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Years.

Since 2005




Experts.

Generalists and in-house
specialists work together




+
Clients.

For a better tomorrow than today
We will never stop growing




Organization

CREATIVE COMMUNICATION CENTER

s CREATIVE COMMUNICATION VIDEO PRODUCTION TECHNOLOGY SOLUTION DIGITAL DEVELOPMENT

IMC SOLUTION CENTER

MANAGEMENT
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What we do
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-E.’-"Media Report - Main Dashboard Campaign - 2023.7.1.-2023.7.31. =

Operation period:  23/06/07 _ 23/08/06

Spend Imp Reach Click View
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Digital Media

Select target channels for the brand & Strengthen online influence with
a triple media strategy as to active digital-oriented commmunication

Influencer
Management

Media ADs
Management

Social Media
Management

Web/App
Solution

Campaign
Viral

Digital Media

Viral Movie
Production

New Media
Communicatiol

Brand
Collaboration




d" TikTok for Business

SOCIAL MEDIA MANAGEMENT
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Period
« 2021.01.01~

Objective
* Toincrease brand awareness and lead generation
through increasing touch points with B2B users

Work Scope
Plan, produce, and post content on owned channel
(TikTok, Instagram, Facebook, Youtube, and Kakao Channel)
* Create diverse contents that suit the core target needs such
as success case, interview with brands, and marketing tips.
* Plan and operate multiple online events to boost the online
visibility of the brand and gain conversion.




d" TikTok for Business

—
PROMOTION VIRAL (SHOPPERTAINMENT)

d'rikrok | BCG
SRO| FEoHe MRE 4N ¥, aNUNAN

' SHOPPERTAINMENT . S5O cleict JR— . auo 01 cloc)

SHEIBE HNALI, v EIE ATHE|QHE E|E AT{E/|QIH E|E ATEQIHE

, w . <, .
HMH R AMHEIUR
2|xE 827}| . 2e! SR Y49 BRA suxEw n
2% i

drkiok | BOG dTikTok | BOG g

¢ SHOPPERTAINMENT "¢y SHOPPERTAINMENT

ATEIIHE 2|z
d'TikTok | BOG @

‘ﬁ: SHOPPERTAINMENT ’

LIEQIHE 2| ZE

| Download |

HHZ 85%2| 28Xz Fof m%.* %‘;"E
ahdelct sl ol2fst Ag &, ok of
0| FEIHE MEE HHA, LHEIHES 278 S2AR.

28 + AE{EIQIHE = ATEIRIHE" 27

4% : AEEQITE = ATE I

5} A AL
AU BT AR E

M, TE, A S ojH FHEIR2|E OK!
cherot el 2|0l LS ot Ml HE = 202547t ofefA MM oF 1x 2

EIE 0HS! IAO| SR )
IAERTR BE oSt 2 Wolsbxh 1
izl e g o

2je] 7142 FED BOIM| B AT IS 20671K HTE 2o WSl 2
olm. He @By +alE?

# OBilEEY F21 EE AHERIHE
wsfels AuIRe| LERE £HE(QIRE0| 71219 sy
HUOIILE]. X3 HhE 2| EE P ZE0tD HH AL 02, %Q 18] 2 R

,)
[I:4
o @
n
1
-
=]
-
ng
73

T CH2ES Ho|Xo|M BALS

EE CIERE
2|ZE fp2e

vol.32 022,08

nasreport

(o oommann sy

LAz e sx) i M8 &% | BCGR|XE]
ATEIE

K| CHR @ 0pA| 1, 50 M8 38101 74m|

A0 o
Molg &
@ Cis}C}

S22AR M4SN ATEIME

MEEi %

QB AT s e
o R

ELR0I M2 STHE|QHE} SRAHE.1 D 0|5 ED

23+ 2.4B+

AT bl wemusy

L S MBI E T8
PERERIERCETEEpREL LIS TR

az=rzesw|

Activity Overview

Period
+ 2022.08.01 ~09.30

# of Pax
* Total Report Downloads: 1.2 K

Objective

* To promote TikTok's content-driven commerce for immersive
shopping experiences, Shoppertainment and maximize report
downloads

Work Scope
Produce instructional video series for introducing Shopper
tainment through online channels (NAS Report, Paid
Newsletter, Owned Channel)

* Create microsite for downloading report and delivering
related information for online viewers

* Develop additional online materials to boost visibilities of
shoppertainment report




d" TikTok for Business

VIDEO PRODUCTION (CAMPAIGN)

Activity Overview
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BRANDE ¢lst T %3 8 HoTt Trend high quality video production in a vertical

TREND format to match TikTok

Work Scope

* Create a series of “TikTok B2B marketing tips” featuring
a mobile game company marketer to attract visitors to
the TikTok for Business G-Star booth

* Create a series of "Catch Trends" videos using TikTok
influencer content, introducing monthly TikTok trends
and providing brand marketing tips
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d" TikTok for Business

—
MEDIA ADS MANAGEMENT
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Activity Overview

Period
« 2021.01.01~

Objective

* To boost online content through online media platforms

Work Scope
Plan and operate the online ads to promote the campaign
* Media buying and execution of ads that suit with the
campaign objective
* Advertisement Management on social channels
(TikTok, Instagram, Facebook, Youtube, LinkedIn)
* Advertisement Management on Networks
(Kakao, Manplus, Mobion, Acetrader)
* Partner with paid newsletter and effectively deliver the
brand message to the core audience




NAVER

PERFORMANCE AD MANAGEMENT
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PMG

Period
. 2021.06 "~

Objective

* Toincrease service awareness and active user inflow

Work Scope
Advertisement Management on Facebook, Instagram,
Google and online media platforms

* Advertisement plan and execution

* Advertisement content creative and production




NAVER Whale

—
SOCIAL MEDIA MANAGEMENT
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PMG
Activity Overview

Period
+  2020.08.04 ~

Objective

* Toincrease brand awareness and application users

Work Scope

* Planned, produced, and posted contents on Instagram,
Naver blog, Facebook, Twitter and Youtube Channel

* Planned and operated the online event to promote
download

* Suggested and executed advertisement operation by
channel, such as sponsor AD

* Recruited Naver Power Bloggers, Instagram influencers and
Youtube Creaters.

* Exposure check and report

*as of 2021/03/04




NAVER Whale

Online ADS
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PMG
Activity Overview

Period
+ 2020.08.04 ~

Objective

* To boost downloads through online media platforms

Work Scope
Advertisement Management on Facebook, Instagram,
and Google

* Advertisement plan and execution

* Brand film advertisement execution

* Event advertisement execution

* Advertisement content production




NAVER Whale

—
EVENT PROMOTION MANAGEMENT(Whale Check-in)
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PMG
Activity Overview

Period
« 2020.11.16 ~ 2020.12.20

Objective
* Toincrease brand awareness through event and to encourage to
participate in

Work Scope

* Executed event to improve brand awareness

* |G contents, Ad banners, website banner, event page
design / coding / publishing

* Advertised through various channels such as social
media, UAC and programmatic ads

* Recruited Influencers to spread contents

* Optimized search results and spread contents through
SEO plan




NAVER Whale

VIDEO CREATION(USP)

Activity Overview

Period
« 2020.09.23 ~

Objective

To increase awareness of brand and product’s USP

Work Scope
Created 5 different episode of video to inform targeted
consumers of whale’s key feature in an interesting way




NAVER WORKS

NAVER WORKS Digital AD Media Mix Campaign
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Activity Overview
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Period

o)

2022.02 ~

bjective

Activation of new introduction and usage by increasing NAVER
WORKS brand page traffic and conversion and app download
Contribute to homepage traffic and conversion performance by
increasing Saa$S brand awareness and strengthening first-
reminder, such as NAVER Works and Workplace

Work Scope

Advertising material planning and media planning
(establishment of media mix)

24/7 monitoring of advertising campaigns, reporting
and making suggestions on operational performance
Set GA goals to measure advertising performance and
visualize data through Google Data Studio

Highlight

First half of FY22:

72% CPC reduction compared to Plan, 252% clicks achieved
Second half of FY22:

45% CPC reduction and 73% CPA reduction compared to the
first half
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IN SEARCH OF INCREDIBLE

ASUS & ROG Official Website Management
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Activity Overview

Period

2020.04 ~ 2021.03

Objective

W

To provide latest information about ASUS and products
To allow customer to use the website without
problems(error)

ork Scope

Managed site individually since each as a different
administrator system

Managed part of the website hosting

Modify page banner, category, category information
Localize each page HTML code, new product page, SEO
information

