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o> ABOUT US

2015

Started as an influencer
marketing agency

2019

Expanded our services to digital

media, and content production to
serve our clients more comprehensively
The expansion marks the repositioning of
SKYPERRY as a digital marketing agency
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SERVICES

BRAND POSITIONING
& COMMUNICATION

Sblo MRS NMEDS

W"" 2t







SKYPERRY

CONTENT STUDIO

We set up our own comprehensive high-quality content production: from

content product unit, in-house studio, editing, and post-production on
diversified platforms and channels
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CONTENT STUDIO
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INFLUENCER MARKETING
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KOL MANAGEMENT ON SOCIAL MEDIA

 Crisis management
 Social media management for KOLs

KOL STRATEGY FOR MARKETING OBJECTIVES

* Workshop with KOLs and their followers
» KOL strategy to cover search results on digital media
» KOL strategy to increase brand awareness



SOCIAL MEDIA

Own 40 community pages/channels
& data of thousands of end-users to
raise awareness for brands
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SOCIAL MEDIA ECOSYTEM
FOR MARKETING OBJECTIVES







SKYPERRY
OBJECTIVE
Increase
brand awareness and
create social buzz
for Similac  milk
products through words
of mouth in 2020
S.O.W
Product review
WOM content
KOL shooting
Engaging activities
applied AR filter
KOLs strategy to
increase brand
awareness
Branded relevancy

content

SIMILAC

CHALLENGE
Highly competitive with other
brands
Draws the attention of users to talk
about the brand itself

Create freshness and new things for
the milk lines that are already
familiar to consymers

Earned 7,400 discussions about
Similac HMO

Top 5 of the most discussed brand on
social media for the first time and

mained throughout the year 202

STRATEGY

Utilize top-tier KOLs who
are celebrities to create
a halo effect for milk
product lines

Utilize Hot Moms,
communities, groups, and
end users to create social
buzz
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@ CHO TOT

OBJECTIVE CHALLENGE STRATEGY.
Increase

brand awareness and

drive traffic to search Being a newbie in the job search market,

for jObS on Chq’ Tot when it comes to the top-of-mind list of Take advantage of being-
Viéc Lam the job search channels, Cho Tét only passionate-about-working-
: ranked 3rd for-celebrities insight to
The challenge is how to create a new create a wave in which

5.0.W different and attractive appearance for people applying for the job
Cho Tét to otherjgompetitors positions recruited by the

celebrities
The story of celebrities

Create a social buzz RESUES recruiting job positions on
with KOLs _ Cho Tét is the key hook to
Video & livestream create awareness of Cho
production 1 M TR AFFI Tét Viéc Lam

KOLs strategy to n, S

increase brand For Ch?’ Tot VI?C

awareness Lam Category

Drive traffic/lead
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SKYPERRY

OBJECTIVE

Increase awareness of FPT
Techday 2020 event on
Facebook

Drive traffic to the virtual
reality platform on the
landing page of the event

S.0.wW

Social media strategy
24h-KOL solutions
Event attendance +
Review
KOL &
booking
Branded
content
Drive traffic/le

FPT TECHDAY 2020

CHALLENGE

Needs flexible support of social media
activities until the end of the event

While the advertisements must reach a
wide target audience group from
businessmen, and software engineers to
the masses, the campaign has to be
integrated into the platform proyided by

Allocated paid media, KOL, and advertisin
materials within 24 hours after target
addition from client

virtual reality platforms being restricted from
the advertisements on Facebook)

7,200 links clicked in 3 days (in the context of

STRATEGY

The strategy has high
flexibility. When the client
changes their action plan,
the agency has a scenario
to meet their demands in
time:

Boost ad format

24h-KOL solutions

Add content for running
ads







iy ACECOOK

OBJECTIVE CHALLENGE STRATEGY
Show the transparency Organize minigames for
of the winning results of The series of 12 livestreams have fixed interaction throughout the
the lucky draw for 12 s.ce.narios so the creative part is quite livestreams to maintain
livestreams for the limited the number of views

