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Project Summary

#Lamkhachsancogivui: An online media strategy to develop the brand value of GH
Hospitality
GRA497_G18, FPT University, Hanoi

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.

#LAMKHACHSANCOGIVUI
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. INTRODUCTION

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

Nguyen Hai Yen Hoang Minh Duc Nguyen Thu Trang
HS150075 HS150563 HS150427

NI

Hanoi, 24 &

Ms. Tran Thuy Duong Ms. Huyen Donna
Supervisor CEO GH Hospitality
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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

Mission

Inspire, attract and
train high-quality
human resources for
the hotel, restaurant
and tourism
industries.
Consequentially
improving Vietnam's
service quality.

Vision

Become a leader in
Vietnam in terms of
hotel management
and operation
training, consulting,
and investor
support.

Core values

Good service &
Better quality

Providing consulting services
and training courses on hotel
operations in order to enhance
the qualifications of personnel
and the quality of service.

High efficiency
Consulting services for the
establishment and operation
of a hotel to maximize profits
and ensure the highest quality
of service.
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Il. 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.

Facebook Page reach (1)
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" P
Facebook Page new likes (1)

31 + 1067%

=]

Aug 3 Aug 7 Aug 11 Aug 15

Aug 19 Aug 23 Aug 27 Aug

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%

All content

Ads, Posts and Stories

Recent content . Type Reach @ Tl Likes and reactio... @ Tl Sticker taps @
= n_lfu_s'r?ers_s—_tt?—l:::Ljsinsss we often f... Post TersiarTaElsE 330 1
£ B
' |Khoa hoc ké toan khach san| K€ ... Post TersiarTaElsE 283 12
o 230 Aug £U, Didam
= (Channel Manager [ mot phan mé... Post TersiarTaElsE 339 24
o Fri Aug 19, 12:57am
1322 40

TOI U VIEC BAN PHONG TREN OT...
o ue Aug 9. 10:43pm

Post Boost unavailable

Also in August, the number of people connecting to GH Hospitality via text

message was 0.

Messaging conversations started @ | New messaging connections @

O 0% O L 100%

N

Mo Activity During Selected Date Range

Messaging conversations can help you
build deeper relationships with customers.
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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.

.
EEISA BT (Ve Didipl (TSI (M Huyen)
]

greraining@ghhonpiainy. EOpEepralay.
Fakior made o the tpeciic requirement of our client

@G I I G THIEU DJCH WY~ CHU'ONG TRINH BAD TAD~ TINTIFC  ALBUMANH VIDED LIENHE n
HOTFIALITY MASASETST

Gidi thiéu

THONG TIN LIEN HE SAN PHAM CHINH SACH LIEN. KET

Trung tAm A5 130 nghitp w khich sn G4
Hospitalty - Chg Ty TRHH B3u Tu Dich Vy Gla Hin
‘Bja chi: F208 Tia nihh N3A, Trung Hia Nhdn Chinh,
Thanh sudn, Hi Nis

Emait: ghtraining@ghhospltality.com.n
diep.iran@ghhospitality.comun

Hotline 0982545097 (Ms. D) Ms Huyen,
OUBZ 162386

GH Hogpitality © 2018 All Rights Reserved.

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.

.
OUEISABNT (M. Dipl OUEFTEIIES (M Huyen)
L]

Eheraining®ghhonpitality.comom - ghipghhonpealiy,
Tator made i the specic requinement of our clients

@G I I GO THIEU DICH WY~ CHU'OMG TRINH BAD TAD~ TINTI'C  ALEUMANH VIDED LIENHE B
WFEALITY MASACE T T

Gidi thiéu

THU VIEN ANH CUA CHONG TSI
1] |
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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HUMAN RESOURCES - QUAN ENGINEERING - KY THUAT REVENUE MANAGEMENT
TRI NHAN SU A ——_——— QUAN LY DOANH THU TRONG

VIDEO

lable

yger available due o a copyright claim

wa quan ly khich san

Chirfc ndng & Nhiém wy clia bé phan budng phang
Quy trinh lam viéc cua BP Budng phong

Kigm sodt b cong cu dung cu va vt t tidu hao
Quan 1y gidt 12

Cac loai bdo cio va x If tinh hudng trang BP budng

W=

L

Dang Ki Khda Hoc Dao
Tao Kién Thirc va Ky F
Nang Toan Dién Nganh

Quén...

TONG QUAN LY

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.

Co cau bo phan Ky thuat trong khach san

KEida hioc frofic iflon Dxirng ddu bd phin K thudt sé 13 Ky s trdng, phia dudi sé 13 Tre 1 ki su tnudng v Thu ky
Mghigp vy Lo Tan

Bén duan o8 bao gl CAC CIp giam S8t nhur Gidm sat xay dung. Giday sat moc Gidm 331 nuds. Gidm sat didn. Gidm sat

Housekeeping - Budng
Phing

- Tong quan chwong trinh hoc: https:itinyurl com/y4blijxp
- Link Bdng ky 1&p hoc - GH Hospitality Group: hitps:/tinyurl.comiyyfxe74s

GH Hospitality - Support Central Group

Email: ghtraining@ghhospitality.com
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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.

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

TR

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.

One exceptional accomplishment of GH Hospitality is that they are the first
division to offer consultation setup and hotel operation in Vietham, which has
contributed to their USP. Additionally, GH Hospitality offers hospitality training
courses led by instructors now in charge of five-star hotels.

10
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1.1.3. Market Research

In the past decade, Vietham'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 Vietham is significantly higher than the global average

(3.8%), as well as the Asia-Pacific region (4.6%).

Nghin ot %
46000  5.000 4.000 3.000 2.000 1.000 10 20 30 40 50
5,804 Trung Qudc 15,9%
4291 Han Quiic 23,1%
952 MNhat Ban 15,2%
227 Bai Loan 29.8%
744 My B.6%
647 Mga 6,6%
06 Ma-lal-xi-a 12.2%
510 Thai Lan 45,9%
384 O -0.9%
315 Anh 5.7%
309 Xin-ga-po 7%
288 Phap 29%
228 Cam-pu-chia 12,3%
227 Dirc 6,0%
170 Phi-lip-pin 18,2%
169 An D& 27,7%
159 Canada 6,4%
107 In-dé-né-xi-a 21,3%

Visitor volume and growth in 2019 from the top markets for international tourism to Vietnam
(Vietnamtourism, 2021) (1)

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

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%.

500,0 350,0
450,0 300,0
400,0 250,0
350,0 200,0
300,0
150,0
250,0
100,0
200,0
150,0 30,0
100,0 0,0
50,0 -50,0
0,0 -100,0
2018 2019 2020 2021 2022
s DTDV lwru trd, &n uéng mmmm DTDV du lich I hanh
(Nghin ty dong) (Nghin ty dong)
—+—Toc d6 ting DTDV —e=Toc db ting DTDV
Iwru tri, &n uong (%) du lich I&r hanh (%)

Revenues from accommodation, catering, and travel services for the nine-month period of
2018-2022. (gso, 2022) (2)

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 Vietham, 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.

Changed work
26%

Continue working
41%

Intend to change
33%

Ho Chi Minh City's current human resource situation in the hotel management industry in 2021
(ictvietnam, 2022) (3) 12
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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)

Live operational figures 122.891 125.595

Total quantity of effort 318.811 328.208 420.659

Total number of workers in the global hotel industry (WTTC, 2018)

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.

Vietnam (millions of people)

Live operational figures

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

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 Viethnam relative to other
nations in the region. (4) (5) (6)

13
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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 Vietham

During the research of our communication project, we used the secondary
research data method to determine how Viethamese 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.

statista

>\ DATAREPORTAL
Adverlising

vielnam™*

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 Vietham.
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.

14
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Forecast social network user penetration in Vietnam from 2021 to 2030

2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

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 Vietham by 2022 is 74.78
million users and will continue to increase sharply in the following years.

Shara of respondants
Generabon 2 B Gansrabon Y B Ganeiation X

0% 10% 20% % 40% 0% B0% TO% % 0% 100% 110%
Facaboak 25%
Lo BE%
Youlube B0
Instagram A%

55%
Tiktok I

22%
Twiller 1™

Pintares! 14%
%

Leading social media platforms for mindless browsing Vietnam in 2021
(Marketreport, 2021) (8)

15
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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 Vietham 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)

75

65.89
63.08 65.56 65.03 64.51 64.12 63.9
51.89
50
45.03
| I I

o]

207 2018 2019 2020 2021 2022 2023 2024 2025

Facebook users in Vietham from 2017 to 2025
(Statista, 2021) (10)

16
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Current Facebook users in Vietham 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 Vietham 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)

10.93
10.18
10 9.43
8.67
798
713
6.67
5.21
I I
o]
2017 2018 2019 2020 2021 2022 2023 2024 2025

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 Vietham. This social networking platform is currently able to attract
more Viethamese 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).

17
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1.1.4.3. Youtube:

Youtube has always been one of the leading entertainment social networking
platforms in Vietham and globally. As of early 2022, the number of YouTube viewers
in Vietham 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)

80 75.44

65.89

60

40

20

2017 2020 2025

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)

TOP 10 YOUTUBER VIET NAM
~ GIAU €O NHO THU NHAP KHUNG TU YOUTUBE

2 g

18
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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.

Yo

o Shorts

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)

20
17.42
16.69 17.06 17.23 17.33
15.66
15
12.88
10
616
5
1.04
o N
2017 2018 2019 2020 2021 2022 2023 2024 2025

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.

TikTok quickly grew to be Vietnamese Gen Z's favorite short-video
platform

Gen

Gen

Q12020 Q2 2020 Q32020 Q4 2020 Q1 2021 Q2 2021 Q3 2021 Q4 2021

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.

