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Campaign Objectives

To build brand awareness and let consumers know that Heliocare is
more than just a sun-care brand.

What we want to achieve with communication?
- Damages and sources of blue light and infrared radiation-A

- Need for protection against blue light

- Heliocare’'s ability to act as a layer of defence as well as a
product that rejuvenates the skin

- Patented technology; Fernblock



The Sun Care Industry: Rising Trends
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General Suncare
Brands Continue

Leading the industry

with their broad
appeal

e Broad Appeal

e However, brands
are starting to
market
beauty-targeted
products for
women

O;

Increasing need
for sun care
products

Consumers are
more invested in
sun care with high
SPF claims

Common keywords
consumers look out
for: “City Block”,
“Mega-Defence”,
“Safe Block”,
“Shield”, “Ultimate
UV Defence” and
“Uv-Ccut”

&

Cosmetic-Hybrid
Sun Protection

Combining
products helps to
address skincare
issues and
reduce the
number of steps
in beauty
routines

>

Increasing
Popularity Of
Suncare On-the-Go

e Mist-Type
Sprays and
Roll-on forms
of sunscreen




HELIOCARE
Heliocare: SWOT Analysis

A Strengths

Credible and
Global Brand well-backed by

Awareness their extensive

Experience in
the market lets

R&D them

tap/recognise
trends first

Threats Opportunities

Niche target
audience >

Utilise more
social media
platforms

Preference
for topical
sunscreen

Weak social
media
presence

Lack of

awareness Not easily
accessible

Competitors

more more

accessible Weaknesses




Key Competitors

/*ﬂ Crystal Tomato offers similar products to Heliocare, with both topical
& and oral forms of suncare that offer protection against a broad
e spectrum of harmful rays, including Blue Light.
Crystal

Key Products to Watch: Crystal Tomato® Supplements, Beyond Sun

Tomato Protection

der!naloglca Dermalogica is a skincare brand backed by skin therapists which takes
developed by The International Dermal Institute a Sim”(]l' CliniCGl GpprOOCh Of br(]nding

dermalogica Lo .
9 Key Products to Watch: invisible Physical Defense SPF 30

BIOré Although Bioré is a generic sunscreen brand, it is one
of the more popular brands amongst our TA that they
settle for due to value-for-money

Biore
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= Crystal Tomato: SWOT Analysis

A

Strengths

Increase

social media
presence
Extensive
research Expand into
oversedas
. market
Unique
product —_
Threats offerings Opportunltles
-

Sale of
products

from Well known

unauthorised competitors
sources

Limited
product
range

Weaknesses



dermalogica

developed by The International Dermal Institute

Dermalogica: SWOT Analysis

A Strengths

Established a

Credible Brand Wide range of

Image Products

Threats

Expanding
Products that
will target a
wider group of

audience

Advancement
into
Technology

Opportunities

>

Economic

% Growing
Crisis and the

Pandemic

Competition

Limited Premium Price

sources of Points
distribution

Weaknesses




Biore Bioré: SWOT Analysis

Threats

A

Strengths Social Media/

E-Commerce

Distribution Research &

and Reach Development Globalisation

Health

Wide Range of Intellectual
Products Property Rights

Opportunities

Consumer
changes

Ineffective
advertising
efforts

>

Products
have high
market

High Sales
9 share

Inventory

Weaknesses
10



About Heliocare

Founded in Spain and developed by Cantabria Labs since 2001 and
distributed by Neoasia in Singapore

Focused on creating the best pharmaceutical, dermatological and
cosmetic products

Prioritises research and development ensuring product safety and
effectivity



About Heliocare

Various Product Lines

e HELIOCARE 360
e HELIOCARE Ultra
e HELIOCARE Advanced

Products

Both Oral and External suncare

Effective in Photoprotection

Contain Fernblock Technology

Prevents aging skin, actinic damage, sun allergies
and dark spots




About Heliocare’s Fernblock Technology

Created by Cantabria Labs with Dr Fitzpatrick of Harvard Medical School

An extract of Polypodium Leucotomos which provides protection,
antioxidants and restoration for skin

Protects against all 4 radiations from the sun (UVA, UVB, VL, IR)

Repairs sun damage in and out



Audience Insights
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Audience Demographics

Millennial Women between the
ages of 30 - 40

Working Adults
Mid to High Spending Power

Already users of suncare




197 >30
Respondents Years Old

Our team crafted a user needs survey for Heliocare’s target audience with a total of 235

responses, out of which 197 of the respondents fit into our desired target audience range

of 30 year olds and above.

Objectives:

Find out where Heliocare stands among other suncare brands in the consumers’ mind.

Find out how to differentiate Heliocare from other brands for consumers who already use suncare
products.

Find out what will motivate consumers who don’t use suncare products, to start using them.
To understand how our target consumers perceive blue light and their understanding of it.

To understand what content draws in our target consumers and how they interact with it across

different platforms online. 16



G

1 30 - 45

Primary Research: Qualitative nieviewees  vears old

We conducted interviews with 11 consumers who fit into our primary target audience
criteria of 30-45 years old. Our questions were split into the categories of lifestyle, media

consumption & consumerism, frequent users of suncare and non-users of suncare.

Objectives:

e Find out more about our TA’s lifestyle in detail, as well as possible pain points that our brand can
target and solve.

e Find out more about how our TA consumes media and what kind of content would appeal to the
so that we can effectively craft campaigns that will engage them.
Find out where Heliocare stands among other suncare brands in the consumers’ mi
Find out how to differentiate Heliocare from other brands for consumers who alr
products.



Key Audience Insights: Overview
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Our Target Audience are

Conscious and Careful
Shoppers

Key Points:

Our Consumers are Avid
Researchers, making them
knowledgeable

Our Consumers are
Skeptical People

Our Consumers dre not
Impulse Buyers

19



Conscious and Careful Shoppers: Skeptical Individuals

Secondary Research

Skeptical Individuals
ONLY 55% of Millennials believe that businesses have a positive impact on society

Many think that businesses focus on their sole agendas rather than the society’s @

They only support companies that align with their values

Primary Research: Interviews

Purchases on Reliable Sites
Our Consumers prefer to make purchases from the original brands rather than retailers
or other sources

“(Choose) brand that is reputable, in
a sense that, everything online looks
wanna buy okay, checks out, this 9ompony has
something” been around for awhile, not some

~ Charlene Chua (31) random brand from China”
~Wayne Quek (34)

“lusually go to the
brand’s website if |




Conscious and Careful Shoppers: Avid Researchers

Primary Research: Interview

Researching across different platforms

Our Consumers are avid researchers who will do research over various platforms (EG: Google
Reviews, Social Media, News Sites) before purchasing, making them knowledgeable, hence enabling

them to make informed purchases.

