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Role of the Reno5 F in the ID Market

Address the unique needs of 
the TG at the given price point

To capture the entry level 
mid-segment market and 
expand the share of the 

Reno series

To support (flank) our hero 
product Reno5 without 

cannibalizing it

1. 2. 3.



• Create clear differentiation from the hero product to maintain consumer & media interest while retaining the 
DNA of the Reno series

• Optimize budgets by creating fewer but effective contents vs creating a full campaign to avoid dilution of hero 
campaign

• Define the role of each consumer segment to successfully target & drive brand imagery and build sales volume

• Decrease dependence on sales promoters to push the product. Create pull for the product through positive 
WOM, strategic influencer marketing and relevant communication for the TG.

• Focus on PR & digital media to build awareness & consideration for the product before the consumer enters 
the store

Learnings from the Reno4 F



• No unique advantage over competitors

• No unique differentiation from Reno5 in either photography/video or performance

• Need of the TG is not aligned with the DNA of the Reno series 

Key Challenges



Challenges/Learnings Strategy

1. 
Create clear differentiation with the hero product + 
address need of the TG while retaining the essence of 
the Reno series

1. Maintain ‘creativity & creation’ as the platform of the communication while 
highlighting the performance features of the device

2. Invest behind building the design story
3. Tap into specific passion points & media touchpoints of the core TG of this price 

segment

The positioning of ‘performance’ will differentiate from hero product and the 
platform of creativity will maintain alignment with Reno series

2.
Optimize budgets by creating fewer but effective 
contents vs creating a full campaign

1. Contents mapped to consumer decision journey to evaluate role and 
requirement of each asset

2. More comprehensive use of influencer marketing to drive awareness and WOM

3.
Define the role of each consumer segment to 
successfully target & drive brand imagery and build 
sales volume

Target consumers based on the objective to achieve 
1. Dreamchasers are the creative communication TG to drive WOM & engagement 
2. 18-29 year-old, blue-collar demographic drives volume during first sale 
3. Value Maximisers sustain sales during the latter half of the product cycle

4.
Focus on PR & digital media to build awareness & pull 
for the product before the consumer enters the store

Premium digital buying + product & brand PR + celebrity usage early on in the 
campaign

Marketing Strategy



Dreamchasers

• They are 18-25 years young college students & first jobbers 
who are entering the new stages of life. 

• Have an AHHI of 60-85mn 
• Seek adventure, are driven to succeed, confident in 

themselves and highly social.
• They are in a hurry to experience, share, create and live life 

to the fullest.
• They are trend-setters, not just trend-followers.
• They value the performance & efficiency of their 

smartphone over just the camera functions to help them 
get things done fast

Understanding the core communication TG better



Living life at full speed

8-second filters

They’ve grown up in a world where 
their options are limitless but their 

time is not. 

Gen Z has adapted to quickly sorting 
through and assessing enormous 
amounts of information. They rely 

heavily on trending pages within apps 
to collect the most popular, recent 

content.

Prepared to stay ahead 

Always ’the first to know & be part of’

Clubhouse app has been trending on 
Twitter with 2 million users in 10 

months

60% Gen M & Z make purchases 
because they want to be early to 

experience before the rest..

Source
https://www.mintel.com/blog/consumer-market-news/through-the-filtered-lens-of-generation-z
https://www.readyeducation.com/blog/three-gen-z-myths-debunked
https://www.generationy20.com/retail-generation-z.PDF
https://www.forbes.com/sites/mattmiller/2012/07/03/why-you-should-be-hiring-millennials-infographic/?sh=5ae4c0e84740

Incubator for creativity

Isolation has spurred creativity 
in this TG and video platforms 

like TikTok & IGTV have 
promoted it further. Content 
creation is no longer only for 

professionals. 

