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Mums (&Dads) raise your hand if…

…you find useful some help related to:

• Making your kids wash their hands before eating or after 
going to toilet

• Making your kids brush their teeth day & night

• Finding out educational activities / games to do with your kids 
(quality time!)

• Prepare quick (&healthy) meals that your kids are willing to 
eat without hesitation.



Any role for our brands?

• Making your kids wash their hands before eating or after 
going to toilet

• Making your kids brush their teeth day & night

• Finding out good activities / games to do with your kids 
(quality time!)

• Prepare quick (&healthy) meals that your kids are willing to 
eat without hesitation.



“The 5 Lifebuoy Way” Programme



What is the Programme about?

Behavioural change 
programme to stimulate 
families to use soap 5 
times a day



The Vision



Why Mothers & Children?



The Insight



The Communication Journey





Role of each Platform



12

Bringing School of 5 into digital 

School of 5 MOBILE program

There are 2 school programme activities via mobile:

1. School mobile health programme  (4 weeks)

2. Mini health tips - (3 messages)

Mobile campaign works both as a stand-alone program for 

users who have no access to the web to download program 

content, or as a compliment to the web program.

School of 5 WEB program

There are 2 school programme activities via web:

3. School health programme kit – download

4. Email support and reminders for school health program

Email campaign supports the full program content that can be 

downloaded from the web.



The DiG Digital Strategy



Digital gives us the opportunity to: 

• Engage at a deeper level with our consumers

• Build a stronger link between DIG and child 

development – already the number 1 topic for online 

mothers in many of our markets

• Increase loyalty

• Increase flexibility and speed in managing PR risks that 

are now amplified due to the reach of social media



Our Content Structure

Conversation. 

Encourage 

consumers to share 

their views and 

opinions, in a two-

way dialogue and on 

a one-to-one basis; 

Entertainment. 

Allow consumers to 

interact with functional 

and child development 

content in a way that 

excites, engages and 

entertains

Utility. 

Give consumers 

relevant and useful 

information and tools, 

when and where they 

need it most

Product.

Provide product 

information in an 

engaging and social 

way.

The site content is designed to make the most of the following key 

areas:



Website as key owned media



But syndication key strategy to amplify

OMO.com
Product pages

YouTube page

Jane’s blog

Search

Orkut

Child Development Forum

Annette’s blog

Kate’s blog

Flickr photo contest

Facebook app

Mobile game

Email

Stain Application



In Summary

• Exploiting our mums-relevant brand strong equities which have potential 
of…

• …moving from plain advertising language into utility-driven proposals:
– Engaging / conversational

– Entertaining

– News / Surprising

• Understanding our consumers and their technological posibilities & 
barriers 

• Thinking of Paid – Owned – Earned

• Developing great quality assets to build uniqueness & differentiation



thanks.
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