What our interviewees do before buying products

“(Find Out) what is it about the specific “When discovering news
product, from different points, like products,  usually read the
from experts in the field, from regular news about it and the kind
consumers..” of coverage it gets”
~Wayne Quek (34) ~ Aileen Bak (30)

“I like to go to the official
website so | will usually check
the official website and then |
will read about it then | will go

read the reviews”
~ Samantha Teo (32)




Conscious and Careful Shoppers: Avid Researchers

Primary Research: Survey

Where our consumers go to do Research:

Most of our target audience (30.5%) usually visit a brand’s website to find out more about the
products before purchasing, followed by blog reviews (26.9%).

100.0%

75.0%

50.0%

30.5%

26.9%

25.0%
14.7%

0.0%

12.2%

11.7%

Brand's website  Blog reviews Facebook

Forums

Youtube

Therefore itis
beneficial if the brand
website is not only
User-Friendly, but
ALSO SEO Optimized

Secondly, it will be
good to engage blogs
and media outlets
popular amongst our
TA to reach them




Loyal for the Wrong
Reasons

Key Points:

e Our Consumers are usually
extremely loyal to the
brands and products they
use

23



Loyal to a Fault

Primary Research: Interview

Our Consumers prefer to stick to the current brand/product they are using as the
product does not cause any problems

Once our consumers find a product that works for them, they tend to continue using the same
product for an extensive period, until they are forced to stop using the product

Notably, when they have tried switching products, they’'ve encountered bad experiences:

“..FANCL closed all of the branches in “..once i use a product and its “Skincare is a bit
Singapore..| couldn't buy from them so good, and once lam trickier... as long as |
| tried another brand of facial product. comfortable with it, | seldom don’t break out when
So | used it for about 3 months...| think change products. Idon't see a | use a new product
the product didn’t suit my skin so... | need to risk trying something because my skin is
found out that | actually can buy them else and potentially being quite sensitive then |
online, the previous FANCL productsol negative about it” just keep using it.”
went back to it.”
~Malcom Yeo (30) ~ Derelyn Chua (36)
~ Samantha Teo (32)




Loyal to a Fault

This means that our consumers typically
settle for products that they are
comfortable with because they think their
product is the best (They do not actively
seek out possibly better products)

They find it a hassle to switch to other
products since it requires more research
and there is no guarantee that the new
product will work for their skin type




Seeing is Believing

Key Points:

Our Consumers require first-hand
experience to believe in brand’s
claims

Our consumers started using suncare
only after seeing visible damage

Non-Suncare users do not use
suncare because they do not see
instantaneous results

26



Seeing 1s Believing: Samples

Primary Research: Surve

Onc.ay of the topy ways to get our consumers to try the product would be through
samples

The top 3 ways that would encourage non-users to start trying out suncare include:

100.0%
75.0%
50.0%
33.9% 31.2% 30.3%
25.0%
0.0% ] '
Recommendations Samples Word-of-Mouth
from Skincare Recommendations

Professionals




Seeing 1s Believing: Samples

Primary Research: Interview

“..out | would say that for me |

still need to research, and | still

have to try the product. Soiif |

like the sample or tester, then

there’s an even better chance
that | will buy it lor.”

“They give you small packet for
sample right. That one | will try.
And then if they sell like smaller
trial size, sample size | will buy.”

I

I

I

I

I

I

| Hence apart from
| recommendations

| from reliable sources,
| brands should give
I

I

I

I

I

I

I

I

~Wayne Quek (34) ~Faiza (34)

“.. 1guess if the value of the product is quite
high, it really depends on if there is a small
sample that you can try it with or smaller bottle
that you can buy before you decide because
skincare products don‘t just last 1 month, they
last longer than that so... 1 guess product testers
are very important especially if its something
new that you are trying.”

consumers an
opportunity to try out
their products

~Samantha Teo (34)




Seeing 1s Believing: Current Users’ Motivation

Primary Research: Interview

Some of our consumers only started using suncare after seeing adverse effects
caused by the sun such as pigmentation

“I just never bothered with sunscreen and then
sometime in the middle of my studies | noticed
that | was getting pigmentation on my face..”

~ Derelyn Chua (36)

“I started using suncare because of, | think
when | had some experience in Australia and
down there the sun is much stronger..”

~Yen Phang (41)




Seeing 1s Believing: Non-Users

Primary Research: Survey

A few reasons Why our non-users do not use sunscreen...

For our non-users (non-frequent

included) they do not apply
100.0% sunscreen because they do not

instantaneous effects

66.7% 57.8% “Usually it's only after exposure
(to the sun) for 2 to 4 hours and
that's only when | really start to

83.9% think about it (sunscreen).”
33.3% 22.0%
3 21.1%
~Yen Phang (41)
11.0% 9.2% 9
0.0%
Too I Don't See A | Am Always | Don't See JCan't Find A Too " . .
Troublesome | Need For It Indoors Effects of Sun | Suitable Expensive ol guess seelpg more wrinkles
Damage | Suncare on myself will also make me

useit.”

~ Joanne Bala (31)




Practical People

Key Points:

e One of the greatest factor for
purchase includes Value-for-Money

e Many of the reasons why our TA is
unwilling to

o Visit Clinics for Sunscreen
o Apply Sunscreen

Is because they feel that it is “Too
Troublesome”

31



Practical People

Secondary Research

Practical Life Goals

According to the Business Times, the Top 5 ambitions Millennials have
include:

1. Being Wealthy (59%)

2. Travelling (58%)

3. Owning a Home (48%)

4. Making a Positive Impact on Society (36%)

5.  Starting a Family (35%)

Primary Research: Interview

One of the biggest purchasing factors include Value-For-Money

“The price, if it's too expensive that's bad...|

think that’s the only thing that deters or “..d lot of sunscreen are
makes you think twice. To buy a sunblock. the same so you must
If it's too expensive. Yeah especially also look at price la, ls
because its daily use you know you get what you're paying

through that bottle a lot faster worth it?

