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Category: FMCG – Oral Care
Founded: Vietnam, 1975 – acquired 
later by Unilever in 1997
Parent Company: Unilever 

A FDI endorsed brand 
(the largest dental 

association globally) 
which is widely sold in 

over 25 countries. 

The leading Oral 
Health brand in 

Vietnam and India. 

Mission: Protect Smiles

With the awareness of dental 
problems, Unilever Vietnam initiated 
the P/S Protects Vietnamese Smiles 
Program (PVS) in 1998, in collaboration 
with MOET, MOH & Operation Smile 
(Unilever 2009)

P/S Background
https://www.psvietnam.vn/home.html

https://www.facebook.com/baovenucuoivn/

https://www.youtube.com/user/Baovenucuoivn/featured
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1. Brand Identity 
Consistency 
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Global Website Content Comparison

Bangladesh
[https://www.prodent.nl/home.html]

India
[https://www.pepsodent.in/home.html]

Vietnam 
[https://www.psvietnam.vn/home.html]

• 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.

Source: P/S Vitenam Website
P/S Bangladesh Website
P/S India Website
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Brand 
Logo

Divider 
Curve

Value 
Proposition

Packaging Design Consistency

Bangladesh India France

Strong 
Teeth

Similar design divide into 4 sections:
• Brand Logo on top
• Divider curve to distinguish P/S logo from other sections
• Value proposition
• Brand image of strong teeth

Consistent in packaging design 
across countries

Source: Thessaloniki 2017 – Innovative Packaging Design
06



Would P/S packaging to 
stand out with Their 

Competitors? 
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Packaging Design
• P/S informative packaging is 

easy to recognize with the 
divider curve between the 
logo on the left side and 
other section. Especially, the 
brand logo - strong teeth 
image appears again on 
right side of the box.

• Furthermore, P/S logo 
design make it easier for 
customers to visualize and 
understand the uses and 
benefits of its products. 
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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

Top 

Bottom 

Học Bố Chải Răng page 

Landing page 

• 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 
and discover more information about the brand more easily. 

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. 

• P/S also concentrate on promoting its big campaign –
Cùng Bé Đánh Răng when dedicating a separate section 
for it with video song and informative contents about the 
campaign included to attract customers. 

Cùng Bé Đánh 
Răng is the big 
campaign of P/S, 
Học Bố Chải 
Răng and Mẹ 
răng to & Con 
răng nhỏ are the 2 
small campaigns 
supoorting to 
promote the big 
campaign.

Source: P/S Vietnam Website
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Social Mission page 

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

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. 

Source: P/S Vietnam WebsiteOnline Content – Website 10



Innovation page 

Professional page 

• P/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 
for sensitive teeth, with relevant contents on how customers can solve sensitive teeth 
problems. 

Oral Health page 

Source: P/S Vietnam WebsiteOnline Content – Website 11



• 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 – Cùng Bé 
Đánh Răng for children like Facebook. 

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

Source: P/S Vietnam YoutubeOnline Content – You Tube
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Online Content – Youtube
Campaigns

• Moreover, the use of cartoon content is 
implemented for the “Cùng Bé Đánh Răng ” 
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

P/S Con Răng To Mẹ Răng Nhỏ video contents 

P/S CSR Campaign video contents

Source: P/S Vietnam Youtube
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Online Content – Facebook
Cover Photo

• 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 – Cùng Bé 
Đánh Răng along with the products promoted in the campaign.

Source: P/S Vietnam Facebook
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ONLINE CONTENT – FACEBOOK
Campaigns

P/S push engagement with customers 
through posting relevant content about 
what customers care about the brand 

Collecting recycle 
toothbrush to creat 
trea pot

Source: P/S Vietnam Facebook
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• Specifically, P/S regularly promotes Green and CSR 
Campaign on Facebook via minigame to promote Public 
Relations and the sustainability image of the brand to attract 
customers. 

