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CAPSTONE PROJECT 
Subject code   SU22MC15  
Subject name 
(English) 

 Communication Campaign for VIProperty Ltd.  

Subject name 
(Vietnamese) 

Chiến dịch truyền thông cho công ty TNHH Dịch vụ VIProperty  

Enterprise  VIProperty Ltd 

Subject explanation  VIProperty's activities on social media are still limited. In    this 
campaign, we will help VIProperty build its image in online 
media. Promote products according to the business plan for 
the second quarter of 2022  

Group members   Pham Thi Thanh Tra - SS140134  
  Nguyen Ngoc Hai Yen - SS140271  
  Dang Ngoc Bang Khanh - SS140129  

Scope of work - Research  
- Campaign planning 
- Production 
- Report 
- Production book 
- Human resources: 
1. Copywriter: Thanh Tra 
2. Media planner: Hai Yen 
3. Designer: Bang Khanh  

Budget   87,000,000 
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Result - Emphasizes VIProperty’s unique selling point: One Stop 
Service  

- Increase VIProperty awareness in Vietnam real estate 
market. 

- Advertises VIProperty’s services to Eco Green Sai Gon 
community 

- Creates a corporate video to pin on mostly the 
enterprise’s social media channel 

- Re-shooting personnel photos 
 

Table 1: Capstone Project 
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1. PROBLEM DEFINE 
VIProperty is a real estate company that mainly serves international consumers from 
China, Taiwan, and Korea. Real estate is a particular commodity that customers need 
to visit in person to see and experience the space and utilities of the projects. 
However, when the Covid 19 pandemic took place, it the transactions could not be 
don. The company's situation, therefore, was seriously affected. To balance and 
manage risks, VIProperty decided to diversify its customer base from foreign areas 
to domestic market. This decision helps expand the customer file and helps the 
company overcome difficulties caused by the Covid 19 pandemic.   
 

The property management service that VIProperty provides to customers is relatively 
new in the Vietnamese market. The view of Vietnamese is that they can take care of 
rental properties by themselves without going through an intermediary. The difficulty 
that VIProperty is facing in the property management service is how to inform 
customers about this service.   

2. BUSINESS REQUIREMENTS 
 

Based on the real estate market situation, the context of economic recovery after a 
prolonged pandemic, and the company's strategic business plan set out from May 
2022 to April 2023 VIProperty targets to occupy market share with the Vietnamese 
customer segment. VIProperty targets focusing on becoming a wholesale of 
apartments for rent and management in projects. Repositioning the brand image of 
VIProperty in customers' perception is also the important thing to do. Besides, 
VIProperty requires to implementing marketing strategies to help the brand make a 
difference. Specifically, implementing a marketing campaign to promote the critical 
project ECO GREEN SAI GON and initially building brand foundation in the second 
quarter of 2022. 
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3. BUSINESS OVERVIEW 
1. VIProperty  

1.1. Business introduction 
VIProperty Services Limited Company is a company dealing in and providing real 
estate services. VIProperty established in 2016 with ten members with a real estate 
transaction value of VND 50 billion (According to VIProperty Portfolio, 2020).  

After more than four years of establishment and development, according to the data 
recorded by 2020, VIProperty has more than 80 employees in both the South and the 
North and becomes the management and operation unit for more than 250 
apartments in 2 cities Ho Chi Minh City and Hanoi. VIProperty provides services to 
customers based on the main criteria: always honest and thoughtful; dedication and 
responsibility to the work; dare to challenge yourself and be creative and open-
minded.  

VIProperty is currently operating mainly in two major cities - Ho Chi Minh City and 
Hanoi. VIProperty has been the F1 (buying wholesale apartments of the project 
directly from the investor) of many high-end projects such as Vinhomes Central Park, 
Vinhomes Golden River, Eco Green Sai Gon, Florence, and Rose town, Etc. 

1.2. Vision and mission 
- Vision: The best real estate service serving more than 60% of the targeted 

customers within the next five years.  
- Mission: Help Global Real Estate investors to Catch Vietnam Opportunities.  

1.3. Products 
VIProperty’s unique selling point is One-stop service. One-stop service is a type in 
which a company can offer its customers many products and services, all in one 
place. VIProperty's one-stop service model provides four essential services in the real 
estate market: purchasing, furnishing, leasing and property management. (According 
to Ms. Anna, R&D Manager, 2022). 

• Purchasing: VIProperty is often a wholesale unit of many potential apartment 
projects. With a large apartments fund, VIProperty desires to sell high 
investment value apartments for customers. 
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• Furnishing: Specializes in providing a full set of apartment furniture to help 
customers not spend a lot of time choosing the necessary furniture in their 
home. 

• Leasing: Helping landlords find tenants and helping tenants find the most 
suitable apartments to their needs. 

• Property Management: Helping landlords take care of their properties 
(apartments), on behalf of the landlords to carry out legal procedures, keep 
the apartments in the best condition, and help it be leased as soon as possible. 
VIP receives property management service of all apartments in many different 
projects. 

These four services of VIProperty absolutely can be used individually or used as a 
combo, One-stop service, based on customers demand. And these services are 
not after-sale of any 

1.4.   SWOT 

1.4.1. Strength 
VIProperty provides one-stop real estate services and currently among the pioneers 
of this kind in Vietnam. VIProperty's services include purchasing, furnishing, leasing, 
and property management. In addition, VIProperty has foreign solid capital and an 
extensive database of potentially loyal customers. 

1.4.2. Weakness 

The company is rotating its aiming from foreign market to Vietnamese market. 
However, the content broadcast on the media is still limited to none creative, 
Customers have difficult to get to know what capability VIProperty can offer. This will 
be very limited in brand recognition with mass customers, and it will be challenging 
to attract customers to directly contact the company to seek services.  

1.4.3. Opportunity 
VIProperty's customer base is much higher and more stable than other real estate 
companies. Although the process of brand communication yet been completed, 
VIProperty's revenue in purchasing, furnishing, property management is still 
outstanding. It shows that the company has a good business strategy, and the 
investment in communication campaign will help VIPropety more develop. 
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1.4.4. Threats 
According to the General Statistics Office of Vietnam, in 2021, despite the 
complicated development of the Covid-19 epidemic, FDI in Vietnam reached 31.15 
billion USD, up 9.2% compared to 2020. Also, in the first quarter of 2022, the General 
Statistics Office and the Government Newspaper will see the economy develop 
stably. FDI in real estate increased significantly. 

This data shows that foreign investors are placing great trust in Vietnam's investment 
environment. It also means VIProperty will have more competitors attracting 
Vietnamese customers in the real estate sector. 

 

Figure 1: Batdongsan.com second quarter of 2022 report 
2. Eco Green Sai Gon Overview 

Eco Green Saigon project is located at Nguyen Van Linh Street, Tan Thuan Tay Ward, 
District 7, Ho Chi Minh City, about 300m from Tan Thuan Bridge in District 4. The 
project belongs to the investor Xuan Mai Corp, An Phong construction unit. The 
project model is more than 14.36 hectares. The construction density is 24%, the ratio 
of the land occupied area of the architectural works to the total size of the land lot. 
Eco Green average selling price is about 52-62million/m2. 
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Figure 2: Price reference chart of apartments in District 7 
Eco Green has a construction density of only 27% for a land bank of 14.36 hectares. 
Possessing an internal park of up to 3.6 hectares and adjacent to Huong Tram Park 
with more than 22 hectares, EcoGreen Saigon has become a rare luxury project in 
Saigon that "owns" 2 large green parks up to 24 hectares. 

There are many amenities around this project such as: convenience stores, school, 
coffee shop, swimming pool, gym, etc. 

 

Figure 3: Eco Green Sai Gon’s gym room 
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Figure 4: Eco Green Sai Gon's swimming pool 

 

Figure 5: Eco Green Sai Gon's playground 
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Figure 6: Eco Green Sai Gon Community Room 

 

Figure 7: Eco Green Sai Gon outside amenities 

According to Ms. Anna, R&D manager of VIProperty, with the current Eco Green 
market, the unit that holds the most apartments, will capture the higher demand. 
Currently, VIProperty is acting as a wholesale agent for the Eco Green Saigon project, 
with the number of apartment funds up to 1000 apartments. And with a large 
customer database like VIProperty, more than 800 apartments have been sold out. 
For that reason, VIProperty has become a serious competitor to many units and 
organizations dealing in real estate services in Eco Green. 
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4. RESEARCH 
1. Covid 19 pandemic 

The COVID-19 pandemic started outbreaking in Wuhan City, China in December 2019 
and was declared as a global pandemic by the WHO in March 2020. The pandemic 
has been affected worldwide, causing millions of deaths and other 20 million infected 
cases. The pandemic has led to the closure of many economies. 

As the effects of COVID-19 are felt around the world, real estate companies are 
suffering in different ways, largely dependent on region and asset class.  

2. Real estate market in second quarter of 2022 
After the early 6 months of 2022, Viet Nam real estate market has recovering and 
developing with the total transaction volume of apartments, house, etc, higher than 
2021. 

According to batdongsan.com's publication, homebuyers are optimistic about the 
market after Tet 2022. The response for 60.70 percent of those who responded to 
the poll question "Where will you invest your money in the next 6 to 12 months?" is 
“into real estate”. When asked, "How do you think the real estate scenario will be 
after the 2022 Lunar New Year?" According to 69 percent of those polled, the real 
estate market would improve after Tet 2022. 

 

Figure 8: Results of homebuyers have a positive assessment of the market after Tet 2022 
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The leasing market is showing indications of improvement. According to 
batdongsan.com, leasing real estate market interest surged in most categories in the 
first quarter of 2022. The most significant rise was in leasing apartment, which 
increased 19% over the same period the previous year. 

 

Figure 9: Interest in leasing real estate increase in most form in 2nd quarter of 2022 

The above datas shows that Viet Nam real estate market in the 2nd quarter of 2022 
will continue to grow positively. Therefore, the 2nd quarter of 2022 is the right time 
for VIProperty to focus on implementing its brand communication plan and its 
services in Vietnam market.  

