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A. Media report (27/06 - 17/07/2022)

1. Viproperty Fanpage

- Page likes overview: 2913 people, increased 316% from before running the
campaign

- Page followers: 2985 page followers, increased 298% from before running
the campaign

Overview before and after the implementation of phase 1

- Measurement time includes one month before running the campaign and
ending phase 1 (01.05.2022 - 26.06.2022)

e Number of people visiting fan page

Tang s6 ngudi ti€p can Trang Facebook 8.0K

37% 2,9 K/7,8K 6.0¢

€ 27 Thang 6 - 25 Thang 7
40K

Bi quyét
Tiép can nhiéu ngudi hon nhé quang cao 2,0K
Can nhac quéng céo bai viét gan day dé nhiing ngudi
chua theo déi ban cé thé nhin thay

T e i 29 Thang & Thang 77 Thang 711 Thang A5 Thang 19 Thang 23 Thang 7

Gia tri hién ta Muc tiéu

Number of people visiting and reaching fanpage

Target general characteristics
a. Age structure, gender

D4 tudi & gidi tinh @

20%

0% .. .. -- _- — — ——

18-24 25-34 35-44 45-54 55-64 65+
B no [ e
50,2% 198%

The majority of the target public falls between the ages of 25 and 34.
The level of gender does not differ much.
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b. Residential area

Top tinh/thanh phé

Thanh ph& Ho Chi Minh
Quang Nam, Quang Nam Province

Ha Noi
7.2%

Ninh Hda, Khanh Hoa
6.4%

Da Nang
4.9%

Seoul, Han Quéc
2.2%

Bién Hoa, Pdng Nai
0.9%

Ha Béng, Hanoi
0.6%

Yen Nguu, Hanoi
0.6%

Kon Tum
0.5%

Top quéc gia

Viét Nam

Han Quéc
3.2%

Indonesia
1.2%

Hoa Ky
1.1%
Singapore

0.5%
Bai Loan
0.5%
Campuchia
0.4%
Hang Kéng
0.3%
Philippin
0.3%
Uc
0.3%

26.9%

19.2%

90.1%

The area of residence of the target public spans many countries, but the largest is in
Vietnam with 91.1%. In particular, HCM accounted for the highest rate of 26.9%.

c. Cultural education level
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Lugt thich Trang Facebook @

3.294

D6 tusi & gidi tinh @

20%

0% .. .. -- 1 |

18-24 25-34 35-44 45-54 55-64 65+

B no W Nam

50,7% 49,3%

According to statistics on age, gender , and residency , the target public still
matches the target audience identified when campaigning. So at the next stage,
we're going to try to find out and post the right information and engage the target
public.
d. Media preferences of the target market:

The target audience identified from the beginning consists of 2 files: investors(
landlords) and tenants. So the articles revolve around the issues they care about:
real estate, society,..and the content is bilingual. Combined with the images in the
color of the logo to create the unique highlight of the articles on the company
fanpage. The articles that have been cleverly conveyed attracted a large number of
people interested.
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50 hibu tEm P nay, Ban b the 0 @0 ra wao b 9 Thi, cdn B wa T edag cad
lign ich dic déo, dang w3p rong b sinh tha oo Green 531 Gon ... Xem thém

Chiec the guyen luc tai
ECO GREEN SAl GON

| AT A

UI 'l e o e b
o 00 L0 00

ity 184 T Cadr bwin +3,55
Mgudi dif C LiAGT DA Tl Eifm phadn pha
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WV dich i mdry, chil nhé kihvbing <an 1o 1dng ki cho thug can iy cla minh, khi mel
win di d._. Xem thém

TRO LY KHONG TON PHi
Chico tai VIPROPERTY

ViP e 006
1,008 147 ) -
Houdi i cin Lugn Tuoey e CQuadng cao bai vist

In general, articles have close visits above 1000 and an average of over 50
interactions.

