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I ABSTRACT 

Apparently, there’s a record that Vietnam ranks in the top 7 in the world with 2.8 million people 

shopping on Alibaba. In other words, Vietnamese people always wish to access a rich, diversified, 

and quality source from the international, but the domestic market has not yet met the quality and 

the variant of the product for consumers. For example, there are many legitimate needs for specific 

goods such as training equipment, laboratories, high-tech components or tools to support specific 

industries, or nowadays, the high-income class want to catch up with consumption trends in 

developed countries around the world by consuming products from these countries' domestic 

markets, since we can’t easily get what we need in Vietnam because of the poor market. 

As to fill the need, some individuals or small business households start to provide services to buy 

foreign goods, then carry on hand or import them as gifts or via unofficial routes to Vietnam, some 

even buy hand-carried and unofficially imported goods by many ways but think they are buying 

legal goods because portable goods, contraband goods has been too familiar in the industry which 

lead to a lot of consequences such as budget revenue loss because the government is difficult to 

manage and cannot collect taxes or smuggling of goods takes place on an increasingly large scale 

and is especially serious… 

Therefore, Fado was born to solve all the inadequacies of the market. Fado helps customers to 

access more than 3 billion genuine products from all over the world, especially from Amazon USA, 

Germany, Japan. Fado has high guarantee about origin of goods, Full tax goods, transparent 

vouchers...with lots of benefits for the customer. However, in Vietnam, Fado is still quite unknown, 

that’s why, the ultimate goal of this thesis, therefore is to Increase Fado’s awareness, brand 

positioning, increase the engagement and drive sales. 

This thesis includes 2 main campaigns: “PRIME DAY” and “Hero is FADO - BLACK FRIDAY”. 

Both of these campaigns start with the first step: development and pre-production. We first 

analyzed the current situation and the customer's insight, of course the S.W.O.T as well, and then 

continued to plan the timeline, budget and what is needed for the campaigns. The next part is 

production. The campaign ‘Prime Day’ ran first to increase awareness, then “HERO IS FADO” and 

“BLACK FRIDAY” to help increase interaction and drive sales. And finally, is the post production 

step, which is to summarize the KPI and Budget. The findings of this campaign indicate some quite 

amazing results. In detail, the total number hits the website after ‘Prime day’ increases to more than 

600 sessions and 500 users, it increases even more after “HERO IS FADO” and “BLACK FRIDAY” 

Campaign which is around 30,000 sessions and 20,000 users. Also, there’s a difference when 

compare the estimated budget and the real budget after all the campaign. 

Key words: Fado, campaign, social media, viral video, KOLs, PR, Vietnam, HERO IS FADO, 

BLACK FRIDAY, PRIME DAY.  
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II INTRODUCTION 

1 CAMPAIGN 

Our capstone project is “Hero is Fado” – Fado’s Branding Campaign 

English name:    

Fado - Communication Campaign 2020: Branding Awareness 

Vietnamese name:   

Fado - Chiến dịch Truyền thông 2020: Đẩy mạnh nhận diện thương hiệu 

Abbreviation: #Fado, #ecommerceplatform, #globaltrade, #branding, #heroisFado 

Fado's media campaign at the end of 2020 consists of 2 main phases:  

• Phase 1: Increasing brand awareness and positioning;  

• Phase 2: Increase engagement, boost sales. 

With the main purpose of phase 1 - increasing brand awareness and positioning, Fado uses its own 

available communication channels, along with the press, KOLs, viral clips..., desire to achieve the 

stated goals of the campaign. 

2 THEORIES  

Using all the theories and practices from the profession's subjects: Marketing Principles, 

Communications and advertising, Media Writing, Video-Audio Production, New Media 

Technology, Strategic Media Planning, Brand Management, Communication crisis management, 

Integrated Marketing Communications, Public Relations Principles and Strategies, ... 

We focus more on these theories for our project: 

 BRANDING AWARENESS 

Brand awareness is when a customer is able to recall or recognize a brand under different 

conditions. 

Brand awareness consists of two components: brand recall and brand recognition.  

- “Brand Recognition” simply means that you recognize a brand when you see it. 

- "Brand Recall" means that when you think of a certain product, you immediately envision 

the brand.  



PAGE 10 

It can be said that Brand Awareness includes both of when you see the name of the brand, you 

know what the brand is selling and when you remember the product you remember the brand. 

Brand Awareness is the basis for businesses to promote brand names, successfully introduce new 

products or services, build up your business reputation, distinguish business from competitors, find 

and retain loyal customers. 

Create Brand Awareness is essential for new brands when potential customers do not know about 

this brand. If consumers do not have brand awareness, then surely that that brand cannot be in the 

top brands they would choose to buy, that's why, Brand awareness plays an important role in the 

consumer's purchasing decision-making process. Sometimes advertisers put too much emphasis on 

building different advertisements to create Brand Awareness, but creating awareness is only the 

beginning and ensuring consumers go further to buying brands and going further than becoming 

loyal customers of the brand, businesses need to create enthusiasm, encourage product trials and 

build trust, attitude and maintain loyalty at the post-Brand Awareness period. 

 COMMUNICATION CAMPAIGN 

For the success of every rollout, a smart communications strategy is crucial. You'll need a marketing 

strategy to help you deliver the right message to the right audience to achieve optimum 

performance and return on investment, whether you're trying to start a capital campaign, announce 

a new initiative or implement a new service.  

Developing a communications plan might seem like a daunting task, so we’ve distilled the process 

down to seven steps: 

1. Determine target public. 

If the communicator wants to carry out communication work, first of all, they must clearly define 

who is to be communicated. The public can be some potential buyers of a business's products, 

current users, decision makers, or influencers. The target public can be individuals, groups of 

people. The target audience will significantly influence the media's decisions about: what to say, 

how to say, when, where, and to whom. 

2. Set clear goals and target objectives. 

Goals and objectives are the roadmap of a plan and help you clarify the results you want to achieve 

with your tactics. 

More specifically, priorities are long-term in nature and can be seen as the ultimate destination on 

the roadmap. The plan will usually have up to three goals. Objectives are special, measurable results 

or results that are intended by the organization to achieve within a given period of time. 

To ensure you hit your goals, your objectives need to be specific, measurable, achievable, relevant 

and time-bound, or SMART. 
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3. Craft a compelling message. 

There are distinct motivators and obstacles to each target audience; thus, a one-size-fits-all 

approach to marketing sometimes falls short. However, no matter who you write about, keep 

messaging simple, succinct, personalized and jargon-free. 

Compelling messages are comprised of four key elements that need to be tailored to each audience: 

- Key message. 
- Secondary messages. 
- Proof points. 
- Calls to action. 

 
4. Develop integrated strategies and tactics. 

This step is accomplished through integrated strategies and tactics. Strategies are a unique 

approach for pursuing one or more communications goals, and tactics are the methods you employ 

to execute against the strategy. 

The PESO model is a great framework to reference when building out your communications 

strategies and tactics: 

- P: Paid media 
- E: Earned media 
- S: Shared media 
- O: Owned media 

 
5. Build a better budget. 

The next step, following the development of integrated strategies and tactics, is to create the best 

possible budget. Budgeting allows you visibility on the costs of executing your communications 

strategy. In addition, the establishment of a budget is necessary in order to control costs and to 

recognize opportunities for productivity. Finally, budgets are a crucial resource for determining the 

return on investment of your strategy. 

To build a budget, you’ll need to consider: 

- Does your organization have an existing budget allocated for communications activities? 
- How much will each line item in the tactical portion of your plan cost? 
- If applicable, what were the projected vs. actual costs for previous campaign 

implementations? 
 
6. Decide on promotion system (promotion-mix). 

There are many factors that influence the choice of promotional tools. Each promotion tool has its 

own characteristics and cost. Marketers must understand these characteristics when choosing them. 
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7. Create an actionable timeline. 
Timelines are essential for helping you stay the course when transitioning from the planning phase 
to implementation. Create a monthly or quarterly timeline, taking into consideration major events 
and holidays you want to leverage. 

 CURRENT SITUATION ANALYSIS  

2.3.1 PESTEL ANALYSIS 

 

Figure 1 - STEEPLE/PESTELE (source: Professional Academy) 

A PESTEL (or PESTELE) analysis is a framework used by marketers to analyze and monitor the 

external marketing environmental factors that have an impact on products, campaign, project or 

company. The result of which is used to identify threats and weaknesses which are used in a SWOT 

analysis. 

PESTEL stands for: 

• P – Political 

• E – Economic 

• S – Social 

• T – Technological 

• E – Environmental 

• L – Legal 

• E - Ethical (NEW) 
 

Political Factors 

This is all about how and to what extent a government intervenes in the economy. This can include 

– government policy, political stability or uncertainty in global markets, foreign exchange policy, 

tax policy, labor law, environmental law, trade controls, etc. 
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Economic Factors 

Economic factors have a major effect on the way a company conducts business and also on how 

profitable they are. Factors include – economic growth, interest rates, exchange rates, inflation, 

customer and company disposable income, etc. 

Social Factors 

Social factors are the areas that involve the shared belief and attitudes of the population. These 

factors include – population growth, age distribution, health consciousness, career attitudes and so 

on. These factors are of particular interest as they have a direct effect on how marketers understand 

customers and what drives them. 

Technological Factors 

We all know how quickly the technical world shifts and how this affects the way we market our 

goods. Technological factors have three distinct impacts on marketing and management: 

• New ways of producing goods and services 

• New ways of distributing goods and services 

• New ways of communicating with target markets 

Environmental Factors 

These factors have become relevant due to the growing shortage of raw materials, emissions targets, 

business as an ethical and sustainable company, carbon footprint targets set by governments (this 

is a good example where one factor could be classed as political and environmental at the same 

time). These are just some of the marketers facing the issue inside this factor. More and more 

customers are asking that the goods they purchase come from an ethical source and if possible, 

from a sustainable source. 

Legal Factors 

Legal factors include-health and safety, fair opportunity, advertising practices, customer and legal 

rights, product labeling and product safety. It is important that businesses need to know what is 

and what is not permissible in order to be able to trade effectively. If a company trades globally, 

this can become a very challenging area to get correctly, as each nation does have its own regulatory 

framework. 

Ethical Factors (New) 

The most recent addition to PESTEL is the extra E-make it PESTELE or STEEPLE. This stands for 

ethics and covers ethical standards and moral or ethical concerns that can occur in a corporation. 

It considers topics such as fair trade, slavery and child labor, as well as corporate social 

responsibility (CSR) where a company contributes to local or societal causes such as volunteering 

or engaging in philanthropy, activist or charitable activities. 
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2.3.2 SWOT 

SWOT is a common framework for 4-box strategy analysis and strategy development. The acronym 

SWOT is derived from: Strengths, Weaknesses, Opportunities and Threats. 

For decades, SWOT has been around and may claim to be the most commonly used strategy 

method in modern times. It is used by industry, commerce, and charitable and voluntary 

organizations. SWOT is often in the business bank loan curriculum in higher education, so it is 

likely that the bank would like to see a SWOT analysis or something similar. 

 

Figure 2 - S.W.O.T Matrix (source: Wikipedia) 

Strengths are internal and helpful in respect of the SWOT objective. Strengths are factors that help 

opportunities or resolve threats. 

In the sense of the SWOT target, weaknesses are internal and harmful. Weaknesses are factors 

that contribute to the inability to take advantage of an acceptable or vulnerable threat. 

Opportunities are external and helpful factors over which you have no control but could be helpful. 

Opportunities occur from several sources. 

Threats are external and harmful factors over which you have no control. Threats are tangible or 

intangible as well. A hostile takeover bid, new rivals or fraud may be a tangible threat. Intangible 

risks include possible loss or adverse factors to the brand. 

2.3.3 AIDA MODEL 

AIDA model is a model used in marketing that defines the steps taken by a client in the buying 

process of a product. Since the late 19th century, the AIDA model has been in use. It has been 

reviewed and updated several times over the years, both in marketing and public relations. 
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Figure 3 - AIDA Model (source: imaginaire.co.uk) 

The AIDA model is based on four individual phases that draw stakeholders who decide on a product 

or service. 

1. Attract attention: The cognitive stage of consumers is the first stage. This is the act of 

thinking about the product. At this point, consumers become informed of the product and 

begin to gain some understanding of the attributes and benefits of the product. The 

attention process is normally activated by ads. The Attention stage is usually triggered 

through advertising.  

“Awareness set” is when all products or brands that customers are aware of. 

2. Maintain interest: After the cognitive stage consumers enter the affective stage. 

Customers have moved past mere product awareness at this stage and have really started to 

build behaviors, desires and maybe even curiosity in the product. Both goods or labels of 

interest to consumers are expected to become part of the so-called “consideration 

package”. This suggests that consumers are strongly about eventually buying the items. 

However, clients would need to go through two more steps before taking action.  

3. Create desire: The AIDA Model Desire stage is still part of the customer's cognitive process. 

The desire customers initially had has grown into an actual need. 

4. Take action: The behavioral stage is the final phase. This is where decisions are made by 

the clients. This may change from visiting a store to see a product presentation or sending 

an email with more product details to a shop owner. These actions can result in the buying 

of the items. The products or brands that made it to this stage are part of the “choice set” 

or “purchase set”. 

Nowadays, the AIDA formula is always substituted with a "S" for "satisfaction" since the product 

must eventually satisfy the customer. The satisfaction of consumers lies not only with the ads, but 

also with the product itself. Therefore, only the condition for the sale is the basic constellation of 

the four stages. 

A sixth element may also be added with the "confidence" (trust). To optimize sales processes and 

advertising, many marketers often work with the AIDCAS model.  
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2.3.4 S.M.A.R.T OBJECTIVE 

S.M.A.R.T (SMART) is an acronym you can use to direct the setting of your target. 

Its requirements are generally attributed by Goals definition to Peter Drucker's Management. In 

the November 1981 issue of George T. Doran's Management Summary, the first recorded use of the 

term took place. Since then, in an article for The Society for Industrial and Organizational 

Psychology, Professor Robert S. Rubin (Saint Louis University) has written about SMART. He 

explained that, as seen below, SMART has come to mean various things to different people. 

 

Figure 4 - SMART Objective (source: ghcc.org) 

1. Specific: Your goal should be straightforward and specific, or you would not be able to 

concentrate or feel fully inspired to accomplish your goals. 

Try to answer the five "W" questions while drafting your goal: 

• What would I like to achieve? 

• Why is this goal important? 

• Who's involved? 

• Where is it placed? 

• What are the tools or boundaries involved? 
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2. Measurable: Having measurable goals is important, so that you can track your progress 

and stay motivated. Evaluating progress helps you stay focused, reach your goals and feel 

the enthusiasm to get closer to your target. 

A measurable target can resolve problems such as: 

• How much? 

• How many? 

• How do I know when it is done? 

3. Achievable: To be successful, your goal also needs to be reasonable and attainable. It can 

stretch your skills, in other words, but it still remains possible. When you set an achievable 

target, you will be able to recognize opportunities or tools that can get you closer to it. 

An achievable goal will usually answer questions such as: 

• How can I achieve this objective? 

• Based on other constraints, such as financial factors, how achievable is the 

objective? 

4. Relevant: This stage is about making sure that you care about your goal, and that it also 

aligns with other related goals. In achieving our objectives, we all need support and 

assistance, but it's important to maintain control over them. So, make sure everyone is 

driven forward by your plans, but that you are always responsible for achieving your own 

target. 

An achievable goal can answer yes" to these questions: 

• Does it seem to be worthwhile? 

• Is the time right for this? 

• Is this consistent with our other efforts/needs? 

• Am I the right person to accomplish this goal? 

• In the current socio-economic setting, is it applicable? 

5. Time-bound: Every goal requires a target date, so that you have a timetable to concentrate 

on and work towards something. This element of the SMART goal criteria helps avoid the 

priority of daily tasks over the longer-term goals. 

Typically, a time-bound goal would answer these questions: 

- When? 

• What will I do in six months' time? 

• What can I do in six weeks' time? 

• What can I do today?  

2.3.5 CUSTOMER INSIGHT  

Maslow's hierarchy of needs is a theory in psychology proposed by Abraham Maslow in his 1943 

paper "A Theory of Human Motivation" in Psychological Review (Maslow, 1943). The theory 

represented as a 5-stage pyramid with the more basic needs at the bottom. These stages (from 

bottom to top) are physiological, safety, love/belonging, esteem and self-actualization. 
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Figure 5 - Maslow's hierarchy of needs (source: simplypsychology.org) 

1. Physiological Needs: There are biological needs. They consist of oxygen, food, water, and 

relatively constant body temperature requirements. They are the strongest needs because 

the physiological ones would come first in the individual's quest for happiness if a person 

were deprived of all needs. 

2. Safety Need: When all physiological needs are met and thoughts and actions are no longer 

regulated, the needs for protection will become active. Except in times of emergency or 

times of disorganization in the social system, adults have no knowledge of their protection 

needs (such as widespread rioting). The signs of fear and the need to be protected are also 

displayed by children. 

3. Needs of Love, affection and Belongingness: The next class of needs for love, affection 

and belonging can emerge when the needs for safety and for physiological well-being are 

met. Maslow notes that individuals are seeking to conquer emotions of loneliness and 

alienation. This includes passion, affection and the feeling of belonging, both giving and 

receiving. 

4. Needs of Esteem: The requirements for esteem will become dominant when the first three 

categories of needs are met. These needs included both for self-esteem and for the respect 

that an individual receives from others. Humans need a healthy, strongly based, high degree 

of self-esteem, and respect from others. The individual feels self-confident and important 

as a person in the world when these needs are met. The person feels inferior, fragile, helpless 

and useless when these needs are frustrated. 

