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ABSTRACT
After considerable thought, Lac Viet Intech was born on 11/11/2011 on a little street. Doctor Thai Khac Vinh 
runs Lac Viet Dental Clinic, located at 280 Khuong Trung, Khuong Dinh Ward, Thanh Xuan District, Hanoi. 
Although Lac Viet Intech is one of the country's leading dentists, it has not touched different customer files, 
and Lac Viet Intech needs to expand further in terms of communication.

Color Team (K14 Multimedia Student, FPT University) is thrilled to have you join us as a media intern to 
brainstorm new project ideas and action strategies. Motion. We actively watched all aspects of the media 
campaign while working for Lac Viet Intech. However, in this thesis, we will focus our analysis on four main 
projects of the September-December 2022 campaign, which are: Our team's role in this project:

■ Discussion "Uu điem cua cong nghe trong rang implant safe tech" 

■ 2022 Community Health Day

■ Create a Tiktok channel

■ Social platform development: Facebook, Tiktok

➢ Four fundamental criteria guide our project:

Novelty: Increasingly, the problem of braces or dental implants is gaining a lot of attention, but when people 
come to it, it's mostly to change their beauty, not knowing that if they don't do it, it would drastically harm 
their health and life. Living. So our advertising aims to modify people's perceptions of braces; braces aren't 
simply for looks.

➢ Practicality: Using the theoretical foundation we've acquired, we've had the opportunity to apply what 
we've learned to specific occupations and produce communication products that can be used in practice.

➢ Social humanity: The purpose of this campaign is not merely to raise brand awareness or customer trust 
but also to change people's perceptions of the braces problem. Braces will no longer be just for beauty; they will 
also safeguard one's health and significantly impact one's life and career.

➢ Science: To evaluate communication efficacy, use research methodologies to design specific goals and 
measure results. The production books were examined for plagiarism using Grammarly Pro software, and the 
results were positive, with approximately 96% similarity to the original. In addition to the specially polished 
design, we present the detailed structure and content of the Book produced by scientific study standards.

OUR TEAM

TRAN HONG TRANG
HS140314

VU THI LINH CHI
HS140120

VU THI TUYET NHUNG
HS140532

LE LAN NGOC
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01 The importance of communication in 
healthcare

   1.1 What is communication?

   1.2 Marketing communication in healthcare

02 Marketing Communication in the health 
dental

   2.1 Marketing Communication in healthcare 
dentistry

   2.2 Marketing Communication in dentistry

I. SITUATION ANALYSIS

1.2. Marketing communication in healthcare
The world has changed, as has society, and so have people’s needs. Demand for commodities such as automo-
biles and televisions will fall Meanwhile, the demand for such healthcare services will rise further. According 
to Datamonitor, elder consumers are willing to pay extra for goods that are personalized to their unique de-
mands. They are also more interested in products that provide an immersive experience. They have a budget 
and more time for leisure activities. This will create a market opportunity. Healthcare marketing is a strategic 
outreach and communications process designed to entice customers, lead them through their healthcare jour-
ney, and keep them engaged in the health system. To drive engage- ment and accelerate enterprise growth, 
sophisticated healthcare marketing strategies integrate omnichannel, highly segmented, and targeted online 
and offline tactics. Healthcare systems track their marketing efforts’ success through specific metrics aligned 
with key performance indicators (KPIs) and marketing return on investment (ROI).

01. THE IMPORTANCE OF COMMUNICATION IN HEALTHCARE

1.1. What is communication
First, we want to mention the concept of “Communi-
cation”. “Communication is a human-to-human com-
munication process or is  generalized as a process of 
communicating, sharing informa-
tion, sending messages for a certain 
communication purpose between 
the parties involved.” (Lan Huong, 
2014).

According to Kotler (2007, p. 45) 
“Communication is the activities of 
conveying information indirectly or 
directly about the product and the 
business itself to customers in order to convince them 
to believe in the business and products, and buy the 
products.”. (Reference: Marketing Essentials, Philip 
Kotler )

In the context of constant industry rivalry, the process 

of communicating a message to the audience is 
considered media communication. It plays a vital 
role in producing a product or providing servic-
es to the customers and; concurrently making an 
impact on customers’ awareness which helps form 

interests, satisfaction, and con-
sumerism. (Prutianu and oth-
ers,1998)

Because of that, communication 
is the process of constant commu-
nication happening in humanity. 
The process isn’t as simple as only 
having the sender or the receiver 
involved, but requires constant 

signals transmitting to come to a common under-
standing; this is placed in a reciprocal relationship 
with environmental factors and the society where 
communication takes place.( 2007, page 353)

According to Neilsen, all types of health care organizations are at the 
vanguard of this new era. At the same time, healthcare is becoming 
“digitalized” through adopting electronic medical records and mo-
bile, social media, and cloud computing platforms. As a result, health 
care, like many other industries, is rapidly evolving. This digital CHAPTER I

I. SITUATION ANALYSIS

II. OVERVIEW

III. THEORIES

IV. COMPANY OVERVIEW

V. RESEARCH & ANALYSIS

INTRODUCTION
In this section, we'll explain the origins of our project and why 
we think it's essential. The campaign in the fourth quarter co-
incides with the end of the year, when many essential holidays 
take place, so people have more beauty needs. Therefore, now 
is a great time to launch a communication campaign to increase 
brand awareness and inform people about a reputable dental 
clinic for dental health care mouth.

Capstone Project Production Book 10
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02. MARKETING COMMUNICATION IN THE 
HEATH DENTAL

2.1. Marketing Communication in healthcare dentistry
Dentistry is a broad specialty with many different areas of concentration and patient populations. As a result, 
an effective dental marketing strategy will assist in attracting, converting, and engaging current and prospec-
tive patients and building the brand’s reputation. A well-planned integrated marketing strategy can do more 
than attract new patients. People may be in desperate need of treatment but don’t know where or how to look 
for a reputable dentist who can provide the required services. It may appeal to patients with specific needs and 
cannot find a doctor who meets them. It shows today that having the best dental marketing strategy showcas-
ing a unique personality can help increase your profits and brand awareness. It has been demonstrated that 
having the best dental marketing strategy highlighting an individual character can help increase profits and 
brand awareness. 2.2. Communication in VietNam Dentistry 

Internationally, the trend of dental marketing is already quite well-liked. However, dental marketing still 
needs to be well-liked in Vietnam. Because of this, dental clinics can start today and “get unexpected outcomes 
with minimal effort.” For newcomers, dental marketing is an excellent strategy for developing services. With 
a consistent plan, you can gain 30 to 50 new patients per month.

According to WHO, there is a dentist for every 7,500 people; in Vietnam, this ratio is 25,000, and in Indonesia, 
it is 220,000. Due to this high prevalence, dentists must further increase brand awareness. Every sector consid-
ers social media its gold mine as it continues to expand.

As a result, the factors mentioned above significantly impact the communication process at Lac Viet Intech 
Dental Clinic, and communication may play an essential role in maintaining internal activities and staff. How 
we communicate and promote through a screen will be more difficult as the communication project progress-
es through the phase at the end of the year. “How should the message be delivered?” 

How can Lac Viet Intech Dental Clinic employees be involved in planned activities? How can viewers empa-
thize with the messages conveyed? “these are the questions we must address to create an effective communi-
cation strategy.

The complexity of the epidemic causes many challenges in delivering dental care. But this is also a “golden” 
time to promote online communication. Successful dentistry needs both a skilled dentist and a savvy business 
person. Using dental marketing tactics, you can distinguish yourself from the competition and attract more 
customers.

In recent years, marketing communication in the healthcare industry in Vietnam has been recognized as spe-
cific and has continued to use traditional methods of communication, such as television. Because the health-
care industry has specialized knowledge, it can take time for the media to reach. However, with the economy’s 
muscular development and globalization trend in recent years, people have become more interested in the 
communication field for the Vietnam healthcare industry, gradually bringing the industry to life beyond the 
traditional framework.

Except for 2020, the worldwide oral care market revenue has risen in 
recent years and is predicted to rise further, according to the Statista 
Consumer Market Outlook. By 2020, revenue would have reached nearly 
44 billion U.S. dollars. The oral care market’s average per capita revenue 
was 5.87 US dollars. That same year, the market was by far the largest 
among all countries in the United States. By comparison, the revenue 
of the Chinese oral care market came in second place, reaching about 
three billion U.S. dollars less.

This statistic depicts the global tooth 
whitening market value in 2020, with 
a projected figure for 2026. In 2020, 
the global tooth whitening market 
was worth roughly $6.14 billion USD, 
and it is predicted to increase to $8.21 
billion USD by 2026. Brilliant media 
campaigns contribute significantly to 
such revenue. As a result, promoting 
marketing and communication in the 
healthcare industry is critical. In the 
current 4.0 era, the market for this 
industry is enormous.

transformation will assist organizations in providing improved health, value, and consumer engagement.

Figure 1.1.2.1.a: Revenue of the oral 
market worldwide from  2012 to 2025

Figure 1.1.2.1.b: Teeth whitening market value worldwide in 2020 and 2026
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03. PROJECT OVERVIEW

3.1. The current Project
The COVID-19 epidemic harmed the Vietnamese economy because its growth rate fell to just 2.91% or just 
half of what it had been in 2019. The service sector as a whole has been impacted. When both domestic and 
international aggregate demand declines significantly. This field has a two-way effect, but the impact on the 
health sector is more detrimental. The good news is that budgetary spending and investment are up 1.5% 
from the same period in 2019. However, because of the need to treat other diseases, the way businesses in 
this industry (private hospitals, dental clinics, etc.) Operate saw a significant decline in revenue. At the same 
time, spending had to go up to pay for measures to reduce disease risk. However, dental care is still a crucial 
component of medical care for people. Therefore, compared to other medical services, the demand for dental 
disease examination, treatment, and cosmetic dentistry is still higher during the healing process. Economic 
resurgence following COVID-19.

Our team joined the campaign in September. A media plan will be prepared every month to summarize and 
orientate all the activities over the month:

• Period 1 September 10 to September 21

• Period 2 September 22 to October 14

• Period 3 October 15 to November 14

• Period 4 November 15 to December 10

3.3. Boundaries of the Project
Limit of the project: Focus on Hanoi city because 
this is the headquarters of Lac Viet Intech. 

Vietnamese dental clinics offer the best dental care 
at very affordable rates. The market in question is 
regarded as being extremely fragmented, and com-
petition is fierce as clinics spring up left and right. 
Therefore, to establish themselves in the market, 
hospitals and dental offices must support marketing 
communication initiatives and constantly enhance 
their competitiveness. Marketing communication 
is crucial because it links customers and clinics, en-
abling the latter to gather market data for setting 
specific development goals and gaining the trust of 
their clientele. This will raise the clinic’s reputation 
and position the brand favorably in the minds of its 
clients.

So we choose Facebook and Tiktok as the growing 
platforms for this campaign.

