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Cheil

Hello.

We are Cheil Vietham

A leading digitally focused
full-service agency
based in Ho Chi Minh.
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We create Connected Experiences that matter.




Connection is the heart
of everything we do

We build compelling. data-driven
experiences that bring your
brand and customers together
in meaningful ways that last.

Every chance we can. we Connect.




We are a team of over 100 expert connectors
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Together, we deliver a fully connected family of services
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These are the brands
we connhect with.

SAMSUNG

SJAbbott  PHILIPS €3 Shinhan Bank
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This is our work._.1 .



TEGRATED CAMPAIGNS

Great brands never stand still, and neither does our work. We provide
Integration in motion: data-informed, concept-led campaigns that easily and
instantly adjust to suit your audience and goals as your challenges change.
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‘ Challenge

On the tenth anniversary of the S series,
Samsung wanted to reinforce its position

as market leader with the S10, a phone that
truly represents an evolutionary leap above
the competition.

But in a crowded market, how can Samsung
communicate S10’s superiority over a mass
of competitors?




calaxyS10
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L Campaign

We took inspiration from millennials - Vietham's most creative,
expressive, unmistakable generation yet:

Samsung Galaxy S10. Be Unmistakable.

To bring our concept to life, each component of our campaign
shows how this phone - and the people using it - are unmistakable
compared to others.
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GalaxyS10

PRODUCT
LAUNCHING
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We started
communicating the
unmistakable nature of
S10in pre-launch with
banners that teased
new features and
highlighted how they
stood out from the sea
of sameness that is

all other phones.

conventional
o videos

We followed up with
unmistakable feature
videos, where product
features are demonstrated

SAMSUNG in unexpected ways.

Galaxy S10 | S10+
Binh chuén riéng.
Tao khéc biét.

S10's wireless power share feature was demonstrated unmistakably with a domino
performance

made with power sharing SI0s.

e R

SAMSUNG
Galaxy S10 | S10+

Bih chuénriéng,

§W Too khac bigt.
’

Super steady 4K video was demonstrated

by filming in a wavy, turbulent pool.


http://www.youtube.com/watch?v=3AG4JCUbPRA
http://www.youtube.com/watch?v=y5YgwhnFMVw
http://www.youtube.com/watch?v=rPSzNgmTm6s
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GalaxyS10

PRODUCT
LAUNCHING

3

We approached
influencer marketing in
an unmistakable way
by creating Saly,
Vietnam'’s first ever
virtual ‘robot’ influencer
and S10 ambassador -
an influencer who truly
stands out.

4]

cial Engagement
color point

And we created buzz on social media by giving

people the chance to stand out as unmistakable
by trying S10's new colorpoint feature via a
custom Facebook AR lens.
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Kuk Hang Seo
ited Edition

We prolonged our campaign with the
launch of a limited edition red s10
endorsed by one of Vietham's
unmistakable recent heroes, national
football team coach Park Hang Seo

Tiép Buéc Ky Tich Kick-off Video

Tiép Bubc Ky Tich Samsung 68 Event
ISUNG  Galaxy S

@ thegioididong
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http://www.youtube.com/watch?v=XJrSTB7Hgn0
http://www.youtube.com/watch?v=Vjh-wjMUTS8

INTEGRATED | Lamcime

Er Months. Three Phases.
at Results.

Over five months and three phases, our S10
campaign delivered stunning resuits, helping
Samsung reinforce its place as leader in
premium phone handsets for Vietham.
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d Background

KGC wais first launched in the Vietnamese market with its local distributors
managing sales and marketing activities.

At the time, the brand was not recognized for its name and there were
other brands competing in the same category, making it hard for KGC to
build a foothold. Even on social media, KGC's brand presence was not quite
where it should be, with sales mostly occurring offline. There was also no
official fan page where consumers could find out more about the brand.

For 2020, KGC wanted to build recognition for its products’ high quality by
focusing on two big campaigns: Chuseok and New Year.
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ampaign Brief

Tet has always been a good occasion for brands to communicate
with their users. It's especially important for KGC -a new brand- as
they look to build a relationship with consumers during Tet as well
as increase sales.

Cheil delivered just that with a campaign that helped enhance
KGC's premiumness and relevancy in a modern social setting.
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https://youtu.be/IPE_TJQHUVQ
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Cung Cheong Kwan Jang

TRAO QUA SUC KHOE
DOI DAO SUC XUAN
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Chuseok .
Campaign Brief

CHUSEOK- Mid-autumn festival is a big celebration moment for Koreans.

KGC wanted to use this occasion as a chance to revamp its brand

image to be younger and more appealing to modern consumers by
introducing LEE MIN HO as their global ambassador.

