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FOREWORD FROM THE EDITORS

It is with great satisfaction that we present to our Readers the monograph entitled “From Algorithm to Emotion: 
Interdisciplinary Visions of Marketing”, which is the result of the work of students from the Marketing and Market 

Communication program. As part of a didactic project in the Corporate Finance course, they undertook the challenge of 

defining contemporary marketing through the medium of a poster. Their works are not only illustrations of the knowledge 

they have acquired, but above all, a testament to their creativity, deep engagement, and critical thinking skills.

In today’s world, where technology reshapes the rules of the game for economies and citizens alike, regardless of age, and 

where societal expectations towards brands are growing - these young market researchers demonstrate their ability to 

perceive the complexity of these processes and interpret them creatively. Their posters embody an interdisciplinary approach, 

as they combine elements of economics, psychology, culture, technology, ethics, finance, and management to create 

a coherent and multidimensional narrative about the marketing of our time - marketing whose rules seem to apply globally.

We are delighted that this publication will be available as an open-access e-book, which will enable broad dissemination 

of the students’ work and allow their voices to be included in a wider academic debate and, more importantly, in the 

practical layer of everyday life. We believe that the marketing visions presented here will serve as inspiration not only 

for other students but also for marketing practitioners - those just beginning their professional journey as well as those 

seeking insights and summaries of today’s most pressing topics - and for all those interested in the future of market 

communication.

INTRODUCTION

Marketing in the 21st century is a space of dynamic transformation, social and cultural, but above all, technological. In the 

era of artificial intelligence, countless digital ecosystems, and rising consumer awareness, traditional approaches are giving 

way to new forms of communication, relationships, and responsibility - taking place both in the real and virtual worlds.

This monograph presents 33 posters created by students of the Marketing and Market Communication program, who, 

as part of their curriculum, completed a course in Corporate Finance, a subject that combines insights into the financial 

mechanisms of running a  business with models of enterprise management through finance. It is precisely this 

interdisciplinary perspective, linking marketing, finance, and management - that is reflected in many of the presented works.

Each poster tells its own story, about a brand, technology, emotions, ethics, innovation, finance, or the social context. 

A closer look reveals that the students have analysed phenomena shaping today’s market with remarkable perceptiveness. 

Their work often raises questions or touches on aspects that go beyond academic boundaries.

It is evident that this young generation not only understands the mechanisms of marketing, both traditional and modern, 

but is also capable of evaluating them critically, combining them creatively, and transforming them into new forms.

The poster project, in which students were encouraged to independently explore selected market, technological, or 

social phenomena and present them in a visual, communicative, and concise form, turned out to be a great success. The 

chosen medium of the poster as a form of expression allowed for the development of analytical, narrative, and design 

competencies, as well as practicing skills in presentation and argumentation.

The works collected in this monograph have been divided into three main thematic areas: from the FinTech revolution 

and digital payments, through the use of artificial intelligence and storytelling, to marketing in creative industries and the 

ethical challenges of advertising. This classification not only organizes the students’ contributions thematically, but also 

provides a framework for analysis, reflection, and discussion about the future of marketing as an interdisciplinary field of 

both knowledge and practice.
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The first section, which gathers posters focused on marketing in the digital era, explores the influence of artificial 

intelligence, data analytics, and digital technologies on how brands reach us as consumers. As the digital marketing sector 

evolves at an exponential pace, fundamentally transforming brand-consumer communication, it becomes clear that AI, 

big data, and automation are now central elements of marketing strategies. Personalization, predictive analytics, and new 

payment models are just a few of the areas investigated by the students and presented in their posters. These single-page 

visuals show how technology not only supports marketing efforts but becomes their creative engine - this is modern, 

data-driven marketing with a human orientation.

The second section, dedicated to marketing strategies and brand building, invites us to explore the role of 

narrative, emotion, and the creative process in shaping brand identity and fostering engagement, both on the side of 

creators and audiences. Building a strong brand today is the art of telling authentic stories and creating emotional bonds 

with the audience, bonds that are understood by the brand creator who is often part of these stories as an active consumer. 

In their poster messages, students analyze not only branding and sponsorship, but also customer loyalty and emotional 

engagement, which form the foundation of effective communication. Inspired by campaigns from Red Bull, OSHEE, and 

Disney, the young authors show how brands become a part of the consumer’s lifestyle. In this section, marketing is a space 

for creativity, storytelling, and the value that emerges through narrative. What matters is not only what the brand says, but 

also how it says it, and with whom it engages in dialogue.

Concluding the story told through the posters, we move on to the third section, framed around marketing’s 
relationship with society and the economy. This part of the narrative raises questions of ethics and responsibility, as 

well as economic transformations - processes in which the relationship between brand and consumer is being redefined. 

Marketing increasingly engages with issues such as ethics, sustainability, and corporate social responsibility. In this section, 

students ask important questions about the boundaries of brand influence on consumers and society, as their presentations 

address cases of brand transformation and financial strategies in the broader economic context.

Through image and text, the young authors present marketing not merely as advertising. What emerges from their work is 

a clear insight: marketing is a tool of influence - one that demands reflection and responsibility. It is a space where profit, 

expressed in monetary terms, must harmonize with social value.

Publishing this monograph as an open-access e-book is a conscious choice, both educational and social. In doing so, 

the students’ work gains a broader context and a real opportunity to reach audiences beyond the university walls. This, 

arguably, is the most important aspect: it is not just a presentation of learning outcomes but an invitation to dialogue, 

with business practitioners, researchers, fellow students, and all users of the marketing solutions presented here, who are 

interested in the future of marketing.

The poster format, as a concise visual form of communication, is highly dynamic and perfectly reflects the spirit of the 

times - an era in which communication must be fast, engaging, and rich in content. As a medium, the poster also enables 

students to develop a wide range of competencies: analytical, design, narrative, and technological. It represents a fusion of 

learning and practice, of theory and creativity.

Making these works available in an open-source format is also a gesture of trust in young creators and recognition of 

their voice as a valuable contribution to the debate on the future of marketing. We believe that these posters will serve not 

only as a source of inspiration but also as a starting point for further research, projects, and conversations, both in the real 

world and the virtual one.

Prof. UEK dr hab. Janusz Nesterak  
mgr Anna Kołodko

Krakow-Świdnica, August 2025

Krakow University of Economics, Cracow, Poland
Eurobent sp. z o.o., Świdnica, Poland
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As AI evolves, it provides marketers with powerful opportunities to transform customer engagement,
streamline processes, optimize campaign, and drive business growth. It empowers brands to create
more personalized, efficient, and impactful experiences that resonate with their target audiences.

AI in Marketing: Revolution in Customer Engagement
and Content Creation

Kornelia Trznadel
Natalia Waksmundzka
Emilia Zygmunt

Marketers have shifted from broad targeting to
focusing on individual behaviors, leveraging AI-driven
personalization to tailor efforts using real-time
machine learning. By analyzing browsing histories,
purchases, and social media, AI delivers increasingly
accurate predictions, offering a more dynamic and
precise approach customized for individual
consumers.

Personalized Customer Engagement

Content Creation

Key AI tools include:
AI Chatbots: AI chatbots engage customers in

conversations that feel authentic and
personalized, significantly improving their

experience and engagement, These chatbots
offer tailored recommendations and

responses by leveraging individual customer
profiles.

Predictive Analytics: AI anticipates customer
behavior and customizes offers to increase
engagement, boosting conversion rates.

References

https://www.forbes.com
https://www.getstellar.ai
https://www.gminsights.com/

Benefits of Implementing AI in Marketing

Threats of Implementing AI in Marketing

According to Statista, in 2023 73% of U.S. marketers
claimed that AI has been used in their organizations.
They use a subset of AI called Generative Artificial
Intelligence as a tool in making content creation as it
is the second most popular use of AI in marketing.
Generative AI can create human-like text, graphics,
audios and videos. It also is able to generate unique
content and it creates new opportunities for
campaigns. Nowadays the biggest companies has
used AI to create their campaignes: Coca-Cola, Heinz,
BMW, Nike and they have been successful.

AI systems are not immune to hacking and
other cyber threats, which could lead to data
breaches or misuse of customer information.
Automation of marketing tasks could lead to
job displacement, creating concerns among

employees and potential backlash.
AI may fail to grasp nuanced or context-

specific situations, leading to inappropriate
or irrelevant actions.

AI can automate repetitive and time-
consuming tasks such as data analysis,
customer segmentation, email marketing

AI significantly reduces operational costs by
automating labor-intensive marketing

processes while enhancing efficiency and
outcomes.

AI provides real-time support, answering
questions and resolving issues 24/7.
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AI IN MARKETING: REVOLUTION IN CUSTOMER ENGAGEMENT AND CONTENT CREATION

Kornelia Trznadel, Natalia Waksmundzka, Emilia Zygmunt
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TikTok’s algorithm considers
location, language, and
trending topics to provide
culturally relevant and timely
content, helping creators and
brands connect with target
audiences effectively.

Content Categorization

Engagement MetricsTikTok uses AI-powered machine learning to analyze user
interactions, such as likes, shares, and watch time, to create
a highly personalized For You Page (FYP) that adapts to
individual preferences in real-time Metrics like video completion rates,

re-watches, and feedback (e.g., "Not
Interested") influence the algorithm,
helping TikTok prioritize high-quality,
engaging content that resonates with
viewers.

Artificial intelligence plays a central role in TikTok’s ability to deliver highly
personalized content to its users.
Here are some key ways AI drives content personalization on the platform:

Advanced Algorithms

Through computer vision, natural language processing (NLP),
and metadata, TikTok’s AI identifies key features in videos,
such as visuals, audio, and hashtags, to categorize content
andmatch it with the right audience.

Dynamic Recommendation System
AI combines content-based and collaborative filtering to
suggest videos based on a user’s activity and the behavior of
similar users, ensuring a mix of familiar and surprising
content for maximum engagement.

Localized and
Trending Content

Adaptability and Discovery
AI continuously evolves with user behavior, introducing diverse
and unexpected content to keep feeds fresh, ensuring users
discover new trends while maintaining a personalized
experience.

Katarzyna Ma nica
Karolina Koperek

References:

https://influencermarketinghub.com/tiktok-algorithm/
https://m.mage.ai/how-does-tiktok-use-machine-learning-a2f5dded3a76

Katarzyna Ma nica
Karolina Koperek

TikTok uses AI-powered machine learning to analyze user
interactions, such as likes, shares, and watch time, to create
a highly personalized For You Page (FYP) that adapts to
individual preferences in real-time

Advanced Algorithms

Engagement Metrics
Metrics like video completion rates,
re-watches, and feedback (e.g., "Not
Interested") influence the algorithm,
helping TikTok prioritize high-quality,
engaging content that resonates with
viewers.

Content Categorization
Through computer vision, natural language processing (NLP),
and metadata, TikTok’s AI identifies key features in videos,
such as visuals, audio, and hashtags, to categorize content
andmatch it with the right audience.

TikTok’s algorithm considers
location, language, and
trending topics to provide
culturally relevant and timely
content, helping creators and
brands connect with target
audiences effectively.

Localized and
Trending Content

Dynamic Recommendation System
AI combines content-based and collaborative filtering to
suggest videos based on a user’s activity and the behavior of
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content for maximum engagement.
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AI IN PERSONALIZING CONTENT ON TIKTOK

Katarzyna Maźnica, Karolina Koperek
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Spotify enables users to discover
new music outside their usual
genres

Enhanced Discovery

Spotify analyzes user behavior to
develop new features, improve
algorithms, and predict future
trends in entertainment.

Data-Driven Innovation

Customer Retention

Personalized recommendations
encourage longer streaming
sessions and deeper exploration of
the platforms' catalogs.

Information Technology

Benefits of AI for Spotify

Spotify Wrapped uses AI to analyze every song,
artist, and playlist user have interacted with over
the past year. It identifies patterns, preferences,
and even unique quirks in user’s listening habits.

Spotify Wrapped

A playlist updated weekly with new releases
from artists that users follow or listen to
frequently. It combines user interaction data and
artist release schedules.

Release Radar

It is a playlist generated every Monday that
provides users with a selection of songs based on
their listening habits. It uses collaborative
filtering and natural language processing to
analyze over 2 billion user-created playlists.
Tracks are recommended based on their
relationships with other songs in user playlists,
ensuring diversity and personalization.

Discover Weekly

Key Features of Spotify's AI Systems

Spotify leverages AI to analyze user preferences, viewing or
listening history, and behavioral patterns. Advanced
recommendation systems suggest content tailored to
individual tastes, increasing user satisfaction and
engagement.

Personalized Content Curation

ALGORITHMS IN AI AND CONSUMER
TRENDS PREDICTION FOR SPOTIFY

By consistently delivering relevant
content, AI reduces churn rates.

Magdalena Cie la

Aleksandra Kalemba

Increased User Engagement

- Collaborative Filtering: Matches user
preferences with those of others who share
similar listening habits.
- Content-Based Filtering: Uses metadata, lyrics,
and acoustic attributes to recommend similar
songs.
- Deep Learning Models: AI analyzes song
features like tempo, mood, and key to
recommend songs users may not have
encountered.

Core AI Techniques

https://newsroom.spotify.com/2023-02-22/spotify-debuts-a-new-ai-dj-right-in-your-pocket/
https://community.spotify.com/t5/Content-Questions/Enhanced-Music-Recommendations-and-Personal-Interaction-with/td-p/6614174
https://www.vox.com/culture/389869/spotify-wrapped-google-ai-music-streaming
https://newsroom.spotify.com/2024-04-07/spotify-premium-users-can-now-turn-any-idea-into-a-personalized-playlist-with-ai-playlist-in-beta/
https://marketingaiinstitute.com/blog/spotify-artificial-intelligence

Spotify enables users to discover
new music outside their usual
genres

Spotify analyzes user behavior to
develop new features, improve
algorithms, and predict future
trends in entertainment.

Personalized recommendations
encourage longer streaming
sessions and deeper exploration of
the platforms' catalogs.

Information Technology

Benefits of AI for Spotify

By consistently delivering relevant
content, AI reduces churn rates.

- Collaborative Filtering: Matches user
I f i T h lpreferences with those of others who shareInformation Technologynformation Technology

similar listening habits.
- Content-Based Filtering: Uses metadata, lyrics,
and acoustic attributes to recommend similar
songs.
- Deep Learning Models: AI analyzes song
features like tempo, mood, and key to
recommend songs users may not have
encountered.

Core AI Techniques

Magdalena Cie la

Aleksandra Kalemba

Increased User Engagement

Customer Retention

Data-Driven Innovation

Enhanced Discovery

https://newsroom.spotify.com/2023-02-22/sp // p y / /
https://community.spotify.com/t5/Content-Qp // y p y / / Q
https://www.vox.com/culture/389869/spotifp // / / / p
https://newsroom.spotify.com/2024-04-07/sp // p y / /
https://marketingaiinstitute.com/blog/spotifp // g / g/ p

spotify-debuts-a-new-ai-dj-right-in-your-pocket/p y j g y p /
Questions/Enhanced-Music-Recommendations-and-Personal-IntQ /
fy-wrapped-google-ai-music-streamingy pp g g

spotify-premium-users-can-now-turn-any-idea-into-a-personalizep y p y p
fy-artificial-intelligencey g

teraction-with/td-p/6614174/ p/

ed-playlist-with-ai-playlist-in-beta/p y p y /

ALGORITHMS IN AI AND CONSUMER TRENDS PREDICTION FOR SPOTYFY

Magdalena Cieśla, Aleksandra Kalemba
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Product created
with

artificial intelligence

Marketing

ARTIFICIAL INTELIGENCE IN FOOD INDUSTRY

Mondelez
International
Mondelez International is increasingly using AI
in its research and development lab.
Mondelez uses AI to create new flavors and
optimize recipes. Artificial intelligence also
helps speed up the research and development
process, reducing the number of trials and
tastings needed to create new snacks.

In the Netherlands, the Milka
brand is running a campaign with
an AI generator as its tool. It
allows users to turn prompts into
songs performed by brand
ambassador, rapper Snelle.

Coca Cola® Y3000 Zero Sugar was co-created with human and artificial
intelligence by understanding how fans envision the future through emotions,
aspirations, colors, flavors and more. Fans’ perspectives from around the
world, combined with insights gathered from artificial intelligence, helped

inspire Coca Cola to create the unique taste of Y3000.

AI based ordering
Yum Brands gets a great deal of
help in making their weekly food
orders from an AI based program
in its KFC and Taco Bell
restaurants.
Specifically, the restaurants have
added what Yum Brands calls
“Recommended Ordering”, a
machine learning program that
predicts and recommends the
quantity of product managers
order every week.

ukasz Piotrowski
Micha Podsiad y

ocid=BingNewsSerp
https://businessinsider.com.pl/wiadomosci/coca-cola-i-sztuczna-inteligencja-tworza-napoj-przyszlosci/96vrgwk
https://www.restaurantbusinessonline.com/technology/how-taco-bell-kfc-are-using-technology-lower-their-food-costs
https://www.ogilvy.com/work/let-snelle-sing-it-you

ARTIFICIAL INTELIGENCE IN FOOD INDUSTRY

ukasz Piotrowski
Micha Podsiad y

Product created
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artificial intelligenc
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intelligence by understanding how fans envision the future through emotions,
aspirations, colors, flavors and more. Fans’ perspectives from around the
world, combined with insights gathered from artificial intelligence, helped

inspire Coca Cola to create the unique taste of Y3000.

cce

AI based ordering
Yum Brands gets a great deal of
help in making their weekly food
orders from an AI based program
in its KFC and Taco Bell
restaurants.
Specifically, the restaurants have
added what Yum Brands calls
“Recommended Ordering”, a
machine learning program that
predicts and recommends the
quantity of product managers
order every week.

