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The ROl Agency

S5+ years in Media agency 2+ years in Digital agency
(Offline + Digital)



/ PREVIOUS DUTIES /

STYLES T (.

FASHION ° BEAUTY = SHOPPING ARCHITECT BRAND EAXPERIENCLES

. Manage of 3 feams
. Social Media Management
. Digital Marketing Campaign Development
. Digital Planning
. Business Development
. Project Management
: Pho’ro/ Video Shooting
- Website Development
- Digital Campaign
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/ WHAT’S BEEN DONE IN STC? /

-

Retainer: Expand from 4 to 11 accounts
New Logo: 10+

g Expand from 10 to 20 staffs

YOY: +300%
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WEALTH OF EXPERTISE AND
EXPERIENCE IN THE HIGH END BRANDS

PROJECT BASED

SAINT LAURENT Jar :

PARIS C

T[4
e JVESSANTAURENT TISSOT Carteer

PARIS

SSSSSSSSSSSSSS

SINCE 1853

@)

== D;
HOGAN BALENCIAGA 101 OMEGA

DIESEL 1ANCOME sandro @ FSTEE LAUDER fu:TODS‘TE

uY

URBANDECAY

SOCIAL MEDIA

NV X 'OREAL  GIORGIO ARMAN

lllll
PROFESSIONAL MAKEUP

BIOTHERM B X iig

“ CHOW TAI FOOK

sonic shu uemura

MAYBELLINE

NEW YORK






CREATIVITY
SHOWCASE




|/ CAMPAIGN DEVELOPMENT - SKI| /

OVERALL CAMPAIGN JOURNEY

Brand & Pitera
Awareness

Local — tUGC Content for
Campaign: Pitera

HK Extreme
Challenge

Global Asset:
SK.' U Localization
National

Geographic

Social engagement




|/ CAMPAIGN DEVELOPMENT - SKI| /

SKl

Objective :
To raise the awareness and popularity of the SKII main
product — Facial Treatment Essence through the engagement

BENRASNEES - AZTERRENNA

game. Making good use of aftractive gifts as incentive to
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draw people’s participation and attention on the product.

Game development Period : 1.5 Month
- s Creatfive idea
. w.é.’-‘;@_ . Game Creation = Photo submission : 3,630
\ At et . Copy Wiiting

e . " Views of hero video 82K
ebsite Design

Mobile Site Design " Page views : 17,057

Programming




|/ CAMPAIGN DEVELOPMENT - SKI| /

SKI

1

Objective :

To raise the awareness and popularity of the SKII main
product — Facial Treatment Essence through the engagement
game. Making good use of aftractive gifts as incentive to

---------------------- draw people’s participation and attention on the product.
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Pho’r suomi 3C

PROJECT RESULT

&arne development Period : 1.5 Month

= Creative idea -

anbiuinsx uiasarace ens . Game Creation = Photo submission : 3,630
g CODy Writing

¥ Views of hero video 82K
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Default acceptant for bundle e
registration to finish both forms ’
of babykingdom.com and
client memiership one
Banner ads pop up for “non-
accept” user as a final
reminder to client membership
registration

/CAMPAIGN DEVELOPMENT — ABBOTT MEMBERSHIP BOOST /

Ride on BK member registration to obtain quality member

Objective : Redesign the registration form of top parenting
website (babykingdom.com) to recruit quality members —
Bundle registration

Upon ticking the agreement
box and successfully register
in BK, Abbottmama club’s
registration form will be
prompted.

[ eiT B Aphott MEIEMORMIRDR W LM T W

B | ReANEBes

Mock up only
Launch date would be varied upon system testing

1. User TICKS the agréement box
; Abbottmama registration form will be prompted

Wheneverﬁniéﬁi?fgt or |
- 2., users will be
Cherse FRWNREE § san redirected to Homepage
| ey o o i

-y

Regsstration Success

message could be included.
—==_1 2 User does NOT tick the agreement box ok age HURD e dareement

BK registration process finished

14

2. Dominating format — Special screen will be pop out for
5-10sec before redirecting to Homepage. Message to

encourage Member registration would be suggested
which could act as final reminder to increase the
registration rate.