3. Media channels 
Divide Vietnamese social network users into 3 generation groups:  

- Generation X (born 1965 - 1979) aka Generation X (Baby Bust)  

- Generation Y (born 1980 - 1994), also known as Generation Y (Millennials)  

- Generation Z (born 1995 - 2012) aka iGen/Gen Z  
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Figure 10: Trends of using social networks of 3 generations in Vietnam 

From the survey analyzing each generation group using Social Networks, going 
into the analysis of each separate generation group Gen Z, Gen Y, and Gen X, we 
see:  

⇒ Facebook is still the name used by all three generations.  

The most used platform to read news:  

In addition, the news is now spread on many different channels and including 
social networks. Facebook is still the place Gen X and Gen Z go to the most to 
update information.  
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Figure 11: The most used platform to read news 
 

⇒ Gen Z and Gen Y still prioritizes e-channels to read news.  

The information shows that it is still impossible to ignore reputable online 
newspapers to promote services to customers with stable incomes like gen Y.  

Free messaging social networking platform:  
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Figure 12: Most used platforms for chatting 

Statistics show that: the three most famous names in connection and 
communication between people are Facebook, Messenger (belonging to 
Facebook), and Zalo. Zalo is the most popular platform with Gen Y and Gen X, 
while Gen Z is Facebook and Messenger.  

4. Competitors 
4.1. Direct competitors 

4.1.1. Rever 
Rever's products include property resale, property handover, payment assistance, 
rental, apartment management, and e-commerce real estate (according to Rever, 
2021). The point of parity between Rever and VIProperty is that they jointly provide 
services for buying, selling, and renting apartment real estate. The point of difference 
is that Rever has developed an e-commerce real estate platform to increase 
interaction between customers and the company. 

4.1.1.1. Products 
Rever's products include property resale, property handover, payment assistance, 
rental, apartment management, and e-commerce real estate (according to Rever, 
2021). The point of parity between Rever and VIProperty is that they jointly provide 
services for buying, selling, and renting apartment real estate. The point of difference 
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is that Rever has developed an e-commerce real estate platform to increase 
interaction between customers and the company. 

4.1.1.2. Price 
Rever's each service price depends heavily on the value of the project and the 
number of apartments that Rever holds. Therefore, Rever has many prices for many 
different projects. 

4.1.1.3. Place 
Rever sells its products through e-commerce platforms, B2B business (agents), and 
B2C business channels.  

• Fanage: https:/www.facebook.com/rever.vn 

 

Figure 13:  Fanpage of Rever 

o Rever's Facebook fan page achieved more than 56,000 likes and more 
than 67,000 followers, with a green tick 

o In terms of interface design, Rever always adheres to a certain color 
tone, creating a connection for the platform and making customers 
remember the color symbolizing the brand. 

o Rever's content is always accompanied by hashtags, including the 
company name and the name of the projects related to the post, to 
increase the searchability of customers about the company. 
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Figure 14: Design from the fanpage of Rever 

• Website: rever.vn 

With the criterion of becoming the first technology company in Southeast Asia in real 
estate, Rever invests in designing a website that integrates the company website and 
the catalog of projects that are open for sale or lease. This function creates 
convenience and creates customer interaction when visiting the company's website. 
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Figure 15: Website of Rever 

• Zalo 

Searching hotline results on the Zalo platform shows that Rever is not active often 
on this social platform.  Zalo platform is using the most for individual sales. 

4.1.1.4. Promotion 
Regarding policies and directions to promote the company's brand, Rever chooses 
to develop in two directions (according to Rever, 2021):  

- Run ads on platforms to attract potential customers  

- Run ads to promote the broker's brand. 

4.1.2. Van Su Loi 
Van Su Loi Real Estate Company is a management consulting company and 
brokerage providing services in the real estate market, including apartments, 
shophouses, Etc. The company has now participated in more than 550 projects and 
has more than ten years of experience (According to vansuloihouse.com, 2022). 

4.1.2.1. Products 
Products that Van Su Loi provides to customers are property resale, property handover, 
payment assistance, rental and interior design. The common point that makes Van Su Loi a 
competitor of VIProperty is that they provide the same main services as buying, selling, 
renting and interior design.  

4.1.2.2. Price 
Like other real estate companies, Van Su Loi also offers customers preferential prices 
depending on the value of the project. Therefore, Van Su Loi has many prices for each project 
segment and many customer segments.  



27 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

4.1.2.3. Place  
Van Su Loi is a company with many subsidiaries pursuing in different industries. Since 
then, the company has also reached customers in many different channels and 
locations. Van Su Loi's channels to reach its customers include websites, electronic 
real estate platforms such as batdongsan.com, Cho Tot, etc. company, B2C business 
model (agents) and B2B model (Source of Collection, 2022)  

• Fanpage: https://www.facebook.com/vansuloihouse/  
- The company's fan page Van Su Loi achieved 715 likes and 787 followers 

 

Figure 16:  Fanpage of Van Su Loi 

4.1.2.4. Promotion 
Van Su Loi's promotional campaigns often focus on media channels that attract many 
foreign visitors such as Bilibili, Wechat, and Douyin. 
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4.2. Indirect competitor: Eco Home SG 
Ecohome Saigon is a service business unit for buying, selling, and renting apartment 
real estate in Eco Green. 

4.2.1. Product 
Ecohome Saigon's product is providing services for buying, selling and renting 
apartments in Eco Green. 

4.2.2. Price 
Regarding the rental and selling price of Ecohome Saigon, nothing is outstanding and 
attractive in the marketing process. Mainly, it is still updating the reference rents in 
residential groups. 

4.2.3. Place 
The main communication channel of this unit is the centralized sale of individual 
activities on electronic real estate platforms such as batdongsan.com, Cho Tot, etc. 
Besides, Ecohome Saigon also focuses on building a group of residents living in Eco 
Green. Creating this group will help the unit gain the population's trust and grasp the 
needs and psychology of customers as quickly as possible. 

 

Figure 17: Eco Green Sai Gon residents group created by Eco Home SG 

5. CHALLENGE 
1. Objective (business) 

Currently in Vietnam's real estate market, real estate companies often focus on 
developing marketing to spread the message and attract customers. However, 
VIProperty still has not had a direct and clear communication campaign for Viet Nam 
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market. To keep up with the market requires business to research, improve and 
constantly innovate in business and communication strategies to gain a foothold in 
the Viet Nam market. This is both a challenge and an opportunity for the business to 
develop further. 

2. Subjective  
This project marks the first time our team affiliate with the enterprise. This is both a 
challenge and an opportunity for our team.  

The real estate sector is highly specialized. As a result, the members must acquire 
background knowledge about the market, clients, product value, Etc to comprehend 
the product and create the most comprehensive strategy.  

Because of the funding for this project was provided by the enterprise to run the plan 
fluently, the team must ensure money spent has results while staying on time. 

6. THEORY 
1. Brand Resonance Pyramid: 

Based on the requirements of the business, brand positioning is an essential part of 
this communication plan. Brand positioning determines a place in the customer's 
mind about a brand relative to competing brands. There are many models used for 
brand positioning, but this communication plan will use Keller's Brand Resonance 
Model. 
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Figure 18: Brand Resonance Pyramid 

The Brand Equity Model of Kevin Lane Keller, a professor of marketing at the Tuck 
School of Dartmouth Business School, is also known as the Customer-Based Brand 
Equity (CBBE) Model (Green Way, 2017)  
Based on the above model, to build a strong brand image in customers' minds, it is 
necessary to perform 4 steps. The four steps of the pyramid represent the four basic 
questions that customers will subconsciously ask about your brand. These four steps 
include 6 basic blocks to lay the foundation upon which you can reach the top of the 
pyramid and develop a successful brand. (According to Green Way, 2017)  
  
o   Step 1: Brand Identity- Who are you?  
The goal in this first step is for the brand to make customers aware of who the brand 
is. In this step, the brand must ensure its prominence, creating or reinforcing the 
brand identity and the customer's association with the brand.  
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In this stage, the brand's image should be densely displayed on media that can reach 
potential customers. This appearance will increase the ability to recall and create 
associations about the brand in customers' minds  
  
o   Step 2: Brand Meaning- What is your brand meaning?  
In this step 2, the task of the brand is to firmly establish the meaning of the brand 
customers' price. This step 2, brands should create activities to increase customer 
experience with the brand. According to Keller's diagram, in step 2, it is necessary to 
meet "performance" and "image."  
"Performance" determines the extent to which your product meets the physical 
needs of your customers. According to the Keller model, "Performance" includes five 
factors:  

1.      Basic Features  
2.      Product Reliability, Durability, Serviceability  
3.      Service efficiency and understanding  
4.      Style and design  
5.      Price  

"Image" is about determining to what extent your brand meets your customers' 
psychological and social needs. Brands can respond to this social and psychological 
need directly through customer experience or indirectly through marketing or word 
of mouth.  
  
o   Step 3: Brand Response  
Step 3 is the customer feedback step about your brand perception. When evaluating 
brands, customers often tend to consider rational assessment and emotional 
evaluation in two directions.  
1. In terms of rational assessment, customers will rely on the customer experience 

with the brand's products; Evaluation of the business behind a brand (customer-
recognized professional competence, reliability, customer's preference for that 
business); Consider using the product (if you don't make customers consider 
using the brand's product, all plans are meaningless); Evaluation of the superiority 
of the brand compared to other brands.  

2. In terms of emotional evaluation, customers will evaluate your brand based on 
the recognition of the community. Besides, customers will also perceive the brand 



32 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

in the way that the brand wants customers to feel. According to Keller's model, 
there are six emotions about branding perception:  

1.      Warmth  
2.      Fun  
3.      Excited  
4.      Security  
5.      Social approvement  

o   Step 4: Brand Resonance  
Step 4 is the brand moving from the customer's step 3 reaction to the brand into 
brand resonance. Brand resonance is at the top of the brand equity pyramid because 
it is on the most complex level and the most desirable. You will gain brand empathy 
when customers feel a deep psychological connection to your brand.  
Brand resonance includes 4 steps:  

1. Loyal buying behavior: customers are engaged but not yet emotional.  
2.  Attitude coherence: Customers love your brand and product, and they 
consider it a particular purchase.  
3.  A sense of community: Customers feel like they belong in a community 
with people associated with the brand, including other customers and 
brand representatives.  
4. Proactive engagement: A customer is someone who actively wants to 
spend time, money, effort, etc., on the purchase and use of a product and 
is extremely happy about it.  

