\

¢ @
g @
¢ °

¢
IPG
MEDIABRANDS Misital




Who are We?

.}9\. We are digital support team who work along
0>’\0,‘<0 f itQI the line of total communication plan to help
& ... deliver an integrated marketing campaigns.
MEDIABRANDS
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Social
* Direct FB relationship
* Social strategy + driving engagement

* Social Listening.
* Record breaking FB campaign

CADRXREON ansible

Display/Video Mobile
* Top GDN campaigns * First ever agency to drive AdMob ads in
* First Thailand agency trading desk from media Thailand-campaign is the current benchmark for
agency market.
* Driving YouTube for Clients
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. ﬁ@ communication complexity

Influence — consumer operated

OPINION
SITES

SOCIAL
METWORKING DVR

ives

WORD OF
VIQUTH .MOBILE

. Purchase

Persuasion — marketer generated
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—_*  comprehensive digital expertise

s

Search Engine Search Engine . .
Online Advertising Marketing (SEM) Optimization (SEO) Email Marketing

W (-

Performance / Affiliate
Marketing

Gaming

Analytics

Media-led Creative
and Content

MEDIABRANDS
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humanizing digital
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7 science of measurement

() COMSCORE C;d%%g)gle GO‘JSIQ

@ MediaMind Q socialbakers ® @
e
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* Cros Il tre '

.f'erwces
* Integrate economeitric modeling wﬂh'he analysis
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measuring performance

Proposed Paid, Owned & Earned Sales Modeling

What it does
Econometrics is used to
identify the impact of paid
media to sales & other
KPIs, both direct & indirect

How is it done?

Historical data on sales,
distribution, pricing,
marketing spend, online
buzz & website traffic are
used to statistically
determine relationship
between the various
elements of the marketing
mix & sales.

MEDIABRANDS



APAC beverage client

« Client has just launched a marketing campaign announcing a new
flavor which has been very successful in the market

« Simultaneously, Client has been running a brand thematic TVC
supporting the full range of flavors

« As such, Client would like to determine the mix of spending between
the thematic TVC vs. new flavor launch TVC
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variables tested

Value Sales
Ad Spendlng

TVC 1 (Old Thematic)
« TVC 2 (New Thematic)
« TVC 3 (New Flavor Launch)
« Search
* In-Store
* Buzz (No. of Blog Mentions, No. of FB Interactions, No. of Tweets on Twitter)
« Site Traffic
+ Competitive
» Purchase Intent (Brand Health Tracking Study)
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860.0
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focusing on 4 key drivers to sales

2009-1
2009-14

2009-27
2009-40

2010-1
2010-14
2010-27
2010-40

-14
-27

-40

2-1
-14

-27

-40

2011-1

= Sales

= Brandsite

2009-1
2009-14

2009-27
2009-40
2010-1

2010-40

2011-1
2011-14

2011-27

2011-40

2012-1
2012-14
2012-27
2012-40
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mmm Total Spend
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what drives sales?

Competitor A

mTVC1 mTVC2 ETVC3 W Earned B Owned

M Base

Contributions

Marketing Variables

83.6%

1.5%

Base

TVCAH

Competitor A

120 -

100

80 -

T
o
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40

20

6v-710¢
S¥-710¢C
Tr-¢10¢

Tz-z1ot
L1-TT10¢C
€T-7T0¢C
6-CT0¢

5-¢10¢

T-¢10¢C

6¥-TT0C
St-110¢C
T¥-1T0C
£€-TT0¢C
€€-TT0¢C
6C-TT0TC
ST-TT0TC
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T¥-0T0¢
L€-0T0TC
€€-0T0C
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L1-0T0T
€T-0T0C
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T-600T
£€-600C
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67-600C
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L1-600¢
€1-600¢C
6-600C

5-600¢C

T1-600¢C
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Focusing on Sales YOY

Owned & Earned has significant impact on sales

100% -

95% -

90% - Competitor A
= Owned

85% - » Earned
mTVC3
mTVC2
mTVC1

» Base

80% -

75% -

70% -

65% -

60% -

®
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what drives earned?

B Competitor A

mTVC1 mTVC2 mTVC3 » Owned

M Base

Contributions

Marketing Variables

62.4%

0.9%

1.5%

21.2%

Base

TVC 1

TVC 2

TVC 3

Competitor A

250 +

200 -
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€-600¢
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focusing on earned YOY

TVC 3 (New flavor) & Owned has significant impact on sales

100% -
80% - m Competitor A
w Owned
mTVC3
mTVC2
mTVC1
60% 5
W Base
40% - oo
2009 2010 2012 Cote® | Xellgital
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what drives owned?