20
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TikTok took over as Vietnamese's most favorite short-video platform in Q4
2021

TikTok

- YouTube
" Facebook

2019 Q1 2020 Q2 Q3 Q4 Q1 2021 Q2 Q3 Q4

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.

21
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1.1.4.5. OnMic:

Podcasts are quickly gaining popularity in Vietnham as a form of entertainment in
addition to well-known social networks.

Spoken Word’s share of audio
listening has increased by 30%
over the last six years;

8% in the last year

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 Vietham, 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).

1. CAC DINH DANG NI DUNG MOI:
VERTICAL VIDEO, SHORT VIDEO VA AUDIO

Habits and behavior of Vietnamese people using the internet (Adsota, 2020) (21)

22
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X . ) i INFINITE 2021
Weekly Online Audio Listening
TOTAL U.S. POPULATION 12
— —— Estimated
" Far casie o o iREe 176 Million
60 60 52

2000 '07 02 03 04 'O ‘o8 ‘09 10 1 1 9 20 2021

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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ThhaRL YWY

3 Today 08:00 PM
Tiktalk: Xay dung ndi dung
VIRAL trén TikTok (Case
Study: @KhaTiengAnh)

Featurimg: khatenganh

(&

In roam incuding theiam, sabring, ceapv,
hourand220, pdy.shi, KhamhGAM, koheids, vurguyen_

O _1o] =1 1=

Chio mgi ngudn, minh 1 Victor Nguygn, CEQ/
Founder cda chudi trung tam Anh nglr EngTalk va L
mdt content creator trén TikTok wii hom 1 wnidu gt
theo déi trén kinh Kha Tifng Anh. Minh s& chia sé
mdit vl imsights vié cach xdy dyng ndd dung trén
TikTok 0 phisc v cheo vilbe xdy dung thuong hebu cd
mhdin va ban hang cho cdc SME. Love!

Host béri khatienganh

Host béi 4 dién gia vé PR
3 Fri, Aug 6 08:00 PM

Lam PR la lam gi? PR mua dich

ra sao? Nhirng diéu nén va k...
spe.ﬂws. trungax, raianh, :mnnntn. AZOCAL ...

In mnmim:ludng g2 1170958695765 78251819,.

0464 @ . &

Cung 1dng nghe cac didn gid chia sé v cdu chuyén
thrn PR, Thire 18 L PR 1 lim gi?

Ms. Mai Anh Country Manager Global PR Hub
Mr. khoa M CEO Mconsultant, Chairman YNFR
Mr. Haing Thanh Deputy Director Iscbar Agency
Ms. Minh Ngoc Marcom Director Con Cung

3 5at, Aug 7 0830 PM I

7 théi quen hiéu qua #3. Théi

quen rén méi ban thin
Sbtlﬂmﬂ\ minhilina, phamvanbang, dani_

hrmmlg.1l?m?&5?m1 B1%. than...

@ ey, )

7 théi quen hidu qui gidp ban thanh da 1 gi7
Vi chc diln gid od hidu nam kinh nghiém trong
nghnh Marketing s& gip cc ban phit tridn nghi

nghitp
Budi 3 58 chia sé v 1 théi quen rén mdi ban than va

Lam saa dng dyng 7 thél quen .

(3 Todiy 08:30 PM
GenZ di lam: Bén trong mdt
ngudi nghé sidac lap

Featuring: dorielve, thinhsumghi

<

B rooe indleding yuibenne, iquia T210 ihemikan,
phuongthon 12 kyth1 213, thoouyen, fb 1912287588931 7.

"] 1O0JOJOJOIO

14 Speakoer: Nhac 5T - Ca 51 Thinh Suy

Hanh trinh trdi nghi#m &8 trd thinh Ca-nhac oTtré, 34
Lap.

F Uit By gi tao nibn thuomg hidu cd nhin cia nghié <7
Wt dém a7

A Hay cd obng thag "Bl me™ 3¢ sdn oudit nhimg bai nhag
wiral?!

Host béri Thinh Suy va Vi Diing

3 Tomarraw 09:20 PM

Career Development #4: Non-

stop Learning
Speakers: minhlava, changngocgia, nikita, wyenpham...

In room including gg_11 70958695 76578251 819, paju...

@400 W=

Hai sexies trude, céc diin gi dibu cho ring khd nding oy
hge hal khdng ngimg L yéu t8 quan trong & thing
ti€n trang sif nghidp. Hoc sao cho hidu qui 1 1 nghé
thudt, PhD Tri Vo [Phap), Nikita Nguyen (CEQ Al Quans)
i Uyn Pham (Cyu CMO Coke Indochinal.
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Cac event marketing trén Onmic

. ] & Mamize ] [= L @

O Minimire

The State of Audio Ads in® Nghé Account lam gi 4 Muén content "high" &
Vietnam trong cong ty quang cao? phéi ndm insight \

PN I 2@ @Dw

provang  mablea  cheveng.  manmeh  manges théenkusn . kharh g oungnn

213 peoph in reom v i 471 M0 385 people inroom Live time 1112183

Followed by the Speakers Followed by the Speakers

other penple In the ROOM

“%

Event c6 213 ngu¢i tham dur Event c6 309 ngwéi tham dw  Event c6 585 nguwre'i tham du

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 Viethamese-
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.

| ) ndi bat cia nam

@tra.dang.904 @tai2701 @cindymiicute @hoa_2309
2 16,2 trigu £13,4 trigu 2 12,6 trigu £ 10,9 trigu

/ £

) (&)
. E£=4%

@_b.t.v @thanhyvo @reencyngo @wvangiou.07 @kienreviewd0
£10,7 trigu 210,4 trigu 210,2 trigu 210,2 tridu 29,7 tridu

/_,.-—-'——-.._\ - ._,..--'—-—'—-..__

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.

Grab @ E
e 1 October at 20:10 - @ Public

% Suboi x #GrabLienHoanDeal, mang dén loat uu d&i gén ban. #CanGiCungChieu !
I} I'm on the deal, bay gid dzui thi sao na
Bdi dzui thi sao na - Lién Hoan Deal la day na!

7 D6 ban c6 bao nhiéu chif “Deal” trong bai hat nay?
_... See more

. P 5 J 4 i Y
N ¥ SAo

/PHIEN BAN PUGC CHIEU/

00?.‘ Nhung Mai, Tan Trong Luong and 7.2K others 254 comments 218 shares

a

1977 ¥

Iha i by nhdy &p 83 mat ) Hen
gip muiy ban vdo 1 ngiy gia rinit
i 1 g v el v Vi el

Thich  Trd B8 1 tube S
11 phin bd
Epes.chase_Mine

i ke auth gid 1/3 store bao re
nhdt Ehi trudng mha m ng o
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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.

@ ogilvy & . /j vietcetera &

#30ngTao

“Héy cU chay tiép, lam tiép,
drng ngoi yén.”

e yench

ffra{:mfrnﬂ‘ﬂﬁ EP B“ﬁc L ﬁi

Qv 4 W

7 Co loyagramm va 4.401 ngudi khac thich

Vietcetera. —

ogilvy An estimated 1.2 million dogs have been orphaned
in Ukraine due to the ongoing war. Proud of @0gilvyHealth OQV . A

for partnering with Four-Paws on an international... khac £ Liked by ng.2 huong and 432 others

¥em tat ca 24 binh luin vietcetera “Téi Ia mét dao dién rét bui dii, rit duding phé. Téi thich
2 nghe tiéng xe va sy én o ngodi dudng. Tai thich 1am phim vé
27 thang 9 - Xem ban dich nhirng ciu chuyén ddi thuding dé mhin thiy, cam nhin duge... more

See translation

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.

Trending

NOw MUsIC GAMING MOVIES

_&_ FIFAWorld Cup Qatar 2022"

2:08
The Three Lions roar | The Mbappe Show | France v Messi magic! | Argentina v FIVE GOAL THRILLER! | Dramatic late winner! |
England v Senegal | FIFA.. Poland | FIFA World Cup... Australia | Round of 16 | FIF... Serbia v Switzerland | FIFA.. Cameroon v Brazil | FIFA..
FiFa & FIFA & FIFa & FIFa & FIFs &
B43K views -+ 1 day ago 1.2M views = 1 day ago 1.9M views - 2 days ago BBOK views - 3 days ago 1.6M views - 3 days ago
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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,...

it kemudung muncul dar mana Meyma [+] ﬂ Enéyrmar Erend nay dui né | de
@D #anime SHadianime Zdance ymarjr 2fy Sfyp &8 L Yonil #fyp Sviral
° cel.celling 57N i neymarvibes > 50.3M . nt_niai B 1.6M

Dir wra difa h u-,-é-‘. dira #yeahldigital £yeahitrending #yeahl #tiktoknews #onhaxemtin £noono #uthien

11 nhac nén - Yeah1 Trending
yeahl.trending m
Yeahl Trending - 11-30

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:

Location

Occupation

Behavior

Pain point

Touch point

Student

18-22

Hotel Staff

22-30

Businessperson

30 -50

Mainly live and
studying in the city

Mainly live and
working in the city

Mainly live and
working in the city

University and
college students

Workers who work
in the hotel

Manager or owner
of a
hotel/restaurant

Curious, high Busy, have the Bu:;)r/],dorft enrgggeyg!mg
screen time, tend need to seek and inte?legteél in'
to read more about learn useful rofitable
experience in the experiences for irl?vestment
industry promotion ; : i
increasing profits
How to increase invg;fr?\tgnkilznd
Lack of practical work efficiency and sustainable
experience be appreciated by company
iors?
Superiors: development
Facebook, TikTok, Facebook,

Instagram, OnMic

Instagram, OnMic

Facebook, Welbsite
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2.1. Audience Persona

Young Student

Gender Female

Age 18 -22

Location Ha Noi City

Open mind for new experience Active on Social Media Search

Features information on the Internet Risk taker

No or little experience in the industry Finding more information

Felzelis about working experience Finding realistic course or intern job

Hotel Staff

Gender Female

Age 22 -30

Location Da Nang City

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

Features

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

Bussinessperson

Male

Age 30 -50

Location Ho Chi Minh City

Read news on social media or online newspaper Busy, often
Features 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:

Short-term goals Long-term goals

Brand Positioning Increase brand trust

|
Goals Increase brand awareness and brand love

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 dota. 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.
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Here is the table for the KPI in three months of the project:

Categories KPI in three months
. Increase 15% like and follow fan page on
Like and follow Facebook
Facebook Reach Increase 40000
Increase 70% of messages received through
Message the fan page asking about courses or
services
Instagram Follower 700 followers
View hashtag Hashtag #lamkhachsancogivui gets 70,000
#lamkhachsancogivui views
Uldfes Like 2000 likes
Follower 400 followers
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 Viethamese people's interest in hotel investment and
development.
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4. Brand Identity Strategy
4.1. Brand Identity
_________________________________ Logo .

