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EXECUTIVE SUMMARY

The study was carried out with the goal of proposing a strategic Marketing
communication plan to establish Unlock Equity product positioning from November
2022 to December 2022.

Many customers are currently leaving Homebase's Unlock Equity product line. Because
many customers have not trusted Homebase, misunderstood the service Homebase

provides, and are hesitant to trust Homebase to hold the title.

Students conduct research with Millennials who own at least one piece of real estate in
order to better understand the consumer's perception of the financial industry,
understand the consumer profile, U&A, needs, and expectations towards their buying
behavior and to build persona of real estate investor and homeowner who are open to
using Homebase service in the near future. In order to better understand the customers
that Homebase serves, conduct in-depth interviews with customers who have used

Unlock Equity in Binh Duong and Nha Trang.

There are five key findings about customers: having a business, having a high income
but being unstable, being knowledgeable and professional. And the top three channel
media to be that key concerns are: social media (Facebook, Google), word-of-mouth

(WOM), news, and press.

The research findings serve as the foundation for proposing a Marketing communication

plan with three main projects: content partnership, Kol project, and testimonial clips.



TABLE OF CONTENTS

ACKNOWLEDGEMENT AND ENDORSEMENT --------mmnmmmmmmmm oo oo [
TABLE OF BUSINESS ASSESSMENT -------mmmmmmmm oo i
TABLE OF LECTURER ASSESSMENT -------mnmmmmmmm oo i
EXECUTIVE SUMMARY --nmmmm e e Iv
TABLE OF CONTENTS --m-mmmmmm e e e e oo e e e e e e Vv
LIST OF TABLES --=-=---eoe o e e oo vii
TABLE OF CHARTS ~-=-=-sommemem e e e oo e oo e viii
TABLE OF IMAGES -------mme oo e e e e e eeeeee IX
LIST OF ACRONYMS ---ommmmm oo oo e oo e e oo e X
INTRODUCT ION -o-mmmmmmmm e e oo oo e 1
Internship background----=-==========m=m s e e 1
Reasons for choosing a thesis tOPIC --=-===========mmmmm oo 1
Topic lIMitation ----------mme oo 1
Project Methodology: =--=-========m=smmme e e 2
Thesis JayOUt--=-=====nmmem e oo e e e 2
CHAPTER 1. COMPANY OVERVIEW ----m-mmmmmm oo 4
1.1. Establishment and development process ------=--=-==========m=emmmmmmmmmememeoo- 4
1.2.  Functions, responsibilities, organizational structure, and human resources
SItUALION ==-====mmmmmme e me e e oo e e e e e e e e e e e e 5
1.2.1.  FUNCHIONS =======mmmmmem e e e e e e e e e e e e e oo e e 5
1.2.2.  Responsibilities -----------=-mmmm oo )
1.2.3.  Company's organizational StruCture --------=--====-=mmemmmmmm oo 5
1.2.4.  HUMAN rESOUICE =======m=mmmmmm e e e oo 7
CHAPTER 2. PROBLEM ANALY SIS-------mmmmmmmm oo oo 13
2.1. Reasons to CNO0OSE PrOjJECt: ========mmmmmmmmm oo 13
2.2. Research objectiVes: -===-==-m==smmmmememm e meem e e e e 14
2.3. Research object and SCOPE: ===-==========mmmmmmmm oo 14
2.3.1. Research object: =--=-=s===ssmsomom oo e oo e 14

