functionalities of the app
and its premium features: to achieve this goal{dedicated templateShave been
used, following mostly a lifestyle theme, since we know that truckers like this kind of

assets.

() each video has a different beginning in order to differentiate them better

[



=

=
GO Navigation

tomtom

GO Navigation
tomtom

Download now

Go Navigation + tomtom logos

same ending
HTYNRROIOV=nPN  space for screenshot/screen recording with CTA

=

=

GO Navigation

Gug(::wgonon tomtom

Download now

b\ue-qreen gradient in the backgrownd can this man be

changed with a
real trucker?

LIFESTYLE 1:

placeholder for headline
with b\ue~green gradient

=

GO Navigation
tomtom

lifestyle video in
the backgrownd same ending

LIFESTYLE 2: space for screenshot/screen recording with CTA

Go Navigation + tomiom logos

Heading goes
here across
three lines

Heading goes
here across
three lines

- point one - point one

== - point two.

GO Navigation
tomtom

[o=:




Iterations and feedback

4. experimentations and tests

The videos underwent an improvement process through the feedback received from

the teams involved. Three iteration phases can be found below:

LOW BRIDGES

i Draft ]

there is a finger

snapping sownd which is
not in

sync with the video

it feels like
something is
missing here

GO Navigation
tomtom

similar intro for each
demo videos with Go
Navigation logo

screen recordings
video

of the

in the

feature with a lifestyle
bakgrownd

same owtro for
each demo videos «
with CTA

NARROW STREETS

backgrownd video
withowt recording

s

=

GO Navigation
tomtom

“~

only the backgrownd
video changes
following the topic

| Stress free
navigation
to avoid

narrow

the copy says "avoid nag
but then only narrow

row st
sireets
shown. Petter to change the

reets”
are

copy

same owtro for
each demo videos

with CTA

TRUCK STOPS

iz Drofft]

=

GO Navigation
tomtom

Locate
bespoke POIs
and truck
stops with
helping routing

different
backgrownd
video

same owtro for each
demo videos with CTA
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4.9 social media - meta campaigns - truck demo video

Legend:
@ personal notes

® feedback from the team and ‘aersonal considerations

- Final

GO Navigation
tomtom

W
v

feedback from the tpam an

d yersov\al considerations:

* If there is no additiondl copy it is better not
t0 add screen recordings bwt rather backgrownd

Videos

10
Enjoy custom 5

routes tailored to
your vehicle's e
dimensions

GO Navigation !E l
tomtom B | ﬂ L
= :

slightly| different copy
that matghes better with
the backgrownd videos

- Final

Easily find
truck POI's
along the way

=)

== GO Navigation

tomtom

different copy, more easy to wnderstand
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Iterations and feedback

4. experimentations and tests

The videos underwent an improvement process through the feedback received from

the teams involved. Three iteration phases can be found below:

30 SEC DEMO

i Draft ]

t
snapy
not in

nere is a finger
ing sownd which is
sync with the video

GO Navigation
tomtom

Go Navigation

logo to show

istantly the
name of the app

screen recordings of the
feature with a lifestyle
video in the bakgrownd

video in the backgrownd
to show the feature in
action

l the copy here
needs to change

scene of narrow
sreet video and
related copy

GO Navigation

tomtom

bridges

the intro is always
the one of low 4

Get routing
tailored to your
vehicle's
dimensions for a
stress-free delivery

the copy is too
complicated and
long

GO Navigation

tomtom

te
No worries about "
low bridges with
customized
truck routes

maybe the copy can chang
and the swbsequent

e furd)
“enjoy

her since "no worries”
are very similar

Enjoy custom
routes tailored to
your vehicle's
dimensions

different copy to explain
better the feature

[=12




4.9 social media - meta campaigns - truck demo video

Legend:
@ personal notes
® feedback from the team and personal considerations

the copy here ro of the
needs to change shorter demo videos

Download now

; scene of 4ruck
stops video and
related copy

feedback from the tepam and yersonul considerations:

° ll\ some scenes the CD?

y is hard to wnderstand o
not |@@7% matching wi

th the videos. Petter to
think abowt it more

slightlyl differgnt copy that matches
better with the backgrownd videos and
mpre easy to wndersiand
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Outcome

After all the
iteration steps
and the feedback
received, the
result achieved
can be seenon
the next pages.
The previously
made video
templates were
very useful to
have a narrative
thread to follow.

For this test, it is possible to see how th
to video making. In fact, videos can be divide

that perform better than the static assets.
plaining the functions of the app differ in topic:

L

4. experimentations and tests

—

-

@ end cards are alwags
the same to kee?
consistency

intros are very similar

to each other. What

changes is the video
in the backgrownd

body of the video
with screen
recording of
the feature and
swpporiing video ‘o
show the feature in
reality

agile methodologycan also be applied

ree main parts: the
beginning, also called the head, the middle part, also called the body and the
end, the tail. Having from the templates 4 different heads, 4 different bodies and
1 end card in common, recombining these elements would have resulted in 16
videos all different from each other. This in fact is the aim of the test, which is to
produce many more videos than usual in a short time, since these are the ones

Having said that, the videos ex
(ow bridges)@qrrow streetdandruck stops) but have the same ending and a
similar opening, always keeping a lifestyle theme.

=



Narrow streets demo video

GO Navigation

tomtom

GO Navigation
tomtom

‘\% e : § ‘:.‘ y igatio

i — , ]
GO Navigation = i’ Download now
tomtom =

;
. X

!

bl B ]

Z

3



GO Navigation
tomtom

this video is the longest

and aims 10 swummarise
the precedent ones

final part abowt truck stops
+ end card

4. experimentations and tests

——> 30 seconds demo video

the storgline startis from low bridges scene

all the other scenes
little tweak on stay the same
the copy

all



4.9 social media - meta campaigns - truck demo video

Ledarnings
On the right it is possible ad set* appinstalls  reach CPR daily budget
to see a summa'ry of truck stops 23 9897 €239 €35
some data coming
from the analysis of low bridges # 10248 e €
the demo videos with narrow streets 27 1327 €2,04 €35
&ds ManagenThe 30 sec 40 12642 £€1,39 €35
daily budget spent
on advertising for alll total e 44360 €8s
the demos was the
same nqmely 35€ *these results come from an analysis after 10 days from the date of the launch

I 1

but the winning ad

set is the one with the —> truck stops —> low bridges
lowest cost per result
(CPR), therefore the
30 seconds demo.

Easily find No worries about
M oreover, as |t can truck POI's i low bridges with
! along the way 5 customized

be seen, the cost L tiicKirolites
per impressions (CPI) : ;
is the lowest, which
means that the ad
is the chepest to
keep live, and the
click-through rate
(CTR) has the highest CPI=€1.88 CPI= €186
percentage among all Clk=0 Sk e
that corresponds to
the ratio of how much
was spent to how
many installations were
registered.

—> narrow streets —> 30 seconds

Enjoy custom
routes tailored to
your vehicle's
dimensions

working time:

two months

GO Navigation

tomtom

tools:

Adobe After Effects,
Creatopy, Facebok Ads

Moncger CPI = €219 CPI = €1,24
CTR =0,41% CTR=0,63%

Fig 65:

Ads Manager findings of the tested | | | J

demo videos e

When there is the lowest CVl and the
highest CTY, it is a winning asset

13



4. experimentations and tests

Scaling

Below there are 6 different translations made with the@ platform that uses
.csvV files to streamline the process time. They have been made only on the best
performing demo video,which is the 30 seconds one.

Encuentra POI
para camiones
facilmente en la

Keine T Enjoy custom

Uberraschungen = routes tailored to

unterwegs 3 - \ your vehicle's
dimensions

Gy,

Evitez les ‘ ! | Segui percorsi Onderweg kan je
surprises sur la @ f : : adatti alle gemakkelijk POI's
route | - . A voor vrachtwagens
|\ dimensioni del El vinden
= | tuo veicolo.

U\

fr de it

< 3 17.What is the expected impact? >

it was expected that 15 seconds videos would work better than the longer one, but
actually the 30 seconds video has won clearly over the others. This result can help
the Growth Team to build a strategy in the test history and always increase the
number of installations

( 3 18.What are the next steps? >

keep monitoring the impact of these assets and if they perform better, adding them
in the always-on campaign

= I



4.9 social media - meta campaigns - truck demo video
Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

G

> TP

= c? 0 >

a8 03 >0

85 3= 86
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Qc =} S

ZG 22 TR

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

The briefing part worked very well as it was specified
from the beginning toto speed up
the work. Furthermore, as it was a test for Meta, a short

] - presentation was made explaining the theme and what
was to be achieved so that everyone was aware of the
test. This is indeed how it should go every time

The realisation of theshows that some
assets, if made along generic lines, can then, with minor

4 modifications, be adapted to the test aim in order to
speed up the work.

195



4, experimentaticsosc ol dntedita

Although on the one hand templates were provided,
on the other hand it has beento find the
background videos to be used. In fact in some cases,
since there was no source file, the screen was recorded
while the video was running; or for example, considering
the demo video for the truck stops, some parts came
from videos made by the B2B agency, since in the
briefing was specified to use only videos from tomtom.
Therefore, all the assets need to be reorganised, as,
due to this reason, most of the time was spent more in
researching the content than in actually making the
video

Regarding iterations, as can be seen from the previous
pages, they mainly concerned the copy, as it was not
entirely matching with the video. On average, there were

@moin changes, which allowed to be quick in making

changes. On the other hand, a little more than 3 were
received for feedback, where many, however, focused
more on the copy: in the end it has been expressed to
create a€opy bibl®that could be consulted without
being hindered by personal opinions

In this case the creative team and the BUC were@lways

present: from the briefing, where a meeting was also
held to explain the purpose of the test, to the final check
and the scaling step. However, it should be added that,
due to minor discussions between the Growth team and
the BUC concerning the copy, a copy bible was then
produced

The tools used for this test, namely Adobe After Effects
and Creatopy for localisation, were more than
in achieving the final result
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4. experimentations and tests

) ErUCES.HL"

uiste route voor jouw type truck

8 enr., %
Altijd de
Altijd de juiste route
juiste route voor jouw

voor jouw
type truck type truck

) Altijd de juiste route voor jouw type truck i
- Probe tis!

=

(* 1. What is the purpose?

N/

provide a set of banners about trucks for the trucks.nl website

( 3 3.lsthereatheme?

N

better to try to two styles: feature focused and lifestyle

( 3 4. What are the features to emphasise?

the focus is on the possibility to@ceording to the truck type

( 3 5.Whois the audience?

N

\_/
£ 3 question 2, 15 and IT were skipped as they are not essential to develop this project

truckers, since trucks.nl is a website to buy trucks

( 3 6.What is the asset format?

N

horizontal in 728x90 px, 790x90 px, 970x250 px, and vertical in 160x600 px, 300x250
px, 300x600 px

( 3 7.What type of asset should be used?

N/

screenshots pictures and template layout from tomtom library
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4.10 partners - trucks.nl

rodtgNoOK jouw type truck

=

\ Altijtde

R <z _Altijd de
jﬁsl:gc:::te juiste route
VOOor jouw_\ | vooé%‘:}‘w N
type truck 5 typ 5“‘1!(
lifestyle
banners

tomtom Altijd de juiste route voSFjguw-type trick &
e, .

Probeergratt ;ﬂ NS

( 3 8 Which channels should it be made for?

partner website

< 3 9.What are the specifics?

Google: https://support.google.com/displayvideo/answer/10261241?hl=en

(% 10.Which OS has it to be madle for?

iOS

( ¥ 1lIsitgoing to be tested? If so, what is the hypothesis?

yes and the hypothesis is that people visiting trucks.nl are the most relevant
audience and therefore targeting them would lead to better results

< 3 12, What is the success metric?

activations and cost per acquisition (CPA)

( 3 14.Who are the teams involved?

Growth, Creative for design check

=



4. experimentations and tests

(3 15.Whatis my role? )

Full ownership of the project

< 3 16. What do competitor and market analysis show? )

wos carried out for this project. On the other hand, examples
were observed from the trucks.nl website and from some presets on Creatopy, the

platform where the actual banners were then made. They are presented below:

1. TRUCKS.NL

 lltuo Nike Factory
Nike Unite Milano Scalo

strengths:

* the banners appear between the advertisements so everybody can see them .,/
« there is usually a big title and a CTA linking directly to the ad website

weaknesses: definite_\g
10 avoid

« the website shows banners of various topics, also in different languages. This
causes confusion and suggests that they could be spam
« the styles are very different, it is not easy to know what attracts more attention

Fig 66:
Current banners that can be find on trucks.nl
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4.10 partners - trucks.nl

2. CREATOPY

SOFTECH

TELECOM

TELECOM
- IN SEARCH OF
HALLOWEEN SHATTErOkED
DISCOUNT enave e

QUALITY CAR F—
PARTS AT LOW
PRICES

i deadls

UP TO 50% OFF

Friday
5899 CAR REPAIR
Unlocked - 128Gb SERV Ic ES
EZ=N

NO TRICKS _ CarBook
ONLY TREATS (

Parts, service, and

accessories for your
vehicle.