Mondelez
International
Mondelez International is increasingly using AI
in its research and development lab.
Mondelez uses AI to create new flavors and
optimize recipes. Artificial intelligence also
helps speed up the research and development
process, reducing the number of trials and
tastings needed to create new snacks.

Marketing
In the Netherlands, the Milka
brand is running a campaign with
an AI generator as its tool. It
allows users to turn prompts into
songs performed by brand
ambassador, rapper Snelle.

ARTIFICIAL INTELLIGENCE IN FOOD INDUSTRY

Łukasz Piotrowski, Michał Podsiadły
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BLIK: THE POWER OF DIGITAL PAYMENTS 

BLIK: THE POWER OF DIGITAL PAYMENTS                                                                                                                                                       

Otylia Trojak, Marta Zakrzewska
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WHAT IS A
CRYPTOCURRENCY?

CRYPTOCURRENC I E S VS . TRAD I T IONAL F INANC IA L SY STEMS

LOW TRANSACTION
FEES

SPEED AND
EFFICIENCY

FINANCIAL
INCLUSION

PEER-TO-PEER TRANSACTIONS

REFERENCES

WHICH IS BETTER: THE CENTRAL
BANK OR DIGITAL ASSETS?

CRYPTOCURRENCIES VS. TRADITIONAL FINANCIAL SYSTEMS

Łukasz Trawicki, Kacper Śmiłek
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Deepfake&AI in
Advertising -

EthicsandPractical
Applications

What is Deepfake & AI in Advertising?
Deepfake technology, powered by AI, enables realistic manipulation of images, videos, and
voices. In marketing, it is used to create engaging content, personalize ads, and reduce

production costs.

Real-World Examples
from Poland
Deepfake of Krystyna Czubówna
OLX used deepfake technology in its
campaign “A nie mówi am?” ("Didn’t I
Tell You?") to raise awareness about
online scams. AI recreated the well-
known narrator’s voice and image to
make the message more compelling.

AI-Generated Ads
abka, a leading Polish convenience
store chain, experiments with AI to
create personalized promotional
content, optimizing engagement and
reach.

Benefits of AI in Advertising

Lower Production Costs – No
need for expensive filming or
hiring actors.

Personalization – AI tailors
messages to specific audiences.

Increased Engagement – AI-
generated content featuring
well-known personalities
attracts attention.

Real-Time Content Creation – AI
can generate ads dynamically,
adjusting to user preferences.

Ethical Challenges

Consumer Manipulation –
Audiences may not realize the
content is AI-generated.

Consent Issues – Was permission
granted for using someone's
likeness?

Trust & Transparency – Overuse of
AI may erode consumer trust.

Risk of Misinformation – Deepfake
technology is often linked to fake
news and fraud.
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The most essential benefits of deferred payment:
Increased sales - businesses may increase their
revenue due to selling more products through
BNPL.
Additional fees are often not charged if the
payment is made on time.
Provides Customers with Flexibility - customers
don’t need to possess the amount of money
required to buy certain products.
Cash Flow optimization - BNPL helps businesses
manage their cash flow effectively by enabling
payments to be spread over time. This
approach allows companies to make substantial
purchases without overburdening their
budgets.

Possible risks of deferred payment:
Indebtedness - the costs of deferred
payments can add up quickly, and high
interest rates can lead to growing debt.
Addiction - the convenience of service
may lead to excessive BNPL usage.
Attracting low-quality borrowers - people
choose to buy products primarily due to
the availability of the BNPL service, rather
than out of trust in the company.
Commission - sellers usually are obliged to
pay for introducing this service which
becomes an extra cost.

Impact on credit rating

Limited credit rating is one of the most serious and
dangerous consequences of using BNPL. Every single
transaction is a form of a credit and it is recorded in credit
reporting service. In case of granting a credit, banks check
and analyse your credit report. If there are many deferred
payments, the credit may not be granted because of the
risk of not being able to pay the installments.
Customers should pay attention to controlling their budget
and use this service only when they are sure they can
afford it.
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What do polish people buy through BNPL (2022)?

Deferred payment is a service that allows customers to purchases a product without paying for it right after recording a transaction.
The customer is supposed to effect the payment after 30- 45 days or may decide to divide into installments. Buy Now, Pay Later
(BNPL) gives the flexibility to decide when to pay for their order.
The most popular fintechs in this branch are Klarna, Twisto, PayPo. Currently even some online shops and banks strive to meet
customer’s expectations and decide to launch this service, for instance Allegro Pay and Alior Pay.
According to CRIF and FRRF loan sector extended loans worth approximately 363,5 mln PLN (October 2023).
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Define Your Audience: Identify key demographics.Define Your Audience: Identify key demographics.11..
Set Goals: Determine campaign objectives.Set Goals: Determine campaign objectives.22..
Choose a Platform: Select tools for list management and analytics.Choose a Platform: Select tools for list management and analytics.33..
Build an Email List: Grow an opt-in list organically.Build an Email List: Grow an opt-in list organically.44..
Segment Your List: Customize emails for specific groups.Segment Your List: Customize emails for specific groups.55..
Create Your Email: Develop engaging, action-driven content.Create Your Email: Develop engaging, action-driven content.66..
Test andMeasure: Optimize and analyze results for improvement.Test andMeasure: Optimize and analyze results for improvement.77..
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A Worthwhile Investment or Just Digital Clutter?

Ewelina Ko win
Monika Kreis

E-mail MarketingE-mail Marketing is a strategy where businesses send newsletters,is a strategy where businesses send newsletters,
promotions and announcements via email to reach customerspromotions and announcements via email to reach customers
and potential clients.and potential clients. It’s a key tool for directly engagingIt’s a key tool for directly engaging
with a target audience.with a target audience.

Broad Reach:Broad Reach: Email marketing connects with over 4 billion usersEmail marketing connects with over 4 billion users
worldwide asmost of them check their email multiple times a day.worldwide asmost of them check their email multiple times a day.
High ROI:High ROI: With a 4500%ROI (DMA), it’s one of themost rewardingWith a 4500%ROI (DMA), it’s one of themost rewarding
marketing strategies.marketing strategies.
Personalization:Personalization: Tailored content based on behaviorTailored content based on behavior
and demographics boosts engagement and drives 6x higherand demographics boosts engagement and drives 6x higher
transaction rates (Experian).transaction rates (Experian).
Measurable Results:Measurable Results: Easily-tracked open rates,Easily-tracked open rates,
click-throughsclick-throughs and conversions to optimize campaigns.and conversions to optimize campaigns.
Cost-Effective:Cost-Effective: Affordable for all businesses, offering a high impactAffordable for all businesses, offering a high impact
forminimal investment.for minimal investment.
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Emails to Unsubscribed UsersEmails to Unsubscribed Users - violates laws, annoys customers and ruins reputation.- violates laws, annoys customers and ruins reputation.
Hard-to-Unsubscribe LinksHard-to-Unsubscribe Links -must be easy to find and use.- must be easy to find and use.
Over-Sending EmailsOver-Sending Emails - repetition leads to unsubscribes.- repetition leads to unsubscribes.
Untested TemplatesUntested Templates - errors harm credibility and land in spam.- errors harm credibility and land in spam.
Ignoring AudienceIgnoring Audience - insensitive or irrelevant emails damage brand and ROI.- insensitive or irrelevant emails damage brand and ROI.

E-mail marketing is a cost-effectiveE-mail marketing is a cost-effective
and powerful tool for reaching audiences,and powerful tool for reaching audiences,
driving engagement, and achieving high ROI.driving engagement, and achieving high ROI.
By avoiding commonmistakes and followingBy avoiding commonmistakes and following
a strategic approach, businesses can optimizea strategic approach, businesses can optimize
campaigns, connect with customerscampaigns, connect with customers
and drivemeasurable results.and drivemeasurable results.

Define Your Audience: Identify key demographics.DDDeeefffiiinnneeeYYYoYYoouuurrr AAAuuudddiiieeennnccceee::: IIIdddeeennntttiiifffyffyyfffffff kkkeeeyeeyydddeeemmmooogggrrrarraappphhhiiicccsss...1111....
Set Goals: Determine campaign objectives.SSSeeetttGGGoooaaalllsss::: DDDeeettteeerrrmmmiiinnneee cccaaammmpppaaaiiigggnnnooobbbjjjeeeccctttiiivvvevveesss...2222....
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Build an Email List: Grow an opt-in list organically.BBBuuuiiillldddaaannnEEEmmmaaaiiilll LLLiiisssttt::: GGGrrrorroowwwaaannnooopppttt---iiinnn llliiisssttt ooorrrgrggaaannniiicccaaallllllyyy.yy..4444....
Segment Your List: Customize emails for specific groups.SSSeeegggmmmeeennnttt YYYoYYoouuurrr LLLiiisssttt::: CCCuuussstttooommmiiizzzeeeeeemmmaaaiiilllsss fffoffoorrr ssspppeeeccciiifffiiicccgggrrrorroouuupppsss...5555....
Create Your Email: Develop engaging, action-driven content.CCCrrrerreeaaattteeeYYYoYYoouuurrr EEEmmmaaaiiilll::: DDDeeevevvevveelllooopppeeennngggaaagggiiinnnggg,,, aaaccctttiiiooonnn---dddrrriiivvvevveennncccooonnnttteeennnttt...6666....
Test andMeasure: Optimize and analyze results for improvement.TTTeeesssttt aaannndddMMMeeeaaasssuuurrreree::: OOOppptttiiimmmiiizzzeeeaaannndddaaannnaaalllyyyzyyzzeee rrrerreesssuuullltttsss fffofoorrr iiimmmppprrroroovovvevveemmmeeennnttt...7777....
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E-mail MarketingEEE---mmmaaaiiilllMMMaaarrrkkkeeetttiiinnnggg is a strategy where businesses send newsletters,iiisss aaa ssstttrrrarraattteeegggyyywwwhhheeerrrereebbbuuusssiiinnneeesssssseeesss ssseeennndddnnneeewwwsssllleeetttttteeerrrsrss,,,
promotions and announcements via email to reach customersppprrrorroommmoootttiiiooonnnsss aaannndddaaannnnnnooouuunnnccceeemmmeeennntttsss vvviiiaaaeeemmmaaaiiilll tttooo rrrereeaaaccchhhcccuuussstttooommmeeerrrsrss
and potential clients.aaannndddpppooottteeennntttiiiaaalll cccllliiieeennntttsss... It’s a key tool for directly engagingIIIttt’’’sss aaakkkeeeyeyy tttoooooolll fffoffoorrr dddiiirrrereeccctttlllyyy eeennngggaaagggiiinnnggg
with a target audience.wwwiiittthhhaaa tttaaarrrgrggeeettt aaauuudddiiieeennnccceee...

Broad Reach:BBBrrrorooaaadddRRReeeaaaccchhh::: Email marketing connects with over 4 billion usersEEEmmmaaaiiilllmmmaaarrrkkkeeetttiiinnngggcccooonnnnnneeeccctttssswwwiiittthhhooovoovvevveerrr444bbbiiilllllliiiooonnnuuussseeerrrsrss
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Cost-Effective:CCCooosssttt---EEEffffffffeffeeccctttiiivvvevee::: AfA fordable for all businesses, offering a high impactAAAfAAffAAAAA fffffofoorrrdrddaaabbbllleee fffoffoorrr aaallllll bbbuuusssiiinnneeesssssseeesss,,, oooffffffffefeerrriiinnngggaaahhhiiiggghhh iiimmmpppaaacccttt
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Is simply the automation of
tasks and the implementation
of robots into the banking

environment. This can range
from customer service to data

verification, document
circulation or risk

management

ML

Thanks to its ability to learn
fromdata, improves decision-
making processes over time,

resulting in increasingly efficient
and effective bank operations

Can analyse large volumes
of data, identifying patterns

and trends that are
impossible for humans to

detect, making it invaluable
for predictive risk analysis,

personalising offers to
customers or detecting

financial fraud
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AI

RPA
Allows the simulation of

human activities in a digital
environment, automating

routine and repetitive tasks.
WithRPA, banks can process
transactions,manage customer
data or fulfil queries quickly
and efficiently, significantly

reducing operational time and
costs

PKOBank Polski has automated 320
business processes, with "digital
employees" completing over 300

million tasks. In the past year, robots
performed 100million activities.
Automating repetitive processes
allows the bank to handlemore

customer transactions and improve
operational efficiency. The bank also
implemented intelligent data reading

tools for 7million documents,
accelerating automation across various

processes.

Integrating new automation
technologieswith complex, long-
developed banking systems can be
challenging due to compatibility
issues.Gradual implementation,

startingwith simpler processes, and
choosing flexible automation
solutions can ease integration.

Automation involves processing
large amounts of data,making
robust security systems crucial.

Compliancewith data protection
regulations and employee
awareness of security best

practices are key.

Is simply the automation of
tasks and the implementation
of robots into the banking

environment. This can range
frff om customer service to data

verififf cation, document
circulation or risk

management

A Can analyse large volumes
of data, identifyff ing patterns

and trends that are
impossible foff r humans to

detect, making it invaluable
foff r predictive risk analysis,

personalising offff eff rs to
customers or detecting

fiff nancial frff aud

C
f

AI

ML

nks to its ability to learn
data, improves decision-
ng processes over time,

resulting in increasingly effff iff cient
and effff eff ctive bank operations

Than
frff omd
makin

ML

RPA
Allows the simulation of

human activities in a digital
environment, automating

routine and repetitive tasks.
WithRPA, banks can process
transactions,manage customer
data or fuff lfiff l queries quickly
and effff iff ciently, signififf cantly

reducing operational time and
costs

t
RPAA

All

Integrating new automation
technologieswith complex, long-
developed banking systems can be
challenging due to compatibility
issues.Gradual implementation,

startingwith simpler processes, and
choosing flff exible automation
solutions can ease integration.
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PKOBank Polski has automated 320
business processes, with "digital
employees" completing over 300

million tasks. In the past year, robots
perfoff rmed 100million activities.
Automating repetitive processes
allows the bank to handlemore

customer transactions and improve
operational effff iff ciency. The bank also
implemented intelligent data reading

tools foff r 7million documents,
accelerating automation across various

processes.

Automation involves processing
large amounts of data,making
robust security systems crucial.

Compliancewith data protection
regulations and employee
awareness of security best

practices are key.

HOW IS ROBOTIZATION CHANGING FINANCIAL SERVICES

Natalia Mróz, Klaudia Kurach, Bartłomiej Fijał
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Enhanced EngagementEnhanced EngagementEnhanced Engagement targeted audiencetargeted audiencetargeted audience

Higher AuthenticityHigher AuthenticityHigher Authenticity Maintaining ImmersionMaintaining ImmersionMaintaining Immersion
Billboards in a racing game
or branded sports gear in a

football simulation, can
blend seamlessly into the

gameplay, providing a
realistic experience.

Gaming attracts a wide range
of age groups, but

particularly the lucrative 18–
34 segment. Also, ads can be
tailored based on the player's

preferences or location.

Tracking the effectiveness
of in-game ads is more

complex than traditional
digital ads.

Ads must align with the
game's context and target
audience. For example, a
luxury car ad fits well in a
racing game, but not in a

medieval fantasy RPG.

RelevanceRelevanceRelevance Measuring ROIMeasuring ROIMeasuring ROI
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EEEEEEEEEEEEEEEEEEE
Gaming attracts a wide range

of age groups, but
particularly the lucrative 18–
34 segment. Also, ads can be
tailored based on the player's

preferences or location.
nnnnnnnnnnnnnnnnnn

Billboards in a racing game
or branded sports gear in a

football simulation, can
blend seamlessly into the

gameplay, providing a
realistic experience.

Ads must align with the
game's context and target
audience. For example, a
luxury car ad fits well in a
racing game, but not in a

medieval fantasy RPG.