5. Needs for Self-Actualization: If all of the above conditions are fulfilled, then and only 

then are the self-actualization needs activated. Maslow defines self-actualization as the 

desire for a person to be and do what the person was born to do "A musician must make 

music, an artist must paint, and a poet must write." In signs of restlessness, these needs 

make themselves felt. The person feels on the edge, nervous, missing something, restless in 

short. It is very easy to know what the individual is anxious about if a person is hungry, 

unsafe, not liked or accepted, or lacks self-esteem. When there is a need for self-

actualization, it is not always clear what a person needs.  
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3 COMPANY OVERVIEW 

 ABOUT THE COMPANY 

Name FADO Vietnam 

Industries served large variety of product include: fashion, beauty product, 
electronic product, health and personal care, accessories, 
book. 

Geographic areas served Vietnam 

Headquarters Ho Chi Minh City, Vietnam 

Parent company Miczone 

Founded 2014 

Fado.vn is a cross-border e-commerce platform (Cross-Border E-Commerce). Fado.vn is a pioneer 

company in helping Vietnamese people trade goods with the world easily and without distance. 

Fado.vn helps customers to access more than 4 billion genuine products from all over the world, 

especially from Amazon USA, Germany, Japan. 

All information data, product prices from many famous websites in the world like Amazon ... 

countries of America, Germany, Japan and fully updated on Fado.vn in real time to help customers 

fully experience promotions abroad. 

The system automatically calculates shipping costs and import taxes to instantly display the price 

of a product received in Vietnam to the customer in seconds. 

 VISION, MISSION, CORE VALUE 

3.2.1 VISION 

Fado.vn will be Vietnam's No. 1 cross-border e-commerce site, offering customers an unlimited 

shopping experience for high-quality brands and goods from all over the world quickly, 

conveniently and safely at a reasonable price. 

3.2.2 MISSION  

Fado Vietnam is a platform that provides Vietnamese consumers the tools to shop for goods from 

global websites with an intelligent platform, with simple, modern and safe shopping transactions. 

Along with the comprehensive service and professional team will help customers have an enjoyable 

shopping experience. 
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3.2.3 CORE VALUE 

Cross the border 

• High fashioned: Catch up with the trend of development in advanced countries. 

• Quality assurance: Ensure the origin and import through official channels and transparent 

documents. Ensuring safe, fast and convenient transactions. 

• Unlimited: Unlimited choices: diverse products from many markets: USA, Japan, UK, 

Australia, Germany. Unlimited geography: Purchases are not available domestically. 

 

Figure 6 - Core Value of Fado 

 BRAND IDENTITY 

3.3.1 LOGO & MASCOT 

 

Figure 7 - Fado's Logo 

Cross the 

border 

High 

fashioned 
Quality 

assurance 

Unlimited 
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Figure 8 - Fado's Mascot 

3.3.2 SLOGAN 

“Sống đúng điệu, dùng hàng hiệu” 

 USP 

With Fado, consumers will be able to enjoy a safe, directly supported experience with friendly staffs. 

The features on Fado's shopping website are also unique, useful and up to date such as: 

• Real-time tracking price 

• The price you see is the price you pay 

• Assured shopping, clearing risks 

• Quality, original products 

• Products imported through official channel 

• Fado Outlet 

• Global free shipping 

Fado’s potential products categories 

 

Health care Technology 

Fashion Beauty care 

 

 

Perfume Mom&Baby 

Game Sport 

 

Focus on promoting these categories because these 

are what Fado has the products’ strength of the 

number and the needs of customers are increasing. 
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III   DEVELOPMENT & PRE-PRODUCTION 

1. DEVELOPMENT 

 CURRENT SITUATION ANALYSIS 

1.1.1 PESTEL ANALYSIS 

 

Figure 9 - PESTEL MODEL 

1.1.1.1 POLITICAL FACTOR 

As a result of the COVID-19 crisis’ impact, countries closed their borders and stopped trade. 

Economic policies have also tightened. Tightened foreign policies have a significant impact on the 

foreign relationship. Vietnam also has no exceptions. 

In Vietnam, the majority of importing products from foreign E-Commerce market services is 

provided by either individuals or small businesses, which usually unofficially imported products as 

gifts or handled products. By not being able to collect tax from unofficially imported products, 

Vietnamese government has lost a big due to state budget revenue. Alongside the smuggling 

situation in Vietnamese has become more serious, customers are exposed to the high risk of buying 

unqualified and unofficial products, badly affecting user experience.  

PESTEL

Political

Economic

Social

Technological

Environmental

Legal
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1.1.1.2 ECONOMIC FACTOR 

Economic factors are related to inflation, taxes, unemployment, and the recession. The economy 

also affects consumers. What they are willing to spend, on what, and how frequently hinges on the 

macro environment. If consumers aren’t buying, or feel they are not in a position to buy specific 

products, sales suffer. 

As the COVID-19 continues its march around the world, governments have turned to proven public 

health measures, such as social distancing, to physically disrupt the contagion. Economic contagion 

is now spreading as fast as the disease itself. 

COVID-19 and its impacts have gone global. Infections are mounting in worldwide, with authorities 

implementing increasingly restrictive measures to contain the virus, effect negatively on economy. 

Vietnam is also be affected by COVID-19. 

1.1.1.3 SOCIAL FACTOR 

COVID-19 and its impacts have made people change the way they do shopping, from offline to 

online.  

Although Vietnam is affected by COVID-19, thanks to the prompt response of the government, 

Vietnam can still be able to go outside, to work... Social distancing in Vietnam is loosen more than 

other areas. 

Although be affected, a part of Vietnamese still has stable incomes so that they can still maintain 

their shopping habits. News show that people stay at home more during these days, spend travel-

money to do other stuffs, and shopping online is a suitable alternative. 

1.1.1.4 TECHNOLOGICAL FACTOR 

In the modern world, one of the leading forces in the macro-environment sense is technology. The 

rationale for this is because of its influence on the buyer’s choices.  

A buyer today has a range of choices unlike before the development of technology. More so, it 

creates a balanced competing environment for all the firms involved. In this sense, considering that 

consumers have information about different products and the expected quality which includes the 

manufacturing materials and their effects with respect to health, consumers are more cautious as 

compared to the past. In this perspective, technology has the ability to change the consumption 

rate of consumers and therefore is imperative in market decisions of the firm.  

The internet is the world hub of information that can either benefit or disadvantage an organization. 

A firm can use the information acquired from the customer’s opinion to improve their services and 

products. The internet is also an imperative marketing tool that can increase the market of a 

product or service globally. E-commerce has become like a brand-new trend. 
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1.1.1.5 ENVIRONMENTAL FACTOR 

Demographics is about the characteristics of the population in a specific area and includes multiple 

factors like age, race, income, etc. Further, most businesses find the data with respect to these 

factors within the targeted demographic variable of interest as it can affect the growth and success 

of a business. 

1.1.1.6 LEGAL FACTOR 

Legal framework applicable to e-commerce 

• Decision No. 1563/QĐ-TTg of the Prime Minister: Approving the master plan for e-

commerce development for the period 2016 – 2020 

• Decision No. 1073/2010/ QĐ-TTg of the Prime Minister 

• Decision No. 78/2010 /QĐ-TTg 

• Circular No. 191/2015/ TT-BTC 

• Regulations on customs procedures for exported, imported and in transit goods sent via 

international express delivery services. 

• Circular 38/2015/ TT-BTC 

• Decree 52/2013/ND-CP 

• Decree No. 106/2011/ND-CP 

• E-Commerce Facilitation Framework was approved at APEC 2017 

• Trans-Pacific Partnership (TPP) - Chapter 10, Chapter 14: Cross-border Trade in Services 

1.1.2 COMPETITORS ANALYSIS  

1.1.2.1 DIRECT 

4 types of direct competitors 

Carried-hand store Carried-hand shopping website 

Goods-exchange group Purchase foreign good service website 

1.1.2.1.1.1 CARRIED-HAND STORE 

- Characteristics: Including stores specializing in selling hand-carried goods, usually 

providing products by market (e.g.: Japan, America, Europe, Thailand, ...) 

- Advantages: Easy and convenient to buy if specific needs have been identified. 

- Disadvantages: 

o Restrictions on the number and types of products. 

o Prices are often more expensive than buying through relatives or hand-to-hand 

groups/exchanges. 

o The risk of buying poor quality goods because shops can mix goods  
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1.1.2.1.1.2 GOODS-EXCHANGE GROUP: 

- Characteristics: usually being Facebook Group for  

- Advantages: Cheaper than other portable shopping channel 

- Disadvantages:  

o Risk to buy counterfeit goods are very high because there is no assurance 

certification 

o Risk in payment due to no guaranteed 

o Difficulties in finding and choosing products 

1.1.2.1.1.3 CARRIED-HAND SHOPPING WEBSITE: 

- Characteristics: Including websites that sell portable products or websites to distribute 

online brands specifically by product groups: cosmetics, fashion, food, technology, ... 

- Advantages: Easy and convenient to buy if specific needs have been identified 

- Disadvantages:  

o Prices are often more expensive than buying through relatives or hand-to-hand 

groups / exchanges 

o The number of websites in this form is quite small, limited in size, so there are not 

many choices 

1.1.2.1.1.4 PURCHASE FOREIGN GOOD SERVICE WEBSITE: 

- Characteristics: Including websites or service providers to buy Amazon / Ebay goods or 

specialized foreign goods by country (US, Japan, ...). Example: Muaho247, Xanhlo, Shipus, 

Usexpress ... 

- Advantages: Cheaper than buying channel portable domestic or imported goods 

- Disadvantages:  

o The scale of these pages is small 

o The number of products is limited according to specialized markets. 

1.1.2.2 INDIRECT  

1.1.2.2.1.1 E-COMMERCE WEBSITES SELLING GOODS IN VIETNAM LIKES: 
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Figure 10 - 4 E-Commerce Website in Vietnam 

- Characteristic: Including booths of hand-carried product distribution shops (specialized 

by category) opened on large e-commerce sites. 

- Advantage: Take advantage of large e-commerce platforms with available traffic which 

easily reaches to the customers. 

- Disadvantage: 

o The risk of buying fake products is very high due to the lack of guaranteed 

certification. 

o Competition right on the e-commerce site. 

1.1.3 BRAND POSITIONING 

 
Figure 11 - Fado's Positioning 

Fado.vn is Vietnam's No. 1 cross-border e-commerce site, offering customers an unlimited 

shopping experience for high-quality brands and goods from all over the world quickly, 

conveniently and safely at a reasonable price.  
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1.1.4 CUSTOMERS’ BEHAVIORS  

Vietnam is among the most dynamic, emerging economies of Southeast Asia. It has a young, large 

population. 

Consumer expenditure has been growing steadily in Vietnam, thanks to rising incomes amid 

strengthening economic activity. Consumer expenditure’s growth had a faster pace compared with 

income rises, mainly due to the strengthening of consumer confidence in light of Vietnam’s bright 

economic outlook and low unemployment, stimulating confidence in consumers about their future 

earnings. 

Almost two-thirds of the country’s population live in rural areas, and their consumer expenditure 

accounts for about 58% of the country’s total. But the average spending by urban residents is still 

higher than that of rural dwellers, as they account for only one-third of the population but spend 

42% of the country’s consumer expenditure. Lately, consumption has been influenced by higher 

living costs as the cost of living is also growing rapidly, especially in urban areas. 

Vietnamese consumers still prefer traditional shopping than online. Younger generations are 

increasingly shopping in convenience stores and are keener to shop online, especially for clothing 

and home appliances. Shopping online is still in its early stages in Vietnam, with international 

giants like Amazon not available, but sites such as Lazada and Tiki are increasingly sophisticated 

and convenient. Online shopping or research on products is now widespread in Vietnam, and has 

a high-growth potential as the internet penetration is increasing. 

Vietnamese consumers are now more confident about their future earnings in view of the country’s 

economic expansion, which is boosting incomes and consumer spending. As a result, they are 

increasingly purchasing fashionable and quality products to improve their living standards, 

although generally their income levels are still not comparable with Western standards. Foreign 

brands and suppliers are increasingly distributing medium-priced and value-for-money products 

to tap this emerging demand. 

Reputable brands not only appeal to consumers due to their design or function, but also because 

they are often promoted as being of international quality. Office staff and younger professionals 

with higher salaries often look for branded products, and are used to comparing local and imported 

items. 

Spending on housing, food items and transportation accounts for almost 60% of consumer 

expenditure. Consumers, therefore, have become prudent in their spending on other items and 

tend to look for value-for-money and reasonable quality in order to be able to afford fashionable 

items. 
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 SWOT 

 

Strengths Weaknesses 

Opportunities Threats 

1.2.1 STRENGTHS 

• Large and diversified source of goods with more than 5 billion products, coming from the 

top markets of Vietnamese consumers: USA, Japan, Germany, UK, Australia..., there are 

products that cannot be purchased in the country => Unlimited choice. 

• Ensure the origin of goods, have guaranteed certification. 

• Bring the experience of buying promotions in Vietnam as buyers in local countries with big 

sale off events. 

• Fast, convenient delivery, not affected by the epidemic situation because Fado owns its own 

warehousing system and shipping. 

• Flexible return/exchange policy. 

• Friendly interface, easy to use.  

1.2.2 WEAKNESSES 

• Low brand awareness among Vietnamese consumers due to the lack of activities to promote 

communication and image building. 

• Higher costs compared to small business channels due to the import tax. 

• Prepaying is required, not allowing users to pay when receiving goods. 

• Sales and after-sales programs are not good due to being dependent on Amazon, Fado does 

not work directly with merchants to make decisions. 

• Delivery time is longer than domestically available items. 

• Product language is foreign language. 

• The level of initiative in the supply of Fado products alone is small, easily compared with 

the purchase of household and carried-hand shops. 

1.2.3 OPPORTUNITIES 

• The Covid-19 epidemic is a great opportunity to step up branding with USP "cross-border 

brand shopping" as popular carried-hand forms are being greatly affected. 

• The end of the year is a good opportunity to carry out sales promotion campaigns because 

this is also the strongest sale time of the year in many countries such as the USA, UK, ... 
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• The advantage of the pioneer: Fado is the pioneer e-commerce site, with scale and 

methodical investment in operating platform, while the direct competitors are mainly small 

and fragmented carried-hand shopping channels. 

• The general growth tendency of the whole market for the purchase of goods through e-

commerce channels, the majority of consumers already have the habit of buying goods 

online. 

• Strong market demand in the product group is currently Fado's advantage: products that 

support, enhance health, and technology, ... 

• Consumers increasingly tend to care more about quality, origin instead of price. 

1.2.4 THREATS 

• Big competition comes from the increasing number of foreign sales channels (small 

businesses, household buying services, ...), especially in some categories such as fashion, 

beauty. 

• The tendency of entering the Vietnamese market of many international brands makes 

buying branded goods in Vietnam no longer an obstacle to consumers as before. 

• Incentives to consumption of domestic goods to promote economic recovery affect 

consumers' tendency to choose domestic goods instead of foreign goods. 

• Majority of Vietnamese consumers’ habits: buying COD goods, dealing directly with shop 

owners and having no plan in shopping, so when needed, they always want to have available 

and fast delivery items. 

 RESEARCH & CUSTOMERS’ INSIGHT 

Time that Vietnamese people spend on mass media 

Internet 

 

     6h42m 

Social media 

 

 2h33m     

TV, video-on-demand stream 

 

 2h13m     

Listen and stream to online music 

 

1h11m      

(Source: Adsota) 

→ Vietnamese people spend approximately 6 hours and 42 minutes per day on the Internet. 

→ Promote Fado on online channels. 
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According to Nielsen in 2018, 56% Vietnamese willing to spend money for brand products, ranked 

3rd in the world.  

USA, Japan and Korea are three most favored countries for carried-hand products, also cosmetics, 

technologies, clothes, shoes, accessories and supplements are the most carried-hand purchased 

items. (Vinaresearch 2013, Q&Me 2016) 

Shopping trends on smartphone of Vietnamese becoming more popular 
 

 

63% 

Users  

 

47% 

Users 

> 

Online-shopping apps on 

smartphone development is 

inevitable for all big E-

commerce websites 

 

Prefer smartphone as a 

device for online-shopping 

Using available apps 

on smartphone for 

searching and 

ordering products. 

Only 16% use Web 

browsers. 

Source: Q&Me 2019 

 

Health become the top concern in Vietnam 

 

The effect of Covid-19 on consumers’ 

trends in Vietnam 

49% Vietnamese consumers ranked health 

issues as the first concern, leading countries 

in the world. 

E-commerce is associated with shopping-

behavior after Covid-19 (63% consumers 

continued shopping online more often) 

> 

Milk products, dietary 

supplements are one of the most 

bought-product categories in 

Fado 

 

Source: Nielsen 2020    
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2 PROJECT OVERVIEW 

 THE CURRENT PROJECT 

Before the campaign, Fado didn't do much on branding for company, only run ads products. 

• Fado's owned media channels mainly run ads to sell products through the website. 

• Fado already has a Fan page on Facebook with 40k likes and all the content articles are 

about product descriptions and promotions. 

• Fado had a Group named “Xóm sành điệu – Ghiền đồ hiệu” before but was not active 

effectively and only had 4 members. 

• Fado's Instagram was not updated pictures regularly, and the number of followers was only 

about 30-40 followers. 

• Fado's Tiktok previously had only about 2-3 videos with the number of followers are very 

low (16 followers). 

• Fado’s YouTube is updated regular, but the number of subscribers is about 350.  

In general, Fado has owned media, but there is no investment in content and development of 

channels. 

 THE PROPOSED PROJECT 

2.2.1 IMC OBJECTIVES - GOALS 

2.2.1.1 MARKETING OBJECTIVES – AIDA MODEL 

 

Step 1: Awareness 

This is the act of thinking about the product. At this stage, customers are becoming aware of the 

Fado and start to develop some knowledge of the Fado attributes and benefits. 

- Fado.vn is a cross-border e-commerce platform (Cross-Border E-Commerce).  

- Fado.vn helps Vietnamese people trade goods from all over the world easily and without 

distance. 

- Catch up with the development’s tendency in developed countries. 

A

Awareness

I

Interest

D

Desire

A

Action
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- Unlimited options: diverse products from many markets such as USA, Japan, UK, Australia, 

Germany, ... 

- Unlimited geographic: can purchase unavailable domestic goods. 