] !
i The logo is designed in a minimalist style, containing i
H only the word "GH" and the service caption text at the !
i @ G H bottom. The serif font conveys the elegance and i
i HOSPITALITY MANAGEMENT  sophistication appropriate for a consulting and hotel i
i training business. i
L i

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

#841725
#231f20

i
| |
1 1
1 I
1 1
1 I
1 1
1 I
1 I
1 I
1 I
1 1
1 I
1 1
1 I
: I
! Gray evokes elegance, cleanliness, and a sense of i
i sophistication and quality in the viewer. i
| |
1 1
1 I
i :
i Black is a color associated with sophistication, elegance, ]
1
i and class. It is frequently used in high-end, audience- !
H focused designs because it can evoke a minimalist, i
1
! #000000 elegant mood. Particularly suited to the business target i
i audience. i
| i
! I

1
1
Old Standard Asap i

Serif typefaces impart elegance, The youthful sans serif font is used |
sophistication, and dependability to for creative design. It can be used E
a design, making them appropriate for designing websites, online i
for a service-oriented company that publications, and presentations. i
caters to five-star hotels. Combining these two fonts in the |
company's media publications E

creates aesthetic harmony and i

facilitates information |

comprehension. E
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HIOAPITALITY MAMAGEMINT

PODCAST #04
VEN MAN NHU’NG VAN BE
"NHAY CAM" TRONG TOP CAC VI TRI

- CUNG KHONG
- 5 DU CAU

CHU NHAT, 13.11.2022

8:30 PM B L1 \ trong nganh NHA HANG
' - KHACH SAN hién nay

o A
i
i 2

]

TIEN THANH HOANG BUC
HOST HOST

EXPLORE OGH
TY MANAGEMEN

Tu van Set up, Dao tao
& Van hanh khaeh san

%2 098 216 2386 B gh@ghhospitality.comwn & www.ghhospitality.comyn

GH
HOSPITALITY

Hotel Management Trainning

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
Articles, especially those
on the website, need to be
well-organized, use
professional language, . .
concise, and highly Ci;\é%régg?éy Catching up on
S academic. Articles on the irrelevant
SAEEIE e Facebook and Instagrom content, trends or
platforms can use closer professionall offensive jokes
words, limit the use of attitude
slang words, and do not
follow trends that are not
related to the industry.
Content on platforms in Bolg?cg ;cit’gi?/ erate (o>rbe:J’ce rcexé?c;cﬁgf
general should bring a o discrimination,
positive spirit, limit ﬁggﬁ:gi ‘?r?ed body shaming,
Positive lomentation, and one- difficult racism, LGBT,
sided telling of bad stories . Y. feminism,
in the industry ensuring a higher religions
) rate of positive Cont i’ |
content. ontroversia
to go viral.
The contents should bring There are content Only advertise
certain knowledge .
I sharing courses -
contributions to the -
. knowledge that services
community of people .
L : you may not without
operating in the tourism - K : . 3
. . now in the providing
Helpful service - hotel industry. . : :
- industry, sharing benefits to
Can answer questions or the work uUsers without
Sdt';’gy ?Q%rfg enseoercil]seof experience and knowledge and
peoP rofession promotion of the experience
P predecessors. 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 Content Marketing Tactic Usage B2B Content Marketing Tactic Usage

—_— | Sacial Media Content - other than blogs

B2C & B2B Content Marketing Tactic Usage in 2015
(North America Marketing Institute, 2016)
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Goals B2B Marketers Have Achieved by Using Content Marketing Successfully in Last 12 Months

Year Ago*
Create brand awareness 86% 81%
Educate audience(s) 79% T3%
Build credibility/trust T5% 68%
Generate demandleads 70% 68%
Murture subscribers/audiences/leads 68% 58%
Build loyalty with existing clients/customers 63% 54%
Drive attendance to one or more in-person events 52% 49%
Generate sales/revenue 53% 45%
Build a subscribed audience 45% 43%
Support the launch of a new product 45% 40%
Mone of the above 0% 1%

Goals B2B Marketers Have Achieved by Using Content Marketing Successfully in Last 12 Months
(Content Marketing Institute, 2020)

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.

SOCIAL MEDIA MEME/ FUNNY
FORMAT WEBSITE VIDEO CONTENT ! PODCAST PHOTOS

POSTS POSTS

+ Increased brand
awareness - Keep users
« More inbound ; engaged - Higher :
. « Increase prestige 998 9 « Connect with
traffic - Increase engagement : :
; - Market ; : captive audience " ;
+ Higher . Cconversions = High reach . ) + Easy to identify
& expansion P - Build audience s
OBJECT conversion rate - Boost brand « Inexpensive : = + Ewvoke emotions
: + Boost SEO 2. relationships and
- Cost-effective affactively recognition cantent loyolty - Create engagement
« Gain + Create great ROl| .« Long lifespan
- Expand network
marketplace = Easy to share
nsights
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4.4. Media Selection

4.4.1. Website

GH Hospitality already owns an official website of the company. Because it is
agimed 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.

CHUNG TOI LA GH HOSPITALITY BAN TIN BAN QUAN TAM

TU VAN SET UP VAN
HANH KHACH SAN

Dxjgin iy v B chis By £hay O
dn nhi hding - khdoh s oo
bdn S cheapln nghidip. Fhdn
Dot iy b Chuyln g o8F B g
L T e S B B Gl
it

Vil sir belang nlf cdc sbu i dn ddng clip, gay duoc tiEng vang v quy md nghl dudng, du lich. Nganh dich v du lleh dang
chuylin minh phdt trifin mdt cich gy ngoan myc, dong hanh cing cdc 13p doan Km trong nghnh khing this thidu sy oudt
hidén cia nhilng khach san wira wh nhd, logi hinh kKinh doanh duge chon Iua bdi phiin kn khach du lich.

£ kéen wai sir phit tri€n du lich, nhu cBu sir dung cic dich vu tén ich trong kndch 58n ngéy cang thém phin da dang. D&
wil céc khdeh sgn vira v nid, wil quy mb dudl 100 phing thl khd nang dap dng va vén hanh toan b cac tén ich cin cd
trong khdch san teong a6l khd 98 gial quyst do gip nhiéu b ngal va win $& khd nang chi trd thp, va =8 leong si dung
dieh wip khdng dat yéu chu DAILY TOUR DU LICH
& KHACH SAN

IR 2Lt bt e RGP v KRAEN Bgn
g v G MRS, g Mgy
b Sy RV R A

12 K NANG MEM -

3 CHiA KHOA DE THANH
cONG

12 i milng il - chis by méi

T viin' Setup, Dao tao 2 " o [ b
& Vian hanh khaeh san : '

DAILY VE MAY BAY
NOIBA VA QUEC TE
Wi, e wib amdy By i i v i

18 vl g w50, Tm iy dhéing B
CF B8 mgay

Wi vy, o cd thi 3F clin G thu chl d81 wéi cdic khdch sgn cho phi hgp, ma viln dip tng dily 00 cie tin kch nhe khdch san
4-5 580 khdc, cdc khach san clin tim cho minh mdt a6 e b kinh nghigm cing nhu khid niing e vin set up, viin hanh, cung
clp cac sdn phdm tdn jch. Cing niwr im chu trd B thuydt phyc va ding diin cho viin 0 hop 1Y hda cde khodn chi v cin

diil wol daanh thu, FOOD & BEVARAGE -

HNHA HANG

i i 2 e Ll e v
i bt 1 g 1 1 Fooa

Higu duge wain d& olng nhur nhimg yéu ciu thye t& do, Cong ty TMHH D3u Tu Dich Yy Gia Han wai thuong higu GH
Hospitality Management phat trién mdng kinh doanh rigng v& dich wa Tu v8n, vin hinh va bl trg eac dich v cin cd cho cée
tha nhda khach sgn. W nhitu ndm kinh nghidm, trél nghifm thue 18 v kg nhidt huydt vl ngh, GH Hozpitality s& gidp ban

gid quydt cdc vEn d Din khadn mAt cach chuyén nghidp, kinh ngnigm vh W duy chign ke thanh cong., i hoe s ey o i

b P e e 35) Ty

GH Hospitality ty hio 18 dan v duy nhit cung clp dich vy s&t up ban dBu, S840 tas nhdn vidn & hd trg chid Jhu tu x8y dung
thueng hidu cla riéng dan vi minh ¢ qudn I wn hinh khdch san. GH cling cung clip dich vu Sales Center dal dén bin
phing qua kénh tryc tidip va kinh OTA cho cic co 54 kinh doanh ke tri. W6l nhie ndm kinh nghiém, GH Hospitality ty tin
rang s& giip ban gial quyst cac vin dé, ban khasn mdt cach chuyén nghidn va L duy chign ko thanh cng KHOA HOC FRONT
S OFFICE = NGHIEP VU
{ LETAN

e L vigs Thu T

4.4.2. Facebook

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 nhame, address and contact
details can be made public as a brief description of products and services.
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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.

