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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)
● Number of people visiting fan page

Number of people visiting and reaching fanpage

Target general characteristics
a. Age structure, gender

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

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

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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Number of people visiting  and reaching the fan page
Target  public characteristics

a. Age structure, gender

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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The target public 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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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.
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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

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.
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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.
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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.

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_Apartment tiktok account created on June 21st, 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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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.
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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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Click here to see full the script
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https://docs.google.com/document/d/1MwxDragl9d30-ph21PwDSsqp_Z9DmEYE/edit


c. Detail timeline

Click here to see detail timeline

d. Behind the scene
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