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Viethamese name: “MISS YOU?” -
CHIEN DICH GOl NHAC CAC PIEM
PEN DU LICH CUNG SUN GROUP

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

Recreation & Entertainment Real estate

MAIN AREAS

Infrastructure Investment

MIINIINO ANVAWNOD



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 1in building tourism culture: methodical, civilized,
professional and humane in Vietnam.
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e QUALITY
e CLASS
e DIFFERENCE
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Outstanding projects




BRAND IDENTITY




Slogqn

e SUN GROUP

Déu An Vuot Thoi Gian
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USP

- Strong financial potential
- Developing with giants

- Colorful ecosystems with international standards
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Vietham 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 Vietham will continue to apply strict measures to
\prevent the pandemic, these numbers tend to decrease even

further. |
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Phase 1: Hé sinh thdi Sun Group - Tién phong kién tao,
khéng ngiing d6i mdi (1/9/2021 - 30/9/2021)

This phase is focused.on positioning Sun Group as the pioneer in
Vietham: tourism & real estate, and affirming Sun Group
Ecosystem ‘is synchronized, methodical, professional and
sustainable in 3 areas: Entertainment - Tourism - High-class
real estate.
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Top-class destinations Customers’ stagnation
~ Cancellation risks from Scared of COVID-19 .
COVID-19 is denied o @ Thecampaignactionspanistoo "™ e
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Target audience 1

Demographic

-Age: 25-40

- Gender: Both male & female

- Occupation: Diverse

- Living place: Nationwide, focused on big urbans

Mentality

- 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

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

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

e Needs to find safe and interesting destinations for family
trips in this COVID time.
. . e Needs to find destinations that are suitable for all ages
Pain point .
from kids to adults.
e  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

Behavior on Facebook

People/things that have
influence on their opinions

Social media activities
Idols, KOLs
Friends/acquaintances recommendations

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.

Family
Friends
Online newspapers




Target audience 2

Demographic

- Age: 20 - 25

- Gender: Both male & female

- Occupation: Diverse

- Living place: Nationwide, focused on big urbans

Mentality

- 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

Age

Gender
Marital status
Living place
Occupation

Income

Personal background

20-25

Both male and female
Single/in a relationship
Nationwide, mainly big urbans
Diverse

10 millions VND/month minimum




Target audience 2

Behavior

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

e Needs to find safe destinations to let off steam after a
long lockdown.
e Needs to find the desired destination which is interesting,
Pain point new and unique enough in terms of culture, people,
scenery or entertainment, ...
e  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

Touch point

People/things that
influence on their opinions

have

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, ...

Social media activities

Idols, KOLs

Friends/acquaintances recommendations
Online articles, E-magazines

Family

Friends

Idols, KOLs
Trustworthy articles




Conclusion

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

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

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



Proposal

e Communication channel chosen: Facebook & E-Magazines

e  Giveaway minigames with the prize being entrance tickets to Sun Group’s destinations.

e 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 E-magazines with interactive effects.
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CAMPAIGN MESSAGE

e 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 reglons, improving the

Ry quallty of life. -high value and' destination status. At the same tlme, ‘the/Sun Group
--451"7 ‘ecosystem  is constantly innovating even during the “anti-epidemic perlod in a

?‘, synchronous and- Methodlcal manner, building trust and new things for tourists and
mvestors
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COMMUNICATION TACTICS

This is a social network media campaign: Using Facebook contents to spread campaign,

deliver messages and attract target audience. |

The pi‘oposed content is diverse: photos and videos to remind custorﬁers‘abouft_'the

. destinations, regular updates on the transformation of the destinations during quarantine
"fimé, customers’ reviewé on Facebook groups to spread awareness & raise target*s audience
attentlon on_tourism, thorough instructions on how to qualify for epidemic prevention
regulatlons at each destination, and minigames to attract followers & raise coverage.
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Owned Media

Sun Group #
@tapdoanmattroi - Khu ngl san # Pang theo déi

Anh  Video Congdong Xemthém v sl D3 thich @ Nhan tin Q




Vivu Lao Cai \ Vivu Ha Long Vivu Phu Quoc

v ai-t g n kethalonot S i Eatdant glaleono ong © Nhin tin ngay e

Danhgid  Gidi thié \ X - Dinhgid  Gidithiéu  Video  Xemthém v
—H =g ° Nhém  Sykién Dinhgid  Xemt