The brand resonance model gives customers the feeling that the customer owns the 
brand. When applying this model, the brand must do it step by step, not skipping any 
steps and not grouping them together.  
 

2. AIDA model 
AIDA is an acronym for attention (Attention or Awareness), interest (Interest), desire 
(Desire), and action (Action). The AIDA model is widely used in marketing and 
advertising to describe the steps or stages that occur from the moment a consumer 
becomes aware of a product or brand before the consumer tries a product or makes 
a purchase. Since many consumers perceive brands through advertising or 
marketing communications, the AIDA model helps explain how advertising or 
marketing communication messages engage and involve consumers in brand choice. 
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The AIDA model proposes that the advertising message needs to complete several 
tasks to move the consumer through a series of continuum steps from brand 
awareness to action (purchase and consumption).  
The AIDA model is one of the longest-serving models used in advertising, developed 
in the late nineteenth century. Since its first appearance in marketing and advertising 
literature, the model has been revised and expanded to account for the advent of 
new advertising communication and media platforms. Several modified alternative 
models are in use. During the past 100 years, the model has undergone 
improvements and expansions, such that today there are many variations in 
circulation. Thus, the simple AIDA model is now one of a class of models, collectively 
known as hierarchical models or hierarchical effects models.  
 
Here are four effective steps to help convince someone about something they don't 
know. First, you have to get their attention. Then show them useful, interesting traits 
to spark interest and excitement. Next is to give them the desire; and finally direct 
them to act according to their purpose.  AIDA is one of the best formulas, being 
applied successfully in many fields such as communication, advertising, and sales.  
o   Awareness  
The first step is to reach out and attract people's attention to the content and field 
you want to convey. How amid so many choices in life do people stop exploring and 
choosing what you have to offer. It is possible to use many different methods such 
as comparison, using impressive words, and repeating many times to arouse the 
interest and curiosity of people around.  
o    Interest  
Attracting people will only have a specific effect without lasting and stable if you do 
not show them something new and attractive in it. Creating enjoyment is one of the 
most important and challenging steps. Research and find out carefully to understand 
the outstanding features of your topics and products, and at the same time 
understand the needs and desires of your target audience to arrange and select 
elements, information, and most suitable messages.  
o   Desire  
By eliciting interest, and hitting the needs of the target audience, you have a part of 
success in your hands. Because most people will want something new to satisfy their 
curiosity, this is the right time to show them how your offering helps them.  
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o   Action  
The above three steps are the premise to help you go to success at this final stage. 
When you have enough interest, interest, and desire, you can take the initiative in 
leading people to follow the actions you desire. They may agree to the topic, offer, 
recommend, or accept to use of the product provided by you. Specify the specific 
action you want people to take to get the most out of it.  
 

 
Figure 19: AIDA Model 

3. 4Ps model 
When it comes to the marketing model for any brand, the 4Ps model is always the 
popular model.  

The 4Ps model is a marketing mix model, a set of marketing tools businesses use to 
achieve marketing focus in the target market. The concept of 4Ps in marketing was 
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first introduced under the term Marketing Mix in an article by Neil Borden in 1964. 
At that time, the term Marketing Mix included quite a few elements such as product, 
marketing plan, distribution, price, brand, packaging, advertising, promotion, and 
personalization). Then, marketing expert E. Jerome McCarthy grouped these factors 
into four essential parts that significantly contributed to the construction & 
development of marketing strategies that we still call the 4Ps of Marketing today. 
(According to Nguyen Do, what is the 4P in marketing? Examples of 4P Marketing and 
Real Case Study, 2020)  

4Ps is a collection of 4 basic but most important P's in the process of implementing 
a marketing plan for a business. There are now more models of 5Ps, 6Ps, 7Ps, etc. No 
matter how many Ps appear, the four most important Ps of a brand are: Product, 
Place, Promotion, and Price.  

o   Products: What will your brand sell?  

The brand should determine what product the brand is selling and whether the 
product meets the customer's needs or not. If the brand has identified the brand's 
product, then it is necessary to communicate the characteristics of the product or 
service that meet the needs of the brand's customers.  

Let customers know the characteristics, uses, designs, quality, and policies 
associated with the product to make a difference and turn it into a reason for 
customers to choose the brand's products. (According to ONESE, Overview of 
effective 4P models for businesses, 2020)  

The better a brand understands its product, the easier it is to price it, where to sell 
it, and how to promote it. (According to Nguyen Do, what is the 4P in marketing? 
Examples of 4P Marketing and Real Case Study, 2020)  

o   Price:   

With the VIProperty products, it can be sold at what price, whether that price is 
suitable for the customer's ability to pay, and whether that price is competitive with 
competitors in the same segment.  

The strategy of making the price of the product reasonable will affect the customer 
experience, make a difference and attract. Besides, it also creates competition with 
competitors who are selling the same product and in the same segment (according 
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to Nguyen Do, what is the 4P in marketing? Example of 4P Marketing and Actual Case 
Study, 2020)  

o   Place:   

Distribution channels are an essential part of a business's go-to-market efforts. The 
type of distribution channel you choose can be direct (selling directly to end-users) 
or indirect (selling through intermediaries, distributors, wholesalers to retailers) or 
specialized (selling online). Through separate specialized channels with other 
products and services). How many distribution channels does your business need? 
What kind of channels can help bring your products and services to consumers most 
effectively and economically? (According to Nguyen Do, what is the 4P in marketing? 
Examples of 4P Marketing and Real Case Study, 2020)  

o   Promotion:  

Marketing is a way of informing target customers about a business and its products. 
This includes all the "weapons" in the marketing arsenal, such as advertising, sales, 
promotions, customer relations, etc.  

Before using the brand's products, customers must be attracted by the attractive 
content created by the brand. To do that, the brand must have an impressive 
marketing strategy so that customers can pay attention to the brand.  

In promotion, the brand must answer the question: Where and when can you convey 
your marketing message to the target market? Will you reach your customers by 
advertising on media? How have competitors used promotional measures? Do those 
measures affect the promotional activity you have chosen? (According to ONESE, 
Overview of effective 4P models for businesses, 2020). 

4. S.M.A.R.T 
Goals are part of every aspect of business/life and provide a sense of direction, 
motivation, a clear focus, and clarify importance. Using S.M.A.R.T helps guide goal 
setting. S.M.A.R.T was developed by George Doran, Arthur Miller and James 
Cunningham in their article published in 1981.  

S.M.A.R.T is represented for Specific, Measurable, Achievable, Time-bond. 
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7. CAMPAIGN PLANNING 
1. Overview 
- Owned business: VIPROPERTY LTD  
- Campaign period: May to July 2022  
- Field of activity: Real estate  
- Company products: 4 in 1 service: One-stop service or retail service including 

Purchasing, Leasing, Furnishing, and Property Management.  
- Location: Ho Chi Minh City for Branding; District 7 and surrounding districts 

for Marketing  
- Campaign funding: VIPROPERTY LTD 

2. Objectives 
In order to establish the objectives for this campaign, we attended many meetings to 
discuss with VIProperty representative - Ms Anna to draw out the objectives that 
VIProperty wants to develop in this campaign.  

The campaign objective is divided into a ratio of 6:4 to meet the demand to improve 
brand awareness and marketing of VIProperty. 

• 60% BRANDING: Improve brand awareness to afirm VIProperty’s position in 
Vietnam real estate market.  

• 40% MARKETING: Focuses on advertising VIProperty’s unique selling point- 
One Stop Service to Eco Green Sai Gon apartment project. 

To identify these two objectives more clearly and precisely, we use SMART 
methodology to analyze the objectives. 

 

  BRAND AWARENESS MARKETING 
 
 
 
 
 
Specific 

Facebook Reachs 4000 likes page 
Increase reach through 
information-sharing 
activities in relevant 
community groups 
10 articles per week 

Reach 150 leads/ 3 
months 
Build 2 community 
groups to reach 
potential customers. 
10 articles per week 
about Eco Green Sai Gon 

Website 3 posts per week  1 post per week 
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Changing photos of 
leadership team for a 
professional look 
Increase website traffic 

Build and reach effective 
SEO key words for easy 
finding about VIProperty 
in Eco Green Sai Gon 

Zalo OA Build authentic Zalo OA 
channel  
Provide full and regular 
business information on 
the hotline number 
2 posts per week 

Build authentic Zalo OA 
channel  
Provide full and regular 
business information on 
the hotline number 
1 post per week 

Email 
marketing 

Reach the target of 10,000 
emails sent in a month, 
60% of the email content 
is allocated for Branding 
purposes  
 

Reaching the target of 
10,000 emails sent in a 
month, 40% of the email 
content is allocated for 
Marketing purposes  

Measurable Facebook business performance analysis, Zetamail 
performance analysis, Google Analytics 

Achievable Core team include Thanh Trà, Băng Khanh, Hải Yến 
Enterprise funding and consultion 
Enterprise assistants 

Relevant Supervisor and representative of enterprise read and 
approve the plan 

Time-bound Phase 1 (May 23- June 26) 
Phase 2 (June 27- July 31) 

Table 2: Campaign Objective Analysis 

3. Target audiences 
3.1. Demographic and behavior 
3.1.1. Group 1: Landlords 

Demographic 
Title Businessman, self-employed, managers 
Income A+ 
Age 30-55 
Location HCMC and Ha Noi 
Characteristics well-educated, modern lifestyle, trendy, 

analytical, investment mindset 
Table 3: Landlord demographic analysis 
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Behavior 
Topic Real estate project and rental apartment 

(forum/group/fanpage, q&a) 
Influencers Experts of real estate 
Digital channels Facebook, Instagram, Youtube, Forum, 

Group.. 
- Put their trust in big brands that are committed and 

guaranteed in quality 
- Listen and trust the advice of experts and those around you 

who have actually experienced the brand and product. 
Table 4: Landlords behavior analysis 

3.1.2. Group 2: Tenants 
Demographic 
Title student, office worker 
Income 5 million + 
Age 19-35 
Location HCMC and Ha Noi 
Characteristics well-educated, modern lifestyle, trendy 

Table 5: Tenants demographic analysis 

Behavior 
Topic Looking for an apartment near a school 

or company (forum/group/fanpage, q&a) 

Influencers Friend & relatives 
Digital channels Facebook, Instagram, Youtube, Forum, 

Group. 
- Search for brokers or landlords who post information directly 

on facebook groups or on the apartment search website 
- Listen and trust the recommendations of friends and 

relatives so that you can find a suitable place to live 
Table 6: Tenants behavior analysis 
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3.2. Target audience and customers insight 

 

Table 7: Target audience and customers insight 

4. Big Idea and Key message 
Big idea is the important guideline of any campaign. Having a good big idea leads to 
a successful campaign and makes customers want to recall, share, and act upon. 