Search m In Store Earned m Competitor A W Outliers Competitor B

MBase WMTVC1 mTVvC2 mTVC3
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focusing on owned YOY

Search & Earned has significant impact on Owned

100% -

90%

80%

70%  m Competitor A

© Earned

60% 11.8% |

19.4% ® In Store

50% 13.5% -~ Search
mTVC3
mTVC2
mTVC1

m Base

40% -

30%

20% -

10% -

0% -

2010 2011 2012 ® e+ @ + WE
LeJlgital
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looking at all the interactions...

%
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SALES
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FB offers highest audience reach

Facebook in Thailand

Every day Every month

pe0p|e people daily people people

. on mobile monthly
da||y monthly on mobile

709% of monthly active users return daily




0%
media

optimizing investment

| £l scB Thailand

‘You are posting, commenting and liking as Mike De Los Reyes — Manage Page with Business Manager

> }fl is \ s as
* g UAL #1

Tunsinsuims

Timeline About Photos QAN More ~

View Teng and 46 other friends

m 2.8m people like this Post || Photo/Video

Write something..
Invite friends to like this Page

amour > .

SCB Thailand

[Ya: | O hrs - @
g SCB VISA payWave i lvinnsldshuiuinseniqu azennaus e
nindngale?

Fingzaan funns l95eeuing SCB VISA payWave ds
#SCBVISApayWave #SCBCreditCard

See translation

Twitter: https:/ftwitter.com/scb_thailand
Youtube: http//www.youtube.com/scbthailand

hitp:/iwww.scb.co.th/

create Page

I Recent
2015
2014
2013
2012

2011

2010

2009

1996

1984

1983

1982

1973

1971

1962

1957

1840

1931

1927

1920

Founded

0%
creative

¢

NS .
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advertising on FB

The need to advertise on FB is driven by the following factors:

Content Over Load FB Changed Algorithm Organic Reach Drop

facebook

organic reach ;

> 1,500 Stories update / Log-in > Showing High Quality Content > Brand Post reach only 1-3% fan

» More Page likes & More Friend > Cleaned Up News Feed Spam > Need to buy FB Ad to promote
get more content over load oromotional posts

) &
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only 10% of fans are organic

Where Your Page Likes Happened
The number of times your Page was liked, broken down by where it happened.

B Adverts = Page Likes Ml APl  On Your Page I Others

600
400

200

05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 02

APR MAY
» f\’Q 1
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hub / hero / hygiene

Creating content to address all target market need states as well as company objectives

YOouR CONTENT SHOULD...

Tell your story to fuel Create iconic

their passions experiences

Jan Feb Mar Apr May  Jun Jul Aug Sep Oct Nov Dec

ETE O BT T

HYGIENE
HERO CONTENT HUB CONTENT HYGIENE CONTENT
Major advertising initiatives that reach a Regularly released contents tailored to consisting of the “always on” contents
wide audience (this could be a viral video customers’ passions and interests optimized to address potential consumer
or major commercial push) (typically a regular content series) interests
®
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eye tracking FB study

“ Search for people, places and things Q ¥ Ben  Home
I dCUIGML...

PEOPLE YOU MAY KNOW See All

fﬁ' Praveen Ramachandra

Christopher Smith, Yasser Ismail and 11 others like Marina Bay Sands 2 mutual friends

L. Add Friend
Marina Bay Sands ile Like Page
Sponsored - Shweta Shgkla
56 mutual friends
Rates from $333/night for Jan & Feb Holidays i 4 4 Add Friend

Kerry Brown

BOOK EARLY, ¥ 1 Add Friend
SAVE MONEY! ot Laer

®  8mutual friends
4. Add Friend

Eugene Wong (Eugene
S Wong)
—a 8mutual friends

L. Add Friend

Amira Mattar
8 mutual friends

Only @ MarinaBaySands.com BN A Add Friend

Book your January, February holiday early with us and save!

