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Abstract

Vinpearl tourism and resort complexes, VinWonders theme park, and Vinpear!|
golf courses will launch the campaign "Stimulating domestic tourism
campaign during the year-end festive season" to welcome the new year
coming. With a series of world-class events held for the first time in Vietnam,
Vinpearl, VinWonders, and Vinpearl Golf not only elevate the position of
Vietnamese tourism but also aim to contribute to making Phu Quoc a "new
destination" of the world” festive season 2022 and 2023.

In this campaign, we play the role of a group of 4 multimedia students from
FPT University who come to practice and experience at Vingroup. Specifically,
the group assighed the main task is to work with Vinpearl's marketing and
communication department to develop ideas, plan and implement the
campaign. Based on the specific elements of tourism marketing and Vinpearl's
communication orientation, the campaign is carried out on a variety of
platforms from digital to Reach the maximum number of target customer
groups.

However, due to the time constraints for the graduation thesis and Vinpearl's
stringent guidelines for interns' information security, our team only focused on
2 main activities:

¢ Make a digital marketing plan on social media channels

e Redesighing the MyVinpearl mobile app

Furthermore, it should be noted that Vinpearl's campaign "Stimulating
domestic tourism in the festive season at the end of 2022" also takes place at
Nha Trang and Nam Hoi An but we will only be responsible for Phu Quoc
United Center.

The closed team is tasked with acting as a media agency consisting of 4
members, creating & providing the media plan for this campaign. Along with
us, there are many other teams that will do the same thing and Vinpearl will
choose the option that they find most suitable.

At the end, it is sad that our plan were not chosen but we're still happy for the
time to be work at one of the best company in Vietham.
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I. PROJECT INTRODUCTION

English name

Vinpearl and domestic tourism campaign during year-end festive season

Viethamese name

Vinpearl va chién dich kich cau du lich néi dia mua Ié héi cudi nam

Vinpearl tourism and resort complexes, VinWonders theme park, and Vinpear!
golf courses will launch the campaign "Stimulating domestic tourism during
the year-end festival season. 2022" to welcome the festive season. With a series
of world-class events held for the first time in Vietnam, Vinpearl, VinWonders,
and Vinpearl Golf not only elevate the position of Vietnamese tourism but also
aim to contribute to making Phu Quoc a "new destination" of the world” festive
season 2022 and 2023.

Planning activities for the festival season at Phu Quoc United Center:

Planning period: December 17, 2022, to January 6, 2023

Location: Phu Quoc United Center - Vinpearl's super complex of
entertainment & tourism in Phu Quoc pearl island, Kien Giang province

Creative idea: Phu Quoc United Center - New destination of the world. The
beautiful quintessence of nature, music, light, and festivals converge.

Message: At the heart of the most beautiful island in the world, Phu Quoc
United Center becomes a new star on the tourist map, bringing a full range
of experiences for a trip to discover beautiful nature (Nature), enjoy luxury
resorts and services (Leisure), experience cultural diversity from
Vietnamese quintessence to unique international festivals (Culture) and
interact with technology trends and solutions. green, environmentally
friendly (Future).

Main image: LIGHTopia - Light land of legends. “Utopia” is an imaginary
paradise, the beginning of endless freedom, joy, and happiness.

Combined with the word "LIGHT". Phu Quoc United Center brings a land
full of light with cultural festivals, musical parties with legendary stars of the
world, and thousands of magical moments.
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I. PROJECT INTRODUCTION

Highlight activities:

Phu Quoc
UnitedCenter s

CreaTﬁelds.&.
IETN

17 DEGEMBER 2022
EAND IWORLD. PHU 000G

The famous international EDM music festival
was held in Vietham for the first time.

The presence of the top 10 DJs in the world
and the country promises to mark Phu Quoc
United Center in particular and Vietnam in
general on the global festival map.

With its stage "Rebels never die" by renowned DJ Hardwell, who helped shape
global EDM in Vietnam, and Alok's top-tier electronic music, which is ranked as
one of the Top 4 DIJs in the world by DJ MAG magazine, this will be the
ultimate EDM music performance. Besides, there is the presence of popular
DJs: BEAUZ - The famous Asian DJ duo owns energetic hardstyle gameplay
and a total of more than 190 million streams on platforms; Pink Panda - the
electro house icon, the man behind the super hot remix 'Finesse' by Bruno
Mars & Cardi B; Slushii - talented DJ/Producer from Los Angeles was chosen by
Skrillex to send gold; Tim Hox - Support Act was chosen by the legendary
Hardwell himself or 22Bullets and Wukong.

With the convergence of extremely special artists at home and abroad, Phu
Quoc United Center presents Creamfields Vietnam promises to bring endless
moments of emotional sublimation.

Phu Quoc festival season also explodes with a
series of unique experiences.

Meeting the diverse needs of tourists for
relaxation, entertainment, and entertainment,
such as the giant Christmas tree lighting
ceremony, and the Copenhagen Christmas
Fair. Wellness Festival, Countdown party to
welcome the exciting new year on the beach...
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I. PROJECT INTRODUCTION

"The new festive season world" also provides visitors with emotional
experiences at VinWonders theme park, which has over 100 games that
challenge all senses. Vinpearl Safari features five continents' worth of wildlife;
The reality television series Once, The Essence of Vietnam, and the most
stunning colors of Venice; Grand World, a "city that never sleeps" with
hundreds of stores, humming restaurants, and the only "beer van street" on
Pearl Island; the first Corona Casino open round-the-clock for Vietnamese; and
Vinpearl Phu Quoc, a deluxe resort paradise with moments of total relaxation...

The communication plan for our domestic tourism year-end festive campaign
at Phu Quoc United Center is divided into 3 phases (From October 1, 2022 to
January 15, 2023)

Phase 2 (28/11 - 31/12)

Communication to
stimulate demand & push
to sell services

Phase 1 (1/10 - 27/1)

Communication creates Phase 3 (1/12 - 15/1)
awareness & demand ‘

Spread & nurture
communication

Based on the specific elements of tourism marketing and Vinpearl's
communication orientation, the campaign "Stimulating domestic tourism in
the festive season at the end of 2022" is carried out on a variety of platforms
from digital to Reach the maximum number of target customer groups.
Receiving this project, Vinpearl hopes to attract Gen Z youth to the Phu Quoc
United Center tourist complex at the end of the year festival season.
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I. PROJECT INTRODUCTION

The group's campaign development process is primarily influenced by two
things: the time constraints for the graduation thesis and Vinpearl's stringent
guidelines for interns' information security.

Therefore, the closed team is tasked with acting as a media agency consisting
of 4 members, creating & providing additional ideas for the media plan and
building content on social media channels based on the information. available
to the company. Including Creative ideas, key images, highlight activities, and
communication timeline.

The main activities we have done:
e Make a digital marketing plan on social media channels

e Redesigning the UX of MyVinpear|l mobile app

Furthermore, it should be noted that Vinpearl's campaign "Stimulating
domestic tourism in the festive season at the end of 2022" includes customers
from all over the world, including the United States, China - Taiwan, Japan,
Korea, and others. However, our goal is to limit our attention to the analysis
and planning of communication for the Vietnam market, which is the primary
market.

In this campaign, we play the role of a group of 4 multimedia students who
come to practice and experience at Vingroup. Specifically, the group assigned
the main task is to work with Vinpearl's marketing and communication
department to develop ideas, plan and implement the campaign "Stimulating
domestic tourism in the festive season at the end of 2022". This is not only a
good opportunity for the team to work at one of the best companies in the
country but also the first time we are officially involved in a large-scale
communication campaign outside of school. FPT university.

Through this campaign, we will be able to apply the knowledge and
experience gained from four years of sitting in lecture halls to a real-world
project. Furthermore, Vinpearl in particular, and Vingroup in general, are
known as gathering places for many talented people and people with high
expertise in the field of marketing communication, so we are honored and
excited to learn more about the future. Inquire about additional practical
lessons from the experts who came before this project.
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I. PROJECT INTRODUCTION

However, undertaking such a large-scale project also brought us many
challenges in the process:

e This is the group's first time participating in a real media campaign, and
it is a large-scale campaign.

e Vingroup is one of the big corporations, so the ideation and planning of
the project must follow a certain standard, methodical and detailed for
each item & parameter.

e Each team member has their own strengths, but they all lack practical
experience in media planning, they have encountered numerous
challenges during project implementation.

e The tourism industry is a diverse, complex, and complex business, so the
person in charge of communication for this industry group often has to
have extensive knowledge and long-term experience in the industry.

Finally, this campaign is also meant to respond to the Vietnamese
government's call to boost demand stimulation and restore tourism and travel
activities. Domestically, after four large-scale outbreaks since the beginning of
2020, the tourism industry is facing difficulties, next year is heavier than the
previous year. 2021 is the second year affected by the pandemic, tourism
activities are still almost completely stalled. According to statistics, the number
of domestic tourists is expected to reach 40 million in 2021 (down 29% from
2020 and 53% from 2019).

According to Plan No. 3228/KH-BVHTTDL, the Ministry of Culture, Sports and
Tourism implements measures to stimulate demand and restore tourism and
travel activities, in which the tourism industry identifies one of the viewpoints.
The key is to associate tourism recovery and development with improving the
internal capacity and autonomy of the industry and promoting the
development of domestic tourism. Domestic tourism is the internal force, the
basic foundation for tourism development. sustainable calendar.
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Il. COMPANY INTRODUCTION

1. About Vingroup

VInNnGROUP

Figures 1: Vingroup logo

Vingroup Corporation, formerly Technocom Group, was established in 1993 in
Ukraine. In the early 2000s, Vingroup started to enter Vietnam with two key
brands, Vincom and Vinpearl. In January 2012, Vinpearl Joint Stock Company
merged with Vincom Joint Stock Company to form Vingroup Corporation.

Vingroup is one of the largest private corporations in Asia with a market
capitalization of about 16 billion USD. As a multi-industry corporation, Vingroup
focuses on three main areas:

Technology Trade in services Social volunteering

Vingroup continues to set the benchmark for consumer behavior and pioneer
new trends. At the same time, it introduces Viethamese consumers to a
completely new and contemporary way of life via the use of products and
services that meet international standards. international benchmark. Vingroup
has built a prestigious Vietnamese brand that is well-known and proud to be
one of the leading private enterprises in the country.
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Il. COMPANY INTRODUCTION

2. About Vinpearl

Vinpearl is Vietnam's largest tourism, resort, and entertainment service brand,
created and developed by Vingroup. Vinpearl has a hotel, resort, spa,
conference center, 5-star dining and golf courses, and international-standard
entertainment areas among Vietnam's most popular tourist sites. With 18 years
of continuous development, 45 facilities under the Vinpearl brand are present
in 17 provinces and cities across the country, with a capacity of over 18,500
hotel rooms and villas, 3 theme parks and 2 amusement parks, 2 parks to
conserve and care for semi-wild animals, and 4 golf courses, with plans to
expand in Vietnam and around the world in the near future.

Starting with the Vinpearl Nha Trang Resort complex, Vinpearl now owns a
range of luxury hotels, resorts, and entertainment venues throughout Vietnam
under the brand lines:

e Vinpearl Luxury — The imprint of Viethamese quintessence
e Vinpearl Resort - The place where smiles meet

e Vinpearl Discovery — Discover. Experience. Connection

e Vinpearl Condotels - Comfortable living, stylish vacation
e Vinpearl Hotels — World class. Vietnamese style

e VinOasis — An oasis full of inspiration

e VinHolidays - An economical & smart holiday

e Vinpearl Golf — Satisfying passion, enjoying peace of mind
e VinWonders - Where endless joy awaits

e Vinpearl Safari — Paradise of semi-wild animals

e Vinpearl Convention Center — Convention Center

e Almaz - World-class culinary and convention center

13



Il. COMPANY INTRODUCTION

As a member of Vingroup, Vinpearl inherits the available advantages of
experience in managing large projects, dynamic staff, high professional
qualifications, and especially a high-class product and service ecosystem. level
and brand reputation of Vingroup. Vinpearl's goal is to become one of the
strongest brands in entertainment and tourism in Vietnam, bring shareholders
attractive and long-term benefits, and continuously create value for money.
added value through investment and development of new projects. The
company is headquartered at Hon Tre Island, Vinh Nguyen Ward, Nha Trang
City, Khanh Hoa Province, Vietnam.

