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WHO
WE ARE.

DRIVEN BY DATA, INSPIRED BY INSIGHTS

In a few words, the Platform Group is an integrated business growth & marketing

- solutions consultancy.
b . . . . . . . . . .
ch Advertising | & Our primary service is consulting and business insights, while also offering services
> ok

) to execute, measure and optimize high performing 360°marketing campaigns.
— The Platform team is made up of 70 talented marketers, creatives, data analysts and

business consultants spread out in three different countries in the SEA region.

Everything we do is supported and driven by big data, psychometric and behavioural
audience insights that go way beyond outdated metrics like location and

demographics.

In its six years of existence, Platform has been constantly challenging the status quo

helping many of the largest Thai businesses and even more smaller brands
successfully navigate the ever changing digital landscape, create profits for their

stakeholders and build lasting relationships with their customers.
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THE
PLATFORM
GROUP.

| |

The Platform Group comprises of
four different companies with a
distinct set of services, however, all
share the same mission and values.
To create measurable, positive
change to our client’s businesses.

GROUP CREDENTIALS 2020

- Platform
Integrated Agency

A 360° performance and
insight driven digital
marketing &
communications
agency. We are proud to
create high performing
campaigns for some of
Thailand's greatest
brands.

& Platform Connect

Bridging the gap
between online and
offline media. Platform
Connect focuses on
above the line media
purchasing and
optimization to offer our
clients true
omnipresence.

v Platform Digital

Transformation
Developing and
Implementing technology
solutions for enterprises to
solve and streamline
business operations. At the
same time, we offer
practical training on digital
transformation to business
executives who want to
expand their skills and
further their career.

- Platform Business

to Business

Bringing our 6 years of
digital marketing expertise
to a whole new level and
helping B2B enterprises
with account based
marketing, lead generation,
funnel optimization,
chatbots and landing page
development, SEO, Inbound
marketing and marketing
automation.
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HOW
WE WORK.

At the heart of every successful campaign is
a great idea and precise execution.

Every great idea, touches your audience at a
deep and personal level to create positive
change in attitudes and behaviour.

Every great idea is generated using deep
data and behavioural analytics combined
with the expertise of seasoned strategists,
marketers, creatives and designers.

GROUP CREDENTIALS 2020

DESIGN,
CREATIVE & MEDIA BUYING & PRODUCTION
STRATEGY OPTIMIZATION & TECHNICAL

e BRANDING &
RESEARCH & CONTENT MANAGEMENT B
DEVELOPMENT
CONSULTING CREATION
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B I G DA I A We follow a granular approach to research, optimization and
reporting, supported at scale by our technology which

provides greater budget control to maximize digital media

AG E N CY performance throughout all the campaign stages.
o

Consulting & Research.

Detailed Market Analysis & Audience Insights
Before we start any campaign we get right at the pulse of
your business and the market. We use the latest

innovations in marketing technologies to understand your
audience, competition and other market trends.

Strategy &

Creative

(WAY) Beyond Demographics

At Platform we do not simply develop campaigns for 15 to
25 year olds who like ice cream in Bangkok. We develop
campaigns using proprietary and 3rd party psychometric
audience data to deliver campaigns to the people who are
most likely to engage with your brand.
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BEYOND JUST
DEMOGRAPHICS.

Campaign Optimization
Execution

Pifipoint targetigyogey ol audiefeg | " B Cost Efficiency & Out of this World Results

No more wasted marketing spend, reach your audience with precision. TR i & st thed, Bk =
Reach your audience at the right time. Platform is pioneering media ARSI Thyis e a'” o PR i I
targeting that doesn't rely on demographic data but psychometrics and Snirlired vy cHEERE . & e
 AEREAE understand algorithms.

USING DATA
TO DRIVE BUSINESS
PERFORMANCE. =

Business Insights t'\) “-) €~)

& Analytics

s I s e | € S

Data you didn’t know existed Transparency and Clarity oA
Map audience personalities to behaviours. Track and analyze

Your marketing spend is an investment. For us Y < =
your campaign performance with precision. Understand your it's our livelihood. We aim to gain trust and build .
marketing and audience like never before long term relationships with our clients. This is
why we are always transparent with where your rm—

marketing budget goes and how it performs. 135 ool il
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CLIENTS THAT TRUST US.
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INDUSTRY RECOGNITION

We win awards, for our clients.

’

THAILAND

Youtube Ads
ZO C IA L Leaderboard

Zocial Award Thailand's Most Youtube Ad Line Innovation Lonely Planet MAT Awards 2019
Best brand Admired Brand Leader Award A\WETde top 10 _Best Performance
performance in Food & Restaurant

w SINGHA BEER EVERSENSE SINGHA WATER CORO FIELD w
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INDUSTRY RECOGNITION I

We win awards, for our clients.

&

THAILAND

ZOCIAL

Zocial Award
Best brand
performance
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DATA DRIVEN STRATEGY &

CREATIVE EXECUTION.

CASE STUDY | SWENSEN'’S

Platform Digital Transformation x Platform Integrated Agency

BRIEF —»

Swensen’s is one of the
largest dine in dessert
restaurants in Thailand.

Their team requires the
production of a large
amount of content per
month that are in trend
and engaging.

Platform provide 360°

Communication services
including digital campaign
and content with analytic

throughout the year to

match communication

with product and brand
development

GROUP CREDENTIALS 2020

EXECUTION —»

Platform creates always
on, real time content for
Swensen's Facebook

page.

We use social listening
and trend monitoring
tools to create content
that is always in trend
and timely.

Using big data Platform
also runs audience tests
and provides insights on
new menus and other
audience insights.

RESULT —»

Keeping a pulse in the
market resulted in
Swensen's building a
more personal
connection with their
audience.

Our work won
Swensen'’s the Zocial
award for best
performing brand.

NEW @jh @)
/—\
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Swensen’s “Content Retention”
Content Direction

From functional value to ultimate value

wadiowsulu Aaiividonsid A2WNsLSIcho a Atreiiadu
nUCddIY

halaunuld o Brand Story 1@ wugudun 1 tito
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Emotional value o . : .
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" GROUP CREDENTIALS 2020 __ Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th P’atform



Swensen’s “Content Retention”
Mockup Content

Product & Promotion Brand & product story
wadvdumua:luslusuwiAyyovMY ovsduhautouavus:Sauavuusud
2 o . =i = - — ey a a

$u soufivdumladtkua nozwdadd uassasaichva NlUolAsLAS

omnnuolsnowq
&
i Swensens

Y b V
&y Gm"_'m!p;
5y L Sa o s o s Sould ! BnnAuSUSIUUSUAUTVILSD
WWaLiughiiv Product AOUGY Ao Awareness (300 ¥2UISDVS1DUDY Swensen’s Tu L 3 > pu
SULUUUDLLNUATAULWULWDLAIQ wazlaulauunuudd uazluns
gUDYMLEIU 'tunnm\)nun:nu yRduigawr: 3 @ Romind Wand13e 30+ A
aan miktamssadwndu Exclusive Rlufnsiins$3 15w ms Engage [UAUZovs1D0d emind (Kgnmoa 30+ NuA
uas Doaﬂd?unao o3It} Royalty nuuusuosan

qyuouuaquo?a Iogmtuam u.nm)uusuo Wusdukdosu
A Match nulawaladnu

ofiu
nsoinw

‘r' GROUP CREDENTIALS 2020 o— Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th P’atform



Swensen’s “Content Retention”
Mockup Content

Experience
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Swensen’'s Campaign
Toast On Fire
Flavour Eruption

Create Curiosity & Awareness

Create curiosity of new Swensen’s product via hint
content on Facebook page, letting user to guess what
kind of the new product will be?

Then introduce new product by VDO content series which
showing the 5 sensations of product.

STAGE 2

Buzz the Sensation

After introduce new product by VDO content series. Buzz
the product by online influencer to motivate target
demand to go to the store.

STAGE 3

Micro Moment & Localize

Consumer review by micro local influencer to penetrate
the upcountry target nationwide using the localized
language in the contents.

GROUP CREDENTIALS 2020

VDO Production Launching Produc
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http://www.youtube.com/watch?v=zVIsYG48nIY
https://www.youtube.com/watch?v=zVIsYG48nIY&feature=youtu.be

INDUSTRY RECOGNITION I

We win awards, for our clients.