Tracking the effectiveness
of in-game ads is more

complex than traditional
digital ads.
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IN-GAME ADVERTISING

Sebastian Szerszeń, Dominik Tomczak, Hubert Lorek
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SSSSSSiiiinnnnccccceeeeee 2200000222220000
LLLLLLLPPPPPPPPPPP iiissss uuuusssiiiiiinnnnnngggggg ssppeeeeccciiiaall
AAAAAAAAII aaaaalllllgggggooooorrriiitttthhhmmmsss iiinnn ttttthhhhhhheeeeeiiiirrrr
eeeee---ccccooommmmmmmmmmeeeeerrrccceee
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INNOVATIONS THAT DEFINE THE FUTURE OF LPP

Filip Jurczak, Kacper Chomoncik
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MICROINFLUENCERS - THE FUTURE OF SOCIAL MEDIA MARKETING

Filip Oleś, Piotr Tabak, Kamil Mrozowski
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Midjourney is widely used for creating marketing
graphics like banners, posters, and promotional
materials for social media. It enables companies
to quickly generate appealing visuals for
products or campaigns, making it easy to test
different concepts and styles cost-effectively.
It’s also valuable for social media content,
helping produce unique illustrations and eye-
catching images that boost audience engagement.

Conclusion

Purpose

Pros

Cons

Midjourney and its role in
content marketing

Usage

Speed: Generate high-quality
graphics in minutes, saving time
over traditional design methods.
Editing: Refine details and
explore alternatives with
features like upscaling.
Unlimited Creativity: Experiment
with styles and effects, even
without advanced artistic skills.
Cost-Effective: Affordable
subscription for businesses and
startups seeking professional
results without a big investment.

Viet Anh Nguyen
Milena Ozga

AI IMAGE GENERATOR

Midjourney uses AI to turn text prompts
into images. Users describe key details
like style, theme, and composition, and
the AI processes this input to create
visuals. Through a diffusion process, it
refines a noisy image into a detailed
design. Midjourney is ideal for producing
high-quality, realistic, or stylized
graphics efficiently.

Midjourney is transforming marketing by enabling
the creation of customized, brand-aligned visuals
quickly and affordably. It saves time and
resources, eliminating the need for expensive
designers or stock images. The tool enhances
engagement by producing eye-catching content that
resonates with target audiences across platforms
like social media, blogs, and emails. Additionally,
Midjourney's adaptability allows marketing teams to
stay relevant by creating timely visuals in
response to trends or events. This makes it a
valuable asset for improving brand identity,
engagement, and digital marketing performance.

Limited Precision: Achieving desired results depends
on prompt accuracy; complex ideas may require
multiple attempts.
Lack of Intuition: AI can't replace human creativity
and precision for highly accurate projects.
Copyright Concerns: AI-generated images may not be
fully copyright-protected, risking potential
infringement on existing works.

REFERENCES
https://www.linkedin.com/pulse/midjourney-its-role-content-marketing--de2vf
https://cyrekdigital.com/pl/baza-wiedzy/midjourney/
https://www.midjourney.com/home
https://semcore.pl/midjourney-co-to-jest-i-jak-z-niego-korzystac/

MidJourney is rapidly becoming an essential
tool in content marketing. Its capability
to generate high-quality, tailored images
quickly and affordably is revolutionizing
the way businesses create and share their
content. By incorporating MidJourney into
their marketing strategies, companies can
greatly enhance the quality and impact of
their campaigns, helping them stand out in
an increasingly crowded marketplace.

Viet Anh Nguyen
Milena Ozga

Purpose

Midjourney is widely used for creating marketing
graphics like banners, posters, and promotional
materials for social media. It enables companies
to quickly generate appealing visuals for
products or campaigns, making it easy to test
different concepts and styles cost-effectively.
It’s also valuable for social media content,
helping produce unique illustrations and eye-
catching images that boost audience engagement.

Purpose

Pros

Speed: Generate high-quality
graphics in minutes, saving time
over traditional design methods.
Editing: Refine details and
explore alternatives with
features like upscaling.
Unlimited Creativity: Experiment
with styles and effects, even
without advanced artistic skills
Cost-Effective: Affordable
subscription for businesses and
startups seeking professional
results without a big investment
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Limited Precision: Achieving desired results depends
on prompt accuracy; complex ideas may require
multiple attempts.
Lack of Intuition: AI can't replace human creativity
and precision for highly accurate projects.
Copyright Concerns: AI-generated images may not be
fully copyright-protected, risking potential
infringement on existing works.
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Usage

Midjourney uses AI to turn text prompts
into images. Users describe key details
like style, theme, and composition, and
the AI processes this input to create
visuals. Through a diffusion process, it
refines a noisy image into a detailed
design. Midjourney is ideal for producing
high-quality, realistic, or stylized
graphics efficiently.

Midjourney and its role in
content marketing

idjourney is transforming marketing by enabling
he creation of customized, brand-aligned visuals
uickly and affordably. It saves time and
esources, eliminating the need for expensive

designers or stock images. The tool enhances
engagement by producing eye-catching content that
resonates with target audiences across platforms
like social media, blogs, and emails. Additionally,
Midjourney's adaptability allows marketing teams to
stay relevant by creating timely visuals in
response to trends or events. This makes it a
valuable asset for improving brand identity,
engagement, and digital marketing performance.
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Conclusion

MidJourney is rapidly becoming an essential
tool in content marketing. Its capability
to generate high-quality, tailored images
quickly and affordably is revolutionizing
the way businesses create and share their
content. By incorporating MidJourney into
their marketing strategies, companies can
greatly enhance the quality and impact of
their campaigns, helping them stand out in
an increasingly crowded marketplace.

Conclusion

REFERENCES
https://www.linkedin.com/pulse/midjourney-its-role-content-marketing--de2vf
https://cyrekdigital.com/pl/baza-wiedzy/midjourney/
https://www.midjourney.com/home
https://semcore.pl/midjourney-co-to-jest-i-jak-z-niego-korzystac/

MIDJOURNEY MEETS MARKETING: THE FUTURE OF VISUAL CONTENT

Viet Anh Nguyen, Milena Ozga
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HOW SUBSCRIPTION STRATEGY AND DATA ANALYTICS TRANSFORMED THE

ENTERTAINMENT INDUSTRY AND FINANCIAL MODELS

Wiktkk ot ria KoKK cielniak

Matyyt lda Mordarskakk

RIRR PTPP ITT ON STRARR TAA EGY AND DATAA A ANALYLL TYY ITT CS TRARR NSF

TERTRR AIAA NMENT INDUSTRYRR AND FIFF NANCICC AL MODEL

NETFLIX

Wiktoria Kościelniak, Matylda Mordarska

NETFLIX - HOW SUBSCRIPTION STRATEGY AND DATA ANALYTICS TRANSFORMED THE ENTERTAINMENT INDUSTRY 

AND FINANCIAL MODELS
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Duolingo frequently uses real-time
marketing in their social media
campaigns. In 2024, during the

premiere of the second season of
the series Squid Game, they

posted short videos featuring their
brand's mascot (the owl) dressed
as a guard from the show. By
creating these short, funny, and

creative videos, Duolingo went viral
and positively enhanced its brand

image.

LEGO: Leo’s
Big Win

LEGO to celebrate Leonardo
DiCaprio's long-awaited Oscar win
in 2016 for his role in The Revenant,

posted an image of a LEGO
minifigure holding a tiny golden
Oscar statuette, with the caption:
"LEGO Leonardo finally gets his
Oscar. A big day for a small guy."
LEGO's clever use of their brand
imagery and a cultural milestone
resonated widely, earning praise

for its creativity and perfect timing.

Crocs:
Wickedly
Stylish

For the Wicked movie premiere,
Crocs crafted a clever real-time

marketing post. They featured two
themed pairs of Crocs: an emerald
green pair representing Elphaba’s
bold, magical vibe and a sparkling
silver pair inspired by Glinda’s

glamorous style.
The caption read: "Whether you're

defying gravity or spreading
kindness, we’ve got the perfect
pair for your journey." The post
enchanted fans of the musical

while showcasing Crocs' creativity
and connection to pop culture

moments.

Burger
King: Bite
Into Tech

Burger King tapped into the iPhone 15
buzz with a witty real-time marketing
post, comparing the phone’s premium
features to their “groundbreaking”
Whopper. A standout caption read:
“iPhone 15 is cutting-edge, but have
you tried our freshly grilled Whopper?
Same satisfaction, a fraction of the
price.” The campaign, tied to a
Whopper promotion, boosted

engagement and highlighted Burger
King’s playful marketing style.

Oreo:
Lights Out,
Snack On

One of the most popular
manifestations of real-time

marketing online was the Oreo
brand’s response to technical

issues during the 2013 Super Bowl
championship. The company

referred to a power outage during
the final. Marketers took advantage
of the fact that concerned fans

were likely to go on Twitter looking
for information about what was

happening. Thanks to a funny post
and tags, Oreo gained 15,000

shares of the post.

IKEA:
Harry Still
Here

On the day of Prince Harry and
Meghan Markle's wedding, IKEA
Poland posted on Facebook:
"Don't worry, HARRY is still
available", referring to their
'HARRY' chair. This clever

wordplay linked the royal event
to their product, generating

significant online engagement.

Real-Time Marketing (RTM) is a strategy that involves quickly reacting to current events,
trends, or situations in a creative and engaging way. Brands use hot topics like memes, sports

events, holidays, or even the weather to connect with their audience in real time.

Duolingo:
Owl in the
Squid Game

Real-Time Marketing (RTM) is a strategy that involves quickly reacting to current events,
trends, or situations in a creative and engaging way. Brands use hot topics like memes, sports

events, holidays, or even the weather to connect with their audience in real time.

Duolingo frequently uses real-time
marketing in their social media
campaigns. In 2024, during the

premiere of the second season of
the series Squid Game, they

posted short videos featuring their
brand's mascot (the owl) dressed
as a guard from the show. By
creating these short, funny, and

creative videos, Duolingo went viral
and positively enhanced its brand

image.

Duolingo:
Owl in the
Squid Game

Burger
King: Bite
Into Tech

Burger King tapped into the iPhone 15
buzz with a witty real-time marketing
post, comparing the phone’s premium
features to their “groundbreaking”
Whopper. A standout caption read:
“iPhone 15 isii cuttinii g-edgd e, but have
you trirr ed our frff eshly grirr lled WhWW opper?
Same satisi faff ction, a frff arr ction of the
prirr ce.” The campaign, tied to a
Whopper promotion, boosted

engagement and highlighted Burger
King’s playful marketing style.

LEGO: Leo’s
Big Win

LEGO to celebrate Leonardo
DiCaprio's long-awaited Oscar win
in 2016 for his role in The Revenant,

posted an image of a LEGO
minifigure holding a tiny golden
Oscar statuette, with the caption:
"L" EGO Leonardo fiff nii ally gets hisi
Oscar.rr A bigi day foff r a small guy.yy "
LEGO's clever use of their brand
imagery and a cultural milestone
resonated widely, earning praise

for its creativity and perfect timing.

Oreo:
Lights Out,
Snack On

One of the most popular
manifestations of real-time

marketing online was the Oreo
brand’s response to technical

issues during the 2013 Super Bowl
championship. The company

referred to a power outage during
the final. Marketers took advantage
of the fact that concerned fans

were likely to go on Twitter looking
for information about what was

happening. Thanks to a funny post
and tags, Oreo gained 15,000

shares of the post.

Crocs:
Wickedly
Stylish

For the Wicked movie premiere,
Crocs crafted a clever real-time

marketing post. They featured two
themed pairs of Crocs: an emerald
green pair representing Elphaba’s
bold, magical vibe and a sparkling
silver pair inspired by Glinda’s

glamorous style.
The caption read: "WhWW ether you'r' e

defyff iyy nii g grarr vivv tyt or spreadinii g
kikk nii dness, we’ve got the perfeff ct
pairii foff r your journrr ey.yy " The post
enchanted fans of the musical

while showcasing Crocs' creativity
and connection to pop culture

moments.

IKEA:
Harry Still
Here

On the day of Prince Harry and
Meghan Markle's wedding, IKEA
Poland posted on Facebook:
"D" on't worrrr yr ,yy HAHH RRY isii still
avavv ilable", referring to their
'HARRY' chair. This clever

wordplay linked the royal event
to their product, generating

significant online engagement.

REAL-TIME MARKETING

Kinga Motyka, Nikola Konik
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HowSpotifyUsesDataAnalytics to TransformMusicMarketing

DEVELOPMENT OF AI IN SPOTIFY
SPOTIFY USES AI TO POWER MUSIC

RECOMMENDATIONS. MACHINE LEARNING
ANALYZES USER BEHAVIOR TO SUGGEST SONGS,

NLP SCANS TEXT TO CLASSIFY MUSIC BY
DESCRIPTIVE TERMS, AND CNNS ANALYZE
AUDIO FEATURES LIKE BPM AND KEY TO
CATEGORIZE TRACKS. THIS CREATES

PERSONALIZED PLAYLISTS AND ENHANCES THE
LISTENING EXPERIENCE.

SPOTIFY’S HOME SCREEN UTILIZES A
MACHINE LEARNING ALGORITHM CALLED

BART (BAYESIAN ADDITIVE
REGRESSION TREES). THIS MODEL
COMBINES MULTIPLE WEAK DECISION
TREES USING BAYESIAN METHODS AND

EMPLOYS AN ITERATIVE MCMC
ALGORITHM FOR PREDICTIONS.

IN SPOTIFY BART HELPS PREDICT AND
PERSONALIZE SHELVES, OFFERING
RECOMMENDATIONS BASED ON YOUR

LISTENING HISTORY.

SPOTIFY HOME
SCREEN

SPOTIFY DAYLIST
DAYLIST ON SPOTIFY IS A DYNAMIC, HYPER-

PERSONALIZED PLAYLIST THAT EVOLVES WITH MOOD
THROUGHOUT THE DAY, UPDATING FREQUENTLY WITH
UNIQUE MICROGENRES AND VIBES TAILORED TO

SPECIFIC MOMENTS.

SPOTIFY ANALYZES USERS DATA AND BASED ON THEIR
PREVIOUS LISTENING, CREATES AN EVER-CHANGING

PLAYLIST RELATED TO THE MUSIC THAT THEY LISTEN
TO MOST OFTEN AT A SPECIFIC PART OF DAY AND DAY

OF THE WEEK WHICH POSITIVELY AFFECTS THE
LISTENERS' EXPERIENCE

CONCLUSION

SPOTIFY USES AI AND DATA ANALYTICS TO PERSONALIZE USER
EXPERIENCES AND TRANSFORM MUSIC MARKETING. MACHINE LEARNING

ANALYZES USER BEHAVIOR, WHILE NLP AND NEURAL NETWORKS CLASSIFY
AND CATEGORIZE MUSIC. THIS ENABLES FEATURES LIKE "DISCOVER

WEEKLY" AND "WRAPPED," DRIVING ENGAGEMENT AND ATTRACTING NEW
USERS.

INPUT DATA
MACHINE
LEARNING
ALGORITHM

SPOTIFY COLLECT AND ANALYZE EXTENSIVE
USER DATA, SUCH AS LISTENING HABITS,

SEARCH HISTORY, SONGS SKIPS AND PLAYLIST
ACTIVITY, TO CREATE PERSONALIZED MUSIC
RECOMMENDATIONS. BY USING COLLABORATIVE
FILTERING, A MACHINE LEARNING METHOD
ANALYZING SIMILAR USERS BEHAVIORS,

SPOTIFY IDENTIFIES PATTERNS AND SUGGESTS
TAILORED CONTENT. THIS APPROACH BOOSTS

USER ENGAGEMENT BY UP TO 60%,
HIGHLIGHTING ITS IMPACT ON THE CUSTOMER

EXPERIENCE.

PROCESSED INPUT
DATA

BILLIONS OF
USER’S

PLAYLISTS

INPUT DATA

SONGS YOU
LISTEN TO

SPOTIFY
BUILDS YOUR

“TASTE
PROFILE”

PREDICTION

SPOTIFY FINDS
SIMILAR SONGS

SPOTIFY WRAPPED SHOWCASES THE BRAND’S
CONNECTION TO ITS COMMUNITY. PREMIUM
USERS CAN VIEW AND SHARE THEIR TOP
ARTISTS AND SONGS, CREATING
PERSONALIZED CONTENT THAT ENGAGES
LISTENERS AND ATTRACTS NEW USERS
THROUGH SOCIAL MEDIA.

SPOTIFY WRAPPED

The authors:
Marcelina Ogarek
Aleksandra Stanuch
Agnieszka Suchan

POTIFY USES AI AND DATA ANALYTICS TO PERSONALIZE USER
EXPERIENCES AND TRANSFORM MUSIC MARKETING. MACHINE LEARNING

ANALYZES USER BEHAVIOR, WHILE NLP AND NEURAL NETWORKS
CLASSIFY AND CATEGORIZE MUSIC. THIS ENABLES FEATURES LIKE
"DISCOVER WEEKLY" AND "WRAPPED," DRIVING ENGAGEMENT AND

ATTRACTING NEW USERS.

SPOTIFY FINDS
30 SONGS

BASED ON YOUR
INTEREST

The authors:
Marcelina Ogarek
Aleksandra Stanuch
Agnieszka Suchan

HowSpotifyff UsesDataAnalytyy ics to Transfoff rmMusicMarketing

SPOTIFY WRAPPED SHOWCASES THE BRAND’S
CONNECTION TO ITS COMMUNITY. PREMIUM
USERS CAN VIEW AND SHARE THEIR TOP
ARTISTS AND SONGS, CREATING
PERSONALIZED CONTENT THAT ENGAGES
LISTENERS AND ATTRACTS NEW USERS
THROUGH SOCIAL MEDIA.

