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P/S Background

Category: FMCG - Oral Care @ https: //www.psvietnam.vn/home.html
Founded: Vietnam, 1975 - acquired n https://www.facebookcom/baovenucuoivn/
later by Unilever in 1997 _
Parent Company: Unilever o https://www.youtube.com/user/Baovenucuoivn/featured
A FDI endorsed brand Mission: Protect Smiles
(the I_urgest dental The leading Oral With the awareness of dental
association globally) Health brand in problems, Unilever Vietnam initiated
which is widely sold in Vietham and India. the P/S Protects Vietnamese Smiles
over 25 countries. Program (PVS) in 1998, in collaboration

with MOET, MOH & Operation Smile
(Unilever 2009)


https://www.psvietnam.vn/home.htmlhttps:/www.facebook.com/baovenucuoivn/
https://www.psvietnam.vn/home.htmlhttps:/www.facebook.com/baovenucuoivn/
https://www.youtube.com/user/Baovenucuoivn/featured

1. Brand Identity
Consistency




Global Website Content Comparison

P/s . PRODENT. Bangladesh Pepsoderrt i
/S - \ietnam ~_/ Bang Ps02ent: India
[https: //www.psvietnam.vn/home.html] Lnttps: fww.prodentni/home htmi] [ttps: //www.pepsodentin/home.ntmi]
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B30 vé rang miéng t6i vu

TIM HIEU THEM

Chao mirng ban dén véi website ctia P/S
\énh cia PIS 14 gidp gia dinh hinh thanh thél quen cham soc réng miéng hiéu qua va lya chon nhing sén pham phi hop nhAt B socineoucernzp A € ppodeniogzag A @ i~ stomst | x Welcome to Pepsodent

+ P/S has different website versions with different languages, brand names and logos for each country, giving customers
a sense of intimacy with an easy pronounced and rememberable brand name when visiting the website in their native

langue.

+ . P/S website across countries provide similar contents including, products and campaigns information, brand’s mission
and innovations. The brand concentrates on emphasizing its mission which is to help people improve their oral health and
care habits through its products, expert advice and brand innovations.



Packaging Designh Consistency

Pepsodent. Indi Signal. France
PropDENT. Bangladesh spsoderrt- India g

Brand
Logo
Divider
Curve Similar design divide into 4 sections:
I * Brand Logo on top
= » Divider curve to distinguish P/S logo from other sections
g8 Value - Value proposition
BE Proposition « Brand image of strong teeth
Strong
Teeth

Consistent in packaging design
across countries




Would P/S packaging to
stand out with Their
Competitors?




Packaging Design

, * P/S informative packaging is
ARG easy to recognize with the
RN s > divider curve between the
o ' 4 logo on the left side and
other section. Especially, the
= T s brand logo - strong teeth
o : < - image appears again on
FLE ; right side of the box.

Kemdanhrdng ;
P/S CHUYEN GIA CHAM SOC TOAN DIEN 1523, Kchi tay e G Ch. xa Tan An Hol huyén ci o
Thanh phan: v

CHUYEN GIA
AM SOC

PSs

G\ (FZE,P) ; e
ey 0230 g * Furthermore, P/S logo

design make it easier for
customers to visualize and
understand the uses and
benefits of its products.

Antibacterial and Fluoride Toothpaste
Huéng dén sidung, an toan va béo qudn:

«Han ché nuét. Sdc miéng ky sau khi chdi rang.

Manuf Ilmmvdhy/sln xudt boi:

IVNAILANDJUMHTD
Chont
8 "935102'

nnu burlzmqm ot it o

a
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16ng ch 5637, ubmg Ton D Thing, Phusng bén Noh, Qudn 1,

Adult Usage

6409

KiLugng Tio: 1909,

50ng 30ngay.

With the consistency in packaging design across countries and the difference in visualization in packaging
design, Vietnamese customers are able to recognize P/S when searching the product in store.



Online Content - Website

Bottom

P/s = Hoc bé chal ring  San phAm__Strc Khde Rang Migng D4i méi St ménh xa hdi  Cham séc chuyén sau Q.
v Hoc b Bi riir
1 e ‘ — & f\\
— CONGTHUC ’ X
A
L PS, N\ Khang khuan
| A

P/S focuses on promoting its new-launched product is on its
website’s landing page, making it apparent for customers to update

on new P/S products.

At the bottom, the brand includes backlinks to its Facebook and
Youtube, helping its customers to switch to other P/S social networks

-y

So db website

Lign he

Théng béo vé quydn riéng tr

99.9% sau 30 giay
Bao vé rang miéng téi vu

‘ TIM HIEU THEM

Théng bao v& cookie @® Vietnam
Théng béo phap Iy
Céc cau hdi thudmg gap &

©2021 Unilever

Landing page

and discover more information about the brand more easily.

Q
PS.
% PS,
y Wty vl N 5
= CUNG BE

R & DANH RANG
et SANG VA TOI

@ P/S x Lé Cat Trong Ly - H...

Sl

N At
> P =

P \S/. % L&CétTrongly i \/

E.HO,C.Ba I -

CHAI RANG
g

Hoc B6 Chai Rdng page

Cung Bé banh
Rang is the big
campaign of P/S,
Hoc B6 Chéi
Rang and Me
réng to & Con
rang nho are the 2
small campaigns
supoorting to
promote the big
campaign.

P/S also concentrate on promoting its big campaign —
Cung Bé banh Rang when dedicating a separate section
for it with video song and informative contents about the
campaign included to attract customers.

Overall, P/S website contents convey various information to customers, varies from products to campaigns, oral
care information, mission, etc in both written and video format.



Online Content - Website

P/s - Hoc bé chairaing San phdm St Khoe Riang Migng D6i méi S ménh xa hdi Cham séc chuyén sau Q

Sif ménh x hdi

Home . Sménhxahdi = Sirménh cla pls P/S Bao vé nu cudi Viét Nam

Duyét tAt ca St ménh xa hoi

S& ménh cua p/s
” ~ - Muc dich clia s ménh
S Ménh Cua P/S v
- nhap cudc
> ~ \ &ty

Bao vé nu cwoi twoi sang

Chung t6i mong muén bao vé strc khde rang miéng va tao niém tin cho moi

ngudi rAng minh dang cham séc dlng cach cho ban than va gia dinh minh. Vi

_  thé, véi tam huyét va tinh than trach nhiém, chang t6i tao ra cac san phdm c6
kha nang bao vé Iau dai va vuot trdi, gitp gidm dau, mang dén nu cudi tuoi

1 - Bao vé nu cw&i cia nhirng ngwei anh hing noi
tuyén dau chéng dich

P/S gti tang hon 100,000 b san phdm chim s6c rang miéng toi

céc bénh vién va khu céch ly tap trung. Va chiing tdi van sé tiép tuc
déng gép cho nhirng noi can téi.

Social Mission page

+ Additionally, P/S concentrates on promoting
its mission — “Protect Smile” and CSR
campaigns, with multiple contents to inform
customers about these.

Source: P/S Vietham Website

P/ s s Hoc b chai ring San phim Sirc Khoe Rang Miéng D&iméi St ménh xa hgi  Chim séc chuyén sau Q
\— ;
San phim
Kem dénh réing
Ban chai

Nuoe siic migng

Kem danh sz

e e

frs2

P/S Chuyén Gia Cham Séc
Toan Dién
Fododokok 5.0 (1)

1*3%
al >
Gitip phuc hdi men rang*

PS st cmm
°

Product page

+ All P/S product lines are categorized in menu with illustration
image. Customers can read all reviews about the product on the
website easily by clicking on it and making a purchase at other third-
party sites showed on P/S website.