AMAZING  inges”
GIFTS

GET A QUOTE

' qood to wse no more
strengths: e than 2/5 colowrs

\,. « the ad topic is always clear thanks to the presence of supporting images
« the CTA in a different colour allows the user to understand where to click

weaknesses:

+ when some ad present title and body copy, the reading of the body is often
ippedbecause there seems to be too much text
« the styles are very different, it is not easy to know what attracts more attention

Fig 67:
Some examples of banners that can be find on Creatopy

Design choice

Also in this case, no previous adv were consulted since it is the first time tomtom
realises banners for a truck website. Some key features were mostly inspired by

The aim of this test is to find a new way to convince people to download Go
Navigation for truck, through the collaboration withq website specilised in
selling trucks. To do so, it has been suggested to use the mostEoerforming pictures]
of trucks from the tomtom library and to keep in mind the layout and the colours of
the templates of performance assets.
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4. experimentations and tests
Iterations and feedback

The banners underwent an improvement process through the feedback received
from the teams involved. The most relevent iteration phases can be found below:

)

best performing asseps of trucks from tomtom
i First Phase library with|swpporting icons @ ﬁ
A )
) ' I

Get routes Know where

tailored to “tailored to

you can
your vehicle's your vehicle's ~ refuel, park
dlm‘nth“ dimensions (- or rest
= > copy
abowt the L
the copy relative is it too
is not feature much copy
ver for a
visibqe banner?

where is

the CTA?

mockup of
a phone
with

screenshot

overall
this banner
doesn’t
work
g becuusle it's
0 too lon
Nﬂ‘lkiaﬂtiuﬁ too little lqv\d hasqu N
090 ot to read
| B 8 couon 88 coron
= Third Phase
- Altijd de B ~ltic de IR  Altiid de RN
\jUiSte tr:ck|?v’\\ t.he jUiSte : mluos“’c : jUiSte : p‘[?\?ﬂ :
route - N backgrownd route performing route backgrownd
| and mockwp > asset abowt (From
of the app VOOr S trucks in the vOoor template)
= / backgrownd . and mockw
jOWA/_ wi’?h a jouw of the ap“: l
mockup of in use .
type the upvp in type
use truck what if
keeping two
" options? the
Probeer gratis! —_— riqht p\uil\

) a — backgrownd
with shorter and the pic of
copy a truck as a

1 backgrownd
the colowr

of the
gradient

of the
backgrownd

is the
wrong one

wpdated

and bigger
=) tomtom S \oqo = tomtom tomtom

GO Navigation, GO Navigation GO Navigation
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4.10 partners - trucks.nl

Legend:
@ personal notes

® feedback from the team and personal considerations

Always
find the
right
route
féryour
vehicle N

N

—
o

Starc7.day
fres il

) tomtom
&aJ GO Navigation

truck in the

Altijd de
juiste
route

voor jouw
type
truck

Probeer gratis!

tomtom
GO Navigation

(2)

Always
find the
right
route
for your
vehicle

option .

backgrownd
and mockwp
of the app

in wse

Start 7 day
free trial

CTA
to click
on it

!

the copy is
oo long

wpdated

—> logo

wnderlining
the word
"truck”
shows
that the
ad is
abowt it

right colowr
of the
gradient
in the

backgrownd = tomtom

@a) GO Navigation

option 2. S feedback from the|team
black and personal consyderations:
backgrownd
i?dt:yr“? ® |In the first phiase what
PP ) inal i
in wse wasn't working|is the fact
that the banner was very
\ov\q, having only one focws
as in the secoqd phase is
better

o |The banners of the second
phuse are better bwt not
convincing 10@7%. What if
wsing the backgrownd of the
templates?

° |The copy of the CTA is too
long and little.| Better to
have a shorier| one

the black
backgrownd
is a bit
anonymowns
option 2.
lifestyle
banner
centered
copy

nd personal conside

gedback from the team

rations:

final version, bud
formats the elen
to be rearranged

In this case it hps been
decided to keep the layowt
of the banners as the

dimensions are different

for other
ents need
since the

0l




Outcome

During the
process, it has
been thought to
provide the two
different styles:
the feature
focused and the
lifestyle one,
and see through
trucks.nl which
ohe can really
perform better.

working time:
one month
tools:
Creatopy

4. experimentations and tests

—

sometimes better

to have the two é

logos splitted

m e
S

background from the

templates to make

a link with all the
assets

red CTA to make it /

visible and direct \

attention
@sma\l wnderlines
to recall that
the ad is for
trucks

-

In order to let the meaning of the ad be clearly understood, it was decided to
avoid an actual title but rather to have an easily readable description, both in
the feature focused and lifestyle version. The same applies to CTA, logo and
underlining. Mockups of iPhones with screenshots of the app in use were also

included (in particular showing lane guidance as a feature). In the lifestyle version,
on the other hand, @wos added to make the adv immediately

clear on the theme
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GO Navigation Probeer gratis!
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5 4. experimentations and tests

LY ——> Lifestyle version

the biggest difference with feature

focwsed ones is that there is not

only a mockwp with an iPhone but
also a picture with a truck

Altijd de juiste ro@

GO Navigation

Probeer gratis!

=) tomtom
GO Navigation

=

voor jouw‘
k

type truc

Probeer gratis!

Probeer gratis!
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4.10 partners - trucks.nl

Ledarnings

As can be seen from
the results on the side,
the entire campaign
for trucks.nl, which
also includes the
newsletter, blog, and
content for social
media, as well as
banners, is a bit of a
(failure) While it would
have been thought
that the collaboration
with a site entirely
consulted by truckers
would have resulted
in a high number of

activations, this result

was not achieved.

As shown in the first
table, in one month
of advertising on the
site, the total number
of installations was
(i::ithe highest
being achieved

by the newsletter.
Looking at the second
table, it can be seen
that while total
installations ore
only 10 activations
were achieved.
However, while the
banners did not lead
to any activations,
they still counted@52)
clicks, the second
highest number after
the newsletter.

campaign® impressions clicks installs activation
newsletter 9 1313 125 14
display 9 90 4 1
banners™* 13 452 3 6]
blog 9 15 0 0
social 9 7 0 6]
total 49 1877 132 15
campaign* ad spend installs activation
AND €234,38 95 1

i0S £391,86 21 9
total €626,24 16 10

*these results come from a month of active advertising on trucks.nl

**only feature focused banners have been used since they are the favourite of trucks.nl

/

Althongh the whole campaign is
a failure, the banners managed
10 attract the attention of a

fairly large awdience

Fig 68:
Results from the whole trucks.nl
campaign

( 3 18.What are the next steps?

the partnership with truck.nl will be terminated and new hypothetical buyers from

other vendors will be explored
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Conclusions

4. experimentations and tests

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

ko)

> TP

= c? 0 >

a8 03 >0

85 3= 86
C+

Qc =} S

ZG 22 TR

From the very beginning, the brief was unclear. Although
the specifics were provided from the outset, it was not
clear what the result should look like in the end, perhaps
because it is not very often that tomtom provides
banners for other websites. Although the theme was
cleardotal focus on trucks>the material to be used and
the style to be followed was defined in the process.

If what was needed had been given earlier, and the
objective had not been changed in the process, the
test would have taken less time. It is also true that in a
company it is not easy to expect always to have the
time for long initial brainstorming between the different
members of a team, but nevertheless, it is certainly
necessary that whoever first implements a collaboration
with a partner should also reflect on what can really be
used to increase installations and activations.

This test shows that if carefully chosen, certain assets
can be used for other purposes. However, the format of
these banners is rather@niqué) so it is not certain that
they can be reused as they are.
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4.10 partners - trucks.nl

Again, it woo find the assets used as they

were located in different places in tomtom's server.
Despite the fact that these were high-performance

assets, they were not even exported individually,

but had to be worked on the original files, further
wasting time. Other assets were even only owned by
some team members and not even uploaded to the
server. Therefore, a person is needed for a general
reorganisation, someone who is also familiar with past
campaigns and their results.

Despite the tight time schedule, many iteration steps
were carried out, although only three have been
reported on in the previous pages. Since the ideas were
unclear, changes were made one after the other, mainly
following personal opinions instead of more technical
indications. It is believed that if the briefing is carried out
thoroughly and the iterations kept within o
number othis can reach a very efficient level.

For this test, the Creative team was only consulted at
the final@pproval stagésMore collaboration at an early
stage would have led to better results.

The test made exclusive use of the toolCreatopy)as it
is capable of producing banners in HTMLS format for
Google. Functional on the one hand, but slightly limiting
on the other hand, as the tool does not allow much
intervention in terms of graphics.
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4. experimentations and tests

3. EFUCk Produck PaGe *

truck POl cwstom rowtes
< 3 1. What is the purpose? >
create ad-hoc explanatory videos for the truck product page of Go Navigation
( 3 4. What are the features to emphasise? >
there are 3 main features to promote: the the ability to see®POls for trucks; to set

routes according to theGize of the truckptaking into account weight, height and
substances transported(

< 3 6.What is the asset format? >

video, rectangular for Playstore (1280x720)

< 3 7.What type of asset should be used? >

videos, icons and pictures from tomtom library

< 3 8. Which channels should it be made for? >
website
( 3 9.What are the specifics? >

keep the phone on the left, playing the screen recording of the related feature and
use a white background. Images can be chosen from a selection
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4.11 website - truck product page

cargo
< 3 10. Which OS has it to be made for? >
Android
< 3 IlIsitgoing to be tested? If so, what is the hypothesis? >

yes and the hypothesis is that pushing people through the web funnel can lead to
better results as tracking is much easier and allow to eliminate store commissions

< 3 12.What is the success metric? >

voucher redemption and revenue increase

< 3 4. Who are the teams involved? >

Growth team

( 3 15.Whatis my role? >

full ownership of the project

3 question 2, %5, 15 IT and 18 were skipped as they are not essential o develop this project
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4. experimentations and tests

< 3 16. What do competitor and market analysis show? >

No market research was carried out for this project. Indeed, this is the graphic part
of a product page test, so the specifics did not allow much creative freedom

Design choice

Also in this case, no previous examples were consulted. The aim was to provide short
videos acting as small demos as they are showed in the car product page. For a
better understing, they can be found below:

Qtomtom fowm P Gpdwe Suppont Qe W 3o Otomtom s fomn Pt Updoie Suppen Qi e 2lesm

Otomtom s

Otomtom e hoon Pt g g Quea  Wem  Siewn

Speed Information

-~ pete €D € &

strengths:

+ Clear video explaining the related feature

* Precise screen recordings /@—s definitel
* Supporting icons to better understand how the feature works tol k'eePH

Fig 69:
Screenshots of tomtom webpage
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bsite - truck product page

Otomtom s own s Upame Suppont Qien  Reon 2 legn
yhone
with & —
screen
recording

Clear Lane Guidance.

E TomTom GO Navigation

Otomtom s hore s vpane St Qs Rem L

Live Traffic Information

descriptive ) o =
copy on the
side (either
right or left)  ocwnen - - e ———
e i -
= s D D

Otomtom s . Qi Wem S

(page)after clicking on

a TomTom GO Navigation

= o=

2l

The aim of this test is
to push people to visit

a Meta adv. Therefore,
it is necessary to show
the premium features of
the app like the ability
to see POls for trucks,
to set routes according
to the size of the truck,
taking into account
weight, height and
substances transported
(cargo). To do so, it has
been thought to create

Eew short videoélabout

the features, similar

to those that already
exists for the car product
page: some pics and
screen recordings were
selected before by other
members of the Growth
team in order to obtain
performing demos.

* * *

pictures on the side
that explain the
related feature

supportinq icons




4. experimentations and tests

Outcome

for this test only /
Android devices were

wsed

For this test, .

there Were each new short
no iteration o the lefs and 0
steps, nor was MW e
CInV feed buck analysed feature

requested. The
final result can
be seen here

®

on the side and animated

meets all the “°§;h‘1:°’2‘“
. the phone

requirements tsid:gtiot\:e

of the briefing agnanis
document. -

Overall, to achieve the goal, it was decided to: use a white background of the
required size, add a photo to support the feature in a real scene on the right

and a phone with the app's screen recording on the left. In addition, as per the
reference, small animated icons help the user to get a clearer idea of the benefits
of the feature.
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Ledarnings

For this test there are previuos web flow
no real results since it
was essentialy carried
out just to show new
videos on the truck
product page. It can
be specified tho how
it was intended to be
done.

In the diagram on the
right, it is clearer that
the process changes
a bit: considering

the new webflow, the
steps through the
appstores has been
completely removed
and rather replaced
entirely with webpage
referencing and
consultation, allowing
tomtom to turn users
to their own website,
generating more visits
than downloading
and doing the access
on the app directly
from the Appstore.

FB adv

new web flow

FB adv TT.com

truck PDP

working time:
two days

tools:

Adobe After Effects,
Adobe lllustrator

4. experimentations and tests

Appstore Login
product during
page onboarding

TT.com
promo
page

TT.com Login
checkout during
onboarding
Fig 70:

Diagrams representing the
comparison between the previuos
webflow and the new one tested

( 3 18.What are the next steps?

since there are no similar assets to make up the website, these videos will be
maintained to facilitate understanding of the app's features
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Conclusions

Finally, considering the process from a holistic point of view, the following conclusions
have been reached. They have been summarised in the table below:

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availability

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

bS]

=0

o]
:'? Cg >
@ O o o)
o o F=ie] F=10)
@Qc 0% [Sg=}
39 - g8
Z0 [rgte] b7

The briefing part was very thorough: reference links
were provided to check the Appstore requirements and
previuos covers to follow as a basis have been showed.

This test demonstrates that if carefully chosen, certain
assets can be reused for other purposes than those for
which they were initially conceived, and this speeds up
processing times by a long way because it is already
known what to use. In fact, most of the elements used
here, the images, screen recordings and icons, are all
assets that are not entirely new but still perform well
from previous campaigns

Due to the need to finish the project as soon as possible
in order to be able to already test it, a folder was
provided with aghort list of files that could be used.
This can be taken as a starting point, since it made it
possible to skip the usual step of searching for assets in
the tomtom library.
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4. experimentations and tests

requested. The objective was already clear
and these intermediary steps were not needed

For this test, there were nor was any
4,

not even internal to the Growth team. What was
requested was returned a couple of days later exactly
as expected

5 There was also @d collaboratiomwith other stakeholders,
n

The tools used, After effects and lllustrator, were
3 c@@ppropriatefor the amount of work of the test.

ZlE






4. experimentations and tests

Is there a gap in
tomtom's Growth
team strategy?

21



4.11 conclusions

From the conclusions of ecach visual test, the table below
summarises dll the considerations that emerged in order to
understand where to intervene to optimise the strategy of
tom tom’s Growth Team.

The results reported here were obtained by means of a pont .

A A iagram showing the need for
quantitative method, such as from an average of all the intervention or not for each
considerations derived from the parameters expressed parameter considered at the end

. . . of each test, from a holistic point
on each test, but also according to a more qualitative of view.

method like personal reflections on the basis of which
one parameter was deemed to be more in need of
intervention than another. It should be emphasised that
these reflections were only applied in cases where the
average yielded intermediate results.

ko)

=0

O
.*? Cg O >
a O o >0
20 23 =R
o c o= 0
32 S5 L9
Z0 [igte] b7

1. Accurate briefing

2. Possibility of using content for other purposes

3. Asset availabilit

4. Number of iterations and feedback

5. Collaboration with stakeholders

6. Tools used

Trom this experience it is clear
that something needs 4o be done
here to streamlining and simplifying
this yha.se
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4. experimentations and tests

Even if it has emerged that there is a need to intervene in the@vailability of assets)y
here are some suggestions that could refine the content realisation phases for tests
and visual experiments:

1 Accurate briefing

_ A designer responsible only for the creation of certain content, e.g.
only for appstores, only for social, only for the website, etc.

\\—ﬁ how many people should exist inside the Growth team then?

An instruction manual realised by tomtom on how to make contents
with old experiments in mind

Always include in the briefing examples of previous tests with what
did and did not work

To avoid to waste time in the research, it can be considered to
—_> provide a folder with what should be used. A discussion with the
creative director in the briefing phase is essential

2 Possibility of using contents for
' other purposes

> Create templates not only for performance assets

e.q.