~ Samantha Teo (32) ~Wayne Quek (34)




When asked why they would not do certain actions (EG: Visting Clinics to purchase

suncare, Applying Suncare), we had most responses saying that it was

troublesome:

it'gggitable Cost

GO_J°
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It sKﬂl‘edﬂeX ' lVe UsuallyVERY
look approache " use o considerations Mayhc
ldeaspecnllclnconven]ence shelvesknow
e‘“'dcxperlenccunsu[‘e recommendedno
from promotions pharmacies Less

Why promol:lon bl’andallendmg like

don’t akeup

ws.tavallabllt“y‘gmng

sestores ywa N Upidn®
way du-mathologlstN a
findconditiondont
trySuncarepPay
should

Reasons why they do not want to visit a clinic

100.0%

66.7%

33.3%

0.0%

57.8%
33.9%
22.0% 21.1%
11.0% 9.2%
Too | Don't See A | Am Always | Don't See | Can't Find A Too
Troublesome | Need For It Indoors Effects of Sun  Suitable Expensive
Damage Suncare

Reasons why they/do not apply sunscreen

33



Heavy Users of
Social Media

Key Points:

e Our Consumers are heavy users of
Social Media
e Their most-used platform is Facebook

34



Heavy Users of Social Media

Secondary Research
Millennials use social media heavily, making it the best platform to reach out
to them

e According to a study by GlobalWebindex, they spend about 2 hours and 38 minutes on
social media each day.

e  Multi-networking is now the norm, with the typical Millennial user having an average of
9 social media accounts.

e 93% of Millennials access social networks on smartphones, filling in time while on the
go, leading to the tendency for passive browsing.




Heavy Users of Social Media

Primary Research: Survey

Our Consumers’ go-to platform is Facebook:

100.0%

75.0%

They use Facebook
the most and 5 5 46.7%
Twitter the least

31.6% 31.1%

This is because...
25.0%

4.0%

0.0%

Facebook Intsagram YouTube Twitter




Heavy Users of Social Media

Primary Research: Interview

They feel that it is easy for them to find information on Facebook, compared to
other platforms such as Instagram, which they primarily use to stay updated
with their friends and family

Facebook is 90% for “Facebook is interesting... they do a
tpr:m;enﬁlonﬁl n ? setnsi good job stalking you like skewing
atI®Is where ' get d content to what you would look at... |

the information from,

so | would say news spend a lot of time on Facebook”

~ Aileen Bak (30)

~Wayne Quek (34)

They like joining Facebook’s Interest Groups

“I've joined a lot of insider groups so these “(On Facebook),  am in a
groups have a lot of tidbits that will be couple of trading groups like
shared online that are related to my field.” stock trading”

~Wayne Quek (34) ~Malcom Yeo (30)




User Journey & Touchpoints



4PM

7AM Take abreak

Wake up Watch YouTube video )

Browse through social media Browse through social media 10:30PM
7:30AM 8:30PM Surf the internet
Gets ready for work 6PM Travel home by bus Watch YouTube videos
Applies over-the-counter Travel to Gym Browse through Read online articles
sunscreen 9AM Leaves work . social media Browse through social media

< Travels by train
Work begins

6:30PM

8:30AM 1:30PM Work out 10PM
Travel to work . red Take a shower
Browses through social media Back to work Waight faining Wash up
sufsthelnternat Travels by taxi to meet cilents Listens to music/podcasts
Listens to music 9PM

12PM Watch TV while having dinner

Lunch

Orders food via FoodPanda

Visits a nearby eatery
Browses through social media
Replys messages
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8:30AM
Travel to work

Surfs the Internet
Listens to music
7AM
Wake up
Browse through social media

MEDIA TOUCHPOINTS

(© o
£ £
=

6PM
Travel to Gym
Browses through social media Leaves work
Travels by train
4PM
Take a break
Watch YouTube video
Browse through social media
12PM
Lunch

Visits a nearby eatery
Browses through social media
Replys messages

©3
@30S

8:30PM
Travel home by bus
Browse through social media

10:30PM

Surf the internet

Watch YouTube videos

Read online articles

Browse through social media




Big Idea:

#Betterthanyourex




Key Message

You never know what Suncare could do
until Heliocare.



SKIN BRIGHTENING
Willow Bark Extract

REGENERATING
Organic Rose Water

CLEANSER

SMOOTHER & SOFTER
Glycerin

FIRMING & PLUMPING
Hyaluronate

Content Style Guide

Clean | Sophisticated | Bright |

The approach for the content posts would be
towards a clean, sophisticated look to maintain
a clinical and professional brand image
Heliocare should uphold as a Premium Brand.

e

{ LAMERD

Your skin
produces
sebum.
vt
(All skin does!) ,/ﬁ




Content Guidelines

Fonts Used:

Header Text: Playfair Display
Body Text: Poppins

Colour Palette:

#5909a5 Hec8f34 #f9dea?2 H#HfffBcc

tHfffcee

44



Content Guidelines

Tone of Campaign

For the general tone of the campaign, we
will be supporting the clinical,
sophisticated and professional look with a
fun and tongue-in-cheek tone to give the
campaign an interesting take

Relationship Take:
Heliocare wants to win the hearts of our
target audience instead of letting them “go
back to their ex”

45
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Pre-existing Marketing Efforts



Current content on IG

#THEREALFERN: Promotes Heliocare’s Fernblock technology
which is the foundation of every Heliocare product

“' What is the main source of
LR biue light?

