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FROM BUILDING
AN IMAGE*
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*The general impression that a brand or a
business has on the eyes of stakeholders

TO MAKING 
AN IMPACT*

*The strong effect that a brand or a
business makes on the planet, people and profit

Aspirational

Conspicuous

Exclusive

Assertive

Consistent

Differentiation

Relevance

A Destination

A Public Facade

What Appears in Media 

Inspirational

Conscious

Inclusive

Authentic

Coherent

Distinctiveness

Empathy

A companion

A True face

What Happens in a Moment
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TO BE THE BEST CREATIVE 
PARTNER AND COMMUNICATION 
PLATFORM
FOR FUTURE GROWTH 

STRATEGY X CREATIVITY

DATA TECH
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MEASUREMENT
FOR THE FUTURE
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1852
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MEASUREMENT 
FOR THE FUTURE
5 KEY 
IMPLICATIONS
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1
MEASUREMENT IS 
MORE IMPORTANT
THAN EVER BEFORE 9
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TO SHIFT FROM 
MEASURING 
OUTPUT 
TO OUTCOME
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MEASUREMENT FRAMEWORK

Read/see/hear 
communications

Increased 
awareness 

and 
understanding

Building trust, 
talking about it

Desired 
behaviour

Business/
Financial 
outcome
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3
MEASUREMENT IS 
TOOL FOR 
IMPROVEMENT
NOT A REPORT 
CARD
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Reach

Media Tier

Sentiment

Brand Visibility

Message pull through

Social Engagement

Social Sentiment

KOL/KOF Amplification

Share of Search

Share of Voice

Campaign Earned 
Influence Index
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Reach

Media Tier

Sentiment

Brand Visibility

Message pull through

Social Engagement

Social Sentiment

KOL/KOF Amplification

Share of Search

Share of Voice

Campaign Earned 
Influence Index
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4
NEW IDEA 
PROVING

16

O
G
IL
VY



O
G
IL
VY

CASE STUDIES
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Creative Financial PR for 
GIGANTIC IMPACT
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843 coverages
( value worth 

192,000,000 THB)

no.1 hashtag on 
Twitter

700,000 online 
engagement

Before & After Campaign Conversations
From negative to very positive

Dedicated 
Clubhouse rooms 

and facebook 
groups

230% growth in no. 
of facebook fans 
(5,000 -> 130,000)

530,000 subscribers

40x investors more 
than benchmark 

(10,000)

Business 
Outcomes

• Top ranked in SET50
• Future ambition 

announcement 
• OR=โอกาส campaign
• License to operate 

in 10 countries
• Revenue growth
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5
THINK 
MEASUREMENT
AT THE BEGINNING 20
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Measuring Impact Across

Earned InfluenceEarned 
Engagement

Earned 
Coverage

Traditional Social Consumer

OUR METHODOLOGY

EARNED 
INFLUENCE 

INDEX

• Reach
• Media Tier
• Sentiment
• Brand Visibility
• Message pull through

• Social Engagement
• Net Social Sentiment 
• KOL/KOF-Key opinion former 

Amplification

• Share of Search 
(branded)

• Share of Voice

Key Attributes

Earned
Business Outcome

• Change in Perception
• Change in Believe
• Change in behavior
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