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Vietnamese name: “MISS YOU” - 
CHIẾN DỊCH GỢI NHẮC CÁC ĐIỂM 
ĐẾN DU LỊCH CÙNG SUN GROUP

English name:SUN GROUP SOCIAL 
NETWORK CAMPAIGN "MISS YOU"



HỆ SINH THÁI SUN GROUP 
VÀ CUỘC CHUYỂN MÌNH 
TRONG ĐẠI DỊCH
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PHASE 2

HỆ SINH THÁI SUN GROUP - 
TIÊN PHONG KIẾN TẠO, 
KHÔNG NGỪNG ĐỔI MỚI

PHASE 1

CÂU CHUYỆN HỆ SINH THÁI 
SUN GROUP - LỜI GIẢI CHO 
GIAI ĐOẠN BÌNH THƯỜNG 
MỚI 

PHASE 3
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Sun Group's full name is Sun Group Joint Stock Company, established in 2007 by Mr. Le 
Viet Lam. After more than 10 years of establishment, Sun Group has become one of the 
largest and leading private economic groups in Vietnam with world-class projects.
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● Seek out lands with rich potential but have not been properly exploited, 
change those lands, create and contribute to society with works, 
products/services of outstanding quality and market. survive over time.

● Contributing to raising the country's position, improving the people's quality 
of life, beautifying and enriching the country and making Vietnam an 
attractive destination of the world.

● Contributing to building a new Vietnamese with quality, ability and health 
that keeps up with the times.
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● Become one of Vietnam's private economic groups with international 
scale and class; taking the field of Tourism, Entertainment, Real Estate 
and Infrastructure Investment as strategic investment fields.

● Always in the group of leading companies in the field of investment 
that Sun Group participates in.

● Pioneering in building tourism culture: methodical, civilized, 
professional and humane in Vietnam.
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Outstanding projects
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- Strong financial potential
- Developing with giants
- Colorful ecosystems with international standards
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Analysis
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Vietnam tourism’s gloomy numbers in 2021

● In the first 9 months of 2021, international visitors down 
97% over the same period last year

● In the first 8 months of 2021, total revenues down 26,5% 
over the same period last year.

● As Vietnam will continue to apply strict measures to 
prevent the pandemic, these numbers tend to decrease even 
further.



● The Government took actions to renovate the tourism 
industry.

● Understanding the situation, Sun Group developed and 
implemented the social network campaign Sun Group 
“MISS YOU” 



PLA
N

 O
VERVIEW

Câu chuyện hệ sinh 
thái Sun Group - lời 
giải cho giai đoạn 
bình thường mới

Hệ sinh thái Sun 
Group - Tiên phong 
sáng tạo, không 
ngừng đổi mới

PHASE
1

PHASE
3

PHASE
2
Hệ sinh thái Sun 
Group và cuộc 
chuyển mình 
trong đại dịch



Phase 1: Hệ sinh thái Sun Group - Tiên phong kiến tạo, 
không ngừng đổi mới (1/9/2021 - 30/9/2021)

PH
A

SE 1

This phase is focused on positioning Sun Group as the pioneer in 
Vietnam tourism & real estate, and affirming Sun Group 
Ecosystem is synchronized, methodical, professional and 
sustainable in 3 areas: Entertainment - Tourism - High-class 
real estate.



Phase 2: Hệ sinh thái Sun Group và cuộc chuyển mình 
trong đại dịch (1/10/2021 - 20/11/2021)

PH
A

SE 1

This phase is focused on reminding customers about Sun Group’s 
destinations, emphasizing on how Sun Group is still constantly 
upgrading its products even in this trying time, with 2 highlights: Miss 
you and Brand new ME



Phase 1: Hệ sinh thái Sun Group - Tiên phong kiến tạo, 
không ngừng đổi mới (1/9/2021 - 30/9/2021)

PH
A

SE 1

This phase is focused on positioning Sun Group as the pioneer in 
Vietnam tourism & real estate, and affirming Sun Group Ecosystem is 
synchronized, methodical, professional and sustainable in 3 areas: 
Entertainment - Tourism - High-class real estate.