% 0 i &
Tao bai ¢ ) Gi6i thiéu Tao bai viét

13.387 ngudi thich, trong d6 c6 2 ngudi 3
ban clia ban

S
ol 49931 ngudi thich, trong d6 c6 3 ngudi Ia
14371 ngudi theo ddi Trang ndy 30 Cai S !\‘3" ban cia ban

Bong hanh cing ban trén moi chuyén di AnhyVideo Check 4n thé ban bé ) Lang thang kham ph Phii Quéc cing

27.359 ngudi thich, trong d6 o6 4 ngudi 13 chiing toit
n ciia ban

Check in Gan thé ban bé 2
i S Check in Gan thé ban bé

s . R X ) 28031 ngudi theo ddi Trang ndy i L
MG ‘GOl NHAU HAI TIENG BAN THAN NEU NAY KHONG
CUNG DI SAPA @ 50.675 ngudi theo déi Trang nay
Nam ndo cling di Sapa ma khéng thay chan, khéo ngh.ién Sapa rdi Véng mit

Dila chit, mdi nam Sapa lai mot khac. Nam nay 16 hi ban thén di “lam -

mau" theo dding nghia den cho thién ha vao ban tn ny @

Sapa mia ndy, c6 mau xanh muét clia ddi ché © Quy HO né, check in

mai anh d3o thi c6 mau hng, sin mau tring clia méy, mau xanh I ¢ Khong chi lam dém say du khach bdi vé dep thién nhién trac tuyét,

clia trdi r3i mau cam dep mé mé ciia hoang hén dinh Fansipan nifa.. g Phd QuAc cdn thuic sy b bia” ngay  nhiing ngudi khé tinh nhat @
Déy, 6l sic cu vong r0... Xem thém bdi nhiing cong trinh ... Xem thém

234434 Nam Phti Quéc— Diém dén don dau xu thé wellness

@ Theo dinh nghfa clia Vién stic khde toan c3u (GWI), xu hudng séng
“wallness" 1 viéc tich cuc theo Gudi cdc hoat éng va lua chon I6i
séng thong qua cdc hoat Aing thé ché, tink thin, tink cim nhém
chim séc sic khde toan dién.




Ha Long Tha Gié

hagi0 - r 4,9 (98 e
thong/tin tic (&

Nhém  Anh  Video  Xemthém v

Gi6i thigu 0\ Too ba
Ll

@ Nhin tin ngay

a8 Anh/Video Check il

Danhgia  Anh  Video  Xemthém v

BAI VIET DA GHIM

Giéi thiéu 0\ Tao bai vit

Ha Long Tha Gi6 -
P 4thing 12 lic15:34- @

NGAY TAl QUANG NINH: Thién dudng h«

Véy, thién dudng sng 3o cho céc chi em

(in vui I3 clic hoa mi dang bét dBu nd i BAI VIET DA GHIM

1lg._ 319401 ngudi thich, trong 6 c6 33 ngudi 3 : S Sl
PRI [~ T o P T

\ Anh/Video Check in Gén thé ban bé

@ Vi tri + hoat déng cic chén an choi tai tp.
Ha Long.

12 thing °
Nham nhi ly cocktail va ngém hoang hon "nudc ¥ tai Phii Quéc
Premier village Phu Quoc Resort - Toa lac < ARt e
tai M Ong D - phia Tay Nam ciia o Khong i thi phi c3 tui tré thit y chir @
ngoc Phii Quéc - s hitu dia thé 6 1

khéng 2 clia khu wic Chiu A.

1l 44667 ngudi thich, trong 46 c6 5 nguai

Danh gid Video Anh Xem thém v

Where in Da Nang Gidi thigu N - NUI BA TAY NINH

DA st 5 dine st = - : 3 NinhNuiBaDen - f 5 (10 bai dénh gi4) - Trang TR
an dau xu hudng ndi dung gidi tre Da Thar © Noi chia s moi thong tin v& ddi s6n, kinh o Check tic & tru théng @ Nhan tin ngay
1€ du lich... . 4

L 38.851 ngudi thich, trong d6 c6 3 nguai 13

ban clia ban g X
P Ba Nang Toi Yeu Nhém  Panhgia Video Xemthém v
"D W@y 1 thang 12 Iic 08:46 - @

Gigi thiéu Lugt nhac Nguai theo doi Anh Xem thém «

I . 40.041 nguds theo ddi Trang nay
Gidi thiéu Bai viét B Gi6i thiéu 0\ Tao b
) 113K nguéi theo déi b '
&) ng © Trang gidi thiéu v& di€ém dén NGi Ba va
= = 5 Bai viét da ghim nhiing canh dep clia dt va ngudsi Tay
€) Trang - Ngudi tao video Ninh.