The main activities of the Company and its subsidiaries in the current year are
to provide short-term accommodation services (Hotels, villas, or apartments for
short-stay services, eco-tourism areas); Tour operator (Domestic travel
business; International travel business); Operation of amusement parks and
theme parks; Activities of botanical gardens, zoos and nature reserves;
Restaurants and mobile catering services and other activities according to the
registered business lines of the company.

2.1 Vision, mission, core value of Vinpearl

As a member company of Vingroup, the largest private economic group in
Vietnam, with the orientation of taking investment and tourism business as
a strategic focus, Vinpearl Joint Stock Company strives to become among
the leading enterprises in Viethnam; showing outstanding vision and class,
creating a tourism brand of international stature.

e For the market: Providing high-class tourism products and services of
international standards to satisfy the needs of customers and bring
unigueness, expressing the unique identity of the tourism brand
Vinpearl.

e For employees: Build a professional, dynamic, creative, competitive,
high-income working environment with equal development
opportunities for all employees.

e For shareholders: Ensure the harmony of short-term and long-term
interests; always increase attractive and sustainable investment values
for shareholders.

14



Il. COMPANY INTRODUCTION

e For society: Harmonizing business interests with social benefits; actively
contributing to community-oriented activities and environmental
protection; efforts to contribute to the development of Vietnam's
tourism industry in particular and to promote the image of the country
in general.

g CORE VALUE

e Sustainable investment, customer-centric

e Appreciate class, quality

e Enhance speed and efficiency at work

» Respect for differences and creativity

e Understand the mission of service and take on the task only when you
can afford it

e The collective is united, behaves humanely, and values loyalty

e Respect the law and discipline

e Building a corporate culture based on pioneering aspirations and pride

in Vietnamese intellectual values and bravery

2.2 Vinpearl's development direction

The main operation plan for the current year of the Company and its
subsidiaries is to provide short-termm accommodation services (Hotels, villas, or
apartments for short-stay services; eco-tourism areas). ; Tour operator
(Domestic travel business; International travel business); Operation of
amusement parks and theme parks; Activities of botanical gardens, zoos, and
nature reserves; Restaurants and mobile catering services and other activities
according to the registered business lines of the company.

In the future, Vinpearl will continue to affirm its number one position in
Vietnam, aiming to become one of the world's leading tourism, resort, and
entertainment brands, specifically:

e Develop a diverse portfolio of brands and products with excellent service,
focusing on customer experience, to bring the best of the world to
Vietnamese customers, and spread the unique culture. Viethamese beauty
to international tourists

15



Il. COMPANY INTRODUCTION

e Focusing on developing a complex tourism-resort-entertainment model
with VinWonders as the spearhead to attract new customers, and at the
same time promote the expansion of services including food, golf, and
shopping. shopping and medical resort

e Increase direct sales and corporate channels, develop relationships with all
domestic and international partners

e Strengthening governance capacity through the application of information
technology and digitization

2.3 Brand identity

VINPEARL

Figures 2: Vinpearl logo

Vinpearl's logo is made up of two parts: a bird wing symbol and a portion of
the brand name "Vinpearl".

Vinpearl logo is inspired by a bird flying high with meaningful messages. The
Vinpearl logo's wingspan bird represents a desire to reach high and far,
bringing the brand to the world. The Vinpearl logo is a dynamic symbol that
represents movement, constant development, and constant updating of the
world's latest trends.

The image of bird wings in the Vinpearl logo is stylized like the letter V, making
us think of V - Vietnam with strong national pride. The letter V also stands for
Victory, which means "victory" in English.

The Vinpearl logo's colors are a mix of yellow and blue tones.

The yellow color combined with the bird's wing symbol represents luxury and
class, is always the goal of Vinpearl service. The text in the logo is designed with
a blue tone that creates a sense of solidity while also having skillful and flexible
curves. The color blue is commonly used in logos to convey trust, commitment,

16



Il. COMPANY INTRODUCTION

and quality assurance. The combination of two highly reflective colors in the
Vinpearl logo gives the viewer a one-of-a-kind, outstanding, and impressive
appearance.

Not only the Vinpearl logo but most of the other brand logo designs in
Vingroup, the bird's wing is considered the core symbol. There are only colors
and small details to match the industry sector. That seems to be a strong,
burning desire to raise the stature of this corporation in Vietnam.

Overall, the Vinpearl logo gives a feeling of softness and flexibility but carries
positive messages about the brand's strong and rising spirit.

D INTERNATIONAL

Figures 3: Vibrant international logo

Founded in 2022 by pioneers in the leading electronic music entertainment
industry in Vietnam, with leading brands such as Ravolution Music Festival,
1900 LE THEATRE.. Vibrant International fully converges factors. with
international capacity and experience can bring the music and entertainment
industry in Vietnam to a new level, on par with the region and the world.

Vibrant International is the company that has contributed to bringing the EDM
Creamfields music festival to Vietnam, with the help of two foreign
entertainment companies, Live Nation Electronic Asia and Clubbing in Asia.

Originating in the UK, "Creamfields" has

Phu Quoc me one of the lar lectronic musi
O o become one of the largest electronic music

festival (EDM) brands globally. The event
Crea , ﬁelds'-& was held in 22 countries in Europe, America,
‘”H [ DEEBE 222 and Asia with the company of the world's

‘-{“ e top DJs such as Martin Garrix, Hardwell,

Armin Van Buuren, Tiesto, and KSHMR.

The concert program "EDM Creamfields"
has created great attraction, with more than
3 million music lovers (commonly known as
ravers), and nearly 178 million followers on
social networking platforms to date.

17



Il. COMPANY INTRODUCTION

This year, the Creamfields brand was introduced to Vietnam by Live Nation
Electronic Asia, Clubbing In Asia, and Vibrant International Joint Stock
Company in an effort to put Vietnam on the global EDM map.

Phu Quoc United Center is the diamond sponsor of the program and is also
the venue for "Creamfields Vietnam 2022", marking the arrival of the world's
leading EDM music festival in Vietnam.

"Creamfields” music festival with the participation of international artists
attracts young people, including the spectacular return of Hardwell - the
legendary global EDM DJ. After 4 years of absence, Hardwell marked his return
with a world tour and is ready to bring his stage, which is heavily invested in
terms of ideas, to "Creamfields Vietnam 2022".
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I. RESEARCH METHODOLOGY

The methodology is a system of methods that is organized and used to analyze
theories in a specific field of study. In other words, the methodology uses both
guantitative and qualitative techniques along with a variety of conceptual
analyses, theoretical.

However, the methodology is not born to provide solutions, but it provides a
theoretical basis to help readers understand and use methods in the process
of calculation, research, and analysis.

Research methodology is a research methodology, that is, the process of using
a system of reasoning methods in the process of researching a certain
scientific topic or work.

When writing Research Methodology should include:

e The type of research you did

e How you collect and select data

e How you analyze data

e Tools or materials you used in your research
* Rationale when choosing these methods

Secondary market research is the collection of information from pre-existing
sources, conducted by government organizations, chambers of commerce,
trade associations, and other organizations; Secondary Research allows the
review and analysis of existing studies to improve the overall authenticity of
the research. For example, information from the US Census Bureau and a
Nielsen rating is the result of a secondary survey.

Secondary market research is fairly easy to find, and most of the information is
free or low-cost. For example, you can search for secondary market research
information on government or industry websites, at your local library, on
websites, in newspapers, or business magazines.

The drawback of secondary market research is that it is less useful than
primary market research because it is not tailored to the needs of the
organization. For example, secondary information would tell you how much
American teenagers spent on basketball shoes last year, but you wouldn't
know how much they were willing to spend on a particular design. Design
your company's special shoes.

There are 2 main sources of information commonly used to collect information
for secondary research:

20



I. RESEARCH METHODOLOGY

e Public sources are government portals that provide statistics on
economic, political, social, and many other topics.

e Commercial sources like magazines and newspapers. Many specialized
publications, including Financial Times and Bloomberg, provide
information for secondary research. Educational institutions: universities
and academies are the official sources of information. endlessly so that
the Team can take advantage of finding information and data from
previous research topics to use in their research.

In addition, Social Listening with data collected on social networks is also a
valuable source of secondary information. Only it has a fee and sometimes
requires skills in programming, and handling big data for analysis.

An information source is a source of information for someone, i.e. anything that
can inform a person about something to give someone knowledge.
Information sources can be observations, people's speeches, documents,
images, organizations, etc.

Types of information sources:

Different epistemologies have different views on the importance of different
types of information sources. Empiricism views sensory data as the primary
source of information, while other epistemologies hold a different view (Kragh
1989) (4. Different types of information sources can be divided into two broad
categories.)

A) Documentary Sources: These are commonly published or documented
knowledge documents. Possible sources are as follows:

Primary source of information: Primary sources are the first published records
of original research and development or descriptions of new applications or
new interpretations of an old topic or idea. Have original documents that
represent the original idea unfiltered.

This is the latest information available. A researcher generating new
information can make it available to specific communities through primary
sources. Often, it may be the only source of information that exists. Primary
sources are unorganized sources, they are quite difficult to use, secondary
sources help us to use these resources. These are important sources of
information. A subject becomes a discipline in its own right when independent

primary sources begin to be produced in the field.
21



I. RESEARCH METHODOLOGY

The growth rate of a discipline largely depends on the amount of literature
produced as primary sources reporting developments in the relevant field.

Secondary source of information: Secondary sources of information are those
that have been compiled from or refer to primary sources of information. The
original data has been randomly modified and reorganized to serve a specific
purpose for a group of users. Such sources contain information that is
organized and organized according to specific plans. Instead of new
knowledge, they contain organized repackaged knowledge.

Primary source information is presented in a more convenient format.
Secondary sources, by definition, are more accessible and widely available than
primary sources. They not only provide digested information but also act as
bibliographic keys to primary sources. Primary sources are the first to appear,
followed by secondary sources. It is difficult to find the information directly
from primary sources. Therefore, one should first consult secondary sources,
which will lead one to specific primary sources.

B) Non-documentary Sources: Non-documentary sources of information are
an important part of communication, especially in science and technology.
User studies have emphasized the importance of such sources. These sources
provide information that other sources do not. There are two types of sources:

Official source:

e Research organization
e Society

e Career

e Government. Part
University

Advise

Un-official source:

e Dialogue with Universities
e Guest
* Attend professional meetings.
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Il. STATISTICAL ANALYSIS

Data analysis is a process of working with data to find useful information to
support business decision-making. This process includes data cleaning,
transformation, and modeling.

Analyzing past data in the business offers the opportunity to make better
business decisions in the future. If the business is operating inefficiently, and
the growth rate is not good, then it is necessary to analyze the data to find the
mistakes in the past and not repeat them. Even when the business is running
smoothly, data analysis is important to uncover new business opportunities.

Data analytics can power effective data-driven marketing campaigns.

1. Psychology, people's attitudes and behaviors toward travels

Summary
[ Travel frequency | Booking preferences ' Online booking channels
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Figures 4: Summary of Online travel behavior of Vietnamese (Q&Me)

Along with the development of the economy, the quality of life is also
improved. Moreover, with the increasing tourism demand for domestic
tourists, the demand for entertainment and relaxation is also inevitable. With a
specific culture, the people of our country have gradually formed a popular
and characteristic travel habit.

Surveys show that Vietnamese people mainly travel in summer and on special
occasions. More than 50% of people (in Hanoi and Ho Chi Minh City) think that
they will travel on big holidays and long holidays (such as April 30, May 1, and
September 2) rather than weekends. (~25%) and personal anniversaries,
anniversaries of family trips (about 20%).
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Il. STATISTICAL ANALYSIS

-~
REASONS FOR TRAVELLING

76%

Relax and
get rid of stress

61%

Time for
family and friends

57% A 55
Discover =Sl Have fun
new things {E#} A and excitement

48%

Take
beautiful pictures

Figure 5: Reason for traveling (Q&ME)

Vietnamese people often travel for emotional bonding, so up to 60% of trips
are usually arranged with family, and 30% with friends. Compared to people in
Ho Chi Minh City, Hanoians tend to travel with their families more (Hanoi: 74% -
HCMC: 50%). Meanwhile, people in HCMC often go with friends (HCMC: 42% -
Hanoi: 22%). 90% of Vietnamese people still prefer to plan their own tours over
using travel agencies when they go on vacation. Vietnamese people travel for a
variety of reasons, including recreation, stress relief, beautiful check-in photos,
exploration, and visiting well-known and picturesque locations. Or you could
simply treat yourself after trying workdays,..

