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The Covid-19 pandemic, which has been raging over the past two years, has had a
significant negative impact on the economies of numerous nations, including
Vietnam. As a result, the hotel sector and the lodging industry suffered substantial
losses. However, after the world reopened to tourism, the potential of hospitality in
the Covid era is, nevertheless, widely agreed upon by industry professionals.
Especially after tourism is reopened, the demand for human resource recruitment
in the service industry has increased more than ever.
Realizing that potential, the group took advantage of the recovery period of the
post-pandemic service industries to launch a project called
“#Lamkhachsancogivui: An online media strategy to develop the brand value of GH
Hospitality”. The main objective of the project is to locate, develop and spread the
GH Hospitality brand, as well as increasing people's interest in and comprehension
of the hospitality's information and knowledge. From there, develop and construct
a customer base for the company. 

The project lasts for three months, from September 2022 to December 2022. The
material will be published on Facebook, Instagram, TikTok, and OnMic.The
essential question that the media platforms' content seeks to answer is "How do
people become interested in joining the service industry in general and hospitality
in particular?". In addition, the project aims to approach businesses investing in
restaurant and hotel initiatives while at the same time respecting those employed
in the restaurant and hotel industries.

Project Summary
#Lamkhachsancogivui: An online media strategy to develop the brand value of GH
Hospitality
GRA497_G18, FPT University, Hanoi
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1. About us and our project
The project is a collaboration between Hanoi's FPT University's GRA497_G18
graduate project group in multimedia communication with GH Hospitality
company. The project was directed by lecturer Tran Thuy Duong and GH
Hospitality company. The company is represented by Ms. Huyen Donna - CEO of
GH Hospitality, who leads and directs the project directly.

MEMBERS

I. INTRODUCTION

Nguyen Thu TrangHoang Minh DucNguyen Hai Yen
HS150075 HS150563 HS150427

Ms. Tran Thuy Duong
Supervisor CEO GH Hospitality

Ms. Huyen Donna
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2. About the company
About the company operating on this project, GH Hospitality is proud to be the
only unit that provides initial setup services, staff training and supports investors in
building their brand to manage and operate the hotel. GH also provides a
representative Sales Center service that sells rooms through direct and OTA
channels for accommodation businesses.

CORE COMMITTMENTS

Inspire, attract and
train high-quality

human resources for
the hotel, restaurant

and tourism
industries. 

 Consequentially
improving Vietnam's

service quality.

Mission Vision Core values

Become a leader in
Vietnam in terms of
hotel management

and operation
training, consulting,

and investor
support.

Providing consulting services
and training courses on hotel

operations in order to enhance
the qualifications of personnel

and the quality of service.

ood service &
Better quality

G

Consulting services for the
establishment and operation
of a hotel to maximize profits

and ensure the highest quality
of service.

igh efficiencyH
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II. PROJECT OVERVIEW
1. Research
During the research phase of the media project, we used a secondary research
data approach to determine how GH Hospitality does cross-platform
communication. At the same time, we analyze the effectiveness of the
communication direction, synthesize insights of the company and the target
customer group and draw experiences for the communication project that is about
to be deployed.

1.1. Company Insight
1.1.1. Company Situation Analysis
Our project started running in September. Based on the data reports obtained
through the Facebook fanpage - the only official communication channel of GH
Hospitality at the time of project handover, the number of people accessing the
company in August was 1714 people, page visits were 173 people and 31 new likes.
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In August, GH Hospitality has a total of 4 posts on fanpage. The average reach was
623 reach, the highest post reached 1322 people and the lowest post reached 295
people. Reach-to-engage conversion rates are around 3 to 4%

Also in August, the number of people connecting to GH Hospitality via text
message was 0.
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In addition, the status of the company GH Hospitality website is also frozen, with
the last article posted in 2020. The web interface needs to be updated and has
many unreasonable and unprofessional points. For example, photos are not
uniform, low quality, and not optimized for the viewer experience; the Twitter and
Linkedin button is error; click on no link; the layout is not reasonable; there are
many spaces with no content.

The header and footer section is misaligned, jumping to the top of the page.
Buttons of Twitter and Linkedin are broken, cannot switch to the website. The
policy section has no content.

Text color and website color are disordered and inconsistent. The blue color is
completely different from the red color, not showing the luxury and evoking the
image of the hotel.
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Photos taken from the network are of low quality, not optimized for the viewing
experience, many photos are faulty and cannot be viewed. The error video item
displayed cannot be viewed.
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The articles do not have a common layout (cluttered capital letters, misspellings,
articles with footer signatures, articles without), missing content with lots of white
space.

S W O T

1.1.2. SWOT and USP
The articles do not have a common layout (cluttered capital letters, misspellings,
articles with footer signatures, articles without), missing content with lots of white
space.

Good reputation and good service quality, products and services are designed and
optimally for each customer, close to reality. That is also a part of the company's
advantage when the courses and advice GH Hospitality provides can fully meet the
needs of all customers. That time before the service industry was frozen because of
the disease, the main customers using the service accessed GH Hospitality through
word of mouth from acquaintances.

GH Hospitality possesses many gold bonds capable of optimizing the benefits of
the parties doing tourism. Some examples can be mentioned. In addition to the
Setup consulting and hotel operations, GH Hospitality can combine with the hotel
and provide tourists - stay booking and booking services with the most economical
flight tickets, or RateTiger - The top 1 Online Hotel Distribution System & Channel
Manager.

S W O T
Operating on online communication channels is weak. GH Hospitality uses only one
Facebook fan page, has few interactions, and posts sparse posts with no specific
schedule. That leads to the company and service being only known by some
acquaintances, reaching few potential customers.