+ At the bottom of the page, P/S also displayed information about
different lines of its products for customers to explore more.



Online Content - Website

P/s s Hoc bé chairing San phdm Sirc Khde Riang Miéng DAiméi St ménh xa hoi

Bi quvét cho bd me P/s - Hoc bé chairang San phdm Sirc Khée Riang Miéng Déi méi
quy : —~/

-~ Sifc Khoe Réing Miéng

N Home - Sirc Khde Rang Miéng B c " L M c
Tim hidu thém v& cham soc strc khoe rang migng cho bé & bi quyét d bé yéu thich chai rang hon E A A I

Cau hdi vé strc khde rang CA NHAN?
miéng

QUA CUNG RUa tay thit dondepsav  dung khdn

sach né... bua an.. “xi" mUi nhé!
AM SOC R

u(\ AM NON (

Innovation page

- *
.
Combo khang khuén P/S s¢ gi mua dich Hanh trinh tién héa thanh “Ia chan” cta ban chai
— —_— taiché nva tam gm thom minh danh
Se“"f“{s Sanpham v Sirc Khoe RangMigng  Dim6i v S&ménhx&hoi v Cham séc chuyénsau A Q RS e bé ail tho rdi... ring sang tdil

him s chi

106 b trang cha
< e San pham cho rang nhay
cim

Oral Health page

U e S0 Sa

sensmve
MINERAL O EXPERT™
i “P/'S

+ PI/S focuses on customers who are parents, besides oral care information, the brand
also provides informational contents on how parents can take care of their children’s oral
health. Contents on how kids can take care of their oral hygiene are also provided for
parents to show their children.

« Additionally, P/S dedicate a separate page indicating information about oral care, with
various educational contents for customers to learn how to take care of their teeth

+ Moreover, the brand also dedicates a separate page to promote its special product line

Réng nhay cam va céc giai phap Ngan ngira & budt rang trong th&i gian mang . . Y

au ring oo 1 i il & i g v o b o ohau, vy || e for sensitive teeth, with relevant contents on how customers can solve sensitive teeth
trigu chirng clia réing nhay cém 4 gi va cach cham séc chung nhu thé Rang tré nén nhay c&m hon trong théi gian mang thai. Ly do vi sao va

chah . ngin i i ci vin b ig g problems.

Professional page



Online Content - You Tube

[ ;
e PS,
% CUNG BE DANH RANG
SANG VA TOI

Baovenucuoi VN
105 N ngudi dang ky

DANG KY

sensitive

A

Kem dénh ring Sensitive NUGC SUC MIENG P/S
Mineral Expert by P/S méi-..  JACTIVE DEFENSE - KHANG...

24 N lugt xem + 6 thdng trudc 4,1 N luot xem -+ 4 tuan trude

Cing Bé Panh Rang Sang va P/S x Lé Cét Trong Ly - HOC
TG BG CHAI RANG

1,3 Tr luot xem + 1 théng trudc 4,6 Tr lugt xem * 1 thang trude

* Overall, P/S Youtube is performing well with a high number
of subscribers and views, meaning its Youtube content is
attractive to people.

» Backlink to Facebook is provided on Youtube for customers
to explore more contents from P/S.

» , the brand’'s Youtube page name also apparently
promoteSimilar to Facebook its mission — “Protect Smile”.

Apart from contents about the new-launched product and other product lines,
P/S Youtube content focuses on promoting its big campaign — Cung Bé
banh Rang for children like Facebook.

The brand utilizes the influence of celebrities to attract potential
customers to its campaigns by collaborating with singers like Lé
Cat Trong Ly and Justatee to produce songs about the campaign.
Moreover, images of family brushing teeth are used to attract
parents and young children.



Online Content - Youtube
campaigns

P/S CON RANG TO ME RANG P/S CON RANG TO ME RANG P/S CON RANG TO ME RANG
NHO (Tap 19) NHO (Tap 18) NHO (Tap 17)

26 N lugt xem * 1 ndm trudce 18 N lugt xem + 1 nam trudce 25 N lugt xem + 1 ndm trudce

;
2
|
=

0:07

UNG P/S THAY BAN CHAI iing P/S Thay ban chéi méi -

CUNG B/t THAY BAM.GHA 01 - KHAI XUAN TOT LANH Khai xuén véi nhiing "Diéu...

MG, SAU KHI CUM TG

2,6 N luot xem * 3 tudn trudc

B,2 N lugt xem * 2 thang trudc

809 N luot xem + 3 thang trudce

P/S CSR Campaign video contents

* Moreover, the use of cartoon content is
implemented for the “Cung Bé BDanh Rang ”
campaign.

* Understanding children interest in watching
cartoons, the brand created a cartoon series about
brushing teeth on Youtube to encourage children to
brush their teeth.

+ Additionally, P/S uploaded contents about its CSR
campaign to improve its image and Public
Relations with customers. The brand also
collaborates with singers to promote the campaign
better.

P/S applies cartoon content to support parent pain point when guiding their child on how to
protect their teeth and remind them to replace their toothbrushes not only for their oral
health but also to recycle toothbrushes for the enviroment



Online Content - Facebook
cover Photo

PanhrangSangToi

O7-11 wei

P/s ~ PJ/S Bao Vé Nu Cudi Viét Nam @
@baovenucuoivn - San pham/Dich vy

» Straight at first glance, P/S’s Facebook name directly stated its focus on promoting its
mission — “Protect Smile” to customers.

+ Besides, the brand’s Facebook cover photo illustrates its big campaign — Cung Bé
Panh Rang along with the products promoted in the campaign.



ONLINE CONTENT - FACEBOOK

campaigns "
paig. +  Specifically, P/S regularly promotes Green and CSR
Campaign on Facebook via minigame to promote Public
RS ima O Veame PE) S | o vteme: Relations and the sustainability image of the brand to attract
¥ C‘L‘JNG P/S GOP “NU CUSI” CHO MOI % [MINIGAME] TET NAY, CUNG P/S THAY customers.
TRUGNG DOINHUNG DIEU NHO BE MA THAN KY
% PHAN LOAI RAC TAI NGUON &... See More ... See More
Ps. U0 PS, * Additionally, the brand’s most posted campaign over the past
3 months is Cung Bé Danh Rang - the cgmpaign that ha.s
ﬁ « ,é gone viral for its success in encouraging kids to brush their
® § teeth through games, stories and cartoon series about
vt "#i brushing.
e g « The brand also collaborated with singers such as Justatee
"2 Collecting recyce to promote the campaign
/ﬁ toothbrush to creat
'+ trea pot . , i s .
- =>» Understanding customers’ sensitivity about environmental
PSS, PISBa0 VeNuCuiVietName ™" pig, PIsBao Ve NuCudiVigtName protection and parents’ difficulty in stimulating their kids to brush
ar - 3Feb-@ . . H H
BAN DANH RANG SANG & TOI CUNG PIS - THAY DI BIEU NHG BE THAN their teeth, P/S actively promote relevant campaigns with
BE CUNG DANH RANG SANG & TOI Ky . . . .
- See More A celebrities on Facebook to push interaction with customers.
cuue:ﬁ?\:‘s’\}d‘g{ﬂms
o ()
S,
Ty~
- .. P/S push engagement with customers
PS,