SPOTIFY WRAPPED DEVELOPMENT OF AI IN SPOTIFY
SPOTIFY USES AI TO POWER MUSIC

RECOMMENDATIONS. MACHINE LEARNING
ANALYZES USER BEHAVIOR TO SUGGEST SONGS,

NLP SCANS TEXT TO CLASSIFY MUSIC BY
DESCRIPTIVE TERMS, AND CNNS ANALYZE
AUDIO FEATURES LIKE BPM AND KEY TO
CATEGORIZE TRACKS. THIS CREATES

PERSONALIZED PLAYLISTS AND ENHANCES THE
LISTENING EXPERIENCE.

SPOTIFY DAYLIST
DAYLIST ON SPOTIFY IS A DYNAMIC, HYPER-

PERSONALIZED PLAYLIST THAT EVOLVES WITH MOOD
THROUGHOUT THE DAY, UPDATING FREQUENTLY WITH
UNIQUE MICROGENRES AND VIBES TAILORED TO

SPECIFIC MOMENTS.

SPOTIFY ANALYZES USERS DATA AND BASED ON THEIR
PREVIOUS LISTENING, CREATES AN EVER-CHANGING
PLAYLIST RELATED TO THE MUSIC THAT THEY LISTEN
TO MOST OFTEN AT A SPECIFIC PART OF DAY AND DAY

OF THE WEEK WHICH POSITIVELY AFFECTS THE
LISTENERS' EXPERIENCE

SPOTIFY’S HOME SCREEN UTILIZES A
MACHINE LEARNING ALGORITHM CALLED

BART (BAYESIAN ADDITIVE
REGRESSION TREES). THIS MODEL
COMBINES MULTIPLE WEAK DECISION
TREES USING BAYESIAN METHODS AND

EMPLOYS AN ITERATIVE MCMC
ALGORITHM FOR PREDICTIONS.

IN SPOTIFY BART HELPS PREDICT AND
PERSONALIZE SHELVES, OFFERING
RECOMMENDATIONS BASED ON YOUR

LISTENING HISTORY.

SPOTIFY HOME
SCREEN

SPOTIFY COLLECT AND ANALYZE EXTENSIVE
USER DATA SUCH AS LISTENING HABITSUSER DATA, SUCH AS LISTENING HABITS,

SEARCH HISTORY, SONGS SKIPS AND PLAYLIST
ACTIVITY, TO CREATE PERSONALIZED MUSIC
RECOMMENDATIONS. BY USING COLLABORATIVE
FILTERING, A MACHINE LEARNING METHOD
ANALYZING SIMILAR USERS BEHAVIORS,

SPOTIFY IDENTIFIES PATTERNS AND SUGGESTS
TAILORED CONTENT. THIS APPROACH BOOSTS

USER ENGAGEMENT BY UP TO 60%,
HIGHLIGHTING ITS IMPACT ON THE CUSTOMER

EXPERIENCE.

MACHINE
LEARNING
ALGORITHM

INPUT DATA PREDICTION

SPOTIFY FINDSS
30 SONGS

BASED ON YOURR
INTEREST

SPOTIFY FINDBILLIONS OF
USER’S

PLAYLISTS

BILLIONS OF
SPOTIFY FINDS
SIMILAR SONGS

S
S

INPUT DATA PPROCESSED INPUTT
DATA

SPOTIFY USES AI AND DATA ANALYTICS TO PERSONALIZE USER
EXPERIENCES AND TRANSFORM MUSIC MARKETING. MACHINE LEARNING

ANALYZES USER BEHAVIOR, WHILE NLP AND NEURAL NETWORKS CLASSIFY
AND CATEGORIZE MUSIC. THIS ENABLES FEATURES LIKE "DISCOVER

WEEKLY" AND "WRAPPED," DRIVING ENGAGEMENT AND ATTRACTING NEW
USERS.

CONCLUSIONSPOTIFY
BUILDS YOUR

“TASTE
PROFILE”

SPOTIFY
SONGS YOU
LISTEN TO

SPOTIFY - HOW SPOTIFY USES DATA ANALYTICS TO TRANSFORM MUSIC MARKETING

Marcelina Ogarek, Aleksandra Stanuch, Agnieszka Suchan
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STEAM: HOW VALVE REDEFINED THE GAMING WORLD

Patryk Drabik, Arian Bąk, Andrzej Justyniarski
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THE RISE OF DIGITAL PAYMENTS

Mariam Zaalishvili, Artem Tovkes
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Alicja Bzymek

Oliwia GierulskaO

Revolut was founded in 2015 in the United

Kingdom by Nikolay Storonsky and Vlad

Yatsenko. Initially, it operated as an app for

Introduction

low-cost international money transfers and currency

exchange. Over the years, Revolut has evolved into a

global financial super-app, offering banking,

investment, and cryptocurrency services. Today,

Revolut serves over 30 million users in more than

200 countries.

Future Plans

Sources:

https://l.facebook.com/l.php?u=https%3A%2F%2Ffintechbranding.studio%2F%3Ffbclid%3DIwZXh0bgNhZW0CMTAAAR0fHnxYpq1TjHAJIE-

Hbum8WllxmIHA0hrBF2ozG6yqrcunMf_1-

LGkdp0_aem__Ezp3v1avoqE16XIXMwi7g&h=AT0pgG7s359OqjwSHIsg2uRsNgQ6ZScJJ7a7wMdn9a5wOTq3f3T1Cr9g0hx56Xy36-W40tJTYliCFqdNb-

XNNhS2Vu8mZHSnhc1Pq_uUVcEKGxrqlYGo_-m7lh2-qsOdTHpASQ

https://l.facebook.com/l.php?u=https%3A%2F%2Fwww.fxcintel.com%2Fresearch%2Fanalysis%2Fobservations-on-revoluts-marketing-and-

promotion%3Ffbclid%3DIwZXh0bgNhZW0CMTAAAR3PrxY5V5GqS8E3Q7YdQYXceceOBbKfo52aVCK3SXfSAw89cTBht9FgvcA_aem_7af4lXKhmA9cgNKCfOU

mQw&h=AT0pgG7s359OqjwSHIsg2uRsNgQ6ZScJJ7a7wMdn9a5wOTq3f3T1Cr9g0hx56Xy36-W40tJTYliCFqdNb-

XNNhS2Vu8mZHSnhc1Pq_uUVcEKGxrqlYGo_-m7lh2-qsOdTHpASQ

https://l.facebook.com/l.php?u=https%3A%2F%2Fdigitalagencynetwork.com%2Frevoluts-game-changing-digital-marketing-strategies-

campaigns%2F%3Ffbclid%3DIwZXh0bgNhZW0CMTAAAR0dQ6pbfvN3UPeaPJ525ETD16x-

Mlp1NMDmrqWXXJHW0XecutaAT2difsY_aem_TGwcPjJzAaw0qhjM8Qoi0g&h=AT0pgG7s359OqjwSHIsg2uRsNgQ6ZScJJ7a7wMdn9a5wOTq3f3T1Cr9g0hx56

Xy36-W40tJTYliCFqdNb-XNNhS2Vu8mZHSnhc1Pq_uUVcEKGxrqlYGo_-m7lh2-qsOdTHpASQ

Future Plans
* Expanding operations into new markets,

including the United States, India, and

South America.

Future Plans

* Introducing a super-app feature that integrates all

financial services in one platform.

* Increasing integration with blockchain technologies

and cryptocurrencies.

* Developing personalized financial services

powered by artificial intelligence.

* Multi-currency accounts: Supports over 30

currencies with real-time exchange at

interbank rates.

Revolut Features

* Cryptocurrencies: Buy, sell, and store popular

cryptocurrencies like Bitcoin and Ethereum.

* Budgeting tools: Track expenses and create budgets

effortlessly.

* Subscriptions and payments: Monitor subscriptions,

automate payments, and use single-use virtual cards.

* Savings: Automatically round up transactions and save

the change into “vaults.”

nnssssssss aaaannnndddddd ssssssaaaaavvvveeee

1. Registration: Download the Revolut app,

create an account, and verify your identity.

2. Adding funds: Add money via bank

How to Use Revolut

transfer or debit card. 3. Using features: Exchange

currencies, manage subscriptions, trade

cryptocurrencies, and set budgets. 4. Security: Use

single-use virtual cards to protect your data during

online shopping. 5. Personalization: Tailor the app to

your needs with various subscription levels

(Standard, Premium, Metal).

Revolut adopts a fast and transparent

marketing approach, promoting its services

as simple, affordable, and global.

Marketing Strategy

Effective social media and digital campaigns highlight

benefits like no hidden fees and access to premium

features. The company leverages referral programs,

rewarding users for inviting new customers, which

significantly accelerates user growth. Revolut’s

marketing also excels in interactive campaigns and

using user data to personalize offers.

Revolut collaborates with influencers who

promote the app in various segments, from

travel to personal finance. Influencers

Influencer Marketing

emphasize Revolut’s benefits, such as favorable

currency exchange rates and no foreign transaction

fees, often sharing personal experiences. Partnerships

with micro-influencers enable Revolut to reach niche

audiences, increasing authenticity in its message.

Influencer campaigns are tightly integrated with referral

programs, boosting marketing efficiency and driving

significant user growth.

THE SUCCES OF REVOLUT

Julia Bździuch, Alicja Bzymek, Oliwia Gierulska
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CONTENT
MARKETING
ENGAGE, INSPIRE, CONVERT

BENEFITS
• Builds brand awareness
• Increases customer engagement
• Drives leads and sales
• Improves SEO and online visibility

KEY TYPES OF CONTENT
• Blog posts and articles

• Videos and infographics
• E-books and whitepapers

• Social media posts

WHAT IS CONTENT
MARKETING?

Creating and sharing valuable content
to attract and engage your target

audience

STEPS TO SUCCESS
• Know your audience
• Create high-quality content
• Promote throughmultiple channels
• Analyze and optimize performance

01

02

03

04

Weronika Król
Emilia Lachowska

01

02

03

04
CONTENT MARKETING – ENGAGE, INSPIRE, CONVERT

Weronika Król, Emilia Lachowska
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EMOTIONAL MARKETING: HOW TO INFLUENCE CONSUMERS

Jakub Gruca, Dawid Repetowski
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FROM CRISIS TO
FINANCIAL EMPIRE

BACK TO BASICS
Instead of continuing unsuccessful projects
(Legoland theme parks, watches, clothing)
LEGO focused on its core product lines and

popular themed series like LEGO City and LEGO
Technic.

INNOVATION
The company introduced modern product

lines like LEGO Mindstorms, combining bricks
with technology and robotics.

LICENSING DEALS
Partnerships with brands such as Star Wars,
Harry Potter and Marvel allowed LEGO to
create sets that quickly became bestsellers.

REBUILDING BUSINESS BRIDGES
It was necessary to abandon the ambitious

project of taking over the sales of assortments
from retail chains through Lego corporate
stores - and rebuild neglected and broken
business relationships with wholesale and
retail customers, starting with Wal-Mart.

Today, LEGO remains a symbol of creativity,
innovation, and exceptional financial

management.

LEGO’s marketing strategy targets children, families, and
adult fans with product lines tailored to different age
groups and interests. Collaborations with major
franchises like Star Wars and in-house themes like
Ninjago ensure broad appeal. The brand leverages
digital marketing through engaging content, apps, and
online communities to extend its reach. LEGO's strong
digital presence includes the LEGO Ideas
platform, where fans can submit and vote on
designs, fostering engagement and creativity.
This community-driven model helps LEGO
connect with fans while gaining valuable insights
into consumer preferences. LEGO also partners
with educational institutions to promote STEM
learning. LEGO Education provide schools with
tools and resources to promote the
concept of learning through play.
Global campaigns maintain brand
consistency while adapting to local cultures.
By blending tradition with modern trends,
LEGO continues to inspire creativity worldwide.

Martyna Chocho ek
Julia Bajorska

FACING FINANCIAL PROBLEMS
In 2003, LEGO found itself in a serious financial crisis that threatened the existence of the company. Despite being one of the world’s most beloved toy
brands, LEGO had strayed from its core strengths. In 2000 the company entered a phase of innovation, adding LEGO-branded electronics, amusement
parks, interactive video games, jewelry, education centers, and collaborations with the Harry Potter franchise and the Star Wars movies - but many of
them were expensive and did not fit well with the brand identity. At the same time, the complexity of LEGO's offerings led to inefficiencies in
manufacturing and distribution. Combined with declining sales and fierce competition in the toy market, these mistakes culminated in a situation in
which LEGO was virtually running out of cash. The company was losing $300 million a year and had a massive debt of $800 million.
This was a turning point that forced LEGO to confront its challenges and rethink its strategy to regain stability and relevance.

The turning point came in 2004 when Jørgen Vig Knudstorp became CEO. Under his leadership, the
company implemented a restructuring plan focused on several key strategies:
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COST OPTIMIZATION
The number of brick types produced was

halved, production costs were reduced, and
efficiency was improved.

MARKETING STRATEGY

FACING FINANCIAL PROBLEMS
In 2003, LEGO found itself in a serious financial crisis that threatened the existence of the company. Despite being one of the world’s most beloved toy
brands, LEGO had strayed from its core strengths. In 2000 the company entered a phase of innovation, adding LEGO-branded electronics, amusement
parks, interactive video games, jewelry, education centers, and collaborations with the Harry Potter franchise and the Star Wars movies - but many of
them were expensive and did not fit well with the brand identity. At the same time, the complexity of LEGO's offerings led to inefficiencies in
manufacturing and distribution. Combined with declining sales and fierce competition in the toy market, these mistakes culminated in a situation in
which LEGO was virtually running out of cash. The company was losing $300 million a year and had a massive debt of $800 million.
This was a turning point that forced LEGO to confront its challenges and rethink its strategy to regain stability and relevance.
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LEGO’s marketing strategy targets children, families, and
adult fans with product lines tailored to different age
groups and interests. Collaborations with major
franchises like Star Wars and in-house themes like
Ninjago ensure broad appeal. The brand leverages
digital marketing through engaging content, apps, and
online communities to extend its reach. LEGO's strong
digital presence includes the LEGO Ideas
platform, where fans can submit and vote
designs, fostering engagement and creativ
This community-driven model helps LEGO
connect with fans while gaining valuable i
into consumer preferences. LEGO also par
with educational institutions to promote S
learning. LEGO Education provide schools
tools and resources to promote the
concept of learning through play.
Global campaigns maintain brand
consistency while adapting to local culture
By blending tradition with modern trends,
LEGO continues to inspire creativity world
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Adoption of Technology:
The development of the UFC Fight Pass app, which
connects fans worldwide.
Use of data analytics and social media to engage
and grow a global fan base.
Global Brand Recognition:
Through strategic acquisitions, such as Pride FC
and Strikeforce, UFC expanded its international
fan base and enhanced its roster of fighters.

:

Content:
Over the past decades, UFC has transformed
from a niche sporting organization into a
global business phenomenon. What began as
a small-scale venture showcasing cage fights
has grown into a multibillion-dollar empire,
with a presence on every continent and
influence across various industries.

Diversification of Revenue Streams:
Major sponsorship deals with global brands like
Reebok and Venum. Licensing the UFC brand for
consumer products, including apparel and video
games. Strategic expansion into emerging
markets, including Asia and South America.

Monetization of Sporting Events:
The Pay-Per-View (PPV) model and partnerships
with streaming platforms have positioned UFC
as a leader in the digital distribution of sports
content. Each event is a meticulously planned
spectacle, generating revenue not only from
ticket sales but also from subscriptions,
sponsorships, and merchandise.

Additional Insights
International
Expansion:

UFC's growth strategy
includes targeting

regions with potential
for development, such
as France, Mexico,
China, and several

countries in Africa. This
approach has led to
hosting events in 19
different countries

since 2010.

Cultural Impact:
The rise of UFC has also
influenced popular

culture, integrating mixed
martial arts techniques

into mainstream
entertainment. This
cultural penetration is

evident through
collaborations with

various media outlets and
increased visibility in
sports programming.

References:
https://pl.wikipedia.org/wiki/Ultimate_Fighting_Championship

https://smmash.pl/blog/czym-jest-ufc
https://pl.wikipedia.org/wiki/Ultimate_Fighting_Championship

https://www.lowking.pl/historia-ufc-i-zuffy/

https://www.lowking.pl/kompendium-wiedzy-ufc-fight-night-117-transmisja-informacje-stream-online/

References:
https://pl.wikipedia.org/wiki/Ultimate_Fighting_Championship

https://smmash.pl/blog/czym-jest-ufc
https://pl.wikipedia.org/wiki/Ultimate_Fighting_Championship

https://www.lowking.pl/historia-ufc-i-zuffy/

https://www.lowking.pl/kompendium-wiedzy-ufc-fight-night-117-transmisja-informacje-stream-online/
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FROM OCTAGON TO EMPIRE: UFC’S JOURNEY TO GLOBAL DOMINATION

Oskar Gandera, Jakub Hyclak, Norbert Chytry
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Kalyniuk Angelina
Katsiaryna Charniauskaya

When a brand is widely recognized,
a larger number of consumers are
likely to consider its products or
services. Even if consumers do not
make an immediate purchase, high
brand awareness increases the
likelihood that they will choose the
brand in the future when making a
purchasing decision.

