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WE CONTINUOUSLY CREATE IMPACT-DRIVEN SOLUTIONS
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STRATEGY & GROWTH !
Marketing strategy
Brand strategy
Consumer & market insights
S

' ~ CAMPAIGN

" IMC Campaign
TVC, Video & Key Visual
Corporate Identity
Packaging Design
Brand Website

SOCIAL MEDIA, PR &
INFLUENCERS

Social Content & Management
Influencers & Creators
PR & Press
Paid Social & Search
Media Planning & Buying

Al CREATIVE &
PRODUCTION

Al TVCs & Brand Films
Al Key Visuals
Al Product Shots & Animation
Social Video Ads
Concept Films & Animatics

APRIL - - @E-




BRANDS WE HAVE ACCOMPANIED WITH

DIAGES  fiflly i e e wme A
Jd:ee HUGGIES @ ORION Hada Labo Canon be
SANOFI\J unicharm Groo traveloka® Vivo K+ nicsen
<N @ Pinetree  sonv e Caryn  TOSHIBA
Ag@)@ Il Manulife Cormfee 2= VIN ItI‘OMES e Uikoda

_ & ( OUR CLIENTS ) a




CASE STUDIES







Executive summary

BRAND INFORMATION

Diageo is the largest multinational producer of alcoholic beverages from the UK. It owns many
leading spirits brands globally, including Johnnie Walker (from premium to luxury products),

Mortlach, Singleton, Talisker, etc., suitable for a wide range of customers from mainstream to
luxury.

FIRST BRIEF IN 2019

During Diageo's global summit in Vietnam, Diageo approached April with the goal of creating a

breakthrough to enhance brand recognition in the Vietnamese market.
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The summit coincided with the
US-North Korea handshake during
the 2019 Hanoi Summit.

Johnnie Walker @
019 - &

Mt 1an nang ly, nghin 1an thudng mén!

JOHNNIE WALKER
Kiep Witking

This creative live content
generated ~2400 organic
interactions and was the first

5 YEARS OF PARTNERSHIP

Based on strategic direction, April has been responsible for everything from Social Plans/Fanpage Management to Packaging Design & Thematic Communication,

with the following criteria:

» Man: Understanding the Dark Market and the consumer base. + Material: Innovative connections with partners from various fields.
» Method: Strategic mindset applied in every consultancy activity. » Money: Best-value-offer in terms of both cost and effectiveness.
STRATEGIC IDEA ALWAYS-ON-CONTENT

As Diagea's partner, April conducted in-depth research into the brand, the market, and consumer needs,
proposing the ARTIST COLLABORATION strategy. Over 2 years of implementation, this approach laid the
foundation for creating uniqueness, from packaging to thematic campaigns, continuing to evolve.
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John Walker & Sons John Walker & Sons Johnnle Walker Blue Johnnie Walker Blue
XR 21 x Phap Lam artist XR 21x Dau Bac artist ~ Label x Musician Label x Contemporary artist
Do Huu Triet Quach Phan Tuan Anh  Trinh Cong Son Lieu Nguyen

2023 HIGHLIGHT ACHIEVEMENTS

Through Always-0n Content, April effectively
communicates Diageo’s multiple brands while
maintaining the distinct characteristics of each
product line, from visuals to messaging.
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Muse design awards
social post marking the start of a
5-year collaboration between Ml ‘ Diageo Capital Event 2023 - OTHER CAMPAIGNS
Jenecandopl B 111 Strategy into Action In addition to this, April has partnered with Diageo to
5 ) - é‘ #F E e O carry out numerous campaigns, ranging from Social
: o S VTV24 - Giif Iifa nghé B3u Bac ; h
' ' =] Plan to Thematic Campaigns:
King George V x Johnnie Walker Blue Label  Johnnie Walker Blue Label « 2019: White Walker thematic launching.
SAl BUSC Lacquer artist x Contemporary artist Lieu  x Artist Hung Ro & Digital « 2020: Celebrate 200 years of Keep Walking.
: g Dinh Van Son Nguyen & fashion designer artist Lucia Pham Premium Core Summer Highball social.
HOA BINH Nguyen Hoang Tu + 2022: Johnnie Walker 48 Y.0 launching.
« 2020-2021-2022: Special Releases.
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https://www.brandsvietnam.com/congdong/topic/330829-April-Advertising-gianh-giai-Bach-Kim-tai-the-Muse-Design-Award
https://youtu.be/I9CY8TZSBeU?si=1t508vEL-Iizd3uS&t=1864
https://youtu.be/I9CY8TZSBeU?si=1t508vEL-Iizd3uS&t=1864
https://youtu.be/I9CY8TZSBeU?si=1t508vEL-Iizd3uS&t=1864
https://www.youtube.com/watch?v=v761FYULWJU
https://www.youtube.com/watch?v=v761FYULWJU
https://www.youtube.com/watch?v=v761FYULWJU

Highlight project

The summit coincided with the US- )f;
North Korea handshake during the 4
2019 Hanoi Summit. JOHNNIE WALKER

This creative live content generated
~2400 organic interactions and was
the first social post marking the start
of a 5-year collaboration between
Diageo and April.
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Johnnie Walker

February 28, 2019 . £
M®6t I3n nang ly, nghin 1&n thudng mén!
Thudng thifc c6 trach nhiém, 18+.
Khong chia sé ndi dung nay cho ngudi dudi 18 tuéi.
#JohnnieWalker #DangCapDichThuc
#SaiBuocTienPhong

® 2.2K 108 @ 116 dp

d5 Like () Comment 4> Share

Most relevant «

f ‘) Nguyén Dinh Phong

Like Reply @&

2 Author

Johnnie Walker

Chao ban, khéng biét chling tbi
c6 thé gilip gi dudc cho ban.
Ban vui long kiém tra tin nhin
Johnnie Walker gUfi t&i ban

4y Like Reply

* M  Kiem Tien Thanh

Ad cho hdi khu Bai Hoc Céng Nghiép
Nhén thi mua & ché nao gan nhat va
chét ludng vay ?
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Highlight project

John Walker & Sons XR 21 x Phap Lam Artist Do Huu Triet

April brought international sophistication, deeply rooted in an understanding of Vietnamese culture and art history,
by collaborating with Phap Lam artisan Do Huu Triet. He crafted Tet holiday packaging for XR 21 using the ancient
Phap Lam technique, a craft that had been lost for centuries, once used exclusively in the Hue royal court.

Video link
Johnnie Walker @
e October 17,2020 - £
JOHN WALKER & SONS XR 21

NAM TUOI BINH CAO CHE TAC
JOHN WALKER & SONS XR 21 NAM TUOI
DINH CAO CHE TAC

K¢ nghé phuong Ddng, véi nghé thuét that
truyén triéu Nguyén.

Tuyét tac phudng Tay, véi huong vi dang cap
bac thay.

Su giao thoa ruc rd ctia hai tinh hoa ché tac
Dong Tay da khai sinh nén kiét tac John
Walker & Sons XR™ 21 N3m tudi phién ban
Phép Lam gidi han.