Ciing bé dénh réng
Ysdng & 13

through posting relevant content about
what customers care about the brand




ONLINE CONTENT - FACEBOOK

Products launch/ Products promotion

/S . P/S Bao Vé Nu Cudi Viét Nam @ *
RS 1{;pr e P/s P/S Bao V& Nu Cudi Viét Nam &

KHONG LONG VONG, P/S ACTIVE DEFENSE ) tiFeb @ .
BAT Mi NUGC SUC MIENG “DUNG CHUAN" TET NAY, HAY CUNG P/S TRAO NHAU LGOI

CHUA CONG... See More CHUC NU CcUdI
PS .. See More
y i
'l NUGC SUC MIENG DUNG CHUAN
PSS,
e 4  Cho ny cusi |

o || 1 Trang chudn tu nhién | S6ng khoe 3

® n
. Q <4
ey auk e ) [ m

Li xi nu cudi
Tét nay hay cling P/S lan toa ndm mdi tét lanh
& Vv&i that nhiéu nu cui rang ngdi trdng chuan
tu nhién. D3c biét, ban cling gia dinh cé thé

| PS i Cugigémo!
\ - @/ 4 ©
\\ : ﬁ{/: uoveaxucnm Lixip ScplAcQ dé nhan li i may mén, rudc I6c dau 1 O RETHOONG ., «
N ———— n&m dédy nhé. -

2 (/ “tha nhe" nu cudi véi AR filter tai https://bit.ly/

P/s P/S Bao V& Nu Cudi Viét Nam @
Mar - @

7 TY NU CUGI, CUA ME LA DEP NHAT

" P/S. PISBaoVé NuCusiVistName - P/S, PISBao V& Nu Cubi Viét Nam ©
8Mar-Q@ 4 Mar - @

[MINIGAME] DETOX TRANG RANG SACH  TRO LA TRUONG HOC, PHONG DICH AN
KHUAN CHO NU CUGI TRANG CHUAN Ty TOAN &

@ Nu cusi clia me 1a tia ndng diu... See More __ See More ... See More
/S PS. P/S . TANG CUOGNG KHANG KHUAN
P ; — &7 TOI TRUGNG AN TOAN

7 ty nu cuci,
clia me la dep nhat-

~R -

Cho ny cuss - ,,VS

trdng chudn tu nhien P&l

+ Besides campaigns, information about the P/S
new-launched product is continually updated to
encourage customers’ purchase.

* The brand focuses on posting informative and
attracting photo contents to help potential
customers aware of the product’s use quicker and
encourage purchases.

+ Especially, attracting Al filter content are applied
for promotions to appeal to customers and push
engagement.

» Also, contents about social care such as "Mother's
day” or social concern like COVID-19 as well as
minigame to promote products are often posted to
increase customers’ engagement and purchase.

Apart from informative contents for products
promotion on P/S Facebook, social trend and
social concern content along with minigame
are frequently posted to increase customers’
engagement and purchase.



Online Content - Facebook

PS, PIS Bao V& Nu Cudi Viét Nam ©
31 Mar - @

€ KEM DANH RANG TU KHOANG

SENSITIVE TU P/S

@ GIAI PHAP MGI CHO RANG NHAY CAM!

Chia tay con & buét do réng nhay cam tif hém
nay véi Kem danh rang tif Khoang Sensitive tu
P/S méi!

£ Céng nghé Active Remin Complex gilip bao
phl hoan toan §ng nga rang hd - nguyén
nhan gy & bubt

£ Gitip hinh thanh I6p khoang mai tuong ty
nhu khodng trong men rang

11 San phdm nhép khéu tir Phap, dudc phét
triér} bdi chuyén‘gia P/S trong 10 ndm, s& hitu
4 bang sang ché

Mua ngay tai cac siéu thi trén toan quéc.

MO e shest
sensitive
MINERAL () Pzg

AT

CHIATAY E BUOT
VO GIAI PHAP MO TU

KHOANG

PS

(O EXPERT

sensitive |

MINERAL
s

e
u Wi
P

p§/ P/S Bao V& Nu Cudi Viét Nam @

25 Mar - (@

BAN DANH RANG SANG & TOI

. BE CUONG DANH RANG SANG & TOI

Ban c6 biét, tré con I3 nhifng “ban sao nhi”
bat chudc moi théi quen clia bé me? C6 dén
8/10 tré bd danh rang néu bo me bd danh
rang. Vi vay, hdy tap thdi quen danh rang
Séang & Téi cho bé tir hém nay, bét dau bing
viéc cling bé vifa chai vifa chdi nhé! Ghé tham
ngay thu vién P/S tai https://
www.psvietnam.vn/hoc-bo-chai-rang.html dé
kham pha nhiing bi quyét thi vi & hifu ich cho
“cong cudc" bao vé nu cudi khoe xinh clia bé
nhé!

Cam dn bd me da dong hanh ciing P/S trén
hanh trinh vi mét Viét Nam khéng séu ring @

PS, PS,
0 P ~ Cung bé ddnh rang
CUNG BE PANH RANG p
SANG VA TO! sdng & 16i

S
" Clng bé dénh riing
sdng & 18i sdng & 18i

S
= Cing bé ddnhdrling

However, P/S Facebook contents do not contain backlinks
to other channels of the brand like website, Youtube or E-

Commerce.

Thus, we recommend P/S should update backlinks to its
website and Youtube on Facebook contents to increase
customers’ engagement in more contents.

Furthermore, with backlink to the E-Commerce, P/S can
provide a better customer experience when customers need
to purchase products after seeing promotion on Facebook.

b PS.

2y

Baovenucuoi VN

105 N ngudi dang ky

So db website
Lién he

Théng béo v& quyén riéng tw

CUNG BE DANH RANG
SANG VA TOI

DANG KY

Théng béo v& cookie
Théng béo phép ly

Céc cau héi thwong gap

© 2021 Unilever



ONLINE CONTENT - INSTAGRAM'S USE OF KOLS

@ trinh.phamm @ heominhon &

Qv W

@P Liked by dng.qn and 28.490 others

&
Qv

4.892 likes 13.064 likes

+ P/S does not have an official Instagram account. However, the brand
focuses on promoting its product using KOLs influence, posting review about
P/S products and its campaign — Cung Bé Banh Rang on its accounts

* Under every KOLs post about P/S products, backlinks to other e-commerce
platforms are included to encourage customers to purchase the product.

Source: Instagram

P/S mission —
“Protect Smile”

trinh.phamm Nu cuGi rang ré cla cac thanh
vién gia dinh nho ludn gilp Trinh xua tan di moi
mét mai, nhin bé Bd chgi dua cung 6ng Thanh
cudi tit mat ma minh cdm thay hanh phuc ghé!!!
Vi thé ma Trinh ludn ¢ gdng chdm séc stic
khoe rang miéng cho ca nha mét cach tot nhat,
dé gilf nhirng nu cusi 4y mai rang rd, tuci tin
trén moi.

Trinh IUc nao cling uu tién lua chon nhirng san
pham lanh tinh, tu nhién dé an tdm chim séc
stic khde ca nha. Trong “hanh trinh” tim kiém,
Trinh da "phai long" em P/S Than Hoat Tinh nay
day!!! San pham s& hitu céng thic than hoat
tinh d3c biét, gilip hap thu va lam sach cac vét
& trén bé mat réng, cung véi cdng nghé P/S
gitip phuc hdi va 1am trng rang "chudn" tu
nhién. Ca gia dinh ai cling thich thu khi KPR cé
mau den, nhung lai gitip rdng trdng haon sau
mdi Ian str dung hehe!!!