Thailand’'s Most
Admired Brand

SINGHA BEER
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DATA DRIVEN STRATEGY & Yo
CREATIVE EXECUTION. "
CASE STUDY | SINGHA MOMENT

Platformm Connect x Platform Integrated Agency

BRIEF —® EXECUTION —@® RESULT —
Singha Beer shifted their

=<l = ‘ Platform used data Over 20 million

communlcatlog_to OCUS  from consumer impressions online with

Ok? yo:nge;au |endce§, research to create a big  a record high

thereiore they neededito ;45 1hat focuses on engagement rate.

research consumer Micro moments and

behavior and create everyday happiness. The campaign was one

relevance between big of the most talked

idea and campaign We then created a about and resulted in
tailored digital 200,000 users joining

The brand wanted to focus
on data driven marketing
that links between offline
events to online
activations.

campaign that allowed our social application.

the audience to get

together and plan their During the first month

meetups. alone we drove 20,000
participants to other

We also collected user  events held by Singha.

data to use as CRM and

drive future 020

activations
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SINGHA BEER “Singha Moment”
Branding Communication Strategy and Campaign 020

MOMENT MOMENT
1A2N8IvINan % e Aty Ao e
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*unsiaswiou TAG Wou 4 AU
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s wirbmeull ff Reenicn nosnsio

§ Share an Facebook

Hero VDO

Application Content

{ GROUP CREDENTIALS 2020

B SINGHA

MOMENT

NNEIVOFIANUFY...DNEULT

Activity
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SINGHA BEER “Singha Moment” Footprint

GROUP CREDENTIALS 2020

4% SINGHA

MOMENT

NNEIVOFIANUFY...DNEULT
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TaynIRpHaNGTUIRTENMga Exclusive "Singha
Moment"”
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INDUSTRY RECOGNITION I

We win awards, for our clients.

Youtube Ads
Leaderboard

Youtube Ad
Leader Award

EVERSENSE
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B RAN D CO M M U N ITY #Eversense #a1dSwola: #daond1o

CREATIVE EXECUTION. O aMillvews:Maymzom
A

CAS E STU DY ‘ D Our challenge is to create the

shared value between brand and
people to enhance brand recognition.

Eversense wants to communicate
| to teen girls. So, our task is to find the
1 target’s insight on occasion, shared
experience and shared value.

We create the branded campaign
content that tackles the target’s
interests and insight to reach out to
brand core target, co-creating with KOL
and influencers which enhance the
campaign exposure both organic and
earned.

WSKuUaua KsSo RiAeDo

The campaign result shows a huge number of campaign
viewership more than 19M++ and can generate digital footprints as
the brand tribe at the number of 20,000+. The campaign also
lead target to be the brand follower that reach 130K followers in
brand social media platform.

This campaign won the Top 10 YouTube Ads Leaderboard
Award in 2017.

Q3 IwKuD:UMUAIL RiAeDo Tde lLa‘3L§;oos13n§oda:oua\)uuulhu mqludutiowarauin!
damuadu RiAeDo uuutéua udua fucdlan_https://www.facebook.com/EversenseTha..

#Eversense #d1DS1ola: #dDND1V #1duorono1 #15uqnoiv #nx1oun3: #duuihvuurisude
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http://www.youtube.com/watch?v=jwrWOKvOdiM
https://youtu.be/jwrWOKvOdiM
https://www.youtube.com/redirect?v=jwrWOKvOdiM&event=video_description&q=https%3A%2F%2Fwww.facebook.com%2FEversenseThailand&redir_token=6xlUGNGGPLDP2CbTy6vX_oAqMjt8MTU3MjQxMjY5OUAxNTcyMzI2Mjk5
https://www.youtube.com/results?search_query=%23Eversense
https://www.youtube.com/results?search_query=%23%E0%B8%AA%E0%B8%B2%E0%B8%A7%E0%B8%A3%E0%B8%B4%E0%B9%80%E0%B8%AD%E0%B9%82%E0%B8%94%E0%B8%B0
https://www.youtube.com/results?search_query=%23%E0%B8%A5%E0%B9%88%E0%B8%AD%E0%B8%81%E0%B8%A7%E0%B8%B2%E0%B8%87
https://www.youtube.com/results?search_query=%23%E0%B9%80%E0%B8%A5%E0%B8%B5%E0%B9%89%E0%B8%A2%E0%B8%87%E0%B8%9D%E0%B8%B9%E0%B8%87%E0%B8%81%E0%B8%A7%E0%B8%B2%E0%B8%87
https://www.youtube.com/results?search_query=%23%E0%B9%80%E0%B8%AD%E0%B9%87%E0%B8%99%E0%B8%94%E0%B8%B9%E0%B8%81%E0%B8%A7%E0%B8%B2%E0%B8%87
https://www.youtube.com/results?search_query=%23%E0%B8%81%E0%B8%A7%E0%B8%B2%E0%B8%87%E0%B8%A1%E0%B8%B2%E0%B8%A7%E0%B9%88%E0%B8%B0
https://www.youtube.com/results?search_query=%23%E0%B8%82%E0%B8%B6%E0%B9%89%E0%B8%99%E0%B8%A1%E0%B8%B2%E0%B8%82%E0%B9%89%E0%B8%B2%E0%B8%87%E0%B8%9A%E0%B8%99%E0%B8%81%E0%B9%88%E0%B8%AD%E0%B8%99%E0%B8%A1%E0%B8%B1%E0%B9%89%E0%B8%A2
https://www.youtube.com/results?search_query=%23Eversense
https://www.youtube.com/results?search_query=%23%E0%B8%AA%E0%B8%B2%E0%B8%A7%E0%B8%A3%E0%B8%B4%E0%B9%80%E0%B8%AD%E0%B9%82%E0%B8%94%E0%B8%B0
https://www.youtube.com/results?search_query=%23%E0%B8%A5%E0%B9%88%E0%B8%AD%E0%B8%81%E0%B8%A7%E0%B8%B2%E0%B8%87

BRAND COMMUNITY
CREATIVE EXECUTION. T - -
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BRAND COMMUNITY CREATIVE EXECUTION.
CASE STUDY

Pre Hero Launch Hero Post Hero
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BRAND COMMUNITY CREATIVE EXECUTION. _
CASE STUDY | CONTENT SUPPORT
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INDUSTRY RECOGNITION I

We win awards, for our clients.

LINE
THAILAND
AWARDS
2019

Line Innovation
INWelde

SINGHA WATER
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S

CONSULTING & RESEARCH
CASE STUDY | SINGHA REWARDS

Platform Digital Transformation x Platform Integrated Agency

BRIEF —@

Singha Water had a
data pool of 200,000
customers in their
Line Business
Account.

They needed a way on
how to best utilize it
for future campaigns
and to extract the
data from Line which
allows brands to
access their customer
data only within the
Line app.

GROUP CREDENTIALS 2020

EXECUTION —N

After working closely
with the client and
understanding their
needs and unique
challenges the
Platform team came
up with a solution.

By deeply
understanding
customer behaviour
and the media
ecosystem we created
a solution which
deeply integrated
with the Line app but
was able to extract
the data from the

app.

RESULT —

The Sigha rewards
campaign was a huge
success and exceeded
the brand’s
expectations.

Over 8 million
customer data were
collected and are
being utilized to drive
better results for
future campaigns.

For this campaign
Singha Water was
awarded the Line
Innovation award.
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CRM GAMIFICATION PLATFORM ({'rm -
DATA COLLECTION MECHANISM.

CASE STUDY | SINGHA REWARD

To create the business opportunity for brand via LINE platform, we
develop the innovative CRM system connecting with LINE official account
that enabling the users’ lifestyle via exclusive rewards.

For the result of the campaign, we can generate 8M+ user’s
database and create the active user in the CRM system more than 75%
that effects to the product sales growth directly..

Singha Rewards campaign won the LINE Thailand Awards 2019 as
the top performance innovative business model on LINE platform.

]

SINGHA DRINKING WATER
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CRM GAMIFICATION PLATFORM DATA COLLECTION MECHANISM.
CASE STUDY | SINGHA REWARD
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CRM GAMIFICATION PLATFORM DATA COLLECTION MECHANISM.
CASE STUDY | SINGHA REWARD

& Singha Rewards & | & Singha Rewards & | %  Singha Drinking Water

Sponsored « (8
-—

nspnniuauIniia dndrameasaliiuduvane

y < . tlaymariiasualy ins1:38ms Scan douuu Twsias
Y, Lhdluar SINGHA B P : S e Gl
5 = v insazannesvizssnndssaseu Minamsuaauaii
)
21 on o Y P [ Lag
WS‘DU wunuAWiguaoauaoh

. + s p2 Yoo ¥d o o ¥
i1a: PRESENTER ﬂUThU #:Smg’rlaprlnnl‘ugg\ﬁlatfr ‘#mnua‘_irmmn(uam #iun
A 7B + SINGHA DRINKING WATER Andevian #Bsandelauauonladidunosy

|
o

Sendeititash
EMENINEER

Tusosld POINT | pc Samudmagey
guasownonosdnin 1 uin o N 4 .

S duldian fa 31 Gn. G

slg?ofl
BIG SURP RISE! 1 r +sssainey ALL NEW HONDA ACCORD

t O Uk o T suwosdsds
e wanuh us: Sonilo whbwarmioor i 8
:
x = 350 18 C¢ ents 37 St
vouswia y ‘ Q0% 350 Comn

:f_‘) Like (J Comment &> Share

‘ GROUP CREDENTIALS 2020 ® Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th P’atfo’-m



CAMPAIGN EXECUTION & Mwm-
OPTIMIZATION.

