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Somin (Singapore HQ) is an Ai 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

Working with Top Agencies 100+ Global brands
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Reimagine
Advertising
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Understanding the Market Data-Driven

and Competition

Decision Making

Creative Scoring &
Performance Insights

Brand Personality and
Audience Insights

Automatically monitor both paid and organic Easily identify what is driving success

content, gaining holistic understand that can within your content through SoMin’s
Importance Heatmap.

empower better decisions.

With SoMin’s Advanced Prediction

Intelligence, our platform is able to evaluate
ad performance letting you easily know
what is working within your industry.

Analyze any brand’s communication
strategy - Product or audience focus, and
incentive/Value offered by a competitive

product to stay ahead of the game.

**In-House AI Models + GPT 4.0
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Omni-Sourced Competitor Ads and Organic Profiling Content Scoring gathers thousands of content data Generates Competitor Activities reports by
maps and scores your competitors’ data points and profiles it via our in-house Al combining Large Language Models and in-house Al



Hear from
Agencies across
the globe on how

1S

helping them




Competitor Tracking

Track and Analyze the market in few clicks
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Content activity overview
(shows content volume)

Engagement overview (Likes,
comments, total engagement)

Content activity overview
(Posting behavior over time)
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Engagement trend & rate
over time

Platform distribution along with

content activity trends
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Ad activity overview
(Ad volume)

Clickability - High, Normal,
Low (Ad prediction)

Historic ad activity (Consistency

of brand over time)

Platform distribution along with historic ad activity




Competitor Tracker for Banks
© Social Pages

*B8rand Name No. of ads ¢ No. of creatives ¢ Clickabiity 9. + Brand Name Posts Activity Score : Engagement : Engagement Rate ©
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Tracked 1685 ads Scored 1,685 ads Tracked 355 posts Tracknd 15,543,904 engagement
From Oct 01, 2024 to Get 3%. 2024 From Oet 01 2024 to Oct 31, 2024 From Dct 01, 2024 to Dot 31, 2024 From Oct 01,2024 to D¢t 31,2024
Most active: 1C1C1 . Highest Average Clickabiity: Axls Mest active: IDEC Mast engaged: Axly
Least active: Standard Chartered India t Average Clickabiity: ISICI Least active: HDFT Least engaged: Standard Chartered India
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Competitor Tracker for Auto

+Brand Name No. of ads ¢ No, of creatives o Clickability R Poats: Activity Scors 3 Engegenientss Engagement Rate ¢
© +Hyundai 74 v-012% 73 v-oaEk - © Hrundai 151 4110 09057 4+8% 390257 408 01885 v-25%
\:— Maruti Suzuki 38 v-0.55% 38 v-0.65% * e Maruts Suzuki 26 VIO 02864 v-54% 2512 Y-a5% 0.0694 ¥ 310
(e Mahindra A v-Oi2M 73 v-012% » ' Mahindra N5 4417% 0.8753 as8% 613,488 v 224 23059 ¥-41%
€ Renault India 210 A+108% 210 A+1.08% * © Renaut Indis 39 AT 04030 a+21% 1268631 a+a% 20808 4+03%
@ otavotors T 90 A EEN oA @ Totavotors B1 4725 085265 A+3% 350,673 v-43% 08992 7514
Ad Activity Overview @ ad Clickability @ Content Activity Overview @ Engagement Overview © Total Engagement v
Trackad 875 ads Scoed 876w Tracked 502 pusts Tracked 2.638.957 engugerment
From Oct 1. 2024 to Oot 31, 2024 From Oet 01, 2024 to Oot 31, 2024 From Oct 01, 2024 to Ot 31, 2024 From Oct 04, 2024 to Oct 31, 2024
RALFRIN 05 Griary S ot Rets YOI A e S iy Vou rank 5th amang the selected brands Vou rark 5th among the selected brands
Most wctve: Runmust Indin g A ge Chekabiity: Myundal y
Least active: Maruti Suzukl Lowest Average ( Renault ndis Most acthve: Tata Motars Most engagec: Renault indis
Least active: Maruti Suzukl Least engagec Marut) Suzuki
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Competitor Tracker for CPG
. Adlbay ~ SocialPages

