When

customers
call the shots.
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HELLO
We’'re intender

Our vision is it to make
advertising useful
- not annoying.

We’re a strategic media &
performance agency.

We created our own
planning framework &
technology to plan
people-first.
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§ Al Overview

An intender is "one who intends" or a person who has a plan or purpose to do
something, but has not yet acted on that intention. The word is formed by
adding the suffix "-er" to the verb "intend," which means to have a plan, goal,
or purpose in mind. @

Here's a breakdown of the definition:

» "One who intends": This is the most direct definition, found in sources like
Wiktionary. ¢
» "Person who intends to act": This expands on the definition, highlighting that the
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Definitely not interested
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Definitely not interested
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Think they’re not interested
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Could be persuaded

30%

Definitely not interested
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Think they're not interested
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Feelings Towards Ads
The truth iS, SurveyMonkey Global Ad Study (2025)

people don't
really like ads.

In a recent study, conducted by SurveyMonkey for their global ad study, they found

Irrelevant

that users said; Ads are overwhelming, repetitive, and irrelevant.

Annoying
e Nearly 3 out of every 4 users (74%) think there are too many ads. The

number grows to 78% for adults 35+ years old.
® 63% of users say they see the same product advertised, over and over

again.

e 44% of users find the ads irrelevant to their wants and needs. For those 35

Intrusive

and older, the number balloons to 51%.
Ads are disliked due to irrelevance, frequency & privacy - our
mission is to change that.
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The reality is;
People
experience

media in 3 ways.

We need to flip how
we plan media &
creative.
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Today, customers want:
The right fit

To feel valued

A fair price
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THE SYMPTOM
THE TRIGGER
THE BARRIER
THE SOLUTION
THE BRAND

THE EXPERIENCE

Context > Content
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People-First Planning Framework
The secret to the right message, to the right person, at the right time.

What Do People Need?
G Group seasonal &
ather context evergreen moments.
What Do People Like?

BRAND OBJECTIVE Convert to Paid, Owned & Develop a people-first
Brand & product messaging & positioning Earned Channels journey plan.

CONTENT & CREATIVE

Production & Development

MEDIA EXECUTION
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Less B2C
More C2B
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WANTS & NEEDS

What behaviours are
expressed?

Climate is a motivator.
Batteries are desirable.
Rebates are expected.
Finance is a worry.

PV tech is minefield.

Solar Brilliant Basics.
MEDIA FINDINGS:
1. Adjust tone & measurement

2. Creative (x65) & content (x32)

that aligns to these behaviours.

3. Prioritise spend & effort to the
top 6 clusters
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FULFILLMENT
Who/what reaches
these people?

SHARE OF SOLAR INTENDERS: BY DOMAIN

510,570 searches per month from 4,647 behaviours
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PEOPLE-FIRST MEDIA PLAN: Real people, real journeys.

A granular creative and media placements that align.

Media Type Funnel Stage / Intender Type Content Host > End Point

Cseo - stewioe pumsationacosseste MM low e
T > KT S -
D00H - Aiays On Aty xpand parners based on SOV ol | Interupton |
SEM — Insight an “offer” when you go direct —> >
Diply (Contestul) - Natve Adwiti Publaherste gl b | eruption SES Comparzon raze B

A [ Low | Interruption |
Energy Australia BVOD — Brand Creatives (low funnel) —> Low Interruption >
Solar for newbies SEO - Optimisation throughout blog -> Interruption —> EA Education

Persona / Opportunity

Comparing Solar

Energy Australia Quote Flow

S Feed i e [tow  [ntent |
Commercial Solar SEO - Sitewide optimisation across the site -> Low Intent

Display (Contextual) = Low/Mid —> Campaign Page == =

Solar Offers (SHB)
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THANK YOU
Phil Ohren

Co-founder & Head of Strategy

Noosa | Melbourne | Sydney
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