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ABSTRACT 

EVA Pharmaceutical Joint Stock Company is a premium natural food supplement and cosmetic manufacturer, 
established in 2010. EVA strictly adheres to GMP standards in their production process at their factory. EVA's 
food supplements and cosmetics are designed to meet specific customer requirements.

Our group - EVA4CE (Multimedia Communication students, K14, FPT University) is honored to participate 
as members of EVA JSC's Communications Board to bring new ideas for projects and action plans. During 
our time working at EVA JSC, we have closely followed all the communication campaign activities. However, 
in this project, our research scope will be limited to the 3 main tasks of the February - April 2023 campaign, 
which are:
• Designing a website for the company.
• Designing a brand identity and some product samples.
• Building communication channels on two platforms: Zalo & TikTok.

Our project follows four main criteria:

Familiarity: After the Covid pandemic, people are more focused on taking care of their health, not only for 
themselves but also for their families. Therefore, this campaign has a particular innovation with the appearance 
of various platforms, such as social media and new media. For us, this is a familiar communication campaign 
because most of the teaching programs at FPT University are about corporate communications. Moreover, we 
also work in a young and dynamic environment.

Practicality: Based on the theoretical knowledge we have learned, we had the opportunity to apply them to 
specific tasks and create communication products that can be applied in reality.

Humanity: This campaign aims to increase brand awareness as well as to care for natural, healthy health. 
Health protection is an essential social human value because it ensures that each individual in society has the 
right to live and develop in a healthy and safe environment.

Scientific: We used research methods to build specific plans and measure the results to evaluate the effective-
ness of communication. The Production book has been checked for plagiarism using Grammarly Pro software, 
with a good result, similar to the original, about 96%.

In addition to the particularly polished design, we presented the detailed structure and content of the Produc-
tion book according to the standard of a scientific research project. The Production book includes 6 sections 
and detailed pages that present each task category we worked on in the project. Our team has successfully ful-
filled the requirements for the graduation project under the guidance of FPT University.

In general, the communication activities and tasks for EVA have been evaluated as successful. Our team has 
received positive feedback from EVA JSC and the public about what we have done.
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I. PROJECT TITLE I. PROJECT TITLE 
Vietnamese title: Vietnamese title: 

"Xây dựng trang web và kênh truyền thông cho "Xây dựng trang web và kênh truyền thông cho 
EVA JSC"EVA JSC"

English title: English title: 
"Building website and social media channels for "Building website and social media channels for 

EVA JSC"EVA JSC"

1. PROJECT INTRODUCTION 1. PROJECT INTRODUCTION 
Currently, people's health is greatly affected by vari-Currently, people's health is greatly affected by vari-
ous factors such as age, gender, living environment, ous factors such as age, gender, living environment, 
geographical location, diet, and lifestyle. According geographical location, diet, and lifestyle. According 
to the WHO report in 2021, it is necessary to pay at-to the WHO report in 2021, it is necessary to pay at-
tention and address issues related to dangerous dis-tention and address issues related to dangerous dis-
eases, mental health, and unhealthy diets.eases, mental health, and unhealthy diets.
With the development of society, the demand for With the development of society, the demand for 
healthcare for people is increasing. They want to healthcare for people is increasing. They want to 
find quality products with clear origins, especially find quality products with clear origins, especially 
from nature.from nature.
In this context, building a website and social media In this context, building a website and social media 
channels for Eva JSC - a pharmaceutical company in channels for Eva JSC - a pharmaceutical company in 
the process of building its brand in the market - is the process of building its brand in the market - is 
essential. This will help Eva company be known as a essential. This will help Eva company be known as a 
reputable company that invests carefully and has top reputable company that invests carefully and has top 
priority in caring for human health. Eva always cares priority in caring for human health. Eva always cares 
for and pays attention to human health from the in-for and pays attention to human health from the in-
side out, helping the public have a favorable, close, side out, helping the public have a favorable, close, 
and affectionate view of the Eva JSC brand.and affectionate view of the Eva JSC brand.

2. REASONS FOR IMPLEMENTATION2. REASONS FOR IMPLEMENTATION
To maintain good health, it is important to maintain To maintain good health, it is important to maintain 
a healthy lifestyle and strengthen preventive mea-a healthy lifestyle and strengthen preventive mea-
sures and regular healthcare. For these reasons, EVA sures and regular healthcare. For these reasons, EVA 
JSC has decided to collaborate with a group of au-JSC has decided to collaborate with a group of au-
thors to create the "Live healthy, Live beautiful" proj-thors to create the "Live healthy, Live beautiful" proj-
ect. EVA wants to reposition the company from the ect. EVA wants to reposition the company from the 
pharmaceutical industry to the cosmetic industry.pharmaceutical industry to the cosmetic industry.
The cosmetic pharmaceutical industry is current-The cosmetic pharmaceutical industry is current-
ly sold in pharmacies, cosmetic stores, and widely ly sold in pharmacies, cosmetic stores, and widely 
used in beauty salons and spas. The international used in beauty salons and spas. The international 
and Vietnamese cosmetic pharmaceutical markets and Vietnamese cosmetic pharmaceutical markets 
in general have potential and promise to develop in general have potential and promise to develop 
strongly, attracting reputable brands, and from fa-strongly, attracting reputable brands, and from fa-
mous countries as well as Vietnam. Especially when mous countries as well as Vietnam. Especially when 
the market is witnessing the appearance of many the market is witnessing the appearance of many 

low-quality and harmful products, attention to low-quality and harmful products, attention to 
health care is becoming more important than ever. health care is becoming more important than ever. 
Developing high-quality products, with credibility Developing high-quality products, with credibility 
and made from natural ingredients in Vietnam will and made from natural ingredients in Vietnam will 
help cosmetic pharmaceutical brands compete with help cosmetic pharmaceutical brands compete with 
foreign brands.foreign brands.
In Vietnam, the demand for beauty products among In Vietnam, the demand for beauty products among 
the population is increasing, especially for products the population is increasing, especially for products 
that care for the skin, hair, and protect health. This that care for the skin, hair, and protect health. This 
development has led to a trend of preferring prod-development has led to a trend of preferring prod-
ucts with natural origins. With a diverse and abun-ucts with natural origins. With a diverse and abun-
dant source of natural resources, Vietnam can de-dant source of natural resources, Vietnam can de-
velop its own cosmeceuticals brands and compete velop its own cosmeceuticals brands and compete 
with foreign brands. This is particularly promising with foreign brands. This is particularly promising 
as Vietnamese consumers often have a preference for as Vietnamese consumers often have a preference for 
imported goods.imported goods.
In the next 5-year strategy, EVA aims to work direct-In the next 5-year strategy, EVA aims to work direct-
ly with customers rather than through intermediar-ly with customers rather than through intermediar-
ies to enhance the relationship and create a stronger ies to enhance the relationship and create a stronger 
bond between EVA and customers. When EVA con-bond between EVA and customers. When EVA con-
nects directly with customers, they can build a reli-nects directly with customers, they can build a reli-
able relationship and create a better shopping expe-able relationship and create a better shopping expe-
rience for customers. Additionally, EVA can collect rience for customers. Additionally, EVA can collect 
feedback and evaluations from customers quickly feedback and evaluations from customers quickly 
and directly, helping the brand improve its prod-and directly, helping the brand improve its prod-
ucts or services according to customer feedback. By ucts or services according to customer feedback. By 
approaching customers directly, EVA can also save approaching customers directly, EVA can also save 
costs by eliminating intermediary or agency costs. costs by eliminating intermediary or agency costs. 
Instead, EVA can offer more competitive prices to Instead, EVA can offer more competitive prices to 
customers and provide them with more incentives.customers and provide them with more incentives.
The project implementation phase is the first stage of The project implementation phase is the first stage of 
this strategy, the project team will redesign the brand this strategy, the project team will redesign the brand 
identity along with building related communication identity along with building related communication 
channels that reflect the brand's natural and healthy channels that reflect the brand's natural and healthy 
style. The entire content line on platforms will focus style. The entire content line on platforms will focus 
on healthcare from the inside out. This will help EVA on healthcare from the inside out. This will help EVA 
enhance its relationship with customers and attract enhance its relationship with customers and attract 
consumers interested in high-quality healthcare and consumers interested in high-quality healthcare and 
beauty products made from natural ingredients in beauty products made from natural ingredients in 
Vietnam.Vietnam.

A. CAPSTONE PROJECT
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B. PROJECT GROUP 

I. “EVA4CE” PROJECT GROUPI. “EVA4CE” PROJECT GROUP

II. GROUP ROLEII. GROUP ROLE
Our group will be responsible for the entire planning, research, and implementation process of the communi-
cation project (building 3 platforms including Website, Zalo, Tik Tok, and supporting events), starting from 
February 20, 2023, to April 15, 2023. First, we will conduct research to develop big ideas, interesting content, 
and deep messages for the communication project. Next, we will be responsible for producing communication 
content, including creating ideas, executing scripts, preparing logistics, and producing videos. Finally, we will 
evaluate the effectiveness of the communication project in the final stage.
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SECTION 2: RESEARCH & DEVELOP IDEAS

A. ANALYSIS OF SUBJECT AND METHODS USED

I. EVA AND I. EVA AND OSMECEUTICALS
1. EVA COMPANY 1. EVA COMPANY 
1.1. COMPANY INTRODUCTION 1.1. COMPANY INTRODUCTION 
EVA Pharmaceutical Joint Stock Company is a research and production enterprise specializing in high-quality 
functional foods. EVA co-owns a functional food production plant that strictly complies with GMP standards. 
Established in 2010, when functional foods were not widely accepted, EVA produced high-quality functional 
foods that met specific customer requirements. The company's customers are businesses engaged in pharma-
ceuticals, functional foods, and cosmetics (wholesale).

1.2. VISION, MISSION, AND CORE VALUES
   1.2.1. VISION

EVA contributes positively to the health of the community to improve the lives of Vietnamese people.