Gig day gia dinh Trinh ai cling tu tin v&i nu cugi
cta minh, trong nha Itdc nao cling tran ngap
tiéng cudi rom ra!l! Thé 13 Trinh da thanh céng
trong viéc gilf nu cugi clia ca nha ludn rang rg
roi hehe!!!

Trai nghiém san pham cting Trinh ngay tai link
nay nhé: http://bit.ly/PS_TrangRang TuNhien

Instead of creating an official Instagram account, P/S collaborates with'KOLs/
influencers, posting reviews about P/S product on their Instagram account



ONLINE CONTENT - INSTAGRAM'S USE OF KOLS

13 ) gnouhtman o

Eiptatypical Audience Size  Type of Content
Influencer
Brand advocate —
Nam Thuong posted
“3 trinh.phamm SO1K toRower Beauty using products from
Beauty Vlogger Professional Fashion N A DA
Influencer the — Cung Bé Banh
Rang campaign of P/S
= Food
’9\ heominhon 829K fol'lower Lifestyle = The brand
; ; Professional ;
W A Family Vlogger Beauty successfully influence
(s Influencer =
Fashion KOLs parents to share
their products and
B B teMollower | Fashion campaigns on
Familv Viogger Professional Beauty Instagram
y viogg Influencer Lifestyle

* P/S collaborates with different types of KOLs to reach different

types of potential customers (customers who care about beauty . .
— want to have bright smile or customers who care about their P/S focuses on COIIaboratmg with KOLs who

childrens’ dental care, etc). do family contents to influence parents to
purchase P/S products for their kids.

» Especially, the brand collaborates with many family vioggers to
influence parents to purchase P/S products for their kids.



o S : . & 2020
Recommendutlon ource gtaa;irtsjtsao,zgza;ker Bennet
Online Content — Instagram @ snountman e

However, parents with young kids today are
mostly millennials (25-40 years old) and the
number of Instagram users in this age group is
extremely high nowadays (Barroso, Parker &
Bennet 2020) (Statista 2021).

Thus, P/S should create an Instagram
account to promote the brands broader and
attract more potential customers.

O Qv

@P Liked by dng.an and 28.490 others

@ trinh.phamm

The brand can cooporate with more KOLs to
post about KOLs recommended products on
their Instagram and provide an e-commerce
backlink for people wishing to use the same
product as KOLs to be more appeal to more
customers.

oav ' ~

13.064 likes 4.892 likes



Traditional Content - Live show on VTV6

P§/ P/S %é_o VEé Nu Cudi Viét Nam was live
20 March-Q

¥ ¥ ¥ BOCICOBET P9

11 Cudc séng hién dai d6i khi khién ching ta quén mat nhitng gié tri
dich thuc cla gia dinh!!

? 7 7 Cé bao gid ban tu hdirang "B8 cé thuc su hi€u minh?". Va cé
bao gid cha, me tu hdi rang nhitng hanh dong di nhé nhat cla minh
dang tac dong Idn dén céch séng cla con?

@ Hay cing chia sé va tuong téc véi ching t6i qua Livestream nay
nhé!

= jiet #VTVE #Hoccachchairang #P/S

Due to the social distancing resulted from the COVID-19 pandemic, P/S has
implemented a live show on TV channel — VTV6 and Facebook to encourage
parents and educate children on taking care of their teeth

=» Brands constantly sending caring message to parents during the pandemic.

21



Offline Display

On-Shelf Merchandising Display

Top Display

I

I

I

_ I
Wide |
cover |
I

I

I

I

|

range

Bottom Display

Middle
Display

Wide-range of product display at the mall with a
special merchandising display make it easier
customer to recognize the brand’s products.
Additionally, P/S also send its message — “Protect
Your Smile” on self-merchandising display.

=>» Effectively promoting products in offline channel



Offline CSR Event

PS

e
Oo 2.2K 472 comments 178 shares

Ps o,
N D
| PHAN LOAI RAC — TAI CHE BAN CHAI

GOP“NU CUGIZ. CHO MOI TRUGNG
Nt

Cung P/S Thu Gom Ban Chai Cii - Tai Ché Chau Hoa Xinh

B Event by P/S Bao Vé Nu Cusi Viét Nam

o Sunday, 28 February 2021 from 09:00 UTC+07-17:00 UTC+07
& Price: free - Duration: 8 hr

6 Public - Anyone on or off Facebook

« TET NAY, CUNG P/S THAY BOI NHUNG BIEU NHO BE MA THAN KY
NHE! «
@ Cung P/s thay ban chai mdi, thu gom ban chai ci mang di tai ché
thanh nhitng chau hoa tif nhya tai sinh!
Chut diéu nhé mang tdi chat tét lanh dau nam.
“Chéng can lam viéc kho dé lam gi
Chi can tiing diéu nho bé do than ky”
@ Tét nay, véi mong mudn thu gom ban chai ¢l dé tao ra nhitng moén
qua tir nhya tai sinh, P/S phat dong chudng trinh “THU GOM BAN
CHAI CU - TAI CHE CHAU HOA XINH".

1. NOI DUNG CHUONG TRINH:

Khach hang mang ban chai cti/ khéng con str dung tdi quyén gop
tai cac diém thu gom ban chai gan nhat cta P/S hoac gufi ban chai ct
vé cho P/S thong qua hinh thirc chuyén phat.

PS

THAY BAI ]| ]
. KHAI XUA! NH = i

Q

OO 442 16 comments 4 shares

The campaign to collect old
brushes directly from customers
for recycling into potted plants
was carried out at Co.opmart, Big
C, Lotte Mart, Emart, Vinmart
convenient store, etc.

= Create an eco-friendly image
and remind customers to buy new
P/ S toothbrushes for
environment and for their health.



P/S Content on Third-Party

¢ > o Gt Ll ____LEN Shoppe and Lazada act as third-
P/\s/. Hoc bd chairdng San phdm Strc Khoe Réng Miéng DSiméi SGménh xa hgi Cham séc chuyén sau Q party Sel“ng tOOIS for P/S

Home - Kem canhrang - Chitétsén phdm

8 Ps

P/S Tré Em 2-6 tudi Hwong Dau
& Trai Cay

PIS Tré Em méi v6i céng thirc an toan phi hop cho timg 86 tudi cda bé X Lp A 1\

= oin: 30™ T

@ Lazada

Tonm (N - Danhmuc Vv ® LazMall 4 MaGiamGia ] Nap Thé & eVoucher @& LazGlobal

@g Unilever Premium Beauty ]| +5%

[BEEIEEID O Gian hang chinhhang | 108156 Luong theo di
Tro chuyén THEO DOI

Unillsver- 97% Dénh gia tich cyc

P/S sells Online through Lazada a'nd Shoppe (e- Nganh hang VvV Trang Cha T4t ca San pham PAYDAY
commerce platforms). The brand corporates with

Kem Dénh Réng Tré - [IT-2TR3 Combo 2 Kem Dénh
em P/S cho bé 2 dén 6 tudi Dau R Rang P/S Chuyén Gia Cham Séc

these platforms to create contents about e O Bkl
promoting and announcing new products. 000017 o) £




Offline-Encourage book Content

“Chi cach cho chiing t6i di?” Ring Nho khan khoan.

A
“Pon gian théi,” con khi dap. “Hay nhin chim chim vao mét nn
nhau trong luc danh ring sudt hai phut.”

Me Ring To nhin Con Ring Nho. Con Ring Nho ngé Me

Ring To.