CASE STUDY |LINE MANAGEMENT :
PPT GROUP : I

Platform Integrated Agency x Platform Connect
BRIEF  —® EXECUTION —N RESULT N

Platform created a The active user rate
content strategy to content strategy that keeps increasing and
reactivate lost fans and s tailored and new users are
increase active user personalized to each continuously added.
rate on PTT's Line OA audience member’'s The account's
account which is the interests and to engagement rate
largest account in lifestyle. and activity
Thailand. participation have
The Platform team also skyrocketed
Create monthly activity created a LINE OA compared to
to drive engagement integrated point previous years.
and share useful system with useful
knowledge with fans. guestions to
reconnect with
Establish community inactive users and
hub for people who increase current
care about active user rate in
environmental issues. the PTT account.

Create an always on

© UMVINAGe
“Mmuunagy” _,

- QNBNEY -
B AN ’

Furthermore, we
have created useful
content including ¢
tips and tricks to
support Thai people ¢
during COVID-19.

GROUP CREDENTIALS 2020

| @ o
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PTT GROUP LINE :RicHMENU

GROUP CREDENTIALS 2020
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3 © PTT Group
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©m PTT GROUP LINE :csr “Insvmsygususuld”

COOKIE CONSENT .
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@p‘tt PTT GROUP LINE :GAMIFICATION “GOD31 QUIZ CHALLENGE”

GODJI%

MU

GROUP CREDENTIALS 2020

GoDJI

nalinau

GODJ|

YIURRA
WInNIw

2 2
vu:zan/Jutiu
“yunswe”
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INFLUENCER e
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CASE STUDY | CANON  [BEre s it L SIB R ST I RSR
: ; MuTagzauldsuussameamazlsii
—— — agingamwy uuulsijunsudlanadlvain
Platform Integrated Agency s it— fen1IWINaae Canon EOS RP uav... LNy

BRIEF—

One of the world'’s leading brands,
Canon wanted to launch two new i 1,
lenses for their flagship cameras. 5

gidite
L]

To launch the products effectively they

wanted to put them in the hands of yw o 14 -
users and let them experience the :
products first hand.

To achieve this, the Platform team
invited key influencers and created a
tailored experience where they would
be able to highlight the products
capabilities

The participants were impressed with
the lenses and the launch was a great
success.
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BRAND COLLABORATION &
ONLINE ACTIVATION.
CASE STUDY | FINELINE x VOGUE

Platform Integrated Agency x Platform Connect

OBJECTIVES _@

- To Leverage brand image
of Fineline Brand.
(shift from C+ to B+)

- To create brand
awareness among
customers aged 23 - 30

- To change customer’s
brand perception, in order
to perceive Fineline as a
“Brand for fashion”

GROUP CREDENTIALS 2020

CHALLENGE —N

- Fineline customers can
barely see what's the
brand stand for/ brand
identity

- Fineline current
Fan-base was unfamiliar
and wasn't aware in
fashion territory, which
needed to be educated
and inspired.

- Online touch points
should be a single
message in order to
attract potential
customers to be our
fan-base.

RESULT  —&

-Leverage brand image by
using K'lce Apisada as a
brand commmunicator to
bridge across c+ to b+
targets.

- Higher brand'’s position by
providing online activation
included with online
activity, media, content
partners, also offline
magazine.

- Gain brand awareness
and credibility by
collaborating with Asava
(one of the leading fashion
brand in Thailand), Vogue
Magazine, and popular
online TV show such as
Talks netne and sadiin

Platform

©GROUP
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Finelinefor 7%
Fashion

FINELINE

FOR FASHION
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http://www.youtube.com/watch?v=gC8xqfljlrk

{3 OUBVLGARL.UMSTH Q [E =

CAM pAIGN EXECUTION & {1 *BVLGARL.UMSTH Q [
OPTIMIZATION. 7 ‘
CASE STUDY | Bvlgari Thailand

Platform Integrated Agency

BRIEF  —

- LINE Official Account
communication plan

- Create awareness for
“Bvlgari Thailand” LINE
Official Account

- Gain friend to “Bvlgari
Thailand” LINE Official
Account

-Create an engaged
community on Line

Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platform
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CAMPAIGN EXECUTION &
OPTIMIZATION. a
CASE STUDY | Neo Deal DD

Platform Integrated Agency

BRIEF  —

- LINE Official Account &
communicationplan M /N |, |GG TR L S
- Create awareness for
“Deal DD Shop” LINE
Official Account

- Gain friend to “Deal
DD Shop” LINE Official
Account

- Drive sale & link to
e-commerce platform

N!wm;,x soUlag,

(%r o C(‘*S

,a‘
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FIRST BRAND STRATEGY

CREATIVE EXECUTION. .

CASE STUDY | soFy WAISAI B

Create an online campaign for newly launched product line

CAMPAIGN OVERVIEW

Consideration

f Sup

o f

Launch
port Content

CUT-DOWN (6 sec)

f

Engagement

Post-Launch
Support Content

‘ GROUP CREDENTIALS 2020

HERO Video 30 sec
Horizontal

Hero Video
Cut-down Video
Micro-influencers

Total Production Outcomes

4,072,850 6,336,362
REACH IMPRESSION

1,691,565
VDO VIEW

213,949
ENGAGEMENTS

000

Media Channels

&

Cut down 6 sec
Vertical

Performance reported on
the left includes all
production outcomes within
the campaign namely Hero
Video , Cut-down Video on
both channels (Facebook &
Youtube) and
Micro-influencers posts on
Instagram.

Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platform


http://www.youtube.com/watch?v=l2yZyfgAzWY
https://www.youtube.com/watch?v=G31Y1ih-kEM
https://www.youtube.com/watch?v=l2yZyfgAzWY
https://www.youtube.com/watch?v=l2yZyfgAzWY
http://www.youtube.com/watch?v=G31Y1ih-kEM

FIRST BRAND STRATEGY CREATIVE EXECUTION. @
CASE STUDY | SOFY WAISAI

HERO VIDEO | CUT-DOWN VIDEO | Engagement
Engagement

T Bangkok 1 Nakhon Pathom 1 | Kalasin 1 Chonburi
& Engagements: 3181 & Engagements: 3104 & Engagements: 2,590 & Engagements: 2,153 & Engagements:1,819
(Like : 3,166 Comment : 15) (Like : 3,085 Comment : 19) (Like : 2,587 Comment : 3) (Like : 2152 Comment : 1) (Like : 1,814 Comment : 5)
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Platform

©GROUP

BRAND COMMUNITY &
ONLINE EXECUTION. rE

CASE STUDY | BeNICE
e -1 " BEAUTY

A o

=T
E ¥
> |

Platform Digital Transformation x Platform Integrated Agency

BRIEF —» EXECUTION — RESULT —»

- To create a community We create a community - grand Talk

where women can be “ : " DI A ) " . i
confident, and empower BeNice Beauty Club”in  _ Brand Recall ' I ‘ '.:\ I) ( I () l () lJ () I
women to shine with their  2rder tohelp empower . gngagement and dvanuasedudald 91n 5 412 BeNice
; women. Participants are  gigital footprint
inner beauty. to participate in - Participation

workshops. The - Branding ‘BeNice for

remaining five women women and Beauty’

will be selected as
BeNice Presenters.

pett

Online Presenters
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©GROUP

BRAND HYPE &
CREATIVE EXECUTION.

CASE STUDY | BeNICE

Platform Digital Transformation x Platform Integrated Agency

t,

s WoroudAwWn

. e F98WAYAIIUKOLAN

BRIEF —® PN % 2
EXECUTION RESULT —® \ AoNi Uﬂ[Ula ¢

- To create a key visual Use KOL to challenge eyerne e i

identity for the brand'’s it TolllewErs e ier

e - z jointhe _Brand Recall
campaign “BeNice Effect BeNice Effect, and =i Y.
encourage them to pass  gjgital footprint
the challenge forward to

their friends.

- To Increase awareness for
the brand

- To kick start the BeNice
Effect campaign to attract
new potential buyers by
initiating the BeNice Effect
Challenge

This creates hype
marketing and also
encourage brand recall.

GROUP CREDENTIALS 2020

Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platfo’-m




nnnnn

BRAND HYPE &
CREATIVE EXECUTION.

CASE STUDY | BeNICE

rved | info@platform.co.th | www.platform.co.th PIathfm


http://www.youtube.com/watch?v=dd9CBxL07Uw

Platform

©GROUP

CREATIVE EXECUTION & s
VIDEO PRODUCTION. e

CASE STUDY | Vivite

Platform Digital Transformation x Platform Integrated Agency

BRIEF —» EXECUTION —® RESULT —»

To create a TVC that Platform creates a TVC - Brand
represents the freshness of  ysing Macro KOL Regconiton
ViVite Roll-Ons, and (Maprang) to represent = Brand Recall
emphasise the scent of the product in the hero - Engagement
blooming flowers. video, followed closely by

Facebook content
retentions to further
emphasise the relation
between flower and
Vivite.

4 GROUP CREDENTIALS 2020 ® Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platfo’-m



http://www.youtube.com/watch?v=N7Xb5r7yPJw

nnnnn

CREATIVE EXECUTION &
VIDEO PRODUCTION.

