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We started this graduation thesis with many obstacles. There were many plans
canceled and and a lot of rejections. Our team come to VIProperty as a predestined.

First of all, we would like to express our gratitude to BOD (Board of Director) of
VIProperty for giving us a chance to do this project. Especially, we would give our
thanks to miss Anna, R&D Manager as known as our leader in this project for her
supporting. She always cares for us and helps us ensure the plan meet the deadlines.
Besides that, thanks every staff of VIProperty in Ho Chi Minh City also supported us
in each activity.

We are so thankful for our supervisor, Mr. Huynh Pham Ngoc Lam and Ms Nguyen
Quoc Thuy Phuong for always supporting us during this thesis. They acknowledge
about real estate market and gives us many valuable advice through each stage of
the thesis.

Last but not least, thanks our family and friends for always supporting us to complete
this project in the best way.

The one who is writing this line want to send many thanks to Our Best team
members. Thank you for always believe in each other’s capability. Thanks to all of our
efforts completing this project.



4|Commun\'cat\on campaign for VIProperty

LIST OF TABLES

Table 1: CAPSLONE PrOJECT ....cviiieicieicicicieiti ettt 11
Table 2: Campaign ObjJective ANAIYSIS ... e 38
Table 3: Landlord demographic @nalySiS ...ttt 38
Table 4: Landlords behavior @NalYSIS ...ttt 39
Table 5: Tenants demographic @analySiS.........ccoveiinrciin e 39
Table 6: Tenants behavior @NalYSIS ...t 39
Table 7: Target audience and cuStOMErs INSIZNT........oeiiriiiinr e 40
Table 8: Campaign tIMEIINE .....cooi e 48
Table 9: Corporate video production COre tEaAM ... ...oieiirreeereeee et 53
Table 10: RiSK MatrixX TabIe ..o 54
Table 11: Risk management table ... ... 55
Table 12: Estimate budget for VIProperty’'s communication plan........cccovvvnnnnnninsceenes 55
Table 13: Crisis summarize occurred from May 25th ........cceeiiiiiiirree 56
Table 14: Stakeholder Assessment SUMMArize table ... 59
Table 15: Summarize SolUtions fOr the CriSES.......oviriiciceccc e 61
Table 16: Media channels changed plan..........c e 63
Table 17: Content pillar of VIProperty fanpage ..ot 64
Table 18: Content pillar for VIProperty Furnishing fanpage.........cccccoeevennnnnnnnnnsseeeenes 64
Table 19: Summarize Production Plan ... e 67
Table 20: VIProperty FACebOOK KPl ...t 71
Table 21: Before and after campaign data of VIProperty FacebooK.........c.ccccceovreeninnccnnnnnn 72
Table 22: VIProperty Furnishing fanpage KPl ... 73
Table 23: Before and after campaign data of VIProperty Furnishing Facebook....................... 75
Table 24: Series “Chuyen nghe”- Episode 1 Callsheet ... 80
Table 25: Series “Chuyen nghe”- Episode 2 Callsheet ... 85
Table 26: Personnel photoshooting detail callsheet...........ccoeiveiinineinnee e 86
Table 27:Human resources of the corporate video production process .........cccceoeeevreenerennnn 95
Table 28: Actual expense for social Media (1) ..o 98
Table 29: Total actual expense for ProdUCtioN..........cciiirieiirnieee e 102

Table 30: Total actual expense for the Project........ e 102



5|Comm

unication campaign for VIProperty

LIST OF FIGURES

Figure 1: Batdongsan.com second quarter of 2022 rePort ......ccceeeeeeeerenenenerenessesssseeenenes 15
Figure 2: Price reference chart of apartments in DiStrict 7 ..o 16
Figure 3: ECO Green Sai GON'S BYIM FOOM....c.ciiiiiriiirieiere ettt 16
Figure 4: Eco Green Sai GON's SWIiMMING POO| .....cucuiiiiiiiiiiiieceeer e 17
Figure 5: ECO Green Sai GON'S PlayBroUNG ...ttt 17
Figure 6: Eco Green Sai GOn ComMmMUNITY ROOM.......ccoiiriiiniiinicicinceeeceee e 18
Figure 7: Eco Green Sai GON OUtSide @amMENITIES .......cvviviriririricieieicieeciceec e 18
Figure 8: Results of homebuyers have a positive assessment of the market after Tet 2022 19
Figure 9: Interest in leasing real estate increase in most form in 2nd quarter of 2022.......... 20
Figure 10: Trends of using social networks of 3 generations in Vietnam........c.ccocovvvvrrennes 21
Figure 11: The most used platform to read NEWS.........coviiieieicicicieiccccceeees e 22
Figure 12: Most used platforms for Chatting ..o 23
Figure 13: FANPAgEe Of REVE ...ttt 24
Figure 14: Design from the fanpage Of REVET ... 25
FIgUre 15: WEDSITE Of REVEI ...t 26
Figure 16: Fanpage Of Van SU LOi ...c.ccciiiiiiirrre ettt 27
Figure 17: Eco Green Sai Gon residents group created by ECO Home SG......ccocoeenivncccninee 28
Figure 18: Brand ReSoNaNCe PYramid ..ot 30
FIgUre 19: AIDA MO ...ttt 34
Figure 20: Campaign master tIMEliNe ... e 41
Figure 21: VIProperty color and design template .........cccveiinneeinseeeeeee e 42
Figure 22: VIProperty fanpage social timeline ... 44
Figure 23: VIProperty furnishing fanpage social timeline ... 44
FISUIE 24: Za10 PlAN ettt ettt ettt 46
Figure 25: EMail Marketing Plan ... 47
Figure 26: Filming location at ECO Green Sai GON ..o 49
Figure 27: Mood and tone of series Chuyen nghe- Episode 1 .......cccoveirinneinnneienseeeee 50
Figure 28: List Of @QUIPMENTS ....c.oiiiee et 51
Figure 29: Mood and tone of COrporate Vid@O........ccccvueuceririeieinirieieenrieieees et 52
Figure 30: Draft of color scheme and template for VIProperty’s social posts........c.ccceceevenneee. 66
Figure 371: DeSigN tEMPIATE .....cv vttt 68
FIgUIe 32: IMAIN FOOTEI ...ttt 68
Figure 33: Some of acceptable fOOTErS ..o 69
Figure 34: Color scheme of social media guideline............ccooiiiiiiiiiiiiirreeenes 69
Figure 35: VIProperty's gradient tempPlate.........oovririnicieeieeeeeeeece e 70
Figure 36: Example of a design in the size of 13007900 ........ccccceeeieiiiininiirrrrrsseeenes 71
Figure 37: VIProperty facebook performance analysis (from Facebook Business Suites)......72
Figure 38: List of some contents on VIProperty FANPage ......ccccoceeeeeeeeinininininenisesessssieenenes 73



GICommun\'cat\on campaign for VIProperty

Figure 39: VIProperty Furnishing facebook performance analysis (from Facebook Business

S UL ST P 74
Figure 40: Tiktok performance analysis ... 75
Figure 41: Some posts on VIProperty's tiktok channel ... 76
Figure 42: Scipt of Series “Chuyen Nnghe”- epiSOde ... 79
Figure 43: Thumnail of Series “Chuyen Nghe”- Episode 1: Property management.................. 81
Figure 44: Series “Chuyen nghe”- Episode 1 facebook performance analysis..........cccceceeueneee 81
Figure 45: Facebook audience comments about the series video..........cccoveernnecnnnccnneee 82
Figure 46: Script of Series “Chuyen nghe”- Episode 2: Furnishing service.........cccocovvvvnennes 83
Figure 47: Portrait of Ms Trang Le- CEO CUQ VIPFOPEILY ..o sssessseenees 87
Figure 48:Portrait of Ms Anna- R&D Manager of VIProperty.......cccceeeerenennnnnnssseseenenes 88
Figure 49:Leader team Of VIPIOPEITY ..ottt ettt 89
Figure 50:Accountant team Of VIPTOPEITY ..ottt 89
Figure 51:Mid-year summary bulletin using new portrait photo of VIProperty's founder.....90
Figure 52:Purchasing sale staff honor banner using his new portrait photo...........cccccevueueneeee 91
Figure 53:Chinese sale team honor banner using new portrait photo.........cccvveennnciinnee 91
Figure 54:First fourth scenes from corporate Video's SCript ....ccccceeereeerineninirrrrssseeieeieeas 93
Figure 55:First on set day's CallSNeet ........c.co e 95
Figure 56: Some scenes from the VIAEO........ccinneee e 96
Figure 57: The standee for Furnishing service team to put at the Eco Green SG HR3's lobby