Lee Min Ho

Dai strthuong hiéu
Cheong Kwan Jang

Cheil
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ﬁ KGC Cheong Kwan Jang
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ABBOTT
2018 - 2020
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Abbott

Brand Background

As Abbott’s digital agency since 2018, Cheil's ultimate goal has b

SIMILAC regain its No.l status and ensure a smooth transition to digi

marketing. Given diverse tasks like the HMO launch, social content >
management, digital lead generation and CRM liaison with co

Cheil is always up for challenging and exciting Commmunication

from SIMILAC.
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Dbott Similac
18 - 2020

SIMILAC with HMO is a major global innovation from Abbott.
We were tasked with launching this innovative new product
and building trust in Abbott in the Viethamese market.
Premiumness and Abbott's reputation for innovation were
primary requirements for our launch campaign’s mood and
tone, which we carried out effectively on muitiple channels.
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Similac
Social Content
2018 - 2020
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The. Work

SimilaciC*
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Similac*
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BE KHOE MANH,
PHAT TRIEN THONG MINH
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The Work
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Abbott Pediasure
2018 - 2019

In Vietnam, PEDIASURE has long been considered to be a dietary treatment

for picky-eater kids rather than a daily use product. Since 2018, PEDIASURE e
has gradually positioned Pediasure as GUM (Growing Up Milk), encouraging
daily use from consumers. As a result, Pediasure’s digital activities and lead
generation needed to reflect this new positioning.
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Pediasure
Social Content
2018-2019
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The Work

GIAC NGU NGON
GIUP CON MAU CAO LON
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MUA NGAY
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TANG BE PEDIASURE MIEN PHI,
ME DANG KY NGAY!
iy & Phan qua PediaSure gom
o\ = 2 g6i mau dung thir
san sang giri dén bé

TANG BE PEDIASURE MIEN PHI,
ME DANG KY NGAY!
1 chal Pediasure dyng nuéc 237ml
haserng vani tign dyng
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THE LE CHUONG TRINH

Tén ctia B6/Me la

B&/Me da tirng cho bé sir dung PediaSure chua?
pa timg @® Chua

| Téncuabéla

B&/Me hdy chia sé ngay sinh clia bé

Ngdy 20 (v] Théng 12 (v
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CAMPAIGN

Brand
Background

Philips is a well-known home appliance brand in Vietnam.

With a portfolio ranging fromn Mom & Baby products to
Kitchen appliances and Floor & Home care, Philips needs
innovative and edgy yet approachable content that
communicates effectively with its young and modern
consumer base.

Cheil
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PHILIPS

Brief

Maintaining Philips’ social presence and brand position
as an innovator has been our main task since 2019.

Across a wide range of products and target audiences,

Cheil has delivered content that has helped achieve
reader engagement and sales generation.

Cheil



Philips
Social Content
2019 - 2020
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PHILIPS
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PHILIPS

@ Philips Vietnam
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‘d Background

BEST is one of the largest delivery key-players in China and the USA.

In expanding its business here in Viethnam, BEST has twin targets to conquer:
Recruiting franchises and raising brand awareness amongst businesses
and customers.

Cheil
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INTEGRATED EXPRESS

CAMPAIGN

To increase brand awareness in both B2B and B2C segments,
BEST needed to demonstrate their superior resources, cutting-edge

technology and potential to be the CHOSEN logistic-delivery partner.

Cheil
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MNI CHANNEL MARKETING

Deeper, stronger customer engagement is always our god..
That's why we offer fully connected omni-channel marketing services
that work together to reach more of your audience and stay longer.
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OMNI
CHANNEL

sioe by s RS5000
PRODUCT

kChallenge

Samsung wanted to launch the new RS5000 in a manner
that goes beyond a typical launch, driving huge audience
engagement across multiple channels.

To achieve this, we would need a fully connected
Omni-Channel marketing Campaign - A first for Vietham.

SAMSUNG
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OMNI LAUNCHING

Cong nghé Spacemax”

Technology

k . Xu huéng t8i gian, khai phéng khéng gian
Solution - .

To highlight the incredible storage capacity of the RS5000 we
created The Spacemax Juice Bar stunt: A refrigerator you can
enter ..with a hidden juice bar inside.

We collaborated with Cheil HQ to turn our hidden juice bar
concept into Vietnam'’s first ever fully connected omni-channel
launch campaign, with seamless customer engagement from
online to offline to online.

=0 @
G N f% o8
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SN msf;:fc wer NS
B~
PR STUNT OFFLINE °

EXPERIENCE




sty s RS5000

PRODUCT
LAUNCHING

amless online
offline integration

Our SpaceMax Juice Bar stunt provided a starting
point for a cycle driving people to Samsung 68
and online, covering a much larger audience
than a normal standalone activation.

We initiated buzz among online We drove online audiences offline to
1 audiences through videos teasing our 2 Ssamsung 68 to experience our hidden
Hidden Juice Bar. juice bar for themselves.

At
il
i
"

> B s o
While at Samsung 68,

we encouraged all visitors to register
for exclusive Cooking Classes.

These offline Cooking Classes were
4 then promoted online to drive more
visits to our product MKT page.
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M /l/ 3 7 % Redemption Activities
Stunning Results - ﬂ 5 837

Hidden Juice Bar

9.075

With significant online and offline participation, our RS5000
launch proved a huge success. This is an excellent example \ /
of how a great creative concept teamed with well planned

omni-channel marketing can deliver results well beyond
4 0 k Total FB Unique Reach
r. L ‘

less connected cclmpclig ns.
~ 4MIL
0 Total FB Engagement
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AND EXPERIENCE

We specialise in makKing sure your brand experiences bring
your customer closer to you, by creating connected
campaigns that reach further than a single event moment.