   1.2.2. MISSION
EVA's mission is to explore, research, and develop new ways to bring the best quality products and 
services to people to improve and enhance human health.

   1.2.3. CORE VALUES
• Quality: EVA is committed to producing high-quality products that meet specific customer needs.
• Innovation: EVA continuously innovates and develops new products to meet changing market and 

customer needs.
• Responsibility: EVA is committed to ensuring that its products meet safety, health, and environ-

mental standards and Your Health is Our Responsibility.
• Reputation: Ensuring that products and services are provided with the best possible quality.
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• Enthusiasm: Using our knowledge, EVA will produce the best products for everyone.
• Respect: Respect is based on customer experience.
• Transparency: We are committed to bringing harmony and trust to customers.

1.3. SLOGAN 1.3. SLOGAN 
"Your health is our wealth" is a slogan that highlights the positive values that EVA brings to its customers. The 
company recognizes that the health of its customers is their most precious asset.

2. COSMECEUTICALS2. COSMECEUTICALS
2.1. OVERVIEW OF THE COSMECEUTICALS MARKET2.1. OVERVIEW OF THE COSMECEUTICALS MARKET
   2.1.1. CONCEPT OF COSMECEUTICALS

 - Cosmeceuticals, also known as "cosmetics with pharmaceutical benefits" is a combination of Cosme-
ceuticalss that first appeared in 1961. All cosmeceutical products are rigorously researched and man-
ufactured in compliance with relevant regulations to ensure user safety before being introduced to the 
market.

 - All cosmeceutical products have the ability to deeply adjust and repair skin issues. They are considered 
an effective type of medicine for treating skin diseases. This means that cosmeceuticals have the char-
acteristics of cosmetics and the therapeutic effects of pharmaceuticals. Dermatologists and physicians 
recommend the use of cosmeceuticals to treat various skin issues.

 - The pharmaceutical cosmetic products are certified by leading reputable organizations worldwide and 
do not contain any harmful ingredients to the skin. Therefore, they are considered safe for users. Cos-
meceuticals are often used in dermatology clinics, spas, and clinics for in-depth treatment of skin issues.

 - The types of pharmaceutical cosmetic products include:
 + Makeup cosmeceuticals: these products work on the surface of the face, lips, eyes, and hair to pro-

vide instant beauty.
 + Skin care cosmeceuticals: these products help to cleanse, nourish, and protect the skin from exter-

nal factors such as facial cleansers, sunscreens, moisturizers, and mineral sprays.
 +  Special treatment cosmeceuticals: this type of product helps to treat and restore skin issues such 

as acne, melasma, dry skin, and enlarged pores. The main purpose of this treatment line is to heal 
damage and regenerate the skin.

   2.1.2. MARKET ANALYSIS OF COSMECEUTICALS
• SEGMENTATION 

Foreign brands in the cosmeceuticals market:
 + In the cosmeceuticals market, we can find many famous foreign brands such as Avène, Vichy, and 

Bioderma. These products are highly regarded for their reliability and quality, while providing a 
diverse range of products to meet the needs of all skin types.

 + However, some drawbacks to note are that the cost is relatively high, and there is a risk of counter-
feit or fake goods imported from abroad. Therefore, only consumers with a relatively high income 
can afford to use these products regularly.

 - Domestic cosmeceuticals market brand:
 + Meanwhile, domestic cosmeceuticals brands are experiencing strong growth, with brands such as 

Sắc Ngọc Khang and Thái Dương turmeric cream. The quality of domestic products is ensured to 
be safe, and product information is provided in Vietnamese, helping consumers understand the 
ingredients, origins, and expiration dates, creating trust and closeness with customers.

 + Although the prices are reasonable, the designs and diversity of the products are still not eye-catch-
ing. However, these products are often popular among middle-income consumers.
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• OPPORTUNITIES
 - The cosmeceuticals industry is a rapidly growing sector in many countries, including Vietnam. 

Skin and hair care products are popular due to the natural ingredients and extracts derived from 
nature. Therefore, many Vietnamese businesses have quickly exploited natural resources to devel-
op new product lines, such as using herbal ingredients, grapefruit, lemon, peppermint, etc. cos-
meceuticals products not only serve customers with sensitive skin but are also popular for their 
gentleness. Nowadays, cosmeceuticals products have many diverse product lines such as face wash, 
sunscreen, etc. that are combined with many features and functions suitable for each skin type, 
attracting the attention of beauty enthusiasts.

• CHALLENGE
 - Currently, Vietnamese cosmetics companies are facing many difficulties in competing with foreign 

brands in the market. The main reason is that they focus too much on product quality and neglect 
other factors such as design and brand PR. In addition, unevenness in products also leads con-
sumers to buy foreign products. To solve this problem, companies need a suitable strategy to bring 
their products forward and compete in the market. To enhance the Vietnamese cosmetics brand, 
companies need to focus on building a consistent and professional image for their products. This 
includes improving product design, innovating production technology, and strengthening promo-
tional and marketing activities. Companies need to ensure that their products meet the needs and 
desires of customers, along with improving quality to compete with imported products.

 - Furthermore, developing unique products, using natural ingredients, and aiming to protect the en-
vironment are also points that need to be invested in for businesses. These products will make their 
brand stand out and attract the attention of customers. At the same time, applying new technology 
and scientific research will help businesses improve product quality and create differentiation in 
the competitive market. In summary, to develop Vietnamese cosmetics and compete with import-
ed products in the market, businesses need to focus on building their brand, improving product 
quality, innovating production technology, and developing unique and environmentally friendly 
products. The investment and efforts of these businesses will help Vietnamese cosmetics become 
more competitive in the international market.

   2.1.3. THE COSMECEUTICALS MARKET IN VIETNAM
• Consumer Behavior: A Q&Me study (9/2021) showed that 59% of Vietnamese women maintain a daily 

skincare routine, and are willing to spend between 100k to 300k VND on skincare products each month. 
The report also indicates that nearly 60% of Vietnamese women wear makeup every day. Skincare and 
makeup are the two most common beauty needs. Moreover, Vietnamese consumers tend to be most in-
terested in Korean cosmetics, accounting for 82.1% of the market share. According to a report by the Ho 
Chi Minh City Cosmetics Association, Korean brands hold the largest market share in the Vietnamese 
cosmetics market at 30%.

• Consumer Trends: After experiencing the difficulties of the pandemic, Vietnamese consumers are in-
creasingly paying more attention to health and beauty. Therefore, in recent times, the use of cosmeceuti-
cals has become very popular among many people. This is a relatively safe and effective beauty trend, as 
these products have been researched, formulated, and certified as pharmaceuticals.

• Consumer Demand: Since 2021, the number of modern pharmacies has gradually increased, taking mar-
ket share from traditional pharmacies. According to statistics from IQVIA Vietnam - a company special-
izing in providing solutions and consulting services for businesses in the biopharmaceutical and health 
sectors - there were about 55,300 pharmacies nationwide in 2016, including 185 modern pharmacies. In 
2021, the total number of pharmacies nationwide decreased to 44,600, but the number of modern phar-
macies increased to 1,600. In 2022, modern pharmacy chains continue to target new openings to capture 
market share in the domestic market. We can see that the demand for Cosmeceuticalss among consum-
ers is quite significant. The use of skincare products, makeup, and health-related pharmaceuticals has 
become a daily habit of consumers.
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3. ENVIRONMENTAL ANALYSIS FOR EXTERNAL AND INTERNAL ENVIRONMENT 3. ENVIRONMENTAL ANALYSIS FOR EXTERNAL AND INTERNAL ENVIRONMENT 
3.1. OVERVIEW3.1. OVERVIEW
In recent years, good health and development have become major concerns worldwide. According to the latest 
report published by McKinsey & Company, the global market in this industry is worth over $1.5 trillion, with 
estimated annual growth of 5 to 10%. Respondents to research studies have shown that better nutrition is one 
of their health concerns, in addition to tasty diets. Regarding nutritional supplements, data shows that "41% 
to 21% say they would choose a natural and less effective supplement if they had to choose between natural 
and more effective options." With these figures, it can be said that the nutritional supplement market has great 
potential for a business to participate in. 
Although the cosmeceuticals market in Vietnam is providing many opportunities and potential, it also presents 
many challenges for companies operating in this field. To succeed, brands need to study the market carefully, 
identify clear objectives, and position their products appropriately for the customer group served. In addition, 
they need to evaluate the strengths and weaknesses of the business to compete effectively with other brands in 
the market.
Currently, businesses mainly focus on product quality but pay less attention to design, brand PR, and mar-
keting. This makes Vietnamese cosmetics lag behind foreign brands. Beauty enthusiasts often prefer to use 
established brand products. Therefore, building a brand and implementing PR and marketing activities play 
a crucial role, especially for new brands in Vietnam. In this way, businesses can build trust and confidence in 
customers, thereby creating sustainable business value in the market.

3.2. SWOT 3.2. SWOT 
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 Ș From analyzing the strengths, weaknesses, opportunities, and threats of EVA JSC, we can clearly see the 
issues that need to be addressed and the opportunities for the company to develop. The company needs 
to strengthen its communication campaign to increase awareness of its brand and products. Additionally, 
the company needs to change its brand identity to align with modern trends.

3.3. PESTLE3.3. PESTLE
• POLITICS:

 - Currently, the political situation in Vietnam remains stable, and the government has implemented seri-
ous policies to ensure stability, focusing on pandemic control and economic recovery. Additionally, the 
Ministry of Health has issued strict requirements for the source of medicinal materials through official 
letter number 4369/QD-BYT in 2019, including quality assessment, legal documentation, and produc-
tion processes.

 - Under the Pharmaceutical Law No. 105/2016/QAH13, the state is creating favorable conditions for 
pharmaceutical companies, especially those researching biotechnology, formulation technology, and 
producing generic drugs. Eva JSC is one of the companies that has developed products suitable for these 
requirements and is prioritized in the registration process.