. ?or socials to be yublished every beginning of the month or
week (both video and static)

. ’cemp\utes for appstore screenshots

_ Create seasonal assets with slight modifications to always have new
contents and visibility through the ASO
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4.11 conclusions

3.  Assetavailability

_ Define a period to reorganise all files divided between server,

library and Sharepoint corvet. renamig
/7\7) k. \_/. icons
library of wsing

screenshots swbdivide always wploading open files

" idi ! accessible
W Mo, gt
recordin Swicess
9s %liecﬂtg ﬂ'l\(d :‘he ask everybody to wpload
” Mtr e an files every day, following a
eparimen deck with insiructions on

using\a platform like Probox withowt
downloading and rewploading files bwt
working directly on them

where and the naming

Define a day of the week to to do design research and content
> scouting. Old and non-performing ones must be deleted after one
year to avoid gigantic library sizes.

4.  Number of iterations and feedback

Define in the briefing a maximum number of 3 people to ask for
feedback, both external and internal to the Growth team

> Limitate the number of iterations to maximum 3

kﬁ since it is abowt tests, the contents should not be perfect

Use platforms such as the Usability Hulb more often since they give
— opinions from people outside tomtom, to find out if the contents
really work or otherwise organise focus groups

2



4. experimentations and tests

Collaboration with stakeholders

Include the Creative team in the initial brainstorming and not only
for the final check

Sharing the briefing document through Hive with all people who
may be interested in it to make everyone participate or having a
project scoping meeting to update everybody on the test

Kﬁ is everybody willing to do so?

Having an additional graphic designer in the Creative team who
is always in contact with the Growth designer and specialises in

branding (/
is there the budget for another graphic de.sigv\er?

Tools used

Include more Al tools or having a personal Al within tomtom which
exploits Machine learning to learn from past experiences

e.q.
\—a '?‘\idjourne

* Kwnaway gor videos

Ask Chat GPT for help with the definition of copy since there is no
copywriter

EEL
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The conclusions resulting from the
visual tests and experiments carried
out in the Growth team brought to
light somedssueson which it is better
to insist in order to facilitate the way
of working in the graphic designer's
task, whether in thed
Creative teanplt was therefore
decided to produce a digital guide,

as nothing in tomtom is paper-based
any more, to ensure that everyone is
aware of the best strategy to adopt.
A guide that can always be consulted
by anyone, as it is on the intranet.
Therefore, guidelines were initially
defined to arrive at the concept
definition. A moodboard then helped
to define the steps to follow.

2E?



5. project

GLIdBLIHBS

These guidelines are the EelgaiateRoeiad for the definition
of the prqject. Although they may be general, they help
to further [ERTHIAAIEYITE=YSte1 to be taken for the project
based on the findings of the visual tests analysed.

Improve tidiness in storage

This guideline focuses on improving the tidiness in tomtom's
storage systems in order to facilitate the search for assets and
speed up this phase

plementlng more Al tools

k)
@ %‘: i T\,He cum is to implement more tools that exploit Al in the

ETu execution phase to facilitate mechanical work but also to better
P '-':’ ~stimulate creativity

Lw mcreose cooperation

o -. : o
< This guideline focuses on increasing co-operation between
¥ teams as it sometimes fails

~ .5-'-;'2;;'-.- ZEE



5.1 guidelines

speeding up execution times

Considering the time it takes to realise a project, the aim is to
devote more time to the brainstorming phase, speeding the
execution times up through the right tools and considerations

improved management

In this case, improved management means better organisation
of material, team relations and project prioritisation. Being clear
from the outset what the desired result is

effective planning

A good and effective planning helps to always be clear about
the progress of a project and how much work and people are
needed to complete it

accuracy in briefing

The objective here is to try to have more specific and accurate
briefing documents so that misunderstandings are not
generated and the workflow is smooth and streamlined
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COMHCEPE

Improving the internal work
processes of the Growth and
Creative team of tomtom through
to streamline work times,
giving more time to the reflection
phase than to the execution phase,
also leading to the establishment of a
deeper understanding of the
roles and working methods of both
teams through optimal
collaboration.
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MoOdbodard

cooperation and
coordination

principles
of the concep
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e abstract [
concepts IR
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5.3 moodboard

creativitg

IMPLEMENTING Al

dynamism

*blue is reminiscent of serendipty, yellow to energy and creativity
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FEMSOHaS

User personas are a tool
devised by American computer
scientist Alan Cooper in 1999,
with the goal of creating
profiles of people who
represent a particular group;
they are not stereotypes,
butdrchetypedbased on

real research (in this case
drawn from the people around
tomtom's Growth Team and
Creative Team) and are useful
for better understanding the
needs of similar user groups.

The personas presented on the following pages ore@th_e
manager of the Growth Team, also a digital marketer, specialised
mostly in the acquisition phase; a digital marketer of the Growth
Team, specialised in the onboarding phase; the graphic designer

of the Creative Team and the product manager of the Creative
Team. These personas, as will be shown later, are interdependent
on each other despite the fact that they have different skills and
perform equally different activities.

&34
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5.4 personas

Sreeniza Bhamidi

Marketing manager of the Growth Team

Luca Germano

graphic designer of the Creative Team

Laia Wilson

creative director of the Creative Team

Bjarne Aelbers

digital marketeer of the Growth Team
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5. project

SFrEEHiZa bhahdidi

(Ck Age )

30 years old

(* Nationality )

Indian

(* Personality )

introvert —<——— extrovert
rational ~—— creative
organised —— . messy
impulsive — . — patient
independent — team player

¥ Bio

Sreeniza has a/goal in life: to visit 30 states before she reaches 30. She
almost made it, to tell the truth. She recently turned 30 while on a trip to
the Maldives. Travelling could be said to be her life's motto, since even to
get to the office she has to travel for an hour on the outward journey and
an hour on the return journey by train. That's why she rarely comes to the
office, maybe once a month, just to show some people that she still works
for tomtom, but mainly because she can be much more efficient and not
waste time by working from home. She is really brilliant at his job. You can
tell he knows a lot about the world of marketing and more specifically
about the growth sector, althought the Growth team was not his first
team. She often has to argue with some members of the Creative team
or the BUC about which experiments to carry out, but despite this he
always manages to find a solution for everyone thanks to his intelligence.
Sometimes she thinks it might be better to look for work elsewhere,
where perhaps her ideas don't always have to be confronted with other
stakeholders, but all in all she enjoys her time at tomtom.

g




5.4 personas

(* Role

Digital marketing manager

(* Team >

Growth team

C* Pain points >

—

The creative team often blocks
visual experiments because they
feel they are unnecessary when
they don't know that it is good
to update your assets

There are always a lot of decks
to consult when it would be nice
to try to gather essential data
elsewhere

My manager would like me to be
more present in the office even
though | can't concentrate well
when I'm there

| often find myself arguing with
stakeholders

(3 Softskills )

design thinking @

critical thinking

ol 1ining)

curiosity

communication
roblem-solving

=

> (* Needs

)

—

A graphic designer within the

growth team would be needed
because | am often the one
who has to realise assets

and | am not familiar with the

programmes

Make the creative team

understand that in order to
obtain revenue from advertising
campaigns it is necessary

to give importance to the
acquisition and retention phase
because with awareness it is
not certain that results will be
obtained in a short time

Don't make every project a

reason for quarrelling with other

stakeholders

home

Don't feel guilty if | work from

(* Tools

Ads manager:

Appstore Connect:

A

Playstore Connect:

>

Photoshop:

Mix Panel:
\V 4
J\
Creatopy:

9,

Usability Hub:

PowerPoint:

&



5. project

z LUCE GEMWaH0

(G Age )

28 years old (

(* Nationality )

Italian

(%Ké Personality )

.Y

introvert [ extrovert
rational [ creative
organised - messy
impulsive - patient
independent — ... team player

p
¥ Bio
Luca started working at tomtom about two years ago, but since then
he has always been loved by everyone for his humour and cheerfulness.
He lives in Amsterdam but always dreams of returning to Italy, where
the climate is more comfortable. He has been a graphic designer in
the creative team for roughly a year, changing managers a couple of
times since then. He tries to be present in the office every day because
he knows it is the best way to meet new people, network and make
connections. Because of this he has become close friends with Laia, his
new manager and Eric, the creative manager of the B2B agency. You can
see him every day sitting at his desk, from 8.30am, until about 4.30am.
He likes to play sports, which is why he leaves early so that he can go
running, swimming, cycling. When he has to think of a new campaign
ideq, he stands there with pencil and paper and starts sketching. “It's
the best way to define my thoughts,” he says. Unluckily, lately his mac
stopped working, out of the blue, so Luca lost all the documents and files
he had saved up to now, both tomtom’s and personal ones.
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5.4 personas

(3 Role )

Graphic designer

(* Team >

Creative team

C* Pain points )

—

| can never find the creative
assets | need because between
servers, libraries and sharepoints
some files get lost

| sometimes receive too many
assets to realise because | am
the only official graphic designer
in the whole B2C marketing
sector

The growth team does not often
update us on the results of the
creative assets

Too many people too often
express a subjective opinion on
assets when they really don't
have the right knowledge

(¥ Softskills )

design thinkin planning

communication

critical thinking roblem-solving

233

C* Needs )

—

Consult an organised system for
creative assets to find resources
instantly

Getting better at using Al for
creative content

Receive more feedback from
manager about the assets

Learning from my manager tips
and tricks of some of Adobe's
suite of programmes

C* Tools )

Indesign: Miro:
lllustrator: Creatopy:
After Effects: Midjourney:
Ae D
A
Photoshop: Runway:

B



5. project

=] Ldid WLS0H

(Ck Age )

32 years old

| (* Nationality )

Australian

(* Personality

introvert ———— extrovert
‘ rational - creative
organised —< . — messy
/ impulsive — < — patient
- ettt independent — .- team player

¥ Bio
Laia is an ambitious designer: at only 32 years old, she already has
numerous experiences in the field of graphic design, for example at
Swapfiets, Uber and Adidas. She knows all the programmes in the Adobe
suite like the back of her hand. Her knowledge has enabled her over time
to move from junior to senior, which is why she became manager of the
Creative team in July. Since then, it is worth mentioning that the team has
seen great successes thanks to her ideas. Tayla, her direct manager, is
very pleased to have introduced her to the team.
However, for Laia there is much more behind the design world: she likes
to make people laugh, in fact she is taking lessons to perform stand-up
comedy in Amsterdam pubs. Having moved to the Netherlands a few
years ago, she decided to take the Dutch citizenship, so she often goes to
evening classes after work to learn the language. When Laia arrive at the
office, she starts the day with her pain au chocolat and soy cappuccino
at the office café. Sometimes, however, she prefers to stay at home: she
recently bought one in the west and is very happy with it.
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5.4 personas

(3 Role

Creative director

(* Team

Creative team

C* Pain points

—

| am often not involved in

the definition of creative
experiments despite the fact
that | could facilitate the work

| fail to show my team members
that | am grateful and satisfied
with their help

There are always many decks to
consult when it would be nice to
try to collect the essential data
elsewhere

The growth team does not often
update us on the results of the
creative assets

(3 Softskills

design thinkin planning

(curiosity )

communication

critical thinking roblem-solving

) C* Needs

—

Involving more young people
into the world of tomtom
through targeted advertising
and appealing campaigns

Emphasising creativity, which
seems to be somewhat
neglected in the working
environment

Having a more organised work
process: things work, but making
everyone aware of what they
are doing would be preferable

Give as much importance to
the awareness phase as the
acquisition phase receives

Reward my team if a campaign
works well

C* Tools

Indesign: Miro:
1d] m
lllustrator: Creatopy:
Al 9,
After Effects: Figma:

£
Photoshop: PowerPoint:

ZHl
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5. project

badlMHE dBIBEIMS

(¥ Age

31years old

(* Nationality

Dutch

(* Personality

introvert

rational RN

organised

impulsive

independent

extrovert

creative

messy

patient

team player

¥ Bio

Bjarne is getting married. Things have become official with his fiancée.
Every now and then he visits his fiancée in Porto, Portugal, or she visits

him in Holland. “It is a good compromise”, he says. They will continue like
this after marriage. So it happens that every other month he works from
Portugal, but when he is in Holland he tries to come to the office as often
as possible despite living in Eindhoven. He has to take a two-hour train
ride every time, but he much prefers the days in the office to those at
home. He likes to talk to everyone at work, about this and that or about
work-related topics. Sreeniza and Bjarne get along very well with each
other, even though they don't meet often but when they have meetings
outside the office, they are always the last to stay, sipping whiskey and
catching up on the latest happenings in their lives. Apart from work,
Bjarne really likes his motorbike, a Harley-Davidson X500. He looks
forward to using it on weekends to take rides here and there. However,
when he is on a motorbike, he never uses tomtom Tom’'s Go Ride app,
because it is not very efficient: Calimoto, a competitor, works much better.

cHE




5.4 personas

(* Role >

Digital marketeer

(* Team >

Creative team

C* Pain points >

—

The onboarding phase of the
app always has some problems
despite the thousands of tests
we do each time

It seems to me that the
acquisition part of the Growth
team is not very appreciated
every time, although it is only
fair that for the good of the
company the focus is more on us
than on the awareness part

There are always too many
meetings that prevent me from
completing tests in a short time
or second planning

| would need an in-house
graphic designer in the Growth
team

(¥ Softskills )

design thinking @

curiosity

communication

(critical thinking) roblem-solving

ZH3

(* Needs

—

It would be useful to use Al

programmes to ask for help
when needed or to have an
internal Al system in tomtom

I'd like to have a functional
tomtom app available when | go
out instead of having to resort
to competitor apps and having
to pay a subscription fee

I'd like to have more months to

work outside the Netherlands
so | can see my girlfriend more

often

We should use more platforms

like the Usability Hub to solicit
feedback from users who are
not necessarily familiar with
tomtom. This would help a lot
in understanding how to make
testing more effective

(* Tools

Ads manager:

Appstore Connect:

A

Playstore Connect:

>

Purchasely:

Fﬁ

Mix panel:
A\ V4
J\
Creatopy:

9,

Usability Hub:

PowerPoint:

R



5. project

This graph shows the

relationships between the@
@ersonadpreviously analysed,

to fully understand how they

relate to each other, the tools

they use and the activities they

are involved in.