“Thé thi d& ot!” ca hai nhoén miéng cudi. -

“Hirm, phai xem thé ndo da,” con khi néi. “Cho t6i thiy man
Dénh ring Nhin Chim Chim oach nhét ciia cic vi di nao.” “That dang né!” con khi néi sau khi hai phut da hét. “Cac vi

il 3 chang nhin xudi ot [an nao! Th cho cac vi co héi di
Khoan da... Cac em da danh ring chwa nhi? Mau lay ban chai S R e

va kem dénh ring d€ cing choi trd Dénh ring Nhin Chim
chim v6i Me Réing To va Con Ring Nho nio, “Cam on nhé!” Me Ring To va Con Ring Nhé nhay cing lén vi
sung suéng. “Tam biét!”

cay cau cua toi day.”

“Tam biét, va dimg quén danh ring truéc khi di nga dé nha,”
con khi goi véi theo. “Va trong lic dénh rang nhé luyén ca tro
Nhin Chim chim tht xin vao dy nhé.”

Con Ring Nho va Me Ring To vy tay chao truéc khi budc lén
cay cau bén bang day thimg lic la 1ic .

“Giit chc vao nhé,” Me Rang To nhic. “Va budc that cin
than. Cay cau nay tron lim, ma chiing ta CHANG muéh roi
xudng dau.”

Me Ring To va Con Ring Nho sé dén noi nao ké tiép trong
chuyén phiéu luu ky thit nay nhi? Céc em hiy dén xem vio

t6i mai nhé...

Not only created the "Vira Chai Vira Choi" kit of toothbrushes and
toothpastes for parents and kids, P/S also created a comic series "Me
rang To, con rang Nhd" to encourage children brushing their teeth
everyday and awaring that brushing teeth is an interesting activity.



BRAND CONSISTENCY - CONTENT

campaign
Q P@ =
g@@ PS, * Generally, there is synergy across P/S channels in
,3:5 -Dﬁﬁﬂii’ﬁG G promoting its Cung Bé Danh Rang campaign, with

BG CHAI RANG a uniform use of family and child-friendly image

content in collaboration with celebrities/ KOLs to
promote the campaign.

4,6 Tr luot xem + 1 thang trudc

@ prsmagaonay 1. » This creates a favorable conditions for
> ) S | customers to remember the image of the
N B oQv campaign.
P/S CON RANG ToME RANG [ « Although the brand does not have an official
Website NHO (T3p 19) Instagram it utili i
; Instagram channel, it utilizes the influence of

26 N lugt xem * 1 nam truée
P/S . P/S Bao Vé Nu Cugi Viét Nam @
25 Mar - @
BAN DANH RANG SANG & TOI
BE CUNG DANH RANG SANG & TOI
... See More

KOLs (especially family content influencer/
creator) to approach more parents who are
having young children and interested
watching family contents.

PS, PS

CUNG B€ DANH RANG -l

WND ANT NJIHA 20N ONOHN

=>» Through contents about the campaign on all P/S
channels, it can be seen that the targeted audience
segment is parents, who are having the paint point of
making their kids brushing their teeth

Cngbdnh dng VCngbdnh dng
e

44 OHN INYI NOD 7 041 INYA an &

> l-:

Facebook




BRAND CONSISTENCY - CONTENT
campaign

1 - Bao vé nu cw&i ciia nhirng ngwei anh hung novi
tuyén dau chéng dich

P/S gui tang hon 100,000 b san pham cham séc rang miéng toi
cac bénh vién va khu cach ly tap trung. Va chung t6i van sé tiép tuc
déng gép cho nhirng noi can téi.

Website

P/s Cung P/S Thu Gom Ban Chai Cii - Tai Ché Chau Hoa Xinh
B Event by P/S Bao Vé Nu Cusi Viét Nam

o Sunday, 28 February 2021 from 09:00 UTC+07-17:00 UTC+07

& Price: free - Duration: 8 hr

\;’ Public - Anyone on or off Facebook

« TET NAY, CUNG P/S THAY DOI NHUNG DIEU NHO BE MA THAN KY
NHE! «

@ Cung P/S thay ban chai mdi, thu gom ban chai cii mang di tai ché
thanh nhitng chau hoa tif nhifa tai sinh!
Chut diéu nhé mang tdi chat t6t lanh dau nam.
“Chang can lam viéc khé dé lam gi
Chi can tiing diéu nho bé doé than ky”

@ Tét nay, vdi mong mudn thu gom ban chai cii dé tao ra nhitng mén
qua tif nhya tai sinh, P/S phat déng chudng trinh “THU GOM BAN
CHAI CO - TAI CHE CHAU HOA XINH".

1. NOI DUNG CHUONG TRINH:

Khach hang mang ban chai ci/ khéng con sir dung téi quyén gop

tai cac diém thu gom ban chai gan nhat ctia P/S hoac gufi ban chai ct
vé cho P/S théng qua hinh thifc chuyén phat.

OO0 22« 472 comments 178 shares

Facebook & Offline CSR Campagin content

UNG P/S THAY BAN CHAI ing P/S Thay ban chéi méi -
0 - KHAI XUAN TOT LANH  |chai xuan véi nhimg "Di@u...

B,2 N lugt xem + 2 thang trudc " \ luot xem + 3 thang trudc

Youtube

Additionally, there is also a consistency in contents
promoting CSR campaigns across P/S channels to
promote Public Relations.

The use of contents collaborating with KOLs to push
customers engagement is not only applied on big campaign
like Cung Bé Panh Ring but also on other CSR
campaigns to embrace the image of P/S.



BRAND CONSISTENCY - CONTENT

.
Product promotions
P@ Hoc b chai rang San phdm Sirc Khoe Rang Migng Ddiméi S ménh xa hgi  Cham séc chuyén sau Q

CDNG THUC

AN N

Khang khuén
99.9% sau 30 giay

Bao vé rang miéng téi u

PS%e\’r’\rsg}VE ORIGINAL.
Website
nnnuwv: ‘ 4
1
! 41 GIUP KHANG
~gi? % KHUAN
. 99.9%

Kem d4nh ring Sensitive NUGcC sUc MIENG P/S

Mineral Expert by P/Sméi-..  ACTIVE DEFENSE - KHANG...

24 N luot xem + 6 thang trudce 4,1 N luot xem * 4 tuan trudc

Youtube

PS; P/S Bao V& Nu Cudi Viét Nam @

: PS. P/S Bao Vé Nu Cui Viét Nam ©
4 Mar-Q

8Mar-Q

TRO LAI TRUONG HOC, PHONG DICH AN [MINIGAME] DETOX TRANG RANG SACH
TOAN [, KHUAN CHO NU CUGI TRANG CHUAN TU
.. See More

... See More

TANG CUGNG KHANG KHUAN /S .
P/S TGI TRUGNG AN TOAN P\S/

Facebook

» Apart from campaigns, P/S focuses on promoting its new-
launched products with contents relating to society

concerns to highlight the product’s use to customers.

» Besides, consistent informative contents with attractive

photo of other product lines are also displayed across all
P/S channels.