BRAND




EXPERIENCE

Samsung 68

‘Challenge

In 2019, Samsung Vietnam collaborated with Samsung Global
to create Samsung 68, South East Asia’s first Samsung Showcase destination.

Across two storeys in Bitexco Financial tower, Samsung 68 features the full
ecosystem of Samsung's premium products, giving visitors the opportunity
to experience Samsung technology for themselves.

We were tasked with launching Samsung 68 and providing it with a
compelling program of events, launches and workshops across 2019.




EXPERIENCE

Samsung 68

LAUNCH

ur Campaign
on your possible

Samsung's wide ranging ecosystem of products gives you all
manner of possibilities to improve your life and follow your
dreams. All of this comes to life to try for yourself at Samsung é8.

So we created Turn on Your Possible, a launch campaign where
we highlight how a visit to Samsung 68 can inspire all kinds of
interests and lead you to new ways of living.

We began by branding Samsung 68 with an 8 pane logo featuring
all the different passion points it caters to.




@ Samsung 68

BRAND LAUNCH
EXPERIENCE

) Ssamsung 68
Noi ddinh thiic tém néng

T 0308 Torg 142 WM G 3 YU 01
- 25y Wi U

aunched in style

Launch Video

We created buzz for our upcoming opening event with a series
of banners and an online video highlighting how Samsung 68 will
be the place to turn on possibilities in your life.

After driving buzz, we unveiled Samsung 68 at a special gala
launch event attended by influencers, media and the public.

Grand Opening Event


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

BRAND
EXPERIENCE

Samsung 68

LAUNCH

d followed with
lendar of events

As well as key events, Samsung 68 holds ongoing ‘always on’
activations and a regular program of workshops, ensuring
there’'s always something happening for every interest.

Grand

Opening

QLED 8K @

Galaxy S10+
PARK HANG SEO
Edition

\

/

\

/

N\

\

Galaxy
S10 | S10+

/
4

N\
\

@ RS5000

Samsung 68 promotes
Galaxy S10's camera with
photography workshops
by key influencers

Samsung 68 brings
8K quality to Vietnam
with an incredible
QLED 8k LED display

Samsung 68 hosts

a Juice bar you can
enter _through an RS5000
refrigerator

Samsung 68 celebrates

i Park Hang Seo with alive

event and limited edition
Si0 launch

Samsung 68 hosts

the launch of a limited
edition Black Pink A80
phone
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Samsung 68

LAUNCH

overing every interest
ss twelve months

In the second hailf of 2019, Samsung 68 was the centerpoint
of our Galaxy Note 10 and Galaxy Fold launches.

AN
N
N
\
GOIOXY /
Note 10 | 10+ L7
/
\
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N
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\
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50Years
Anniversary
/
4
4
/
\
Galaxy N
Fold N

Samsung 68 hosts the
official media launch
for Note 10

For the Frame TV,
Samsung 68 brings

Van Gogh's masterworks
to life

For Samsung's 50th
anniversary, Samsung 68

. ] createsaspace photo

experience

Samsung 68 draws huge
crowds with a hunt to
open a safe and own
the first Galaxy Fold in
Vietnam

Samsung 68 creates the
Galaxy $20 Auragiow
Christmas photo
experience, based on
520 Auraglow and the
aurora borealis



!@! Samsung 68

BRAND
EXPERIENCE

elivering
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nt Results
With our full year of activities and events, Samsung 68 has redefined the !

power of a single experience location in delivering connected offline and Total Events Traffic per bay Total Traffic
online experiences to a massive audience.
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Cheil

GITAL PLATFORM

Our digital platform team delivers a full range of digital solutions,
from E-Commerce to Customer Data Driven Marketing and beyond.



Customer Data
- IGITAL Driven Marketing (cpm)

CAMPAIGN
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2019's Galaxy S10 launch was a massive success for Samsung.

We achieved this through highly effective
Customer Data Driven Marketing (CDM).

Our CDM program

targeted current Samsung customers (Owned CDM)

and potential buyers (Paid CDM)

more accurately than any previous campaigns,

driving more conversions than ever before at lower cost.

Here's how we did it...
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@wned CDM &

| Our Audience

Existing Samsung users

| The Challenge

With consumers holding onto their devices longer and
innovation happening every day, just talking about new
features will not drive sales.

Samsung needed to bring Galaxy S10's innovation to the
real-life uses of existing Samsung phone owners, making S10
a must-have upgrade for them.

| Our Solution

Leaving behind one-size-fits-all static

communications, we spoke directly to key
groups of Samsung users in their own language
with tailored and timed content designed for
them only.

Paid CDM &

| Our Audience

Owners of phones from other brands

| The Challenge

For the S10 launch, Samsung wanted to move away from the
costly technology used to run personalized ads in previous
flagship campaigns.

| Our Approach

We performed deeper analysis to identify the strongest needs
of consumers, allowing us to run fewer, smarter ads.