Increasing sales through
recommendations and
viral marketing

How brand awareness
affects a company's

revenue

Introduction Increasing the number
of potential customers

Examples

Reducing price
sensitivity

Coca-Cola is a prime example of a
company that has built massive global
brand awareness. As a result, it not
only dominates the soft drink market
but can also sell its products in various
variants and at higher prices.

With strong brand awareness, Apple can
sell its products at higher prices than
competitors, and loyal customers are
willing to purchase new products,
contributing to high revenue.

Building trust and
customer loyalty

Brand awareness not only helps attract
new customers but also plays a role in
retaining existing ones. Consumers are
more likely to choose brands they know
and trust. This trust often results from a
long process of building the brand based
on positive experiences, product quality,
and effective communication.

Companies with high brand awareness
may be able to set higher prices for
their products or services because
consumers are willing to pay more for
products from brands they know and
trust. This reduces customer price
sensitivity, as brand recognition often
influences perceived value (Rolex, Louis
Vuitton, Mercedes-Benz)

Attracting new markets
and customer segments

High brand awareness makes it easier
to expand into new markets or
introduce new products. Once a brand
is recognized in one market, it’s easier
to gain the trust of new customers in
different regions or among other
demographic groups.

High brand awareness fosters word-
of-mouth marketing, where satisfied
customers recommend the products
to others. Positive customer reviews
are one of the most powerful
marketing tools that generate new
revenue.

Brand awareness is a key factor in
marketing strategy that directly influences
a company's revenue. It refers to the
extent to which consumers recognize or
remember a brand and its products or
services. High brand awareness can lead
to increased sales and revenue in various
ways.

Kalyniuk Angelina
Katsiaryna Charniauskaya
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brand awareness. As a result, it not
only dominates the soft drink market
but can also sell its products in various
variants and at higher prices.

With strong brand awareness, Apple can
sell its products at higher prices than
competitors, and loyal customers are
willing to purchase new products,
contributing to high revenue.
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Brand awareness not only helps attract
new customers but also plays a role in
retaining existing ones. Consumers are
more likely to choose brands they know
and trust. This trust often results from a
long process of building the brand based
on positive experiences, product quality,
and effective communication.
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HOW BRAND AWARENESS AFFECTS A COMPANY'S REVENUE

Angelina Kalyniuk, Katsiaryna Charniauskaya
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MARKETING TACTICS FOR MAKING A SUMMER BLOCKBUSTER MOVIE

Martyna Rapacz, Anna Prokop, Agnieszka Bachleda-Curuś
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R ED BU L L - F ROM ENERGY
DR INK TO GLOBA L I CON

CONTENT MARKETING

SPONSORSHIPS AND EVENTS

STORYTELLING AND BRANDING

TARGETING THE RIGHT AUDIENCE

IN T RODUCT ION
What makes a brand stand out in a crowded
market? For Red Bull, the answer lies in creating
experiences, not just products. Through innovative
marketing strategies, Red Bull has transformed from
a simple energy drink to a cultural phenomenon
recognized worldwide.

REFERENCES

In 2023, Red Bull achieved a record-breaking
milestone by selling 12.138 billion cans worldwide, a
4.8% increase compared to 2022. The Group’s
revenue also rose by 9%, reaching €10.554 billion –
the highest in the company’s history. This outstanding
performance is attributed to exceptional sales across
most markets around the world, efficient cost
management, and strengthened investments in brand
promotion. Western Europe and the USA remain core
markets, delivering remarkable results. Additionally,
Red Bull continues to expand in rapidly growing
developing markets, solidifying its global leadership in
the energy drink category.

SOLD CANS

Red Bu l l ' s s t r a t e g y i s r e v o l u t i o n a r y , b a s e d
o n ad v e n t u r e a pp ea l i n g s t r o n g l y t o y o u ng
p e op l e . I n s t e a d o f t r a d i t i o n a l a d s ,
i t u s e s b u z z ma r k e t i n g , w i t h s t u d e n t s
p r omo t i n g t h e b r a nd o n c ampu s e s .
Ma r k e t i n g a c t i v i t i e s i n c l u d e c r e a t i v e
a d v e r t i s i n g , s p o n s o r i n g e x t r eme s p o r t s ,
mu s i c e v e n t s , a n d d i s t r i b u t i n g f r e e d r i n k s .
K e y f o c u s a r e a s a r e mo t o r s p o r t s , w i n t e r
s p o r t s , moun t a i n b i k i n g , p a r a g l i d i n g , a n d
mu s i c e v e n t s l i k e t h e R e d B u l l Mu s i c
A c a d emy . T h a n k s t o i t s i n n o v a t i v e
a pp r o a c h , R e d B u l l e s t a b l i s h e d i t s e l f a s a n
u n c o n v e n t i o n a l p r o d u c t f o r p e o p l e who
va l u e o r i g i n a l i t y .

1 8% 16% 15%

MARKE T SHARE OF ENERGY DR INKS IN
POLAND IN 2024

KEY MARKE T ING S TRA T EGY

19%

R ED BU L L - F ROM ENERGY
DR INK TO GLOBA L I CON

INTRODUCT ION
What makes a brand statt nd out in a cr
market? For Red Bull, the answew r lies in c
exe periences, not just products. Through innovoo avv tivev
marketing stratet gies, Red Bull has transformed from
a simple energy drink tott a cultural phenomenon
recognized woww rldwide.

In 2023, Red Bull achieve ev d a record-breaking
milestott ne byb selling 12.138 billion cans woww rldwide, a
4.8% increase compared tott 2022. The Group’s
reve ev nue also rose bybb 9%, reaching €10.554 billion –
the highest in the company’s histott ryrr . This outstatt nding
performance is attributet d tott exe cx eptional sales across
most markets around the woww rld, efficient cost
management, and strengthened invevv stments in brand
promotion. Westett rn Europe and the USA remain core
markets, delivevv ring remarkable results. Additionally,
Red Bull continues tott exe pand in rapidly growo ing
devee evv loping markets, solidifyff ing its global leadership in
the energy drink catet goryrr .

SO LD CANS

rowo dw ed
creating K EY MARKE T ING S TRA T EGYKEY MA
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v a l u e o r i g i n a l i t y

CONTENT MARKETING

SPONSORSHIPS AND EVENTS

STORYTELLING AND BRANDING

TARGETING THE RIGHT AUDIENCE

RED BULL – FROM ENERGY DRINK TO GLOBAL ICON

Oliwier Pukowiec, Julia Nowak, Oliwia Rek
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ThestrategyofFinance-Marketing
inOSHEE

Aleksandra Tr bacz
Marika Wach
Natalia Wójcik

OSHEE is a brand created for active people who consider health, good physical condition,
movement, constant challenges, and following current trends as their passion, lifestyle, and
foundation of their professional careers in various sports disciplines. It is a Polish company that
is dynamically growing and has a global reach. Its ambassadors have included and continue to

include world-renowned athletes and professionals.

OSHEE also supports local initiatives promoting a healthy lifestyle and
physical activity. Its mission focuses on motivating people to take action
and build self-confidence, which is why the company is involved in promoting

various events both in the real and virtual world.

OSHEE in Numbers:
Present in 55 markets
worldwide across 6
continents.
Offers a portfolio of 86
products.
Sells 200,000 products
annually.
Supported over 600 sports
events.

OSHEE allocates its finances
to marketing activities such as
collaborating with athletes,
influencers (e.g., rapper

“MATA”),
and supporting sports-related
events (e.g., OSHEE slide
challenge, Cracovia Maraton,

Runmageddon).

OSHEE is the official partner of
LaLiga Santander, one of the
most recognizable football
leagues in the world. This

collaboration serves as a great
motivation and inspiration for
action on a global scale. Football
unites people, fostering a sense
of community. OSHEE isotonic
drinks featuring the LaLiga logo
are a hit among football fans and

beyond.

Iga wi tek is an
ambassador for the OSHEE
brand, being the only Polish
woman to lead theWTA
world tennis rankings. Her
partnership with the brand
feels natural and aligns with
their shared values, such as
a healthy lifestyle, training
support, and promoting

Poland abroad.

References:
https://osheeshop.eu/oshee-world
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In today’s competitive financial market, effective marketing strategies are essential for banks to
promote their loan products and reach potential customers. From personalized offers to engaging
social media campaigns, banks leverage diverse tools to build trust and encourage borrowing.

Market Segmentation and Targeting - banks
segment their customers based on
demographics, income levels,
creditworthiness, or business types (e.g.,
individuals, SMEs, or corporates).

Personalization of offers - offer specific loan
products like home loans, car loans, personal
loans, or business loans to targeted customer
groups

Loyalty programs - exclusive offers for long-
term customers, personalized promotions,
such as reduced down payment requirements
or priority customer support, for long-term
customers.

ELEMENTS OF MARKETING STRATEGY

Traditional Media Advertising: TV, radio,
press, billboards.
Digital Media Advertising: Google Ads,
YouTube, banners on websites.
Email Marketing: Personalized offers for
customers.
CRM (Customer Relationship Management):
Analyzing customer data and segmenting
audiences for targeted marketing.
Website and Online Banking Portals: Banks
promote loan products on their websites,
allowing customers to apply easily.
Event Marketing: Sponsoring events or
organizing open days at bank branches.

KEY ADVERTISING CHANNELS

Building trust in loan advertising involves honesty,
transparency, and a focus on customer needs. Here are key
ways banks achieve this:

Clear Communication - advertisements use simple
language to explain loan terms, such as interest rates,
repayment options, ensures customers feel informed and
confident.
Transparency - banks provide upfront details about costs
and conditions, including tools like loan calculators to help
customers estimate payments before applying.
Showcasing Credibility - highlighting the bank’s experience,
positive customer testimonials, and successful loan
programs reassures borrowers of its reliability.
Ethical Advertising - compliance with regulations, such as
clearly displaying APRs and avoiding misleading phrases.
Educational Campaigns - offering content that helps
customers understand loans, budgeting, and financial
health shows the bank cares about responsible borrowing.

REGULATIONS IN LOAN
ADVERTISEMENT

Every consumer credit advertisement must clearly and
visibly include:

interest rate (fixed, variable, or both) and a
breakdown of costs
total amount of credit
Annual Percentage Rate (APR) showing the total
cost of credit

Additional details may include:
contract duration
total amount payble by the consumer and the
amount of installments
product/service price and any down payments

If extra agreements (e.g. insurance) are required, this
must be stated, even if the cost is unknown.

If the credit intermediary cooperates with creditors,
the consumer shall be informed about the names of
the creditors with whom the intermediary cooperates.

HOW TRUST IS BUILT IN LOAN
ADVERSTISING?

Market Segmentation and Targeting - banks
segment their customers based on
demographics, income levels,
creditworthiness, or business types (e.g.,
individuals, SMEs, or corporates).

Personalization of offers - offer specific loan
products like home loans, car loans, personal
loans, or business loans to targeted customer
groups

Loyalty programs - exclusive offers for long-
term customers, personalized promotions,
such as reduced down payment requirements
or priority customer support, for long-term
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ELEMENTS OF MARKETING STRATEGY REGULATIONS IN LOANREGULATIONS IN LOAN

Every consumer credit advertisement must clearly and
visibly include:

interest rate (fixed, variable, or both) and a
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If the credit intermediary cooperates with creditors,
the consumer shall be informed about the names of
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Building trust in loan advertising involves honesty,
transparency, and a focus on customer needs. Here are key
ways banks achieve this:

Clear Communication - advertisements use simple
language to explain loan terms, such as interest rates,
repayment options, ensures customers feel informed and
confident.
Transparency - banks provide upfront details about costs
and conditions, including tools like loan calculators to help
customers estimate payments before applying.
Showcasing Credibility - highlighting the bank’s experience,
positive customer testimonials, and successful loan
programs reassures borrowers of its reliability.
Ethical Advertising - compliance with regulations, such as
clearly displaying APRs and avoiding misleading phrases.
Educational Campaigns - offering content that helps
customers understand loans, budgeting, and financial
health shows the bank cares about responsible borrowing.

ADVERSTISING? KEY ADVERTISING CHANNELS

Traditional Media Advertising: TV, radio,
press, billboards.
Digital Media Advertising: Google Ads,
YouTube, banners on websites.
Email Marketing: Personalized offers for
customers.
CRM (Customer Relationship Management):
Analyzing customer data and segmenting
audiences for targeted marketing.
Website and Online Banking Portals: Banks
promote loan products on their websites,
allowing customers to apply easily.
Event Marketing: Sponsoring events or
organizing open days at bank branches.

FROM TRUST TO TRANSACTIONS: HOW BANKS MARKET LOANS

Olga Szewczyk, Natalia Terlecka
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ORLEN IN ACT ION : SPONSORSH IP , EXPANS ION , AND
INNOVAT ION

ORLEN sponsors a wide range of sports to enhance its
brand visibility. The company supports Polish skiing,
including disciplines like ski jumping, alpine skiing,
and snowboarding. In motorsports, ORLEN backs
Polish competitors such as Bartosz Zmarzlik and
Jakub Przygo ski. It is also the main sponsor of the
Tour de Pologne, a prestigious cycling event.
Additionally, ORLEN sponsors the Polish Athletic
Association, Volleyball Association, and collaborates
with the Polish Olympic and Paralympic Committees.
These sponsorships reflect ORLEN's commitment to
promoting sports and talent.

SPORTS SPONSORSHIP

INTRODUCTION

KACPER RA
ERYK S DER

The ORLEN Group is the largest multi-energy corporation in
Poland. Its main areas of activity include crude oil refining and
the production of fuels, petrochemical, and chemical products.
The Group is also involved in the generation, distribution, and
trading of electricity and heat, including from renewable
sources. ORLEN engages in the exploration, appraisal, and
extraction of hydrocarbons. Additionally, the Group's operations
encompass the exploration and production of natural gas,
natural gas imports, as well as the storage, sale, and distribution
of gaseous and liquid fuels.

The ORLEN Group offers a wide range of products, including
gasoline, diesel, jet fuel, heating oil, plastics, fertilizers, and other
petrochemical products. It also operates a retail network
through its fuel stations. The Group's activities extend to
transportation, maintenance, laboratory, and sport sponsorship.

3500 fuel stations
>500 fast charging points for
electric vehicles
42 mln tonnes/year crude oil
processing capacity
7 countries with Orlen fuel
stations
57 176,40 mln zl market value

The ORLEN VITAY application is a pivotal component
of ORLEN's marketing and financial strategy,
enhancing customer engagement and fostering brand
loyalty. By enabling users to collect points for
purchases at ORLEN stations, which can be redeemed
for rewards or charitable donations, the app
incentivizes repeat business and increases sales. The
integration of mobile payments and navigation
features streamlines the customer experience,
encouraging higher transaction volumes and
promoting the use of ORLEN's services. This digital
platform not only strengthens customer relationships
but also provides valuable data insights, allowing
ORLEN to tailor marketing efforts and optimize
financial performance.

VITAY APP

ORLEN IN FORMULA 1
ORLEN's sponsorship in Formula 1, as a principal partner of
teams like Alfa Romeo Racing and Scuderia AlphaTauri,
has significantly boosted its global brand visibility. With an
audience of over 445 million viewers in 2021, the logo
exposure value exceeded 110 million PLN after just 16
races. This partnership supports marketing efforts in
international markets, rebranding fuel stations, and
promoting products like Stop Cafe and VERVA fuels. By
aligning with Formula 1, ORLEN reinforces its innovative
image, strengthens market position, and builds customer
loyalty.

ORLEN’S NUMBERS

NET PROFITREVENUE

QUARTERLY REVENUES AND
PROFITS OF THE ORLEN GROUP
IN BILLION PLN.

REFERENCES:

https://www.orlen.pl/pl
https://www.bankier.pl
https://www.orlenoil.pl
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ORLEN IN ACTION: SPONSORSHIP, EXPANSION, AND INNOVATION

Kacper Raś, Eryk Sąder
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THE RISE OF DISNEY

Jakub Mazur, Dominik Kochalski, Szymon Grabowski
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THE ROLE OF FINANCIAL TECHNOLOGIES IN MODERN ENTERPRISE FINANCE

Vera Khakhlova, Taisiya Kazlouskaya



42

THE SHOPPING CONSPIRACY – UNMASKING THE TRUTH BEHIND BIG COMPANIES

Aleksandra Mamcarz, Aleksandra Lesiak

THE BRILL IANCE OF THE "OUT OF SIGHT, OUT OF MIND" STRATEGY! BIG
COMPANIES HAVE TRULY MASTERED THE ART OF TURNING A BLIND EYE AND
HELPING US DO THE SAME. IF YOU CAN’T SEE THE MOUNTAINS OF PLASTIC , TOXIC
SLUDGE, OR THOSE MYSTERIOUS CHEMICAL BARRELS LEACHING INTO THE SOIL , IT’S
L IKE THEY DON’T EVEN EXIST. WASTE? WHAT WASTE? JUST SHIP IT OFF TO A PORT
IN A COUNTRY WITH WEAKER ENVIRONMENTAL POLIC IES, SLAP ON A VAGUE LABEL
LIKE "RECYCLABLES," AND VOILA PROBLEM SOLVED.