Upload company news, successful stories, influencer
review(Youtube, Blog)

Add SKU&Spec and where to buy list of each product
Report Error to global and make communication

ASUS Review Event page is additional separate page for
review event. Mostly redesign the image or modify the
event information.




y—r=

IN SEARCH OF INCREDIBLE

PMG

Activity Overview

Video Creation (ZenBook Duo Viral Video)

ZenBook Duo
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EEEE B R

Objective

* Toincrease awareness of new product and boost sales

& Lxx . \ ‘ * To position product as professional’s

\\‘

Work Scope

e Celebrity and video concept proposal

e Celebrity arrangement

* Production communication

e Storyboard and draft video arrangement

* Photo shot for asset creation

* Video & photo editing for funding approval
e Customer Feedback monitoring
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IN SEARCH OF INCREDIBLE

Collaboration (ROG GA402 Alan Walker Edition)
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DEJAVU GROUP X DINGO FREESTYLE

BIG MARVEL

PMG

Activity Overview

Period

2021.06 ~ 2021.12

Objective

W

To promote ROG GA402 Alan Walker Edition and
communicating product information to consumers including

promotional inflows

ork Scope

Collaborated with Several Mega-Channels and Celebrities with
different concepts to inform targeted consumers

L MCS progressed channel&celebrity search, communication,
contract management, content arrangement, production
communication, customer feedback monitoring

Concepts were mainly focused on Music and DJ

Result

DEJAVU (dingo youtube) [URL] - 510,214 views
Big-Marvel (youtube,IG,Tik-Tok) [URL] — 1,799,285 views
HyojinChoi (youtube,IG) [URL] — 257,485 views

DJ ASTER (youtube,|G) [URL] — 50,441 views

SINGLES Magazine (IG) [URL] — 40,235 views



https://bit.ly/3sYOasU
https://bit.ly/3BC2bAf
https://bit.ly/3qlGGj2
https://bit.ly/3yQA2VC
https://bit.ly/3elxm94
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IN SEARCH OF INCREDIBLE
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Drama PPL (tvN “50]|2| M| =”)

Activity Overview
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Period
« 2021.04 ~2021.10

Objective
* Toincrease brand & product awareness
* To diversify marketing channel and reach new target(TV viewers)

Work Scope

* PPLand license contract

* Product selection and delivery
* Product exposure monitoring

* Viewer’s feedback monitoring
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SALES PROGRAM
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Activity Overview

Period
. 202012~

Objective
* Lead purchase conversion rate of consumers by design
and event promotion using seasonal issues

Work Scope
Plan event contents and gifts corresponding with seasonal
issues

* Create the product’s sales promotion event digital page on
retail websites such as G-market / Danawa

* In case of April purchase event, smartphone strap using
Seagate characters is designed and produced

Result

* Act as a catalyst increasing sales of Seagate CSG
products, which once stopped, by establishing seasonal
event promotion



SEAGATE

RESCUE SERVICE ONLINE CAMPAIGN
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Activity Overview

Date / Venue
* 2023.05.01 ~ 2023.05.30 / Online Campaign

# of Pax (Attendee Profile)
e 35,039 visitors
* 906 participated event

Objective

*  Promote Seagate brand and Rescue data recovery service

Work Scope

* Shooting a campaign video with Lee Seok-Hoon through
GQ magazine

* Planned and executed Instagram event and purchase
benefit event in 11st page

*  Promote blog and café community

* AD on GDN, Instagram, Naver BSA, influencer
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OWNED SOCIAL MEDIA CHANNEL MANAGEMENT
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PMG

Period
. 202110~

Objective

* Increase in brand awareness and sales expansion

Work Scope

e Manage SNS Channels (Facebook, Instagram Channel)

* Create steelseries branding & promotion contents
targeting gamer group
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INVEN BRAND CHANNEL MANAGEMENT
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PMG
Period
. 2022.01~
Objective

* Increase in brand awareness and sales expansion in Game
Community Channel

Work Scope

* Manage steelseries brand page in Inven Channel

* Plan event contents targeting gamer group (twice a month)
* Create promotion & product banner

* Upload Article and youtube review videos

Result

" 30% increase in Naver Store traffic coampared to
FY21

" 45% increase in brand page views compared to
FY21
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SINGLETON SOCIAL MEDIA MANAGEMENT

Activity Overview

Period

thesingletonkr © v ¢ = i = thesingletonkr © - =  thesingletonkr @ v ¢
e 2020.12.03 ~

408 6,419 1
HAIE =29 #=2Y

Objectlve
To increase brand & product awareness

* To position the brand as trendy whisky for 2535
young targets that are best accessible single
malt for all

YIFE 20
TIIS WILL BE GOOD

©08

SR 2022 CELEBRATE  SISL 2022 SINGLETON §

Work Scope
Plan and create visually appealing Instagram content
through grid type layout

* Plan and manage seasonal and occasional campaigns to
promote brand visibility both online and offline

* Suggest and execute online advertisement on the
owned channel, such as sponsor AD

SPECIAL RELEASES?
Srline / Smart Orde

.,rm

DISCOVER =
WOVE o




DIAGEO

SINGLETON INFLUENCER MANAGEMENT
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Activity Overview

Period
+ 2021.05.21~

Objective
* To boost online visibility by creating buzz through the
voice power of Instagram and Youtube influencers

Work Scope

* Run brand ambassador programs covering Instagram
influencers to generate attractive stories of the brand in
various occasions, such as lifestyle, outdoor, and food

* Form a positive brand image through creating high
quality content made by influencers

* Partner with influential YouTubers to create a be-spoke
video content for viral brand campaigns
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TALISKER SOCIAL MEDIA MANAGEMENT
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PMG
Activity Overview

Period
+ 2021.09.16 ~

Objective

* Toincrease brand & product awareness

Work Scope
Plan, produce and post contents for Instagram

* Build a brand image and promote the product by
leveraging global assets and creating localized content

* Shoot various photos by ourselves for content creation

* Upload contents within a content, including background,
history, and characteristics of the brand and product

* Plan and manage occasional campaigns to promote
brand visibility both online and offline

* Create guidelines focusing on product story and sales

* Upload on @Taliskerkr and proceeded AD

* Exposure check and report



DIAGEO

TALISKER CAMPING SET CAMPAIGN : Video Creation

Activity Overview

Period
. 2022.04

Objective
e 7 * Shoot a promotional video for Talisker Camping set to
TALISKER TALISKER increase brand awareness and promote sales

Work Scope

* Mainly deliver the scene in front of the rough sea to make
Talisker camping set stand out

* Location shooting in front of the west side rough sea to

™ ‘ _ y match the Talisker brand T& M

TALISKER . : g * Video production using camping goods according to the

concept of a package consisting of camping set (Dinex cup +

Carabiner)

TALISKER TALISKER

/.'//A -
L {

TALISKER

MADE BY THE SEA
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DIAGEO

TALISKER BRAND AMBASSADOR MANAGEMENT

PMG
Activity Overview

Period
«  2022.07.01 ~2023.06.30

|
|
:

Objective

* To boost brand awareness and create online buzz through the
voice power of Instagram influencers including celebrity and
publish monthly brand contents

Work Scope

* Run brand ambassador programs covering from
Instagram influencers to celebrity (actor Lee-Ki Woo) to
generate attractive stories of the brand in various

sooeatsyourstreetforbreakfast occasions, such as lifestyle, outdoor, and food pairing

* Recruit ambassador to align with Talisker brand image
conducted by considering the usual image of
ambassadors, not just the number of followers

* Prepare monthly contents guideline and manage
contents including monthly contents/ seasonal
contents/ promotion contents

DRINKIQ.com
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DIAGEO

DIAGEO SPECIAL RELEASES 2022 : ONLINE VIRAL
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Activity Overview

Period
« 2023.01.16 ~ 2023.03.15

Objective

* To deliver product release & promotion information

Work Scope
Plan, produce, and created Special Releases 2022 contents for
online viral channel such as magazine(Esquire, Vogue),
Instagram, YouTube

* Collaborate with Premium Dining & Bar to expand direct
touching points for the target audience

* Conduct Special Release 2022 food pairing promotions and
execute campaign advertisements through CatchTable app

* Recruiting celebrities and influencers in the art field that fits the
tone & manner of the product to promote the campaign

* Production and promotion of Smart-Order design asset, a
mobile application channel

* Collaborate with YouTubers(Ha Seung-jin, Unboxing man, and
Drink-house) in the culture and liquor categories, branded
content is produced to induce product purchase and gain brand
awareness