Then we picked only 2 key features to commmunicate with
each consumer segment, focusing on strong creative and
clear messaging.
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@wned CDM: We tailored our messagesy

...to owners of different Samsung devices

Encouraging them to upgrade by highlighting key features relevant to them

SAMSUNG Galoxy Sl0e ' S10 S10+

Tich hgp
dlu céng nghé

SAMITNS Golauy 110 ] 520+ SAMSUNG Goloxy S10e | S10 | $10+

Chiban I3 BS Vi xurly

cé thé md khéa.

(' MuaNGay )

ban mao udc!

MUA NGAY

o 0
théng minh uu viét 3!' A

urging S Loyalists to upgrade early with  Provoking Note Users with greater Convincing Non-flagship
new innovation productive capability Users that upgrading is worth it

...to Samsung users with different interests

Driving conversion by showing how $10's innovations story meet specific needs.

SAMSUNG Golaxy $10e | $10 | $10¢ SAMSUNG Golaxy $10e | $30| $10+ SAMSUNG Galoxy S10e | S10 | 510+

Giéc ma clia i séng déng , C=a Trg Iy chup &nh
moi game thu. o, dén khé tin. R,\ clariéng ban —sw

MUA NGAY

( MuaNGay ) —— " " MUANGAY )

Gamers Video Bingers Photo Takers
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Making visuals speak
to different customers’ needs

SAMSUNG Galaxy Si0e | SI0 | S0+

Tich hop
du céng nghé
ban mo udc!

MUA NGAY

SAMSUNG Galaxy Si0e 10 SI0-

Man hinh Infinity-O
khac biét tuyét doi ‘

oD &

SAMIUNG Galaxy $100 |s0 S0+
Chia sé pin
khéng day déc nhét

Comparing user's
current phones to S10

Hay ty trai nghiém su khac biét

Kham pha nhing cdi tién cdng nghé 86¢ nhit
trén 0

Galaxy S10
—m
-

v

o
Man Hin
Infini

Proving S10's innovation
with influencer testimonials

. Sao Viét néi gl
vé Camera siéu thdng minh chicé
trén Galaxy S10?

Chinh syndng cdp cua ALAY }

U ué Nhan 1go (A) trén hg

théng camero ma Ga'axy SI0 i
©6 thé nhain dién duoe nhidu

nen nhing vét thé trong Gnh

dé chi adng cldu chinhcde

tndng s& mau sée eho ehdn

e ve phhgp.

»

®wned CDM: We drove desire to upgrade in multiple ways

Provoking purchase intent
with various promotion schemes

—
SANSING Ockavy $0-
Téng Ring Chi 58 HOu

R4
Golaxy 53| 58+

" | 5.000.000d

Galaxy 510

U 00 Crop Nhodng

U o3 ngoy

.3.000.000¢

¥¥ rro.s Fridin B Gl Hen
Pork Horg-5e0

SAMSUNG

Giéi Thigu Ngay,
Uu Bai Trao Tay!
Yong onib Mo g
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hid CDM: We customized Feature Banners

Through close analysis, we approached different device owners with content and messaging that matched their interests.

I GALAXY S & NOTE USERS / “The only phone that can charge others” I IPHONE USERS / "Is your phone powerful enough to charge other phones?”

SAMSUNG Gakoxy $10| 510 SNMSUNG SAMSUNG Qakamy 510|510

SAMSUNG L7 Gy $10] 50~

- Véi chid sé pin
Khong day Gn tuong . ¢

q!bdeo‘ 7._\ Véi chia sé pin khdng déy

7 R

I LOWER SAMSUNG DEVICE USERS / "Most immersive & powerful mobile gaming machine available I CHINESE BRAND USERS / "Notch-less so you have fuller entertainment!”

SAMSUNG SAMSUNG
# -

* ré nén bétkha chién bai
trong Mol an chién
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i .. linking to Customized Landing Pages

Ciio 54 P Kindng DYy
A Tugng

Golaxy $10 510+ Galaxy $10 ' 510+
1000.000¢ 4.400.000¢

our microsite
changed depending
on which device
visitors owned,
helping us deliver the
S10 innovation story
that would best
trigger their
conversion

Paid CDM: And we kept talking to our audiences

... and triggering purchase
with Trade-in Promo

GAKIYSIA | 510+

Uu adi adc biét
“khiién ddi siéu phém

We created trade-in
promotions that were
specific to different
device users, giving
more much more
incentive to change
tosio thana
one-size-fits-all
promotion would.

Lén P&i Siéu Phdm
Galaxy S10 | S10+

Tiét kidm 1én aén

11.000.000d

Binh chudn riéng.
Tgo kKhéc biét

- Tra gop 0:
N

Chi tiét chuong trinh

SAMSUNG Gaokaxy 510 |50+
Tiét Kiém Ién dén
11.00 )d

Tus 18.03 05N 30.04 2019
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remarkable results

Cheil's owned and paid CDM campaign for S10 exceeded
all previous flagship phone launch campaigns:

e S]0 sale conversion was 1 88% vs KPI - ranking #4 in South East Asia
e Targeting accuracy is on par vs KPI

e Our campaign achieved the same Sales Engagement
with Galaxy $9.. but at half of the budget.

e Our work contributed to a 120% growth compared
to our previous flagship launch.