 - Furthermore, Eva JSC is committed to providing customers with an efficient supply chain and timely 
distribution. This will ensure the safety and reliability of Eva JSC's cosmeceuticals products when used 
by consumers.

• ECONOMY:
 - After facing many challenges in the second year of COVID-19, the growth prospects of the pharma-

ceutical industry in 2022 signal a more positive outlook than in 2021. 62.5% of surveyed experts and 
businesses expect 2022 to be more optimistic, while 12.50% predict strong growth. Vietnam's economy 
has shown resilience during the pandemic, and the country is among the few with a positive economic 
outlook. However, interbank interest rates unexpectedly increased in Q2/2021 according to the Minis-
try of Labour.

 - The cosmetics market achieved impressive revenue in Vietnam in 2022. According to a comprehensive 
study, revenue in the cosmetics and personal care market reached USD 2.290 billion in 2021. The mar-
ket is expected to grow annually at a rate of 6.2% (CAGR 2021-2025). Among them, skin care products 
are the most popular, with over 60% of consumers using them daily.

 - E-commerce in Vietnam is still growing strongly, reaching a rate of 30% annually from 2016 to 2020 
according to the Ministry of Industry and Trade. Signing two new-generation Free Trade Agreements 
(FTAs) - CPTPP and EVFTA - also supports Vietnamese goods to increase competitiveness in the Eu-
ropean market.

 - The healthcare market in Vietnam is currently valued at $16.2 billion, accounting for 6.0% of GDP. 
Total healthcare spending is expected to increase to $33.8 billion by 2030 with a CAGR growth rate of 
7.6%. Spending on pharmaceuticals has also increased to over $6.6 billion in 2021 and recorded a profit 
growth rate in the first 9 months of 2022 compared to the same period in 2021.

 - According to experts, the COVID-19 pandemic has created a rapid shift in the revenue structure of the 
pharmaceutical industry in many different ways.

• SOCIETY::  
 - Domestic businesses understand their customers and consumer behavior, especially the preference for 

products with natural, organic, and raw materials. However, consumers still favor foreign brands and 
attractive designs. The Eastern culture still has reservations about delicate and feminine products, while 
some of the main products of EVA JSC are feminine hygiene solutions. Vietnam has a population of 
about 97.3 million people, with an average income per capita of $2,750 (2020 figures), and is one of the 
fastest-growing economies in the region. In this context, with an aging population, increasing incomes, 
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and growing concern for health issues, businesses have the opportunity to develop a variety of health 
care products. The change in aesthetic perspectives is also an important factor in developing the health 
care market in Vietnam. People with good appearance have more opportunities in life, and the concept 
of health care with a focus on functional foods is increasingly being emphasized.

 - The health care market in Vietnam is growing rapidly, especially in the medical and pharmaceutical 
fields. Total health care spending has increased from $16.1 billion to over $20 billion from 2017-2021, 
and total pharmaceutical spending increased to over $6.6 billion in 2021. However, there are still some 
negative factors that make many people lose trust in functional products and multi-level marketing. 
However, gradually people's attitudes have changed, and they no longer see these products as scams. To 
develop sustainably in the market, businesses need to focus on producing high-quality products, with 
clear origins, smart selling, and meeting customer needs.

• TECHNOLOGY:
 - Recently, Vietnam has placed great emphasis on the development of science and technology, especially 

in the context of globalization. Many achievements in mathematics, mechanics, physics, etc. have been 
recognized and evaluated abroad. Moreover, Vietnam has built a modern information infrastructure, 
using new technologies such as satellite information, fiber optic cables, to connect international and 
regional information networks, serving disease diagnosis, prevention of dangerous infectious diseases, 
and production of Covid-19 vaccines.

 - The use of social media in Vietnam is widespread and diverse, including Facebook, YouTube, Lotus, 
Viber, Zalo, Twitter, Instagram, etc., but Facebook is the most popular social network with up to 70.4 
million users. According to Kepios statistics, the number of social media users in Vietnam reached 76.95 
million people in early 2022, equivalent to 78.1% of the population. In addition, average daily mobile 
device usage increased by 25% in 2020 due to the impact of the pandemic.

 - However, Vietnam still has a large gap compared to other regions and countries in terms of safe and 
healthy cyberspace. Meanwhile, technology is developing very quickly, with many opportunities to de-
velop such as product marketing and advertising on many social networks and different platforms. The 
form of advertising is also more diverse, from TVC, reels to short videos, changing the habit of shopping 
to e-commerce and connecting with foreign partners.

 - Technology development also means the emergence of many new disputes related to intellectual prop-
erty, copyright, trademarks, geographical indications, and industrial designs. However, businesses can 
also take advantage of technology to develop and promote their products through online channels such 
as social networks, websites, or mobile apps.

• ENVIRONMENT:
 - Vietnam has a high biological diversity and a rich source of genes, as well as unique natural ecosystems 

with potential for developing rare and high-quality natural crop varieties. However, environmental pol-
lution, especially water pollution, is becoming a serious issue in Vietnam as large cities rapidly develop 
towards industrialization and modernization. The rapid decline of biological diversity has reduced the 
source of production materials and increased the cost of environmental treatment for industries in pro-
cessing and ensuring food safety.

 - However, Vietnam also has the opportunity to develop with abundant input materials, helping to reduce 
product costs in the context of increasing demand for health protection and disease treatment. This 
creates opportunities to develop and expand traditional medicine products, organic components, and 
high-potential products in Vietnam.

• LEGAL MATTERS: 
 - The management of cosmeceuticals products by the state is carried out through functional agencies such 

as the Ministry of Health, the Drug Administration, and the Health Departments of provinces and central-
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ly-run cities.
 - Cosmeceuticals products must comply with regulations on safety, effectiveness, and product quality. Before 

being allowed to be sold in the market, these products must be tested and granted a usage license by the 
functional agencies.

 - In addition, businesses that produce and trade in cosmeceuticals products need to register and pay taxes in 
accordance with the law. The state also regularly inspects and monitors the activities of these businesses to 
ensure compliance with legal regulations and protect the rights of consumers.

 - To manage cosmeceuticals products, the state implements the following activities:
 + Inspection and licensing: Before being sold in the market, cosmeceuticals products must be tested and 

granted a usage license by functional agencies such as the Ministry of Health or the Drug Administra-
tion. This ensures that the product meets safety, effectiveness, and quality standards.

 + Registration and tax payment: Businesses that produce and trade in cosmeceuticals products must regis-
ter and pay taxes in accordance with the law.

 + Monitoring business activities: The state regularly inspects and monitors the activities of businesses that 
produce and trade in cosmeceuticals products to ensure compliance with legal regulations and protect 
the rights of consumers.

 + Handling violations: If violations regarding the management of cosmeceuticals products are detected, 
the state will take legal action to ensure the safety and quality of the products.

 + In addition, functional agencies also regularly monitor product quality and take timely measures to pre-
vent substandard products from entering the market. Therefore, businesses need to carefully assess the 
impact of the law on their business costs and develop appropriate strategies to ensure effective and sus-
tainable operations in the market.

 Ș EVA must have a thorough understanding of the product market to develop a suitable marketing strategy 
and achieve competitiveness within the industry. Adherence to regulations and laws is essential to ensure 
product quality and prevent legal issues. Additionally, economic conditions, consumer income, consump-
tion trends, and social events all influence EVA's business operations and customer demands. EVA must 
implement new technologies to improve products and increase business efficiency. Furthermore, protect-
ing the environment and utilizing sustainable resources in the production process is also a critical consid-
eration for ensuring the business's sustainable development.

II.METHOD OF USE:II.METHOD OF USE:
1. PRIMARY RESEARCH1. PRIMARY RESEARCH
• Survey table:
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2. METHOD OF EVALUATION & MEASUREMENT2. METHOD OF EVALUATION & MEASUREMENT
Google Analytics is a powerful tool that provides many capabilities for analyzing and optimizing content. With 
Analytics, we can evaluate the number of users who have read different content, understand the relationships 
between different channels, and find desired key metrics. It is one of the most popular and widely used tools 
for measuring marketing effectiveness. This tool provides a variety of features, supporting users to analyze and 
optimize content.

Through Google Analytics, we can determine the number of users who have read our content, as well as eval-
uate the relationships between different channels and important metrics for in-depth assessment.
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 B. ANALYSIS OF MEDIA USAGE BEHAVIOR OF TARGETED 

MEDIA AUDIENCE

I. OVERALL ANALYSISI. OVERALL ANALYSIS
• The 4.0 era lifestyle
The use of the INTERNET and social media is becoming increasingly common in the daily lives of Vietnamese 
people. Vietnam has seen a rapid increase in INTERNET usage rates from 50% in 2016 to 66% in 2019, as well 
as a nearly doubled rate of social media users from 37% to 64%. Facebook and Zalo are popular social media 
platforms in Vietnam. Social media is also considered a reliable source of information for news updates and job 
opportunities. It plays an important role in shaping one's identity, especially for respondents aged 16-19 (43%) 
and 20-30. Life without the INTERNET and social media is unimaginable for many Vietnamese people. They 
describe it as a long and difficult day if they are without an INTERNET connection or social media.

• Social media platforms are similar but have different purposes for use.
During a group discussion, members shared their experiences on how to use various social media applications 
and platforms in Vietnam. Virtual spaces are popular for connecting and interacting with friends, family, and 
those with similar interests. The most popular social media platforms in Vietnam today are Facebook, Insta-
gram, and Zalo.
 -  Marketplace for goods and services:

E-commerce is becoming increasingly popular among young people in Vietnam through online market-
places and delivery services, as well as integrated transport and hotel services. In addition, selling through 
Facebook livestreams is widely used, especially by young women. The main platforms and applications 
used include Facebook, Sendo, Shopee, and Tiki, and electronic wallet and banking services also make 
online payments easier.