Phase 3: Câu chuyện Hệ sinh thái Sun Group - Lời giải 
cho giai đoạn bình thường mới (20/11/2021 - 
30/11/2021)

PH
A

SE 1

This phase is focused on affirming that Sun Group’s changes during 
the lockdown is a flexible and wise move in order to turn risks into 
opportunities, as well as setting a new standard for other 
destinations in the new normal.
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Opportunities

Strengths
● Top-class destinations
● Cancellation risks from 

COVID-19 is denied
● Sun Group’s solid base

Weaknesses
● Customers’ stagnation
● Scared of COVID-19
● The campaign action span is too 

large

● Government’s actions
● Tourism industry is one of the 

main industries the 
Government wish to develop

Threats
● COVID-19 complicated 

situation
● Many competitors
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Target audience 1

Demographic Mentality

- Age: 25 - 40
- Gender: Both male & female
- Occupation: Diverse
- Living place: Nationwide, focused on big urbans

- Needs: Plan a safe trip (COVID-free) to reduce stress 
after a long lockdown.
- Trends: Follow informations about epidemic 
prevention regulations & interesting destinations 
around Vietnam



Target audience 1

Personal background

Age 25 - 40

Gender Both male and female

Marital status Married

Living place Nationwide, mainly big urbans

Occupation Diverse

Income 10 millions VND/month minimum



Target audience 1

Behavior

Hobby
● Going on trips alone or with friends.
● Exploring new experiences to widen their worldviews.
● Social network surfing.

Pain point

● Needs to find safe and interesting destinations for family 
trips in this COVID time.

● Needs to find destinations that are suitable for all ages 
from kids to adults.

● Hesitate to go on a trip because of COVID-19 and/or 
being stagnant because of staying home for too long



Target audience 1

Touch point
● Social media activities
● Idols, KOLs
● Friends/acquaintances recommendations

Behavior on Facebook

● Follows fanpage, join and actively participate in community groups about 
tourism.

● Update news about destinations' pandemic situation.
● Search for promotion deals, or giveaway minigames.
● Tag friends/acquaintances in posts that they feel interested in.

People/things that have 
influence on their opinions

● Family
● Friends
● Online newspapers



Target audience 2

Demographic Mentality

- Age: 20 - 25
- Gender: Both male & female
- Occupation: Diverse
- Living place: Nationwide, focused on big urbans

- Needs: 
+ Plan a safe trip (COVID-free) to reduce stress after 

a long lockdown.
+ Experience new things to widen their worldviews

- Trends: Follow informations about epidemic prevention 
regulations & interesting destinations around Vietnam



Target audience 2

Personal background

Age 20 - 25

Gender Both male and female

Marital status Single/in a relationship

Living place Nationwide, mainly big urbans

Occupation Diverse

Income 10 millions VND/month minimum



Target audience 2

Behavior

Hobby
● Going on trips with their friends or boyfriend/girlfriend.
● Explore new things to widen their worldviews
● Social network surfing.

Pain point

● Needs to find safe destinations to let off steam after a 
long lockdown.

● Needs to find the desired destination which is interesting, 
new and unique enough in terms of culture, people, 
scenery or entertainment, …

● Hesitate to go on a trip because of COVID-19 and/or 
being stagnant because of staying home for too long.



Target audience 2

Behavior 

● Follows fanpage, join and actively participate in community groups about tourism.
● Update news about destinations' pandemic situation.
● Search for promotion deals, or giveaway minigames.
● Tag friends/acquaintances in posts that they feel interested in.
● Follow online newspapers: Vnexpress, Zing MP3, …

Touch point

● Social media activities
● Idols, KOLs
● Friends/acquaintances recommendations
● Online articles, E-magazines

People/things that have 
influence on their opinions

● Family
● Friends
● Idols, KOLs
● Trustworthy articles



Conclusion

● They are both strongly connected to Facebook, especially Facebook fanpages & community groups about tourism 
in particular.

● Their two important factors when it comes to choosing a destination is: safe (COVID-wise) and interesting, 
attractive, new.

● They are both interested in promotion deals, and are not hesitant to tag their friends/acquaintances whenever they 
find something interesting.



Proposal

● Communication channel chosen: Facebook & E-Magazines
● Giveaway minigames with the prize being entrance tickets to Sun Group’s destinations.
● The content must assure them that they are safe as long as they follow the rules thoroughly, on the other hand 

show them the attraction spots of Sun Group’s projects.
● E-magazines with interactive effects.



PROJECT PLANNING
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GOALS:
The campaign is designed to clearly portray and position the Sun Group Ecosystem as a 
top-class tourism ecosystem in the market, to remind and reheat customers’ interests in 
tourism and ultimately attract them into visiting Sun Group’s destinations. 