‘ Annual travel frequency

Among online booking users, 79% travells more than
once per year.

= ODnce anrudlly = 2 limes armually = 3 bmes and mofe amually

Qave

Figure 6: Annual travel frequency (Q&ME)

In terms of frequency, 30% said they would spend time traveling every 3-5
months, and if more, every 2-3 months (22%). Maybe because Vietnam rarely
has long-term vacations, Vietnamese people choose short-term trips, about 2-

4 days (~80%). "
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Besides self-organized trips, Vietnamese people also often participate in tours
through travel agents to book package tours, air tickets, or accommodation.

Online travel booking preferences

Among online booking users, flight and hotel booking online is popular. For the package
travel, still the travel agency is the popular pick.

Travel package Haotel Flight
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Figure 7: Online travel booking (Q&ME)

With the development and convenience of the internet, besides travel agents,
Vietnamese people are gradually getting into the habit of online booking
through apps. There are many platforms to support customers to book tickets
such as traveloka.com, agoda.com, mytour.vn,...

Online travel agencies’ awareness

Traveloka.com, agoda.com and booking.com are the most recognized and recalled (top-of-
mind) online travel websites, followed by travel.com.vn (Vietravel's online booking
platform)
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Figure 8: Online travel agencies awareness (Q&ME)
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Online travel agencies’ awareness — By travel frequency

Traveloka.com is the most known online travel website by frequent travelers. “Agoda.com”
is more known by occasional travelers, followed by booking.com and travel.com.vn.
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Figure 9: Online travel agencies awareness -
by travel frequency (Q&ME)

Online travel agencies in use

Traveloka.com is the most popular online travel website, followed by agoda.com and
booking.com with 20% and 18% respectively.
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Figure 10: Online travel agencies in use (Q&ME)

The statistics and tables show that traveloka.com and agoda.com are the two
most known and used websites by customers when they are far superior in
terms of both the known and the number of users. Understanding the usage
psychology as well as the brand recognition of customers will help us find the
right website to develop the best effect.
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Types of booking via online travel

The most popular use of booking types is hotel and flight
combination package with nearly 59% in both groups.
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Figure 11: Type of booking via online travel (Q&ME)

Reasons for agencies selection - Total

Easy to find in search engine, easy-to-use website and good price/ promotions of hotels
and flights are the main factors affecting decision on online travel selection in use.
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Figure 12: Reason for agencies selection - Total (Q&ME)

Reasons for agency selection — By agency
Easy to find in search, good price/ promotions of hotels and easy-to-use websites are top
3 reasons select online travel websites in both frequent and occasional travelers.
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Figure 13: Reason for agencies selection - by agency (Q&ME)
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Respondent profile (N=319)
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Figure 14: Respondent profile (Q&ME)
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2. Research on internet usage behaviors in Vietham

Over the past few years, social networking has become a part of the daily lives
of most Vietnamese along with the increasing prevalence of smartphone and
internet usage in Vietnam. Thanks to its young, digitally savvy, and highly
connected population, Vietham has been among the countries with the
highest number of social media users worldwide. Since their emergence, the
use of these networks has expanded from keeping in touch with friends and
family to a powerful tool used by brands to reach their consumers both
domestically and internationally. International. Therefore, in a market that uses
a lot of social media like Vietnam, social media-related strategies such as social
commerce and influencer marketing are crucial to win the market.

Through Kepios' overview data charts on Internet use, there are 72.10 million
Internet users in Vietnam in January 2022. Vietnam's Internet usage rate
stands at 73.2% of the total population. the number at the beginning of 2022.
Kepios' analysis indicates that Internet users in Vietnam increased by 3.4
million ( + 4.9 % ) from 2021 to 2022. From another angle, these user figures
show that 26.46 million people in Vietnam are not using the Internet at the
beginning of 2022, which means that 26.8% of the population is still offline at
the beginning of the year.
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Figure 15: Overview of internet use (Kepios)

ﬁ MAIN REASONS FOR USING THE INTERNET

STAYING IN TOUCH WITH FRIENDS AND FAMILY

USTENING TO MUSIC

FINDING HEW IDEAS AND INSPIRATION
RESEARCHING HOW TO DO THINGS

EDUCATION AND STUDY

are.
are. | XKEPIOS

Figure 16: Main reasons for using internet (Kepios)

Vietnamese people use the internet for many different purposes, but most
people use it for the purpose of finding necessary information, watching TV
shows and videos, and searching for services that meet their needs. surname.
This helps us choose the right channels to advertise and also use expert
methods to increase customer reach.
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Figure 17: Overview of internet use (Kepios)

The source also shows that the digital means that many Vietnamese people
use to go online the most are laptops and desktop computers (accounting for
52.64%), followed by smartphones (45.61%), but other devices such as tablets,
game consoles, etc. account for a very small number (only about 1.75%)

we
are, X KEPIOS
social

Figure 18: Most- used social media platform (Kepios)

Until February 2022, Facebook is still the most-used social network in Vietnam,
according to statistics, about 93.8% of Internet users will have at least 1
Facebook account. In second and third place are Zalo and Facebook
messenger - two messaging and calling platforms (Zalo accounted for 91.3%
and Messenger accounted for 82.2%).
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Although Zalo also has the feature to update status & share photos on the
diary similar to Facebook, it has not really attracted users to use this feature.
The purpose of using Zalo of users is still mainly to contact friends, and
relatives or to exchange work.

Coming in at No. 4, TikTok recorded strong growth thanks to its creative and
engaging content for young people. Currently, TikTok and Instagram are also
rated as popular social networks by Gen Z, even though some people think
that Facebook is an "old", "old" platform, and many people own Facebook
accounts but not often. regularly updated content.

Facebook users in Viet Nam 0

5{; 77 089 400

9 50.8% dl 49.2%

According to statistics from
NapoleonCat.com, the number

of accounts is more than 80

million. Facebook is the social

I II network  with the largest
I il .=

number of users in Vietham.
1217 18-24 2E-34 I5-44 £5-54 EE-G4 BE+

Although there are only 75
B, NapoleonCat : million internet users, there are

more than 80 million Facebook
Figure 19: Facebook users in Vietham  accounts.

(NapoleonCat)

The reason for this is that a person can set up many different accounts, making
this number exceed the number of internet users. The age of use is also very
diverse, but the focus is mainly from 18-44. The proportion of male and female
users is quite similar (49.1% and 50.9%). In summary, this is the largest social
network in Vietnam. Attracting the majority of internet users, mainly Gen Z
and GenV.
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Figure 20: Youtube advertising audience overview (Kepios)

m YOUTUBE

e Youtube is a famous video application platform. In Vietnam, the number
of YouTube users is second only to Facebook and Zalo. From Kepios'
analysis, Google's update of advertising resources shows that YouTube
has 62.50 million users in Vietnam at the beginning of 2022.

e This number means that YouTube's advertising reach in 2022 is
equivalent to 63.4% of Vietnam's total population at the beginning of the
year. It is possible that the number of users is much more than the
number, but they do not register an account.

e To put those numbers in perspective, YouTube advertising reached 86.7%
of Vietnam's total internet users (regardless of age) in January 2022.

—ERISCTE

e Figures published in ByteDance's advertising resources show that TikTok
had 39.91 million users aged 18 and over in Vietnam at the beginning of
2022. However, this number has grown rapidly to nearly 50 million. users
in July 2022.

e Meanwhile, TikTok's advertising reach in Vietham was equivalent to 65.5%
of the internet user base at the beginning of the year.

e As an emerging image social network in recent years, however, it has had
a great attraction. The content is also very diverse and up-to-date.
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Instagram users in Viet Nam
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Figure 21: Instagram users in Vietham share their photos and videos.

(NapoleonCat)

e Because it is a visual social network, it is not difficult to understand that
the percentage of female users is almost twice that of male users (62.7%
and 37.3%)

e Asan emerging image social network in recent years, however, it has had
a great attraction. The content is also very diverse and up-to-date.

Conclusion

e Social networks are quickly becoming a necessary component of modern
life, especially for young people who can access the internet from anywhere
at any time thanks to the prevalence of smartphones.

e Social media is a valuable land with many opportunities to advertise and
increase public awareness in the digital age.

After completing the research on the Internet and social networking habits of
Vietnamese users, we have identified the main communication platforms in
the campaign to stimulate domestic tourism during the festive season. Based
on the digital communication activities of businesses and Internet usage
trends of Viethamese people, Vinpear| selected Facebook, Youtube, Zalo, App
My Vinpearl, Website, and Email as communication platforms in this
campaign. In the communication plan that our team proposes to businesses,
the platforms that we focus on exploiting will be
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4.1 Economic situation

In recent years, the tourism industry has been oriented to develop into a
spearhead economic sector contributing greatly to the economic sector in
Vietnam. Tourism development in Vietnam not only helps diversify products
but also helps preserve social culture, as well as contributes to economic
development for some localities in the country. However, the development of
the Covid-19 epidemic nearly 3 years ago, has had a great impact on Vietham's
tourism industry.

Tourism is an important economic sector of Vietnam, accounting for nearly
10% of the country's GDP in 2020 (World Bank, 2020), which has many impacts
on overall economic and social development. However, tourism is the most
sensitive economic sector to the epidemic. The Covid-19 pandemic, which had
the most serious level on a global scale in the previous 100 years, began
seriously at the beginning of 2020 and lasted until the end of 2021. One of the
sectors thought to be most adversely affected by this disease is tourism.

In fact, before the appearance of the Covid-19 pandemic, tourism was one of
the most dynamically developing industries, based on promoting natural
tourism resources and competitive service prices. Tourism has contributed
significantly to GDP growth and job creation.

However, the tourism industry has been hit hard by the Covid-19 pandemic.
According to statistics, there were 4499 thousand foreign arrivals in Vietnam
in March 2020 (the first month affected by the pandemic), down 63.8% from
the previous month. Arrivals by air were down 62.3%, those by road were down
65.9%, and those by sea were down 83.6%.

In 2021, the situation of the Covid-19 epidemic is even more stressful, so
tourism in 2021 is considered to be completely frozen. The directives and bans
have affected all industries, and the tourism industry is most seriously affected.
That has caused tourism human resources to lose their jobs;, companies,
hotels, and restaurants in turn had to cut their payroll by 60%, and some travel
companies went bankrupt. According to the survey, by the end of June 2021,
more than 85% of employees were unemployed. Revenue from the tourism
industry in the first quarter of 2020 was estimated at VND 7,800 billion,
accounting for 0.6% of the total and down 27.8% over the same period last year
(up 13.2% in the same period in 2019). Due to concerns about the Covid
epidemic, many tourist attractions had to stop operating, and a large number
of domestic and international tourists canceled their tours.
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The good news is that according to the statistics report of the Vietnam
National Administration of Tourism, the domestic tourism market has fully
recovered with 79.8 million domestic tourists in the first eight months of 2022,
19.8 million more than the number of domestic tourists. target in 2019 and up
33.6% over the same period 2019.

Particularly in August 2022, the number of domestic tourists is estimated at 8
million, of which about 5.3 million are staying.
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Figure 22: Domestic tourists 2022 (according to the government)

This shows that the domestic tourism market has completely recovered. This
result was achieved due to the policy of completely opening up tourism from
March 15, a series of events to restart the market by the General Department of
Tourism, the Ministry of Culture, Sports and Tourism, with a positive response.
poles of localities and businesses; The strong implementation of association
and cooperation programs, tourism stimulus, the introduction of many new
products to meet the needs of tourists after the epidemic...

With the domestic tourism market booming, and the international tourism
market warming, the economic contribution of the tourism industry is
returning very close to pre-pandemic results.

According to the Vietnam National Administration of Tourism, the total
revenue from tourists in the first eight months of 2022 is estimated at 356.6
trillion VND, reaching 80.6% over the same period in 2019.