3.2. The proposed Project
The communication plan for Lac Viet Intech Dental 
chain contains a series of following activities:

■ Series about “Dental Problems” - the name” Nieng 
rang A-Z” on TikTok

■ Series about “ Answer questions about Dental prob-
lems” 

■ Event: 

Discussion "Uu điem cua cong nghe trong rang im-
plant safe tech" 

2022 Community Health Day

01 Name of capstone Project

02 Reason for choosing Project

03 Project Overview

   3.1  The current Project

   3.2 The proposed Project

     3.3 Boundaries of the Project

II. OVERVIEW
01. NAME OF CAPSTONE PROJECT
English Name:

“Communication campaign for Lac Viet Intech dental chain in the 
fourth-quarter”

Tên Tiếng Việt:

“ Chiến dịch truyền thông cho chuỗi nha khoa Lạc Việt Intech quý IV”

02. REASON FOR CHOOSING PROJECT
First and foremost, through this communication campaign, we have opportunities to become interns in the 
communication department of the dental chain Lac Viet Intech. As senior students at FPTUniversity, we want 
to use the knowledge we’ve gained from school to apply for specific jobs. Our team, in particular, consists of 
four passionate members, and each individual has their own strengths, such as creating content and designing, 
that may be useful for the project. We are honored to be a part of this campaign and have high expectations of 
improving our personal multimedia communication skills and gaining experience from working with experi-
enced people in the communication industry.

The second point is that we only care a little about communication for dentists because we believe it will be 
boring and conform to a specific framework. However, after contacting the Lac Viet Intech communication 
team, we completely changed our minds. This is a dynamic, young, and creative environment. This compelled 
us to take part in this fourth-quarter campaign. It is both a challenge and a new experience for us to gain com-
munication knowledge.

The third reason is that the fourth quarter campaign coincides with the end of the year, when many essen-
tial holidays occur, so people have more beauty needs. As a result, we believe that now is an excellent time 
to launch a communication campaign to raise brand awareness and inform people about a reputable dental 
practice for oral health care.

Becoming insiders and understanding the situation, we desire to develop an effective communication cam-
paign for the dental chain Lac Viet Intechto to provide valuable information and raise brand awareness 
through digital marketing.
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01 SWOT analysis

02 S.M.A.R.T objective

03 TTM analysis

04 Primary research

05 Secondary research

06 PESO model

07 Event definition

08 Communication Campaign

09 Branding recognition and brand awareness

10 Personal branding

11 Customer Insight

12 PESTEL model

III. THEORIES
01. S.W.O.T 
ANALYSIS

SWOT is a common framework for 4-box strategy anal-
ysis and strategy development. The acronym SWOT is 
derived from Strengths, Weaknesses, Opportunities, 
and Threats. SWOT has been around for decades and 
may claim to be the most commonly used strategy 
method in modern times.

02. S.M.A.R.T 
OBJECTIVE

03. TTM 
ANALYSIS

TTM is an acronym that stands for Truth, Tension, and 

Motivation. The Truth, Tension, and Motivation model is 

a communication tool for consumer insight. 

S.M.A.R.T (SMART) is an acronym you can use to 
direct the setting of your target. 

A type of goal-setting is SMART objectives (also 
known as SMART goals). Setting SMART goals can 
help you clarify your thoughts, focus your efforts, 
use your time and resources better, and increase 
your chances of achieving what is recommended. 
The acronym SMART stands for:

Figure 1.3.1: S.W.O.T Analysis

Figure 1.3.2: S.M.A.R.T Objective

Figure 1.3.3: TTM Analysis
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04. PRIMARY RESEARCH

05. SECONDARY RESEARCH

Primary research is a valuable ability to develop since it can be 

applied in various corporate, personal, and academic settings.

PESO stands for “paid, earned, shared, owned,” and classifies all of a brand’s marketing chan-
nels.

It allows us to assess our efforts through these four lenses (paid, earned, shared, and owned) to 
see if more channels may be integrated into new or existing programs. The methodology also 
enables us to categorize and interpret the media we are currently investing in.

• Paid: exchanging money for dissemination, whether an advertisement or content 

• Earned: exchanging valuable content for an established authority’s audience

• Shared: Expanding your content’s reach through your audience.

• Owned: Creating an audience that seeks your content and then delivering it to that audience.06
. P
ES

O
 M

O
D
EL

Secondary research, according to  Oxford Reference, 

makes use of information that has already been col-

lated and prepared. It differs from primary research, 

usually referred to as original research. The analysis 

is typically performed using research given by a third 

party. This is often referred to as syndicated research.

08. COMMUNICATION CAMPAIGN

An innovative communications strategy is critical for the success of any launch. To achieve 
optimum performance and return on investment, whether you're launching a capital cam-
paign, announcing a new project,  or implementing a new service,  you'l l  need a marketing 
plan to assist  you send the appropriate message to the right audience.  Creating a commu-
nications plan may appear to be a big endeavor,  so we've broken it  down into seven steps:

According to the fifth edition of Successful Event Management: A Practical 
Handbook, Bryn Parry and Anton Shone. Special events are "non-routine 
occasions with recreational, cultural, personal, or organizational purposes 
that are distinct from daily life and whose purpose is to enlighten, celebrate, 
entertain, or challenge the experience of a group of people."

7.1. Types of events
Leisure Events (Leisure, sport, recreation)
Personal Events (weddings, birthdays, anniversaries)
Cultural Events (Ceremonial, sacred, heritage, art, folklore)
Organizational Events (Commercial, political, charitable, sales)

7.2. Characteristics of events
Events share many other features with all kinds of services, particularly 
hospitality and leisure services. These qualities are unique, perishability, 
labor-intensiveness, set timelines, intangibility, personal interaction, ambi-
ance, and ritual or ceremony.

07. EVENT DEFINITION

Figure 1.3.4: Primary Research

Figure 1.3.5: Secondary Research

Figure 1.3.6: Peso Model
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09. BRANDING RECOGNITION AND BRAND
AWARENESS

Brand Awareness is the basis for businesses to promote brand names, successfully 
introduce new products or services, build your reputation, distinguish business from 
competitors, find and retain loyal customers. Create Brand Awareness is essential 
for new brands when potential customers do not know about this brand.

 A brand-related auditory cue, such as a jingle or theme song, can also 
cause brand recognition.

According to a New York Times report, there are six primary forms of personal 
brands:

1. Altruists: These people are recognized for helping others and devoting their 
time to charitable causes. Angelina Jolie, Dolly Parton, and Bill Gates are exam-
ples of this.

2. Careerists: These brands prioritize success above all else. This brand is known 
for giving information and being an industry thought leader. Elon Musk, Jeff 
Bezos, and Simon Sinek all fall under this category.

3. Hipsters: These brands frequently blend compassion and careerism, but they 
are more concerned with information exchange than action. Look to this brand 
for innovative and fashionable items.

4. Boomerangs: Boomerang brands distribute stuff to stir up debate. They may 
not agree with the stuff they are spreading, but they enjoy being entertained.

5. Connectors: These people enjoy bringing people together and take satisfac-
tion in farming communities. They are frequently innovative and appreciate the 
approval of others. Consider your favorite Instagram influencers or celebs.

6. Selectives: Selective brands only disclose information to certain audiences. 
They are resourceful and make an effort to curate material for their audience.
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Personal branding is the deliberate creation and influence of an individual’s public perception. 
This is accomplished by presenting them as an industry authority or by distinguishing them-
selves from the competitors and enhancing their reputation.

10. PERSONAL BRANDING

Figure 1.3.8: Communication Campaign

Figure 1.3.9.a: Branding Recognition

Figure 1.3.9.a: Branding Rec-
ognition

Figure 1.3.9.b: Brand Awareness
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12. PESTEL
A PESTEL (or PESTLE) analysis is a methodology used by marketers to analyze and monitor external mar-
keting environmental elements that affect products, campaigns, projects, or businesses. This is used to distin-
guish A SWOT analysis includes threats and weaknesses. PESTEL is an abbreviation for:

Abraham Maslow proposed Maslow's 
hierarchy of needs was published in 
Psychological Review in 1943 as 
"A Theory of Human Motivation" 
(Maslow, 1943). The hypothesis is 
represented as a five-stage pyramid, 
with the most basic necessities at the 
bottom. These stages are physiolog-
ical, safety, love/belonging, esteem, 
and self-actualization (from bottom 
to top).

11. CUSTOMER INSIGHT

 Figure 1.3.11 - Maslow’s hierarchy of needs (source: simplypsychology.org)

They consist of oxygen, food, water, and relatively constant body temperature requirements. They are the most 
vital needs because the physiological ones would come first in the individual's quest for happiness if a person 

were deprived of all conditions.

When all physiological needs are met, and thoughts and actions are no longer regulated, the need for protection 
will become active. The signs of fear and the lack to be protected are also displayed by children. 

The requirements for esteem will become dominant when the first three categories of needs are met. These 
needs included both self-esteem and respect that an individual receives from others. 

The next class of needs for love, respect, and belonging can emerge when the requirements for safety and for 
physiological well-being are met.

If all of the above conditions are fulfilled, then and only then are the self-actualization needs activated. It is 
straightforward to know what the individual is anxious about if a person is hungry, unsafe, not liked or accepted 
or lacks self-esteem. When there is a need for self-actualization, it is sometimes unclear what a person needs.

 Figure 1.3.12  - STEEPLE/PESTELE (source: Professional Academy) 

 Figure 1.3.12  - STEEPLE/PESTELE (source: Professional Academy) 
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01. ABOUT LACVIET
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         Between 2008 and 2012, the country’s dental industry experienced rapid growth, which resulted in 
inadequacies that harmed patients in a variety of ways. Lac Viet Intech arose from this situation.

Founding

Lac Viet Intech was born on 11/11/2011 on a tiny street after much deliberation. Lac Viet Dental Clinic is 
located at 280 Khuong Trung, Khuong Dinh Ward, Thanh Xuan District, Hanoi, and is run by doctor Thai 
Khac Vinh.

We were small in scale at the time, with only one doctor and three nurses, but we had big dreams.
They were becoming aware of industry flaws that cause patients to pay un-
fairly, such as a lack of transparency in raw materials, doctors, treatment 
equipment, etc. Lac Viet Intech was founded to realize a single dream: that 
every patient receives the best treatment possible and that every doctor in 
the system has the best practice environment possible, unrestricted by a lack 
of materials, equipment, or expertise.

We followed the following philosophies at the time: 
• Patient-centered philosophy.
• Always strive for perfect treatment outcomes.
• Complete information transparency: 
• Transparency about the origin of the same materials for patients and trans-
parency in treatment methods, prices, and treating doctors.
• Take human resources as an example.
• Train people who have high professional qualifications and a patient-cen-
tered practice mindset.

         1.1.2. Phase of transformation
On August 13, 2016, after five years of operation at 280 Khuong Trung with substantial financial and hu-
man resources, Lac Viet Intech opened its first central facility at 74 Tay Son Street, Dong Da, Hanoi, with 
a staff of 18 people. Dr. Nguyen Thi Thu Trang and Dr. Pham Hung Son were present. The logo for Nha 
Khoa Lac Viet is an image of a crane.

At the time, the field of cosmetic porcelain teeth was developing rapidly, leaving Lac Viet Intech with two 
options: join the porcelain teeth market or not.

We decided to stay out of the game after much concern, based on professional knowledge of the conse-
quences that cosmetic porcelain teeth will leave for patients. Simultaneously, state its mission clearly: “pro-
vide a minimally invasive, safe, and sustainable dental treatment solution.”

With this mission, we chose two areas to avoid: dental implants and braces and porcelain bridges and cos-
metic crowns.

“Provide a minimally invasive, safe, and sustainable dental treatment solution.”

Lac Viet Intech has grown steadily since then.