There is no separate brand identity, and it is difficult to leave a mark on customers'
hearts. At the same time, the lack of synchronization in creating the brand of GH
Hospitality also makes the company's image unprofessional and a lack of prestige
in the eyes of customers who intend to use the service.
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S W O T
The pandemic has passed. With the available reputation of the company and the
support of old and new customers, policies to stimulate consumer demand, global
tourism, service - tourism - hotel industry will soon get hot again. GH Hospitality
can take advantage of this opportunity to grow stronger.

Social Media canals are still fertile land for businesses wishing to build images for
the brand as well as impress customers.

S W O T
GH Hospitality is often salty affected by the pandemic and natural disasters. That
is the general risk of all related industries in visitors' experience, from passenger
transport, entertainment events, travel services, restaurants, and hotels.

Not soon embarking on the company profile on communication platforms can
make the Hospitality lose pretty and intricate to get many advantages compared
to other competitors.

U S P
One exceptional accomplishment of GH Hospitality is that they are the first
division to offer consultation setup and hotel operation in Vietnam, which has
contributed to their USP. Additionally, GH Hospitality offers hospitality training
courses led by instructors now in charge of five-star hotels.
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1.1.3. Market Research
In the past decade, Vietnam's tourism business has grown significantly. In 2019, the
tourism industry welcomed nearly 18 million international visitors, an increase of
16.2%; served 85 million domestic visitors, an increase of 6%; and overall tourism
revenue reached VND 755 billion, up 18.5% from 2018. In 2019, the growth of
international tourists to Vietnam is significantly higher than the global average
(3.8%), as well as the Asia-Pacific region (4.6%).

However, the COVID-19 epidemic immediately negatively impacted tourism. From
March through the end of 2020, Vietnam will be closed to international tourists,
creating unprecedented challenges for the tourism industry. In 2020, there were
only 3,8 million international visitors to Vietnam, a decrease of 78.7% from the
previous year; more than 96% of these were international tourists in the first
quarter of 2020. Although the Covid-19 epidemic was soon brought under control.
domestically, domestic tourism remained active despite being stopped frequently
by social distancing measures during the outbreak. Many enterprises in the tourist
and travel industry have ceased operations; hotels must close. The stagnation of
tourist operations has resulted in projected travel tourism revenue of just VND 17.9
trillion in 2020, a 59.5% decrease from the previous year. When international travel
reopens in 2022, after two years of being severely impacted by the Covid epidemic,
the tourism industry will have successfully transitioned and recovered. The
anticipated revenue from lodging and food services for the first nine months of 

Visitor volume and growth in 2019 from the top markets for international tourism to Vietnam
(Vietnamtourism, 2021) (1)
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2022 was 430.9 trillion VND, up 54.7% compared to the same period in 2021; the
estimated revenue from tourism was 18.2 trillion VND, up 294.9%.

However, tourism personnel resources that were "lost" during the two years of the
tourism freeze appear not to have recovered proportionally. As a result of the onset
of the Covid-19 pandemic in Vietnam, many hotels were forced to close or become
isolated. When the pandemic is under control, tourism begins, but only 30% of
these workers return; the remainder have found steady employment elsewhere and
do not wish to change. After two years of the pandemic, many people view the
tourism business as an unsustainable vocation; consequently, there has been a
significant exodus from the tourism service industry. With employees, service
quality and standards can be assured. Therefore, it is essential to teach young and
new human resources, in addition to those who have been and continue to be
associated with the sector.

Continue working
41%

Intend to change
33%

Changed work
26%

Ho Chi Minh City's current human resource situation in the hotel management industry in 2021
(ictvietnam, 2022) (3)

Revenues from accommodation, catering, and travel services for the nine-month period of

2018-2022. (gso, 2022) (2)
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Based on the Vietnam National Administration of Tourism, the tourism industry as
a whole requires nearly 40,000 additional workers per year. However, the number
of specialized graduates is only about 15,000 per year, and just over 12 percent
have a bachelor's degree or higher. 42% of the nation's 1,300,000 tourism workers
are trained in tourism, 38% are trained in other industries, and approximately 20%
have no formal training.
Following a report by the Vietnam National Administration of Tourism, only 43% of
the labor force has tourism expertise, and more than half do not speak foreign
languages. This results in very low labor productivity in Vietnam relative to other
nations in the region. (4) (5) (6)

Following the Vietnam National Administration of Tourism, Vietnam's tourism
industry requires an additional 40,000 workers annually, but schools can only
produce 15,000. This number indicates that the appropriately trained labor force
can meet only 37.5% of market demand; the remainder is transferred from other
industries.

Forecasting Vietnam's hotel management industry's human resource requirements for the next 10
years (WTTC, 2018)

According to World Travel & Tourism Council (WTTC) data, more than 4 million
Vietnamese are employed in the tourism and travel industry. It is anticipated that
this number will rise to 4.5 million by 2029. This means that Vietnam will require an
additional 545,000 workers in the tourism and travel industry over the next decade
or more than 54,500 workers annually.

World (millions of people) 2018 2019 2029

Live operational figures 122.891 125.595 154.060

Total quantity of effort 318.811 328.208 420.659

Vietnam (millions of people) 2017 2018 2029

Live operational figures 4,061 4,029 4,574

Total number of workers in the global hotel industry  (WTTC, 2018)
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During the research of our communication project, we used the secondary
research data method to determine how Vietnamese people use social networks
and their user behavior to search for touchpoints to connect to the audience and
realize the potential of online media, especially social media.

The results of the data collection are based on reliable sources from the websites
such as Statista, Decision Lab, Datareportal, Advertising Vietnam, etc.