4.2 Business situation

In the field of tourism and resort, Vinpearl's activities recovered strongly in the
quarter. The total number of room nights sold increased 23% year-on-year
thanks to a sharp increase in domestic tourists during the holiday season.
Vinpearl reached VND 5,600 billion, continuing to recover according to the
general momentum of the tourismm market. The total number of room nights
sold reached 717,000 after 9 months, up 29% over the same period last year.
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In addition, in 2022, Vinpearl made major changes in the hotel & resort chain
management system by cooperating to transfer the management rights of
some of its hotel and resort facilities.

More specifically, the strategic cooperation roadmap between Vinpearl Joint
Stock Company and the world's leading hotel group Melia Hotels International
has just been announced on February 24, 2022. Accordingly, Vinpearl will
cooperate to transfer the management rights of 12 hotels and resorts to Melia
Hotels International for a minimum of 10 years in many provinces, from Hai
Phong to Tay Ninh.

This chain of works will be renamed Melia Vinpearl according to the
agreement, similar to other global 5-star hotel chains such as Melia Hotels &
Resorts, Sol by Melia, and INNSIDE by Melid, demonstrating the uniqueness
and strength of the project. both brands.

4.3 Competitors analysis

In recent years, Phu Quoc has recorded outstanding growth in tourism, hotel &
resort industries and has become the new tourist paradise of the country.

According to statistics from Kien Giang province's tourism department, in the
first 6 months of the year, Phu Quoc welcomed 2,397,756 arrivals, an increase of
50.1% over the same period. In the first half of 2019, when Phu Quoc was at its
busiest, this location had about 2,265,257 visitors. This demonstrates that Phu
Quoc's tourism industry not only fully recovered but also spectacularly
developed while receiving the highest volume of visitors ever.

On the other hand, in the past few years, Phu Quoc has not had a low tourist
season. Particularly in June, although it is the rainy season, it is recorded that
every day this place welcomes about 140 flights, more than 40 ferries, and
high-speed trains to and from, with tens of thousands of Vvisitors.
Accommodations, restaurants, hotels, resorts, and entertainment areas are
always crowded.

It is also because of this remarkable growth that more and more competitors
appear as hotels & resorts operating in Phu Quoc pearl island and surrounding
areas. The potential market also means that more and more competitors will
join the battle for visitors.

Below is an analysis of Vinpearl's some competitors in Phu Quoc
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4.3.1 Sun Group

e The most prominent in the hotel e Facebook Premier Village Phu
system of Sungroup luxury Quoc Resort: 61,090 likes. Youtube
Premier Village Resort channel has 78 subscribers and

the brand is also active on

e Cable <car route connecting Instagram and its website

Muong Hoa Valley with “roof of
Indochina” — Fansipan e The website system of the
entertainment & resort complex
project in Phu Quoc always
updates the fastest information on
the project situation and progress
and the advantages treat

e Van Don entertainment
complex, Hon Thom Island
(currently under construction &
expected to open for sale soon)
and many other services

e Sun Group is also built as an entertainment complex including many
restaurants, hotels, and other services.

e Sungroup has advantages and experience in building a resort tourism
system for highland, mountainous terrain, and spiritual tourism.

e Unlike Vinpearl, the hotel brands under SunGroup will not be grouped into
one website, then divided into microsites where each brand will own its
domain name.

¢ On the media channels of JW Marriott Phu Quoc hotel, we are also running
a media campaign for the year-end festival season by launching special
booking offers with the theme “Stay longer, get more” - length of stay. The
longer you stay, the higher the discount on prices.

e A hotel brand under the Sun Group system is also running a festive sale
“Premier Village Phu Quoc Resort” which is “Stay 3 pay 2". Besides, this
brand also has a lot of activities to increase the customer's experience
during the festive season such as Asian hot pot party, and Star gala...
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4.3.2 Movenpick

e There are more than 713 hotel e Facebook Mévenpick Resort
rooms, serviced apartments, and Waverly Phu Quoc 24,675
luxury villas equipped with full followers, the website with many
facilities. offers and updates quickly

e Complex for organizing e Brands under the management of
weddings and conferences. MIKGroup

e The first international 5-star
resort on Ong Lang beach

With energetic entertainment activities at Aura Beach Club, delicious cuisines
from five continents at The Islander restaurant, or relaxing in a relaxing space at

Elements Fitness & Spa, Movenpick Waverly Phu Quoc promises to bring you
the best experiences.

e The media channels are also running a media campaign for the year-end
festival season by launching special booking offers.

e Events on the occasion of the festive season such as Movenpick's Night
Market, and Hawaii Party on media sites.
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4.3.3 Pullman

e Pullman Phu Quoc Resort has
designed 331 luxury rooms, cabanas,
and 1 luxury 2-bedroom villa. Each
room is equipped with the latest
technology and a private balcony or
garden.

e The total area of Pullman Phu Quoc
Resort is up to 6ha with green trees
and pure white sand accounting for
80% of the total area and 170m2 of
private beach for resort guests and
sometimes local fishermen.

Facebook fan page with 60,935
followers, official website
pullmanphuquoc.com updates the
latest offers.

Similar to Movenpick, Pullman will
hold a night market on December
23 & 24. Along with that, there are
many promotions with restaurants
and hotels.

Pullman Phu Quoc Resort, the leading playground of the Pullman brand,
located on the southwest coast just 10 minutes by car from Phu Quoc

International Airport, is suitable for
playground. meaning and a vibrant s
private beach at Bai Truong, the resort

those who are looking for the right
pace to work in. Along the 170m-long
has 331 guestrooms divided into 8-room

classes, uniquely designed dining options with three restaurants and three

bars, and modern amenities.

{Page's

| 2hiu
Iname

varly Ouos Beach Villacie

Main fanpage Facebook
Compare MIKGroup Accor Sungroup Vingroup

Conclusion

In general, Vinpearl has the
highest number of posts and

| the highest number  of
[Page Likes 24,675 59.234 61159 47.815 . .
e ' interactions. The content of
|Fade 0y oI £ RED) 7 (oW . .
02 03 SL0%0 posts on social networks is
;Dm'.u:';_; Average 8-10  Average 10-12 | Average 6-8 Average 12-20 diverse and regu|ar|y updated.
="'-_-r_;.Jl_‘.'L.;. posts/month posts/month | posts/month posts/month . .
— ——— In addition, Vinpearl also owns
ntroducing he package Intreducing the . . ] L
discount of spa The resort's | series of Lightobia a series of IhtereStlﬂg activities
;Cur-‘.er:L packages and estaurant hotel and events, .
| Christmas and pub restaurant promotiona and eSpeC|a||y the famous
party services packages EDM Creamfields festival.
Table 1: Overall of competitors analysis
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Better

» Vinpearl has the highest liked fanpage and highest intereaction points
» Own a more attractive series of events and sale offer

» The festive season has a larger scale of planning than competitors

Worse

» Higher cost of accommodation and services
» The content of the post is strictly moderated, so it may lack creativity

» Owning many microsites, it is easy to make it difficult for
customers to access information

4.4 Year-end festive season in Vietham’s Culture

The Christmas or holiday season (also known as the holiday or holiday season
in some countries) is a recognized annual period in many Western and other
countries, commonly considered to take place from late November to early
January. It is defined as a combination of at least Christmas Day, New Year's
Day, and sometimes many other holidays and festivals.

On this occasion, families often try to get all the work done for the year;
Prepare to decorate the house for the family reunion. The indispensable
decoration on this day is the Christmas tree, which will be beautifully
decorated and placed in the living room; in the West usually near the fireplace.

In recent years, Christmas Day has become more popular in Vietnam.
Although it is not a holiday, Christmas is a time of joy for everyone. People also
create beautiful spaces on Christmas day such as decorating Christmas trees
and giving gifts to children. Vietnamese children also form a culture of writing
letters to Santa Claus to express their dreams and desires. For non-Christian
Vietnamese, Christmas day is like a happy day, so parents, depending on their
circumstances, conditions, and abilities, have ways to give gifts to their
children.

Besides Christmas, there is an equally important milestone in the festive
season at the end of the year, which is New Year's Eve. New Year's Day marks
the end of an old year and opens a new year with many new things, new jobs,
and new successes. On these days, people will often exchange greetings with
loving feelings for friends and relatives. On New Year's Eve, big cities also
organize fireworks to welcome the new year. Art programs are organized
magnificently to welcome the new year that has come.
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The time when the year-end festive season approaches is also the time when
consumers start shopping more. It is also the time when brands promote
marketing campaigns to increase sales and build brand image.

5. Theoretical models

To promote and position the image of Phu Quoc United Center "New
destination on the tourist map" and Top 25 most beautiful islands in the world
to the target customers, we have identified traditional models. Information
used to guide marketing strategies includes:

5.1 UX/UI theories

Knowing the difference between

03 & [N

Design

Interaction Design Vigual Design

Halar 0‘0
: IE 0 o
|.....'E
Wireframes & Colours
Prototypes
[=]
I_I_I
rE e
Information Graphic
oooo Architect Designer
@ T |
User Research |E =] Layouls

Scenarios Typography @EO:I

Figure 23: The difference between UX & Ul design (admiral.digital)

il

UX - User experience

UX - stands for User Experience. This is the process of identifying user needs
toward solving a specific goal. Thereby providing a meaningful product
related to the user experience. For example, a UX designer would build user
data streams, like the steps a user takes to subscribe to a website. What
steps will they take and how will they know if the user was successful?
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Ul - User interface

Ul stands for User Interface (User Interface Design), consisting of 2 elements:
Visual Design and Interaction Design. If UX designers create blueprints that
help users solve goals, it is the Ul designer's job to refine interactions, add
color, and accents, provide users with cues and navigate successfully. work
them to their destination.

Ul design creates the visual interface of the website, the message, the brand
wants to convey. For example, when clicking a button on a web page, the Ul
design will answer the question of whether there is a noticeable change for
users to realize they have successfully manipulated it.

It can be understood that UX is about you directing your design to the
overall feeling of the user's experience. Whereas Ul (interface design) is all
the interfaces of a product look like and how they work, and connect with

each other.

Step 1: Analyze and come up with ideas

Phén tich va l&én y tudng

Figure 24: Analyze and come up with idea
(Keyframe)

In any field or profession or
job, the process of analysis is
indispensable. Especially with
information systems, it is
extremely important to
carefully analyze data,
insights, habits, and habits ..
of users and create a detailed
plan for the project.

This helps Designers and
Developers firmly grasp the
purpose, business, and
features of the software or
features to be developed,
thereby avoiding unnecessary
errors and misunderstandings
that lead to a lot of time and
effort to repair.
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Step 2: Setting up the Wireframes system

Wireframe

Figure 25: Wireframes system (Keyframe)

A wireframe has always played
an important role in the whole
UI/UX design process. The
wireframe is a visual structural
diagram of software. Often
removed color elements,
textures are instead grayscale.

This helps the designer focus
on the overall layout, size, and
position of components in the
design. At this step, the focus
is almost entirely on UX.

In addition, the Wireframe version is also an intermediary to give opinions
between UX designers and Ul designers in case large companies separate
these two positions. The best way to approach the initial Wireframe should be
to sketch out a draft on paper with a pencil. Then upload it to Figma to re-
adjust with cubes to be reasonable with the grid system. You should also note
that creating a good Wireframe or not will have a certain effect on the Ul

interface of the software.

Step 3: Design the interface

Figure 26: interface

(Keyframe)

Design the

Unlike Wireframe, in this step, we need to
focus on the Ul Specifically, the Style
system (color, typography, stroke, shadow,
blur..) and the Font icon Designer system
will combine to create a complete
interface for the software, and the
creation of user interfaces. Good or not
will also affect the user experience (UX).
That's why it is said that UI/UX is always
parallel and inseparable.

Design chi tiét
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At this step, components will also be fully designed with states. For example, a
button in a wireframe only needs to be shown as a rectangle, but in the
detailed design, a button is an addition to including indicators such as color,
border, cornering, and shading... It is also shown as a button on hover, a button
on click, a button after click, button when disabled.

Step 4: Prototype

Prototype

Figure 27: Prototype (Keyframe)

If it is said that Wireframe is to
create a skeleton for the
software, Detailed Design is to
cover the skin, then Prototype
is like blowing the soul of the
design.

This step simply creates a
connection between screens
and components in different
states through the use of their
interactions and animations.
From here, the preview comes
to life. Easy to test and ask for
modifications later.