2.3.2. Research SCOpe: -=============smmmmmmemome oo m e e oo oo e e e e e e e 15



2.4. Project Methodology and Steps of Execution --------=-======-=mnmnmemmmmemeee- 15

2.4.1. Project Methodology: ---=--=-======mmmmmem oo 15
2.4.2. Steps Of EXECULION: -==-=mmmmmm s m e oo oo o e 15
2.5. Key Result (Quantitative research): -----=-==-=====mmmmmm oo 16
2.5.1. FINance Perception: =-------mmmmmmm oo oo oo o e e 16
2.5.2. The consumer profile, U&A, needs, and buying behavior expectations: --- 20
2.5.3. CONSUMEN PEIrSONA. ============mmmmm e e e oo 29
2.6. Key Result (Qualitative research): -=-=-=-========mmmmmmmm oo 31
2.6.1. CUStOMEr 1. ==-mmmmmmmmmm e e 31
2.6.2. CUSIOMBN 2. —mmmmmmmm oo oo o oo e e e 32
CHAPTER 3. RECOMMENDATIONS--------=-=mmmmmm oo 33
3.1, CoNCIUSION -==-m = m e e 33
3.2. RecomMmENdatioNs =-==========nsmmmm e oo e 35
3.2.1. Strategic Marketing Communication Plan ------------=--=-----mmmmmmm e 35
3.2.1.1. OVErVIeW Plan -=--mm-mmmm oo oo 35
3.2.1.2. Marketing ODJeCtiVES ------=--=nmmmmm oo oo 35
3.2.1.3. Marketing Key Results ---------=-==-mmmmmmm oo 36
3.2.1.4. Brand Strategy ---------=--=-=mmm oo 36
3.2.1.5. Target AUdIENCES -------=-mmmm oo oo oo 37
3.2.2. Highlight Project EXeCution -------==-==-mmmmm oo 38
3.2.2.1. Content Partnership =------=-==-=m-mmmm oo oo 38
3.2.2.2 KOL Project ----=--=mmmmmmmmm oo oo oo 39
3.2.2.3. Testimonnial ---------=-mmm oo 40
3.2.4, TIMElING --m-mmmm oo 42

REFERENCES -----rnmxnmsmmemmsmmsemmeme e ce e e 44



LIST OF TABLES

Table 1. Human resources situation of Homebase Management Vietnam Co., Ltd
Table 3.1. Brand Strategy

Table 3.2. Budget management

Table 3.3. Timeline



TABLE OF CHARTS

Chart 2.1. Close Lost Reasons

Chart 2.2. Do you research/research/use services in the field of providing
financial solutions such as loans, mortgages?

Chart 2.3. Have you researched/researched/used the following forms of loan?
Chart 2.4. Have you researched/researched/used the services of the following
financial support solution providers?

Chart 2.5. Why customer choose Homebase?

Chart 2.6. What purpose do you research/research/use financial support services
for?

Chart 2.7. Gender and Chart

2.8. Monthly Income

Chart 2.9. GDP per capita 2010 - 2020 Vietnam

Chart 2.10. Occupation and

Chart 2.11. Industry

Chart 2.12. Property Province Breakdown

Chart 2.13. How often have you researched/researched/used financial aid
services?

Chart 2.14. How long have you been researching/researching/using financial aid
services?

Chart 2.15. Top 3 important factors when choosing to use financial support
services

Chart 2.16. Source of information



TABLE OF IMAGES

Image 1.1. The organizational structure of Homebase Management Vietnam Co.,
Ltd

Image 2.1. Real estate investor persona

Image 2.2. Homeowner persona

Image 3.1. Overview plan

Image 3.2. Logo of Shark Tank, Happynest, Vietcetera and Homify

Image 3.3. KOL illustration



© N o g k~ WD PRE

LIST OF ACRONYMS

WOM: Word of mouth

U&A: Usage & Attitude
CEOQ: Chief Executive Officer
COO: Chief Operating Officer
CFO: Chief Finance Officer
OKR: Objective Key Result
Co.Ltd: Company Limited
F&B: Foob & Beverage



INTRODUCTION

Internship background

Not only during the difficult period of the COVID-19 epidemic, but many experts
believe that the use of technology in the real estate sector will be the trend in the future. Since
the outbreak of Covid 19, the majority of customers' home-buying experiences have begun to
go digital. Technology, it can be said, helps the real estate market move faster, improves the
customer experience, and provides real estate traders with more opportunities to grow. Many
countries around the world are developing real estate technology, and many experts believe that
the application of information technology in the real estate field will be the future trend, making
it easier to connect with customers. As a result, the author chose to intern at a Proptech company
as a Content Marketing Intern in order to develop skills in content writing for a specific industry
such as Proptech.