Tu van Set.up, Dao tao
& Van hanh khaeh san

gh@ghhospitality.cdmam

GH Hospitality - Tu van Set up, Pao tao & Van
hanh khach san

3.4K gt thich - 3,6K ngudi theo dai

’@u}EM" Q, Tim kiém

© Nhintin [T L2ERG L)

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.

4.4.3. Instagram

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.
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Instagram engagement

Engagement rate / post (by follower)

The median
across all
3.57% industries is

1.22%
1.42%
1.22% 1.18%
] I I B B I I

0 {.“'

( << i @‘ --.‘ & .y \-S' ‘,”‘r \\\

Instagram has a significantly higher engagement rate than other social media platforms
(Digital Marketing Community, 2020)

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.

4.4.4. TikTok

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.
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Transform your lock

with our foce and hair filters
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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.

4.4.5. OnMic

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.

Cthar Beaste i the ragy
Ny
| &)

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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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.

5.2. Big idea

LAM KHACH SAN CO GI VUI?

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

5.3. Key message

"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.

5.4. Hashtag

#LAMKHACHSANCOGIVUI

#GHHOSPITALITY
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Il1l. PHASE 1: PRE-PROJECT
PLANNING

1. Project Ideation

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.
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"Direct or indirect pathways to market," "geographic distribution," "territorial
coverage," "retail outlet," "market location," "catalogs," "inventory," "logistics," and
"order fulfilment" 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.”

non

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 Promotion
Meet the needs of Organize
customers minigames and .
Diversity Reasonable have attractive Online
Reputation gifts

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.

45



OGH

HOSPITALITY MANAGEMENT

2.1. Website

Lam sao d& mei ngwivi lai tré nén hirng thii wi viéc mé nha hing khich san va lam viéc tai cic nha hang,
khach san?

EBIG IDEA

#GHHOSPITALITY
H#LAMKHACHSANCOGIVLI
KENH TRIEN KHAI THU'C TRANG DE XUAT TRIEN KHAI MUC PicH
Giao dién website khing déng nhat vé Chinh sira va thdng nhat key visual thuong higu, chuyén déi sang 3 tone
mau s&c, ba cuc sap xép chua hop ly mau dd dun (#841725). maw xam ghi (#231120) va mau den (#000000)
Kho anhivideo thidu thue t& tir doanh
nghiép, 1ay trén mang nhidu twy nhidn bi
18i nguén va anh khéng déng bé vé kich

HASHTAG

Lam mai hinh nh va t6i uu kich thurgrc: thay ddi toan bi hinh anh website |- Lam mai hinh
tir anh mang sang anh thyc te cla doanh nghiép, hinh anh can ducctoi | anh website

: wu vé chat lugng cling nhu kich thuée thdng nhat - Tang tinh
'hL_mC'_ . — . — chuyén nghiép
Cac nit chirc ning cdn 13i cling nhw chwra | Sira céc 19i vé header, footer, button,... - Tang 4§ uy tin
dugre t0i uu hda Céc danh muc va buttons can dugc chinh sira thireng higu
Céc bai viét thidu ndi dung con 88 tréng | Pa dang thém cdc bai viét, ndi dung cdn ¢6 chidu sdu, su théng nhdt vé b |- Thu hit khach
nhiéu, cac bai viet khdng cd bo cuc chung. |eue, CTA, hang

- D dang quan
Giao dién wabsite trén dién thoai ci 2h& |14y 1ai giao dign tich hop dién thoai trén 2 déng 105 va Android. t

digu hanh 105 va Android chua duoc toi

wu ¢on nhiing I5i nhur mat chik, buttons cPyr—— =
Demo wireframe giao dién hinh anh méi

2.2. Facebook platform
Lam sao d& moi ngwivi lai trér nén hitng thi wi vide mé nha hang khich san va 1am viée tai cic nha hang,
khich san?
#GHHOSPITALITY
#LAMKHACHSANCOGIVUI
KENH TRIEN KHAI THUC TRANG DE XUAT TRIEN KHAI MUyC bicH

Elﬁng bé mauw sdc anh bia va avatar fanpage

EIG IDEA

HASHTAG

Tuong tac kém
Sir dung hinh anh mang va anh cut tir
bang 50 liéu thong ké nhigu, khing co

ks E e ta y quing cé
hinh anh chuyén nghigp tir deanh nghiép £ha; quang edc

hay hinh anh thurc 18 tir céng ty. i 1;:9 :E;Uhnﬁ e
s 2 i = I

Video chél lugng kém, hinh dnh kém néi | Tuyén bai thuc 1& v& 1rdi nghiém cla gidng vién va 0% chu‘,-gn nghiép

dung chura cu?n hat v'a cpuyen nghu&pl. hoc J\u:&n. ) - Tang uy tin

Chura cd sy dong nhat vé mau séc thist Tuyén bai gido duc gidi thidu khda hoc (Video ngén 20% thuong higu

ke reup tir Youtube) - Tiep cén dugc
Tuyén bai chia 5& céc ki ndng cén cé khi lam trong 2-3posts/ |Phieu khach
nganh nha hang, khich san, 0% Nwin hang muc tigu
Tuyén bai viral content

Tuyén bai "Lam nganh khach san cé gi vui?™ Tap
trung khai thac nhiéu khia canh thi vi dén tir nguéd | 30%
Méi dung bai ddng chwa da dang. trong nganh

2.3. Instagram platform
Lam sao d& moi ngwéri lai tro nén himg thi wri viéc mé nha hang khich san va lam viéc tai cic nha hang,
khich san?

H#GHHOSPITALITY
#LAMKHACHSANCOGIVUI

KENH TRIEN KHAI THUC TRANG DE XUAT TRIEN KHAI MUC DicH

BIG IDEA

HASHTAG

Reup lai content tir Facebook va Tiktok 2-3 post/
tudn
Chwra ¢d - d& xuat ldp kénh - Da dang thém
o . o _ 2reelsl |, .0p Ihégg tin
@hotel_academy Thém tuyen bai meme ve nganh khach san, nha tuan cho nhém khach
héng. st hang tré
ory
thiréng
20%  |xuyén
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2.4. TikTok platform

Lam sao 48 moi ngwéri lai trér nén hivng thii wri viéc mé nha hang khich san va 1am viéc tai cic nha hang,

ol khich san?

#GHHOSPITALITY

HASHTAG #LAMKHACHSANCOGIVUL

KENH TRIEN KHAI THUC TRANG DE XUAT TRIEN KHAI MUC bicH
R M " I! - - ! !..' . !

Nhing do dung “bi an” khdng ai bigt cong dung
treng nha hang, khach san ma khang ai bigt
Nhiing tinh hudng &o le khi tréi nghiém nha hang
khach san.

Chira c6 - 42 xudt Hp kinh Nhiing sy that thii vi khi Iam trong nganh khach san, - San xual ni
nha hang. 2 elip! tuln dung gidi tri

@hotel_academy . R . . . - Lan tda thuong
Tips quén tri nha hamg khach san cda gidng vién, higu

chi khach san ¢ tieng trong nganh

Phén tich case study cla cdc thuong higu nha hang,
khach san ndi tiéng

“Méc dep” cing nhén vién nha hang va khich san.
Tips cda nhan vién nha hang khach san.

2.5. OnMic platform

Lam sao d& moi ngwiri lai trér nén hitng thi wri viéc mé nha hang khich san va lam viée tai cdc nha hang,
khich san?
#GHHOSPITALITY
H#LAMKHACHSANCOGIVUI

KENH TRIEN KHAI THUC TRANG DE XUAT TRIEN KHAI MUC DicH

BIG IDEA

HASHTAG

Chudi talkshow xoay quanh cac chi dé vé nganh
dich vu nha hang, khach san. Tap trung khai thac
vao cac khia canh thu vi khi tham gia vao nganh dich
YU nay'.

Mé&i 56 1a mdt khach méi 14 nhiing chuyén gia trong
nganh cing v&i host 13 thanh vién nhdm

- Tigp can duge
nhiéu khich
hang mue tiéu

- Lan tda thuomg
hiéu

Chura ¢ - @& xudt 13p

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:
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CONTENT PRODUCTION

TYPE OF RISK REASON PRIORITY PRE-CRISIS CRISIS RESPONSE POST CRISIS

not meat ——
Subjective
Content produced that
violates the mpany's
[

Subjective

« Set KPls that match the

capacity of the team

Actively explore,

research, and learn from

articles

+ Invite friends to engage
the project

Carefully check the
content quality as well as|
the policies for violent
Get approved by the
team and instructors
before publishing

.

- Continue to develop the project, develop a good idea and
invite friends and community groups to participate

.