Result

e #of Reach: 11,637,854

* #of Engagement : 94,966
* #of View:297,147

* #of Contents : 549




DIAGEO

DIAGEO SPECIAL RELEASES 2022 : VIDEO CREATION(PREMIUM DINING & BAR)

PMG
Activity Overview

Period
« 2023.01.16

Objective

* To promote Special Releases 2022 X Premium Dinning
Collaboration and deliver luxurious food pairing message to
consumers who enjoy premium taste and mood

Work Scope

* Shoot highlight video to promote Special Releases 2022
& Premium Dinning collaboration(Special Releases
Signature pairing menu/ Restaurant branding/ Table
POSM)

* Food pairing scene of the on-trade venue, which
provides a special experience, is captured in imposing
atmosphere with a product display, and the key
message "ELUSIVE EXPRESSIONS" is delivered

* Upload on @Taliskerkr & @Thesingletonkr and
proceeded AD
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Activity Overview

WINDSOR GLOBAL SOCIAL MEDIA MANAGEMENT
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* Toincrease brand & product awareness

Journey to Classy, Windsor
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T B T S S5 a9/t Yt S 848 X|BBILIC, * To position the W BY WINDSOR as trendy
@ linktr.eefwindsor_scotch @ linktr.ejwbywindsor whisky for young targets and WINDSOR as an
T e ” T W " authentic whisky with heritage for targets with
awareness of whisky
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Windsor Talk Brand Passi... ST SbEen Work SCOpe
* Plan, produce, and post contents on Instagram, Naver

blog, and Youtube Channel

* Strengthen product positioning by establishing essence
and tone and manner for each product

* Strategically operate with two-way communication
through individual Instagrams that emphasized the tone
and manners of each product and Naver blog/YouTube,
which conveys the overall brand message

* Suggest and execute online advertisement

* Exposure check and report




WINDSOR GLOBAL OFFICIAL WEBSITE PRODUCTION
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Activity Overview

Period

2022.11 ~ 23.02

Objective

W

To convey brand heritage and identity through the new
official website

To effectively provide information about the brand &
product for the consumers who come in through
search/advertising

ork Scope

Plan a page structure considering readability for
effective information delivery

Overall plan & Design including UI/UX and responsive
website production for effective brand information
delivery

Production of English/Korean websites that can be used
in any device environment

SEO work and monitoring
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Instagram)

PMG
Activity Overview

Period
« 2021.08 ~2022.01

Objective
* Toincrease brand & product awareness
* Toincrease subscribers & followers of social media

Work Scope

* Created 8 videos filmed with Youtube influencers to upload
channel

* Create 2 Knnie Pnnie Music videos with idol (Lightsum)

* Upload brand collaboration videos and create Youtube Shorts

* Suggested and executed advertisement operation by channel,
such as Youtube AD

* Plan and produce contents on Instagram

* Plan and operate to social event to increase subscribers of
Youtube
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Activity Overview

BRANDED CONTENTS CREATION WITH CELEB,
LABELING EVENT, SAMPLING PACKAGE

Period
« 2020.06 ~2020.11

Objective
* Toincrease brand awareness of new and renewal product to
2040 female target

Work Scope
Recruited AKMU, Su hyun who has high awareness
among the 2040 female generation to produce branded
contents for Youtube

* Sampling the Daily-C product by establishing a
partnership with beauty/health-related subscription
services

* Held event to customized the labels for product, made
illustration video for event

Result

* Branded Contents hit 9M views

* Collaborated with 4 different companies, exhausted 5,200
packages

* 469 participants in labeling event, 69 organic review
contents with 2K likes & comments




Activity Overview

i~
2 <
o)

Period
« 2021.08 ~2021.11

Objective
* Toincrease brand awareness and appearance on
social media
* To make people experience product with Branded Goods

Work Scope
Branded goods design & production

* Recruit blog/instagram influencer group related product
target lifestyle to spread contents

* Recruit Experience group to spread review of product on
social media
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PMG
Activity Overview

Period
« 2021.06 ~2021.12

Objective
* Toincrease brand awareness of new brand collaboration
item

Work Scope
Plan and Shoot the Key Visual of Product

* Create 3 Youtube branded film with Youtube Creators

* Recruit blog influencer group related product target
lifestyle to spread contents

* Recruit Instagram Influencers to spread review of product

* Recruit Experience group to spread review of product on
social media
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Activity Overview

Period
« 2022.11.01~

Objective
* Toincrease brand awareness through media channels
* To boost website traffics among KR users

Work Scope

* Plan and operate monthly online ads to increase brand
visibility and sales

* Media buying and execution of ads that suit with the
campaign objective

* Advertisement Management on diverse channels
(Instagram, Meta, Kakaomoment, Youtube, Naver GFA, etc.)

* Develop potential users and operate dynamic remarketing
strategy using GA tools to maximize conversions
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KAKAO CHANNEL MANAGEMENT
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Activity Overview

Period
« 2020.04~

Objective

* Deliver campaign news to Increase brand likability

Work Scope

* Opened Hermes Kakao channel account

* Set Kakao home banners and Auto Chat with branded
assets and modified them to the campaign regularly

* Post image / video contents and set Kakao push messages
regularly
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PMG
Activity Overview

Period
.« 2018.08 ~

Objective

* To leverage its target communication function with much
stronger contents variation and cost efficiency vs. existing
platforms.

* Tolaunch a fun, exciting and engaging digital event to drive
traffic to the Kakao channel.

Work Scope

* Opened COACH Kakao channel and made Kakao Emojis two
times for channel launching

* Executed Kakao DA for making channel friends

* Contents uploaded and sent push messages

* DM Production and distribution for COACH VIP

* VIP messages with welcome gift / birthday gift coupon

e Summer / Winter clearance Sale VIP SMS / eDM

* DM service of catalogue / gift book etc.

* Sending messages regarding brand promotion / store open or
closing / clearance sale messages
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Activity Overview

PMG

Period

2021.05~

Objective

W

To increase brand & product awareness
through KakaoTalk channel

To boost the sales of potential customers
through quick and friendly communication to
main targets who interest in fashion

ork Scope

Manage KakaoTalk channel to promote brand product
and campaign(Post, Send Push Message, Set AutoChat)
Create channel exclusive coupon to increase offline
store inflow and increase the sale

Track sales and report through Kakao Pixel and Google
Analytics
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SOCIAL MEDIA MANAGEMENT (Instagram, KakaoTalk Channel)
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Activity Overview
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Work Scope

48 izt i Plan, produce, Photo shoot and post contents for

Instagram and KakaoTalk Channel
o o e * Plan and operation of consumer online event to
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i o * Create guidelines focusing on product selling point
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TALKSTORE SALES PROMOTION(Monthly)
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Objective

* To boost sales by various types of sales promotions
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CRM MANAGEMENT(Kakao Push, LMS, eDM)
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tivity Overview

Period
« 2019.08.12 ~

Objective
* Toincrease brand & product awareness
* To boost Sales Promotion

Work Scope

* Contents uploaded and sent push messages

* eDM&LMS Production and distribution for glo member
* Message Production based on Target Journey

* Segment Classification with Target Journey Analysis
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BAT DIGITAL SALES PROMOTION MANAGEMENT
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tivity Overview

Period
.« 2018.01~

Objective
* Toincrease sales volume on e-commerce market
* To promote THP devices through well-designed web page

Work Scope

* Design and development of user-friendly UI/UX that is easy
and attractive to purchase products

* Development of a reactive homepage with optimized UI/UX
that is tailored to the device used

* Design/development/coding/publishing

* Development and maintenance of a separate
administration page
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BAT PHOTO SHOOT

PMG
Period
.« 2019.01~
Objective

* To build young & casual brand image with asset creation
* To enrich the brand image with assets in different mood

Work Scope

* Sets up a photo shoot

* Plan, produce, and post contents on website

* Publish contents on Instagram magazine channels(GQ,
Arena, etc.)

* Recruit blog/instagram influencer group related product
target lifestyle to spread contents
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BAT VIDEO CREATION
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Activity Overview

Period
« 2019.01~

Objective

* Toimprove young & casual brand image with video creation

* To promote glo X celebrities' collaboration and deliver
campaign message #BOOSTPLEASURE to consumers

* To convey a campaign message to the viewer

glo™ pro slim

= He Work Scope
0| BEAS
2251 Shoot Video to promote brand new products
; & recruit celebrities(Jblack, Juwan On, Sambypen) to deliver
campaign message #BOOSTPLEASURE effectively
* Upload on webpage and social channels
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S in * Exposure check and report
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VIDEO CREATION(glo sens launching CF with Loopy & Nafla)

[Global Successful example]
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PMG
Activity Overview

Period
« 2019.08.12

Objective
* Toincrease and boost brand & new product’s awareness
for boosting sales

Work Scope
* Proceed hip-hop collaboration to target 2030 young
generation, Produce M/V CF and release glo sense CM song.