CONTROL STARTS AT HOME OR IN THIS CASE, THE WORKPLACE. BIG
COMPANIES KNOW THE SECRET TO SUCCESS: KEEP YOUR WORKERS
IN LINE. DON’T LET THEM THINK TOO MUCH, SPEAK TOO LOUD, OR,
HEAVEN FORBID, SHARE WHAT’S REALLY HAPPENING BEHIND
CLOSED DOORS. KEEP A TIGHT GRIP , SQUASH DISSENT, AND REMIND
THEM WHO’S BOSS. AFTER ALL, LOYALTY ISN’T GIVEN—IT’S
CONTROLLED.

Aleksandra Mamcarz
Aleksandra Lesiak

WASTE? OH, THAT'S JUST COLLATERAL DAMAGE. THE MORE YOU SELL, THE MORE
MONEY YOU RAKE IN, AND ISN'T THAT WHAT REALLY MATTERS? AFTER ALL, WHO
HAS TIME TO WORRY ABOUT THE MOUNTAINS OF DISCARDED PRODUCTS PIL ING UP
IN LANDFILLS, OVERFLOWING GARBAGE DUMPS AND TOXIC POLLUTION, WHEN
THERE’S MONEY TO BE MADE? THOSE ARE JUST MINOR INCONVENIENCES IN THE
GRAND SCHEME OF QUARTERLY EARNINGS. DOES IT REALLY MATTER? AS LONG AS
THE PROFITS ARE UP AND SHAREHOLDERS ARE HAPPY?

OH, THE WONDERS OF MARKETING! LABELS THAT SCREAM
“ECO-FRIENDLY” ON PRODUCTS THAT ARE BASICALLY PLASTIC IN
DISGUISE? GENIUS. WHO NEEDS HONESTY WHEN YOU CAN SLAP A
GREEN LABEL ON SOMETHING AND WATCH CUSTOMERS GOBBLE IT
UP LIKE IT’S THE ANSWER TO ALL THEIR ENVIRONMENTAL
CONCERNS? AFTER ALL, THE GOAL IS SIMPLE: SELL MORE, NO
MATTER HOW MANY LIES YOU HAVE TO TELL. IT’S ALL ABOUT
RAKING IN THE CASH, AND IF CUSTOMERS BELIEVE THE NONSENSE,
THAT’S JUST A BONUS.

WHY SETTLE FOR ENOUGH WHEN YOU CAN AIM FOR INFINITE
CONSUMPTION? THE STRATEGY IS SIMPLE—PRODUCE AN ENDLESS
STREAM OF PRODUCTS DESIGNED TO BE REPLACED, NOT
REPARABLE. MAKE THEM CHEAPER, SHINIER, AND SLIGHTLY
DIFFERENT THAN LAST YEAR’S VERSION TO ENSURE CUSTOMERS
KEEP COMING BACK

CONNNSSUUUMMMMMPTTIONNNNN?? TTHHHE SSSTTRAATTEGYYYY ISSS SSSIMMPLLLLE—PRODUUCE AAAAAANNNN ENNNDLLLLESSSSSS
SSTTTREAAAAAMMMMM OF PRODUUCTTTSS DESSIGNNNNED TTTO BE REPLLLAAAAAAAAAACCEEEDD,,,,, NNNOOOOTTT
RREEEPPPAAARRRRAAAAAABBLLLEE.. MMMMAAAAAKKKEE TTTTTHHHHHHEEMMMMMM CCHHHEEEEEAAAAAAPPPEERRR,, SSHHHHHHHHHHHHIIIIINNNIIIEERRR,,,, AAAAAAAANNNNNDDDDDD SSSLLIIGGHHHHHTTTTTTTTLLLYYYYYY
DDIIIFFFFFFEERRREEENNNNNTT TTTHHHHHAAANN LLLAAAAASSSSSTT YYYYEEAAARRR’’’’’SSSSSS VVVVVVVEERRRRRRRSSSSSSSIIIIIIIOOOONNNNNNN TTTOOO EEEEENNNNSSUUUUUUUUURRREEEE CCCCCCUUUUUUSSSSSTTTTTOOOOOOMMMMMEEERRRRSS
KKKKEEEEEEPP CCCCOOOMMMMMIINNNNGG BBAAACCCKKK

WWWWWWHHHHHHYYYYYY SSSSSSSSEEEEEEETTTTTTTTTTTTTTLLLLLEEEEEEEEE FFFFFFFFFOOOOOOORRRRR EEEEEEENNNNNNNNNNNNNNOOOOOOOOOOOOOOOUUUUUUUUUUUGGGGGGGGGGHHHH WWWWWWWWHHHHHHHHHHEEEEEEEENNNNNNNNN YYYYYYYOOOOOOUUUU CCCCCCCAAAAAAAAANNNN AAAAAAAAAAAIIIIMMMMMMMMMM FFFFFFFFFFFFFOOOOOOOOOOOOOORRRRRR IIIINNNNNNNNNNNNNNNNNFFFFFFFFFFFIIIIIIINNNNNNNNNIIIIIIITTTTTEEEEE
CCCCCCCCOOOOOOONNNNNNNNSSSSSSSUUUUUUUUMMMMMMMMMPPPPPPPTTTTTTIIIIIOOOOOOOOONNNNNNNNNNN?????? TTTTTTTHHHHHHHHHHEEEEEEEEEEEEE SSSSSSSSSSSSSSSTTTTTTTTTTTTTRRRRRRRRRRRRRAAAAAATTTTTTEEEEEEEEEEEGGGGGGGGYYYYYYYY IIIIIIIII SSSSSSSSSS SSSSSSSSSSSSS IIIIIIIIIMMMMMMMMMMMMMMPPPPPPPPPPPPPPPPPPPLLLLLLLLLLLLLLEEEEEE—————PPPPPPPPPPRRRRRRRRRRRROOOOOOOOOOOOOOODDDDDDDDUUUUUCCCCCCEEEEEE AAAAAAAAAAAANNNNNNNNNNNNNNNNN EEEEEEEEEEEEEEEEENNNNNNNDDDDDDDLLLLLLLLLLEEEEEEEEEEEESSSSSSSSSSSSSSSSSS
SSSSSSSSTTTTTTTTRRRRRRRREEEEEEEAAAAAAAAAMMMMMMMMMMM OOOOOOOOOOFFFFFF PPPPPPRRRRRROOOOOOODDDDDDDUUUUUCCCCCCCCCCCCCCTTTTTTTTTTTTTTSSSSSS DDDDDDDDDDDEEEEEESSSSSS IIIII GGGGGGGGGGGGNNNNNNNNNEEEEEEEEEEEEEEDDDDDDDDDDDDDDDDD TTTTTTTTTTOOOOOOOOOOOOOOOOOO BBBBBBBBBBBBBEEEEEEEEEEEEEEEEE RRRRRRRRRRREEEEEEEEEEEEEEEPPPPPPPPPPPPLLLLLLLLLLLLAAAAAAAAAAAAAAAAAAACCCCCCCCCEEEEEEEEEEDDDDDDD ,,,,,,,,,, NNNNNNNNOOOOOOOOOOOOOOOTTTTTTTTTTTTTT
RRRRRRRREEEEEEEEPPPPPPPAAAAAAAARRRRRRRRRAAAAAAAAAAABBBBBBLLLLLLLLEEEEEEEEEEE ...... MMMMMMMMMMAAAAAAAAAAAKKKKKKKEEEEEEE TTTTTTTTTHHHHHHHHHHHHHEEEEEEMMMMMMMMMMM CCCCCCHHHHHHHHHHHHHEEEEEEEEEEEEEAAAAAAAAAAAAAAAAAAPPPPPPPPPPPPPPPEEEEEEEEEEEERRRRRRR ,,,,,, SSSSSSSSSSSSSSSSSHHHHHHHHHHHHHHHHHHH IIIIIIIII NNNNNNNNNN IIIIIII EEEEEERRRRRRR ,,,,,,,, AAAAAAAAAAAAAAAANNNNNNNNNNNNNNDDDDDDDDDDDDDDD SSSSSSSSSSSSLLLLLLL IIIIII GGGGGGGGGGGGGHHHHHHHHHTTTTTTTTTTTTTTTLLLLLLLYYYYYYYYYYYYYYYYYY
DDDDDDDD IIIIIII FFFFFFFFFFFFFFFFEEEEEEEEERRRRRRRREEEEEEEENNNNNNNNNTTTTTT TTTTTTTTHHHHHHHHHAAAAAAAAAANNNNNN LLLLLLLAAAAAAAAAASSSSSSSSSSSSTTTTTT YYYYYYYYYYYYEEEEEEAAAAAAAARRRRRRRRRRRR ’’’’’’’’’’’ SSSSSSSSSSSSSS VVVVVVVVVVVVVVVVEEEEEERRRRRRRRRRRRRRRRRSSSSSSSSSSSSSS IIIIIIIIII OOOOOOOOOOOOOONNNNNNNNNNNN TTTTTTTOOOOOOO EEEEEEEEEEEEENNNNNNNNNNSSSSSSSSSSUUUUUUUUUUUUUUUURRRRRRRREEEEEEEEEEEE CCCCCCCCCCCCCCCCUUUUUUUUUSSSSSSSSSSSTTTTTTTTTTTTTTTTOOOOOOOOOOOMMMMMMMMMEEEEEEEEEEEERRRRRRRRSSSSSSS
KKKKKKKKEEEEEEEEEEEEEEEEPPPPPPPP CCCCCCCCOOOOOOOOOMMMMMMMMMM IIIIII NNNNNNNNNNNGGGGGGG BBBBBBAAAAAACCCCCCCCCKKKKKKKKK

MMMONNNNEYYYY YYYYYYOU RRRAAAAAAAKKKKE INNNN,, AAANNNNNNDDDDD IIIIIISSNNNNNNN'''TTTTTTTT TTTTTTTTHHAATT WWWWWWHHHAAAAAAAATT RRRRRREEEEEEAAAAAAALLLLLLLLLLYY MMAAAAATTTTTTEERRRRRRSS??? AAAAAFFFFFFTTTTTTTTEERR AAAAALLLLLLLLLL ,,, WWWWWWWHHHHOOO
HHHAAAASS TTTTIIIMMMMEE TTTTTTTTOOO WWWWWWWWOOORRRRRRRYY AAAAABBBBOOOOUUUTTTTTTTTTTT TTTTTTTTHHHHHHEEEEEE MMOOUUNNNNNNTTAAAAIIINNNNSS OOOOOOOFFFFF DDDDIISSCCAAARRRDDDDEEDDD PPPPPPPRROOOOOOOOOOODDDDDDUUUUUCCCCCTTTTTTSSSSS PPPPPPIIIIIIIIIILLLLLLLIIIIIINNNNNNNGGGGG UUUUUPPPPP
IIIINNNNN LLAAANNNDDDFFFFFIILLLLLLLLSSSSS,, OOVVVEERRRRFFFLLLOOOOWWWWWWIIIINNNNNNNNGGGGGG GGGGGGAAAAAARRBBAAAAAAAAGGEE DDUUUUUUUMMMMMMMMPPPPPPPPPPPSSS AAAAAAAAAANNNNNNDD TTOOXXXXXXXXXXIIICCCCC PPPPPPPPPOOOOLLLLLLLLLLLLUUTTTTTTIIIIOOOOONNNN,,,,,, WWWWWWWHHHHHHHHHEEEEEEEEENNNNNNN
TTTTTTTHHHHEEERRRREE’’SS MMMMMMOOOONNNNNNNEEEEEEYYYY TTTOO BBBBEEE MMMMMMMMMMAAAAAAAAAADDDDDDEEEEEEE?????? TTHHHHOOSSEE AARRREEEE JJJJJJJJUUUUSSSSSSTTTTTT MMMMMMMMMIINNOORR IINNNNCCCCCCOOOOOOONNNVVEEEEEEEENNNNNNIIIIEEEEEEEEENNNNNNNCCCCCCEEEEEESSSSSSSSSS IIIIINNNNN TTTTTTTHHHHHHHHHHEEEEE
GGGGGGGRRRRRAAAANNNDDD SSSSCCCCHHHHHHEEEEMMMMMEEEE OOOFF QQUUUUUAAAAAAARRTTEERRRRRRRRLLYY EEAARRNNIINNGGSS.. DDDDOOOOOEEEEEESSSSS IIIIITT RREEAAAAALLLLLLLLYYYYYYYYYY MMAAAATTTTTTTEERR?? AASS LLLLLLLONGGG AAASSSS
TTTTTHHHHHHE PPRRRROFFFFITTTTSS AAAAAAARRRRE UPP AANNDD SSHHHHAARREHHOLDDERRRRSS AAARRRRE HHHHAAAAAAAAPPPPYY??