The unique selling point of VIProperty is One stop service. It means VIProperty is 
always present at each touchpoint of real estate circulation. Precisely because of the 
speciality and comprehension of this unique selling point, the assistant image 
immediately popped up. 

- Big idea: An assistants for your apartment 
- Key message: 

o Loyalty 
o Empathy 
o Convenience 
o Professional 
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5. Media planning 
Media planning is one of the important parts of this campaign. In this campaign, we 
use most of popular media tools to reach the campaign’s objectives. Having a 
reasonable media planning may help the campaign success.  

Based on AIDA model, we decided to divide the campaign into 4 phases (Awareness, 
Interest, Desire, Action). But timeline for this thesis is not enough to do 4 phases, the 
campaign period from May to July 2022 corresponds to 2 phases of the AIDA model, 
Awareness, and Interest. 

• Phase 1 (Awareness): Swipe to meet the assistant  
Mainly focusing on building the image of VIProperty on media platforms. Create a 
professional synchronization and provide complete information about the 
company's services as well as meeting the 6:4 goal 

• Phase 2 (Desire): Good cooperation (I) 
Creating excitement and attracting customers with new and attractive content. 
Approach customers with many different perspectives, and many other fields. The 
goal is to become a customer's assistant initially. Conveying the main critical 
messages of branding and integrated marketing close to customers. 

 

Figure 20: Campaign master timeline 
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Master timeline  

• Brand Identity 
In this step 1, ViProperty's plan will focus on rebuilding the brand's identity and 
promoting multi-channel communication activities so that customers can 
remember the company's image.  

o Social image 

Implementing social media guidelines is the first thing that needs to be 
completed at this step. According to the proposed plan, it will change the 
company's interface on social networking platforms. Create templates with 
related designs and mood and tone that always follow a specific rule to create 
links between posts.  

 

Figure 21: VIProperty color and design template 
 

Always following a certain guideline will create a link between publications, 
thereby making customers remember the colors that represent the brand. 

  

https://docs.google.com/spreadsheets/d/1YwNRq5F78BD1yJv1XCsxDKX66rrdgJqQ1LxtwAWCn5s/edit?usp=sharing
https://docs.google.com/spreadsheets/d/1X2NFbL7Rat4DxaSuSV2esCK6EtgQ7pAipwjmHdsLMTw/edit#gid=0
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In addition, investing in images and content on most media "fronts" reinforces 
the "professional" element in the brand's meaning. A series of photos of the 
main staff and management of the company will be taken completely by the 
company's style and with more alignment. An introductory video about the 
business was also suggested. Professional investment in images and content will 
give customers a good experience when using services at VIProperty. 

o Social content 

After reshaping the interface for all to synchronize with each other, it is 
necessary to centralize information to customers about the company's presence 
and services. The channels that focus on promoting the company's introduction 
and its services are email marketing, Zalo, Facebook, and related reup activities 
(Youtube, Tiktok).  

These media channels will focus on posting the services that VIProperty is 
performing. The content will revolve around Product function (30%), selling 
(20%), brand story (20%), and information (30%).  

The special thing is that the main media channels will operate under the name 
and account named VIProperty. There will be no emphasis on implementing 
individual plans. Focusing on promoting the brand on multi-channels will make 
it easier to reach more customers. Meeting the brand on multi-channels will help 
customers remember the colors and characteristics of VIProperty's services and 
content.  

• Media plan 
o Facebook 

• VIPPROPERTY FACEBOOK FANPAGE: divide into 2 pages 
- VIProperty Fanpage: introducing all the products and services that the 

company provides and providing all necessary information about the real 
estate sector in the mid-high-end apartment segment. 

- VIPROPERTY_SOCIAL TIMELINE 

https://docs.google.com/spreadsheets/d/1va8HGKYnFHz2B1riYjLpo24Nl8HUrlmoieKcAeGOAwM/edit#gid=200570224
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Figure 22: VIProperty fanpage social timeline 

- VIProperty Furnishing fanpage: Focuses on introducing and advertising 
about Furnishing service of VIProperty. VIProperty Furnishing service 
specializes in providing a full set of apartment furniture to help customers 
not spend a lot of time choosing the necessary furniture in the apartment. 

 

Figure 23: VIProperty furnishing fanpage social timeline 
 

FACEBOOK GROUPS: Increase the membership of community groups to gain 
market share in critical projects. Directly approach the group of potential 
customers wishing to rent, buy, or sell interior services and promote apartment 
management services. Advertise the company's services and advertise the 
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company to unknown customers—update information from quality building 
management, event information, or ongoing resident activities quickly and with 
quality. Prevent potential crises or problems affecting the company's image and 
reputation.  

FACEBOOK ADS: Advertising on Facebook to increase awareness and 
conversions. Targeting the right target customer group builds awareness and 
interest in your business's services. Encourage people to take a specific action 
and drive sales.  

FACEBOOK SEEDING: PR for the article to make the theme attractive and attract 
customers. Create crowd psychology and increase the amount of interaction on 
the fan page. Sharing helps increase the chances of reaching customers.  

o Website 
An effective website is an important step for small business owners moving toward 
online commerce. During the campaign, it is necessary to optimize the website to 
increase the brand's visibility online, especially in Google searches, and display on 
social networking sites, forums, and related websites. 

- Find keywords, write SEO articles 
- Proposal to edit the website 

- Increase website traffic  

o Zalo 
Zalo has more than 60 million users and is the largest "made-in-Vietnam" social 
network. Zalo has a very high percentage of users aged 30 and over, and 
Vietnamese people use this social network to chat and stay in touch with friends 
and family, besides reading news, making purchases, and more. 

- ZALO OA: Re-up articles from Facebook for variety and easy search on zalo  
- ZALO FEED: Developing the newsfeed section of the hotline  
- ZALO GROUP: Find data and create news for Ecogreen   

Click here to see the plan 

https://docs.google.com/spreadsheets/d/1Z0ayfebC00QFppEsJE593GdzdaGGCn77dOKbmDwyTnk/edit#gid=166889728
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Figure 24: Zalo plan 

o Email marketing 
Email marketing is considered an effective campaign for businesses to reach 
customers. Email marketing is also an effective advertising tool for products, 
services, and promotions to potential customers, not stopping at interacting and 
retaining old customers. Reports indicate that 82% of marketers agree that this is the 
primary strategy to increase lead and conversion rates. 

- Assist in attracting and retaining consumers.  
- Encourage potential customers to take action (count clicks, read 

messages).  
- Increase traffic to the company's website.  
- Easily personalize content for each audience. 

Click here to see the plan 

 

https://docs.google.com/spreadsheets/d/1Z0ayfebC00QFppEsJE593GdzdaGGCn77dOKbmDwyTnk/edit#gid=166889728
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Figure 25: Email marketing plan 

6. Campaign timeline 
 

Week Phase  Work Objective 

1 

RESEARCH & 
ANALYSIS 

  
Client 
Analysis  

Research the business context, analyze 
the problem. Negotiate rights and 
obligations  

2 

Marketing  
Situation  
Research  
& 
Competitors  
Research  

Research the general market. Conduct 
primary and secondary research. Clearly 
define  
competitors and target customer groups  

3 

 
Media 
Planning & 
Content Ideas  

 Plan media for each specific channel.    
Establish common media guidelines. 
Conceptualize, write content, and design 
publications.  
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4 

 

 

Prepare media  
tools &   
Photoshot   
Pre-
production &  
Corporate 
video pre- 
production  

Find out about resources to buy. Compare 
the effectiveness between the tools that 
support facebook seeding, choose the 
most suitable tools.  
Prepare equipment, script, personnel, 
proposal for photoshoot and corporate 
video  

5 
Facebook Ads 
Facebook 
tools  

Focus on running campaigns, 
implementing facebook ads and seeding 
tools  

6 
Increase 
group 
members  

Focus on increasing group members and 
developing content in the community 
group  

7 

 

Photoshot   Take photos of company personnel  

8 
Corporate 
video  

Start recording Corporate video based on 
the prepared plan  

9 

10 

 

Photo retouch  
Image post-production.   
Complete and publish on the website  

11 
Corporate 
video editing  

Video post-production: cropping, editing, 
color grading, etc. Complete corporate 
video and publish on media channels.  12 

13 

EVALUATION 

Measure &  
Feedback  

Measure the statistics and results that the 
campaign brings.  
Self-evaluate and receive feedback from 
the client.  

14 
Lessons 
learned  

Learn from the results and implement 
those experiences in future campaigns.  

Table 8: Campaign timeline 
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7. Pre - production 
7.1. Series podcast “Chuyen nghe” 
7.1.1. Purpose and content 

This podcast series is a series about the real estate industry that VIProperty has 
invested in and produced. The main goal of this series will help viewers better 
understand the real estate industry as well as the existing services of VIProperty: 
Purchasing, Furnishing, Leasing and Property Management. Each episode will focus 
on sharing each service. Besides service definition, series “Chuyen nghe” helps 
customers understand how VIProperty improves its services to bring the best to 
customers.  

7.1.2. Category 
This series belongs to the podcast genre. A podcast, or netcast in general, is a 
collection of digital audio or video files that consumers can download and listen to. 
There is no set duration or frequency for each podcast. Each podcast is usually a few 
minutes to a few hours long. The podcast quality of each channel is also different. 
There are podcasts made with very little recording equipment. At the same time, 
others are recorded and edited in a professional studio for optimal sound for each 
piece. 