• Additionally, the brand’s most posted campaign over the past 
3 months is Cùng Bé Đánh Răng – the campaign that has 
gone viral for its success in encouraging kids to brush their 
teeth through games, stories and cartoon series about 
brushing. 

• The brand also collaborated with singers such as Justatee
to promote the campaign

è Understanding customers’ sensitivity about environmental 
protection and parents’ difficulty in stimulating their kids to brush 
their teeth, P/S actively promote relevant campaigns with 
celebrities on Facebook to push interaction with customers. 



ONLINE CONTENT – FACEBOOK
Products launch/ Products promotion

• 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 AI 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. 

Source: P/S Vietnam Facebook
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Online Content – Facebook

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.

Source: P/S Vietnam Facebook
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ONLINE CONTENT – INSTAGRAM’S USE OF KOLS

• 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 – Cùng Bé Đánh Răng 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. 

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

P/S mission –
“Protect Smile”

Source: Instagram
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ONLINE CONTENT – INSTAGRAM’S USE OF KOLS

Ư

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

P/S focuses on collaborating with KOLs who 
do family contents to influence parents to 
purchase P/S products for their kids.

Brand advocate –
Nam Thuong posted 
using products from 
the – Cùng Bé Đánh
Răng campaign of P/S

è The brand 
successfully influence 
KOLs parents to share 
their products and 
campaigns on 
Instagram

Source: Instagram

• 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 
childrens’ dental care, etc). 

19



Recommendation
Online Content – Instagram

20

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.  

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.

Source:  Barroso, Parker & Bennet 2020
Statista 2021
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Traditional Content – Live show on VTV6

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 
è Brands constantly sending caring message to parents during the pandemic.

21



Offline Display
On-Shelf Merchandising 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.  

è Effectively promoting products in offline channel 

P/s 
tooth
paste

Wide 
cover 
range

P/s
Tooth
brush

Top Display

Bottom Display

Middle 
Display
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Offline CSR Event

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.

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

Source: P/S Vietnam Facebook
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P/S Content on Third-Party

P/S sells online through Lazada and Shoppe (e-
commerce platforms). The brand corporates with 
these platforms to create contents about 
promoting and announcing new products. 

Shoppe and Lazada act as third-
party selling tools for P/S

Source: P/S Vietnam Website
Unilever Vietnam Shopee
Unilever Vietnam Lazada
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Offline-Encourage book Content

Not only created the "Vừa Chải Vừa Chơi" kit of toothbrushes and 
toothpastes for parents and kids, P/S also created a comic series "Mẹ 
răng To, con răng Nhỏ" to encourage children brushing their teeth 
everyday and awaring that brushing teeth is an interesting activity.

Source: P/S Mẹ Răng To Con Răng Nhỏ digital comic book
Tiki – P/S Vừa Chải Vừa Chơi kit 
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BRAND CONSISTENCY – CONTENT
Campaign

Website

Facebook

Youtube

Instagram 

Offline

• Generally, there is synergy across P/S channels in 
promoting its Cùng Bé Đánh Răng campaign, with 
a uniform use of family and child-friendly image 
content in collaboration with celebrities/ KOLs to 
promote the campaign. 

• This creates a favorable conditions for 
customers to remember the image of the 
campaign.

• Although the brand does not have an official 
Instagram channel, it utilizes the influence of 
KOLs (especially family content influencer/ 
creator) to approach more parents who are 
having young children and interested 
watching family contents.

è 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
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Website

Facebook & Offline CSR Campagin content

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 Cùng Bé Đánh Răng but also on other CSR 
campaigns to embrace the image of P/S. 

BRAND CONSISTENCY – CONTENT
Campaign
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Website

Facebook

Youtube

• 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. 

BRAND CONSISTENCY – CONTENT
Product promotions
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2. Brand Messages to 
Consumers
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BRAND MESSAGE

• 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. 
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3. Brand’s Tone 
of Voice 

33



BRAND’S TONE OF VOICE 

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.