.................................................................................................................................................................... 97
Figure 58: Bills list for phOtOSNOOTING ..o e 99
Figure 59: Bills list for corporate Vide0 (1) ....cceirreieiirieeerieeeeeee e 100

Figure 60:Bils list Of COrporate VIAE0 (2)......covureirririeerrieieerseeie e 101


file:///E:/KHANH/ĐỒ%20ÁN/New%20document/FINAL%20REPORT_THANH%20TRA-BANG%20KHANH-HAI%20YEN.docx%23_Toc111437698
file:///E:/KHANH/ĐỒ%20ÁN/New%20document/FINAL%20REPORT_THANH%20TRA-BANG%20KHANH-HAI%20YEN.docx%23_Toc111437709
file:///E:/KHANH/ĐỒ%20ÁN/New%20document/FINAL%20REPORT_THANH%20TRA-BANG%20KHANH-HAI%20YEN.docx%23_Toc111437712
file:///E:/KHANH/ĐỒ%20ÁN/New%20document/FINAL%20REPORT_THANH%20TRA-BANG%20KHANH-HAI%20YEN.docx%23_Toc111437713

7|Commun\'cat\on campaign for VIProperty

CAPSTONE PROJECT ..ttt ettt st sasasesens e e e e s enes 10
1. PROBLEM DEFINE ..ottt ettt esenesnnenes 12
2. BUSINESS REQUIREMENTS ..ottt ettt 12
3. BUSINESS OVERVIEW .....uiiiiiiiiiiintsirir sttt ettt 13
T VIPTOPEITY ottt s sr e bbbt b e sr e 13
1.1, BUSINESS INErOAUCTION ...ttt 13

1.2, ViSION QN MISSION .ttt ettt be s 13

1.3 PrOQUCES otttk 13

TLA. SWOT etttk e b e s sttt ettt et e sttt et tenas 14

2. ECO Green Sai GON OVEIVIEW ..ottt sttt ettt 15
4. RESEARGCH ..ottt ettt s s s bttt ettt e s s e s s 19
T, COVIA TO PANAEIMIC ..ttt ebenes 19
2. Real estate market in second quarter of 2022 ........cccoornnnnnnnrrsee e 19
3. Media ChANNEIS ..ottt 20
A, COMIPOTITONS ittt b ettt b et b et bt bt ne b b nennene 23
4.7,  DireCt COMPETITOIS ..ottt sttt b e 23
4.2. Indirect competitor: ECO HOME SGu...oooiiiiiiiiiieiiieeee e 28

5. CHALLENGE ...ttt bbbttt 28
1. ODJECLIVE (DUSINESS) ittt 28
2. SUDJECEIVE bbbttt 29
6. THEORY ceiiet ettt ettt 29
1. Brand ReSONANCE PYramid: ..ottt 29
2. AIDA MOAEI ot 32
3. APS ML bbbttt ettt be e 34
A, SV LA R T ettt ettt ettt ettt nen s 36
7. CAMPAIGN PLANNING ...oiiiititittristrsr sttt 37
1 OVBIVIEW et bbbttt b et bbb 37
2. OO CEIVES ettt 37
3. TArget QUAIBNCES ..ottt 38



8|Commun\'cat\on campaign for VIProperty

3.1.  Demographic and BENAVION ... 38

3.2. Target audience and customMers iNSIZNT........covrrrircccccccccc s 40

4. Bigldea and KeY MESSAZe. ..ottt 40
5. Media PlaNNING .o 41

e Phase 1 (Awareness): Swipe to meet the ASSISTANT ..........ccccouvveeenneeeneeeeee e 41

e Phase 2 (Desire): GOO COOPEIALION (1) ..c.cueueereeeeiieieieiiieieieee et 41

O BIONG TABNTILY ..ottt 42

O MBI PION ... 43

6. CampPaign LIMEIINE ..ottt 47
7. Pre - ProAUCTION .ottt ettt 49
7.1, Series podcast “Chuyen NENE" ... 49
7.2, COIPOIate VIAEO.. .ottt 51

8. Campaign risk MANAZEMENT ...ttt 53
9. EStiMate DUAZEL ...ttt 55
8. CRISISIDENTITY wotcicieisri ettt bbbttt 55
0.1, SHEUGTION ettt sttt b ettt b ettt b et n e ns 56

9.2, Stakeholder ASSESSMENT ....c.c.ciiuiiiiiiirrtrr st 59
0.3 SOIULION ettt bbbtk b et 60
0.4, RESUILS .ttt 61

10.  EXECUTION PLAN (AFTER CRISIS) ..ttt 62
10.1.  Social MEdia CONTENT....c.ciiiiierr ettt 62
10.1.1.  VIProperty fanpage (6090)........cceceeirrueeiririeiirieieieiseee ettt saesesens 63
10.1.2. VIProperty WeBSITE (15%0) ...ceovririeieirieieieirieieesieie ettt 65
10.1.30 TIKEOK (1590) cvvrviiecieieieiririeeieietnse ettt 65
10.1.4.  ZAI0 OA (TO%0). .ottt 65
10.1.5. FACEDOOK FEEIS......eeee s 65
10.2.  DiGItal IENTILY .cveueieieieieieiciee ettt 65
T0.3.  PrOQUCTION ..ttt ettt eb bbb 67
11, EXECUTION REPORT ..ottt 67

11.1.  Social media brand gUIAEIINe .........cccvirrrirrreeeec e 67



9|Commun\'cat\on campaign for VIProperty

11.1.1. Social media design teMPIAte ......c.coeveieieieiiit e 68
11.1.2. FOOLRE .. 68
11.1.3. COlOr SCNEMIE ... s 69
11.1.4. DIESIZN SIZE .o 70
11.2. Social media results (from 25/5-31/7/2022) ..o 71
11.2.1.  VIProperty fanpage FacebOoOoK ........oouviiiieeiiiciciciccccccees e 71
11.2.2.  VIProperty FUrNiShiNg fanpPage ......cccovveereieeciceccecccteeeseses e 73
17.2.30 THKEOK ottt 75
1730 PrOAUCEION ottt bbbttt 76
11.3.1. Series “Chuyen nghe” - Episode 1: Property Management ........c.c.ccccvveenenene 76
11.3.2. Series “Chuyen nghe”- Episode 2: FUrNISNING .......cccoovrnnnrnncicccceeecce 82
11.3.3. Personnel photoSNOOTING........ccoviiririrrrr e 85
11.3.4. COIPOrate VIO ... 92

12, ACTUAL EXPENSE REPORT ..ovitiiiiiicieteirrttcictetet sttt 98
12.1.  Actual expense for soCial Media ..o 98
12.2.  Actual expense for photOSNOOLING.........cvvviiiricicieccccc e 98
12.3.  Actual expense fOr COrporate Vid@O......cccuoveueiririeieirrieieereeteess et 99
13. RECOMMENDATION FOR NEXT STEP ..ottt 102

REFERENCES ...ttt 104



10|Communication campaign for VIProperty

CAPSTONE PROJECT
Subject code | SU22MC15

Subject name Communication Campaign for VIProperty Ltd.

(English)

Subject name Chién dich truyén thong cho céng ty TNHH Dich vu VIProperty
(Vietnamese)

Enterprise VIProperty Ltd

SU o[l qel ERELRTe]a M \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
he second quarter of 2022
Group members Pham Thi Thanh Tra - SS140134

Nguyen Ngoc Hai Yen - S5140271
Dang Ngoc Bang Khanh - SS140129
- Research

- Campaign planning
- Production

- Report

- Production book
Human resources:

Copywriter: Thanh Tra
Media planner: Hai Yen
. Designer: Bang Khanh

Budget 87,000,000

wnNn =

Scope of work
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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 Vietham 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).

e 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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e 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.

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

e 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 Viethnamese 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.

W 12% A 213% " el g ket B [ 12

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 5: Eco Green Sai Gon's playground
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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.

. Nhu céu déu tu sau Tét s €ém nhén vé thj trrong sau Tét 2022
Tét ién - 69%

Knong thay abi [JJ] 18.80%

« Bt ddng sdn = Ching khodn X4u ai I 12.10%
Vang » Giri tiét kibm

6 ninh & oy Tt
’ - e 19+ Couv W O on sou ietam
Céu ho s& b tien voo dbu trong 6-12 théng t6i?
k lich nhu thé néo?

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.

’

w Q12021 mQ1/2022

+ 1%

-- - .

