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TopQueen Vietnam Pharmaceutical

Joint Stock Company is a Vietnamese ‘¢,

firm specialised in research,
developing & producing premium
functional foods, drugs and
cosmetics




Vision | Mission | Core-Value
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Vision Mission Core-Value




The logo visualise TopQueen’s
core-value

The slogan, in Viethamese “Swuc
Khoe Cria Ban La Tai San Cha Ching
167” indicates the top priority of

TopQueen is customers wellbeing.

TOP QUEEN VIET NAM




Having a GMP-WHO certified
manufacturing establishment
Self-research & developing
generic drugs specialised for
Viethamese Market

Exclusive products

WHO-GMP CERTIFIED

COMPANY



Curcumin - Collagen

B <~ Gitp xudng khdp chic khde,
tiing truéng chiéu cao

<7 8§ sung collagen

7 Gilip da sin chic, sing min,

giam ldo héa
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PHARMACEUTICAL INDUSTRY

K

OVERALL DISTINCTION

DISTINCTION & STANDARD

)

Ml All companies must follow regulations
made by the country's administration

High level of expertise

8  Has a very competitive market

Is a very complex industry

The market is divided into 2 sections:
Generic drug & Medical drugs

-------------------------------------------------------------------
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MARKETING STRATEGY DISTINCITION

A combination of
pharmaceutical
knowledge and

marketing
strategies

GMP STANDARD

Detailed written procedures for each process that may

have an impact on the quality of the final product

Staffs personal hygiene

Equipment & facilities standards

] <

224 domestic manufacturing
factories achieved GMP standard Starting materials

12



Political

Vietnam is one of the few countries
with positive economic growth
during the pandemic.

Signing 02 new-generation Free

Trade Agreements (FTAs) are CPTPP
and EVFTA.

Government supports businesses
households in the context of the
COVID-19.




PESTEL Analysis

Economic
The political situation in Vietnam
continues to be in a stable state.
The State creates favorable
conditions for pharmaceutical
enterprises and TopQueen’s
products have developed.
TopQueen's customer incentives are
efficient to supply chains, timely
distribution, and 24/7 pharmacies.

14



Social

Consumer behavior preference for
natural origin, organic products
Psychological preference for foreign
brands with attractive designs and
packaging.

The average life income so consumers
spend more on premium health
products.

Changing perception about functional
foods.




Technological

Building a modern system strong enough
to integrate international networks.

The users networks in Vietnam equivalent
to 73.7% of the total population but
Vietnam's cyberspace is unhealthy and

underrated in the world.

New property disputes arise intellectual
property, copyright,..

Changing buying habits to e-commerce
and linking with foreign partners.




PESTEL Analysis

Environment

e The highest biodiversity in the world
but environmental and water
pollution seriously.

e Trend of traditional medicines and
organic ingredients have high
potential for development.

&)
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Legal

A complete and unbiased legal
system is one of the economic
preconditions develop.

Legal system is improving on

trademark and copyright.

Law also affects the
transportation costs and it
directly impacts business costs.




Competitors analysis

Lons .0 3F

OuocPhamsoalinh - Coog ty

Hoa Linh Pharmaceutical Co., Ltd was
established in 2001 is an enterprise
directly producing and trading

D N s pharmaceuticals, health care. Hoa Linh
e S continuously invests in facilities and
e AshVideo  Checkin L Giin tha ban b .
A human resources to create and provide
PR ea— the best quality products to meet the
S | mvawng health care needs of consumers.
bt nhng nguion thiry Susc, bac My - gt ke s i vl minks nhOng wit i, o
o, I dosnk rghip tryc S6p sin tows, gac bt cil mhding i sl 1 thich Gl bin thin
O miigimn, S g e Professional website and fanpage with
Cling ty TNMH Dugc Nata . .
el iy e 0. con 6 i strong interaction (23.6k followers).
dung dich v sinh phy = Oy o
T oy They have good brand awareness typical