SMART OBJECTIVES
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Official fanpage likes:

The likes amount of official fanpage “Sun Group” increases by 7,000 by the end of the 
campaign (1/9/2021 - 30/11/2021).



Minigames:

● Each of our minigames attract at least 100 participants.

● Minigame posts reach a total amount of 10,000 likes, 700 comments and 400 shares (1 
week span).



E-Magazines
● 5 E-Magazine articles achieve total 10,000 likes and 500 shares by the end of the 

campaign (1/9/2021 - 30/11/2021)

● Their total page views reach 50,000.



Posts’ interactions
 

- Our campaign’s total posts interactions objectives:

● Likes: 270,000
● Comments: 50,000
● Shares: 10,000
● Video views: 4,000,000



#Missyou & #Comeback posts from the community

● The campaign achieves 2,000 posts from the community with hashtag #missyou and 
#comeback by the end of the campaign (1/9/2021 - 30/11/2021).



#Missyou & #Comeback posts from the community

● The campaign achieves 2,000 posts from the community with hashtag #missyou and 
#comeback by the end of the campaign (1/9/2021 - 30/11/2021).



CAMPAIGN MESSAGE

● The Sun Group ecosystem including Sun World, Sun Property Group, and Sun 
Hospitality Group, with the pioneering role in creating quality, classy and different 
works, has been creating international standards in different regions, improving the 
quality of life. high value and destination status. At the same time, the Sun Group 
ecosystem is constantly innovating even during the anti-epidemic period in a 
synchronous and methodical manner, building trust and new things for tourists and 
investors.
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COMMUNICATION STRATEGY

Proposed communication strategies:

● Social media communication (Facebook)
● Online event (giveaway minigame)
● E-Magazines: Interactive Magazines



COMMUNICATION TACTICS

This is a social network media campaign: Using Facebook contents to spread campaign, 
deliver messages and attract target audience.

The proposed content is diverse: photos and videos to remind customers about the 
destinations, regular updates on the transformation of the destinations during quarantine 
time, customers’ reviews on Facebook groups to spread awareness & raise target’s audience 
attention on tourism, thorough instructions on how to qualify for epidemic prevention 
regulations at each destination, and minigames to attract followers & raise coverage.



TAC
TICS

Câu chuyện hệ sinh 
thái Sun Group - lời 
giải cho giai đoạn 
bình thường mới

Hệ sinh thái Sun 
Group - Tiên phong 
sáng tạo, không 
ngừng đổi mới

PHASE
1

PHASE
3

PHASE
2
Hệ sinh thái Sun 
Group và cuộc 
chuyển mình 
trong đại dịch
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Owned Media



Owned 
Media



Owned 
Media



Owned Media



Paid
Media

Fanpages



Paid
Media

Fanpages



Paid
Media

Fanpages



Paid
Media
Groups



Paid
Media
Groups



Earned Media



ESTIM
ATE BU

D
G

ET
Item Content Price (VND)

I Phase 1 110.000.000

1 Video production 50.000.000

2 Facebook Ads 50.000.000

3 Paid media booking (Facebook fanpage & groups) 10.000.000

II Phase 2 250.500.000

1 Minigame prizes 25.500.000

2 Video production 95.000.000

3 Facebook Ads 100.000.00

4 Paid media booking (Facebook fanpage & groups) 30.000.000

III Phase 3 39.500.000

1 Paid media booking (Facebook fanpage & groups) 4.500.000

2 Facebook Ads 15.000.000

3 E-Magazine production 15.000.000

IV Incurred cost 10%

1 Incurred cost 40.000.000

V Total 440.000.000
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Type of risk Describe Level Solution

Pandemic The epidemic situation is complicated, 
the pandemic can re-emerge at any time. 
Another lockdown period is possible if 
the situation is serious enough, and that 
could make the plan corrupt.

High - Strictly follow the epidemic 
prevention regulations and 5K.

- The campaign is executed entirely 
online in order to prevent any 
cancellation due to the pandemic 
situation.

- The campaign’s content is flexible to 
stretch if there is any postponement.

Weather It is not exactly “beach weather” in 
Quảng Ninh.. 

Medium - Focus on other destinations in Quảng 
Ninh (that are in Sun Group 
Ecosystem) that tourists can still enjoy 
other than Hạ Long Beach, such as 
Yoko Onsen Quang Hanh (hot spring 
hotel) or Sun World Hạ Long Park and 
other real estate projects.