Cha thud clin b chung cr Cho thué nha ridng Cho thiud nhd mdit s:hé Cho thastt wén phéng  Cho thud kho, nhi xedmg,
dat

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 2" quarter of 2022
will continue to grow positively. Therefore, the 2" 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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® GenZ GenY Gen X
50%

40%
30%
20%
10% | I
0% .

Facebook Local sites  Google Zalo Instagram

Nén tang duoc str dung nhiéu nhat dé doc tin tirc

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.

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

e 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

e 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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Gidi thi¢u vé Rever

Figure 15: Website of Rever
e 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.
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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)

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

@
e I 1T e

@ Cong Ty Bat Pong San Van Su Loi

Gioi thieu Xem thém v

Hoi Cong Ty Bat Dong San Van Su Lgi

*T8i c6 thé nbi chuyén véi nhan vién khéng?”

*Ban hoat déng trong linh vuc nao?"

2 < Cong Ty Bat

101 cb thé dat lich xem khéng?" @ == ng 4 5

*Bén ban c6 san t3i san méi ndo khéng?" "GIAI MA’ CON SOT
Céac du an BDS lién K
*s6ng” gi4, khién c4d

“Siéu d6 thi phia Doy

Giéi thiéu

Figure 16: Fanpage of Van Su Loi

41.2.4. 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.

HOI CU DAN ECO GREEN SAI GON -
GROUP CHINH THUC

& Nhom u - 15,9K thanh vién

“'\I% f { .f‘:, @% ) | ’*:?,mrf’:a@ ‘2 Da tham gia v + Mai v

« &

Gidi thiéu Déng chu y Chu d& Thanh vién Su kién File phuong tién File Q

@ Ban viét gi di... Gidi thiéu

Ngi cung cap toan bd théng tin vé du an Eco Green Sai Gon
Quan 7, cac théng tin v& mat bang, bang gia, phuang thiic
Video truc tiép Anh/video | I y Tham do y kién thanh toan, tién dé xdy dung,... Xem thém
@& Riéngtu
Chi thanh vién mdi nhin thdy mei ngudi trong nhém va

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 3-1: Brand Resonance Pyramid
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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:

Basic Features

Product Reliability, Durability, Serviceability

Service efficiency and understanding

Hwn =

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
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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. Asense 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.

0 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.

THE AIDA MODEL

<— AWARENEDS
< NTEREST
JESIRE
ACTION

/N

ESSENTIAL MARKETING MODELS HTTP://BIT.LY/SMARTMODELS

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. SM.AR.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.

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

e 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
Facebook | Reachs 4000 likes page Reach 150 leads/ 3
Increase reach through months
information-sharing Build 2 community
activities in relevant groups to reach
community groups potential customers.
Specific 10 articles per week 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 Build authentic Zalo OA
channel channel
Provide full and regular Provide full and regular
business information on business information on
the hotline number the hotline number
2 posts per week 1 post per week
Email Reach the target of 10,000 | Reaching the target of
marketing | emails sent in a month, 10,000 emails sentin a

60% of the email content
is allocated for Branding
purposes

month, 40% of the email
content is allocated for
Marketing purposes

approve the plan

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

Achievable Core team include Thanh Tra, Bang Khanh, Hai Yén
Enterprise funding and consultion
Enterprise assistants

Relevant Supervisor and representative of enterprise read and

Time-bound

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

3. Target audiences

3.1.

Demographic and behavior

3.1.1. Group 1: Landlords

Demographic

Table 2: Campaign Objective Analysis

Title Businessman, self-employed, managers
Income A+

Age 30-55

Location HCMC and Ha Noi

Characteristics

well-educated, modern

analytical, investment mindset

lifestyle, trendy,

Table 3: Landlord demographic analysis




39|Commun\'cat'\on campaign

for VIProperty

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
Real estate
An apartment can be investment wil Apartments are the Apartments are not
a diverse ecosystem, : type of housing that only a place to live
Group L. , become simple
helping to develop . many people choose but also a form of
Landlord . i when there is a full S ) ; . .
and invest with low . to live in or invest in investment with low
. support service for .
risk today. risk.
customers
. Interested in an .
Looking for Wants to search L An apartment is not
apartment fulfill with
apartments near for apartments . . . only a place to stay,
. . . . their desires: security,
Group 2: companies, schools. quickly, without amenities but also helps to
Tenant Interested in a place frills in terms of . ! improve spiritual life
. . infrastructure and .
with good ecological procedures and . by accompanying
. geographical -
infrastructure. good costs - utilities
location.

Table 7: Target audience and customers insight

4. Bigldea 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.

- Bigidea: An assistants for your apartment
- Key message:

Loyalty

Empathy

Convenience

o O O 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.

e 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

e Phase 2 (Desire): Good cooperation (1)
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.

TIMELINE PLAN

ViProperty- An assistant for your apartments
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PHASE PHASE E BRAMD AWAREHESS FHASE 2: INTEREST

Promote the L
mportance of usng

SEICETTVE Cimretireg WigerogeeTy's ety 0 the Thie beerafiis 1kt Wiprapeeriy serves
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Figure 20: Campaign master timeline
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Master timeline

e 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.

#0a623e HEFFFFE #feab0O #4a9c50 #00344e
VINHOME
S GOLDEN RIVER

XUHUGNG AU TU CAN HO ny - "

TAIHO CHI MINH e - B

wen cHON ANHO B
CAN HO g "
HAY NHA
MATOAT
Y am B y

ECOGREEN SAI GON

STAR HILL
e s

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.

e Media plan
o Facebook
e 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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VIPROPERTY COMMUNICATION PLAN
.....

23087022

26067022

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.

Y CCOMMUNICATION PLAN
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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-Vietham" 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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ZALO MARKETING
ECOGREEN RESIDENT'S ZALO GROUP PLANNING
Collect and synthesize customer data from the company's data source
Add friends and invite the resulting customers to the group

Announce problems around Ecogreen (updating management fees of the apartment, security situation, updating
CONTENT construction progress of parks, squares, ...)

Ask questions to exchange group interaction

Admin manages whether the group members are really guests at Ecogreen, in case the opponent enters the group
and is in the area

KPI Reach 200-300 members (May 16th- June 5th 2022)
ZALO FEED BASED ON COMPANY HOTLINE
Make sure to check messages and customer contact information

CONTENT - -
Reup contents on fanpage to zalo hotline timeline
ZALO OA
Create Zalo OA
CONTENT Add friends with the list of Ecogreen Saigon residents. Invite to the resident group

Reup content on fanpage to post on Zalo OA

NOTE: Zalo OA in this campaign is a sub-channel, and the mission is to create channel diversity, when customers want to find information on any social
platform, there is Viproperty. Thereby creating credibility and ready to support customers anytime, anywhere.

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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EMAIL MAKETING

Tén chién dich Ngwéi tro ly cho can hg cua ban
Creator Pham Thi Thanh Tra
Begining 16/05/2022
Ending 03/07/2022
Phase 1 Awerness
Days 16/05/2022 - 05/06/2022
Key message Company introduction, introduce comany services
Let customers know about ViProperty as "An assistant for
Goals your apartments”
ORDER WEEK DAY TIME CONTENT ANGLE PURPOSE | CONTENT TITLE |[CONTENT TYPE| DATA DESIGN DEADLINE EXAMPLE NOTE

1 1 18/05/2022 12:00 |Introduce company and services Introduction All
2 1 19/05/2022 07:00 [News about real estate Informative All
3 1 19/05/2022 20:00 |[Introduce leasing service (owner) Introduction Owner
4 1 20/05/2022 08:00 |News about real estate Informative All
5 1 21/512022 21:00 |Introduce property management service Introduction QOwner
6 2 23/05/2022 22:00 |Introduce project's utilities 0 All
7 2 24/05/2022 16:00 | Introduce furniture service Introduction . Owner
B 2 25/0512022 09:00_|News about real estate Informative P Al
9 2 26/05/2022 23:00 |[Introduce leasing service (tenants) Introduction All
10 2 27/05/2022 22:00 [News about real estate Informative All
1 3. 30/05/2022 07:00 |Introduce property service Introduction Owner
12 3 31/05/2022 06:00 [News about real estate Informative All
13 3 01/06/2022 21:00 |Introduce leasing service (owner) Introduction Chu hé
14 3! 02/06/2022 21:00 [News about real estate Informative All
15 3 03/06/2022 20:00 |Introduce company and services Informative All

Figure 25: Email marketing plan

6. Campaign timeline

Week Phase Objective

Client Research the business context, analyze
1 , the problem. Negotiate rights and
Analysis o
obligations

RESEARCH & | Marketing

ANALYSIS Situation Research the general market. Conduct
Research primary and secondary research. Clearly
& define