Heliocare 360° water Gel is a full spectrum sunscreen (including blue
light) in an ultra-light aqueous gel formulation, melts right into the skin
without leaving white cast and long-lasting hydrating activity.
#therealfern

The main natural source is the sun

and it is also emitted by our smart

devices like laptops, televisions and
DID YOU KNOW? phones

Oh wow! | need to be more

The skir) is a thin layer of tissue careful with my skin. Fernblock+ ;é:
forming the natural outer Thanks, Sally! Unigee sanddued svactel |~
covering of the body: it protects o 7 e e
against heat and light, injuries, 2/
and infections. It also helps to preserve °
moisture levels and regulate heat. .
Ant-oxdant
actrity
Vitamin E.
Green tea.

#IWONTGIVEMYALLTOTHESUN
#IUSEHELIOCARE #ITAKEHELIOCARE

#THEREALFERN
NOT ALL POLYPODIUM LEUCOTOMOS EXTRACT ARE THE SAME

.

heliocaresg « Follow
Singapore

Do u know that the bluelight on your
phones and computers can be as
ageing as sun damage? | was shocked
as i researched more abt it. “High-
energy visible light (HEV) is present in
daylight, but it's also emitted by
fluorescent lighting and LEDs, including
TV screens, smartphones, tablets and
computers.” says Andrew Birnie, a
dermatologist and skin-cancer
specialist at the William Harvey and
Kent and Canterbury Hospitals.

Qv W

24 likes
MARCH 18

Add a comment...




Current content on IG

#THEREALFERN: Promotes Heliocare’s Fernblock technology

which is the foundation of every Heliocare product

Positives
Clean and straightforward format

Use of celebrities and influencers product
endorsement

Use of different mediums to engage audience

Negatives
Lacking hook/angle
Doesn’t engage well with viewer

Use of scientific terms witho
explanation



Current content on IG

#STAYHOME: An initiative by Heliocare encouraging people to stay athome

in the fight against COVID-19

Aimed to remind consumers of the
importance of sunblock even at home.

Positives:

Included the places Heliocare
sunblocks are available for purchase
online - CTA

Show Heliocare’s support for
healthcare workers and solidarity in
these trying times - Humanizes the
brand and makes Heliocare more
approachable

Hosted a live giveaway with almost 2K
views - Capitalised on the TA's most
used platform, Facebook and garnered
attention.

\@ hhhhhhhh :

ONLINE STORE OPERATIONS UPDATE:

Heliocare Online Store will
continue to operate 24/7
and fulfill online orders.

Heliocare Singapore was live.
23 April at 17:48 - @

xxxxxxx me

oQv

5.
v
1908, W us live and stand a chance to win your Heliocare faves worth up to
www.heliocare.com.sg/shop. o 153

\\ T to say thank you for loving Heliocare and staying at home during
\ ’ fficult time, 300pcs Heliocare XF Gel SPF50 FULL RETAIL SIZE to
be given away absolutely FREE! 5+ <
SIGN UP HERE:
https://bit.ly/Heliocare-stayhome-gift
HELIOCARE PROMO GOING ON RIGHT NOW! SAVE UP TO 25% OFF!

Purewhite Radiance at BUY 1 FREE 1! %2
www.heliocare.com.sg/shop

(=) 3

00 90 593 comments 56 shares 1.8K views



Current content on IG i e ==

LET'S ALL ~ EI

Negatives:

Not evergreen content - when the impact of
COVID-19 dies

“Suncare tips” post - did not have sun care
tips in the caption/as a carousel.




Ry A8

@loveforskincare @yilianng @ylngoh

Influencer
Collaboration:
What | wish | knew
when | was 30

Research &

Consideration

Website
Optimisation

Blog Posts

Educational
Carousel Ad:
What Is
Fernblock?

Search
Engine
Optimisation

PR Kit:
Chosen influencers
Media outlets

Garnered Reviews

Post-

Purchase

Promotional
Video #1:
Suncare Hacks

Promotional
Video #2:
Lifestyle Hacks

Actionable content Soft-sell content that
that motivates the TA  will pull the audience in
to apply sunscreen (Actionable,

Value-added)

IG Story
Highlights
1. Influencer Collab

2. Skincare & Suncare
Tips from Promo Vid

@larryyeo

3. Promoting blogs

@melissackoh

Bl .
q B asia
S l LEEI;!E: one

User-Generated
Content

Get users to share &
post about their user
experience

- Before &
After photos

51



Awareness
.




$.
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What I wish I knew when [ was 30

This tactic, will be driven by Influencer Marketing; with the use of mature

influencers who will act as a mentor figure to our audience, to educate
them on what they wished they knew in their 30s such as:

e Skincare Regrets
e Steps they have missed out when they were 30

The video will be done
in an “Our Grandfather
Story” Conversation
Talk Show Format




Suggested Influencers: Ng Y1 Lian

Ng YiLian (@yilianng)
37 Years Old

Editor of Her World
Magazine

yilianng - [IEEZENN I8 -~

2,022 posts 10.1k followers 962 following

Ng Yi Lian
Founder of Yi Lian Ng Floral Atelier @yilianngflowers
Editor of @herworldsingapore

Wife to @meatballs.man @adamstaleygroves
www.yilianng.com



Suggested Influencers: Leanne Ho

Leanne Ho
(@loveforskincare)

48 Years Old

Flat-Lay Beauty
Influencer

loveforskincare [EZZIN B8 -

5,576 posts 65.1k followers 1,412 following

Leanne

48

Embracing ageing.
Beauty Awards Judge:
Her World '15 to ‘20
Nuyou'16

Harper's BAZAAR"7
S'pore Women's Wkly"17
Clozette'17/18
#elcbeautyinsider
www.loveforskincare.com



Suggested Influencers: Yina Goh

P
4
’
1

Yina Goh (@yinagoh)
33 Years Old

Travel, Beauty and
Lifestyle Influencer

yinagoh HEZZM I -

5,533 posts 64.6k followers 1,013 following

Yina Goh
1 love life @Jetsetter, singer, diver, foodie and small business owner @ eica
Q2 @@ #GoProfamily
Ghsk.yina@gmail.com
hthevewetdolls
Blog
www.yinagoh.com

Followed by annibody_official



Mock-Up: Influencer Collaboration



https://docs.google.com/file/d/1tcqc1XEeebesn4_vsyeEZnAMadNBFN4r/preview

What I wish I knew when [ was 30

The Mechanics behind our Tactic

Due to the trend of growing distrust between consumers and influencers,
we have decided to use Unconventional Mature Influencers to take on
the more genuine role of an older sister giving advice to the TA.