We will have five branches by the end of 2021:

    • 160 Tay Son 9 Nguyen Van Huyen 426 Minh Khai, Hanoi.

    • To Thieu, Le Chan, Hai Phong: 107 To Thieu, Hai Phong.

    • Nghe An is located at 22 Cao Thang, Hong Son, Vinh City, Nghe An.

We plan to reach out to all 64 provinces in the future.

02. VISION, MISSION, CORE VALUE

2.1. Vision
Lac Viet Intech Dental System is always a pioneer, 
boldly breaking the path of traditional dentistry while 
constantly promoting technological innovation, al-
lowing experience international 
standard braces service right in Viet-
nam, with the aspiration for Vietnam-
ese people to enjoy the quintessence 
of the world’s dental industry. 

2.2. Mission
To provide the community with a 
high-quality, specialized dental system based on im-
plants and braces, including a dedicated team of pro-
fessionals, hard work, accountability, and cutting-edge 

treatment technology. With the CHEAPEST PRICE

Create an equal, fair, and mutually respectful working 
environment for employees, ensure higher pay than 
comparable societal positions and provide every op-

portunity for employees to succeed. 
Advancement within the company

We are creating the best environ-
ment for professional advancement, 
a stable life, and a good position in 
the world for doctors.

For shareholders, generate a profit of 
20-30% per year based on the investment rate.

2.3. Core value
Treatment quality: We prioritize treatment, strive for perfection in treatment outcomes, and achieve patient 
satisfaction primarily through the treatment process and treatment outcomes.

Safety: We are committed to prioritizing treatment safety over all other considerations for the benefit of pa-
tients and healthcare professionals (other than panic attacks).

Perfect service: Taking customers as the center, seeing customers as partners, and creating a trust based on 
three values: transparency, commitment, and responsibility.

We are committed to always listening and empathizing with patients and staff to provide the best service and 
benefits, meeting the legitimate needs of patients and employees in the system and partners. 

Responsibility: We are committed to always listening to and empathizing with patients and staff to provide 
the best service and benefits while meeting the legitimate needs of patients, system employees, and partners. 
We strive for information transparency while working to 
reduce waiting and treatment times.

Pioneers: We are committed to staying at the cutting edge 
of technology, equipment, and people to provide the best 
possible care to our patients.

Benefits distribution among patients, Lac Viet Intech, 
and system staff: Lac Viet seeks to strike a balance among 
patients, system staff, and shareholders.

         1.1.3. Rebranding stage
In 2018, it was discovered that treatment outcomes are only truly perfect when highly qualified doctors are 
combined with advanced treatment technology. Lac Viet Dental Clinic was renamed Lac Viet Intech Dental 
Clinic, which combines intelligence and technology. (Intelligent design + technology).

   1.1. Overview
                  

          1.1.1 Lac Viet Intech established
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03. BRAND IDENTITY

3.
1.
 T
he
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ng
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er
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te
chLac Viet Intech combines 

intelligence and technology, 
implying the convergence 
of human intelligence and 

cutting-edge technology. 
We strive to make Lac 

Viet Intech a gathering of 
people with clear minds, 

skilled hands, and advanced 
Odonto-Stomatology 

technologies.

3.2. The meaning of the Logo

The logo picture features a lost bird flying against a bronze drum 
background. The lost bird is a common and revered symbol. The 
misplaced bird arose like a longing to conquer the eternal sky. The 
lost bird represents the dream of traveling across space despite 
storms and difficulties. Aspirations and aspirations fly high and 
are the pride of the nation.

Lac Viet aspires to be the leading dentist in terms of treatment 
quality, enabling Vietnamese people to access the best and most 
current equipment following international standards in the short-
est amount of time.

Color choice 

#034eb4 #f9fcfc 3.3. The meaning of the Slogan
Expressed out: “Dẫn đầu chất lượng điều trị”

The implicit value of the slogan: “chất lượng điều trị là trên hết”

This slogan was chosen because we believe that every patient who comes to us has one wish: the BEST 
TREATMENT RESULTS.

Our elite team, on the other hand, is mostly made up of DOCTORS, who have been educated and trained 
to cure diseases and save lives; professional honor obligates us to strive for the best treatment outcomes for 
patients. core.

When choosing this slogan, the organization’s every decision will be based on the quality of treatment: the 
reinvestment and continuous upgrading of specialized machinery and equipment to ensure the best for the 
treating doctor. prioritized. Personnel, particularly the medical team, will frequently be trained in new skills; 
training is our top priority. The quality of treatment will also be a major factor in determining an employee’s 
capacity (related to welfare).
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04. THE ADVANTAGE IN COMPETITION
Consider the following two competitive factors:

The doctors’ team is customer-focused, professional, dedicated, honest, and respectful.

Three factors must be considered when assembling a medical team:

Professional aspect: become well-qualified doctors capable of treating complex cases that only a few doctors 
in the market can handle.

Check that doctors are legally permitted to practice.

The aspect of the image: concentrate on establishing a professional appearance in customers’ eyes, including 
full degrees and certificates, towards foreign degrees and certificates, research, and publications in interna-
tional journals.

We are using cutting-edge treatment technology.

The final destination: the combination of highly qualified and always up-to-date doctors, as well as modern 
equipment and machinery, enables us to deploy and service customer
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The demand for dental treatments in Vietnam is increasing as oral prob-
lems become more common. The market for oral health care and treat-
ment, particularly cosmetic dentistry, has grown rapidly in recent years. 
However, dental services are increasing significantly, particularly in urban 
areas. Patients are increasingly seeking cosmetic dentistry because they 
are concerned about their teeth, both in terms of oral health and smile. 
Females between 15 and 35 have the most demand for cosmetic dentistry. 
Patients seek aesthetic dentistry because they are concerned about the oral 
health and appearance of their teeth. Females aged 15 to 35 have the most 
considerable demand for aesthetic dentistry.

According to Ken Research’s research on expanding the dentistry business in Vietnam, 1,846 dental clinics 
have been created and operated as of December 2018. The Vietnamese dental market is predicted to increase 
by 6.9% between 2019 and 2023, with revenue increasing by 5.6%. Customers choose organized dentistry and 
large clinic systems for various reasons, including the capacity to grow the number of branches, expand oper-
ation areas across districts, regions, and provinces, and provide additional value-added services. On the other 
hand, organizational and systematic clinics will have 20% greater service costs than unorganized, single-branch 
clinics. Dental clinics in Vietnam provide the most excellent dental care accessible today at very affordable prices.

As a result, to obtain a footing in the market, hospitals and dental clinics must promote marketing commu-
nication activities while consistently enhancing their competitiveness. Lac Viet Intech is one of them, having 
implemented a communication campaign to improve brand recognition on social networking platforms such 
as Facebook and Tiktok.

Because Facebook is now the primary content dis-
tribution platform for marketers (HubSpot State 
of Marketing Report, 2021). 98.3% of Facebook 
users use mobile devices to access apps (Statista, 
2021). Marketers claim that Facebook is the most 
popular social networking platform across all age 
groups (HubSpot Blog Research, 2021) According 
to Rival's marketing KPI statistics, the average en-
gagement rate on Facebook across all industries is 

0.08%. (Rival Iq, 2021).

Even though internal resources (internal bandwidth) are limited - 
TikTok is regarded as a Gen Z app, and no employees want to be be-
hind the camera - TikTok’s potential is demonstrated by the following 
figures: TikTok MAU (Monthly Active Users): TikTok has 1 million 
monthly active users, according to TikTok. TikTok was downloaded 
3 million times and led non-game applications in downloads for six 
months in 2021, totaling 383 million downloads from January to June 
2021. Extremely competitive: TikTok ranks seventh in social media 
applications in 2021, outperforming Pinterest, Twitter, Snapchat, and 
Reddit in terms of MAU, even though it was only created in 2016. 
TikTok, with an average session length of 10.85 minutes, is the most 
active social networking platform. Pinterest comes in second with 
5.06 minutes. TikTok’s user growth rates in the United States and 
globally are 787.86% and 1,157.76%, respectively. TikTok’s distinct 
and original algorithm enables users to reach a larger audience based 

on their engagement with the material.

Gina Nacnac, Hirefluence's Manager of Brand Partnerships, discussed the relevance of TikTok Mar-
keting for companies in 2022: "In 2022, we will witness a rise in TikTok Content Creators that create 
content." channel-specific content that serves as the brand's face for a set period, such as quarterly or 
every six months. This will increase income potential for producers while also allowing advertisers to 
interact with customers via targeted content for creators truly.
Today's teenagers are even more reliant on wireless communication. According to Nielsen Company 
research, the average youngster sends roughly 3,000 text messages monthly. Furthermore, the Pew 
Research Center discovered that: 
1. 95% of teenagers use mobile phones.
2. 75% have a profile on a social networking site.
3. 20% have posted a video of themselves online.

Figure 1.5.1: CURRENT SITUATION ANALYSIS 
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According to the Fortino Group (Pittsburgh), today’s teens 
will spend one-third of their life online. They will exhibit 
some of the following qualities that public relations profes-
sionals need to address to communicate successfully with 
them: outcomes with them. They’d do the following:

• Spend equal time interacting with friends both online and in person.

• Before dating or marrying, make your first online contact.

• Spend ten times as much time online as you do with your parents.

• Be more cautious with your social skills.

• More reservations regarding online identities, such as chat participants

• Intolerance for printed forms, lengthy application processes, or traditional systems.

Because genZ is currently a group of potential customers who are readily available through social network-
ing platforms such as TikTok. As a result, we recognize the importance of promoting advertising articles on 

this platform.

02. SWOT ANALYSIS

2.1. Strengths
• Lac Viet Intech is the product of the collaboration of a group of prominent experts in the 
field of orthodontic braces. The doctors have all worked in international settings and have 
received extensive training in the United States and Europe.

• The most recent brace technology: Lac Viet Intech Dental Clinic currently uses X-Matrix 
braces technology exclusively. This digitization technology is considered the most current 
and cutting-edge fast braces technology available today.

• Owning the best machinery system, such as a 3D CT Conebeam X-ray machine, dental 
impression scanner, iTero Element 5D, and other modern equipment.

2.2. Weakness
• Communication channels and media are still developing, and brand awareness needs to 
be higher.

• Online events are inaccessible and unappealing to teenagers.

• Because of a lack of creativity and a lack of content on social networking sites, interaction 
could be better.

• Image Lac Viet Intech has made significant investments, but it still needs to meet the needs 
of its customers.

2.3. Opportunities
• Dental aesthetics are in high demand.

• Modern technology allows doctors to work more efficiently.

2.4. Threats
• A highly fragmented market with fierce competition

• The disparity between clinics is not significant.

• Clinics require an appealing marketing strategy to attract customers.

03. COMPETITORS ANALYSIS
3.1. Hi, Smile
         3.1.1 Introduction

HiSmile is a nationwide dental connection platform with more 
than 200 partners across the country, present in 63 major cit-
ies and provinces, to help connect customers with reputable 
and quality dentists fastest. Connecting through Hismile, you 
will easily find reputable, rigorously tested dentists. Acting as 
a 3rd party intermediary, Hismile commits to protecting the 
rights and risks and compensating 100% for customers if the 
orthodontic surgery is unsuccessful.

a.Strength

• As one of the pioneers in establishing a braces support 
group,

• There is a large community with the highest number of 
members in Vietnam.