%

gement
alaxy S9

Sale conversion with 1/2 budget

%

Growth
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The Challenge

In the beginning of 2019, Samsung Vietnam stopped the Galaxy J-series
and turned the Galaxy A-series into Samsung's key product line for
non-flagship phones.

Given a yearly target for A-series sales conversions 2.9 times higher than
the previous year, Samsung Vietnam needed a customer relationship
management program that will perform better than ever.

Our Approach

To optimize the performance of every Galaxy A campaign, we
developed an entirely new customer relationship management strategy
beginning at the customer themselves.

We started by widened the range of A-series target audiences by
dividing them into different groups. Based on this, we customized our
content while enhancing its messaging and visual creativity, making
sure the right Galaxy A phones met the right consumers’ needs.
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We enlarged the A-series target audience...

To increase conversion to the Galaxy A-series, we initially widened the range of our target audiences to two potential groups:
A Old flagship users with more than 18 months tenure

A Gen z users that are predisposed to Chinese Brands but not yet loyal to them.

Rand divided them IALow IAMid A High
into different segments | r

These target audiences were divided into 3 groups based
on income to ensure we talked about the right Galaxy A
products to the right consumers in the right ways

Galaxy A0l Galaxy A51  Galaxy A7
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tailored content
)each group...

We grouped the A-series range into three tiers, matching our

three target audiences, introducing them to the Galaxy A phone
that best fit their interests.

e Gy 120
4 g g
B0 Trgn C8 Thé Gk

Guay Video Dinh N Nniép Anh Gia
Hodn Koo C& Trude Vo Sou

- hucondin
ergmirin 4T
Oy AS0
cin oy a 3 o
i 500K | =
[===]
(=] (-3 Thé Hé Galaxy A Bt Pha
T W) Galaxy A DSt Phd Thé H4 Gotaxy A DYt Phd
0 O = td
0 © = ™ ¢ © i

“oeo

nd optimized the
ativity of each asset

We went beyond one-size-fits-all EDMSs to talk with different audiences in various
formats, seasonal themes and visual tones and moods.
We built multiple versions for each asset so we can test to reveal the most

effective executions, helping define the next steps of our content development.
Featuring the

highest
phone of SAMSUNG
each tier
4
A
T/W'?“?“”Pa ..weo'nomge\mom - ®
Uu &I BGt NgO Lén Dén \
9 s
504 *
o]
e LSy
s ek ek AP AT A
SNHATTS SNHATTY
Reinforcing ) MUANGAY
portfolio PEII
phones for
each tier
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diversified
paign types

Absolutely no consumer was left behind even after purchasing. We
maintained an always-on campaign to enhance users’ post-purchase
journey, combined with a sustenance campaign to continue driving sales.

3Cach Tréi Nghiém Pt~
C6 Thé Bon Chua Bidt o

HAPPY

BIRTHDAY

BUng 19 wu b tri &n 1én aén SO %
aanh tgng Bon!

NHAP NGAY MA

SNHATTS

5'-.-.

Thé 1 Gckaxy A DYLPNO

We aiso initiated ad-hoc campaigns to deliver customized
promotion schemes to other targeted audiences

samsune Oaay AX0| ASS

Nhat sinh vién

wos 20 %

Ming Ngdry Gia Oinh

\ 2 KHUNG GI0, 1 NGAY DUY NHAT
Y2 28.6 ¢f
L T

. BAMSUNG Golaxy AXs
Téng Linh b Uu ¢l 164 1.660.000°
ming Viét Nam chién théng!
Tongsy s wnaom
Goiaxy ABs
Uu Dal B&t Ngd
Khéng Thé BS LS

p— TS

7 13- @8 - 0
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hh great results

E SALE CONVERSION

9%

Comparing to 2018 vs. KPI

in South East Asia

%@ ENGAGEMENT RATE

181 43

comparing KPI in South East Asia




Cheil

OMMERCE

We deliver everything your brand needs to win in e-commerce,
fromm campaigns that drive sales to tools that monitor
your e-commerce Visibility and effectiveness.
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ECOMMERCE

caléxyMI0

kChaIIenge

After a period of Chinese brands stealing market share
through heavy spending on E-commerce, Samsung wanted
to reclaim its leading position in the e-commerce budget
smartphone segment.

For the launch of the MI0 phone, Cheil was tasked with surpassing
Xiaomi's sales record on Lazada of 10,000 units sold in 24 hours.
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calsiyMIO

LSqution

Going beyond the price-driven communications normally seen
in the budget smartphone segment, our M10 launch campaign
addressed young consumers' heeds for an affordable phone
then went further, targeting their trendy lifestyles

and trust in leading brands.
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caléxyMI0

e built an insightful
uct proposition

Using a friendly and youthful tone of voice, we went beyond price
when talking about Samsung's most affordable smartphone ever
and drew on Samsung's reputation as a tech leader.

Our Campaign concept was:

The trendy-functioned handset from A TRUSTED BRAND NAME.

This message appeared on all our assets with a reminder:
"This is your only chance to get this phone!”

These communications hit home to our young target audience,
positioning M10 at a clearly higher level than our competitors.