Result

* Drew explosive attention on market with reaching 2.29
million view on YouTube *reported on MBC News (9’0 clock).

* Achieve 3 million comments & likes.




Energize’

Kakao / Instagram Channel Management
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PMG
Activity Overview

Period
. 2019.12~

Objective

* Increase brand likability and promote events

Work Scope
* Plan, produce, and post contents for Kakao and Instagram
* Operate social events along with in-store promotion

Result
* Achieved over 73,474 followers (22.04 Kakao)
* Achieved over 4,443 followers (22.04 Instagram)



Energize’

—
STAR MARKETING(Branded Content with Yoo Yeonseok)

Activity Overview

Period
1o1210|3] (2R {510 o] .
im0l pu e o] - 2022.06

(e

Objective
* Toincrease in awareness and sales expansion of Energizer
Light.

Work Scope
2=y \ 4 J £ Created the branded content collaborated by ‘weekly yeonseok’
1A-I & DIIL'IIIOIH ’ b - 2 | \évnh:rzgizf. Youtube channel of Yeonseok Yoo and USB lantern of
* (Cast celebrity, Created video and made license agreement
* Planned the script and overall scheduling
* Exposed the contents and created OSMU(One Source Multi Use)
contents / Monitored real-time response
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Science.
Applied to Life.™

SOCIAL MEDIA MANAGEMENT (Personal Safety Division)
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PMG
Activity Overview

Period
« 2019.01~

Objective

* To provide social content targeting both public and
business customers

* Toincrease brand & product awareness

Work Scope
Plan, produce, and post contents for Naver blog, Google Blog
and Kakao channel

* Brand Campaign boosting content production

* Blog Page renewal

*  Monthly report production

Result

* Created 179 content

* Achieved over 4,500 Page view per month
* Achieved over 3,400 Visitor per month



Science.
Applied to Life.™

VIDEO CREATION(Product Video & 2D / 3D Animation Video)
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Correct usage of Respirators

PMG
Activity Overview

Period
« 2019.07 ~

Objective

* Videos with customers' interviews and infographic
animations to help them understand the product easier and
enhance the strengths of 3M solutions

Work Scope
New released product shoot and product introduction
video creation

* Overall video concept management

* Location shooting for B2B customer interview

* Used manually sketched products and person images

* Concept management

* Motion Graphic / Animation creation / Sound recording

Result

* The response of Korean-made videos was good, additional
versions were produced in various countries, including
English.




Science.
Applied to Life.™

3M PSD DR FIT CAMPAIGN
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Activity Overview

3am 3M (KR) @

VIDEO CREATION, MICROSITE PRODUCTION,
POSM CREATION, SNS ADVERTISEMENT, IPTV
ADVERTISEMENT

™ ,/j/

| 20204

2 3 Korea | 50744 71% 0] o 2oty Period
e 2021.06 ~2022.03

sE

Objective
* To expand brand awareness of ‘3M Mask Fit’ and
increase the sales of 3M Mask Product

TV A1 G 2,1, 2 A2 g A Work Scope
’ T * Create video for IPTV advertisement and promoted
advertisement for 2 months
* Created Microsite containing Brand Story and including
campaign event
*  Promote advertisement on Facebook and
Instagram(SNS) to increase sales and brand awareness

[L18 718 Lioral FiT | e : | o i * Made POSM to display at 3M retail store and held free
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Science.
Applied to Life.™

Creative Agency - Asset Creation (A-one, Scotch, Nexcare)
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Activity Overview

Period
. 2021.10~

Objective
* To create asset for each brand’s global use.
* To create universal campaign concept and design.

Work Scope
Key Visual Creation
* Copy Suggestion
* Digital content/asset & POSM Creation
* Video Creation
* Localization
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Work Scope

Proposal and implementation of advertising strategies
Advertisement management on multiple media channels
* Advertisement content creative & production
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Activity Overview
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Period
. 2021.08~

Objective
* Toincrease brand & product awareness
* To boost Sales Promotion

Work Scope
Proposal and implementation of advertising strategies
* Advertisement management on multiple media channels
* Advertisement content creative & production
* Effective operation through efficiency analysis reporting
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YOUR CAR WANTS “CLEAN UP
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Amor All 95 € 4:0]c|0jl0| 302}0]=

Activity Overview

Date / Venue
e 2021.09.30 / YouTube, Instagram Live

# of Pax (Attendee Profile)
* View:6,160
* Unique View : 5,959 Pax

Objective
* Toincrease awareness of Armor All and build positive brand
image among Self-car care Consumer Target

Work Scope

* Pre-Production Contents

* Mega Influencer (actor), YouTuber Casting

* Planned and executed online event including a Launching
Show, Product Demo, and various Event

* Produced limited Self Car care Kit gifts to increase
engagement among core targets




Online ADS
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tivity Overview

Period
. 202201~

Objective

* To boost T1 shop sales through online media platforms

Work Scope

* Advertisement management on Facebook, Instagram, Naver
and Afreeca TV etc

e Advertisement plan and execution
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ADOBE X KIM’S FRUITS COLLABORATION CAMPAIGN
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Activity Overview

Period
‘ N T - THA + 2023.01.10 ~ 2023.02.07
o ‘ | e s K | i Adobe
V "y e2sxs
, i | s : : AFK|XI& ..
. ‘ ‘ {0CKNEZ =t St Objective
W uoea | , | =gy RETETEEES ’ o
E101013} . ‘ * To expose Adobe Photoshop to the MZ generation in a
. = |

I =61 trendy and stylish way by creating campaign video
* Toinduce students target to purchase apps
Work Scope

Create video content and upload in YouTube channel to
promote brand and product
* Recruit brand CEO(Kim’s Fruits) who is famous in MZ
generation to promote starting a business with Adobe
to young people
* Design and produce branded campaign page and
e A i Advertisement contents
A 4 * Create and publish viral content via brand owned
e e =" T E — . ' 2 T MX|ElS, 22 E|IMX channel and various social channels
0 e N T e = =61 * Check exposure and report campaign result

ADOBE PHOTOSHOP.
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ADOBE AFTERCLASS DIGITAL CAMPAIGN
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PMG
Activity Overview

Period
« 2023.04.14 ~ 2023.05.09

Objective

* To expose Adobe programs(Ps, Pr) to the MZ generation in
trendy and easily way by creating campaign video in series

* Toinduce students target to purchase apps

Work Scope

* Create 3 series of video contents and upload in
YouTube channel to promote brand and product

* Recruit celebrity(Jinjeolme) who is famous in MZ
generation to promote how to use app with #lookbook,
a topic students targets are interested in

* Design and produce branded campaign page and
Advertisement contents

* Upload additional contents in Jinjeolme’s SNS channel
to induce people to watch

* Check exposure and report campaign result




F\\ Adobe

Webinar for Creative Cloud with Influencers
Activity Overview
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i o ‘i\"@ «me 5 To deliver use-case by recruiting renowned brand designers
! * To promote importance of Creative Cloud in creative work
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— = Work Scope

; Plan webinar contents and operate event targeting designers

* Create Key visual of webinar series

* Recruit influential designers from well-known companies such as
Naver,Toss, HYBE as a speaker

* Execute banner and eDM Ads on various 3 party channel

H Y B E Cixtoj1i2] 30 24 12§13 Tips and Tricks 1Y Adobe
e ‘ A

-!.;\jo‘ SPEAKER
<& b Result
[ Adobe Creative Cloud [ Adobe Creative Cloud oot L . # Of Registra nts - 1’265
@ b R °© i . e # of Survey participants : 657

ﬂ < A C|XHo| 4 E29 - —:\,a" EVENT e o e
H Y B E cixto|Li9| ~ . @ . = e * SPEAKER - SelLiol Hofolts ES % KD M
3D 2M 23} Tips and Tricks ) . MCHE Creativet ‘ e -

s A LChE Adobe 22 ‘-S:'*. 7] N o

.‘ \ 38 HYBE uxojydel .