Book Now . . ]
WWW.MARINABAYSANDS.COM English (US) - Privacy - Terms - Cookies - More ~

Facebook © 2014
Like - Comment - Share - 3353 120 £ 41

Tim McSweeney shared Nova 919's video.
1hr-

2
L s 32 6] %] 20 2omen
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uil. Verizon % 3:05 PM 9

The first line should always relate to the product

The second and third lines should relate to the lifestyle of the consumer
and a call to action to engage (L/C/S)

The fourth line should contain shortened links (bit.ly) for a direct call-to-
action, and hashtags for recall and relevance
T
Each post (link, video, status) MUST be accompanied by its own custom
photo. ALL photos must be 504px X 504px to be mobile friendly. Bit.ly
links can be tracked for traffic
A MEaa- |
Branding of each photo for uniformity
T TT—

The hashtags used must be on the photo for instant recall

/7% Newcastle Brown Ale

Introducing Newcastle Green Ale. Sold
nowhere. #NoBollocks

989% (mm=)

1=

* No more than 4 lines of copy

» Keep the text in the photo within
Facebook’s 20% guideline so all
posts have the option to be
promoted

» All photos should be uniform in
style: striking lifestyle-centric
photography
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Q. Search

[/] Status [ Photo

Gap
_—

You don't have to get them to give them Gap.

Dress Normal. http://gapgiftguide.com

\

-
awarene®

\

Tk A Naws Fead
TR
b o A
fest
i S
R

purchase funnel

Gap
-

These cashmere sweaters dance in a style that
we have yet to comprehend.
http://gapgiftguide.com

g r

Gap
_—

You don't have to get them to give them the right
sweater.

Popular gifts make popular

gift givers Shop Now
sk
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¢ }
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P @
"y’ %y 9
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3 Year Roadmap

Year One Year Two Year Three

Social Social Social
Innovation Breakthrough Leadership

| M
Asplrln’g i emulat.e Matching Leader’s Being the social community
Fanbase Leader’s leadership . .
. community numbers leader in the country
community numbers
o CIEELE SO(.:Ifal commerce Enable Social Purchase Micro Targeting and Real
Monetization opportunities and geo . :
o Online Time Commerce
based activations
Branding Engagement Campaigns First source of Innovation leader in
9ag 9 conversations on the brand shaping opinions
Crisis Prepared Automated Crisis Platform M.IC“.) .CRM O.f spgglﬁc
individuals in crisis
®
»":"« * W
o0 | adgital
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marketingoops.com

-+ MarketingOops!

SCB maussinananAmn 81ag 1y “SCB Thailand” gin
BUAY 1 1WaN15134 B8a Like Wag 2.5 81w Aa4 lagnan
gARINA

lasifuurunan@nsiturianeg 2 SCB 19w SCB Credit Card, SCB Easy Net,
SCB UP2ME n51un3alaidn aauii SCB lavsznasan mefidnil Tinsueg luwe
“SCB Thailand” \{ufiSausasuas nian WuSnsgndetnasuesne luadn
e

tlaguiuunuine “SCB Thailand” fisaa Like ua251 2.5 awau 5enlaiminvinesusu
fuq lunansuauiiiden uasidrdgiiomans lumedineu Tandfus Tnaldosineg
v ¥l Engagement gegn 1fuduay 1 miudAaeseiadga Thailand Zocial Award

3 000 000

2 500000

2 000 000

1500 000

1000 000

Largest financial TH brand page with

'2.7M fans and an engagement rate

that is now 3x vs. competitor

Total Fans FB
from Oct 13, 2013 to May 14, 2015

(= scemhatans = earkive ] Relaunch

Jan 01, 2014 May 01, 2014 Sep 01, 2014 Jan 01, 2015

d

dot

May 01, 2015
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Driving Sales through Facebpgk_-’ W,
facebook e u nmx .

S

‘Miracle of Love’
avnonUSNIIAIL

iael ==
65

SWIA mivou!

Q usimAwlasuswIanniionssu
‘Miracle of Love’ @ononnusniimaiy

Cet)tral Central Department Store | v Uiked | | Message # - |

Thatund's Lorgest chiky 81,404 ikes - 3,369 talking about this

Results:
« 100K of wishes shared.
 10% of participants converted to sales.

of department stones

se a / -
yartment Stores H ﬁ @ |E|
B Ceriral,

Fhotos In Store Promotion Pinterest MyWorldMyCentral

:ﬁg&x?:&::ﬂuﬁ"‘ﬁmﬁ::?"j& n- - anauwnnanamﬂun |{u§n nfmnﬁﬂamna
B. Id ‘ Cha”enge uarnauvszam kv gl
AR *  Mother's day is when most of us want to - A5
: s show our gratitude for moms. - i : .{ :
Share your W';h and wish !'Slt for We all use social media to share our love.
bl ) - i »  We are also looking for the perfect gift for

our dear moms to express our gratitude.

. How do we leverage this online behavior
to drive traffic and sales for Central
Online ?

One of the First Facebook
Commerce Apps in Thailand.
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Thank You! ©




