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Without PR spend, the story gained traction in massive TV infotainment
shows, embedding rst aid education into mainstream culture.

This virality validated Hansaplast s strategy: when health messaging is tied to
authentic, entertaining content, it becomes both relatable and memorable.

Conclusion

Hansaplast s World First Aid Day campaign successfully shifted consumer
behavior  from ignoring rst aid to preparing proactively. By reframing
wound care as a socially relevant habit, the brand achieved both business
growth and public health impact.

In the broader marketing landscape, this case demonstrates the power of
purpose-driven campaigns. Brands that combine education with cultural
relevance can transcend commercial goals, shaping healthier societies.

Hansaplast proved that rst aid can go viral and when it does, it saves
more than impressions; it saves lives.
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ndonesia stands at the crossroads of entertainment and commerce as social

commerce reshapes the nation’s buying habits. Live video, social media and
e-commerce now flow together as one experience. By 2025, Indonesia’s social
commerce market is projected to reach USD 5.25 billion, underscoring its rapid
growth trajectory.! Analysts expect the market to keep climbing toward a gross
merchandise value of roughly US $22 billion by 2028.2

This rapid growth is powered as much by culture as by technology. A strong
sense of community and peer influence has turned Instagram and TikTok into
launchpads for micro-businesses and live shopping streams. A 2024 Jakpat
study shows that nine in ten Gen Z viewers watch live sessions and 62% buy
directly, spending an average of Rp414,000 each month, a 14 percent increase
from 2023.2 4 Analysts widely point to live shopping, influencer-led commerce
and seamless in-app payments as key forces driving Indonesia’s
social-commerce growth, a view echoed in Campaign Asia’s coverage of the
market.

Shoppertainment, the entertainment-driven side of social commerce, is
redefining how brands create and capture value. What began as a channel for
awareness has quickly become a driver of measurable sales, with live shopping
emerging as its most powerful expression.

Live Shopping as a Transformative Retail Track

Live shopping has moved beyond its early days as a novel experiment and is
now a transformative form of e-commerce. Brands and sellers use real-time
video streaming not only to present and demonstrate products but also to
interact directly with viewers who can ask questions and purchase instantly.
Its purpose is to blend entertainment with commerce, creating a more
personal and engaging shopping experience that drives both brand
awareness and measurable sales. A 2024 survey by GoodStats shows that
57% of Indonesian sellers use Shopee Live and 49% use TikTok Live to boost
sales.® The impact is evident: during Shopee’s 9.9 Shopping Days, live
shopping lifted sales by 30x and increased viewership by 7x compared to
regular days, underscoring its role in driving both visibility and conversion for
brands.’

FMCG brands set the stage for live shopping in Indonesia, proving that
interactive streams could move everyday products at scale. However, once
the format established credibility for basics, consumers began expecting the
same experience for higher-stakes purchase. In a city like Jakarta, where
mobility is central to daily life, the need of reliable products for their vehicles
iIs becoming part of the live shopping arena. Shell emerging as a notable
example that outside category of FMCG plays its live shopping experience
like no others.
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Image 1. FMCG brands in Indonesia using live shopping, featuring Head &
Shoulders, Unicharm, Unilever, and La Roche-Posay. Desk research, 2025.

Shell has stepped into live shopping by hosting regular Shopee Live sessions
that showcase its motorbike and car lubricants through engaging, real-time
demos and Q&A. Rather than relying on discounts, the brand focuses on
education and trust, helping customers identify authentic products in a
market crowded with counterfeit options. The approach has delivered clear
results: over 20% of total Shopee sales volume consistently came from
live-shopping sessions during peak months, conversions averaged 1 order
every 5 minutes, and organic reach and loyalty grew with tens of thousands
of cumulative live views and a steady follower increase. These outcomes
show that premium automotive products can thrive in live commerce
without heavy promotions.

1! SPECIAL LIVE SP“X
sl W0 Meroihur

Image 2: Shell Indonesia showcasing its motorbike and car lubricants through
Shopee Live sessions as part of its social commerce strategy. Shopee store
analysis, 2025.
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Indonesia’s creative economy shows that social commerce is no longer just a
marketing tool but a strong driver of sales and brand growth. Younger
generations are already comfortable buying through live shopping, and Shell
demonstrates how established brands can reach new audiences, build trust,
and protect product integrity. The key takeaway is that Indonesia’s creative
economy is surging through social commerce, and brands that master this
intersection of creativity, data, and live-commerce innovation will set the
benchmark for growth in the years ahead.
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ALIF DIMAZ PRALENGGA

Strategic Planner

VOLARE

69


