RISK M
A
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Customer’s psychology Customers are afraid of being infected 

with COVID-19 
High - Content must be highly focused on 

how strict Sun Group’s destinations 
are following the epidemic 
prevention regulations, especially 5K.

- On the other hand, attract their 
attention by showing the impressive 
scenery & views of the destinations.

Customer’s bad “sharing” 
posts

There are bad reviews & opinions on 
community groups about Sun Group’s 
destinations, which damaged the image 
of a field leader we are trying to 
establish & can affect negatively on the 
campaign

High - First contact the customer to 
apologize and negotiate so they will 
delete the post (or comment) as soon 
as possible.

- At the same time, investigate if 
what they experienced is true, and if 
it is, correct the mistake(s) and make 
sure not to repeat them in the future.
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PREPA
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● Brainstorming & planning the campaign.

● Double check the plan to find loopholes & fix them.

● Selecting paid media partners (finding contacts, price negotiations and 
seal the deal).

● Selecting production partners (finding contacts, price negotiation and 
seal the deal).
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- For depicting the ecosystem of Sun Group in 
regions: select typical images of projects in all 
investment fields to clearly and fully represent 
Sun Group's ecosystem in the following 
regions: Northwest, Capital, Northeast, Central, 
South.

- For specific projects and works: select typical 
images, symbolic items/details, which are the 
project's identity mark.

- Key visual aims at evoking customers' 
emotions, reminding destinations and visitors' 
experiences.
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TIMELINE
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Timeline
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EXECU

TIO
N

Phase 1: 

Sun Group Ecosystem 
- Pioneering creation, 
constantly changing 
(1/9/2021 - 30/9/2021)

Phase 2: 

Sun Group ecosystem 
and transformation 
during the pandemic 
(1/10/2021 
-20/11/2021)

Phase 3:
The story of the Sun 
Group ecosystem - 
The solution to the 
new normal

 

Phase 1: 

Sun Group Ecosystem 
- Pioneering creation, 
constantly changing 
(1/9/2021 - 30/9/2021)

Phase 2: 

Sun Group ecosystem 
and transformation 
during the pandemic 
(1/10/2021 
-20/11/2021)

Phase 3:
The story of the Sun 
Group ecosystem - 
The solution to the 
new normal (20/11 - 
30/11)

 



OBJECTIVE - Reminding customers about the Sun Group 
Ecosystem, reheat their interest in traveling and Sun 
Group Ecosystem

- Affirming Sun Group’s efforts to build a sustainable 
ecosystem, setting a new standard for other destinations 
in the new normal.

LAUNCHING

- Positioning Sun Group as the pioneer in the field, and 
Sun Group Ecosystem as a synchronous, methodical, 
professional and sustainable ecosystem.



Mercury is the closest planet to the Sun and the 
smallest one in the Solar System—it’s only a bit 
larger than our Moon. The planet’s name has 
nothing to do with the liquid metal, since it was 
named after the Roman messenger god, Mercury

PHASE 1 : 

PRODUCTION EXECUTION



PHASE 1:



PHASE 2 : 

PRODUCTION EXECUTION

Sun Group “Miss you” is the 
highlight of the whole 
campaign, with the message 
“Nature - Culture - People of 
each Sun Group’s destinations, 
all miss you.”

PRODUCTION EXECUTION



PHASE 2: “MISS YOU"



PHASE 2 : 

PRODUCTION EXECUTION

Sun Group “Brand new me” we 
want to spread the message: The 
destinations are ready to welcome 
tourists once again, not only with a 
new appearance but also with new 
experiences waiting for tourists to 
explore.

PRODUCTION EXECUTION



PHASE 2: “BRAND NEW ME"



PHASE 3 : 

PRODUCTION EXECUTION

- Affirming the efforts of Sun 
Group's ecosystem in turning risks 
into opportunities, the role of the 
Sun Group ecosystem in the journey 
to elevate the destination flexibly 
applying variables during the 
pandemic to create a sustainable 
ecosystem in all of their destinations.