Step 5: Test and edit the content

Test va Sia ddi, b8 sung

Figure 28: Test & edit the content
(Keyframe)

No matter how careful you are, in
the process of working with
countless components, interactions
will inevitably make mistakes. Re-
testing and additional modifications
are essential. Because once the
code is included, editing the code
will be much more difficult and
time-consuming than editing the
design. This step is for the tester to
check for errors such as spelling
errors, and content moderation, the
layout is reasonable and correct,
and the design has no errors,...
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Step 6: Handoff to customers

Ban giao (Handoff)

Figure 29: Handoff to customer (Keyframe)

This step is to hand over the
complete design to the Front-
End Dev team to ensure that
the Dev has understood
correctly and fully about the
entire design. This step s
extremely important as it will
determine whether the actual
product is really what it is
intended to be compared to
the UI/UX design.

Of course, the ability of Front-
end dev is something to be
mentioned but there are
many cases where they do it
wrong because they have not
read the design properly.

Due to the limited time of this campaign, we will only present 2 steps
that are Customer Analysis and Wireframes for businesses to have a

clearer overview of the idea.

We skip the step of design the interface because we have identified to
be the user experiences designer in this project
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5.2 A.l.D.A Model

.o

Attention Interest Desire Action

Figure 30: Defination of AIDA (Gobranding)

A.LLD.A is a classic marketing communication model that allows businesses to
understand the cognitive process of consumers when making purchasing
decisions and thereby devise an appropriate communication strategy for each
of these stages. A.LD.A is an acronym for the 4 stages of Attention, Interest,
Desire, and Action

A- Attention The first step in the A.L.LD.A marketing communication model is to
attract the attention of the target audience. To attract the attention of target
customers in the current information explosion age, marketing managers
must skillfully choose appropriate marketing methods and tools to attract
attention, at the same time. forcing them to stop to receive media messages.

I- Interest Capturing the interest of your target audience can be the most
difficult phase for a business in the marketing communications model. After
capturing the interest of your target customers, how can you subtly stimulate
their interest in your products and services? The key here is to access relevant
and truly useful information tailored to their needs.

D- Desire After winning the interest of the target customer, the next step in
the marketing communication model is to generate the desire to interact with
the business from the target customer. The success of marketing
communications does not lie in trying to sell your product, but in the fact that
customers want to buy products from your business.
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There are two simple ways for businesses to stimulate the desire of customers,
which is to enhance the experience with the products and services that
businesses provide to users or target customers. This shows the positive
experiences that others have had.

A- Action Maybe your business has attracted the attention of target customers,
made them interested and want to own your products and services; but all of
the above efforts will be "zero" if the customer doesn't make it in the end.

Maximize communication channels, use KOL and press to
attract target audience

On all communication channels, information must be updated
regularly and continuously. The main content is to bring viewers
the official and latest information about the holiday season, the
information must be useful and funny, and the images are
beautiful.

Promote promotion of Creamfields promotions & events at Phu
Quoc United Center to keep customers engaged

Audiences are aware of the values they will receive back when
they come to Phu Quoc United Center, let them know that the
number of offers & time is limited to urge them to make quick
decisions.
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5.2 SW.O.T analysis

SWOQOT is a well-known business analysis model. This model includes 4 factors
represented by 4 abbreviations, namely S - Strength, W - Weaknesses
(Weaknesses), O - Opportunities, and T - Threats. SWOT is most commonly
applied in the business field to analyze the competitive situation of enterprises
in the market. Additionally, each person uses it to analyze themselves so they
can make plans for the future.

adl

o
OPPORTUNITIES

WEAKNESSES

Figure 31: Defination of SWOT (Reputation X)

The SWOT analysis is a crucial and necessary step in our group's case because,
when we arrive at Vinpearl, we have little experience with and knowledge of
the company in general and the Vietnamese tourism industry market. As a
result, this procedure is necessary and ought to be carried out before formal
planning, at the beginning of the information source stage. The purpose of the
SWOT analysis is to grasp the actual situation the festive season campaign will
encounter and how to solve it, the advantages to focusing on exploiting, and
the opportunities. the challenge in the upcoming project.

Below is the SW.O.T analysis of the campaign to stimulate domestic tourism
during the year-end festive season:
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STRENGTHS

Vinpearl is a large corporation with stable
financial potential and influence in Vietnam

The year-end festive season is a time when
people spend time and money on shopping
and traveling

Phu Quoc is currently one of the top
trending tourist destinations

Highlight activities in the festival planning
series have the ability to create topics that
are easy to attract young people, such as the
EDM music festival event

WEAKNESS

e The exposure to campaign-related

information and data is limited due to the
specifics of the business and industry, so it is
difficult to plan in detail.

The project is large and includes a lot of
small items, so it requires detail and skill
when planning

The campaign is planned for the winter of
2022, so it will limit the number of potential
tourists. One of the reasons is that at the end
of the year, Vietnamese tend to travel to
highland or spiritual places such as temples
and historical sites rather than the sea like
Phu Quoc. The weakness of Vinpearl is that it
has not been able to exploit spiritual tourist
sites, mainly sea tourism.

S.W.O.T

OPPORTUNITY

The current social network is extremely
developed and after the Covid-19 pandemic.
Especially in this campaign, Vinpearl has
determined to focus on exploiting digital
communication activities.

As one of the people born in Z generation,
we have the opportunity to approach and
understand the insight of modern youth.

THREAT

¢ The year-end festive season is the time when

most businesses participate in the
marketing race so the challenge is how to
make our project stand out among the
countless other media campaigns.

Table 2: SWOT analysis
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COMMUNICATION PLAN

Through this project, we hope to develop synchronous and diversified content
on digital marketing platforms, especially with TikTok - this is a social
networking platform that has recorded outstanding growth in recent years.
last year and is expected to grow strongly in the near future. In particular, the
users of this social network are mostly Gen Z - One of the important customer

files that we want to reach in the campaign.

Based on Vinpearl's year-end domestic tourism stimulus campaign plan and
the requirements set forth by the management, we have determined our

goals for the campaign:

GOALS

>

Re-design the interface and optimize the user experience on the
MyVinpearl App in the direction of personalizing the travel,
entertainment & entertainment experiences of Pearl Club members.

Build a system of articles & content routes on selected digital marketing
media according to each stage of the campaign

OBJECTIVES

>

Positioning Phu Quoc United Center as a new star on the tourist map,
bringing a full range of experiences for a trip to discover the beautiful
scenery (Nature), enjoy the resort, and top-class service. experience
(Leisure), experience multicultural colors from  Vietnamese
qguintessence to unique international festivals (Culture) and interact
with technology trends, green and environmentally friendly solutions
(Future)

» Increase Vinpearl's brand recognition with Gen Z customers - dynamic

& full of potential.

S.M.A.R.T Objectives

Platform Reach Engagement
Facebook 250.000 10.000
TikTok 200.000 9200

Table 3: Social media S.M.A.R.T Objectives
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Engagement

App Push 100.000 10.000

Table 4: App S.M.A.R.T Objectives

Target market: Vietnam's domestic tourism market

Target audiences: We have identified two main target customer groups for the
media campaign to stimulate domestic tourism during the year-end festival
season.

» Subjects are nuclear families or couples, young couples from 26 - 39 years
old. Vietnamese people tend to travel with their families, especially with
their partners or parents and children. Especially during the year-end
festival season, there will be many highlight activities for families who come
to Phu Quoc United Center. They use to travel to increase their emotional
family connection. The strength of this target group is a solid main
foundation, active on many social media but also extremely fastidious when
it comes to receiving information and making purchasing decisions.

» The audience is the young generation of Gen Z from 19-25 years old,
tending to travel in groups of friends & lovers. Having the advantage of
being bold, dynamic, open-minded,.. easily accepting creative &
breakthrough content. As one of the citizens born in the digital age, Gen Z is
very easy to receive information from many different platforms, easily
masters a communication platform, and tends to interact with articles. write
more than previous generations.

In particular, the target audience that Vinpearl wants to reach is not only the
young generation but also the "young and rich" generation of young people
with high social and material lives, who love expressing their individuality. &
willing to spend a lot of money to buy products/services to satisfy temporary
needs or to invest in liquidity. This group spends a lot of money to get beautiful
& viral photos on social networks: they spend a lot on clothes, cosmetics, and
hair care products,.. and of course, they are also willing to spend money to
travel.
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Demographic

Gender Male - Female
Age 26 - 39
Income The income level is from average to high, is an office worker or a

businass owner, an investor,

Location Vietnam

Psychological analysis

Demand Tend to enjoy resort services & peaceful feeling: spa services &
body care, specialty shopping,.. and creating memories with

family members

Character Adult, married and with children (or not yet), strict and difficult

when receiving information when making decisions

Interests Tends to enjoy resort services & feelings of peace: spa & body care
services, specialty shopping.... and especially favors convenience if
the hotel and local area provide it. more convenient services for

eating & drinking, it will be easier for therm to make decisions

Purchase behavior - Often buy goods through travel agents & agencies because they
will receive direct advice here

- Subjects aged 30 and over may not be familiar with hote
booking applications & websites due to their complexity.

- The deciding factor is price, incentives

Favorite media Nowadays, Gen ¥ no longer watches much TV. They spend time
channel going online and updating news through electronic channels and

social networks.

Table 5: Primary audience
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Demographic

Gender Male - Female

Age 19-25

Income Young people have good economic conditions with the support of their
families. They are already financially independent with a good income.

Location Vietnam

Psychological analysis

Demand

Affirming personality & uniqueness and fashion through buying and using,
investing in expensive products, so for them when using Vinpearl's

high-class travel services.

Character

Individuality, dynamic, positive and likes to talk about themself on socia

networks.

Interests

Love traveling with a group of close friends and lovers. Likes activities that
are exploratory, fun, and entertaining such as festivals, theme parks, and
exploration activities, ... especially like to choose tourist attractions with

beautiful landscapes to take photos of and share on social media.

Purchase

behavior

- Make a quick purchase decision, willing to pay for the service if they feel
attracted

- When the people around are also using the service/product, they will
make purchasing decisions faster (following trends)

- Often book through third-party travel apps and websites like Agoda,
traveloka instead of booking directly on the official website because these

platforms often have many promotional campaigns with good prices.

Fawvorite
media

channel

- Spend a lot of time on social networks: Facebook, Instagram, TikTok,
Youtube

- Update trends and news quickly, often attracted by creative & funny,
trendy content.

- Gen Z prefers texting over talking on the phone, so it is necessary to pay
attention to upgrading & updating the chatbot systermn to serve customers

needs.

Table 6: Secondary audience 54
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3. Big idea

3.1 Key visual

VINPEARI VinWond

:aﬂ I
U\Tm D -

MUALE JII.}[

(G 1900 25

Meaning: During the festive season at the end of 2022, Phu Quoc United
Center turns into a resort paradise with countless entertainment and fun
activities. Come quickly to Phu Quoc to enjoy the "unbelievable top" vacation
with family and friends.

Key Visual's color design ideas are not only impressed by luxurious colors &
creative images but also filled with the vibrant atmosphere of the festive
season. Phu Quoc United Center turns into a paradise of light with magnificent
castles, and modern hotels floating in the sky with exciting activities that bring
joy to the whole family.

#MualLeHoiDinhKhongTuong

3.2 Hashtag
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COMMUNICATION PLAN

3.3 Key message

At the heart of the most beautiful island in the world, Phu Quoc United Center
has become a new star on the tourist map, providing a full range of
experiences for a trip to discover beautiful nature. Coming to Phu Quoc United
Center, you will have moments and experience "Utopian Peak" in Phu Quoc
tourist paradise during the festival season filled with lights.