- The origin of goods, have guaranteed certification. 

- Safe, fast and convenient delivery. 

The Attention stage is usually triggered through advertising. 

Step 2: Interest 

At this level customers have gone beyond mere knowledge of the Fado and have actually begun 

to develop attitudes, preferences and perhaps even interest in it. This means that customers are 

seriously considering purchasing product on Fado eventually. However before taking action, 

customers will need to go through two more stages. 

Step 3: Desire 

The Desire step of the AIDA Model is still part of the cognitive stage of customers. However, the 

interest customers initially had, has developed even more into an actual need. Customers are 

already imagining themselves with the Fado platform shopping experience. 

Step 4: Action 

The final stage is the behavioral stage. This is where the customers take action, hopefully leading 

to the successful transactions on Fado.  

2.2.1.2 S.M.A.R.T OBJECTIVES 

 

Fado website: 200% increase in Fado website visits compared to the average of the first 6 months 

(~ 2,376,872 visits) 

Sale: 50% increase in total successful orders compared to the average of the first 6 months (~ 1,462 

orders) 

Viral Clip: 

• Ensuring the correct production schedule, viral video quality achieved properly scripted. 

• Total engagement 10 million views. 

  

S

Specific

M

Measuable

A

Attainable

R

Relevant

T

Timely
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Social Media: 

Channel Form Traffic for 

Fado’s Website 

Total Engagement 
(reaction, comment, 

share, view, click) 

Reach/Impression 

YouTube Organic 7,131 713,062 1,426,123 

Paid ads 4,754 475,374 950,749 

Facebook Organic 17,827 1,782,654 17,826,540 

Paid ads 29,711 2,971,090 29,710,900 

Hot Fan page 

booking  

Organic 47,537 6,179,867 61,798,672 

PR - Press:  

Channel Form Traffic for 

Fado’s Website 

Total Engagement 
(reaction, comment, 

share, view, click) 

Reach/Impression 

PR booking  Organic 5,942 118,844 ... 

Press ads Paid ads 5,942 6,602 3,961,453 

KOLs: 

Channel Form Traffic for 

Fado’s Website 

Total Engagement 
(reaction, comment, 

share, view, click) 

Reach/Impression 

KOLs Organic 261,456 2,614,559 ~4,5M 

2.2.2 SEGMENTATION & TARGETING 

2.2.2.1 SEGMENTATION 

Market segmentation helps us understand what different members of the target market have in 

common—and how they differ. Types of segments are: demographic, geographic, psychographic 

and behavioral segmentation.  

There are different ways to segment the market, which we chose based mainly on age and gender. 
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2.2.2.2 TARGETING 

We focus on 4 main group of customers: 

Target Customers Interested 
categories 

Life style – Attitude – Behavior  

Female - Age: 20-25 

 

• Perfume. 

• Fashion. 

• Game. 

• Born to well-off families 

• Live/study/work in urban areas/big cities. 

• Be technophiles, follow the latest trend and 
e-commerce favored. 

• Usually surfing websites, being online at any 
time of the day. 

Female - Age: 25-45, single 

 

• Perfume. 

• Health care. 

• Fashion. 

• Beauty care. 

• Average income (above 20 million), 
financially independence 

• Occupation: white-colored. 

• Live/work in big cities. 

• Focus on personal needs. 

• Often look up for products at work when 
there is free time. 

Female - Age: 25-45, married 

 

• Mom & 
Baby. 

• Health care. 

• Beauty care. 

• Fashion. 

• Average income (above 20 million)/born in a 
well-off family. 

• Occupation: white-collared. 

• Live/work in urban areas/big cities. 

• Tends to focus on the needs of children and 
health care for family members, personal care 
(if financially ample) 

• Habits: Often look up for products at work 
when there is free time. 

Male - Age: 20-45 

 

• Technology. 

• Sports. 

• Fashion. 

• Game 

• Average income (above 20 million)/born in a 
well-off family. 

• Occupation: white-collared or student. 

• Live/study/work in urban areas/big cities. 

• Passionate and have a great interest in 
technology products, electronics and sports. 

• Habits: surf the web at any time of the day. 
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2.2.3 CAMPAIGN MESSAGE 

 

Aiming at customers' worries during COVID-19, with restricted entertainment and shopping 

activities, Fado wants to affirm to customers the USP of a cross-border E-commerce platform, 

helping customers to overcome the COVID-19 social distancing, in order to be able to purchase 

genuine international legal products with the most peace of mind (shopping around the world, no 

worries about COVID). 

Tagline through Campaign: “Hàng hiệu gì khó? Đã có Fado” 

 

Figure 12 - "Hàng hiệu gì khó? Đã có Fado" 

Hashtag: #Fado #FadoVietnam #HeroisFado 
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2.2.4 CAMPAIGN PROPOSITION 

 Oct Nov Dec Jan 2021 

Viral Clip  Branding 
MV/viral video Advertising video for sale campaign 

PR  Branding 
Big sale: 

Black 
Friday 

 
Big sale: the 
end of the 

year 
 

Big sale: 
Lunar New 

Year 

Trade promotion  Customers 
discount Big sale campaign 

KOLs  KOLs promote 
Fado brand 

KOLs share and interact with Big sale 
content on social media 

Social media Building contents for 
own media channels 

Support branding 
campaign 

Support Big sale campaign 
Promote social group 

Online/offline 
advertising 

 Branding Big sale campaign 

Mobile App    Push sale promotion on mobile app 
notification 

Affiliate marketing 
Create a social group for Fado 

affiliate 
Support Big sale campaign 

Develop social group for affiliate’s activities 

 Phrase 1 Phrase 2 

Our team mainly focus on Viral Clip, PR, KOLs, Social Media and Online/Offline Ads   
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2.2.5 TACTICS 

Phase 1: Prime Day + Hero is Fado: Sep -> Nov 

 

Phase 2: Nov – Dec 

 

Social media 

KOLs 

Ads online & offline 

Trade Promotion 

Viral Clip 

PR M
ai

n
 t

ac
ti

cs
 

Trade 

Promotion 

Social Media 

Video Ads 

Ads online & offline 

KOLs 

PR 

Mobile App 

Affiliate Marketing 

M
ai

n
 t

ac
ti

cs
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2.2.6 MEDIA CHANNEL 

2.2.6.1 OWNED MEDIA 

2.2.6.1.1 FACEBOOK 

2.2.6.1.1.1 FAN PAGE 

Facebook Fan page to update information about products and campaigns, customer service 

(hotline); calculate the reach to audiences; upload ads video about products and campaigns... 

Link: https://www.facebook.com/FadoVietnam 

2.2.6.1.1.2 GROUP 

Facebook Group Sharing information like in Fan page, but focus more on interaction with 

members of the group. 

Link: https://www.facebook.com/groups/676017879938729  

2.2.6.1.2 INSTAGRAM & TIKTOK 

Instagram is one of the specialized social networks used for sharing photos and videos. Tiktok is 

a music video platform and social network. 

Link:  

- https://www.instagram.com/fado.vn/  - https://www.tiktok.com/@fado.vn 

2.2.6.1.3 OWNED WEBSITE 

Website providing detailed information about the products, introducing the company, placing an 

order, instructions on how to purchase, ... 

Link: 

- Online-shopping: https://fado.vn/  

- Blog: https://fado.vn/blog/  

2.2.6.1.4 YOUTUBE 

YouTube is a popular video sharing platform where users can upload or download videos to their 

computer or phone and share video clips. 

Link: https://www.youtube.com/c/Fadovn_Vietnam/featured  

  

https://www.facebook.com/FadoVietnam
https://www.facebook.com/groups/676017879938729
https://www.instagram.com/fado.vn/
https://www.tiktok.com/@fado.vn
https://fado.vn/
https://fado.vn/blog/
https://www.youtube.com/c/Fadovn_Vietnam/featured
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2.2.6.2 PAID MEDIA 

2.2.6.2.1 FACEBOOK 

Facebook Ads (Facebook Advertising) is a paid advertising to display promotions, offers or 

products to potential customers on Facebook and social networks affiliated with Facebook. 

Hot Fan page is a Fan page that owns a high number of interactions, quick outreach, helping to 

spread business campaigns to target customers. 

2.2.6.2.2 PRESS – PR 

Press and PR has the role of conveying information to the public, all of which are open, topical, 

interactive, diverse, periodic ... 

List of some PR channels:  

- Kenh14 
- Afamily 
- Ngôi sao 
- 24h 

- Zing 
- Dân trí 
- VnExpress 
- vietnamnet 

- Tinh tế 
- GenK 
- CafeF 
- .... 

2.2.6.2.3 KOLS 

Fado invites influencers on the online community to participate in media campaigns to create 

contagion. 

We preferred 4 groups of KOLs: Technology, Beauty Blogger, Hot Mom and Life Style. 

2.2.6.3 EARNED MEDIA 

We gained that from Facebook shares, PR re-up, KOLs’ self-interaction with fans and from our 

customers.  
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2.2.7 ESTIMATED BUDGETS FOR ENTIRE CAMPAIGN 

Action Content Cost* (VND) 

Advertising 1.260.000.000 

 Viral video 630.000.000 
 

Key visual design 52.500.000 

 

PR 210.000.000 

 

Advertising on the online newspaper system 105.000000 

 

GDN (Ads optimized impressions) 105.000.000 

Social Media Marketing 1.105.500.000 
 

KOLs 472.500.000 

 

Hot fan page 262.500.000 

 

Facebook AD 210.000.000 

 

YouTube AD 210.000.000 

 

Costs incurred 105.000.000 

 

Total 
2.362.500.000 

* costs are changed at request of the company 
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 BOUNDARIES OF THE PROJECT 

Phrase 1 Phrase 2 

Increase Awareness - 
Brand Position 

Increase interaction - 
Boost sales 

• Communication for consumers to know 
about Fado.vn. 

• Positioning Fado as Vietnam’s leading 
e-commerce channel for international 
brands and high-quality products. 

• Increase sales from new customer 
sources. 

• Attract traffic and transactions on 
website Fado.vn. 

• Maintain regular consumer 
interaction with the brand. 

• Increase sales. 

Media production: 

• Viral video: including 1 viral clip and short videos from viral clip for advertising on media 

channels. 

• Photoshoot 

Viral: 

• KOLs. 

• Social Media. 

• YouTube: viral video, short video from viral videos, advertising videos, branding and 

maintaining interaction contents. 

• Facebook: viral video, short video from viral videos, advertising videos, branding and 

maintaining interaction contents. 

• Hot fan pages: spread viral video. 

PR, online newspapers:  

• Booking PR. 

• Advertising on online newspaper systems.  



3 PRE-PRODUCTION (SEPTEMBER 2020) 

• Brainstorming & Planning for Campaign. 

• Concept development for KV, script orientation and choosing suitable agency’s storyboard. 

• Selecting PR-Media channel and content direction. 

• Selecting KOLs, finding contact and inviting to cooperate. 

 KEY VISUAL & VIRAL CLIP 

3.1.1 TIMELINE 

September 

W3 W4 

... 22 ... 25 ... 28 29 30 ... 

Pre-production 

  
Talents 

list 
  

Detail 
script 

  Storyboard 
Shooting 

list 
Costume   

 

October 

W1 W2 W3 W4 

... ... 19 ... 23 ... ... 27 28 ... 

Prime Day Hero is Fado 

    Photoshoot   Photoshoot     Viral Clip Filming   

 

 



3.1.2 OUTFIT 

 

Figure 13 - First sketch of Fado's Hero 

 

Figure 14 - Final sketch 

Reasons for choosing the image of Hero for this campaign are: 

- Hero is represented for the solution in impossible situation, will provide the help to resolve 

problem 

- Hero or Superhero are loved by all ages and genders (Marvel, DC...) 
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Figure 15 - Real customs 

At first, we only had one male hero, then we came up with another one – Fado hero female version. 

After we received the final design of Fado hero’s customs on 26th Dec, we immediately pushed the 

G’DAM SHOP to make the customs. On the 15th Oct, the customs were finally done. 

3.1.3 PHOTOSHOOT 

The first photoshoot was held on 19th Oct, 2020. 

FADO HERO (MALE) 

 

  

Figure 16 - KV Male Hero (19/10/2020) 
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RICH KID 

 

 

Figure 17 - KV Rich kid (19/10/2020) 

 

MARRIED-WEALTHY WOMAN 

 
 

Figure 18 - KV Married-wealthy woman (19/10/2020) 
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MARKETING MANAGER 

 

  

Figure 19 - KV Marketing Manager (19/10/2020) 

 

YOUTUBER 

   

Figure 20 - KV Youtuber (19/10/2020) 
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The second one was held on 23rd Oct, 2020. 

FADO HERO (FEMALE) 

  
 

Figure 21 - KV Female Hero (23/10/2020) 

3.1.4 VIRAL CLIP 

3.1.4.1 AGENCIES 

There were 3 video production agencies sent their proposals to Fado. They are Starberry, Orion 

Media and RedA. 

After seeing all the video idea proposals, we decided to choose RedA’s because their idea was 

suitable for Fado’s campaign. Furthermore, RedA’s team has more experience than two other 

agencies. 

   
Figure 22 - Viral Clip Proposals from 3 Agencies (from left: Starberry, Orion and redA) 
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3.1.4.2 STORYBOARD 
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Figure 23 - Storyboard for Fado's viral clip from redA 

Treatment: 

- Mood & tone:  

o Luxurious, fashionable, colorful 

o Fast tempo, fascinated by pictures and catchy music 

- Cinematography 

o Cameras moves quickly, continuously changing the scene, attracting the attention of the viewer 

o Use a wide angle to show the character's context. 

o Transition with tricks, creating seamless 

o Cine-lighting with high-contrast, each character had her/his own color. 
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3.1.4.3 MUSIC AND DANCE CHOREOGRAPHY 

The lyrics from the song: 

Tôi mua hàng rất mau! 
Anh, Úc, Mỹ, Đức... bất cứ đâu 
Chính hãng nên không phải lo 
Vì đã có Fado! 

Săn sale vừa thấy đây... 
Sẽ ship ngay đến tay luôn này! 
Không lo sợ rủi ro! 
Vì đã có Fado! 

Rất minh bạch đủ các chứng từ... 
Không cần đắn đo, do dự! 
Web nước ngoài, thoải mái tiêu xài... 
Vì đã có Fado! 

The choreography lasted about 30s with simple and trendy move from Tiktok and K-pop, also represented featured image from Fado: 

pushing carts, driving car, surfing website, Black Pink “Kill this love” Dance move, playing guitar... 

  

  
Figure 24 - Choreography idea (source: freepik, YouTube) 
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 KOLS 

3.2.1 LIST OF KOLS 

From 29 KOLs, we chose to cooperate with 18 KOLs. 

STT Name Not selected 

Technology 

1 Anh em TV  

2 Duy Thẩm  

3 Tân 1 Cú  

Beauty Blogger 

4 Hải Yến Babe  

5 Chloe Nguyen X 

6 Hannah Olala  

7 Trinh Phạm X 

8 Hana Giang Anh  

Life Style 

9 Giang ơi X 

10 Hồ Liên  

11 Lou Thỏ X 

12 Chris Phan X 

13 Chi Sally  

14 Hoa hậu Giáng My  

15 Huy Trần  

16 Nguyễn Phong Việt  

17 Phan Anh Esheep X 

18 Tống Đông Khuê X 

19 Châu Giang nè  
 

STT Name Not selected 

Hot mom 

20 Thái Vân Linh X 

21 Lưu Hương Giang X 

22 Đan Lê  

23 Á hậu Tú Anh  

24 Phạm Phương  

25 Thúy Hạnh  

Streamer (VGaming) 

26 Đấng YM  

27 Mèo 2K4 X 

28 MSuong  

29 Throw Thi X 
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3.2.2 SELECTED KOLS 

No. Name Content direction Expected 
Timeline 

Technology 

1 Anh em TV Video review of underwater cameras with good quality, products chosen by reviewer must be from 
the list from Fado (choosing good cameras but difficult to buy in Vietnam). At the end of the video 
prompt to the buying channel which is ‘Fado’. 

25/11/2020 

2 Duy Thẩm Unbox some cool technology items that are hard to find in Vietnam that Duy Tham recently found 
on Amazon through Fado.vn. Share about Fado's buying experience and exciting features on Fado’s 
website. 

25/11/2020 

3 Tân 1 Cú Video review of audio equipment from strange but extremely hot brand in the US - "Bose”: includes 
Bose headphones and Bose Bluetooth Speaker. Mention the purchasing channel is Fado because it is 
difficult to buy domestically. 

25/11/2020 

Beauty Blogger 

4 Hải Yến Babe Unboxing video - follow the series ‘what I buy this month’- inserted in unboxed products in the 
October episode or the first episode of November. In the video it mentions buying products in Fado 
because the unboxed item in the video is very hard to find in Vietnam, and a short review of the 
experience about first time trial purchase on Fado 

18-21/11/2020 

5 Hannah Olala Review of Movado watches (choose from http://bit.ly/Movado-Fado) and Movado brand - an 
American watch brand that few people know but they have lots of special watch models. Must 
mention about the purchase page is Fado for the following reasons: there are many models that are 
not sold in the country, feel secure about the origin of quality, make a Giveaway to give 1 lucky fan a 
watch of Movado with sharing conditions: post in public mode. 

23/11/2020 

6 Hana Giang Anh Video unboxing and reviewing makeup and skin care products for browns skin. Mention in the video 
that the purchase channel is Fado because these products are difficult to find in Vietnam, and 
everything on Fado is also available, at the same time integrating the outstanding advantages of Fado 
such as ensuring the origin of the goods. Instruct fans to order goods on Fado at the end of the clip. 

22-25/11/2020 

Life style 

7 Hồ Liên Unbox products just ordered through Fado and share about Prime Day event. 9/10/2020 

8 Chi Sally Post unboxing pictures of items that have just been bought through a foreign shopping website 
(Fado), photos of Fado boxes filled up, when you receive goods, you know that there is a super big 

8/10/2020 
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Prime day sale some very cool features on Fado to hunt for Prime Day’s deals with primeday links at 
the end of the article. 

