MS&L Digital: A Leading Global Digital Agency

Digital practice founded in 1994 to develop digital
communications for General Motors in USA

MS &L

First agency to create a CSR web site and digital Digital
program for a Fortune 500 Company — GM Ability/1998

Created the “business case” and model of a corporate
blog with GM’s Fastlane

— Innovation of the Year, Best Use of the Internet awards

Wommie Award for buzz creation Online
(Word-of-Mouth Marketing Association)

Wrote blogger relations “Rules of the Road”
for WOMMA . SABRE

One of the first agencies to engage bloggers for cl  ients alal ol R
— Lilly’s “Inspired by Diabetes” blogger roundtable

Our experts actively engage in online communities —
blogs, message boards, social networks, sharing sites, Web Marketing Association’
communities, portals, micro blogging and many more WebAward

More than 300 digital programs for clients around the world
in 2007-2008
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Our Approach: “Navigating the Multilogue”

. ) Digital .
“Navigating the Media Multilogue”
Our teams develop Digital communications
digital strategies that requires “multilogue”
enable brands to thinking, or how we
navigate the complex describe the
online world and Influencers environment where
identify opportunities brands and consumers
to differentiate and are having an ongoing
connect with Brand dialog with multiple

friends, family,
coworkers and others

Mec’ online 24x7
Strategic

Partners

key audiences

2 MO



What tools are enabling the Multilogue online environment?

E-Commerce

Online Gaming
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Sharing
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Photo Micro-blogging

Music Life Stream

Social Networks

Insights

Explosive growth
In usage among
consumers both
young and old

Global & Local
sites, languages

Consumers are
online to learn,
have fun, build
relationships

Advertising clutter
on most sites

Negativity and
rumor can quickly
Spread
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Highlights of MS&L Digital Experience in Asia
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Core Capabilities

MS&L Digital Communications Specialty Group

Across Asia, digital tools, usage and cultural acceptance varies when compared to US and Europe.
Our digital team in Asia specializes in crafting programs and content that will be effective in local
market online environments across corporate, B2B, health and consumer communications.

: . » Turning press releases into online digital releases
L. SOC'aVD'_g'tal » Spreading the news online wherever appropriate
News Sharing « Engaging consumers to share the news themselves

Maintaining databases of influential blogs and building
2 BLOGS relationships with influential bloggers

Sharing news, content, products with them to post about

Developing and managing branded blogs

N Finding the community/social sites where our clients’ target
3. C_Ommumt'es_ & audiences are going to talk and learn
Social Networking Starting topics and becoming a part of the conversation

4. Creati d Creating new kinds of digital content for our clients to
; r_ea '”9 an accomplish their objectives of creating awareness, educating
Sharing Digital Content audiences.

How-to videos, tips, testimonials, case studies, industry panels




Digital in India:
Trends and Examples

Cigital




Digital in India: The Numbers

15.1 mn people in India read blogs regularly

85% of active internet users in the country have read blogs at some point
(news/links/active)

8.4 mn Indians have started a blog of their own at some point

11.8 mn Indians have started a social networking profile (of these, 41% access their
profiles at least daily and an additional 34% at least weekly)

63 % users prefer Orkut and 34% prefer Facebook

11.6 mn Indians have uploaded photos onto the internet while 9.4 mn have shared
videos

15.3 mn Indians have watched videos online

10.3 mn Indians have consumed podcasts

(Source: Universal McCann report)
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Hanmer MS&L India Digital Capabillities

Digital Communications Services

— Audits and online research

— Digital strategy development

— Integrated digital programs

— Traditional PR and marketing program enhancement with
digital strategies

— Online reputation tracking and management

— Online issues/crisis management

— Web partnership development
(with portals, online news sites)

— Blogger relations and events

— Tailored programs using blogs, social networks, forums,
video and photo sharing, portals and other tools like twitter

Digital Creative Services
— Full-spectrum creative services offering web development,
video, audio, and animated content creation
— Working with in-house MS&L teams and supported by
Publicis Groupe sister agencies with enhanced creative
capabilities (Leo Burnett, Saatchi & Saatchi, Publicis)
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MS&L Digital Monitoring and Measurement Tool:

Fully customizable online word-
of-mouth monitoring tool
— Tracks any variety of
keywords across blogs,
forums, social networking,
sharing sites, twitter to create
comprehensive look at online
word-of-mouth
— Monitors your brands, key
topics, competitors
— Includes alert system to notify
of negative buzz and rumors
— Regqular, automatic reports
fully customized