Realizing that human resources are lacking, Vietnam's tourism minister has
developed solutions to promote the tourism and hotel industry. Besides developing
tourist areas, the combination of human resource training with schools has been
implemented with international standards. In addition to government action,
organizations and individuals have organized activities to promote attention to
this spearhead economic sector on social media, such as the I-Hoteliers
competition. The contest has been expanded year by year and received a
significant response. Utilizing social networks and connecting with different
generations will generate interest and extend to the industry.

1.1.4. Potential Social media sites in Vietnam 

In recent years, the Vietnamese people's everyday lives have grown increasingly
influenced by social networking websites, which has occurred concurrently with an
increase in the number of people using smartphones and the internet in Vietnam.
Because of its young, internet-savvy, and highly connected population, Vietnam
has quickly become one of the countries in the world which have a signification
number of people using social media.
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The number of Social network user penetration in Vietnam from 2021 to 2030
(Statista, 2022) (7)

According to research, the number of Internet users in Vietnam by 2022 is 74.78
million users and will continue to increase sharply in the following years. 

Leading social media platforms for mindless browsing Vietnam in 2021
(Marketreport, 2021) (8)
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In recent years, Vietnam has been one of the nations with the highest number of
social network users worldwide. As of the first quarter of 2021, Facebook ranks first
among Generation Y and Generation Z users of active social media platforms. Zalo
and YouTube vie for the second position. And TikTok, the program "branded" for
Generation Z exclusively, is steadily catching up to Instagram, since it is just 11%
behind. Zalo, TikTok, and Twitter are the three most popular platforms among
Generation X and Generation Z. Simultaneously, Instagram has only maintained its
popularity among Generation Z and has lost a substantial portion of its viewership
among both generations.

The popularity of Facebook, Youtube, Zalo, and Instagram among Generation Z
suggests that they will be the leading generation in the future of "audio-visual."
Accordingly, "audio-visual" content formats combined with easy-to-remember
hashtags, "catchy," will be an intelligent strategy for brands to employ when
targeting these audiences.

1.1.4.1. Facebook:
Facebook is still the most popular social network in Vietnam in 2022, with 65.03
million users (representing 66.24 percent of the population) spending up to 25
percent of their day on the platform (6 hours per day) (9)

Facebook users in Vietnam from 2017 to 2025
(Statista, 2021) (10)
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Current Facebook users in Vietnam mainly focus on the 18 - 34 year old audience.
And it is expected that the number of users of this social network will remain stable
in the coming years. (11)

The most engaging content on Facebook are photo posts, short videos, and
breaking news.

1.1.4.2. Instagram:
Instagram is one of the foreign-developed social networks that has only lately been
adopted in Vietnam and is primarily utilized by young people, particularly women
between the ages of 18 and 30 who account for 60 percent of its users. (12)

Instagram users in Vietnam from 2017 to 2025
(Statista, 2021) (12)

According to the research, Instagram will maintain a healthy growth rate and
attract a large number of users in 2024, with a user base that exceeds 10 million
individuals in Vietnam. This social networking platform is currently able to attract
more Vietnamese users attributable, in part, to the widely used Stories feature as
well as a new upgrade to the Reels program that allows users to view short movies
(similar to Tiktok and Facebook Watch).
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1.1.4.3. Youtube:
Youtube has always been one of the leading entertainment social networking
platforms in Vietnam and globally. As of early 2022, the number of YouTube viewers
in Vietnam reached 65.89 million views, accounting for 63.4% of the population.
With the development of the livestream entertainment industry, the viewership
rate in Vietnam has experienced a sudden growth in recent years. (13)

Youtube users in Vietnam from 2017 to 2025
(Statista, 2022) (14)

The audience of YouTube viewers in Vietnam is also highly diverse, from 18 to 49
years old, with a frequency of up to 12% a day (2 hours a day). The remarkable thing
that makes YouTube accessible to users is that it has different content contributed
by creators and is one of the development environments trusted and used by many
influencers. Some popular youtubers in Vietnam are: Do Mixi, Misthy, Cris Phan, etc.
(15)
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Besides, Youtube now also develops Youtube short videos of up to 60s for content
creators to enjoy editing short videos similar to Tiktok.

1.1.4.4. TikTok:
TikTok was first launched in 2019, but has seen significant growth in 2020 with over
12 million users and 315 million downloads. The influence of this social network has
also brought many opportunities for short videos as well as promotional
campaigns globally, including Vietnam. (16)

Tiktok users in Vietnam from 2017 to 2025
(Statista, 2021) (17)
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According to data, TikTok had a spectacular makeover from 2018 to 2019, with users
doubling from 6.16 million to 12.88 million when known to the international
community. In addition, the data also shows that the number of TikTok users will
continue to increase steadily in the coming years.

The growth rate of Tiktok users in Vietnam
(DecisionLab, 2021) (18)

The primary audience using the centralized TikTok platform network is genZ with
60% and will continue to be trendsetters. Besides, in Vietnam, TikTok also
expanded the function of TikTok shop and live stream to sell products to make
millions.

Meanwhile, viewership growth was slower for older generations at only 2% and 4%
for Gen X and Millennial users, respectively.
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TikTok surpassed Youtube as the 2nd most popular platform for short video among Gen Z
(Decision Lab, 2021)  (19)

The remarkable thing about TikTok and making it a potential social networking
platform is that TikTok has surpassed Youtube to become the second most popular
social network in Vietnam in short video content.
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1.1.4.5. OnMic:
Podcasts are quickly gaining popularity in Vietnam as a form of entertainment in
addition to well-known social networks.

