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Who are We?

Display/Video
• Top GDN campaigns
• First Thailand agency trading desk from media 

agency
• Driving YouTube for Clients

Mobile
• First ever agency to drive AdMob ads in 

Thailand-campaign is the current benchmark for 
market.

Google/Search
• 17 GA certified, highest in market
• Marin certified
• Record setting campaigns  for clients

Social
• Direct FB relationship
• Social strategy + driving engagement
• Social Listening.
• Record breaking FB campaign

We are digital support team who work along 
the line of total communication plan to help 
deliver an integrated marketing campaigns.
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communication complexity

NETWORK TV

WEBSITE

RADIOMAGAZINES

MASS
TRANSIT

GAMING

MOBILE

BRANDED
ENTERTAINMENT

VOD

WEB
PORTALS

WIDGETS

SOCIAL
NETWORKING

SMS

VIRTUAL
WORLDS

OPINION
SITES

SEARCH
BLOGS

ONLINE
SEEDING

PODCASTS

Purchase

CABLE TV

NEWSPAPERS

BILLBOARDS

WEB VIDEORETAIL

IN-THEATER

WORD OF
MOUTH

DVR

Influence – consumer operated

Persuasion – marketer generated



4

4

Online Advertising Search Engine 
Marketing (SEM)

Search Engine 
Optimization (SEO) Email Marketing

Performance / Affiliate 
Marketing Emerging Media Social Media Gaming

Mobile Media-led Creative 
and Content Analytics Research

comprehensive digital expertise



Part think tank, 
part change enabler

Innovation through 
applied knowledge

Research, focus groups 
and consulting

digital futures5
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Digital needs 
to be put into 
the context 
of daily life

humanizing digital
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Demonstrate comprehensive use & depth of analysis
• Update Connections Panel / CAT / Matrix and WAVE
• Cross-sell tracking services
• Integrate econometric modeling with the analysis

science of measurement



Proposed Paid, Owned & Earned Sales Modeling

measuring performance8

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.



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 Spending

• 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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Sales

Buzz
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Sales

Brandsite
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Sales
Consumption Intention

focusing on 4 key drivers to sales
EARNED

OWNED

PAID

CI
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what drives sales?12



Focusing on Sales YOY
Owned & Earned has significant impact on sales
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what drives earned?14



focusing on earned YOY
TVC 3 (New flavor) & Owned has significant impact on sales
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what drives owned?

Social Game

Paid Bloggers
Twitter
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focusing on owned YOY
Search & Earned has significant impact on Owned
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looking at all the interactions…18

PAID

OWNED EARNED

SALES

9% 26%

12
%



FB offers highest audience reach19



optimizing investment20

70%
media

30%
creative



advertising on FB

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

Content Over Load

 1,500 Stories update / Log-in 
 More Page likes & More Friend 

get more content over load 

FB Changed Algorithm

 Showing High Quality Content 
 Cleaned Up News Feed Spam

Organic Reach Drop 

 Brand Post reach only 1-3% fan 
 Need to buy FB Ad to promote 

promotional posts 

21



only 10% of fans are organic22



hub / hero / hygiene23

Answer their questions
at the right time and place

Tell your story to fuel
their passions

Create iconic
experiences

HERO CONTENT
Major advertising initiatives that reach a 
wide audience (this could be a viral video 
or major commercial push)

HYGIENE CONTENT
consisting of the “always on” contents 
optimized to address potential consumer 
interests

HUB CONTENT
Regularly released contents tailored to 
customers’ passions and interests 
(typically a regular content series)

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



eye tracking FB study24
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The first line should always relate to the productThe 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 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
The fourth line should contain shortened links (bit.ly) for a direct call-to-
action, and hashtags for recall and relevance

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

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

Branding of each photo for uniformityBranding of each photo for uniformity

The hashtags used must be on the photo for instant recallThe hashtags used must be on the photo for instant recall

• 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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awareness
consideration

conversion

purchase funnel



3 Year Roadmap28

Year One

Social 
Innovation

Year Two

Social 
Breakthrough

Year Three

Social 
Leadership

Create social commerce 
opportunities and geo 

based activations

Crisis Prepared

Enable Social Purchase 
Online

Micro Targeting and Real 
Time Commerce

Automated Crisis Platform Micro CRM of specific 
individuals in crisis

Engagement Campaigns First source of 
conversations on the brand

Innovation leader in 
shaping opinions

Monetization

Branding

Crisis

Aspiring to emulate 
Leader’s leadership 
community numbers

Matching Leader’s 
community numbers

Being the social community 
leader in the countryFanbase
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SCB Facebook Management

SCB Thailand approached us to help manage their 
Facebook page as KBank had made strong gains over 
the past year to nearly match the number of fans

• Aggregate their numerous product pages into a 
consolidated corporate page to help manage both fan 
engagement and content production

• Create a consistent look & feel for page posts to establish 
a unique brand identity

• Sustained media approach to support fan engagement and 
generate earned exposure

FB 
Relaunch

Largest financial TH brand page with 
2.7M fans and an engagement rate 
that is now 3x vs. competitor



Helping Central ‘SELL’ via Social.

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

Challenge:
• Mother’s day is when most of us want to 

show our gratitude for moms.
• We all use social media to share our love.  
• 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 ?

Big Idea: 

Share your wish and wish list for 
your mom and you can win!

One of the First Facebook 
Commerce Apps in Thailand.

Driving Sales through Facebook



Thank You! 