2. Brand Messages to
consumers

@



BRAND MESSAGE

P/s Hoc béchai  San Strc Khoe Rang Déi Cham séc chuyén
M/ rang pham Miéng méi < v SAU A ;
/
e — : R PS;
Home = SGménhxahdi = PIS Bao vé nu cudi Viét Nam P/S Bao v& nu cudi Viet Nam ) 4 r &/ p o’
-

Duyét tét ca St ménh xa hoi 1".\ m e CUNG Bé DANH RANG

Str ménh cta p/s i h " SANG VA Tél 0
Muc dich clia s ménh :

Kham pha thém va cung
nhap cubc

P/s Bao ve Nu Cuwoi
\/iAt Nlam

PS, O

DANG KY

P/s - P/S Bao Vé Nu Cudi Viét Nam
{ ;WL e Nu S

@baovenucuoivn - San pham/Dich vu @ G tin nhin

* P/S delivers a clear message of protecting Vietnamese oral health and spreading smile through emphasizes its
mission - “Protect Smile” to customers.

* The brand dedicates a separate section on website for promoting its message and create social media pages with

a name that clearly convey its own message, showing P/S consistency in promoting its message and mission
across channels.



3. Brand’s Tone
of Voice




BRAND'S TONE OF VOICE
S Ménh Cua P/S

Bao vé nu cuwoi twoi sang

Chung t6i mong muén bao vé strc khde ring miéng va tao niém tin cho moi
ngwdi rdng minh dang cham séc dung cach cho ban than va gia dinh minh. Vi
thé, véi tam huyét va tinh than trach nhiém, chung téi tao ra cac san pham co
N~ kha nang bao vé lau dai va vwot troi, gidp giam dau, mang dén nu cudi twoi

sang.

1 - Bao vé nu cwi cuia nhirng ngwei anh hung noi
tuyén dau chéng dich

P/S g ting hon 100,000 bg san phdm cham séc ring miéng toi
cac bénh vién va khu cach ly tap trung. Va chiing t6i vén sé tiép tuc
déng g6p cho nhing noi cAn téi.

However, the tone of contents about oral
heath/ care are friendly yet informative
for customers to read more easily.

P/S’s tone of voice has a slight different between channels.
On website, the brand’s language is formal and
professional in contents stating its mission and CSR
campaign to build the reputable image and increase brand

trust from customers.

=» Fomal tone is used for informational and trustworthy
purpose.

s B o PS;
BE CAN LAM GI
DE G!U' VESINH Combo khang khuan P/S s¢ gi mua dich
CA NHAN?

f 9w =

Ak

NS

Lém thé néo dé béo vé co thé mét cach tét nhat trong mua djch nay? Véi mua dich nay, tiéu diét céc vi
khuén Ia quan trong va cén thiét nhat. Mot trong sé dé, véi combo khéng khuén P/S la sy lua chon Iy

RUa tay that don dep sav dung khan tiromg dénh cho'ban;

sach ne... bUa an... “%i" mUi nhé! cung chang tei tim hiéu xem combo khéng khudn cta P/S c6 téc dung nhw thé nao?



BRAND'S TONE OF VOICE

P/S CON RANG TO ME RANG
NHO (Tap 19)

Meanwhile, P/S language on social media is
mostly friendly, easy-going and laid-back
with eye-catching and informative images to
stimulus customers’ engagement.

=> Friendly, easy-going and laid-back tone for

N 7 .
x »
) B8 cod xﬁnﬂhong chai, con ciing chaﬁ%ﬁ‘ﬁ

#PSVietn

rus!
P/Sx Le Cat Trong Ly HOC BO CHAI RANG

5,382,938 views * Mar 19, 2021 1913k &l122 P SHARE =i SAVE
Youtube
PS; P/S Bao Vé Nu Cudi Viét Nam © p/s P/S Bao Vé Nu Cui Viét Nam @
4d-Q TApr-Q@
Bl CHOI THANH THOI, KHONG QUEN KHANG  KHONG LONG VONG, P/S ACTIVE DEFENSE
KHUAN BAT Mi NUGC SUC MIENG “DUNG CHUAN"

) CHUA CONG... See More
Ddt giao mua lai dén .
Thém dich bénh khén Iudng P'S;
Pé ki nghi an toan
Phai gilf minh sach khoé

Nuoc SUC MIENG DUNG CHUAN
CAN CPC,KHANG KHUAN 99,9%

@

Ki nghi dai sép t6i I3 thdi diém Iy tusng dé du - 4 KNANS”

lich hay vui chai. Nhung ban di, difng quén " .

nhitng m&i hiém nguy cé thé ludn chuc chg - e {,

gitfa thai diém giao mua, cling dich bénh bién 5 2

ddi khon Iugng nhé! Hay cting P/S gilf minh ) @

sach khoé véi nhifng budc cd ban nhat ngay P"]S_

dusi day: \ _ & HIEU AHUAN
. ) ) DEFENSE Ps -

? Peo khau trang khi dén ngi cong cong \ \ b 'Y

® Ludn rira tay thudng xuyén N \' ; e %

® An udng du chat va that vé sinh N u

? Cudi cling la gilr miéng ludn sach khuén. R \ S Lg"{‘

Facebook

26 N lugt x

n * 1 nam truoc

Particularly, the tone in product posts
are exciting and motivating to act
as “call-to-action” and ecourage
customers to purchase the product.

Additionally, the brand contents’ tone
of voice on Youtube has a cute tone
to not only approach parents but also
children. This tone is also applied to
P/S offline book.

engaging purpose.
PS,

mmmmm

;“32.%’..

Céc em sé lam gi néu dét nhién roi véo qua mét cai hd to bu
trén ghé sofa trong phong khéch nha minh va dép xudng viing

dat S i 0 Phi chau?

Um, d6 chinh 13 diéu i xay ra véi
Me Ring To va Con Rang Nh day.

Hay theo chan Me Ring To va Con Rang Nho trong nhiing
chuyén phiéu luu vong quanh thé gii day 16i cudn, tir nuéc Y
cho dén Dai Tay Duong va gip gb cac ban thi tai ba & nhimg
noi ho dit chn téi. Hai me con s& som kham phé ra ring, lam

thé ndo ma tuyét ky danh ring lai c6 thé gitip ho tiéh xa hon
ca mong doi va ciing 1a bi quyét dua ho tro vé nha!

!
i Q o

Offline Book




&

4. Brand Master Theme

Useful

PRACTICAL

SMART

Board

MAGNETIC

Entertainment

IMMERSIVE

Personalized



Master Theme - Practical
Cartoon Series & Encourages-Book content

fuigﬁ : o . 5 NHING CUdC PHIEU LW CUA
@K‘ % ’1; : S =: e Through the “Con Riang To Me

l ke R : Réng Nho” cartoon series, P/S
P/S CON RANG TO ME RANG P/S CON RANG TO ME RANG Supported pafents to educate their
NHO (Tee 19 O (Tee ) children how to brush their teeth in
everyday life with an attracting story
about a mother and her child on their
brushing teeth journey. In detailed,
the cartoon and comic series
encourage kids to brush their teeth
with challenging and fun activities
before the end of each episode.

VA3 NN NJIHA 29N ONNHN

P/S CON RANG TO ME RANG NHO (T4p 19)

4¢' OHN INYA NOD 3 O1 INVS an v

11 » ) oss/102 Serollfordetals

=>» Parents can rely on P/S contents to
educate their child about oral
care habits.