CASE STUDY | Vivite

Platform Digital Transformation x Platform Integrated Agency

BRIEF —» EXECUTION —® RESULT —»

To create a TVC for the new  platform creates a TVC - Brand

product on Youtube using a very well known Regconiton

platform. actor ‘Ray Macdonald'. - Brand Recall
= Engagement

4 GROUP CREDENTIALS 2020 Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th
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https://youtu.be/sOc5y73qJAg?t=11
http://www.youtube.com/watch?v=sOc5y73qJAg
http://www.youtube.com/watch?v=_FpN7_5zFZw

)
4 @ craB
7 Welcome to Pruksa, you’ve got a daily
sial code, use PRUKSA20 and enjoy
scount. Have a nice day!

MODERN Sz s

LIVING &' ( |

A
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My Ride Rewards

X

PRUKSAunlock
PRUKSAunlock

Special Code
For Pruksa

Pruksa Exclusive life discount 15%

Use Now

a [PruksaxGrab) - 8250 off your firs...

Use Now

Q  Pruksa Deal

By set o PRUKSAunlock
m‘h
. Deal drSuanunu Pruksa lag
9 E E Explore Categories LA
" 15710 Deal douaa wsSowunu Set
m m ‘ luutuswmwmuanumman
“;;";'ii‘“ A anUuuav Pruksa tmduno:ld
sull Tusw:=Wu
Special Lunch Menu K5o
Party Set 1=} Get More Rewards W 841 Foints

S

1*‘ GROUP CREDENTIALS 2020
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Grab R A J Deals QU Foo
[

goAdwadksSuanuiu Pruksa Tag

Pruksa x Grab

Customize
Message

Pruksa Special Deal

Deal d981K5U Pruksa AURABUS0ISIAGU

Podcasts v Order now lWS']:F]fUh"E)ﬂUWlFTUUD\)lS"I

=S\ Atud:ldSudoADIWLISNaDIN
g @ = O oy 25 Grab ua: Special Menu K5

Promotion choatkatulasdntdu
Highlights on GrabFood AUWLAY
Taviea

soudagodudored e
angoga50%
e

qv- GROUP CREDENTIALS 2020

L
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GrabRewards

W R & K

Food &Baver., UmitedEdition  Enteriainment

Collect Points -
R ewa r d S Special Deals

Special Deal
for
Pruksa Members

vINTUn31du Grab uon
Points nnidioudksuanuiu

.= " > Pruksa Extra Point 10% O

Pruksa tn1uu thmlmu ¢ 60O poins w500
Points uandanswiAvuINuIY

o Lifestyle uovAtulov Food & Beverage See Al (30

LWEO

q> GROUP CREDENTIALS 2020

|
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DIGITAL SUPPLY CHAIN
(GRAB PARTNERSHIP)

Transportation Food Groceries Rewards Hotel Trip Planner Payment

Taxi cZLEANN i B

L ] W

Restaurant k @ .
Car and — AuntieAnnes %
i Eatery BMTA EX Alipay”
Bike

4 4 GROUP CREDENTIALS 2020
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’ MEDIA JOURNEY IN PRACTICE

FOCUS ON PRUKSA BRAND, PROPERTY USP AND BENEFITS

DEMOGRAPHI

uresne2 Q)
_ureses @
_uresnes @)

DEMOGRAPHI

o
z
=
3
3
8 - .m
@ CUSTOM AUDIENCES / @ CUSTOM AUDIENCES /
REMARKETING REMARKETING / LEAD

DEMOGRAPHIC
DEMOGRAPHIC

'V GROUP CREDENTIALS 2020
‘_

|

Research to Purchase Average Duration 10 Weeks
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INDUSTRY RECOGNITION I

We win awards, for our clients.

7 )\
Ione{_/plonet

Lonely Planet
top 10

CORO FIELD
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CORO Field “Design Experience in 360 touch point” Ione@)plmet

Integrated campaign design which creates brand experience in 360
touchpoint; push and pull between offline and online.
All touchpoints are made to offer shared experience, shared value and
brand moment in all user’s occasion.

020 spin-off touchpoints and ambients are designed to strengthen
the brand community with tribal marketing that generates a ton of digital
footprints.

Interest over time &8 oL

#corofield
8,829 posts

Result : Online trend and digital footprint are
significantly raised in the period of the campaign.

Result : Thailand top attraction Awards by Lonely Planet

‘ GROUP CREDENTIALS 2020 ® Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th P’atfo’-m
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# COROFIELD

Hero VDO Content Activity

Visit VDO

qv. GROUP CREDENTIALS 2020
‘ ._
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https://www.youtube.com/watch?v=fMHiJ9-pqHs&feature=youtu.be

CORO Field “Design Experience in 360 touch point”
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INDUSTRY RECOGNITION I

We win awards, for our clients.

MAT Awards 2019

Best Performance
in Food & Restaurant
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Report

#3nwl
#SWlovemom
Swensen's

12 Sep 2019

Result of Campaign
- Trend on Twitter

*s:g:dasy duau 1 Trend Twitter
#sSnuu a1 16.46 u.

- KPI

Total Impression : 7,573,468
Total Engagement : 884,080
(Total Retweet : 139,930)

GROUP CREDENTIALS 2020

uma ol 75%

L

Thailand trends

1 #KangDanielColorOnMeinBKK

® <
#hufiaanna
® -
#inual
#TheTOYSLoyOnMars
L

il 4G

16:46 7

€%
“

Thailand trends

7 #amiansvvos

@ Lo pon isrm

#iudifisamng
@
4 #AgustD2isComing

5 #Babybear

Thailand trends
#WangYibo
L
#YURI_EXCLUSIVEFANSIGNinBKK
#Chaelisa

#5nual

#SuperboyProject

Uy

Fnusudl
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RESEARCH & CREATIVE EXECUTION

CASE STUDIES | JUST DRINK

Platform Digital Transformation x Platform Consulting

BRIEF

Just Drink, a popular and
well loved Taiwanese Milk
Tea brand planned to enter
the Thai market.

They wanted to make a
splash and win the hearts of
Thai consumers by utilizing
five main digital channels,
including Facebook,
Instagram, Line, Tiktok and
Youtube.

The primary objective was
to promote and build
awareness and anticipation
about the Taiwanese ready
to drink Milk Tea and Latte
flavors of JUST DRINK prior
to their launch to ensure a
successful entry to the Thai
market.

GROUP CREDENTIALS 2020

EXECUTION

The Platform Consulting team
dove deep into the brands core
competencies, competitors and
most importantly the target
audience’s behavior.

Once the research was conducted
a comprehensive strategic plan
was created and launched with the
key message “No matter how
,JUST DRINK”

The Platform team utilized Hype
Marketing strategies and
mobilized strategically chosen
influencers to intrigue the
audience, create excitement and
most importantly drive demand on
the crucial first days of the brand’s
launch.

RESULT

The campaign exceeded not
only the client's
expectations but also our
team’s.

During the campaign
launch period, the brand'’s
entry to the Thai market
went viral among key
channels for the target
audience generating over 10
million baht in earned
media and both flavors of
Just Drink started flying off
the the shelves.

Well, cheers to that.

Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platform
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Key Visual JUST DRINK .
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JUST DRINK .

CONTENT RETENTION
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FACEBOOK ONLINE CONTENT RETENTION
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CONTENT RETENTION
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DATA DRIVEN STRATEGY &
CREATIVE EXECUTION.

CASE STUDY | SINGHA MOMENT

Platformm Connect x Platform Integrated Agency

BRIEF —

Singha Beer shifted their

communication to focus
on younger audiences;

therefore they needed to

research consumer
behavior and create
relevance between big
idea and campaign

The brand wanted to focus
on data driven marketing
that links between offline

events to online
activations.

GROUP CREDENTIALS 2020

EXECUTION —»

Platform used data
from consumer
research to create a big
idea that focuses on
micro moments and
everyday happiness.

We then created a
tailored digital
campaign that allowed
the audience to get
together and plan their
meetups.

We also collected user
data to use as CRM and
drive future O20
activations

RESULT —®

Over 20 million
impressions online with
a record high
engagement rate.

The campaign was one
of the most talked
about and resulted in
200,000 users joining
our social application.

During the first month
alone we drove 20,000
participants to other
events held by Singha.

Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th Platform



4% SINGHA

MOMENT

ANEIVOEIANUGY...0NEULY

SINGHA BEER “Singha Moment”
Branding Communication Strategy and Campaign 020

WOMENT MOMENT

1A2N8IvINan % Aty Ao e
ﬂ:)j I_JE!UUO\)F}FU IO:G‘IC-IU 1u PARTY

')

RIS seviRToTran

1dudnnsy

*unsiaswiou TAG Wou 4 AU

duly um slmu MOMENT
3 mnssmeutl f Rewicn nosnso

§ Share an Facebook

Hero VDO Application Content Activity
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CONTENT RETENTION LOUIS TAPE .
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GROUP CREDENTIALS 2020

CONSULTING
& RESEARCH.

Platform provides strategic growth and innovation consulting to many of
the region’s leading brands. Before we even start thinking about a campaign
we take a deep dive into our client’s business, market dynamics and
audience. Everything we do is supported by insights, big data and human
evaluation.

We help transform businesses by closely working with leaders and their
teams to offer actionable and measurable business results.

