
DECEMBER 2016

ASW
Global Health Campaign

© 2016 CK Hutchison Holdings Limited.  Proprietary and Confidential Information

Marketing Toolkit



Contents

page 03
04
05

Section 1 - Introduction 
Objective 
Insight
Challenge
Concept 06

11
13
14

Section 2 - Toolkit Elements 
Call to Action 
Imagery Style 
Messaging & Typography 
Content Support 16

Section 3 - Applications
Advertising: 

• People Focused 23
• Partner Brand Product 24
• Own Brand Product 25

POSM: 
• Gondola end, shelf talker 26
• Cashier Desk 28

Digital: 
• eCommerce Banner 29
• eCommerce Takeover 30
• Customer Engagement 31

CRM: 
• eNewsletter 33
• GWP 34

Section 4 - World Health Day 
Messaging & Typography 37
Store Front 38
Social Media Posts 39

43
44
45
46

Section 5 - Activations 
Campaign Framework 
Awareness Phase 
Consideration Phase 
Participation Phase 
Conversion Phase 
Examples

47

02

09

48



Objective
ASW Group wants to capitalise on World Health Day to 
help customers make their lives healthier and happier.
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Insight
Consumers – especially city dwellers – are also 

beset by a rising awareness of the toxic impacts of 
their environment and the lifestyle that it 

encourages. Think air pollution, late nights, food on
the go, the stress of the daily commute, and more.
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Challenge

“Everybody wants to be healthy.
Ain't nobody wants to go for a run, eat
salad and get a good night's sleep ;)” *

*With thanks to iconic bodybuilder Ronnie Coleman for the original quote:
 'Everybody wants to be a bodybuilder, ain't no one wants to lift no 
heavy ass weights' ;)
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Concept Overview
Small, everyday actions can positively impact our 

health and our lives. Walking the children to school, 
not driving. Taking the stairs not the escalator.

The little things add up – and our days
are full of opportunities to do them.
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Proposition

#GETACTIVE



A.S. Watson Helps
Giving you a hand with small 

incremental changes in your routine 
that will help you to feel great.
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Toolkit Elements



 

Context 

Insight 

Objective 

Insight 

Concept 

Proposition 

Campaign Framework 

Campaign Strategy 

 

Call to Action 

Imagery 

Messaging 

Typeface 

Visual Assets 

 

Advertising 

POSM 

Digital 

E-Commerce 

CRM 

Product/GOBE 

Content support 

Toolkit Applications 

 

Messaging 

Typography 

Store front 

Social media posts 

World Health Day 

 

Awareness phase 

Consideration phase 

Participation phase 

Conversion phase 

Activations 

Stage 1. Building Campaign Awareness Stage 2. GetActive Activation 

Toolkit Content 

Launch schedule: ideally 1 month prior to World Health Day on 7 April Launch schedule: approaching or on7 April  
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We want our customers to be involved and to 
influence in the campaign, helping us create 

content and inspire other people to Get Active.

Tell us how you’ve done it
#getactive

GET
ACTIVE

Call to action
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Watsons Superdrug

Appropriate brand colours and fonts used

Kruidvat

Tell us how you’ve done it
#getactive

GET
ACTIVE

Call to action

Tell us how you’ve done it
#getactive

GET
ACTIVE

Tell us how you’ve done it
#getactive

GET
ACTIVE
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Imagery Style

Imagery should be reflective of our customers 
actively participating in the content of the 
message 

Using studio imagery will allow us to change 
background colours where necessary and 
incorporate campaign typography.

Choosing Imagery
• Appropriate stock imagery should be chosen based on your 

specific brand guidelines.

• People should be actively participating in the activity described 
in the illustrated message i.e. yoga pose for yoga message.

Background Colour
Brand connection should be further enhanced by using 
background colours from  the brand’s palette.
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I sit baby in his chair 
and do sit-ups while 
playing peek-a-boo

#getactive

Messaging & Typography

We’ll style the campaign in a way that’s 
sympathetic to the Watsons, Superdrug and 
Kruidvat brands. 

Messaging in the tone of voice of a customer and 
typography using different handwriting styles will 
give the campaign a ‘user-generated’ feel.
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Typography
Typography using different 
handwriting styles to visualise the 
‘different voices’ of our 
customers and will also give the 
campaign a user-generated feel.