Competitors competitors and target customer groups

Research

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

Media
3 Planning &
Content Ideas
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Z  |Prepare media
o tools & Find out about resources to buy. Compare
o the effectiveness between the tools that
) Photoshot .
a p support facebook seeding, choose the
4 o e most suitable tools.
<Zt o production & Prepare equipment, script, personnel,
= w Corporate
& o ' proposal for photoshoot and corporate
< video pre- \ideo
a production
E Facebook Ads|Focus on running campaigns,
5 = Facebook implementing facebook ads and seeding
o tools tools
3 Increase Focus on increasing group members and
6 . group developing content in the community
E members group
s z
7 w o Photoshot Take photos of company personnel
o =
= >
8 - a
S Corporate Start recording Corporate video based on
o
5 video the prepared plan
Z .
Image post-production.
10 © |Photo retouch g€ post-p _ ,
5 Complete and publish on the website
. D
11 28 Vid t-producti ing, editi
ideo post-production: cropping, editing,
Ox Corporate post-p PPIng &
. . color grading, etc. Complete corporate
video editing | . _ .
12 video and publish on media channels.
Measure & Measure the statistics and results that the
13 Feedback campaign brings.
Self-evaluate and receive feedback from
14 Lessons Learn from the results and implement
learned 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. Hostrequirement

- 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
Sony AT (W) = :

16-35mm

Sony AGI00

012-58

3 tnpods

MIC thu am

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.
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#EDE6DB #DEDOB9 #(C9B088 #1D5C63 #1A3C40

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

Order Members name Position

1 Pham Thi Thanh Tra Content creator
2 Bang Ngoc Bang Khanh Producer

3 Nguyén Ngoc Hai Yén 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

RISK MATRIX TABLE
et Low Medium High
Probabili
Y 1 2 3
High 3 3 o 9
Medium 2 2 4 6
Low 1 1 2 3

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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RPN

I Mitigation l Suggestion
“3‘-
Quickly remove the post
1 Posing wrong content ViProperty, media team Content checking and check the content
again
Quickly remove the post
Being reported by platforms for " c and check the content
2 inappropriate content or wording ViProperty, - " L again and eam
Overaction is unwised
3 COMPANOLS $01060) DB rumass, 00 ViProperty Carefulinbehavior |Only speak up when
absolutely necessary
4 Ads don't reach nght target audience Medium ViProperty, media team Objective checking 0 onm:M !
Team and the manager
5 M with R&D N Medi Media team Meeting should join a meeting to
present in detail
Join in an interal meeting
6 Timeline delayed Low Media team Timeline double check to fix the timeline
7 Spetled incorrectly Low Media team Content double check m"“’:‘:’ el i
= Productions.
Quickly remove the
1 L for ViProperty, media team Content checking publications
Creating a equipments
checking list to check
2 Equipments forgotten Media team, production team Equipments double check Defore on set time
carefully
3 Location have problem Media team, team Backup plan Prepare a backup plan
Creating a equipments
4 Props forgotten Media team, production team Props double check checking list to check
before on set ime
5 Deadline delayed Mm Media team, production team Deadline caution Remind members to follow
Sending scripts for talents
6 Talents don't remember scipts Medium Media team, production team Script remindation before a week to learn by
heart
Table 11: Risk management table
ESTIMATED BUDGET FOR COMMUNICATION PLAN
wo. otscawnon oerans ey | Qumery o Ly e wore
1. Production
] Corporate Walkie talkie 20,000 [ Sot 1200,000 3days
vidoo Make up + hair stylist 1090.000 ] porion 2000.060 2days
Make up+hoir styfist 300 000 2 Fecpe 1000.000 1day
LENS Sony FE 16-36 F4 ZA OSS 27200000 [ 27200000
t] Photoshoot LENS Sony FE 50mm (/18 5,400,000 ] 5,400,000
Softbox DU Godox 95cm 119,000 1 190,000
Solid bockground 200000 ] e 200,000 1day
z
Increasing like ot
a in Ecogreen resident group 3,000,000 3 oge ! mpleseecing
4 Focebook |Seeding post (Likes. shares, comments) £
ads  [Ecogreen resdent group members 150 15000 | People 2,400,000
[Main tanpage 5.000,000 3 Month 15,000,000
faceSook otvening [Sotetine fonpage 8,666,667 3 Month | 20,000,000
L ::noook 15 |ROising Facebook accounts for seeding 25,000 00 ‘CC?‘M 2500000
6 website | ;ﬁ;‘;“m‘f“‘ 0 ' oge 0
7 QAB.I::QTE’M - Communication design synthesis 0 1 ockoge| [
Fonpage |- Media timefine
8 o Content 0 ' ackage| 0
nt - Pictures/videos
- Zalo OA manogement
9 2alo - Zalo teed [ 1 ‘ackoge| ]
- Buiid Ecogreen resident group
UM $7,090.000
TOTAL $7,090.000

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 Solved
recording

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 - C-level - Customer
feedback - Employees - Community
Zalo OA review process Owners
has problems
Separate the company's Owners
hotline
Change the time of Owners
corporate video
recording

Table 14: Stakeholder Assessment summarize table

9.2.1. Customer’s negative feedback

e |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.

e 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

e 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

e 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

e 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: As a safety precaution It does not
Negotiate,appease address the

customers 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

purchase a new

Our team could

company’s phone number, manage and solve
hotline and purchase a customer’s problems
new phone
managed by our
team
emphasize be
Change the placed on
timeline of | completing the Pre-
corporate Production strategy
video 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 Facebook group residents of Eco Green
Green Saigon Saigon
Website Website
Zalo feed Tiktok
Zalo group residents of Eco Green Zalo group residents of Eco Green Saigon
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”.

e VIProperty fanpage

Pillars Product Brand story Information | Selling
function

Ratio 30% 20% 30% 20%

Objective Products Brand history, | Notable Introducing
features, brand events of the | projects that
outstanding orentation and | week related | VIProperty is
advantages brand portfolio selling
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when compares to the
to competitors project
Suggested - Introduce the | Highlight 4 keys | Updating Introduces
content unique  selling | message: leasing price | amenities of
point of Loyalty, from the projects
VIProperty potential that
: Empathy, )
- Define each ) projects, VIProperty
service Convenience, Weekly mainly  sell,
- Introduce each | Professional highlight, Updating the
service how to use | promotion of
VIProperty any projects
services or service (if
reasonable have)
Format Video/static Static image Gif/  Static | Static image
image image
Table 17: Content pillar of VIProperty fanpage
e VIProperty Furnishing fanpage
Pillars Product Information | Selling
function
Ratio 30% 30% 450%
Objective Products Notable Introducing
features, events of the | furnishing
outstanding week related | combos that
advantages to the | VIProperty is
when compares | project selling
to competitors
Suggested Introduce Updating Updating the
content Furnishing VIProperty's | promotion for
service, furnishing each combo
introduce how | products (if have), the
many combos | and price ability to
does VIProperty quickly
Furnishing has complete
Format Video/static Gif/  Static | Video/ Static
image image image

Table 18: Content pillar for VIProperty Furnishing fanpage
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e Facebook residents group of Eco Green Saigon

- Focuses on updating the newest information from Xuan 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 OAis 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|Commun\'cat\on campaign for VIProperty

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

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.

Table 19: Summarize production plan
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11.1.1.  Social media design template
VINHOME

GOLDEN RIVER

£ "MODERN

XU HUGNG BAU TU CAN HO ' : FURNITURE
TAIHO CHI MINH o

HIM LAN RIVERSIDE
e o

Figure 31: Design template

TRO LY KHONG TON PHI TIPS TRA NHA
Chi c6tai VIPROPERTY HOAN “FULL” COC

i Khdac biét gitia
I CAN HO
% TANG CAO
va
CAN HO
TANG THAP

Vil Vit wasipropartysn
P Phone 095 668 8100

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.

V"lg Visit: wwwvipropertyvn
I Phone: 098 6GBE 81 00 e 0 0

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.