4. Communication strategies & tactics

Communication creates
awareness & demand

Communication to
stimulate demand &

Spread & nurture
communication

Stage push to sell services
110 -27M 28/ -3112 1/1-15/1/2023
Revealing official Update MKT funnel & Share Recap videos &
information about the conversion content photos of the festive
festive season route season “LIGHTopia"
Key assets = Redesign MyVinpearl = App Push sends sales | » Release of RECAP
app content online photosfvideos during the
year-end festival season
> Media positioning Phu = Online content brings
Quoc United Center and value to custormers > Let's share impressive
“LIGHTopia is a tourist photos/videos of
paradise” = Sales content customers checking-in
during the festive season
=Summarize the
highlights of the festive
season in 2022 to create
an infographic
Platform App, Facebook, TikTok App, Facebook, TikTok Facebook, TikTok

Requirement

> Interface design must
meet UX/U| standards:
Clean, standard, logical
information hierarchy

> Posted content will
prioritize reuse of available
images and videos to
optimize operating costs

> Post content based on
authentic news

Table 7: Communication strategies

= Promotional content
calls for custorners to
rmake quick buying
decisions:

= Short article title,
content: Phu Quoc food
tour, top experience in
Phu Quoc

> Incarporating media
on stakeholder’
platforms to increase
awareness

> Collaborating with 20
KOLs/KOCs to post
content: a 24-hour
journey to discover the
paradise of light
LIGHTopia at Phu Quoc
United Center

= Infagraphic must have

casy-to-see illustrations,
accurate statistics
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From October 1, 2022, to January 15, 2023. We plan to implement the following
communication plan:

e Positioning Phu Quoc United Center as a new star on the tourist map that
brings wonderful experiences

e Increasing people's awareness of an upcoming "Utopia Peak" festival
season at Phu Quoc United Center

e Build a system of articles & content routes on selected digital marketing
media according to each stage of the campaign

5. Communication plan

5.1 Owned media

FACEBOOK

VINPEARLS

ESTIVESEASON

Vinpearl Resort & Spa Phi Quée
. . T

sk Vinpearl Resort & Spa Phii Quéc Pinsed ot

Figure 32: Combination of Vinpearl's facebook fanpage

e Fanpage Vinpearl: With 289,965 likes the official fan page of Vinpearl
company updates important content and sale routes, information about
the festival season, and important events & milestones of the entire hotel
chain.

e Official fanpage of Vinpear| Resort & Spa Phu Quoc with 3,792 likes This is
the main fan page that posts all the upcoming events during this festive
season

e Fanpage Phu Quoc United Center with 47,663 likes where this campaign
takes place, here we will update all the upcoming events during this festive
season
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WEBSITE

B pHUOUOC
‘lT\I
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Figure 33: Official website of Vinpearl

The official website of Vinpearl so that customers can know about upcoming
events, is a place to book hotels, planes, and other services that Vinpearl
provides. At the microsite of the Phu Quoc population, we will post all
information about the festive season media campaign including Event time,
basic information, video trailers, and images of Vinpearl Phu Quoc,...

=0 @ |

.
I

P Paart Ghab -Chutng ¥ish kisch hang thin 1t Vinpeast

& Amew — — i - '.

Figure 34: Official youtube of Vinpearl

Vinpearl's Youtube channel currently has about 12.5 thousand
channel registrations, the main activity of the channel is posting
promotional videos and advertising for hotel & resort chains. In
this campaign, it is expected that Vinpearl| will publish and run
teaser video ads and trailers for the festive season.
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22.| 3 K o TikTok ; PRTTOR e i |
. 0 Bink chobyn vinpearl.com @ &

Sn DangFollew (RN N Vinprad
Followers F_— @ [ e ]

4315K

Likes Video

Figure 35: Official TikTok of Vinpearl

In this campaign, the company does not have a specific plan
for creative content creation for the festive season campaign
on the TikTok platform other than posting some promotional
videos, opening sales & upcoming offers. take place.

However, during the engagement process, we proposed to
create content on this platform with the desire to reach young
customers and diversify content on this platform.

5.2 Paid media
ADVERTISEMENT

Paid advertising is a service available on platforms like Facebook and Google to
reach customers. You pay to advertise products, offers, or promotions that will
be displayed on these platforms and the pages linked to them, thereby
reaching potential customers. This has a beneficial impact on sales results and
earnings.

Advertising activities of Vinpearl in this campaign

» Advertise online deals on Facebook
» Video Ads on Youtube

» Google Display Ads
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Phu Quoc

b i The opening "shot" is the Pre-Party of Creamfields
Creamf!%lgg:—:a - a prominent activity in the festive season
l-.ﬁ“““““’"’-“-‘"’z campaign that took place from 18:30 to 22:00 on
. November 12, 2022, at Smart City, Nam Tu. Liem,

Hanoi.

The Creamfields pre-party 2022 event will be
kicked off with excitement with the young and
powerful voice of special guest - singer MONO.
Known as the owner of the hit song that has
caused storms throughout Vietnamese social
networks in recent times, Mono's appearance will
attract many young customers and fans of this
VINCOM MEGA MALL SMART CITY
(DT VDS SHART T, AN TS i N singer to know about the music festival
Creamfields music is about to be held at Vinpearl|
Phu Quoc United Center.

Figure 36: Creamfields Pre-show at SMART City

ONLINE PRESS Vaanid

o Chinatr) Therl sy Kishdoans Thé gl Gibibri Thilthao Sirckhbe B adng Gldodee Phipiedt e Congrghi it

DU LICH

Vinpearl, VinWonders, Vinpear| Golf d6n mia l&
hi wéi chudi s kién déng cip thé gigi

XEM NHIEY

Figure 37: News about Year-end festive

The press helps to spread the brand image and the outstanding news and
events in the festive season communication campaign with everyone,
currently, a number of electronic media channels have published news about
the festival season including: dulich.tuoitre.vn, elitetour.com.vn, vietnamnet.vn,
tienphong.vn,.. It can be seen that Vinpearl has selected reputable, high-
accessed online newspapers with diverse topics from news channels with
diverse news/current news/business
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Phase 2 (28/11 - 31/12)

Communication to
stimulate demand & push
to sell services

Phase 1 (1/10 - 27/1)

Communication creates
awareness & demand

Phase 3 (1/12 - 15/1)

Spread & nurture

1. Digital marketing plan

communication

Digital Marketing plan for the festival season “LIGHTopia”

Gial degan

Muyc tidu

Nén ting

Topic

¥ tuéng quy hoach

Yiéu ciu

Thiét ké lai tmg dung
MyVinpear

Nhém KH téi App

MyWinpearl App MyVinpearl

Chinh slra; Giao digén Sign-in va Log-in

Téi thidt ké ing dung ndy irdr thanh mt

Chinh sira: Giao dién Homepage

“siu gng dyng” trong nganh du lich véi
nhiing tinh néng cor bén cda mdt app

Chinh stra: Giao dién Bon hang

¢l nhur dat phong khach san, qudn 1y

Chinh slra: Giao dién Chack in

don hang, quén by thé Pearl Club tich

Chinh slra: Giao dién Tai khodn

diém dich va, ... vdi giao dién hign dai
wa mang lai irdi nghiém 18t hon cho gidi

Chinh sira: Giao dién Cai 44t

tré. Bdng thiv thi ru héa dich vy cham

Update Wireframe mdi dwa trén nhitng chinh
sira XU

s6e khach hang va ird nghiém nguin
diing trén App MyVinpearl,

Chii ¥ bé cuc - mau séc - font
chir ddng bé i thurong hidu

Update ndi dung trén app
MyVinpearl

Nhém KH tdi App

My\inpearl App My\Vinpearl

Bia diém du lich: Béy #PhuCuoc ién top ddu
tim kiém

Tin tirc: Tuyén bai gici thidu LIGHTopia

Tang mirc a4 nhéan didn & ybu thich

Tin tire: Tuyén bai gidn thidu Creamfields

cia KH vai PQ

Tin tirc: Tuyén bai gidi thiéu dia dkém du lich
hot tai Phil Quéc

Bai vidt ding quy chudn,
phan cdp thang tin hop 1y

Binh vi Phi Qudc United Center
vé “LIGHTopia |a thién duwémng
du lich

Tiktok

Organic traffic va tay

Tuyén bai dinh "’”“E:m 25 hot 0o dep nhit
thé giti goi tén Phu United Center

Official Teaser. Mia B hoi LIGHTopia

Official Trailer: Mia 18 hdi LIGHTopia

Official Trailer: Mia & héi LIGHTopia

Official Trailer EDM Live Fesiival
"Creamfiedds” s&p ha canh PQUC

Nhirng théng tin mang tinh chit thér su

cép nhir QG

Facebook

Official information: Moa 1€ hii chinh thie
dugc cong bd

wé ma 18 héi va PQUC

Video trailer: Hé K v chudi s kidn sap difn
ra fai Phu Que United Center

Tuyén bai irdi nghiém du lich: Food tour, diém
checkin, ..

Tuyén bai céap nhdt tin chinh thire cla nhifng
hoal ddng didm nhén tai PQUC

Néi dung dang 18i sé uu tién
téi sir dung hinh anh, video
5 5an dé t&i wu chi phi hoat
aong

nhdt tuyén ndi dung tao
m & chuyén dbi P.H(“Tg

Nhom KH ti App

My\inpearl App MyVinpearl

DAy théng bao Lru d8i va kéu goi hanh ding
bang hinh thirc app push

©dy bdn dich vu

TikTok

Crganic traffic va tnay

Tuyén bas on &t quy trinh chudn bi cho maa 18
hid cda Vinpearl

Tuyén bas nhiing trdi nghiém khong thé bd &
trong mia & héi

Tuydn bai tidp cdn gen Z: Ban thudc kidu
ngwdi nao khi dén EDM Festival, Tips phéi db
tham gia Creamfialds, ..

N&i dung gén gli va than thign nhim
thu hit khach hang tré ubi

cAp nhdy QC

Facebook

Tuydn néi dung: Hé 1§ bi mat v& nghé sTtham
gia Creamfialds

Ho phii thdy ducc nhiing gid frima
PQUC dem dén khong hé nhd: Tha
sikc thé hién ca tinh, sang chanh, téo

Tuyén bai; Top tréi nghiém, dia @iém, check-in
khdng thé b3 I tai Phu Qudc

bao cla Gen Z

Tuyén bai: Phan tich MBTI, 12 chim sao sé co
tedi nghiém ki thi gi khi tham gia misa 18 hoi

Chia 58 nhi¥ng video & hinh dnh
Recap mia 18 i "LIGHTopia”

Tiktok

Tuyén bai 24 gio tréi nghiém PQUC maa 1& hoi
c6 gl hot két hop cling 20 KOLKOG

Chudi Video ngdn Recap khodnh khdc dang
nhdr tal Creamfields

Reming vin con nhirng sir kidn ddng chi ¥
sdp dién ra

Grganic traffic va tney
cép nhiy Pad media

Facebook

Re-cap hinh anh v video suf kibn diém nhdn

Repost nhiing video TikTok ctia KOL 1én
Facebook Reeals

Mét 14n nita khdng dinh gid tri mé& mia

Repost video cda KOL ¢6 trong tac & lugt
tiép cén cao nhit irén céc nén tang

1 hg POLUIC 48 mang ki cho he

Livi c&im on i cAc ddi tAc truydn thing, nghé
57 v ngurdri tham du

Mirng ném mdic Choi rit tham dy Godn van
may trong nam

Chao mirng tét nguyén dén 2023

Infographic: Nhing con ob &n tuong méa

PQUC dat duoc trong mia 1§ hai

Table 8: Communication plan
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CONTRIBUTE IDEAS
During the campaign, we earned the opportunity to work

with the media team of Vinpearl and assigned to write
Content Script
Eanh Thiri Bdi canh Wi dung Hinh anh

Iurgmng
1 A5 Sang — Bai 1H Chau Au

Here is one of the

Quay khung canh dai 1§ chiu du, Quing N&m tay ahau di mua sém, vul chei

trurémg Phugmg hodng lira, Che phién rgi dai by o 1l
Eeetheen script, theme "Top
2 a5 Sdng - The gidi Didu ki Quay bao quat 1 sd ki quan thé gidi Chyp dnh check in ling man . . R .
3 35| Sang - Khu Viking - Kha Ling 81 Mt Ha minh vio thi ky c& xua H&a thian thinh nhing chién binh d!a diém checkin
Viking - A~ o) 2 ~ Bl
a as Sdng - Khu Cung Dién HiiVirong | Khém pha nhimg diew ki diéu dudi dai duong | Héo hire xem how ditn cho ¢ mip khOﬂg thé bo I8 cua
&n kich tinh hay chup hinh w&i nang . > o . o
Mhach il i cac cap doéi khi tadi
5 as 5dng - Khu Cam Gidc Manh Céc tré chori hip dan Phan khich cling nhur sor hi khi >
durgrc tham gla nhirng tré chol cam i A"
st Phu Quodc
6 45 Chifu - Khdm phé Vinpearl Safari Cic lodi dgng viit thign nhign hoang dd Vi vuxe dign, chup hinh cac loaid

déng vit. Tao ding nher nhikng chd
hd, cha khi dang yéu,..