Aspect of the TG we want to tap into

https://www.mintel.com/blog/consumer-market-news/through-the-filtered-lens-of-generation-z
https://www.readyeducation.com/blog/three-gen-z-myths-debunked
https://www.generationy20.com/retail-generation-z.PDF
https://www.forbes.com/sites/mattmiller/2012/07/03/why-you-should-be-hiring-millennials-infographic/?sh=5ae4c0e84740


235K Views 1.1M Views 2.1M Views

308K Views 69K Views
Speed of Creation is at the Speed of Imagination

Aspect of the TG we want to tap into

Our Dreamchasers want to be creators. They create, evolve, destroy, 
recreate stories and trends at the speed of their imagination.

An example of how Dreamchasers build on each others’ content to create viral trends non-stop.



More than just a device with great features, it is a powerful tool of ‘creativity’. 

Fast Charging Battery Ultra Slim Design Fast Response Processor 

Role for the OPPO Reno5 F

Keeps your creativity 
flowing non-stop

Inspires your style Keeps pace with your 
imagination

Creative camera features

Executes your creativity to 
perfection



Picture Life In Speed

With the fast performance of the OPPO Reno5 F bring to life your unique creative 

ideas, as fast as you can imagine them. 

Interpretation of our slogan



Approved KV



12

Search for 
information

Consideration 
& Evaluation

Key buying factors
(1st priority consideration)

Purchase channel

Awareness

12

Information channel for trigger

Brand 48.2% (1.3)

Price 14.8% (0.6)

Sense of security 8.9% (1.4)

Battery 
performance

7.9% (2.1)

Durability 4.9% (1.3)

Make 
decision

53

34

13

Offline channels (0.9)

Online channels (1.1)

Reviews with family & friends (1.2)

Trigger

56%
（Index=1.1）

Visit offline stores

Information Channels

Immediate 
purchase

1 week 2-4 weeks >1 month

3% 49% 40% 8%
(0.5) (1.1) (0.9) (1.0)

Time spend for searching
(Avg. 2.6 weeks)

46%
（Index=1.1)

Ask suggestions from family 
and friends

50%
(Index=1.2) 

Collected relevant information 
online (incl. social media, e-

commerce platform, etc.)

55%61%

Bad experience on 
previous phone

Attracted by new 
technology/trend

(Index=1.1) (Index=1.0)

Battery drained fast 22% (1.5)

Slow charging speed 14% (1.3)

Bad front camera 14% (1.3)

26%

Previous phone 
was out of use

(Index=1.2)

Offline

Online

88%
(Index=1.0)

13%
(Index=1.2)

Contents:
• Press Release announcement 
• Digital ads + social media KSP 

videos from HQ content:
Design
Battery
Gaming Experience
Video/camera
• Teaser with Vanesha/Raisa on 

OPPO social media

Driving consumer to 
microsite for more 

information + driving 
engagement on social 

media. Building 
WOM.

Driving consumer to microsite + driving 
engagement on TIkTok. Building WOM.

Contents:
• Experience event with media
• Tik-Tok campaign with Raisa/Vanesha
• KOL content – Night filters, Dynamic Bokeh
• Design & battery focused digital activities + 

Native content
• Promoter content

Driving consumer to OPPO social media 
+ product website + Lazada for PO

Contents:
• SEO, SEM ads
• Precision targeting (incld. OPPO F 

series users)
• E-comm innovative ads/livestream
• Tech KOL first impression, reviews & 

organic content
• Reno5 F Unboxing & Experience 

video with Raisa/Vanesha (digital 
video)

Contents:
• Tech & lifestyle reviews contd.
• Comparison content from Tech KOLs
• Leveraging first buyers reviews
• Leveraging media reviews
• Trade-in & Financing offers promotion
• APAC digital campaign
• Promoter content