Lugt thich Su thay Néi dung da
Ti i 4 i T §
rang Trang dai ve lu... diang
- Rever
T
Q Rever 1a céng ty cong nghé hoat déng trong linh vuc Bat dong san, chinh thic... 268K 267 102
vie,  VIProperty 33K 1 508 31
0 One-stop Real Estate service provider in Vietnam !
VSLY Van SuLdi 23K 0 0
0 Céng ty TNHH Tu van Bau tu Quéc té Van Su Lgi chuyén dau tu kinh doanh p... !
A~
fmems ECo Homes 16K L3 &

”0 Céng ty TNHH TM DV BDS ECO HOMES Chuyén Mua Ban & Cho Thué can ho ...

@& ooes . .

Compared to the competition in terms of the main fan page overview, Viproperty still
ensures enough volume of articles to send a message to customers and stick to the
plan. The content pushes enough in terms of branding and marketing.

2. VIProperty Furnishing Fanpage
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$6 ngudi tiép can Trang Facebook @

21 1 3 T 2.4K%

1000

500

6 Thang 5 16 Thang 5 26 Thang 5 5 Théng 6 15 Théng 6

Number of people visiting and reaching the fan page
Target public characteristics
a. Age structure, gender

D6 tudi & gidi tinh @

. im Bl ..

18-24 25-34 35-44 45-54 55-64 65+
[ B nam
52,1% 47,9%

Most of the target public falls between the ages of 25 and 34.
The level of difference between men and women is not high.
b. Residential area
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Vigt Nam

Hoa Ky
1.6%

Malaysia
1.1%

Philippin
1%

Han Quéc
0.5%

Uc
0.5%

Hong Kéng
0.3%

Indonesia
0.3%

AnBd
0.3%

Campuchia
0.2%

Top tinh/thanh phé

Thanh phd Ho6 Chi Minh

Quang Nam, Quang Nam Province
Ninh Hoa, Khanh Hoa

Pa Nang

Ha Noi

2.9%

Dién Binh, Kon Tum Province
2.4%

Buén Ma Thudt, Dak Lik
1.9%

Tha Dau Mét, Binh Duang
1.1%

Buon Ea Tieu, Bak Lak Province
1%

Rach Gia, Kién Giang
1%

The target public

92.9%

25.9%

14%

6.6%

residence spans many countries but the most in Vietnam with

92.9%. Ho Chi Minh accounted for the highest proportion of 25.9%.
c. Cultural level
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Lugt thich Trang Facebook @

791

D6 tudi & gidi tinh @

20%

o .. .. .

18-24 25-34 35-44 45-54 55-64 65+

B no B Nam

514% 48,6%

According to age, gender, and residency statistics, the target public still matches the
target audience identified when campaigning. So in the next stage, we will try to find
out and post the corre information and engage the target public.
d. Media preferences of the target market:

The public's target for the apartment furniture segment includes only investors
(landlords). They aim to design apartments to push enough furniture and rent
well-priced apartments with the entire interior but a budget = Not too high. The
content of the Viproperty Furnishing satellite fan page captures this insight of guests,
so the media articles are aimed at the issues they care about: the image of convenient
design packages of luxurious youthful style, the convenience of the packaged
interior,..  Combined with beautiful wits and clips of the construction process have
attracted the target public.

Modern
FURNITURE 3

ECO GREEM
SAIGON

TOA HR3

Affordable furnibure that will miake
your evaryday lifa -

Vikrmpnn Fasseeg

[0 GRIEK SA1 GOH

414 24 T Cao hon 41,41 = e
Ui Bl o Luigt hieng L B phdn phii uang cao Ll vidt
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3. Fanpage Eco Green Saigon Resident Community

- Page likes overview: 1271 people liked the page
- Overview of following page 1270 follow page

. Céng Dong Cu Dan ECO GREEN Sai Gon =4 Quang cao Q

Mot vong tién ich tai tda HR3 Quy cu dan nao da ...

O

3 lugt xem - 5 ngay trudc

€ Tinh minh bach ctda Trang Xem tt 3

Facebook s& hién thi thdng tin d€ ban hiéu ré han vé& muc
dich cua Trang. Hay xem hanh déng cta nhitng ngudi quan
ly va dang ndi dung.

