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COMPETITOR MONITORING AI

Banking Industry



SOMIN OVERVIEW

(Singapore HQ)) is an Al
powered platform that combines
advanced date analytics and behavioural
science to study data available on social
media for helping customers to reduce
cost and increase sales by conducting
best-performing social media and
influencer marketing campaigns
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Brand Tracker

rack your competitors

Data Range: Brands:

SOMONITOR e s

Select brands to show

Content Activity Overview @

How much content is being circulated in your industry.

Engagement Overview ©
How much engagement is produced by the content within
your industry,

Total tracked activity: 4000 Your rank: 2 Total tracked engagement: 4000 Your rank: 2

Most active: Birds n Bees Largest increase: Mothercare Indonesia & Most active: Birds n Bees Largest increase: Mothercare Indonesia A +30%

Easily gain insights on your industry with
Al-powered algorithms that understand
your audiences and competitors.

Least active:; Baby Love Largest drop: Baby Love W +30% Least active: Baby Love Largest drop: Baby Love W +30

Brand Content Brand Engagement
Bird n Bees 50 Bird n Bees 50
Mothercare Indonesia 40 Mothercare Indonesia 40
Mooimom 30 Mooimom 30
Motherswork 20 Motherswork 20
Baby Love Baby Love

Others Others

Monitor audience preference

Content Library

Track yvour competitors

Check competition activity pratrorm:

Pages Al

Select brands to show

Look into creative scoring

Average Sentiment Score Positive Languages used:

russian, english, Chineese

N2 of content 50,000

+40%

fetal engagement 1,000,000

Engagement Rate £0,95%

Top hashtags
Object
1. cat
dog
table
window

man

face
Kitten
smartphone

iphone

Top Identified Objects

Object Presence
1. cat

dog

table

window

man

worman

face

kitten

smartphone

iphone

Top Identified Phrases

Phrase Presence

1.

buy iphone 50%
android phone

6 inch phone

modern tech

buy laptop

where to buy

16 inch laptop

bose audio

samsung smart

lenovo




Al ad performance prediction

Content Activity Querview Ad Activity Overview @ rafoms (@ Q @ g rmsBl@Qe N
el 125 CoTSEE DOty BTy WA b, 2328 1 S e Trancheol 0 ind m Aty ) S, JETX 110 Tun T 2008 oy

S Clickabitity High Chickability High
Virad 16 T v 10 AdbeeLac Cratel ik v S Mg e sesctecn iy Contidence: 98% Confidence: 98%
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Automatically monitor both paid and organic content, gaining holistic Easily identify what is driving success within your content

understand that can empower better decisions. through SoMin’s Importance Heatmap.

M1 Audience Analysis
: G G - 1 . singtelred ..,, ¢ .
wwfamilies
tech enthusiasts &=

crm i T 1 ONAS oroatd s Prsn sers

competitors’ ads your dashboards e BITeTS (aler

@ High B  MNeeemal

&&&&&

working adults

are performing e with a click of a :

- tiddere s OGN, Cenlicones 906

QN 0l's TOCLS O SINGLeE CULOMers 31 tech
Uy oty wes WG e likidy Lo be ity sdopters of
Srart Date 2608 2% Start Date 2205 7%
Fio ke FAROLSERGTH0D ¢ Fi o osesasoiiooecs (P
u HOW SINCTEL CONNECTED WITH FAMILES:
Stay Connected and Celebrate Chinese New Year with Singtel
san Sedeci Car Leasing 0 zertuns

e | | 2 ™ bl t 1 Singted rested with familes Sy understancing thels desite to foel connectad wieh thelr loved ones
rmaging leasing prices! Dnder your & rrore alfordable wis 10 QELa few
i ¥ -0 4 @uring spocial occatians like Crinese Now Year. They used 10pks such a5 Chinese New Yoar

With SoMin’s Advanced Prediction Intelligence, our platform is able to Say goodbye to spending hours staring at dashboards. With
evaluate ad performance letting you easily know what is working within your SoMin’s Data Assistant, you get an analysis within seconds.

industry.
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COMPETITOR ANALYSIS - BANKING INDUSTRY