Promoting reviewer content & driving 
consumer to point of purchase

Contents:
• Leveraging consumer testimonials
• Lifestyle KOL content
• Targeted ads with offers & 

promotions
• Location targeting

Product page -> Point of Purchase

Contents:
• Targeted ads with offers & 

promotions
• Location targeting
• Promoter content

Nearest point of purchase

Dreamchaser: Purchase Journey & content mapping



Ramadan campaign begins

• Press Release 
announcement 

• KSP videos from HQ 
content:
Design
Battery

Gaming Experience
Video/camera

• Teaser with Vanesha/Raisa

• Experience event with 
media

• Tik-Tok campaign with 
Raisa/Vanesha

• KOL organic content
• Design & digital 

activities

• SEO, SEM
• Precision targeting 
(OPPO F series users)
• E-comm innovative 

ads/livestream
• Tech KOL first 

impression & organic 
content

• Reno5 F Unboxing & 
Experience video with 

Raisa/Vanesha

• Tech Reviews contd.
• Comparison content 

from Tech KOLs
• Leveraging first buyers 

reviews
• Leveraging media 

reviews
• Trade-in & Financing 

offers promotion
• APAC digital campaign

• Native content

• Leveraging consumer 
testimonials

• Lifestyle KOL content
• Targeted ads with offers & 

promotions
• Location targeting
• Native content

Purchase Journey & campaign phase 

Trigger Awareness Search & Info Consideration & Evaluation Make decision

Warm-up
March 10 – March 25

Launch & PO
March 26 – Apr 1

First sale & Sustenance
April 2 onwards



• Actor/Singer + long-time OPPO BA on 
A Series

• Followers on IG: 4.8M
• Will be in the news soon for a movie 

she is starting to shoot. Movie details 
pending.

Activities for Reno5 F:
• Teaser on social media
• TikTok Branded Effect Challenge: 

March 20- 25, 2021 (Awareness phase)
• Unboxing & Experience Video: First 

week of April (First Sale)

Creating Buzz with

Vanesha Prescilla



TikTok Branded Effect Challenge with Vanesha| Awareness Phase

The TikTok challenge will highlight the AI Color Portrait Video feature as well as fast charging through the concept of 
instant mood boosting. 



YT videos with Jessica Jane 
(Battery & Processor activity) 

Awareness – Launch Phase

The Objective: To showcase the fast charging 
capability, large battery & power optimizing modes of 

the Reno5 F + its processor & video capability 
through a Youtuber who is popular for her casual, 

non-stop content. 

The Idea: Jessica will shoot her YT video only with the 
Reno5 F having charged it only 1 time in the morning. 

Through the video she will talk about the fast 
charging, battery capacity and power saving modes 

along with processor & video features. 

Content to be shared by Jessica on her YT channel 
and re-shared on OPPO IG Stories.

YouTube followers: 8.1M | IG followers: 4.7M



Reno5 F inspired OOTD looks with 
fashion experts (Highlighting design)

Awareness – Launch Phase

The Objective: To showcase how Reno5 F design, light 
weight & trendy colors are an inspiration for fashion 

experts & enthusiasts for fast fashion tips.

The Idea: 1) Get top fashion influencers to create OOTD 
styles with clothes & accessories that are inspired by the 

Reno5 F design – as speedy fashion reference for the 
youth who want to stay in style. 2) Tap into Rio Motret’s YT 

fashion makeover show and integrate the Reno5 F in it 
through design inspiration and video features.

The content will be hosted on the KOL social media 
platforms and re-shared on OPPO platforms



Rapid Unboxing with Vanesha
OPPO Reno5 F & OPPO Band

PO Activity (March 26)

Concept is WIP

In this unusual unboxing video we will ask 
Vanesha 50 rapid questions about her recent 

activities, projects and life and get to know her 
and the OPPO devices better. Each question will 

lead to an answer related to the Reno5 F 
features/campaign or the smartband features 

as she unboxes the two.

Promotion : Throughout the PO period on 
OPPO digital platforms



Livestream with Vanesha and 
GadgetIn (Tech influencer)

First Sale Activity with Dealers & 
select audience

In preparation of First Sale Day, 
on April 1 we will organize a livestream session for 

our dealers, employees and select guests for an 
entertaining and informative interaction with 

Vanesha & GadgetIn about the Reno5 F & OPPO 
Band. While GadgetIn will answer all questions 

related to the tech aspects of the phone, Vanesha
will present a lifestyle usage POV. Guests can ask 
questions to both Vanesha & GadgetIn and learn 
more about the devices for a enthusiastic selling 

period ahead.