Reasons for choosing a thesis topic

Homebase is a startup, its market presence is limited. Along with the complexities of
Homebase's products, many customers have been perplexed by the company's service.
According to company data, two reasons customers do not choose Homebase that can

have an impact on marketing improvement are:

. Do not trust Homebase hold the title
. Mistaken Homebase with other service providers (unsecured loan,
agency)

And, in order to improve the preceding two reasons, it is now feasible and
necessary to develop a strategic communication plan to establish Unlock Equity product

positioning.

Topic limitation

Scope of time study: The study was carried out from August 8, 2022 to October
16, 2022.



Project Methodology:
Desk research: To get information about the competitive landscape of brands real
estate, mortgage, and loan, market report on trends in the real estate, finance industry.
Quantitative research: Online survey: n= 300.
Quialitative research: IDI: n=5.

Research flow:

> Screener, Pre-Concept Measures (Self-complete)
> Find out the consumer profile, perception, U&A, needs via an Online survey.

> Explore consumer expectations towards their buying behavior via an Online
survey.
> Deep understanding in IDI

Target respondents:

Male/Female.

Millenial (26-42 years old).

SEC A/B working.

Real estate investor and homeowner (minimum have 1 property).

For IDI: Those who have already been Homebase’s consumer (Closed-won)

Thesis layout

CHAPTER 1. COMPANY OVERVIEW
1.1. Establishment and development process

1.2.  Functions, responsibilities, organizational structure, and human resources

situation

CHAPTER 2. PROBLEM ANALYSIS
2.1. Reasons to choose project

2.2. Research objectives

2.3. Research object and scope
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2.4. Project Methodology and Steps of Execution
2.5. Key Result (Quantitative research)

2.6. Key Result (Qualitative research)
CHAPTER 3. RECOMMENDATIONS

3.1. Conclusion

3.2. Recommendations

3.2.3. Budget Management

3.2.4. Timeline
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CHAPTER 1. COMPANY OVERVIEW

1.1. Establishment and development process

Homebase was founded in 2019 in response to a shortage of financial alternatives
for housing in Vietnam due to high-interest rates and restrictive models. The company
is aimed at people with unstable incomes, sub-banks, and foreigners desiring to acquire
real estate in Vietnam. Homebase will work with customers to invest in various sorts of

real estate, including land, attached houses, and apartments.
Current business name: Homebase Management Vietnam Co., Ltd;
External name: Homebase Management Vietnam Company Limited,;
Short name: Homebase;
Scope: Real estate business, land use rights of owners, users, or tenants;
Homebase’s credibility:

. 25,000,000+ USD Cumulative Transaction Value
. 7,000,000+ USD Annualized Revenue
. 50,000,000+ USD Capital raised

. ~20 cities in Vietnam

Homebase was established in Singapore, proud to be the best project when
received 300,000 USD in capital contribution from Antler investment fund. Seeing the
potential for expansion in the Vietnamese market, Homebase began establishing its first
location in Ho Chi Minh City at the end of 2019. Homebase has reached numerous
milestones and remarkable growth figures over its four-year development journey. With
a rent-to-own concept that provides a straightforward financial solution for
homeownership, Homebase successfully received 5,000,000 USD in its first year from
VinaCapital Ventures, 1982 Ventures, Class 5 Global, and other investors. Not to be
outdone, Homebase continues to successfully raise 30,000,000 USD from a variety of
domestic and overseas investors in 2021. Y Combinator typically invests in the very first

corporation in Vietnam. Homebase's investors include Partech Partners, Europe's most
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prominent venture capital fund, Goodwater Capital, a Silicon Valley venture capital
firm, Ace & Company, Emles Advisors - Emles, and other investors. Homebase expands
to over 20 provinces in Vietnam and opens a second branch in Da Nang in 2022.
Moreover, Homebase was named the Proptech Company of the Year - Southeast Asia
at the Fintech Awards 2022 by Wealth & Finance International and one of the Top 10
Leading Emerging Giants by KPMG and HSBC.