like appearing on major sites like VTV.vn

€ 24047 ngusi thwn 45 Trang miy
@ aguti @8 chiuck in by dy



Nha May San Xudt My
Pham, TPCN Bach Thao
Duoc GMP

[
Phachthaoduacgmp - Sin phdmyDich w
«

Niom Video Anh Nwm tham «

() Too bii vidt

e Ash/Video 0 Ok in 5 Gin the ben be

i My S Yt M Phien, TPON Bich
Thio Dugc GMP
2 phin -0
# QUY T SAN XUAT TPON CO AN ¢
Kimh dosnd: TPON dang i trd thish 1 trong nidng
ik HOY shit e bpi shiths gid trj vl s khibe ches
cing ding vi kink 3 cho dosnk nghifp.
Ty i, kb i DN s ki daarss TPON cing
R 18 i qury i nis it TPON gt chui ot

Lging.

Clac ik i, TPON tyi ribsh by Sich Thaio Duigie ki
i dei vk dutic g wit nghiln gt bl dGi ngl
chuyin mdn cec. Quy trink ke it v o s b Xam

Competitors analysis

Bach thao dwoc was established on June
11, 2018 with mission is "Preserving and
promoting the quintessence of
traditional medicine". Bdch thao dwoc
want to bring good health to millions of
Vietnamese people.

Company has professional website with
TVC but their fan page is not strong
interaction thought they usually daily
update.

20



TopQueen

TopQueen need to build a professional
website to increase the reputation of the
company.

Fanpage need to regular activity with
health topics close to customers and use
infographic to increased reach on
facebook compared to competitors.

21



Shapes their products into the
high-end customer segment.
Prices are competitive with foreign
brand.

Quality better than foreign

products because of precious
natural raw materials.
Product lines are exclusive for
high-class customers.

b4 ~

Premium

&




‘ 2. COMPANY INTERNAL ANALYSIS




SWOT




S W

STRENGTHS WEAKNESSES
The enthusiastic founder has the right direction Have no specific media campaign yet
The Internal unity company and Consumers' awareness of the company's products
highly trusted in the market is low
Have a WHO-GMP standard factory The company's brand awareness in the market is
Have diverse products, new products, flagship products, poorer than competitors

USP products

o T

OPPORTUNITIES THREATS
Have young human resources with high and The complicated situation of the Covid epidemic
long-term development abilities The current trend of approaching customers is
Have great opportunities in the field of e-commerce social networks
Have favorable conditions from The State is currently The integration makes there are too many
creating competitors in the market

25



Primary research

Secondary research
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Ngan hang Truyén thong

Thuc phdm chirc nang quang cao

Bét dong san Hoc sinh
Duoc phdm Kinh doanh

@ Ha Noi

internet
@ mang xa hoi @ TP. H3 Chi Minh
© nguoi than
ﬂ an be
@ Déitac

38.5%

I thuong xuyén MM dasi dung B thinh thoang M chua st dung




GoogleTrends ~ Explore o a

+ Compare

Viemam v Pestizmonths ¥ Alcstegories ¥ Web Search

Interest over time

GoogleTrends |~ Explore e ‘
+ Compare
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Interest over time:




Inputs

Tools & Techniques

Outputs
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Inputs

Business documents

Information, personnel and
document about company
and partners

Documents on the
Pharmaceutical market and
competitors

Ability of each teammates
and company

Agreements

Company provide necessary
documents, information, human
resources and the costs during
project.

Capstone team be responsible for
completing work with the best
benefits and has the right to use the
company's resources.

Both agree to rebuild the project
accordingly if have risk (Covid)




Inputs

Enterprise environmental
factors

Company has dynamic corporate
culture with an inspirational
leadership.

Good corporate infrastructure,
convenient locations for
teammates.

Professional with deployable
tasks and support team.
Company finance for project
favorable.

OPA

Company a stub website but not
worked.

Documents on the ingredients of
products with good content but still a
primitive idea.

A set of partners and customers with
interest in helping the project achieve
objectives and KPIs

Strategic partner with professional
PR-Marketing department to help.