 - Recruitment network:
According to surveys, the INTERNET/websites and social media are the most reliable sources for finding 
information on jobs and education. Older age groups have a higher level of trust (56% and 60% compared 
to 44% and 47% for younger age groups). Facebook groups are often used to simplify the job search process 
for young people.

 - Reliable sources and learning platforms:
According to the majority of young people (73%), social media (73%), the INTERNET/websites (69%), and 
television (59%) are reliable sources of information for current events. Information from friends (50%), the 
press (43%), and family (39%) is also commonly used. According to the discussion group, online media is 
more popular than traditional media such as newspapers because online information is easily accessible, 
more reliable, and less biased. Young people also use online platforms to learn and develop new skills such 
as listening to audiobooks or reading e-books and finding related lessons.

 - Entertainment platforms:
According to the discussion group, consuming media content is the most popular entertainment activity 
for most young people. Respondents often watch a variety of online content such as movies, TV shows, 
short videos, vlogs, game streaming, prank and meme videos, music videos, concerts, and live music per-
formances. Both domestic and foreign content is popular. Vietnamese content is highly rated because of its 
relevance to daily life and language factors. Respondents often watch online content on YouTube, mainly 
game streaming, prank videos, vlogs, and food-related content. YouTube stars such as Dinology, Giang Oi 
and Quynh Tran Jp were mentioned as people respondents often watch.

• Overview of media access:
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The percentage of women and men aged 15-49 who have weekly access to specific media channels 
(newspapers, radio, TV), and the percentage of women and men aged 15-49 who have weekly 

access to all three media channels.

• Households owning information and communication technology (ICT) and INTERNET devices at 
home:

 

The percentage of households owning TV, radio, landline phone, mobile phone, computer, and 
having access to the INTERNET at home.

• Inequality in ownership of ICT devices and INTERNET at home
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• Household computer ownership:

Percentage of households owning a computer at home.

• Household mobile phone ownership:
 

Percentage of households owning a mobile phone.
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• Household INTERNET access:

Percentage of households with INTERNET access at home.

Usage of information and communication technology (ICT) and media:

Percentage of women and men aged 15-49 who have used a computer, mobile phone, and INTER-
NET in the past 3 months.

• Data on women's usage and skills in information and communication technology (ICT) by region.
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•  The situation of using information technology and communication media. 
 - Women's use of mobile phones:

Percentage of women aged 15-49 who have used a mobile phone in the past 3 months.

 - Women's use of INTERNET

Percentage of women aged 15-49 who have used the INTERNET.
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 - Men’s use of mobiles phone:

Percentage of men aged 15-49 who have used a mobile phone in the past 3 months.

 - Men’s use of INTERNET:

Percentage of men aged 15-49 who have used the INTERNET.
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 Ș Based on the research on media usage behavior and target audience, EVA JSC has used 3 platforms to im-
plement their campaign: Zalo, Website, and Tik Tok. All three platforms share the common goal of intro-
ducing and promoting the brand, increasing the ability to reach and interact with customers. The fact that 
all three platforms are popular media platforms in society today will help EVA JSC easily and effectively 
reach their customers. 

II. WEBSITE PLATFORMII. WEBSITE PLATFORM
• Website Quality: 
To assess the quality of a website, it is necessary to listen to the opinions of customers, including both potential 
and current customers. An attractive website that is widely used will need to create incentives to encourage 
purchasing behavior from customers, and then encourage those customers to return and refer the website to 
others. Previous studies, such as Yoo & Donthu (2001), Barnes & Vidgen (2003), and Bressolles (2006), all 
agree that this is accurate.
Previous studies often measured the quality of a website from two perspectives: system quality (including in-
formation, design, interaction, and ease of use) and service quality (including order confirmation, order track-
ing, returns, warranties, and customer care). However, nowadays, users often access websites through search 
engines like Google, Bing, Yahoo, or social networks like Facebook, Google, and other online advertising forms 
to make purchases. Online consumer behavior may have changed in recent years, and consumers do not need 
to remember the domain name of a specific website to make a purchase. Therefore, a quality website is a web-
site that is highly rated by customers in three quality criteria: system quality, service quality, and marketing 
quality.
• Website Design
Consumers often value the creativity factor of a website because it provides a new and different experience 
compared to other websites. This factor is expressed through two important aspects: interface design, color 
scheme, and special features. Website design should focus on incorporating the seller's brand into the brand 
identity system so that customers can easily recognize it. This will affect customer satisfaction with the website. 
In addition, with the development of handheld devices with superior features, users can access websites on dif-
ferent devices. Therefore, the customization ability of a website is becoming an important factor in evaluating 
the professionalism of the seller's website design.
• Reliability
Building trust with customers is an important factor in marketing activities. This can be demonstrated through 
the effective implementation of SEO operations to keep the website at the top of search engines, advertising on 
multiple channels to increase display frequency, and create the impression that the investor is investing in their 
brand. Studies have also shown the impact of the seller's credibility on the trust of online shoppers. Quality 
control activities, transparency in publishing sales policies, and better warranties than competitors are import-
ant factors in reinforcing customer trust.   
• Security
Security and safety are two similar concepts that can be used to evaluate the level of customer safety during 
transactions. They are evaluated through two main aspects: 
 - Technology: Consider certifications or awards from reputable third parties, along with the recommended 

secure transaction protocol https://, as consumers' knowledge of e-commerce is now high.
 - Customer trust is demonstrated through the sense of safety and privacy protection when conducting trans-

actions, as well as the trust that the seller will not misuse the information provided for other purposes.

• Customer Service
Previous studies such as Wolfinbarger & Gilly (2002) and Cristobal & Ctg (2007) have highlighted the import-
ant role of customer service in evaluating the quality of a website. However, other studies emphasize specific 
details of customer service, such as efficient implementation, system availability, responsiveness, and customer 
care (Parasuraman, Zeithaml & Malhotra, 2005; Kim & Lennon, 2006; Yang & Tsai, 2007; Cristobal & Ctg, 
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2007). Rahman & Miazee (2010) also mentioned response time for delivery. All these concepts can be con-
sidered as aspects of customer service and applied in the pre-purchase, during-purchase, and post-purchase 
stages.

 Ș As the website is the face of the company, EVA JSC will invest heavily in both the design and functionality 
of the website. The website is expected to be minimalistic, yet still able to convey the company's values. 
Articles on the website will be regularly updated and related to health and lifestyle. The website will be 
optimized for Google and other search engines, using appropriate keywords to help the website appear 
fully in search results and ensuring the security of customers in the future. Additionally, the website will 
be designed to be mobile-friendly, ensuring that users can access the website from any device and have a 
similar experience as on a computer.

III. ZALO PLATFORMIII. ZALO PLATFORM
• The Popularity of Zalo in Vietnam
According to a report, by Q4/2022, Zalo is the most used messaging application in Vietnam with a usage rate of 
87%, followed by Facebook with 72%, Messenger with 58%, and Instagram with 15%. The report also evaluated 
the performance of Zalo, showing that it has broken through invisible barriers and achieved a 6% growth in 
popularity rate compared to the previous quarter. This growth rate is faster than that of YouTube and Facebook 
in the past year. The majority of this growth comes from the Gen X (aged 42-62) and Gen Z (aged 16-25) user 
groups.
These impressive figures help Zalo continue to strengthen its position as the most popular and widely used 
messaging application in Vietnam from 2020 to the present. In 2020, Facebook Messenger had a rate of 75.8% 
and Zalo had 76.5%. This was also the year that Zalo surpassed Messenger to become the messaging applica-
tion with the highest user rate in Vietnam.

Zalo sees impressive growth in 2022.

The popularity of the messaging app Zalo in Vietnam is evident, with over 74 million regular users, estimated 
to represent more than 74% of the country's population. This highlights the growing importance of online 
communication through messaging apps in both work and daily life for Vietnamese citizens.
Zalo has continuously updated and improved its features to meet the needs and preferences of its users, while 
ensuring their safety and information security. Advanced features such as end-to-end encryption (E2EE) and 
the ability to send files up to 1GB in size have helped Zalo maintain its position as the top messaging app in 
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Vietnam for many years.
Furthermore, Zalo is ranked as the most beloved messaging app in Vietnam and has consistently made the 
Top 20 most popular apps on the Apple Store for 2 consecutive years (2021 and 2022). This demonstrates the 
positive reception of Zalo by users and reaffirms its position in the Vietnamese app market.

• Zalo group 
With over 65 million users in the Vietnamese market, the social networking app Zalo has proven its position as 
one of the leading apps. Not only as a means of communication and information exchange, Zalo is also used by 
businesses to conveniently and quickly provide products and services to customers. Among them, building a 
Zalo sales group is considered one of the most effective economic methods. Thanks to Zalo sales groups, busi-
nesses can reach a large potential customer base without investing too much budget in marketing campaigns 
targeting new customers on other social networks.

 Ș Based on the above research, Zalo has the advantage of being the most widely used messaging app in 2022. 
EVA JSC uses a business account and has a friendly, approachable way of interacting with customers. The 
company's Zalo account will be professionally designed, and posts related to healthcare will be edited with 
a natural writing style, making customers feel that EVA JSC is a caring and attentive friend. Having a Zalo 
business account makes the company more reputable and always has a 24/7 customer support team ready 
to answer any questions from customers. 