The first and most important factor, in addition to picture quality, is video audio. The 
voice from all characters must be of the same quality, clear, and free from noise. 

7.1.3. Episode 1: “Chuyen nghe PM” 
7.1.3.1. Location and set design: Room A3202- Eco Green Sai Gon Apartment 

 

Figure 26: Filming location at Eco Green Sai Gon 
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7.1.3.2. Mood and tone 

 

Figure 27: Mood and tone of series Chuyen nghe- Episode 1 

7.1.3.3. Host requirement 
- People with knowledge of the real estate market  
- Have the ability to host the program, talk and be able to interact in the dialogue  
- Professionally  
- Clear, attractive voice  
- Good looking face  
- Gender: Male  
- Wear a vest  
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7.1.3.4. Equipments 

 

Figure 28: List of equipments 

7.2. Corporate video 
7.2.1. Main purpose 

ViProperty has experienced more than six years of establishment and development 
in the real estate market. To reinforce the image and values of the company, 
corporate video as a means of bringing the most reliable and official information to 
customers. Besides, a well-organized company introduction video will make a good 
impression on customers, increasing trust in the company providing services. 

This company introduction video will be pinned at the top of ViProperty's e-
commerce platforms to introduce and impress customers when coming to 
ViProperty. 

7.2.2. Mood and tone 
Lighting needs to be gentle, not too harsh, to create a feeling of professionalism and 
closeness to customers. 

 

 

 

 

 

 

 



52 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

 

 

 

 

 

Figure 29: Mood and tone of corporate video 
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7.2.3. Human resources 

Order  Members name  Position  

1  Phạm Thị Thanh Trà  Content creator  

2  Đặng Ngọc Băng Khanh  Producer  

3  Nguyễn Ngọc Hải Yến  Director  

Table 9: Corporate video production core team 

Our team has three members who play three critical roles in the production process.  

Pham Thi Thanh Tra, known as the team leader, takes on the role of a content 
creator. She is responsible for the scripts and ideas for the videos. Thanh Tra is also 
the one who searches and chooses the host to ensure compliance with the 
requirements in the plan.  

Dang Ngoc Bang Khanh takes on the role of producer and creator. Her job is to define 
the mood and tone of the video, making sure that the mood and tone align with the 
company's direction. Besides, Bang Khanh also contributed to writing the script and 
visiting the location to meet the needs of the scene. She also created a filming 
schedule for the group. In the production role, Bang Khanh is also the person who 
checks the equipment not to miss any necessary items during the filming process.  

Nguyen Ngoc Hai Yen is in charge of director. She's the one in order of making sure 
the flow of the video sticks to the original plan. Hai Yen is also a contributor to the 
script development process. Besides, she also decides how to set the scene, requests 
to arrange and move the items, and sets lighting to ensure that every scene goes as 
desired.  

In addition, during the filming process, our team also had support from the 
company's staff to carry out supporting tasks. 

8. Campaign risk management 
Awareness of campaign issues (predictable and unpredictable issues) is critical to 
performance and to the image of the brand in the public mind. Therefore, risk 
management planning is essential to help businesses control and deal with risks 
effectively. 
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To assess the level of risk, we rely on the Risk Assessment Matrix for analysis, we list 
the stakeholders that will affect each issue or risk by each group, i.e. Level degree of 
risk/danger = Probability x Impact 

 

Table 10: Risk Matrix Table 

In the Risk Assessment Matrix, two factors determine the hierarchy of problems: 
Likelihood and Severity. Likelihood is the unit that represents the likelihood that an 
issue or threat will occur and become a crisis. Severity describes how the crisis affects 
stakeholders and the business. We've sorted the problems by level from high to low 
with two metrics. 
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Table 11: Risk management table 

9. Estimate budget 

 

Table 12: Estimate budget for VIProperty’s communication plan 

 

8. CRISIS IDENTITY 
Crisis or related problems that are unavoidable during the implementation of the 
communication plan. Because the project involves many different media with 
different ways of working, and because the implementation of new media requires 
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much paperwork, the actual progress of the communication plan is hampered. There 
will be appropriate solutions depending on the severity and scope of the problem 
encountered. From May 25, 2022, to the present, my team has faced the following 
crises: 

No. Occurrence time The problem Status of 
settlement 

1 26/05 - 31/05 Customers' negative feedback Solved 

2 01/06 - 22/06 Zalo OA review process has problems Solved 

3 01/06 Separate the company's hotline Solved 

4 17/06 Change the time of corporate video 
recording 

Solved 

Table 13: Crisis summarize occurred from May 25th 

9.1. Situation 
9.1.1. Customers negative feedback 

Customer complaints are unavoidable in the service industry and in real estate. The 
staff will encounter 1 to a few complicated and angry customers while serving 
hundreds of customers at the same time. When the Leasing service is overloaded, 
Viproperty faces a similar situation. Because of the personnel shortage and change 
mentioned in report 1. In the case of bad customer feedback, the customer is a hot 
Tiktoker who is also a Micro-Influencer with a following of up to 153,000 people, 
which affects more or less the communication plan that the team is implementing.  

On May 26, 2022, a post from the account appeared on the Facebook group channel 
of Eco Green Saigon residents, which had approximately 15.5 thousand members 
and was set up by a rival company, Eco Homes SG. The Personal Facebook page of a 
well-known Tiktoker in the field of food and lifestyle posts a status on this group. The 
article critically reviews the staff's demeanour, dissatisfaction with Viproperty's 
customer service, and slow disbursement. The article piqued the interest of 
members of the residential association and Eco Homes SG sales. Following that, a 
series of comments from fake Facebook accounts expressed their agreement, 
claiming to have experienced a similar situation while using Viproperty's services. At 
the same time, the post's author constantly updates the comment section with the 
most recent case situation.   
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After gathering information from various sources and verifying with the company's 
C-level, the team reached the following conclusion:   

- In this case, the customer is a tenant using Viproperty's Leasing service at Eco 
Green Saigon.   

- During the specific rental period, after three months, guests need to change 
apartments from HR1 to HR2 because it is convenient to transport personal 
business goods. Because of the building lobby and the elevator transport 
goods to the court, HR1 is smaller than HR2.   

- The senior customer support staff of the Leasing team has already assisted 
customers in changing apartments, but they have to cancel the old contract 
and sign a new one. However, based on the terms of the contract, the tenant 
must pay a deposit of 2 months in advance of the new apartment, and the 
deposit of the old apartment after deducting any additional costs will be 
refunded at the scheduled date. The deposit for the old apartment is not 
directly deducted from the new deposit because the owners of the two 
apartments are two different people.  

- This customer support staff has quit during the contract processing and 
handed over to a new employee. Over time, the lack of personnel in the 
Leasing team led to a delay in the disbursement of timely customer payments.  

- After the customer privately reflected with the care staff, the new staff was 
rescheduled to pay the deposit to the customer on another day. However, by 
the second appointment, this employee had not finished processing the 
contract with the landlord and was still late in paying the deposit for the guest 
because she was handling too many tasks.   

- The tenant continued to complain about not receiving the deposit of the old 
contract. The consultant's unprofessional customer care made the customer 
angry and threatened to post feedback about this incident.  

- After many complaints but did not receive support from the Leasing 
department, the customer posted, and the situation as above happened.  

- After 1 hour of posting, the staff returned the deposit to the customer but did 
not notify nor apologise to the customer for the delay.   

- 3 hours after the post appeared, the Leasing manager discovered the incident 
and reported to the crisis team at the headquarters, asking for assistance in 
solving the case.  
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- After being consulted on conciliation solutions with customers, the Leasing 
manager and the other staff did not take any action to follow the advice.  

- My team discovered the incident 8 hours after the post was published, and the 
status of the post became exciting and drew a lot of attention. The team 
discovered it late because the crisis date coincided with the first project report 
date. 

9.1.2. Zalo OA review process has problems 
Zalo OA is one of the new communication channels proposed in our group's 
communication strategy. However, establishing a Zalo OA channel for businesses 
necessitates the submission of relevant documents for verification, which takes time 
to review.  

- Application review time 1: Documents are complete, but Zalo OA requires the 
original of the representative citizen's identity to register the company. 
However, the company's director was not present in Ho Chi Minh City at the 
time, and we had to wait 7 days after the director returned to the head office 
to be able to contact and explain to get additional necessary documents. 

- Application review time 2: Complete the profile and have your Zalo business 
account verified. 

9.1.3. Separates company’s hotline 
The company's general Hotline phone number is managed by a separate 
department, not the Marketing department. The hotline number is also used for 
creating and managing numerous social media accounts. This phone number is also 
the contact phone number for both the old and new customer networks in Vietnam 
and abroad. Viproperty's Zalo feed is registered under this hotline number and in 
addition to updating customers on the most recent information. There are various 
groups to take care of customers, exchange internal company problems from all C-
Levels, and use for multiple purposes. Furthermore, the widespread use of the 
hotline makes it challenging to determine where customers learn about Viproperty. 

9.1.4. Change the time of corporate video 
The company president, who appears important in the corporate video, has an 
unexpected job that requires him to return to the United States on July 7, 2022, rather 
than July 16, as planned. As a result, the Pre-Production phase of the corporate video 
implementation plan must begin one week earlier than anticipated. The production 
team faces additional challenges due to the short preparation time. 
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9.2. Stakeholder Assessment 
 Internal External 

Customer’s negative 
feedback 

- C-level 
- Employees 

- Customer 
- Community 

Zalo OA review process 
has problems 

Owners  

Separate the company's 
hotline 

Owners  

Change the time of 
corporate video 

recording 

Owners  

Table 14: Stakeholder Assessment summarize table 

9.2.1. Customer’s negative feedback 
• Internal stakeholders 

o C- level 

Service managers are crucial in this crisis because they directly impact the operation 
and development of the organization. When a problem develops, most managers are 
on the crisis team to immediately assess the situation. However, the crisis resolution 
team's coordination and implementation of shared decisions are generally poor. 
Other segment managers helped the Leasing manager participate in crisis resolution, 
but the Leasing manager ignored the advice, resulting in crisis prevention and 
internal strife. 

o Employees 

Employees are essential to the firm since they oversee the entire operating process 
from start to finish. Furthermore, their efforts will immediately influence the 
company's internal operations. Both old and new customer support staff 
representatives do not guarantee to operate according to the procedure and do not 
adequately fulfil their tasks, impacting both consumers and the company's 
reputation. Employees must be chastised for failing to alert their supervisors of 
difficulties and instead of engaging in covert activity to remedy them. 