Platform is pioneering the adaptation of big data, marketing automation and
business analytics technologies in South East Asia to offer clients data and
insights they cannot access anywhere else. Not only you will look at your
business from a whole new perspective but also get a cost efficient and highly
effective campaign.
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CONSULTING & RESEARCH
CASE STUDIES | SCB

Platform Digital Transformation x Platform Business to Business

BRIEF —@&

SCB needed a way to
keep their 20,000
employees engaged
and help them build
relationships with no
just their teams but
overall within the
organization.

Additionally they
wanted to collect and
utilize data on their
staff more effectively
and efficiently.

GROUP CREDENTIALS 2020

EXECUTION —N

The Platform DT & B2B
teams came together to
create a solution.

The result was a closed
community website
(intranet) that can be
accessed only from the
employees.

The platform has many
gamification options that
encourage employee

engagement and learning.

Platform implemented an
advanced point collection
system for employees to
collect points and redeem
for rewards.

RESULT —

SCB reports that the
project has had a
large adoption within
the organization and
over 150,000
messages have been
exchanged among
the employees.

They read corporate
news, participate in
activities, message
and send cards and
stickers to each other
and are overall more
engaged employees.

Paweeracha
Nujoy

Mevig
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- DATA DRIVEN
= STRATEGY &
CREATIVE EXECUTION.

Platform

=_— ; At Platform we are pioneering a data-driven
e =y - creative approach to create work that
—= 4 =Y 4 : matters for people who care.

We deliver strategic and performance driven
digital experiences based on data, insights,
knowledge and deep industry expertise.
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CAMPAIGN
EXECUTION &
OPTIMIZATION.

At Platform we combine the expertise and experience of humans
with state of the art Artificial Intelligence and Business
| i o Gty > Intelligence technology to deliver actionable information that

] Increase budget

helps executives, managers and other corporate end users make
informed business decisions.

y Explore the USA Campsign

. Gt 208 O
We take the guesswork out of the equation and help you uncover
the full picture and discover tomorrow's customers, today. Brand
awareness is more than clicks and impressions. Having 1,000,000
"likes" on your social page doesn't drive business anymore.

Parthase ROAS

Cost i purchase

This why we are shifting our focus on measuring what we know
drives results. Impressions only matter when they come from your
audience, clicks only matter when there is intent behind them. This
is why we are making a 360° shift in how we look at media
purchasing, management and optimization.
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CAMPAIGN EXECUTION &
OPTIMIZATION.
CASE STUDY |

Platform Integrated Agency x Platform Business to Business

BRIEF —

The Industrial Estate
Authority of Thailand is
a government owned
organization with the
objective of attracting
foreign investment to
the country.

They partnered with
Platform to craft a
strategy to best drive
results for their
organization in key
countries, including
China, Japan, Europe
and the USA.

GROUP CREDENTIALS 2020

EXECUTION —»

Platform created a
content strategy that
is tailored and
personalized to each of
I-EA-T’s audiences.

Platform creates and
publishes multilingual
content across different
localized channels.

Additionally we crafted
an Email Marketing
campaign strategy that
is delivered to each
audience in their local
language and timezone.

RESULT —

The campaign lasted for
an entire year and
reached millions of
potential customers
online.

Brand awareness for the
organization and it's
services is at the highest
it's ever been.

As the customer journey
last multiple years and
has multiple touchpoints
I-EA-T now has a massive
pool of data to tap on
for future campaigns
and focus on driving
conversions.

Thalland : IEAT

#

L L R e TR

EASY YO SEND
A COMPLAINT VIA

Copyright © 2020 Platform. All rights reserved | info@platform.co.th

www.platform.co.th P’atfofm



' O

CAMPAIGN EXECUTION &

OPTIMIZATION.

CASE STUDY | BIG BAD WOLF

Platform Integrated Agency x Platform Connect

BRIEF —

The Big Bad Wolf is
Asia's largest event for
book lovers.

They offer visitors the
opportunity to purchase
books at heavy
discounts for the limited
duration of the event
which is held at one of
Thailand's largest event
centers.

This year, they wanted
to top the attendance
of previous year
events.

GROUP CREDENTIALS 2020

EXECUTION —»

The Platform Integrated
Agency and Connect
crafted an 020
campaign that brides the
gap between their above
the line and digital
campaigns.

Prior to the event,
Platform used past year
data to reach the most
loyal and high value
customers.

Once the custom
audiences had been
created, we amplified
their effect and reached
more people who are
likely to go to the event.

RESULT —

With the help of s
Platform, the event was

a huge success.

Over 7 million books
were sold across the 10
days of the event'’s

. PRODUCT
duration.

| DEMONSTRATION

Attendance was up
25% compared to the
previous year with
over 400,000 attendees
visiting the event.

Tudaou
nnndpdo
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OUR TEAM.

The Platform Group teams are comprised of over 70 domain experts across multiple departments. We are a place
to learn, grow and thrive as people & professionals. Our main goal is not to think of mechanics but rather ways to
drive results. It's our diverse knowledge and experience that inspires innovation. It gives us the answers that make us

successful. We all want to do digital better for our clients and we're determined to find the right answers.
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POILUANG
KONSONGSAEN

We are experts at what we do and
problem solvers. The Platform team
is at the frontlines of industry
developments and adds value

at every step of our client partnerships.

Winner Asia's Top Outstanding
Youth Marketeer of The Year 2019
Asia Marketing Federation

Main judge for Adman Award and
Symposium 2019

GSB top Guru Startup Thailand

GROUP CREDENTIALS 2020

Education
- Ph.D. in Communication Arts, Ohio University
in full Association with Bangkok University
- M.A. in Political Coommunication, City University London
- B.A. in Media and communication,

Deakin University Australia

Work Experience

- Communication Officer, Parliament House of Thailand

- Consultant to the committee of communication reform
(Current Government) 2015 - 2018

- CEO, The Platform Integrated Agency

- Lecturer in Digital commmunication, Chulalongkorn University and

Bangkok University

« Special lecturer on the topic of digital branding and marketing at

Bangkok University and Chulalongkorn University 2015 — present

- Adviser to the Communication Reform committee

(the office of Prime Minister) 2017-2019

- Board member of Advertising Association Thailand (AAT) 2019-2022

-Committee for digital investment unit at EEC and EECi

Specialist

- Political communication
- Social movement

- Digital economy

- Guest speaker (Quarterly) for SCB, SCG, MCOT




BOARD OF
DIRECTORS

Over 27 years of experience in and handled various clients such as SCG,

advertising, branding, digital marketing,

Later he joined TBWA Thailand as Strategic
Planning Director and was in charge of Canon, Thai Smile, BJC, Phillips,
marketing and integrated digital strategic planning development. He . Samsung, Honda automobile and many
communications from leading global won the digital category award forthe PTT : more.

network agency and Thailand listed . CSR project which became TBWA's 1st :

company. : digital award.

Then he moved to explore new
experience in a different area as
Marketing Director at Carabao
Tawandang under Carabao Group PLC.

& He has worked with Dentsu (Thailand),
‘ﬂa? / the No.1 global single brand agency and
i spent over 17 years across multiple
departments, the latest position being
Associate Director and oversaw 20 staff.

After 3 years at TBWA, he went back at
Dentsu (Thailand) to lead the digital
business department as Managing Director.

After Aegis group acquired Dentsu, he was
approached to lead Isobar (Thailand) as
Managing Director. He spent 4 years
growing the digital marketing service

He is now a member of the Board of
Directors at Platform Group.

« Adisak

Amornchat - ciferng

During his 10+ year career in Marketing &
Advertising Dionis has worked with and
consulted a few of the world's leading
brands. His past clients come from diverse
industries, from pharmaceutical, nuclear
energy and industrial machinery to
household FMCG brands.

He has worked at all levels of marketing,
in-house, in agencies and as an
independent consultant for technology
startups in Asia, Europe and the United
States.

In marketing, Dionis is multidisciplinary.
He can generate the big picture for
marketing communications campaigns
and execute them with precision.

He believes that clients have a right to
know where their marketing investment
goes, and what their ROAs are. As such, he
has a strong focus on business intelligence
and analytics and is obsessed with
tracking the results of every baht spent in
marketing campaigns.

Dionis is also an expert in Marketing
Technology and Automation. As Platform'’s
CTO he oversees the improvement of
internal operations for a better team
collaboration, implementation of
technology solutions for better campaign
performance and leads the media
department.

Awards

Awards at the UK's Chartered Institute
of Marketing. Google Certified Digital
Marketing Expert. Certified client
acquisition expert. Content & Inbound
Marketing. Account Based Marketing.
Optimization and Testing Expert.