WWWWWWAAAAAASSSSSSTTTTEEEEEE????? OOOOOOOHHHHHHHHH,,,,, TTTTTTTTTTTTTTTTHHHHHHHAAAAAAAAAATTTTTTTT'''''SSSSSS JJJJJJUUUUUUSSSSSTTTTTTTTTTTT CCCCCCCCCCCCCCOOOOOOOOOOOOOLLLLLLLLLLAAAAAAAAAAAAAATTTTTEEEEEERRRRRRAAAALLLL DDDDDAAAAAAAAAAAAAAAMMMMMMMMMMMMMAAAAGGGGGGGGGGGGEEEE.... TTTTTTTTTTTTTTHHHHHHHHHHHHHEEEE MMMMMMMMMMMOOOOOORRRREEEE YYYYYYYYYYYYYYOOOOOOOOOOOOOOUUUUUUUUUUU SSSSSSSSSSSSSSSEEEEEEELLLLLLLLLLLLLLLL ,,,, TTTTHHHHHHHHEEEEEEEEE MMMMMMMMMMMMMOOOOOOOORRRRRRREEEEE
MMMMMMMOOOOOOOONNNNNNNNEEEEEEYYYYYYYY YYYYYYYYYYYOOOOOOOOOOUUUUUUUUUUUUUUUUU RRRRRRRRRRRRRAAAAAAAAAAAKKKKKKKKKEEEEEEE IIIIIINNNNNNNNN,,,,,,, AAAAAAANNNNNNNNNNNNNNNDDDDDDDDDDDD IIIIIIIIIIII SSSSSSSSSNNNNNNNNNNNNNN''''''''''TTTTTTTTTTTTTT TTTTTTTTTTTTTTHHHHHHAAAAAATTTTTT WWWWWWWWWWWWWWHHHHHHHHHHAAAAAAAAAAAAAAAAATTTTTT RRRRRRRRRRRRREEEEEEEEEEEEEAAAAAAAAAAAAAAAALLLLLLLLLLLLLLLLLLLLLLLLLLYYYYYY MMMMMMMMMAAAAAAAAATTTTTTTTTTTTTTEEEEEEEEEEEEEEERRRRRRRRRRSSSSSSSSSSSS?????????? AAAAAAAAAAAAAFFFFFFFFFFFFTTTTTTTTTTTTEEEEEEERRRRRR AAAAAAAAALLLLLLLLLLLLLLLLLLL ,,,,,,, WWWWWWWWWWWWWWHHHHHHHHHOOOOOOOO
HHHHHHHHAAAAAAAASSSSSSSSS TTTTTTT IIIIIIMMMMMMMMEEEEEEEEEE TTTTTTTTTTTTTTTTOOOOOOOOOOOOOO WWWWWWWWWWWWWWWWWOOOOOOOOORRRRRRRRRRRRRRRYYYYYYYY AAAAAAAAAAABBBBBBBBBBBBBOOOOOOOOOUUUUUUUUUUUTTTTTTTTTTTT TTTTTTTTTTTTTTTHHHHHHHHHHHHHEEEEEEEEEEEEEE MMMMMMOOOOOOUUUUUUNNNNNNNNNNNNNNNNNTTTTTTAAAAAAAAA IIIIIIII NNNNNNNNSSSSSS OOOOOOOOOOOOOFFFFFFFFFFFFFF DDDDDDDDDDDDDDDD IIIIII SSSSSSCCCCCCAAAAAAAAARRRRRRRDDDDDDDDDDEEEEEEDDDDDDDDDDDDDDDD PPPPPPPPPPPPPPPPRRRRRRRROOOOOOOOOOOOOOODDDDDDDDDDDDUUUUUUUUUUUCCCCCCCCCCCCCCTTTTTTTTTTTTTSSSSSSSSSS PPPPPPPPPP IIIIIIIII LLLLLLLLLLLLLLLL IIIIIIIIII NNNNNNNNNNNGGGGGGGGGGG UUUUUUUUUUUUUUUUUPPPPPPPPP
IIIIIIII NNNNNNNNN LLLLLLLLLAAAAAAAAANNNNNNNNNNDDDDDDDDFFFFFFFFF IIIIII LLLLLLLLLLLLLLL LLLLLLLLLLLLLLLL SSSSSSSSSSSSS ,,,,,, OOOOOOOVVVVVVVEEEEEEERRRRRRRFFFFFFF LLLLLLLLLLOOOOOOOOOOOOWWWWWWWWWWWWW IIIIIIIIII NNNNNNNNNNNNNGGGGGGGGGGGGGG GGGGGGGGGGGGGGGGAAAAAAAAAAAAAAAARRRRRRBBBBBBAAAAAAAAAAAAAAAGGGGGGEEEEEE DDDDDDDUUUUUUUUUUUUUUUMMMMMMMMMMMMPPPPPPPPPPPPPPP SSSSSSSSSSSS AAAAAAAAAAAAAAANNNNNNNNNNNNNNNNNDDDDDD TTTTTTOOOOOOXXXXXXXXXXXX IIII CCCCCCCC PPPPPPPPPPPPPPOOOOOOOOOOOLLLLLLLLLLLLLL LLLLLLLLLUUUUUUUTTTTTTTTTTTTTTT IIII OOOOOOOOOONNNNNNNNNNNNN ,,,,,,,,,, WWWWWWWWWWWWWWHHHHHHHHHHHHHHHEEEEEEEEEEEEEENNNNNNNNNNNNNNN
TTTTTTTTTTTTTT HHHHHHHH EEEEEEEEE RRRRRRRR EEEEEEEE ’’’’’’ SSSSSSSSS MMMMMMMMMMMMOOOOOOOOOONNNNNNNNNEEEEEEEEEEEEEEEEE YYYYYYYY TTTTTTTT OOOOOO BBBBBBBBB EEEEEEEE MMMMMMMMMMMMMMAAAAAAAAAAAADDDDDDDDDDDDD EEEEEEEEEEE ???????? TTTTTTTTT HHHHHHHHHHHH OOOOOO SSSSSS EEEEEE AAAAAARRRRRRRR EEEEEEEEEE JJJJJJJJJJJJ UUUUUUUUUUUUU SSSSSSSSSSS TTTTTTTTTTTTT MMMMMMMMMMMMMMM IIII NNNNNNOOOOOO RRRRRR IIII NNNNNNNNN CCCCCCCCCCCCCCC OOOOOOOOOOONNNNNNVVVVVVVVVEEEEEEEEEEEEEEEEENNNNNNNNNN IIII EEEEEEEEEEEEEEENNNNNNNNNN CCCCCCCCCCCCCCCC EEEEEEEEEEEEEEE SSSSSSSSSSSS IIII NNNNNNNNNN TTTTTTTTTTT HHHHHHHHHHH EEEEEEEEE
GGGGGGGGGGGGGGGGG RRRRRRRRRR AAAAAAAAA NNNNNNNN DDDDDDDDD SSSSSSSSSSS CCCCCCCC HHHHHHHHHH EEEEEEEEEE MMMMMMMMM EEEEEEEEEEEEE OOOOOOOOO FFFFFF QQQQQQQQ UUUUUUUUUUUU AAAAAAAAAAA RRRRRR TTTTTT EEEEEEEEEEE RRRRRRRRRRRR LLLLLL YYYYYY EEEEEE AAAAAA RRRRRR NNNNNN IINNNNNN GGGGGGGGGG SSSSSSSS .... DDDDDDDDD OOOOOOOOOOOOO EEEEEEEE SSSSSSSSSSS IITTTTTT RRRRRR EEEEEE AAAAAAAAAAAAAAAA LLLLLLLLL LLLLLLLLLLLLLLL YYYYYYYYYYYYYY MMMMMMAAAAAAAAAA TTTTTTTTT TTTTTT EEEEEE RRRRRR ?????? AAAAAASSSSSS LLLLLLLLLLLLLLLOOOOOOOOONNNNNNNNGGGGGGGGG AAAAAAAAAASSSSSSSSSSSSSS
TTTTTTTTTTTTTTTTTTTHHHHHHHHHHHHHHHHHEEEEEEEEE PPPPPPPRRRRRRRRROOOOOOOOOOFFFFFFFFFIIIIIIIITTTTTTTTSSSSSSSSSSSSS AAAAAAAAAAAAAAAARRRRRRRRRRRRREEEEEEEEEEEE UUUUUUUPPPPPPPPPPPPPP AAAAAANNNNNNDDDDDD SSSSSSSSSSSSHHHHHHHHHHHHHHHAAAAAARRRRRREEEEEEHHHHHHOOOOOOLLLLLLDDDDDDDEEEEEEEEERRRRRRRRRSSSSSSSSSSS AAAAAAAARRRRRRRRRRRRRREEEEEEEEEEEEEE HHHHHHHHHAAAAAAAAAAAAAPPPPPPPPPPPPYYYYYY??????

““ECO-FFFRRRRRIENNNNNNDDLYY”” ONN PPRRODDDUCTTTTTSSS TTTTTHHAAAAATTTTT AAAARRE BAAAAASSICAAAALLYYYY PPPPLAASSTTTTTTTTIC INNNN
DDDISSSSGUIIISSSSEEEE??? GGEENNNNNIIUUSS.. WWHHOO NNNNNEEEEEEEEEDDDDSSS HHHOOOOONNNNEESSTTYY WWWWWWWWHHHHHHEENNNN YYYYYYYYYYOOOUU CCCCCAAANNNNNNN SSSLLLLLAAAPPPP AAAAA
GGRREEEENNNNN LLLLLAAAAAAAAABBBBEEEEEEEELLLLL OOONN SSOOMMEEEETTTTTHHHHIIIIIINNNNNNGGGG AAAAAAAANNNNNNDD WWAATTCCHHH CCCCCCUUUSSSTTTTTTOOOMMMMMMEEEEERRSS GGGGGGGOOBBBBLLEE IIIITTTT
UUPP LLIIKKEEEE IIIIITTTT’’’’SSS TTTTTTHHHHHHHHEE AAAANNSSWWWWEEEERRRRRRRRRR TTTTOOO AAAALLLLLLLLLLL TTHHEEIIRR EEENNNNNNVVVVVVIIIRRRRROOOOONNNNNNNNNMMEEEEEEEENNNNNNNTTTTTTAAAAAAAAALLLL
CCOOONNNNNCCCCCCEEEEEERRRRRRNNNNNSSSS?????? AAAAAAAAAFFFFTTTTEEEERR AAAALLLLLLL ,,,,,,,, TTTTHHHEEEE GGOOOOOOAAAALL IISS SSIIMMMMPPPPPPLLLLEEEE:::::: SSSSEEEEEEEELLLLLLLLLLLL MMOOORRRRRRRREEEE,,, NNOO
MMMAAAAAAAAAATTTTTTTTTTTTEEEEERRRRRR HHHHHHHOOOOWWWWWW MMMAAAANNNNYYYYY LLLIIIIEEEEESSSS YYYYOOOOOUU HHHHHHHHHAAAVVEE TTOO TTTTTTTTEEEEELLLLLL ... IIIIIITTTTTTTTTT’’’’’’SSSS AAAAAAAALLLLL AAAAAAAABBBBOOOOUUUUUTTT
RRRAAAAKKKKKKKIIINNNNNNNNNNNGGGGGGGGGG IIINNNNNNNN TTTTTHHHHEEEE CCCCCCCAAAAAAASSSSSHHHH,,,,,,, AAAAANNNNDDDD IIIFF CCCCCCCCCCUUUSSTTOMEEERRRRSS BBEELLLLLIEEEVVVVEEEE TTTTTHEEEE NONSSSEENSSEE,,
TTTTTHHAAAAAAAATTTTT’’’SSS JJUSSTTTT AAAAA BONNNNUSSS.

OOOOHHHH,,,, TTTTTTTTTTTTTTTTHHHHHHHHHHHHHHHHEEEEE WWWWWWWWOOOOOOOOOOONNNNNNNNNNNNNNNDDDDEEEERRRRSSSS OOOOFFFF MMMMAAAAAAARRRRRRRRRRRRKKKKKKKKKKKKKKKKEEEEEEEEETTTTTTTTTTTTTTIIIIIIIIIINNNNNNNNNNNNNNNGGGGGGGGGGG!!!!!!!! LLLLLLLLLLLLLLLLLAAAAAAAAAAAABBBBBBBBBBBBBBBEEEEEEEEEEEEEEEELLLLLLLLLLLSSSSSSSSSSSSSSS TTTTTTTTTHHHHHHHHHAAAAAAAAAAAATTTTTTTTTTT SSSSSSCCCCRRRRRRRRREEEEEAAAAAAAAMMMMMM
““““““““EEEEEECCCCCCOOOOOOOOO------FFFFFFFFFRRRRRRRRRIIIIIIIEEEEEEEEEEEENNNNNNNNNNNNDDDDDDDDDDDDDDDLLLLLLYYYYYY”””””” OOOOONNNNNN PPPPPPRRRRRROOOOOOOODDDDDDDDDDDDDDDUUUUUUUUCCCCCCCCCCCCCCCCCTTTTTTTTTTTSSSSSSSSSSSS TTTTTTTTTTHHHHHHHHHHHHHHHAAAAAAAAAAAAAAATTTTTTTTTTTTTTT AAAAAAAARRRRRREEEEEEEE BBBBBBBBBBBAAAAAAAAAAASSSSSSSSSSS IIIIII CCCCCCCCCCCCCAAAAAAAALLLLLLLLLLLLLLLLLYYYYYYYYY PPPPPPPPPPPPLLLLLLLAAAAAASSSSSSSTTTTTTTTTTTTTTT IIIIII CCCCCC IIIIIIIINNNNNNNNNNNN
DDDDDDDDDDDDDDD IIIIIIIIII SSSSSSSSSGGGGGGGUUUUUUUUUUU IIIIIII SSSSSSSSSEEEEEEEEEEEE???????? GGGGGGGGGGGGGEEEEEEEEEENNNNNNNNNNNNNN IIIIII UUUUUUSSSSSS ...... WWWWWWHHHHHHOOOOOOO NNNNNNNNNNNEEEEEEEEEEEEEEEEEEEEEEEEEEDDDDDDDDSSSSSSSS HHHHHHHHOOOOOOOOOOOOOOOOONNNNNNNNEEEEEESSSSSSSSTTTTTTTTYYYYYY WWWWWWWWWWWWWWWWWHHHHHHHHHHEEEEEEEEEEENNNNNNNNNNN YYYYYYYYYYYYYYYYYOOOOOOOOUUUUUUUU CCCCCCCCCCAAAAAAANNNNNNNNNNNNN SSSSSSSSSLLLLLLLLLLLLLLLAAAAAAAAPPPPPPPP AAAAAAAAAAA
GGGGGGGRRRRRRREEEEEEEEEEEEEENNNNNNNNNN LLLLLLLLLLLLLLAAAAAAAAAAABBBBBBBBBBBBBBBEEEEEEEEEEEEEEEEELLLLLLLLLLLLL OOOOOOONNNNNN SSSSSSSSOOOOOOMMMMMMMEEEEEEEETTTTTTTTTTHHHHHHHH IIIIIIIIII NNNNNNNNNNNGGGGGGGG AAAAAAAAAAAANNNNNNNNNNNNNNNDDDDDDD WWWWWWAAAAAATTTTTTCCCCCCHHHHHHHH CCCCCCCCCCCUUUUUUUUUUSSSSSSSSSSSTTTTTTTTTTTTOOOOOOOOOOOOOMMMMMMMMMMMMEEEEEEEEERRRRRRSSSSSSSS GGGGGGGGGGGGGGGGGOOOOOOOOOBBBBBBBBBBBBBBBBLLLLLLEEEEEEE IIIIIIII TTTTTTTTT
UUUUUUUPPPPPP LLLLLL IIIIII KKKKKKK EEEEEEEEE IIIIIIII TTTTTTTTTTT ’’’’’’’’ SSSSSSSSSSSSS TTTTTTTTTTTHHHHHHHHHHHHEEEEEEEE AAAAAAAANNNNNNSSSSSSSSWWWWWWWWEEEEEEEERRRRRRRRRRRRRRRRRR TTTTTTTTOOOOOOOOO AAAAAAAALLLLLLLLLLLLLLL LLLLLLLL TTTTTTHHHHHHEEEEEE IIII RRRRRR EEEEEEEEEEEEEEEEEENNNNNNNNNNVVVVVVVVVVVV IIII RRRRRRRROOOOOOOOOOOOOOOONNNNNNNNNNNNNNNNNNNNMMMMMMMEEEEEEEEEEEEEEEENNNNNNNNNNNNNNTTTTTTTTTTTAAAAAAAAAAAAAALLLLLLLL
CCCCCCC OOOOOOOOONNNNNNNNNNNCCCCCCCCCCC EEEEEEEEEEE RRRRRRRRRRRNNNNNNNNNN SSSSSSSSSSSSSS ??????????? AAAAAAAAAAAFFFFFFFFFFF TTTTTTTT EEEEEEEE RRRRRR AAAAAAAA LLLLLLLL LLLLLLLL ,,,,,,,,,,,,, TTTTTTTT HHHHHHH EEEEEEEEEEEEEE GGGGGGOOOOOOOOOOOOOOOAAAAAAAA LLLLLL IIII SSSSSS SSSSSS IIII MMMMMMMMPPPPPPPPPP LLLLLLL EEEEEEEEEEEE :::::: SSSSSSSSSSSSS EEEEEEEEEEEEEE LLLLLLLLLLLLLLL LLLLLLLLLL MMMMMMOOOOOOOOOOORRRRRRRRRRRRRR EEEEEEEE ,,,,,,,, NNNNNNOOOOOO
MMMMMMMAAAAAAAAAAAAA TTTTTTTTTTT TTTTTTTTTTTT EEEEEEEEEE RRRRRRRRRRR HHHHHHHHH OOOOOOOOOOOOOOOOWWWWWWWWWWW MMMMMMMMAAAAAAAANNNNNNNN YYYYYYYYYYY LLLLLLLL III EEEEEEEEEEEEEEEEE SSSSSSSS YYYYYYYY OOOOOOOOOOOOOOOO UUUUUU HHHHHHHHHHHHH AAAAAAAVVVVVV EEEEEE TTTTTT OOOOOO TTTTTTTTTTTTTT EEEEEEEEEE LLLLLLLL LLLLLLLLLLL .... IIII TTTTTTTTTTTTTTTT ’’’’’’’’ SSSSSSSSSSSSS AAAAAAAAAAAA LLLLLL LLLLLL AAAAAAAAAAAAAAAAA BBBBBBBBB OOOOOOOOO UUUUUUUU TTTTTTT
RRRRRRRR AAAAAAAAAAAAA KKKKKKKKKKKKK IINNNNNNNNNNNNNNN GGGGGGGGGGG IINNNNNNNNNNNNNNN TTTTTTTTTTT HHHHHHHH EEEEEEEEE CCCCCCCCCCCC AAAAAAAAAAA SSSSSSSS HHHHHHHH ,,,,,,,,,,,, AAAAAAAA NNNNNNNN DDDDDDDD IIFFFFFF CCCCCCCCCCCC UUUUUUUU SSSSSSTTTTTTOOOOOMMMMMEEEEEERRRRRRRRRRRRRRRRSSSSSSSSSSS BBBBBBBEEEEEEEEELLLLLLLLLIIIIIIIIEEEEEEEEEEEEEEEEVVVVVVVVVVVVVEEEEEEEEEEEEE TTTTTTTTTTTTTTTHHHHHHHHHHHHEEEEEEEEEEEE NNNNNNNOOOOOOONNNNNNSSSSSSSEEEEEENNNNNNSSSSSSEEEEEEE,,,,,,,
TTTTTTTTTTHHHHHHHHHHHHAAAAAAAAAAAAAAAATTTTTTTTTTTTTTT’’’’’’’’’SSSSSSSSSSSSSSSSS JJJJJJUUUUUUUUUUUUUSSSSSSSSTTTTTTTT AAAAAAAAA BBBBBBBBBBBBBBOOOOOOOOOONNNNNNNNNNUUUUUUUUUUUUUUUUUUUSSSSSSSS .....