I always take
the stairs 

instead of the 
elevator or 
escalator

I've swapped 
my Saturday 
lie-in for a 
yoga session.

I always find
the furthest away

parking space
for that little
extra to walk

#getactive

#getactive

#getactive
#getactive

#getactive

I keep a bottle of
Omega 3 tablets

on my desk.
It’s how I stay supple

I DRINK 3 LITRES 
OF WATER A DAY. 

SO EASY, 
SO GOOD FOR ME. 

Messaging
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Editor’s 
View 

(Publisher) 

Ask a 
Pro 

Inhouse 

Supplier 
(Health 
brands)  

Blogger 

e.g. Watsons 
Pharmacist/Watsons 
Nutritionist tips & 
advices 

• To support the campaign launch and strengthen our health position, based on health trend analysis, Watsons 

brand/customer needs and category focus, we will prepare regional contents for BU’s to create more social topics about 

healthy habits, tips and advices, etc. We will also give advice on keywords and products in your content for local 

adaptation. 

• Key source of content for posting on Website and Social Media 

 

Content Support 
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Content Support 

 

Examples of Articles Topics in the next phase of sharing 

 

1. 5 Simple Rules For Amazing Health 

 

2. Why Sitting Too Much Is Seriously Bad for Your Health 

 

3. The 10 Best Nootropic Supplements to Boost Brain Power 

 

4. Post Workout Nutrition - What to Eat After a Workout 

 

5. Couch Potato Exercises 

 

6. Want to Be Happier Smile More 

 

7. What Is HIIT? Get a Full Workout in 20 mins 

 

Note: this will be available in phase 2 by January 4 



Hand Drawn Type
• Ideally messaging should be hand  
 drawn for each image. 

• Hand drawing the type ensures the  
 message and image feel     
 intergrated.

Illustrated Type

PLEASE NOTE:
Imagery is for illustration purposes only
and will need to be licenced locally
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Hand drawn typeface manipulated to fit around imagery

Hand drawn Typefaces
• Where hand drawn type isn’t

possible there are a number
of hand drawn typefaces for
license

• The typeface will still have to
be manipulated in order for the
messaging to intergrate with
the imagery

Illustrated Type

Running home from 

work helps me fit 

in exercise without 

eating into my

free time

Feel upbeat, positive, energised every day
#GETACTIVE

without eating into

Tell us how you’ve done it
#getactive

GET
ACTIVEPLEASE NOTE:

Imagery is for illustration purposes only
and will need to be licenced locally
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Example of same message used across three different brands

Toolkit Elements - Overview

Feel upbeat, positive, energised every day

Follow us on

#GETACTIVE
Tell us how you’ve done it

#getactive

GET
ACTIVE

Feel upbeat, positive, energised every day
#GETACTIVE

Tell us how you’ve done it
#getactive

GET
ACTIVE

Feel upbeat, positive, energised every day
#GETACTIVE

Tell us how you’ve done it
#getactive

GET
ACTIVE

PLEASE NOTE: Imagery is for illustration purposes only and will need to be licenced locallySection 2 - Toolkit Elements 16



Toolkit Elements - Overview

Follow us on

#GETACTIVE
Feel upbeat, positive, energised every day

Product name
on two lines if needed
Technical info
THB

315.00

Tell us how you’ve done it
#getactive

GET
ACTIVE

Feel upbeat, positive, energised every day
#GETACTIVE

Tell us how you’ve done it
#getactive

GET
ACTIVE

Feel upbeat, positive, energised every day
#GETACTIVE

Tell us how you’ve done it
#getactive

GET
ACTIVE

Example of same message used across three different brands
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Applications



Advertising - People Focused
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Advertising - Partner Brand Product
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Advertising - Own Brand Product
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POSM - Store window



Tell us how you’ve done it
#getactive

GET
ACTIVE

Promotional gondola end, shelf talkers and shelf wobblers

POSM 
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POSM - Cashier desk 



Digital - eCommerce Banners
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Digital - eCommerce Takeover

Tell us how you’ve done it
#getactive

GET
ACTIVE

without eating into
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Tell us how you’ve done it
#getactive

GET
ACTIVE

Digital - Customer Engagement
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without eating into

#GETACTIVE
Everyday ways to feel better and healthier

Digital - Social Media
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CRM - eNewsletter

Personal Care         Health         Beauty         Pharmacy         Baby        Lifestyle        Hot Deals

123,346,789pts

watsons.com.hkshop at

discover more

#getactive

Feel upbeat,
positive, energised
every day
#getactive

Tell us how you’ve done it

#getactive

GET
ACTIVE

 the

Everywhere

30%
OFF
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CRM - GWP
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Starter pack sent to loyalty customers 
filled with a pocket guide and other 
relevant free gifts.