+ Brand Name No, of ads & No, of creatives ¢ Clickability ¢ Competitor Breakdown @
From Oct 0, 2024 tn Oct 31,2024
¢ Dove 48 v-02% a8 v-02% -
+ Brand Neme Posts ¢ Activity Score @ Engagement ¢ Engagement Rate
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Ad Activity Overview @ Ace v Clickability @ Content Activity Overview © Engagement Overview © Total Ergogamant.
Tracked 1194 ads Scored 1194 ads Tracked 282 post Tracked 351975
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Content History

Creates a historical account
of both social content and
ads within your industry

Heatmap and Analysis Content Filter
/) ot Search by Content @ | o
Get life cover with B =
Kotak Gre ecure One |
Bo r policy ity on Whats?

s

Easily identify success More than just keywords,
drivers within your content find content through high
through heatmaps

level advertising concepts



|dentify best/worst performing organic content

based on Ai ad prediction

Content highlights
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Track paid & organic post of competitors
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Content Analysis (N

Content heatmap

(@) HSBC India

A heart - filled message from Virat Kohli wishing
you and your loved ones festivities full of warmth
prosperity endless opportunities . Celebrate
brighter moments | Happy Diwali # ViralWithHSBC
BankSmartWithHSBC HSBCIndia
OpeningUpAWorldOfOpportunity Diwali2024
HappyDiwall Traditional HappyFestivibes Colourful
Celebrations Instagood FestiveVibes Lit Explore
Deepavall ShubhDeepavall trending

Show less

1.5trong Hmotional Connection: The ad aligns with Diwali's themes of warmth,
belonging, and prosperity, resonating deeply with the audience’s festive sentiments.

2. bffective Use of Celebrity: Featuring Virat Kohli as the central figure boosts
attention, relatability, and trust, making the message more impactful.

3.Culturally Relevant Visuals: The festive setup with traditional decorations and
lighting appeals to the cultural values of the target audience.

4. Focused Branding and Messaging: The heatmap highlights strong attention
to HSBC's logo and festive wishes, ensuring brand recall and clear communication.

5.0ptimized Timing and Platforms: Launched during Diwali on high-
engagement platforms, the ad maximizes relevance and click-through potential.

6.Brand Persona Alignment: HSBC embodies a caring and inclusive persona,
reinforcing trust and emotional connection with its audience.



Content Analysis

An Ad with

“High performance”
prediction

Clickability prediction

Clickability High

Confidence: 98%
Active Date: 30.10.24 to 04.11.24

Go to source

(@) HSBC India

A heart-filled message from Virat Kohli
wishing you and your loved ones
festivities full of warmth, prosperity, and
endless opportunities. Celebrate b... Show

more
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High

Content heatmap

Observed concepts breakdown

(@) HSBC India

A heart - filled message from Virat Kohli wishing
you and your loved ones festivities full of warmth
prospenity endless epportunities . Celebrate
brighter moments | Happy Diwali # ViralWilhHSEBC
BankSmartwlthHSBEC HSBCIindia
OpeningUpAWorldOfOpportunity Diwali2024
HappyDiwall Traditional HappyFestivibes Colourful
Celebrations Instagood FestiveVibes Lit Explore
Deepavall ShubhDeepavall trending

Show less

Observed Concepts

Content Type:

Topic:

Theme:

Audiences:

Customer Needs:

Insight used:

Identified Product:

Perks/Incentive used:

Persona embodied:

Tone of Voice used:

Brand Traits identified:

Brand Offering. Social Media. Topical

Diwali Greetings from Virat Kohli
Celebrations, Festive & Holidays, Social Media

Celebration Enthusiasts, Festive Observers, Social Media
Users, Traditional Culture Enthusiasts, Trending Event
Followers

Belanging. Celebration, Connection, Security

During festive seasons, people seek warmth, connection, and

a sense of belonging through shared celebrations and
traditions.

HSBC Banking Services

Festive Greetings from Virat Kohli, Warmth and Prosperity
Wishes

The Caregiver, The Everyman
Celebratory, Inclusive, Traditional, Warm

Connection, Inclusivity, Tradition, Warmth

Understand what garners customer

attention on creative & caption

Al breaks down content into

marketing concepts




@ fora @ orc

Need instant ioan? Enjoy zero foreciosure Need instant loan ?

charges. Quick apply in minutes, Ouick apply in minutes

ALWAYS YOU FiRsT

meney

smart Persona

Smartest Personal
Loan out there!