IV.  TIK TOK PLATFORMIV.  TIK TOK PLATFORM
• Popularity of TikTok in Vietnam:
TikTok is a popular social media application in Vietnam with a rapidly growing user base. According to some 
sources, as of the end of March 2020, there were around 12 million registered users in Vietnam who regularly 
use TikTok. The app allows users to create and share short videos, especially lip-syncing, dancing, or recording 
with unique effects. Therefore, it has attracted the attention of many young people, especially students.
Currently, TikTok is trying to expand its user base and become a reliable advertising platform for companies 
and brands. According to Diệp Quế Anh, National Communications Director of TikTok Vietnam and other 
emerging markets, the app is trying to "age up" its content. TikTok estimates that users in Vietnam spend an 
average of 28 minutes per day using the app, with the main time frame for users in Vietnam on TikTok being 
from 6 PM to 8 PM on Fridays and Saturdays. However, independent media research companies such as Kantar 
or Nielsen have not yet confirmed the exact number of TikTok users in Vietnam.
• Number of TikTok users worldwide:
According to the latest data, TikTok has over 800 million users worldwide, of which 41% are users aged 16 to 
24. In India, TikTok has been downloaded approximately 611 million times, accounting for 30% of total down-
loads worldwide, while in the US, the monthly active user count has surpassed 100 million and grown by 800% 
in the past 20 months. TikTok has truly penetrated Generation Z in the US, with 47.4% of active users aged 
10 to 29. In the past 18 months, the number of American adults using TikTok has increased 5.5 times, with a 
female to male gender ratio of 2:1. It is estimated that Americans aged 18 and older spent about 1.43 billion 
hours on TikTok in March 2020.
• Specific statistics of TikTok:
According to the latest statistics, TikTok currently has approximately 1 billion monthly active users and has 
been downloaded up to 3 billion times. In just the first 6 months of 2021, there were up to 383 million down-
loads.
Launched in 2016, TikTok has surpassed many other social media applications to become the most popular 
app worldwide. In the US, TikTok's user growth rate has reached 787.86% in the same period.
TikTok is also one of the most widely used social media platforms, with an average usage time of about 10.85 
minutes per login, double that of the second-ranked app Pinterest at 5.06 minutes. In 2019, TikTok users spent 
a total of 68 billion hours using the app.
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In addition, TikTok is also a place for creators to make money. Popular content categories include entertain-
ment, dancing, pranks, fitness/sports, and Handmade. Creators can earn up to $5 million per year if they have 
100 million followers.

• Official TikTok download figures
The latest data from Sensor Tower shows that TikTok has reached an impressive total of 3 billion downloads, 
becoming the most downloaded app in Q1 and Q2 of 2021. This is a remarkable achievement as TikTok has 
surpassed its competing apps to become the first app outside of Facebook to achieve this impressive figure.
• Global TikTok download statistics:
As estimated by Sensor Tower, TikTok has attracted a total of 3 billion downloads since its launch in 2016, 
including 383 million downloads for just the first half of 2021. From Q1 2020 to Q2 2021, TikTok had 1.36 
billion downloads. In addition, in March 2020, TikTok broke all other records by increasing spending growth 
per quarter to $535 million in just Q2 of 2021. Despite being ranked behind major platforms such as Facebook, 
YouTube, WhatsApp, Instagram, and WeChat, since 2021, TikTok has surpassed Facebook Messenger to rise 
to the 6th position in the list of the most used social media platforms in the world, surpassing even the profes-
sional social network LinkedIn.

 Ș Currently, TikTok is the fastest-growing social media platform in the world. With its popularity and current 
trends, EVA JSC always updates the latest trends to diversify its content. Through the content uploaded on 
its channel, EVA JSC always conveys the main message "Health, Natural Beauty." This is done through vid-
eos that provide instructions on cooking healthy food, detox water, challenges, and workout tutorials. This 
has made EVA JSC establish an image in the eyes of viewers as a youthful, energetic, and diverse company 
while still maintaining its professionalism. 
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V. MEDIA CHANNELS OF SOME COMPETITORSV. MEDIA CHANNELS OF SOME COMPETITORS
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"EVA JSC" competitors all have a fairly stable level of interaction, especially with a channel that has over 
290K followers, and their content of posts and videos is of high quality and attractive to viewers. Therefore, 
to be competitive, "EVA JSC" will need to have a posting plan, improve the quality of posts, and find ways to 
approach target groups. "EVA JSC" social media channels will include Zalo, Tiktok, and Website: 

• Tiktok: "EVA JSC" will regularly post videos with different and diverse content, adding videos related to 
the products of the parent company. 

• Zalo:  "EVA JSC" will post articles related to health and lifestyle, and the posts will be parallel with the 
website.

• Website: "EVA JSC" will add new features to make it easier for customers to experience the website 
when making purchases. With a simple and minimalistic design that still embodies the company's 
identity.

• "EVA JSC" competitors use some social media platforms with a fairly stable level of interaction, especially 
with a channel that has over 290K followers, and their content of posts and videos is of high quality and 
attractive to viewers. Therefore, to be competitive, "EVA JSC" will need to have a posting plan, improve 
the quality of posts, and find ways to approach target groups.
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C. IDEA DEVELOPMENT

I. APPLYING RESEARCH METHODSI. APPLYING RESEARCH METHODS
1. TARGET CUSTOMER 1. TARGET CUSTOMER 
• SURVEY REPORT:

Table 1: Age group of cosmetic users                            Table 2: Frequency of purchasing cosmetics online

Table 3: Have you ever used cosmeceuticals?

 Ș The survey helped the team identify trends in the use of cosmetics and Cosmeceuticals in Vietnam. From 
there, we have developed specific goals and plans to ensure that the campaign is heading in the right direc-
tion, targeting the right audience, and achieving high effectiveness.
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2. MEDIA CHANNELS2. MEDIA CHANNELS
Based on the research results, we have identified suitable media channels to use, including Zalo and Tik Tok. 
These channels were selected based on their features and different characteristics, the target audience we want 
to reach, and the impact of each media channel on customers.

For the selected target audience, we have developed ideas for content design that are appropriate for each plat-
form.

3. MEDIA METHODS3. MEDIA METHODS
We will implement a new communication strategy that includes digital media such as social networks, blogs, 
and websites. We can design communication campaigns on these channels to reach the target audience and 
build the EVA brand.

II. PROPOSALII. PROPOSAL
1. COMMUNICATION STRATEGY1. COMMUNICATION STRATEGY
• Focus on digital communication channels: Nowadays, customers can easily access digital communication 

channels such as social media, websites, email, video advertising, etc. We take advantage of these channels 
to promote our brand, products, and services.

• Use suitable communication channels: For each communication channel, we have researched and chosen 
the suitable channel for our target customers. For example, Zalo to reach older customers, TikTok to reach 
younger users who love creative content.

2. CONTENT AND MESSAGE STRATEGY2. CONTENT AND MESSAGE STRATEGY
• Build consistent communication content: To create high brand awareness, we need to design a consistent 

image and message across all communication channels, creating interaction between platforms.
• Creative and unique messages: To attract customers' attention, we need to design creative and unique mes-

sages that are personalized, so that customers can easily recognize and remember our brand.

3. FORM OF COMMUNICATION STRATEGY3. FORM OF COMMUNICATION STRATEGY
• Design diverse images: Images are one of the important factors in building a brand. We should use diverse, 

beautiful and attractive images to create an impression with customers.

 Ș With these strategies and tactics, we can effectively increase brand awareness for EVA. In addition, besides 
monitoring and evaluating the results of communication campaigns to adjust and optimize their effec-
tiveness, we need to ensure the connection between communication channels to increase efficiency and 
synchronization in the communication strategy.
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SECTION 3: PROJECT PLAN
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I. GOALSI. GOALS
To achieve the objectives of increasing brand recogni-
tion with the public, building a consistent EVA image, 
enhancing interaction and communication with cus-
tomers, the following activities need to be carried out:
• Conduct market research and analysis of target 

customers to determine an appropriate strategic 
direction.

• Identify the core value of the brand to create a 
unique differentiation and attract customer inter-
est.

• Build a consistent brand image by using elements 
such as logo, color, marketing materials, and cus-
tomer experience.

• Enhance interaction and communication with 
customers by creating interactive activities, meet-
ing their needs, and collecting customer feedback.

• Measure results and adjust strategies to achieve 
the best effectiveness.

• Develop relationships with partners, potential 
customers, and organizations.

II. OBJECTIVESII. OBJECTIVES
Build a new social platform to serve PR, Marketing, 
and customer care purposes: Website, Tik Tok, Zalo.
Some measurable project objectives for increasing 
brand recognition across the 3 platforms (Website, 
Tik Tok, Zalo) may include:

• Increase website traffic: Measured by Google An-
alytics tool.

 Specifically:
 - SEO: Display on the first page of Google 

search engine.
 - Minimum number of posts: 20.
 - Total views: 500 views.

• Increase Tik Tok followers: Measured by the 
number of followers, interactions (like, comment, 
share), and average view count for posted videos.

Specifically:
 - Minimum number of videos: 20.
 - Number of followers: 1000.
 - Total likes: 1000.
 - Total views: 5000 views.

• Increase users and interactions on the Zalo Offi-
cial Account: Measured by the number of interac-
tions (inbox, reply, like) with customers. 

Specifically:
 - Minimum number of posts: 20.
 - Total views: 1000 views
 - Total shares: 100 times

Support the company's annual customer appreciation 
event in the communication phase, including design-
ing backdrops, standees, and promoting the website 
and social platforms on Zalo and Tik Tok.

A. COMMUNICATION PLAN

III. BRAND IDENTITY III. BRAND IDENTITY 
1. VISUAL 1. VISUAL 

The new brand identity 
includes: a lapel pin; busi-
ness card (double-sided); 
A5 and DL envelopes 
(double-sided); A4 let-
terhead; document clip; 
notebook; employee ID 
card (double-sided).
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2. SLOGAN - MESSAGE2. SLOGAN - MESSAGE
"HEALTHY, BEAUTIFUL WITH EVA!"

Message: "Healthcare and beauty are essential needs of modern life. With our high-quality cosmeceuticals 
products, you can trust us in taking care of your own and your family's health and beauty. Our products are 
made from natural ingredients and undergo strict quality control, providing high effectiveness and safety for 
users. Come to us to experience the truly wonderful feeling of having healthy, beautiful skin and hair, and being 
confident and radiant in every situation!"
To confirm the team's idea, a small study was conducted on the keywords "Cosmeceuticals" and "Natural" to 
see how people "search" for related topics.

The result is displayed in the chart below.