Master Theme - Practical (Website)

sens'ﬁ'.!{ﬁ San pham v Sirc Khoe Riang Miéng Doi méi v S ménh xa héi v

Sensitive Mineral Expert by P/S -
Whitening

huyén gia giam & budt, gilip phuc hoi viing rang bi &

7 nang lam tring ring
H ™ ! GlAm £ BUST

sensitive | si™

&n ctia men rang gidp tai MINERAL (3) EXPERT WHITENING

(25 < - s

y, dua theo két qua

r va HAP c6 chira trong

MUA NGAY

Thanh phan v

qué 3 13n. Danh méi 13n it nhét 2 phat

ay va nhe nhang mét-xa viing ring nhay cim trong 30 gidy

lvong nhé bang hat Géu |

©é tranh dm p sau khi s dung

Luu tri trong méi truéng kho thodng va mat mé

P/\s/_ Hocbé chiirang Sanphdm  Sizc Khoe Rang Migng D6imoi Siménh xa hoi Cham soc chuyén sau Q

P/S Chuyén Gia Cham Séc Toan
Dién

Jrdrkoiok

150G

MUA NGAY

On the website, P/S provides utilitarian information for every of its

oral care products:

* Products’ detailed product information

* Product functionality and usage

* Recommend similar product with another function.

* Having Call To Action-“Mua Ngay” for customer to purchase

through E-commerce.

=> Consumers can rely on this information to decide the right oral
care product for their child's needs and themselves.

=> Informative and trustworthy contents support the brand to
gain more trust from customers and increase conversion rate.



Master Theme — Magnetic
(You Tube)

-x_:i:,’ Rubi Béng 1 week ago

b, Eo oi P/S khéo vai, thé nay minh xem quang cdo ca ngay :)))
e 1 &  REPLY

N} TaThao Nguyen 1 week ago

(*,) Marketing campaign lan nay cta P/S hay that &y! Xuat sac!

i@ ® REPLY

Q‘b‘; H N 1 week ago
Qﬁ Nghe dugc 1 [an roi Ién Google séch lyrics, cai nghe hoai

i@ &' REPLY

"3 Luca Wang Jr. 4 days ago
0:40 xiu

e & REPLY

Loc Truong 1 month ago
Dé thuong qua, ludn tin dung P/s hang ngay.

i 1 &  REPLY

i PO

Thuong Nguyén 4 weeks ago
Dang iu qua P/S oi

i@ &' REPLY

Press | Esc | to exit full screen

) B6 c6 quénfkhdng chai, con ciing chéng nhd dau... )

#PSVietnam #Brushwithme #HocBoChaiRang

P/S x L& Cét Trong Ly - HOC BO CHAI RANG

5,382,938 views * Mar 19, 2021 ifp 1.3k &1 122 ) SHARE =i SAVE

Through the “Hoc b chai ring” MV, P/S sent a message to the target audience -
parents about their influence on their children: “Whatever parents do, your children
will copy you"

=» P/S reminds parents not to forget to brush their teeth because it will adversely
affect children's daily brushing habits.

=» The MV is highly related to parents, reminding them to brush their teeth every
day to improve their child's daily oral care habits with lovely music and adorable
video contents. As a result, P/S received thousands of positive comments from
customers, which mentions this is the reason why they continue to use P/S.



Master Theme — Magnetic (You Tube & Facebook)

'S P/S Bdo V& Nu Cudi Viét Nam @
=/ 3 February- @
CUNG P/S - THAY DI DIEU NHO BE THAN KY
» Count down tdi giao thira, ban con quén diéu gi khdng?

Dirng vi qué ban rén va lo. &ng cho nhimg digu to I6n xa x4 ma
quén di rang, 16c xuan c6 thé tdi tir nhiing viéc vé cling nho bé nhung
déy ¥ nghia day nhé! ... See more

/ 4 -‘
P\/s THAY BAN C} A0l
KHAI XUAN TOT LANH - |
] >y
Q

» »l o o038/245 : N

#dieunhobethanky #thaybanchaimoi #khaixuantotlanh
Clng P/S Thay ban chai maéi - Khai xuan véi nhirng "Diéu nho bé than ky"

809,949 views * Jan 15, 2021 ilp67 117 P SHARE =4 SAVE .. 00 1.7k

Following the Tet holiday with the trend "New Year - New look" which motivates Vietnamese people to clean and replace old
things in the house, P/S cooperates with Justatee to produce a Tet MV to encourage everyone replace old toothbrush with
attractive music, color illustrating Tet.

=» Trendy Music video reminds customers to start cleaning up for the New Year from small things like changing your old brush.
The MV went viral with a high level of interaction.



Brand Master Themes Overview



5. Brand @ @
Framework



RATIONAL APPEAL

Rational appeals in advertising comprises detailed or compelling information and logical arguments (Zhang et al. 2014)

P/S Chuyén Gia Cham Séc Toan Dién P/S . P/S Bao Vé Nu Cugi Viét Nam @

r— ~ TAe Facebook

KHONG LONG VONG, P/S ACTIVE DEFENSE

P/_S'n, BAT Mi NUGC SUC MIENG "DUNG CHUAN"
CHUA CONG... See More

Ps; -
ia Cham sc toan dién véi 10 tc dong chuyén gia gidp béo vé réng [
i yl NUGC SUC MIENG DUNG CHUAN \ C
= CAN'CPC,KHANG KHUAN 99,9%
.. »
u CONG THUC
ar

X 4 7 =
-~ 2 KHANG KHUAN 99,9%

@ ™ oXan’

éc an,
an o, -
- Hoi at oz
+ Ngira cao ran &
* Ngan vi khudn ocucnos @
+ Giam & bubt -
act

Website

HIEU QUA KHANG KHUAN

SAU 30 GIAY

MUA NGAY

+ Additionally, P/S provides instructions on how customers
can keep personal hygiene to promote the benefits of its
products.

* .. The brand’s website also has a FAQs section for its most
asked questions to provide formal and in-depth guides to
customers to assure they have the best experience with
their products. This helps eliminate most of the possible
inconveniences.

P/S website provides detailed contents about the use of its product that
is appealing to customers' practical needs to convince them to buy its

product.

Similarly, P/S Facebook contents emphasizes its products’
functionalities and benefits of using them through informative contents
and attracting photos to compel customers purchase the products.

PS,
Vé sinh ca nhan

Vg sinh ca nhan sach sé la mt trong nhig vigc quan trong, can thyc hign thong xuyén, nhét la trong miia
dich nhu hién nay. Treéc hét cin phai thudng xuyén rira tay sach sé truée khi an, khi vira di ra ngoai vé
béng dung dich rira tay sat khudn hoéc xa phong

Vigc vé sinh rang miéng ciing c6 tc dung higu qua trong viéc phong chéng dich. Trude hét cin la chon mdt
loai kem danh rang chét lrong, c6 tac dung lam sach va bao vé tét cho réng li nhur kem danh réing P/S.
Thém vao dé, hiy chon cho minh mot chiéc ban chai danh rang tét, chat lugng, véi dau Iong mém, nho, co
thé len sau vao ké rang dé Iy sach mang bam. Tuy nhién, nhr thé vn 1a chua di, dé loai sach cac mang

béam va vi khuén trong miéng cac ban nén sir dung thém ca nwérc sic migng digt khuan.

Thudng xuyén rira tay, danh réng, sic miéng sach sé mdi ngay la mét phuong phép dé tang cuong dé
khang, khang khuan higu qua.

Duéi day la nhirng goi y dung cy vé sinh ca nhan diét khuan tét nhat dén tir P/S:

Q P@

Cac cau hai thwong gap

Ban chai P/S c6 han sir dung bao lau?

“Tré 164 : Do tinh chét, cong dung ctia ban chai khac véi cac san phdm my pham khac
nén han stz dung cia san phdm khdng duoc dé cap trén bao bi.

Tuy nhién, dya trén nghién ciru trén ban chai da qua st dung, sau 3 thang c6 thé c6
@én 4 trigu vi khuAn &n nAp trén 1ng ban chai, Do vay Nha s§ khuyén thay méi ban
chai 3 thang / 14n hoac sau khi bj bénh cam cim.