• There is a substantial group and fan page ecosystem.b.Weakness

• Too much emphasis on client exploitation results in rampant seeding.

• The value of knowledge is negligible because the solution team consists primarily of 
members and employees who need more in-depth understanding of braces.

• Information is not objective and intended to guide members for advertising pur-
poses only.

         3.1.2 Communication comparison
HiSmile's communication activities are extensive and well-funded. The use of smooth and well-coordinated 
communication tools has resulted in a perfect communication effect, which has helped to increase dentistry's 
reputation and revenue.

Figure 1.5.3.2: Hi Smile
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To begin, dentists prefer online advertising through Facebook and Google channels. The dentist uses the Face-
book channel for interaction and prospecting to increase revenue and Google Search and Display ads to im-
prove the clinic's reputation.
Second, Hi Smile Dental has successfully used this communication tool in terms of public relations. Newspa-
pers and articles appear regularly, with content frequently discussing dental achievements, sharing achieve-
ments, seminars, volunteering activities, and providing dental knowledge.

Besides, the dentist also creates communities like “Nhat ky nieng rang” và “Nieng 
rang dep co nào?” – The community gathers the largest group of people with braces in 

Vietnam until now.

04. CUSTOMERS’ INSIGHTS

4.1. TTM analysis
         4.1.1 Truth

Nowadays, oral health care is becoming increasingly ex-
citing and focused. People require high-quality dentists, 
but the price must also be reasonable and committed. 
Customers need help to decide on the ever-expanding 
dental market.
Similarly, when LacViet Intech’s “ Nieng Răng A-Z” 
community conducted a customer survey, the results 
revealed that 80% of female customers aged 15-35 are 
more interested in the issue. Dental aesthetics include 
dental crowns and braces. They are concerned about the 
Dental's quality and reputation, on the other hand. 50% 
of them are particularly interested in dentists whose fees 
are in line with their budgets.

         4.1.2 Tension
Because the Lac Viet Intech dental system is an organized dental system, an extensive clinic system, and a 
massive investment in modern equipment, service costs will be 20% higher than in unorganized clinics. There 
is only one branch of the organization. As a result, when customers visit LacViet, they are always concerned 
about the cost. LacViet, on the other hand, guarantees that the price always corresponds to the quality.

      4.1.3 Motivation
Dental treatment requires customers to spend a significant amount of time with the dentist, and they must 
return to the dentist multiple times to continue their treatment following their protocol. As a result, many 
customers prefer to choose a dentist near their home, school, or workplace for easy commuting. That is also 
why dental clinics must rapidly expand their functional areas to attract potential customers from all regions.

Furthermore, customers frequently search for dental clinics based on brand. The number of people searching 
monthly is even three times that of the general keyword “dental.” It demonstrates that the brand significant-
ly impacts customer purchasing behavior because the industry characteristics are directly related to human 
health. Dental clinics must promote brand marketing communication strategies to increase prestige, raise 
awareness, and expand their geographic reach.

4.2. Primary research
         4.2.1 Survey
• General survey
Students aged 15 to 25 in Hanoi are the intended audience.
The goal is to comprehend customer insight to select the best communication channel for target customers. 
Aside from identifying the brand awareness and the needs of dental services that customers are interested in.

Figure 1.5.4.1.1: Facebook group insight by gender

Figure 1.5.4.2.1a: General survey

Figure 1.5.4.2.2a: General survey
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1. How long have you had braces?

Survey of people with braces

2. Why did you decide to get braces?

3. What kind of braces do you have?

4. What difficulties do you face when wearing braces?

5. Your biggest benefit after braces?

Survey of people who have had braces

1. How long do you have braces?

2. Why did you decide to get braces?

3. What kind of braces do you have?

Figure 1.5.4.2.3a: General survey

Figure 1.5.4.2.4a: General survey

Figure 1.5.4.2.5a: General survey

Figure 1.5.4.2.1.1b: Survey of people 
with braces

Figure 1.5.4.2.1.2b: Survey of people 
with braces

Figure 1.5.4.2.1.3b: Survey of 
people with braces

Figure 1.5.4.2.1.4b: Survey of 
people with braces

Figure 1.5.4.2.1.5b: Survey of 
people with braces

Figure 1.5.4.2.1.1c: Survey of peo-
ple who have had braces 

Figure 1.5.4.2.1.2c: Survey of peo-
ple who have had braces 

Figure 1.5.4.2.1.3c: Survey of peo-
ple who have had braces 
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4. Where are you going to get braces?

5. When do you plan to start braces?

According to the survey, up to 57.4% of women aged 17 to 24 require 
orthodontic braces (46.3%). The majority of poll respondents learn 
about dentistry from Facebook and Tiktok, and they expect dentistry 
to be reasonably priced (27.8%).
Lac Viet Intech has a strong brand awareness of 42.6%, followed by 
competitor Hi Smile (25.9%). Metal braces on the exterior are the 
most common technique of braces (56.3%), with the desire to have 
beautiful teeth (68.8%) and lower the risk of dental disorders (75%).

4. What difficulties do you face when wearing braces?

5. Your biggest benefit after braces?

Survey of people who are intending to get braces

1, Why do you intend to get braces?

2, What kind of braces are you going to have?
3, Why did you intend to get braces until now?

4, Where are you going to get braces?

         4.2.2 Interview

Ms. Yen - 42 years old
Had braces for 3 years
Crooked teeth, crooked jaw
at the hospital
Recommended by friends

Mr. Quang Thien - 22 years old
Intending to get braces
Crooked teeth, being criticized by everyone
Search via web, Facebook, Tiktok
Recommend: National Hospital of Odonto-Stomatology, 
EZ tech

Figure 1.5.4.2.1.4c: Survey of peo-
ple who have had braces 

Figure 1.5.4.2.1.5c: Survey of 
people who have had braces

Figure 1.5.4.2.1.1d: Survey of 
people who are intending to 

get braces

Figure 1.5.4.2.1.2d: Survey of people who 
are intending to get braces

Figure 1.5.4.2.1.3d: Survey of people 
who are intending to get braces

Figure 1.5.4.2.1.4d: Survey of people 
who are intending to get braces

Figure 1.5.4.2.1.5d: Survey of peo-
ple who are intending to get braces

Figure 1.5.4.2.1.6d: Survey of people 
who are intending to get braces
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Mr. Anh Tu - 22 years old
Intention to have braces in 5 months
Want to have strong, beautiful teeth
Search via Group
Recommend: Hismile

Mss Linh Dan - 22 years old
Had metal braces at 16 years old
Uneven teeth
Pain and difficulty in eating
Recommend: Hismile, Lac Viet Intech

Mr The Anh - 22 years old
Intend to get braces at the end of the year
Misaligned bite
Search via Facebook, Group
Fear of pain, fear of difficulty eating
Recommend: Lac Viet Intech

Interview platform

• According to the interview results, most older generations trust hospitals to examine and treat dental dis-
eases. In contrast, genZ generation prefers to go to dental offices and often seeks information through social 
networking platforms such as Facebook, Group, and TikTok...
• According to dental market research in Vietnam (Ken Research, 2018), the female customer group aged 15-
35 generates the most revenue for the dental service industry due to the population boom.

• As a result, Lac Viet Intech conducted a survey in Hanoi divided into two main research groups.
Group 1: Students aged 15-22 who live and study in Hanoi, as well as those who enjoy freedom, discovery, and 
the modern way of life, comprise the Free Youngster group. They are of an age where they are concerned with 
their oral health and appearance. They are mainly the "golden age" of braces service.
Demographic: Because the student body is still in school, all expenses are borne by the family. As a result, the 
ability to self-determine and pay for dental services is approximately 30,000,000 VND per service.
Demand: You must examine and treat dental diseases such as dental fillings, root canal therapy, dental caries 
treatment, and so on. You have high demand, especially at school age, and are ready to use orthodontic braces 
service before adulthood to be more confident when going to work later.

Group 2: Young working women are women aged 23 to 35 living and working in Hanoi. They already have 
money, so they can choose how they want to spend their time. They have a high demand for dental aesthetics 
and are the primary target market for porcelain teeth-making services (Porcelain veneers, cosmetic porcelain 
veneers ...)

According to the results of the above surveys, customers have the following requirements:

Desire to use dental services to treat dental diseases cosmetology promotes good health and a 
confident appearance.

Desire to be treated by good, well-known service doctors of high quality at a reasonable price

Decisions are often consulted and influenced by many families and old customers.

Students who prefer the form of installment payment can go to work and pay monthly, reduc-
ing the family’s cost burden.

Having many promotions and gifts, as well as saving as much money as possible

Group 3:  People aged  35 to 65 
Demographic: Those with a steady and high income or a pension. Willing to pay a high price for dental im-
plant services.
Demand: They are health-conscious people who value their health, so even though they have the means to 
do so, they exercise extreme caution regarding dental implant services.

They are hesitant to provide orthodontic braces service due to the inappropriate age (hard bones, slow tooth 
movement) and failure to meet the job requirements (Work requires a lot of communication).

Demographic: They already have money, so they have the right to make their own decisions and are willing 
to pay more for cosmetic dental examinations and treatment services. Payment is less than 50,000,000 VND 
per service.
Demand: They are concerned about their appearance and prefer cosmetic dental services that are as effective 
as porcelain veneers. Teeth are immediately improved in shape and color.
They are hesitant to provide orthodontic braces service due to the inappropriate age (hard bones, slow tooth 

4.3. Secondary research

According to Hootsuite, TikTok will have sur-
passed the milestone of 1 billion monthly active 
users (monthly active users) by the fourth quar-
ter of 2021, making it the world's seventh-larg-
est social network by total subscribers. In 2020 
and 2021, TikTok was the most downloaded 
app, with twice the download volume of the 

app in second place in 2021. (Instagram).

Figure 1.5.4.3.a: Essential Digital Headline

Figure 1.5.4.3.b: Population Essentials
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According to Decision Lab's latest Connected Con-
sumer Report in Vietnam, Generation Z mobile us-
ers have the most differentiated attention of any age 
group online. When asked how many social media 
apps they used in the fourth quarter of 2020, more 
than two-thirds said they used four or more. This 
compares to 54% of Gen Y (24-39 years old) and 42% 
of Gen X users (40-60 years old).

Facebook is still the most popular app in the country, followed by Zalo, YouTube, and Instagram. TikTok, 
launched locally in mid-2019, has grown from 20% starting in 2020 to an overall penetration of 37% by year's 

end, as most people spend more time at home.

LacViet Intech’s primary target audience is the GenZ 
generation, and statistics show that Facebook and 
Tiktok platforms are the two most likely to reach this 

customer file.

Similarly, Youtube and Tik Tok performed well as the 
top two and three social channels most utilized by Viet-
namese GenZ in 2021 (Leading active social media ap-
plications among internet users in Vietnam as of the 
second quarter of 2021, by generation) (Statista, 2021)

As a result of Hootsuite, TikTok’s user base skews females. TikTok's global user base is 57% female. This ratio 
jumps to 61% among TikTok users in the United States. TikTok is by far the most engaging social networking 
app.
The social media app that is arguably the hottest is Tiktok, with an average user session of 10.85 minutes. This 
is double that of the second best app, Pinterest, which has an average duration of 5.06 minutes. It was also three 
times longer than the average Instagram session, at 2.95 minutes.
TikTok advertising reaches 17.9% of all internet users aged 18 and up, or 884.9 million individuals, or 15.9% 
of the global population over 18.
TikTok has the most significant reach among 
Gen Z users, reaching 25% of females aged 18-
24 and 17.9% of males. Distance varies by coun-
try: in the United States, a TikTok ad can get 
50.3% of adults or 130,962,500 people.