The aim is to show how it |

can change after having Greph showng e rltontie

between the personas, the

implemented the new concept. ccthiesthay periom and th

(* How to read the graph: >

N 4

TN roo- r'- —
( ) personas —> tools <€&— ‘\
Nl N 1 )
¢ )
activities relationships
between personas
1. Sreeniza Bhamidi 2. Luca Germano 3. Laia Wilson 4. Bjarne Aelbers
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5.4 personas

Ads Manager
Appstore Connect

Purchasely

Mix Panel

/ Internal hard disk / Slack \
One Drive \ ', \ Outlook
Server ’
. \ Hive
Sharepoint
Library / \ \ Teams
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SrEas OF FOCUS

x ¥k K K

ject

Reorganise tomtom'’s working
method, with a focus on files
and the relative systems where
to upload them

Include more Al tools or having
a personal Al within tomtom
which exploits Machine learning
to learn from past experiences

Create templates to always
have new content made with
slight modifications and keep
visibility through the ASO

Creating a digital guide

for tomtom on how to make
contents following the
instructions described abov

ZHE



5.5 areas of focus

From test conclusions...

First area

Second area

Third area

Fourth area

The guidelines presented here are aimed at
(mprovin@the internal working process in the Growth
Team of tomtom. They derive from the conclusions
that emerged from the study carried out on the test
and visual experiments and can be considered as the
starting point to define the concpet of the project.
With regard to the first, we refer to the problems
encountered in the management sources, namely
collaboration tools and storage ones. In particular,
the focus is especially in finding files, as there is no
rule when uploading a file, so the search can be
difficult and time-consuming for the workers and,
more specifically, the designers. As there are in fact
five different platforms for uploading and saving
files, the aim is to encompass all that is necessary

in a single, or a couple streamlined and functional
systems.

The second, on the other hand, involves making
greater use of the various(Al tools)on the market,
both in the actual realisation of the content, and in
the analysis of the data obtained following a test, to
then cross-reference with the marketer’s experience.
Exploiting an internal tomtom Al tool could also bring
more advantages.

The third guideline insists on the creation of
templates, which define key parameters that can
then be easily modified at short notice and allow the
continuous production of assets to achieve greater
visibility. Templates may vary according to the format
of the asset, static or video, and also according

to seasonality. However, these should not limit the
production of assets for more specific campaigns
when necessary.

Finally, the fourth aspire to the creation of a short but
effectivedigital guide) containing all the instructions
explained above. This guide must then be accessible
to anyone inside tomtom's marketing team, precisely
to facilitate the realisation of assets from time to
time.

Pt



5. project

The graph which has been
shown previously, can be broken
down into the@different
@reas of focus described
before, thus creating a link to
the activities, actors and tools
used. This makes it easier to
understand the focus areas
and how they can influence the
current situation.

It can be noticed that the forth
area of focus, the one of the

manual, involves somehow o |

. a_m raph showing how the focus
all the activities done by the aeosie e elstonss
personq S. ?;;:;/i:iheesyt::; perform and the

(* How to read the graph: >

N 4

TN roo- r -| —
l \ ersonas —> tools \
\ ] P

N _

( % N

activities re\ahonshlps
between personas

1. Sreeniza Bhamidi 2. Luca Germano 3. Laia Wilson 4. Bjarne Aelbers
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5.5 areas of focus

FOURTH AREA OF FOCUS

Purchasely

/ Internal hard disk Slack

One Drive

Outlook

Server

Hive

Sharepoint

Teams

Library

SN004 40 yauy 1583

TrTIOD0O0O3V =D
-(:."Loaggg
°©2%239z 25
n°8s2g 5
) 239 g
@ ° o2

—> FIRST AREA OF FOCUS: Reorganisation —> SECOND AREA OF FOCUS: Al tools

—> THIRD AREA OF FOCUS: Templates —> FOURTH AREA OF FOCUS: Guide
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First area of focus

PLATFORMS

Although tomtom refers to
andn\t’/rg\t@a centralised
digital repository that can

serve ds a single source for
storing, organising and sharing
documents or other corporate
files, avoiding wasting time
sedrching for documents or
iInformation and facilitating
consistency between
departments, it must be
specified that there is general
confusion due to the fact that
several systems are used
simultaneously, as it can be
seen from the following pages.

250
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5.5 areas of focus

increase in employee
retention in organisations

ﬂ that implemented social
intranets.

as fair to poor

E E" |;| U rate their intranet tools

ﬂ of employees see no purpose
in their company intranet

companies that implemented a

ﬂ dedicated internal

communication platform

of intranet fail due to unclear

governance, making it the reasons
ﬂ number one intranets don't succeed

within organisations

25l

Intranets, in fact, if not well managed,
can present a number of problems,
for example:

S Poor user experience

s Poor interaction due to the
platform used or the presence of
multiple platforms

% lIrrelevant information, as a
lot of information about the
company is contained, but not
all employees want or need to
know everything

s Directory difficult to use due to
renaming or because it is out of
date

¥ Accessibility only from
computers, as is mostly the case
with own domain sever

Certainly for tomtom, problems@
@are the most keenly felt, so
the goal is to look for ways to make
the sharing and archiving processes
more streamlined, in order to facilitate
communication and the exchange of
information between teams.




5. project

Currently

(* Collaboration tools )

wick messages and

Slack E— sometimes files
only for emails & — Outlook
Qant diagrams %o
2 Hive

scan projects over
time and attach

finished files A - C
»7

Microsoft Teams )—9 only for calls

lire,

¢/
J
&
g | (* Storage )
i
o
‘%\ where sensible files
% Server —> and data are stored
N
file management to

"2y,

Y . :
3 < Microsoft Sharepoint )——) keep them at hand

Library > website where
L onli ictures and basic Ul
P Ao € ( Microsoft OneDrive > elements are wploded

Internal hard disk

Fig 74:
Diagrams showing
. the before-and-after
Legend: ]
comparison of the
() Microsoft suite reorganisation of the tools
Accessible to everybody to be used for collaboration
and storage. Left shows the

Access through invite before, right the after

From the diagram above, it can be seen that thsed for collaboration and file storage
systems are innumerable. The question therefore arose as to whether they were all necessary, since

programmes often have similar functionalities. Their presence make the processes unwieldy and it
may even happens that files are lost. Every worker within tomtom, not just the Growth Team members,

could benefit from this analysis in order to have less programmes to consult and to use.
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5.5 areas of focus

After

(* Collaboration tools

Spkic

< Outlook

only for emails

Qant diagrams to
scan projects over
time and attach

& Hive

wick messages and
sometimes files

—

finished files A - C Microsoft Teams
»7

)-ﬁ only for calls Y

Y

could be exploited more
as a chat tool and to

o share quick\g files

A

g | (* Storage >

Y

o

‘;%\ where sensible files
% Server —> and data are stored

W

N
“2,,

“ N C Microsoft Sharepoint > g

file management to
keep them at hand

website where
pictures and basic Ul

LMV >

~ P

ersonal online . .
) ons di_sk| ¢ ( MICI’OSONHGDFIVG > elements are wploded
- N
Internajdhrard disk N
they are not wseful
if everything can be
Legend: stored in the server
() Microsoft suite
Accessible to everybody

Access through invite

This page shows what could happen ifwas used as the sole tool for messaging, calls and

fast file sharing. This would stop the use of Slack as an intermediate step. Furthermore, as far as
storage is concerned, it is necessary to have or storing sensitive files, since platforms such as
Sharepoint can be hackable, unlike the former. Nevertheless the use of Sharepoint is still considered
useful since it is part of the Microsoft suite and can be easily linked to the other programmes, and
because with the server there is a need for access with VPN, whereas from Sharepoint the access

is easier and everywhere. One does not exclude the other, but certainly thould easily be
eliminated in favour of Sharepoint. Finally, to avoid storing files in personal memory, be it One Drive

or the laptop's internal hard disk, a time machine function could be implemented in the server, to be
able to overwrite files and always have the possibility of going back to previous versions.
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5. project
NAMING

After defining which platforms to intervene on,
to have a more streamlined work process, from 4
to 3 for collaboration and from 5 to 2 for storing,
It IS necessary to intervene on the name of
individual files.

Since it is often complicated to find a file within the
different filing systems, it is considered useful to
intervene on theof these, starting with past files
and ending with new ones yet to be created, so as to
generate an order on the platforms.

A conventional model to be used for naming files is
therefore proposed, with the intention of also intervening
on past files.

First of all, it is necessary to define for which product the
asset is created, i.e. Go Navigation Car, Go Navigation
Truck, Go Ride, Amigo; subsequently the campaign
behind the project is presented; the third step is

the hook or feature highlighted and afterwards the
operating system, whether iOS or AND, or sometimes for
the website. Then the language in which the asset has
been produced is expressed, and after it the size of the
asset, usually between 1200x1200 (square), 1200x628
(landscape), 1200x1500 (portrait) or others. The structure
and an example are presented on the side.

In this way, anyone is aware of the order of the
denomination parameters and can therefore easily
search for the file with the search bar, whether it is
Sharepoint or the server.

It may seem a somewhat lengthy process since the
name takes several parameters into account, however,

it is preferred to make a greater effort at this stage to
facilitate the search later on. Furthermore, this taxonomy

will be €ontinuously updatecbas new projects and Fig7s: _
. - . New naming strategy for files in the
campaigns are added over time. next page.
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Structure of future naming convention

product campaign hook - longuage dimension

GO-Nav-CAR_ Always-on_ LaneGuidance_ iOS_ E_ 1200x1200
GO-Nav-TRUCK_ Reels_ Traffic_ AND_ EN-GB_ 1200x1500
GO-Ride_ Peak-season_ CustomRoutes_ Both_ FR_ 1200x628
Amigo_ Summer_ CarPlay_ Web_ IT_ 1920x1080
TruckinAwsm_ AndroidAuto_ PL_ 1080x1920
You+TomTom_ SpeedCams_ EN-US_ 1080x1080
Speedinfo_ FI_
POls_ ES_
RouteBar_ NL_
FuelStations_
EVStations_
Awareness15s_
Awareness30s_
Example:
GO-Nav-Truck_ TruckinAwsm_ Awareness30s_ iOS_ NL_ 1080x1080

GO-Nav-Truck_ TruckinAwsm_ Awareness30s_ iOS_ NL_ 1080x1080.jpg
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Since it is essential to ensure that documents are
accessible to everyone in the same business unit,
when it comes to file naming conventions, usually
there are somto follow since the name of
each file must be unigue within the directory in which
it is stored (AIX 7.3, n.d.). They are:

Maximum length of 255 characters with
letters, numbers and underscores

Case sensitiveness, since the operating
system distinguishes between upper and
lower case letters in file names

Descriptive and meaningful file names
Naming conventions also for directories

Avoid using: /\“"*;-?2[1()~!${} &lt
>SH@&|

The version number, if more than one
version exists

Underscore ( _ ) instead of spaces between
words

Dots are used in front of name extensions to
indicate file formats, such as .jpg and .doc,
and their use in a name may cause file
losses or errors.

* ok Kk Kk Kk Kk Kk kK

However, it is mostly suggested to keep the(engthof
the file name roughly around 100 characters to avoid
compatibility and management problems (Russo,
2024). Therefore the proposal shown on the previous
page could be a viable alternative since the legth
does not exceed 80 characters.
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As far as folders are concerned, it is good to proceed
according to the rules of organisational categories. That
is, going from the general to the particular.

The organisation should start from the token
into consideration to make everything more immediate
and easily recognisable:

+ Go Navigation
+ Go Ride
+ Amigo

Considering Go Navigation, it will be broken down

further into Car and Truck. Then it goes to the

@am&which is a parameter constantly to keep up-to-

date and finally the @ife formatsuch as:

+ Documents
+ Static images
+ Videos

It is possible to see it also from the file extension but
having it split into folders can make search optimised
and efficient.

irectories must follow rules for naming,
otherwise the work done on the files is in

vain and useless. Therefore, regardless of the
file name, some information can already be
implemented via folders in order to reduce the
length of the file name and at the same time
have the files divided according to type.

—

In conclusion to the reflections on storage and naming,
the use of the@ervepis suggested for the storage of
open files, since these are sensitive files that can be
modified by anyone who has access to the server, while
must be the tool for storing the finished and
definitive assets, thus divided into folders as mentioned
above. Both server and sharepoint follow the same
naming rules.
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Here it is shown how it will look like when this strategy will be implemented:

o ConsMkt

TomTom)
Home T Upload v £ Share @ Copylink <3 Sync 5] Add shortcut to OneDrive
AmiGO
Documents > Performance (Enasha) > Growth Designs
Car PND

Shared with us [ Name 1 v
GO Navigation “Amigo

Rider Go Navigation

Large Vehicles Go Ride

Growth Squad Newslett.

@ ConsMkt
[TOMmTOM)
Home T Upload v 12 Share @ Copylink <2 Sync ) Add shortcut to OneDrive
AMIGO
Documents > Performance (Enasha) > Growth Designs > Go Navigation
Car PND
Shared with us 0O Name 1~
GO Navigation “CAR
Rider “TRUCK
Large Vehicles
Growth Squad Newslett
o ConsMkt
‘TomTOoM)
Home T Upload ¥ |2 Share @ Copylink <3 Sync ) Add shortcut to OneDrive
AMIGO
Documents > Performance (Enasha) > Growth Designs > Go Navigation
Car PND
Shared with us 0O Name 1~
GO Navigation “Always on
Ridor “Peak Season
Large Vehicles “Resls
Growth Squad Newslett...
" ConsMkt
TomTom|
Home T Upload v |2 Share @ Copylink <3 Sync  E5) Add shortcut to OneDrive
AMIGO
Documents > Performance (Enasha) > Growth Designs > Go Navigation
Car PND

Shared with us 0O Name 1 v

GO Navigation “static
Rider “Video

Large Vehicles

Growth Squad Newslett..

25

STEP 1:

Folders are subdivided
according to the product
under consideration.

STEP 2:

Since the Go Navigation
folder has been opened, itis
possible to find the the further
subdivision between car and
truck, since they are different
products.

STEP 3:

Once either the CAR or TRUCK
folder is open, further folders
appear on the screen, divided
according to the name of the
campaign.

STEP 4:

Each campaign presents the
assets divided into documents,
videos or static images. In this
one there are only the last two.
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STATIC IMAGES

Once the folder of static
images is opened, it is possible
to consult a list of assets

in this category, following

the nomenclature that was
recommended earlier. As it can
be seen, the nomenclature
does not present the file
format as the final extension
suggests its nature.

Overall, the length of the name
allows the user to see if it is the
asset he is looking for.

VIDEOS

Once the folder of videos is
opened, it is possible to consult
a list of assets in this category,
following the nomenclature
that was recommended
earlier. As it can be seen,

the nomenclature does not
present the file format as the
final extension suggests its
nature.

In this example the video has
been redlised for both OS
systems, this is why it is written
"Both".

Fig 76:

Representation of how the
directories will work on Sharepoint
after implementing the new
naming strategy.

m ConsMkt

Home

AmIGO

Car PND

Shared with us

GO Navigation

Rider

Large Vehicles

Growth Squad Newslett.