Visit: wwwvipropertyvn @ n @
Phone: 098 688 8100

VI Visit: wwwwipropertyvn
Phone: 098 688 81 00

Visit: www.iproperty.vn I V°
Phone: 098 688 81 00 I I roperty

Figure 33: Some of acceptable footers

#096602 HFfFFFF #feab00 #296e03 #00344e

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

#003B36

#00344E
Deep Teal

#099003

#0E985D

Japanese Laurel

VIPROPERTY'S GRADIENT TEMPLATE (1)

VIPROPERTY GRADIENT TEMPLATE (2)

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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MOI VAN DE KHO

CO VIPROPERTY LO

Viproperty ngudi trg ly dac
luc cho ngdéi nha cda ban

ViP Visit: wwwyipropertyvn
Phone: 098 688 8100

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 Status
achievement

VIProperty 4000 likes page 4067 likes page Completeted
Fanpage overal

likes page

Eco Green Sai Gon | 16,000 members | 20,900 members Completed

residents’ group

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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Results

Facebook Page reach @

11,690 # ss.e
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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 2,065 11,690 580,4%
reach
Facebook page visit 680 3,590 527,6%
Facebook page new 610 3,510 25,0k%
likes

Table 21: Before and after campaign data of VIProperty Facebook



73|Communication campaign for VIProperty

All content Ads, Posts and Stories ¥ & Export
Recent content | Type Reach @ Tl Likes and reactio... @ Tl Stickertaps @ TL “
101 van ngni mua nna ia knoan da... o Boost post e e
0 Thu Jul 7, 6:00am
[ENGLISH BELOW] Khu ché xudt Ta.. Boost post 348 18
____0 Wed Jul 6, 6:00pm
" s 341 27
[ENGLISH BELOW] Viét Nam tiép tu... Post Boost post
- 0 Mon Jul 4, 1.00am
“ [ENGLISH BELOW] Tinh hinh kinh t... fasi s 365 E
. Ned Jun 29, 6:45pm
[English below] DB&i vai Thanh phd ... Post Boost post 431 21
o Wed Jun 29, 6:01am
- . . N 497 26
L Y [Enghs‘hrbei\.cﬂnw] Sau mét ngay lam ... Post Boost post
L 0 ue Jun 28, 6:30am
e [Eng\ishibe[oy»i] Sai Gon nang mua ... Post Boost post 464 25
0 Mon Jun 27, 9:28pm
4 3
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 | 1,000 1,065 completed
fanpage

Table 22: VIProperty Furnishing fanpage KPI

Channel overview result



https://www.facebook.com/vipropertyfurnishing
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Results

Facebook Page reach @

3,726 1 14
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May 6 May 16 May 26 Jun 5 Jun 15 Jun 25 Jul5 Jul 15 Jul 25

Facebook Page visits @
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100

May 6 May 16 May 26 Jun5 Jun 15 Jun 25 Jul'5 Jul 15 Jul 25

Facebook Page new likes @

936 1+ s

300
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100

May 6 May 16 May 26 Jun5 Jun 15 Jun 25 Jul 5 Jul 15 Jul 25

Figure 39: VIProperty Furnishing facebook performance analysis (from Facebook Business Suites)
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Before campaign

After campaign

Comparision

likes

Facebook page 233 3,726 1,6k%
reach

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

Facebook page new 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 21, 2022. This channel using trendy
contents and effects to advetise apartments of VIProperty and furnishing process. VIProperty
tiktok account focuses on tenants.

11:10 7

< Tim kiém

< Phan tich

thang 6 05 - thang 8 03

Tudng tac

> LUgt xem video
20.8K

LUGt xem hd sd
215

& Thich
734 (>999%)

2 Binh luan
80

> Ludt chia sé
36 |

Followers

117 téng cong
+117 follower réng trong thang 6 05 - thang 8 03

N&i dung

0 bai dang

LIVE

Téng quat N&i dung Followers

M1+

ol T - < Tim kiém

LIVE Tong quat

60 ngay qua v

T5ng s6 follower
17

Nhifng Follower mdi
Mufc tang tru&ng

Gidi tinh

N&i dung

all = ==
Phan tich

Followers LIVE

53.2%
Nam

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.

Video & Da thich

Ban da bao gid trdi nghi... 3 BEDROOMS AND WO... Uay udy & dau thé?? Wh...  Tiéng dong givay? G nh...  Can hd ngay gittatrungt... Let movingout @ @ ...
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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AlGH - KICH BAN QUAY CHUYEN NGHE TAP 1

KICH BAN QUAY CHUYEN NGHE TAP 1

alale

Chao mirng quy vi khan gia dén voi Series "Chuyén nghé", va minh la

Series "Chuyén nghé” 1a mét series do ViProperty dau tw san xuét
cung cap nhitng thang tin vé dau tw bat dong san va nhirng cau chuyén
. nghé tir nhirng nguwi €6 tham nién 1am visc lau nam. Theng qua sefies
"Chuyén nghé”, VIProperty mong muén co thé mang dén co hoi Gau tr
cho moi nguei bén canh nhirng chia sé vé& nhitng cong viéc thu vi trong
nganh bat dong san.

Phéan mé dau

Chii dé chinh clia ngay ham nay ViProperty muén giai thiéu dén moi
C nguai la mat dich vu vén con kha mai & thi trreng Viét Nam- dich vu
property management- dich vu quan Iy can hd

Dé trao ddi chi tiét hon v chii d& ngay hom nay, .. rét vinh du dwoc
mai dén day anh Louis, hién nay la property manager tai ViProperty

- Chao moi ngureri, minh 14 .. hién d& co 5 nam kinh nghiém trong méng Property Manager tai
VIProperty.
12 1. MC twong tac, hai tham sirc khoe, cong viéc

2. Theo nhw MC duoc biét thi dich vu property management, hay con
goi la dich vu quan ly can ho la mét loai hinh con rat mai & thi treeng
Viét Nam. Vay thi né mai nhw thé nao thi anh ¢6 thé chia sé thém cho
khan gia biét vé dich vu nay khong?

A e c

Khach mei tra 161 dinh nghia vé PM (¢ lam ré vé viéc khach hang hién nay van con nham 1an gitra dich
vu quén ly can hé vai quéan ly toa nhéa)

3. Anh c6 danh gia nhu thé nao vé thi truéng cling nhw nhu céu sir
dung dich vu quan Iy can hé hién nay tai Viét Nam?

Chuyén gia danh gia va dua ra nhan xét dudi goc nhin ca nhan

4. Vay anh/chi tirng gap cau chuyén thu vi nao trong qua trinh thue hién
dich vu quan ly can hé hay chua?

Trong qua Ir‘lr)h lam dich vu_lh‘l cd rat nhiéu trudng hop "dé khoéc dé cudi” vj du nh|:r la co tru’c’rng hop
khach thué dén han dong tién nha nhwrng khéng lién lac dwoe, minh cling rat 1a lo lang khéng biét ho co
gap vén dé gi khong, vi rét nhiéu khach thué bén minh chi & cé mét minh. Nhwng vi lién lac khach thué
nhiéu lan khéng dwoc, kéo dai hon 15 ngay (ludn), luc 46 ViProperty clr dai dién 1&n can ho thi méi
phat hién (v& 1€) ra la Khach hang da bé di (mét tiéu rai). Va dén luc check tién dién, phi uuan ly,...thi
tat ca déu chra dong va s tién Ién dén hon 20 triéu déng. Khoan phi phat sinh nay va sé tién nha
chira dong that sw rat Ién. Néu (ma) luc d6 VI khéng phat hién kip th&i, thi thiét hai cho chi nhéa sé con
I&n hon nita. B6 la ly do ma dich vu quan Iy cén ho rat phat trién & céc nwéce tién tién.

Phan
ndi dung

5.Ngoai ra thi MC thay co trieong hop khach thué khong bao quan tai
s&n, lam hw ndi that va cac thiét bi dién tir co san trong nha thi minh
giai quyét nhw thé nao?

That su thi ngoai nhirng khach hang van minh thi dau dé vén c6 mét bé phan nhé khach hang mang
tAm Iy nha thué (& khéng phai nha minh nén khéng can gitr gin), vi du nhw khéch hang cé con nhé va
de be tw do v& Ién turong trong can ho. Hay nhu nhiéu nha (ho cé nudi thu cirng ), ho dé thu cerng
cén xé sofa, rém cira; ¢o nhiéu trréng hop khach (con) tac dong vat Iy 1am vé (bé) tivi. Tuy nhién vai
vai tro dai dién chd nha quan ly can hd va lam viéc vai khach thué thi minh phai giup chd nha giai
quyét nhitng van dé& glong nhu trén, nham hai hoa loi ich gitka chi nha va khéch thué, dam bao c&n ho
ludn & trong trang thai tét nhét cho ca khach thué va chd nha.

6.Theo nhw anh/chi ndi & trén thi PM la nguwdi dirng gitka chd nha va
khach thug, vay khi xay ra xung dot, PM s& chon hwéng xir Iy nhuw thé
nao dé ca hai bén déu hai long?