The number of people listening to audio content has increased by 30% in the past 6 years and
increased by 8% in 2020 (National Public Media, 2020) (20)

National Public Media reports that the number of individuals who listen to audio
content has climbed by 30% over the past six years and will increase by 8% in 2020.
In Vietnam, 78% of smartphone users listen to audio material, while 68% listen while
performing other tasks. Gen Y and Gen Z listen to more audio content, particularly
podcasts (86% of total listeners). 

Habits and behavior of Vietnamese people using the internet (Adsota, 2020) (21)
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An estimated 193 million or 68% of the US 12+ population listens on a monthly basis, which is 1 million
more than in 2020 (Jarwoski, 2022) (22)

The promotion of audio on social networks is also progressively spreading, and
companies such as Facebook, Twitter, and Spotify are testing and launching their
audio services.
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With their sound app, OnMic offers a possible territory for businesses to conquer customers
(Advertising Vietnam, 2021) (23)

The unique aspect of the OnMic application is that it is the first Vietnamese-
developed audio streaming platform. OnMic enables users to establish real-time
chat rooms and facilitates interaction between speakers and their audiences
(voice-streaming). In contrast to other podcast sites, such as Spotify, where the
recording will be a premiere, OnMic allows listeners to experience the recording in
real time as well as in replays. With OnMic, the breadth and variety of shared
content are prioritized, thus it is evident that this is a very promising application
that draws a large number of influencers and businesses that may develop or
participate in free information-sharing events.
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1.1.5. Content orientation for social networks
With the rapid growth of the Internet in the digital age, exposure to social
networking sites is causing a great deal of controversy, especially when the
majority of users are young people who set trends on social networks.

The freedom to create content on social networks is one of the youth's greatest
advantages. Although extremely competitive, content creators are not necessarily
celebrities.

Content creation on social networks - A “golden” opportunity for young people?
(Songtre, 2021)

However, failing to control the content will be harmful and deserving of
condemnation nowadays. It is essential to select content for each social network.
For each social network, there will be different ways of making content with
different strengths and weaknesses:
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With Facebook, this is always a potential and expanding social network with
extremely diverse content such as new information posts, photos/stories, short
videos, celebrity reviews in the form of User-generated Content.
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Instagram is a widely used application by young people, mainly focusing on photos
and sharing stories. The content related to images and fashion will attract
considerable attention and is also the potential for businesses to promote their
brand image or valuable lessons.

YouTube, as the leading entertainment app globally, focuses on a wide audience
and content from creators which promote relevant and creative content on this
platform to attract followers. There is a separate trends section to stay up to date
with new trends divided by categories.
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TikTok has become a well-known social network and surpassed Youtube in the
short video segment. The content on TikTok is extremely diverse and focused on
young audiences. However, the unique viral content has yet to expand, mainly
focusing on reviews, choreography, and music. Some content goes against current
policies, such as unethical content and objectionable content. TikTok is a potential
social network, but it also has many potential risks with the content that appears
today.

The content is extremely
diverse, but only viral
focuses mainly on certain
content such as movie
reviews, dance,...

Some content goes against current policies, such as unethical content and objectionable content.
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OnMic is a new social network focusing mainly on sharing stories about careers,
groups, and exchanges,... This is a social network with great potential! 
Primarily this is one of the social networks with a lot of business participation and
can easily connect through organized events. The only weakness is that it is not
currently expanding on various topics, mainly due to content creators.

1.1.6. Conclusion
With the development potential of social networks in Vietnam, GH Hospitality has a
lot of prospects to build and expand its brand on social networking sites. In
addition, it is an opportunity to expand the customer base and convey the
message that drives the current generation of stories in the hospitality industry.

Besides, content on social networks is quite rare nowadays about the content
appearing about the hotel industry. It is one of the great opportunities for GH
Hospitality to take pioneering steps in content coverage and distribution across
platforms. The emergence of new media and the opportunity to create
differentiated content can spread the brand and create attention for the hotel
industry, a potential industry and economic spearhead of the country.
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2. Target Audience Analysis

For the communication campaign to target the right potential customers and be
effective for the business, the research and identification of the target audience
are essential and indispensable.

GH Hospitality has three different groups of the target audience:


 Student Hotel Staff Businessperson

Age 18 - 22 22 - 30 30 - 50

Location Mainly live and
studying in the city

Mainly live and
working in the city

Mainly live and
working in the city

Occupation University and
college students

Workers who work
in the hotel

Manager or owner
of a

hotel/restaurant

Behavior

Curious, high
screen time, tend

to read more about
experience in the

industry

Busy, have the
need to seek and

learn useful
experiences for

promotion

Busy, often juggling
many project,
interested in

profitable
investment,

increasing profits

Pain point Lack of practical
experience

How to increase
work efficiency and
be appreciated by

superiors?

Profitable
investment and

sustainable
company

development

Touch point Facebook, TikTok,
Instagram, OnMic

Facebook,
Instagram, OnMic Facebook, Website 
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2.1. Audience Persona

Young Student

Gender Female

Age 18 - 22

Location Ha Noi City

Features Open mind for new experience Active on Social Media Search
information on the Internet Risk taker

Pain Points No or little experience in the industry Finding more information
about working experience Finding realistic course or intern job

Hotel Staff

Gender Female

Age 22 - 30

Location Da Nang City

Features Active on Social Media Search information on the Internet Risk
taker Ready and able to pay for course

Pain Points Have the need to seek and learn useful experiences for promotion
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2.1. Audience Persona

Bussinessperson

Gender Male

Age 30 - 50

Location Ho Chi Minh City

Features
Read news on social media or online newspaper Busy, often
juggling many project Interested in profitable investment,

increasing profits

Pain Points Profitable investment and sustainable company development

3. Project Objective
To prevent the project from developing in the wrong direction, the team has given
both general and specific goals:

3.1. SMART Objective
The team analyzed previous customer data and the situation of communication
implementation of GH Hospitality. At the same time, the team also searched for
market research information and data. Based on that, combined with the
communication method that the team intends to deploy, the team has come up
with a KPI that is suitable for marketability and GH Hospitality itself.