. Remain engagements and views of users Every livestream has its
promotion program throughout 35 minutes of livestream and own topic following the
called "Vira Lanh Ngon remain the attraction throughout 12 trends that are discussed
Vira Rinh Qua Ré" livestreams at the current time on

social media channels

S.0.wW RESULTS

Minigame hosting

Livestream production 50K LIVESTREAM ORGANIC

Social media VIEWS
management 1,500 MINIGAME PLAYER
0 NEGATIVE COMMENT

Crisis management
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SKYPERRY

OBJECTIVE
Increase the
awareness of the JBL Tune

115TWS headphones
product on the TikTok
channel following the

concept given by the client
“Giau Am Sdc Bat Anh Nhin”

S.O.W

Hashtag
Management
Content Development
TikToker Booking
Management
Product review
Social buzz with
creation and KOLs

Challenge

JBL TUNET15TWS

CHALLENGE

Create a conversation between the
TikToker community to highlight the
features and design of the product

RESULTS

9.2 M VIEWS ON TIKTOK

35 PEOPLE JOINING
HASHTAG CHALLENGE

STRATEGY

Create Hashtag Challenge
"Giau Am S&c Bé&t Anh
Nhin" on TikTok with
TikTokers deviding into 2
sides:

The Feature Side shows
the features of the product
are suitable for the daily
activities of the youth

The Design Side shows
that the design acts as a
tool to help them
"transform” themselves to
spark attention for their
videos on TikTok
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SKYPERRY
OBJECTIVE

Build brand positioning and
increase brand awareness for
FATZBABY

S.0.wW

Brand positioning &
Communication strategy
Product challenge

Branded content with product
placement

WOM content

Branded relevancy content
Engaging activities applied A
filter

Livestream hosting
Social buzz creation
KOLs strategy to cover s
results on digital media
increase brand awareness
Channel performance audit

FATZBABY

CHALLENGE

For 10 years, FATZBABY has not been able to
build its positioning and awareness in the
sector of mother and baby products

The market for mom and baby products is
strongly competitive by international and
imported brands
Lots of SKUs
and the li

#The sales of UV sterilization lines were increase
times during the Covid

Be featured on 100 KOLs/hot moms/influencers chan

Top SEO keywords related to mom & baby categories

100K likes on FANPAG
8M reaches
70K search/month 1,590,491 engagement
40K suscribers 19M views

18M views 21k followers

‘ 153M Impression

STRATEGY

The brand positioning and
implementation of strategies for
multiple channels to increase
brand awareness

Increase brand awareness by
Always-on content, a series of
instructions on using the
products, and the connection
with the community doctors
Improve search results for the

brand through influencer
marketing
Push sales through e-

commerce.
Build brand love:

mote the product lines of
rilization during Covid
cial distance

romote the
brand's international SGS
certification

FATZBABY x Phuong Dong
General Hospital cooperation
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SKYPERRY

OBJECTIVE

There is so much fake and
negative information on social
media. It is the elderly in our
family who are consuming that
information the most
The objective of this project
is to create a playground on
social media 1{-14 the
Vietnamese elderly to meet
their needs for useful
information and a connected
community

S.0.W

Social & website content
Social contests

Radio production
Offline events

NON-PROFIT PROJECT
MUA GIO HEO MAY
DE GIO CUON bl

CHALLENGE

The unfamiliarity with the technology of
the elderly poses a challenge to make the online
channel reachable to the elderly and get them
to stay connected

Understand the unique insights of the elderly to
create engaging content and maintain their
following

RESULTS

biggest fanpages for the elderly in Vietham.

10,000 organic reach/post on average.

400,000 followers in total - the two first and

200 participants in total for 3 nationwide events.

STRATEGY

Build
an informative content
ecosystem for the elderly who
usually spend time on social
networks with ages ranging from
45 to 65, including:

. Facebook Fanpage &

Website -Mua Gié Heo May
» Facebook Fanpage - D& Gié
Cudn Di




SKYPERRY NON-PROFIT PROJECT

MUA GIO HEO MAY
DE GIO CUON bl



STAY CONNECTED 3 Q
N4 support@skyperry.com

. +84 88 605 6868 SKYPERRY

£ +8428 35056868
@) skyperry.com B EST
REGARDS!!!



http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr
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