Pay cling la vén dé kho nhéat trong qua trinh lam dich vu quan Iy can ho. M&i nguwoi property
management déu co ca tinh riéng, tuy nhién khi xtr Iy van d& déu dua trén mét muc tiéu chung dam
béo quyén loi cho ca chii nha va khach thué. Vé phia chi nha, thi ViProperty luén dam bao dang tién
va tinh trang tai san, can hé & trang thai tét nhat. Diing & vi tri khach thué, thi b&n minh cung cép
nhifng cén hd voi khong gian, tién ich déay dd véi gia thué canh tranh nhal thi trrong. Khi xay ra xung
dét, ViProperty co day du quy trinh va déi ngii dé giai quyét mét cach chuyén nghiép, gitp ca khach
thué va chd nha déu hai long.

H6m nay chuwong trinh cung c6 nhan droc mét vai cadu héi ma nguo’l
xem giri t&i ViProperty vé dich vu quan Iy can hé. Anh Louis co sén
sang tra o1 nhirng cau héi chuwra a?

Duoec chir, minh rat sin long.

Q1: Nhidu nguoi néi, thich lam viéc vai chi nha hon qua don vi quan Iy
van hanh. Vay ViProperty nght sao vé nhiing phan hdi do?

Q2: Diém khéc biét gi trong dich vu ctia ViProperty so véi don vi khac? |Q2: don vi di dau trong dich vu one-stop service & VN. Bén canh dé la 1 don vi cé kinh nghiém 14u ndm
Co thé hiu 4 tai sao nén chon ViProperty ma khéng phai don vi khac? |trong nganh

Phéan Q8A

Q3: Dich vu nay hién dang duoc ap dung & tinh thanh nao & Viét Nam?
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H6m nay chirang trinh ¢iing cé nhan dugc mét vai cau héi ma ngudi
xem giri t&1 ViProperty vé dich vy quan Iy can hd. Anh Louis ¢d san
sang tra |&i nhiing cau héi chira a?

Puoc chir, minh rét shn long.

Q1 Nhigu nguoi néi, thich lam viéc vai chii nha hon qua don vi quan Iy
van hanh. Vay ViProperty nghi sao vé& nhirng phan héi da?

Q2: Biém khac biét gi trong dich vu cha ViProperty so vai don vi khac? |Q2: don vi di dau trong dich vu one-stop service & VN. Bén canh do 1a 1 don vi co kinh nghiém |&u n&m
C6 thé hiéu la tai sao nén chon ViProperty ma khang phai don vi khac? |trong nganh.

Phan Q&A

Q3: Dich vu nay hién dang dwoc ép dung & tinh thanh nao & Viét Nam?

Q4 Chi phi thirc hign dich vu quan Iy can hé & ViProperty |4 nhur thé
nao?

.|
Cam on nhifng chia s& & trén clia anh Louis. Vay la chi dé ngay hém
nay da két thic. Hen gap khan gia & sé tiép theo cha series "Chuyén
nghé". Néu quy vi khan gia thay series nay hay va thu vi thi hay nhé like
va subcribe cho ViProperty nhé

Phan két thiic

Figure 42: Scipt of Series “Chuyen nghe”- episode 1

d. Callsheet

CALL SHEET
Podcast “Chuyén nghé”- Episode 1 : Property Management
Time: Friday -May 27th, 2022 - from 9AM to 5hPM

Location: Room A3202 , Eco Green Sai Gon Apartment (39B Nguyen Van Linh
street, Tan Thuan Tay Ward, District 7)

No. Role Name Contact Note

1 Cam-op 1 Mr. Tan Tang

2 Cam-op 2 & Gaffer Mr.
Minh Quan

3 Cam-op3 Ms. Hai Yén

4 Director Ms.
Bang Khanh

5 Assistant Director Thanh Tra

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 Equipment team
location +lighting+props+assistant
8h30AM- Equipments and props set up
9hAM
9h15AM ON TIME
9h15AM Introducing part
-10h45AM
10h45AM First 4 questions
-1PM
1PM- Lunch time
2PM
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
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f. Performance
Video performance: https://www.facebook.com/watch/?v=533613418424213

Vi~

chuyén ctia nhifng ngudi tham
nién da lam lau nam. Théng qua

NGUGIDANCHUONG TRINH —

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

Effective evaluation from communication channel (Facebook)

Téng quan Hiéu qua Xem trudc bang feed

Hiéu qua

SO ngudi tiép can @ Lugt tucong tac @ Lugt tuong tac tieu cuc @
Téng Cam xuc Téng
1.088 243 1
Tu nhién 1.088 (1009%) Binh luan 52 Duy nhat 1
Tra phi 0 (0%) Lugt chia sé 28
Xem chi tiét

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

@

Thich Phan hai  Nguibinh luan: Pham Thi Thanh Tra @ 7 tuan
Nguyén Nga
Dich vu nay bén nudc ngoai phat trién 1am, gid mdi thay cé 1 don vi ¢ Viét Nam co
Thich Phanhéi 7 tudn
& Tac gia
VIProperty
Nguyén Nga Cam on ban da quan tam dén VIProperty. Chuing tdi sé& ti€p tuc phuc vu quy
khach hang nhiing dich vu tét nhat

Thich Phan hdi  Nguibinh ludn: Pham Thi Thanh Tra @ 7 tudn

Thich Phan héi  Nguwdibinh luén: Pham Thi Thanh Tra @ 7 tén

Hien Viphouse
Nhé& co Viproperty chia s& ma minh hiéu thém vé dich vy Property Management. Rat thuan tién
cho khach va chi nha. Thank Viproperty va 2 ban Will, Louis nhigu. Mong nhitng s& sau cda seri
phat séng sém
Thich Phanhoi 7 tuan
& Tac gia
VIProperty
Hien Viphouse Cam dn ban dé quan tam dén VIProperty. Chung toi sé tiép tuc phuc vu
quy khach hang nhitng dich vu t6t nhat

Thich Phan héi  Ngudi binh luan: Pham Thi Thanh Tra @ 7 tuén

Lé Yénn
gid minh mdi biét 1a c6 dich vu nay
Thich Phanhdi 7 tudn
# Tac gia
VIProperty
L& YEnn Cam on ban, cing don xem nhiing tap tiép theo cda talkshow "Chuyén nghé" nhé

Thich Phan hdi  Nguwi binh luan: Pham Thi Thanh Tra @ 7 tuan

Figure 45: Facebook audience comments about the series video

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.
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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

Phén mé dau

" Nha sach thi mat, bat sach ngon com". Nguwoi xwra hay
ngudi nay thi cling cdn nha sach. Nguéi nay thi sang hon
mot chat vi can " nha dep”. D& nha dep thi ngoai vao
trong, tir ngoai that dén ndi, khéng thé bé qua s " nhing
tay" ctia nguoi thiét ké noi that. Méi ban dén voi tap 2 ciia
series Chuyén Nghé sé 2

Phén ndi dung

Cé&u héi: Phong cach thiét k& néi that thich va ko thich

Thich: thiét ké lien quan dén mai trrong, tai st dung X
K thich: Lién quan dén concept lién quan dén thiét ké, moi cai deu co y nghia riéng

Dung 1 tir thiét ké noi that va cac nganh thiét ké kha

Khoéng gian

Thura quy vi va cac ban voi sw phat trién cla doi séng
hién dai thi nhu ciu chdm chut cho khéng gian séng tang
cao. Vay khong gian séng cla ban dang nhw thé nao, né

co thure s dem lai cdm giac thodi mai hay chira. Ngay
hém nay xin m&i quy vi va cac ban cing < tén MC> di tim
I&vi gidi dap Ira cho ni that cho mét khdng gian séng ven

toan va khach mai trong chwong trinh hém nay xin gioi
thiéu dén céc ban anh Eric 1a chuyén gia trong linh vic
thiét ké thi cong nai that ctia VIProperty

Cau hdi 1: C6 nhikng xu huréng thiét ké dang duoc yéu
thich hién nay ( Anh Erric nay, hién nay em thay thi méi
can ho cé mot phong cach khac nhau va cac bai tri khac
nhau vay anh c6 I&i khuyén nao cho nhitng ban van dang
ban khoan chura dinh hinh dwgc phong cach thiét ké pha
hg

Cam on cau héi clia < Tén MC>. Ddi voi thi trrong Viet Nam hién nay cung kinh nghiém 1au nam clia toi
trong viéc lam cuing khach hang thi t6i thay cac thiét ké dugc yéu thich nhur sau

Tai sao anh/chi lai noi nhwr vay?