] Anh/v;deo Check in Gan thé ban bé

Wheire in Da Nang v6i BAEMIN Vietnam. i b 36.245 ngudi thich, trong d6 c6 3 ngudi la NUI BA TAY NINH

3itro- @ Ex ‘:‘a:‘?" < 7919-9

Lai 1 ndm nita s3p diqua @ ""“ <Géc tAm su>

Chi tiét gidm gi4 d3t m6n cubi nam trén BAEMIN Gay nha ci nha: §) 42444 ngudi theo dGi Trang ndy KHI DAUKHOBANSELAMGI? P 2
Khao toan app v6i ma gidm siu 105K sir dung trong ngdy. ma xuét #% S& kho ai c6 thé diing vao vi trf clia nhau ma cam thau va san sé

24 info@whereindanang.com e




Owned Media

SAPA Tat Tan Tat

@Nh6m Cor 543,4K thanh vién % bathamgia v

Nhom cia Ha Long Review T4t Tan Tat

PHU QUOC T4t Tan Tat

hai - 140,3K thanh vién

i Pd tham gia » + Moi v
i Da tham gia »




% Pb thi Quang Ninh

@ReviewQuangNinh - Céng dong

Panh gia Gigi thiéu Video

Gidi thiéu

Review t4t tan t4t vé Quang Ninh.

6.800 ngudi thich, trong d6 c6 4 ngudi I3
ban clia ban

LD

7.048 ngudi theo doi Trang ndy

Xem thém v
N
Anh/Video

7 75, Do thi Quang Ninh
10 thang 12 ic 17:47 - @

<Gdc canh bdo!l!>

Gigi thiéu  Luot nhac

Giéi thieu

2 154K nguoi theo doi

@ Nhin tin ngay

Tay Bac 24H

DPa Nang Page

Da Ning Thanh Phé Dang Séng

Panh gia Xem thém @ Theo déi © Nhin tin

Bai viét

@taybac24h - g 4,3 (551 bai dénh gia)

Dinhgis  Video Anh  Xemthém v

Tao bai viét
Gi6i thieu

. s s x © TAY BAC 24H, TRANG TIN TUC CUA
Check in Gan the ban bé NGUO TAY BAC.
Viing Ty Bic I3 viing mi&n ndi phia tay
clia mign Bic Viét Nam, gdm cic tinh: Lao
Cai, ¥én B4i, Son La, La... Xem thém

TIN NHANH TAY BAC 24H
336.591 ngudi thich, trong d6 c6 11 ngudi 13
bar

A 415250 ngudi theo ddi Trang ndy

D

(&g Anhvideo Checkin Gén thé ban bé

Tay Bic 2aH

16i0-@
Quy dinh mdi clia L3o Cai danh cho ngudi dan khi G&nAv2 Lio Cai (5p
dung tir 17/12)
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TINH TAM

Hello Vietnam

etnam - ¢ 5 (4 bai danh gis) - S& t

panhgis  Video Xem thém v o
4, TiohTam
LEN BinH NGAN MAY TINH TAM VI o

R i chit hoi gia tih
’ Tao bai viét fanik o 162 cling v thin Phat thi dimng quén
b ¢ AV KHONG PHAL 9

p 19894 ngudsi thich, trong d6 cb 5 ngudi ) Fansipan dang phi mot ma
ban clia ban Anh/y c Gén thé ban bé hoc cutess & Suong oy cing chinh 3 mau cla

enDy cka quin .

© Noilan tnyen

Vietnam Projects

Construction .
L, Goi ngay

Gidi thiéu Video Anh Xem thém v @ Nhin tin Q

Amazing Things in Vietham

Tao bai viét Tr Vietn.

Page cip nhat hinh anh céng trinh du
skyline dep, théng tin kinh t& - x3 hoi -
chinh tri clia Viét Nam.

