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Social Media /
Digital Brandbuilding

//Tell and listen.




Digital Brandbuilding

//Where brands come to life

Measurable Social Media performance is our business. We
help brands to tell their story online, listen to the fans and
deduct insights to form the strategies of tomorrow.

Three disciplines - one voice:

WE CREATE ENTERTAINING IDEAS FOR PRODUCTS
WE DEVELOP STRATEGIES TO LEAD BRANDS

WE CONDUCT DATA-DRIVEN CAMPAIGNING

Delivering these services efficiently for customers on the rele-
vant B2B and B2C channels on a national, DACH, EMEA and as
lead agency on a global level is what we do.




Social Media /
Digital Brandbuilding

//Experts make the team

Leading a brand in a volatile social media environ-
ment and an assortment of very different channels is
far more than posting a product packshot with a cat
beside it.

Social is a dialogue and every customer has a very
different brand, products and fans. To create the right
content for each brand and to get the fans talking to
it, requires a team of specialists.

Wild but structured creativity is as important as the
focused, pea-counting modulation of live campaigns.




Social Media /
Digital Brandbuilding

//Performance is data driven

One of the most attractive factors in Social is the possibility
to track, measure, evaluate and adapt live. Content strategy
and paid media campaigns are under constant surveillance
- and we can do quick but not dirty changes to our communi-
cation.

Testing a variety of visuals and messages is a core part of
every campaign. The big plus of this is that we do not spend
meeting time to discuss our individual tastes or waste preci-
ous time on fighting over tiny layout details.

This data driven way of controlling the media spendings
greatly improves performance and saves a lot of time and in
the end: Money.
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The fragrance of germany’s finest city.
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Acqua-di-Hamburg

//Entertaining Hamburg lovers

An important part of our content strategy is be the an-
chor for interesting, wild and weird thoughts and memes
about Hamburg it's history, the lifestyle and it's very own
character that makes living here so beautiful.

The high interaction rate shows us that our ideas hit the - ‘

tone of our community. Organic reach is hard to get, but L] 4;' ﬁ"'

intelligent and funny ideas can do it. And they build the . ™ | Rl h

brand. [y - '-u:
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ITEM
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German engineering is famous for many reasons. And
one of the ambassadors of german ingenuity is our
customer item out of Solingen.

Their unique system of modular aluminum profiles is
known to production engineers worldwide.




ITEM
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Our strategy for item is a mixed bouquet. There is an
abundance of very technical news to communicate.

Which we do in a more casual tone than you would
expect from an industry brand. After all the engineers
behind their screens are still creative, playful kids and
we do not need to prove our competence and serious-
ness by having a stick up our mainvalve, right?

NAME: ROBBI
PROFESSION: PROFILER
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How does one lead the social strategy for a hidden cham-
pion who is 100% B2B? From working platforms in the
aircraft industry to prototyping in R&D labs worldwide,
item is involved in giant processes anywhere in the world
and most aspects of their products and technology are
way too complex for a non-engineer to grasp.

item is really not the typical social media client.
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HE FIRST HOME FRAGRANCES
MADE FROM NATURAL TREE RESIN




room fragrance goes organic




OSPO
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Just telling the positive story of sustainable production
in a forest of the spanish Estremadura region, does not
create reach on Facebook.

We decided for a provocative paid media campaign
and paired it with positive content for organic reach.

Basically we asked why anyone who buys organic food
would even consider polluting their own home with a
chemical smelling product, that is just good enough for
a public bathroom.
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conducting a major tester-campaign.

vered precious insights for our customer about the reception
of brand and product. The campaign was so successful, it even
made our team become happy OPSO users.
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MyAutoData
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Bigdata has been a buzz word on every industry fair
since 2010.

Und now MAUD is setting out to connect car-owners
and relevant players of the surrounding services in a
profitable venture. The startup gives owners full cont-
rol over what they want to share and trade for cash or
free services.

©MYAUTODATA




MyAutoData

® ' //connecting a whole

; LbWER FI}{ED-CQSTS_ ' industry with the customer
CONVERT YOUR .

What if a tire manufacturer has an overview of how
AUTODATA! 1 many cars are likely to buy a new set in the coming
months?

How about not spending paid-media budgets at times
when our desired targetgroup is sitting behind the
wheel?

The idea behind MAUD is really smart and a gateway for
a whole new way of adressing potential customers at
the right time.

©MYAUTODATA




MyAutoData

//Bringing Bigdata onto the street

So far the orchestrated launch of MAUD on Social
Media together with PR show promising results.

The community is growing rapidly and the onsite regis-
trations peak with every published news article.

Promising startups like MAUD are always a pleasure to
work for and with. As good ideas and agile communica-
tion always go well together.
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NGK

//World leader in all
the invisible car stuff

The japanese company NGK is market leader in spark
plugs, ignition systems and all things that make up
the exhaust system in combustion propelled vehicles.
Compared to tires and glossy sportscars this is not
exactly the sexy part of the automobile world.

The products are very technical and the primary vector
of the company is B2B. Our challenge is to communica-
te to B2B mechanics and workshop owners at the same
time - and for the whole EMEA region.
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NGK

//Breathing Gasoline
Just like our customers

While the reality for the company is sales-driven, the brand
is highly emotional. Even a clean clothed car mechanic at a
major workshop is just a little car-crazy kid in the body of an
adult. And that is the core of the brand that we had to bring
to life via Social Media.

Without budgets to hunt and capture amazing visual car
content in real life, becoming part of the global petrolhead
community was the only way to do this.
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NGK

//First there's a spark.
Then a community on fire

-
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The content strategy for NGK was a mix of technical
insights into products and R&D and the activation of
the petrolheads themselves. Because they are the ones
with the passion for all things that go with an ignition
spark.

We activated petrolheads from all over the world and
had them send in the best pictures of their beloved
classics and customs and in return gave away cardga-
mes, calendars and merch designed by the fancrowd.
We made NGK a lovebrand on Facebook.
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