H [ T — Nhi hiing Phip Thurdrng thire bika i kifu Phip Chp d8i ngdi dwdi dnh nén lung link,

trén ban 1a 85 in Phip, ndl chuyén

wui vé va trao mdt ny hén l3ng man

Table 9: TikTok Script for Vinpearl

GIVING FEEDBACK

Besides contributing ideas and creating content plans for
the campaign on Vinpearl's TikTok account, we also edit the
posted content.

¥ twomg Top trai nghiém khéng thé bo 1& danh cho cac cap d6i tai Phi Quéc

Then give advice and Roferonces Lk L == - -
. . Link Trasition idea |Transition idea |Transition idea |Link
add detailed ideas, NGi dung
. Mén sira di tén dia danh "Huyén thoai tre”, "Du thuyén tinh yéu”, "Céu ling man™
contri b ute refe rences sang nhiing cdu di kém hanh djng vi du nhu "Chack-in tai Huyén thoai tre.’Céiu lang
man”, "Tan huéng du thuyén tinh yéu” vi ke'gr message la nhl..mg TRAI NGHIEM.
to ma ke the OUtp ut HOAT BONG khong thé bé 1&. NEu chi dé tén dia danh ngudi xem s& nght don gian

thénh nhiing dia diém chuyp hinh check-in. (Optional)

Tedi nghu&m thii vi d& thu hit cde cip 481 nhét 1 du lhu;-an tinh yéu chira di gy in
twgng vé ca hinh dnh: chon canh quay dep hon, dé tang linh ling man cd thé set up
thém hoa twoi, nén,.

Note: BSi canh thai gian 6 thé dbi sang thoi diém hoang hén sé& téng tinh ling man
Nén thém mét 58 cinh quay nhing mat hangibrand dic trung, dde dao 1ai dia didm
phd chdu Au

Néu nhdm vao ddi trgng gen Z cé thé thém that Imu tiét nhu sir dung db di
{headband. o, mi,...). cd thé chon di€n vién tré aé phi hop hon

more perfect.

3 Hinh anh

Bloan "Huyén thoai tre” phan hinh anh hoi ti, chua thiy ré sy khac bigt vé hinh ank
gilra cac canh quay da d3 thay ddi géc 4 quay chup; ob thé thém mdt 56 canh ngoai
cénh, todn cinh

Focus qua nhidu véo hai nhan vat chinh nén background tr& nén md nhat & mdt b
phin canh

Géc quay hep

Chét lugng video hoi mé

Table 10: Feedback for Vinpearl posted content
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2. Redesign user experience for app MyVinpearl

121 8%en W 5T

Pon hang cua toi

Quy khach chura ¢é don hang nao!

San pham danh cho ban

a |

[HCM-PHU QUOC] TET  [Ti

Py

Thuy cung  [HN-P)
Mi

COMBO | 3N2D VMB ...  Vinpearl Aquarium-.. COMB

# 5 ngudi mua $ 3455 ngudi mua £ 4ng

5.800.000d 170.000d

Xin chéo;

Khach san &
vé may bay

Tour & tréi
nahiém

Khéach san
nahi duéng

Gl nghi VinWonders  Vén chuyén  Vinpear| Golf

duréng
San pham danh cho ban

5N
e

i,

[HCM-PHU QUGC] TET  [Times City] Thiy cung
COMBO | 3N2D VMB ... Vinpearl Aquarium - ...
¥ 5 ngudi mua § 3455 ngudi mua

5.800.000 4 170.000d

Uu dai & khuyén mai

121 Een W 5T

< Quyén lgi thanh vién

Ambassador

Pearl VIP Pearl

Pear] ‘@
wade=Club

661157261
NGUYEN THU NGAN

Tan huang quyen lai thanh thanh vién Pearl véi vu dai
giam thém 5% gia phong khach san tat nhat cing nhiéu
uu dai hap dan

Danh muc tim Kiém

d3  Pearl giam gia 5%
U d&i gia phong khach san Vinpearl trén gia 15t nhat

D)

 Tham gia private sale 48h trudc gi m& ban
Tham gia private sale 48h trudc gier md ban

Ut dai gidm gia edc san pham héi vién ciia VinKE
Ufu i gidm gid cdc san pham hoi vién cla VinKE

Figure 38: Current interface of MyVinpearl

Redesigning this application to become a "super app" in the travel industry

with basic features of an old app such as hotel

booking,

order

management, Pearl card management Club accumulates service points, ...
with a modern interface and brings a better experience for young people.
At the same time, optimize customer service and user experience on the

MyVinpearl App.
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Reason for deciding to redesign MyVinpearl app:

e About Ul: The old interface is outdated, wordy & easy to eye fatigue, and
boring. To reach a young audience, you must redesign the interface to be
more modern and trendy.

e Bad customer experience: Frequent search errors, errors not displayed,
errors when booking but having to repeat the search operation many times
is annoying, and many other errors.

e |ncrease personalization in user experience

¢ New modern interface & easier to read
¢ Removed some bugs in the old interface

e Customers can freely create travel guides based on their favorite
destinations, places to eat and drink, and local entertainment activities.
Thereby, Vinpearl will also recover the amount of data and be able to
know the needs, preferences, and habits of customers when traveling.

2.1 Empathize
Issue 1: Vinpearl is not available on travel booking apps

I am planning to travel in Phu Quoc, Vinpearl is the place | want to stay but it is
not available on other booking apps. I'm worried that if | book directly on
MyVinpearl, it will be more expensive than other places (In fact, there are many
applications that suffer losses because of too much discount to attract
customers)

Issue 2: Can't figure out what to do when traveling

Preparing to travel but confused by not knowing what places or local
specialties will be there. Make them spend a lot of time finding out.

Issue 3: Want to book a room at a reasonable price

Compared to other hotels, Vinpearl| has a higher price, not to mention that it is
not available on other booking platforms, so there will be very few discounts.

This will cause customers to find travel agents with cheaper discounts
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Questions for user interview:

1. Which is your usual travel booking app?
2. What are you looking for in a travel booking app?

3. Have you ever tried booking hotels or flight on mobile phone?

4. Which platform do you usually book hotels? Website? Travel agency?

Mobile app?

5. Have you heard about MyVinpearl?
6. Have you ever used MyVinpearl for booking?

7. Why did you choose to use your usual booking platform

8. How do you plan for a vacation?

9. Do you book rooms along with flight/car or any other services? Do you
know that booking a combo will be much more cheaper?....

And many more question during the testing

Empathy map:

SAYS

| have trouble booking
Vinpearl hotel, it's too
many verification steps
and rarely offers discounts

Search online and use
multiple booking services
to find the right one

THINKS

Is there a quick, easy and
convenient way to book a
room at Vinpearl?

Bored because the service
has too many booking
options but nowhere is
meeting all of their needs
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2.2 MyVinpearl's target audience

MyVinpearl's target customers are men and women from 20-45 years old, they
have known Vinpearl and Vingroup as well as used the services of this group.
All MyVinpearl customers are members of Pearl Club (Vinpearl's loyalty
service). This means that they have at least once booked a Vinpearl room or

may be planning to travel

They all use phones and have internet connection, live in urban areas. Being a
modern person, who likes to travel, has a decent income or more.

Persona

PAIN POINT

e Having difficulty
Vinpearl hotel because
complicated procedures

booking
of

e Confused when choosing a room
class or accompanying service

e Having trouble using the

discount code

e Can't track the status of my offer
and my booked room

Demographic
Nguyen Huy Hoang
25 years old

Designer

Earned 15-20M/Month

Tech

Internet 0000

Social network 00
00

Shopping

e Save time booking, can book
quickly and conveniently with
low booking cost

e Easily store and plan your favorite
places when traveling

e Follow and stay in touch with
customer care to know more
about upcoming schedules
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2.3 Customer road map

e O €

Download the Search for in- Comparing and Buy product
MyVinpearl App app purchases choosing products
Customers check-in Customers come to Booking tracking Get loyalty points
more convenient Phu Quoc and travel planning

Figure 39: Customer road map using MyVinpearl

When approaching this campaign, we were tasked with how to increase the
number of people booking directly through Vinpearl: through the website,
booking app, agent, ... without having to go through a 3rd party such as reseller
or Traveloka, Agoda applications.

Besides, we also know that in this campaign, Vinpearl is expected to use the
MyVinpear| application so that customers can check-in and use the QR code as
an entrance ticket to participate in the activities taking place during the festive
season.

So the redesign of the user experience is so that customers can easily use the
above services more easily, increase the booking rate and customer loyalty file.
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3. Review video series to explore Phu Quoc United Center with
KOL in the tourism industry

In phase 3 of the campaign from January 1 to January 15, 2023, we plan to
cooperate with KOLs and travel reviewers to bring viewers the most authentic
experience, for customers. Having arrived in Phu Quoc, this is a series of videos
that bring back beautiful memories of the impossibly peak festival season. As
for those who have not been here, they will know what they have missed and
promise to come to Phu Quoc next time.

First of all, we have to mention the special feature of the accommodation and
hotel service industry:

A special feature of the hospitality industry is that customers cannot know in
advance what they will receive, or whether the service will satisfy them before
making a purchase decision. For example, we can try on a shirt before we buy
it or when we go to the supermarket we can try a few dishes before we buy. In
contrast, hotels cannot let customers rent a room to try for 1 day and 2 days
and then pay, you must purchase to know what you will receive in return.

That's why most customers of the tourism industry will choose to rent rooms at
hotels with good reputation, many people have used the service or have good
reviews on social networks.

The use of famous KOLs and reviewers in the travel industry can reach many
young customers, especially those with a passion for travel. Through video
reviews, they can also imagine what services they will receive when renting a
room at Vinpearl and make purchasing decisions easier.

Deployment

e Platform: Facebook and TikTok (Reels & short video, post with photos)

e Executor: KOL and travel industry reviewer with at least 5,000
followers/each person

e Video content: 24 hours to experience Phu Quoc United Center during the
year-end festive season. Viewers will follow the reviewer to all the places to
eat in Phu Quoc and participate in exciting experience activities

e Objective: Spread the achievements of the year-end festival season and
spread the beauty of Phu Quoc United Center to travel lovers
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Here are some Viethamese famous travel blogger for recommendations

Quy Céc Tu Nhi Dang

Vinh Gau Travip Lé Ha Trdc

Among the above travel bloggers, some have collaborated with Vinpearl in the
past, some are newcomers that | would like to introduce. For example, Le Ha
Truc is a travel blogger who specializes in updating resort trips, high-end

resorts that will match the image of Vinpearl. There are also other standards
that are set when we choose the KOL to work with.
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4. Estimated budget

S Item Units Total Cost
Ux/Ul Design Project 12.000.000
Testing Manday 8.000.000
App Development Manday 10.000.000
App push App push 2.000.000
Content development Post 10.000.000
- Facebook advertising Post 500.000.000
Facebook
Content development Post 80.000.000
Content development Post 80.000.000
TikTok TikTok ads Post 100.000.000
Booking KOL 100.000.000
KV - Banner PQUC Package 5.000.000
Key visual - Banner |KV - Banner Creamfields Package 5.000.000
KV - Banner Tet 2023 Package 5.000.000
Total cost 917.000.000

Table 11: Estimated budget

5. Risk management

Phase 1: Pre-crisis

Finding ways to reduce the risk of any potential threats to a company's
reputation is the first step in crisis communication. In this phase, we develop a
crisis response strategy.

After we develop a plan, they consult with any team members, including
management and particular employees, who are a part of crisis
communication. They might instruct them on how to share crisis updates with
the rest of the company and which systems to use.

Phase 2: Crisis

Your crisis communication team must be ready with a response as soon as a
crisis arises. It's beneficial to use all available communication channels, such as
the internet, print media, social media, and speaking with news channels, to
distribute your content to stakeholders.
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Phase 3: Post-crisis

The post-crisis phase is when the business resumes its normal operations. The
crisis communication team may start reputation repair in this phase to rebuild
the brand's reputation.

Priority

Crisis Response Phrase Post Crisis Phrase

MEDIA PRODUCTION

§The I design of the app doesn't match
| the brand standards (colors,

rrors when posting: image not suitable
3 ;for format (sharp, overflowing screen),
{typos, etc.