Documents

Pages

Recycle bin

Return to classic SharePoint

ConsMkt
‘TOMTOM)

Home
AMIGO

Car PND

Shared with us

GO Navigation

Rider

Large Vehicles

Growth Squad Newslett...
Documents

Pages

Recycle bin

Return to classic SharePoint
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T Upload 1€ Share @ Copylink <3 Sync ) Add shortcut to OneDrive

Documents > Performance (Enasha) > Growth Designs > GO Navigation

[u}

T Upload ¥ £ Share @ Copylink <3 Sync ) Add shortcut to OneDrive

Documents > Performance (Enasha) > Growth Designs >

[u}

Name 1
“GO-Nav-CAR_Peak-Season_AndroidAuto_AND_DE_1200x1200,jpg
“6O-Nav-CAR_Peak-Season_AndroidAuto_AND_DE_1200x628.jpg
“60-Nav-CAR_Peak-Season_CarPlay_iOS_EN-GB_1200x1200,jpg
“60-Nav-CAR_Peak-Season_CarPlay_iOS_EN-GB_1200x1500.jpg
~60-Nav-CAR_Peak-Season_CarPlay_iOS_EN-GB_1200x628.pg
“6O-Nav-CAR_Peak-Season_CarPlay_Web_EN-GB_1200x1200,pg
~60-Nav-CAR_Peak-Season_ChargingStations_AND_DE_1200x628.jpg
~6O-Nav-CAR_Peak-Season_ChargingStations_AND_EN-GB_1200x1200.jpg
~60-Nav-CAR_Peak-Season_ChargingStations_AND_EN-GB_1200x1500_jpg
~60-Nav-CAR_Peak-Season_ChargingStations_iOS_EN-GB_1200x1500,jpg
~60-Nav-CAR_Peak-Season_ChargingStations_iOS_EN-GB_1200x628.jpg
“60-Nav-CAR_Peak-Season_CompleteSpeedinfo_AND_DE_1200x628,jpg
~60-Nav-CAR_Peak-Season_CompleteSpeedinfo_AND_EN-GB_1200x1500_ipg
“60-Nav-CAR_Peak-Season_CompleteSpeedinfo_i0S_DE_1200x1500.jpg
~60-Nav-CAR_Peak-Season_CompleteSpeedinfo_iOS_DE_1200x628_jpg
“60-Nav-CAR_Peak-Season_CompleteSpeedinfo_ioS_EN-GB_1200x1200.jpg
~60-Nav-CAR_Peak-Season_CompleteSpeedinfo_ioS_EN-GB_1200x1500.jpg

“60-Nav-CAR_Peak-Season_CompleteSpeedinfo_iOS_EN-GB_1200x628.jpg

Go Naviaation
Name 1 v
:‘GOrNav'CAR_PeakrSeason_FuelSIanons_Eu(h_DE_1ZDDx1200.mDA
)b0—Nav—CAR,PeakrSeasan,FuelSla(mnsianth,DEJZOOX|500 mp4
'\‘GO—Nav'CAR,PeakVSeasonjuelSlanonsJum,DEJZODerB mp4d
7\bO—Na\I—CAR?DEEIK'SEESGH?FUE|5(3UDHS?BQN\75N—GB;‘200)(1200 mp4
'\‘GO—Nav'CAR,PeakrSeason,FueISlanonsJom,ENVGBJQOOMSOO mp4
'\‘GO—Nav—CAR,PEakrSeascn,FueISla!mnsiBo!h,EN—GBJ200)(628 mp4
'\‘GO'Nav'CAR,Peak'Seasen,FueISlanns,Eo(h,EN'USJZODXHDO mp4
“GO-Nav-CAR_Peak-Season_FuelStations_Both_EN-US_1200x1500.mpd.
'\‘GorNav'CAR,PeakrSeasen,FueISlanonsJom,ENVUSJZOOXSZB mp4
'\‘GD—Nav—CAR,Peak'SeaSOH,FuelSlauons,EDm,ESJZDOXWZUU mp4
:bo-Nav-CAR,Peak- Season_FuelStations_Both_ES_1200x1500.mp4
'UGD—Nav—CAILPeakrseason,FueISIa(\ons,Bn!h,ESJZDOxGZB mp4
:bo-Nav-CAR,Peak-SeasenjuelSlanons,Eo(hJU200x1200.m94
'UGD—Nav—CAR,PeakrSeason,FuelSIanons,Bnth,FL‘lZUUx‘lEUU.mM
:‘GO-Nav-CAR,Peak-Seasen,FueISlamnsjom,FUZOOXSZ&MDA
'UGD—Nav—CAR,PeakrSeason,FuelSIanons,Bnm,ITJ200x1200.mpd
:‘GO-Nav-CAR,Peak-Seasanjuelsmmn;jom,lTj200x1500.m04

“GO-Nav-CAR_Peak-Season_FuelStations_Both_IT_1200x628.mp4



SCREENSHOTS LIBRARY

There are some hasic
elements, such as
icons and screenshots,
which it is essential to
keep in order in §torage
systems as they can
greatly streamline
execution times. A
disorganised library, in
fact, leads to confusion
and the intervention

of an additional
stakeholder as well as
wasted time. On these
pages, it is intended

to show how the two
most commonly used
archiving systems in
tomtom, namely the
server and Sharepoint,
are currently organised
and to present a
working alternative.

&0

5. project

Fig 77:

The following pages show the
screenshots first in the server and
then in the Sharepoint library.
Finally, the new screenshot library
on Sharepoint is shown with the new
naming strategy.
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(%% Server

the first step is to insert the
credentials 4o do the access

Enter your name and password for the server
“ams3-svm-general-cifs0l.ttg.global’

e ConnectAs: ) Guest

® Registered User
Name: | cassioa

a red [ o—
dot h C\ ¥ Remember this password in my keychain
workers to Cancel  Connect
recognise
the
director
immeMutﬁg

Reporting

Cancel

there is a
folder only
for the
de?urtment
of
marketing

first way
to get
screenshots

second
way o get
screenshots

As it is possible to see from the screenshots above, even the access to the server is
not straightforward and when it comes to look for some assets, like screenshots in

this case, many steps are required. Moreover, they are split intoso
the search gets difficult and difficult. The file naming is not immediate and easy to

understand as well, therefore a change is needed.
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(3¢ Sharepoint )

Currently

the folders after three steps it is possible to
are mixed with consult screenshots
other contents
and it is not

clear what
they contain

why some screenshots aren’t
inside the folders?

! 2 what's this?

& ocord

recordings and on\g here files are
screenshots are random naming named and organised
mixed correctly

On this page it is possible to see that the organisation of the material is currently In
this case, the Sharepoint screenshot library has been taken as a reference, but it should be pointed
out that there is another one on the server that is exactly as disorganised as this one and also with
a different logic to the one shown here. From the comments, it is possible to notice how there are
different problems and how a change is urgently needed to facilitate the search not only for these
assets but also in general.

i
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After

folder for the product

©tomtom

Sharepfint

[Zll  ConsM
romrom!

amiGo
carprD
Shared with us
GO Navigaton

i

Lorge Vehices
(Growth Squad Nowsitt.
Documents

Pages

Recycle bin

Otomtom  sharepoint £ searntn

romrom

Home B 7 vposs v S s @ Copyink 2 Syne

AmGo

Documents > Brand & Social > Briefing and creative templates
carenD

Shared with us 0 Name
60 Navigaton ANDROID
Ridor 105
Lorge Vehicies

Growth Sauad Newsitt.

Documents

Pages

Recyclobin

different folders for i05
and AND

of Go Navigation

Otomtom  sharepoint £ searcntht

m ConsMkt

Home R 7 v v @ shae @ copyliok Gsyne
AmGO
Documents > Brand & Social > Briefing and creative templates
carpno
Shared it us D Name
GO Navigaton o
TRUCK

different folders for
car and truck

Otomtom  Sharepoint £ searchwisi

[Ell consmkt

romrom
Home. EEEE 7 o v s @ Copyink s
Amico
Documents > Performance (Enasha) > Growth Designs
careno
Shared withus O Name
0 Navigation Sereen recoraings
ider Sereensnots

Large Venicles

Growth Sauad Newslett,

Documents

Pages

Rocycle bin

different folders
for screenshots and
streen recordings

~ Otomtom

SharePoint £ search h

Ell  consmkt
romrom

@ Copylink 3 Sync

Documents > Brand & Social > Briefing and creative templates

0 Name

Large ve

Grouth Squad Newsiett.

Documents

different folders following
the langwages

Otomtom  sharepoint £ searchthi

[l ConsMkt

romrom|

o Y — T
Amico

Documents > Performance (Enasha) > Growth Designs > A

careo

- D vamet

“50-Nav-TRUCK._Screenshol_CustomRauting_I0S_EU.png
Rider “50-Nav-TRUCK_Scrounshot_Hero_I0S_EUsng
Largavanicioe “60-Nav-TRUCK_Scroenshot LaneGuidance 105_£U png

'60-Nav-TRUCK

Growtn Sauad Newst
Documents, 50-Nav-TRUCK

Recycle bin

screenshots for truck

Above it is possible to see how the entiregCreenshot organisatiofpshould look on Sharepoint, based
on product, vehicle type, operating system and languages. It also fits well with the naming strategy
and makes it easy to find what everyone needs. However, few other folders have been added from
the strategy presented before since in the case of screenshots it is better to subdivide already the OS

and the language in order to have everything well arranged and ready to be used. Moreover, it must
be said that what it is seen above corresponds only to the frontal view of the mockup with the phone,

but nevertheless a further subdivision of the files will have to be made.

i
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5. project

In this part, some tools that exploitAlare
analysed to facilitate work and speed it up
as much as possible while maintaining high

standards.

In the following pages, a number ofin the

field of marketing and graphic design are reviewed
and tessellated, which can be quite useful for those
who work in this field on a daily basis. It should be
noted, however, that given the dynamic nature

and rapid evolution of Al, tools based on it may
quickly become obsolete or be superseded by
more advanced or efficient solutions. This may be
due to improvements in the underlying algorithm,
the adoption of new techniques or paradigms,

or changes in the operating environment or
technological ecosystem, so it is acknowledged how
this characteristic may influence thed€levanceand
dopicalityof the research presented here.

It should also be remembered that the use of

the tools presented here requires a thorough
understanding of their functionality and their
practical application requires time and effort on the
part of the staff to be involved. A period of training
and continuous updating on these tools is therefore
necessary, as well as being willing to adapt one's
skills accordingly.

Although there are innumerable tools that through
Al enable certain functions to be performed more
easily or faster, it is considered useful to implement
some of the following as they are akin to the
objectives of tomtom's marketing campaigns.
They were evaluated according to four key
parameters for the working method of tomtom's

Growth and Creative Team, namely&calability)
Creativityaser-friendlingss and collaboration>

User evaluation® and pricing were then included, as
the fees must in any case be within the company'’s
budget. Since they already exist on the market, they
could be implemented in workflows right away.

2e4

—> Limitations of Al

S Rapid evolution and
dynamic nature

3 Quick obsolescence

S Initial training and
continuous updating

sk Wilingness to use

1. User evaluation was taken from the
Capterra.co.uk and G2.com websites,
which are platforms containing user
reviews of programmes

2. Return on investment (ROI) is

a performance measure used to
evaluate the efficiency or profitability
of an investment or compare the
efficiency of a number of different
investments.

3. API stands for Application
Programming Interface. In the context
of APIs, the word Application refers to
any software with a distinct function.

4. Creatopy is an Al-driven creative
automation platform that helps
businesses and agencies easily
create, personalize, scale, and serve
effective ads. It streamlines the ad
production and delivery process,
helping designers and marketers
maximize efficiency and achieve
impactful results in their advertising
campaigns.
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(* Name >

Midjourney

C* Description >

Midjourney is an independent research lab exploring new mediums of thought
and expanding the imaginative powers of the human species. It provides text-
to-image Al services online and users can use a chat opplicotion,to
communicate with the bot to create images. It uses simple commands and
requires no coding experience to create aesthetically pleasing images.

< 3 Keyfeatures >

Text-to-image generation, artistic style, creative control, outpainting, background
removal, object recognition, high image resolution

< * Rate (from1tos) >
44/5 444+

(* Pricing >

—> Annual subscription $8/month

—> Monthly subscription $10/month

( 3 Parameters >

Scalability — Creativity

User-friendliness —« — Collaboration

Zh5
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Unleash your

with the power of

(* Name >

Leonardo.Al

C* Description >
With Leonardo Al, users can cultivate@riginalityy simplify mastery, and
turbocharge innovation, making it the perfect tool for various industries such as
character design, game assets, concept art, graphic design, fashion, marketing,

advertising, product photography, architecture, interior design, and so much
more.

( 3 Keyfeatures >

Image Generation, Al Canvas, 3D Texture Generation

( * Rate (fromitos) >
5/5 +++++

(* Pricing >

Free

(* Parameters >
Scalability D Creativity

User-friendliness —— — Collaboration

ZhEh
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C* Description >
Runway is a multimodal Al system that can generoteusing text,
images, or video clips as prompts. Runway effortlessly turns any image, video clip,

or text prompt into a compelling piece of film. With various modes to choose from,
it is possible to generate videos in any style imaginable.

< 3 Keyfeatures >

Text to Video, Text + Image to Video, Image to Video, Stylization mode

(* Rate (fromitos) >
4/5 +4+4++4

(* Pricing >

—> Basic free —> Pro $28 per user/month

—> Standard $12 per user/month —> unlimited $76 per user/month
C* Parameters >

Scalability D Creativity

User-friendliness —« —— Collaboration

Zh7
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What will you design today?
bt s b L L

o
li TUESDAY

7T M

)

Canva

<* Description >

Canva empowers users to create social media graphics, presentations, posters
and other visual content. Featuring a simple drag-and-drop user interface and
a library of templates, fonts, illustrations, stock photography, video and audio
content, it can also include content from the web such as Giphy and Google
Maps. Canva is available on the web, iOS and Android.

It is a cloud-based solution with an intuitive and Gser-friendpinterface without
having to deal with complicated menus.

( 3 Key features >

Collaboration, photo editing and image enhancer, video editing, templates,
graphics library, image generator

< * Rate (from1tos) >
47/5 44444

( 3 Pricing >

—> Basic free —> Teams 90€ per user/year

—> Pro 110€ per user/year

( 3 Parameters >

Scalability _ Creativity _ —

User-friendliness ——« — Collaboration
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@ AdCredtiveci  tonesoge wrostion v preng

Converting Ad Creatives by
Artificial
Intelligence

(* Name >

AdCreative.Al

(* Description >

AdCreative.ai generate ROI-focused ad creatives, videos, product photoshoots
and texts that outperform your competitors with ease. It is the only generative Al

specifically designed foeneroting conversion-focused ad assets
that truly deliver results. After having informed the Al about what the brand is

selling, it generates conversion-focused ad creatives, texts, and audiences in
seconds.