However, the number of posts on the fan page is constantly updated related to the
project so that customers can follow and update more information.

kAL wiing tign ich 1ai kba HES

Cuiw cuf dan mdo A3 nlbdn <an P o3 rd nghidm tien 1o, oml bEn dues grao b nhé
atienichitcaly ] & udanecagreensaigon SChinkePucindaneoograsn

LR A DA TRl T e ol b | o= 11 LA T

am 24 T Ca hon +1,4x . e
g B ke Lt by T B phin phai Quiding cilc bal viit
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4. Facebook group is the principal owner of Eco Green Saigon

- The Group has reached more than 20,000 members reaching the required
enterprise target.

- The group was in the top searches on Facebook with the keywords " Eco
Green resident Saigon" and "Eco Green residents themselves Saigon."

- Articles maintain a group of up to 10 articles per day ( posts usually by
salespeople posted for interaction, content shared from Viproperty page and
page Eco Green Saigon community.

- The interactions in the articles about utility information have a reasonably high
reach.

- In addition, the development of the resident group but not revealing
information is created by Viproperty company, showing the objectivity to
residents hen there are many, many groups of residents are set up by real estate
companies to attract and sell. The creation of groups and villages to share
positively to be able to manage and grasp the psychology of customers besides
preventing A crisis can happen to the company.

5. Zalo OA

In phase 2 of the campaign, we have been publishing blog articles on the zalo OA
channel to diversify search channels to customers.

Cong ty Bat dong san VIProperty

QUAN 7 NEN THUE NHA O bAU?

10:58 07/06/2022

Cung diém qua mét sé chung cu dang song tai day nhé... Quét dexem trén Zalo

Quan 7 dugc vi nhumat Singapore thu nhd, dutng xa tai day rat
rong rai va théng thoang, dac biét tap trung nhiéu ngudi ngudi nudc
ngoai luu tri nhat va cac biét thu danh cho tang 16p thuong luu
ngudi Viét. Ngoai ra, ban c6 thé dé dang tim thay nhimg trudng hoc
quéc té tot nhat tai Sai Gon, trung tam thuong mai Ion sam uat va
cac nha hang nai tiéng sang trong tai noi day.

Cung diém qua mét sé chung cuw dang sdng tai day nhé.

1. Eco Green Saigon
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6. Website

Currently, the website has not revised the interface, so the blog posts on the website
are only written in English. However, the articles on the website are still guaranteed
to be on schedule.

Articles are built and use SEO keywords. Do website is new and does not have high
credibility on Google, so we use niche keywords so that when it is easy to go to the
top of the search when customers search on the Google search section.

Use Allintitle to research the unavailable title to be able to hit title SEO.

In addition, we also use the semrush tool to research keywords and track traffic to the
website.

@ amenities at eco green saigon  +

< 83 & www.google.com/search

Google amenities at eco green saigon

Q Al @ Images [ News [ Videos : More

Abou

https://viproperty.vn > take- r-look-at-the-amenit

Take a closer look at the amenities at Eco Green Saigon
Let's take a look at some outstanding amenities at Eco Green Saigon with VIProperty: - Eco
Green Central Park is 3.5 hectares wide. / 5 Q

e ruongiTié

http://eco-greensaigon.com.vn » intr... - Translate this page See photos hoc Kim-Béng

eco-green saigon - EcoGreenSaigon - Can ho cao cép

Eco-Green Saigon is a commercial, service, hotel and high-class apartment complex, located in ECO GRE EN SAIGON
a prime location with rank interior amenities and high-end ..

Directions Save
http://eco-greensaigon.com.vn - Translate this page

EcoGreenSaigon - C&n ho cao cap
Modern facilities, equipment - Eco-green Saigon, Saigon nam hai Saigon project - Location of
the center for value improvement - The only project “owns” 2 parks ...