The Influencers will trigger a

sense of doubt by:

Additionally, we have chosen
influencers in all in different life Talking about products they have
stages to relate to a wider group of missed out when they were younger
ladies within our TA +
The common mistakes women
make for skincare they can avoid




MOMOTIONAL VIDEO

>




Promotional Video: Suncare Hacks

Innovative, unique hacks that motivates our target audience to apply
sunscreen. These hacks cover different tips and ways to apply sunscreen and

features Heliocare 360 products - this angle reels audience in and strives to get
them curious and be more receptive to using sunscreen regularly.

The video will include hacks such as:

e Let our TA know that mineral sunscreen (Heliocare) is better than chemical
sunscreen and tell them why they should choose it

e 2-Finger Rule: Prevent overapplication of sunscreen - ensures that sunscreen will
be lightweight on the face

e Motivating audience to apply sunscreen in Singapore’s hot and humid weather,
by chilling sunscreen in the fridge.

e Choose the sunscreen with blue light factor




Promotional Video: Suncare Hacks



https://docs.google.com/file/d/1kgcvBW5JUDAE2_kpPqQ4loT-Z7JX-_LV/preview

Promotional Video: Lifestyle Hacks

Introduce fun, actionable lifestyle hacks that are relatable to our target

audience. These hacks are general, and meant to help our target
audience with daily life inconveniences/improve their routines.

We'll feature hacks such as:
e How to wake up feeling more refreshed
e Tips for getting ready more efficiently in the morning

These videos will be between 30s to 1 minute.




Promotional Video: Lifestyle Hacks



https://docs.google.com/file/d/18CCVjIgamUGjFppPMUgO5Ao_5e_VW1fV/preview

Promotional Videos

The Mechanics behind our Tactic

It's content that takes a soft sell approach and because the topics
revolves around their lifestyles yet also features Heliocare products, it has
a broad appeal to the general audience and does a great job reeling
them in.

This is strategic and actionable

content that is easily shareable. It
brings audiences in, and has a
broader appeal to then reel them
in.

In our survey, we found that the
majority, 26.9% of our target
audience preferred to watch

content relating to hacks and

tutorials.




N

Research






Educational Carousel

This tactic uses a series of social media carousel posts to educate our
TA, mainly about Fernblock and how Heliocare is better than their

current brand. It aims to engage the TA visually with pictures and

graphics.
e  Carousel post explaining one of e  Picture showing and explaining
their key ingredients in a simple and what the texture of the product is
easily digestible format like

hydrate
creamy base tha

b
delivers long-lasting

Examples as seen hyaluronic acid

on Dermalogica’s
Instogrom swipe for beginners guide

exfoliate

i
that burst to release




Mock-Up: What is Fernblock

Ingredient Check What is Fernblock?

Star Ingredient

Don’t miss out!

Fernblock®

Is your Sunscreen
Truly Protecting You?

Ferulic Acid

We promise, we're not like every other fern out there

Swipe to Find Out -

Camellia Sinesis FCI nblOCk ’ [ :
* Broad
+ Skin-Deep + Heliocare's Pr;fefg:‘;z gf{f\’/ss
Repairing Patented Ingredient Rays, including
hmmm...Does Your Suncreen really treat you right ? Ffopertion Blﬁe ight
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Mock-Up: What is Fernblock

Ingredient Check

Don’t miss out!

__Fernblock®

We promise, we're not like every other fern out there

(\1amcllia Sil}g‘sis FCrnblOCk

improves Skin Texture

hmmm..Does Your Suncreen really treat you right ?

This particular carousel post will educate our audience
about Heliocare's patented ingredient, Fernblock as well as
Fernblock’'s Capabilities




Mock-Up: My Suncare vs Your Ex-Suncare

OT TO GO BACK TO YOUR EX

Reasons not to go
back to your ex

Your ex could never.

#betterthanyourex

Swipe to find out

YOUR EX
HELIOCARE SUNSCREEN

#betterthanyourex

This carousel post in turn, wants to intrigue our audience by
comparing Heliocare’s properties with other sunscreens,
such as having no white cast, being oil free, (i.e: Visuals that
our audience can understand and relate to)



https://docs.google.com/file/d/1OK3Kmj17cRT-YurK1JEZNGivwb2JuN3c/preview

Educational Carousel

The Mechanics behind our Tactic

As our TA are avid researchers and they also see to believe, this tactic will
help them make a more informed decision while doing their research and

convince them that Heliocare is the better choice with visual evidence.

By asking the TA direct questions
and showing comparisons, it will
cause them to:

Furthermore, the TA are heavy users
of social media where they get their Doubt the capabilities of their

information from.
current brand

Consider switching to Heliocare




o LVE .

You Never Know
What Suncare Could Do
Until Heliocare




Heliocare Live Event

This tactic engages and educates our audience through 2 segments over
a total of 40 minutes: A sharing session and a Collaboration with

Owndays.
Date of Event: 31st October 2020 (Saturday), 2PM

Segment 1: Let’s Get Real

e 2influencers will share about their current skincare routine & products
useful for them, emphasising on reasons why they like the products
(Texture, Absorbency, etc.)

e Talk about what they missed out when they were younger and realising
the importance of it




Suggested Influencers: Larry Yeo

larryyeo [

7,266 posts 13.2k followers 757 following

LY
| make people pretty and can be a troll-nicorn. Beauty educator, face
painter, cosmetic science educated and wanderer.

larryyeo.com
RITUA...

HYDRA...

& POSTS 816GTV @ TAGGED

Larry Yeo (@larryyeo)
40+ Years Old

Freelance Makeup
Artist




Suggested Influencers: Melissa Koh

melissackoh ¢ [

5,446 posts 265k followers 727 following

Melissa Celestine Koh

My Baby @noahtobiaschen &

Studio & Spacee @mjncstudio‘
Lifestyles @somedaysathome\‘;l'

@ contact@melissacelestinekoh.com
youtu.be/4KAQtxONDc4

bPo2eeed .

bloa noah’s ... toddler... home d... tiktok life

B POSTS 21GTV ETAGGED

Melissa Celestine Koh
(@melissackoh)

31Years Old

99171 @49

Lifestyle Blogger &
YouTuber




Heliocare Live Event

Segment 2: HELIOCARE x OWNDAYS

For this segment, Heliocare will be collaborating with Owndays, an optical
shop to:
1. Educate the audience about blue light by experts from Heliocare

and Owndays PC Lens line + a live Q&A section
e Heliocare protects our skin just like how Owndays lenses protect our eyes
from Blue Light.