Work Experience

- Chief Transformation Officer:
Platform Integrated Agency

- Chief Marketing Officer: LEX247

- Marketing Consultant for
Enterprise Tech Software

Education

- BA Business Management, London
Metropolitan University, London, UK

- MA Marketing Communications,

Westminster University, London, UK

« Dionis Kole

.». Chief Transformation Officer

Associate at the UKs Chartered Institute of
Markoting

w Google Certified Expert




LEADERSHIP
TEAM

—A
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GIPHY & TENOR Artist

PAKORN SUPAWARAPONG
HEAD of BUSINESS DEVELOPMENT

Education
- Bachelor Degree, Assumption University, Commmunication Arts Faculty, Public
Relations Department.
Work experience
- General Manager - Pacific Cosmetic Co., Ltd.
- Sourcing Manager / Strategic Director Simply Good Co., Ltd.
- Strategic Director - Mumuso (TH) Co., Ltd.
- Head of Business Development
The Platform Co., Ltd.
- Business Consultant for Pacific Furniture Industry
- Investment Consultant for Rapidz Thailand

NARUDEE INGKAWAT
HEAD of DESIGN & PRODUCTION

Education

- Edinburgh College of Art, University of Edinburgh, Scotland, United Kingdom,
Master of Fine Arts (MFA) with Merit in Illustration

- Faculty of Decorative Arts, Silpakorn University, Bangkok, Thailand,
Bachelor of Fine Arts (BFA), Apply Art Studies, 1st Class Honour,(Lithography)

Work experience

- Head of Design and Production, The platform.co. ltd, Jan 2018 - Present.

- Freelance illustrator / Graphic Designer/ MFA STUDENT, Sep 2015 - 2017

- A Freelancer lllustrator and graphic designer, Liquid Branding
Communication Co. Ltd., Bangkok, During 2015

- Graphic designer, FAR EAST FAMELINE DDB BANGKOK, Aug 2010 - Sep 2015
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LEADERSHIP
TEAM

PARANEE SRICHAROEN
ACCOUNT DIRECTOR

Education

- M.Sc. in Real Estate Business fromm Thammasat University

- B.F.A. The Faculty of Decorative Arts, Silpakorn University

Work Experience :
- 6 Years in Business Development field (since July 2013 -June 2019)
from Black Canyon (Thailand) and Central Group :
Specialty

- Investment on Retail, Food & Beverage

- Physical Experience Design

Certificate

- License for Professional Architect
- Super Brand Manager 2019, MAT
- DAAT Score

PUSIT RUNGCHAROENWATTANAKIT
HEAD of CONTENT

Education
- BA. Communication Art (Journalist) ,
Bangkok University
Work Experience
- 5 years as Journalist at MacGazine, U-Challenge, Logistic Time
- Copywriter at CCB Worldwide
- Senior Marketing Communication at Brio Clinic
- Current Head of Content Creator
at Platform Integrated Agency
Certificate
- Super Brand Manager 2018, MAT

F Clsma
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(.)-
CREATING
DIGITAL EXPERIENCES
FOR THE BUSINESS

OF TOMORROW

The digital landscape is constantly evolving and changing. KN OWI E DG E
Algorithms get updated on a weekly basis, consumer behaviour o

and trends constantly shift. Nothing remains static. ‘

The early bird gets the worm so as an agency it is important that
we always stay one or two steps ahead of these changes and
adopt our strategies to serve our clients better.

However, it is important for us not to simply keep this knowledge
for ourselves but to also help our clients gain a competitive
advantage in their market.

This is why we hold quarterly seminars and workshops for our
clients and other industry leaders.

We know what works now and what doesn't work anymore.
Clients who attend these workshops leave with a lot of information
that cannot be found anywhere else and capitalize on them to

r
hei i ' keting. = g
grow their businesses beyond just marketing E_“&? s
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o
CREATING
DIGITAL EXPERIENCES
FOR THE BUSINESS
OF TOMORROW

PARTNERS.

MEDIA Tab2Cla P|an” facebook. o)
PARTNERS e

N socialihsider

TECHNOLOGY owa T
PARTNERS

WISESIGHT

SERVICE )
PARTNERS Grao
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o
CREATING
DIGITAL EXPERIENCES
FOR THE BUSINESS
OF TOMORROW

CONTACT US | Coneoss
FOR YOUR MAIL ENQUIRIES

info@platform.co.th

NEXT | ouriocation

16 Soi Ekamai 4, Sukhumvit 63,

P ROJ ECT Khwaeng Phra Khanong Nuea,
[ Khet Watthana, Bangkok 10110

‘ GROUP CREDENTIALS 2020
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o
CREATING
DIGITAL EXPERIENCES
FOR THE BUSINESS
OF TOMORROW

APPENDIX.

More insights and Case Studies

Visit www.platform.co.th for more case
studies specific to your industry.

‘ GROUP CREDENTIALS 2020
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Campaign Execution

RESEARCH & o Brand Consulting & Development
& M a n a e m e nt CONSULTING o Communication Strategy & Creative
. Social Media Strategy

° . Big Idea & Touchpoint Development

Se rVI Ces ° Customer Relationship Plan
o . Research & Qualitative Interview
- CREATIVE &

Driving Results at Every Step of the Way STRATEGY

Big Idea development
TVC / Online Storyboard
020 Activity Engagement
Content Development
CONTENT
DEVELOPMENT

° CRM Marketing Tools
. Other Content Platforms

MEDIA BUYING

& OPTIMIZATION

Media & Ecosystem Planning
Media Purchasing

KOL Management

Media Optimization

Data Analysis & Gathering & Social
Listening Tools

ACCOUNT
MANAGEMENT

Animation & GIF
VDO Production
Website Development

° Customer Relationship

° Partnership Management ) ) ;

. Project Management & Workflow ] Brand!ng & Identity Design

. Project Timeline & Budgeting . Graphic & Content Design

o Briefing & Collecting Report DESIGN & . {/r\wlfok?r?pfxc & CLT;TaUCItEr Design
. ebsite, App, esign

PRODUCTION .

L]
L]
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o
CREATING
DIGITAL EXPERIENCES
FOR THE BUSINESS
OF TOMORROW

MORE INSIGHTS
AND CASE STUDIES

Visit www.platform.co.th for more case
studies specific to your industry.
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Real Estate Client Insights

GROUP CREDENTIALS 2020 Copyright © 2020 Platform. All rights reserved | info@platform.co.th | www.platform.co.th PlathI'm




ONLINE
RESEARCH
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THE HOME SEARCH PROCESS

The typical buyer used a mobile device to search for
properties online.

S/he looked at websites with photos, home listings, and
information about the home buying process.

S/he then contacted an agent and visited a median of 10
homes over 10 weeks before purchasing a home.

Millennials make up the largest group of first-time home
buyers at 65%, followed by Generation X at 24%

99% of Millennials looked online for information.

93% Visit Property website, 73% Mobile site or app, 37% Visit
Video Sites like YouTube.

46% Visit Sales Office.

Home builder/Sales center
Print ad

Friend, relative, or neighbor
For sale or open house sign
Real estate agent or broker

Online resource

Information Sources Used in Home Search
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RESEARCH I LISTENING TOOLS

Chart Total 25,868 Messages Mai § e
Day diay
’;‘ 750
5 QNKoY 6 au
£ 500
§ \. A /\a
S L R
5 20 N"\/\/\/(lw\. _._.J \\ -._./’\'/'\. \f\.‘.‘._ N\,o\. e / \‘ ../’\./:: ._._. o .../\J-o-o—k \.’. \/o\:
-o~c\.'m" B ‘/ﬁu-v\‘ _._._M..\‘ /\'_.\._ i 'N\.z‘w/ \.J—c-o’\ P ~a-e—,
; **-"-**w’*-"v--' S e atiRg: - 0PN RN SRR SN0 e Sielt Siiue:
26. Aug 2. Sep 9_Sep 16.Sep 23_Sep 30. Sep 7.0ct 14.0ct 21, Oct 28. Ccr 4. Nov 11. Nov 18. Nov 25. Nov
8- forum <& news % blog -#- youtube

-o- facebook  -®- wwitter

~#- instagram

16,776 6,050 373 898 252 17 1,502
Messages Messages Wessagex Messages Messsges Ife3sagex Meszages
(23.30%6) (1.44%)  (347%) (D97%)  (0.07%) (5.81%)

(64.85%4)

In the last 3 months, ZocialEyes has tracked 25,868 mentions about “home purchase” totaling over 1.8m
engagements. Despite being a high involvement purchase decision, the conversation online has been stable

except one anomaly irrelevant to home purchase process.