Brand Tracker — paid ADs

+ Brand Name

Your ad activity
rank:
|£| Axis
‘@) HSBC India
Your Predicted ‘B HDEC
Performance =
rank:
£ cic

o

If:'"E:ZI State Bank of India

Mo. of ads ¢

11 v-0.4%

251 A+35.05%
13 ¥-0.62%
363 ¥-0.28%

121 v-0.32%

Comparison for a month

MNo. of creatives =

456. ¥-0.456%

284  A+212%

274 ¥-0.58%

1136 ¥-0.29%

120  v-0.37%

Clickability ¢

% &8



Ad Activity Overview @ i
Tracked 1,039 ad activity from Aug 01, 2024 to Aug 31, 2024

v Clickability Overview @

Content analyzed from Aug D1, 2024 to Aug 31, 2024

You rank 4th among the selected brands
Most active: ICICI

L east active: HDFC @ Hoh O nNomad @ Low
Brand @ Ads HSBC India 13 * 45
& icic 363 (31%)

ICICI
(% HSBCIndia 251(21%) L
@ Axis 191 (16%) HOFC * 59

State Bank of |

Inetl_ia 121(10%) Axis 15 114 % 468
@& HDFC 13 (10%) e s

State Bank of India ! Q2 21 w 50
& Others 145 [12%)

Ad comparison for the month Ai performance prediction



Brand Tracker — Organic Content

Competitor Breakdown @
Aug 2, 2024 to Sep 1, 2024

+ Brand Name
|,J':|.l Boxis

4 | HSBC India
(&) Horc

§7 cici

(em) State Bank of India

Posts o

41 &-+14%

94 A+15%

39 A+8%

52 A+B8%

165 a+6

Lrd

i
g

Activity Score 3

0.4987 a+26%

0.7303 v-5%

0.4660 a+25%

0.52719 A+3%

0.8404 &+

.

0o*

Pl

Comparison for a month

Engagement 3

5,579,012 a+254%

1,290,778 a+45%

49,576 ¥-49%

2,700,335 ¥-29%

706,642 ¥-57%

Engagement Rate &

04795 a+2717%

0.3258 A+26%

0.0035 ¥-55%

0.0727 v-38%

0.0010 ¥-66%



Organic Content Analysis

Content Activity Overview @
Tracked 391 content activity from Aug 071, 2024 to Aug 31, 2024

You rank 1st among the selected brands

Most active: State Bank of India

Least active: HDFC

Brand @

ﬁ State Bank of
India

5 HSBC India

& IcicH

ﬁ AxIs
a HOFC
ﬂ Others

Organic

Most engaged: Axis
Least engaged: HDFC

Content

Brand @
165 (34%) & Axis
?4 (19%) ICICI
52 (171%) HSBC India
41 (8%) State Bank of India
39 (B%) HDFC
28 (20%) Others

content activity for a month

Engagement Overview @
Tracked 8,307,982 engagement from Aug 10, 2024 to Sep 09, 2024

You rank 4th among the selected brands

Engagement
5,345,238 (48%)
1,297,058 (12%)
994,264 (9%)
609155 (5%)
62,267 (1%)

2,800,235 (25%)

Likes and Comments

Total Engagement

b

Total Engagement

Reactions & Likes

Comments




Content Activity Trend @ Engagement Trend @

Aug 01, 2024 to Aug 31, 2024 Aug 01, 2024 to Aug 31, 2024
- -
4 | 4,000,000
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3,000,000
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POSTs Engagement Rate Analysis

Peatforine: !:§_: Patforms f:§:: Platforms (@

igagomert Bate 68 03¢ Engagomoent Hale: 12 @5 ) o - <
324 gageme = 128195 Engapement Rate: 1,094 Blatforme: n
Pasti Ostle: 0908 .24 Post Oate: 14080 24 -

Engagement Rate: 0.31%
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Student Sapphiro Faorex Card so mach robust digital security. This Independence 8
dos P i Gl A e b enjoying every small moment specially

that she tries Lo outshine Ahsaa.. Show Day. embrace innovation... Show rmoss ) S L s ,; osn:| State Bank of India

when you've worked this h. Show muore

‘ Avail 3 home loan based on your credit

- score. Get a better rate on a high credit
score. T&C Apply For more information,
visit: https:/homelcans.sbi/... Show more

HOME

SB' LOANS ' @

A great opportunity to begin
alifetime of happy moments

Get Credit score basad Interost rate

> 0007112 0007216
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w Instant Analyzer
Instant Content Analyzer Get SoMin to analyze your content.