- Immediately remove the
post. « Learn from the mistakes and
- If it affects serious for the make sure do not let it
community, then a public repeat them
apology should be made

The content is agreed
and checked by the
whole team before
pubklishing

Medium - Attend group meetings to rebuild content

TYPE OF RISK REASON PRIORITY PRE-CRISIS

= t rent filming —
i
pment, bad objective
athe nsuitable
Objective

CRISIS RESPONMNSE POST CRISIS

« Follow the forecast
weather before the dote

+ Have a backup + Postpone filming and reschedule filming (if time permits)
location/shots «+ Attention to details

- Actor selection

« Remember the details

Medium

« Thoroughly study the
script and agree with the
team on how to shoot

+ Using outsourced video production
+ Consider replacement with another product or re-product

: " . Find and develop other =
» Review and unify the : -+ Learn from the experience
A . posts with relevant .
Subjective script before production GaRtaRE and moderate with the
) . Check content befora L . lecturerfteam before writing
ublishin - Changing thewayarticles] . ceriptandifilmin
B g are produced s E

PERSONAL MATTERS

TYPE OF RISK REASON PRIORITY PRE-CRISIS CRISIS RESPONSE

ree
Gl Subjective

POST CRISIS

. Agree on a common
opinion before making

final decision
« All members are well-
informed before . The leader needs to find a solutien to mediate the group
implementing the + Together find o common voice in the team
project

Keep positive enargy and
dedication among team

members
.« Arrange posting + Support members with personal problems with the
Objective Medium schedule and assign remaining workload
tasks to each members + Reschedule the plan to complete on time
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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)

Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Week | Waek
1 '] 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2

Learn about GH Hospitality,
the company and product, etc.

1 Conduct research on the hotel
industry (trends, current
situation) and sacial network

user behavior in Vietnam

PROPOSAL PRODUCTION

Key Visual

2 Content orientation

Media Selection

Website suggestion

Prepare materiols and designs |
3 for company products

Producing a demo of the | I ‘ | ‘

wabsite design

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

AUGUST SEPTEMBER

MISSION Week | Week
2 3

OCTOBER NOVEMBER DECEMBER

Weak

Week | Week | Week | Week | Week | Week
2 3 4 1 2 3

LAUNCHING THE PROJECT

Weak
4

Waek
3

Week | Week
1 2

Week | Week | Week
4 1 2

Producing content to publish
on social networking sites

Seripting for video or padcast
content

Design or edit posts/videos

Shoot video for social media
platforms

Create online media events
and host podoasts

Run ads for important content -

Team meeting to finalize
content and handle risk issues

Editing and publish the website

END OF PROJECT AND REPORT
End of project and report
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Along with the timeline, social networks are also benchmarked with the amount of
posting frequency for easy monitoring and post-project evaluation.

F QUENCY PERCENTA
SOCIAL MEDIA PLATFORM REQUENC REALITY ERCE GE

(BY WEEK) (%)

1 Facebook 2-3 posts/ week 30 posts 38 posts 126.6%

2-3 posts/ week
2 Instagram 2 reels/ week 30 posts 36 posts 120%
Story update regularly

L TikTok 2-3 videos, week 25 videos 24 videos 5%

5 Onmic 1 podeast/week & podeast events & avants W00

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 Phase 2: Pre-project Planning
August 6 - August 31 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

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: "Chuyén ngdnh
khdch san" 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.

GIGI THIEU  DICH VU + CHUFONG TRINH DAO TAO~ TINT(FC  ALBUMANH  VIDEO  LIEN HE ﬂ
HOSFITALITY MANAGEMENT

HOTEL MANAGEMENT TRAINING | ¥
O TAO NGHIERAU KHACH'S
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Tu van Set.up, Dao tao
& Vian hanh khéieh san

B gh@ghhospitalityc

Bai viet Gigi thigu Lugt nhac

GH

HUOSFIIALITY MANAGLMENT

SETUP HOAN HAO
CHO NHA HANG
MO1 VAN HANH

F 3

THANG B) ke mphH TH]
NG

W& CHON DA
wilN THIFE m

4 5 ] 7

TuviN DUNe nAY DUME
NHAN viM il LAPC
QUAKD BA

THIfT ki v
B0 TRl xHOND
OlAW

uiM THUC 00N
frf

VA THIET

Banh gia Dich vu

GH Hospitality - Tu van Set up, Pao tao & Van
hanh khach san

3.4K gt thich - 3,6K ngudi theo dadi

OiNDrNew

C-AEET gl D3 thich

Q, Tim kiém

Mgudi theo déi Xem thém = o

Following ~ Message  +2 ==

hotel.academy_

35 posts 1,177 followers 735 following

Hoc vién khach san

Blogger

Cam nang cho nhirng Hotelier [J
#lamkhachsancogivui
ghhospitality.com.vn

+ 19 more

Followed by iah_23, wassup_kenzie, pichikimnge

B POSTS

] TAGGED

TOP5

MON AN TRUYEN
THONG VIET NAM

| “ |

coace |

NHONG TIPS
dé cai thien VAN HANH
TRONG NGANH KHACH SAN
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hotel.academy_
@G H Hoc vién khich san
Tin nhén 2
B Dang Follow 429 Follower 21364 Thich

Lam khach san cd gi vui?
https:ffghhospitality.comwn/

Video @& Da thich

hoang duc

Follow

Cam nang cho nhilng Hotelisrs!
Flamkhachsanoogivui

O Follower 2 Fallowing

Contributor

1 Feac {E} Host history

Host history

CHUYEN NGANH KHACH SAN #6:
NHING "PAC QUYEN" CUA NGUOI...

02:13:11 TIr 08:20 PM
Time straam People joined Q22022

(X ]

CHUYEN NGANH KHACH SAN #£5: TiMm
KIEM NHIYNG BONG LU'C THED BUOIL...

30007 40 08:23 PM
Time stream Faople joined 22N 2022
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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.

GH Hospitality - Tu van Set up, Pao tao & Van hanh khach san
5 thang 12 10 11:45 - @

GH Hospitality - Tu van setup, vin hanh khach san chuyén nghiép, t8i wu hang dau

V&i nhigu ndm hoat déng trong nganh dich vu va khach san, GH Hospitality co

Bigi ngl giao vién giau kinh nghiém... Xem thém

GH Hospitality ty hio 1d don v duy nhit cung cdp dich vy set up ban du,
dao tao nhén vién & hd trg chi diu tr xiy dyng thuong hiéu cda riéng dom
vi minh dé quan I¥ vdn hanh khach san. GH ciing cung cip dich vu Sales
Center dai dign béan phéng qua kénh tryc tifp va kénh OTA cho céc co sér
kinh doanh luu tra,

Performance
Reach @ Reactions, comments and sha... @ Results @
30,072 v | c-s: 102 wors: [N = 1 Worst Best
This post reached more people than 100% This post received more reactions, This post received maore link clicks than 0%
of your 30 most recent Facebook posts and comments and shares than 88% of your 50 of your 50 most recent Facebook posts and
stories, most recent Facebook posts and stories. stories,
R 30072 102 Link clicks 1
C.
0

54



OGH

HOSPITALITY MANAGEMENT

o GH Hospitality - Tu vin Set up, Pao tao & Van hanh khach san

3 ngay -

Save ngay list nhac hop cdnh nhat cho cic Hotelier mia Gidng Sinh s3p tdi nhé!

#lamkhachsancogivui #GHHospitality #tuvankhachsan

Dang ky hoc ngay hoac nhén tu van tai.... Xem thém

ALL | WanT For CHRISTMAS |5 You

All 1 Want For Christmas |s ¥eeTips

Mariah Carey

Performance
Reach @
13,49 (0] ‘Worst _l Best

This post reached more pecple than 98%
of your 30 most recent Facebook posts and
stories,

Reach 13,400

christmas
santa dlaus is coming to town

i

"
z
N

Reactions, comments and sha... @

otal

618 wors: | ==
This post received more reactions,

comments and shares than 100% of your 50
most recent Facebook posts and stonies,

612

Customer Is Coming Te Town

mMichasl Bubla

Results

36 Worst
This post received more link dicks than

42% of your 50 most recent Facebook
posts and stories,

Link clicks
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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.

@ TANG 30% DOANH THU NHG BAN PHONG TRUC TUYEN ...
Cctober 29, 2022 at &:00 PM

10: 522655933204706
@G H Interactions
PARFT TALTTY Mo i 54

il 66 reactions P 18 comments A 13 shares

Overview Performance Feed preview
Performance
Reach @ Engagements @ Megative interactions @
817 &6 o
Organic 817 (100%:) Comme 18 Unigue 0
Paid Q[05%) Shares 13

View details

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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3. Media Production
3.1. Website

FORMAT CONVENTION

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

Website

The Figma interface is used to redesign the website

@G H GIOITHIEU DICHVY CHUONG TRINHBAOTAD TINTUC THUVIEN LIENHE m

MLANAGEM ENT

- 7 )

TU VAN MIEN PHi DA DANG KHOA HOC POINGD NHAN VIEN LIEN HE NGAY

ol lbng emall cho ching B8 D dgng ci khda hoc nghilp v this B8 ngl nhiln viln churpbn nghlle i B Homine: O8I F W 2306 (My. Hapeni
Fhighhospd a¥y. comuvm B, mang Lk chg rhgt o yc 0 Whdch g0 5 sa 068,254 BOST (L0, Céepd

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

SALES (CORP/TA/OTAS) - KINH
DOANH (CONG TY/TRAVEL
AGENT/ONLINE

Mye thdu

STT Link bai ca

Full HD quality i

Tén bai viet

ENGINEERING
NHAN VIEN K¥ THUAT

Muye tidu

-

v,
» 7

mage

Link bai m&i

Y2022

Tinh trang

hitps /ighhgspitali

CHUNG TOI LA GH HOSPITALITY (DICH V)