JOHN WALKER & SONS XR 21 NAM TUOI

T e

Vé dep I6ng ldy dn tugng cang nang tam pham
vi thugng Iutu khi song hanh cling biéu tugng
phudng hoang quyén tudng van biéu trung cho
diém lanh phu quy.

See less
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Up Next

Nguyén rap chiéu
phim ndo loan vi Hi...
Hién H6 @

a year ago- 5.9M views
B&ng Tim tai resort

Hon Co Ca Na
4 Chinh Nghia @

DRINK RESPONSIBLY. 18+
DRINKIQ.COM
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cmd) 2 year ago-6.9M views
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https://drive.google.com/file/d/1nT3DF8DuWxlOF50x3oRsHYwBaUJ1C7sn/view?resourcekey
https://www.youtube.com/watch?v=wXlh3WVVb8E

Highlight project

John Walker & Sons XR 21 x Silver Artisan Quach Phan Tuan Anh

Continuing to demonstrate a deep understanding of Eastern culture, history, and a strategic vision for a Western
brand, April orchestrated the East-West fusion collaboration with Artisan Quach Phan Tuan Anh, a master in silver
craftsmanship, which has become a lost art.

Video link

‘THOSE UNDER LEGAL DRINKING AGE.

Johnnie Walker @ iy
‘e November 18, 2021 - &

JOHN WALKER & SONS XR PHIEN

JOHN WALKER & SONS BAN DAU BAC DINH CAO CHE...
JOHN WALKER & SONS XR PHIEN BAN DAU
XR COLLECTION BAG

2 £ DINH CAO CHE TAC
D i .H CAO£ HE TAC Dau bac - tinh hoa ctia nghé kim hoan truyén
S thong Viét Nam c6 lich st nghin nam thang
¢ o - ®  trdm, ton vinh k¥ thuat bac thay trong qua
trinh dan dét nén hoa van tif nhifng sdi bac
tinh xao.

Choéng ngdp bdi nét 16ng Iy, ddm say bai
chat thudng hang.

Sénh tdm cling nghé thuat tao tac hoang gia la
hudng vi whisky tran quy tuyét hao, su giao
thoa ddc ddo vé tién khoang hau da tao nén
vé ruc rd tot bac cho bd suu tap John Walker
See less
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https://drive.google.com/file/d/18YY5ghsUxv_k2YaDUTUNyo8gsrvLmmCd/view?resourcekey
https://www.youtube.com/watch?v=wXlh3WVVb8E

Highlight project

MUSE DESIGN AWARD

«\

JOHNNIE WALKER

Jauy WAtk & Sovs: e
KING GEORGEV. W

Royal Masterpieces of the East and West

Client:
Johnnie Walker Vietnam

Silver Filature Arti
Quach Phan Tuan

Lacquer Artist:
Dinh Van Son

Year: 2021-2022

CASE STUDIES ) @

'HE PLATINUM WINNER

n Walker & s X.R Collection:
Silver Filature Edition - 3 limited
boxes

John Walker & King George V:
Lacquer Edition - Uniquely crafted
bespoke

muse

DESIGN
AWARDS

2023

JOHN WALKER & SONS..
KING GEORGE V.

BLENDED SCOTCH WHISKY

_ TONVIN
LAY LUNG V.
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Highlight project

King George V x Lacquer Artist Dinh Van Son

The King George V whisky stirred inspiration in lacquer artist Dinh Van Son, who created a one-of-a-kind lacquer piece to
harmonize the royal imagery of both Eastern and Western influences. The artwork featured the iconic Long Ma, symbolizing
prosperity and wealth, bringing good fortune for the 2022 Lunar New Year, marking a year of recovery post-pandemic.

JOHN WALKER & SONS..
KING GEORGE V.
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JOHN WALKER & SONS..
KING GEORGE V.

BLENDED SCOTCH WHISKY

< JouN WALKER & SONS.
KING GEORGE»V.
o scoTci WHISKY
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Highlight project

Johnnie Walker Blue Label - Late Musician Trinh Cong Son

Inspired by the shared worldview and the poetic artistic legacy in the music heritage of the late musician Trinh Cong Son,
April created an exclusive collaboration between the rare and distinguished Johnnie Walker whisky and his legendary,
captivating, and sophisticated songs.

Video link

Johnnie Walker
.- January 13, 2022 . &

JOHNNIE WALKER BLUE LABEL
PHIEN BAN TRINH CONG SON GIGI
HAN

JOHNNIE WALKER BLUE LABEL PHIEN BAN TRINH

CONG SON GIGI HAN...
See more

e 436 IQ 14M®

dY Like () Comment > Share

Johnnie Walker Blue Label

Tk Conp 5"

Limited Edition

Video link

#+ Johnnie Walker =
L. February 28,2022 &
BLUE LABEL TRI AN TAI NANG HIEM CO VIET
See more

w578 35 @ 352
dyLike Q) Comment ) Share

PLEASE DRINK RESPONSIBEY
DRINKIQ.COM

PLEASE DRINK RESPONSIBLY
DRINKIQ.COM

CHAT V| TINH TUY

VINHDANH
HUYEN THOAI !
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https://www.facebook.com/JohnnieWalkerVietnam/videos/1336691203408505
https://www.facebook.com/JohnnieWalkerVietnam/videos/4762513170533231
https://www.facebook.com/JohnnieWalkerVietnam/videos/1336691203408505

Highlight project

Johnnie Walker Blue Label x Contemporary Artist Lieu Nguyen

For Johnnie Walker Blue Label, which is associated with contemporary positioning, April suggested collaborating with
contemporary artist Lieu Nguyen Huong Duong. His renowned pointillist artwork and creative thinking enhanced market
awareness of the product, creating a visually rich and unique brand experience.

Video link

CASE STUDIES
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PLEASE DRINK RESPONSIBLY
DRINKIQ.COM

L JE
TINH TUY SONG HANH HOI HOA
DUGNG DPAI

TINH TUY SONG HANH HOI HOA BUONG DAl

Nhimng trai nghiém hudng vi khic biét.
Nang tAm phim chét ding cp gidi tinh hoa.

Céc 16p mau da ting cam xic.
Kién tao tuyét phdm nghé thut da sic mau.

Man két hop hoan hao gilra dong whisky ling danh
va hdi hoa dudng dai dd mang dén b suu tap
Johnnie Walker Blue Label phién ban Lidu Nguyén
@dc nhét, mét bidu tudng cla su tinh tly gitp chd
s8 hitu khing dinh vi thé thugng luu.

Van tinh than khéng ngifng sai bude, vin chat vi
sdu lang manh mé khai ngudn cam hifng bat tan,
cdn kiét tac ndo quyén rli bang Blue Label trong
phién ban déc nhat?