Persona Topics Relevance Product Incentives

This is where we put the description of the theme. It Explore the topics covered within the brand's Get a sense of how the brands connected with thair Explore the different tactics used by brands to sell

should be a standard length. communications. audience through their communications. their products.

Tensions Propositions Brand Personalities

Grasp the consumer tensions that brands aimed to Understand how the brands conveyed value in their Learn how the brands portrayed themselves in their

solve in their communications. communications. communications.



TOPICS DETECTION Collapse v
What were the brands talking about?

Topics Distributions
From August 01, 2024 to August 31, 2024

Empowering Financial Security and Independence
Digital Payment Card and Online Banking Safety

Exploring Banking and Financial Services

Exclusive Credit Card Offers and Cashback Rewards

0 100 200 300 400 500 600

BN HOFC I Axis W 'CIC! EEEEE State Bank of India
TOPICS



PERSONA DETECTION
Who were the brands talking to?

Persona Distributions

From August 01, 2024 o August 31, 2024
Tech-Savvy Financial Secunty Advocate
Financially Empowered Leader

Financially Stable Community Advocate

Tech-Savvy Financial Expiorer

20

=
d .
e

B Axis [ State Bank of India [N 'CIC! N HDFC

30

40

50

Collapse -

&0

Persona



DEEP ANALYSIS OF ADS and CONTENT

SODA

Analysis without a fuss

To get started, select the criteria for analysis:

Ads

@D Make a comparison

Comp.. @® Brand Date

Brand

Brand

+ Add brand to compare

State Bank of India

DBS

Standard Chartered India

HSBC India

Kotak Mahindra Bank

Axis

HDFC

ICICI

Audience Centricity

Identify key target audiences and the associated
insights, topics, and products used to engage with
them, enhancing understanding of audience-centric
approaches.

Desire Mapping

Gain insights into the range of human desires that
brands target to establish connections with their
audiences, enabling a deeper understanding of the
underlying motivations and aspirations that influence
consumer behavior.

Persona Profiling

|dentify the distinct personas adopted by brands to
establish relatability with their audience, facilitating a
deeper understanding of the character traits and
characteristics that shape brand messaging and
engagement strategies.

Topic Pulse

Content Type Analysis

Identify the various types of content utilized by brands
as part of their communication strategy, allowing for a
comprehensive understanding of the content
landscape and its impact on brand messaging and
engagement.

Product Emphasis Analysis

Discaver the most promoted products and explore the
associated insights, topics, and incentives, providing
valuable understanding of the brand's strategic
priorities and focus.

Brand Voice Analysis

Identify the diverse tonalities employed by brands to
address their audience, enabling a deeper
understanding of the unique voice and communication
style that resonates with their target market.

Categorize the topics utilized by brands to gain
insights into how they effectively engage and stay

relevant to their audience, providing valuable

understanding of the key themes that shape brand

communication strategies.



ICICI Audience Centricity
For ad during 2024-08-01to 2024-08-31

CEN AN WACESEAT T i dds Sk (et S C Customers interested in credit card offers }

Com MUters = Consumers:

Eq Acny person Jnterested n dlmng%
— . G onsumers interested 1n ainin P |

E;ﬁ ' GE‘-‘rEfElCCIﬂEIJ-'\'rE'F E l Customers nterﬁt.a.:ln Tlcij
E :':JE': sh.:'“'-'_. =4 : i ; .

t ca rds
s
|._ mstomners interestad in dining L] Dc : tDmerS l

Sl
-?:“S 10pping and fu

HDFC Audience Centricity

)
=
\'_l

r..a.

l l Consumers mterested in credl

For post during 2024-08-01to 2024-08-31

Charity Suppar tess Gift Shaopgers 5 i Friend=hm v Celebrants  Team Sioets Cnthusiais
=

--------
Technology EnthUSIasts Freelancgrsw : 5%
: immepatriotic Individuals == -
gLuxu Seekers Savers General public’ § 5
1F1nanC1q¢LMEnt usiasts:
-ReticesCOmMMunNity Supporters — 2

tnvestgrSSports FanS Promo Hunters N

Community Suopa

Rmward 5 I Frawd Prevertion Advocates Ph.l Laﬂth eriStS

Gig Workers 1 Business Owners s
Travel Enthus1asts Competition Enthusiasts

Families™ ~ "Festive Observers mmman s e

Axis Audience Centricity
For ad during 2024-08-01t0 2024-08-31

F1nanc1ally Conscious Individuals -

Eprene Indiwduaiﬁ interested in banking options
Techies
] n e p p( ! rS Savvy Shoppers