Bai gioi thidgu & Home (Gidi thigu vé di

hitps iighhospital

GION THIEU VE CONG TY NOI CHUNG

Bai trong phan Danh myc san pham

Bai trong mige Dich vy > TU VAN SET

Bai trong muc Dich vu bi tning nhau

Bai trong muc Dich vu bi tring nhau

Bai trong muyc Dich vu bj tning nhau

Bai trong myc Dich wy bi tning nhau

Bai trong myc Dich vu bi tring nhau

Bai trong mige Dich vu bi triing nhau

Bai trong muc Churong trinh dao tao

Bai trong muc Chwrong trinh dao tao

Bai trong myc Chwrong trinh dao tao

Bai trong muc Chuong trinh dao tao

Bai trong myc Chuong trinh dao tao

Bai trong muc Churong trinh dao tao

Bai trong muc Churong trinh dao tao

Bai treng muc Chrong trinh dao tao

Bai trong myc Churong trinh dao tao

Bai trong muc Tin tirc

2 |https lighhospital Tu vén set up vén hanh va quan Iy khich san

3 |hitps-iighhospital] Tur vén set up van hanh va quan Iy khich san

4 |htpsiighhospital{ HE tro sales va marketing cho khach san

5 |hitps-/fghhospitall Do tac nghiép vu khach san

6 |hitps-ighhospitall HE tro dang ky tai khodn va vin hanh OTA h

7 |https-lighhospitall Tw vén gidi dép cdc thac mac vé van hanh khéch san b

8 |https iighhospital|Bai ly Tour du lich & khach san hilp
9 |https.ghhospital]Dai ly vé may bay ndi dia va qudc té http:
10 |hitps lighhospital] FOOD & BEVERAGE - NHA HANG ips
11 | hitps-ifahhespital{ KHOA HOC FRONT OFFICE - NGHIEP VU LE TAN hit
12 |https-lighhospitall HOUSEKEEPING - BUGNG PHONG hiips
13 |hitps lighhospital{ SALES (CORPITAIOTAS) - KINH DOANH (CONG TY/TRAVEL AGEN

14 | hitps ilghhospitall HUMAN RESOURCES - QUAN TR| NHAN SUf hitps
15 |hitps lighhospital] ENGINEERING - K¥ THUAT hitp
16 |https (ighhospitali REVENUE MANAGEMENT QUAN LY DOANH THU TRONG KHACH

17 |hitps/ighhospital] K¥ NAM MEM: CHAM SOC KHACH HANG - CUSTOMER CARE

18 |htips lighhespital] 12 KY NANG MEM -12 CHIA KHOA BAN CAN NAM VNG DE THAN

19 |hitps /ighhospital] T-PLACE TOA NHA CAN HO DICH VU BANG CAP 5 SAQ TAI TRUN hiip
20 |hitpsighhospital{f CHUFONG TRINH DAQ TAQ NGAN HAN CAP CHUFNG CHI QUAN T|ht

Bai trong muyc Tin Wre

Optimizing SEO for articles on the website
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--------------------------------- ToOol

GH Hospitality Facebook fanpage - Use to create Facebook posts and run ads
for the project, update Facebook cover.

interface according to key visual.

.
1
1
1
1
1
1
1
1
:
| GH Hospitality Website - Use to update website photos, synchronize website
1
1
1
1
1
1
1
1
1
1
L

FORMAT CONVENTION

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

Facebook/ Instagram
post

. Design according to key visual
. High quality photos, not broken

Website image

098 216 2386

gh@ghhospitality.com.vn

www.ghhospitality.com.vn
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OGH

iz | MAT BAO LAU

B oG -8 DETROTHANH |
HOSPITALITY . (3. MOT QUANLY |

KHACH SAN?

|

\fu

\ -
\

HUMAN RESOURCES g
QUAN TRINHAN SU* 9%

Muc tiéu
Tim ki€m nhéan sy dang ngudi che dang viéc.

Ndm dugc cdac tiéu chi tuyén dung, thuc hién
quy trinh bai ban, chuyén nghiép

JOIN NOW

® 0982162386
{%E.'. ghhospitality.corn.vn
Q 19 Dich Vong Hau, Cau Gidy, Har Noi

GH Hospitality's visual media product
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GH Hospitality - Tu viin Set up. Bdo tao & Van hanh khach san
28 Thing £1 4 2000 - @
RELT KIEN: THAM GLA ONMMIC, NHAN QUA LIEN Tavg

£ TiEp ndi chudi su kién "Chuyén nganh khach san®
chio sy trd Lai clia o géi Ha My chia sé v& chi dé: NHUNG "BAC QUYEN"
KHACH SAMN!

trén stng Onmic, tudn nay ching ta s& doén
cla NGUDH LAM

¥ gén canh budi talkshow, GH Hospitality 18 chic minigamé nho nhé &€ tri in cic ban G dhing

hanh cling chudi su kign cla chiing minh!

.. Xy thém

LIEN TAYT

Mhan ngay 5 voucher trai nghiém
wu xe buyt hai tdng

>
HOANG BUC

hotel.academy_

35 bai vigt

Hoc vién khach san

#lamkhachsancogivui
ghhospitality.com.vn

9GH

1,180 ngudi theo déi

GMTHBY  DECH VS CHUGRG TERMERDTAD  TRTUC Ty (bl E

HOTEL MANAGE TRAPIING

DAO TAO NGHIEP VU KHAC

e 3

A e W

Dang theo déi v Nhantin ~ +2  ees

Bang theo d6i 725 ngudi dung

C&m nang cho nhifing Hotelier [37

Co pichikimngc, rchmocaine_, myfckdn va 24 ngudi khac theo do

BB BAI VIET T REELS

7 SETUP HOAN HAO
CHO NHA HANG
MO1 VAN HANH

BUdC

1 3

TRANG B

LA CHOM B &
KRNI THURE Bafid

4 5 &

THIlT i Wi
w0 TRI RHONG
LR

LN THG BON TuvinoyRe
& TRIET K HEAR WITH

[EEEEY

NHUNG TIPS
dé cai thién 'l.l'.éN HANH
TRONG NGANH KHACH SAN

PUQC GAN THE

TOPS5

MON AN TRUYEN
THONG VIET NAM
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3.3. Video

--------------------------------- Tool

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

r
1
1
1
1
1
1
1
1
i
I GH Hospitality Website - Use to update company profile and website album.
1
1
1
1
1
1
1
1
1
1
1
1
1

FORMAT CONVENTION

« 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

Facebook/ Instagram
post

« Format 1080px x1920px (Square pixels)

« Short clip under 1 minute 30 seconds

« Ratio16:9

« The first 3-5 seconds show the title

« Each clip has GH Hospitality's key signature which is a
red item (tie, scarf)

Tiktok clip

Video

Video tif GH Hospitality - Tu vin Set up, Dao tao & Van hanh khich san

/ {J‘F\ .g Bl NG GLANG viln ) 4 m"" -'--“ - : -“ @'GH

—

Dich vu u.rvan setup van hanh khach san HUMAN OF HOSPITALITY #3: VEN MAN  HUMAN OF HOSPITALITY #2: NHUNG Bat phong OTA
: st NHLING VAN BE “NHAY CAM" TRONG... ‘I'EU cAu - KHAT KHE" CUA GUONG MA... 5 e 437 gt xem

) 96 ng 2 1LEN tdie-51 gt xer 16e-211 lugt ve OO. B3n, Chéu Glang, Diep Mguyen vd 27 g
QQ;. Ban, Chiu Giang, Tué Nguyén va 57 ng QD. Ban, Chiu Giang, Diep Nguyen va 21
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J10Ba™

o TikTok

@hotel.academy_

. e g

.

-

MRS. HUYEN DONNA

CEQ GH HOSPITALITY

Minh vuillong khong den/som
hon gio check in giup.em a!

o} TikTok

@hotel.academy_

’
A1
ik

>

Video formats on GH Hospitality's media platforms
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3.4. Podcast

--------------------------------- Tool

FORMAT

« MP3 format
Podcast

CONVENTION

. Live voice streaming

Host history

CHUYEN NGANH KHACH SAN #6:
NHUNG “PAC QUYEN” cUA NGUOI...

02:13:11 77 08:20 PM
Time stream People joined 04/12/2022

CHUYEN NGANH KHACH SAN #4: VEN
MAN NHU'NG VAN DE "NHAY CAM"...

01:45:18 67 08:19 PM
Time stream People joined 13/11/2022

CHUYEN NGANH KHACH SAN #2: TRIEN
VONG VA THACH THU'C CHO GENZ PA...

01:47:15 44 08:22 PM
Time stream People joined 28/10/2022

CHUYEN NGANH KHACH SAN #5: TIM
KIEM NHO'NG PONG LU'C THEO DUOL...

01:30:07 40 08:25 PM
Time stream People joined 22/11/2022

CHUYEN NGANH KHACH SAN #3: HOC
QUAN TRI KHACH SAN, CHi DPAM ME C...

01:21:14 36 08:17 PM
Time stream Peaple joined 06/11/2022

#01: CHUYEN NGANH HOSPITALITY:
LAM KHACH SAN €O Gi VUI?

01:33:13 36 08:27 PM
Time stream People joined 23/10/2022
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[;l Thu nhd 5 eee e

CHUYEN NGANH KHACH SAN #2: @
TRIEN VONG VA THACH THUC

CHO GENZ PAM ME NGANH

KHACH SAN

thanhtie... midi1801 deannoo... soyaa.20

. “rsoyaa.20 Ha giang a?
° trangke1910 Anh di dugc bao nhiéu nudc roi a?