Pau tién 1a phong cach Simple: Phong cach nay phu hop voi nhimg ban tré thich su tdi gian va nhung
khach hang c6 nhu cau cho thué,....

Cau hai 2: Tiéu chi chon 1 don vi noi that uy tin ( Hién nay
trén thi treeng thiét ke va thi cong noi that rat la rong lon
gan nhuw béo héa véi rat nhiéu don vi Ién nho khac nhau,
vay lam thé nao dé ngui tidu ding co thé Iva chon dwoc
mét don vi tdt va theo anh nhitng tiéu chi nao dé danh gia
don vi thiét ké thi cdng néi that nao la t6t?

-> Vang cam on cau héi clia < tén MC> thi day ciing la cau héi ctia chung tai nhan duroc khi di tue van
khach hang. Theo t6i dé lwa chon diroc mét don vi thiét ké ni that tot va di kha nang thi ban nén dura vao
cac tiéu chi sau

Céau hdi 3: Quy trinh [am néi that tai VIProperty < Anh Erric
co thé chia sé cu thé hon vé quy trinh lam néi that tai
VIProperty dén khach hang hiéu ré hon va thém suw Iwa
chon khong a>

-> Quy trinh lam noi that ctia VIProperty chi vén ven trong 7 ngay. Li do ¢6 thé nhanh chong nhuw vay la bat
dau tir viéc hiéu tam Iy khach hang. Khach hang da phai chér dei rat lau tir nha dau tw dé droc ban giao
nha. Khi nhan nha thi ho muén nhanh chén lam néi that dé co thé vé & ngay tan hirdng khéng gian séng
tét nhat. Hiéu dwoc diéu dé VIProperty Furnishing da Ién sén cac thiét ké layout dung voi can hé cia
khach hang dé cét giam théi gian cho doi.....

Bén canh viéc dam bao déng tién cho chd nha, PM con cé
trach nhiém gitup cht nha quén Iy can ho, vay PM co
nhitng cach nao dé thuc hién diéu nay?

Déi ngli nhén vién - khach hang cén xem xét déi ngii nhan vién coé day da chuyén mén, kinh nghiém

Ché do bao hanh - Cang cung dé la ché do bao hanh. Déi véi dong déi cla cac san pham nai that thi
trong doi dai cho nén chon Ira don vi thiét ké va thi cong phil hop voi gia dinh minh. Chiing ta can quan
t4m xem san pham bao hanh gdm nhitng gi va bo hanh trong vong bao Iau. Va diéu quan trong la don vi
néi that cé du uy tin va dé bén trong viéc ddng hanh cuing ching ta trong khoan théi gian bao hanh san
pham va tudi doi san phdm hay khéng

Phan két thac

Quy vi va céc ban than mén ngudi ta tieng noi mot can hé
|&n duroc bé chi ndi that day du chira han da dep bang
mot can hg nhéd nhwng dwoc toi wu khong gian. Chinh vi
vay viéc cham chit cho nha cira va ndi thét 1a viéc khéng
thé thiu ndu ban thirc sir dang yéu quy td &m clia minh.
Théng qua chrong trinh hém nay nhitng théng tin hiru
ich, cai nhin tdng quan thiét ké thi cong noi that

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 “Chuyén nghé”- Episode 2: Furnishing
Time: Thursday- June 30", 2022 - from 9AM to 5hPM

Location: Room A3202, Eco Green Sai Gon Apartment (39B Nguyen Van Linh
street, Tan Thuan Tay Ward, District 7)

No. Role Name Contact Note
1 Cam-op 1 Mr. Tan Tang
2 Cam-op 2 & Gaffer Mr.
Minh Quan
3 Cam-op3 Ms. Hai Yén
4 Director Ms.
Bang Khanh
5 Assistant Director Ms.
Thanh Tra
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
rlighting+props+assistant
8h30AM- Equipments and props set up
9hAM
9h15AM ON TIME
9h15AM Introducing part
-10h45AM
10h45AM First 4 questions
-1PM

1PM- Lunch time
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2PM
2PM Question 5&6 part
-2h45PM
2h45PM Q&A part
-4h45PM
4h45PM Team checks the source
-5PM before cleaning up the equipment

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

e. Performance

11.3.3.  Personnel photoshooting

0. 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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CALL SHEET
VIPROPERTY PERSONNEL PROFILE PHOTOSHOOT
Time: July 1st, 2022 and Tuly 2nd, 2022 (from 8h30AM to 6h30PM)
Location: Mr Charles Hu's home (Vinhomes Central Park)

CALL TIME: 13h00

No. Role Name Contact
Mr. Sup 0904935067 /
1 Photo& Gaffi
CEEEE ] Mr. Tom 03735273841
2 Stylist Ms Hewt 0943223968
3 Operator Ms. Ice 0769731301
4 Line Producer Ms Tra 0888110144
Ms. Miho 0772609966
5 Assistants
Mr. Bell 0822929739
Note:
1. Each person will have two photos {1 formal and 1 freestyle). Each team will have 2 photos (1 standard and 1 freestyle). The production team

2. Dresscode: Male (black vest. white shirt. black pants): Women (black vest. white shirt. black skirt or pants): black shoes (do not wear must present at 730
AM at Park 7 to pick

sneakers)
3. Individuals please make up and prepare clothes before coming to shoot to save time. up equipment.
SC E
Fridat (July 1st, 2022)
Time Team Amount Note
13h00 Chinese sale team 6
14h30 Accountant 3
15h15 Human Resource 3
Saturday (July 2nd, 2022)
Time Team Amount Note
gh Mr Charles Hu -
8h45 BD 6
10h15 LC 3
13h30 Company 40 rumor
14h43 Account 3
15h30 Leasing 6
16h30 PM 6
Furnishing team
17h30 Furnishing 6 could wear team's
uniform

Table 26: Personnel photoshooting detail callsheet
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¢. Proposal
Click this link to see full proposal

d. Performance

Figure 47: Portrait of Ms Trang Le- CEO cta 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.

«» vie ¢

BAN TIN NOI BO CONG TY 50 08 o

1P REASTATE SERVI

L3I NGO

Trong Quy Il vira qua, ban linh dao VIProperty da dé
ra cic chin luoc cu thé rong viée phat trién thirong
hiu nhiim mang nhimg mang dich vy cia cong ty i

i cdc khich hing tiém nang. Tir 6, ViProperty i
16 chirc thém phiéu nhimg hoat dong ni b§ v6i mong
muon gan két VIPers va ning cao tinh thin tuong
trg, lam viée ddi nhom déng thosi ning cao kha nang
am hiéu vé nginh Bit dong san

Duge phit trién theo dinh budng tra thanh Thuong
hiéu dich vu bt dong sin danh cho ngudsi mrdc ngoai
hing dau tai Viét Nam, VIProperty da din dirge su
ing ho cua cic khi mdi bén canh sy don nhin
cuia cac khach hang tiém nang trong va ngodi nudc.
Day la mot tin higu rét tét cho VIProperty noi chung
v toin thé nhin vién ndi riéng.

Vi thé, dé danh ddu et mbe quan trong nay ciia
cong ty, ban bién t3p da quyét dioh chon tén ch
V1Property - Ting buéc khing dinh thwong higu,
nhim mang dén nhimg théng diép tich cue. bén canh
vie luu gilr lgi nhimg ki ni¢m cua cic VIPers trén
con dudmg chinh phuc cic khich hang tiém ning.

Hay luon sin sang tinh thin bit pha gidi han, e tin
viron 161 nhimg dinh cao mai nhé cac ViPers!