#.1ohnnieWalker #KaanWalkina #Rlual abhal
See less

®® 145 1@ 153K®@
d" Like Q) comment  £> Share

Comments

Most relevant v

RESPONSIBLY 18-. DRINKIQ.COM
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https://drive.google.com/file/d/1GJY0pAZ_EjykHnHH19VrHNXtnhACuSPt/view?resourcekey
https://drive.google.com/file/d/1GJY0pAZ_EjykHnHH19VrHNXtnhACuSPt/view?resourcekey

Highlight project
Johnnie Walker Blue Label x Contemporary Artist Lieu Nguyen & Fashion Designer Nguyen Hoang Tu JOHNNIE WALKER
‘\/\tﬂl\mqg&j Blueﬂah BI NCUYEN HOANG TU!
The Artist Collaboration platform continued with the combination of Lieu Nguyen's contemporary visual art and fashion designer
Nguyen Hoang Tu's modern fashion design philosophy. Both drew inspiration from Johnnie Walker Blue Label, crafting artistic

ya ~? ~ ~ ~
expressions that highlighted the brand's luxury, modernity, and sustainability. NET BUUNG BAl CHUYEN MlNH BEN VUNG

WALKER.

Tabel  seoss s 17 AR

BE MADE OF DEPTH
BUGC B1 VUON TAM BEN VONG

Drink responsibly.
Do not share this for those
under legal drinking age
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MORTLACH
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Highlight project

Mortlach Intercontinental Da Nang

Video Link
umy
PAC QUYEN TINH HOA
—o o ( CASE STUDIES

Mortlach Launching Event Video
Video Link

ligil
S

5

WHISKY'S BEST KEPT SECRET

PLEASE DRINK RESPONSIBLY. 18+
DRINKIQ.COMm
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https://www.youtube.com/watch?v=wXlh3WVVb8E
https://www.facebook.com/MortlachVN/videos/448122936010796/?v=448122936010796
https://www.facebook.com/MortlachVN/videos/448122936010796/?v=448122936010796
https://www.youtube.com/watch?v=wXlh3WVVb8E




ROYAL S
ARCTIK A Packaging Design

Royal Arctika is a premium beer brand born from
European brewing heritage and a spirit of
exploration.

Crafted with meticulous attention to ingredients and

brewing precision, the brand brings together
distinctive Arctic-inspired innovation and refined taste

to create a more elevated beer experience.

Its portfolio includes Day Chiller, a refreshing light
lager crafted to complement food, and Night Strong,
a smooth, complex strong lager inspired by whisky-
aged aromas.

Wl n‘

I uw BREW

BN (7ASMOOTH = WHISKY AROMA Spqy,
B 1
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ROYAL .
M{CTIK A Packaging Design
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ROYAL ind Desi
M{CTIK A Packaging Design

i & DAY CHILLER
| 3% GOURMET BEER FOR FOODIES

s [ Y Ultimate Lasting Refreshment.
* / ' 8 A Gastronomic Revolution.
§

. B | Crafted to complement food, Day Chiller Beer delivers crisp, lasting refreshment
4! /Z ‘ | shaped by European brewing tradition and medern refinement. Enabled by the patented
| Arctic Frost Effect™, a natural cooling sensation from Siberian wild hops, it cleanses
the palate and sharpens flavors — remaining clear and balanced from the first sip to the
last bite. -

P ol
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ROYAL
ARCTIKA

Packaging Design

( CASE STUDIES

NIGHT STRONG BEER
WHISKY AROMA

Boldly Complex.
Unbelievably Smooth.

Inspired by whisky-aging aromas, Night Strong delivers a rare balance
of strength and smoothness, with a subtle bourbon sweetness that
unfolds gently on the palate. Warm and indulgent in character, it is
made for slow moments — offering depth and refinement for those who
appreciate whisky notes without the weight of the morning after.

23
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m)\CTHm Launching Campaig

. Royal Arctika wn  Royal Arctika we  Royal Arctika
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ROYAL

ARCTIK A Launching Campaign

WL

Royal Arctika

ARG ”
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& Delivery service IMC campaign - Executive summary

BRAND INFORMATION

Jollibee is a leading fast-food chain from the
Philippines that entered the Vietnamese market in
2005. Over the years, Jollibee has grown significantly,
becoming one of the top 3 fast-food brands in
Vietnam, with 176 stores.

The brand is well-known for its positioning: "More
Delicious, More Fun", with its signature products being
Chickenjoy and Jolly Spaghetti.

PRODUCT INFORMATION

Jollibee Express Delivery is the brand's food delivery
service in Vietnam, characterized by its friendly and
efficient service that ensures the food's quality is
maintained during delivery.

CAMPAIGN OBJECTIVE

To increase awareness of Jollibee Express Delivery as
the best food delivery service for fast-food lovers.

CREATIVE DIRECTION

BRING THE WHOLE JOLLIBEE STORE TO YOU

JEDs (Jollibee Express Delivery), with the best service, ensures the quality from service to food is maintained as it is transported from the store to your location,
with the mission of bringing the entire Jollibee experience to wherever you are

HUMAN TRUTH PRODUCT TRUTH

Consumers are concerned that the quality of food delivered may not
be as good as dining in-store, which diminishes their experience and
lowers their expectations of the delivery service.

Jollibee Express Delivery ensures the best quality service and food
delivery, from the restaurant to your door, with a mission to bring the
full Jollibee experience to you.

SERVICE NAME
NGON VUI SHIP (YUMMY FUN SHIP)
L . KEY MESSAGE
GION NGON MOI LUC, VUI MOI NOI (CRISPY EVERYTIME, FUN EVERYWHERE)
KE HOACH TRUYEN THONG
Phase 1: Awareness : Phase 2: Amplify :
Jul Aug Sep Oct
Social post tease Release full motion KV Bumper ad

Community fanpages reup Community groups share & review

Always-on-content

- @@ \ CASE STUDIES
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& Delivery service IMC campaign - Highlight assets

Unskippable bumper ads T AN\
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|oII|bee app jollibee.com.vn 1900 1533
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https://www.youtube.com/watch?v=fhmqzPfTi3c
https://www.youtube.com/watch?v=fhmqzPfTi3c