CRM - GWP
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World Health day
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World Health Day 7th April 2017

The theme of the 2017 World Health Day 
campaign is depression. 

We’d like to incorporate the theme within the 
campiagn by launching with positive 
affirmations about mindfulness that tie in with 
the #getactive theme. These will be 
typography only executions, positivity 
projected through words.
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World Health Day 2017 
- Messaging & Typography

II

change
Youll never

your

life

youchange

Getactive

something
you do 

daily

#

until

Typographic positive affirmations 
about mindfulness that tie in with the 
#getactive theme. 
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World Health Day 2017 - Store Front



World Health Day 2017 - Social Media Posts

#getactive This World Health Day we’re encouraging everyone to 
feel upbeat, positive, energised every day. Stay tuned for a whole year
of fun activities and challenges. #watsons

#worldhealthday #superdrug

People can repost our positive 
affirmations on World Health Day or 
send to someone they think it would 
benefit to encourage their friends and 
family to #getactive.
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*All Activations on pages 44 – 51  are ideas only and if chosen
by BUs would need to be produced at their expense

Activations

Section 5 - Activations 38



Campaign Framework

Awareness

• Daily planner film, YouTube,  
 facebook, instore

• Print and OOH

 

Indroduction of #getactive

Consideration

• PR Stunt/Installation (VW   
 the Fun game style)

• Selected influencers start to  
 share 10sec edits of the   
 film using #getactive

• Consumers share tips using  
 #getactive

Generate talkability

Participation

• Launch of #getactive    
 challenge movement inviting  
 people to share their clever  
 ways to keep  active.

• Influencers start to ask their  
 followers to share their tips  
 and be feature in their    
 channels

• Promote #getactive     
 associated with a cause. 
 e.g If we can join xxx    
 thousand people at Statue  
 Square doing for Tai Chi   
 ASW will donate xx million to  
 a Health Institution of choice 
 #getactive

Invitation to join a movement

Conversation

• Link the use of #getactive for  
 exclusive discounts in ASW  
 Health retailers

• Exclusive ‘money can’t buy’  
 rewards for the most active  
 consumers

Purchase and reward
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Campaign Framework
Media Ecosystem Strategy

Awareness

• BU’s eCommerce site

• Seed in own social media
channels

• Store ambiance

Introduction of #getactive

Owned
• FB/YouTube takeover

• Print/OOH

Paid
• Health press

• Health blogs

Earned
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Campaign Framework
Media Ecosystem Strategy

Consideration

• Social media channels
covering the PR stunt

Generate talkability

Owned
• Influencers using #getactive

and reposting reaction of the
PR stunt

Paid
• PR Stunt

• Trade media (mkt)

• Health press

• Broader media press

Earned
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Participation

• Microsite #getactive

• Daily planner 10 secs with  
 “challenge” payoff line at the  
 end via own social channels

• In-store comms

Invitation to join a movement

Owned
• Boost influencers to join the  
 movement and share the   
 #getactive challenge

• Print and OHH

• Radio

• Digital media

• Spotify #getactive playlist

Paid
• Trade media (mkt)

• General media

• Causes blogs

Earned

Campaign Framework
Media Ecosystem Strategy
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Conversion

• BU’s social channels

• In-store comms

Purchase and reward

Owned
• Digital media

Paid
• Health press

• Health blogs

• Footfall and click-thrus

Earned

Campaign Framework
Media Ecosystem Strategy
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#TeamMe Healthcare Campaign 

Superdrug launched #TeamMe on World Health Day in April 2016, to support 

a leading public health message to help people make positive, healthy 

changes to their lifestyle.  

#TeamMe was a team for all the regular people out there wanting to achieve 

their own personal health goals.  

