
HAVE CONFIDENCE!
On l y  yo u  c a n  d o  w h a t  yo u  d o  ( a n d  yo u  c a n  p r o v e  i t )



J ou r ney  w ith  me in s ide the m ind of  
a  commun ica t ions  profess iona l  



On one hand we th ink  we can  
do any th ing



On the other, we a lways  
want to be loved 



W E  H AV E  A  L A N G U A G E  
P R O B L E M

• E B I T D A , C A G R , B C V , D B V , N P V , I R R ;
t h a t i s n ’ t h o w w e t a l k

• S o m e t i m e s w e f a l l i n t o a t r a p o f t r y i n g
t o m e a s u r e t h e t h i n g s w e t h i n k o u r
b u s i n e s s w i l l b e i n t e r e s t e d i n w i t h o u t
r e m e m b e r i n g w h y w e ’ r e h e r e





PR i s  the hug



WA R N I N G !  D ATA  A H E A D



A U S T R A L I A  P L AT I N U M  C A R D  
A C Q U I S I T I O N  T E S T

Initial Consideration video link ad Active Evaluation link ad Moment of Purchase link ad



A U ST R A L I A



Overview:
This social test examined direct effects of brand and product awareness content on card acquisition through Facebook. The test ran 
four brand awareness videos and eight product awareness assets before running acquisition ads. This test indicated that a funnel
message approach is an effective social strategy to cultivate a highly relevant prospect audience and generate leads.

Phase 1 Phase 2 Phase 3
• Objective: Create relevancy / prospect pool
• Approach: “____, #ButWellDressed” fashion tips 

• Objective: Educate key value props
• Approach: Rich content to capture attention

• Objective: Acquire new cards
• Approach: Retargeting off from Phase 1 & 2

HONG KONG:  AMERICAN EXPRESS  I .T  CASHBACK CARD  
“______ ,  #BUTWELLD RESSED ”  CAMPAIGN



H O N G  K O N G



S O  H AV E  A  L I T T L E  
C O N F I D E N C E !