General Information

Pistforms: @

Active Date: 3

Clickability

SOMIN

Observed Concepts

To improve clickability of a low performing Ad

Why this post is low performing?
« Low Visibility of Key Benefits: Important features

like “Zero Pre-Payment charges” are hard to notice.

*  Weak Visual Hierarchy: The design doesn’t
effectively direct focus to the CTA or benefits.

« Mismatch in Tone: Formal design undermines the
supportive and empathetic brand persona

Recommendation to improve the performance

« Improve Benefits Placement: Use larger fonts and
contrasting colours to highlight key features.

« Add Warm Design Elements: Introduce inviting
visuals and brighter tones.

« Simplify the Call-to-Action: Focus on one strong,
clear message to drive clicks.



Content filters & maps

Product incentive used by HSBC & Axis for credit card ads

Concepts Arrange Treemap by:
Perks/incentives v Brand

Perks/incantives (59) Presence L ‘ HOFC @ Axs
1. Convenience Features 50

2. Rewards Tracker 50

3. Cashback Rewards 21

4. Amazing Rewards 8

5. Free Joining 18

6. Lifetime Free Credit Card 16

7. 211" CashBack monthly 15

8. Exciting Offers on Dining 14

9. Exciting Offers on Entertainment 14

10. Financial Independence 13

1. Discounts 12

12. Limited Time Offer n

13. Exclusive Deals 10

14. Online Application 10

Compare by:

Presence

Keywords

credit card >




Competitor’s performance at product level

Tata Motors-Posts Vs engagement analysis across different Cars

Concepts
Frooucts G Gt h}l"- -.
5 W ... . Presence —29 Posts
< | Total Engagement — 34,775
1 Tata Harmor 29
- v ~ , ~ " ~
1. Tota CURWV "~ - s
3 Tata Satan -]
4 Tage L
5 Tata Tigor w
6. PUNCH CAMO 15
7 Tata PUNCH 15
8 Tata Nexon 0
9. Tata CURVY SUV Coupe 9 Sk O B
10 Tats PUNGH CAMD ]
Compare by: n <
11 Tata ALTROZ 1 "
| Engagement ~
2 Tigor
@ oo meunns
ARz 6 Ny NEgats yous OUmERs AnS partetat sess. Daponecce a¥ortess
VTR = el CLURVY Dual Clutch Automatic transmission :| et wiTh e CUBVY D CAASN Automans tranwTissin, eaning it
14. Tata Punch s - . TIZA% Lk
15 Tota Tiago ° _ Tata CURVY | Dual Giuten Automatis Trans.. >
o o o o~
Presence — 2 Posts S
16, ALTROZ SACER o
Total Engagement — 49,670 b =
7 cars s = 40
18 Tata ALTROZ Premium Hatchback 5
[ ¢ RS
19. Tata PUNCH ICNG E

Timeline — Sept'24 — Nov'24
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Analyze brand’s communication across
different perspectives

gic Insights

Audience Centricity

Identify key target k and the

insights. topics, and products used to engage with
them, ent ing under. ing 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 aspirati that infl
consumer behavior.

Persona Profiling

Identify 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.

Content Type Analysis

Identify the various types of content utilized by brands
as part of their ication gy ing fora
comprehensive understanding of the content
landscape and its impact on brand messaging and
engagement.

Product Emphasis Analysis

D the most p d 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

d thelr audi ling a deeper
understanding of the unique voice and communication
style that resonates with their target market.

Actionable brand insights



Perspective analyzer

Persona Topics Relevance Product Incentives
This is where we put the description of the theme. It Explore the topics coverad within the brand’s Get a sense of how the brands connected with their Explore the different tactics used by brands to sell
should be a standard length communications. audience through their communications. their products.

-
-
5
-
"
"

.
o4

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 themseivas in their
solve in their communications. communications. communications.