Y
& Delivery service IMC campaign - Highlight assets

Always-on-content

& Jollibee Vietnam
&

. &  Jollibee Vietnam
sty December 30,2022 Q

«  Jollibee Vietnam
- mber 9, 2022 . Q
LUGNG CHUYEN VE, BEE SHIP TGI

sy November 3, 2

o

Thuat ngf méi "JOLLIBEE NGON VUI SHIP" @ DAT GA "NGON NGHE" CHO CUOGI TUAN VUI VE
TU dién clia ngudi choi hé "Ga" T ; : - A . - O O
g & o Chi musn Iusi biéng chit sau mdt tudn thigt mét moi? @ Thé ban hay cirxa "Xl chét’, con 3n “xa @Jin dé mdy ngay cudi thang phét chan, gits ludng d v, t6i g) ma khong xo8aa?! 3,
(danh tur) Iang" thi dé Jollibee looo! &
Dich vu giao hang dat chudn chat lugng 5 Ong vang, sdn sang “ship tan giudng” céc Jollifans nhiing Khai cn ndu nuéng, ciing chdng cn ra ngoai, chi cin app Jollibee, Jollibee Ngon-Vui-Ship lun sin é Lucng vé tay, m& ngay tiéc! 4 MO app dt JO”'DE?“NgO” Vui Ship ngay va ludn dé dudc phuc vy
miéng ga gidn rum hay mi Y dim s6t dam vi moi lic moi ndi, dam bao niém vui dén tic chi véi mét sang ship “tan giudng” nhifng miéng ga néng hdi, gidn rum va mang day nidm vuiiii. iy iy iy ngan mén ngon véi ga gion ngon moi lic, vui moi nait!!
& Go... See more ======3 ... See more

cu a-16!... See more

Jollibee =&

Jollibee &

Jollibee %

Ting Tine

Jollibee

i Q
ngon vui ship joiboa opp _ jollbea.comyn 19001533

Jollibee

ngon vui shi

jolibee.comvn 1900 1533

we 76 9 comments 2 shares @ Hong No

&  Jollibee Vietham
4-9 Decembe 022-Q
VUI SHIP DUT BIEM, AN MUNG GION NGON B B @
DU ban & bat c(r dau, dat hang Jollibee ngay! Ban sé vifa dudc thudng thic nhirng trén dau dinh cao,
vifa dudc tan hudng hudng vi ga gidon rum néng héi, xéng thing vao bung nhu nhitng dudng kién tao

tuyét vdi tir di bong yéu thich cla minh. @

Jollibee

Q
jolibee opp  jollibea.comvn 19001533
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Y
& KV Burger Tom - Executive Summary

————— @ @ ( CASE STUDIES ) &

CREATIVE DIRECTION
The Amazing Taste
The Amazing Toém-Burger
BRAND INFORMATION "We bring the amazing taste experience of the Shrimp Burger, making its debut at Jollibee for the first time."
Jollibee, a leading fast-food chain from the Philippines, entered the Vietnamese Keywords: Fresh shrimp, new flavor, first time, amazing taste.
market in 2005 and has since grown to become one of the top 3 fast-food brands
in Vietnam with 176 stores. KEY MESSAGE

Tom Burger - Tom that tuai, vi that méi (Shrimp Burger - Fresh Shrimp, Fresh Taste)

Jollibee is known for its positioning: "More Delicious, More Fun", with key products
like Chickenjoy and Jolly Spaghetti.

ART DIRECTION
PRODUCT INFORMATION Focus on the product to highlight the freshness and flavor of Jollibee’s Shrimp Burger, portraying it as an icon that invites consumers to indulge in its unique taste.

The shrimp burger is a product with high potential at Jollibee. Shrimp burgers are
also popular among competitors (such as KFC and Lotteria), but neither of them
has executed strong or clear communication for this product.

CAMPAIGN OBJECTIVES

1. Increase awareness of Jollibee’s new Shrimp Burger.
2. Differentiate Jollibee's Shrimp Burger from competitors’ products by
emphasizing the "More Real Shrimp" aspect.
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& KV Burger Tém - Highlight assets

Social post adaptation

Teasing minigame Announcing result

MJ/'J/\,,,
J
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Y
& Jollibee Chilli Chicken KV & Product video - Executive Summary

BRAND INFORMATION

Jollibee is a leading fast-food chain from the Philippines, which entered the
Vietnamese market in 2005. It has grown to be one of the top 3 fast-food brands
in Vietnam, with 176 stores.

Known for its slogan “More Delicious, More Fun,” its key products include
Chickenjoy and Jolly Spaghetti.

PRODUCT INFORMATION

Within Jollibee Vietnam's product lineup, Chilli Chicken stands out as a core
offering, attracting a wide customer base and contributing to strong double-digit
growth year on year.

Unique Selling Proposition (USP):
The perfect balance of spicy and sweet flavors in every bite.
Reason to Believe (RTB):
° Harmonious Sauce: The unique sauce recipe achieves a perfect
balance between sweet and spicy flavors.
° Intense Spiciness: Made with a blend of various chili peppers, the
chicken provides a deep, spicy experience from the inside out.

CAMPAIGN OBJECTIVE

increase awareness and drive preference for Jollibee Chilli Chicken among fast-
food lovers wha enjoy spicy flavars, not only for its great taste but also for its
mood-lifting qualities.

CREATIVE DIRECTION:

Spicy-bomb Chicken

When enjoying Chilli Chicken, consumers will immerse themselves in a variety of mood-enhancing sensations, from the bold spiciness to the
sweetness and juiciness.

HUMAN TRUTH
Flavars can evoke happiness and excitement, particularly the combination
of spicy and sweet.

Jollibee's Chilli Chicken delivers intense spiciness, combined with the
sweetness of the sauce and juicy meat, creating a harmonious taste
experience in every bite.

KEY MESSAGE
Ga sot cay - Cay cay ngot ngot, ngon biing vi
(Chilli Chicken - Spicy and sweet, booming flavor)

CREATIVE MAGNIFIER
To emphasize the bold flavor experience, the campaign focused on expressing the burst of excitement felt by consumers when

eating Chilli Chicken. This was conveyed through dynamic visuals and exclamatory descriptors like SPICY, SWEET, and BOOM! to
amplify the sensory impact of the product.

- @@ \ CASE STUDIES
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& Jollibee Chilli Chicken KV & Product video - Highlight assets
KV & TVC
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Video link
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https://www.youtube.com/watch?v=JAByGTAqf-w
https://www.youtube.com/watch?v=JAByGTAqf-w

L
& Jollibee Chilli Chicken KV & Product video - Highlight assets

Social posts

«#  Jollibee Vietnam
g March9-Q
M6t mén siéu “HOT” véi sur hoa quyén cay cay ngot ngot, s&n sang chinh phuc moi gu. Jollifans sao
ma quén dudc su két hdp bifng vi nay ding khéng nao? &
Ban da doan dudc "idol" ga ran nao chua né. Tha ngay mét 4 /% dé Jollibee biét y ban véi nhe
2 Jollibee Viét Nam
= ... See more

Jollibee &

'\
\‘l

#'® Tin Hoang, Shuu Shuu and 172 others

20 comments

& Jollibee Vietham

e March11.Q

Ga Sét Cay - Cay Cay Ngot Ngot Ngon Bifng Vi

Chéng thé cudng lai khi Ga Sét Cay tai Jollibee ludn Ia "chan 4i" cho nhifng ai dam mé vi cay bat tan
cla 6t

R0 ngay @ngoanxinhiu clia minh dé ghé Jollibee gan nhat dé thutng thic G& S6t Cay chi véi

35.0000/miéng cho thda cdn thém ngay nha!
----------------------- ... See more

www.jollibee.com.vn ¢ 19004333 * Giao Hang Tan Noi * Mua mang di

#® You, Tin Hoang, Shuu Shuu and 261 others

CASE STUDIES

44 comments 14 shares

#_ Jollibee Vietnam
Jowmeg March 26-Q
M Ga S6t Cay ngon bifng vi chi véi 35.000D/miéng, théi bling cudc vui véi vi CAY CAY NGOT NGOT
cuc da, dam bao |am ban phat mé tir miéng dau tién!
Thir ngay bifa tiéc birng vi cing Ga Sét Cay tai Jollibee nhé @

M Jollibee Viét Nam
= ..See more
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o,
& Jolly Spaghetti KV & Product video - Executive Summary

BRAND INFORMATION

Jollibee is a leading fast-food chain from the Philippines, which entered the
Vietnamese market in 2005. It has grown to be one of the top 3 fast-food brands
in Vietnam, with 176 stores.