SAMSUNG

”eM
sanh
ud

Ch

ch

Online TVC
Galaxy MI0

#eM

Sanh Piéu

uén Hang Hiéu

Key visual

LAZADA

10

ey sy
: Hand Hi¢

€ Samsung M10 Super ProductL.. Q W

MLazMall

#eM10
el

3.490.0000

:

MKT page
OV 3K 7 4565082324
EO




@

ECOMMERCE

calaxyMI10

PRODUCT
LAUNCHING

en created d reinforced our product
i-Channel buzz ity through Tech Channels

We initially generated buzz about our MI0 launch on PR, Digiital We reinforced MI0's quality through superior use of tech channels.

Out-Of-Home Billboards and multiple online entertainment platforms. We used the most trusted voices in Vietham'’s biggest Tech
communities to share comprehensive reviews, helping convince our

audience that M10's quality was greater than its price.

Social Ads

Samfanscom

Techrum

Tinhte

Chi tiét Galaxy M10 - camera
kép géc rong, gid 2,8 triéu
dong
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ECOMMERCE

ilding our largest ever
day registration

We maximised our target audience through an enormous
media placement on Lazada's site.

With promotion reminders and countdown timers,
we pushed potential customers to order in massive numbers.

We also ran social activity on Lazada's community page to drive
consumer engagement and registration for the M10 sale D-Day.
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calaxyMI10

ur Campaign
ed two months

We started by hyping our sale across many channels then

maximised sales with one sale day sellout followed by another.

1 week ’ TEASING

/

/
7/

/
1day e SELL OUT1
\
\

1day ¢ SELL OUT 2

\
N\
N\

\

2 months ‘ AMPLIFICATION

Generating Awareness
and Hyping Up Purchase
intention through
multiple channels

Pushing MI0 purchase
on the Ist Sale Day.
then announcing M0
Is "Sold Out”

Provoking the fear of

missing out among new
consumers to re-hyping
their purchase intention

Pushing Mi0 purchase
on the 2nd Sale Day,
then announcing it

is "Sold Out”.

Qur MI0 Sell-Out
Is maximised.
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ading to impressive .
munication results incredible sales

Surpassed previous Lazada sales record
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SAMSUNG

kChallenge

Maintaining brand visibility is vital for Samsung.

And it's a complex job -there are many vendors and communications
to work with and track, as well as competitor actions to monitor.

Given a target of maintaining an over 50% share of brand visibility on all
E-commerce platforms, Cheil was tasked with creating a new system
for visibility tracking that cut down on manual data collection and gave
a fast, full picture of brand visibility.
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SAMSUNG

We came up with E-Brand Scoring, a dashboard that collects data
from E-commerce sites to create a full report detailing Samsung's brand
visibility in comparison to competitors.

E-Brand Scoring is Samsung's first comprehensive, high speed system
for meeting all the challenges of brand visibility maintenance.

LTURTLTY
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How E-Brand Scoring

rks
W 2

PROCESS DATA
v Vo
E-Brand Scoring then transforms
-> < _ _ - and converts massive amounts of data e
_ =S to a predefined template. > 7
\ /
COLLECT DATA \ / VISUALIZE DATA
\ /
E-Brand Scoring collects traffic data N s The collected data is visualized to an
from many e-commmerce websites Sl st easily understandable format by
across two types of channel: Tableau Software.
Pure Players like Tiki, Lazada and Shopee When the data is delivered, Samsung
E-Retailers such as TheGioiDiDong, FPT and VienThongA sees a clear-cut and on-point picture of

their brand visibility situation, allowing
them to clearly plot the best business
strategy ahead of time.
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SAMSUNG

A

—

Faster response

E-Brand Scoring quickly makes us
aware of any promotional
campaign from competitors,
allowing us to conduct well-timed
adjustments in our business
strategies.

ow E-Brand Scoring
nanged visibility tracking

AY P

—a

Comparison for Competitiveness

E-Brand Scoring can directly
compare Samsung's campaigns to
competitors, allowing Samsung to
predict competitor actions and
build more competitive marketing
responses.

amh’

:\ ‘
Lower risk

E-Brand Scoring helps ensure the
consistency of product experience
on all E-Commerce sites by
comparing the compliance level of
any product detail page to
Samsung guidelines.
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E-Brand Scoring gives us
'dustry-leqding visibility maintenance
results against competitors

Buzz: 742 Buzz: 2.3K Buzz: 574 Buzz: 120
2o n L= ] o ® FPT Shon (Fstehop.comved
[\
\ ¥
> :
Buzz: 611 Buzz: 722

Oud Tong Mio LEME P -
2.000.000d “ i 4
Qaay $he Vg 00 mscooé«msmo
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RETAIL EXPERIENCE

Our retail team commits a full-scale service of retail experience,
from concept development to production, management
and even post-service maintenance.
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The Challenge

In 2018, Samsung chose Vietnam as the location for South-East Asia’s first showcase
experience location. Samsung 68 in Ho Chi Minh city was tasked to bring local
consumers extraordinary immersive experiences and unigue and innovative
technologies in an inspiring space.

Cheil was tasked to develop a full design concept for Samsung 68, constructing
and maintaining this 1,010m2 showcdase across two floors in Bitexco Financial Tower.