9 Giáng My Post that shares about health care secrets from the inside and nurtures a young look through the use 
of functional foods. Introduce some of the types that Giáng My uses and the channel to buy functional 
foods is Fado because there are many types and can be assured of the origin. 

3/11/2020 

10 Huy Trần Post a photo of a newly acquired Maserati watch (the model is not sold domestically and must be 
ordered from abroad), share the purchase channel of a Fado page and the link leads to Maserati watch 
on Fado website. 

17-19/11/2020 

11 Nguyễn Phong Việt Post unboxing pictures of items that have just been bought through a foreign shopping website 
(Fado), photos of Fado boxes filled up, when you receive goods, you know that there is a super big 
Prime day sale => Share about Prime day and some very cool features on Fado website to hunt for 
Prime Day deals with primeday links at the end of the article. 

9/10/2020 

12 Châu Giang nè Post unboxing pictures of items that have just been bought through a foreign shopping website 
(Fado), photos of Fado boxes filled up, when you receive goods, you know that there is a super big 
Prime day sale => Share about Prime day and Some very cool features on Fado to hunt for Prime Day 
deals with primeday links at the end of the article. 

9/10/2020 

Hot mom 

13 Đan Lê Post photos of unboxed items that have just been bought for the whole family through a foreign 
shopping website (which is Fado), take pictures of Fado boxes popping up. At the time of receiving 
the goods, Ms. Le knew that there was a super big Prime day sale => Share about Prime day and some 
very cool features on Fado website to hunt for Prime Day’s deals with primeday link at the end of the 
article. 

8/10/2020 

14 Á hậu Tú Anh Review some types of foreign milk powder for children and mention the Fado purchase channel is not 
affected by COVID’ s epidemic, if the family runs out of milk, then do not worry. 

November 

15 Phạm Phương Review 2-3 products suitable for traveling (sunglasses, collagen ...) (Note: choose products that are 
difficult to buy domestically to highlight the special advantages of Fado). 

November 

16 Thúy Hạnh Video review of pressure cooker 9-in-1 Ninja Foodi (a rare product - not sold in the country), in the 
video mention where to buy is Fado because you can be completely assured of the quality and origin 
of the product. 

5/11/2020 

Streamer (VGaming) 

17 Đấng YM Unboxing incorporates the introduction of Fado's Black Friday program 19/11/2020 

18 MSuong Unboxing incorporates the introduction of Fado's Black Friday program 21/11/2020 
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 PR  

We selected 17 e-media for PR booking 

No Selection 
Media 

Format Content Direction Timeline 

Prime day 

1 Zing Article 
Sự kiện mua sắm toàn cầu Amazon Prime Day: Săn deal khủng với 5 tính năng trên Fado 

5/10/2020 

2 VnExpress Article 
Amazon Prime Day chính thức trở lại sau nhiều tháng hoãn vì Covid 

7/10/2020 

3 Tinhte Article 
Những siêu phẩm công nghệ không thể bỏ lỡ trong ngày hội Prime Day trên Fado.vn 

9/10/2020 

4 Kenh14 Article 
Không còn là lời đồn, Amazon Prime Day chính thức trở lại: Các tín đồ Việt mách nước săn deal sốc trên Fado 

8/10/2020 

5 Ngôi sao Article 
Tín đồ Việt mách nước săn deal khủng trong ngày hội mua sắm toàn cầu Amazon Prime Day 13-14/10 

6/10/2020 

Hero is Fado 

1 Kênh 14 Article with inserted video 
TVC Việt gây sốt cộng đồng mạng với tạo hình siêu nhân chất như nước cất, truy ra info ai cũng tấm tắc 

10/11/2020 

2 CafeF Article 
Giữa cuộc chiến gay gắt của các ông lớn, Fado - sàn thương mại điện tử với cái tên lạ mà quen nổi lên với lối đi riêng 

11/11/2020 

3 Ngoisao Article with inserted video 
Xôn xao cặp đôi siêu nhân đổ bộ trái đất, chạy xe phân khối lớn khắp Hà Nội/Cặp đôi siêu nhân chạy xe phân khối lớn gây chú ý 
ở Hà Nội 

13/11/2020 

4 Dân trí Article with inserted video 
TVC Việt nói thay nỗi khổ của giới thượng lưu: Hóa ra có nhiều tiền, thành đạt cũng chưa chắc mua được thứ mình muốn! 

12/11/2020 

5 24h Article with inserted video 
Gu thời trang "rực lửa" của nữ siêu nhân đang gây sốt mạng Việt (tìm các ảnh sexy, gợi cảm khoe chân dài dáng đẹp của siêu nhân 
nữ trong ảnh chụp ở studio, ảnh hậu trường, ảnh đăng trang cá nhân, ảnh trong clip và ảnh thiết kế KV). Bài này đăng đầu mục 
Thời trang lúc 10h 

10/11/2020 

6 Eva Article with inserted video 
Vũ điệu siêu nhân trên nền nhạc "catchy" bất ngờ gây sốt mạng xã hội, ai xem xong cũng muốn nhún nhảy theo 

13/11/2020 

Black Friday 

1 Zing Article 
Black Friday: Săn hàng hiệu khắp thế giới chẳng lo Covid, bí kíp là đây 

24/11/2020 

2 Soha Article 
Săn hàng hiệu mùa Black Friday, cần tỉnh táo để không tự mình mắc bẫy 

24/11/2020 

3 Kênh 14 Article 
Nắm vững 5 bí kíp này, săn hàng hiệu chuẩn chính hãng mùa Black Friday trên Fado.vn chỉ còn là chuyện nhỏ! 

24/11/2020 

4 GenK Article 
Dự đoán những cực phẩm công nghệ "hot" nhất Black Friday, săn ngay tại Fado.vn 

25/11/2020 

5 Tinh tế Article 
Top 8 siêu phẩm công nghệ không thể bỏ lỡ mùa Black Friday trên Fado.vn 

23/11/2020 

6 Vietnamnet Article 
Adapt from CafeF 

20/11/2020 

http://fado.vn/
http://fado.vn/
http://fado.vn/
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IV   PRODUCTION (OCTOBER & NOVEMBER 2020) 

1. OVERVIEW 

 TIMELINE 

October November December 

W1 - 5/10 W2 W3 W4 W1 - 2/11 W2 W3 W4 W1 - 30/11 W2 

Prime Day Hero is Fado Black Friday Maintain 

 BUDGET 
Action Content Cost* reality (VND)  

not VAT include 
% with 

tentative budget  

Advertising 663,411,000  
 

Viral video 525.000.000 83,33% 
 

Communication photo set 18.900.000 
92%  

Key visual design 29.400.000  

PR 90.111.000 42.91% 

Social Media Marketing 1.122.636.233  
 

KOLs 230.968.500 48.89% 
 

Hot fan page 198.544.500 72,36% 
 

Facebook AD 55.891.253,25 

89.85% 

 

YouTube AD 280.683.480  

AdMicro AD 125.023.500  

Google AD 104.475.000  

Cooperation with Vgaming 127.050.000 
 

Total 1.786.047.233 75.56% 

* costs are changed at request of the company.  
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2 PRIME DAY (5/10-18/10) 

 TIMELINE OVERVIEW 

 

October 2020 

Week 1 Week 2 

5 6 7 8 9 10 11 12 13 14 15 16 17 18 

Prime Day 

PR               

KOLs               

We had in total:  

- 05 PR 

- 05 KOLS with 05 posts 

 DETAILED TIMELINE 

2.2.1 PR 

PR 

October 2020 

Mon Tue Wed  Thu Fri Sat Sun Mon Tue Wed  Thu Fri Sat Sun 

5 6 7 8 9 10 11 12 13 14 15 16 17 18 

Week 1 Week 2 

Zing News               

Ngôi sao               

Vn Express               

Kênh 14               

Tinh tế               
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List of channels with titles and links 

No. Booking 

Channel 

Published 

Date 

Titles + Links Visit & Engagements  

Fado’s Website 

1 Zing News 05-10-2020 

20:00 
Bí quyết săn hàng giảm giá Amazon Prime Day tại Việt Nam N/A 

(link in post is not 

Link tracking)    https://zingnews.vn/bi-quyet-san-hang-giam-gia-amazon-prime-day-tai-viet-nam-

post1138514.html/ 

2 Ngôi sao 06-10-2020 

09:00 

Hơn một triệu ưu đãi tại Amazon Prime Day 2020 N/A 

(link in post is not 

Link tracking)    https://ngoisao.net/hon-mot-trieu-uu-dai-tai-amazon-prime-day-2020-4171803.html  

3 VnExpress 07-10-2020 

09:00 

Amazon Prime Day trở lại với người dùng Việt 62 users 

77 sessions 

   https://vnexpress.net/amazon-prime-day-tro-lai-voi-nguoi-dung-viet-4172399.html  

4 Kênh14 08-10-2020 

08:00 

Không còn là lời đồn, Amazon Prime Day chính thức trở lại: Các tín đồ Việt 

mách nước săn deal sốc trên Fado 

130 users 

205 sessions 

   https://kenh14.vn/khong-con-la-loi-don-amazon-prime-day-chinh-thuc-tro-lai-cac-

tin-do-viet-mach-nuoc-san-deal-soc-tren-Fado-20201007235019124.chn  

5 Tinh tế 13-10-2020 [QC] Những siêu phẩm công nghệ không thể bỏ lỡ trong ngày hội Prime Day 

trên Fado.vn 

336 users 

377 sessions 

   https://tinhte.vn/thread/qc-nhung-sieu-pham-cong-nghe-khong-the-bo-lo-trong-

ngay-hoi-prime-day-tren-Fado-vn.3202223/  

 

  

https://zingnews.vn/bi-quyet-san-hang-giam-gia-amazon-prime-day-tai-viet-nam-post1138514.html/
https://zingnews.vn/bi-quyet-san-hang-giam-gia-amazon-prime-day-tai-viet-nam-post1138514.html/
https://ngoisao.net/hon-mot-trieu-uu-dai-tai-amazon-prime-day-2020-4171803.html
https://vnexpress.net/amazon-prime-day-tro-lai-voi-nguoi-dung-viet-4172399.html
https://kenh14.vn/khong-con-la-loi-don-amazon-prime-day-chinh-thuc-tro-lai-cac-tin-do-viet-mach-nuoc-san-deal-soc-tren-fado-20201007235019124.chn
https://kenh14.vn/khong-con-la-loi-don-amazon-prime-day-chinh-thuc-tro-lai-cac-tin-do-viet-mach-nuoc-san-deal-soc-tren-fado-20201007235019124.chn
https://tinhte.vn/thread/qc-nhung-sieu-pham-cong-nghe-khong-the-bo-lo-trong-ngay-hoi-prime-day-tren-fado-vn.3202223/
https://tinhte.vn/thread/qc-nhung-sieu-pham-cong-nghe-khong-the-bo-lo-trong-ngay-hoi-prime-day-tren-fado-vn.3202223/
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2.2.2 KOLS 

Timeline: 

KOL 

October 2020 

Mon Tue Wed  Thu Fri Sat Sun Mon Tue Wed  Thu Fri Sat Sun 

5 6 7 8 9 10 11 12 13 14 15 16 17 18 

Week 1 Week 2 

Nguyễn Việt Phong               

Châu Giang               

Chi Sally               

Hồ Liên               

Nguyễn Đan Lê               

 

0

100

200

300

400

500

600

Nguyễn Việt Phong Châu Giang Chi Sally Hồ Liên Nguyễn Đan Lê

Visit & Engagements 
Fado’s Website
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List of KOLs and link to the post on Facebook/Instagram 

No. Name Format 
Posted Date 

Link Reach Visit & Engagements  

Fado’s Website 

1 Nguyễn Việt Phong Photos/Facebook 
08-10-2020 10:07 

https://www.facebook.com/vietphong/posts/102
24542558170856  

1.7k likes 

284 comments 

6 shares 

(15/10/2020) 

69 users 

105 sessions 

2 Châu Giang Photos/Instagram 

10-10-2020 

https://www.instagram.com/p/CGKe06qhGIU/  3.546 likes 

(03/11/2020) 

5 users 

15 sessions 

3 Chi Sally Photos/Instagram 

10-10-2020 

https://www.instagram.com/p/CGKjTkBhWwM/  2.351 likes 

(03/11/2020) 

7 users 

11 sessions 

4 Hồ Liên Photos/Facebook 

10-10-2020 20:26 

https://www.facebook.com/HoLien.Holienn/pos
ts/3472674736129365  

1.6k likes 

124 comments 
(15/10/2020) 

22 users 

29 sessions 

5 Nguyễn Đan Lê Photos/Facebook 

12-10-2020 16:50 

https://www.facebook.com/danle.nguyen.5/post
s/4003485749668647  

1.6k likes 

50 comments 

2 shares 

(15/10/2020) 

471 users 

515 sessions 

 

  

https://www.facebook.com/vietphong/posts/10224542558170856
https://www.facebook.com/vietphong/posts/10224542558170856
https://www.instagram.com/p/CGKe06qhGIU/
https://www.instagram.com/p/CGKjTkBhWwM/
https://www.facebook.com/HoLien.Holienn/posts/3472674736129365
https://www.facebook.com/HoLien.Holienn/posts/3472674736129365
https://www.facebook.com/danle.nguyen.5/posts/4003485749668647
https://www.facebook.com/danle.nguyen.5/posts/4003485749668647
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2.2.3 MEDIA PRODUCTS 

2.2.3.1 PR BOOKING 

1. Zingnews – 06/10/2020: Placement: Top 3 – Home page>Categories: Kinh Doanh 

/  

Figure 25 - Zingnews (06/10/2020) Placement 



PAGE 61 

  
Figure 26 - Zingnews (06/10/2020): Bí quyết săn hàng giảm giá Amazon Prime Day tại Việt Nam 
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2. Ngôi sao – 06/10/2020: Placement: 6th Stream 2 – Home page>Categories: Kinh Doanh 

 
Figure 27 - Ngôi sao (06/10/2020) Placement 
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Figure 28 - Ngôi sao (06/10/2020): Hơn một triệu ưu đãi tại Amazon Prime Day 2020 
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3. VnExpress – 07/10/2020: Placement: Top 2, 3 – Categories: Kinh Doanh 

 
Figure 29 - VnExpress (07/10/2020) Placement 
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Figure 30 - VnExpress (07/10/2020): Amazon Prime Day trở lại với người dùng Việt 
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4. Kenh 14 – 08/10/2020: Placement: 6th Stream 3 – Homepage  

 
Figure 31 - Kenh14 (08/10/2020) Placement 



PAGE 67 

 

  

 

Figure 32 - Kenh14 (08/10/2020): Không còn là lời đồn, Amazon Prime Day chính thức trở lại: Các tín đồ Việt mách nước săn deal sốc trên Fado 
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5. Tinhte – 13/10/2020: Placement: Homepage 

 
Figure 33 - Tinhte (13/10/2020) Placement 
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Figure 34 - Tinhte (13/10/2020): [QC] Những siêu phẩm công nghệ không thể bỏ lỡ trong ngày hội Prime Day trên Fado.vn 



PAGE 70 

2.2.3.2 KOLS 

 
 

Figure 35 - Nguyễn Phong Việt (08/10/2020) 
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Figure 36 - Châu Giang (10/10/2020) 
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Figure 37 - Chi Sally (10/10/2020) 
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Figure 38 - Hồ Liên (10/10/2020) & Nguyễn Đan Lê (12/10/2020) 
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Figure 39 - Interactive Comments from KOLs 
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 DETAILS – HERO IS FADO 

3.2.1 KV 

 
Figure 40 - Main KV 
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Figure 41 - Other KV 
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3.2.2 PR 

Timeline 

 

November 2020 

Mon Tue Wed  Thu Fri Sat Sun Mon Tue Wed  Thu Fri Sat Sun 

9 10 11 12 13 14 15 16 17 18 19 20 21 22 

Week 2 Week 3 

24h               
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Kênh14               
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Afamily               

Earned PR   7 5     2   5   
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List of PR Booking 

No. Booking 
Channel 

Published 
Date 

Titles + Links  Number of 
views 

1 24h 11/11/2020 
8:00 

Người đẹp gây sốt với bộ đồ siêu anh hùng chưa từng thấy trong phim 30,249 

   https://www.24h.com.vn/thoi-trang/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-
thay-trong-phim-c78a1198026.html  

2 CafeF 11/11/2020 
11:00 

Giữa cuộc chiến của các ông lớn, Fado – sàn mua sắm xuyên biên giới nổi lên với lối đi 
riêng 

5,895 

   https://cafef.vn/giua-cuoc-chien-cua-cac-ong-lon-Fado-san-mua-sam-xuyen-bien-gioi-noi-
len-voi-loi-di-rieng-20201110164525318.chn  

3 Kênh14 12/11/2020 
13:30 

TVC Việt gây sốt cộng đồng mạng với tạo hình siêu nhân chất như nước cất, truy ra info 
ai cũng tấm tắc 

12,374 

   https://kenh14.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-
cat-truy-ra-info-ai-cung-tam-tac-20201111121410083.chn  

4 Ngôi sao 17/11/2020 
10:00 

Fado ra mắt TVC nói thay nỗi khổ giới thượng lưu 5,821 

   https://ngoisao.net/Fado-ra-mat-tvc-noi-thay-noi-kho-gioi-thuong-luu-4192512.html  

5 Afamily 20/11/2020 Vũ điệu siêu nhân trên nền nhạc “catchy” bất ngờ gây sốt mạng xã hội 3,691 

   https://afamily.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-
20201120033101157.chn  

  

https://www.24h.com.vn/thoi-trang/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-c78a1198026.html
https://www.24h.com.vn/thoi-trang/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-c78a1198026.html
https://cafef.vn/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-20201110164525318.chn
https://cafef.vn/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-20201110164525318.chn
https://kenh14.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-20201111121410083.chn
https://kenh14.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-20201111121410083.chn
https://ngoisao.net/fado-ra-mat-tvc-noi-thay-noi-kho-gioi-thuong-luu-4192512.html
https://afamily.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-20201120033101157.chn
https://afamily.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-20201120033101157.chn
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List of reposted PRs 