§ Anh/Video Check in Gan thé ban be Gidi thiéu Lugtnhac  Danh gia Xem thém »

Hop t4c truyén théng: Mr Khanh:
0901989863

& 256.310 ngudi thich, trong d6 c6 98 ngudi 13 . . 5 ) 1.8 triéu nguii theo di



 Truy cip nhom

Nhom A Tryctidp ONnntn Q

Héi Otofun Tao bai vidt

~Cumg mutn déng gép hosc chia &
théng tin

~Cume cin tim & m a1 7

Giéi thigu AP POAN ECOPARK DA TAI TRG'2 TRIEU VIEN MOLNUPIRAVIR BIEU
TRI COVID-19.CHO CHUONG TRINH IZU TRI FO TAI NHA CUA BO Y
€

v i
Duong, Nghé An Thla Tién uf Vinh P, ung Nam, D8og
. " Ving. Xem thém
17 oo s e ok i o s
© cong @ngie-TinGoTreng o
° ke gy i tin e &
Geothng mx it

Lugt nhac Nguai theo doi Anh Xemthém v | {§ Theo doi

542457 ngud thich rong 06 c5 40 ngudi 13

Zalo/Viber: 098 7790751
L i s Gi6i thiéu Bai viét

AR KHAM PHA SU THAT THU VI i 2SR pephl e

8 Pang theo dsi

Video Anh  GiGithiéu Xemthém v @ Nhan tin Q o T TaE [

Tiéu diém 7

0\ i
(L Tao bai viét Theo d3i NCA 88 xem con g khé higu
% nhy thé nao

iFact - Kham pha su that thi vi hinh nhu con g ng the
Theo ddi fanpage Nha Cip 4 6é duoc asdi ha ha

@Lién hé: info@iQFact.net

[&a Anh/video Check in Gén thé ban bé

Interesting Fact. Su that thi vi, cho méi
ngdy thém thi vi hon
2.330.210 ngudi thich, trong d6 c6 560
ngudi 1 ban clia ban
£} Q.’* a \n TS. Chdu Binh Linh - Hocvién_Ngﬁn hang TP HCM - chia sé,
b { e blockchain dugc du béo s& din dét cong nghé trong tuong lai, cbng
2.390.043 ngudi theo ddi Trang ndy € ndy s& duoc igu finh vifc, trong d6 c6 he
i 3 tri. Nhimng siéu lai ich

Key Opinion Leader

Gén thé ban be

" @u Liing Ha \m/ - Mot sén phim ciia
Appota




Nhom ctia Ca phé cla &

O" Phu’dt di!

g tu - 203,7K thanh vién

—

Dién dan D6 Thi - Kinh Té -

Hoi Viét Nam [VP(]

& Nhém Riéng tu - 165,8K thanh vién

Vi dét nuéc minh con la, ci

Dit chén lén tit cd moi mién

Nhém cia Viét Nam Oi

Viét Nam Oi!

6ng khai - 685,0K thanh vién

Xa

? Clrock

C6 mot diéu t6i biét chiic:“T¢

ngay déi chan con dj

Nhém ctia Check in Vietnam

Check in Vietham

@ Nhém Cong khai - 1.4 triéu thanh vién
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Nhom cta Ngé Pinh Giang

Review Ha Long
@ Nhém Céng khai - 48,1K thanh vién

28,9K thanh vién

Amazing Phi Quéc - Review
Chat

) khai - 121,5K thanh vién



Earned Media
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Item

Content
Phase 1
Video production
Facebook Ads
Paid media booking (Facebook fanpage & groups)
Phase 2
Minigame prizes
Video production
Facebook Ads
Paid media booking (Facebook fanpage & groups)
Phase 3
Paid media booking (Facebook fanpage & groups)
Facebook Ads
E-Magazine production
Incurred cost
Incurred cost

Total

Price (VND)
110.000.000
50.000.000
50.000.000
10.000.000
250.500.000
25.500.000
95.000.000
100.000.00
30.000.000
39.500.000
4.500.000
15.000.000
15.000.000
10%
40.000.000
440.000.000




Type of risk Describe Level Solution
Pandemic The epidemic situation is complicated, High - Strictly follow the epidemic
the pandemic can re-emerge at any time. prevention regulations and 5K.
Another lockdown period is possible if
the situation is serious enough, and that - The campaign is executed entirely
could make the plan corrupt. 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 Medium - Focus on other destinations in Quang

Quéng Ninh..

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




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.







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).

NOLLV3ivd3idd



- 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.

