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NOVA MALAYSIA

R 4 $ ¢
Sy &6 Ohid
AR
+
s
>
“
A
.
AR
S
AR e
RS
LIRIRUN
‘e
PRI
MRS =
RERIRaRE =3
..
.
LR
AR 2
RS
<
S
Y )¢ —
S )¢
S € e v
L RS AERY WMH$§ -
teee e RS 44400
e eee e S o +4e 0000
+ e . P44+ 400400004,
‘. v . PP+ PS4 bbbt 00000, 4
+ . s ree ORI
+ . .ooootu P+ 40000000044
- LR IR IR IR v§000000‘¢..‘...0
- AR SRR AR IR IR IR IR IR S SO
. P ee e e AR IR R R R R R AR ARy
+ EIRR S RIS AR R I ARy +
PRI R ¢ PR R RO e
R RS R 2R R R R Y 4
B R R R R I I ISR +
R R R R RS
T R RO ¢ R R IR
R R R R IR R RS
BRI O Cr e ey +
R R R R RS R EEERRS LIRS
AR AR R IR IR IR IR R IR .
. AR 2 2R A IR Y AR R R =
.. MR 2 R S AR AR 3
R R R R R R + e 4
L R IR R R R IR IR IR ..
L2 Y AR 2 2R R R R A I *
.. R R R R I I IR +
* v BRI R R R
PR R R RS
.. .;V“QOOOQ’
.. R AR RS
. R AR
. R R R RS
* . MR R IR IR IR =
. R R RS
- R R R R RS
+ MR SR SR A
. 'ov"‘§$$
. R R R R
. R RS
. R RS
. R RN
e e e ey N
PRI 29
DN
LERERR P
R RIS
LR IR IR AR
AR R A 2
DEPERIRY
* e

TABLE OF /]

CONTENTS

@® CAMPAIGN IDEAS & CHANNELS

EXECUTION PLAN

@® BUDGETALLOCATION

INDUSTRY CONTEXT

@® CONSUMERINSIGHT

@® BRAND ANALYSIS




Industry Context
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Industry Context

MAIJOR SEGNMENTATION

Technology
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Consumer Insight

TARGET MARKET

e Demographic: 23 to 35 year-old Malaysians. Ranging from university

~

students to workers who frequently use their phones & the Internet.

e Psychographic: Heavy Internet users who value simplicity, transparency, and

reliability, preferring clear plans & direct communication.

e Behavioural: Heavily uses Internet in their everyday lifestyle (e.g. work,
studies, navigation, online transactions, entertainment). Active on social

media & likely to switch provides when experiencing service frustration.
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Consumer Insight

BUYER PERSONA
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Age : 24 year-old

e Mass communication student at Taylor’s University,

and part-time graphic designer.
e Digital-native user who spends around 8 hours online

daily.

""

e Uses the Internet for study, work, and social media.

e Struggles with hidden charges, confusing plans, and

DAVID

\ complex technical terminology.
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Brand Challenge
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CORE PROBLEM OPPORTUNITY

. & due to similar ° customer &
promotional messages & : T
o to avoid
e Consumers treat telco providers as overclaims & confusing promotions,
, Switching mainly making NOVA stands out from
based on price or temporary frustration. competitors.
e Difficult to stand out beyond promotions due e Focuson & a
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Campaign Ideas

lloco DES"N "+ Font Used : Airstrike )

> IN

order to portray NOVA as a trustable
& reliable brand while ensuring easy
readability.

O to depict
speediness in their connectivity to

support everyday life.

e Colour Palette:
O in order to align

with brand image and connect with

%

target audience.
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Campaign Ideas

MEASURABLE

SPECIFIC

K Rebuild trust of existing Customers\ K Increase positive sentiment on social media by 15%. \
and target audience. e Achieve 6-8% engagement rate on educational content.
e Improve perception of NOVA’s e Drive 5,000 visits to plan pages.
K reliability & transparency. / e Generate 300 user-generated posts.

K Improve Net Promoter Score (NPS) by 10%.

ACIIIEVABI.E RELEVANT TIME-BOIIND

/ Focus on trust, clarity, transparency,

Targets are based on past
social media metrics & credibility & community engagement. * By the end of the 3-month

campaign.

\ campaign capabilities. / e Address key issues of confusion,

K overclaims & low brand differentiationj k /




Content Strategy

THE "HUNIAN" PILLAR
BRAND-OWNED STORYTELLING

/ Everyday Connection Stories
(#AlwaysOnMoments)

e Post short-form video (TikTok, IG, YouTube ”

)

Shorts).

f 4

e Upload rapid-fire “Life-in-Motion” clips.

HE CHRISTMASIDOUB

e “Save”: Uploading an assignment 1 minute before » e l |
the deadline. Ve ': ,
* “Flow”: Paying via QR seamlessly in a crowded line

\
without the loading circle of death. -~ *&‘{\ﬂ
Click to View

u “Life-Line” : Navigating heavy traffic with maps. /



https://www.youtube.com/watch?v=tv_iz9EfoVQ

Content Strategy

THE "HUNIAN" PILLAR
BRAND-OWNED STORYTELLING

& A

Community & CSR Narratives

e Focus onthe impact (children gaining access
to online learning)

e Use documentary-style & high-empathy
storytelling.

e Highlight charity aspect & partnerships with

low-income families, providing free data (e.g.

simply becausethey don't have regular access to the internet.