PRODUCTION EXECUTION



PHASE 3:



Total post

297.000 Total likes

Total views

275

5.252.000 
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MINIGAME



VENUS SATURN

MINIGAME



BUDGET
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Item Content Price (VND)
I Phase 1 98.400.000
1 Video production 35.000.000
2 Facebook Ads 50.000.000
3 Paid media booking (Facebook fanpage & groups) 13.400.000
II Phase 2 205.000.000
1 Minigame prizes 25.500.000
2 Video production (4 videos) 80.000.000
3 Facebook Ads 85.000.000
4 Paid media booking (Facebook fanpage & groups) 15.000.000
III Phase 3 32.000.000
1 Paid media booking (Facebook fanpage & groups) 7.000.000
2 Facebook Ads 10.000.000
3 E-Magazines production 15.000.000

IV VAT 10%
1 Value-added tax 33.540.000
V Total 368,940,000
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PROBLEMS
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PRO
BLEM

Phase Problem description Solution

Pre-production
- Offline booking plans was disrupted because of 
COVID-19's complicated developments

- Implement the entire campaign online

Execution

- Negative reviews/comments about Sun Group's 
destinations

- First contact the poster/commenter to apologize 
& politely ask them to delete the post/comment. 
- At the same time try to confirm if the 
post/comment is true or not for further actions

Execution

- The number of minigame participants was too 
low at first.

- Post more & seed the minigame post into 
community groups about tourism.
- Use clone accounts to participate in the 
minigame to encourage others to join.

Execution
- Not too many Facebookers interested in joining 
our #missyou at first

- Use clone accounts to join the #missyou trend, 
share memories & experiences to encourage other 
group members to join.

Post-production

- Our campaign was run on a very large amount 
of Facebook fanpages and community groups, 
which caused a lot of difficulties to measure its 
exact statistics and effectiveness.

- Note our posts & their links for measurement 
purposes

- Use the numbers of posts we could calculate to 
estimate those that we cannot



RESULT
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STT MEDIA 
CHANNEL POST LIKES CMTS SHARES VIEWS  OTHER

1
FACEBOOK 235 297.000 45.900 7.500 5.252.000

2

MINI GAME 
on 

FACEBOOK 6 9.600 1.864 680

637 valid 
participants, 
2,000 posts 

posted sharing 
their own 

memories by 
hastag 

#misyou

3
E - 

MAGAZINE 5 9.373 285 67.385

RESU
LT
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EVALUATION
Although the plan was relatively 
complicated, contained a lot of 
content, requirements, products 
were implemented rather rushed 
but the achieved results even 
surpassed the set objectives in 
some categories:



EVA
LU

ATIO
N

- The plan was implemented on schedule; Phase 2 which was the highlight of 
the campaign has created significant trends on Facebook with two hashtags 
#missyou and #comeback. The hashtags were widely supported by the 
Facebook community (hot fanpages, community groups, KOLs, creators, 
Facebookers, …).

- Total reach is estimated to be over 4 millions.
- The campaign received a lot of positive feedback from the community, proven 
by comments expressing the desire to come back to Sun Group Ecosystem in 
our posts’ comment sections.

- Mini-games with the theme of Miss You were held simultaneously on hot 
fanpages and community groups in regions (Sa Pa, Ha Long, Da Nang, Tay 
Ninh, Phu Quoc...), created a very positive effect and attracted a large 
number of participants.
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KPI
Content KPI Results

Official fanpage likes

1 Increased amount of likes on the official fanpage (1/9/2021 - 
30/11/2021) 7,000 7,400

Minigame

1 Minigames participants amount 600 637

2 Minigames' posts interactions (likes/comments/shares) 10,000/700/400 9,600/1,864/680

E-Magazines' index

1 Likes & shares amount 10,000/500 9373/285

2 Page views 50,000 67,385

Posts' total index

1 Likes amount 270,000 297,000

2 Comments amount 50,000 45,900

3 Shares amount 10,000 7,500

4 Video views amount 4,000,000 5,252,000

#Missyou & #Comeback posts from the community

1 Posts amount 2,000 >2,000
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- Take notes every time you do something:01

02

03

04

- Building connections: 

- React quickly: 

- Always have a backup plan and try to 
predict risks:



RECOMMENDATION
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RECOMMENDATION

This social 
network campaign 
is entirely 
executed on 
Facebook, but we 
believe that we 
could have 
combined other 
platforms with it 
to get a better 
result.

Hiring KOLs should 
help create this buzz, 
featuring them in an 
online event such as 

a talk show, videos or 
challenge would 
have helped the 

campaign be known 
much more than it 

already is.

Buzz events
Widen 
our platform



THANKS 
FOR 

LISTENING