APAC Digital campaign: First Sale - Sustain Phase

Digital assets after first sale to showcase key video + performance features 



OPPO Band



Value Proposition & Key Features

Unique feature(s):
Blood oxygen can be continuously 
monitored while sleeping which 
makes it more accurate

Unique feature(s):
• Lightweight design (10.3g)
• 12 types of sports data 

detection
• Fat burning running – guides, 

monitors and reports your 
exercise: Industry first

Unique feature(s):
Industry standard in life/assistance 
data and notifications

Fashionable fitness band with a large color display that fits perfectly into your daily life as a health, exercise and lifestyle 
companion – Can sharpen this further with research results



Competition Scan



Competition Scan

Most of the products offer similar benefits and OPPO Band doesn’t have any distinct competitive advantage. We can claim overall 
lifestyle, fitness & health benefits as the rest and focus on selling as a ‘complete package of performance devices’ with Reno5 F.



Target Audience

• 20-30 years college student and white-collar workers
• Live a positive life with less stress
• Focus on exercise and health
• Love sports
• Willing to try new things while paying attention to product cost vs 

performance and quality

Why do they use/want a smartband? - Awaiting research report

What are the key features they use/desire? – Awaiting research report

Points of similarity between Dreamchasers & Smartband users:
1) Demographically similar
2) Experimental yet practical
3) Positive attitude and optimistic outlook to life



Marketing Slogan(s)

Live Fast, Live Smart.

OPPO Band gives you the opportunity to not just monitor, assess and improve your 
health but also to showcase your unique style and enhance your efficiency. It supports 

all aspect of your life – elevating your lifestyle to a whole new level.

Activate your Life

For a generation that is always on the move, OPPO Reno5 F and OPPO Band create a 
winning combination of speed, efficiency and limitless possibilities to power up their 

many adventures. Life becomes not just fast & free but smarter too.

Combined

Individual



Marketing activities

Integration with Reno5 F key 
assets to showcase combined 

functioning

• Video assets during warm-
up for Reno5 F & 
smartband KSPs

• Combined KV

• Combined usage scenario 
images

Combined press release

Media event for product 
experience

Combined tech reviews with 
top reviewers & media + 
organic content on usage

GadgetIn
Wisnu Kumoro

SobatHAPE
Tek.id

Lifestyle photoshoot/15s 
video content to depict 

various scenarios of usage for 
precision targeting to 
identified media TG

Virtual KOL challenge

The smartband would be 
given to 5 KOLs from different 

genres – fitness, sport, 
lifestyle and a content creator 
to use and showcase the key 

features of the smartband
including bloody oxygen 

monitoring, fat burn exercise + 
sports modes and lightweight 

& sleek design.

For a week the KOLs will 
create content to report the 
usage of the smartband and 
it’s efficacy & convenience. 

Combined Additional

Platforms: OPPO social 
media + digital ads

Platforms: Reviewer 
platforms & media + 
OPPO social media

Platforms: POR coverage, 
OPPO social media & 

targeted ads ads
Platforms: KOL + OPPO 

social media



Campaign timeline

Mar 10 Mar 17 Mar 20 Mar 29 April 2 April 4 April 10*

Reno5 F 
announce-
ment press 
release

Product 
feature 
videos

Mar 12

Vanesha
teaser 
content

YT video for 
battery, 

performance 
& video of 
Reno5 F + 

OPPO band 
KSPs

TikTok
challenge 

with 
Vanesha

E-Commerce 
Live Stream 

content

Livestrea
m with 

Vanesha
& 

GadgetIn

Smartband FS 
announcement 

~March 20 -25
Combined media 
experience event

Ramadan 
campaign 

starts

APAC Digital campaign on Reno5 
F video features

Digital activity for design & video

OPPO Band Virtual KOL challenge

Mar 26

Tech reviews & organic content

Unboxing 
video 
with 

Vanesha

Gift box promo 
Reno5 (15-21)

Marvel Campaign