No. Reposted on Date Link 

 24h  Người đẹp gây sốt với bộ đồ siêu anh hùng chưa từng thấy trong phim 

1 Dân Việt 11/11/2020 
7:55 

https://danviet.vn/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-
50202011117592583.htm  

2 Tin247 11/11/2020 
8:54 

https://www.tin247.com/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-8-
27876245.html  

 CafeF  Giữa cuộc chiến của các ông lớn, Fado – sàn mua sắm xuyên biên giới nổi lên với lối đi riêng 

3 Tổ Quốc 11/11/2020 
10:54 

http://toquoc.vn/giua-cuoc-chien-cua-cac-ong-lon-Fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-
loi-di-rieng-420201011164655340.htm  

4 Feed24h 11/11/2020 
11:00 

https://feed24h.net/noi-dung/giua-cuoc-chien-cua-cac-ong-lon-Fado-san-mua-sam-xuyen-bien-gioi-
noi-len-voi-loi-di-rieng  

5 Cổ Phiếu 68 11/11/2020 
11:00 

https://m.cophieu68.vn/news_detail.php?newsid=760972  

6 Tin Mới 247 11/11/2020 
4:11 

https://tinmoi247.net/tai-chinh/giua-cuoc-chien-cua-cac-ong-lon-Fado-san-mua-sam-xuyen-bien-
gioi-noi-len-voi-loi-di-rieng-560647  

7 Kinh Doanh 
Hội Nhập 

11/11/2020 
12:24 

https://kinhdoanhhoinhap.vn/giua-cuoc-chien-cua-cac-ong-lon-Fado--san-mua-sam-xuyen-bien-
gioi-noi-len-voi-loi-di-rieng-34954.html  

 Kênh14  TVC Việt gây sốt cộng đồng mạng với tạo hình siêu nhân chất như nước cất, truy ra info ai 
cũng tấm tắc 

8 Vnnhanh 12/11/2020 
13:22 

https://vnnhanh.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-
truy-ra-info-ai-cung-tam-tac-345074.html  

9 Nhật báo Việt 12/11/2020 
13:11 

https://nhatbaoviet.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-
cat-truy-ra-info-ai-cung-tam-tac/  

https://danviet.vn/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-50202011117592583.htm
https://danviet.vn/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-50202011117592583.htm
https://www.tin247.com/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-8-27876245.html
https://www.tin247.com/nguoi-dep-gay-sot-voi-bo-do-sieu-anh-hung-chua-tung-thay-trong-phim-8-27876245.html
http://toquoc.vn/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-420201011164655340.htm
http://toquoc.vn/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-420201011164655340.htm
https://feed24h.net/noi-dung/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng
https://feed24h.net/noi-dung/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng
https://m.cophieu68.vn/news_detail.php?newsid=760972
https://tinmoi247.net/tai-chinh/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-560647
https://tinmoi247.net/tai-chinh/giua-cuoc-chien-cua-cac-ong-lon-fado-san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-560647
https://kinhdoanhhoinhap.vn/giua-cuoc-chien-cua-cac-ong-lon-fado--san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-34954.html
https://kinhdoanhhoinhap.vn/giua-cuoc-chien-cua-cac-ong-lon-fado--san-mua-sam-xuyen-bien-gioi-noi-len-voi-loi-di-rieng-34954.html
https://vnnhanh.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-345074.html
https://vnnhanh.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-345074.html
https://nhatbaoviet.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac/
https://nhatbaoviet.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac/
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10 Tổ Quốc 12/11/2020 
13:11 

http://toquoc.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-
ra-info-ai-cung-tam-tac-220201211124622280.htm  

11 Báo Mới 12/11/2020 
13:40 

http://baomoi.me/cong-nghe/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-
nuoc-cat-truy-ra-info-ai-cung-tam-tac_tin2199826.html  

12 Tin Mới 247 12/11/2020 
13:48 

https://www.tin247.com/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-
cat-truy-ra-info-ai-cung-tam-tac-8-27883304.html  

13 cn24h.net 17/11/2020 
21:27 

https://cn24h.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-
ra-info-ai-cung-tam-tac-bv18036.htm  

 Ngôi sao  Fado ra mắt TVC nói thay nỗi khổ giới thượng lưu 

14 Tin Việt 17/11/2020 https://tinviet24.com/tin-tuc/kinh_te/116424/Fado-ra-mat-tvc-noi-thay-noi-kho-gioi-thuong-luu  

 Afamily  Vũ điệu siêu nhân trên nền nhạc “catchy” bất ngờ gây sốt mạng xã hội 

15 Guu 20/11/2020 https://m.guu.vn/diem-tin/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-
5fb719f65c82475184476fe2.html  

16 Tổ Quốc 20/11/2020 
07:55 

http://toquoc.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-
222020201133242619.htm  

17 Tin mới 247 20/11/2020 
08:25 

https://www.tin247.com/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-30-
27921632.html  

18 Mạng Y Tế 20/11/2020 
10:15 

https://mangyte.vn/news-vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-
415246.html  

19 Người Nổi 
Tiếng 

20/11/2020 
01:11 

https://nguoi-noi-tieng.com/doi-song/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-
mang-xa-hoi-1084367  

 

http://toquoc.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-220201211124622280.htm
http://toquoc.vn/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-220201211124622280.htm
http://baomoi.me/cong-nghe/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac_tin2199826.html
http://baomoi.me/cong-nghe/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac_tin2199826.html
https://www.tin247.com/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-8-27883304.html
https://www.tin247.com/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-8-27883304.html
https://cn24h.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-bv18036.htm
https://cn24h.net/tvc-viet-gay-sot-cong-dong-mang-voi-tao-hinh-sieu-nhan-chat-nhu-nuoc-cat-truy-ra-info-ai-cung-tam-tac-bv18036.htm
https://tinviet24.com/tin-tuc/kinh_te/116424/fado-ra-mat-tvc-noi-thay-noi-kho-gioi-thuong-luu
https://m.guu.vn/diem-tin/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-5fb719f65c82475184476fe2.html
https://m.guu.vn/diem-tin/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-5fb719f65c82475184476fe2.html
http://toquoc.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-222020201133242619.htm
http://toquoc.vn/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-222020201133242619.htm
https://www.tin247.com/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-30-27921632.html
https://www.tin247.com/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-30-27921632.html
https://mangyte.vn/news-vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-415246.html
https://mangyte.vn/news-vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-415246.html
https://nguoi-noi-tieng.com/doi-song/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-1084367
https://nguoi-noi-tieng.com/doi-song/vu-dieu-sieu-nhan-tren-nen-nhac-catchy-bat-ngo-gay-sot-mang-xa-hoi-1084367
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3.2.3 VIRAL CLIP 

 

November 2020 

M T W T F S S M T W T F S S M T W T F S S 

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 

Week 1 Week 2 Week 3 

Owned Media                      

Facebook Fan page                      

YouTube                      

Tiktok                      

Instagram                      

Paid Media                      

Facebook Fan page: 

No. Content Date Link Reach 

1 Video teaser 1 2/11/2020 
20:00 

https://www.facebook.com/watch/?v=3552974564745695  38 likes 
1 comment 
1.5k views 

2 Video teaser 2 4/11/2020 
20:10 

https://www.facebook.com/watch/?v=4582697261804698  42 likes 
2 comments 
2.2k views 

3 Viral Clip 7/11/2020 
20:30 

https://www.facebook.com/watch/?v=1761069984056562  231 likes 
56 comments 
605.1k views 

4 Minigame 10/11/2020 

13:24 

https://www.facebook.com/FadoVietnam/posts/3149018151983572  397 likes 

1.2k comments 

37 shares 

5 Result of Minigame 17/11/2020 

20:32 

https://www.facebook.com/FadoVietnam/posts/3156363901248997  25 likes 

7 comments 

6 shares 

https://www.facebook.com/watch/?v=3552974564745695
https://www.facebook.com/watch/?v=4582697261804698
https://www.facebook.com/watch/?v=1761069984056562
https://www.facebook.com/FadoVietnam/posts/3149018151983572
https://www.facebook.com/FadoVietnam/posts/3156363901248997
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YouTube: 

No. Content Date Links Reach 

1 Teaser 1 – 4 main character  2/11/2020 https://www.youtube.com/watch?v=rU2ZG1wmRkg  55 views 

2 Teaser 2 – Heroes 4/11/2020 https://www.youtube.com/watch?v=Tz9z1ucO6dw  215 views 

3 Viral Clip 8/11/2020 https://www.youtube.com/watch?v=ZW3hJkdShGg&t=8s  956,058 views 

4 Video Cut Dance Cover (31s) 8/11/2020 https://www.youtube.com/watch?v=rXm-Uo5WoYc  424,133 views 

5 Video Cut (15s) 8/11/2020 https://www.youtube.com/watch?v=te6eHXyS4as  1,390,225 views 

Tiktok 

No. Content Date Links Reach 

1 Teaser – 4 main character  5/11/2020 https://www.tiktok.com/@fado.vn/video/6891472730747686145  387 views 

2 Rich kid Character 9/11/2020 https://www.tiktok.com/@fado.vn/video/6893024407032286466  641 views 

3 YouTuber Character 9/11/2020 https://www.tiktok.com/@fado.vn/video/6893054918991695105  449 views 

4 Married-wealthy Woman Character 9/11/2020 https://www.tiktok.com/@fado.vn/video/6893055449768250626  676 views 

5 Marketing Manager Character 9/11/2020 https://www.tiktok.com/@fado.vn/video/6893056830235315458  635 views 

6 Dance Cut 10/11/2020 https://www.tiktok.com/@fado.vn/video/6893404064810487041  952 views 

7 Characters Cut 1 11/11/2020 https://www.tiktok.com/@fado.vn/video/6893770499030142209  531 views 

8 Characters Cut 2 13/11/2020 https://www.tiktok.com/@fado.vn/video/6894463419278298369  490 views 

Instagram 

No. Content Date Link Views 

1 Teaser 1 – 4 main character  3/11/2020 https://www.instagram.com/p/CHIZTwbJdOc/  48 views 

2 Teaser 2 – Heroes 5/11/2020 https://www.instagram.com/p/CHNsRu_JW2O/  56 views 

  

https://www.youtube.com/watch?v=rU2ZG1wmRkg
https://www.youtube.com/watch?v=Tz9z1ucO6dw
https://www.youtube.com/watch?v=ZW3hJkdShGg&t=8s
https://www.youtube.com/watch?v=rXm-Uo5WoYc
https://www.youtube.com/watch?v=te6eHXyS4as
https://www.tiktok.com/@fado.vn/video/6891472730747686145
https://www.tiktok.com/@fado.vn/video/6893024407032286466
https://www.tiktok.com/@fado.vn/video/6893054918991695105
https://www.tiktok.com/@fado.vn/video/6893055449768250626
https://www.tiktok.com/@fado.vn/video/6893056830235315458
https://www.tiktok.com/@fado.vn/video/6893404064810487041
https://www.tiktok.com/@fado.vn/video/6893770499030142209
https://www.tiktok.com/@fado.vn/video/6894463419278298369
https://www.instagram.com/p/CHIZTwbJdOc/
https://www.instagram.com/p/CHNsRu_JW2O/
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Paid Media – Hot Fan page (data to 30/11/2020) 

No. Hotfanpage Date Link Reach Views 

1 Beatvn 7/11/2020 

21:00 

https://www.facebook.com/beatvn.network/posts/453609842286429/  3,5K Likes 

161 Comments  

6 Shares 

588.477 

2 Top Comments 7/11/2020 

20:30 

https://www.facebook.com/topcomments.vn/posts/3308193176105461  23K likes 
157 comments 

40 shares 

724.977 

3 Top Troll 7/11/2020 

21:00 

https://www.facebook.com/page.toptroll/posts/1555018698016152/  8K likes 
64 comments 

14 shares 

496.908 

4 Chuyện của Hà Nội 7/11/2020 

21:00 

https://www.facebook.com/ChuyencuaHaNoi/posts/279937980106013/  4.3K likes 
21 comments 

12 shares 

474.256 

5 Theanh28 
Entertainment 

7/11/2020 

21:00 

https://www.facebook.com/theanh28.page/posts/4097959196916636  3.7K likes 
218 comments 

9 shares 

294.203 

6 Hóng Hớt 
Showbiz 

10/11/2020 

21:01 

https://www.facebook.com/hhsb.vn/posts/4164982860183382  3.1K likes 
61 comments 

12 shares 

449.275 

7 DeepZone 10/11/2020 

21:00 

https://www.facebook.com/DeepZoneX/posts/1610662955772520  5.5K likes 
76 comments 

4 shares 

441.493 

8 VnGAG 10/11/2020 

20:00 

https://www.facebook.com/vngag.vn/posts/1154353135022571  1.3K likes 
32 comments 

2 shares 

337.207 

9 NEU 11/11/2020 

20:00 

https://www.facebook.com/neuconfessions/videos/283917896294970/  3.4K likes 
24 comments 

5 shares 

463.321 

10 Anh da vàng 11/11/2020 

21:00 

https://www.facebook.com/anhdavangvuive/posts/2629858003985020  6.7K likes 
63 comments 

26 shares 

443.071 

https://www.facebook.com/beatvn.network/posts/453609842286429/
https://www.facebook.com/topcomments.vn/posts/3308193176105461
https://www.facebook.com/page.toptroll/posts/1555018698016152/
https://www.facebook.com/ChuyencuaHaNoi/posts/279937980106013/
https://www.facebook.com/theanh28.page/posts/4097959196916636
https://www.facebook.com/hhsb.vn/posts/4164982860183382
https://www.facebook.com/DeepZoneX/posts/1610662955772520
https://www.facebook.com/vngag.vn/posts/1154353135022571
https://www.facebook.com/neuconfessions/videos/283917896294970/
https://www.facebook.com/anhdavangvuive/posts/2629858003985020
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3.2.4 DANCE COVER CHALLENGE 

 

November 2020  

T W T F S S M T W T F S S M T W T F S S M T W 

10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 1 2 

Week 2 Week 3 Week 4 Week 1 

Fado                        

Fan page + Group                        

Instagram + Tiktok                        

VGaming                        

Interactions/Participations                        

Number of participants: 21 

Total of clips: 50 

- Facebook: 31 clips 

- Tiktok: 19 clips 

Facebook 

No Channel Date Link Reach 

Fado.vn 

1 Fado.vn 10/11/2020 

20:00 

https://www.facebook.com/FadoVietnam/posts/3149242198627834  4.8k likes 

156 comments, 53 shares 

2 Xóm sành điệu - 
Ghiền đồ hiệu 

13/11/2020 

19:30 

https://www.facebook.com/groups/676017879938729/permalink/725
425298331320/ 

5 likes 

1 comment, 1 share 

3 Fado.vn 16/11/2020 

10:00 

https://www.facebook.com/1498092567076147/videos/42621459211471
3/ 

449 views 

16 likes, 7 shares 

4 Fado.vn 17/11/2020 https://www.facebook.com/FadoVietnam/videos/1692109807633244 552 views 

https://www.facebook.com/FadoVietnam/posts/3149242198627834
https://www.facebook.com/groups/676017879938729/permalink/725425298331320/
https://www.facebook.com/groups/676017879938729/permalink/725425298331320/
https://www.facebook.com/1498092567076147/videos/426214592114713/
https://www.facebook.com/1498092567076147/videos/426214592114713/
https://www.facebook.com/FadoVietnam/videos/1692109807633244
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12:00 20 likes, 5 shares 

5 Fado.vn 17/11/2020 

15:00 

https://www.facebook.com/FadoVietnam/videos/374835837126941 511 views 

21 likes, 6 comments, 5 shares 

6 Fado.vn 25/11/2020 

8:45 

https://www.facebook.com/FadoVietnam/posts/3162909967261057 451 views 

17 likes, 1 share 

7 Fado.vn 30/11/2020 

20:47 

https://www.facebook.com/FadoVietnam/posts/3167645910120796  12 likes, 2 comments, 1 share 

8 Fado.vn 1/12/2020 

20:30 

https://www.facebook.com/FadoVietnam/posts/3168365670048820  427 views 

18 likes, 5 comments 

 

9 Fado.vn 2/12/2020 

20:34 

https://www.facebook.com/FadoVietnam/posts/3169319693286751  30 likes, 38 comments, 6 shares 

VGaming 

1 Lily Phan  10/11/2020 

20:49 

https://www.facebook.com/LilyPhan.VGM/posts/155266139640525 773 reaches 

443 views/3sec, 140 interactions 

50 likes, comments, shares 

2 NamShinn Tv  10/11/2020 

20:49 

https://www.facebook.com/NamShinn.VGM/posts/207191787467455  1811 reaches 

754 views/3s, 338 interactions 

85 likes, comments, shares 

3 MeiKo Gaming  11/11/2020 

12:00 

https://www.facebook.com/watch/?v=649232939082165  1,582 reaches 

785 views/3s, 381 interactions 

160 likes, comments, shares 

4 ZyZy  11/11/2020 

16:36 

https://www.facebook.com/watch/?v=416516143090013  4,307 reaches 

1,392 views/3s, 390 interactions 

196 likes, comments, shares 

5 Quế Trân  11/11/2020 

19:03 

https://www.facebook.com/watch/?v=802202063895100  6,356 reaches 

3,239 views/3s, 1,290 interactions 

822 likes, comments, shares 

https://www.facebook.com/FadoVietnam/videos/374835837126941
https://www.facebook.com/FadoVietnam/posts/3162909967261057
https://www.facebook.com/FadoVietnam/posts/3167645910120796
https://www.facebook.com/FadoVietnam/posts/3168365670048820
https://www.facebook.com/FadoVietnam/posts/3169319693286751
https://www.facebook.com/LilyPhan.VGM/posts/155266139640525
https://www.facebook.com/NamShinn.VGM/posts/207191787467455
https://www.facebook.com/watch/?v=649232939082165
https://www.facebook.com/watch/?v=416516143090013
https://www.facebook.com/watch/?v=802202063895100
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6 Ngân Vera  12/11/2020 