The majority of the conversation happens on Facebook and Twitter.
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RESEARCH I LISTENING TOOLS
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RESEARCH I LISTENING TOOLS

Main keyword > Sub keyword — Count Percentage
Haifu TUTAS 837 61.45%
i TlsTudin 209 15.35%
. & ?
B iTeit TalsTaizin 89 6.53% Ba n k
({3 H ”
Promotion
Tausiu TUIAIS 48 3.52%

Amhu mamiugn 39 280 8 O % Of t h e

o sl conversation regarding
23 2l promotions are
19 22 branded contents

Taushu TilsTaiu 18 1.32%

& -
favnilan FUWRTS 1.25%
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Research shows current home buyers as logical dreamers

They juggle between their needs and wants They are well researched
: e dand uiluy UndniTan agsuas winTaremadiaanliaguay d1an
® iaMasalainbiuge B : aaniiia 1ini ldassglas duiwaubitdahaayisiaen
@ndmikkihalic = M
fmihanAuduy azbides:1awe azfudedatnu ue e s
Translate Tweet @ . 5
7:06 PM - Nov 18, 2019 « Twitter for iPhone
635 Retweets 226 Likes
;;;m;;[um:o Tiwuendriuiiu 10 11 | Money Inbox E;S
They care more about a property’s They will rather rent the perfect place than own
fundamentals more than promotions - whichever property for the sake of achieving milestone

Q Posi Yaena ﬂ?‘iuu 1 vsuammnauum vinmiiauanaunuas
athaianTusTugumnilell it wiadliuuusiusasidnaniy
naam

. & o - « -, PR oy & P
Wattawit Sawangkam da1nulng udsansaunitiidauda luwsand
uinldnau

Like - Reply - 13w O
€ Top Fan

Kaji Ausa ‘h;ia" ‘lnsqnaU‘muu'm‘mﬂuauuaﬂaamtaau.ua:s un;m'n
'n‘tnm\mnv'ﬂan wARauIAmWadnqaiaateend 2 3 awarAzan

. X o . - . v, ' - &
‘ Oncesky Piyawat %iainu viad'ld location ua?nnadioavi LilsiFasdudbilalstnavariwsunig avdasuuiignmiasyvinaiag

Like - Reply - 11w @osnudias bifiiuamaan sausdanionludiasfieasmain
: Miaqau‘iaﬁ'azj'tnaiqsn‘tﬂﬂ'nm
60 % overlap content analysis § Like - Reply - 1w
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Home purchase decisions
mostly concern a few but big issues in life

e Life stage change Financials

Triggers o Locations . Barriers Locations
e Enough salary or financials Willingness to sacrifice lifestyle




Triggers & Barriers show tug of war between self-fulfillment

and obligation bound by finance

Behaviours
& Preferences

Looking for meaningful assistance to
manage life & finance

-:*:— Looking for solutions that fits into
a' their version of life

éﬂ Willing to rent something good vs
W owning something average

- Location, design, price are standards
=% - on the lookout for more
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Instant Gratification

Different needs through the year

Content Localization

Financial Constraints (Needs vs. Wants)

Customization over well fitted




PURCHASE FUNNEL

Intent

Consideration

Outcome

- Campaign impression
- Campaign reach
- Positive brand association

asromssusuusudua:
TAsvnmiswiuluucuoaulau

asroauautdirnuuAuloy
WiulUslusunasvnuaulsduoo - Campaign engagement
nautdkueg

UolalduanuavlnAsoms

A¥oaUs=NnouNIsaadulo - Website traffic

DvAUs:NoUCiIva YoVlASOMS .
AvaUIe s1A wa:luslusu - Lead generation
AMiALiamsaadutoavn:dgu - User’s data

msUamsugn sales gallery
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Competitors are already tapping into some of the key insights for their

communications

Deep Discounts Differentiating Benefits Lifestyle Assisting
_Discounts over million Baht -Townhomes with community -Partnerships that deliver modern
sports club and cinema living solutions
-Fees waiving became industry o _ . . .
standards -Additional parking spaces -Assist with new ways to finance

gomoul moaulousinnuuwra« dumvsioulaias!
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IN-DEPTH
INTERVIEW




IN-DEPTH INTERVIEW

Data from in-depth interview 20 people

Age : 23 - 35 years old

Occupation : Office Worker, Business owner
Location : Bangkok and upcountry

Looking to purchase a home or just recently bought

2-3m baht home is attainable
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IN-DEPTH INTERVIEW

fivaidvludsandovuens 15131 ~
NOUToUWUAM&0a Luuuua o1SU 26
mdvaugu Bovlusludufidnawaanu
Ma MAUsIusuUABI8aamILGUNIYA
D:AwWsAWNAUAMvIUADUTIVING

Pa1P:BoA AD:VIAEDVS:HU1D
IWSEtKUDULSTWINGS 1D ao:=aulo

i TUslusuuo:ciovaaulongddiauas
anm 28

AovlJuFvALs1IdDvIGDSVY 1WULEDY
NoVIRYOKSDAWN LREOAULAGANS
D1YLWD: MTNVBIaUS:KEIQND:A
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IN-DEPTH INTERVIEW
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Concept testing identified the most preferred lifestyle

partners for the campaign
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Home Appliance Client Insights
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RESEARCH AND STRATEGY

...............



L CONSUMER INSIGHT & BRAND SHARED VALUES

Secondary
Research
- Brand Health Check

-G

Surveys
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L CONSUMER INSIGHT & BRAND SHARED VALUES

Secondary
Research
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Research
On 25-39 Year Old Consumers

Thailand 2019-2020

PRI MEDIABRANDS Il = Corvorte Directions ne. [ LRIl é Routledge

Taylor & Francis Group

THERE ARE AT LEAST TWO SIDES TO EVERY STORY

HILLARD The Thai market to watch The driving force of consumption

and their players (7)
“Exploring Thailand Millennials: Generation Y trends in Thailand
their beliefs, attitudes and
perceptions in society™: Report
gathers data and information from
500 Thai respondents between the
age of 25-37; Source
FleishmanHillard Thailand
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(1) Lifestyle Enrichment

Thai people of this age group
(25-39) tend to put extra effort in
extending their life experiences, exploring
new places or seeking new entertainment
with the aim of enhancing their social
status.

They define success in life differently,
they work hard and like to accumule life
experiences. They evaluate new career
opportunities by good work-life balance

and seek flexibility.

They prefer spending money on new
experiences which for them is much more
valuable than buying new things. It brings

them more joy.

The driving motivation behind this
behaviour is a strong belief that they need
to maintain their social value amongst
their peer groups.
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Information Driven Self-reflection Logic Over Emotion

Their decision making is primarily 79% say they are willing to pay more At first glance, they might appear
based on research and facts. for products and services that tend impulsive.
to their personal needs and desires. However, in every decision they
The Internet and other technologies ~ make there is always a logical
enable Gen ME to have broader - thought process, especially with

exposure and they collect
information from multiple online
sources for an educated decision

5 making process. I
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Self- Focus

Seek new opportunities Focusing on their own

self-improvement 52% of below 30 y/o are not

and challenges to improve their married and 69% don’t have
prOfe'zSt:gr\:\?fwl(asrl:I’clLsé Efaesgl ’i(r)]:JENItCh PRI EY ARV [ Majority of t%gll?’zlerge is spent on
theill capabilities a)’lc their current SREIET 10 GEIN SBClE SRR EEEE im[JDrov)i/ng their career papth and
position have reached their limit IR 1S PEET ETaUfE their economical conditions,
23% have two jobs

ot |
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| 3 Key Insights of the Target Group

Lifestyle Enrichment Educated Decision Making Stimulating Lifestyle
Work Smart Information-Driven Seeking new Opportunities
Good Work-Life Balance Self-Reflection Life Goals &
Logic Over Emotion Self-Improvement
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L CONSUMER INSIGHT & BRAND SHARED VALUE
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i AUDIENCE PERSONAS

“Extra self-conscious LIFESTERS”
Want to stay safe and active in new normal life

Demographic

Age: 25 -39 y/o

Status : Single/Married/DINKs

Location : GBKK, UPC

Job : Office Workers / SMEs

Income : Middle -High Income

Behavior

Challenges: Want to develop & improve every single day
Pain Point: Increased responsibilities

Value: Simple but functional, Less is more
Quote: “Every problem has its solution”
Information Consumption: Internet, Social Media




L METHODOLOGY, n, PERSONA AND EXPECTED KEY FINDINGS

Pool of samples from target personas Online Questionnaire (n=200)

]
[

l l l l

Brand Health Buying Decision Factors Life Value Media Consumption




: Finding 1: Reasons for new home appliance purchase (Occasion)

Product Relocate or Expand
Replacement Home
64.5% 25.8%
Both

9.7%




| Finding 2: Obstacles in replacing home appliances

Lack of Durability
and Short Product
Life Span

50.8%

Quality
13.6%

Lack of After-sale

Service
35.6%
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i Finding 3: Factors that influence Electronic Appliance Purchases

Most
A Durability ﬁ
Promotion / Brand’s reputation @ f
Easy to use i
Design L’g
 J Innovation %

Least




L Finding 4: Concerns in life

87.5% 65.6%

Health

: Residence
Conscious

Convenience

The survey results highlight four lifestyle-related aspects of our target audiences which
emphasize their need on making their lives better both with hygienic and nutrition factors;
therefore, cooking and cleaning can be utilized as our key benefits to reach to our target
audiences




| Finding 5: Media Consumption and Influence in Buying Decision

Social media Media Consumption
influence purchasing in Daily life
Most Most
influence | , | Facebook
Friend’s Recommendation
_ Youtube
Pantip
IG
Youtube
Twitter
Facebook
G Radio
Twitter Podcast
Least Least

influence




L Finding 5: Customer Journey and Media Consumption
Expand/ Relocate or Appliance Replacement

Stage Pre Occasion Occasion Research Consideration After sale
Key Action Exposure to Media Exposure to the Media ; Discovering additional o aring grand & | Customer Support
(U ) (Ads/Contents) at the right timing  information within the | Product information | (Appliances Damage) |
sers (Always on Ads/ Content) i product category i i i
2R . | & | | :
A= WOM (friend’s : Blogs/Forums ! ! !
. © Facebook @ recommendations) ! B voutube ! Influencers ! Facebook !
Potential © Youtube Panti L ©  Facebook | @ UGC . Messenger .
Media Instagram D antip i acenoo i & Call Center |
©) Banron Youtube | 28 WOM : Blogs/Forums '@ Lne :
(5 Google Search | (5 Google Search ! : |
Potential Offline | == TvC e TYC | B | B | ~ |
Media Out-Of-Home Out-Of-Home i i i i
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L CONSUMER INSIGHT & BRAND SHARED VALUES

Brand Health Check
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I Brand Health Check

Where we are at brand
communicationlevel right now?