3. HASHTAG3. HASHTAG
#EVA4CE #chamsoc #lamdep #tunhien #lanhtinh
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I. WEBSITEI. WEBSITE
Building a website for the brand recognition project helps EVA establish a comprehensive and professional 
online presence, enhancing the trust and credibility of the brand. The website provides complete information 
about the company's products, services, and activities, helping customers search for information and contact 
the company conveniently. Building a website also helps businesses increase brand recognition on the INTER-
NET and attract new customers. A well-designed, user-friendly website with full information helps customers 
feel more confident and value EVA more.

Requirements for website platform:
• Main components:

 - Website interface
 - Domain and hosting
 - Website data

• Design objectives:
 - Design a new website with a modern style and in line with the latest trends in the market.
 - Showcase Eva JSC's investment, reputation, and credibility, creating trust and confidence among the 

public.
 - The website is an information channel for:

 - Introducing the company and its related activities.
 - Introducing the products distributed and manufactured by the company.

 - Promoting PR and marketing activities on the INTERNET through the website:
 - Press releases.
 - Images, video clips of company activities.
 - Product use and maintenance manuals.

 - Provide all necessary tools for customers to easily search for product-related information (to be imple-
mented when the product is launched).

Interface - Artistic design:
• The interface design should be professional, visually appealing, and artistically satisfying with a color tone 

that matches the company's branding.
• The content should be consistent in terms of font type and size to create a user-friendly experience.

B .MEDIA CHANNELS
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Security - Performance Requirements:
• The website must achieve high levels of safety and security, ensuring that it operates stably, with no data 

loss or incidents.
• The website should be designed to ensure fast access speed, avoiding long waiting times for visitors while 

handling a large number of simultaneous visitors.
Content Information - Data Update Frequency:
• Language of the website: Vietnamese.
• The website should be dynamically designed (with a database) and easy to manage and update information.
• Easy-to-use updating tools allow website administrators to easily update service information and news 

without requiring the support of professional programmers, thus saving costs while still ensuring a profes-
sional website interface.

II. ZALOII. ZALO
Using Zalo as a channel for this project is in line with the digital transformation trend and the popularity of 
social media applications in Vietnam, in addition to reaching the customer base of 30-45 years old. Zalo pro-
vides very effective customer access tools, helping to increase interaction and build long-term relationships 
with customers. In addition, Zalo also provides advertising features for businesses, making it easy to quickly 
and effectively promote their brand to potential customers.

Requirements for zalo channel:
• Provide full information about Eva JSC company.
• Post diary entries with a format similar to "news" articles on the website, but with condensed content.
• Ensure at least 5 posts per week.
• Serve as a foundation for building a customer care platform.

III. TIKTOKIII. TIKTOK
The group has decided to use TikTok as a specialized communication channel to reach new and potential 
customers. The first reason is that TikTok's user base is growing significantly over time, especially among the 
18-30 age group - which is the primary target audience for the team. The second reason is that the content 
on TikTok is diverse and easily accessible to customers, which will help your team attract attention and create 
positive interactions with the target customers.
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Requirements for tik tok channel:
• Post all videos related to the topic of health and a healthy lifestyle of Eva JSC.
• Videos should be under 1 minute with youthful, dynamic colors for GenZ generation, with creative content 

posted and updated continuously, ensuring that each video has at least 100 views.
• Ensure a minimum of 3 videos posted per week.

C. STRATEGY AND TACTICS 

I. STRATEGYI. STRATEGY
Brand awareness strengthening plan will focus on building an image for EVA, with special emphasis on prod-
ucts for health and beauty care from within human. 
This strategy is designed from February 2023 to April 2023 with the goal of enhancing EVA brand recognition 
as a brand for women. At the same time, the plan also emphasizes the important role of beauty care from inside 
to outside.

II.TACTICSII.TACTICS
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III. CUSTOMER APPRECIATION EVENT - 8/3("Empowered beauty" - "Tu hao phai dep")III. CUSTOMER APPRECIATION EVENT - 8/3("Empowered beauty" - "Tu hao phai dep")
1. OVERVIEW 1. OVERVIEW 
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2. INTERNAL COMMUNICATIONS 2. INTERNAL COMMUNICATIONS 
Firstly, the leadership team needs to ensure that information communication is two-way by using a common 
platform.
Human resources:

Action plan:
• Opening letter: The company uses common channels to post about the "Empowered Beauty - Tu hao phai 

dep" event and sends it to employees or leaders, so employees can respond and give feedback directly.
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• Use bulletin boards, information walls to introduce new products to employees and help them update in-
formation about new products while moving around the company.

• Email is a common communication channel, using a newsletter to send to employees.
• Media: 

 - Set up standees, posters in halls, elevators, public areas within EVA :
 + Send emails to employees to encourage participation in the campaign.
 + Use the internal website to update information about the project weekly.
 + Officials and managers have the task of disseminating information about the campaign to each 

subordinate level.



47

3. EXTERNAL COMMUNICATIONS 3. EXTERNAL COMMUNICATIONS 
Eva4ce's Zalo and Website will share key information about the event before and after the event through news 
posts. In addition, customers can interact directly with EVA JSC through these channels.
• Invitation email to attend the event:
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• Press release:
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4. MEETING MINUTES:  4. MEETING MINUTES:  
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IV.  BUDGET PROJECTION:IV.  BUDGET PROJECTION:

V. RISK MANAGEMENTV. RISK MANAGEMENT
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SECTION 4: PROJECT IMPLEMENTATION
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A. OVERVIEW
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I. GOALSI. GOALS
• To research the market and target customers of "EVA JSC", including customer characteristics, needs, de-

sires, and behaviors. Based on the information gathered, determine an appropriate strategy to attract cus-
tomer interest.

• Provide unique values, ensure product and service quality, and make a clear commitment to customers.
• Use logo, colors, marketing materials, and customer experience to create a consistent brand image and 

increase brand recognition.
• Create interactive activities such as promotional programs, advertising, and events to attract customer 

attention. At the same time, meet customer needs and collect customer feedback to improve product and 
service quality.

• Use effective measurement tools to evaluate the results of marketing activities and adjust strategies if nec-
essary.

• Develop relationships with partners, potential customers, and related organizations to expand the market 
and increase sales. 

II. OBJECTIVES  II. OBJECTIVES  
• Building a new social platform to serve for PR, marketing, and customer care purposes: Website, TikTok, 

Zalo.
• Some measurable objectives of the project to increase brand awareness through 3 platforms, Website, Tik-

Tok, and Zalo, may include:
 - Increase website traffic by 20%: Measured by Google Analytics.

Specifically: 
 + SEO: display on the first page of Google search engine.
 + Minimum number of posts: 20 posts.
 + Total views: 500 views.

 - Increase followers on TikTok: Measured by the number of followers, engagement (likes, comments, 
shares), and average views for posted videos.
Specifically: 

 + Minimum number of videos: 20 videos.
 + Number of followers: 1000 followers.
 + Total number of likes: 1000 likes.
 + Total views: 5000 views.

 - Increase user base and interaction on Zalo Official Account: This objective can be measured by the num-
ber of interactions (inbox, reply, like) with customers. 
Specifically: 

 + Minimum number of posts: 20 posts.
 + Total views: 1000 views.
 + Total shares: 100 shares.

• Support the organization of annual customer appreciation events combined with International Women's 
Day on March 8th of the company in the communication stage including: designing backdrops, standees... 
Promoting Website and social platforms Zalo, TikTok.

III. BENEFITSIII. BENEFITS
The company has a website and various media channels with high interaction and stable traffic, along with 
positive feedback about the company. The products and company are widely recognized for use in future mar-
keting and product consumption. After the project, the team of experienced staff has practical knowledge and 
resources in the field of communication.
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IV. ESTIMATED KPISIV. ESTIMATED KPIS
• Website

• Zalo:

• TikTok

• Event

B. ACTION PLAN
I. OVERVIEW OF CAMPAIGN ACTIVITIESI. OVERVIEW OF CAMPAIGN ACTIVITIES
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II. TIMELINEII. TIMELINE
1. PROJECT TIMELINE1. PROJECT TIMELINE
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2. EVENT TIMELINE2. EVENT TIMELINE
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III. RISKS MANAGEMENTIII. RISKS MANAGEMENT
1. PROJECT RISKS1. PROJECT RISKS

2. EVENT RISKS2. EVENT RISKS
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C. CAMPAIGN DEPLOYMENT

I. BUILDING A NEW BRAND IDENTITYI. BUILDING A NEW BRAND IDENTITY
1. BRAND NAME 1. BRAND NAME 
EVA is a brand derived from a Hebrew girl's name meaning "giver of life." It is considered a symbol of femi-
ninity and EVA's products are seen as a companion to women in maintaining health, beauty, youthfulness, and 
vitality.

2. LOGO2. LOGO
 

    
 

EVA has a new logo featuring the aloe vera plant as a crown, which is also a key ingredient in EVA JSC's prod-
ucts. The logo is a crown with elegant lines, representing the company's original goal of promoting health and 
beauty for women. The dominant colors are green and yellow, representing sincerity, professionalism, and 
serious investment in the company's products. The logo embodies the core values of the company, which are to 
create trust, responsibility, and enthusiasm for the health of the Vietnamese people.

 Ș The new logo highlights the key ingredient (aloe vera extract) of the product line that EVA JSC is targeting. 
The new color scheme is more in line with modern trends, "flat," appearing alongside two main tones (dark 
green and beige), bringing a gentle, minimalist, and luxurious feel to EVA JSC. 