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

Vi thim nién hon 6 nim hoat dng, VIProperty
da va dang I cong ty One-Stop Service din diu
trong thi trurémg bit djng san danh cho ngui
nudc ngoai. Day la minh chimg 13 rang nhit cho
sund luc v truomg thinh cia mdi cd nhan, ciing
nhu sirc manh ni tai cia tdp thé VIProperty sau
thas gian chiu dnh huomg cia Covid-19. Dot phi
trong tr duy, quyét liét trong hanh dgng 14 tinh
thin chién binh cia toan thé cic VIPers. Dinh
hudng cia ban lanh dao trong thoi gian qua la
mang thiomg hiéu cia ViProperty dén gin hon
V61 cie khch hing & Viét Nam thong qua cic
dich vu I Property Management, Furnishing va
Leasing, bén canh viéc day manh Sales cho céc
Khich hing nirde ngoii

C6 thé thiy déy chinh Ta khi dau ciia chuyén
hanh trinh mdi, chuyén hanh trinh mang
anh cda cong ty dén vai cong ching thong qua
su chin chu vé chuyén nghiép nhim lam ndi bit
thém nhimg gid tri ma VIProperty mang dén cho
cic khich hang thin yéu cia minh

VIPROPERTY - TUNG BUGC
KHANG DINH THUONG HIEU

inh

L3I CHIA SE

Trong thsi gian Chis tich Charles Hu khong c6 mét tai Viét Nam
vi dai dich Covid-19 nhumg vin ludn lo ling vi diéu hinh cic
ng viéc tir xa. Dén khi dng quay o lai Viét Nam thi rit vui
i moi ngudi déu khoe manh v trin diy nang hrgn,

Ban bién tip xin trich dn 1 chia sé cua Chi tich trong budi
16ng két 6 thing di nim 2022

“Niim nay trong vong 6 thing ddu nim, cong ty da dat duge
‘nhimg thinh tyu rit lom, Trong 40, chiing ta da nhn duge niém
vui tir dy an Rose Town Ha Noi, nhan ban giao thém tir du én
Eco Green Saigon. Bén canh 6, VIProperty ciing dang quan 1y
hn 1000 can ho & HO Chi Minh va Ha Noi

Dé dat dwoe nhitng thanh qua o, t6i hiéu ring tit ca cic phong
ban tai VIProperty da nd lre ngay dém, hé tro lin nhau trong
cong viée nhim giip cong ty ngay cang tién xa hon, khing dinh
chit luong dich vu vurgt trdi. Mot 1an nita cam on cac ban vi s
dong gop va cng hién tai VIProperty. Ngay hom nay ching ta
1 hop 0 ddy dé chic mimg thanh qua 6 thng dau nam va trién
khai ké hogch 6 thng cudi niim voi corhdi phit trién nhiéu hon

‘muye tiéu mdi s& c6 nhimg thich thirc v
kh6 khan dang cha doi chiing ta nhumg Ban Lanh Dao luon tin
turémg ring v sw doan ket va nd lyrc sin co, chiing ta sé chinh
phuc duge nhimg dinh cao mdi. D6 ciing la nhimg co hoi dic
biét danh cho VIPers trén con duimg vuot gidi han cda ban thin
v chinh phuc nhiimg muc tiéu mo



https://drive.google.com/drive/folders/1pnET4UpZM8dRj-0wQpj2OPeUBpzwbXjX?usp=sharing
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STELLARS

CHUC MUNG

\/O[Z liam \/OM

XUAT SAC CHOT COC THANH CONG
DU AN THE 9 STELLARS

4 - 227

CAN HO TY VND

N \
@ https://viproperty.vn/ u info@viproperty.vn k\ +(84) 98 688 8100

Figure 52:Purchasing sale staff honor banner using his new portrait photo
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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.
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Canh 2: chuyén canh bang
Frame blocking anh 3-4-5

Canh 3: Pan trdi canh
vinhomes golden river

Canh 4: tuong tu cac tda nha
trén dudng Nguyén Hiru
Canh

STT | NOidung Canh quay Goc quay/References Script
STORY INTRO
1 intro cau s mivideo/cli

chuyén- [*= N— Co hdi khang thé

gioi thiéu dén vaichung ta

thanh phé | Canh 1: Canh thanh phd tir nhiéu lan, ma co hdi

phat trién | t6i dén sang nhu anh 1-2 chi dén trong mot
vai lan, mot vai
khoanh khac.

C6 ba diéu trong
cudc d&i moi ngudi,
néu di qua sé khong
13y lai dugc: thoi
gian, 1&i noi va co
hoi.

Vi thé chuing ta phai

biét nam bat ca hdi,

chép thoi co dé bién
chung thanh nhing

diéu t6t dep cho ban
than.

Ban co thé chua hiét
chuing toi

Nhung cho du ban &
dau

Chung ti c6 thé dong
hanh trén budc
dudng cung ban
Dlimg bo 1& co hoi

Chung tdi ludn & day
va gilp ban

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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¢. Callsheet

CALL SHEET

VIPROPERTY CORPORATE VIDEO
Time: Thi ba 12/7/2022 (Scene 16a,b,c)
Pia diém: Vinhome Central Park (block C1)

Kich ban: https://docs.google.com/document/d/1 6doMAJBECHMICHuSTQITUPugd Tplc LIY

: 8h00

No. Eaole Name Contact
1 DOP/Cam-op ?\fgm 0375275841
Rl 0904935067
2 Director Mz Heiyi 0943223968
3 Producer Mz Ice 0765731301
4 Lize Producer Mz Tra 0E33110144
5 Assistants M. Miho 772609966
SCHEDULE
Thi gian Work Detail / Scemes Props/ Notez
08:00 Team sén wxuat o6 mit tai P7 34 di chuyén 1y thift b . .
‘eamm sén wuat co mat tal yen lay i 2420, 1 gimmbal, 1 miy
) Somy AT3, hdr sang, chin
Team zan wuat ( Mr. Tom, M. Sup, Mz, ik, |Jén, mipod, softbox,
- i : e DIz Heivi, Mz Tra) manitor, pin may anh. sgc
Te 3| o] v * J » 94
08:20 Tzam di chuyen zang block C1 de set up thist bi d phimz 3on cim tay,
thé nhe, mic
Sceme 16ic: Ao sn'_mh:r_é".ng vawvest
pe:00 - 3 nhin vitn dang treo 461 trode cudc hop den, E;-ﬂ-j:ffp o
Dién vign: Will, Jazming, Aster
09-30 Scene 160 Ao somiwing va vest
den

- hIot nhian visn dans dan gizy note mrsc cudc hop

10:00

Team =4n xuit set up phong hop & block C1 ¢ chuén bi cho cinh 16d
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Team zin xuat set up phéng hop & block C1 dé chuan bi cho canh 164

10:00
s 16 For A topressive Ournit
2 cene 16a: gz 5 sosm
14:30 St i Bian vitn g 1 £ T vide Ao vest den. 3 laptop, 1 =8
Hand talent Bings Khanh Hai Yén. Kim Minh
15:30 Team san xuat di chu}'én sang C1
D g
il ;
Scene 16d- 2 .-\_e 'ce‘s} den, o mi wrang,
- Team =zal= dangz tham du cudc hop ban; tén, laptop, bm.—cz'm‘a'
dw an Eco Green, vist
Dién vién: Jasmine, Thanh Thanh, Will, Hii Yén,
16:00 Victory

Figure 55:First on set day’s callsheet

Click here to see full detail callsheet

d. Human resources

No.

Name

Role

1

Pham Thi Thanh Tra

Script writer, Assistant Director, Account

Nguyén Ngoc Hai Yén

Director, DOP, Editor

Pang Ngoc Bang Khanh

Producer, Creative Director, Accountant

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

Figure 56: Some scenes from the video

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


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

7 VAN CHUYEN ®
"THI CONG LAP RAP ®
"~ CHUP ANH HOAN THIEN @

ViProperty

FURNISHING

SCAN ME
FOR MORE INFORMATION

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

Actual expense for social media

No Title Price
1 F Plus software 5,000,000VND
2 Facebook accounts 350,000 VND
Total 5,350,000

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 VND

DANH SACH THU'C CHI CHO BUOI PHOTOSHOOT
STT NOIDUNG GIA TIEN HOA PON Note

il MobiFone & 14:38 @HasvE

& Thongtindonhang (@

Dang chudn bi hang
Bdin hang s dudc chudn bi v

chuyén di truée 28-06-2022.

B Théng tin van chuyén
kiém

1 Kep phéng VND 83,500

EETNEN HOHI DECOR P...  Xem Shop

Kep $&t Treo Phong Nén Chup..
N7 s aken x1
C g#

470,000

Thanh tidn 483.500
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2 Phong va gia treo 'VND 2.403.000
3 Pen Godox AD600

mﬂ.mmmmﬂ“" WD

=

of
D

s

4 OF15 Tt k1. ebmes Conro Pk T4 D Bin Pl
e P i e o et

TP 1O CHIMINIL 28062022

VND 4.000.000

12.3. Actual expense for corporate video

The total expense that VIProperty use for the corporate video is: 9,646,000 VND,
including renting equipments, shipping, cathering, video sources.
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Figure 58: Bills list for photoshooting
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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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Actual expense for production

No Title Price
1 Photo shooting plan 6,486,000
2 Corporate video 9,646,000
Total 16,132,000

Table 29: Total actual expense for production

12.4. Total actual expense

Total Actual expense

Actual expense

No Title Price
1 Social media 5,350,000 VND
2 Photo shooting plan 6,486,000 VND
Corporate video 9,646,000 VND
Total 11,836,000 VND

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.
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