4.3 %% % %% 21 Google reviews

Apartment complex in Ho Chi Minh City

Address: 39B Nguyén Van Linh, Tan Thuan Tay,
Quan 7, Thanh phé H& Chi Minh

' -} > district 7
https://www.asia-prop.com District 7 Hours: Open - Clos

Eco Green Saigon - District 7 Updated by phone c:
* 1. Serviced apartments include electricity, water, gas, Wi-Fi, housekeeping and VAT in the rent

. i 2
and not electricity. * 2. For condominiums, utilities, Wi-Fi ... Suggestanedit - Own this business

Add missing information

https://www.dotproperty.com.vn > ec Translate this page
a0 A Add place's phone number

7. Tiktok

On tiktok only post two weekly highlights about the great news surrounding the
Vietnamese market in English and Chinese. Customers can get information about
Vietnam's real estate market through this tiktok account.
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viproperty_home 2
Vi VIPROPERTY_HOME

16 bang Follow 240 Follower 6487 Thich

The Best 1-Stop Real Estate Service Provider in Vietnam

& viproperty=apartment.my.can...

Video & Da thich

#vietnam #2030... SNERRREAE T .. RS BATI AR L B TT ... AEMVERR, FA.. ARSI . ¥z T BEARTAET Y ...

VIProperty Apartment tiktok account created on June 21%, 2022. This account applies
trendy contents and effects, focusing on the tenants group. Contents on this tiktok
account introduce projects that VIProperty is selling and share the furnishing process.
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14:33 9 Tm

< Tim kiém
4 Phan tich
Téng quat N&i dung Followers LIVE
thang 5 18 - thang 7 16 60 ngay qua v
Tuong tac )

[> Lugt xem video
181K (>999%)

[l LUt xem hd s
147 (>999%)

© Thich
557 (>999%)

©) Binh luan
63 (>999%)

2> Ludt chia sé
30 (>999%)
Followers ()

108 téng cdng
+54 follower rong trong thang 5 18 - thang 7 16
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05:59 ol T @

4 Apartment ViProperty a ...

@apartment_viproperty

1 108 642
Following Followers Likes
Message ,Q\, v

Check it out:
https://viproperty-apartment.my.canva.site/biolink

Email

See the detailed planning timeline here.

B. Production

1. VIProperty personnel photo shooting performance report
a. Main purpose

The image of personnel in the media is the first thing to reach customers. So that,
ViProperty wants to invest in re-implementing photos for employees to enhance the
value of the company. Two years of being affected by the Covid-19 epidemic have
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https://docs.google.com/spreadsheets/d/1jbGf39BSoUYYHBAcjj9az_LdJg4Khbe3/edit?rtpof=true#gid=2059894923

created geographical restrictions, making it impossible for the president in the US and

employees of the North and South to be fully present to carry out the shooting plan.
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 timeline

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.

CALL SHEET
VIPROPERTY PERSONNEL PROFILE PHOTOSHOOT
Time: July 1st, 2022 and July 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
ST | Mr. Tom 0375275841
2 Stylist Ms Heiyi 0943223968
3 Operator Ms. Ice 0769731301
4 Line Producer Ms Tra 088R110144
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 7:30

sneakers)

3. Individuals please make up and prepare clothes before coming to shoot to save time.

AM at Park 7 to pick
up equipment.
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SCHEDULE

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
14h45 Account 3
15h30 Leasing 6
16h30 PM 6
Furnishing team
17h30 Furnishing ] could wear team'’s
uniform

c. Performance
2. VIProperty corporate video
a. Main purpose

ViProperty has experienced more than six years of establishment and development in
the real estate market. To reinforce the company's image and values, the corporate
video brings 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. Detail 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.

Because of VIProperty is a multinational company, any VIProperty’s social media
products need to be translated into bilingual: Vietnamese and English. The brief for
corporate video script is C-level speech and voice over speech needs to be written in
English and has the subtitle in Vietnamese for Vietnamese customers.
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N&i dung Canh quay Géc quay/References Script

STORY INTRO

Story intro

- City

introducti

an Scene 1: City scene from
night to day as shown in
photo 1 -2

Scene 2: Transitioning with
Frame blocking photos 3-4-5

Life does not get
better by chance
Scene 3: Left pan (Camera
movement) of Vinhomes
golden river

Scene 4: Buildings on
MNguyen Huu Canh street

It gets better by seize
the chance
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Scene 5: Male Talent

the way to the company

Scene b: Over shoulder (Half
Arc 360) Male Talent among

big buildings

(Action according to the

voiceover)

Mdeaning for small rveslors

Feeling lost in Lhe lar

Mdearing or big invesLor

rrialter who you are or
are - you wan 1o
apporiuniles
rrarket - Vipr
you. I
rarked is very

paleriisal.