 Short-term goals Long-term goals

Goals Brand Positioning
Increase brand awareness

Increase brand trust
and brand love
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Categories KPI in three months

Facebook

Like and follow Increase 15% like and follow fan page on
Facebook

Reach Increase 40000

Message
Increase 70% of messages received through


the fan page asking about courses or

services

Instagram Follower 700 followers

TikTok

View hashtag
#lamkhachsancogivui

Hashtag #lamkhachsancogivui gets 70,000
views

Like 2000 likes

Follower 400 followers

OnMic View 30 - 50 view/podcast

After the end of the campaign, the team's goal is to help position GH Hospitality as
a company specializing in consulting and training on how to operate hotels. The GH
brand is enhanced and spread more widely. In addition, GH Hospitality also
contributes to stimulating Vietnamese people's interest in hotel investment and
development.

Here is the table for the KPI in three months of the project:
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4. Brand Identity Strategy
4.1. Brand Identity

Logo

Key Visual







#841725

Red denotes vitality and willpower. In addition, it
represents the desire to bring sustainable development
benefits to the service and hotel management industries.

Gray evokes elegance, cleanliness, and a sense of
sophistication and quality in the viewer.

Black is a color associated with sophistication, elegance,
and class. It is frequently used in high-end, audience-
focused designs because it can evoke a minimalist,
elegant mood. Particularly suited to the business target
audience.

#231f20

#000000

Font 
Old Standard Asap

Serif typefaces impart elegance,
sophistication, and dependability to
a design, making them appropriate
for a service-oriented company that
caters to five-star hotels.

The youthful sans serif font is used
for creative design. It can be used
for designing websites, online
publications, and presentations.
Combining these two fonts in the
company's media publications
creates aesthetic harmony and
facilitates information
comprehension.

The logo is designed in a minimalist style, containing
only the word "GH" and the service caption text at the
bottom. The serif font conveys the elegance and
sophistication appropriate for a consulting and hotel
training business.
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Sample media publications of GH Hospitality
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4.2. Brand Voice
Not only large enterprises when building a brand for small and medium
businesses, but Brand Voice is also an essential element. If a brand's logo does not
appear at the same time as the article, will customers be able to recognize that
the content is coming from which company? Are there any cases where readers
see content on all the different channels and know it is coming from the same
brand? A consistent and clear brand voice will make a company different and
stand out from the competition.

Tone of voice Describe Should Shouldn't

Conscientious

Articles, especially those
on the website, need to be

well-organized, use
professional language,

concise, and highly
academic. Articles on the
Facebook and Instagram
platforms can use closer

words, limit the use of
slang words, and do not

follow trends that are not
related to the industry.

Given highly
academic
content,

professional
attitude 

Catching up on
irrelevant
trends or

offensive jokes

Positive

Content on platforms in
general should bring a

positive spirit, limit
lamentation, and one-

sided telling of bad stories
in the industry.




Balance the rate
of positive

content and
lament the
difficulty,

ensuring a higher
rate of positive

content.

Create content
about regional
discrimination,
body shaming,
racism, LGBT,

feminism,
religions.

Controversial
to go viral.

Helpful

The contents should bring
certain knowledge

contributions to the
community of people

operating in the tourism -
service - hotel industry.

Can answer questions or
satisfy shared needs of

people in the same
profession




There are content
sharing

knowledge that
you may not
know in the

industry, sharing
the work

experience and
promotion of the

predecessors.

Only advertise
courses -
services
without

providing
benefits to

users, without
knowledge and

experience
sharing articles
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4.3. Content Format
Choosing what content format to use in this project is extremely important. In
reality, content marketing involves much more than simply writing articles.
Producing written content is typically less expensive and can be quite effective.
However, combining numerous other formats such as videos, images, and
podcasts will maximize the content strategy for the project.

On the other hand, in order to optimize project costs, it is necessary to choose
which content format delivers highest ROI and resonate with the audience. But
that is not sufficient, content is also productive when it is widely consumed and
shared.

GH Hospitality caters to business owners, restaurant proprietors, and owners of
upscale hotels, so B2B content is appropriate. B2B brands emphasize a variety
of content types that illustrate their subject matter expertise in order to inform,
stimulate, and connect prospective buyers while assisting them in overcoming
their pain points. The objective of B2B content marketing is to instil consumers
with a sense of trust based on empathy.

B2C & B2B Content Marketing Tactic Usage in 2015 
(North America Marketing Institute, 2016)
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Based on the lastest research by Content Marketing Institute, it can be seen
that B2B marketers use content marketing extensively to raise brand
awareness, educate audiences, and gain recognition.
Using the aforementioned information, the project team can generate a list of
content formats for use throughout the process.

Goals B2B Marketers Have Achieved by Using Content Marketing Successfully in Last 12 Months
(Content Marketing Institute, 2020)
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4.4. Media Selection
4.4.1. Website

Realizing that Facebook is one of the potential platforms to build company
image as well as reach more target customers because:

A Facebook Page is a place where a business name, address and contact
details can be made public as a brief description of products and services.

4.4.2. Facebook

GH Hospitality already owns an official website of the company. Because it is
aimed at corporate customers, the website will be the official and most
professional information channel of GH Hospitality. Here, will post information
about the services and products that the company provides, and update
images of the company's activities. This is also a direct communication channel
for support and advice for customers who need to use the service.
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Facebook is an information channel that has widespread thanks to community
groups.