Default acceptant for bundle
registration to finish both forms

/CAMPAIGN DEVELOPMENT — ABBOTT MEMBERSHIP BOOST /

Ride on BK member registration to obtain quality member e . . . :
Objective : Redesign the registration form of top parenting

website (babykingdom.com) to recruit quality members —
Bundle registration

Upon ticking the agreement
box and successfully register
in BK, Abbottmama club’s
registration form will be
prompted.
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Mock up only
Launch date would be varied upon system testing
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1. Dominating format — Special screen will be pop out RS
for 5-10sec before redirecting to Homepage. Branding
message could be included.

== 1" 2 User does NOT tick the agreement box
BK registration process finished

14

of babykingdom.com and
client memiership one
Banner ads pop up for “non-
accept” user as a final

reminder to client membership

registration

2. Dominating format — Special screen will be pop out for
5-10sec before redirecting to Homepage. Message to

encourage Member registration would be suggested
which could act as final reminder to increase the
registration rate.




/ CAMPAIGN DEVELOPMENT — ABBOTT BRANDING /

Tl T ERA%EE - Ashort cut to provide the hot

threads across forums.
Visitor likely to look for and involve in most discussed

The most efficiency channel

Our proposal - 4 F R
1
21,268 $10,000

$866
$7,143

Page of TEIF = FH255E: A sticky section with
domination ad placement helps to build bran

awareness.

Baby-kingdom performed well in recruiting member of Abbottmama Club that shows its
audience is affinity towards Abbott; adding its lowest cost per lead (member
registration), Baby-kingdom will be chosen to have dominating placement.
-~ a Abbott e —q a Abbott synchronize. the campaign messages.
MoCK up only
Multi-purpose achieved

Category First
» Todevelop a new section with Baby-kingdomand adapt a title sponsorship

Mpaign site

Relevancy
* Baby-kingdom is the most affinity portal towardsour TA, apart from campaign

journey Il: To car
Half of the inventory could be arranged and land to

Homepaqe
campaign site which sync with current
communication
.. .
l 24615
ommitting | Committing Display
- = SeL0k banner
L package purchase
( {Click to with same
generate budger

basis placement, continuous exposure would definitely assist to the brand

Brand Environment

» Page’s prominent advertisement domination to create “Abbott” environment and

so to consolidate the brand image

» Creative asset rotation available to make campaigns’ communications

synchronize with other online channels
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I R - chdnien
site)
Est. Click —CPC
e CPCisfarlowerthan Abbott campaigns ran

y committing the $640k package, total 520,640 clicks generated: CPC@51.23 achieved.
"

3= s
Banner versions could be rotated to
synchronize. the campsign messages. o
By rotating half of the inventory of vertical rectangle for campaign banner, CPC@1.59
achieved. With the same budget, that is far lower ($26) than other display banners
ieved. Apart from good result in Return On Investment, other intangible
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CAMPAIGN DEVELOPMENT - ABBO

Our proposal

User journey IlI: To campaign site
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campangy Site wriichsyhe with cafrent
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synchronize. the campsign messages.
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BRANDING /

The most efficiency channel

$1,268 $10,000

o | $866

$7,143 58,000
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aby-kingdom performed well in recruiting member of Abbottmama Club that shows its
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Committing | Committing Desplay
S640k banner
package purchase
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QMEBgn budget
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- Est. Click —CPC
By committing the $640k package, total 520,640 clicks generated: CPC@51.23 achieved.
rotating half of the inventory of vertical rectangle for campaign banner, CPC@1.59

achieved. With the same budget, that is far lower ($26) than other display banners
could be achieved. Apart from good result in Return On Investment, other intangible

re listed in slide

User journey |: To hot topic

Homepage

TRl T AT - Ashort cut to provide the hot
threads across forums.