@ SUN GROUP

1\

““' \
/'Ky vi tuong Phat Ba
Tay Bé Pa Son
#MissTayNinh H#MissYou

INFNTIINOTY 1LONAO0Ud









August _ _ November

| 15/8-31/8

1/9 - 30/9

1/10 - 20/11

1/10 - 31/10

1/11 - 20/11

120711 - 30/11

| 1/12-10/12







LAUNCHING |

OBJECTIVE [




PRODUCTION EXECUTION

Sun Group
ing9- @
MUNG 1 CAU AN - Vi MOT VIET NAM HOI SINH
SAU DAI DICH

@ Hang nam, Qun thé Van hoa Tam linh
Fansipan Legend Iuon I3 diém dén clia Phat ti
b6n phucng, trong hanh trinh tim v2 b4i Phat,
nguyén Giu nhiing diéu t6t lanh, binh an dén véi
bén than va gia dinh.

A, Nam nay, nhigu hoat dong vin hoé tam linh
da phai tam diing do anh hudng tif dai dich
Covid-19. Thé nhung, moi kho khan chang thé
ngan chiing ta huGng tim v& mién déit Phit bay
16 10ng thanh, bdi I& “Phét & trong tam".

A, Hom nay ngay miing mot - khdsi dau clia
thang Tam am lich, hay hit th tht sau, suy nghi
that cham dé tam thanh tinh, m& Iong bao dung,

ing nguyén Cau qudc théi dan an, Viét Nam
s6m vugt qua dai dich.

#SunGroup #SunWorldFansipanLegend An bét

e 27

i hop nhit w

Sun Group @
Chic thing méi, moi diéu binh an a



P ooa/1e

PHASE 1:

= SA

"WHANH TRINH THAY BOI SAU NUA THAP KY

Sun Group @
Sthing 10-Q

SA PA - CUOC CHUYEN MINH Ki

aico thé nghiring S2Pa i c6 ngay tr thinh
diém dén dugc qudc té ca ngol, vinh danh v

rong méy tréng cia "thanh ph trong sudng”
iy, nhing nguoi yéu Ty Béc mi thy sy
g thanh cia Sapa hom nay I hoan toan
xlng déng.

¥ N6 vé ménh 03t &, i Gy du khch
khéng con chi biét nhd vé suong, & ndng, vé g
Anbat

o 1 15 binh ugr

Thich (D Binh lugn 2

[
Immigration
Foil Amms and Hog @

Thénh Tylerl oneshot
chit higng cao
oL

Brookiyn Nine-Nine -
Bestof Diaz
e

tngay an todnBit
Tét- et lam Bit Té...
M3 Khoét HA NG

11 0317055

Sun Group 43 ing mot
video vao danh séch phat
Sun Group - Ph Qudc
8thang9-Q
DIA TRUNG HAI: ITALIA THU NHO
TRONG LONG PHU QUOC
DIATRUNG HAL TALIATHU NHO TRONG
LONG PHO QuiC

']
16na 2. Vi nhing ngdinha e 13 séc ma,
am trén véch dé doc b bié, thitrén Amalfi
trd thanh mot diém dén déng mo udc trén thé

Cich ai nia vong tr 0, & thanh phG bidn
Phi Quecainh dep cing cd mot thitrdn
Amalfi” nh thé. Nhiing day nha phd thiiong
ma i écmau Sun Premier Vlage Pimaveta
mang dim hoi thd Bia Tung Hiphong

Ehasnn va <inn dinn d thinh hinh naav khi
bt

hich () Binhluin ) Chiasé D+

Mang Onsen chuin
Nbgtv2 Vet Nam -
SinGoup@

=

g TUONG THUATTOA
DAM - DU LICH PH...
SnGoup @

TUGNG THUAT BAI




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.”

- NUI BA TAY NINH

<y /thing10-Q

Ban sé& lam gi khi hét dich?

Ad thi sé& ngay lap tdc di Ién nai B3, thdp nhang cdu mong binh an cho tat ca nhithg ngudi ad yéu
quy nhat. Roi sé di chagi Ndi, danh nguyén mét ngay trén dinh chi d€ ngadm Tay Ninh minh khi
dang vao mua dep nhat

Chi can nghi t@i cdm gidc ngdi tir cap treo, ngdm nga vai cdu hat, nhin cd mét bién may ngan
ngut tré6i qua bén ngoai clra s, hit ha hoi suong lanh Gia vao, vy minh xung quanh da thdy sang
khoai roil!!