Customers can directly contact to find out information about GH Hospitality's
training and consulting services through the official Fanpage.

The company's Facebook page already has a platform with 2.9k likes, and was the
only social networking site to share company information before the project was
launched.

Instagram is the leading platform for influencer marketing to attract customers
and increase conversion rates. Many social media influencers have chosen
Instagram to provide marketing-related activities.

4.4.3. Instagram

Therefore, from the existing foundation, the team proposes to continue developing
the GH Hospitality Facebook page with the main goals of increasing interaction,
increasing brand reputation and reaching many target customers.
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Instagram has a significantly higher engagement rate than other social media platforms
(Digital Marketing Community, 2020)

Through research, TikTok is currently a popular platform for many social
network users, especially young people. With short video features, free content
creation is free and especially hotel content is still scarce. This can be
considered a golden opportunity for businesses to use to increase brand
awareness and inspire.

4.4.4. TikTok

Currently, GH Hospitality does not have an official Instagram channel. So the team
proposed this social networking platform to build and spread the brand image.
Recently, knowledge and information-sharing Instagram channels have been
trending in recent times. To target young users, GH Hospitality's Instagram channel
aims to become a site that provides information and shares knowledge about the
hotel management industry. In addition, Instagram's story feature also helps GH
Hospitality to update the company's activities regularly.
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Therefore, the team proposed to establish a TikTok channel for GH Hospitality to
entertain, provide information, knowledge and increase the spread of the brand.

OnMic is the new unlimited audio platform for content creators. Anyone can
become a content creator on this platform as it is completely free. OnMic is also
a community with strong connectivity. There are a number of professionals in
many different fields who also use this social network, so it is easy to connect
with people who have the same passion for pursuing the hotel management
industry, expanding the network. Besides, OnMic can help increase interaction
for other social networking platforms.

4.4.5. OnMic

With the current trend of listening to podcasts on the rise, the team proposes to
organize an event on OnMic as a channel for education, job sharing and brand
recognition.
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After the epidemic's impact, many individuals view hotel management as a
relatively hazardous occupation. Others believe that this industry serves others and
that it is optional to understand too much about it. The hotel management sector
has a great deal of underutilized unique perspectives. Therefore, GH Hospitality
hopes to influence people's perceptions of the hospitality sector through this
project, generating excitement and a desire to learn more about the profession to
become a future human resource 

"How can individuals develop an interest in developing hotels and restaurants and
working in hotels and restaurants?
Respect those who work in the restaurant and hotel industry while attracting
investment for restaurant and hotel projects.

5.2. Big idea

5.3. Key message

5.4. Hashtag

LÀM KHÁCH SẠN CÓ GÌ VUI?

#LAMKHACHSANCOGIVUI
#GHHOSPITALITY

5. Big idea & Key message
5.1. Context
After two years of being impacted by the Covid epidemic, most restaurants and
hotels have ceased operations. They have only recently resumed operations,
presenting a significant redevelopment opportunity for this service industry. As a
result of the post-pandemic surge in tourism, several hotels are hiring new staff
members.
Tourism, restaurant, and hotel management have long been vital service
industries. Nonetheless, only some individuals have paid attention to topics such as
the banking and finance industries, computer technology, mass communication,
and other trending topics. However, the hotel management profession has
maintained a solid foothold in the labor market for many years due to the growing
demand for service experience.
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III. PHASE 1: PRE-PROJECT

PLANNING

The project started to be conceptualized on August 6. Over five days,
communication ideas for GH Hospitality were formed. Team members meet and
discuss issues related to GH Hospitality's industry and products every two days.

The topics discussed included consulting services, the company's hotel
management, and professional courses. Based on the discussion, the team
contributed that the platform should be chosen to promote communication for GH
Hospitality, including Facebook, Instagram, Tiktok, and Youtube. After five days, on
August 11, the first Communication Plan Proposal was finalized.

After submitting the first Communication Plan Proposal to the subject instructors,
receive comments. The group sat down to review and decided to make some
changes to the ideas in this plan—specifically, the addition of the Onmic platform
as one of the centralized media organization platforms. At the same time, reduce
the proportion of work on Youtube.

During the discussion and ideation for the group's GH Hospitality brand
development communication project, the Marketing Mix - Marketing 4P strategy
was applied.

Marketing 4Ps is a concept proposed initially by marketer and academic Philip
Kotler & E. Jerome McCarthy and provides a framework for marketing decision-
making. McCarthy's marketing mix has since become one of the most enduring
and widely accepted frameworks in marketing.

The 4Ps represent Product, Price, Place and Promotion. The term "product" refers to
the goods and services that a company sells. The "quality, features, benefits, style,
design, branding, packaging, services, warranties, guarantees, life cycles,
investments, and returns" are considered when making product judgments.

The term "price" refers to the overall cost to the client to purchase the goods, which
may include monetary and non-monetary expenditures like the time and effort
required. Pricing choices include "list prices, discounts, special offers, credit
payment, or credit conditions." Retailers, wholesalers, business-to-business, OR
business-to-customer are distribution channels.

1. Project Ideation
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"Direct or indirect pathways to market," "geographic distribution," "territorial
coverage," "retail outlet," "market location," "catalogs," "inventory," "logistics," and
"order fulfillment" are all considered to be part of the place. The place can refer to
a company's actual office space or the channels it uses to distribute goods to
customers. The place can relate to a physical store, but increasingly it applies to
online retailers like "a website, a call center, or a mail-order catalog. As an
illustration, luxury goods manufacturers like Louis Vuitton use an aggressive
placement strategy by only making their items available at a select few high-end
stores. By making their products available to as many different merchants as
possible, manufacturers of lower-cost consumer items, such as toothpaste and
shampoo, often adopt a comprehensive placement strategy." 