• External stakeholders 
o Customers 

Customers play a critical role in the firm and contribute significantly to its growth. 
According to the customer's request, Viproperty gladly backed the renter in this 
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circumstance. However, unforeseen events occur that impact the business's and 
consumers' natural connection. 

o The community 

It is a factor that has an intangible influence on the growth of a firm. Attitudes in the 
broader community will influence consumers' opinions, and many-objective 
elements can help or hurt enterprises that do not care for the community. In this 
crisis, the Eco Green Saigon community was the spark that ignited a more enormous 
catastrophe. Simultaneously, competitors caused a problem in the community, 
which was exacerbated when the competitors' virtual nicks wrote inaccurate remarks 
to harm Viproperty's image in the eyes of consumers. 

9.2.2. Zalo OA review process has problems 
• Internal stakeholder: Owner 

The documents requested by Zalo OA are linked to the company director's personal 
information. The application processing period is lengthy since it is dependent on the 
firm director's schedule. 
 

9.2.3. Separate the company's hotline 
• Internal stakeholder: Owner 

The offer includes numerous departments and must be authorized by the board of 
directors before it can be implemented. Also, register a new phone number with the 
manager's details. 

9.2.4. Change the time of corporate video 
• Internal stakeholder: Owner 

As the president of Viproperty and the owner of several global corporations, the 
president's role in the corporate introduction video is critical. Unexpected schedule 
changes are disruptive to production, but on the plus side, this is a factor that speeds 
the work timetable. 

9.3. Solution 
 Solution Pros Cons 
 
 

Proposal 1: 
Negotiate,appease 

customers 
 

As a safety precaution It does not 
address the 

underlying issue 
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Customer’s 
negative 
feedback 

Proposal 2: 
Use crisis to get 
public attention 

Creating a 
communication 
impact by which 

many people would 
learn about the 

organization 

The substance of 
the issue remains 

valid, and the 
error is ultimately 

the company's 
problem 

Zalo OA 
review process 
has problems 

Keep requesting to 
create a new Zalo 

OA account 

  

Separate the 
company’s 

hotline 

purchase a new 
phone number, 
and purchase a 

new phone 
managed by our 

team 

Our team could 
manage and solve 

customer’s problems 

 

 
Change the 
timeline of 
corporate 

video 

emphasize be 
placed on 

completing the Pre-
Production strategy 
for both corporate 

video and 
corporate 

photography. 

  

Table 15: Summarize solutions for the crises 

9.4. Results 
9.4.1. Customer’s negative feedback 
- The situation was settled peacefully through negotiation between the 

Manager Leasing team and the client. However, the customer refused to meet 
and could only be reached by text message. 

- The status is removed off the site, and the customer continues to utilise the 
rental service. 

- There was a discussion concerning employee discipline, and the manager of 
the -Leasing team was there. 

- The crisis management team was tasked with rebuilding the crisis 
management procedure. 
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9.4.2. Zalo OA review process has problems 
The second review application has been entirely completed and approved: Since June 
22, 2022, Viproperty's official Zalo OA has been officially operating and credited with 
a yellow stick. 

9.4.3. Separate the company’s hotline 
The number of clients contacted using the new phone has been counted and 
accurately documented. The last hotline number has been changed in publications 
and articles related to the group's communication strategy. 

9.4.4. Change the timeline of corporate video 
Complete the Pre-production phase using the cost estimation tables. All plans are 
being evaluated, and a shooting date has been determined. 

10. EXECUTION PLAN (AFTER CRISIS) 
10.1. Social media content 

After experiencing the crisis of the implementation of the plan in phase 1, we have 
made timely changes to adapt and are still in line with the campaign's plan. 
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Media channels as originally 
planned 

 
Media channels have changed 

Viproperty Fanpage Viproperty Fanpage 

Fanpage Viproperty Furnishing Fanpage Viproperty Furnishing 

Facebook group residents of Eco 
Green Saigon 

Facebook group residents of Eco Green 
Saigon 

Website Website 

Zalo feed Tiktok 

Zalo group residents of Eco Green 
Saigon 

Zalo group residents of Eco Green Saigon 

Zalo OA Consolidate information and 
post information in phase 2 

Email marketing Reel section on Facebook and Standee 
Table 16: Media channels changed plan 

10.1.1. VIProperty fanpage (60%) 
The total number of Facebook users in Vietnam is nearly 76 million people, 
accounting for more than 70% of the country's population. An increase of 31 million 
users compared to 2019 and still ranked No. 1 in the list of popular social networks 
in Vietnam. 

Consequently, Facebook is an effective channel to access target customers. In this 
campaign, we decided to use Facebook is the main channel, account for 60%. This 
channel mainly uses for “finding customers”. 

• VIProperty fanpage 

Pillars Product 
function 

Brand story Information Selling 

Ratio 30% 20% 30% 20% 
Objective Products 

features, 
outstanding 
advantages 

Brand history, 
brand 
orentation and 
brand portfolio 

Notable 
events of the 
week related 

Introducing 
projects that 
VIProperty is 
selling 
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when compares 
to competitors 

to the 
project 

Suggested 
content 

- Introduce the 
unique selling 
point of 
VIProperty 
- Define each 
service 
- Introduce each 
service 
 

Highlight 4 keys 
message: 
Loyalty, 
Empathy, 
Convenience, 
Professional 
 

Updating 
leasing price 
from 
potential 
projects, 
Weekly 
highlight, 
how to use 
VIProperty 
services 
reasonable 
 

Introduces 
amenities of 
the projects 
that 
VIProperty 
mainly sell, 
Updating the 
promotion of 
any projects 
or service (if 
have) 

Format Video/static 
image 

Static image Gif/ Static 
image 

Static image 

Table 17: Content pillar of VIProperty fanpage 

• VIProperty Furnishing fanpage 

Pillars Product 
function 

Information Selling 

Ratio 30% 30% 4S0% 
Objective Products 

features, 
outstanding 
advantages 
when compares 
to competitors 

Notable 
events of the 
week related 
to the 
project 

Introducing 
furnishing 
combos that 
VIProperty is 
selling 

Suggested 
content 

Introduce 
Furnishing 
service, 
introduce how 
many combos 
does VIProperty 
Furnishing has 
 

Updating 
VIProperty’s 
furnishing 
products 
and price 
 

Updating the 
promotion for 
each combo 
(if have),  the 
ability to 
quickly 
complete 

Format Video/static 
image 

Gif/ Static 
image 

Video/ Static 
image 

Table 18: Content pillar for VIProperty Furnishing fanpage 
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• Facebook residents group of Eco Green Saigon 
- Focuses on updating the newest information from Xuân Mai corp. 

investor.  
- Creating topic to disscuss 

10.1.2. VIProperty website (15%) 
Website is a channel that could be use globally. This channel is necessary for which 
company has main abroad customers like VIProperty. However, the target customers 
of this campaign concentrate in Vietnames and foreigners live in Vietnam (Vietnam 
real estate market).  The website channel accounts for 15% because of we have to 
maintain the resources of enterprise and this channel is mainly use for “customers 
finding VIProperty”. 

Because of the website is legacy channel so we keep updating posts from Facebook 
(4 posts/week) and content is the same with Facebook 

10.1.3. Tiktok (15%) 
VIProperty’s tiktok channels focuses on tenant group. In this channel, we update 
furnishing process, amenities of projects that VIProperty sells. We use trending music 
and effects to make the video becomes viral. 

10.1.4. Zalo OA (10%) 
Zalo OA is a new feature of Zalo. This is the first time that VIProperty uses this feature, 
so Zalo OA channel accounted for 10% because it is a testing channel. Contents will 
repost from Facebook with the same timeline. 

10.1.5. Facebook reels 
Reposts the video from Tiktok channel 

10.2. Digital identity 
As mentioned above, changing the identity on social network of VIProperty is 
important. The crises above do not affet to this changing identity plan.  
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Figure 30: Draft of color scheme and template for VIProperty’s social posts 

  



67 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

10.3. Production  
Product Purpose Quantity 
Series “Chuyen nghe” Helps viewers better 

understand the real 
estate industry as well 
as the existing services 
of VIProperty: 
Purchasing, Furnishing, 
Leasing and Property 
Management. 

2 Episodes 

Personnel photoshoot Enhance the 
professional value of 
VIProperty’s staffs 

70 pics 

Corporate video Introduce VIProperty’s 
background and 
impress customers 

1 vid 

Table 19: Summarize production plan 

11. EXECUTION REPORT 
11.1. Social media brand guideline 

The fanpage needs a perfect social media guideline to create a professional fanpage 
interface in terms of design. In this project, our team has completed a social media 
guideline, including the design template, footer, and color scheme. Creating such 
social media guidelines will help the designs for posts on the fanpage to be 
synchronized, making a recall point for audiences. 
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11.1.1. Social media design template 

 

Figure 31: Design template 

11.1.2. Footer 
Footer designed to be placed in all social posts to help customers get contact 
information with ViProperty when viewing the fanpage. Besides, the footer also 
creates a specific synchronization in all posts. 

 
Figure 32: Main footer 
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Based on the main footer, in the design process, it is possible to reduce some details 
of the footer for a more harmonious design. Although some elements can be 
reduced, some critical information needs to keep, including the logo, website, and 
hotline. 

 

 
Figure 33: Some of acceptable footers 

11.1.3. Color scheme 

 

Figure 34: Color scheme of social media guideline 

White is the primary color accounting for 80%, green (#098500) accounts for 15%, 
and the remaining 5% are complementary colors. On the other hand, in the design, 

 

 

 



70 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

some gradient color formulas are explicitly created as a reminder in ViProperty's 
design. 