18:55 

https://www.facebook.com/920472091376218/posts/3512583592165042
/?vh=e&d=n 

2,803 reaches 

1,090 views/3s, 407 interactions 

186 likes, comments, shares 

7 Mochiii Gaming  13/11/2020 

16:00 

https://www.facebook.com/watch/?v=277413637035983  1,169 reaches 

392 views/3s, 97 interactions 

28 likes, comments, shares 

8 Mèo 2k4  13/11/2020 

19:02 

https://www.facebook.com/319854135174287/posts/712972175862479/  52,251 reaches 

27,351 views/3s, 7,908 interactions 

3,237 likes, comments, shares 

Some unique participants  

1 Thu Huyền 17/11/2020 

17:30 

https://www.facebook.com/JulyCake86/posts/3527938877228404  437 likes, 320 comments, 60 shares 

2 Phạm Thị Thu Thảo 17/11/2020 

23:46 

https://www.facebook.com/permalink.php?story_fbid=1008258913021
990&id=100015136718317 

716 likes, 189 comments, 176 shares 

3 Nguyễn Nhung 21/11/2020 

13:16 

https://www.facebook.com/permalink.php?story_fbid=126074780762
5696&id=100010714653338  

207 likes, 153 comments, 100 shares 

4 Điệp Thiên Nhi 21/11/2020 

13:41 

https://www.facebook.com/thiennhi.diep.1/posts/1009214689569943  1.3k likes, 238 comments, 39 shares 

5 Vũ Ngọc Khánh Nhi 29/11/2020 

20:28 

https://www.facebook.com/ngoclien.vu.39948856/posts/46076483157
1643 

597 likes, 74 comments, 40 shares 

Instagram 

No. Date Link 

1 17/11/2020 https://www.instagram.com/p/CHriHAgpi4w/?utm_source=ig_web_copy_link  

2 25/11/2020 https://www.instagram.com/p/CIBCxm8pI01/?utm_source=ig_web_copy_link  

3 29/11/2020 https://www.instagram.com/p/CILPGkApNbU/?utm_source=ig_web_copy_link  

4 30/11/2020 https://www.instagram.com/p/CIOBnaoJJ-0/?utm_source=ig_web_copy_link  

 

https://www.facebook.com/920472091376218/posts/3512583592165042/?vh=e&d=n
https://www.facebook.com/920472091376218/posts/3512583592165042/?vh=e&d=n
https://www.facebook.com/watch/?v=277413637035983
https://www.facebook.com/319854135174287/posts/712972175862479/
https://www.facebook.com/JulyCake86/posts/3527938877228404
https://www.facebook.com/permalink.php?story_fbid=1008258913021990&id=100015136718317
https://www.facebook.com/permalink.php?story_fbid=1008258913021990&id=100015136718317
https://www.facebook.com/permalink.php?story_fbid=1260747807625696&id=100010714653338
https://www.facebook.com/permalink.php?story_fbid=1260747807625696&id=100010714653338
https://www.facebook.com/thiennhi.diep.1/posts/1009214689569943
https://www.facebook.com/ngoclien.vu.39948856/posts/460764831571643
https://www.facebook.com/ngoclien.vu.39948856/posts/460764831571643
https://www.instagram.com/p/CHriHAgpi4w/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CIBCxm8pI01/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CILPGkApNbU/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CIOBnaoJJ-0/?utm_source=ig_web_copy_link
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TikTok 

No Channel Date Link Reach 

Fado 

1 Fado.vn 11/10/2020 https://www.tiktok.com/@fado.vn/video/6893404064810487041  

954 views, 120 likes 

2 comments, 6 shares 

2 Fado.vn 20/11/2020 https://www.tiktok.com/@fado.vn/video/6897135313710255361  1060 views, 43 likes 

VGaming 

3 lily_phan 10/11/2020 https://www.tiktok.com/@lily_phan/video/6893487998504127745  

56.3k views, 1,682 likes 

10 comments, 8 shares 

4 namshinn2k 10/11/2020 https://www.tiktok.com/@namshinn2k/video/6893488838702877953  

19.4k views, 952 likes 

5 comments, 5 shares 

5 meo.2k4 13/11/2020 https://www.tiktok.com/@meo.2k4/video/6894583915525180673  

19.4k views, 6,507 likes 

40 comments, 5 shares 

6 meiko.tn 11/11/2020 https://www.tiktok.com/@meiko.tn/video/6893726624282365185  

59k views, 6,507 likes 

40 comments, 3 shares 

7 Cozyzy 11/11/2020 https://www.tiktok.com/@cozyzy/video/6893720523637787905  

13k views, 579 likes 

7 comments 

8 yayani1101 
11/11/2020 

 
https://www.tiktok.com/@yayani1101/video/6893836419316419841  

19.8k views, 3,487 likes 

42 comments, 3 shares 

9 mochi0224 13/11/2020 https://www.tiktok.com/@mochi0224/video/6894531709912485122  

56.1k views, 2,450 likes 

9 comments, 1 share 

10 Nganvera 12/11/2020 https://www.tiktok.com/@nganvera/video/6894203791843888385  

56.1k views, 1,657 likes 

11 comments, 9 shares 

 

  

https://www.tiktok.com/@fado.vn/video/6893404064810487041
https://www.tiktok.com/@fado.vn/video/6897135313710255361
https://www.tiktok.com/@lily_phan/video/6893487998504127745
https://www.tiktok.com/@namshinn2k/video/6893488838702877953
https://www.tiktok.com/@meo.2k4/video/6894583915525180673
https://www.tiktok.com/@meiko.tn/video/6893726624282365185
https://www.tiktok.com/@cozyzy/video/6893720523637787905
https://www.tiktok.com/@yayani1101/video/6893836419316419841
https://www.tiktok.com/@mochi0224/video/6894531709912485122
https://www.tiktok.com/@nganvera/video/6894203791843888385
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3.2.5 SERIES PARODY (VGAMING) 

Timeline 

 

November 2020 

M T W T F S S M T W T F S S M T W T F S S 

2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 

Week 1 Week 2 Week 3 

Fado                      

Facebook Fan page                      

VGaming                      

Facebook                      

Tiktok                      

Fan page Fado: 

No Content Format 

Date 

Link Interaction 

1 Em Thích Anh Chiều - Có Fado là có 

Nàng | Rap Việt Full 

Post video 
12-10-2020 

https://www.facebook.com/1498092567076
147/videos/457194902343833/  

5,3k Views 

54 Likes,29 Comments 

2 Hero is Fado Parody - Tập 1 - Bí quyết thả 
thính, trăm phần trăm dính! 

Post video 
13-11-2020 

https://www.facebook.com/1498092567076
147/videos/276255447151362/  

435 Views 
20 Likes, 3 Comments 

3 HERO IS FADO [PARODY] - Tập 2 - Đừng 
để mất người yêu vì thiếu cái này.... 

Post video 
14-11-2020 

https://www.facebook.com/1498092567076
147/videos/681229852789224/  

385 Views 
23 Likes, 3 Comments 

4 HERO IS FADO [PARODY] - Tập 3 - Các 
anh em đi tán gái nhớ phải chuẩn bị sẵn 
cái này 

Post video 
15-11-2020 

https://www.facebook.com/1498092567076
147/videos/516018499359076/  

485 Views 
28 Likes, 2 Comments 

5 HERO IS FADO [PARODY] - Tập 4 - Trách 
nhầm bạn gái và cái kết.... 

Post video 
15-11-2020 

https://www.facebook.com/1498092567076
147/videos/3451191284964849/  

1.3k Views 
36 Likes, 0 Comments 

 

https://www.facebook.com/1498092567076147/videos/457194902343833/
https://www.facebook.com/1498092567076147/videos/457194902343833/
https://www.facebook.com/1498092567076147/videos/276255447151362/
https://www.facebook.com/1498092567076147/videos/276255447151362/
https://www.facebook.com/1498092567076147/videos/681229852789224/
https://www.facebook.com/1498092567076147/videos/681229852789224/
https://www.facebook.com/1498092567076147/videos/516018499359076/
https://www.facebook.com/1498092567076147/videos/516018499359076/
https://www.facebook.com/1498092567076147/videos/3451191284964849/
https://www.facebook.com/1498092567076147/videos/3451191284964849/
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VGaming: 

No Name Channel 
Date 

Link Interaction 

1 Fanpage 
VGaming 

Facebook 
12-11-2020 

 501,7k Views 

7,2k Likes, 16 Comments 

2 Mèo 2k4 Facebook 
11-11-2020 

14:00 

https://www.facebook.com/Meo2k4/posts/711296236030073  35.000 Views 
2.829 Reactions 
1.381 Likes, comments, shares. 

Tik Tok 
14-11-2020 

12:00 

https://www.tiktok.com/@meo.2k4/video/6894850195104795906  35.800 views 
3812 Hearts, 23 Comments 

3 DangYM Facebook 
12-11-2020 

17:00 

https://www.facebook.com/fergaluya/videos/404830507555910  52.000Views 
2.776 Reactions 
783 Likes, comments, shares. 

Tik Tok 
15-11-2020 

16:00 

https://www.tiktok.com/@dang.ym/video/6895292611263876354  38.800 views 
3822 Hearts, 21 Comments 

4 Huynh 
Alan 

Facebook 
11-11-2020 

15:00 

https://www.facebook.com/445969819292685/posts/77477652641

2011/  

33.900 Views 
2.694 Reactions 
1.088 Likes, comments, shares. 

Tik tok 
13-11-2020 

20:00 

https://vt.tiktok.com/ZSV9B64A/  12.000 views 
3812 Hearts, 2 Comments 

5 Throw Thi Facebook 
13-10-2020 

20:00 

https://www.facebook.com/ThrowThi.VGaming/posts/9924821645
82589  

24.000 Views 
1.768 Reactions 
553 Likes, comments, shares. 

Tik tok 
15-10-2020 

20:30 

https://vt.tiktok.com/ZSVvVVba/  11.400 views 
3812 Hearts, 2 Comments 

6 Lily Phan Facebook 
12-11-2020 

12:00 

https://www.facebook.com/LilyPhan.VGM/videos/64823693246201
1  

13.900 Views 
478 Reactions 
151 Likes, comments, shares. 

Tik Tok https://www.tiktok.com/@lily_phan/video/6894918165474708738  11.700 views 

https://www.facebook.com/Meo2k4/posts/711296236030073
https://www.tiktok.com/@meo.2k4/video/6894850195104795906
https://www.facebook.com/fergaluya/videos/404830507555910
https://www.tiktok.com/@dang.ym/video/6895292611263876354
https://www.facebook.com/445969819292685/posts/774776526412011/
https://www.facebook.com/445969819292685/posts/774776526412011/
https://vt.tiktok.com/ZSV9B64A/
https://www.facebook.com/ThrowThi.VGaming/posts/992482164582589
https://www.facebook.com/ThrowThi.VGaming/posts/992482164582589
https://vt.tiktok.com/ZSVvVVba/
https://www.facebook.com/LilyPhan.VGM/videos/648236932462011
https://www.facebook.com/LilyPhan.VGM/videos/648236932462011
https://www.tiktok.com/@lily_phan/video/6894918165474708738
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14-11-2020 
16:00 

445 Hearts, 4 Comments 

7 Nam Shin Facebook 
13-11-2020 

16:00 

https://www.facebook.com/NamShinn.VGM/videos/262248472471
0303  

5.300 Views 
442 Reactions 
137 Likes, comments, shares. 

Tik Tok 
14-11-2020 

20:30 

https://vt.tiktok.com/ZSVGRLkR/  12.900 views 
432 Hearts, 1 Comments 

8 Shindy 
Tiên 

Facebook 
14-11-2020 

12:00 

https://www.facebook.com/120687399783149/videos/5175912691995
78  

8.300 Views 
1.096 Reactions 
490 Likes, comments, shares. 

Tik tok 
15-11-2020 

12:00 

https://vt.tiktok.com/ZSVs75An/  12.900 views 
460 Hearts, 10 Comments 

9 Ngan Vera Facebook 
15-10-2020 

19:00 

https://fb.watch/1MQAUkP3ER/  13.000 Views 
528 Reactions 
197 Likes, comments, shares. 

Tik tok 
16-11-2020 

12:00 

https://www.tiktok.com/@nganvera/video/6895582780823031042  19.000 views 
460 Hearts, 10 Comments 

 

 

 

  

https://www.facebook.com/NamShinn.VGM/videos/2622484724710303
https://www.facebook.com/NamShinn.VGM/videos/2622484724710303
https://vt.tiktok.com/ZSVGRLkR/
https://www.facebook.com/120687399783149/videos/517591269199578
https://www.facebook.com/120687399783149/videos/517591269199578
https://vt.tiktok.com/ZSVs75An/
https://fb.watch/1MQAUkP3ER/
https://www.tiktok.com/@nganvera/video/6895582780823031042
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3.2.6 HEROES-SHIPPER 

No. Link Views Likes 

1 https://vt.tiktok.com/ZSppUhDK/  675 63 

2 https://vt.tiktok.com/ZSpQfUJR/  110 1 

3 https://vt.tiktok.com/ZSpp6kX1/  186 2 

4 https://vt.tiktok.com/ZSp5sjDN/  541 8 

5 https://www.tiktok.com/foryou?lang=vi#/@lamhaj19/video/6901647471995391233  12 8 

6 https://vt.tiktok.com/ZSpAEVNQ/  442 518 

7 https://www.tiktok.com/@vananh_255/video/6894131021214649601  66 5 

8 https://vt.tiktok.com/ZSpQfkkp/  185 5 

Total 
  2,217 610 

 

  

https://vt.tiktok.com/ZSppUhDK/
https://vt.tiktok.com/ZSpQfUJR/
https://vt.tiktok.com/ZSpp6kX1/
https://vt.tiktok.com/ZSp5sjDN/
https://www.tiktok.com/foryou?lang=vi#/@lamhaj19/video/6901647471995391233
https://vt.tiktok.com/ZSpAEVNQ/
https://www.tiktok.com/@vananh_255/video/6894131021214649601
https://vt.tiktok.com/ZSpQfkkp/
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3.2.7 MEDIA PRODUCTS 

3.2.7.1 PR BOOKING 

1. 24h (11/11/2020)  

 
   

Figure 42 - 24h (11/11/2020): Người đẹp gây sốt với bộ đồ siêu anh hùng chưa từng thấy trong phim 



PAGE 94 

2. CafeF (11/11/2020) 

 
 

  

Figure 43 - CafeF (11/11/2020): Giữa cuộc chiến của các ông lớn, Fado – sàn mua sắm xuyên biên giới nổi lên với lối đi riêng 
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3. Kênh14 (12/11/2020) 

 

 

 

 

 

Figure 44 - Kenh14 (12/11/2020): TVC Việt gây sốt cộng đồng mạng với tạo hình siêu nhân chất như nước cất, truy ra info ai cũng tấm tắc 



PAGE 96 

4. Ngôi sao (17/11/2020) 

   
Figure 45 - Ngôi sao (17/11/2020): Fado ra mắt TVC nói thay nỗi khổ giới thượng lưu 
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5. Afamily (20/11/2020) 

  
 

Figure 46 - Afamily (20/11/2020): Vũ điệu siêu nhân trên nền nhạc “catchy” bất ngờ gây sốt mạng xã hội 
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3.2.7.2 VIRAL CLIP 

  

 
Figure 47 - Viral Clip, on Fan page Fado.vn 
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Figure 48 - Minigame 
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Figure 49 - Viral Clip, on YouTube 
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Figure 50 - Viral Clip, on Hot Fan page 
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Figure 51 - Viral Clip, on Hot Fan page  
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3.2.7.3 DANCE COVER CHALLENGE 

  
Figure 52 - Dance Cover Challenge Announcements on Fan page 
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Figure 53 - Outstanding Participants of Dance Cover Challenge 
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3.2.7.4 SERIES PARODY (VGAMING) 

  

  
Figure 54 - Serie Parody on Fado Fan page 
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Figure 55 - Series Parody on VGaming Page 
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3.2.7.5 HEROES-SHIPPER 

  
Figure 56 - Heroes-Shipper - Clips on Tiktok  
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 DETAILS – BLACK FRIDAY 

3.3.1 PR 

Timeline 

 

November 2020 

Mon Tue Wed  Thu Fri Sat Sun Mon Tue Wed  Thu Fri Sat Sun 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 

Week 3 Week 4 

24h               

ZingNews               

Kênh14               

Soha               

Tinhte               

GenK               

Earned PR     3    6 6     

List of PR Booking: 

No. Booking 
Channel 

Published 
Date 

Titles + Links  Number of 
views 

1 24h 20/11/2020 
10:00 

Đây mới là cách săn hàng quốc tế thời thượng dịp Black Friday 2020 10,536 

   https://www.24h.com.vn/kinh-doanh/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-
dip-black-friday-2020-c161a1200899.html  

 

2 Zing 
News 

23/11/2020 
15:00 

Bí kíp săn hàng hiệu quốc tế dịp Black Friday 9,829 

https://www.24h.com.vn/kinh-doanh/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-c161a1200899.html
https://www.24h.com.vn/kinh-doanh/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-c161a1200899.html
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   https://zingnews.vn/bi-kip-san-hang-hieu-quoc-te-dip-black-friday-post1155866.html/    

3 Kênh14 24/11/2020 
10:00 

Không ngờ tín đồ hàng hiệu quốc tế lại có cách săn triệu deal khủng hay thế này 
mùa Black Friday 2020 

4,056 

   https://kenh14.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-
khung-hay-the-nay-mua-black-friday-2020-2020112401432422.chn  

 

4 Soha 24/11/2020 
10:00 

Bật mí cách săn hàng hiệu quốc tế Black Friday 2020 để không… “mắc bẫy” 3,506 

   https://soha.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-
bay-20201123161102424.htm  