Available for custom audits and
ongoing 24x7 monitoring
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Highlight's of Hanmer MS&L India Digital Experience
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Creating a web presence for India Art Summit™ & announcing the

event online

Assignment

Use digital to establish a strong web presence online for
the international art fair- India Art Summit™ in a unique
effort bringing together the Indian art community at a
collaborative platform

Objectives

* Announce the art fair launch — India Art Summit™,
22nd—-24thAugust, 2008

» Create a common platform to engage and network with
artists, art lovers, collectors & other industry associates

Activities
« Establish multiple associations to the summit through
other digital tools, building a common destination for Art

Lovers to participate & stay connected by sharing
common interests

* Publish information related to Art News, record videos,
S ' web exchange links with other art websites and update
e " ablog
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Creating a web presence for India Art Summit™ & announcing the event online

Highlights of Program

wwn | ndisartsu mmit. com

e — . Dashboard Established

Digital Program Overview Ay 12008 hggaijeoe:  Google Web

The MS&L team designed a — ASLTT Anabics o

digital strategy that established ol = results of the

a web presence for the Site Usage

International Art Fair - India Art o 3,461 isis such as Visits,

S UL announced the art Created facebook profile to SR L g);g:SVI/e\V/\?;t

event online & allqwed fans to drive fans to the event - 4,66 Pagesnisi g

stay connected with the program

sharing their opinions and B e | S| W e

engage them with relevant tools. [l = oo L e e e e T Online

E e T Registration

= Form for

= = ' Stall Space

Created a blog, featuring online art
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. Created indiaartsummit.com website
promoting the event by adding features
related to art news, application of stall
e = space online through a registration form

= ; Created web exchange links with leading

Recorded and distributed exclusive art websites such as Art India, Artfacts.net,
video interview of Rajeev Lochan IndianArt Collectors

about the art fair MO




India Art Summit™ Digital: Results

Google Web Analytics Report
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Results Highlights

» Drove more than 2,500+ visitors in 20
days

* Reached 2,601 Unique Visitors
(16,126 Pageviews + 4.66 Average Pageviews)

* Thousands of online registration for stall
space

» Achieved Google Page Rank 4/10

* Traditional media coverage across TV,
print and online

» Facebook profile, blog and Youtube page
are in top 5 Google search results

» Created a web presence online
collaborating art enthusiasts
including art collectors, artists,
critics, curators and students from
across India and overseas.
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Creating an Online Brand and Community for Shobhaa De

Assignment

Use digital to build a long-term online brand for Shobhaa
De and generate awareness and interest in her upcoming
Superstar India book launch

Objectives
 Sustainable, long-term approach to online brand
* Incorporate new book and national tour prominently

* Be authentic by working with Shobhaa De to populate
profiles, record videos and update a blog

Strategy

» Use Shobhaa De’s outgoing personality and style as an
advantage and create her social networking profile as
the hub of her digital brand.

 Create multiple connections to her profile through other
digital tools, all working to build a long term destination
for fans to find out the latest and feel connected

15 M SR



Creating an Online Brand and Community for Shobhaa De

Highlights of Program

Digital Program Overview
The MS&L team designed a
digital strategy that created an
authentic online presence for
Shobhaa De, allowed fans to
become connected to her and
share their opinions and
continued to engage them
with relevant tools.

Notified top bloggers, online news
sites and other communities about
the online profile

’Q
*
’Q
’O

Recorded and distributed personal
videos talking to fans about the book

*
*

Srezhsbuia D

- ] :
Helped Shobhaa De create her personal
blog, manage her regular updates

e e i et et

online activity, used many applications.

www.shobhaade.in _ points directly to it

Created Orkut
profile to drive
fans to Facebook
main page
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Conducted grassroots campaign on
Facebook to drive awareness and
interest by joining groups, creating fan
pages and other activities

Used traditional PR to promote the
digital activity, referenced URL in all
media interactions and materials

Promoted online activities during
Book Tour using signage, leaflets

MO



Shobhaa De Digital: Results

e ey R ————
Sample Facebook Fan Comments

Results Highlights

* Drove more than 1,500 to add her as a
friend in 45 days

* Reached Facebook’s 5,000 friend limit in
6 months
(less than 0.5% of facebook users have 5,000+ friends)
* Thousands of comments, private
messages from fans showing their
support, asking questions, debating
topics

» Shobhaa De’s blog, facebook profile and
online activity have been reported on
across traditional and digital media

* Traditional media coverage across TV,
print and online

» Facebook profile, blog and Youtube page
are in top 5 Google search results

 Created a long-term community of
friends for Shobhaa De to engage in
the future
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Assignment

 Create awareness about the exhibition (‘Decoding the Hair’ - a
science meets fun exhibition) and its various features and also
position L’Oréal India as the true experts of hair care with its focus
on R&D.