According to Hootsuite, TikTok will surpass 1 
billion monthly active users (MAU) in the final 
months of 2021, becoming the 7th largest social 
network in the world by number of subscribers. 
Tiktok is the top app in terms of downloads in 

2020 and 2021, with TikTok's downloads more than double the app in second 
place in 2021.

Figure 1.5.4.3.c: Population by age Figure 1.5.4.3.d: Daily time spent with media

Figure 1.5.4.3.e: The world’s most-used social platforms

Figure 1.5.4.3.f: Tiktok ad reach ranking

Figure 1.5.4.3.g: Leading active social media apps 
among internet users in Viet Nam as of 1st quarter 

of 2022, by generation

Figure 1.5.4.3.h: Which of the following social media apps do you use?

Figure 1.5.4.3.i: Which of the following social media 
platforms are you using?

Figure 1.5.4.3.j: Which of the following social media plat-
forms are you using?

Figure 1.5.4.3.k: Which apps do you ever have the intention 
to quit?



44 45Capstone Project Production Book Capstone Project Production Book

C
O
M
M
U
N
IC

AT
IO

N
 P
L
A
N

We began the study process with a secondary research method to We began the study process with a secondary research method to 
better grasp the project's media scenario and outline the event's better grasp the project's media scenario and outline the event's 
overall communication tactics.overall communication tactics.
We researched the following issues to use communication plat-We researched the following issues to use communication plat-
forms on the Internet to produce effects and share information forms on the Internet to produce effects and share information 
and photos of Lac Viet Intech with potential customers:and photos of Lac Viet Intech with potential customers:

Content TikTok, FacebookContent TikTok, Facebook
Mini-game “ Tron ven nhung nu cuoi”Mini-game “ Tron ven nhung nu cuoi”
Video viral “ Tron ven nhung nu cuoi” on TikTokVideo viral “ Tron ven nhung nu cuoi” on TikTok
Event: Event: 
Discussion - Advantages Of Implant Technology Safe-Tech Tech-Discussion - Advantages Of Implant Technology Safe-Tech Tech-
nologynology
Community Health Day 2022Community Health Day 2022

I. COMMUNICATION SITUATION ANALYSIS
II. COMMUNICATION GOALS AND OBJECTIVES
III. SEGMENTATION AND TARGETING
IV. PLAN
V. COMMUNICATION CHANNEL
VI. KEY ACTIVITIES
VII. RISK MANAGEMENT

CHAPTER II

In the dental sector, the fourth quarter is always a time when we fo-
cus primarily on communication because people go to the beauty salon 
when it's almost Tet holiday.
We have examined the company's strengths, shortcomings, and com-
munication errors that must be overcome to come up with a strategy to 
run next in this fourth quarter using the theories we have learned in the 
limited time we have, as previously stated.

CONCLUSION CHAPTER I
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From the beginning of our communication plan rework to the end of our project, our team 
employs a communication scenario analysis, assessing both internal and external factors. 

COMMUNICATION
SITUATION ANALYSISI
OUR OBJECTIVES

PLAN OVERVIEW

■ People who have braces
■ People who are in need of braces

■ Increase brand awareness
■ Increase brand reputation
■ Reach new customers
■ Increase brand love

GOALS

“ Trọn vẹn những nụ cười”

BIG IDEA

Your smile is the most beautiful. Rearrange both health and appearance.

KEY MESSAGE

■ Content TikTok, Facebook
■ Mini-game “ Tron ven nhung nu cuoi”
■ Video viral “ Tron ven nhung nu cuoi” on 
TikTok
■ Event: 
■Discussion - Advantages Of Implant 
Technology Safe-Tech Technology
■ Community Health Day 2022

KEY ACTIVITIES
■ Facebook
■ Tiktok

CHANNEL

II COMMUNICATION
GOALS AND OBJECTIVES

01 Goal
02 S.M.A.R.T Objective

➢ All goals are interdependent and supportive of each other. Short-term goals will contribute to achieving 
long-term goals—they can serve as the basis for upcoming communication activities. As mentioned above, 
LacViet Intech uses online communication channels so that the activities can reach a wide range of customers, 
thereby enhancing the value and increasing the brand’s love

LONG-TERM GOALS
■ Increase brand awareness for LacViet Intech Dental.
■ They are building a prestigious dental brand image, 
leading in quality at an affordable price, where 
customers enjoy services of international standards 
with modern treatment methods.
■ Increase the level of brand love for the brand.

SHORT-TERM GOALS
■ Attract customers to join the group “Hội niềng răng a-z.”
■ Effectively promote two communication channels: 
Facebook, and Tiktok of LacViet Intech dentistry, creating a 
premise for a communication campaign.
■ Build stronger relationships with dental customers.
■ Create communities to share helpful knowledge related to 
orthodontic braces.
■ Reach new customers.

01. GOAL

02. S.M.A.R.T OBJECTIVE

TARGET AUDIENCE
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➢ Facebook reach: The number of people who join the group, do they interact and post?
➢ Organic reach: Total number of users who see your post on their wall because they liked and followed the 
fan page.
➢ New page likes: Number of new like of fan page.
➢ Referral traffic: These are website visits generated from other pages, pages that you have backlinks to, and 
users who click on that link to visit your website. These backlinks are called referring pages.
➢ Viral reach: Total number of people who see your post by interacting
➢ New Group members: Number of new members of the group
➢ Tiktok traffic:  
■ Video views, video likes
■ Profile Views

Social media platform

Facebook: Group “ Nieng rang A-Z”
Group member: 10/9-10/12 - Join a group: 8.000
Total interact 10/9- 10/12: 15.000

a. SPECIFIC

About Facebook: From September 10 to December 10, an increase of 10% compared to the 
previous quarter
Do group participants interact and post?
Organic reach: Total number of users who see your post on their wall and Total number of 
users who liked and followed the fan page.
New page likes: Number of new like of fan page
About TikTok: From September 10 to December 10, an increase of 20% compared to the 
previous quarter
Video views, video likes
Profile Views

b. Measurable
According to market analysis in the fourth quarter along with actual surveys,
About Facebook: an increase of 5% compared to the previous quarter
About TikTok: an increase of 15% compared to the previous quarter

c. Actionable
In the third quarter of Facebook and Tiktok, we applied the same communication campaigns as the fourth 
quarter, with data analysis measurement tools showing the percentage of users who like, interact, reach, and 
subscribe from LacViet Intech has increased by 10% compared to the last time.

d. Relevant
By post content to the Facebook and TikTok platforms to increase the number of Lac Viet Intech members, 
our social networking sites' traffic has increased dramatically, as has brand awareness and revenue. Attract 
many potential customers to learn about and use the service. Improve brand reputation while increasing 
revenue for dentistry

d. Time-Bound
From September 10 to December 10

TIKTOK

Mini game 20/10 “ Mieng dep rang xinh, rinh ngay qua bu”

Video “ Trọn vẹn những nụ cười”

FACEBOOK

Table 2.2.2.a.1: Reach of Tiktok

Table 2.2.2.a.2: Mini game 20/10 “ Mieng dep rang xinh, rinh ngay qua bu” 

Table 2.2.2.a.3: Video “ Tron ven nhung nu cuoi” 

Table 2.2.2.a.4: Reach of Facebook
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III SEGMENTATION &
TARGETING

01 Segmentation
02 Target audience

01. SEGMENTATION

Market segmentation allows us to learn more about each target market member, such 
as what they have in common and how they differ. The market can be divided into 
segments based on demographics, geography, psychology, and behavior... For our 
purposes, we chose to segment the market primarily based on age and gender.

02. TARGET AUDIENCE
KEY DEFINITION
➢ Pain Point: The specific problems our customers are facing.
➢ Hobby: What customers are interested in.
➢ Touchpoint: The interactions between customers and businesses, such as activities, advertisements, videos, 
and images,... attract attention from customers.
➢ Communication channels usage behavior: Research on social media channels and networks that customers 
often use
➢ Demographic segmentation: Specific statistics about customers. These data may include personal informa-
tion such as Age, Gender, Income,
➢ Education, Religion, and Family,...
➢ Geographical location: Geographical location, whereabouts, where the target audience lives

Group 4: People aged 35 
to 65 

Group 1: People 
aged 15 to 35 who 
have or need braces

Group 2: Free Youngsters - This 
group comprises students aged 15 
to 22 who live and study in Ha-
noi and enjoy freedom, discovery, 
and a modern lifestyle. They are 
of an age where they are con-

cerned with their oral health and 
appearance. They are mainly the 
"golden age" of braces service.

Four target audiences of our project are:

Group 3: Young working wom-
en - these are women (aged 23 to 
35) who live and work in Hanoi. 
They already have money, so 

they have the right to choose how 
they want to spend their time. 
Cosmetic dentistry is in high 

demand there.

GEOGRAPHICAL LOCATION

City Ha Noi, Viet Nam

DEMOGRAPHIC

Mindset
➢ Desire to use dental services to treat dental diseases
➢ Cosmetology promotes good health and a confident appearance.
➢ A desire to be treated by good, well-known service doctors
➢ High quality at a reasonable cost
➢ Many family members and long-term customers are frequently consulted and influenced in making 
decisions.
➢ Students who prefer the form of installment payment can go to work and pay monthly, reducing the 
family's cost burden.
➢ Having many promotions and gifts, as well as saving as much money as possible

Figure 2.3.2: Target audiences
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IV PLAN
01. BIG IDEA

“ Trọn vẹn những nụ cười”“ Trọn vẹn những nụ cười”
To help people see braces differently, to better understand oral health issues, To help people see braces differently, to better understand oral health issues, 

not just beauty.not just beauty.

02. KEY MESSAGE - HASHTAG
#Trọnvẹnnhữngnụcười 

I wish all Lac Viet Intech customers a beautiful smile. Completeness 
here refers to not only our outer beauty but also to our inner health. 

More than that, your smile is always the most beautiful, so keep a smile 
on your face.

03. KEY VISUAL
The familiar branding elements are shapes, colors, symbols, num-The familiar branding elements are shapes, colors, symbols, num-
bers, and letters. Color, on the other hand, is the most memorable bers, and letters. Color, on the other hand, is the most memorable 

factor. Color can boost brand recognition by up to 85%.factor. Color can boost brand recognition by up to 85%.
Therefore, in this project, with the desire to combine to improve the Therefore, in this project, with the desire to combine to improve the 
brand identity of Lacviet Intech, all of our publications choose the brand identity of Lacviet Intech, all of our publications choose the 

primary colors of Lacviet Intech.primary colors of Lacviet Intech.

Color choice Color choice 
#034eb4#034eb4
#f9fcfc#f9fcfc
#f69e02#f69e02

Concentrate on creating content for various social media platforms, 
particularly Tiktok and Facebook fan pages.
• Maintain necessary knowledge about orthodontic braces, and share content 
in an easy-to-understand, enjoyable manner to quickly reach customers.
• Vibe conveys fun, humor, and knowledge.
• Plan minigames and seminars.