è Fomal tone is used for informational and trustworthy 
purpose.

However, the tone of contents about oral 
heath/ care are friendly yet informative
for customers to read more easily. 
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BRAND’S TONE OF VOICE 
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.

è Friendly, easy-going and laid-back tone for 
engaging purpose.

Youtube

Facebook Offline Book

• 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. 
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4. Brand Master Theme

PRACTICAL

SMART

MAGNETIC

IMMERSIVE

Entertainment

Board

Useful

Personalized
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Master Theme – Practical
Cartoon Series & Encourages-Book content 

Through the “Con Răng To Mẹ
Răng Nhỏ” cartoon series, P/S 
supported parents to educate their 
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.

è Parents can rely on P/S contents to 
educate their child about oral 
care habits.
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Master Theme – Practical (Website)

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. 
è Consumers can rely on this information to decide the right oral 

care product for their child's needs and themselves.
è Informative and trustworthy contents support the brand to 

gain more trust from customers and increase conversion rate.

36



Master Theme – Magnetic  
(You Tube) 

Through the  “Học bố chải răng” 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"
è P/S reminds parents not to forget to brush their teeth because it will adversely 
affect children's daily brushing habits.
è 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.
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Master Theme – Magnetic  (You Tube & Facebook) 

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. 
è 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.
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Brand Master Themes Overview

PRACTICAL
P/S has supported parents in educating 
their children to brush their teeth twice 
a day with attractive and engaging
contents. In addition, the brand refines 
the necessary information and usage of 
its products to provide relevant 
contents to customers and gain brand 
trust as well as reach out to potential 
customers who have not tried its 
products.

MAGNETIC
P/S has performed a high social 
responsibility by creating family-related 
content, reminding parents as the main 
influencers of their children, and 
reminding people to clean their houses 
from the smallest thing like replacing 
toothbrush for Tet. Through engaging 
and emotional contents, P/S has 
received thousands of positive 
responses with a high level of 
engagement. This not only increases the 
number of loyal customers but also 
acquire more potential customers to the 
brand.
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5. Brand 
Framework
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RATIONAL APPEAL
Rational appeals in advertising comprises detailed or compelling information and logical arguments (Zhang et al. 2014)

W
eb

si
te

Facebook

• 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. 

• 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.

Source: Zhang et al. 2014 
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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 evokes excitement from customers by 
creating award-winning minigames, minigames 
with family content such as "sharing a smile with 
mom" attracts many customers’ interactions. 

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

• Trendy Music video collaborates with famous singer from the 
brand also catch people’s attention. 

Source: Grigaliunaite & Pileliene 2016 
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MORAL APPEAL

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

• 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. 
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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 
highly related to everyone to attract  from potential customers. Additionally, P/S also utilises the 
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 
image of the brand (Shim, Chung & Kim 2017). 

Source:  Musa et al. 2015
Song, Wang & Han 2019
Shim, Chung & Kim 2017
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6. Core Brand 
Positioning
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1. Competitive 
Environment

2.Target

4. Benefits
7. 

Disc
rim

inato
r

6. Reason To 

Believe5. V
alues & 

Personality

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 
Vietnam: 

- Colgate
- Close up
- Sensodyne
- Etc.

(Kantar, 2020)

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. 

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

Source: Kantar 2020
46

3. Insight

8. Essence
“PROTECT YOUR 

SMILE”



3. Insight

1. Competitive 
Environment

2.Target

4. Benefits
7. 

Disc
rim

inato
r

6. Reason To 

Believe5. V
alues & 

Personality

8. Essence

5. Value & Personality
• Values: "Encourage smile 

confidence from embracing oral 
care"

• Personality: Caring, Cheerful, 
Thoughtful, Faithful, Emotional, 
Friendly. 

6. Reason To Believe
• A long-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 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.

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.

“PROTECT YOUR 
SMILE”

Brand Key
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