( 3 Key features >

Product photoshoot, ad creatives, template builder, social templates, competitor
insights

(* Rate (fromitos) >
43/5 44+

( 3 Pricing >

—> Startups Starter $29 user/month —> Startup Ultimate $99 2 user/month

—> Startups Pro $59 user/month —> Pro Starter $189 5 user/month

(* Parameters >
Scalability - Creativity _ -
User-friendliness —« —— Collaboration
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% Simplified

Simplified

<* Description >
Simplified is the app to create, collaborate, and scale marketing. Built for

andSimpIiﬁed helps creators, marketers and businesses to scale their
marketing, streamline their workflows, and get work done in a few clicks.

( ¥ Key features >

No-code design editor, Al marketing copy, Al videos, collaboration, publishing to
socials, brand kits, templates

< * Rate (from1tos) >
4,6/5 +4+4+4+4

(* Pricing >

—> Al Designer $14.99 user/month —> Al Writer $18.00 words/month

—> Al Video $19.00 user/month —> Social Media Al $30.00 7 account
(* Parameters >

Scalability _ Creativity _ —

User-friendliness —— — Collaboration _ —
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/.

MArG, e v o s . - @2 v lpxs = Social
HOME > TEMPLATES > INFOGRAPHICS > BUSNESS > Al Y (£ in| -
=
W AlInfographic Template
Twitter Facebook Linkedin Buffer
s pi g simple
d-drop tool to get dience. With
= @ @
Your company
i A
Loco Instagram  Instagram
. Personal Business
Headline

Sub-headin: web

(* Name >

Marqg

(* Description )

Marq is essentiallydesktop publishing @greot for creating flyers, banners,
posters, documents, and other print materials. The brand asset premium feature

of the tool allows to easily create and store the brand guidelines and maintain
consistency for future uses.

( 3 Keyfeatures >

Collaboration, automation, supports Adobe InDesign

( * Rate (fromitos) >
445 444

( 3 Pricing >

—> Basic free —> Team $12 user/month

—> Pro $3 user/month

<* Parameters >

Scalability _ - Creativity _ —

User-friendliness ——« —— Collaboration
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@ abyssale  producy  solut

Automate & scale
your visual marketing

SUMMER
SALE
40% OFF

Abyssale

<* Description >

Abyssale revolutionizes marketing design, amplifying publishing speed and
ROI*; boundless creativity, personalized solutions, and scalable production are
unlocked. It generates thousands of(mp4, gifs, html5, jpg, pdf, ...)
from a single template, streamlining workflows and empowering the team to
achieve more in less time. Repetitive design work, endless back-and-forth, and
inevitable human errors came to an end. Now creativity, personalization and
scaling production are all in one platform.

( ¥ Key features >

Banner and text resizing, video and images editor, collaboration, dynamic image,
robust rest API*, automation, template

<§Xé Rate (fromitos) >
47/5 44444

( 3 Pricing >

—> Essential $39.00 user/month —> Premium $239.00 user/month

—> Advanced $63.00 user/month

( 3 Parameters >

Scalability  — Creativity

User-friendliness —— — Collaboration

s
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[ Templates All Templates Q DocHipo v

=~
B [

Documents Linkedln Post | ... ® ®
uuuuuuuuuuu

Create beautiful documents e 0

0
=

=
=

e
&7
O
%
(=]

e
o
B8

Yltinate

(* Name >

DocHipo

(* Description >
DocHipo is an advanceddree design software tailored for entrepreneurs,
marketers, and content creators. ether it comes to design infographics, flyers,
posters, presentations, or social media posts, DocHipo is 0@ser—frien§!y platform
for creating various marketing materials effortlessly. Using Al writer, Al translate, Al
image generator, and other Al features, it can be designed the desired visuals at
lightning speed

( 3 Keyfeatures >

Al Writer, Al Translate, Al Image Generator, Al Background Remover, template library,
collaboration

(* Rate (fromitos) >
44/5 444

( % Pricing >

—> Basic free

—> Pro $10 user/month

< 3 Parameters >

Scalability — Creativity _ —

User-friendliness —— Collaboration
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1 2. 3. 4,

Midjourney Leonardo.Al Runway Canva

C Text-to-image generotion)

Al Features C Background removal) C Al Canvas )
C Outpainting ) C Image generation ) CText +Image to video) C Templotes)
C Object recognition) C 3D texture generotion> Clmqge to video) C Image generqtor)

Rate

Pricing F S S E

free subscription

Very High | ‘ .
High 1

CrthiVity Medium

Low

Very Low

Very High - 1
High 1
Scalability Medium | i
Low = 1
Very Low | C @

Very High
High
Collaboration Medium

Low

Very Low ‘ .

Very High
High

User-
friendliness

Medium

Low

Very Low

&M
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5. 6. 7
AdCreative.Al Simplified Marq

Ai marketing copy
Al videos

Templates

Automation

Ad creatives

8.
Abyssale

Automation

9.
DocHipo

Templates

Al writer

C Dynamic imuge)

Y

Al translate )

Templates

Al image generator

Al background remover

4,3 4,6 44 4,7 A
F
s s s
s
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In conclusion, as a result of the analysis
presented here, it is considered appropriate to
suggest that the following tools be implemented
In the short term, as they can really facilitate
the work of the members of the Growth and
Creative Team who interface the most with

the more practical side of marketing like the
redlisation of assets.

—> Midjourney

Although Midjourney was not born as a
collaborative tool nor with scalable purposes, it
stands out in the creative sphere. It scores slightly
lower than Leonardo.Al, probably due to the
interface, but nevertheless it must be said that
some team members already know how to use

the programme and often use it as a source of
inspiration for brainstorming or even execution. This
tool is therefore recommended because it is one

of thedest performing toolsythanks to its various
functionalities in the world of Al, and because it
would result in a slightly shorter learning phase than
other tools.

—> Runway

Runway is definitely fundamental in the field of
«video content creationyas it is the only one that can

make videos from text or from images or from text
and images. Collaboration and scalability are not
the parameters that make the tool stand out, but
creativity is certainly fostered. Again, some tomtom
members know how to use this tool for personal
purposes, so implementing it among those already

present would make it possible to create storylines
for campaigns in a more original and fast way.

) -



5.5 areas of focus

Fig 78:

In the previuos pages an
analysis is shown with all the
information gathered on the
Al tools in order to visualise
all key points and to make
comparisons

—> DocHipo

Among the previously presented tools that pop out
more for their collaboration and scalability features,
DocHipo is the one that stands out the most for
the possibility of working simultaneously among
several users on the same file and for exploiting Al
for both image generation and copywriting, which
makes the use of tools such as Chat GPT for copy
generation unnecessary.

Furthermore, among the other tools presented,
DocHipo, as well as Creatopy*, makes it possible
to obtaindranslations automaticallyy saving a lot of
time and making the assets scalable very easily.

Therefore, with regards to the first tools, namely
d¥idjourney and Runwaypthey do not necessarily replace
those currently used, but rather can be used as a plus to

achieve certain objectives.
Whereas forhe situation is somewhat
different. It was found that compared to Creatopy, the

tool that is currently used for scaling assets but also for
the realisation of banners and performance campaigns,
DocHipo has few more features that improve the
process, so it could replace what is currently used.

el
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Third area of focus

Based on the experience
of the visual tests carried
out with the Growth team,
the creation of seasonal

@emplatedis considered
necessary, because it can
allow easy and continuous
production of assets not
only for performance
campaigns but also for the
appstores and the others
channels.

These templates, as already expressed above,
should not, however, limit the production
of assets for more specific campaigns
when necessary, but can certainly serve to
maintain a good position in the ASO' without
necessarily having to resort to the intervention
of the Creative team or an additional graphic
designer. In fact, the peculiarity of these
templates is that they can be realised by
anyone within the Growth Team, even without
the necessary graphic skills, since they are
thoroughly described by guidelines in the
manual.
A market research carried out via the
ds Mangersitool, in the field of performance
campaign assets by competitors or brands with
similar target audiences in order to be able to
assess which are the strengths and weaknesses

and where to insist on tomtom'’s. These were

subdivided into macro-categories such as: 1. App Store Optimization (ASO) is a
tit dt kb d ti d tactic that improves an app's visibility
competitors, car and truck brands, renting an in ain app store. App stores rank each

sharing, banks, food delivery and technology. app based on a variety of factors.

&G



5.5 areas of focus

MARKET ANALYSIS

(* Competitors

1. SYGIC

Real View
Navigace

CarPlay

2. COYOTE

Ne soyez
plus s

APP COYOTE

7jours

d’essai gratuit

Cartes hors-ligne incluant
des batiments en 3D

Sygic GPS Navigation & Maps

COYOTE

DES VEHICULES VOLES
RECUPERES EN

video ad

key points:

static ad static ad

- product demos for Sygic to emphasise the most important features and show

the app in use

- use of real data for Coyote to leverage people -.

s

« Sygic rely on product focus adv while Coyote prefers a lifestyle theme

Fig 79, 80, 81, 82, 83, 84, 85, 86, 87, 88, 89, 90:

Screenshots of performance assets coming from Facebook Ads Library of Sygic, Coyote, Lynk & Co., BMW, Harber Trucks,
IVECO, MyWheels, Swapfiets, Revolut, ING, Just Eat, Microsoft
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5. project

@% Cars >

1. LINK & CO. (50-64 years) *

JEOOIT AUTO AUTO'S ZOUDEN
PROEFRIT DI q NET ALS CELEBRITIES
AKTI CKELL MOETEN ZLJN.
NNEM KKELLK
BES MAKKELIK .
ALS P A TE CANCELEN. DE AL

JE LEVEN.
~ OF VAN,
EEN MAAND.

C}
d
rmiji

N

N AECO LYNK2CO LANK2CO

2. BMW

THE BMW XM

. | the product is the
key points: o  Main protagonist
- focus on the product both for Lynk & Co. and BMW
- Lynk & Co. shows the product from different point of views with
backgrounds of different colours to make slightly variations

* where the data was present, it has been wnderlined the age of the target awdience to which the ad
is addressed

&l



5.5 areas of focus

(¢ Trucks

1. HARBERS TRUCKS (18-65+ years) *

¥
Werken bij Harbers trucks §

VRACHTWAGENMONTEUR!
WApeldoorn

, 1 3

Hé Vrachtwagenmonteur,
Hé Vrachtwagenmonteur, in 2024 nieuwe voornemens?
in 2024 nieuwevoorne —

DIRE
Al vooroeient

 Hardorwijk

é Vrachtwagenmonteur,

2. IVECO (20-65+ years) *

Be a part of the Oers .C{,“Eco

/ \ e )
community: Drivers ﬂllJEhco
join our Facebook — '

gr‘oup! Join the .
community
and win amazing
branded VECO gifts!

)
Divers Club
vEco

> Over 4700 drivers

Y Driving tips & inspo

o ' Join our

Qv
" x & 47K total members @B Uiked by stuartjohnpurves and 5,133 others
> Prizes for active members -

ey [nstagram

& a ® GIVEAWAY!

2 Created about 5 years ago

key points:
-it is easy to see that there is the willingness to show both the product but also
people to create a connection with the buyers

« lveco wants to leverage its community through showing the app in use both
with the

phone alone or with one hand holding it
-lveco uin the background these are two ways “]

show the product

2l
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(* Renting and sharing )

1. MY WHEELS (23-65+ years) *

key points:
- for My Wheels the ad is based on a
10 dagen lifestyle picture and the relative copy
on a plain background
2200m . - focus on the product and gradient
Incl. benzine background for Swapfiets I/
Opel Astra e

the aim is o call
the attion especially
on the promo

2. SWAPFIETS (18-65+ years) *

Suagtets Suagtets |

Life's too This ride can

short to fix be yours
your own bike.

the ad seems very
sin\t‘\e but the
strength is in showing
the essential elements
as the logo, the copy
and the product

* where the data was present, it has been wnderlined the age of the target awdience to which the ad
is addressed

g
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(* Banks

1. REVOLUT (18-44 years) *

100 MOTIVI 100 MOTIVI 100 MOTIVI
PER CUI REVOLUT PER CUI REVOLUT PER CUI REVOLUT
E LA BANCA O E LA BANCA E LA BANCA

DEL FUTURO D

DEL FUTURO (-

Puoi impostare una paghetta
settimanale per i tuoi figli. R
Scarica subito I'app

- 66. Puoi impostare una paghetta

settimanale per i tuoi figli

2. ING (18-65+ years) *

jullie Gezamenlijke rekening
BN \ ]
Nu tijdelijk
€10,- zakgeld cadeau

Ontdek de Jongerenrekening

Open een Zakelijke Rekening L] omatische i 1.

Nu ruim €135 voordeel
voor starters

bankieren bij ING? — 3

Open nu jullie overschrijvingaan |
Gezamenlijke rekening T ' ) i \
A ] |

Direct aanvragen

L _J

static ad

static ads video ad

key points:

- basic animations that convert the static into video, making it more(@teroctiv@
» motion graphics for Revolut
«ING wants to show its target audience through people's faces

create a link with people
makes a strong bond with the ]
brand

g
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(3¢ Food delivery

)

JUST EAT (18-65+ years)

static ad video ad

video ad

key points: s can be exploited as well to show

. . . the phone in an wnexpected way
- different point of views of the phone

« creating a story for a few seconds makes the contents interesting
- showing both the people and the product makes the ad easier to remember

create a link with people
makes a strong bond with the J
brand

* where the data was present, it has been wnderlined the age of the target awdience to which the ad
is addressed
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5.5 areas of focus

(3¢ Technology )

MICROSOFT (18-65+ years)*

Get everyday
solutions to run
your business

& Microsoft 365

Meet, call, and
connect with customers
from'anywhere

video ad

Laissez votre créativité
s'exprimer de la 1e année
jusqu'au dipléme

video ad

key points:
- testimonial ads are preferred in the field of technology to let the ad be less
technical and more direct to buyers

- short and effective copy /
- product, features and people are showed at the same time ./

ZE5



5. project

GRAPHIC ELEMENTS

It was thought that in order to create effective templates, it is first necessary to define
the basic elements that can then be modified and inserted into the template.
Below are the key elements:

—/

@% Logos

tomtom:

(O tomtom |~

lockup

O tomtom O tomtom

O tomtom tomtom

The minimum amount of space around

the lockup logo is equal to the height

of the O in the wordmark. This ensures o to m to m
that there is enough whitespace v

around the graphic.