. Tools & Techniques

Expert judgment

® Project evaluated by the
supervisor can be successful
in terms of ideas and achieve
the set goals, objectives, and
KPIs.
Project got the consensus and
trust of the company and CEO.




. Tools & Techniques

Data gathering

Collected information on the
company like documents, products,
recipes, factories, product samples.
Company's personnel like the CEO,
director, manager.

Through strategic partners about
partners and company.

Company’s projects in the past




. Tools & Techniques

Data gathering

Used survey to identify the brand
position in the market and social
networks.

Identified competitors in the market

that have similarities with the
company like GMP factory, mision,
products,..

Analyzing the pharmaceutical market

in Viet Nam currently according to the .
PESTEL model. Indirect




\
' Tools & Techniques

Interpersonal and team skills

® Projectis divided into small jobs with the
most optimal teammates to avoid
information disorders.

e |Leader plays the role of communicator,
exchange, and contact with partners to
supplement and provide information and
project progress.

e Exchange methods of direct contact via
zalo, phone call, and social media. In
addition to direct meetings, most
meetings are conducted online. 4




o{\' - Tools & Techniques

Meetings

Leader conveys information to members
who are not present so as not to miss
information.

All meetings were attended by the CEO,
who noticed the company's interest in the
project.

Meeting with strategic partners in a short
project time shows that the project is
professional and seriously.




Outputs

Goal

Increase awareness of the
TopQueen brand.
Reaffirms the values that the

company is committed to
bringing to customers, and
through it is increasing sales
revenue.

Objective

Build and increase interact for
website and fanpage.

Building communication
product is an e-catalog.

Organizing novel events with
high interaction to increase
brand awareness on social
networks.




Outputs

Requirements

Teammates must sell closely according to
the set timeline.

Teammates are diligent and disciplined
to get positive and beneficial feedback for
the company on social networks.

Flexible in terms of content to be able to
overcome risks.

e-catalog are delicate, professional, and
interact well with viewers.




Outputs

Benefits

Website and fanpage have positive of
interactions and traffics.

E-catalog shows the company's
professionalism.

Talkshow will marking to customers on social

networks.

Company and products are recognized to be
used for future projects.

Staffs have the experience, resources, and
practical knowledge in the field of
communication.




Q Outputs

Fanpage

Website E-catalog Talkshow feedback




Outputs

Risks

Covid epidemic directly affecting
human resources, timeline, content,...
Technical like website construction,

stream coordination, design....
University’s deadline.

e-catalog are delicate, professional,
and interact well with viewers.
Media crisis and poor experience.




T R R S

Website On top of Google search with related keywords
Have 1,500 traffics website
Diverse content
Successfully converted into an order

Fanpage Have 3.000 likes
Have 3.500 followers
Fanpage Facebook have medium of 30 likes per
post
Positive community feedback
Post up regularly
Diverse content

-catalog 80% of surveys received good feedback.
The product is printed in hard copy.
Completed on time (4 weeks).
Talkshow Have at least 50 guests to attend.
80% of surveys get positive feedback
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WEBSITE

Objective

Increasing the prestige of the
brand

Update brand information such
as products, company

information, upcoming events, ...

Customers have an address and
method of contact with the
brand

Necessary document

Pictures and documents about
the company, products,
personnel, company's partners

Website or the communication
projects the company has done
before

Documents and data about the
current pharmaceutical industry
communication index on google
analytics.




o Estimated timeline website Q

@ Week 1 = Week 4
@ Week 2 Q Week 5
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Estimated budget website

Website

Domain name registration fee
Filming and editing videos

Run ads for 10 posts/200k each
Generate 10%

2,000,000 VND
500,000 VND/year
2,000,000 VND
2,000,000 VND
1,000,000 VND

Total estimate:

7,500,000 VND




FANPAGE

Objective

Increasing the prestige of the
brand

Update brand information and
daily news.

Customers have an address and
method of contact with the
brand

Reach new customers and
create a community of
customers

Necessary document

Pictures and documents about
the company, products,
personnel, company's partners,
competitors

Fanpage or the communication
projects the company has done
before

Documents and data about the
current pharmaceutical industry
communication index on
facebook insights.