Scene 7: Talent crosses the

street with many peo
(Action according to t
voiceover)

Scene 8: Landmark scene
from Mguyen Huu Canh

street to the inside

Scene 9: Entering the
Landmark building

gets on

Furwr biig, yosu

ple
he

= %
You may not nave
heard of us

But no martter where

you are

We can step with you
every step of your
way

Don't lose your
chance

WHO 15 VIPROPERTY?
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Introduce
Company
and
history

Scene 10a: POV scene of
pushing the door to enter
the company office

Scene 10b: Record derails at
the front desk of C1 office
(with ViProperty logo)
Slow-motion commuters
show the hustle and bustle
of the office

Scene 10c: Pan the camera
to the beautiful corners of
the offices {intentionally to
show the viewer the whole
office and the scale of
ViProperty)

(If there is a past scene
from the company's
founding, add it here)
#*5cenes can be switched
with a person holding a file

passing through the

camera

ofclip-1062783535-top-down-shot-b

usinessman-formalwesar-walking-hi
2

Seize it and make it
easier

We will help you
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|
+

Scene 11: Topshotu Male
Talent gets in the chair

Scene 12: Talent wears
headphones to wark

Scene 13: Dip in to white -
ov

Hi, WE ARE
Hi, We are
Viproperty.
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3 The size of
the
company

Company headguarters
intreduction

Scene 14a: Using the old
source from seconds 37-41;
1p20-1p30 to introduce the
scene of Hanoi (shows that
the company has an office in
Hanoi)

Scene 14b: Flycam
connecting to the electric
train flying from Thao Dien
side can see the bridgs and
Saigon River, the villa area
and the Landmark (fly up
from Thao Dien, approach
the Vinhomes and Landmark
villas, take a round to ¥ of
the Landmark building)

Scene 14c:hound the
remaining of the Landmark
tower to transition into the

meeting office

Established in 2016
and focusing on
SEMVing Customers,
Viproperty is one of
the picnesring
companies in
professional real
estate consulting for
fareigners in
Vietnam. In the
G-year journsy of
operation,
understanding
customers' wishes
and requirements,
we are constantly
looking for and
bringing superior real
estate products to
investors, creating
opportunities to
settle in Vietnam for
international friends.
Besides, VIProperty is
contributing to a
significant change in
urban Vietnam's
stature, quality and
appearance.

We have
headquarters in
Vinhomes Central
Park, Ho Chi Minh
Cityand a
representative office
at Landmark 72
Hanoi and other
offices with the hope
of meeting the needs
of investors across
the country.

Click here to see full the script
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https://docs.google.com/document/d/1MwxDragl9d30-ph21PwDSsqp_Z9DmEYE/edit

c. Detail timeline

CALL SHEET
VIPROPERTY CORPORATE VIDEO
Time: Thit ba 12/7/2022 (Scene 16a,b,c)
Dia diém: Vinhome Central Park (block C1)
Kich bén: https://docs.google.com/document/d/16doMAJBCtiM3CHuS7Q2UP2ugd Tp2cLJY

CALL TIME: 8h00

No. Role Name Contact
1 DOP/Cam-op ETgm 0375275841/
P 0904935067
2 Director Ms Hetyt 0943223968
3 Producer Ms. [ce 0769731301
4 Line Producer Ms Tra 0888110144
5 Assistants Ms. Miho 0772609966

Click here to see detail timeline

d. Behind the scene

s
&=
1=
=
==}
I
A |
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https://docs.google.com/spreadsheets/d/1Z81tnNFqCOk4aWBZl3Bo5RDMnGK6jmosdV8yy2DC57c/edit#gid=1102101222
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