Pe o2 8 3D 24 23 Tips and Tricks \
¥, : ) ase
W - N




F\\ Adobe

Substance Educational Hub
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PMG
Activity Overview

Period
« 2023.06.02 ~

[ o on e |
3D CIXt0| L F 2t BMI3t=

Coffee Chats
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A - Objective

' * To educate the user group of Adobe Substance

* To nurture the prospects and maintain the relationship with the
business target group by delivering insightful webinar contents

Work Scope
Plan operation and event targeting 3D Designers
*  Webinar shooting / production
» Execute banner and eDM Ads on various 3™ party channel
e Create hub-site for uploading and archiving videos
* development/coding/publishing




Event

Management

Lead successful offline project covering from
product launching event to sales promotion

Pop-up Store

Media day | , Premium Roadshow

Event

VIP/Membership Management

Program 2

® Exhibition

Instore Promotion © ¢ Convention/

Conference
Concert/Contest

Special Goods
Production
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TikTok GALA IN SOUTH KOREA

Activity Overview

Date / Venue
e 2018.11.09 / D-Bridge Cheongdam, Seoul, Korea

é.
gy:.%*“‘ QB

TikTok

# of Pax (Attendee Profile)
* 200 pax (Press, TikTok Creators, Celeb ‘Choi Yoo-Jung’ (a
member of Weki meki, K-pop girl group) & employees)

Work Scope

e Planned and executed ‘TikTok Media Night (Media
event)’ and ‘TikTok Gala Night (Party)’

* Displayed the venue with stage, photo zone and Media
/ VIP zone

* Various performances by DJ, global TikTok creators and

celeb Choi Yoo-Jung (Weki meki)
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TikTok SPOTLIGHT — MEDIA EVENT
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Activity Overview

Date / Venue
e 2019.03.28 / JW Marriott Dongdaemun Square Hotel,
Seoul, Korea

# of Pax (Attendee Profile)

* 50 journalists from Culture and Entertainment related
media & VIP from music industry, Celeb (Xia, Yoon
Dohyun, Yun Minsoo, Gummy, Dynamic Duo)

Work Scope
Planned and executed ‘TikTok Spotlight Media Event’
and ‘Media Interview with Celeb’

e Registration management

* Speakers (Celeb) and media management

* Displayed the venue with stage, photo zone and
Interview room etc.

* Designed various materials (Memento or News items)




Activity Overview
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Date / Venue
e 2020.09.24~27 /Boon the shop Cheongdam, Seoul, Korea

# of Pax (Attendee Profile)

* 200 pax (Press, Irene, Celeb ‘Kim Na-Young’, TikTok
Creator Kim Ji Hyang, Models and customers)

Work Scope

* Planned and operated TikTok Friends X IRENEISGOOD
Pop up store at Boon the shop

* Exposed the launch of pop-up store on SNS through
Social Ads (YouTube / Instagram)

* Displayed the spaces with branding design in order to
deliver an impactful perspective of the brand identity




d" TikTok for Business

PMG

Activity Overview

OFFLINE CONFERENCE (LIFESTYLE UNBOXED SEMINAR)

o TikTok for Business

/ Date / Venue
quUAEHMAR?
\ Bl | - 2023.02.22
3 d ki o I : * CGV, Chungdam Cinecity, The Private Cinema 11F (323, Dosan-
Lifestyle Unboxed ‘ it | ’ daero, Gangnam-gu, Seoul)
elOI=AER:9] . k
+ B=E HEIE | - e SV o Work Scope | | -
e B o o S PR : \ * Plan and operate a B2B seminar targeting advertising agency
x @EEED == HESZD GED ! ; - - - ) Ly Ay in the lifestyle (travel, dating, finance) category to arouse
@D 20234128 22 (4) 93 34 3 . 7 —, - s : 3 3 \ : using TikTok for Business marketing solutions
@D CGv HLWLIAE] Z2jolsl Aot 11F L . y K ' ! ! - * Private venue operation at Cine de Chef suitable for
- : ' = networking with branded catering service to maximize target
engagement

* Build aniconic key visual that attracts target users while
maintaining the creativeness and entertaining mood

* Produce and install offline POSMs for clear guidance on the
floor




d" TikTok for Business

PMG

ONLINE WEB SEMINAR (TIKTOK NEWYEAR EXPRESS)

Activity Overview

d' TikTok for Business

Period

o 3 bote L + Date:2022.12.15 1PM
TIkTOk Lunar ( % 2022.12.15 N ‘ LEHE'—IZ%H()&};:F;I:H == * Place : Online (Zoom)
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Time : g !
New @ Year 15200 A veE B

Express,; @-oe Online Work Scope
: Plan and manage online web seminar targeting seasonal
Kooky I 0| ZI A
Product Manager ocFas'On of lunar new year . -
9 * Build and operate microsite for landing and providing
guidance to potential users
* Develop online materials such as SNS asset, eDMs, and
playbook to encourage participation and after event actions
* Capture high quality leads through media ads boosting and
additional viral channels
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NAVER WORKS
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Activity Overview

Period
« 2022.02 ~2022.04

Objective

* Execute OOH(Out Of Home) Advertising to strengthen brand
awareness and top -of -mind awareness (TOMA) of Naver Cloud's
collaboration tool ‘NAVER WORKS'

Work Scope
Advertising message establishment

* Visual Creative Production

* Buy OOH media channels including Subway stations and
Bus stops
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Adobe Day
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Activity Overview

Date
« 2023 Q2,03

Venue
* Adobe Office

Attendee
* Off-line : 200 People
* On-line (Webinar) : 300 People

Event Detail

* Meet Adobe at Adobe’s office every Tuesday to check out the
Adobe solutions

* Configure and deliver catering to customers

* Developing a Participant Registration System

* Design and production composition

e Leverage offline sessions to run webinars (season 1)
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MAKE IT APAC Roadshow

PMG

Date
e 2023.02.16

Venue
* Josun Palace, Seoul Gangnam The Great Hall

Attendee
* Off-line : 200 People
* On-line (Webinar) : 700 People

Event Detail

* Customer sessions: The show has a great lineup of featured
speakers including Adobe customers Naver, Meta, Krafton and
Tencent

* Experience booth zone: Adobe ran Modeler and Character
Animator experience zone, and 2 ask the experts booths to
engage with event attendees more dynamically.

* Sponsored partner booths zone: Wacom, Apple and Nvidia
participated as sponsored booths, which are brands loved by
designers with Adobe.

* Fun engagement activities: Real time Q&A App, Beer Pong &
Crane game activities and swags increased engagement of
attendees.

*  Webinar : Webinar using offline presentation materials
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UNITY Unite SEOUL 2020
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Activity Overview
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Date / Venue
e 2020.12.1 ~2020.12.3/
Switch offline to Online

# of Pax (Attendee Profile)

* 11,943 pax (3D engineer, Game developer, Partners, IT
executives, customers, CxO)

Work Scope
Planned various online event and operation including
customer and partner seminar

e Create more than 60 online sessions

* Broadcast sessions to online live streaming

* Collaborate with ZEPETO to implement the event in the
game (ZEPETO is Avatar game)

* Create more than 60 online sessions

* Real-time XR session implementation for the first time
in Korea

* Booth design & game implementation of various
partners such as Intel, Samsung, Google, etc.

e Visiting Pop-up Store, Uni-Bus Production & Operation

e Advertising execution and SNS channel, Viral Marketing
operation

* Unity X LEGO Microgame challenge operation

* Operation of the Management office for consumer
Service




Activity Overview

Date / Venue

* 2019.11.09 ~ 2019.12.15

* Local: Sinnonhyeon WDG PC, Seoul, Korea
* Global: Pantip Plaza, Bangkok, Thailand

# of Pax (Attendee Profile)

* Game Type: PUBG

* Local: 571 pax of registered players

* Global: 4,000 + pax of registered players

Work Scope
Planned and executed offline game tournament

* Through branded venue, build Lenovo Legion brand
awareness & consideration among potential customers
such as gamers and university students

* Build gamer community that appeals to a wider and
different group of gamers

e Qperate streaming channels on YouTube/Twitch and
broadcast zone with professional casters
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SEAGATE YEAR-END PARTNER SEMINAR 2022
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eagate Year-end
ner Seminar
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Activity Overview

Date / Venue
e 2022.12.01 / Ramada Hotel Shindorim, Seoul, Korea

# of Pax (Attendee Profile)

* 168 participants from channels and partners

Objective
* Discuss the year’s performance and future direction
* Award winner of the year

Work Scope

* Planned and executed ‘Seagate Year-end Partner
Seminar 2023’

* Seminar presentation & end-of-year award ceremony

* Dinner buffet

* Displayed Seagate’s products

* Operated Photo Zone and Prize drawing event

* Raise brand awareness and leave a positive brand
image of Seagate by strengthening partnership




SEAGATE

2023 KOBA EXHIBITION

PMG
Activity Overview

Date / Venue
. 2023.05.16 ~ 2023.05.19 / COEX, Seoul, Korea

# of Pax (Attendee Profile)

*  More than 40,770 participants
*  More than 420 booth event participants

Objective

*  Promote Seagate’s system solution and partner’s
solutions

e Secure visitors lead information

Work Scope

* Planned and executed ‘KOBA 2023 Seagate Booth’
* Displayed systems and enterprise device
* Operated lecture and survey event




SEAGATE

2023 SEAGATE PARTNER'’S FIELD DAY
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Activity Overview

Date / Venue
e 2023.05.26 / CV resort, Gapyeong, Korea

# of Pax (Attendee Profile)

e v adn D * 94 participants
._ .