Known for its slogan “More Delicious, More Fun,” its key products include
Chickenjoy and Jolly Spaghetti.

PRODUCT INFORMATION
Besides Chickenjoy, Jolly Spaghetti is another favarite product, leading Jollibee
Vietnam with a growth rate at double-digit growth in 2023.

USP: Cheese. Meat. A Sweet Surprise!

RTBS:

1. Sauce: Delicious spaghetti with a blend of cheese and beef sauce on top

2. Pairing: Enjoy and balance the flavars when eating Jolly Spaghetti with Fried
Chicken

CAMPAIGN OBJECTIVE

Increase the recognition and love of Fast-food lovers for Jollibee Jolly Spaghetti
not only because of "Great tasting” but also "Mood lifting"

CREATIVE DIRECTION:

The symphony of flavor

Jolly spaghetti connects exciting flavors into a mouthwatering harmonized experience like a melody of enjoyment.

HUMAN TRUTH
Plentiful flavars can uplift people’s excitement, especially
when blended harmoniously.

PRODUCT TRUTH
Jolly spaghetti with the harmonizing of cheese and beef
sauce on top creates a mouthwatering and enjoyable
experience.

: KEY MESSAGE
My Y Jolly - S6t, My hoa nhip. Ngon hét y

(Jolly Spaghetti - Sauce, Noodles in harmony. Delicious)

CREATIVE DEVICE

Phase 1: The shadows of the noodles form lines on the talent's shirt, connecting the musical notes embroidered on the shirt into a musical score.

Phase 2: Use the shadow of a hand holding a fork to print on the wall the image of a conductor coordinating the orchestra.

- @@ k CASE STUDIES
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& Jollibee Jolly Spaghetti KV & Product video - Highlight assets

KV&TVC

Ngon hety

Video link

CASE STUDIES ) &
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https://www.youtube.com/watch?v=JAByGTAqf-w
https://www.youtube.com/watch?v=oJADmz6G0tY

F&B

VIKODA
RE-LAUNCH CAMPAIGN
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Key Message:

Vikoda - Nguyén ban nhu ngoc trong da

Vikoda.

B i, M i) b 9t sl

Key Visual Series
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THE WORK SHOWCASE

A Ngot Thanh Tim ©
a

Vikoos ‘ UONG VIKODA
L & | HUONG TRON '\'lh‘«'-‘b‘k'

SUNG TAYE’ 3 > < o mrchne v ot
oF WODA DAy, : KHOE TU
VIKODA!




THE WORK SHOWCASE

trong té

HOM NAY BAN PA
“TUOI NAO" CHUA?

FUNFACT SERIES

CASE STUDIES

L& chua cay khién trai tim cau cé.
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F&B

MARINE BOY

DIGITAL CAMPAIGN

CASE STUDIES
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CHALLENGE

Marine Boy has been a beloved brand by kids, especially age 4-9 due
to its appealing creative snack mold, game case and the whole
story about a marine world. After the successful Marinevenger
launch in 03 seasons, the brand was struggling with the sale drop
gradually. The problem mainly lied on the crafted model which was
no longer suited for kids' interest, so it is challenging to maintain
the sales. Either keeping the same game direction or changing to
another kind of game, and then which tactics will sustain kids'
interest for 03 months and more, April had started the challenge by
doing qualitative research to find exactly the answer.

OBJECTIVES

* Regain the brand preference & enhance repeated purchase after
the sales peak
» Push sales grow 30%

DELIVERABLES

* Anintegrated plan for 3 months including strategy &
creative

* Assets, communication framework, social tactics

» Concept & executional idea with design

» KOLs outreach to spread out the campaign

WE ARE REALLY INTO THEIR IMAGINATION WORLD!

!

—o o ( CASE STUDIES D =
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New Characters

While card is still the most favorite of kids
at thisage, butis it can be more playful &
extraordinary that leverage their
imagination to an upper level?

Starting with characters, they are utilized
from the current crew of Marine Boy due
to its familiarity with kids. Toadd on, they
are attached with cooler combat skills and
upgraded cuteness to cooler machinery
appearance.

New Mechanic

Instead of playing card by card as
usual, the new mechanic introduces
kids a way more interesting battle by
enabling to collect and craft cards that
empowers compound power of the
character. We make it battle- worthier
with stronger power and function, but
still keep it simple to play, which is
comprehensive for kids at this age and
make it shareable with their friends.

DOPI CHARACTER
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https://www.youtube.com/watch?v=m7OyRRto5D0




PN ﬂ Branding campaign - Executive summary

BRAND INFORMATION

PNJ (Phu Nhuan Jewelry) is a fashion brand
targeting women, known for its core values of
creativity, elegance, and trustworthiness.

PNJ’s brand positioning is focused on honoring the
true value of women, inspiring confidence and
motivation, and empowering them to express their
uniqueness.

CHALLENGES & COLLABORATION CONTEXT

PNJ aimed to engage three different target groups
using specific platforms:

° Romantic Relationships

° Family Bonds

° Personal Empowerment

For the Personal Empowerment platform, PNJ
focused on Self-Celebration, a concept rooted in
self-love. However, self-love is a popular theme
within the jewelry, fashion, and cosmetics
industries, making it challenging for PNJ to stand
out.

Therefare, PNJ sought a creative concept that would
distinguish the Self-Celebration platform and appeal
to women aged 30-45 during key seasons such as
Lunar New Year and Christmas.

TARGET AUDIENCE

Women aged 30-45 who are:

° Modern and Open-minded

° Confident and Independent

e  Know how to enjoy life and reward themselves
These women are self-aware and no longer driven by societal
expectations. They are confident in their abilities and proud of

CONSUMER TRUTH

The target audience for PNJ consists of women who are in their
"prime"” stage of life. They have enough experience and self-
awareness to not be influenced by external factors, yet they still
know what the best choices are for themselves.

They have the right to choose the best for themselves.

BRAND TRUTH

With PNJ's positioning of honoring the true value of women:
e  PNJis not just thetop choice for jewelry.
. PNJ has also become a'trusted brand, linked to
the right to shine through self-awareness,
deserving recognition and appreciation.

their achievements, choosing what's best for themselves

CREATIVE CONCEPT

MY QUYEN CHU TOAN (WHOLLY BEAUTY RIGHT)

Deep within every woman is the instinct to seek beauty. What could be more fulfilling than enhancing your own beauty and that of your loved ones from a place of self-love and belief that you're choosing the best?