We need to create brand
presence (awareness)

Strong Relationship

CONVICTION e,

ADVANTAGE

ACCEPTABLE
PERFORMANCE
RELEVANCE

Weak Reiationship

Nothing else can beat it
Must be This BRAND ONLY!

Is it better than other brands?
This brand is better!

Does it solve my problem?
This brand can actually help me!

Does it offer me something?
Sure, | can give it a try

~ Dol know the brand?

What brand is this?



L Finding From Brand Health Check

Strong Relationship

A

Nothing else can beat it
There is little customer advocacy
based on our research

4.2%
Durability

Is it better than other brands?

Not many positive UGC over the
online channels for the new clients
to learn about our products/brand
Does it solve my problem?

So far, very few complaints, still not a

Relevancy = =

6.3% |
l

21% EU
Standard

I Performance lot of footprints to convey potential
I customers

Does it offer me something?
Relevance Brand Value and Positioning

awareness is not clearly

communicated

Do | know the brand?

Spontaneous ; .
______________ With the market size, we see

Awareness Stage that brand awareness could
(Not top of mind) 37.5% be improved

Weak Relationship
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| Key Findings Summary

Most common Occasion to
buy is when Expanding,
Relocating or/and Replacing

Durability tends to play a
Major role in Consumers’
Decision Making Factor

Stimulating Lifestyle,
Collecting Experiences and
Educated Buying Decision

Customer Engagement must
be Enhanced

Health & Life Quality are the Brand Positioning
Main Concerns in Life Reinforcement is Required
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L Home Appliance Journey and media consumption
Expand/ Relocate or Appliance Replacement

Stage Pre Occasion Occasion Research Consideration After sale

Preparation of
Branded contents and
positive UGC from
existing users to create

The touchpoints that
can maintain our
brand reputation

customer

Consistent media
optimization and
content retention to

Same as Pre-Occasion
stage to have
consistent reach—out

Decision making
period requires quick
call to action such as

Offline Media @ Out-Of-Home @ Out-Of-Home

Key Action bgrgggra:gsaelr\gvfg?n_?r?e to target audience in i online footprints that i tempting promotion i satisfaction and i
(Brand Side) 1ap order to maintain i can serve as an . overonline/offline | brand loyalty. Thisis |
online ecosystem to b . U e Lo |
build awareness and brand and product  + influencing factorto 1 distribution channels 1 likely toalso lead to :
reinforce brand presence along user’s ' influence decision ' toletcustomertake ' positive advocacy !
ositionin journey i makingamong our | quick action . bothonlineand |
P 9- i target customers i i positive WOM. i
) ¢ Facebook -— WOM (friend’s i &y Blogs i KOL /UGC/Blogs i Facebook i
Potential @ Youtube AS recomFr)nenqationS) i Youtube i i Messenger i
Media 5 Instagram @ antip : Facebook : + ) Call Center :
@ Banners o Youtube : g WOM : o B . g e :
———————————————————————————————————————————— A A Ty

Potential TVC TVC i i i
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i FINDING THE RIGHT BIG IDEA
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i BIG IDEA MAPPING

USER _ _ Brand Brand BRAND
Social Trend Occasions Purpose Essence
- Health Conscious - Move/Expand - Quality Living - European Standard
- Good Work-Life - Replace - Life Partner -  Long Heritage
Balance - Upgrade -  Professionalism
Pain Points Gain Points Product Functions Shared
Values
- After-Sale Service = Makes life more Functional Emotional - Convenience
- Lack of durability and convenient - Quality
product life span - Enables them to - Durable - Brand Livi
focus on other parts T SlgOTED Heritage e
o - Trustworthy ~ European Vibe
of their life - Professional

- Healthy Living
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PART OF RESEARCH
AND OBSERVATION
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THOUGHT STARTER

We do observation and research to find target’s insight and barrier to develop the way to communicate which could
increase the users’ occasion and consumption rate on tuna.

Social Voice Quantitative Survey In-depth Interview

To observe online users’ To find tuna 1st of mind, To find users’ insight and

sentiment talking about users’ occasion, reason to the black box of users’
tuna. buy and barrier on tuna barrier on tuna to create
consumption. communication direction.
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SOCIAL VOICE
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SOCIAL VOICE : TOP ENGAGE

m A" Channel Sl_lmmary _ 2 1 July 2019 - 17 Cctober 2019 = Apply

Showall messages ~ W Categones = © Action @ Demsils & Notes || & Expor

Chart Total 1,302 Messages

\

ameount {messages)

Nautilus Facebook Activity 3

Hashtag clouds

o0 s To stimulate online engagement and to create positive

.[\ digital footprints, brand should consist to communicate
5 with target via brand engagement activity.

#Hcuahaaun
o 5‘2@3!‘--;?" ‘!'!:ﬁiss'nsﬁi!;.@he#g.g--.-!-s-g '3'»!@%33@! . .l:s-‘;:g&s'i?:%::@’-:

o S (W DN . 2 o LAY
ol &, 15.4 22, jul 29, Ju 5. Au 12, Au 19. Aug 26, Aug 2, 9, Sep b. Sap 3, Se 30. 5e 7. 14, Oct 1.5, & oA
5 i i o S b #sealect #tzamin

-a- all -#- facebook - twitter -®- instagram - forum  -®- news - blog  -®- youtube

¢« [ e o s = BN o
18 70 5 43

839 224 63

Messages Messages Messapes  Messeges Memsages Messapes Messages
(G4 4454) {17.2%) (4.84%) (3. 7E90) (6.074%) {0.38%) (3.3%)

Statistics

Q 1,302 ° 209,084 0 474 : - P
e Lau Q 0 } 1302 unsvila. , > %
A GES MESSAGES FOUND MES X Genders 1 eSS ===~~~ -~ - - -—=———-—-———~ E

25.75 % : 74.25% |

) 2019 Platform. All rights reserved




SOCIAL VOICE : TOP ENGAGE

Top messages by engagement

f Facebook W ( o1 o

&, user-
§ img
mylittiekitty mawin_twp
Wy
Post:
Unbrand .
». user-
@ img @
ongnietian
Tindaed ’ eatandshout
& epter (
F t IC
=3 Unbrand = Unbrand

e nadaaeson o LAG ] oLl
@ v.y : widd: @ g : viam) Tdaaluhy @
R uuaIn I mnsawednlumiaeg U
Hindeah dear_jah t 1
ted on 13 October 2019 1 tid_cooking
B Unbrand Unbrand . e 20 septamber 3811625 SR LI

L
The most of top engagement sentiments are unbranded content or influencer post, according to Thai people behavior that
do not trust in brand, they more likely to engage with 3rd party.
So, to stimulate online engagement widely, brand should create online activity with online influencer in various scale (macro,
micro and nano).
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SOCIAL VOICE : USER'S SENTIMENT
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KEY FINDING

1st of Mind of ]l Brand : Canned Tuna

1st of Mind of Canned Tuna : weight losing food

Top of Mind Brand : Not Clear

R2B : Convenience / low cal / high protein

Barrier : Fishy sense / bad taste / high sodium

Occasion : Dieting / quick meal / protein for fitness time

According to social monitoring, we find some factors about canned tuna 1st of
mind that be the weight losing food, we also find users’ occasion, reason to buy
and barrier, but still not sure in the number of each factor.

So, we should do quantitative survey to find out the number and percentage of
each factor to arrange the factor priority.
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QUANTITATIVE RESEARCH
(ONLINE SURVEY)
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ONLINE SURVEY

Methodology : Online survey

Number of Participant : 192 people

Age:21-47 y/o

Location : Bangkok and suburban

Occupation : Office worker / freelancer / business owner
Objective :

- To find top of mind brand

- To find reason to buy and barrier

- To find consumption rate and frequency

Top of Mind

Gender Brand Awareness

SINCE 1992

% 16%

Female
73.4%

Not Consume 17.2%
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KEY FINDING

1st of Mind of Canned Tuna : weight losing food

Top of Mind Brand : |l

Consumption Rate : Very Low (less than 1 time per week at 65.6%)

R2B : Convenience (56.7%) / low cal (50%) / easy to access (50%)

Barrier : Fishy sense (46.3%) / over price (38.9%) / bad taste (25.9%)

Occasion : Dieting (42.2%) / quick meal (35.9%) / protein for fitness time (26.6%)

According to quantitative survey, the product occasion quite clear that users
consume tuna for healthy reason, but the common barrier are subjectively
product preference factors.

So, we should in-depth interview target to find out what is in the black box that
create product barrier of users.
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“We provide a holistic journey between business
objective and customer experience to share a single
brand communication”
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