Q

TOMTOME O tsimmtom

X Do not use the old logo X Do not change proportions X Do not use different pin colors

Gk



5.5 areas of focus

GO Navigation:

GO Navigation B o gation

L JL J JL J

app icon wordmark app icon wordmark
T\ <= GO Navigation

tomtom
‘da ‘ GO Navigation

tomtom
i GO Navigation

tomtom
= GO Navigation

@ GO Navigation

X Do not use the old logo X Do not use the old logo

@% Colors >

Primary colors:

Red is the primary brand color and should be included in everything. White should be
dominant and black can be used for contrast.

Brand Red
Pantone: 2035 C
CMYK: 097100 3

RGB: 223 2718
HEX: #DF1B12

Brand White
Pantone: White
CMYK:0000

RGB: 255 2552 55

HEX: #FFFFFF

2o

Brand Black
Pantone: Black C
CMYK: 48 36 36 100

RGB:00O
HEX: #000000



5. project
Secondary colors:

The secondary color pallet is used for details and highlights but shouldn't be over-
used on the same touchpoint.

Bright Cadmium Shamrock
Pantone: Bright Orange C Pantone: 143 C Pantone: 7481 C
CMYK: 0701000 CMYK: 025860 CMYK: 800800
RGB: 25593 0 RGB: 253197 48 RGB: 0 166 94
HEX: #FF5D00 HEX: #FDC530 HEX: #O0A65E

Bolt Indigo
Pantone: 2995 C Pantone: 2154 C
CMYK:80810 CMYK: 9052 0 40
RGB: 0 170 255 RGB: 0 75 127
HEX: #00AAFF HEX: #004B7F

Colours balance:

The primary colors should take up 95% of the design, while secondary colors should
only be used for details or highlights in the remaining 5%.

&G



5.5 areas of focus

(* Icons )

Here are the icons that were predominantly used for the visual tests. The Ul icons of
the app have not been included specifically because they are reserved for the use of
the UX team only.

OGO E®06

fuel parking traffic road speed EV charging
stations stations works camera stations

offline CarPlay road no transit no transit no transit
maps restrictions for 12t trucks for 3,5m trucks for cargo
Gwe Car
o =5 e ada»

vehicle choice traffic no ads speed camera

EU lane guidance UK lane guidance USA lane guidance

LIMIT

q 35 % mph q

EU speed info USA speed info
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5. project

(¢ Typography )

Headlines & body text:

Gilroy Bold aébcgdaeéffghiijklmpnﬁoegclogrstui]vwxyz
AAABCCDEFGHIIJKLMNO@OOOPQRSTUVWXYZ
0123456789(.,""-;:)1?&© " MT®t=0"E£¢oo§e

Gilroy Medium adbcgdoeéffghiijkimunfospqoerstulivwxyz
AAABCCDEFGHIIJKLMNO@OOOPQRSTUVWXYZ
0123456789(.,""-;:)1?8© M®T=0™E¢eo§e

Alignment

Lorem ipsum Loremiipsum Lorem ipsum,

1 . 1 . oy |

'dolor sit dolor sit dolor sit:

'‘amet amet amet!

@% Photography and videography >

It must be specified that for both photography and videography there are two major
themes, namely the lifestyle theme, which is based on exalting the product in an
environment where it is actually used or by emphasising elements of everyday life that
recall the use of the product, as well as the appearance of the target user;

the other theme, the product focus, on the other hand, is based solely on the
exaltation of the product, i.e. apps or the satellite navigator.

Below are the specifications for the two types of media.

Photography Videography
Resolution: Video codec: H.264
5000x3500px/3500x5000px Frame rate: 25fps
Bitrate: 16bit preferred Pixel dimensions: 1920 x 1080px
Color profile: sSRGB (1080p) or 3840 x 2160px (4K UHD)

Ratio: 16:9, 9:16, 1:1
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5.5 areas of focus

Backgrounds
Background for all the Background for all the Background for all
Go Navigation Car Go Navigation Truck the Go Navigation
assets and the peak assets and the “Truckin' performance campaign
season campaigns awesome” campaign assets of Q1
Background for all Background for all Background for all
the Go Navigation the Go Navigation the Go Navigation
performance campaign performance campaign performance campaign
assets of Q2 assets of Q3 assets of Q4

* these backgrouv\ds have not yet been wsed bwui, based on the mukinq of the Q4 bucquound, theg are
a yroyosul from the awthor to tomtom

Pt |



5. project
Mockups

Shown here are reference mockups to be used for both themes, product focus and
lifestyle, in almost all campaigns. They are both for iOS and Android.

it



5.5 areas of focus
Intro card

Here are the 4 different intros that can be interchanged with the body and the end of
the video to be made according to the chosen theme.

= (=) ‘QE‘ C:)

GO Navigation

GO Navigation
tomtom

tomtom GO Navigation : GO Navigation
tomtom k tomtom

product focus theme 1 product focus theme 2 lifestyle theme 1 lifestyle theme 2

End card

Here are the 4 different end cards that can be interchanged with the body and the
intro of the video to be made according to the chosen theme.

tomtom
GO Navigation

GO Navigation

tomtom

Download now Download now =

Download now & RopSiore | | P> GooglePiey !

product brand testimonial truck 1 testimonial truck 2
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5. project
PLATFORMS

This part indicates which of the graphical elements presented before can be
recombined according to the platform requirements.

The dimensions that each platform requires for its contents are also indicated in order
to make it easier for the emplyee to create the asset.

@% Instagram and Tik Tok >

Colors palette

brand black brand red brand white bolt shamrock
In this case, to make the content closer to the Dimensions:
community and less ‘branded’, it is necessary to use « post: square (1080x1080)
as few recurring elements as possible, which would - story/reel: (1080x1920)

otherwise make the profile very standard, more fake
and therefore less appreciated.

Certqinlyploy a key role, which can help to
recall the band, especially red, white, black and green,
and light blue in reference to EVs.

It has been noted that after abandoning the creation
of recurring posts according to a certain theme, the
profile started to be more successful and have a higher
engagement, so outside of colours, no other graphic
element should be included

@% Facebook >

Logos

GO Navigation &= GO Navigation

(_m=) tomtom
‘QE‘ GO Navigation

tomtom
== GO Navigation
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Colors palette

brand red brand white brand black
Icons
fuel parking traffic road speed EV CarPlay
stations stations works camera stations
@ ‘
road no transit no transit no transit

restrictions for 12t trucks  for 3,5m trucks for cargo

Typography
I
Gilroy Medium 'Lorem ipsum
1 .
adibcgdaeéffghiijkimuniiospqeerstutivwxyz rdolor sit
|

AAABCCDEFGHIIJKLMNO@OOOPQRSTUVWXYZ

1
0123456789(.,"-:)128&© It~ £ ¢oo§e ,amet

Backgrounds

Go Navigation  Go Navigation  Go Navigation  Go Navigation = Go Navigation = Go Navigation

Car assets and Truck assets performance performance performance performance
peak season and "truckin’ campaign campaign campaign campaign
campaigns awesome” assets of Q1 assets of Q2 assets of Q3 assets of Q4
campaign
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Mockups

Intro card

(=
\ui‘ ==
E ) . . GO Navigation
GO Navigation GO Navigation sl
tomtom tomtom

product focus theme 1 product focus theme 2 lifestyle theme 1 lifestyle theme 2

End card

{éﬁ‘ tomtom

GO Navigation

GO Navigation

tomtom

Download now

Download now

]

Download now & ppSiore | | B> Googeroy

product brand testimonial truck 1 testimonial truck 2

g | 2



5.5 areas of focus

As far as Facebook is concerned, there are essentially Dimensions:

two types of assets published here: those forGocial + square (1200x1200)
like Instagram and Tik Tok and those for @erformance « landscape (1200x628)
campaigns. So while the assets from Tik Tok and « portrait (1200x1500)

Instagram are the same and follow the before-
mentioned guidelines, many more graphic elements
are taken into account for performance campaigns.
First of all, it is very important to show the the
combined one of tomtom and GO Navigation or just
the GO Navigation one. Depending on the case, it is
possible to choose to use the black one on a white
background or vice versa. Thefocuses
mainly on the brand's main colors, i.e. red, white and
black. 7

It should be specified thctare not always

used, but in some cases they can serve as an
accompaniment to the other graphic elements or

are essential to make the aim of advertising a certain
feature more immediate.

It is preferred to use theGiIroy in the medium form
and with left alignment.

Depending on the campaign and the product to

be advertised, the &ackground®are different: the
association is specified.

Most of the adverts are aimed at product sponsorship
of the app, so there is complete freedom in the use of
thewhether product focus or lifestyle. For
lifestyle, however, it is preferred to see the device in use
in the car.

Finally, considering videos, as has already been
mentioned in the previous chapters, there are four
different types ofintro3)and@nd-cardthat can be
interchanged according to the theme to be pursued,
whether lifestyle or product focus. Therefore a large
number of all different assets can be obtained from
their combination.
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C* Appstores )

Colors palette

HE NEER B

brand brand brand bolt shamrock bright cadmium indigo
black red white
Icons
o0 0 e « 6
offline traffic speed vehicle traffic no ads speed
maps camera choice camera
A LiMIT
GiD G HEE CREDD GEEN
EU UK USA EU USA
lane guidance  lane guidance lane guidance speed info speed info
Typography
I
I .
c:éI?cgdaeéffghiT,jkImpnﬁoagqogrstuﬂvwxyz dolor sit
AAABCCDEFGHIIJKLMNO@OOOPQRSTUVWXYZ cm‘llet
0123456789(.,""-;:N1?&© " T®T=0"E¢oo§e :
Gilroy Bold

a&bcgdaeéffghiﬁklmpnﬁoggqogrstUUnyz
AAABCCDEFGHIIJKLMNO@OOOPQRSTUVWXYZ
0123456789(.,""-;:)12&© " TI®t=0"E¢oo§e

g [
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Backgrounds
Go Navigation  Go Navigation Q1 Q2 Q3 Q4
Car and Truck Go Navigation ~ Go Navigation ~ Go Navigation ~ Go Navigation
peak season screenshots screenshots screenshots screenshots screenshots
screenshots
Mockups

Keeping an eye on the graphic elements that can be Dimensions:

used for appstores templates, there are certainly all + Appstore
theof the tomtom palette, both primary and 5.5" (242x2208 px)
secondary, to allow freedom to generate screenshots 6.5" (1242x2688 px)
for more special themes. Foron the other hand, 6.7"(1290%2796 px)

there are some shared with assets for performance
campaigns, and others intended instead exclusively + Playstore
to be used for appstores screenshots. Depending on 750x1334 px
the language and nationality being considered, it is
possible to see that some of the icons change, such
as the ones for lane guidance and speed info.
on the other hand, takes advantage of both medium
and bold versions of the Gilroy font with a centered
alignment to allow key concepts to jump out. Although
major campaigns involve the use of black or red
it may sometimes be necessary to make
screenshots according to seasonality to create a direct
match with the assets produced for performance
campaigns. Finally, with regard ti it is
preferable to use the device in the front-facing version,
both for iOS and Android.
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5. project
GUIDELINES

In order to have a clearer understanding of how the templates work,re
shown here for each platform in order to fully understand the arrangement of the

graphic elements in space and their meaning.

It should be specified that the graphic elements presented earlier are modular, which
means that they can change size depending on the campaign and the asset realised
or can be used in several different platforms.

@% Instagram and Tik Tok >

Layout

Since there is adixed forma (1080x1920 px) with spaces already occupied by Ul
elements from the platforms (in green), there are three main configurations with
regard to the creation of stories and tik tok, marked by the colour purple: top
centred text, middle centred text, bottom left aligned text, coinciding with the

comments icon. The first two are mostly used with reels with little copy, the last is
used when there is a story to tell. In addition, in each scene, it is preferred to have
a maximum of «51»- order to capture the user's attention.

centered copy in the top centered copy in the middle left aligned copy in the bottom
L I | . N
these layouts are mostly wsed when this layout is followed when

there is little copy to insert there are more copy lines

300



5.5 areas of focus

for posts it is
‘areferred Yo keep the
CopY in the top or in
the middle since these
points are the best to
cu’cch the attention of
the reader

For the posts (1080x1080 px) there is@ore freedom of spaceto act, but as the
format is square, it is preferred to keep the copy either at the top or in the middle

to facilitate reading.

Colors

As mentioned earlier, not all the colours of the palette are used for these
platforms, but only the five shown below. Each colour has a meaning, starting
with the contrast of red and green (shamrock) for the@efore/qfteb emphasising
the differences between one scene and another. Black and white, on the

other hand, are often used when there is co be told, or when there are
no specific themes. Bolt, on the other hand, is exclusively used for all content
concerning

Il HEEN

brand black brand white brand red shamrock bolt
L L JL J
when there is a story to tell when there is a before/after jwst for EV
throwgh the copy or to wnderline differences

=11]
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(3¢ Facebook )

L _JL

_J

this \ugout is made as a this \agout is made as a this is a second option for
product focws adv lifestg\e theme adv the lifestyle theme adv

= N

"l

_

Layout

1. STATICS

Square (12000x1200 px)

L

Landscape (12000x628 px):

Portrait (12000x1500 px):

L _J

this layowt is made as a these layouts are two declinations
product focus adv of the lifestyle theme

02



5.5 areas of focus

Legend:

copy . CTA pics logos . device . banner . background

For performance assets there is a banner at the bottom (in dark blue) with the
logos of GO Navigation and tomtom (in yellow) to the right and left. Overall it
is always preferred to keep maximumdhree lines of copy (in white), the device
under consideration on the right (in purple), and a CTA below the copy (in
orange). The background (in black) is usually a flat colour or a gradient, while a
lifestyle image is shown in green.

2. VIDEOS

Performance videos exploit but in the middle they

are customisabile. The beginning shows the device (in purple) and the GO
Navigation logo (in yellow). Both in the beginning and in the end there's a video
in the backgound, which can be either a flat color or a gradient or a lifestyle
video. In the end there's also a CTA (in orange). For the middle it is preferred to
keep maximum (in white). A green tag is used to support the
text, to make it more visible. T

Square (12000x1200 px):

\

lifestyle theme video

\

product focus video

305
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Landscape (12000x628 px):

product focws video

copy . CTA tag logos . device . background

S04



5.5 areas of focus

Portrait (12000x1500 px):

\ |

lifestyle theme video

L l

product focws video

Still considering videos, it should not be forgotten that on are also
shared those made on other social platforms such as Instagram and Tik Tok.
They follow the layout explained above (see = layout of Instagram and Tik Tok)

Colors

brand red brand white brand black

Essentially the colours used are the three main brand colours, which are also used
for CTAs. Their usage really depends on the colors of the composition.