CREATIVE ASSETS

Xmas Photoshoot Than tai Quy Mao (6od of Wealth - Yearof thecat)  Tet Photoshoot Than Tai (6od of Wealth)

Product video ITvC

My Quyén (Beauty right) - Ha Nhi
Music Video

7Ty Ouyeny]
&V &S 1

; !Mn 4

In addition, by using Influencer, Community, and PR strategies, we effectively spread the inspirational message to the target audience across all touchpoints.

IA\\ o

, PNJ
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PN ﬂ Branding campaign - Highlight Assets

My Quyén (Beauty right) - Ha Nhi
Music Video

Video link
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https://www.youtube.com/watch?v=ZNOBEm7to6o
https://www.youtube.com/watch?v=ZNOBEm7to6o
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PN ﬂ Branding campaign - Highlight Assets

Than tai Quy Mao (God of Wealth - Year of the Cat)
Product video

Video link
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https://www.youtube.com/watch?v=aPz4ZAuY4Io
https://www.youtube.com/watch?v=aPz4ZAuY4Io

PN ﬂ Branding campaign - Highlight Assets

Than Tai (God of Wealth)
iTVC

Video link
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https://www.youtube.com/watch?v=l3hHo9A6ErA
https://www.youtube.com/watch?v=l3hHo9A6ErA

PN ﬂ Branding campaign - Highlight Assets

Xmas Photoshoot

CASE STUDIES

Tet Photoshoot
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Hada Labo pigital campaign - Executive summary ///

BRAND INFORMATION

Hada Labo is a well-known cosmeceutical brand with
arich cultural heritage rooted in Japan, which gives
it a distinctive brand identity. The brand provides
three product lines for Vietnamese women:
moisturizing, whitening, and anti-aging.

With the philosophy of “Perfect x Simple,” Hada Labo
focuses solely on delivering ingredients that truly
benefit the skin.

PRODUCT INFORMATION

Moisturizing & Cleansing are currently the
prominent trends in the cosmetics industry, aligned
with high customer demand.

Hada Labo aimed to increase awareness of its face
wash line by presenting a fresh, youthful image while
highlighting the product's unique features - cleansing
and moisturizing with advanced HA (Hyaluronic Acid),
targeting young women.

CAMPAIGN OBJECTIVES

1. Increase awareness of Hada Labo's face wash line.
2. Present a fresh, youthful, and joyful image while
highlighting the unique features of the product.

3. Capitalize on the rising trend of face washes to
capture market share.

CREATIVE DIRECTION
Simple Happiness /
By giving you perfectly clean and moisturized skin, Hada Labo helps you enjoy life’s simple pleasures. The campaign aimed to convey how the product delivers not only clear, hydrated skin but
also the joy that comes with feeling fresh and confident. 4
CONSUMER TRUTH BRAND TRUTH
| love things that are simple yet perfect; they can make my day, and having 3 ~ 'PerfectxSimple":
‘nerfect skin'is part of that." Hada Labo focuses on providing essential skincare benefits with an
emphasis on simplicity. It utilizes soap-free cleansing technology combined
with advanced Hyaluronic Acid (HA) to deliver perfect skin, emphasizing
minimalism and effectiveness.
CREATIVE ASSETS
MV ft Truc Anh Digital Photo Album ft Truc Anh Digital Product Photo Series
The campaign kicked off by MV with popular KOLto  Utilizing KOL imagery to boost brand recognition and create immediate Leveraging the simplicity and effectiveness of
capture attention from the target audience. impressions across digital channels. the product, a consistent visual concept was

used to highlight the product’s physical benefits.

STAY
HOME

Stay happy

Ban thuoc /zé"'lao
khi 6 nha?

In addition to the key assets that maintain a consistent and cohesive concept, we optimized the campaign’s effectiveness by employing strategies such as MV covers, video reactions, KOLs, social
challenges, reviews, and community engagement to boost interactions with the target audience.

—C)C)(
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Hada Labo Digital campaign - Highlight assets

Music video ft Truc Anh

The campaign kicked off by MV with
popular KOL to capture attention from

the target audience.

—o o ( CASE STUDIES ) =
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https://www.youtube.com/watch?v=O3D9CToCb5s
https://www.youtube.com/watch?v=O3D9CToCb5s
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Hada Labo Digital campaign - Highlight assets

Digital Photo Album ft Truc Anh 8t a8 oo

cham chi”

PERFECT X SIMPLE

Utilizing KOL imagery to boost brand recognition and create immediate impressions across digital
channels.

AT

§ A
-¥ ..

He nae cang nhé

STAY
HOME

Stay happy

Ban thuoc %lé 1a0
khi 6 nha“

voi Hada Labo nha!

----------------
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Hada Labo Digital campaign - Highlight assets

Digital Product Photo Series

Leveraging the simplicity and effectiveness of the product, a consistent visual concept
was used to highlight the product’s physical benefits.

—
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Pinetree

SECURITIES

IMC campaign - Executive summary

BRAND INFORMATION

Pinetree is a subsidiary of Hanwha Investment and Securities, a
member of the Hanwha Group, which is one of the seven largest
conglomerates in South Korea.

Pinetree Securities entered the Vietnamese market, positioning
itself as a digital financial solutions provider, with a mission to
offer investment opportunities to customers through innovative
products and services.

CHALLENGES

Pinetree had low brand awareness in the existing market, partly due
to its recent entry into Vietnam. Therefore, Pinetree aimed to attract
consumer attention by promoting appealing benefits such as:

o 0% trading fees

e  Nochanges in margin rate

e  No complicated requirements

CAMPAIGN OBJECTIVES

Capture attention and build awareness for Pinetree Securities among
the target audience by delivering the message of Chiing khoan
Pinetree - Tron dai mién phi (Pinetree Securities - Lifetime 0
Fee), thereby elevating brand recognition and solidifying the brand's
commitment to offering unique benefits to investors.

TARGET AUDIENCE

Mass audience who are interested in or currently investing in
Vietnam's stock market, encouraging them to consider Pinetree
Securities for their trading needs.

CREATIVE SOLUTION

Using the core message Chiing khoan Pinetree - Tron ddi mién phi (Pinetree Securities - Lifetime 0 Fee) the campaign focused on conveying
the product's functional benefits while also incorporating emotional storytelling to ensure memorable and long-lasting impressions of the brand.

Phase 1: Emotional enhancement
Digital film narrates the brand's story and values.