3. BRAND VOICE 3. BRAND VOICE 
Youthful, gentle, and dignified.

4. PACKAGING4. PACKAGING

Old logo New logo 

Front of packaging Back packaging
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II. EVENTII. EVENT
1. CONTENT DETAILS1. CONTENT DETAILS
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2. STRATEGY2. STRATEGY

3. MEDIA CHANNELS3. MEDIA CHANNELS
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4. EVENT COSTS4. EVENT COSTS
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III. BUILDING WEBSITE, ZALO, TIK TOK CHANNELSIII. BUILDING WEBSITE, ZALO, TIK TOK CHANNELS
1. WEBSITE1. WEBSITE

1.1. OBJECTIVES 1.1. OBJECTIVES 
• Public access to and awareness of the website.
• Creating brand awareness.

1.2. AUDIENCE1.2. AUDIENCE
• The target audience of this project are individuals who are interested in skincare and overall health, both 

internally and externally. This can include both men and women of all ages.
• These individuals are seeking to verify the credibility and quality of Eva JSC and are interested in the com-

pany's products.

1.3. SCOPE1.3. SCOPE
This project will be implemented through the publication of articles on Eva JSC's official website. The articles 
will focus on health and wellness, promoting a healthy lifestyle. The scope of the project includes:
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1.4. MESSAGE1.4. MESSAGE
The main message is "NATURAL HEALTH AND BEAUTY". Introduce an overview of Eva JSC and establish 
the professionalism and credibility of Eva JSC to the community. This can be accomplished through the web-
site interface, sharing knowledge about health and providing complete and accurate information from Eva JSC.

1.5. CONTENT PLAN1.5. CONTENT PLAN

1.6. PROMOTION FOR CHANNEL 1.6. PROMOTION FOR CHANNEL 
• SEO optimization.
• Online advertising: Google AdWords.

1.7. ENGAGEMENT WITH AUDIENCE1.7. ENGAGEMENT WITH AUDIENCE
• Website traffic.
• Article and product views.
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1.8. COST1.8. COST

1.9. MEASUREMENT 1.9. MEASUREMENT 
• Measurement tool available on the website.
Content on beauty:

Content about healthcare:
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2. ZALO2. ZALO

2.1. OBJECTIVES2.1. OBJECTIVES
• Increase customer reach
• Create brand awareness
• Introduce EVA's products
• Enhance customer experience
• Build relationships with customers 

2.3. AUDIENCE2.3. AUDIENCE
• People interested in health and looking for high-quality pharmaceutical products to improve their health.
• People looking for information on pharmaceutical products and the EVA pharmaceutical company for 

reference and purchasing decisions.
• People who need to buy EVA's pharmaceutical products and are looking for convenient and safe channels 

to purchase.
• Business partners and suppliers in the pharmaceutical industry who are interested in EVA's products and 

activities.

2.2. SCOPE2.2. SCOPE
This project will be implemented by posting articles on EVA JSC's official Zalo account. The articles will focus 
on health care content for a healthy lifestyle, similar to the content on the website but will be shorter and in-
clude links to the website. The scope includes:
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2.4. MESSAGE2.4. MESSAGE
• Product quality: EVA prioritizes product quality and guarantees to provide high-quality pharmaceutical 

products to customers.
• Product effectiveness: EVA guarantees to offer effective and safe pharmaceutical products to improve cus-

tomers' health and quality of life.
• Professionalism: EVA is a professional company in manufacturing and distributing pharmaceutical prod-

ucts, with a reliable team of expertise and experience.
• Sense of responsibility: EVA is committed to ensuring the safety and quality of pharmaceutical products 

while being responsible for customers' health and life.
• Good customer service: EVA is committed to providing good customer service, always ready to support 

and answer any inquiries from customers.

2.5. CONTENT PLAN2.5. CONTENT PLAN
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2.6. PROMOTION FOR CHANNEL2.6. PROMOTION FOR CHANNEL
• Sharing on other media channels to attract viewers.

2.7. ENGAGEMENT WITH AUDIENCE2.7. ENGAGEMENT WITH AUDIENCE
• Commenting.
• Likes.
• Interacting by answering questions or discussing.

2.8. COST2.8. COST

2.9. MEASUREMENT2.9. MEASUREMENT
• Analytic tools on ZALO
• External tools to evaluate campaign effectiveness.

3. TIKTOK3. TIKTOK
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3.1. OBJECTIVES3.1. OBJECTIVES
• Interaction rate.
• 1000 followers, 5000 views.
• Creating brand awareness.

3.2. AUDIENCE3.2. AUDIENCE
The target audience is young people aged between 
18 and 35, who are interested in digital content con-
sumption, beginning to care about health, and willing 

to embrace new things. 
This customer group also has a relatively high fre-
quency of using social networks, including TikTok.

3.3 SCOPE3.3 SCOPE
This project is implemented by posting videos on Eva 
JSC's official TikTok channel, with the main content 
of the video being simple and nutritious exercises and 
menus that are good for health. The scope includes:

3.4. MESSAGE3.4. MESSAGE
The main message of the TikTok channel is "NATURAL HEALTH AND BEAUTY". It introduces unique and 
high-quality menus, exercises, and advice to the TikTok community. This can be achieved through videos of 
cooking healthy food, tutorials on making detox drinks, or challenges related to fitness.

3.5. CONTENT PLAN3.5. CONTENT PLAN
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3.6. PROMOTION FOR CHANNEL 3.6. PROMOTION FOR CHANNEL 
Share on other social media channels to attract viewers.
 
3.7. ENGAGEMENT WITH AUDIENCE3.7. ENGAGEMENT WITH AUDIENCE
• Commenting.
• Likes.
• Interacting with responding to questions or discussions.

3.8. COST3.8. COST

3.9. MEASUREMENT3.9. MEASUREMENT
• TikTok's analytics tool.

                Nutrition menu content:                                                    Sports and fitness content:
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IV. TEAM MANAGEMENT AND STAKEHOLDERSIV. TEAM MANAGEMENT AND STAKEHOLDERS
1. PARTICIPANTS1. PARTICIPANTS
The involved parties are:
• The " THE EVA4CE PROJECT" project team of FPT University in collaboration with EVA Pharmaceutical 

Joint Stock Company.
• The project has a clear plan with milestones. The progress and content are accessible to all project partic-

ipants.
Roles/Responsibilities:

2 TEAM COMMUNICATION2 TEAM COMMUNICATION
2.1 INTERNAL COMMUNICATION CHANNELS2.1 INTERNAL COMMUNICATION CHANNELS
To facilitate meetings and work reports between team members, the team has used several communication 
tools.
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2.2 WEEKLY FIXED MEETING SCHEDULE2.2 WEEKLY FIXED MEETING SCHEDULE

• Meeting minutes
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3. CONTACTING RELATED PARTIES3. CONTACTING RELATED PARTIES
3.1 RELATED CHANNELS 3.1 RELATED CHANNELS 
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3.2. MEETING SCHEDULE3.2. MEETING SCHEDULE

3.3 MEETING MINUTES WITH STAKEHOLDERS 3.3 MEETING MINUTES WITH STAKEHOLDERS 



76

To carry out the above plan and campaign, the following steps have been fully executed:
• Conducting analysis and evaluation
• Developing a detailed plan with specific objectives and implementation plan.
• Implementing the plan by executing the set objectives and tasks and modifying the plan when necessary.

 Ș In conclusion, through the implementation of the plan, we have fully achieved the objectives and tasks 
according to the plan. However, to have a better understanding of the effectiveness of the campaign, it is 
necessary to prepare a report that measures and evaluates the results in detail.
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SECTION 5: EVALUATION

                      A. EVALUATING WORK EFFICIENCY ON PLATFORMS  

I. OVERVIEWI. OVERVIEW
To complete the media campaign, the team needs to synthesize and evaluate the results of the implemented 
media products. Metrics include the number of views, social media interactions, public engagement, data in-
creases, and other factors. To identify errors that need to be fixed and strengths that need to be developed, the 
team needs to analyze these metrics. If the campaign goal is successful, the team can apply these strengths 
to future campaigns. If the goal is not achieved, the team needs to analyze to find the errors that need to be 
corrected.
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II. PLAGIARISM CHECK II. PLAGIARISM CHECK 



79

III. MEASUREMENT TOOLSIII. MEASUREMENT TOOLS
The "EVA4CE" media campaign is deployed on 3 platforms: Website, TikTok, and Zalo, to maximize public 
access. However, to measure the effectiveness of the campaign, the team has used measurement tools provided 
by these platforms and referred to the initial data to provide the most comprehensive and accurate view of the 
campaign's effectiveness. The use of TikTok and Website measurement tools allows the team to track and eval-
uate the effectiveness of campaigns on these two platforms, thereby optimizing campaigns and ensuring that 
the set goals are achieved. These measurement tools, including Google Analytics, Zalo Analysis, and TikTok 
Analytics, will help the team obtain detailed information on customer interactions, website traffic, and other 
metrics to evaluate the effectiveness of the media campaign on these two platforms. The use of these measure-
ment tools is essential to ensure that the media campaign achieves its set goals.

IV. THE DEVELOPMENT OF PLATFORMS THROUGH CAMPAIGNSIV. THE DEVELOPMENT OF PLATFORMS THROUGH CAMPAIGNS
1. WEBSITE1. WEBSITE

The number of website users reached prior to the campaign
According to Google Analytics statistics, during the initial content upload period on the platform (06/03/2023-
12/03/2023), the number of people accessing Eva JSC's website was relatively low. This is due to the fact that the 
platform had just been launched and the public was not yet aware of it, and the content and platform needed 
a lot of tweaking. 
Therefore, in order to achieve effective interaction for the website, the team continued to strive for diverse and 
engaging content, linking the website on other platforms such as TikTok and Zalo, thereby attracting more 
public attention and interaction.
As a result, from mid-March to 15/04/2023, the website has shown an increase in the number of people access-
ing it. Despite this growth, however, public interaction has not yet reached significant numbers. This can be 
understood as Eva4ce website is a newly constructed channel that requires more time for the public to become 
familiar with it.
In addition, the Eva4ce website also appears on the first page of Google search results for the keyword "eva4ce".
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 Eva4ce website ranked first on the front page of Google search engine with the keyword "eva4ce"

 Ș After the campaign, the project's goal on the website platform was also achieved with a total of over 20 ar-
ticles posted. Although the interaction figures of the content have not yet reached large numbers, there has 
been some growth compared to the initial period. The website's SEO hits also met the target by appearing 
on the top of the first page of Google search engine. This is the result of the well-planned and effective 
media campaign and content production strategy, as well as the tireless efforts of the team to deliver the 
best results.