5GB/month) for school-aged children.

\_

/ Click to View



https://www.youtube.com/watch?v=F96zWbqP-2I

Content Strategy
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The “Telco Translator” Series THE “CLARITY” PILLAR
EDUCATIONAL CONTENT

e Upload POV- videos & “Simple Plan

Explanations”.

* |nvite an expert or relatable “Tech Friend” to
debunk industry jargon.

e The Truth About “Unlimited” : What actually
happens when you hit a cap?

e The Data Budget : How much data do you

actually need for an hour of Netflix?

1
gy

e The Slow Down : Why does my signal drop in /

.
elevators or crowded malls? | °
o e 3

\ / Click to View



https://www.youtube.com/watch?v=Mah8pYC5Mbc

THE "VOICE” PILLAR
CONIMUNITY & UGC

-
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Everyday Moments with NOVA

e Encourage users to share their small “wins” via data

e Feature the best authentic real-life clips on the main
brand page to show reliability

e E.g.: Finding a meeting location in an unfamiliar city,

Video-calling family while traveling in a foreign

~
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Content Strategy

Share your best iPhone
macro photos for
Apple's Shot on iPhone
Challenge
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The new lens design and autofocus capability on the
Ultra Wide camera, along with software integration,
bring macro photography to iPhone.



e

The Feedback Loop (Platform-Specific)

IG Stories : Use polls and Q&A to ask questions (e.g. “What’s

your biggest connectivity frustration?”), and actually answer

it.
IG Reels, TikTok, Youtube Shorts : Use for discovery & behin
the-scenes of CSR

Reddit, Rednote, Threads, X : Active community

management (e.g., posting ads, joinning the conversation in

the comment sections).

FaceBook, X : Use for “Service-Lead” updates (maintenance

schedules, new offers & direct customer support)

~
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Digital Channels

THE “VOICE” PILLAR
CONMUNITY & UGC
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Execution Plans

Introduce NOVA as a reliable everyday connectivity provider through relatable
storytelling. 006

Purpose : Capture attention & introduce NOVA'’s “Always On” reliability message. ®o.

Content : Short-form storytelling of relatable Malaysian moments
e Using navigation apps to avoid KL/Penang traffic.
e Ordering GrabFood during late-night study sessions.
e Making DuitNow or e-wallet payments.
e Gaming or watching livestreams.

KPIs
e Reach :500-700k users

e Impressions:1.5-2M
e Video Views : 300K+
e Completion Rate : 220%




Execution Plans

Simplify telco communication through educational and transparent content.

Purpose : Build trust through transparency and clarity. <

Content: Educational and Interactive posts ;
e “Telco Terms Explained” (unlimited data, fair usage policy, throttling, ...)

“What makes a simple mobile plan?”
Short Q&As videos answering common user questions.

|G polls & community discussions.

KPls
e Video Completion Rate : 245%

* Engagement Rate : 5-7%
e CTR:22%

Website Visits : 8K-10K
Lead-to-Sale Rate : 3-5%




MELNE
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Encourage community participation & user-generated stories through #AlwaysOnMoments.

Purpose : Demonstrate growing trust & brand advocacy.

Content : Community Storytelling (Encourage Malaysians to share real moments where

connectivity mattered)
e Finding cafes while exploring Georgetown or KL

e Joining meetings during commutes
e Ordering food during heavy rain or power outage
e Navigating unfamiliar locations

Campaign Hashtag : #AlwaysOnMoments
e Stories will be reposted on NOVA’s official channels.

KPls
e Net Promoter Score (NPS) : +10 improvement

e Positive Sentiment: 270%
e Brand Perception : Reliable, transparent, easy to understand

e UGC Participation: 300+ hashtag posts

Execution Plans
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Execution Plans

Stickers

Deepén bra n‘d‘af‘ﬁ;i.i:cy & storytelling impact with

target audience.

Boost brand visibility in private conversations
RELATABLE

SHORT FILM KbpPIs
e Video Completion Rate: 260%

e Share-to-View Ratio : 215% :
G .0 0. 000000000
e e 80099 ¢ ........ [ ]

DIGITAL KPls
STICKERS e Downloads :10,000+

e Share-Velocity: >5.0x shares per download



https://youtu.be/bXKlh4kZW3k?si=aKzsKsQfVfwNdQr8

questions.

e Moderate discussions & repost

KTarget urban Malaysians 23—3%

e Boost campaign reach through

TikTok Ads, IG/Facebook Ads,

\YouTube Shorts /

\user-generated content. /

Paid Social
Amplification
23,000

/‘_\A

Content

Production
20,000

"

Micro-Creators

12,000

videos.
¢ Include a culturally relevant

festive celebration video and

\Reels & Shorts.

KProduce campaign storytelling\

short-form content for TikTok,

/

Budget Allocation

Community
KManage comments, reSpOnda /_\ Mansag(e)glent

KCollaborate with ~8 relatable

professionals, lifestyle creators).

klncrease authenticity & reach.

N

Malaysian creators (students, young

v
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