Phase 1: Functional education
Key visual ensures consistency in brand identity

Chu'ng khoén ?inetree

R "'MIEN Pi-li

00H and community channels maximize the spread of visuals
and messaging

Supporting assets attract interaction from the target audience:
e 'Lifetime zero fee' jingle
e  Microsite mini game designed for traders

Kinh 17 khé khénnhung van i [' 7
“Troh d&1 mién phi® }

—— "
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http://www.youtube.com/watch?v=Yslj6RJMHec
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e
Pinetree  |MC campaign - Highlight assets

SECURITIES

Key visual ensures consistency in brand identity

Pinetree Hanwha

ssssssssss

00H and community channels maximize the spread of visuals and messaging

Chitng khodn @metree

"‘r""ﬂﬁ [ 4B To:OTtronddiOphi |
Kinh 1& kh6 khén‘hung van 8 f' 3 e e j

.

I TRONDOI 4, "
" MIEN PH e aF
e S
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Pinetree  MC campaign - Highlight assets

SECURITIES

Digital Film - Story 1

%\
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https://www.youtube.com/watch?v=2pz_rXBQ4r8&t=4s
https://www.youtube.com/watch?v=2pz_rXBQ4r8&t=4s
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Pinetree  MC campaign - Highlight assets

SECURITIES

Digital Film - Story 2
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https://www.youtube.com/watch?v=2ebkaQgzx6c
https://www.youtube.com/watch?v=2ebkaQgzx6c
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e
Pinetree  MC campaign - Highlight assets

SECURITIES

Digital Film - Story 3

f‘etree .

¢ SECURITIES
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https://www.youtube.com/watch?v=gE5FFwKqU80
https://www.youtube.com/watch?v=gE5FFwKqU80




THE CHALLENGE

THE SOLUTION
As we all know today the world isn't a perfect place for a good
camera anymore. Professional cameras are considered
inconvenient and geeky while smart phone cameras are
becoming more mainstream.

To combine 02 trendy things that young people are looking for:
Running and Fashion, we created The Fashion Me Run
campaign as an annual event to appeal to Vietnam'’s trendy,
youthful, mobile-first generation.

So how can we help a great brand like Canon create more
impressions and convincing reason-to-buy in younger
Vietnamese audience?
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Introduction Video

- & & ( CASE STUDIES

CANON EOS M50 - FASHION ME RUN
2018

cams Canon Vietnam
onth ago + O

CANON EOS M50 - FASHION ME RUN 2018 TUNG TEASER CUC
HOT

Hang hot vira cip bén, néng hi bong tay, xem ngay kéo ngudi cd
nha diiiiii!

Ap U bao nhidu ngdy cung Teaser chinh thde cia sy kigén
Canon EOS M50 - Fashion Me Run 2018 cling d3 1&n sdng rbi.
Thai trang - Phong céch - Tré trung - Ning ddng. Dang vdi tinh
thdn ca Fashion Me Run - Duding chay phong céch diu tién tai
Vigt Nam!

Céc tin d& thai trang o ngay 500 anh em diing ky tham gia thdi
nao! 200 ban ddng ky s 5 B¢ kinh mat

cyc thdi trang dé nha!
#( # ASO

Canon EOS M50 - Fashion Me Run 2018
Théi gian: 10/06/2018

Dja diém: Nha vin hod Thanh nién, s8 ¢
Dang ky ngay tal v \[:
Theo ddi Fanpage Canon Viet

vé sy kién

() comment > Share &~

\-

Comments Up Next

D =
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https://www.facebook.com/canonvietnamfanpage/videos/1968869343186064/

Online registration and event materials

\,\mi )

ING CHAY PHONG CACH
wi” DANH CHO 610! TRE
DANG KY NGAY

Yy

TP. HO CHI MINH Q
~10/0672018™

Nha van hoa Thanh Nien

Y PHONG CACH  COME e P EBAD) N FASHION

A piNHCHOGIOI TRE [ " P \ S TN
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L ive event

¥ [ Eosmso | &
/ PHONG CACH CUA TOI E
1~ | fashion me run 2018
8 £

=

\ _’-nl :{,.a"’/ ' ’
& " CaNowE0s M0 ‘ ‘ 1, O i”
 emituone 9 T 2
- GUONG MAT PAI DIEN

T canon g u?

=~ RUN FASHION ME RUN

RI0Y /777777,
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THE CHALLENGE

THE SOLUTION
We work with Canon Vietnam to reposition their
business products into business solutions. This new
approach requested a more insightful way of
communication to attract the attention and interest of
business owners and operation managers.

|

|

|

|

|
Reposition all Canon Business Products into “The i
Solutions For Business Improvements”. i
Create a thematic campaign with the call-to-action |
“Smart Investment Empowers Your Business” that i
combine digital advertising and editorial articles to i
generate awareness and recruit lead forms. i

|

|

—o o ( CASE STUDIES =
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Canon Vietnam - B2B Campaign

GIAI PHAP

=3 TRAI NGHIEM & BAN HANG
HAP DAN DANH CHO

— : Goi ngay:

! o & K 028 38200466 (HCMC)

D DOAN“ “G“lEP 024 37711677 (HN)
' g Tin HiED NG B

—o o ( CASE STUDIES =

18



Canon Vietnam - B2B Campaign

Canon

Cho Niém Vui Lan Téa

Chi odcé ngay
GOI TRAI NGHIEM GIAI PHAP

INTHONG MINH CANON
tai van phong

TRI GIATU 9.600.000°
pEN 20.000.000¢

PANG Ki NGAY

o 100 khach hang dang ky sém nhét
ic cdng ty c6 tif 30 nhén vién trg lén

Canon

Cho Niém Vui Lan Toa

Dung th
GOI TRAI NGHIEM IN ANH
CHATLUGNG CAO CUA CANON
tai van phong/ su kién

TRI GIA T 25000994 y
DEN S.Goo.oood o
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anon Vietnam - B2B Campaign

cann C3NON Vietnam

ust 10 @
[Tr31 Nghiém Gidi phap Hinh An Cila Canon - HOAN TC

Ban 3 chd studio?

Canon CANON Vietnam

1"-Q

[Trdi Nghiém Gidi Phap Hinh Anh Ca Canon - HOAN TOAN MIEN PH']

Canon Vietnam
August 10- @

CUA CANON]

qidi phap hinh anh

Ganon Vietnam
ust 12 - @

[MIEN PHI TRAI NGHIEN

CUACANON]

Gmai Imsges

N
* LANG PHI & BAI TOAN

LOI NHUAN

Ban 14 chil studio?
Ban dang 1am Wedding Video production?
Ban dang lam MV, TVC Production Hou

CUA DOANH NGHIEP ~

ép gilp tang nang

Res Google

Ban dang 1am Wedding Video production?
Ban dang lam MV, TVC Production House?

(6 o0 nho WA
"

agth
(GOITRAINGHIEM GIA)
INTHONG MINH CAN
v

TRIGUTI 36000000

GoogeSearch I Feelng Lucky

Lang phi gay ra nhimg téc déng nghiém trong cho doanh nghiép: Vi thé, logi bo
tang phi doanh nghiép 1 mat trong nhimg nhiém vy téi quan trong dé dam bao loi

Trnh Phung nhuan cling nhu su phat trién cia cong ty.

itk doanh nghitp nio ki kinh dosnh déu huing dén g nbuin, Bén canh I
o th i vide i quyé i tn ing phi tng 1 mot rong g tién hing diu
ohim dim bio li nhuiin cia dounh nghi

| Bil todn ling phi in in

Liing phi trong in in 1 mdt trong nhiimg ling phi pha bién nhit i cie doanh nghicp, khi mi
LOTCHIA SE TUr CHI PHUONG - miy photocopy, miy in ngdy cang tror nén thiét yéu.