2. Hosta Giveaway which involves the audience commenting on

Heliocare’s post, one of their deepest skincare regrets
e Improves brand reach through tagging, increase in followers

©

OWNDAYS

PC -t

SAVE YOUR EYES, SHIELD YOUR EYES!

I




Heliocare Live Event _
h?

II Giveaway Contest
LJ Audience to comment on Heliocare's Live
Education about Blue Light / Event Post their Deepest Skincare Regrets to

Conducted by specialists from Heliocare stand a chance to win vouchers for both
and Owndays Owndays and Heliocare

120456

= 5 O © oMo

(optional) Share the

™ GIFT

VOUCHER

Follow Heliocare + Tag

post on their story and = -

@ tag Heliocare to stand =~ *incrse';rs'eeqund
. . . 9 h!gher chqnce of awareness & Followers
Winners will win winning the giveaway
Vouchers for Discounts *increase in brand
for both Heliocare and mentions
owndays I |
<€




You Never Know What Suncare Could Do
Until Heliocare

The Mechanics behind our Tactic

The last live giveaway hosted by Heliocare garnered almost 2K views,
proving to be one of the more successful tactics employed
Additionally, a live event means 2-way connection between consumer
and brand and can help bring Heliocare closer to the target audience

Having 2 influencers of both genders
for better representation . . .
This tactic works to trigger a
Engaging @melissackoh: A macro sense of self-doubt similarly
influencer who will bring more views to the first tactic

Bringing a dermatologist for Talking about the mistakes they

balanced VieW§ and higher have made in the past that our TA _
credibility can relate to



Mock-Up: Heliocare Live Event



http://www.youtube.com/watch?v=UsFkoy3c9Y4

N

Purchase
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EAHELIOCARE

ABOUT HELIOCARE SG

Development.

e i ~. OURPATENTED
o e INGREDIENT
Media Kit 2020 .
UNIQUE .~
SELLING (UV ==
POINTS s..\,.‘g.,;..,‘ :,..: . n —
i‘i%'/ i e o

Heliocare-exclusive
patented ingredient,
Fornblock®

=

A
N

EXECUTIVE BIO

by Harper's BAZAAR,

Extensive
RSD background

PREVENTION OF

PHOTOAGING IMMUNE
& PIGMENTATION DEFENCE
CONTROL

oo ANTIOXIDANT
actviry

HELIOCARE
360°
PRODUCTS

e I
s = ;
o
SRR,
Heliocare 360°
T
- BT
5 professional career.

dark spots and other skin disorders resulting
from sun exposure on all skin types.

- With Fernblock®+, cysteine, vitamins and

prebiotic combined with topi

company.

protection, increase the skin's resistance
to the sun from the first capsule. Gluten- free.

(30 capsules)

the ESIC, IESE Business School and CESIF.



Photoprotective gel for oily or acne-prone skin Hellocare 380~

[T T e — Gel Oil-Free SPF 50
‘and ovenly before sun exposure.
Roapply froquently, espocialy after
prolonged bathing or excessive
Sweating.

Ultralight and hydrating photoprotector gel etionare 3407

and evenly before sun e
Reapply frequently, especi
prolonged bathing or excessi
sweating.

b i e

s quickly absorbed leaving the skin
hydrulod ‘and maintaining comfort during sun
exposure. s slow-release hydrating system
keops the skin hydrated from application and
over time.

- Characteristics: Allow comfortable
use and daily application. Water resistant
‘and does not iritate the eyes. Can be used on
all skin types, even sensitive.

(s0mi)

MEDIA ADVISORY HELIOCARE

23 0ctober 2020 For media queries, please contact:

Miss Rachel Ong

(. Communications
are Singapore

.: sesseaisre
helogheliocare.comsg

O call our hotline at +65 6552 7787

Hollown Live Event: You Never Know
‘hat Id Do Until

HELIOCARE
STYLE
GUIDE

PAST PRESS
COVERAGE

through
‘Owndays. The 2 segments will be held over a total of 40 minutes.

Blogger and YouTuber

‘answer questions and share more about Blue Light.
'WHEN: 31 October 2020 (Saturday), 2PM

gapore,
0360°

maximum protection against sun damage.

HELIOCARE

Miss Rachel Ong FOR IMMEDIATE RELEASE:
Manager, Communications 230CTOBER 2020
o Si
Tol: 465 98421578
iocarecomsg

Heliocare Celebrates Their New Product Line
With A Lively Virtual Event

‘chance to walk away with attractive vouchers.

gger
Owndays Speciaiists

‘about Blue Light

ge,
aithy skir

There will be 2 segments to the event:

they missed out on when they were younger
2 HELIOCARE x OWNDAYS Collaboration
- Education about Blue Light by specialists.
- Giveaway Contest
Live Q8A Session

CONTACT
UsS

NeoAsia (5) Pte. Ltd.
& Tagore Drive #04-07, Tagore Building
singapore 787623

565527787
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Separate

Recommendations:
SEO



Keywords Chosen Search Volume
Sun Protection 80
Sunblock Cream 100 Using the Goog|e
Keywords Planner, we
SPF Care 120 . .
decided to implement
Grel Eulee 350 these 10 keywords into
the optimisation
Oral Sun Protection 300 process and the
Sunscreen 1700 keywords decided
were based on search
Tinted Sunscreen 400 volume, search trends
and relevancy
Oil Free Sunscreen 100
Blue Light Protection 150
Blue Light Sunscreen 90




On-Page Recommendations: Blog

Starting a Blog on Heliocare’s website

e Ablogis one of the key ways brands use in order to improve their SEO ranking
through continuous release of content with the relevant keywords

e Werecommend starting a blog as other key competitors have not done so yet, so it
gives us d leverage and makes Heliocare a Thought Leader in the field for providing
helpful content