 
Figure 35: VIProperty's gradient template 

11.1.4. Design size 
The main sizes are using in the designs are 900*900 and 1300*900. 900*900 is a 
square widely used and easily accessible to viewers due to its compact size. In 
addition, recently, Facebook has changed the format frame from square to rectangle, 
specifically 1300 * 900. 
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Figure 36: Example of a design in the size of 1300*900 

Click here to see full design folder 

11.2. Social media results (from 25/5-31/7/2022) 
11.2.1. VIProperty fanpage Facebook 
- Facebook link:  VIProperty 
- Facebook KPI: 

Name KPI Actual 
achievement 

Status 

VIProperty 
Fanpage overal 

likes page 

4000 likes page 4067 likes page Completeted 

Eco Green Sai Gon 
residents’ group 

16,000 members 20,900 members Completed 

Social posts 80 posts 64 posts Incompleted 
Table 20: VIProperty Facebook KPI 

- Channel overview result 

https://drive.google.com/drive/folders/1vlFB8ubB332j1ckLq57EstoKQNDyH84f?usp=sharing
https://www.facebook.com/VIPropertyJSC
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Figure 37: VIProperty facebook performance analysis (from Facebook Business Suites) 

According to the chart above, VIProperty Facebook Fanpage has an outstanding 
result compared to the time before the campaign. 

 Before campaign After campaign Comparision 
Facebook page 

reach 
2,065 11,690 580,4% 

Facebook page visit 680 3,590 527,6% 
Facebook page new 

likes 
610 3,510 25,0k% 

Table 21: Before and after campaign data of VIProperty Facebook 
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Figure 38: List of some contents on VIProperty Fanpage 

11.2.2. VIProperty Furnishing fanpage 
- Facebook link: https://www.facebook.com/vipropertyfurnishing 
- Facebook KPI:  

Name KPI Actual achievement Status 
VIProperty Furnishing 
fanpage 

1,000 1,065 completed 

Table 22: VIProperty Furnishing fanpage KPI 

 

 

- Channel overview result 

https://www.facebook.com/vipropertyfurnishing
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Figure 39: VIProperty Furnishing facebook performance analysis (from Facebook Business Suites) 
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 Before campaign After campaign Comparision 
Facebook page 

reach 
233 3,726 1,6k% 

Facebook page visit 9 1,049 11,6K% 
Facebook page new 

likes 
200 936 46,7% 

Table 23: Before and after campaign data of VIProperty Furnishing Facebook 

11.2.3. Tiktok 
The account VIPROPERTY_Apartments created on June 21st, 2022. This channel using trendy 
contents and effects to advetise apartments of VIProperty and furnishing process. VIProperty 
tiktok account focuses on tenants. 

 

Figure 40: Tiktok performance analysis 

 

After 2 months creating Tiktok account, VIProperty_ APARTMENTS earns  

- 117 followers 
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- 20,8 viewes 
- 734 likes 
- 36 shares 

Besides that, there was a viral clip about Furnishing process. The average views is 
about 2000- over 3000 views each posts.  

 

Figure 41: Some posts on VIProperty’s tiktok channel 

11.3. Production 
11.3.1. Series “Chuyen nghe” – Episode 1: Property Management 
a. Main purpose 

The first episode of the series “Chuyen nghe” talks about definition and how 
meaningful of Property management service. Through this episode, VIProperty 
hopes to bring the most correct definition about Property management service to 
Vietnam real estate market; part of educating customers about the necessity and 
civility of this service. 

b. Category  
This series belongs to the podcast genre. A podcast, or netcast in general, is a 
collection of digital audio or video files that consumers can download and listen to. 
There is no set duration or frequency for each podcast. Each podcast is usually a few 
minutes to a few hours long. The podcast quality of each channel is also different. 
There are podcasts made with very little recording equipment. At the same time, 
others are recorded and edited in a professional studio for optimal sound for each 
piece. The first and most important factor, in addition to picture quality, is video 
audio. The voice from all characters must be of the same quality, clear, and free from 
noise. 
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c. Script 
Click here to see full the script 

https://docs.google.com/spreadsheets/d/1I84CUuB5aRKYu4sPKBQsFUfJx5aFt_IeP0HPeCfvUug/edit?usp=sharing
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Figure 42: Scipt of Series “Chuyen nghe”- episode 1 

d. Callsheet 

CALL SHEET  
Podcast “Chuyện nghề”- Episode 1 : Property Management  
Time: Friday -May 27th, 2022 - from 9AM to 5hPM 
Location: Room A3202 , Eco Green Sài Gòn Apartment (39B Nguyen Van Linh 
street, Tan Thuan Tay Ward, District 7)  

No. Role Name Contact Note 

1 Cam-op 1 Mr. Tân Tăng 
  

2 Cam-op 2 & Gaffer Mr. 
Minh Quân 

  

3 Cam-op3 Ms. Hải Yến 
  

4 Director Ms. 
Băng Khanh 

  

5 Assistant Director Thanh Trà 
  

6 Assistants Mr. Bell 
Ms. Kim Minh 

  

SCHEDULE (BREAKFAST BEFORE COMING) 

Time Work Detail/Scene 
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8AM-8h30AM Production team presents at the 
location 

Equipment team 
+lighting+props+assistant 

8h30AM- 
9hAM 

Equipments and props set up 
 

9h15AM ON TIME 

9h15AM 
-10h45AM 

Introducing part 

10h45AM 
-1PM 

First 4 questions 

1PM- 
2PM 

Lunch time 

2PM-2h45PM Question 5&6 part 

2h45PM- 4h45PM Q&A part 

4h45PM5PM Team checks the source 
before cleaning up the equipment 

Table 24: Series “Chuyen nghe”- Episode 1 Callsheet 

e. Proposal 
Click here to see full proposal 

https://docs.google.com/presentation/d/1FI5Q2H3bFkXH_axPbuR_-_BLQ5adVSasGKFZ35PBPLc/edit#slide=id.g1421f0583e5_0_202


81 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

f. Performance 
Video performance: https://www.facebook.com/watch/?v=533613418424213 

 

Figure 43: Thumnail of Series “Chuyen Nghe”- Episode 1: Property management 

Effective evaluation from communication channel (Facebook) 

 

Figure 44: Series “Chuyen nghe”- Episode 1 facebook performance analysis 

Launched day: June 5th, 2022 

Numbers of reach: 1.088 reaches 

Numbers of interactions: 243 

https://www.facebook.com/watch/?v=533613418424213
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Numbers of comments: 51 comments 

11.3.2. Series “Chuyen nghe”- Episode 2: Furnishing 
a. Main purpose 

In this second episode, series “Chuyen nghe” talks about the Furnishing service of 
VIProperty. VIProperty Furnishing is a part of the One Stop Service unique selling 
point. VIProperty Furnishing specializes in providing a full set of apartment furniture 
to help customers saving time. On the other hands, in this episode, leader of 
Furnishing team will share some experiences in the process of interior construction 
for customers. 

 
Figure 45: Facebook audience comments about the series video 
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b. Category 
This series belongs to the podcast genre. A podcast, or netcast in general, is a 
collection of digital audio or video files that consumers can download and listen to. 
There is no set duration or frequency for each podcast. Each podcast is usually a few 
minutes to a few hours long. The podcast quality of each channel is also different. 
There are podcasts made with very little recording equipment. At the same time, 
others are recorded and edited in a professional studio for optimal sound for each 
piece. 

The first and most important factor, in addition to picture quality, is video audio. The 
voice from all characters must be of the same quality, clear, and free from noise. 

c. Script 
Click here to see full the script 

 

 

Figure 46: Script of Series “Chuyen nghe”- Episode 2: Furnishing service 

https://docs.google.com/spreadsheets/d/1I84CUuB5aRKYu4sPKBQsFUfJx5aFt_IeP0HPeCfvUug/edit#gid=1758655275
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d. Callsheet 

CALL SHEET  
Podcast “Chuyện nghề”- Episode 2: Furnishing  
Time: Thursday- June 30th , 2022 - from 9AM to 5hPM 
Location: Room A3202 , Eco Green Sài Gòn Apartment (39B Nguyen Van Linh 
street, Tan Thuan Tay Ward, District 7)  

No. Role Name Contact Note 

1 Cam-op 1 Mr. Tân Tăng 
  

2 Cam-op 2 & Gaffer Mr. 
Minh Quân 

  

3 Cam-op3 Ms. Hải Yến 
  

4 Director Ms. 
Băng Khanh 

  

5 Assistant Director Ms. 
Thanh Trà 

  

6 Assistants Mr. Bell 
Ms. Kim Minh 

  

SCHEDULE (BREAKFAST BEFORE COMING) 

Time Work Detail/Scene 

8AM-8h30AM Production team presents at the location Equipment team 
+lighting+props+assistant 

8h30AM- 
9hAM 

Equipments and props set up 
 

9h15AM ON TIME 

9h15AM 
-10h45AM 

Introducing part 

10h45AM 
-1PM 

First 4 questions 

1PM- Lunch time 
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2PM 

2PM 
-2h45PM 

Question 5&6 part 

2h45PM 
-4h45PM 

Q&A part 

4h45PM 
-5PM 

Team checks the source 
before cleaning up the equipment 

Table 25: Series “Chuyen nghe”- Episode 2 Callsheet 

e. Performance 
11.3.3. Personnel photoshooting 
a. Main purpose 

To increase the quality of the personnel photos, VIProperty wants to invest in re-
implementing photos for employees to enhance the value of the company, 
VIProperty believes that the image of personnel is the first thing to approach 
customers. The beginning of July 2022 is the right time to implement this plan 
because the epidemic has subsided, and the company has also operated more stably 
after the break. 

b. Detail callsheet 
VIProperty Ho Chi Minh branches are in Vinhomes Central Park and Eco Green Sai 
Gon. Precisely for that reason, the photoshooting day took place in 2 days, one day 
for the teams at Vinhome Central Park and one day for the team at Eco Green Sai 
Gon. 
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Table 26: Personnel photoshooting detail callsheet 
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c. Proposal 
Click this link to see full proposal 

d. Performance 
 

 

Figure 47: Portrait of Ms Trang Le- CEO của VIProperty 

https://drive.google.com/drive/folders/1pnET4UpZM8dRj-0wQpj2OPeUBpzwbXjX?usp=sharing
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Figure 48:Portrait of Ms Anna- R&D Manager of VIProperty 
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Figure 49:Leader team of VIProperty 

 

Figure 50:Accountant team of VIProperty 
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Click this link to see full personnel photos performance 

e. Applicability 
Besides the plan to change leaders’ photo on VIProperty’s website, personnel 
photoshoot also used for internal honors and internal monthly news. These 
professional photos could increase the professionalism for the face of the company. 