The campaign was fronted by six members of the public, who Superdrug 

supported to set and achieve their own goals; whether they wanted to hit the 

gym, quit smoking or change their diet. And they didn’t have to take the 

journey alone as swimmer Rebecca Adlington and Paralympian Stefanie 

Reid were ambassadors for the campaign – plus they got support from 

Superdrug pharmacists to help them stick to their resolutions. 

Microsite 
http://www.superdrug.com/teamme 

#TeamMe Video Introduction 
https://www.youtube.com/watch?v=VdM1gu3aqoA 

#TeamMe
Awareness 

http://www.superdrug.com/teamme
http://www.superdrug.com/teamme
https://www.youtube.com/watch?v=VdM1gu3aqoA


Video Content
Awareness Phase

Surprise Cyclist

As part of the launch, a piece of video 
content will be produced showing the 
journey of an unsuspecting recipient of a 
bicycle.

Watsons will plant the bicycle outside the 
apartment/house of an unexpecting 
recipient who plans on getting active and 
riding to work but hasn’t yet made the leap.

‘Hidden’ follow footage of commute to work

Bicycle placed outside apartment door,
wrapped with a bow and a card attached.

The card reads “Today is the beginning.
It’s timeto ride to work.”

signed Watsons, #getactive

Interview with the cyclist outside
workplace at the end of the commute.
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Video Content

We propose to create a bank of 
short-form (ie 10 second) animated 
content, around the idea of ‘little steps 
throughout the day’. 

These short segments can be scattered 
across different digital media, or 
amalgamated to form longer
content – such as 30-second video or
a printed flipbook.

**Storyboard of the short-films is available in a 
separate toolkit, BUs are encouraged to do 
adaptation based on the English master copy 
provided.



Activations

#GetActive Arcade

To encourage people to get active we will set up arcade
style boxing machines in metro stations and in-store
and encourage people to try out their punch to earn
discount credits.

Just like an arcade machine, each punch will be measured 
and will spit out tickets as a reward. Customers can use
these as discount coupons instore. Alternatively they
could be added to a Money Back/Reward card.

Promotional staff will be on site to bring people in and
explain the #getactive initiative to them.

Consideration Phase
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100,000 Repititions

To create buzz and spread the #getactive message, 100,000
100g balls and a large empty perspex box will be placed
in a busy inner-city location.

Over the course of a week, passers-by will be asked by promotional 
staff to take some of the balls and walk them up the steps and drop 
them into the box. Signage and comms. around the activation will 
focus on “every little bit helps.”

For every ball moved form the pile into the box, $1 will be donated 
to the Heart Foundation*. The idea would be thoroughly PR’d and 
pushed to media outlets as well as through owned and charity 
social channels.  

*or similar foundation/charity

Activations
Consideration Phase
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Activations

#GetActive Radio

To further reinforce the #getactive message we will create
a series of branded Workout Mixes so particpants can get
in zone to run, cycle or pump some iron.

Each playlist will be curated by local-market fitness
and music influencers and will be published on Spotify
and shared locally through owned social channels
as well as the influencers own channels.

Participation Phase
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Activations

#GetActive Challenge

Each day, for the duration of the campaign, a #getactive 
exercise challenge will be uploaded Instagram and 
Facebook to encourage and inspire people to get
up and get active.

The posts, will be uploaded by local-market fitness
and wellbeing influencers to broaden it’s reach.
The challenge’s life could be extended
via a microsite or booklet available in stores.

Participation Phase

+10

Today we’re high kicking our way to the weekend as part of our weekly
#getactive challenge. Post your photos taking part with #getactive for
your chance to win a whole host of treats and goodies  
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Experiential

Free dance and exercise classes held in public spaces, 
malls and parks.

Activations
Participation Phase
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Sponsorship

Teaming up with local gyms, healthy eating 
restaurants and larger scale events such as 
marathons or charity runs

Activations
Participation Phase



Activations

#GetActive Rewards

Partnering with a product like Fitbit or Apple watch to give 
members rewards for getting active. Using the watch to earn 
points to reach #getactive targets and receive free products 
and gift vouchers.
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Conversion Phase

Partnering with Fitbit or Apple watch to give members rewards for getting active

When members reach #getactive targets they receive free health products and gift vouchers

N
o.

 1
0

0
0

2

No. 10002

10

gift voucher
$

No. 1234567890123gift card
$500



Thank you
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