COonsumers

Fl nanc1 al En hus1 ?ie‘es”ts

Indr'-nduals i need of pers.c-na.l luans

pErs

. Ligpuy S."L..pul:\. 5

.

el DealSeekers

v Hohday Shop
Genard public

Prumo Hunters A

Indivicluals secking pe sonal loans

e -L-. wiials In moed of finencial assismece irdividuals |ochin 1-\:\-' hazml=-fre= sav vings acooumd -t g
8 [Tt ! Movie Enthusiasts
1 = - é g F‘ntentlaL cuztumt—:-rs Df Axis Bank
Students ¥ - A J r'nvES'ti:urS & B
| - = 5 Pntentlal savers:
[is] =]
'|: E Budget-Conscious individuals

Lu:mrg,rSEEk

md'ﬂlndlvlduals 1nterested in aﬂtgvegvingsgggcount

SETVETS siess hners

State Bank of India Audience Centricity
For post during 2024-08-01 to 2024-08-31

areer -0riented In-:hwdualcs Convenience Seekers Sa"'nl"!ng'.'-: EnthUSl E.St'S

Festive Observers General Publlc

O FFFFFFFFFFFFFFFF l @ Real s state Enthusiasts S I
Banking Cu5tnmer5 Technntﬁgy Enthusiasts o Patriots’ I I Dlgltal Banklng Users

ramiiesCOmMmunity Su porters

Financial Ent ’""u§"i asts
Business ! Ownerstsng!z.zgi;

DmEDwnEFS Patriotic Individuals ..o
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students History Enthusiasts™ I d 'S Home Eiuyers

orts Fansa
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Savers

sy indiwidud s

A119111Uu8) aoualpny



ICICI Product Focus
For ad during 2024-08-01 to 2024-08-31

) ESG Report 2023-24
redBus bmkmgslﬂ]tl Bank Platinum Chip Credit Card

Bus BOOk] ngs ]MOb] leGnld Loan

Pre-approved Personal Loan
ICICI Bank Student Sapphiro Forex Card

Apple MacBook FASTag D]gltaLEankmg Services
Apple iphones ¢ - U'_Wf' : [

Apple iPad NRi Edge

ICICI Bank Net Banking JEHLI Bank Coral Card

HDFC Product Focus
For post during 2024-08-01 to 2024-08-31

HDFC Bank Millennia Credit Card

FJ Meneys.haﬂ Tax F1llng Haf_k G I GA by HDFC Ban kEank Account Services

Password Manager Software L1

Bank Account Activation Services

Banking Services At Pension Yojana '.:

Special Edition FD Rates
HDFC Regalla Gold Credlt Card

P;:J‘;;s:z s:;;sL;;HDFC Bank services
sccount Wealth Management Services
GIGA barking program Special Limited Period Offers

e e Reonat toan HDFC Bank Veer Salary Account”

Axis Product Focus
For ad during 2024-08-01 to 2024-08-31

i A #SanskritPassword
Axis Digital Current Account

Neo Credit Card

Sanskrit Passwords
Ace Credlt Cardm?”ééﬁaf?&s“-”r%

= -

Joint Bank Accounts for Queer Couples

Open by Axis Bank Mobile Banking App SanskritPassword generator

State Bank of India Product Focus

For post during 2024-08-011t0 2024-08-31

- e =] aw 1 txndhand Lhrmagh YOHG S
] , Fartr: rshlp an rtun ities ono -'x_:a
i - g o Life insurance