Visitor likely to look for and involve in most discussed
topic.

R T EHGS

Page of TEIF - FH255E: A sticky section with &
domination ad placement helps to build braM

awareness.
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Mult=purpose achieved

» Todevelop a new section with Baby-kingdomand adapta title sponsorship

Relevancy

» Baby-kingdom is the most affinity portal towards our TA, apart from campaign
basis placement, continuous exposure would definitely assist to the brand

Brand Environment

» Page’s prominent advertisement domination to create “Abbott” environment and
so to consolidate the brand image

» Creative asset rotation available to make campaigns’ communications
synchronize with other online channels

e CPCisfarlowerthan Abbott campaigns ran
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/CAMPAIGN DEVELOPMENT - L'Oréal PARIS HF/

|'} x:) l»)
Louis Mok Jeremy Wong Jeremy Wong

Louis Mok :

https://www.youtube.com/watch?2
v=Ak7fpwK5S92Q&list=UUsvMneetCrthbkM1fXcDMSw&index=7
Jeremy Wong :

https://www.youtube.com/watch?
v=CHplgWa3itnk&list=UUsvMneetCrthbkM 1 fXcDMSw&index=5
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http://hfwhite loreal-paris.com.hk/conservationgcontact=3



/CAMPAIGN DEVELOPMENT - |'Oréal PARIS HF/

Objective :

To build the awareness to the new launch of Hydra fresh whitening mousse and

enhance the engagement via an interactive mobile game. Making good use of cash
coupon o encourage purchase.

EC T
biwhite loreakparis com bk @ biwhite loreakparis com. bk @ : P RUJ E [:'I' R ES U I-'l'
¢ ? Jeerry EGurny Roy 3

e zgn oy Game development m Tofal Video View : 300k+
s Creative idea s Engagement: 20,000+
- s Game Creation s Share: 500+
R . . Copy Writing
- . Website Design
b . Mobile Site Design
el Programming

https://www.facebook.com/lorealparishongkong/videos/

1427212004002056/




/ BLOSSOM MYDREAM- BULGARI /
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|/ CAMPAIGN CREATION - L AMER |

http://www.style-tips.com/campdaign/

lamer/
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EVENT GAMING |
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with the SMS -Data base set up for individuals

-Online form -
andstart the game



|/ MAKEUP W ORKSHOP

[TATTOO YOUR LIPS)

TRERLWFETR - ESEHFEFEDior Aodict Lip TallcoRE=REE
BESLEFZBOSSREUSE | T 0D FEREES ESEN
Lip Tattoo B | ! hitp /bit v/2q7uggX

2OIORHK 2DIORADDICT 2LIPTATTOO

Tattoo vour Lips!
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-Online form and data
base up set
-Payment gateway
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/ WEB DEVELOPMENT /
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SMS received upon filling in
the form online
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-Online form and data
base up set
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MAEST LW
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-Bring along with the SMS
to counter o

-Staff need to only fill in a
password
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Whole
process takes
within T min






| EVENT VIDEO - CARTIER /

https://www.youtube.com/watch?

v=XbicbékHTBZo&feature=youtu.be




| FEATURE - STYLE-TIPS.COM /

SWAICH - CREATE THE UNEXPECTED

https://www.youtube.com/watch2v=diLIQjaJkdl
https://www.youtube.com/watch2v=PQdZdQZjl0U




|/ BACKSTAGE VIDEO - BOBBI BROWN /

https://www.facebook.com/HKSTYLETIPS/videos/

10155435840542270/




JONLINE VIDEO - LOREAL MENEXPERT/

= O R E
PURE&MATTE

Iﬁiéiﬁ":

https://www.youtube.com/watch?e
v=uyG0g540Urc

https://www.youtube.com/waich?
v=k59DtBa_Fc




/SKIN CARE DEMO - |'Oréal PARIS /
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hitps://www.facebook.com/lorealparishongkong/videos/
1171606109562648/
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/ MAKEUP DEMO - MAYBELLINE /
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https://www.youtube.com/watch? Lo A A.
v= 4S9v17I12vQ