Dich oi, mau qua nhé. D€ tat ca lai dudc Ién Nui, viéng Ba va lang thang tron cad mot vong Tay
Ninh!

ol
¥
4
L

4/ Ky vi tuong Phat Ba
g Tay BS PaSon




PHASE 2: “MISS YOU"

1 ang

“y>/ @ -13thing10-Q
Lan dau tién di Phu Qudc la vao tét Duong lich nam 2019 moi ngudi a,
mdi ra thi théng bao sé c6 bdo, tuy hadi budn vi khdng di déu dugc
nhung lai c6 mét ky nghi dudng tuyét vdi tai resort va tan hudng
nhiftng ngay khéng lo A
Lac tru6c minh & mét tuan, chi yéu 1a tan hudng thai gian nghi ngai
va thu gidn. Pha Quéc nhitng ngay ndy c6 mét nét dep riéng, dd an
ngon va ngudi dén cuc ki nhiét tinh luén. & &

Moi ngudi like +cmt “VOTE" dum em dé em dudc gidi v6i a @ @

Diép Anh

@ +2 -9thing10-Q
TOP 5 THU CAN MANG KHI DI PHU QUOC :
Top 1: Thg chup anh c6 tdm ==
Chuyén di Pht Quéc dang nhd : dang phai mua tl bd nhé vi chup
7749 nghin bic anh nhung khi loc ra 1a thi U 13 trdi | e
Gdi y cho chi em muén cé btc anh séng do dep han hét han chuén bi
gdy chup anh 3 chan va cin g6c can chup dé c6 bic anh &n y nhat
nha...

Moi ngudi Like + Share + Cmt "Vote” gilp e d€ e c6 cd hdi quay lai
Phu Quéc sifa chifa sai Iam ctia qué khif a &




PRODUCTION EXECUTION
@ :sowrs

CHIEM NGUGONG TOAN CANH HA LONG TU VONG QUAY MAT TROI SUN WHEEL

<% Toa lac trén dinh Ba Péo & dé cao 215m, Sun Wheel thudc Sun World Halong Complex Ia mot
trong nhitng vong quay ngam canh cao nhat thé€ gidi.

Tir day, du khach c6 th€ thu vao tam mat khung canh son thay hiu tinh ca vinh di san, phéng
tam mat ra xa d€ ngam tron Hon Gai, cau Bai Chay, cang Cai Lan, vinh Cdra Luc

PHASE 2 :

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.



PHASE 2: “BRAND NEW ME"

NUI BA TAY NINH
W) 18thing10-Q

TRI AN TUYEN DAU CHONG DICH - TOUR DU LICH KHEP KIN AU TIEN TU TP. HCM DEN KDL
NUI BA DEN TAY NINH

Doan khach ctia Chudng trinh Lién két du lich gitia TP.HCM va tinh Ty Ninh chinh I3 nhiing ngudi
dau tién trd lai Nui Ba sau mot thai gian xa cach.

“THAM QUAN DU UG
g

Hon 120 vi khéch bao gom ca céc tinh nguyén vién trong tuyén dau chdng dich tai TP.HCM da c6
dip nghi ngai va thu gian tai nai dinh thiéng cao nhat Nam Bo.

4 Mong rang chuyén di dac biét ndy sé& dénh d&u su khdi dau cho mét chéng duding mdi, don
chao trang théi “binh thudng mdi* cta nganh du lich Viét.

Anh: Sun World Baden Moutain




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.

& (i8) kentiawn Magazine

i

NHUNG NGAY

DACBIETN HAT
TRONG LICH SU
DU LICH VIET NAM

C6 (& chua bao giordu lich Viét Nam tram ldng dén thé. Nhimg
bai bién chi mt mau cat trang vang dau chan ngudi, nhimg
thanh phé du lich tinh l3ng dén khac khoai. Ngmhl é lycgior
cdcalb hva dong trang thi gém nhAm chut
khang khi hoi hé soi dong con sot ai,
Nang, véi carnival séc st sdc mau khudy dﬁng Sém San véi
nhing vii hi tung birg nhurtrong cé tich & xirsd than tién B3
Na, hay nhimg dém nhac cd nghin nguti mé say trong thanh
amva nhit huyét gira quang truong Long gio.




PHASE 3:

Zing INTERACTIVE: Hanh trinh kién tao hé sinh thii ‘made in Vietnam' tim ¢ cia Sun Group

'made in Vietnam' tam co ctia
. .
Sun Group

Nam 2000, tuyén cap treo dau tién tai khu du lich Sun World Ba Na Hills, Da
Ning hoat déng, danh déu su hién dién ctia Tap doan Sun Group trén dai dat

hinh cht S.