 

Figure 51:Mid-year summary bulletin using new portrait photo of VIProperty’s founder 

https://drive.google.com/drive/folders/1pnET4UpZM8dRj-0wQpj2OPeUBpzwbXjX?usp=sharing
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Figure 52:Purchasing sale staff honor banner using his new portrait photo 

 

Figure 53:Chinese sale team honor banner using new portrait photo 
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11.3.4. Corporate video 
a. Main purpose 

ViProperty has experienced more than six years of establishment and development 
in the real estate market. To reinforce the image and values of the company, 
corporate video as a means of bringing the most reliable and official information to 
customers. Besides, a well-organized company introduction video will make a good 
impression on customers, increasing trust in the company providing services. 

This company introduction video will be pinned at the top of ViProperty's e-
commerce platforms to introduce and impress customers when coming to 
ViProperty. 

b. Script 
The video is a story of a VIProperty’s telesale staff. He talked about a day at work 
(VIProperty) and showed viewers the way his company becomes an assistant for 
customers' apartments. 



93 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

 

Figure 54:First fourth scenes from corporate video’s script 

Click here to see full the script 

 

https://docs.google.com/document/d/1MwxDragl9d30-ph21PwDSsqp_Z9DmEYE/edit
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c. Callsheet 
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Figure 55:First on set day’s callsheet 

Click here to see full detail callsheet 

d. Human resources 

No. Name Role 

1 Phạm Thị Thanh Trà Script writer, Assistant Director, Account 

2 Nguyễn Ngọc Hải Yến Director, DOP, Editor 

3 Đặng Ngọc Băng Khanh Producer, Creative Director, Accountant 

4 ViProperty’s team Assistant 
Table 27:Human resources of the corporate video production process 

https://docs.google.com/spreadsheets/d/1Z81tnNFqCOk4aWBZl3Bo5RDMnGK6jmosdV8yy2DC57c/edit#gid=1295023812
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e. Performance 

Click this link to see the video 

11.3.5. Furnishing standee 
a. Main purpose 

Creating standee to put at the lobby of HR3 tower (Eco Green Sai Gon) to advertise 
the 15% discountion of VIPoperty Furnishing service 

 

  

  

Figure 56: Some scenes from the video 

https://drive.google.com/drive/u/0/folders/1gxx1OhMVm3WcgHGtq-yBeybekR4LfeJa
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b. Performance 

 

Figure 57: The standee for Furnishing service team to put at the Eco Green SG HR3's lobby 
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12. ACTUAL EXPENSE REPORT 
12.1. Actual expense for social media 

 

Table 28: Actual expense for social media (1) 

12.2. Actual expense for photoshooting 
When we propose the idea to take personnel photos, VIProperty decided to do it by 
Marketing team. The enterprise decided to buy new backgrounds and rent other 
equipments for the shooting day. 

The total expense for the personnel shooting plan is: 6,486,000 VNĐ 
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Figure 58: Bills list for photoshooting 

12.3. Actual expense for corporate video 
The total expense that VIProperty use for the corporate video is: 9,646,000 VNĐ, 
including renting equipments, shipping, cathering, video sources. 
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Figure 59: Bills list for corporate video (1) 
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Figure 60:Bils list of corporate video (2) 
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Table 29: Total actual expense for production 

 

12.4. Total actual expense 

 

Table 30: Total actual expense for the project 

13. RECOMMENDATION FOR NEXT STEP 
After 2 months running a communication campaign for VIProperty, our team has 
brought 100 leads for 4 main services. Realizing the effectiveness and productivity of 
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our team, VIProperty has offered us full-time staff positions to continue building 
creative campaigns around the “An assistant for your apartmen” big idea. 

Throughout the graduation thesis, our team has learned about creating a media 
campaign and finding leads in real estate. We will carry on this valuable knowledge 
and explore it more. 

Our team would like to continue this plan for phase 3 and 4 as a grateful present to 
VIProperty for supporting us in this graduation thesis. 

  



104 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

REFERENCES 
Ha, T., 2022. Thu hút đầu tư nước ngoài năm 2022: “Kỳ vọng khởi sắc”. [online] 
General Statistics Office of Vietnam. Available at: <https://www.gso.gov.vn/du-lieu-
va-so-lieu-thong-ke/2022/04/thu-hut-dau-tunuoc-ngoai-nam-2022-ky-vong-khoi-sac- 

2/#:~:text=Trong%20n%C4%83m%202021%2C%20m%E1%BA%B7c%20d%C3%B9,tr
%C6%B0%E1 
%BB%9Dng%20%C4%91%E1%BA%A7u%20t%C6%B0%20Vi%E1%BB%87t%20Nam> 
[Accessed 1  

June 2022].  

Greenway Creative. 2022. Định vị thương hiệu: Mô hình Brand Equity của Keller trong 
Xây dựng Thương hiệu mạnh - Greenway Creative. [online] Available at: 
<http://greenwaycreative.vn/dinh-vi-thuong-hieumo-hinh-brand-equity-cua-keller-
trong-xay-dung-thuong-hieu-manh.html> [Accessed 1 June 2022].  

Atpcare. 2022. Thống kê người dùng Zalo. [online] Available at: 
<https://atpcare.vn/thong-ke-nguoi-dungzalo/> [Accessed 1 June 2022].  

Unica.vn. 2022. AIDA là gì? Ứng dụng của mô hình AIDA vào Marketing online. [online] 
Available at: <https://unica.vn/blog/aida-la-gi-2020> [Accessed 1 June 2022].  

Corporate  Finance  Institute.  2022.  AIDA  Model.  [online] 
 Available  at:  

<https://corporatefinanceinstitute.com/resources/knowledge/other/aida-model-
marketing/> [Accessed 1 June 2022] GTV SEO. 2022. 4P Marketing là gì? 6 Bước đổi 
mới chiến lược 4P Marketing. [online] Available at:  

<https://gtvseo.com/marketing/4p- 

marketing/#:~:text=4P%20Trong%20marketing%20l%C3%A0%20m%C3%B4,h%E1%
BB%97n%20h% E1%BB%A3p%20ho%E1%BA%B7c%20Marketing%20Mix.> 
[Accessed 1 June 2022].  

Inbound Marketing Agency. 2022. Tổng quan về mô hình 4P hiệu quả cho doanh 
nghiệp - Inbound Marketing Agency. [online] Available at: 
<https://inboundmarketing.vn/tong-quan-ve-mo-hinh-4p-hieuqua-cho-doanh-
nghiep/> [Accessed 1 June 2022].  



105 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

Advertising Vietnam. 2022. Top 8 Mạng xã hội nhiều người dùng nhất tại Việt Nam 
(2022). [online] Available at: <https://advertisingvietnam.com/top-8-mang-xa-hoi-
nhieu-nguoi-dung-nhat-tai-viet-nam2022-p19014> [Accessed 1 June 2022]. 
Reporta2z. 2022. Thống Kê Người Dùng Mạng Xã Hội Ở Việt Nam Năm 2021. [online] 
Available at: <https://reporta2z.com/thong-ke-nguoi-dung-mang-xa-hoi-o-viet-
nam/> [Accessed 1 June 2022].   

HR1TECH - The No1 AI Recruiting Platform for IT. 2022. CẬP NHẬT SỐ LIỆU MỚI NHẤT 
2021 VỀ  

NGƯỜI  DÙNG  MẠNG  XÃ  HỘI  TẠI  VIỆT  NAM.  [online] 
 Available  at:  

<https://www.hr1tech.com/vi/news/cap-nhat-so-lieu-moi-nhat-2021-ve-nguoi-dung-
mang-xa-hoi-tai-vietnam- 

158.html#:~:text=Theo%20s%E1%BB%91%20li%E1%BB%87u%20th%E1%BB%91ng
%20k%C3%AA 

,ph%E1%BB%95%20bi%E1%BA%BFn%20t%E1%BA%A1i%20Vi%E1%BB%87t%20Na
m.>  

[Accessed 1 June 2022].  

Taylor & Francis. 2022. Moving from a Web Presence to e‐Commerce: The Importance 
of a Business— 

Web  Strategy  for  Small‐Business  Owners.  [online]  Available 
 at:  

<https://www.tandfonline.com/doi/abs/10.1080/10196780701635864> [Accessed 1 
June 2022].  

Sultan, F., Urban, G., Shankar, V. and Bart, I., 2022. Determinants and Role of Trust in 
E-Business: A Large Scale Empirical Study. [online] Dspace.mit.edu. Available at:  

<https://dspace.mit.edu/handle/1721.1/1826> [Accessed 1 June 2022].  

Laodong.vn. 2022. Vai trò của website đối với doanh nghiệp là như thế nào?. [online] 
Available at: <https://laodong.vn/kinh-te/vai-tro-cua-website-doi-voi-doanh-nghiep-
la-nhu-the-nao-910942.ldo> [Accessed 1 June 2022].  



106 | C o m m u n i c a t i o n  c a m p a i g n  f o r  V I P r o p e r t y  

 

Digistar.vn. 2022. Vai trò của SEO Website đối với các Doanh Nghiệp? - DIGISTAR. 
[online] Available at: <https://www.digistar.vn/vai-tro-cua-seo-website-doi-voi-cac-
doanh-nghiep/> [Accessed 1 June 2022].  

Brandsvietnam.com. 2022. Email marketing là gì? cách xây dựng email marketing 
hiệu quả 2020. [online] Available at: 
<https://www.brandsvietnam.com/congdong/topic/26704-Email-marketing-la-gi-
cach-xaydung-email-marketing-hieu-qua-2020> [Accessed 1 June 2022].  

Bộ phận chiến lược batdongsan.com.vn. 2022. Tổng quan thị trường bất động sản 
Việt Nam Q1/2022. Phát triển bền vững trong bối cảnh mới [Accessed 1st quarter of 
2022]  

Business Development team.2022. Chung cư TPHCM- 25032022. [Accessed 1st 
quarter of 2022] 