HE B I E OF TTTT "OUTTT O GHTTTTTTT OUTT MI " R EGYYYYYY B G
COMMMMMPPPPAAAAANNNNNNIESSS HHHHAAAAAAAVVVVVVVVE TTTTTTTRRRRRULYYYYY MMMMAAAAAAAAASSSSTTTTTERRREEDD TTHHEE AAAARRRRRRRTTTTTTTT OOOFF TTTTTTTTUUURRNNIINNGG AAAAAA BBBBLLLIIIIIINNNNNNNNDDDD EEEEEYYYYYYYEEE AANNDD
HHEELLLPPPPPPPPIIIINNNNNNGGGGG UUUSSSS DDDDDDOOOO TTTTTTTTHHHHEEEEEEEEEE SSSAAAAAAMMMMMEEE.. IIIIFFFF YYYOOOUUU CCCCCCAAAAAANNNNNNN’’’TTTT SSSEEEEEE TTTTHHHHHHHEE MMMMOOUUNNTTTTTTTAAAAAAAAIIIINNNNSSS OOOOOOOFFFFFFF PPPPPPPPLLLLAAAAASSTTIICC,, TTOOXXIICC
SSLLUUUUDDDDDGGGGGEEEE,,, OOOOORRRR TTTTTTTTHHHHOOOOOOSSSSSSEEE MMMMMYYYYYSSSTTTEEERRRRRIIIOOOUUUSSS CCCCHHEEEEEEEEMMMMIICCCAAAAALLLL BBBAAARRRRRRRRRRRRRREEEELLLSS LLEEAAAAAACCCCCCHHHHHIIIIINNNNNNGGGGGGGGG IIIINNNNTTTTTOOOOOOOOOO TTTTHHHHHEEEEEE SSSSOOOOIIIIIILLLLL ,,,, IIIIITTTTTT’’’SSSSS
LLIIKKKKKEEE TTTTTTTHHHHHHHHEEEEEEEEYY DDOOONNN’’’’TTTTTTTTTTTTT EEEEEVVVVVVVEEENNN EEEXXXXXXXXIIIISSSTTT... WWWWWWWWAAAAAAASSSSSSSSSSSTTTTTTTEE???? WWHHHAAAATTT WWWWWWWWWAAAAAAAASSTTEE?? JJUUSSSSSTTTTT SSSSSHHHHHHHHIIIIIIPPPPP IIIIIITTTTTTTT OOOOFFFFFFFFFFFFFFFFFFFFFF TTTTTTTTTOOOOOOO AAAAAAAA PPPPPOOOORRRRRTTT
IINNN AAAAAA CCCCOOOOUUUUUNNNNNNNTTRRYY WWWIIIIITTTTTTTTTTTHHH WWWWWEEEAAAKKKKKEEEEEEERRRRRRRRR EEEEENNNNNNNNVVVVVVVVVVIIIIRRRRROOOOOONNNMMMMEENNTTTTAAALLL PPPPPPPOOOOLLIICCIIEESSS,,,,,,, SSSLLLLLLLAAAAAAPPPPPPPP ON AAAAA VVVVVVAAAAAGGGGUEEE LLLLLLAAAAAABBBBEEEEEEEEELLL
LIKKKKKE ""RRRRRECYYYYYYYYCLAABLESS,,,,,, "" AAANNNDDD VVVVVVOILAAAAAA PPRRRROBLEMMM SSOLVVVVVVVVVEDD.

TTTTTTTHHHHHEEEEEEEEEEEEE BBBBBBBBBBRRRRRRRRRIIIIIIIIIILLLLLLLLLLLLLLLLLLLLLLIIIIIIIAAAAAAAAAAAAAAAANNNNNNNNNNNCCCCCCCCCCCCCEEEEEEEEEEEEEE OOOOOOOOOOOOOOOOOFFFFFFFFFFFFF TTTTTTTTTTTTTHHHHHHHHHHEEEEE """"""""OOOOOOOOOOOOOUUUUUTTTTTTT OOOOOOOOOOFFFFFFFFFFFFFF SSSSSSSSSSSIIIIIIGGGGGGGGGGHHHHHHHHHHHHHHTTTTTTTTTTTTT,,,,,,,, OOOOOOUUUUUTTTTTTTT OOOOOOFFFF MMMMMMMMMMMMIIIIIINNNNDDDDD"""" SSSSSSTTTTTTTTTTTTTTRRRRRRRRRRRAAAAAAAAATTTTTTTTTTEEEEEEEGGGGGGGGGGGGGGGGGYYYYYYYYYYYY!!!!!!! BBBBBBBBBBBBIIIIIIGGGGGGGGGG
CCCCCCOOOOOOOMMMMMMMMMMMMMPPPPPPPPPPAAAAAAAAAAANNNNNNNNNNNNNIIIIII EEEEEEEEEESSSSSSSSS HHHHHHHHHHHHAAAAAAAAAAAVVVVVVVVVVVVVVVEEEEEEEEEEEEEEEE TTTTTTTTTTTTTTTTTRRRRRRRRRRRRRRRRUUUUUUUUUUUUUUULLLLLLLLLYYYYYYYYYYYYYYYYY MMMMMMMMMMMMMMMMAAAAAAAAAAAAAAAAASSSSSSSSSSSSTTTTTTTTTEEEEEEEERRRRRRREEEEEEDDDDDD TTTTTTHHHHHHEEEEEEEEEE AAAAAAAAAAAAARRRRRRRRRRRRRTTTTTTTTTTTTTTTT OOOOOOFFFFFF TTTTTTTTTUUUUUUURRRRRRNNNNNNIIIIIINNNNNNGGGGGGGGGGGGG AAAAAAAAA BBBBBBBBBLLLLLLL IIIIIIIIIINNNNNNNNNNNNNNDDDDDDDDDDDDD EEEEEEEEEEEEEEEEEYYYYYYYYYYYYYYYYYEEEEEEEEEEE AAAAAANNNNNNDDDDDD
HHHHHHEEEEEEELLLLLLLLPPPPPPPPPPPP IIIIIIII NNNNNNNNNNNNNNNNGGGGGGGGGGGGGGGG UUUUUUUUUUUUUUUSSSSSSSSSSSSSS DDDDDDDDDDDDDDDDOOOOOOOOOOOO TTTTTTTTTTTTTTTHHHHHHHHHHHHHHHEEEEEEEEEEEEEEEEE SSSSSSSSSSSSSSSSAAAAAAAAAAAMMMMMMMMMEEEEEEE ...... IIIIIIIII FFFFFFFF YYYYYYYYOOOOOOOOUUUUUUUUUUUUU CCCCCCCCCCCCCAAAAAAAAAAANNNNNNNNNNNNN’’’’’’’TTTTTTTT SSSSSSSEEEEEEEEEEEEEE TTTTTTTTTTTTHHHHHHHHHHHHEEEEEEEEEEEEEEE MMMMMMMMOOOOOOUUUUUUNNNNNNNTTTTTTTTTTTTTTTAAAAAAAAAAAAAA IIIIIIII NNNNNNNNNSSSSSSS OOOOOOOOOFFFFFFFFFFFF PPPPPPPPPPPPPPPLLLLLLLLLLLLLLLLAAAAAAAAAAAAAAAASSSSSSSSSTTTTTT IIIIII CCCCCC ,,,,,, TTTTTTOOOOOOXXXXXX IIIIII CCCCCCCCC
SSSSSS LLLLLLLUUUUUUUUUUUUUUUDDDDDDDDDGGGGGGGGGGGGGGGGGEEEEEEEEEEEEE ,,,,,,, OOOOOOOOOOOOOORRRRRRRRR TTTTTTTTTTTTTTTTTHHHHHHHHHHHHHOOOOOOOOOOSSSSSSSSSSSEEEEEEEEE MMMMMMMMMMMMYYYYYYYYYSSSSSSSSTTTTTTTEEEEEEERRRRRRRRRRR IIIIIII OOOOOOOOUUUUUUUSSSSSSSSS CCCCCCCCCCCCCCCCCHHHHHHHHHHHHHEEEEEEEEEEEEEEEMMMMMMMMM IIIIII CCCCCCCCAAAAAAAAAAALLLLLLLLLLL BBBBBBBBAAAAAAARRRRRRRRRRRRRRRRRRRRRRRRRRRRRREEEEEEEELLLLLLLL SSSSSS LLLLLLEEEEEEAAAAAAAAAAAAAAACCCCCCCCCCCHHHHHHHHH IIIIIIII NNNNNNNNGGGGGGGGGGGGGGGG IIIIIIII NNNNNNNNNTTTTTTTTTTTOOOOOOOOOOOOO TTTTTTTTHHHHHHHHHHHEEEEEEEEEEE SSSSSSSSSSOOOOOOOOOO IIII LLLLLLLLLLLLL ,,,,,,,, IIII TTTTTTTTTTTTT ’’’’’’’’ SSSSSSSSSS
LLLLLL IIII KKKKKKKKKKKK EEEEEEEEE TTTTTTTTTTTTTT HHHHHHHHHHHHHH EEEEEEEEEEEEE YYYYYY DDDDDDOOOOOOONNNNNNN ’’’’’’’’ TTTTTTTTTTTTTTTT EEEEEEEEEEVVVVVVVVVVVVVVVEEEEEEEENNNNNNNN EEEEEEEE XXXXXXXXXXXX IIII SSSSSSS TTTTTTT ....... WWWWWWWWWWWWWWAAAAAAAAAAAAAA SSSSSSSSSSSSSS TTTTTTTTTTTTTTTT EEEEEE ???????? WWWWWWHHHHHHHAAAAAAAAAATTTTTTT WWWWWWWWWWWWWWWWAAAAAAAAAAAAAAA SSSSSSSS TTTTTT EEEEEE ?????? JJJJJJJ UUUUUUUUUUUUU SSSSSSSSSSSSS TTTTTTTTTTTTTTT SSSSSSSSSSSSSSS HHHHHHHHHHHHHH IIII PPPPPPPPPPP IIII TTTTTTTTTTTTTTT OOOOOOOOOOOOOOO FFFFFFFFFFFFFFF FFFFFFFFFFFFF TTTTTTTTTTTTTTT OOOOOOOOOOOO AAAAAAAAAAAAAAAA PPPPPPPP OOOOOOO RRRRRRRRR TTTTTTT
IIII NNNNNNN AAAAAAAAA CCCCCCCCCCC OOOOOOOOOOOOO UUUUUUUUUUU NNNNNNN TTTTTT RRRRRR YYYYYY WWWWWWWW IIII TTTTTTTTTTTTTT HHHHHHHHHH WWWWWWWWW EEEEEEE AAAAAAA KKKKKKKKKK EEEEEEEEEEEEEEEEEE RRRRRRRRRRRRRRR EEEEEEEEEEEEE NNNNNNNNNNNNNNNNNN VVVVVVVVVVVVVVV III RRRRRRRRRR OOOOOOOOOOOOO NNNNNNMMMMMMMM EEEEEE NNNNNNN TTTTTTTTT AAAAAAA LLLLLLL PPPPPPPPPPPPPP OOOOOO LLLLLL III CCCCCC IIII EEEEEEE SSSSSSSSSS ,,,,,,,, SSSSSSSSSSSS LLLLLLLLLL AAAAAAAAAAAA PPPPPPPPPPP OOOOONNNNNNNNNNNNN AAAAAAAAAAAAAAAA VVVVVVVVVVVVVVVAAAAAAAAAAAAGGGGGGGGGGGGGGGUUUUUUUUUUEEEEEE LLLLLLLLLAAAAAAAAAAAABBBBBBBBBBEEEEEEEEEEEEEELLLLLLLL
LLLLLLL IIIIIKKKKKKKKKKKKKKKEEEEEEEE """""""""RRRRRRRRRREEEEEEEEEEECCCCCCCCCYYYYYYYYYYYYYCCCCCCCLLLLLLAAAAAABBBBBBBLLLLLLLLEEEEEEEEEEEEEEEESSSSSSSSSSS ,,,,,,,,,, """""""" AAAAAAANNNNNNNNNDDDDDDDDDDD VVVVVVVVVVVVVVOOOOOOOOOOOOOOOIIIIIII LLLLLLLLLLAAAAAAAAAAAA PPPPPPRRRRRRRROOOOOOOOOOOOOOOOBBBBBBBBBLLLLLLLEEEEEEMMMMMMM SSSSSSSOOOOOOOOOOLLLLLLLVVVVVVVVVVVVVVVVEEEEEEEEEDDDDDD.....

COMMMMMMPPPPPPAAAAAAANNNNIESSSS KKKKKKNNNOWWWWWWWW TTTTTTTTHHHHHE SSECRRRRETTTT TTTTO SSUCCESSSSSS::: KKKEEPPPP YYYYOURRRRR WWORRKKEEERRRRRRRSS
IIIINNNNN LLIIINNNNEEE.. DDOONNNNNN’’TTTTTTTT LLEEEETTTTTTTTTT TTTTTTHHHEEEEEMMMM TTTTTTTHHIINNNNNNKK TTTTTTOOOOOO MMMMUUUCCCHHHHH,,,, SSPPPPEEAAAAAKK TTTOOOOOOOOOO LLOOUUUUUDDD,,, OORRRR,,,
HHHHHHHEEAAVVEENN FFFFOOOORRRRRRBBBBIIIIIIDDDDDDDDD,,,, SSSHHHHAAAAAAAAAAARRRRREEEE WWWWHHHHHAAAAATTTTTTTTT’’SS RRRRRREEEAAAAAALLLLLLLLLLYYYY HHHAAAAAAPPPPPPPPPPPPPEENNNIINNNGG BBBBBEEEEEEHHIINNNNNDDDD
CCCLLLOOOOSSSEEDD DDDDDDOOOOOOORRRSSS... KKKKEEEEEEPPPPPPPPPPP AAAAAAA TTTTTTTTTTTIIIIIIIGGGGHHHHHHTTTT GGGGRRRRRIIPPPPP,, SSSSQQQQQQUUUUUUAAAASSSSHHH DDDDDDIISSSSSSSEENNNNNTTTTTTT,,,, AAAAAANNNNDDDDDD RRRREEEMMIINNNNDDD
TTTTTTHHHHHHEEEEEEEMMM WWWHHHHOOOOOO’’’SSSS BBBOOSSSSS..... AAAAAAAAAAFFFFTTTTTEEEEEERRRRRRR AAAAAAAAALLLLLLLLLL ,,,, LLLLLLOOOOOYYYYYYYYYYAAAAAAAAALLLLLLTTTTTTTYYYYYY IIIIISSSSSNNNNNNN’’’’TTTT GGGIIIVVEEEEEENNNNNNNN———IIIIITTTTT’’’SSS
CCCCOOONNNNNNNTTTTTTTTTTRRROOOLLLLLLLLEEDDDDDDD..

CCCCCCCCCCCOOOOOOOOOOONNNNNNNTTTTTTRRRROOOOOOOLLLL SSSSSTTTTTTTTTAAAAAAAAAAAAARRRRRRRTTTTTTTTTTTTSSSSSSSSSS AAAAAAAATTTTTTTTTTT HHHHHHHHHOOOOOOOMMMMMMMMMMEEEEEEE OOOOORRRRRRRR IIIINNNNNNNNNNN TTTTTHHHHHHHHHHIIIIIISSSSSSSS CCCCCCCCCCCCCCCCCAAAAAAAAAAAAAAAASSSSSSSSSSSEEEEEEEEEEE,,,,,, TTTTTTTHHHHHHHHHHHHHEEEEEEEEEEEEEEEE WWWWWWWWWWWWWWWOOOOOOOOOOOORRRRRRRRRRRRRRKKKKKKKPPPPPPPPPPPLLLLAAAAAAAACCCCCCCCEEEE...... BBBBBBBIIIIGGGGGG
CCCCCCCCCCCCCCOOOOOOOOOOOOOOMMMMMMMMMMMMMMMPPPPPPPPPPPPPPPAAAAAAAAAAAAAANNNNNNNNNNNNNNIIIIIIEEEEEEEEEEEEESSSSSSSSSSSSS KKKKKKKKKKKNNNNNNNNOOOOOOWWWWWWWWWWWWWWWW TTTTTTTTTTTTTTTTTTHHHHHHHHHHHHHHEEEEEEEEEEEEEEE SSSSSSSSSEEEEEEEEEEEEECCCCCCCCCRRRRRRRRRRREEEEEEETTTTTTTTTTT TTTTTTTTTOOOOOOOOO SSSSSSSSSSUUUUUUUUUUUUUUCCCCCCCCCCCCCCCCEEEEEEEEEEESSSSSSSSSSSSSSSSSSS ::::::: KKKKKKKEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEPPPPPPPPPPPPPP YYYYYYYYYYYYYOOOOOOOOOOOOOUUUUUUUUUUURRRRRRRRRRRRRRRRR WWWWWWOOOOOOOOOOORRRRRRRRKKKKKKEEEEEEEEERRRRRRRRRRRSSSSSS
IIIIIIII NNNNNNNNNNNNNN LLLLLLL IIIIIII NNNNNNNNEEEEEEE ...... DDDDDDOOOOOOONNNNNNNNNNNNNNNNNN’’’’’’’’TTTTTTTTTTTTTTTT LLLLLLLLEEEEEEEETTTTTTTTTTTTTTT TTTTTTTTTTHHHHHHHHHEEEEEEEEEMMMMMMMMM TTTTTTTTTTTTTTTHHHHHH IIIIII NNNNNNNNNNNNKKKKKK TTTTTTTTTTTOOOOOOOOOOOOOOOOOOOO MMMMMMMMMUUUUUUUUCCCCCCCCCHHHHHHHHHHH ,,,,,,,, SSSSSSPPPPPPPPPPEEEEEEEEEEEAAAAAAAAAKKKKKK TTTTTTTOOOOOOOOOOOOOOOOOOOOOOOOOOOOO LLLLLLLLOOOOOOUUUUUUUUUUDDDDDD ,,,,,,,, OOOOOOORRRRRRRR ,,,,,,,
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