38

me top-up loa

Bkgew

S SR el o3 SBI Rewardzes

SBI Deblt”meH

enSptsm 551 @ Digital Banking Services,

Ban 1ng Services

Car Loans Educa
Flexipay Home Loan
Current Account
SBl Eanlﬂng SE'W'IEES

SBI Home Loans Home Loan

Parl'.nenhu:l m-i 55555

YORD By

Nanonal

SISAjeuy siseydw3 1o9npoid



ICICI Topic Categories

For ad during 2024-08-01 to 2024-08-31

Finance

Promos

Retail

Festive & Holidays
Home

Banking Services
Credit Cards
Travel

Banking
Education

Loans
Technology
Shoppirng
Business

Real Estate

Cybersecurity

Axis Topic Categories

For ad during 2024-08-01to 2024-08-31

Finance

Credit Cards
Retail

Promaos
Entertainment
Movies

Limited Tirme Offer
Rewards
Banking

Digital Services
Digital Banking
Travel
Technology
Education
Online Shopping

Bigital Security

Topic pulse

HDFC Topic Categories

Finance

Patriotism
Technology
Achievement
Sports

Festive & Holidays
Security

Banking

Safety

Community Support
Humanitarian Aid
Social Respansibility
Investment

Health & Wellness

Business

For post during 2024-08-01to 2024-08-31

State Bank of India Topic Categories

For post during 2024-08-0110 2024-08-31

Finance

Festive & Holidays
Technology
Comrmunity Engagement
Patriotism

Home

Discounts

Digital Payments
Digital Banking
Business

Home Loans
Aspirations
Online Shopping

Family & Friends



ICICI Customer Needs

For ad during 2024-08-01to 2024-08-31

Security

Convenience

Financial Stability

Savings

Financial Securnty

Lafety

Affordability

Convenient & Affordable Banking
Convenient and secure payment method
Cost Savings

Econornic Value

Financial Savings

Financial management

Financial savings

Financial security

Incentives

Axis Customer Needs
For ad during 2024-08-0110 2024-08-31

Sacurity

Financial Stability
Recognition
Convenience
Financial Security
Belonging
Entertainment
Empowerment
Knowledge
Comfort
Autararmy
Financial security
Validation
Financial Management
Financial Support

Flexibility

HDFC Customer Needs

Becurity
Recognition
Belonging
Financial Stability
Safety
Community
Empowerment
Suppart
Autonomy
Connection
Trust

Comfort
Knowledge

Financial Well-being

For post during 2024-08-01to 2024-08-31

State Bank of India Customer Needs

For post during 2024-08-01to0 2024-08-31

Security
Recognition
Belonging
Comfort
Community
Empowerment
Corvenience
Stability
Safety
Connection
Identity
Autonomy
Growth

Support

Consumer Analysis



ICICI Content Types

For ad during 2024-08-01to 2024-08-31

Product Offering
Educational

Topical

Discounts

Value Added Services
Promos

Brand Offering
Promotions
Promotional

PSA

Community Engagement
C5R

Call to Action

Axis Content Types

For ad during 2024-08-0110 2024-08-31

Product Offering

Value Added Services
Educational

Prormotion

Discounts

Promos

Promotional
Promotions

Brand Offering

PSA

Topical

Community Engagement
Social Media Marketing
Social Media

Call ta Action

HDFC Content Types

Product Offering
Educational
Community Engagement
PoA

Promotional

Topical

Promos

Brand Offering

Value Added Services
Call to Action

Promao

Branding

Promotion

Content Type

For post during 2024-08-01to 2024-08-31

Product Offering
Topical
Promotional
Community Engagement
PSA

Educational
Brand Offering
Promos
Customer Service
Promiotion

Call to Action
Discounts
Recruitrment

Promo

State Bank of India Content Types
For post during 2024-08-01 to 2024-08-31



Content Analysis @

ICICI

No. of Ads

3635

Content Analysis @

AXIS

Mo. of Ads

191

Content Analysis @

H DFC No. of Ads
127

Content Analysis @

MNo. of Ads

SBI
121

M of Creatives

1136

N2 of Creatives

456

M2 of Creatives

307

M2 of Creatives

121

Average Predicted Score

Average Predicted Score

Average Predicted Score

Average Predicted Score

than 15 parameters

Concepts

Content Analysis with more

laudiences

Audiences

Hashtags

Topic categories

Content types

Customer needs

Products

Personas

. viffte onuppers

7. Trendy Shoppers

8. Shoppers

Q. Promo Hunters

Q7

69

68

65



. State Bank of India




How does SOMONITOR OPERATE

pewrin 1 v g frarm sy 08, DOEN 1o My 15, FOGS

NAME THE"
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Content Type Analysis