Perspective analyzer

Product Incentives 1
Innovative Incentivization in Automobiles

The products are incentivized with a wide range of features and benefits, including advanced infotainment systems, powerful turbo engines, luxurious
interiors, safety features, exclusive designs, and advanced technology. The incentives focus on providing a seamless driving experience, stylish design,
innovation, and reliability, catering to various customer preferences and needs.

TOTAL MEDIA: 147

X

Concept Map

Concepts Arrange Treemap by: Compare by Breakdown by date Modia Referende
Sep 22, 2024 - Nov 20,
Audiences v Brand - Presance - 2024 (=]
,',@ monflQ O e @
AR el Cabntetty oo LA el
Audenceos (90) Presence . @ Matinaa @ farauitindia @ Mesa ) s @ Horda Can Aths Dle MEPIOIE W 220030034 Nelivs 04ty BRTLIOEE 10 1113034 Aioea Dets OANIGIE 15 0712034
M Maomg 2easan il v Mathe ot 20 MBalTOIUE Mook &t 20K 041003400
L Carlovers a7
o Mana) Sk Mopuncial Phyandui
‘ With the Kyunaal VENUE ADVENTURE. The Hyunow VERNKA S SmartSence Livwel 2 8045
Hoavy fans of toemains, Maruti Suzubi 5-
2 Automoble Enthusiasts o0 i gl Caparna the comfert of 13 exchae vt autamates sersing ochatigy wih rasars
-d val AECNG adveriare scition saaty with light sage gresn .. SENAOTE 3ref Camoras £ detect obetaciis on the
s 7 s ez 0w Morn sy Mz s
4 Travel Enthusiasts o0
5 Luxury Seokers 35
& Adventurer 2%
7. Adventure Sgekors 24
B Fashionistes 22
% Technology Enthusiasts "
10 Tech Enthusiasts 13
1. Troveing Enthusiasts 3
1 P Betbuscaste "

Timeline — Sept’24 — Nov'24



Perspective analyzer

"

Acitormobibe Enthusists

Trovel Entivasiasts

Car Lovers

Luxury Seekors

Techies

Music Lovers

Car EntPamisuts

Adverture Sookery

Tech Enthusimats

L2

=

Product Incentives 2
Luxury Automobiles with Exclusive Incentives

The social media posts and ads are promoting luxury automaobiles with a range of exclusive incentives such as extravagant perks, limited time offers, luxury

11 o

experiences, customizable features, exclusive access to live concerts, innovative technology. and memorable event experiences. These incentives are
designed to provide a unique and personalized ownership experience for potential buyers.

TOTAL MEDIA: 83

Compare by:

Prusence

Breakdown by date

Sap 22 2024 - Nov 20,
2024

o
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Perspective analyzer

PRODUCT INCENTIVES DETECTION
How did the brands incentivize their products?

Product Incentives Distributions Total Media

From September 22, 2024 to November 20, 2024

Innovative Incentivization in Automobiles

Luxury Automobiies with Exclusive Incentives
Exclusive Perks and Premium Incentives Across Diverse Product Types -

Innovative Sustainability and Community-Centric Experiences -

Incentivizing Eco-Friendly and Futunstic Driving Experience for Automobiles _

20 40 60 380 100 120 140
P Nexa N Hyundai N Renault india [ Maruti Suzuki [ iz I Honda Cars M Mahindra

o

160

Timeline — Sept’24 — Nov'24



Identify key target audiences and
the associated insights, topics, and
products used to engage with them,

enhancing understanding of
audience-centric approaches.

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

Actionable brand insights

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.

communication strategies.

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.

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

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

Identify 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..
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Audience analyzer

ANALYZE AUDIENCES FOR HSBC INDIA:
Fof ad from 2024-90-0110 2024-1D-3%

Fuutive Obsacvars - Mallday Shoppers -+ Fi ol Enthusinsts - Foudies 4
Savings Sowkers Toshion - w Shuw mors
ANALYZE AUDIENCES FOR ICICE:
( F3% adf from Z024]0-0110.2024-10-34
\~;|n-u:‘;:”ﬂ + Financial Enthusissts Prome Hunters
Crudit Card Usery - Budget-Consci dusls Techine - v Shew
ANALYZE AUDIENCES FOR HDFC:
For ad from 2024-10-01 to 2024-10-31:
Tochies - Financlal K b + ¢ s ot Seekorn
Online Shoppnrs 4 Moblie App Users - w Show more
ANALYZE AUDIENCES FOR AXIS:
For 8d from 2024-10-01 1o 2024-10-31:
Financisl Enthusissts 4 Fostive Obsarvars 4 Prome Munters -
Holiday Sheppers + General Putlic - Onfine Shoppers - w Show more