https://www.youtube.com/watch?
v=0QangdjMPSE




PHOT OGRAPHY




/FACE THE CAMERA CAMPAIGN - G AB/




|/ FACE THE CAMERA CAMPAIGN - SKI| /




| FEATURE - TISSOT

CIPAFTSMANSHIP AND
INNOVATION
SINCE 1353




FASHION EDITORIAL




| FEATURE - STYLE-TIPS.COM /
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| FEATURE - MENXPAT.COM |/




/ PHOTOSHOOT FOR BRANDS /




SOCIALMEDIA
MANAGEMENT




/SHOWCASE FOR BRANDS SOCIAL /

Urban Decay Cosmetics
(J Septomber 10 ' @

HPKalonice Kel-keINBIFZVRRRT  FXE BFL - SRIMHE
NERHTEL - ISR QE S L Inbox message%‘ PLEEENRS T
=« ARCHAEAGRENakes Smoky - RERZ U E €S M acebook
BHgREn .

We have a winner, UDers! The answer s the Lion Rock. Congratulations
10 Kalonice Kei-kell Piease send us your full name, phone number and
emal address via Inbox message before 11 Sep, 2015 and we will
arrange for your prize. There are still chances to win the Naked Smoky
Paette. UDers Stay with our Facebook as the game continues

#UDNhongkong #NakedSmoky

@ Urban Decay Cosmetics
l July 22 - @

EMEEARMREETUNRENERESIRENIERE
We are getting ready to open our neéw counter this Friday at Lane
Crawford Times Square.

f#fudhongkong

A
U_' =i | -
"h Urban Decay Cosmetics added 2 new photos
: November 28 at6:00pm - &
UDers : BERERTHEZAZNSFIUDES - —E8ZES - 2615

EZ125 135 E S EEFacesssE w:{i‘.}%'ﬁq“ﬁég-ﬁ'ﬁ#gﬁyﬂ
EIFUDES » —v:'gtg_,—gal_f; ;.’jf—z_/—1i,.i7"-.5_ =
BRFHRESDHE) ) @ ERREIERERS ;53%31§c393ﬁ7§§ ’ ?
hashtag T 5127 » & —i?‘QJ_%EIi“i.ﬁfr?—EE"Sﬁ’UDi

- lnstagram‘-‘"Facebook‘ #UDhongkong X #crushyourgiftlist
- Weibo: #UDZEE# 7 #crushyourgiftlist#... See More




/SHOWCASE FOR BRANDS SOCIAL /

( IPSA HK

P SeptemberZ &

Schedule ZEZNIE - BE—E S8 1T EFETSSNERE?
EZSEFLSHESEE DTTLETHT  CEA1E8 2258

.$ BEBESRE OSRSEFEERAADR ? MWNARRIFAR:

EAPAMyT N AER: - SEHESERELSENSYARTEET
#IPSA #lipstick #Party #makeup
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¥IPSA #IPSAHK foeauty ¥controlpawder #powder #new flookinside

( IFSA HK

S Darembe 12 000pm - ¥

FEX EMETABOUZERSTE - '8
RS e - WETILE

.... -'b,&

HIPSA MPSAHK shletabolizer #MES #¥skincare ddecodeyvaursiinsecrats

Eneauty Emakeup Foustomzed 2hydrRated Emosture toundaon
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MATERIAL FOR BRANDS

clariZonic
#HEBLUE MONDAY

jocei  mioGei - miogst

NN L 3 N

10661  MiOGGI
g

aEn

, ’
< x : MIOGGI

.7 2 o

1. https://www.facebook.com/clarisonichongkong/posts/1236078356440310
2. https://www.facebook.com/MIOGGI.HK/videos/10154611651222832/2permPage=1
3. https://www.facebook.com/MIOGGI.HK/posts/10154516318182832

4. https://www.facebook.com/bio/