V COMMUNICATION
CHANNEL

01. OWNED MEDIA: FACEBOOK, TIKTOK

04. TACTICS

In this communication campaign, the primary media channel is 
Tiktok. This is a potential platform that can reach a considerable 

number of users since, according to Lac Viet Intech

During this time, Facebook is a support channel for 
providing official information, offers, and customer 

experiences to raise brand recognition and reach out to 
potential customers.

02. PAID MEDIA

The program has shown videos about health and wellness on television The program has shown videos about health and wellness on television 
and in newspapers.and in newspapers.

Word-of-mouth:Word-of-mouth:
Word of mouth is a free kind of advertising that is Word of mouth is a free kind of advertising that is 
formed by the speaker's impressions, sentiments, formed by the speaker's impressions, sentiments, 
and opinions. Word of mouth is vital since it can and opinions. Word of mouth is vital since it can 
have a significant impact on both existing and new have a significant impact on both existing and new 
clients. Furthermore, it is evident in this case that clients. Furthermore, it is evident in this case that 
most new clients are introduced to LacViet Intech most new clients are introduced to LacViet Intech 
by relatives and friends. Furthermore, the favorable by relatives and friends. Furthermore, the favorable 
consumer feedback indicates that the campaign consumer feedback indicates that the campaign 

positively impacted them.positively impacted them.
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VI COMMUNICATION
CHANNEL

01. MEDIA PLAN

Capstone Project Production Book 54

Figure 2.3.2: Target audiences

Table 2.6.1.a: Media plan Phase 1
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Table 2.6.1.b: Media plan Phase 2

Table 2.6.1.c: Media plan Phase 3
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Table 2.6.1.d: Media plan Phase 4
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a. Facebook Lac Viet Intech Dental Clinic-used Timeline
Facebook Lac Viet Intech Dental Clinic

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=1921851237

02. MEDIA-USED TIMELINE

Table 2.6.2.a: Facebook Lac Viet Intech Dental Clinic-used Timeline 
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b.    Facebook Lac Viet Intech Implant  Dental Clinic-used Timeline
Facebook Lac Viet Intech Implant Dental Clinic

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=914685957

Table 2.6.2.b: Facebook Lac Viet Intech Implant Dental Clinic-used Timeline 
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c.        TikTok Lac Viet Intech- Nieng Rang-used Timeline
TikTok Lac Viet Intech- Nieng Rang

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=685117563

Table 2.6.2.c: TikTok Lac Viet Intech- Nieng Rang-used Timeline 
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d.            TikTok nieng rang a-z -used Timeline
TikTok nieng rang a-z

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=1049413914

Table 2.6.2.d: TikTok nieng rang a-z -used Timeline 
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03. MEDIA CONTENT PLAN

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggro-
gR9Yet9sE/edit#gid=2083558895

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=65699757

Table 2.6.3.a: Tiktok content plan

Table 2.6.3.b: Facebook content plan
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VII RISK MANAGEMENT

All initiatives have a particular risk of negative occurrences occurring, which can have severe repercussions. 
This probability can be broadly characterized as the project risk or the potential that some unforeseen event 
will jeopardize the project's success. If these risks are not addressed, they can escalate into crises, which are 
systemic episodes that cause broad tension within an organization.

Crises are perceptual because they might deviate from stakeholders' expectations of the organization's behav-
ior and harm its brand. Concerns are perceptual because they might differ from stakeholders' expectations of 
the organization's behavior and damage its brand. The larger the project and the more stakeholders engaged, 
the more likely it is that something will go wrong. As a result, future communication crises must be closely 
watched and, if necessary, avoided to protect our essential stakeholders' reputations.

Another reason to be cautious about risk management is that risks can significantly impact project perfor-
mance. The impact of a crisis differs from that of an incident in that, although an incident is a minor and local 
disruption, a problem can disrupt or influence an entire organization. This means that errors committed by 
any party involved in this project, whether it is the content generation, content publication, or content mon-
itoring, can impact the entire project implementation, preventing the project from meeting its objectives on 
time. As a result, these procedural risks must also be considered for the project to run as smoothly as possible.

01 The importance of risk management
02 Risk management methodology
03 Project risk classification and management

01. THE IMPORTANCE OF RISK MANAGEMENT

02. RISK MANAGEMENT METHODOLOGY
Our risk management strategy is based on W. Timothy Coombs' three-stage crisis management technique from 
his book "Ongoing Crisis Management: Planning, Managing, and Responding." According to this viewpoint, 
crisis management is a continuing process that must begin before a crisis occurs and continue long after the 
situation appears to be resolved. This extensive procedure ensures that a problem is adequately avoided in the 
first place, well mitigated if it persists, and its impact may be properly tracked following resolution. The follow-
ing are the individual management steps of this approach:

Our risk management strategy is based on W. Timothy Coombs' three-stage crisis management technique 
from his book "Ongoing Crisis Management: Planning, Managing, and Responding." According to this view-
point, crisis management is a continuing process that must begin before a crisis occurs and continue long after 
the situation appears to be resolved. This extensive procedure ensures that a problem is adequately avoided in 
the first place, well mitigated if it persists, and its impact may be properly tracked following resolution. The 
following are the individual management steps of this approach:

■ Issue Detection and Classification: In this step, we thoroughly examined all aspects and activities within 
the project to predict and analyze any factors that could lead to a crisis. Among them was scanning for 
potential risks in human resource management, production scheduling, procedures, and other external 
elements. Following that, we split the risks into manageable groupings (Content Production Risks, Person-
nel Risks, Communication Risks, etc.) and assigned each a Priority rating ranging from High to Medium 
to Low. This Priority ranking was determined by the risk's likelihood of occurrence and the gravity of its 
impact. The higher the priority of the risk, the more attention we would pay to it during project implemen-
tation.
■ Develop Reaction Plans: After identifying all of the potential hazards identified during issue detection 
and anticipating their possible development into crises, we devised specific reaction plans for each risk. 
These measures would be implemented if any of the dangers identified showed signs of becoming a crisis.
■ Risks Monitoring: All issue detection phase aspects must be monitored closely and continuously. If a 
possible crisis is spotted, the team must be notified immediately to examine the situation and implement 
the necessary response plan.
■ Create a Crisis Response System: Team members were assigned to various parts of the project and were 
in charge of detecting and notifying potential threats related to the project area. The team must constantly 
build risk response methods to ensure fast and efficient resolution of any recurring problems.

■ Crisis Recognition and Communication: 
In the event of a crisis, our team must be 
able to identify the situation and assess the 
severity of the problem. Proper communi-
cation with the necessary internal stake-
holders is also required to arrive at an agree-
able solution and plan of action in response.
■ Evaluation and Application of Reaction 
Plan: The team must first determine wheth-
er the prepared Reaction Plan applies to the 
situation and if so, make appropriate chang-
es. Work on implementing the final Reac-
tion Plan must then begin promptly to fix 
the problem.

■ Crisis Resolution Evaluation: After an issue appears to 
have passed, our team must determine whether or not the 
crisis was genuinely resolved. This can be accomplished 
by checking in with impacted stakeholders to learn about 
their perspectives following the situation and monitoring 
the project's current progress toward its objectives.
■ Revision and Adjustment: Once a crisis has been con-
firmed as resolved, our team must analyze the issue and 
discover the source of the problem inside the organiza-
tion of our project. Following that, work must be done 
to ensure that the crisis risks are better monitored and 
that the same situation does not occur again, as well as to 
strengthen the team's Reaction Plan based on the crisis's 
experience.
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03. PROJECT RISK CLASSIFICATION AND 
MANAGEMENT
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We run the communication plan for the entire project in this section and determine 
the budget, expected costs, and people. We collaborated in this section and learned a 
lot about cooperation.

We thoroughly researched each item one by one in the preceding section, so when we 
began implementing the project, everything went quite well, and there were no signif-
icant issues.

All communication channels followed the original plan, and the results were far supe-
rior to those anticipated.

Chapter IICo
nc
lu
si
on

Table 2.7.2: Risk management methodologies
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01 Facebook Nha Khoa Lạc Việt Intech

02 Facebook Nha Khoa Lạc Việt Intech - Trồng 
Răng Implant Công Nghệ Cao

03 Tiktok Lac Viet Intech Nieng Rang

04 Tiktok Nieng Rang A-Z

05 Estimated Cost

I. MEDIA PRODUCTION
01. FACEBOOK NHA KHOA LAC VIET INTECH

C
H
A
P
T
ER

 I
II
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U
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I.MEDIA PRODUCTION

II. EVENT

III. TOTAL CAMPAIGN BUDGET

IV. HUMAN RESOURCES

We  recognized an essential function in the precise planning of 
Communications over the last time. We have given the target, the target 

customer, and the task of developing and implementing appropriate 
communication channels based on the specified job. To accomplish the 

aim, we have devised strategies and tactics, budgeted for the project, 
and specified risk management that may arise throughout the task. The 
extensive communication planning step will help us stay to the strategy, 

limit risks, and effectively manage problems that may develop during the 
implementation process. Construction is the stage in which we put our 

plan into action.
This component of the report will detail our tasks, which sections like 

Production Schedule, Work Assignment, and Scheduling will represent.

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=27448242

Capstone Project Production Book 74

Table 3.1.1.1: Production Schedule 
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LI
N
K
 2

LINK 1

03. TIKTOK LAC VIET INTECH NIENG RANG

02. FACEBOOK NHA KHOA LAC VIET INTECH - 
TRONG RANG IMPLANT CÔNG NGHE CAO

Table 3.1.2: Master plan FACEBOOK NHA KHOA LAC VIET INTECH - TRONG RANG IMPLANT CÔNG NGHE CAO

Table 3.1.3: Master plan TIKTOK LAC VIET INTECH NIENG RANG 
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04. TIKTOK NIENG RANG A-Z

05. ESTIMATED COST

Table 3.1.4.a: Master plan TIKTOK NIENG RANG A-Z 

Table 3.1.4.b: Media cost
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01 Discussion: Uu Diem Cua Cong Nghe Trong

Rang Implant Safe Tech

02 Community Health Day 2022

03 Viral Clip “ Trọn Vẹn Những Nụ Cười”

II. EVENT
01. DISCUSSION: UU DIEM CUA CÔNG NGHE TRONG 
RANG IMPLANT SAFE TECH

Lac Viet Intech organized a seminar to introduce Safe-Tech technology and its benefits better to understand 
customers' needs regarding dental implant needs. At the event, experts and attendees discussed the benefits of 
Safe-tech implant technology as well as the attendees' practical experiences. Customers received more helpful 
information and a better understanding of the implant method due to this event. The event welcomed press 
representatives, media, and many customers who were interested in the event.

■ Increase brand awareness
■ Increase prestige
■ Raise awareness about new technology 
Safe-tech
■ Reach potential customers
■ Expand multi-channel communication

1.3.  Target 
audience:

1.
2.
1.
 G
oa
ls

1.1.2.  Objective

Guests are Lac Viet Intech customers aged 35 to 65 interested in dental implants.
Press and media organizations

1.5.  Plan 1.5.1. Time, place, organization unit

Time: 01/10/2022
Place: 168 Lang street, Dong Da, Ha Noi
Organization unit: Lac Viet Intech

1.4.  Messages
The seminar brought customers the message of "safety without pain, sustainable 
chewing, optimal aesthetics like real teeth." Safe-Tech can be seen as a breakthrough 
in dental implants, opening up many opportunities for aesthetic restoration and giv-
ing customers complete peace of mind.