 

5 Tinh Tế 24/11/2020 [QC] Top 8 siêu phẩm công nghệ dự đoán gây sốt mùa Black Friday trên Fado.vn 10,554 

   https://tinhte.vn/thread/qc-top-8-sieu-pham-cong-nghe-du-doan-gay-sot-mua-black-
friday-tren-Fado-vn.3228162/ 

 

6 GenK 25/11/2020 
08:00 

Dự đoán những cực phẩm công nghệ "hot" nhất Black Friday, săn ngay tại Fado.vn 3,296 

   https://genk.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-
tai-Fadovn-20201124165246361.chn  

 

List of reposted PRs 

No. Reposted on Date Link 

 24h  Đây mới là cách săn hàng quốc tế thời thượng dịp Black Friday 2020 

1 Dân Việt 20/11/2020 
09:55 

https://danviet.vn/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-
50202020111003946.htm  

2 Tin247.com 20/11/2020  

11:11 

https://www.tin247.com/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-3-
27922582.html  

3 Hay Nhất 20/11/2020 https://haynhat.vn/detail/article/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-
2020-23719041  

 Kênh14  Không ngờ tín đồ hàng hiệu quốc tế lại có cách săn triệu deal khủng hay thế này mùa Black 
Friday 2020 

https://zingnews.vn/bi-kip-san-hang-hieu-quoc-te-dip-black-friday-post1155866.html/?zatk=3%2C6736551548278583296%2C183026448388813869%2C2426980941677636263%2C3000.SSZzejyD0jSbZUcknXb2n3pSw_hOLqpSVu3vyCT53ivfaxtWW0WAoY7Uk-I23mc49zswh8C828SYtRkjE0.1&fbclid=IwAR3YFzYcp5zC_HEkct2XyHO-idUT0XrzJKw_1Cx50jn-QvX0-e7MVA3Sc10
https://kenh14.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-2020112401432422.chn
https://kenh14.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-2020112401432422.chn
https://soha.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-20201123161102424.htm
https://soha.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-20201123161102424.htm
https://tinhte.vn/thread/qc-top-8-sieu-pham-cong-nghe-du-doan-gay-sot-mua-black-friday-tren-Fado-vn.3228162/
https://tinhte.vn/thread/qc-top-8-sieu-pham-cong-nghe-du-doan-gay-sot-mua-black-friday-tren-Fado-vn.3228162/
https://genk.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-20201124165246361.chn
https://genk.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-20201124165246361.chn
https://danviet.vn/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-50202020111003946.htm
https://danviet.vn/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-50202020111003946.htm
https://www.tin247.com/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-3-27922582.html
https://www.tin247.com/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-3-27922582.html
https://haynhat.vn/detail/article/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-23719041
https://haynhat.vn/detail/article/day-moi-la-cach-san-hang-quoc-te-thoi-thuong-dip-black-friday-2020-23719041
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4 Guu.vn 24/11/2020 https://guu.vn/diem-tin/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-
the-nay-mua-black-friday-2020-5fbc7c1c5c82475184ec7f8f.html  

5 Vnnhanh 24/11/2020 
09:52 

https://vnnhanh.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-
nay-mua-black-friday-2020-348289.html  

6 Tổ Quốc 24/11/2020 
09:54 

http://toquoc.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-
mua-black-friday-2020-2202024111454964.htm  

7 Tin247 24/11/2020  

10:19 

https://www.tin247.com/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-
the-nay-mua-black-friday-2020-7-27940189.html  

 Soha  Bật mí cách săn hàng hiệu quốc tế Black Friday 2020 để không… “mắc bẫy” 

8 Tinnhanh24 24/11/2020 http://tinnhanh24.vn/Xu-huong/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-
mac-bay-postXQYONX.html  

9 Tổ Quốc 24/11/2020 
09:46 

http://toquoc.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-
820202311161258663.htm  

 GenK  Dự đoán những cực phẩm công nghệ "hot" nhất Black Friday, săn ngay tại Fado.vn 

10 Tổ Quốc 25/11/2020 
07:50 

http://toquoc.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-Fadovn-
720202411165617486.htm  

11 Góc Nhìn  

Thời Đại 

25/11/2020 
09:00 

http://gocnhinthoidai.vn/so-hoa/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-
n.html  

12 Báo mới 25/11/2016  

09:16 

https://baomoi.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-Fado-
vn/c/37134300.epi  

13 itctoday 25/11/2020  

12:53 

https://itctoday.com/cong-nghe-360/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-
ngay-tai-Fado-vn-112378.html  

14 Vietgiaitri 25/11/2020 
13:33 

https://vietgiaitri.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-
Fadovn-20201125i5399039/  

15 Laptrinhx 25/11/2020 https://laptrinhx.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-Fado-
vn-3170590114/  

 

  

https://guu.vn/diem-tin/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-5fbc7c1c5c82475184ec7f8f.html
https://guu.vn/diem-tin/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-5fbc7c1c5c82475184ec7f8f.html
https://vnnhanh.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-348289.html
https://vnnhanh.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-348289.html
http://toquoc.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-2202024111454964.htm
http://toquoc.vn/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-2202024111454964.htm
https://www.tin247.com/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-7-27940189.html
https://www.tin247.com/khong-ngo-tin-do-hang-hieu-quoc-te-lai-co-cach-san-trieu-deal-khung-hay-the-nay-mua-black-friday-2020-7-27940189.html
http://tinnhanh24.vn/Xu-huong/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-postXQYONX.html
http://tinnhanh24.vn/Xu-huong/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-postXQYONX.html
http://toquoc.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-820202311161258663.htm
http://toquoc.vn/bat-mi-cach-san-hang-hieu-quoc-te-black-friday-2020-de-khong-mac-bay-820202311161258663.htm
http://toquoc.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-720202411165617486.htm
http://toquoc.vn/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-720202411165617486.htm
http://gocnhinthoidai.vn/so-hoa/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-n.html
http://gocnhinthoidai.vn/so-hoa/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-n.html
https://baomoi.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn/c/37134300.epi
https://baomoi.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn/c/37134300.epi
https://itctoday.com/cong-nghe-360/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn-112378.html
https://itctoday.com/cong-nghe-360/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn-112378.html
https://vietgiaitri.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-20201125i5399039/
https://vietgiaitri.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fadovn-20201125i5399039/
https://laptrinhx.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn-3170590114/
https://laptrinhx.com/du-doan-nhung-cuc-pham-cong-nghe-hot-nhat-black-friday-san-ngay-tai-fado-vn-3170590114/


PAGE 111 

3.3.2 KOLS 

KOL 

November 2020   

Mon Tue Wed  Thu Fri Sat Sun Mon Tue Wed  Thu Fri Sat Sun Mon Tue 

16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 01 

Week 3 Week 4   

Tú Anh                 

Hải Yến Babe                 

Huy Trần                 

Thúy Hạnh                 

Hannah Olala                 

Phạm Phương                 

Giáng My                 

Hana Giang Anh                 

AnhEm TV                 

Duy Thẩm                  

MSuong                 

Đấng YM                 

Tân Một Cú                 
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M Sương

Đấng YM

Tân Một Cú

Other

Visit & Engagements to Fado’s Website

(1/10/2020 - 30/11/2020)
Sessions User
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List of KOLs 

No. Name Format 
Posted Date 

Link Reach 

(1/12/2020) 

Visit & Engagements  

Fado’s Website 

1 Tú Anh Photos/Facebook 
19-11-2020 20:26 

https://www.facebook.com/duong.anhanh.50/posts
/1753188928166294  

2k likes 
99 comments 

5 shares 

313 Users 
346 Sessions 

1 Transactions 

2 Hải Yến Babe Video/YouTube 
19-11-2020 

https://www.youtube.com/watch?v=bQ01Muii7Es   45,703 views 
1.2k likes 

60 comments 

657 Users 
834 Sessions 

3 Huy Trần Photos/Facebook 
20-11-2020 20:42 

https://www.facebook.com/Huy6868/posts/4201581
986534950  

274 likes 
59 comments 

71 Users 
82 Sessions 

Instagram 
21-11-2020 

https://www.instagram.com/p/CH2iLiolDi1/?utm_s
ource=ig_web_copy_link  

4697 likes 
17 comments 

4 Thúy Hạnh Photos/Facebook 
22-11-2020 20:01 

https://www.facebook.com/buithuyhanh42/posts/1
0158666685022017  

523 likes 
74 comments 

3 shares 

232 Users 
251 Sessions 

5 Hannah Olala Photos/Facebook 
23-11-2020 20:31 

https://www.facebook.com/1298967510120245/posts
/4144878252195809/?d=n  

6.2k likes 
3.4k comments 

3.1k shares 

16,905 Users 
19,337 Sessions 
61 Transactions 

6 Phạm Phương Photos/Facebook 
24-11-2020 20:21 

https://www.facebook.com/1722774531/posts/102078
21019559752/?d=n  

790 likes 
121 comments 

1 share 

121 Users 
151 Sessions 

2 Transactions 

7 Giáng My Photos/Facebook 
24-11-2020 19:36 

https://www.facebook.com/100005060916661/posts/
1567131486798867/?d=n  

1.1k likes 
123 comments 

8 shares 

341 Users 
388 Sessions 

1 Transactions 

8 Hana Giang Anh Video/YouTube 

25-11-2020 20:11 
https://www.youtube.com/watch?v=u-
R987Dl6FM&feature=youtu.be 

9,348 views 
379 likes 

38 comments 

753 Users 
903 Sessions 

2 Transactions 

 Link/Facebook 
25-11-2020 21:17 

https://www.facebook.com/hanagianganh/posts/34
42828912459784  

445 likes 
6 comments 

2 shares 

 Video/Facebook 
1-12-2020 21:05 

https://www.facebook.com/hanagianganh/posts/34
58912100851465  

68k views 
1.9k likes 

97 comments 
73 shares 

https://www.facebook.com/duong.anhanh.50/posts/1753188928166294
https://www.facebook.com/duong.anhanh.50/posts/1753188928166294
https://www.youtube.com/watch?v=bQ01Muii7Es
https://www.facebook.com/Huy6868/posts/4201581986534950
https://www.facebook.com/Huy6868/posts/4201581986534950
https://www.instagram.com/p/CH2iLiolDi1/?utm_source=ig_web_copy_link
https://www.instagram.com/p/CH2iLiolDi1/?utm_source=ig_web_copy_link
https://www.facebook.com/buithuyhanh42/posts/10158666685022017
https://www.facebook.com/buithuyhanh42/posts/10158666685022017
https://www.facebook.com/1298967510120245/posts/4144878252195809/?d=n
https://www.facebook.com/1298967510120245/posts/4144878252195809/?d=n
https://www.facebook.com/1722774531/posts/10207821019559752/?d=n
https://www.facebook.com/1722774531/posts/10207821019559752/?d=n
https://www.facebook.com/100005060916661/posts/1567131486798867/?d=n
https://www.facebook.com/100005060916661/posts/1567131486798867/?d=n
https://www.youtube.com/watch?v=u-R987Dl6FM&feature=youtu.be
https://www.youtube.com/watch?v=u-R987Dl6FM&feature=youtu.be
https://www.facebook.com/hanagianganh/posts/3442828912459784
https://www.facebook.com/hanagianganh/posts/3442828912459784
https://www.facebook.com/hanagianganh/posts/3458912100851465
https://www.facebook.com/hanagianganh/posts/3458912100851465
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 Instagram story 
25-11-2020 

  15,436 views 
1 website click 

9 AnhEm TV Video/YouTube 
25-11-2020 

https://www.youtube.com/watch?v=iujvuwIVv-c  124.054 views 
3.4k likes 

123 comments 

1,807 Users 
2,269 Sessions 
3 Transactions 

10 Duy Thẩm Video/YouTube 
25-11-2020 

https://www.youtube.com/watch?v=VG193iUi8A8  115.629 views 
3.5k likes 

163 comments 

3,010 Users 
3,824 Sessions 
7 Transactions 

11 M Sương Video/Facebook 
25-11-2020 08:54 

https://www.facebook.com/456091478082394/video
s/403186807546466  

32.3k views 
935 likes 

29 comments 

729 Users 
758 Sessions 

1 Transactions 

12 Đấng YM Video/Facebook 
25-11-2020 16:33 

https://www.facebook.com/707212049631779/videos
/2744245232507460  

13.4k views 
431 likes 

13 comments 

229 Users 
255 Sessions 

1 Transactions 

13 Tân Một Cú 
Video/YouTube 

26-11-2020 
https://www.youtube.com/watch?v=BLUT6emLb1M  

47,776 views 
1.7k likes 

74 comments 
723 Users 

882 Sessions 
2 Transactions  Instagram 

26-11-2020 
https://www.instagram.com/p/CIDbcMkBe-R/  

3.812 likes 
10 comments 

14 Khác 694 Users 
831 Sessions 

2 Transactions 

 

 

  

https://www.youtube.com/watch?v=iujvuwIVv-c
https://www.youtube.com/watch?v=VG193iUi8A8
https://www.facebook.com/456091478082394/videos/403186807546466
https://www.facebook.com/456091478082394/videos/403186807546466
https://www.facebook.com/707212049631779/videos/2744245232507460
https://www.facebook.com/707212049631779/videos/2744245232507460
https://www.youtube.com/watch?v=BLUT6emLb1M
https://www.instagram.com/p/CIDbcMkBe-R/
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3.3.3 MEDIA PRODUCTS 

3.3.3.1 PR BOOKING 

1. 24h (20/11/2020) 

  
 

Figure 57 - 24h (20/11/2020): Đây mới là cách săn hàng quốc tế thời thượng dịp Black Friday 2020 
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2. Zing News (23/11/2020)  

 
Figure 58 - Zingnews (23/11/2020) Placement 
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Figure 59 - Zingnews (23/11/2020): Bí kíp săn hàng hiệu quốc tế dịp Black Friday 
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3. Kênh14 (24/11/2020) 

 
Figure 60 - Kenh14 (24/11/2020) Placement 
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Figure 61 - Kenh14 (24/11/2020): Không ngờ tín đồ hàng hiệu quốc tế lại có cách săn triệu deal khủng hay thế này mùa Black Friday 2020 
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4. Soha (24/11/2020)  

 
Figure 62 - Soha (24/11/2020): Placement 
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Figure 63 - Soha (24/11/2020): Bật mí cách săn hàng hiệu quốc tế Black Friday 2020 để không… “mắc bẫy” 
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5. Tinh Tế (24/11/2020)  

 
Figure 64 - Tinhte (24/11/2020) Placement 
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Figure 65 - Tinhte (24/11/2020): [QC] Top 8 siêu phẩm công nghệ dự đoán gây sốt mùa Black Friday trên Fado.vn 
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6. GenK (25/11/2020) 

 

 

 

 
Figure 66 - GenK (25/11/2020): Dự đoán những cực phẩm công nghệ "hot" nhất Black Friday, săn ngay tại Fado.vn 
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3.3.3.2 KOLS 

Photos: Tú Anh, Huy Trần, Thúy Hạnh, Hannah Ohlala, Phạm Phương, Giáng My 

 

 

  

Figure 67 - Tú Anh (19/11/2020) & Huy Trần (20-21/11/2020) 
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Figure 68 - Hannah Olala (23/11/2020) 
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Figure 69 - Thúy Hạnh (22/11/2020), Phạm Phương & Giáng My (24/11/2020) 
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Videos: Hải Yến Babe, Hana Giang Anh, Anh Em TV, Duy Thẩm, M Sương, Đấng YM, Tân Một Cú 

  
Figure 70 - Hải Yến Babe (19/11/2020) 
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Figure 71 - Hana Giang Anh (25/11/2020) 
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Figure 72 - Hana Giang Anh IG Story & Facebook 
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Figure 73 - AnhEm TV & Duy Thẩm (25/11/2020) 
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Figure 74 - Msuong & Đấng YM (25/11/2020) 
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Figure 75 - Tân Một Cú (26/11/2020) 
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Figure 76 - Interactive comments from KOLs  
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4 MAINTAIN - BRANDING 

 FACEBOOK GROUP “XÓM SÀNH ĐIỆU – GHIỀN ĐỒ HIỆU” 

 

Figure 77 - Number of members in "Xóm sành điệu - Ghiền đồ hiệu" 

Number of members in group: 1354 (to 30/11/2020); increase 33,750% compared to 31/10/2020 
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Figure 78 - Plan overview for 12.2020 
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List of post: 

No. Theme Date Content direction Links Seeding Reach 

November 

1 #FadoBeauty 3/11/2020 Điểm danh" 1 số dòng sản phẩm nổi bật từ 

7 thương hiệu mỹ phẩm hàng đầu thế giới 

hiện nay 

https://www.facebook.com/groups/6760178799

38729/permalink/717268289147021/ 

Posted Likes: 10 

Cmts: 12 

2 #FadoLifetyle 4/11/2020 Top 4 thương hiệu túi xách hàng đầu – Đâu 

là “thương hiệu ruột” của bạn? 

https://www.facebook.com/groups/6760178799

38729/permalink/718158965724620/  

Posted Likes: 14 

Cmts: 8 

3 #FadoLifetyle 5/11/2020 Tập luyện tại nhà hay là trung tâm? https://www.facebook.com/groups/6760178799

38729/permalink/718282582378925/  

Posted Likes: 10 

Cmts: 12 

4 #FadoTech 5/11/2020 Trải nghiệm "mỏng & nhẹ" từ chiếc laptop 

cho dân đồ họa 

https://www.facebook.com/groups/6760178799

38729/permalink/718978068976043/  

Posted Likes: 11 

Cmts: 9 

5 #FadoStylish 10/11/2020 Giày Michael Kors và cách nhận biết hàng 

real cực chuẩn 

https://www.facebook.com/groups/6760178799

38729/permalink/722872338586616/ 

Posted Likes: 5 

Cmts: 0 

6 #FadoStylish 12/11/2020 Mặc chất mà vẫn thanh tao như phu nhân 

Tổng thống mới của nước Mỹ - Joe Biden. 

