


/K Corporate Introduction Index

] Intro
1.0 Approach > Bl mRs
3 3Ho=HHE
4  EHE|lsHHE
20 Pngrqm 21  AKLZ=QAMH|A

22 AKL=HZT=TeM

30 Summqry 31 SHHBHs DHELAL
3.2 Our Values




1.1 - Intro

1.0 Approach

E5& CXE OA S0 M AJEE D ZFE LI

/K



/K 1.0 Approach

1.2 - A= Hal= A ore el 7120 2| BTl AlMO| THe 7ha FapEol Hr) 04
!

Of|O|AH|O| ATt A|eFok=< ?.'S—?—?JMX_t’é‘UIEIODI
Ep2l 2H[Xe| === 0[Z0{EAM| K.

r_L
rulo
ofm

INFLUENCER — SOCIAL FRAMEWORK Influencers Social

[ Marketing Goals ]

SN2t CHE QIX|=E AQ!, Paid Spend
LI ASHH =|CHoh 2Kt T

- Hero: ,
[ Social Strategy J - Brand Storytelling:

HUC AE2|S USOIHH, FH|MX| T

Macro:
HefE IX|AME 0 Mzl A= (ERE AN)

Virality:
ofie FHE|22|Ll & 9IS Festo
Social Buzz= =t

Y
Q 590, OOO/ Micro: Social Validation:
N (o) Z
@@ MICRO % AH[X[O| Ef0| & ARFE S RISS =7t K| o2 A| 0|85t=X|0| (Who + TPO)
& %, A A7 FQ ofg (Sl 2 w2} CIR|A BAE BXINY P2
AN
%
Qé:\“ ]O% Nano, Consumers: 2/QI2|Q| OHIE:
J NANO 2718 ZHZ, 2Rl s HEHC 0| 57|42 71| T = SHs 2o,
@ % AH|X}0f T 2thof| 7[0d HEL|E|(WZE)S =87 93 CHA
Q.
>,
Gy
AL
-
(,)F CONSUMERS

[ Landscape Influencer ®%t H|S J




05

-
A

=

n

(@)

=

5 p—
ol 10

20 1o
= o

ol ml
K Rl
= N O
[
S T OHH
o O oF
m Jd ™
0 B =
80 X 5
Kl Kl <n
ol & pr
Mo
or Y il
Ul T 300
4 ~ 80
|
i o mw
o ™ 1|
L|

——

n

1|

|

p— -

OF

M0

]

™

laa

-

O

o

O

o

o

<

o

[HO
ol
S
<0
ol
[aS
1
4

IH

@.
4,

0f7gl Hat

=
L—

| 2RE WAl

SE3RA XA

ZHIELLL|X|E HFLA|0]HE H=

—
L—



/K

Effort

1.0 Approach
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Awareness
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The consumer journey is non-linear
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2.0 Program
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Key

Missions

Build Brand Awareness Among Targets
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« Paid Media:
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Awareness, Impressions, Reach
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Increase Consideration & Engagement
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Reinforce Brand Loyalty, Drive Conversions
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- Earned Media:
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(Experiential, Word of Mouth Marketing)

- Paid Media:
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Share of Voice, Social Graph
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“Supercharge your Digital Marketing”
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010-9765-3936

Abbot Kinne
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