Tit d6, nhimg cong trinh “made in Vietnam” chét luong, khac biét mang dang cap
thé giéi lan lugt ra doi. Dén nay, khap 3 mién dit nude, nhing hé sinh thai dong
bo, bai ban, bén ving da thanh hinh va khong ngimg phat trién, tré thanh minh

chung cho tiém nang vo6 tan ctia cic mién dat, cting nhu nang luc va tri tué Viét.

chuot kham pha néi dung

Sun Group @

5thang11-Q
HANH TRINH KIEN TAO HE SINH THAI "MADE IN VIETNAM" TAM CGO
CUA SUN GROUP
& Nam 2009, tuyén cap treo dau tién tai Khu du lich Sun World Ba Na
Hills (Pa Néng) hoat déng, danh d&u su hién dién ciia Sun Group trén
dai dat hinh chir S.

TU d6, nhifng c6ng trinh “made in Vietnam” chéat lugng, khac biét,
mang dang cap thé gidi Ian Iugt ra doi.

*4 Hé sinh thai Sun Group dugc thanh hinh. Ba thuong hiéu Sun
World - Sun Hospitality Group - Sun Property (hoat déng trong ba linh
vuc vui chdi giai tri - du lich nghi dudng — bat déng san cao cdp) dudc
ki€n tao bai ban & ca 3 mién dat nudc.

*4+ Sun Group mang dén trai nghiém “all-in-one” (t4t ca trong mot)
chét lugng, khac biét cho khach hang, khéng chi da t6i da héa gia tri
cua ca hé sinh thai ma con mang lai Igi ich t6i uu va lau dai cho khach
hang stf dung san phdm, dich vu.

Xin mdi cac ban ciing nhin lai hanh trinh Sun Group mang thé gidi vé
Viét Nam va dua Viét Nam dén véi thé gidi.




275
Total likes
- 559000 m
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MINIGAME

SonwenL[
LEGEND 7

CHinigame ()
CHIA SE KHOANH KHAC

NHAN QUA LIEN TAY

15/10 - 22/10/2021

BUGC 1: LIKE FANPAGE
SUN WORLD FANSIPAN LEGEND

BUOC 2: LIKE POST & SHARE
VE TRANG CA NHAN
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Minigame 3 ”|
CHIA SE KHOANH KHAC

NHAN QUA LIEN TAY

15/10 - 22/10/2021

BUGC 1: LIKE FANPAGE
SUN WORLD HALONG COMPLEX

BUGC 2: LIKE POST & SHARE
VE TRANG CA NHAN

BUGC 3: COMMENT HINH ANH
VA TAG TEN 3 NGUOI BAN

Sonwen n

BA NA HILS

I/

M.. @-

CHIA SE KHOANH KHAC
NHAN QUA LIEN TAY

15/10 - 22/10/2021

BUGC 1: LIKE FANPAGE
SUN WORLD BA NA HILLS

BUGC 2: LIKE POST & SHARE
VE TRANG CA NHAN

BUGC 3: COMMENT HINH ANH
VA TAG TEN 3 NGUOI BAN




MINIGAME

Sonwentl

HON THOM NATVRE MK

CHIA SE KHOANH KHAC
NHAN QUA LIEN TAY

BUGC 1: LIKE FANPAGE
SUN WORLD HON THOM NATURE PARK

15/10 22/10/2021

BUGC 2: LIKE POST & SHARE
VE TRANG CA NHAN

BUGC 3; COMMENT HINH ANH
VA TAG TEN 3NGUOI BAN

U1 BA TAY NINH

g 13thing10-Q
[Mini game: Khoe anh niii B, nhan qua Siéu Hot]
Nhiing tin hiéu vui vé giai doan binh thung mdi sau dot dich kéo dai da khién moi ngudi phén
chan han chuta a? D& cing ham nong hon nifa va chudn bi sén sang cho giai doan Ni trd lai, ad
quyét dinh s& t6 chtic mini game nho nhé véi chii d& CHONG TOI NHG'NUI cho tét ca cling tham
gia nhé a!
Thé € tham du:

Budc 1: Lik.e fanpage Nui Ba Tay Ninh.