HOW HDFC CONNECTED WITH TECHIES
For ad during 2024-10-01to 2024-10-31

"Empower Your Finances: HDFC's Secure and Convenient Digital
Solutions"

HOFC approached Techies by recognizing the insights that people seek cor t and digital
payment solutions to manags their finances effectively, while also looking for opportunites to save money.
The brand capstalized on this by offering a range of products such as digital payment cards. seamiess prepasd
recharges with cashback offers. and convenient bill payments with PayZapp. By understanding that people
seck recognition and convenience = their financial transactions. HDFC also provided seamless postpaid
recharges with tha PayZapp app, The brand aimed to maks tself mom relatable to the audiance by
emphasizing the nead for secure and convenient digital payment mathods that provida autonomy and
control over thew finances. as well as the desire for exclusive deals and cashback offers to enhance overal
well-being.

ASSOCIATED TOPICS:

Digital payment card

Seamless prepaid recharges with cashback offer
Unlock 20 cashback with first payment on payzapp
Convenient bill payments with payzapp

Fastag recharge with payzapp

Showmore v

AUDIENCE COMPARISONS
For sd dhuring 2024-90-01 fa 2024-%0-31

Therw is a large of P N aud accounting for 16.85% of all recorded audiences. Tha top 3
sudiences that the brangs are competing on the mast are ‘Festive Obsarvars, 'Holday Shoppers, and
‘Fnancial Enthusiasts’ However, there is a significant differsnce in focus as HSBC inda's ad addresses more
‘Foodes’ Sevings Sevkary. and Techies' while ICICI's ad focuses more on Tnline Shoppery. 'Proma Hunters®
#nd "Credit Card Users’

HSBC Indla vs HOFC

There is a large number of n aud) ting for 9.38% of all recorded audiences. The top 3
audences that the brands are competing on are ‘Financial Enthusissts’ ‘Ssvings S s’ and T

4 there 15 a signifl Mmcm!mas“ﬂ%dmamlmwdm
compared to HSBC india ad

HSBC India vs Axis

Thers is 8 large ovedap in sudiences, with 26 06X of all recorded autiences intersecting batween HEBC Indis
“MMMSMQMWMGMQmelmeuIM Festive
Observers. and 'Hokday Shoppees’. However, HSBC India 1 mors on “Saving and
‘Credit Card Users’, while Axis focuses more on ‘Onlne Shoppers', Family & Friends’ and Savers.

Thatw I8 4 large numbar of overlap i sudivnces, accounting for 8 75% of all rscorded suciunces. The top 3
audences that the brends are compating on e ‘Oniine Shoppers’, Financial Enthysiasts’ and Promo
Huntury'. However, thare & d significant diffarencs in focus 25 ICICH ad addressas moes Tract Card Usaey’ and

'Business Owners! while HOFC ad fo more on 'Cust 5" and 'General putlic’
1CIC1 vs Axis
There is a large ber of overap in aud accounting for 15.83% of all recarded audiences. The top 3

sudiences that the branags are competing on are ‘Financial Enthusiasts’, ‘Promo Hunters” and 'Festive
Observecy’ H there is a sige 1t difference in focus as MO0 ad focuses moce on ‘Online Shoppars’
and ‘Crodit Card Users, while Axis ad focuses more on Holiday Shoppers’ and ‘Famity & Frends'.

HOFC vs Axis

Thereis a large ber of cvedtap in sud ting far 12,678 of all recorded audiences. The top 3
sudiences that the brangs are competing on are 'Fnancial £ ats” 'Onine Shoppers’ and 'S ot
Seekers. However, there is 3 significant difference in focus as HDFC ad addresses more Techies’ and ‘Savings
Enthusaasts’ while Awos ad foouses more on 'Promo Hunters' and Genersl Publc’,
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