’ Estimated timeline fanpage <

@ Week 1 = Week 4

Week 2 Q Week 5
|\ /P

@ Week 6

(\

Week 3




@

Estimated budget fanpage

Run ads on Facebook 500,000 VND
Design infographic 10 articles 100k 1,000,000 VND

each
Generate 10% 200,000 VND

Total estimate: 1,700,000 VND




E - CATALOG

Objective

Professionalize the company
with partners and new
customers to cooperate for the
first time

Convenience in company
introduction

Flexibility in development
product introduction

Necessary document

Pictures and documents about
the company, products,
personnel and company's
partners

Communication projects the
company has done before




z Estimated timeline e-catalog

s ' 4

Week 1 Week 2 Week 3



@

Estimated budget e-catalog

Design
Printing (if any): 500,000 x 5 files
Generate 10%

1,000,000 VND
2,500,000 VND
400,000 VND

Total estimate:

3,900,000 VND




: “TopQueen - 10 nam 1
hanh trinh”

Objective

Marking the company's 10-year
development journey and
gratitudes to partners and loyal
customers

Increase awareness, convey the
message, vision, mission and
future plan of TopQueen better on
social networks

Evaluates the effectiveness of the
fanpage and team through online
streaming on social networks

Necessary document

Pictures and documents about the
company, products, personnel and
company's partners

Communication projects the
company has done before

Document the capabilities of the a
organizes team

Estimated financial, scale and
location that the brand wants to

organize '




Communication
director of TopQueen

Head Marketing Manager
of TopQueen

CEO of TopQueen
Speaker

Event equipment
joint-stock company

54



o Estimated timeline Q

Week 1 Week 4

POST




@

Estimated budget

Rent an office/hall half a day with a capacity of 50
people (including led screen, radio speakers, stage, ..)
Snack bar

Banner, poster, standee

Support staffs (technical, transportation,..)

2 MC

Run ads 8 posts on Facebook

Professional streaming equipment

Streaming technical support team: 2 people
Seeding stream

Generate 10%

3,000,000

2,000,000
3,000,000
2,000,000
2,000,000
2,000,000
5,000,000
1,000,000
1,000,000

VND

VND
VND
VND
VND
VND

VND
VND
VND

2,000,000 VND

Total estimate:

23,000,000 VND




@

Estimated Total Cost

Website
Fanpage
E-catalog
Talkshow
Generate 10%

7,500,000 VND
1,700,000 VND
3,900,000 VND
23,000,000 VND
4,000,000 VND

Total estimate:

40,100,000 VND
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s PROJECT STRATEGY AND TACTIC
/  IMC OBJECTIVES & GOALS

Frequent

‘ Maintain

: engagement

Website st consumers by
on social : ‘

development weekly

contents

media

n-depth Owned and
Arranging

analysis of the paid media

online
market, campaigns/con
workshop
competitors tents
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S PROJECT STRATEGY AND TACTIC

Vs

S.M.A.R.T OBJECTIVES

MEASURABLE

ACHIEVABLE

TIMEBOUND

Increase awareness of TopQueen’s product and
brand name, reinforce brand position as healthy and
active cosmeceuticals products seller

Generate brand value through the campaign and
using digital media measuring tool to collect data

Using multimedia experience and easy-to-use social
media like Facebook and Website to have a more
effective workload

Adding and maintaining customer through social
media can improve TopQueen's profit, vale and
brand image

The project will last 3 month,data will be collect to
conduct post-project evaluation
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PROJECT STRATEGY AND TACTIC
SEGMENTATION & MARKETING

TopQueen's product can be suitable for a wide range of consumers, from
a kid at the young age of then to 60-years-old pensions earners, the
company's medicine and dietary supplement has affected many, since it
can be used on all age group, for the campaign purpose, we will only
focus on the most appealing customer

To better identify the target market, we will use demographic

segmentation.