Promotion is "the marketing communication used to spread awareness of the offer
to potential consumers and encourage them to learn more about it."

Our team used the theory of 4Ps to analyze and build a communication strategy
for GH Hospitality

Product Price Promotion Place

Meet the needs of
customers
Diversity

Reputation
Reasonable

Organize
minigames and
have attractive

gifts
Online

2. Social media content direction
In the process of building content, content orientation for each platform has been
established to avoid the situation that the content deviates from the orientation,
the content written is controversial or has a negative impact on the GH Hospitality
brand image.
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2.2. Facebook platform

2.3. Instagram platform

2.1. Website
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2.4. TikTok platform

2.5. OnMic platform

3. Risk management

Each working group has its own operations and risk management. Risks are
anticipated for this project based on three primary contents: Content Production,
Video Production, and Personal Matters.

The project's risk prevention methods consist of three phases: pre-crisis, crisis
response, and post-crisis for each separate issue:

47



48



IV. PHASE 2: PROJECT EXECUTION:

#LAMKHACHSANCOGIVUI AS AN


ONLINE MEDIA STRATEGY



1. Project timeline and frequency
Since August, when it was assigned the project, the communication team has
adhered to the schedule for the duration of the four-month plan with two phases
to tasks:

Phase 1: Pre-project planning ( 6th August - 28th September)

Phase 2: Project Execution: #Lamkhachsancogivui as an online media
strategy (29th September - 5th December)

49



Along with the timeline, social networks are also benchmarked with the amount of
posting frequency for easy monitoring and post-project evaluation.

2. Key activities
The project started to be conceptualized on August 6, and ran from September to

December 5th. Project includes 3 phase

1 2

Phase 1: Pre-project Planning
August 6 - August 31

Phase 2: Pre-project Planning
September 1 - December 5

2.1. Phase 1: Pre-project Planning (August 6 - August 31)

In this phase, the team's goal is to choose the best idea for GH Hospitality's
communication project. After that, the team needs to finalize the plan with the
Complete overview, Media platforms, Timeline, Budget, Policy, and References
sections

2.2. Phase 2: Pre-project Execution (September 1 - December 5)

Provide highly professional articles and content about the hotel industry and
tourism - services to the audience.
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Owned Media

Eaned Media Paid Media

Social Media posts
Website

Podcasts & Online events



Mention
Share 

Reposts

Social Media  Ads

2.2.1. Owned Media 

In addition to the website, GH Hospitality has developed two communication
channels, Facebook and Instagram, as channels for B2B customer contact and
sales advice.

The team also built a TikTok channel and a podcast series called: "Chuyện ngành
khách sạn"  with the aim of altering brand awareness and values among young
people bringing the brand closer to the target audience through the production of
short videos and podcasts.
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2.2.2. Paid Media
To increase the number of consumer visits, we utilized Facebook Ads paid media.
We run Facebook ads on key posts to maximize reach and engagement.
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2.2.3. Earned Media
To increase the number of consumer visits, we utilized Facebook Ads paid media.
We run Facebook ads on key posts to maximize reach and engagement.

After having several articles with shared content, attracting different customers

interested in this industry, the group began to alternately post articles with

advertising content about GH Hospitality's services. In the papers, the team needs

to clearly show the effectiveness of these services and courses and the convenient

benefits that GH Hospitality can bring to its students. In addition, platforms need

to be closely linked, making it easy for users to contact GH Hospitality for timely,

accurate, and practical advice.

Through the posted content, potential customers in need will start with tracking,

learning more, and contacting GH Hospitality to be able to go to the last step, use

products and services.
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FORMAT CONVENTION

Website

Full HD quality image
Edit and unify the key visual brand, convert to 3 tones

of red (#841725), gray (#231f20) and black (#000000)
Fix header, footer, button,... categories and buttons

need to be edited
Optimizing SEO for articles on the website

3. Media Production
3.1. Website

The Figma interface is used to redesign the website

Fix header, footer, button,... categories and buttons need to be edited
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3.1 Website

Optimizing SEO for articles on the website

Full HD quality image
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Tool 
GH Hospitality Facebook fanpage - Use to create Facebook posts and run ads
for the project, update Facebook cover.

GH Hospitality Website - Use to update website photos, synchronize website
interface according to key visual.

GH Hospitality Instagram fanpage - Use to create Instagram posts and stories.

FORMAT CONVENTION

Facebook/ Instagram
post

Size 1080px x 1080px/ Infographic
Design according to key visual
Main fonts: Old Standard & Asap
High quality photos, not broken
Attached GH Hospitality's logo in the corner

Website image
Design according to key visual
High quality photos, not broken

3.2. Image
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GH Hospitality's visual media product
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FORMAT CONVENTION

Facebook/ Instagram
post

Full HD quality (1080px x 1920px)
Short clip under 1 minute 30 seconds
Choose the right audio for each video, avoid
copyrighted music
Attached the logo of GH Hospitality in the corner

Tiktok clip

Format 1080px x1920px (Square pixels)
Short clip under 1 minute 30 seconds
 Ratio 16:9
The first 3-5 seconds show the title
Each clip has GH Hospitality's key signature which is a
red item (tie, scarf)

3.3. Video

Tool 
GH Hospitality Facebook fanpage - Use to create Facebook posts and run ads
for the project

GH Hospitality Website - Use to update company profile and website album.