Framirm Corimr Typas
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(N]U(h pisen 5 be ¢:'.,r\rl\:«.v»i ey “Careow: Your Trusted Source for Expert Car Advice and Easy Car
e oo shopping”
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Safely Collects data In-House Content
from multiple public sources Scoring Al Open Al’s _ Customised
0 Generative Al
Omni-Sourced Competitor Content Scoring gathers Generates Competitor Activities
Ads and Organic Profiling thousands of content data by combining Large
maps and scores your points and profiles it via our Language Models and in-house Al

competitors’ data in-house Al



Collect, Track and Analyse your industry’s content-verse

s’ s witvert e frien Wy OF S0 e sy 35, 203

Search by Content

Vival Ot

Ad Activity Overview © 5 Clickability Overview o

Sndd ° ® B Carver b Briiy R My Content Type Analysis
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b Oven Cadweirey Cofili Tyjes
-
© Carni v g

© Seect O Looting «® [PE .
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Historical Ad Activity ¢
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Content Brand Automated
Library Tracker Data Analyst



Creates a historical
account of both social
content and ads within

your industry.

SoMin automatically finds and saves the
content of your competitors so that you

can always stay on top of whats going

on in your industry.

Carwow

HERE IT IS: The new Mazda MX.5t W The mx
S is getting refreshed for 2024! W Minos

exterior styling updates! W New

& O

Plattorms: @ ~

Engagement Rate 0.05
Post Date 251023

FD 10 322153443255509756) (o

Carwow

The sheer rage i feel o

£ngagement Rate: 0.00
Post Date: 251023

FO Id. 322040589466962481) &

Select Car Leasing

REVIEW:; Ford Puma 2023 Select's Tating

S2C01e 4.3 out of 5§ The Plucky Ford ""~)"'..

1S 0N Course to be THE most popular vehicle

.l) .u ﬁ()

Platforms: [} 0

Engagement Rate: 0.46
Host Date 251023

FD id 4651566602646 624035269916104 &

Carwow
Drag race BMW M8 BMW X M60 =

Platforms: @ 0

Engagement Rate 0.6
Post Date: 251023
Fb id. 3221422676685024047 &

Carwow
INCOMINC: New Mazda RX.7 successor?!
MOOT THO MBZOa 1CONIc TS P ompact

SPOrts car with a rotary engine'! $& But the

Select Car Leasing

REVIEW: Ford Puma 2023 Select’s Rating

SCore: 4.3 out of 5 The pPiucCky Ford Puma

S ON Course to be THE maost popular vehicle

O

& @ e

Platforms: ()
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New Developments: LLMs + SoMin’s
Al for Image Content Description
and Recommendation

The marketing banner you've shared for a multi-vitamin product targeted at active men appears

to be designed to attract attention and engage potential customers on platforms like Meta. Here

are a few reasons why this banner might receive a high Click Through Rate (CTR):

1. Targeted Messaging: The banner is clearly targeting active men, which is a specific audience. By
addressing the needs of this demographic directly ("All-in-one muilti for active men"), the ad can
resonate more with viewers who identify with this group.

2. Health-Oriented Benefits: The emphasis on health benefits such as immune support, digestive
enzymes, antioxidant blend, and an energizing wellness blend is compelling. These are key

concerns for active individuals who are looking to maintain or improve their health.

s

omUne sinEs 3. Visual Appeal: The use of bright, engaging colors and the image of the product itself can draw

Digestive enzy 3 the eye. This visual appeal is crucial in a fast-scrolling environment like social media.

fbHcndantblciy e 4. Clarity and Simplicity: The design is not overcrowded with text or images, which makes it easy to

Energizing wel

understand the main message quickly. This clarity is essential for ads on social media where
users tend to skim through content rapidly.

. Branding: The prominent display of the brand name 'M drive' ensures that even with a quick

o
8]

L - glance, viewers will register the brand, which can improve brand recall.
©. Trust and Quality Indicators: If there are any hidden elements that suggest third-party
endorsements, quality certifications, or user testimonials, these could also contribute to a higher
CTR as they add to the credibility of the product.
‘ 7. Design Elements: Specific design elements like the use of icons, capitalized fonts for key

benefits, and the strategic placement of the product in the hands of a consumer can convey the

product's ease of use and essential features effectively.



Gain insight into your
industry by understanding
how every piece of
content fits into the
puzzle.

SoMin understands and finds
connections between advertising
concepts so you can easily see the

bigger picture.
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