Our Approach

For Samsung 68 we featured two main experience dreas:

- The Playground area allows visitors to explore a full spectrum
of exclusive technologies and products from Samsung Electronics.

- The Foundry areais a multi-sensory space with immersive localized
activities where all visitors can experience Samsung technology,
learn new sKills and enjoy themselves.
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In the Playground, the full ecosystem of innovative Samsung technologies are showcased for visitors to explore...

A Connected living space simulates a
real modern living room, demonstrating
how Samsung's ecosystem can enrich
your daily life.

A VR Snowboarding ride turns a window
display into a virtual sports experience,
bringing thrills to visitors and attracting
attention from passers by.

A Product lounge showcasing the latest
Samsung mobile innovations for
consumers to explore hands-on
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Combining local culture with inherited creative design from pioneer Samsung showcases,
the foundry is a space where we bring together one-off events and always-on activities in one multi-sensory space.

Our collabo studio with an
Internet-Of-Everything kitchen is an
adaptive space offering optimized
experiences for all guests during any
event or activity

A Kid Zone brings Samsung innovation
closer to Vietnamese millennial
families through fun learn-n-play
activities for kids and parents

A Skiing Zone & 4D theater
immerses our visitors in a future world with 4D VR technology
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We developed a striking out-of-home facade designed to capture attention from millennials.
Our process covered concept, construction and government license renewal.

L
SAMSUNG

T.." ! "\\ I
Wll '-L“(‘
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EXPERIENCE

The challenge

Samsung Electronics Co. tasked us with designing and building
an exhibition center focusing on business-to-business (B2B)
products for Vietham.

Based in the Samsung CE Complex (District 9, HCMC) this center will be the
biggest of its kind in Southeast Asia, with a 750m2 total area.

Cheil was tasked to develop a construction concept that delivers the most
comprehensive and impressive experience for visitors. We covered
concept, construction, launch and ongoing execution and maintenance.

Visionary Circle

Our approach

We created a concept that takes visitors on a holistic journey of
experience from the lobby to the Executive Briefing Center.

Our center is divided into 11 zones, with each zone displaying
smart solutions for specific businesses.
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We created
a holistic experience for visitors

Starting at the lobby, our design takes visitors on a journey of discovery
through the whole story of Samsung innovation.

1| Welcome (2| Pre engagement ) {(3| Main engagement }

|
- —

GREETINGS TRANSITION EXPECTATION PRESENTATION

Our visitors are welcomed with greetingmessage  .and directed to the showroom via elevator. Visitors then observe the whole history of Samsung  Here we arrive at the sanctuary of innovation.
in at our lobby... Vietnam’s milestones as they head along a hallway  Every hi-tech solution visitors need for their
to the showroom. businesses are showcased here, giving them

hands-on experience.



o@ SAMSUNG VIETNAM
RETAIL B2B SHOWROOM

EXPERIENCE

We displayed our solutions impressively...

Our design gives visitors the feel of walking down a smart city avenue.
Various hi-tech zones can be found along a path between our two showcase areas.

This visionary circle area features a
collage of all display models available in
Vietnam, creating a giant Video Wall
display. This technology connects up to
250 intelligent digital screens to make
the world's largest display. featuring
customizable sound effects for
individual screens.
Smart Home

We simulate a complete smart
apartment to demonstrate how the

whole Samsung ecosystem works to
enhance your living experience.
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EXPERIENCE

..and in real contexts.

Each zone along the avenue simulates real-life conditions for visitors to learn how our technology works for them.

This zone highlights a virtual-fitting
mirror display with augmented reality
tech. A camera can detect a customer’s
age and gender and provide fashion
recommendations accordingly

The star of this zone is the tablet-based
E-menu that allows visitors to order,
request service, entertain and even
receive food & drink recommendations
based on the weather.

This zone demonstrate a smart system
for managing room cleaning processes,
along with a hotel TV built-in gateway
solution for content management. room
management. energy management
and in-room control

Here we provide a dynamic gaming
experience on Gear VR mirrored on
giant screens.
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SAMSUNG
MOBILE ZONES

The challenge

Every four months, Samsung refreshes it's retail mobile zones nationwide.
We are tasked with design, implementation and license management.

Our approach

We provide a full suite of mobile zone retail design solution
from concept stores to partners to outdoor signage.

And with so many stores to refresh and check for consistency, we
use a fast-response team to check updates and consistency across
a massive array of retail locations.
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EEEEEEEEEE

We provide designs for Samsung Experience Stores
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We also provide designs for customer
experience stores and Samsung partners

INTERIOR DESIGN EXTERIOR DESIGN B “

»
>
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And we develop, monitor
and refresh all outdoor signage
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Cheil Digital Hub

From your finished artwork to all the adaptations you need,
we deliver a tailor-made service for large-scale digital
production for the Cheil network in South East Asia.




Cheil.-

Digital Hub

We have everything you need for

digital production

FULL A-TO-Z SERVICES o
We deliver a full service, o\ . ﬁ
from building high quality ’©
value added master [ ) ‘o
artworks to creating 6

high-volume adaptations

HIGH-VOLUME DIGITAL
ASSET PRODUCTION

Our studio is built for
mass production
tailored to
your needs

<

HIGH SPEED PROCESS
& TURN AROUND

Our working process is
40% faster than
benchmark lead-times
-including rounds of
feedback and revision.