https://www.facebook.com/groups/6760178799

38729/permalink/724398598433990/  

Posted Likes: 10 

Cmts: 14 

7 #Fado 13/11/2020 Share Link Dance Cover https://www.facebook.com/groups/6760178799

38729/permalink/725425298331320/  

--- Likes: 5 

Cmts: 1 

8 #FadoTech 14/11/2020 Review chất âm loa Bose SoundLink 

Bluetooth Mobile Speaker II 

https://www.facebook.com/groups/6760178799

38729/permalink/725441581663025/  

--- Likes: 13 

Cmts: 11 

https://www.facebook.com/groups/676017879938729/permalink/717268289147021/
https://www.facebook.com/groups/676017879938729/permalink/717268289147021/
https://www.facebook.com/groups/676017879938729/permalink/718158965724620/
https://www.facebook.com/groups/676017879938729/permalink/718158965724620/
https://www.facebook.com/groups/676017879938729/permalink/718282582378925/
https://www.facebook.com/groups/676017879938729/permalink/718282582378925/
https://www.facebook.com/groups/676017879938729/permalink/718978068976043/
https://www.facebook.com/groups/676017879938729/permalink/718978068976043/
https://www.facebook.com/groups/676017879938729/permalink/722872338586616/
https://www.facebook.com/groups/676017879938729/permalink/722872338586616/
https://www.facebook.com/groups/676017879938729/permalink/724398598433990/
https://www.facebook.com/groups/676017879938729/permalink/724398598433990/
https://www.facebook.com/groups/676017879938729/permalink/725425298331320/
https://www.facebook.com/groups/676017879938729/permalink/725425298331320/
https://www.facebook.com/groups/676017879938729/permalink/725441581663025/
https://www.facebook.com/groups/676017879938729/permalink/725441581663025/
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9 #FadoStylish 15/11/2020 Những thương hiệu khiến bạn "không thể 

làm ngơ" mùa sale này 

Phần 1 - Adidas 

https://www.facebook.com/groups/6760178799

38729/permalink/726365098237340/  

Posted Likes: 23 

Cmts: 19 

10 #FadoLifetyle 17/11/2020 Món quà ý nghĩa cho thầy cô nhân ngày Nhà 

giáo Việt Nam 20/11 

https://www.facebook.com/groups/6760178799

38729/permalink/728083754732141/ 

Posted Likes: 14 

Cmts: 9 

11 #FadoBeauty 16/11/2020 **Kem chống nắng Anessa**  https://www.facebook.com/groups/6760178799

38729/permalink/727723051434878/  

Posted Likes: 8 

Cmts: 6 

12 #FadoStylish 17/11/2020 Chọn giày nam đúng kiểu để đẹp như quý 

ông ‘Kingsman’ 

https://www.facebook.com/groups/6760178799

38729/permalink/728087698065080/  

Posted Likes: 12 

Cmts: 12 

13 #FadoBeauty 18/11/2020 Những thương hiệu khiến bạn "không thể 

làm ngơ" mùa sale này 

Phần 2 - Sephora 

https://www.facebook.com/groups/6760178799

38729/permalink/728873597986490/  

Posted Likes: 15 

Cmts: 10 

14 #FadoBeauty 18/11/2020 Dell: Vostro và Inspiron - Dòng máy nào 

phù hợp với bạn? 

https://www.facebook.com/groups/6760178799

38729/permalink/729486807925169/ 

Posted Likes: 13 

Cmts: 11 

15 #FadoBeauty 18/11/2020 **Review máy rửa mặt Foreo** https://www.facebook.com/groups/6760178799

38729/permalink/729418891265294/  

Posted Likes: 21 

Cmts: 14 

16 #FadoBeauty 19/11/2020 Kinh nghiệm khi sử dụng mỹ phẩm 

Waterproof và 1 số sản phẩm nên dùng 

https://www.facebook.com/groups/6760178799

38729/permalink/730173237856526/  

Posted Likes: 22 

Cmts: 14 

17 #FadoStylish 20/11/2020 Trang phục của thầy cô đã thay đổi như thế 

nào theo thời gian? 

https://www.facebook.com/groups/6760178799

38729/permalink/731061084434408/  

Posted Likes: 28 

Cmts: 14 

18 #Minigame 21/11/2020 Minigame https://www.facebook.com/groups/6760178799

38729/permalink/731049851102198/ 

Posted Likes: 12 

Cmts: 22 

https://www.facebook.com/groups/676017879938729/permalink/726365098237340/
https://www.facebook.com/groups/676017879938729/permalink/726365098237340/
https://www.facebook.com/groups/676017879938729/permalink/728083754732141/
https://www.facebook.com/groups/676017879938729/permalink/728083754732141/
https://www.facebook.com/groups/676017879938729/permalink/727723051434878/
https://www.facebook.com/groups/676017879938729/permalink/727723051434878/
https://www.facebook.com/groups/676017879938729/permalink/728087698065080/
https://www.facebook.com/groups/676017879938729/permalink/728087698065080/
https://www.facebook.com/groups/676017879938729/permalink/728873597986490/
https://www.facebook.com/groups/676017879938729/permalink/728873597986490/
https://www.facebook.com/groups/676017879938729/permalink/729486807925169/
https://www.facebook.com/groups/676017879938729/permalink/729486807925169/
https://www.facebook.com/groups/676017879938729/permalink/729418891265294/
https://www.facebook.com/groups/676017879938729/permalink/729418891265294/
https://www.facebook.com/groups/676017879938729/permalink/730173237856526/
https://www.facebook.com/groups/676017879938729/permalink/730173237856526/
https://www.facebook.com/groups/676017879938729/permalink/731061084434408/
https://www.facebook.com/groups/676017879938729/permalink/731061084434408/
https://www.facebook.com/groups/676017879938729/permalink/731049851102198/
https://www.facebook.com/groups/676017879938729/permalink/731049851102198/
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19 #Fado 22/11/2020 Share Link Dance Cover https://www.facebook.com/groups/6760178799

38729/permalink/732285484311968/  

Posted Likes: 2 

Cmts: 0 

20 #Fado 24/11/2020 Mọi người nghĩ sao về định nghĩa #Richkid 

này? 

https://www.facebook.com/groups/6760178799

38729/permalink/733686867505163/ 

Posted Likes: 15 

Cmts: 14 

21 #FadoTech 24/11/2020 Trang bị thêm “quần áo” cho Nintendo 

Switch 

https://www.facebook.com/groups/6760178799

38729/permalink/733633640843819/  

Posted Likes: 14 

Cmts: 16 

22 #Fado 26/11/2020 Seeding xin review Fado https://www.facebook.com/groups/6760178799

38729/permalink/734308594109657/  

Posted Likes: 15 

Cmts: 16 

23 #FadoStylish 26/11/2020 Đánh giá một số sản phẩm với deal sale hấp 

dẫn của thương hiệu Nike 

https://www.facebook.com/groups/6760178799

38729/permalink/734865400720643/  

Posted Likes: 18 

Cmts: 15 

24 #Fado 27/11/2020 Chia sẻ một video trực tiếp https://www.facebook.com/groups/6760178799

38729/permalink/735575003983016/  

Posted Likes: 0 

Cmts: 0 

25 #Fado 26/11/2020 Chia sẻ bài PR Tinhte https://www.facebook.com/groups/6760178799

38729/permalink/734877280719455/ 

Posted Likes: 18 

Cmts: 17 

26 #BlackFriday 27/11/2020 Hướng dẫn sử dụng tính năng theo dõi biến 

động giá tại Fado.vn 

https://www.facebook.com/groups/6760178799

38729/permalink/735554503985066/ 

Posted Likes: 14 

Cmts: 12 

27 #CyberMonday 28/11/2020 Chia sẻ link #CyberMonday https://www.facebook.com/groups/6760178799

38729/permalink/736475620559621/  

Posted Likes: 19 

Cmts: 19 

28 #FadoTech 30/11/2020 Những thương hiệu khiến bạn "không thể 

làm ngơ" mùa sale này 

Phần 3 - Các thương hiệu về công nghệ nổi 

tiếng 

https://www.facebook.com/groups/6760178799

38729/permalink/737761733764343/  

Posted Likes: 16 

Cmts: 15 

December 

https://www.facebook.com/groups/676017879938729/permalink/732285484311968/
https://www.facebook.com/groups/676017879938729/permalink/732285484311968/
https://www.facebook.com/groups/676017879938729/permalink/733686867505163/
https://www.facebook.com/groups/676017879938729/permalink/733686867505163/
https://www.facebook.com/groups/676017879938729/permalink/733633640843819/
https://www.facebook.com/groups/676017879938729/permalink/733633640843819/
https://www.facebook.com/groups/676017879938729/permalink/734308594109657/
https://www.facebook.com/groups/676017879938729/permalink/734308594109657/
https://www.facebook.com/groups/676017879938729/permalink/734865400720643/
https://www.facebook.com/groups/676017879938729/permalink/734865400720643/
https://www.facebook.com/groups/676017879938729/permalink/735575003983016/
https://www.facebook.com/groups/676017879938729/permalink/735575003983016/
https://www.facebook.com/groups/676017879938729/permalink/734877280719455/
https://www.facebook.com/groups/676017879938729/permalink/734877280719455/
http://fado.vn/
https://www.facebook.com/groups/676017879938729/permalink/735554503985066/
https://www.facebook.com/groups/676017879938729/permalink/735554503985066/
https://www.facebook.com/groups/676017879938729/permalink/736475620559621/
https://www.facebook.com/groups/676017879938729/permalink/736475620559621/
https://www.facebook.com/groups/676017879938729/permalink/737761733764343/
https://www.facebook.com/groups/676017879938729/permalink/737761733764343/
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1 #Fado 1/12/2020 Vote "Cơn bão" Black Friday & Cyber 

Monday 

https://www.facebook.com/groups/6760178799

38729/permalink/738637877010062/  

Posted Likes: 14 

Cmts: 15 

2 #Fado 2/12/2020 Seeding cách phân biệt hàng Auth, Replica 

hay Super fake 

https://www.facebook.com/groups/6760178799

38729/permalink/739280730279110/  

Posted Likes: 1 

Cmts: 0 

3 #FadoLifetyle 3/12/2020 Checklist quà tặng Giáng sinh ấm áp & "xịn 

sò" cho các #MemberSànhĐiệu 

https://www.facebook.com/groups/6760178799

38729/permalink/739809516892898/  

--- Likes: 2 

Cmts: 0 

4 #Fado 5/12/2020 Fado Outlet - "Kho hàng hiệu" có sẵn của 

Fado.vn 

https://www.facebook.com/groups/6760178799

38729/permalink/740555333484983/  

Posted Likes: 4 

Cmts: 0 

5 #FadoBeauty 9/12/2020 Da căng bóng kể cả trong mùa đông khi lựa 

chọn sản phẩm dưỡng ẩm phù hợp 

https://www.facebook.com/groups/6760178799

38729/permalink/743721529835030/  

--- Likes: 6 

Cmts: 1 

6 #Fado 8/12/2020 [Fado Fun] 

Tôi khi chờ đợi hàng order đợt Black Friday 

về... 

https://www.facebook.com/groups/6760178799

38729/permalink/743309843209532/ 

 

Likes: 7 

Cmts: 4 

7 #Fado 11/12/2020 Share link Thứ 6 "máu săn sale" chảy về 

Fado 

https://www.facebook.com/groups/6760178799

38729/permalink/744977543042762/  

--- Likes: 3 

Cmts: 0 

8 #Fado 11/12/2020 Khám phá "kho báu" của siêu nhân Fado - 

Kho hàng có sẵn Fado Outlet 

https://www.facebook.com/groups/6760178799

38729/permalink/744979616375888/  

--- Likes: 5 

Cmts: 0 

9 #Fado 12/12/2020 Top 11 dòng sản phẩm bán chạy nhất trên 

Fado.vn  

https://www.facebook.com/groups/6760178799

38729/permalink/745868306287019/  

--- Likes: 0 

Cmts: 0 

10 #Fado 15/12/2020 [Fado Fun] Thư giãn đầu tuần meme https://www.facebook.com/groups/6760178799

38729/permalink/747013389505844/  

--- Likes: 2 

Cmts: 0 

 

https://www.facebook.com/groups/676017879938729/permalink/738637877010062/
https://www.facebook.com/groups/676017879938729/permalink/738637877010062/
https://www.facebook.com/groups/676017879938729/permalink/739280730279110/
https://www.facebook.com/groups/676017879938729/permalink/739280730279110/
https://www.facebook.com/groups/676017879938729/permalink/739809516892898/
https://www.facebook.com/groups/676017879938729/permalink/739809516892898/
http://fado.vn/
https://www.facebook.com/groups/676017879938729/permalink/740555333484983/
https://www.facebook.com/groups/676017879938729/permalink/740555333484983/
https://www.facebook.com/groups/676017879938729/permalink/743721529835030/
https://www.facebook.com/groups/676017879938729/permalink/743721529835030/
https://www.facebook.com/groups/676017879938729/permalink/743309843209532/
https://www.facebook.com/groups/676017879938729/permalink/743309843209532/
https://www.facebook.com/groups/676017879938729/permalink/744977543042762/
https://www.facebook.com/groups/676017879938729/permalink/744977543042762/
https://www.facebook.com/groups/676017879938729/permalink/744979616375888/
https://www.facebook.com/groups/676017879938729/permalink/744979616375888/
https://www.facebook.com/groups/676017879938729/permalink/745868306287019/
https://www.facebook.com/groups/676017879938729/permalink/745868306287019/
https://www.facebook.com/groups/676017879938729/permalink/747013389505844/
https://www.facebook.com/groups/676017879938729/permalink/747013389505844/
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 INSTAGRAM 

Post at least 1 post/day 

 

Figure 79 - Instagram Timeline for 12.2020 

Main angle for IG: 

- Mini Game 

- Mix & Match 

- Educate about Fado 

- Fun post/Trend 

- Beauty Blog 

- Promotion 
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Figure 80 - Instagram Account fado.vn 
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 YOUTUBE 

Post at least 1 video/month with angle “Mix&Match” 

  

Figure 81 - Mix & Match Script 
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Figure 82 - Mix&Match (05/11/2020) 

Link: https://www.youtube.com/watch?v=TOA1TD7cB8k  

https://www.youtube.com/watch?v=TOA1TD7cB8k
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V  POST-PRODUCTION 

1 EVALUATION 

 OVERVIEW 

1.1.1 POSITIVE POINTS 

• The campaign used a significantly lower total budget than the estimated budget. 

• The campaign has contributed to helping Fado's brand become more popular, 

reflected through the growth index of the number of searches, the number of direct 

visits to the website Fado.vn. In particular, after the campaign, the traffic metrics 

continued to be maintained at a significantly higher level than before the campaign. 

• The appropriate timing of branding pushes, creating resonance in both branding 

and sales 

• The on-going process is constantly being adjusted to optimize the cost and 

effectiveness of communication 

• Internal coordination between Hanoi and Ho Chi Minh City’s Team is fast and 

effective. 

1.1.2 NEGATIVE POINTS 

• Some activities have not been as successful as expected due to lack of careful 

preparation (Heroes-Shipper), unsatisfactory supplier quality (cooperation with 

VGaming's KOLs) 

• Actual implementation timeline is 1 week later than expected due to the impact of 

production progress and environmental factor. 

• The internal communication activities associated with the campaign are still weak, 

not calling for the entire company to share, but only in some departments working 

directly with the media team. 

 KPI 

1.2.1 PRIME DAY 

Total: 

Reach ~134.5K 

Total of traffic 2,252 session 

1,797 users 
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PR 

No. Content Data 

1 Number of PRs 05 

2 Total of visits and engagements to Fado’s 
Website 

1,199 users - 1,520 sessions 
(only with link tracking) 

KOLs 

No. Content Facebook Instagram 

1 Number of KOLs 5 

2 Posts on each channel 3 2 

3 Total of interactions 10.8K likes, 458 comments, 8 shares 

Interactions on each channel 4.9K likes 

458 comments 

8 shares 

5.9K likes 

4 Total of reach ~112K 
 

Reach on each channel ~52K ~60K 

5 Total of visits and engagements 
to Fado’s Website  

574 users, 675 sessions 

1.2.2 HERO IS FADO & BLACK FRIDAY 

Total 

Total of reach 46.2M 

Total of interactions 650K 

Number of new users to Fado’s website 
1.16M  

(increased 34% to October) 

Total search about Fado Increased 54% 

Total of direct access from users Increased 60% 

Total views of Viral Clip 
(full & cut on every channel) 

9,810,960 
(98.12% KPI) 
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Dance Cover Challenge 

Interactions 

  View Reaction Comment Share 

Facebook 52.8k 15,244 3,228 1,783 

Tiktok 332.4k 21,117 140 42 

Total 385.2k 36,361 3,368 1,825 

Series Parody 

 No. Content Facebook Tik Tok YouTube 

1 Number of Clips 8 

2 Posts on each channel 12 16 4 

3 Total of interactions ~400K views, 23K likes, 401 comments, 179 shares 

4 Total of reach ~324K 
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2 SUMMARY 

• Viral Clip 

We achieved 98.12% KPI (30/11/2020), include reach from Hot Fan page, Mini Game, 

Dance cover challenge and Ads on Facebook, YouTube 

• KOLs 

KOLs are a form that is suitable for Fado, both increase brand awareness and convert sales. 

Some KOLs suitable for Fado such as: Hannah Olala, Duy Thẩm, Anh Em TV, Hana Giang 

Anh, Hải Yến Babe... 

• Channel 

Shouldn’t be too dependent on Facebook channel, should also run some other social 

channels such as youtube, tiktok, instagram. 

• Suppliers 

Some suppliers are ineffective, the product quality is not satisfactory, and it is suggested 

not to cooperate in the future: VGaming. 

• PR 

Some newspapers have good traffic, reasonable cost: Kênh 14, 24h, Tinh tế, Zing, Ngôi sao.  

Some newspapers are inefficient, high-cost: VnExpress, Soha, GenK, Afamily 
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