LOI CHIA SE TUr ANH NGUYE]
PHOTOGRAPHER PLANNIE... SignUp E

. CAU CHUYEN THANH CONG
KHANH - PHONG VIEN BAO

CUA AIR ASIA TU GIAI PHAP ...

CAU CHUYEN THANH CONG| Advcising Busiss Py Toms  Seegs

LearnMore | C{ja GRAND HO TRAM STRIf

DANG KY NGAY DE MIEN PHi TRAI NGHIEM CAC

GIAI PHAP HINH ANH CUA CANON SRS

sionUp

femie ~ Lans aven x4
‘ongiaiphapdoanhnghiep.un/ <ol o
& canongiaiphapdoanhnghiep.vn

Canon

Vithom |G phip e x|

Business Can B

& canongiaiphapdoanhnghiep.y

Business Can B ““

Cicgiipnp  Déndndoumronp  Tnwcasken  enn Q@ [

Towessykan  Leany Q@ [ Knéchhing dosnh noniep ~|

Choghiphip  Din ain doanh nghidp

DANG KY TU VAN/TRAI NGHIEM SAN PHAM ©

Cng Ty TNHH Canon Marketing

GIAI PHAP
NANG TAM
DOANH NGHIEP

Doanh nghiep

[«ale]
Q& 0

an phimgidi phdp mugih dug L vinfrdi nghigm *:
TRUGNG PTLC EDISON 93 Nuyén Du, @1, TP.H Chi i,

vigt Nam

[«de]

Difin sin phémioidi ohdp musin duge t vinfcd nghiém *
Tt (84-28) 38200 465

Fax(84-28) 38200 477

Litw HE cone T

Chon dan xung

LIEN WE cHONG TO1

AN : Chi Nhénh Céng Ty TNHH Canon Ten
éNowinThthiy g g Marketing Vigt Nam tai Ha NGi
Toa DGng, Toa nha Lote

Conter Ha NG

(59 DANG K¥ TU VAN/TRAI NGHIEM SAN PHAM

Tioh) Thnh Phd

[ DANG KY TU VAN/TRAI NGHIEM SAN PHAM

LiEN HE cHONG TO1

GIAI PHAP
BAO MAT
T8I DA

GIAI PHAP
IN VAN HANH
THONG MINH

GIAI PHAP
TRINH CHIEU
VUOT TROI

i i thém

GIAI PHAP
HINH ANH
SAC NET

phuing CBng Vi, uin Ba ola chi Email
Nam

z
k]
&
z
2
3
s
2
2
Z
3

Tel (84-24) 3770 677 il g +
Fax. (84-2) 97711 678 3
Doanh nghiép

(©) Kéo chust oé khém phd
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B>

Ronaldo K+

Link video
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https://www.youtube.com/watch?v=9dvyqR9WbMg

TRAVELOKA DIGITAL VIDEO | A&A

Link video

127


https://www.youtube.com/watch?v=cUfEa0rBSNg

Traveloka Digital Video|Hotel  Link video

Traveloka Digital Video | Flights Link video

128


https://www.youtube.com/watch?v=S1bAuApsKv0
https://www.youtube.com/watch?v=0DBajvh4PLw
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VIVO - NATIONWIDE AWARENESS CAMPAIGN

CONCEPT: CELEBRITY ENDORSEMENT

A nationwide poster campaign featuring artist and new smartphone.
STARFACE: HP

Followers 5.2million. Music social influence with 17-35 females.
Nationwide star influence with 14-21rural and urban youth.

RESULTS:
4 MILLION VIEWS ONLINE
SALES INCREASE 67%

SOW & DELIVERABLES:
KOL FB posts / Talent brand contract / International Photography / Studio

lighting / Image retouch + resize / Engagement analytics / Talent
management

130



VIVO - VIRAL KOL CAMPAIGN

CONCEPT: SURPRISE CELEBRITY DELIVERY
Nationwide viral with surprise celebrity influencer twist.

STARFACE: ALICE ONG
Followers 1.5million. Social influence with cool 16-25
urban youth.

RESULTS:
215,000 ENGAGMENTS
4 MILLION IMPRESSIONS

e R e = s
https://vimeo.com/261774801 o
—o o ( CASE STUDIES =
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https://vimeo.com/261774801




FANTASY HOME CAMPAIGN

“AN TAM TIET KIEM, SINH LGl
DAI GIA”




iTVC Series

X |

VINHOMES UMIS

—
— TIEMTAP “°A

cyi BA LAM GE

A
L ik 1as

CLIP 3: TARGETING RETAILERS

———— @G @B ( CASE STUDIES

X

VINHOMES UMI&

Link video

=

CLIP 4: TARGETING STUDENTS

|
VINHOMES UMI&

DEADLINE
cO BAN ﬁ'

g B TU

CO PHUONG

Link video

X

VINHOMES UMI&

" Link video
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https://www.youtube.com/watch?v=V3S1M5Q7vUc
https://www.youtube.com/watch?v=2ocxMUy4aWA
https://www.youtube.com/watch?v=V3S1M5Q7vUc
https://www.youtube.com/watch?v=IeVESSfC07U
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knaur oieitaL

CAMPAIGN

TUMOTTHIETKE
—BOCBAO

.

A COTAM THACH CAO ULTRALIGHT

V@i cong nghé Ultra Nano cho l6i danh chic,
tam thach cao UltraLight d& dang udn cong
va tao hinh cho tran nha that séng tao, doc déo.

DENHE |
HOAN THIEN TINH XA

J

, o LEnum,
CHANG NGAI XUONG SUC

Trong Iuong nhe chi 5kg/m2, thi cong nhanh,
giam céng suc, tang hiéu qua.




HAFELE
BIICIRWAYERVAIDISNG

VIEC BEP NHE NHANG, RON RANG NIEM VUI

Link video

———@» @& ( CASE STUDIES ) T,
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Link
https://www.youtube.com/watch?v=VpPwyrYXihQ

AEON
BIICIRWAYERVAIDISNG

AEONESHOP | CHON HANG NHAT, TRON NIEM TIN

Link video

———— @ @» ( CASE STUDIES ) &
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https://www.youtube.com/watch?v=nOrHAmNPkUU

AEON ESHOP DIGITAL VIDEO 3 Link video

144


https://www.youtube.com/watch?v=_IwEAkiECCo
https://www.youtube.com/watch?v=z2I6pz-UoT0

April Australia

Daniel Pham - Business Director
daniel@apriladvertising.com .

N

& @ @ ( CONTACTUS

145



THANK YOU

LADIES & GENTLEMEN