Objective

* To build relationship with Seagate and partners

| 3“"'3‘ =% 771‘7!?\ \
Work Scope

* Planned and executed ‘2023 Seagate partner’s filed day’
* Rentvenue and 2 buses

e Operated soccer, survival, and activities

e Lunch chicken pot stew and dinner barbeque

*  Winning team award ceremony with MVP

VAL IR Wi N
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Hewlett Packard
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HP-CAST 2019 SEOUL
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Activity Overview

Date / Venue
e 2019.04.04 / EL Tower, Seoul, Korea

# of Pax (Attendee Profile)

* 281 pax (Media, partners, IT executives, customers)

Work Scope

* Annal HP-CAST event management

* Planned whole seminar and booth operation
* Booth & Stage Design & Installment

e Structure and AV production

* Booth Management & Sponsors management




DIAGEO

DIAGEO SPECIAL RELEASES 2022 : OFFLINE POP-UP STORE

WHISKEY

TIME TO UNBOTTLE

PMG
Activity Overview

Date / Venue
* 2023.02.16 ~ 2023.03.15
* Bottle Bunker ZettaPlex (240, Olympic-ro, Songpa-gu, Seoul)

# of Pax
*  Number of Visitor: 2,461 pax
*  Number of Attendee: 132 pax (Tasting Class)

Work Scope

* Sales and promotion of Special Release 2022 limited edition
whiskies(8 Products) in Bottle Bunker Zettaplex

* Create a conceptual space to deliver the messages of ‘Elusive
Expressions’ of Special Releases 2022

* For a variety of experiences, the product USP is clearly delivered
by dividing area into display zone, scent & pick-up zone, and
tasting zone with different concepts

* Held a Tasting class through collaboration between two local
branches(Gwangju, Changwon), including Seoul to enhance
professional experience and understanding of the product
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SINGLETON X WORLD CLASS DINNER PARTY
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Activity Overview

Date / Venue
* 2023.03.16
* Blend Cheongdam (8, Dosan-daero 57-gil, Gangnam-gu, Seoul)

# of Pax (Attendee Profile)

* Total Visitors: 54 pax (Influencer, Magazine, Brand Ambassador)
*  Number of Sales (Cocktail) : 270ea

* Organic Contents with campaign hashtag : 170+ea

Objective

* To maximize brand awareness, talkability by inviting PR &
Influencers & Magazine to the fantastic Singleton cocktail
world

Work Scope

. Deliver a positive brand experience through 5
Singleton cocktails & pairing course menu

. Operate a branded photo booth to provide a fun
brand experience among party participants and
placed a photo machine in the center of the hall to
highlight the venue

. Invite influential magazines, influencers, and brand
ambassadors to increase brand awareness and
promote events through producing mass organic
contents online

. Boost engagement and bring joyful atmosphere
through pop quiz events and strengthen brand loyalty
and highlight the event through lucky draw




DIAGEO

SINGLETON BRAND COLLABORTION (WORK OFF SEASON 2)
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Activity Overview

Date / Venue
+ 2022.04 —2022.05
* Project Rent 2 Seongsu

# of Pax (Attendee Profile)

* Total Visitors : 1,436pax

*  Number of Sales (Cocktail) : 1,241ea

* Organic Contents with campaign hashtag : 700+ea

Objective
* To maximize a positive brand awareness & liquid on lips
experience

Work Scope

e Scale up campaign of WORK OFF project with Mobills Group
collaboration by expanding offline touch points

* Produce three collectable whisky package that are specially
designed to bring witty and unique occasions while enjoying the
whisky

* Enhance offline visibility through hosting offline pop-up store at
one of the highest population float among core target and bring
positive experience through comprehensive brand experience

e Partnership with GQ magazine to boost additional online viral
including pop-up store sketch video




DIAGEO

SINGLETON COMMERCIAL ACTIVATION

Activity Overview
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Work Scope

Develop Singleton cocktails and pairing menu to provide
s . A consumers with various opportunities to experience Singleton
Singleton Py —— * Enhance offline visits through online viral with eye-catching SNS
Brand Week .

contents and stories

* Boost offline experience through installation of POSMs and

photo machine for event

THIS WILL BE GOOD




DIAGEO

SPECIAL RELEASES 2021 POP-UP STORE

Activity Overview

Date / Venue

2021.12.17 ~ 2022.01.06
The Hyundai Seoul B1F (108 Yeouidae-ro, Yeongdeungpo-gu, Seoul)

# of Pax (Attendee Profile)

W

4,795 pax (Experience, Display Zone)

ork Scope

Sales and promotion of Special Release limited edition whiskies
(8 Kinds)

Create a conceptual space to deliver the messages of ‘Legends
Untold’ of 2021 Special Releases

Prevent consumer congestion with two separate spaces: display
zone and experience zone

Conceptualize Legends Untold into a book and create a pop-up
store with experience/display zone

Express hospitality with the engraving service for glencairn glass
Maximize consumers’ experience with plans using senses like
visual (exhibition walls and AR), auditory (interactive sound) and
olfactory (perfumes)

Produce giveaway items from box to glass and delivered to
consumers visiting the pop up store




DIAGEO

TALISKER X PEARLSHELL PREMIERE COLLABORATION : OFFLINE

TALISKER
DYSTER Bar
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Activity Overview

Date / Venue
* 2022.01.06 ~2022.02.28
* Pearlshell Premiere B1F (645-28 Gangnam-gu Shinsa-dong, Seoul)

# of Pax

* Number of Sales (Menu): 247ea
* Amount of Sales: 14,587,000 KRW

Work Scope

* Plan and manage collaboration with Pearl Shell Premiere,
specializes in the highest quality of oyster menu that matches
with Talisker food pairing

* Pearlshell Premiere developed the Talisker menu and sold it to
consumer at restaurant

* Proceed with bar branding to imprint the image of the Talisker
x Oyster pairing and sold an exclusive set menu to consumers

* Produce various POSM to promote Oyster Bar campaign (Bar
branding/Menu, Leaflet/Cutlery, etc.)

* Provided a visual experience through bar branding by
installing POSM using Talisker Oyster KV in ‘Pearlshell
Premiere’

* Offer opportunities to experience various types of Talisker
through collaboration signature menu and sales during the
event
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TALISKER BOATHOUSE POP UP STORE
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Activity Overview

Date / Venue

2022.11.10 ~ 2022.11.17
Glasshaus Café (Cheonjinhaebyeon-gil, Toseong-myeon,
Goseong-gun, Gangwon-do)

# of Pax (Attendee Profile)

W

800 pax

ork Scope

Plan and execute Talisker 1%t brand pop up store at Go-seong,
in front of Cheonjin Beach to reflect brand main concept
‘Made by the sea’

Even Zoning : Create 5 different zones that can experience the
brand history, product background, taste Talisker, and pairing
food/ Played role as a space for mingling and created mood of
Talisker

Brand Collaboration: Dragged consumers’ attention with
clothing from the Guernsey Woollens brand, and a variety of
collaboration products with camping brand The Earth that
harmonizes with the outdoor concept of Talisker

Branding Goods: Present high-quality goods to consumers by
producing self-branding goods containing Talisker brand’s
unique Tone and Manner

Provide an opportunity to accept Talisker's ESG campaign by
delivering an eco-friendly message related to the sea
environment throughout the pop-up store
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TRANSITIONS VIP DAY

Activity Overview
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Date / Venue
e 2019.07.05 / Kiwoom Heroes Gocheok Sky dome
baseball stadium, Seoul, Korea

# of Pax (Attendee Profile)
* 500 participants

Work Scope

Planned and executed ‘Transitions VIP Day’