@ tuanannhhh Da véang a, em cadm on cau trd |6i clia anh
4

& trangke1910 em thay review thuy sT dat Im anh a

Song Tré &
@songtre2022

629 theo doi

20 dang theo doi

Séng Tré Festival 1a su kién thudng nién clia khoa
Phat thanh- Truy&n hinh nham ki niém mirng sinh n...
Xem thém

Chuyén thanh speaker

OnMic live

OnMic Playback

[Z] Thu nhd 000 X

CHUYEN NGANH KHACH SAN #4:
VEN MAN NHO'NG VAN DE "NHAY
CAM" TRONG NGANH KHACH SAN
CN, Th11 13 1Gc 08:19 PM + 85 D& nghe

Ngoai ra hay follow ching minh dé biét nhiéu hon vé

nganh

Xem thém

Speaker

OSSP

00:00:03 01:45:03
®

O © % []

Luu  Binhludn Clip Qua

Nhirng show khac clia hoang duc

(® CHUYEN NGANH KHACH SAN #6: NHONG “DAC
QUYEN" CUA NGU'OI LAM KHACH SAN

133 phat
CN, Th12 4
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3.5. Media Production Timeline
3.5.1. Facebook

Dinh huing Facebook L mdl kind chia oé thing oin o

e cii cdbeng fy bl g v it Shidhs ok v

khéa koo mang Sinh chif chayia nphidp

Contend pilary

Trapin cam himg (3%

Conbent ting hromg tie [10%]

TS bl Co et S e Pl i vl DR il rig
-

i s g e i s
Gt b b e

Bk bt et

Bl by e s (1030m i et im0 1R i

b L
ware

G THIEW VE G OSPTIALITY (TAT COVER)

H SESIND B0 PHAH Coifd TRONG 8 b W), EHACH SN

» »':ﬁwwmm-nmumm
Ty W
Farre ]

. o A AN HOT MR m T G

= WG A0 TIENG A1 D0 LA TR08G WEAMT - 380 GA0H TIERNG AN OO0 LAM TROMG MsA PITALITY B oG

© ROEPTALITY DLITHD i
E 5 PSS P HEALM FISSTIALITT
rerereny
. . A B e sarre @

8 Bty v e, Dt Vi ik ki

3.5.2. Instagram

Truyén cam himg (40%)

4]
a

Update thing tin (story)

ch gn

Update cic g kifim ciia céng iy

Thdng 182023
ANe-ae
1at0-1870

Feedback

Publish
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3.5.3. TikTok

3.5.4. OnMic

Ay BT

£ 0 00 A B A B RN Gkt VT KACH 480 > " R e +
i b ” kg
5,807 209 Ty I LSS WA 08 W AT RS 1 03 59 1l . Sy A SRy 58 GUACRR i W G40 369 58 A 31 RAY ENTT Ay MaTEGg.
I CARA A Kbig) PW AR G340 5T TAICH 438 vt A 08 6 KR I Tl Pk TOAG AGRAN DOAG AR A - 38 DU 4 A 00
0 sl . R A, ) A SR i G AR T SRRy
A s vty w
a gk - e e
i mcapaicy Nndmg b oa ius Gem 2 i Coge mghen 5ip mb andeg pad S ng e s
£ i 25 2l 24 80 ot ngana T ARy,
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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.

Payment name Description

Run article ads targeting the
Run ads to increase . un art rgeting 1.000.000
first group of customers, young
Facebook engagement VND
customers
Run ads to increase Run post ads targeting the 1.000.000
Facebook messages second audience VND
Renting video recordin B ecording mic, rent
2 2 vy recording mic. r 1.000.000
equipment for GH shooting equipment such as VND
Hospitality gimbal, camcorder
3.000.000
VND
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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%

Higu qua clia hoat déng nhan tin

Lugt bat dau cudce tré chuyén qua tin nhan @ |  S6 ngu'di mdi két ndi qua tin nhan @

/]4 T 100% 3 T 50%

MNh& cude trd chuyén qua tin nhin, ban cé thé
x&y dung mai quan hé sdu sdc hon vdi khich

hang.

0.5

28 Thang 10 7 Théng 11 17 Thang 11 27 Thang 11 7 Théng 12
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The target audience is attracted through media content that matches the
potential customers that the team has researched.

P6i tugng (D)

S6 ngudi theo doi Trang Facebook G-

3.658

B6 tudi & gidi tinh ()

) .
18-24 34 35-44

25-3 45.54

w
wr
o
o
B
7
r

B N B nam

42,1% 57.9%

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.

$4 nguidi ti€p can Trang Facebook (5

50.466 1 s1e7%

30.0K
20.0K

10.0K

6Thingd 16Thing9 26Théng9 6Thing10 16 Thang 10 26 Thing 10 5Thing 11 15Théng 11 25 Théng 11 5 Théng 12

Lugt truy cap Trang Facebook G'

6.297 11k

20K
15K
1.0K

500

6Thang® 16Thing® 26Thang® 6Thang 10 16Thing 10 26 Thang 10 5Thang 11 15 Thang 11 25 Thang 11 5 Thang 12
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Luigt thich mdi trén Trang Facebook G‘

441 T 578.5%

200

150

6 Thing 9 16Thing 9 26Théng9 6Thing10 16 Thing 10 26 Thing 10 5Thing 11 15 Thing 11 25 Thing 11 5 Thing 12

1.2. Instagram
Reached, engaged and total followers index of GH Hospitality account on Instagram
platform.

Overview

Visit Insights regularly to check on your content's
per formance.

Accounts reached 1322
b
Accounts engaged 62
D
Total followers 177 S

+-29,525%
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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.

hotel.academy_ o

Hoc vién khach san

Messages l =3

5 Following 428 Followers 1365 Likes

Lam khach san ¢é gi vui?
https://ghhospitality.com.vn/

Videos i Liked

CoBES khong em?' ik

Pov: Lam bu:'i-L_'tu y
Thirsay.cii phelss

AN |

e RANH ROITHI
KHONG SAD BAU

4 ALKHOE HO| DAL NAT

Khi IT khach san qua ranh ... Anh lai hdi khé em r8i @ ... Luc rdnh sao khong ai dén...  Ai khéc ndi dau nay @) ...

#lamkhachsancogivui e

N5.9K views
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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.

& minimize see

CHUYEN NGANH KHACH SAN #2:
TRIEN VONG VA THACH THU'C
CHO GENZ DAM ME NGANH
KHACH SAN

Ca hgi tiép xic tryc tiép vdi cac CEOD, Giang Vién Bai hoc va chuyén
gia trong nganh khach san-chuy&n nganh dang bing né tai Viét
Mam,

P8O &

Fri, Oct 28 at 08:22 PM

109

plays so far

= © I @ o

00:00:00 01:47:14

G <k w

Save Comment  Clip Gift

More from Thanh Hoang

CHUYEN NGANH KHACH SAN #6: NHU'NG “BAC QUYEN"

CUA NGUOI LAM KHACH SAN

B QO
- ®

Host history

CHUYEN NGANH KHACH SAN #6: NHO'NG ¢
“pAC QUYEN" CUA NGU'N LAM KHACH SAN

213:11 77 08:20PM
Stream time People reached Dec 04, 2022

CHUYEN NGANH KHACH SAN #5: TIM KIEM :
NHO'NG PONG LU'C THEO PUOI PAM ME N...

1:30:07 40 08:25PM
Stream time People reached MNov 22, 2022

CHUYEN NGANH KHACH SAN #4: VEN MAN :
NHONG VAN BE "NHAY CAM" TRONG NGA...

1:45:18 67 08:19PM
Stream time People reached Nov 13, 2022

CHUYEN NGANH KHACH SAN #3: HOC QUAN:
TRI KHACH SAN, CHI BAM ME €6 LA pU?

1:31:14 36 08:17PM
Stream time People reached Nov 06, 2022

CHUYEN NGANH KHACH SAN #2: TRIEN -
VONG VA THACH THU'C CHO GENZ PAM ME...

1:47:15 44 08:22PM
Strearn time People reached Oct 28, 2022
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Team compared and evaluated the percentage of work completion compared to

the set KPI.

Social .
. Achieve-
media Outcome
ment
platform
Increase 15% like and Increase 17%
follow fanpage on like and 1M13%
Facebook follow
Increase 40000 reach 50.466 reach 126%
1 Facebook
Increase 70% of
messages received Increase
100% of
through the fan page 142%
. messages
asking about courses or )
. received
services
2 Instagram 700 followers 1177 168%
Hashtag
#lamkhachsancogivui 115.9k views 165%
gets 70,000 views
3 TikTok
2000 likes 1365 likes 68%
400 followers 428 followers 107%
- i t
4 OnMic 50-50 V'l‘i‘/’é/ podcas 36 - 77 views 135%
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2. Reflections on Project Work

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.

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.
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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.

The team has suggestions TikTok KOLs that are suitable for the content and desire
for further development:

5TT Tén Link Tiktok Chu dé Follower

1 "
Thanhdinh.Vo  hitps:/fwww.tikiok.com/i@thanhdinh Nhan vién khach san, content hai vé nganh  115.5K

2 Chi Phé Mai  https://www.tikiok.com/@chijas51  Sinh vién nganh khach san, cung cép kiént  23.3K
3 6 Thuy hitps:/fwww.tiktok com/@cothuy88 Gido duc, huéng nghidp khach san 95.3K
4 Tram Quyét https:/iwww tiktok.com/@tramquyet Du lich, review khach san 10K
5 Sinh vién 18 tan khach san, chia sé nganh
nghé khach san (follow khéng cao nhung
Chingg228 Chingg228 (@chingg22.8) | TikTok 1&n xu hudng rat nhigu) 6018
may Podcast MAY Podcast (@maypodcast) | TikTok 170.2K
7 Anh biét wét design Anh Biét Tuét Design (@noithatabt! Tw vén, thiét ké, setup phong 544K
& Diéu Hé')ng Diéu Héng {@iddieuhongkimthai) | ' Gido duc, hwéng ddn nghiép vu khach san 282.3K
9 : g o N
Yén Nhiii Yén Nhiiii (@ynhi_0807) | TikTok  Nhan vién khach san, lifestyle, ki niém ban 50.3K
10 N :
Lan Boan HR Lan Poan HR (@landoanhr) | TikTo Hwdng nghiép, tuyén dung 772K
11 My Little World ~ Tim ‘quantrikhachsan’ trén TikTok | Hwdng nghiép, lifestyle 336K

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 VND

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.
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VI. APPENDIX

1. Social network proposal in the project

BIG IDEA

HASHTAG

KENH TRIEN KHAI

THU'C TRANG

Giao dién website khang ding nhat vé
mau sac, bo cuc sap xep chwa hop Iy
Kho anhivideo thigu thue té tir doanh
nghidp. ldy trén mang nhidu twy nhidn bi
18i nguén va anh khéng dang b vé kich
thurdre.