(€%

HOME SUPPLEMENTS SKIN CLARITY CREAM BEYOND SUN PROTECTION FAQ. WHERE TO BUY 1] Q

Free shipping on orders $80+

log in / register my account my wishlist my cart

dermalogica ( search..

developed by The International Dermal Institute

your skin our products store locator for professional safety




Starting a Blog on Heliocare’s website: Content Recommendations

Content Type
Listicles:
EG:
1. Top 10 Sunscreen For Bluelight
2. 10 Sunscreen Tips To Protect Your Face
3. 7 Sun Care Tips & Tricks
Buying Guide:
Blog Topics:
1. Sunscreen: How to Choose Based On Your Skin
Type
2. Guide To Choosing Different Types Of
Sunscreen
3. Pros and Cons Of Different Types Of Sunscreen

Content Structure

Brief Introduction to Sunscreen,

How to choose the best sunscreen for your face
Bullet Point list of top 10 products (With each
bullet point hyperlinked to the actual product
page)

2000 words

Brief description of different types of sunscreen

Types of sunscreen products

Explanation of key factors of comparison
Featured product under each type (E.g
Heliocare 360° Capsule for best oral
supplement, Heliocare Ultra Gel SPF 90 for best
topical suncream)

Conclusion (What type of sunscreen is best?)



Media-Ecosystem: POE Framework

SEO

Educational
Carousels

Story Highlights:
Organic Content

Heliocare's Blog

DA<

EDM Marketing

Owned

Ll

Paid

[ >>>-

Influencer Collab:

What | wish |
knew when | was
30
Virtual Event: ®
Collaboration
with Influencers
‘%’ PRKit: Posts by
(-] Micro-Influencers
NP
] AVAYA
=H| 4
r PR Kit: Mentions vguul Event:
from Media Neaway
Outlets .
User -Generated
Content Virtual Event:
Collaboration
with Owndays

[ ===
Blog Posts from
Magazines

Earned




Co-Creation
Y



Co-Creation

For Co-Creation, we created a Google Forms where we
compiled all of our mock-ups and sent them to the same

people we had interviewed when conducting primary resear

After showing them the creatives, we asked them
which mockups they liked the most as well as the
ones they liked the least and what exactly they liked /
disliked about it.

Here are some of the insights we found.

Co-Creation Feedback

Hello! We are a group of Year 3 students from Singapore Polytechnic, you are receiving
this form because you have completed an interview with us a few weeks back and we
would like your opinions and feedback on our first draft of mockups.

Thank you for taking the time to help us with our project.

In this form, you will see a variety of 5 different creatives and mock-ups, do take some
time to look through the creatives and input your feedback at the end.

Your Name (For identification purposes) (& = Short answer

Short answer text

0 @ Required @

After section 1 Continue to next section

[ Section 213 |
Advertisement Creatives: Mock-Ups

Description (optional)

First Creative: Carousel

Ingredient Check



Educational Carousel:

e Too much information, understandable with more visuals
e Can splitinto multiple carousels into different sets of comparisons

2. Your Sunscreen vs My Sunscreen:

1. About Fernblock: Show pictures of it E.g. White cast etc.

Reasons not to go
back to your ex

Swipe to find out

\ Is your Sunscreen
| _Truly Protecting You?

Swipe to Find Out




Heliocare Live Event

e UGC Post to engage the audience before the event
Can be posted on:

- Influencers’ social media pages

- Heliocare & Owndays’ IG Stories

(T
ELIOCAR

Ask Us Anything!
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Budget and Scheduling



Trigger

Realising the need for Blue Light
protection through online
sources

Need for better suncare

Need for blue light
protection

“I need a better product
than what | have now
because my current
product is not working
well”

“I didn’t know that blue
light was harmful to my
skin... let me find out
more about it”

Online

Social media
Search engine
marketing

Google display ads

Search & Choose

Research onling, check in stores
and ask friends

Educating about blue
light damage

Convey and convince
them about superiority
of Heliocare

A product is needed to
protect you and help you
heal from sun damage
and blue light damage

“I didn’t know blue light
caused so many
problems, | need to
protect myself from it”

“Heliocare seems like the
best brand that offers
blue light protection and
it's reliable because it
has lots of features and
is backed up by science”

“Heliocare has this
fernblock technology
that repairs your skin
too, | don't think other
brands have that yet”

Online

OOH

Google search ads
YouTube reviews
Social media
ads/reviews

Brand
website/testimonials

In store

95



Communication Blueprint

User Journey Communication Opportunity Desired Response Touchpoints
Buy = Send out push factors that “Heliocare stands out Online
will convince them the amongst other brands not - Online store (UX/uI)
Order products from online store or product is worth their just because of its blue light [ OOH
go to clinics to buy money prptectiop( but also for |ts = Through clinics
skin repairing functions
“Heliocare 360 has a wide
variety of products suitable
for all ages and all skin
types, therefore anyone can
buy Heliocare”
Experience = Establish a strong “Heliocare has provided me | Online

Leave Reviews after using Product

Share about experience with family
members

Become a loyal customer to the
brand

word-of-mouth chain of
marketing from positive
experiences with the
product

= Build a community of brand
loyal consumers around
Heliocare

with enough protection and
helped my skin improve.”

| want to share how
Heliocare has been helpful
to me and raise awareness
about blue light

I want to share this product
with my loved ones

- Heliocare's Instagram
account

- Heliocare’s Facebook Page

- Interest Groups on
Facebook in regards to
Skincare

- Beauty / Fashion related
online publishers (EG:
Harper’s Bazaar)

96




Communication Blueprint

CONSUMER JOURNEY DURATION

POSITIVE v : Google Searches
AN Google Searches about Visits variogs established DEcidesan & Visits the brand’s Vt'rs]g?NF:bQSi?:?g%r;gf the specific
Blue Light and different blogs and sites to narrow | “HE S8 7 2 website to do further sutwhich crodut product for reviews
ways they can protect down a few options of suits their needs research about the best suit thp' p before purchase
themselves from it suncare br:ands }hat they broduicts and the brand est suits their needs
can choose from
CONSUMER
JOURNEY
EXPERIENCE @