2. TIKTOK2. TIKTOK
Although being a newly established media channel, the statistics of TikTok Analytics indicate a promising 
outlook, as it has garnered over 33,000 views. Despite being a modest figure, it still showcases the potential 
for content development on the platform. Additionally, the channel has received over 2,000 likes and gained 
more than 300 followers. 
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Profile TikTok eva4ce

View count
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Contents on TikTok

Demographic breakdown of the targeted cus-
tomers reached on TikTok

The majority of the channel's targeted custom-
ers reached on TikTok are between the ages of 
18-24 and 25-34, demonstrating the effective-
ness of aligning with the campaign's intended 
target audience.

Gender demographic breakdown of the 
targeted customers reached on TikTok

With a nearly double ratio compared to males, the 
female audience is currently showing more interest 
in health and nutrition-related topics on TikTok.
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 Ș In summary, after the campaign, the project's goal on the TikTok platform has achieved its targets, with 
a total of over 20 videos created. Public engagement with the channel is also noteworthy, although the 
numbers are not yet significant. This indicates the potential for the TikTok platform to be feasible and 
promising for the future development of the EVA JSC brand. In particular, the brand can expand its con-
tent lines to include product sales or promotion, which can reach a broader audience in the future.

3. ZALO3. ZALO
Built with the purpose of serving as a foundation for future customer care channels, Zalo has been construct-
ed with a complete, transparent, and clear profile. Moreover, EVA JSC's Zalo account has been verified as an 
official account (OA). Zalo's posts have garnered significant reach and engagement.

The article garnered significant engagement on Zalo.

The level of interaction on Zalo

 Ș With high views and shares, it can be said that the content created by the production team has a broad 
reach and is well-received by the public on a platform like Zalo. This is a sign that the project is heading in 
the right direction and is a good foundation for Zalo to develop and operate as a customer care channel in 
the future.
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4. REACH RESULTS OF PLATFORMS COMPARED TO KPIS4. REACH RESULTS OF PLATFORMS COMPARED TO KPIS
The reach results of all three platforms exceeded the initial target, with some categories exceeding the target 
by a very high margin, such as page views and likes on Tik Tok and page views on Zalo. These are the re-
sults of the team's effective work, regularly updating content according to the plan. Although the number of 
followers on Tik Tok, shares on Zalo, and page views on the website have not yet reached the KPI target, it 
shows that the team needs to find ways to encourage the public to reach more.

Bảng kết quả tiếp cận so với KPI

5. ASSESSMENT FROM  EVA JSC5. ASSESSMENT FROM  EVA JSC
After the campaign, EVA Pharmaceutical Joint Stock Company sent a thank-you letter to the school's lead-After the campaign, EVA Pharmaceutical Joint Stock Company sent a thank-you letter to the school's lead-
ership, as well as to the teachers and members who participated. ership, as well as to the teachers and members who participated. 
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B. EVENT “EMPOWERED BEAUTY - TU HAO PHAI DEP”

I. EVENT SCALEI. EVENT SCALE
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The organization scale was expanded compared to previous years, and the Empowered Beauty event at-
tracted a full number of invited guests. To ensure security and limit the venue space, the event was limited 
to a specific number of attendees. With the interest and support of attendees, the number of invited guests 
reached 90 out of nearly 200 total attendees.

II. INVITED GUESTS AND RELATED PARTIESII. INVITED GUESTS AND RELATED PARTIES
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 Ș All invited guests attended the event with a 100% participation rate. This result reflects the effectiveness of 
direct communication via email to each invited guest by the project team.

III. EVENT RESULTSIII. EVENT RESULTS
All event categories were organized according to the planned schedule, closely following the timeline of the 
event. The total prize awarded during the event was nearly 300 million VND.
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Some images from the event
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C. FEEDBACK FROM THE MENTOR

GRA497 G6
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4.3 Opinion of the mentor 
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SECTION 6: REFLECTION & RECOMMENDATION
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A. REFLECTION

I. SUBJECTIVE EVALUATION OF THE TEAM AND RELATED PARTIES I. SUBJECTIVE EVALUATION OF THE TEAM AND RELATED PARTIES 
After the campaign ended, we had some general evaluations and assessments about the working process with 
various related parties as well as within the team.

1. ABOUT EVA JSC  1. ABOUT EVA JSC  
Through working with Eva JSC, we learned about the operation, discipline, and working style of a company. 
This was not only reflected through the content approval process, detailed and scientific plans, specific and 
strict working procedures, but also in the smallest tasks. 
In addition, we improved our soft skills to handle situations intelligently and make decisive problem-solving. 
Working and collaborating with a large company provided us with many resources, experiences, and quality 
relationships to learn and develop in the future.

2. ABOUT THE GROUP2. ABOUT THE GROUP
During the work process, each member of our team had a specific role and responsibility. However, we still 
ensured unity and reasonable progress. Here is the team's subjective evaluation of the working process. 
Advantages:
• We have a detailed and specific plan for campaign development, always trying to closely follow the sched-

ule for each phase. Most of the tasks are monitored and implemented fairly accurately.
• The team's products are tightly controlled, going through many stages of review before being released 

publicly.
• The team always tries to spend a lot of time working directly with each other, despite geographical barriers 

and the unique nature of each person's work. This ensures work efficiency.
• All members are highly responsible for their work, striving to complete their tasks as efficiently as possible.
• The team members' connection is very good, with everyone having a proper attitude, respecting and help-

ing each other in all situations.
• The team is willing to receive objective opinions and contributions from Eva JSC, instructors, and subjec-

tive opinions from other members.
Disadvantages:
• Deadline delays still occur, although they are still under the team's control.
• There are limitations in terms of budget when running advertising campaigns for social media platforms.
• Some of the team's content is not deeply specialized and effective due to a lack of experience and thorough 

knowledge of the subject.
• Many risks arise from the team's subjective factors, affecting the progress and efficiency of the work.
• The campaign running time is not long enough, leading to a decrease in work efficiency. 

II. SUBJECTIVE EVALUATION OF THE CAMPAIGN II. SUBJECTIVE EVALUATION OF THE CAMPAIGN 
1. ORGANIZATION METHOD 1. ORGANIZATION METHOD 
We planned the campaign and consulted with high-level professionals, such as Ms. Vu Viet Nga - an instruc-
tor, to adjust the plan to be the most suitable. The campaign was smoothly organized from start to finish with 
clear division of each category. Our team evaluated ourselves and divided the tasks according to each person's 
strengths, always having a high sense of responsibility and a willingness to learn and help each other.

2. MEDIA CONTENT 2. MEDIA CONTENT 
Health-related content such as exercise and nutrition often attracts high interest. All videos have achieved KPIs 
and have attracted a considerable number of viewers who are curious about health and healthy lifestyles. The 
content was carefully edited, adhering closely to the planned schedule.
The media content served for the event was well evaluated by Eva JSC. As a result, the event received wide rec-
ognition and positive feedback from guests. 
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B. RECOMMENDATION

I. OFFLINE EVENTI. OFFLINE EVENT
• After the Customer Appreciation Event 2023, if there is an opportunity to continue working with Eva JSC 

to organize other offline events, we have some development and organization ideas as follows:
• Organize an event and conference on the topic of health with free entrance tickets to attract more custom-

ers who are interested in health issues or interested in Eva JSC's products.
• Form: Organize the event as an open day with various activities, especially experiential activities to attract 

more participants.
• Location: Hoan Kiem Lake Walking Street
• Time: 8h00-22:30 cuối tuần
• Main contents:

 - Invite experts with knowledge in the field of health to share useful knowledge with the audience for free.
 - Exhibit product booths for free experience to help the public understand more about the company's 

products, to market products more widely to the public.
 - Organize mini games with prizes to encourage the number of people participating in the event through 

interactive communication methods.

II. SOCIAL MEDIA COMMUNICATION DIRECTIONII. SOCIAL MEDIA COMMUNICATION DIRECTION
After this campaign, we would like to recommend some communication directions to maintain and develop 
the communication channels that the company currently has : 

1. WEBSITE1. WEBSITE
The website needs to add hotline and online chat functions with customers to quickly answer their questions. 
This is important and can lead to customer decisions that are beneficial to the Eva JSC brand.
Add product categories and allow users to order online directly on the company's website as an e-commerce 
platform. This addition will make it easier for customers to buy the brand's products in any form, help the 
company have more platforms to sell products, and make products more easily accessible to consumers.

2. ZALO2. ZALO
We provide various customer care methods through their phone numbers on the Zalo platform, such as :
• Congratulating customers on their birthdays and major holidays with special gifts like discount codes.
• Notifying customers about sales and promotions.
• Being available 24/7 to answer any questions and provide the best possible customer care.

3. TIKTOK3. TIKTOK
Tik Tok is a social media platform with great potential and easy access to customers. Therefore, our team has 
the following content development suggestions for the platform:
• Developing video content related to introducing Eva JSC products.
• Creating content related to challenges for viewers to develop interactive communication methods that in-

crease audience engagement with the channel.
• Directly selling company products on Tik Tok through Tik Tok Shop and Livestream to distribute products 

on multiple platforms for easy shopping and wider product distribution.
• Promoting products by booking KOLs based on content such as product reviews, introductions, or spon-

sorship.
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4. SUGGESTED PLATFORMS4. SUGGESTED PLATFORMS
Facebook and Instagram are still very feasible platforms for content development. These platforms are widely 
used by young people, making content targeting Eva's young customers more likely to receive attention. In 
addition, these two platforms can post a variety of content types from text to short and long videos, so they are 
suitable for posting different types of content. Therefore, in the future, Eva JSC can implement its content on 
these platforms. 
Design additional packaging for different types of EVA products.
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