Céc nit chirc néng can 131 cling nhu chua
durgre 16§ uru hoa

Céc bai viét thidu néi dung con dé trdng
nhiau, cdc bai viét khdng cd bo cuc chung.
Giao dién website trén dién thoai ca 2 hé

digu hanh 10S va Android chua duoc ti
uu ¢on nhing 15 nhu mat chir. buttons

#GHHOSPITALITY
H#LAMKHACHSANCOGIVUI

DE XUAT TRIEN KHAI

mau d6 dun (#841725), mau xdm ghi (#231120) va mau den (#000000)

Lam mai hinh anh va tdi uu kich thudrc: thay d6i toan bi hinh &nh website
tir anh mang sang anh thyc té cla doanh nghiép, hinh anh can duoc tai

vy vé chat luwgng cling nhur kich thwde thing nhat

Stra céc 13i vé header. footer, button, ..
Cac danh muc va buttons cén dugc chinh sira

Ba dang thém cdc bai viét, ndi dung ¢in cd chidu sdu, sy théng nhit vé bé

cue, CTA,
Tdi wu lai giao dign tich hop dién thoai trén 2 dong 10S va Android.

Demo wiraframe giao dign hinh dnh mdi

Chinh stra va thing nhat key visual thirong higu, chuyén ddi sang 3 tone

Lam sao d& moi ngwii lai trér nén hirg thi wri viéc mé nha hang khich san v lam viéc tai cic nha hang,
khich san?

MUC DicH

- Lam mei hinh
anh website

- Téng tinh
chuyén nghiép
- Téng dd uy tin
thureeng hidu

- Thu hut khach
hang

- D& dang quan
Iy

BEIG IDEA

HASHTAG

KENH TRIEN KHAI THU'C TRANG

Tuong tac kém
Sir dung hinh anh mang va anh cut tir
béng s liéu thing k& nhidu, khing cé
hinh anh chuyén nghigp tir doanh nghigp
hay hinh anh thiee 18 tir cdng ty.

Videa chit lrong kém, hinh dnh kém néi
dung chira cudn hit va chuyén nghiép.
Chura co sw dong nhat vé mau sac thist
ke

Mdi dung bai dang chwra da dang.

BIG IDEA

HASHTAG
KENH TRIEN KHAI THUC TRANG
Chua cd - d& nuat ldp kénh

@hotel_acadamy

khich san?
#GHHOSPITALITY
#LAMEKHACHSANCOGIVUI
DE XUAT TRIEN KHAI
Bdng bé mau sic anh bia va avatar fanpage

Chay quing cdo

Tuyén bai thure té vé trdi nghidm cla gidng vién va

%

hoc vién. 20%
Tuyén bai gido duc giai thidu khoa hoc (Video ngén .

= 20%
reup tir Youtube)
Tuyén bai chia s& céc ki nang cdn ¢ khi lam trong 0% 2-3 posts/
nganh nha hang, khach san, tuan
Tuyén bai viral content
Tuyén bai "Lam nganh khdch san cé gi wui?™ Tap
trung khai théc nhiéu khia canh thi vi dén tlr nguréd | 30%

trong nganh

khich san?
H#GHHOSPITALITY
H#LAMEKHACHSANCOGIVUI

DE XUAT TRIEN KHAI

Reup lai content tir Facebook va Tiktok
wan

2 reals/
Thém tuyén bai meme v& nganh khich san, nha tudn
hang.
Story
thirémng
EANT ]

20%

2-3 post!

Lam sao d& mol ngwir lai trér nén hitng thi wi viéc md nha hang khich san va lam viéc tai cic nha hing,

MUC DicH

- Tang tuong téc
- Téng tinh
chuyén nghiép

= Téng uy tin
thueng higu

- Tiep cén dugc
nhigu khach
hang mue tidu

Lam sao d& moi ngwéri lai tré nén himg thi wri viéc mé nha hang khich san va lam viéc tai cic nha hang,

MUC DicH

- Da dang thém
kénh théng tin
cho nhdm khach
hang tré

77



OGH

HOSPITALITY MANAGEMENT

Lam sao 4& moi ngwivi lai trér nén hivng thii wri vide mdér nha hang khich san va lam viée tai cic nha hang,

B1G IDEA khich san?

#GHHOSPITALITY

HASHTAG -
H#LAMKHACHSANCOGIVUI

KENH TRIEN KHAI THU'C TRANG PE XUAT TRIEN KHAI MuC BicH
Nhirng do ding “bi &n" khing ai biét cong dung
trong nha hang, khach san ma khdng ai bigt

Nhikng tinh huéng éo le khi tréi nghiém nha hang,

L khach san. )
Chua ed - 42 xudt [3p kénh Mhirng s tht thi vi khi 1am trong nganh khdch san, - S8n xu3l ngi
nha hang. 2 clipftuén dung giai tri
@hotel_academy ) L B L . - Lan tda thuong
Tips quan tri nha hang khach san cia giang vién, higu

chi khach san ¢ tieng treng nganh

Phan tich case study cia cdc thuong hidu nha hang,
khach san ndi tiéng

“Méac dep” cing nhan vién nha hang va khach san.
Tips cda nhan vién nha hang khach san.

60%

Lam sao d& mol ngwird lai trér nén hivng thii wi viéec mé nhi hing khich san va lam viéc tai cic nhi hing,
khach san?
#GHHOSPITALITY
#LAMKHACHSANCOGIVUI
KENH TRIEN KHAI THUC TRANG DE XUAT TRIEN KHAI MUC bicH

BIG IDEA

HASHTAG

Chudi talkshow xoay quanh cédc chi dé vé nganh
dich vu nha hang, khach san. Tép trung khai thac
vao cac khia canh tha vi khi tham gia vae nganh dich
WU may

M&i 54 la mét khach mai la nhiing chuyén gia trong
nganh cing véi host 13 thanh vién nhdm

- Tiep can duge
nhiéu khach
hang mue tiéu

= Lan tda thuong
higu

Chura cé - 48 xudt 13p

2. Detailed content planner for social media platforms

Tén bai viét Link bai
Q2022
1 |hitps lighhospital{ CHONG TSI LA GH HOSPITALITY (DICH VU) Bai gioi thidu & Home (Gidi thidu vé di
hitps Jighhospital{ GIOI THIEU VE CONG TY NOI CHUNG

2 Bii trong phén Danh muc san phdm
3 Bai trong muc Dich vu > TU VAN SET
4 |h Bai trong muc Dich vu bi triing nhau
5 |hitps ffghhospitali Bao tac nghiép vu khich san Bai trong muc Dich vu bi tring nhaw
6 |hitps-fighhospit lHé' tror déng ky tai khoan va wan hanh OTA Bai trong muc Dich vu b tring nhaw
7 |hitpsfighhos EiigliTu van gidi dap cac thac mac v& vin hanh khach san Bai trong muc Dich vy bi tring nhaw
& |hitps lighhospital] Dai ly Tour du lich & khach san hit Bai trong muc Dich vu bi tring nhaw
9 |hetps lighhospital{ Dai ly wé may bay ndi dia va quén: 1tk | Bai trong muc Dich vu bi triing nhau
10 |https Vohhospitali FOOD & BEVERAGE - NHA HANG Bai trong muc Chuwrong trinh déo tao
11| https ighhospital[KHOA HOC FRONT OFFICE - NGHIEP VU LE TAN Bai trong muc Chirong trinh dao tao
12 | hitps ighhospital{ HOUSEKEEPING - BUONG PHONG Bai trong muc Churong trinh dao tao
13 |hitps lighhospital{ SALES (CORPITAIOTAS) - KINH DOANH (CONG TY/TRAVEL AGEN E Bai trong muc Chwong trinh dao tao
14 |hitps fighhospital{ HUMAN RESOURCES - QUAN TRI MHAN SUF hit Bai trong muyc Chuong trinh dao tao
15 |https Vohhospital] ENGINEERING - K'Y THUAT | Bai trong muc Churong trinh dao tao
16 |pttps llohhospital] REVENUE MANAGEMENT QUAN LY DOANH THU TRONG KHACH Bai trong muc Chuwrong trinh dao tao
17 |https ahhospital{K¥ NAM MEM: CHAM SOC KHACH HANG - CUSTOMER CARE Bai trong muyc Chirong trinh dao tao
13 2 KY MANG MEM -12 CHIA KHOA BAN CAN NAM VIFNG DE THANK Bai trong myc Chuong trinh dao tao
19 -PLACE TOA NHA CAN HO DICH VU DANG CAP 5 SAQ TAI TRUN hitp: s googl Bai trong muyc Tin tirc
20 |https lighhos CHUFONG TRINH DAO TAQ NGAN HAN CAP CHUNG CHI QUAN T|https /idocs google ¢ Bai trong muc Tin ¢
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Dinh hudng Facsboak i méi kind chia sé thing fin chink thir i cing fy lobf hop vds gide edu dich vy

e ki oo mang dinh chif chayde nghidp

Trapin cam himg [3358) Content ting hromg tac [10%)
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3. Activities in the project

HOSPITALITY MANAG EMENT

dung vé F&B
trénGH -
Hospitality s&p
tdi nhé
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