Medium

Research carefully in advance based on
available |nformat|on about brand

sta

Before updating, make a detailed brief on
the updated content (form, theme, style,

Any content must be moderated before it
can be posted. Set the font size, image
|size, and format right from begining

Stop updating the application to fix it and
update it as soon as possible after |Experience for the next design
|receivingfeedback.

If the information is still not attractive enough, you need to be flexible to recent hot
topics or change the content farmat (set titles, wrltlng style }

| Hide content immediately when an error |

is detected. Edit content as quickly as | Regularly check content to avoid
possible to re-edit content on time and on turne-conSummg mistakes
schedule

EMember morale has dropped due to
| poor-quality media posts

Inappropriate Slogan/Message
Misunderstood

| Clarify the point of view that work is not
|always easy and needs to be done with
esponsibility

;management team that will be in charge
| of crisis communication management,
|analysis, and backup plans.

Remind everyone of the group's goals.

Remove unfavorable information that could have a negative impact on the event in
the media. Take the slogan off and replace it with a backup plan.

COMMUNICATION

6 |KOL gotinto a scandal

:V’lnp-ean and Vingroup received
7 | negative reviews from the community
{during the launch of the Master Plan

Medium

Medium

éCheck and select the profile carefully
|before choosing KOLS and keep up to
| date with the latest news

| Choese information and images carefully
| to remove any triggenng elements.

| Investigate customer psychology and

| backup plans.

Do not publish posts that have that Kols
image. Contact the pariner to confirm the
information. If the situation is serious,
delete the post and announce breaking

| Update news and public attitudes about

| that Kols Mote that kol's name so you can
'remermber it for the next time you're
ooking for Kols.

n management and
response team quickly assess the
situation and formulate a strategy. Delete
negative content. Sorry and promise to
accommodate customers.

g

Stricl]y contrel content and images to
Eauoid adversely affecting the company

HUMAN RESOURSES

& MNot enough people

9 Personnel have health problems

| Check the number of employees for each
Jiob. Have backup stafis
Set up a system to store data and
research findings as well as implement
guidelines for new employees to enable
quick problem detection.

Arrange staff to fill that slot. Send employees from other depariments

Employees need to update their health status regularly. Arrange for replacement
staff

Table 12: Risk management
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EVALUATION

After handing out the digital marketing plan, we sadly got declined from
Vinpearl's media team. However, We all agree that this is also a chance to
prove ourselves and there's always things to learn.

Mistakes in the plan to reposition and redesign the MyVinpearl app

About App MyVinpearl, our original idea was to redesign this app to be a
“super app” in the travel industry with features like:

v

Booking hotel, service, plane, travel combo

Integrated features of Pearl Club card: accumulate upgrade points and
receive exclusive offers, manage booking history

Personalize customer experience: Customers can store their favorite tourist
destinations & hotels, create their travel guide including places to eat & drink
at the destination

When coming to Phu Quoc United Center during this festive season,
customers can use the QR code and Pearl Club Card built into the app to
register to attend the event

However, due to time constraints and lack of experience, subjective attitude
when not having a thorough discussion with Vinpearl's team. Our idea failed
because:

If you want to redesign the application, it will take a lot of time and human
resources, and budget, so it is very likely that you will not be able to
complete the set deadline.

The Ul design is sketchy, showing only the features available in the old
application, but not being able to achieve the set goals

Skipping the important step in UX design is research, user analysis, and
product testing. So we haven't been able to locate who the App users are,
the problems users are having, is the interface easy to use...

When redesigning the app, it takes long-term maintenance to repair the
code. Causing a big problem is that customers can't access the app for a
long time, which affects visits, customer experience, and digital marketing
plans. Besides, Vingroup uses Singapore's network and security system, so it
is very difficult to rebuild the application
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Mistakes in the plan to reposition and redesign the MyVinpearl app

We made a mistake when selecting a platform for the media and when
establishing goals:

» First, the group has decided to implement the digital marketing strategy on
the major social media platforms Facebook, TikTok, and App. Since Phu
Quoc United Center does not yet have a TikTok account of its own, the
availability of posts and video content is still constrained.

» Next, the plan is not really detailed, for example, in the plan to build a
Content Plan for social media, we only stop at stating the title of the article,
but not yet helping businesses visualize the topic and content. content of
those posts.

» Lastly, we were too focused on communication for Phu Quoc United Center
that we forgot about our client, Vinpearl, the plan mostly revolved around
Phu Quoc without anything relevant to Vinpearl.

The personal problems our group faces

The campaign's handover occurred later than anticipated; we got the festival
schedule and the task for communication planning from Vinpearl in early
September, which left us with less than a month to go - the day on which the
campaign is declared to have begun.

» In terms of experience, we have never worked in a Vietham Tourism
company or campaign. Meanwhile, communication in the tourism industry
is a difficult problem for even experts in the industry because tourism is a
wide, diverse, and complex field. In addition, due to the characteristics of the
tourism industry in general and Vinpearl in particular, the campaign will
lean towards the nature of a Digital marketing plan and the purpose is to
sell services.

» Our team was made up of members who weren't in the same class, so this
was our first time working together. With an important project like a
graduation project, most of the students chose their group from previous
semesters to get to know their teammates and understand each other's
forte. Meanwhile, it took us a long time to work together smoothly.

» At Vinpearl, information security & business secrets are the first and most
important requirements for interns like our group. During the process of
working at the company, we had to go through difficulties when we were
not allowed to access and interfere too deeply in the Timeline
communication.
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» So in the early stages of ideation and planning, there was a long period of
time when we had not yet determined the size of the campaign as well as
the necessary work items. To solve this problem, a member of us had to sign
a contract with the content: Ensure not to disclose confidential information
of Vinpearl in the graduation thesis and in the future.

HOP DONG BAO MAT THONG TIN
Hop Ping Bio Mit Théng Tin (sau diy goi 12 “Hop Phng™) nay duge Iip vi co higu lye
tir ngay 0371072022, bén va giira cac bén:
Cing ty Ci phin Vinpearl
Bia chi: Péo Hon Tre, Phuing Vinh Nguyén, Thinh phé Nha Trang, Khanh Hoa
Ngurdri dgi dién: Ba V& Thy Phueng Thao
Chirc vy: Pho Tdng Giam doc
Gidy Uy quyén so;
(Sau diy gpi 1dt ld “Cing Ty")
VA
Ong Nguyén Cwimg Thinh
CMND/CCCD: s6 001201011085  Cép ngay: 29/04/2021  Noi cdp: Cye CSDKQLCT va
DLQG vé dan cu
Vj tri/Chirc danh: TTS Phong Phit Trién Céng Cy Hd Trg Chung
Piing ky HKTT: 56 6 ngd Ba Triéu. phuimg Lé Dai Hanh, quin Hei Ba Trung, Ha Noi
Cho & hién tai: 56 6 ngd Ba Triéu. phutmg Lé Dai Hanh, quin Hai Ba Tnumg, Ha Ngi
(Sau ddy goi 161 1d "Ngwdi Lao Ding")
Cong Ty va Ngwoi Lao Pgng tir diy duwpc goi riéng 1a “Bén™ va goi chung 1a “Hai
Bén""Céic Bén"
XET RANG:
(A) Nguéi Lao Ddng va Cong Ty da ki két Hop ddng lao ding 6 03613579/HD-VPHN/2022-
04 (goi chung 1a “Hop ding lao ding”). Do dic thi cdng viée, Ngudi Lao Dong duge Cong
Ty cho phép tiép cdn mgt sé thang tin kinh doanh, thuwong mai, k¥ thujt vi quan trj quan
trong thuge nhom théng tin bao mit cia Cong ty (“Thing Tin Bao M4it™).
(B) Ngwéi Lao Bong va Cong Ty thong qua Hop Bong nay thiét lip nguyén tic bio mit vai
ciac Thong Tin Bao Mit cia Cong Ty.
DO VAY, TAI DAY, Hai Bén thod thuin nhir sau:
Diéu 1. Dinh nghia vi phiin logi Théng Tin Bio Mt
1.1. Thong Tin Bio Mit: la tat cd thong tin dwgc quy dinh li Thong 'l'inlB:m Miit trong Noi quy
lao dfng. quy cheé noi lam viée ciia Cong Ty. b thé ton tai dudi bét k¥ hinh thire vit chat
hodic phi vit chit no (bin in, bén dién nf, bling, dia...), cu the:

1.1.1. Cée bi mt théng tin chién luge. thuong mai, ddu te, Marketing, bi mét cdng nghé,
bi mjt kinh doanh, s& hiru tri tué (sang ché, gidi phap ki thut, thiét ké sin
pham...). ) o

1.1.2. Cdc bi mjt lién quan dén ¢o cdu 10 chire.

1.1.3. Céc bi mét théng tin kinh (£ tai chinh.

1.1.4. Cic bi mét lién quan dén hoat djng, vén hanh, An ninh, ki thuat.

1.1.5. Hinh anh. théng tin ca nhan cia can b lanh dao cao cap Tap doan.

1.1.6. Cdc thong tin, tai liéu bat ki de phuc vy hoat djng san xudt, kinh doanh, vin hinh
cia Cdng Ty ma khéng duoe Cong Ty cdng bo cong khai ra bén ngoadi.

Figure 40: Information confidentiality contract
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1.1 The advantages

» Participating in this campaign, our team had the opportunity to work at the
headquarters of Vingroup - which is considered one of the best places to
work for employees. Here, we were allowed to create our own media plan
from the following stages: Creating big ideas, key visuals, communication
strategies, KPlIs, and making cost estimates.

An internship here also builds relationships with experts who have
experience in the media industry. This helps us learn to gain more real
combat experience and improve future career opportunities.

» This campaign is the first time we have detailed a communication plan for
an organization outside of FPT University.

Working at Vinpearl has given us the chance to push past our boundaries
and overcome challenges while also developing discipline and good
manners in the workplace. These are soft skills that we cannot learn from
books or in school; rather, we can only fully comprehend them through
experience.

1.2 The disadvantages

» In this campaign, we experienced "firsts" in our lives: First time building a
media plan for a big business, first time working in the tourism industry. It is
worth mentioning that the tourism industry is a diverse and vast industry, so
it is difficult for new employees like us to research and develop a
communication plan. Since it was our first approach to this model, we had
to go through periods of great pressure and confusion, not knowing what
information to find out. How to plan? Because there are nearly 20 highlight
activities in the project, there will be many items to be exploited.

» The current Covid-19 pandemic has been completely controlled but it still
leaves people with sad memories & bad experiences when traveling in
potential areas of Mainland China and Taiwan or some other countries, the
regulations to prevent and control the Covid-19 epidemic are still being
strictly enforced. Although our campaign is aimed at domestic customers,
being restricted to one of the potential markets is still a big regret. In
addition, before and after the Covid-19 pandemic, the trend of using
communication channels and customer psychology of the tourism industry
also changed markedly. If we do not analyze and pay attention, we have lost
the opportunity to spread the media message to more people.
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Il. REFLECTION

>

Internship at Vinpearl is a great opportunity, but we encountered a problem
the location of Vinpearl's headquarters is nearly 60km from FPT University -
A long distance and if we cannot find a place to live, If we don't fit in and
arrange the class schedule for the week, we won't be able to follow this
project.

Ending the campaign to stimulate domestic tourism during the year-end
festival season, we have received many valuable lessons. In the next content,
we will give points to note and suggestions for ourselves and the next-
generation students when implementing the graduation project.

2.1 For group members

>

When implementing this campaign, we realized that we still have many
shortcomings: even though we have spent 4 years studying and working at
some businesses, we only received the tourism stimulus campaign. In the
year-end festival season, the group will be able to take on the role of project
manager, so we still need to add a lot of new knowledge and need more
time to practice.

Need to be more proactive in work. Take the initiative to take the job and
complete the assigned work on time, and take the job seriously. If there is an
unclear point about the work, you must immediately ask again and
regularly discuss it with colleagues and managers to grasp the entire
project's progress.

2.2 For next-year student

>

Must actively seek out job opportunities to train, study, and raised their
grade point averages in school. Starting in year 2, you have the option of
doing an internship to improve your living situation, professional experience,
and social skills.

Please pay attention to asking and completing the confidentiality
agreement between the enterprise and the group of interns early if required
by the company to gain deeper access to the communication plan &
operational planning timeline of the business.
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