Realises the need for
protection against blue light
by discovering online sources
i.e: coverage from various

Realises that there are
too many choices and

Unsure about the
credibility and
reliability of the

‘o~

Being unsure of
which product line

not being able to produet th;'yﬂs]moﬁiqld gho:dse
i ; ithin the bra
NV media outlets decide on a product
NEGATIVE they have chosen
Sprﬁgﬁlaev:sroesrcj(?:sazgohugvslue Position Heliocare as the better Doing SEM and Paid

OPPORTUNITIES

consumers can counter it. Being
one of the sources that educates
consumers about the issue,
Heliocare will value-add and

brand for Blue Light Protection.
Enhancing SEO of Heliocare's
website to improve website
ranking to increase visibility

Ads to improve the
chances of being
discovered by relevant

Ensure that research
data and scientific
evidence is easily

Establish relationships with
relevant publishers (EG:

Harper's Bazaar) / Sending PR

packages to them to be

Optimise website such
that relevant
information is easy to

Re-establishing the way they
describe each product (EG:
Add a short tagline under the

findforth product title) to allow
. featured in said blogs / ind for the user consumers to get an
TA accessible Affiliate Links / Collaboration immediate understganding of
appear more reliable when users Google Search (Either Paid or Earned Media) each product
] Research and

INTERNAL Content Mgrke_tlng & Digital Marketing & Digital Marketing Development Ul / UX + Web »

Communications Content Marketing # + Public Relations Development Content Marketing
OWNERSHIP Department Department Research Team Content Marketing Department Team




Influencer Collab O
Promotional Video 1 C

Promotional Video 2 C

What is Fernblock

My Suncare vs Your
Ex Suncare

PR Kits

Virtual Event

September

Week 1 Week 2 Week 3 Week 4 Week 5

\/

\/
0)
\J
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Week 1 Week 2 Week 3 Week 4 Week 5
October

Influencer Collab

Promotional Video 1 ) &

Promotional Video 2 O

/
()
\J

What is Fernblock @ O
My Suncare vs Your O O
Ex Suncare

PR Kits o0

Virtual Event
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Week 1 Week 2 Week 3 Week 4 Week 5

November

Influencer Collab @ O

Promotional Video 1

Promotional Video 2

What is Fernblock N Ve

My Suncare vs Your

Ex Suncare h
PR Kits
Virtual Event @ O
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Budget Overview

Balance

2.1%
PR Kit

5.0%
Virtual Event

9.6%

Influencer Collab
32.6%

Promo Video 2
17.9%

Educational Carousels
8.1%

Promo Video 1
24.6%




KP]



Key Measures of Success

30% Increase in Followers and Likes for both Facebook and Instagram
20% Mentions in Various Platforms (Social Media, Influencers, Publications)
20% Increase in Sales in the Heliocare 360 Line




What [ wish I knew when [ was 30

Contributes to 20% mentions on various platforms (Social Media, Influencers, Publications)

- Theinfluencers involved in the video will spark increased mentions (From the Influencers)
- Additionally, this tactic will raise brand awareness through the followers of the influencers

Touchpoints:

Boosted Facebook,
IGTV (Organic Content)
YouTube Advertisement
Snippets on IG Stories




What [ wish I knew when [ was 30

Focus Metrics: Awareness

Platform Metrics
Facebook Reach, Percentage Reach, Impressions,
Video Views,
Instagram Reach, Impressions, Video Views, Story
Views,
YouTube Video Views,
Website Link Clicks, Share of Search

Share of Search (Increase in relevant search terms - Keywords)

° Heliocare
° Heliocare 360
° Fernblock




Promotional Videos

Contributes to 20% increase in followers and likes for both Facebook and Instagram

Touchpoints:

Promotional Video means actionable engaging content that will be useful for the audience, hence it i
likely that they will share and save these videos contributing to an increase in likes

This tactic has a broad appeal and is relatable to a large general audience which translates to a hi
opportunity for likes and for people to want to follow for related content.

Boosted Facebook Video,
Boosted Instagram Video,
YouTube Advertisement,
IG Story Content (Organic)



Promotional Videos

Focus Metrics: Engagement and Conversion

Platform Metrics

Facebook Increase in Followers, Engagement /
Interactions / Engagement Rate, Video Shares

Instagram Increase in Followers, Engagement /
Interaction, Engagement Rate, Video Shares,
Saved Post, Story Shares,

YouTube Increase in Subscribers, Engagement /
Interaction, Video Shares

Website Link Clicks, Product View, Ad




Educational Carousel

Contributes to 30% increase in followers and likes for both Facebook and Instagram

- This content style has a wide reach to both sun-care lovers and the general audience as it is highly
educational and holds potential to peak audience’s attention, and encourages engagement

through likes or leaving comments/follows. This content is also easily shareable with like-minded
people by the audience.

Touchpoints:

e Boosted Facebook Carousel
e Boosted Instagram carousel




Educational Carousel

Focus metrics: Engagement

Platform

Metrics

Facebook Engagement / Interactions, Engagement Rate,
Post Shares,

Instagram Engagement / Interactions, Engagement Rate,
Post Shares,

YouTube NIL

Website

Link Clicks, Product View,




Virtual Event

Contributes to 20% increase in sales for Heliocare 360 line and 20% mentions on various
platforms (social media, influencers and publications)

- As the giveaway requires for audience to tag and follow Heliocare, there will be an increase in follows
mentions during that period. Additionally, influencers involved would also tag us or mention us. Ownd
would mention Heliocare on their own page, further increasing our mentions.

- This virtual event strives to encourage audiences to purchase the products to try for themselves by s
in doubt and answering their own skincare concerns.

Touchpoints:

e Facebook Live
e Snippets featured on Instagram Stories
e Snippets on Facebook Stories.




Virtual Event

Focus metrics: Conversion, Lead and Traffic

Platform

Metrics

Facebook Increase in Followers, Story Shares, Increase in Bran
Mentions

Instagram Increase in Followers, Story Shares, Increase in Bran
Mentions

YouTube NIL

Website Cart Checkout, Share of Se

to Where to Purchase the




Thank You!
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