L)
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Target customer

Interested categories

Profile

Healthcare, Beauty, fashion,
pet, jobs, travel, workout, skin
and hair

Has average income (>20,000,000 VND)
Live in Urban/Sub Urban area

Have a healthy lifestyle

Has been using TopQueen
product/services

Interested in natural/organic products

Healthcare, family,
good-looking, schools for kids,
Houseware, sale-off, online
shopping.

Has average income (>20,000,000 VND)
Live in Urban/Sub Urban area

Has been using TopQueen
product/services

Focus on family health/matters

Often search for products online or
e-commerce.

Interested in natural/organic products

65



Target customer

Interested categories

Profile

Healthcare, family, fresh
air/foods, osteoarthritis, skin,
hair.

Has average income (>20,000,000 VND)
Live in Urban/Sub Urban area

Have a healthy lifestyle

Looking for a quality product for skin
and hair

Believe in the quality of domestic
products.

Interested in natural/organic products.
Good quality, not paying attention to the
price.

Travel, sport, family, car,
special occasion, technology,
game.

Average income (>20,000,000 VND)

Live in Urban/Sub Urban area

Their family member have a healthy
lifestyle

Often search for products online or
e-commerce.

Officer.

Interested in natural/organic products.
Nice packaging, good quality, not paying
attention to the price
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PROJECT STRATEGY AND TACTIC \

CAMPAIGN MESSAGE

”"Thdi gian khéng doi chéd mét ai,

Hdy dé TopQueen trd thanh mét phdn trong cuéc séng Khoe va Ndng déng cua ban”




3 €
PROJECT STRATEGY AND TACTIC
MEDIA STRATEGY \

One of the fastest-growing types of direct
marketing is Digital social media marketing.

Using social media marketing allows companies to
produce targeted and personal material, tailored to
individual consumers and communities

Cost-effective




PROJECT STRATEGY AND TACTIC

MEDIA TACTIC

Our tactics is divided into 3 major phases:
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PROJECT STRATEGY AND TACTIC

MEDIA CHANNEL \
PESO MODEL:

Website SEO Partnership
Facebook ads Feedback
Partnership Website
Customer feedback Facebook Fanpage
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PROJECT MANAGEMENT

MONITOR AND CONTROL PERFORMANCE INTEGRATED
PROJECT WORK CHANGE CONTROL



Control scope
Validate scope

Monitor stakeholder
engagement

\ Control procurement
Monitor risk

MONITOR AND CONTROL
PROJECT WORK

PERFORMANCE INTEGRATED

CHANGE CONTROL

Monitoring communication
Controlling resources
Quality control

Control schedule

Cost monitoring
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OVERVIEW

Project Title Increase TopQueen Brand Recognition 2021 Project Manager|  Tang Hai Dung

Project Start Date 17/10/2021 Project End Date BI2£12/2021 1 Project Sponsor i fopQueen |SC

Project Budget Description & Goals

6,200,000 VND
500,000 VND
1,000,000 VND
14,328,750 VND
2,000,000 VND
Total cost : 24,028,750 VND

Timeline : , y

PROJECT MILESTONE

PHASE 1 ' WEBSITE 21/10

FACEBOOK FANPAGE 04/11

PHASE 2
E-CATALOGUE 13/11

ONLINE WORKSHOP 06/12

PHASE 3




OVERVIEW

Synthetic

Products
Website 5

Fanpage 27
E-catalog 1

Talkshow 1




Website

Timeline

PHASE 1
(17110-2110)

PHASE 2
(22/10-6/12)

PHASE 3
(6/12-12/12)

Tasks

Preparing web template, hosting,
domain

Publishing contents

Maintain

Implementation

Improve the website with high
reliability and user-friendly
instead of website posts on the
top of Google search because
of short development time and
company purpose

Increase website traffic




o Detail timeline website Q

17/10 - 19/10 26/11 - 28/11

POST

> 2010 -21/10 S 29/1 - 5/12
o,
@ N

22/10 - 25/1

@ 6/12 - 12/12

;. _

S




roduct

Preparing website

topqueenvietnam.com

‘ ’ TRANG CHU GIGITHIEU SANPHAM TINTUC LIENHE Q

Content GIA CONG THUC PHAM CHUC NANG

Siec bhse cia cic ban litat sdn cia ching téi"