« Highlight the various exhibits on display - installations, multimedia
kiosks, objects, models, salon chair — the works. In short, generate
positive vibes through online campaign which would compel the
audience to visit the exhibition.

» This was vital for a brand such as L’'Oréal, as it was imperative to
match the level of enthusiasm associated with it. Because, the
world over ‘Decoding the Hair' has met with enormous success and
the same was to be replicated in India.

Objectives

» Generate positive response through word of mouth publicity which
in turn would help connect with the Indian audience — in short,
create a sustainable, long-term approach to the online brand
L'Oréal India.

« And last but not the least, secure maximum positive media
coverage.

Strategy

» Having done a detailed study on Indian Diaspora; a proactive and
creative approach was planned which would evolve continuously
with new ideas and suggestions portraying L'Oréal as a brand
dedicated to consumer needs.

» Furthermore, to sustain the enthusiasm generated; a digital PR
campaign using Social Networking (Orkut/Facebook) was launched
which would help disseminate information as quickly as possible.



Digital Program Overview

The MS&L team designed a digital
strategy that established a web
presence for L'OREAL, thereby
generating positive response to the
exhibition and also help consumers
learn about the basics of hair care. On
the blogs and forums, people shared
their tips on effective hair care thereby
increasing their science quotient.

Online presence

*Flickr - 124 pics

*Youtube - 27 Videos

*Facebook - 346
members
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Community page for L’'Oréal Website

* Introduction Video

* Event & Venue Related Information

« Page optimization with relevant keywords

» Community related links to build
cross-linking platform

* Option of sharing the page, which allows a
user to share the page with their friends

« Visit counter

Results Highlights

The ongoing hair exhibition (Dec 2008- Feb 2009) sees
an average of more than 2000 visitors coming per day to
Nehru Science Centre. The right marketing, digital and PR
activities have helped built a positive image about L'Oréal
India — now it is very much recognised as a brand that has
customised itself according to the needs of Indian people.

Launched in the first week of January 2009, L’'Oréal
Facebook entry has got 280 friends (last count). The 27
videos posted on YouTube have been viewed 360 times
(last count).

Print Media — prominent English dailies, focusing on the
lifestyle segment such as Elle, HAIR, Verve, Cosmopolitan,
and mainline dailies.Online portals — rediff.com,
indiatimes.com, sify.com, etc.TV coverage - Zoom,
ZeeBusinees, STAR and other leading channels.

Total media evaluation till date is about Rs 34 lakhs.



6 Fan pages Objective
Created to
t_’“"d _ —  Build awareness on the show

relationships —  Identify target Audience

— Interact with the users

—  Engaging in conversations
around the shows progress

— Sharing unseen pictures &
videos

— Engaging in Polls, Surveys &
quizzes

— Using quality content to
trigger conversations

—  Sustaining the Buzz online to
develop future advocates for
StarOne and its shows

Digital Program Overview

The HANMER MS&L team designed a
digital strategy that established a web
presence for Star one & its shows, thereby
creating a platform for the people to
express and also spread the WOM across
the Social Media Channels. The entire
digital strategy was developed keeping the
current buzz and drove the entire
communication through the star one
shows
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Showcasing |
the
Participation &
Involvement
Value

Digital Program Overview

* Identifying the sentiment Value through
number of comments & their likings

» Occasionally activating Quizzes to
sustain the Buzz

» Organizing Polls and reciprocating it
back with the users, enabling additional
conversations around the show

» Subsequent increase of number of
Fans on daily basis, which also identifies

the involvement in the show
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User Generated Comments
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Official Fan page
on Social Networks

Digital Program Overview
The HANMER MS&L team designed a
digital strategy that established a web
presence for Fashion@BigBazaar to
interact with the consumers and
simultaneously promote its products. As

being the only retail business using Social
Media in India. The idea behind identifying
social media as a great opportunity for
Fashion@BigBazaar to interact with the
consumers directly and establish a strong
relationship in order to share its future
marketing initiatives

Official Twitter Channel

MR



Showcasing
related events
initiated by
Fashion@BigBazaar

Official Image sharing
channels on Flickr to
showcase their new
collections and offer
a direct visual appeal
of the new collections



Official Youtube Channel
to showcase exclusive videos
related to Events, New TVCs,
and spokesperson
from Fashion@BigBazaar
to regularly
address online users

L 1



Star One
Pantaloons
s.Oliver India
SABTV

Whats on India
Volkswagen
Frontier Lifeline

Royal Orchid Hotels