Budc 2: Binh luén bang 1 bdic anh c6 ndi dung lién quan dén ndi Ba nhu dnh ngud, cép treo, chila
Ba... v ta.g 3 ngudi ban bét ky dé tham gia Mini Game.

Budc 3: Chia sé bai viét ndy & ché do cong khai kém hashtag

+ Giai thudng: Bao gom 5 gidi, trong do:

- 01 Giai Nhét: 3 cap voucher trai nghiém Sun World BaDen Mountain danh cho bc anh dep nhét
theo thdm dinh clia BTC.

- 02 Giai Nhi: Mi giai 1a 2 cap vé cép trai nghiém Sun World BaDen Mountain danh cho bic anh
nhdn dugc nhiéu tudng tic (like, share nht)

- 03 Gidi Ba: m i a 1 cap vé trai nghiém Sun World BaDen Mountain danh cho 3 ban ngau
nhién dudc lya chon tif trang

#% Thdi gian tham gia: Tif ngay 13/10 dén hét ngay 20/10/2021.
Thdi gian cong bd giai thudng: 22/10/2021.
Thdi gian inbox nhan qua dén hét ngay 30/10/2021.
LW Y:
- Khéng chdp nhan cm.t da qua chinh stia.
- Khéng chdp nhan nick do.
- MGi nguoi chai chi dugc cm.t 1 an.
- Phai thyc hién ddy du cac budc tham gia theo ddng quy dinh.
- KET QUA CUGI CUNG s& do vao Ban 6 chic xem xét va quyét dinh.
Con chan chif gi nifa ma khong nhanh tay Khoe anh nii B3, rinh qua siéu Hot!!

fwhereindanang




BUDGET



Item

Content
Phase 1

Video production

Facebook Ads

Paid media booking (Facebook fanpage & groups)
Phase 2

Minigame prizes
Video production (4 videos)
Facebook Ads
Paid media booking (Facebook fanpage & groups)
Phase 3
Paid media booking (Facebook fanpage & groups)
Facebook Ads
E-Magazines production
VAT
Value-added tax
Total

Price (VND)
98.400.000
35.000.000
50.000.000
13.400.000

205.000.000
25.500.000
80.000.000
85.000.000
15.000.000
32.000.000

7.000.000
10.000.000
15.000.000
10%
33.540.000
368,940,000




VAT

9.1%

Phase Il

8.7%

Phase Il

¢

Phase |

55.6%

26.7%

LAODdNd









Phase

Pre-production

Execution

Execution

Execution

Post-production

Problem description Solution

- Offline booking plans was disrupted because of - Implement the entire campaign online
COVID-19's complicated developments

- Negative reviews/comments about Sun Group's - First contact the poster/commenter to apologize
destinations & 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

- The number of minigame participants was too - Post more & seed the minigame post into
low at first. community groups about tourism.
- Use clone accounts to participate in the
minigame to encourage others to join.

- Not too many Facebookers interested in joining - Use clone accounts to join the #missyou trend,
our #missyou at first share memories & experiences to encourage other
group members to join.

- Our campaign was run on a very large amount - Note our posts & their links for measurement

of Facebook fanpages and community groups, purposes

which caused a lot of difficulties to measure its

exact statistics and effectiveness. - Use the numbers of posts we could calculate to
estimate those that we cannot







MEDIA

ST CHANNEL POST ‘ LIKES ‘ CMTS ‘ SHARES ‘ VIEWS ‘ OTHER
1
FACEBOOK 235 297.000 45.900 7.500 5.252.000
637 valid
participants,
2,000 posts
) posted sharing
their own
MINI GAME memories by
on hastag
FACEBOOK 6 9.600 1.864 680 #misyou
3
E -
MAGAZINE 5 9.373 285 67.385







EVALUATION

BINH MINH TREN NOC NHA NAM B #NUIBA #MISSYOU



- 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, ...).

NOLLVN1VAL

- 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.







‘ Content ‘ KPI ‘ Results

Increased amount of likes on the official fanpage (1/9/2021 -

30/11/2021) 7,000 7,400
1 Minigames participants amount 600 637
2 Minigames' posts interactions (likes/comments/shares) 10,000/700/400 9,600/1,864/680
1  Likes & shares amount 10,000/500 9373/285
2 Page views 50,000 67,385
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







- Take notes every time you do something:

- Building connections:

- React quickly:

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







Widen @

our platform

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.

@

Buzz events

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.



THANKS
FOR
LISTENING