A BEXMs

Transiti@ns

- 4 3 . e Registration management
P L g 3 * Displayed the main venue, engagement zone
EE'L“_EEIIOI e ’ * Executed consumer events through uploading pictures
(OWOOM NEROES MASEBALL QB By — 1 on SNS
' * Encourage desire for purchase through various events
that allow direct experience/interaction with
Transitions products

OIY2 SJXHL UIP DAYY] SHE HIE
SNSHl ZFaFuL!
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COACH X Basquiat Collection Launching Event
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Activity Overview

Date / Venue

2021.09.04~05, 09.11~12 / Kimpo Hyundai Outlet,
Yeoju Shinsegae Outlet, Busan Lotte Outlet, Korea

# of Pax (Attendee Profile)

W

7,000 participants

ork Scope

Planned and executed ‘COACH x Basquiat Collection
Launching Event’

Design exhibiton zone & branding Materials

Zone Management

Through Collaborate with coffee brand “Fritz”, Increase
Store Traffic and Sales by attracting consumer’s interest
Displayed the main venue, engagement zone

Executed consumer events through uploading pictures
on SNS

Encourage desire for purchase through various events
that allow direct experience/interaction with coffee
truck event
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INDITEX 15th Anniversary
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Activity Overview

INDITEX Date

* 2023.05.12

Venue
« HWIGYUMIJAE

Anniversary Atte n d ee
* 150 People
B0 M| OIC|EIA 1552 B SATAIR. (INDETEX Executives and employees & VIP)
& ausesess o
O WY FO=o| AZHE D2l 22 X2l EH HFEALL.
2009058 28 323 Event Detail

HEM | BN Z2FSER 4641

* In 2023, the 15th anniversary of INDITEX Group's launch of its
first ZARA store in Korea, we invited executives and employees
to hold a ceremony.

* Organize the brand space of ZARA, ZARAHOME, OYSHO, and
MassimoDutti and hold an exhibition.

* Production of catwalk videos using the 15th anniversary video
of INDITEX and the short form video of ZARA employees

* Design production and system operation

PHOTO
PRINTING §

Anniversary
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LAUNCHING EVENT(glo pro)

Activity Overview

EII plo- pro glo~ pro glo- pro glo- pro g . Date / Venue

OII-::'M 3'% EII:'ﬁ oero LSS k" 2 e 2019.11.26 / Lotte Hotel, Seoul, Korea
nduction H# ;ng Technology oo oo /e pr% - -
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# of Pax (Attendee Profile)

Session 1 — 100 pax (Press conference with traditional
media & new media)

e Session 2 — 150 pax (Influencer event with powerful
influencers)

* Styling class with stylist (Jae Keun Hwang) & model (Chil
Doo Kim)

Work Scope
Planned and operated two type events for glo pro
launch - press conference and an influencer event

* Managed and planned various events such as ‘Runway
Show’, ‘Styling Class’

* Displayed with stage, experience booth and photo zone
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NEW WAVE PARTY | (glo sens)
Activity Overview

Date / Venue
e 2019.11.09 / Layer 57, Seoul, Korea

# of Pax (Attendee Profile)

* 650 pax (glo members, IG influencers, Powerbloggers) &
internal employees)

Work Scope

* Venue liaison & environmental branding
* Registration management

* Design exhibition zone

* AV production

* Influencer management

* Opening & product video creation

*  Booth management

* Onsite event management

e Catering
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Frenzeyedrop X 2023 LCK Spring Final Sponsor Booth Creation & Event Operation
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Activity Overview

Period
+  2023.04.08~09

Venue
* Jamsil indoor Gymnasium, Seoul

Objective

* Increase brand awareness and favorability by operating event
booth for LCK (League of Legends domestic league) fans

* Induce account vitalization through Instagram official account
follower event operation

Work Scope

* Event booth and operation planning

¢ Qutdoor booth and zoning, event goods production

* Operation of events for on-site visitors and presentation of gifts
¢ Conducting awareness surveys for visitors

Result
e Atotal of 2,309 visits and an increase of 2,051 IG followers
* 960 of the participants participated in the survey

(More than 3x increase in survey participation

compared to last season)
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Activity Overview

Date / Venue
* 2018.08.21 / JW Marriott Dongdaemun Square Hotel,
Seoul, Korea

# of Pax (Attendee Profile)
* 300 pax (Media, Blogger, VIP Customer (Ultra-club),
Partners)

Work Scope

* Planned and operated whole event and experience zone
* Registration management

* Venue liaison & environmental branding

* Booth design & structure and AV production

* Speakers and media management

* Opening & product video creation

* Booth management
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INSTORE PROMOTION PLANNING AND MANAGEMENT

PMG
Activity Overview

Date / Venue
* 2020.04.03 ~ 2020.04.16 / Shinsegae department
gangnam, Soeul, korea

# of Pax (Attendee Profile)
+ 2000 Pax

Work Scope

* Design layout of interior and event zone

*  Produce backwall design and event furniture

* Design POP, banners and other related designs.




Energize’

Energizer Luxury Glamping Week

Activity Overview
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Date / Venue
* 19th Sep 2020 / Zoom Online

# of Pax (Attendee Profile)

* 100 pax (private event for limited participants)

Objective
* Toincrease awareness of new product and build positive
brand image among younger targets

Work Scope

* Planned and executed online glamping event including a mini
concert, online art class, and various promotions

* Recruited Korean singers and influencer to maximize the event
exposure

* Produced limited luxury glamping gifts to increase
engagement among core targets




Activity Overview

Date / Venue
Esstozizeloa us! : : 7 Date/Veue
3 (1] e 1

sz’ |
EZXA OHE

# of Pax (Attendee Profile)

* 4,331 Highest concurrent viewers

Work Scope

* Advertised through various online media channels to
increase event awareness and participation

* Spread community viral content to increase event
awareness and participation

* Execution for live streaming draw event through
Instagram and YouTube

i :
Qungratulailons. 38 * Design creativity and production for live streaming

FHotap Yol ppga o=
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VCT PACIFIC VIP LOUNGE Zoning & Operation

Activity Overview
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Period
2023.05.30~31

b5
34

T

Venue
* Jangchung Arena, Seoul
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Objective
* Lounge zoning and operation in the stadium to serve and

respond to domestic and foreign VIPs of Valorant Pacific Final,
an FPS game of Riot Games

® _ B J g s MAAE L | Work Scope
&2 | - 7 e * Pop-up event space planning and design, 3D modeling
/ * On-site construction and supervision, installation of rental fixtures
* Catering and reception operation and organization, VIP reception
* On-site demolition and restoration work, provision of operational
reports

VCT
PACIFIC

SIAVM DIVIN )
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VCT Masters TOKYO Viewing Party on-site Zoning
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Activity Overview

Period
« 2023.06.11~26

Venue
* Musinsa Studio Hannam 1, Seoul

Objective

* Creation of a pop-up event space for Riot Games' FPS game
Valorant Masters competition broadcasting, watching and
cheering

Work Scope

* On-site planning and design, 3D modeling

* On-site construction and supervision, installation of rental
fixtures, submission of documents related to construction

* On-site demolition and restoration work, provision of
operational reports




Creative &
Production

Production management's core business is evolving to
provide solutions to meet client's needs and market trends

Brand kit

Store
display units

PMG
Solution

Special
package

Retail

marketing




DIAGEO

SINGLETON SPECIAL PACKAGE
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PMG
Activity Overview

Project Operation Channel
* Korea (Diageo Singleton Instagram)

Production Time
. 2021Q1

- ‘ / ' \ -\ Produced Quantity
LD[|]§/%0¥[ER | ‘ *  Package : 200EA
FIRST SIP ;
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DIAGEO

SINGLETON X MOBETTERWORKS PACKAGE

Activity Overview

Project Operation Channel
* Korea (Smart Order : GS25, E-Mart, CU, Seven Eleven

Production Time
« 20210Q3

Produced Quantity
* 500EA



DIAGEO

TALISKER X PEARLSHELL PREMIERE BAR BRANDING

PMG

Project Operation Channel
* Pearlshell Premiere (Oyster Bar)

Production Time
« 2021 Q4~2022Q1

Production Details

* Produce and brand elements that symbolize Talisker,
such as wagon, boat, wall print, and install it in the bar

* Offline branding carried out based on the overall
product concept, such as sea assets under the Made by
the sea concept and Oyster, a food pairing of Talisker




DIAGEO

TANQUERAY NO.TEN CHRISTMAS PACKAGE

PMG
Activity Overview

Project Operation Channel
* Korea (Liquor pickup service : Daily shot)

Production Time
.« 2021 Q4

*One of the customer experience program of The Tanqueray
No.TEN Christmas Campaign

Produced Quantity
* Package(box, glass, shopping bag, leaflet) : 630EA

Tangueray NO TE®

Sangueray
NO TEN




DIAGEO

TALISKER CAMPING SET PACKAGE
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Activity Overview

Project Operation Channel

Smart Order (GS25, CU, E-mart, 7/11)

Production Time

2022 Q1~ 2022 Q2

Production Details

Produce special package for Smart Order sales

Create Talisker camping set containing Helinox’s Dinex Mug,
famous among campers and produce brand PKG to keep the
Talisker’s outdoor theme

To revive the Talisker’s adventurous spirit, progress branding in
the Dinex Mug under the slogan, ‘The Wild is Calling’

Include the carabiner item similar to the brand color to create a
package that can be easily carried, promoting Talisker so that it
can be enjoyed outdoors

Create the leaflet to be able to help understand about how to use
the package

Produced Quantity

.