GH Hospitality Instagram fanpage - Use to create reels & stories

Hotel Academy Tiktok channel - Use to create posts
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Video formats on GH Hospitality's media platforms
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FORMAT CONVENTION

Podcast
MP3 format
Live voice streaming

3.4. Podcast

Tool 
OnMic app - Live stream on OnMic platform, save replay on the playlist.

GH Hospitality Facebook fanpage - Use to create recap post on Facebook. 
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OnMic live

OnMic Playback
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3.5. Media Production Timeline
3.5.1. Facebook

3.5.2. Instagram
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3.5.3. TikTok

3.5.4. OnMic
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Payment name Description Price

Run ads to increase
Facebook engagement

Run article ads targeting the

first group of customers, young


customers

1.000.000
VNĐ

Run ads to increase
Facebook messages

Run post ads targeting the

second audience

1.000.000
VNĐ

Renting video recording
equipment for GH

Hospitality

Buy recording mic, rent

shooting equipment such as


gimbal, camcorder

1.000.000
VNĐ

Total 

3.000.000

VNĐ

4. Project Budget
The team has proposed the cost of this media project, including promoting the
article on Facebook, advertising on TikTok, and some costs of shooting videos for
the GH Hospitality business. However, after many approval and editing steps, the
official budget was spent on this three-month media project, including Facebook
advertising and video editing costs.
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V. PROJECT EVALUATION AND

RECOMMENDATIONS

1. Project Measurement
The team has evaluated and analyzed the data achieved after three months of
communication activities. Then, based on the KPI set out in three months, the team
assessed the effectiveness and right direction in this branding campaign for GH
Hospitality this time.

1.1. Facebook
Here is some data showing how effective a media campaign is on the Facebook
platform.

Message conversation starters increased by 100%
The number of new people connecting via text message increased by 200%
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The target audience is attracted through media content that matches the
potential customers that the team has researched.

Page reach on the Facebook platform has seen a sharp increase in the three
months the team implemented the communication plan on this platform. The
index increased especially strongly in early December because, at this time, after
realizing the effectiveness and potential of communication on social media, GH
Hospitality began to review the advertising spending budget.
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1.2. Instagram
Reached, engaged and total followers index of GH Hospitality account on Instagram
platform.
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1.3. TikTok
On the TikTok platform, out of a total of 24 videos that have been uploaded, there
are four videos with over 10,000 views. The total number of likes that the channel
has achieved after two months of implementation is ~1500 likes and more than
400 followers.
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1.4. OnMic
OnMic live podcast listens and replays count. This is a relatively effective and
economical way to reach the natural audience.
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No
Social

media


platform
KPI Outcome

Achieve-

ment

1 Facebook

Increase 15% like and
follow fanpage on
Facebook

Increase 17%

like and

follow

113%

Increase 40000 reach 50.466 reach 126%

Increase 70% of
messages received
through the fan page
asking about courses or
services

Increase

100% of


messages

received

142%

2 Instagram 700 followers 1.177 168%

3 TikTok

Hashtag
#lamkhachsancogivui
gets 70,000 views

115.9k views 165%

2000 likes 1365 likes 68%

400 followers 428 followers 107%

4 OnMic
30 - 50 view/podcast


live
36 - 77 views 135%

Team compared and evaluated the percentage of work completion compared to
the set KPI.
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2. Reflections on Project Work

2.1. Our project achievements
Up until the end of the project, the group has accomplished several goals and is
pleased with their accomplishments. The group's success is reflected in the
indicators it attained after three extremely positive months. The objective of
conveying inspirational content on #lamkhachsancogivui was accomplished with
115,900 viewers and interest.

In addition to achieving success at work, the project has also facilitated future work
by establishing connections with external networks. In addition, the group is
incredibly proud to have been directly invited to work as an official for GH
Hospitality as the result of this project.

2.2. Our project limitations
In addition to the successes, there are still limitations that the team can learn from
and apply to future projects. In this project, the team has yet to fully utilize
methods for developing content from external sources, such as utilizing KOLs to
promote the hashtag #lamkhachsancogivui. In addition, the impact of the media
on the products sold has not yet achieved results.

In addition, the small number of members and the ineffective arrangement and
division of labor are likely to hinder the progress of the project. The content of some
posts does not meet the established criteria, and the video products lack the
professionalism and innovation that characterize the hotel industry.

When considering the project as a whole, the group can take pride in many
accomplishments, including developing profitable businesses based on social
networking platforms with positive indicators. However, in the project process, the
team still has weaknesses that need to resolve entirely, and plans need to be
optimized.
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The team has suggestions TikTok KOLs that are suitable for the content and desire
for further development:

With the use of KOLs as a development platform, the GH Hospitality brand can
make its mark on TikTok and grow businesses and become a community trends
creator. In addition, with the newly implemented project proposal, the estimated
budget for using external KOLs to increase brand exposure as well as promote the
goal of growing brand reputation is 10.000.000 VNĐ

Besides, connecting networks in the hotel industry after the project is an
opportunity to combine and expand the market as well as create cross activities to
attract participants such as OnMic, online/offline events, minigames, etc.

3. Recommendations for Future Projects
Following the development momentum after the project, future projects can
continue the current content to keep interactive connections as well as continue to
push to develop the brand on multiple platforms with hashtag
#lamkhachsancogivui.

Learning from this project, the team proposes to use the optimal method to
promote the brand by combining with KOLs to create promotional media products.
As one of the pioneers in creating content about the hospitality industry on Tiktok,
GH Hospitality should seize this golden opportunity to spread its brand trust and
love.
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VI. APPENDIX
1. Social network proposal in the project
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2. Detailed content planner for social media platforms
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3. Activities in the project
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