Top Queen Viét Nam

Cdng ty Cé phan Dugc pham Top Queen Viét Nam

g ty CO PHAN DUGC PHAM TOP QUEEN VIET NAM Ia doanh nghiép nghién ciu, sén xudt thuc pham chic nang cao cap.
TOP QUEEN VIET NAM c6 nha mdy san xuat thuc pham chic nang tuan thi nghiém ngat nguyén tac GMP. ]

Talk show post

topqueenvietnam.com




Hosting
Web templates including source codes

Design & Optimizations
TVC
Web traffic boosting

200,000 VND/year

2,000,000
1,500,000
1,500,000
1,000,000

VND
VND
VND
VND

Total

6,200,000

VND




Fanpage

Implementation

Facebook's policy does not
allow ads for pharmaceutical
content, so Fanpage focus on
the health, benefits of the
ingredients and ads for The
Talk Show.

Using a free platform to
increase engagement is more
affordable so advertising
budget was not approved.

Content

Health content with
infographic accessible to
reach potential customers
Continuously posting articles
when customers see that the
business is active,
trustworthy, and interested

Kick-off Talkshow and
post-event




Fanpage

Timeline

PHASE 1
(11M11-7111)

PHASE 2
(8/11-28/11)

PHASE 3
(29/11-5/12)

PHASE 4
(6/12-12/12)

Tasks

Research, evaluate, brainstorm
about topic content
Airpost-Canxi topic on Fanpage

(boost reaction, seeding)
Airing post, video Kickoff talkshow

(boost reaction, seeding)

Summary Talkshow, survey and feedback
(boost reaction, seeding)

Product

61n CONG THUC PHAM CHUC NiiNG

hbse oia cac ban G €aé sdn. clla oy 6

Top Queen Viét Nam
* @ Dang theo doi

& D3 thich © Nhin tin

Gi6i thiéu Tao bai viét

CHE DO AN CU)
CHAT DINH DU

] L L




' Detail timeline for the fanpage ¢

1/11 - 3/1 29/11 - 4/12

4/M -7/1

‘( 8/11 - 28/1

-‘7 )//

POST

* 5/12
@ 6/12 - 12/12

P

S




% ~ '}
Fan page’s Budget %

Total 500,000 VND




Xin kinh chao quy khach/déi tac than mén cdia Top Queen,

hay cuing tham khao vé céng ty chiing téi qua cac muc luc
va 6t mac clia chiing t6i nhé!

1 Loi mé dau

2 V& chung toi

3 Tiéu st céng ty

4Tai sao nén lua chon Top Queen
5 Gid tri cot 16i

6 Muc tiéu cia TopQueen

7 Céc san pham ndi bat

8 Loi cam on

@

E-Catalogue

Main theme

Content



PHASE 1

17/10 - 20/10

E-catalogue

PHASE 2

21/10 - 28/10

PHASE 3

29/10 - 13/10




<

TAI SAO NEN LUA CHON TOP QUEEN?

Queen nd luc hét minh d& lam viéc va tao ra nhiing san
lugng tét nhat cho khéach hang

Top Queen mong muén s& nhan dugc sy ing hd, hop t
a d6i tac dé ching toi ¢ ca hoi cung cdp san pha
chét lugng véi gia thanh hop ly.

TAI SAO NEN TIN TUGNG LUA CHON
CUA CHUNG TOI?

Chét lugng s&n pham cao

Chaét lugng dich vu chuyén nghiép
Quy trinh lam viéc chdt ché

Hé théng may mac hién dai

Boi ngli nhan sy dugc uu tién dao tao
trinh d6 nghiép vu va chuyén mén cao

Product

CHLOROPHYLL
SYNERGY

DETOX, DEP DA, HGI THG THOM MAT

Diép luc té — Chlorophyll Synergi dugc
sdn xudt bdi Céng ty C6 phdn Dugc
phdm Top Queen Viét Nam. VGi nguyén
liéu Chirophyll nhdp khdu 100% tai Han
Mach.