1.5.2. Constituent
Guest: Dr. Nguyen Hoang Duong, Dr. Vu 
Duc Duy, Dr. Do Thi Minh Cam, NSND Tran 
Nhuong, 40 guests are dental customers.
Organizing Committee: Lac Viet Intech

1.1. Brief and proposal(s)

1.2. Goals - Objective

Table 3.2.1.1.2.2: Objective
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1.5.4. Timeline

1.5.3. Master plan

1.6.  Script
Table 3.2.1.1.5: Master plan

Figure 3.2.1.1.5.4: Timeline
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b. Launch

VTV

PH
AP

 L
U
AT

NGUOI DUA

TIN

LAO DONG
THU DO

1.7.  PR Activity

a. Pre-Launch

ARTTIMES

24
H

Table 3.2.1.1.6: Script
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1.8.  Estimated cost

Table 3.2.1.1.8: Estimated cost

Table 3.2.1.1.8: Estimated cost
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Lac Viet Intech organized a seminar to introduce Safe-Tech technology and its benefits better to understand 
customers' needs regarding dental implant needs. At the event, experts and attendees discussed the benefits 
of Safe-tech implant technology as well as the attendees' practical experiences. Customers received more 
helpful information and a better understanding of the implant method due to this event. The event welcomed 
press representatives, media, and many customers who were interested in the event.

02. COMMUNITY HEALTH DAY 2022

2.1. Brief and proposal(s)

■ Increase brand awareness
■ Increase prestige
■ Raise awareness about new technology 
Safe-tech
■ Reach potential customers
■ Expand multi-channel communication2.

1.
1 
G
oa
ls

2.
1.
2 
O
bj
ec
tiv

e

■ Guests are Lac Viet Intech customers aged 35 to 
65 interested in dental implants.
■ Press and media organizations

2.3. Target audience

2.2. Goals - Objective

The festival promotes propaganda and creates 
a profound change in the awareness of orga-
nizations and individuals about protecting and 
improving people's health by bringing the mes-
sage of "living well every day" to customers.

2.
4.
 M

es
sa
ge
s

2.5. Plan

Table 3.2.2.2.2.2: Objective
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Silver Sponsor of festival

Vietnamnet

Suc khoe cong dong

24h

Arttimes

2.6. Script

2.7. PR Activity

Community Health Day 2022

(HH): This morning, the 2022 Community Health Day was held in Hanoi with the participation of more than 
1,500 older adults in the capital and the northern provinces.
(VTR): At the festival, more than 500 Elderly Members participated in the joint performance of the Kinh Lac 
Nourishment exercise and Healthy for water exercise. The soft but firm movements combined with the fresh 
spirit of the elderly members are impressive highlights.

a. Interview: Member of the Elderly Association

- We are elderly members. Coming to the community health festival, we can meet, exchange, and learn about 
health care. In particular, we know the method of restoring lost teeth with dental implants, which have teeth 
that chew and look like natural teeth. This method many people do not know, but when losing teeth, they go 
to bridge porcelain teeth. Eventually, the teeth gradually deteriorate, from one tooth to many teeth, and the 
whole jaw is damaged.

- Rotary with background or standee of LV dental and reception desk.

Community Health Care Day is organized by the Central Association of Vietnam Community Health Care 
Education in collaboration with the Ministry of Health and the Central Vietnam Association of Elderly to 
direct the organization and receive the joint sponsorship of the Ministry of Health. Many units operate in the 
healthcare field, such as dentistry, pharmaceutical ...

b. Interview: Lac Viet Intech (The loss of teeth in the elderly in Vietnam is very common. 
Currently, to restore lost teeth, the method of implantation is recommended by world health experts because 
of which tooth loss restores recovery. Restore that tooth without affecting the adjacent teeth; the implant teeth 
are sure to eat well and look like natural teeth. At Lac Viet, we plant implant teeth with exclusively transferred 
safetech technology. Compared with conventional implant technology, it is a screening of delicate structures 
to eliminate nerve damage and maxillary sinuses complications. Stem planning, safe, helps the implant to 
integrate quickly and firmly to the jawbone, thereby having good chewing capacity; porcelain teeth on the 
implant can bite, tear, chew food and optimize aesthetics - minimally invasive and painless surgery.

c. Interview: Organizer
- Community health day is organized by us every year. We are bringing the elderly a momentous day. In 
addition, the Festival also aims to promote the propaganda of organizations, individuals, and communities 
about the care, protection, and improvement of people's health. On this occasion, we would like to thank 
the sponsors, especially Lac Viet Intech Dental Clinic, for organizing free dental exams and giving gifts to 
members today.
- Background at Lac Viet stall
A scientific conference on the current status and policy orientation of elderly health care in Vietnam was 
also held within the framework of the Festival. New trends in health care for the elderly in the world and the 
community in Vietnam have been shared. In addition to identifying the primary resources, many opinions 
also proposed several policy solutions to promote and mobilize social resources to participate in the care of 
the elderly in the community.
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03. VIRAL CLIP “ TRON VEN NHUNG NU CUOI"
3.1. Goals - Objective

■ Increase brand love
■ Increase interaction for Tiktok channel
■ Changing the perception about braces
■ Make people confident don't hesitate to 
smile whoever you are

3.
1.
1:
 G
oa
ls

3.1.2. Objective

3.2. Target audience
Young people 18 to 23 years old are wearing braces

2.8. Estimated cost

3.3. Messages

#Trọn vẹn những nụ cười
I wish all Lac Viet Intech customers a beautiful 
smile. Completeness here refers to not only our 
outer beauty but also to our inner health. More 
than that, your smile is always the most beauti-
ful, so keep a smile on your face.

Table 3.2.2.2.8: Estimated cost
Table 3.2.3.3.1.2: Objective Video Viral “TRON VEN NHUNG NU CUOI”
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3.
4.
 P
la
n

3.5. Script

Figure 3.2.3.3.4: Plan 

Table 3.2.3.3.5: Script
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IV. HUMAN RESOURCES
1. Total campaign budget

Any project necessitates precise management of the numerous resources available for effective implementation. 
These resources can include time, money, physical assets such as equipment, files, and space, as well as human 
resources. Human resources include those actively involved in the project implementation process; thus, good 
human resource management is essential for the project to run smoothly.

Human resource management is a broad field that deals with the recruitment, hiring, deployment, and 
management of employees on a large scale. In this project, however, we defined human resource management 
as ""the art and science of directing and coordinating Human Resources across the enterprise a project using 
administrative and behavioral knowledge to achieve predefined project goals in terms of scope, cost, time, 
quality, and participant satisfaction." This definition focuses on two aspects of effective human resource 
management: the administrative aspect, which is concerned with formal processes for controlling the work 
process, and the behavioral aspect, which is concerned with relationship balancing. The ultimate goal is to 
create an environment that allows the team to effectively achieve the project's objectives.

Participating in implementing the Communication campaign, our team has four members collaborating with 
the staff of Lac Viet Intech. Therefore, our human resource management strategy includes managing the 
team's work and collaborating with Lac Viet Intech. This part of our report will detail how these processes are 
implemented.

2. Responsibility assignment
Delegation of responsibilities is a process in which the team clarifies each member's role in the project's 
implementation. This work should be completed during the planning phase so that when the plan is implemented, 
each team member understands exactly what they need to accomplish and when to do it. Furthermore, as the 
project progresses and new tasks or roles arise, the assignment of responsibilities may become more complex 
or adjust as the team grows successfully. Collaboration is more productive.

The Responsibility Assignment Matrix (abbreviated: as RAM) is a popular tool for assigning responsibilities. 
The RAM matrix makes it easier for each team member to understand their roles and duties on the project as 
quickly as feasible. There are many different types of RAM, but we decided to use the RACI matrix to assign 
jobs for our project. This matrix is popular among project managers since it explains each 

stakeholder's responsibility to facilitate clear communication...

For each activity, the RACI Matrix assigns four fundamental tasks to each participant: accountability (R), 
accountability (A), consultation (C), and informing (I). Each role is described below:

R = Responsible: Each member/team is accountable for the implementation.
A = Accountable: The person who is in charge of authorizing that task.
C = Consulted: When working on a project/plan that is R, you may need to consult with certain consultants 
(advisers) before submitting it to A for approval.
I = Informed: People who may or may not be a participant in the project/campaign.

Lac Viet Intech eventually approved the proposal after several edits and submissions. The next stage is to 
identify each member's skills and allocate assignments to them, then note them in the project files for tracking 
and follow-up. Lac Viet provided significant support for our project. Hence our RACI matrix includes Lac Viet 
as well as the internal team.

The RACI matrix shown below is the final form that we use to coordinate teamwork on our project. It is vital 
to remember that during project execution, each member's functions are flexible and, in certain situations, 
interchangeable.

III. TOTAL CAMPAGN BUDGET

Table 3.2.3.4: Total campaign budget

Table 3.2.5.5.2: Responsibility assignment
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We still need a specific work assignment system for each small task for the project implementation process, 
in addition to using the RACI matrix to assign general work assignments to each member. This is a small but 
necessary task.

We used a spreadsheet called "Work Checklist" to manage the process of these tasks. This spreadsheet is 
structured similarly to a Kanban board, with each task assigned the status "To-Do" (task planned),

"Ongoing" (the person in charge is in the process of finishing the task), or "Progress" (job completed 
successfully). We've also added "Delayed" and "Removed" statuses for functions that couldn't be completed on 
time or were removed entirely for various other reasons. Team members can add information about tasks for 
future references, such as linking other files or adding requirements, to the progress status. The task checklist 
is organized by month and week of the month, with jobs listed chronologically.
The profile includes the members responsible for completing the task as well as the deadline for completing the 
task. The profile consists of the members accountable for completing the study and the deadline for these tasks. 
The team met weekly to plan activities for the coming weeks and to add functions to the "Work Checklist."

https://docs.google.com/spreadsheets/d/1BBIkBHufXk5S4WTYJF8M7amDk5eLHLggrogR9Yet9sE/
edit#gid=510865035

4. Team communication

We use online and offline communication channels to connect while working together to exchange information 
quickly. The table below lists all the communication channels we used for the project (the purpose and method 
are also included).

3. Work assignment and scheduling

Table 3.2.5.5.3: Work assignment and scheduling

We run the communication plan for the entire project in this section and determine 
the budget, expected costs, and people. We collaborated in this section and learned a 
lot about cooperation.

We thoroughly researched each item one by one in the preceding section, so when we 
began implementing the project, everything went quite well, and there were no signif-
icant issues.

All communication channels followed the original plan, and the results were far supe-
rior to those anticipated.