COSsT
EFFECTIVENESS

We provide the most
competitive price
in the South East Asia
market, at 30% lower than
benchmark (Personnel
Rate). We only charge for
direct costs at single item
prices, no extra cost for
feedback and revisions.

BRAND COMPLIANCE WITH
HIGH CONFIDENTIALITY
MANAGEMENT

We are highly
experienced in working
on confidential and
secure projects
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Digital Hub

We apply expert attention
to all stages of production

BRIEF MASTER ARTWORK PROJECT
: PRODUCTION MANAGEMENT
Analysis
Clarify SOWs Feedback
& Revise
QUALITY

CONTROL

©)

PRODUCTION

MASSIVE
PRODUCTION

Feedback
& Revise

DISPATCH

Finished Artworks
Ongoing Support
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We are expertin...

Standard Digital
We adapt key visuals to multiple sizes and formats of banners usable for any site.
We also develop visual and content ideas for email marketing and push notifications
that target different groups of users.

SAHING GotaryZHe SAUSUNG Sy ZHp SAMSUNG Galaxy S20Series

1R
Bl

s

An innovation for those
WO fves 10 stand out

Galaxy S20Series

@ ' =

Video Production

SAMSUNG

Gonzey 130 terien

P

We take your audience’s user experience to a higher level by turning static video frames to a
smooth 2D video. Video adaptation is also our speciaity, offering you format editing, trimming,

text replacement and more.

Static Frames

Animated Video

SamsuND

DON CHO SifU PHAM GALAXY 5 MO

Rich banners

We are able to adapt any type of rich media banners to different sizes with high accu-
racy to brand guidelines, giving you superior product visibility and messaging.

SAMSUNG

The Frame

Social Media

We deliver outstanding content to your users through social posts and ads in multiple formats.

Static Posts

.

Animated Posts
R — R
e 520 e scvenced &
Rconbap you e,

10 $20 wih $poce 2oom.
MOV your v now

Qo savinge from socict distoncing
Orty with Sameng
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... and beyond
Traditional out-of-home Traditional out-of-home

We can convert one key visual to multiple high quality traditional out-of-home We can develop many sizes and formats of digital out-of-nome

assets, including bus posters and billboards. assets in a very fast timeframe.

s SAMSUNG SAMSUNG
| SAMSUNG.
SAMSUNG Galaxy AS] V. — W <
Galaxy S20 Series
? Galaxy 520 Series Galaxy S20Series
A h\Z
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Point of sales materials
We are also expert in developing creative point-of-sale materials, allowing you to showcase your brand or product features in extremely eye-catching displays.
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MEET OUR TEAM



|

Nguyen Thi

2 Nguyen Thi
Xuan Thu ; 3 Van Anh 2 3
Group Account Doan Thai Thuc Group Account Trieu Minh Nhut

Director Head of Digital Director Head of Retail



Brandon Chew
Head of Strategy

Martin Sutcliffe

Creative Director

Mike Dela Cuesta
Creative Director




Vu Thi Mai Miles Lee
Head of President :
Procurement Vo Thi Nguyen Thi
Viet Phuong Thuy Linh
Senior Finance Senior HR Manager

Manager



Connect with Us

Doan Thai Thuc

Head of Digital
Cheil Vietnam

&s +84-28-3915-6099
E +84-909-096-535

@ thuc.doan@cheil.com
X thuc.doan@samsung.com

@& www.cheil.com

Cheil Vietham Co., Ltd

17th Floor, Bitexco Financial Tower
02 Hai Trieu Street, Ben Nghe Ward,
District 1, Ho Chi Minh City, Vietham



Connect with Us

Nguyen Thi Xuan Thu

Group Account Director
Cheil Vietnam

&s +84-28-3915-6099
D +84-909-172-192

© thu.nguyen@cheil.com
2y thu.nguyen@samsung.com

& www.cheil.com

Cheil Vietnham Co., Ltd

17th Floor, Bitexco Financial Tower
02 Hai Trieu Street, Ben Nghe Ward,
District 1, Ho Chi Minh City, Vietham



Connect with Us

Nguyen Thi Van Anh

Group Account Director
Cheil Vietnam

&s +84-28-3915-6099
E +84-908-688-819

© anh.nguyen@cheil.com
X van-anh.ng@samsung.com

@& www.cheil.com

Cheil Vietham Co., Ltd

17th Floor, Bitexco Financial Tower
02 Hai Trieu Street, Ben Nghe Ward,
District 1, Ho Chi Minh City, Vietham



Connect with Us

Trieu Minh Nhut

Head of Retail
Cheil Vietham

&s +84-28-3915-6099
E +84-936-237-711

© nhut.trieu@cheil.com
X nhut.trieu@samsung.com

@& www.cheil.com

Cheil Vietham Co., Ltd

17th Floor, Bitexco Financial Tower
02 Hai Trieu Street, Ben Nghe Ward,
District 1, Ho Chi Minh City, Vietham



THANK YOU