CTA button CTA button CTA button CTA button
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C* Appstores )

Playstore

As far as the Playstore is concerned, screenshots must comply with the 750x1334
px format. In summary, the content is very similar and has the device in the centre,
however,are presented below, as two devices and other Ul
elements can also be showed, as well as images of the device in use. Usually,

the copy (in green) is always at the top (max 3 lines), the background alternates
between a flat colour or a gradient: there are also the device (in purple), in this

case AND, usually centred, and the supporting Ul elements (in orange).
The three main configurations depend on the prominence given to the device.

L JL _JL _J

when two devices are when the phone is the main when there is a picture
showed character in the middle like for Android Auto
Legend:
. Ul elements copy . device . background

S0
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Appstore

1242x2208 = 5.5":

1242x2688 = 6. 5"

1290x2796 = 6.7"":

=11

The concept is the same
for Appstore but with the
difference that there are
cthree formats)namely 5.5,
6.5" and 6.7", so although
the content is the same,
the size will vary slightly.
There is a template for
Appstore screenshots

in which the copy (in
green) is always at the
top (max 3 lines), the
background alternates
between a flat colour or
a gradient, and for the
rest there is the device (in
purple), in this case iOS,
usually centred, and the
supporting Ul elements (in
orange). The three main
configurations depend on
the prominence given to
the device.

when two devices are showed

when the phone is
the main character in
the middle

when there is a picture
like for CarPlay

_/



EXAMPLES

After showing the elements to be recombined to obtain the various assets and their

placement, some examples are shown here to fully understand the strategy:

(* Instagram and Tik Tok

red and green
{0 create a

link with the
brand

I

.
Me before using GO Navigation

”

Me after using GO Navigation

Always late Always on time

green and light

blue to create

a link with the
brand

(7

\

lnstagram reel

Tik Tok

(3¢ Facebook

left aligned and
white copy in gilroy
medinm

Heading goes
here across

three lines Heading

goes here
three lines

Go Navigation

gradient backgrownd for Q4

) 6o Navigation I

assets

device in frontal

view

Heading goes
here across
three lines

CTA button

B 6o Navigation O tomtom

|

landscape

CTA button

logo on one side
and tomtom logo
on the other

squt\re

‘aortrait
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Fourth area of focus

5. project

After defining how the previous focus areas are
structured, describing the current problem and
offering a solution that can solve it, in this part,
uis presented that brings together
all the data and information set out earlier and
presents it in tomtom's corporate style, with the

corresponding tone of voice and various brand

rules.

The idea was to produce
a digital guide because
tomtom has a policy

of non-scheduled
teleworking, which allows
anyone to decide on a
daily basis whether or
not to go to the office, so
paper materials do not
fit in with this policy and
would result in a waste of
paper. In fact, everything
iso that
the desired information
can be accessed from
anywhere in the world.

It is designed for new
resources as they enter
the company and begin
their onboarding phase,
but especially for those
already working at
tomtom, in the Growth
and Creative team, with
the goal of streamlining,
simplifying and making
workflows more efficient.

510

Fig 91, 92:

On the top, the digital guide pinned
and available in the Sharepoint
library. On the bottom, the digital
guide shared in the Teams channel
for the onboarding phase.
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and Creative team
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the access to the new quidelines for

creatives should be easy for everybody new
to tomtom’s Growth and Creative team

The guide, then, can be accessed in two different ways: for newcomers, it will be
made available throu@boarding T@onnel, used for first calls and to
quickly share the most essential documents and resources; for those already internal
to tomtom, however, the guide will be prominently displayed on the marketing team'’s

intial page o accessible to anyone
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digital guide
Growth and
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ERE GLIdE

Hereis

)

nresented the new
with the guidelines

for creatives who belong
both to tomtom's Growth and

Creative teams.

6. the guide

Fig 93, 94:

On the bottom, a mockup with the
cover of the digital guide. On the
right, another mockup with the first
five slides of the digital guide after
the cover.

Since the first pages the guide welcomes the member of the Growth or Creative team,
creating asense of belongingto the creative world through the use of colours and
graphic elements, using a colloquial tone, calling the reader ‘'you’ and emphasising
how important his or her role is, as they have the power to express their ideas and
those of the company through the assets they will be implementing. Therefore this
guide comes in to make sure that everybody can live the best experience possible
when they start to work in tomtom.

guidelines for

creatives

A Digital Guide for tomtom
Growth and Creative teams to
optimize workflows

tomtom

®

314



<  Welcome to the
digital guide for creatives
of O tomtom!

As part of the Growth or Creative teams, you are invited to help shape our
company and, in particular, how we express the power of our ideas. There's
where this guide comes in, to make sure that everybody can live the best
experience possible when he starts to work here.

A

01 INTRODUCTION )
02 VISUAL IDENTITY )]

02 Graphic elements

022 Templates

03 PLATFORMS AND FILES )

03.1Tools,
032 Naming
03.3 Screenshots library

(04 IMPLEMENTING Al

05 CONCLUSIONS

» introduction

Guidelines

reatives:

This guide is intended to help people working in the
Growth and Creative team, in their onboarding phase to the company,
allowing everyone to be aware of the visual identity, regarding design,
i graphic elements, and templates when
necessary, the platforms to be used for collaboration and archiving, and
the implementation of Al through some tools.
However, the guide can also be used by those already inside Tom Tom Growth
and Creative teams in order to be able to clarify their doubts and be able to
streamline and make their way of working more efficient.




6. the guide

C* The chapters

)

The guide is
divided into
five chapters,

Qlatforms>
dmplementing>
@o nd
conclusions>
It therefore
follows
exactly the
areas of focus
analysed
above, but
more in the
style of
tomtom, using
the expedient
of the famous
pin very often.

=12

Fig 95:

On the right, the slide belonging to
the digital guide which shows the the
subdivision of chapters



» introduction

Introduction In the introduction an attempt is made to define who the
Growth and Creative teamsyare, what their working method
is and the key points they insist on. The key roles and
interactions between the various actors are then analysed, as
well as where one team or the other fits in or where they come
to collaborate.

Visual identity The chapter on visual identity covers all the graphic elements
and templates a graphic designer needs, to be able to realise
contents. However, between each element, there are some
tips, which take into account the author’s experience in
tomtom, through the pages of{good to know™

Platforms and files Continuing to the chapter platforms and files, here we briefly
explain what(ntranetsare and which ones tomtom relies on,
making a distinction between those used for collaboration
and those for storage. Each tool is shown with its own identity
card, explaining what the pros and cons are. Then the
method of renaming files and organising them in directories is
explained, with the example of the screenshots library.

Implementing Al The next chapter is dedicated to those tools that exploitlAl
to facilitate and speed up the work in the realisation part
of the assets. Three of them are considered, the most useful
and the best performing according to the parameters of
choice, namely collaboration, creativity, scalability and user-
friendliness.

Conclusions Finally, there is the conclusion chapter where the team hopes
that the guide will be of real help to both freshmen and those
already inside tomtom.



6. the guide

C* "Good to know" >

"Good to know" pages providegractical tip®
according to the topic in question. It is possible
to read them in the chapters of visual identity,
platforms and files and implementing Al

In order that the author's experience of one year in tomtom would be useful to those
who will join both teams but also to those who are already part of it, some tips,
marked with the title "good to know" have been added.

viswal identity
chapter. They can
be thowght as

road indications

tomtom - tomtom

v L

0o CX X
(> logos € ) > videos €

good te knew goed te know
® ®

tomtom g tomtom

storage

platforms
and files
chapter

why? why? why? why? why?

tomtom tomtom
why? why? why? why? why? why? why? why? why? why? why? why?

‘why? why? why? why? why? why? ‘why? why? why? why? why? why?
g implmenting Al /
cha pter

=1



C* The sidebar

)

It was thought that the
wos useful to
understand at which level
of the guide the reader
is. It marks each chapter
and the page number.
An example is presented
here.

all the chapters /—
k—

are showed here.
The red one is
the cwrrent

Fig 96:

On the left and right pages some
slides belonging to the digital
guide are shown. On the left those
showing the tips through the ‘good
to know' gimmick and on the right
an enlargement of the sidebar.

tomtom

Guidelines
for Creatives:

introduction

platforms and files

implementing Al

conclusions
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6. the guide

(* Branding )

The style that has been pursued is dictated

by the stylistic lines of tomtom, i.e. the icons,
colours, typography and images. An attempt
was made to play with shapes and typography,
without ever forgetting the nature of tomtom, as

beingmap experts>

Pin Colors Typography
The pin, or brandmark of All colors of the tomtom There is only one font in
tomtom, is present very palette, both primary and tomtom, Gilroy, which
often in the pages of the secondary, were used. The  has been used both in
guide, both to show the percentage of use varies medium form, mostly for
creative uses it can take according to color, but body texts, and bold
and to emphasise the key red, black and white are form, mostly for titles and
element of the brand. the most predominant. headlines.

e gilroy medium

#000000

gilroy bold

#df1b12

brand white
#ffFFff

bolt
#00aaff

indigo
#004b7f

shamrock
#00ab5e

bright
#ff5d00

320



Maps TOV Icons

Tomtom is one of the The tone of voice is To avoid the icons used as
pioneering brands in welcoming and friendly, text support elements in
maps. They are the key talking with the reader the guide being confused
element that distinguishes  with 'you’ and addressing with the icons for tomtom
it from its competitors, them with ‘we’ to indicate assets, these were used
therefore they have been that at tomtom you are on coloured rectangles to
featured on the covers. part of one big family. simulate roads.

welcome

S
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After having L
presented allfour
focus aredsof the
prqject, respectively
the reorganisation of
the working method,
the use of tools
exploiting Al, the

use of templates to
speed up the creation
of assets, and the
collection of all these
points in a digital
guide to be provided
to new additions

or those already
working within the
Growth and Creative
team at tomtom,

It is considered
appropriate to

focus on two

aspects, namely the
implementation and
evolution over time

of the project withits
obsolescence, and the
impact it will have on
the teams considered.
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7. conclusions

Prgject implementation and evolution over time

one month six months one year or more
;0 T T T T AN - _ ______ N\ ;T T T T N\
\ short term N medium term I long term )
~ 7 ~ 7 ~ e

Reorganisation Ol

From the diagram above, it is possible to see
how thedfour focus area®will be implemented
as a hew strategy to streamline the workflow
of the teams in question.

Therefore, therelqting to reorganisation, is halfway between
implementation in the short and medium term, as although the naming strategy,
directories and the screenshot library are already available to be implemented,
more time will still need to be spent on the definitive removal of the unnecessary
platforms.

For the concerning Al tools, implementation will take place in
the medium to long term, since although decisions on the budget to be invested
and the acquisition of packages and licences are relatively quick to make
(however, taking into account that approval by several stakeholders is required),
more time will be needed for training. It must also be considered that given the
easy obsolescence of these tools, scouting for new tools is necessary every year.
Then the other hand, related to templates, is more easily
implemented in the short term as templates are already available and ready to
be used.

Finally, considering th namely the digital guide, this too can be
implemented in the medium term, since, although the guide is ready and one
week is the maximum time to explain it to those concerned, the updating part to
avoid obsolescence will have to take place annually.

All this information has been summarised in the chart on the next page. It must be
said that both schemes are based on assumptions from the author.

= J



medium term long term

short term

“must be carried out every year

O
O
[ ] [ [ ] [
a b c d e. f. g h i m
01 02 03 04
a. removal of non-useful platforms
b. disclosure of new naming and use of new directories
c. use of new screenshots library
d. licence acquisition and packages
e. budget decision to spend
f. training
g. scouting new tools”
h. template distribution and use

publishing the guide on Sharepoint and Teams for onboarding

training™*

m. guide renewal***

Fig 97, 98:

The scheme on the left page
represents the distribution over time
of the four focus areas, considering
the short term (1 month) the medium
term (6 months) and the long term (1

**a week to explain how the guide works year or more).

* %%

The scheme on the right page
analyses the same but considering
each individual aspect for each area
of focus

should be done every year
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7. conclusions

Prgject impact on the team

Turning back to this graph
representing the interactions
between the personas, the
tools they use and the activities
they are involved in, it can be
seen how, by reorganising the
work method, the@ used

for collaboration and storing
become fewer, certainly

facilitating the workflow for The shomo n the gt poge

. epict the change that takes place
each actor. On the following T
page it is possible to see the ot e ambar of oo doarasses

final result.

Certainly, using fewer tools makes it much easier for the team to spend less time on
consultation and more time on the creation workflow.

(* How to read the graph: >

-~~~ A -| —
( ) personas —>  tools \
\_/ S

& V4 N
activities re\ahonshlps
between personas
1. Sreeniza Bhamidi 2. Luca Germano 3. Laia Wilson 4. Bjarne Aelbers
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7. conclusions

storing graphic elements naming




On the previous
page are shown
theparameters
that change as
aresult of the
application of
the prgjectin
relation to time.

Based ongoersonal assumptionsy it is hoped to achieve the changes shown here in the
short, medium or long term.

The parameters that change (from the top on the left to the bottom on the right) are:
a) the amount of time spent storing files, which will be easily achieved in th
term together with b) the time spent searching for graphic elements since they are
all already present in the digital guide and c) the time spent naming, which is easy

to accomplish since the strategy is already described in the guide; d) the number of
tools used, which will be attained in theterm since it will take time to move all the
old files to the other platforms, with the correct naming, and it will also be necessary
to make everyone aware of the deletion of the old platforms to avoid uploads to the
wrong systems; e) the awareness of the teams’ working method, which will become
more clear in the thediun) term after the moment in which the guide will have already
been distributed to everyone and everyone will already be applying its principles; f)
the time taken to create the assets, g) the time taken to search for files, and h) the
time taken to create the screenshots also will be achieved in the(short)term because
for the former it is already explained everything in the templates section of the guide,
for the second there is a relation with the naming strategy and for the latter the
screenshots library is already available.

Legend:
name of the
name of the
name of the
parameter
parameter

parameter

time (short, medium, long term)
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The latter

two analyses,
namely the
implementation
and evolution
over time and
the prgject
iImpact, are
made on

but still prowde
a deeper
understanding
of the prgject.

In conclusion, keeping in mind the yearly experience

in both teams, respectively Growth and Creative, and
analysing the work process from a more
hqn one who has already been part of it for
several years, this new strategy, "Optimising workflows",
is presented, with the aim of streamlining the working
time lost more in the executive part than in the reflective
part, which is also the most creative, and of making
everyone aware of the working methods of both teams,
facilitating collaboration between them.

Fig 100:

On the right page a summary
representation of some slides of the
digital guide
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