Sao san pham ban chai danh rang khdng in ngay san xuét trén bao bi
Bé 20 thang tudi diing kem P/S bé ngoan dwoc khéng?
Bé & nudt kem P/S c6 sao khong ?

C6 thé kiém tra hang gia bang ma vach khéng?

v



EMOTIONAL APPEAL

Emotional appeal in advertising a way of persuaing customers by evoking strong emotional feelings (exciting, happy, passion, etc)
(Grigaliunaite & Pileliene 2016).

P/S. P/S Bao V& Nu Cusi Viét Nam o = P/S. P/S Bao V& Nu Cudi Viét Nam ©
N~ N~
8 Mar - @ 8Mar-@

[MINIGAME] DETOX TRANG RANG SACH 7 TY NU CUSI, CUA ME LA DEP NHAT
KHUAN CHO NU CUSI TRANG CHUAN TU
... See More @ Nuy cusi clia me 14 tia ndng diu dang khién

gia dinh minh [udn that 4m &p, P/S mong ring

P/s- me ludn hanh phuc véi nu cudi ruc nd trén moi

—/ s

Hay cung P/S lan téa nhirng nu cudi dep
nhat ctia me bang céch: \_ , ]
i Comment hinh nu cusi ctia me p i HER| 5N 1. MAT TRUGC

 ox ’ ‘ & CUA RANG
& G dén me I5i chic tinh cam nhat
&) Tag me vao dé doc lién lién!
Bifg quén gin gilr nu cusi trdng sang & ngot
ngao clia "phan nlfa thé gidi" véi P/S Baking &
Hugng thao tai: https://bitly.com.vn/ld2vmv

14N &1273 P CHASE =pL0U ..

Ciing B& Bénh Réng Sang va Téi

“2Minigame sé dién ra tir 08/03 dén hét
14/03/2021.

* P/S creates meaningful video contents about parents’
influence on their kids brushing habit, which intrigue lots of
positive interactions and conversations from customers.

+ P/S evokes excitement from customers by
creating award-winning minigames, minigames
with family content such as "sharing a smile with

mom" attracts many customers’ interactions. o . )
+ Trendy Music video collaborates with famous singer from the

brand also catch people’s attention.



MORAL APPEAL

* P/S content about COVID-19 raise people
awareness on social concerns and
encourage them to take action that prevent the

pandemic.

P/S . P/S Bao Vé Nu Cudi Viét Nam @
N~
4 Mar - @
TRG LAI TRUSNG HOC, PHONG DICH AN
TOAN [,
... See More

P/S_TANG CUONG KHANG KHUAN
& TOI TRUONG AN TOAN

o

Deo khau trang, Tép thé duc
1udn nhé déo dai
a tay,

*  Moreover, P/S encourage people to donate used
toothbrush for recycling into flowerpots to help
protect the environment, which shows the
sustainability of the brand and builds brand image.

P/S. P/S Bao V& Nu Cugi Viét Nam @ * P/S. PISBao Vé Nu Cugi Viét Nam @
N A g
14 Jan - Q@ 14 Jan-Q

& CUNG P/S GOP “NU CUSI" CHO MO 3 CUNG P/S GOP “NU CUOI" CHO MO

TRUSNG TRUGNG

€% PHAN LOAI RAC TAINGUON &... See More & PHAN LOAI RAC TAINGUON & TAI CHE
BAN CHAI

PS. L,

= - e o URENCO & Vi mong mudn gép thém nhitng “nu cudi”
cho méi trudng, gép phén tai sinh nhua, Tét
GOP “NU C@ CHO MOI TRUONG nay P/S md&i ban tham gia chudng trinh "Thu
Gom Ban Chai Cii - Tai Ché Chau Hoa Xinh".
% Nhimg chiéc ban chai cii sé dugc thu gom
lai dé tai ché va lam thanh nhimg chau hoa
xinh x&n gifi dén tang céac bé tai céc trudng
tiéu hoc I3 ddi tac clia P/S trén toan Viét Nam.
| % Théng tin chuang trinh: https://bit.ly/
" 2XIRBUT

@ Ngoaira, dé gilip lan tda cong cudc tai ché
bao bi nhya, ban hdy cling P/S, Unilever va
Urenco, |a ngudi dan dau cong cudc “tai sinh”
nhua cii thong qua viéc phan loai rac tai nha nhé.



BRAND FRAMEWORK OVERVIEW

P/S utilises rational, emotional and moral appeal for different -
purposes in mind.

The brand provides formal and in-depth guides of its products’ functionality and benefits to
customers as well as instructions on how to use them as rational appeal. This would reduce the
inconveniences that customers may encounter while shopping and assure they have the best

shopping experience with P/S, which would build more brand trust and increase purchases from
customers (Musa et al. 2015).

P/S concentrates on evokes the emotions from customers by using family image, which is 'Y
highly related to everyone to attract from potential customers. Additionally, P/S also utilises the I P
influence of KOLs/ celebrities to catch attentions and create minigame to evokes excitement °

from customers. This used of highly related contents to customers (i.e. family contents) and
trendy contents would gain more brand loyalty and incase the conversion rate for the brand
(Song, Wang & Han 2019).

Finally, moral activites such as rasing awareness post about social concerns like COVID and
CSR campaigns like green campaign help the brand to communicate its reputation to customers.
This would build P/S Public Relations and enhance the sustainability as well as prestigious I
image of the brand (Shim, Chung & Kim 2017).

n




6. Core Brand

Positioning @



Brand Key

4. Benefits

+ Easy-to-buy: can be found on various
platform, from offline channels
(supermarket, convenient store,..) to
online (e-commerce platform).

* Product Variety: diversified product
lines (toothbrush, for customers of many
ages (from young kids to older adults)

* Frequent promotions, special deals/
discounts.

1. Competitive
Environment

Competing directly with top

commonly used oral brands in

8. Essence
“PROTECT YOUR \O‘

SMILE’
7 &8

3. Insight

Vietnam:
- Colgate
- Close up ngs
- Sensodyne 1. Competitive 2.Target
- Elc. Environment

(Kantar, 2020)

3. Insight

» People who care about oral health
and looking for good-quality oral-care
products.

+ Parents who are having difficulty in
encouraging their kids to brush their
teeth

2. Target

P/S customers varies from kids
under 5 to adults over 70, but the
main customers who directly buy
the brand’s products are
housewives (25-50 years old) who
do shopping for their family.



Brand Key

5 Value & Personality
Values: "Encourage smile

confidence from embracing oral

care"
* Personality: Caring, Cheerful,

Thoughtful, Faithful, Emotional,

Friendly.

6. Reason To Believe

+ Along-standing brand
name since 1975, with the
mission of "Protect your
smile"

+  Gain trust through a number
of CSR campaigns by
educating people on how to
take care of their teeth,
specifically children and
sending messages to
parents to take care of their
children's smiles

8. Essence
“PROTECT YOUR o(
X

SMILE”
v B

3. Insight

1. Competitive 2 Target
Environment

7. Discriminator

+ Have different contents on multi-
channels (comics, cartoons, school
CSR workshops, etc.) to support
parents in educating their children
how to take care of their teeth.

8. Essence

‘“PROTECT YOUR SMILE”
P/S mission is to encourage
people to protect and be confident
in their smile through helping
everyone to improve their oral
health and habits through its
products, expert advice and
innovations.
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