San phdm“cd huong vi bac ha nhe

nhang, tham mdt cua diép luc gidp
nguai st dung co trdi nghiém dé udng,
nhung vén dam bdo khéng c6 cdc chdt
tap phdm, héa chdt. Thic udng cd tdc
dung rét tét dsi véi nhiing ngudi mudn
cdi thién tinh trang da, gidi déc cd thé,
c6 théi quen khéng an rau xanh.

[l HuGNG DAN U DUNG

Nam véi nguyén liéu 100%
nhap khau tir Dan Mach.

100% tw
nhién, ngay ca vi ngot ciing
dugc thay thé dudng bing
cé ngot.

Diép luc t6 Synergi c6 dang
nudc nén dé dang pha va
hoa tan véi nudc, co vi bac
ha phu hgp véi ca tré em
trén 2 tuéi.

Ngoai tdc dung tuyét voi
cua chat diép luc, né con
chira chat Methol gitip dieu
tri hen suyén va tri cac

* D&i vdi ngudi bi ndm da, mun trimg c&: Pha 5ml/1lit udng

thay nudc loc hang ngay.

* Daivdi truang hop bi dau da day, dai trang... pha 5 ml véi

50 ml nudc udng trudc bira an 15 phut.

e Dia chi: S6 31 - 3316 15 Khu lang nghé Ha Tha
- x& Duyén Thai - Thuong Tin - Ha Noi

e Dién thoai: 0855.296.866

* Website: topqueenvietnam.com
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/)
& Feedback

Internal

Sau chuang trinh, hay chia sé cam nhan cu

23 responses
Nhiéu budi n6i chuyén hon, nhung nén lam qua mang dé dam bao an toan cho mua dich

TG chire nhigu 1€ ra mét dé nam bét tin tic san pham méi

Nén t6 chirc vao budi sang dé co nhiéu thai gian trd chuyén hon

Chuong trinh dugc 1am véi mdt bau khong khi @m cang, gan gii

Sén pham catalogue lam rét t6t voi mot tinh than tich cuc. Phan chia sé clia gia co rat nhiéu thong tin
hitu ich

G thich cai file c6 thong tin ctia topqueen lam rat chuyén nghiép
u eSt file thong tin clia cong ty béng ki thuat s rat tién. Anh dep ndi dung hay. Nén d@ xut in ra ban cimg

Design rat séng tao. co catalogue rat tién khi mang cho ddi tac xem

chi Hué cho em xin ban Design vé lam 1 ban catalog chuyén nghiép & cang ty em nhé =))

A 4
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Talkshow:

A passionate program of the
capstone team and Top Queen
company

Anniversary program, marking a
milestone of 10 years with many
changes

Gratitude to the trusted customers,
retailers, partners who have
accompanied the company for a long
time

Vision is transformation from a
traditional production base to the
mass market

[ALISHOW

U

MOT CHANG Buting
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Talkshow

The talk show had been postponed
many times, scale was not as large as
planned and many guests unable so to
ensure safety, scale is less than 20
people.

Due to the company's internal request
and the privacy of the guests, we did
not stream the talk show.

The cost of organizing and producing
the Talk Show has been approved by
the company.
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D 4

“TopQueen - 10 nam 1 hanh trinh”

Goal Objective

Summarising developments

Increase awareness of Top over the past 10 years and
Queen in the market and to gratitude to partners, loyal

promote and sell company customers. _
products Announcing upcoming

projects, initially access to a
large customer base online

Evaluate the effectiveness of
fanpage and the team
building on social networks




D 4

“TopQueen - 10 nam 1 hanh trinh”

. . Kick-off
Timeline

- Tasks

PHASE 1

(15/11-5/12) Kick-off event communication

PHASE 2 Talkshow: "Top Queen - 10 nam
(6/12) 1 hanh trinh"