Chapter IIICo
nc
lu
si
on
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01 Activities

   1.1  Discussion “ Ưu điểm của công nghệ 
trồng răng implant Safe Tech”

   1.2 Minigame “Trọn vẹn những nụ cười”

   1.3 Viral clip “Trọn vẹn những nụ cười”

02 Media  Effectiveness   
    2.1  Facebook “Nha khoa Lạc Việt Intech

   2.2 Facebook “Nha khoa Lạc Việt Intech - Trồng 
răng Implant công nghệ cao”

   2.3 Group “ Nieng rang A-Z”

   2.4 Tiktok “ Lạc Việt Intech - Niềng Răng”

   2.5 Tiktok “ Niềng răng A - Z”

03 Effectiveness  Revenue

04 The Project Owner’s Evaluation To Our Team

I. ACTIVITIES
01. ACTIVITIES
1.1. Discussion “ Uu diem cua công 
nghe trong rang implant Safe Tech”

40 Participants
Article

1.2. Mini-game “Tron ven nhung nu 
cuoi”

C
O
M
M
U
N
IC

AT
IO

N
 P
L
A
N

After more than two months of project implementation, our After more than two months of project implementation, our 
team began the evaluation and measurement phase to determine team began the evaluation and measurement phase to determine 
whether or not the project met its initial aim. This is one of the whether or not the project met its initial aim. This is one of the 
professional tasks that must be completed in any project. This has professional tasks that must be completed in any project. This has 
significant consequences for discovering, promoting, and quickly significant consequences for discovering, promoting, and quickly 
overcoming advantages and shortcomings.overcoming advantages and shortcomings.
Reviews also assist our team in reviewing our efforts, understand-Reviews also assist our team in reviewing our efforts, understand-
ing campaign effectiveness, and improving our capacity to ana-ing campaign effectiveness, and improving our capacity to ana-
lyze project data. From there, we have a variety of perspectives lyze project data. From there, we have a variety of perspectives 
and experiences to draw on for future projects.and experiences to draw on for future projects.

I. COMMUNICATION SITUATION ANALYSIS
II. COMMUNICATION GOALS AND OBJECTIVES
III. SEGMENTATION AND TARGETING
IV. PLAN
V. COMMUNICATION CHANNEL
VI. KEY ACTIVITIES
VII. RISK MANAGEMENT

CHAPTER IV
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1.3. Viral clip:
 “Tron ven nhung nu cuoi”

The video was successful, with 111k views on the Tiktok platform, contributing to spreading the message 
that your smile is the most beautiful to everyone.

Hashtag # Trọn vẹn những nụ cười 

Link video: https://www.tiktok.com/@niengranga_z/video/7171610200867179803?is_from_webap-
p=1&sender_device=pc&web_id=7126900289647887873 02. MEDIA  EFFECTIVENESS

2.1. Facebook “Nha khoa Lac Viet Intech”

The number of Fan Pages reach

Table 4.1.1.1.3: Reach of Viral clip
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During the project implementation phase, the number of followers
on the page increased from 14,434 followers to 16,379 followers and increased from about 13,474 page likes 
to 17,265-page likes. Posts on Fanpage are getting more and more attention from customers. Interaction for 
each post ranges from 100 - 200.

After nearly three months of implementing the project, we helped Lac Viet Intech Fanpage increase by 3791 
new page likes. Statistical results show that our project has successfully reached the target audience with 
nearly 82% of the reach customers from 18 to 34 years old. Of these, 66% are female and 33% are male. It can 
be seen that the mother's interest is relatively high.

2.2. Facebook “Nha khoa Lac Viet Intech - Trong rang Implant công nghe 
cao”

 The number of Fan Pages reach

During the project implementation phase, the number of followers on the page increased from 3,572 follow-
ers to 4,605 followers and increased from about 2,138 page likes to 3,945 -page likes. Posts on Fanpage are 
getting more and more attention from customers. Interaction for each post ranges from 100 - 200.

After nearly three months of implementing the project, we helped Lac Viet Intech Fanpage increase by 1807 
new page likes. Statistical results show that our project has successfully reached the target audience with 
nearly 74% of the reach customers from 35 to 64 years old. Of these, 59,5% are female and 40,5% are male. It 
can be seen that the mother's interest is relatively high.

Table 4.1.2.2.1: KPI Facebook “NHA KHOA LAC VIET INTECH”
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2.3. Group “ Nieng rang A-Z”

Group member: 10/9-10/12 - 
Join a group: 7.109 people

The number of members in the 
group increased from 6047 to 
7109 after three months of the 
campaign. This demonstrates 
that the campaign has assisted 
Lac Viet Intech in creating a 

community in which custom-
ers can share their thoughts. 

Furthermore, boost the brand's 
prestige and popularity.

Table 4.1.2.2.2: KPI Facebook “NHA KHOA LAC VIET INTECH - TRONG RANG IMPLANT CONG NGHE CAO”

Table 4.1.2.2.3: Group member 
growth by group “HOI NIENG 

RANG A-Z”
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2.4. Tiktok “ Lac Viet Intech - Nieng Rang”

During the project implementation phase, the number of followers on Tiktok increased from 795,6k follow-
ers to 846,5k followers and increased to 50,9k followers.
Tiktok is getting more and more attention from customers. Interaction for each post ranges from 4000 views 
to 2,7M views.

Lac Viet Intech is changing the direction of the content during the campaign, so video interaction, video 
views, likes, and sharing comments are unavoidable. However, this content line is gradually reaching a large 
number of customers while maintaining an average video view of 20,000 to 2.7 million views.

2.5. Tiktok “ Nieng rang A - Z”

During the project implementation phase, the number of followers on Tiktok increased from 0 followers to 
7235 followers and increased to 7235 followers.
Tiktok is getting more and more attention from customers. Interaction for each post ranges from 200 views to 
112.000 views.
Subjects viewing the channel include those aged 18-24 years old (47%), 25-34 years old (27%), and 61% of 
women, indicating that the channel has reached the desired target audience of the young.

Table 4.1.2.2.4: Tiktok LAC VIET INTECH - NIENG RANG

Table 4.1.2.2.5.a: Tiktok NIENG RANG A - Z
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03. EFFECTIVENESS  REVENUE
The campaign contributed to an 18.6% increase in revenue for LAC Viet Intech over the second quarter.

Conclusion: We used some measurement tools in the evaluation step to generate summary 
statistics for the work done. According to the data, the work was completed on time and 
received many positive stakeholder evaluations.

Table 4.1.2.2.5.b: Reach of Tiktok NIENG RANG A - Z

Table 4.1.2.2.5.c: KPI of Tiktok NIENG RANG A - Z
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01 Our Team Role in This Project

   1.1  Positive Points 

   1.2 Negative Points

02 Our Team’s knowledge and How we apply in 
practice

   2.1  Positive Points

   2.2  Negative Points

03 Recommendations

   3.1  Recommendations for the LacViet 
Intech

   3.2 Recommendations for FPT University

   3.3  Recommendations for the next 
semester’s students 

   3.4 Recommendations for Our Team

II. REFLECTION
Furthermore, we cannot deny that, even though Lac Viet Intech's work was vast, 
challenging, and complex, our team overcame many obstacles throughout the 
project.
Finally, we are all pleased with the outcomes and will never forget them. This sec-
tion will carefully consider the project's advantages and disadvantages before mak-
ing recommendations. The positive points not only help us realize our progress 
toward the goal, but the limitations are also invaluable lessons for us to see what 
needs to be improved in the future.
We will evaluate based on factors such as our team's roles in the project, what the 
team has learned and applied in practice, and what the project has taught us.

1.1 Positive Points 
Our team is very proud to be working with the Lac Viet Intech dental system, a pioneer in utilizing technology 
that meets worldwide standards. When we were given this significant opportunity, we knew right away that we 
needed to work incredibly hard and responsibly to bring the image of Lac Viet Intech and establish solid and 
deep impressions on clients.
In this project, we have contributed a part of our efforts to promote the image of Lac Viet Intech on social 
media channels, especially on the Tiktok platform. When we can help persons with braces feel more confident 
with their smiles, we are delighted to have brought a positive message from the project to everyone.

01. OUR TEAM ROLE IN THIS PROJECT

1.2 Negative Points
We have little knowledge in the field of dentistry, and it has caused several constraints in terms of content pro-
duction. Dentistry is a unique industry; we must follow numerous stringent restrictions, which has resulted in 
many innovative concepts that still need to be implemented. We are students who have yet to work, and we lack 
a great deal of experience, so the products we have made have not met our expectations.

02. OUR TEAM’S KNOWLEDGE AND HOW WE APPLY
 IN PRACTICE

4. THE PROJECT OWNER’S EVALUATION TO OUR 
TEAM
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Theory of communication models, risk management procedures, planning approaches such as SWOT anal-
ysis, SMART, and goal setting in practice such as budgeting. We can examine prior lessons and deepen the 
lessons learned during the project's implementation.
Finally, we have outlined the techniques of scientifically presenting materials, executing duties such as writ-
ing scripts, and designing slides... while applying expertise such as content development, project manage-
ment, etc.

2.2 Negative Points
In practice, difficulties such as communication can be perplexing when working in a dental setting. Theories 
are helpful, but they are occasionally far from reality; thus, when implementing the campaign, considerable 
flexibility in work is required to achieve the best outcomes. For example, when writing content for social 
media sites, we had to modify it several times due to specialized terminology, in-depth phrases, and the 
necessity to polish information carefully.
The project also had many crisis periods that required us to work from early dawn until late at night. Work 
sometimes proceeds differently than planned, resulting in many disagreements and exhaustion among 
members.

03. RECOMMENDATIONS
3.1 Recommendations for the LacVie Intech
This project has provided us with numerous significant lessons and experiences. However, we would like to 
make some suggestions for the upcoming Lac Viet Intech communication efforts so that we can develop more 
in the future.
It is best to plan ahead of time for content production so that you have time to research and modify before 
implementing. Furthermore, confirming that the strategy is getting closer to being implemented is vital.
New trends must be updated to provide groundbreaking creative content that can better reach young people 
(particularly genz).
The information management system on social networking sites still has a backlog; thus, it needs to be updat-
ed for upcoming campaigns. Specifically, Fanpage pages need to focus on optimizing tools to save budget and 
achieve high efficiency.

3.1 Recommendations for the LacVie Intech
From the aforementioned perspectives, we would like to make some desires for the multimedia communi-
cation major. We have studied a lot of vital theories and skills as communication students, but it can be seen 
that the theory only partially supports us; the school needs to provide additional practice alternatives so that 
students like us are less confused when I go to work.
Another thing we really desire throughout the project phase is for FPT University to allow us to focus without 
having to study parallel subjects in class. This will allow us to concentrate entirely on our project.

3.4 Recommendations for Our Team
Although the entire team has been working together for four years, we still have conflicts when implementing 
the project; this is something we cannot avoid and will notice, assess, and learn together, change, and grow 
ourselves.

We must be more proactive in our work, express our thoughts, and strengthen our critical thinking skills. We 
must increase our time management and planning abilities.
Finally, abilities such as picture design and media production must be improved. In the future, our team will 
utilize the lessons learned from this project to become a better version.

2.1 Positive Points

Fortunately, we have learned many valuable subjects and knowledge as FPT University students majoring in 
communications. Therefore Lac Viet Intech dentistry is a perfect opportunity for us to transition from theory 
to reality.

3.3 Recommendations for the next semester’s students
In addition to carefully learning the necessary knowledge, you must learn from your friends, previous class-
mates, and teachers. This will assist you in being prepared rather than bewildered when implementing your 
problems.
To operate under any strain, in any situation, you must have a steel spirit. To accomplish so, you must strike a 
balance between life and work, as well as the courage to break through to make changes and intriguing things. 

Stick to the framework, but push yourself in all areas.
Finally, we can tell you that this will be a marvelous and unforgettable experience.

LETTER FROM OUR TEAM TO MR LONG
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BEHIND THE SENCE
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