Package(Outbox, Box, Dinex Cup, Carabiner,leaflet) : 2500EA




DIAGEO

TALISKER BOATHOUSE POP UP STORE GOODS

Activity Overview

Project Operation Channel

* Korea
(Online - Daily Shot Smart Order & Offline - Pop up store)

Production Time
« 2022 Q3

Production Detail

e Produce Talisker exclusive camping goods (pouches, camping
mats, hats, carry bags, camping chairs) with designs that
represent the colors and slogans of the brand through
collaboration with camping brand, The Earth

* Expose the brand identity by utilizing logo and brand element
such as wappen, salt soap etc. by utilizing the Talisker slogan
and main colors (navy, orange)

* Produce eco-friendly goods such as a reusable cup, plogging kit
to deliver the brand's eco-friendly message
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Activity Overview

Project Operation Channel
* Golden Goose CRM : VIP gift proposal and production

Objective
* To boost the sales and keep the loyal customers

* To build up relationship with brand customers through
VIP program

Production Details

* Plan and manage brand VIP B-DAY program and
produce seasonal gifts for VIP members on Christmas,
LNY, etc. during program
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VISUAL & POSM PRODUCTION OF NEW FINECUT TROPICAL CRUSH/MELLOW CRUSH
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Counter Unit Item

PMG
Activity Overview

Project Operation Channel
* Nationwide CVS (CU, GS25, 7-ELEVEN) & Retail Store

Production Time
« 2020Q2

Produced Quantity
Visual 85,000EA

e Strip 75,500EA

¢ Counter Mat 6,300EA

e Tactical Item for POS 6,900EA

e Counter Unit Item 12,400EA
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VISUAL & POSM PRODUCTION OF DUNHILL KINGSIZE 8SKUs PACK UPGRADE
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Activity Overview

Backwall POP - Strip

L e g Project Operation Channel
; * Nationwide CVS (CU, GS25, 7-ELEVEN) & Retail Store

= 3 Production Time
iﬁ: 35 ‘ *+ 2020Q3
— ' Produced Quantity

Counter Mat
Visual 39,900EA

?{ T e Strip 58,600EA
- o AefelziAlsp * Retailer Brochure 100,000EA
! 2¢9 ot JEH§ )
\\‘ , e oeson L2t - ¢ Counter Mat 6,200EA
| B ' e Tactical Item for POS 6,900EA

¢ Counter Unit Item 11,900EA
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VISUAL & POSM PRODUCTION OF NEW KENT DOUBLE FRESH
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Retailer Brochure

Activity Overview

Project Operation Channel
* Nationwide CVS (CU, GS25, 7-ELEVEN) & Retail Store

Production Time
. 2021Q1

Produced Quantity
Visual 75,000EA

e Strip 54,000EA

¢ Counter Mat 5,200EA

e Tactical Item for POS 6,200EA

e Retailer Brochure 100,000EA

¢ Counter Unit Item 9,800EA
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EXCLUSIVE STORE DISPLAY UNITS/POSM PRODUCTION AND INSTALLATION
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Activity Overview

Project Operation Channel
30 exclusive Seven-eleven stores (nationwide)

Production Time
« 2019 Q3

Produced Quantity
Counter 30SET

Digital Panel 30SET

Side highlight panel 30SET
Acrylic Highlight Zone 30SET
Top Display Shelf 30SET
Bottom Display Shelf 30SET
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PRODUCTION/INSTALLATION OF ‘Gondola Fixture & POSM’ FOR AIRPORT DUTY-FREE SHOPS

PMG
Activity Overview

Project Operation Channel
* Concourse duty-free stores installed in Incheon Airport

Production Time
« 2019 Q3

Produced Quantity
Concourse Gondola(Short) V1 / V2 (1EA Each)
e Concourse Gondola(Long) 1EA
* GondolaTop 1EA
e Item Tray 14EA
* Tablet Tray 6EA

Item Tray / Tablet Tray

Concourse Gondola(Short) V2




AT

KOREA

—
PRODUCTION/INSTALLATION OF ‘Wallbay Display POSM’ FOR AIRPORT DUTY-FREE SHOPS

PMG
Activity Overview

Project Operation Channel
* 14 duty-free stores installed in Incheon / Gimpo /
Gimhae Airport

Production Time

=S : - e 2019Q4
F— ‘l=‘|'||lll'|L v Produced Quantity
1 — — B B e e ] 1, i J * End Tray for Gondola End Shelf 9EA

¢ New Gondola 6EA

End Gondola Tray




AT

KOREA

—
PRODUCTION OF CAMPAIGN INFLUENCERS GIFT
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Activity Overview

Project Operation Channel
* Gifts for 4 different campaign influencers

#E AE .
glo™ pro slim o) . .
93 Production Time
. 2022Q1
Produced Quantity

Shopping bag 50EA
* Coffee truck 1EA
* Sweat shirt 2EA
* Speaker 1EA
e Box 1EA




Science.
Applied to Life.™

SEASONAL PROMOTIONAL ITEMS(CAMPAIGN)
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GETETTEETED

Premium header

A2t

&
2019.9.18~10.1 §

General header

Apply seasonal concept

Banner

PMG
Activity Overview

Project Operation Channel
* 310 stores of 4 hypermarket

Production Time
. 2019Q1
. 2019 Q2
« 2019 Q3
< 2019 Q4

Produced Quantity
*  Dumpbin 7,500EA

* Header(general) 750EA

* POSM(tree) 360EA

* Header(premium) 180EA
¢ Banner 60EA

e Brochure Design




Science.
Applied to Life.™

PRODUCTION OF DISPLAY & EXPERIENCE ZONE
Activity Overview
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Display Zone

Project Operation Channel
* 15 stores of E-mart

Production Time
« 2019 Q3

Produced Quantity

* Display & Experience zone 15set

7 Types POP

-

Header (Back-1) Header (Back-2)




Science.
Applied to Life.™

SEASONAL PROMOTIONAL ITEMS(CAMPAIGN)

Premium set

Premium header

CLEAN CHANGES EVERYATHING.
#E oKLl T S BhRole.
&

CLEAN CHANGES EVERYTHING
o HEXIHLEGLTTTTTE R
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X-Banner

3 b i Banner
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B2, sizpo| Azt & Scotcti
e 0| HEHE THM feo k=

Apply seasonal concept

PMG

Project Operation Channel
* 310 stores of 4 hypermarket

Production Time
« 20200Q1
« 2020 Q3
< 2020 Q4
. 2021Q1

Produced Quantity
*  Dumpbin 27,500EA

* Header(general) 1085EA
* Header(premium) 225EA
e Skirt 400EA

* Banner 60EA




Science.
Applied to Life.™

PRODUCTION OF DISPLAY & EXPERIENCE ZONE
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Activity Overview

Project Operation Channel
Homeplus, E-mart

Production Time

* End Cap Display 20 Store

;c + 2020Q2
- 2021Q1
4
= .
‘ Produced Quantity
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Science.
Applied to Life.™

OFFLINE BRAND HOUSING DISPLAY ZONE

Activity Overview

Project Operation Channel

TRy ; »  Home plus, E-mart
L ,ﬂ/%TER ’

Production Time
< 2020 Q4

. 2021Q1

.« 2021 Q3-Q4

Produced Quantity
* DIY zone-Installed 1 store
* Cleaning zone-installed 15 stores
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Home plus DIY brand zone E-mart cleaning zone



Science.
Applied to Life.™

BRAND EXPERIENCE SHO