PHASE 3

12) Post-event




o Detail timeline Q

\ @ 15/11 - 4/12 6/12

4

@ 5/12 @ 7/12
/) (N

S




CEO An Phuc Linh
Do Van Ha

TopQueen advisor
Le Thi Hue

Director of strategy
Tran Manh Hung

CEO TopQueen

market manager L
Le Thi Mai Huong

Dao Manh Nhat

Technician

Logictics MC

Pham Hoa My Le Hoang Huong Ly Do Dinh Quan

Logictics
Pham Thi Vui

Coordinator
Tang Hai Dung
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Talkshow

= Top Queen Viét Nam da th hmaitlrd .. . g s
= ;,;,,:1 Bin ob et 5 Top Queen Viét Nam d3 thém Sanh mai tr 6 ...

TALKSHOW: 10 NAM 1 HANH TRINH i L.
Budi Talishow dang dBn hodn thifn nhilng Kl cubi TOP’QUEE&.SUC KHOE CUA BAN LA TAI SAN CUA
cling: trang tr, héu cin, t3p dugt._ trudc khi chinh thitc CHUNG T
dien ra. " Hanh trinh 10 ndm vdi Top Queen Ia mat ddu méc lich
#Moi ngudi cling chd don sy kién dien ra nhél_.. Xem stf, khép lai mdt ching dudng 10 véi nhigu khé khan,
o thir thach. X
Top Queen s tin tudng, gan bd va ddng hanh clia Quy
d6i tic. Quy khich hang va tran trong | kinh mdi Quy d&i
tic, Quy khich hang dén tham du buon Takkshow: “Top
Queen - 10 n3m 1 hanh trinh” 3€ hidu va tiép tuc ddng
h cling chiing tdi trong chang dudng tiép theo™
Talkshow: 10 n3m 1 hanh trinh_.. Xem thém

MOT CHANG DUONG

MOT CHANG DUONG

2 binh luan
O Binh ludn # Chia sé
Phi hop nhat
) vigt binh ludn_ 5
- 5 7 ticga b’ e .
THO HAI o e it R | A -
06/12/2021 “ 7 14 binh ludn 3 ot chia sé
topqueenvietnam.com topqueenvietnam.com i 2u thich () Binh lidn Chia sé

Thich Phim bl & gy

Xem thém 1 binh ludn Phu hdp nhat «




Feedback

4 Internal

a Sau chuong trinh, hdy chia sé cdm nhan cla ban nhé

17 responses

Chuong trinh dién ra rat chin chu, 10/10

Chuong trinh t8 chirc chua dugc t6t, nhung ni dung truyén tai sau sac
Chuong trinh dem dén mat hinh anh TopQueen toan canh, gan gii hon
Chuong trinh rat hay véi nhiing chia sé rat thi vi tir dién gia

Chuong trinh cé ndi dung sau séc

Nbi dung hay chia sé sau sac

T6 chirc chuyén nghiép

G u est Chuyén nghiép, thu vi, chia sé sau sac

San pham dep, cong phu, dau tu




Set up and decoration

Gifts and flowers for Speaker
Cameraman

Lighting

Micro

Logistics

Gifts for Guests

7,328,750
2,000,000
500,000
1,000,000
500,000
1,000,000
2,000,000

Total

14,328,750




EVALUATION & REFLECTION

L)



POSITIVES

Budget used effectively

Good engagement on Facebook
The 10th anniversary event
went greater than expected

The website has entered beta
phase

Partnership between TopQueen
& An Phuc Linh.

DOWNSIDES

Project timelines had to
changed 2 times

Lack of communication
Failed to remove a negative
result about TopQueen on
Google.
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” KEY PERFORMANCE INDICATOR

L) 2 ©



WEBSITE

B Expected KPIs [l Actual KPIs

Traffics




FAN PAGE

Average INTERACTIVES
per Fanpage Facebook post







KPI

(Key Performance Indicators)

Delante



Recommendation

IT‘

[
9 .
4
=0
b
7
§
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Creating viral contents
Maintaining the presence on
social media & the web
Increase communication
campaign frequency

=
Al
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‘ ORGANISATION’S CULTURE
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THANK YOU FOR LISTENING
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