1.2.  Functions, responsibilities, organizational structure, and human resources

situation

1.2.1. Functions

Homebase is a corporation that provides financial solutions for homeownership
through three primary products. The first is a rent-to-own product, Homebase Company,
which contributes cash and buys back properties at consumers' request while still
granting customers the opportunity to sublease and utilize the property for personal
purposes. The Company's second offering is a service that buys and disburses money
within 72 hours at a reduced rate for consumers with urgent housing needs. Finally,
Homebase provides rapid cash disbursements to customers with liquidity issues and

acute investment or housing demands.

1.2.2. Responsibilities

Homebase Company, with a big vision, seeks to grant ownership of 100,000
houses across Southeast Asia, achieving young people's desire for homeownership.
Furthermore, the products produced by Homebase Company are intended to introduce
innovative and flexible financial solutions to Vietnam and Southeast Asia, therefore

contributing to the building and growth of the Vietnamese financial market.

1.2.3. Company's organizational structure

Homebase Management Vietnam Co., Ltd.'s organizational structure is flat,
which is ideal for a startup with few workers. Simultaneously, the Company develops a
functional structure that allows personnel to be grouped by skill sets and functions,

allowing them to focus their collective power on completing their departmental duties.



6

Image 1.1. The organizational structure of Homebase Management Vietnam Co.,
Ltd
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(Source: Human Resources Department of Homebase Management Vietnam Co., Ltd.)

The firm structure is constructed on a functional model and is led by two
branches, the two founders of the company, the CEO, and the COO. Employees of the
departments are assigned jobs based on their capacity to concentrate primarily on their

expertise to address the challenges of each department.



Each quarter, the Company will design a strategy and shared objective, known as
OKR, with the CEO and COO implementing it initially at a high and broad level.
Following that, each department will execute its duties by the Company's functions and
general strategy, which must be authorized by the superior before being put into action.
From there, the personnel in the room will create OKRs for themselves, and the superiors
will approve them for the subordinates. Typically, this procedure occurs in the last two

weeks of the previous quarter and begins to deploy in the next quarter.

Individuals will undertake tasks relatively independently to fulfill their
obligations now that OKRs have been established. The role of the department head is
typically more about general planning and assigning corporate workers or trainees to
help and be in charge. Employees will be held accountable for completing and owning
their allocated tasks. Because the model is typically very flat, the relationship between
the boss and the employee is relatively close and may be readily reached. When there
are concerns to discuss, departments organize work together openly and directly. The
interchange of ideas across committees occurs regularly and is not restricted to improved

communication, both an advantage and a disadvantage for the company.

Communication amongst personnel in the department is simple and quick. It is
also simple to work directly between departments, which improves information
communication, but it creates a lot of confusion and disorder when there are no
communication regulations in place within departments. Since employees may contact

the CEO and COO directly, senior workers are sometimes overwhelmed with work.

1.2.4. Human resource

Homebase Management Vietnam Co.Ltd currently employs 130 people. The
number of employees is steadily increasing, keeping with the fast-growing and ever-
changing Startup Company model. The most important aspect is the increase in the
number of employees; additionally, the Company's personnel characteristics have

appropriate qualities for the Company's model and position. The advantage of being
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young (when the entire Homebase workforce is very energetic and young) helps the

Company develop quickly, with many innovative ideas—furthermore, the ability to

study and the advantage of a diverse range of nationalities and cultures. The personnel

situation is detailed in the table below.

Table 1. 1. Human resources situation of Homebase Management Vietnam Co.,

Ltd
2019 2020 2021
Propo ) ]
Amoun i Amoun| Proportilf Amoun| Proportio
rtion
t t on (% t n (%
) (%) (%)
Male 4 40 12 54,5 48 36,9
Gender
Female 6 60 10 45.5 82 63,1
18-30 8 80 16 72.7 103 79,2
Age 30-40 2 20 8 27,3 27 20,8
40 above 0 0 0 0 0 0
Standard|  University 8 80 14 63,6 114 87,7
of
. Postgradua
educatio : 2 20 8 36,4 16 12,3
n te
Labor 4 40 8 36,4 45 34,6
Contract ]
Apprentice 6 60 8 36,4 71 54,6
type
Advise 0 0 6 27,2 14 10,8
National Foreign 4 40 6 27,2 10 1,7
ity Vietnam 6 60 16 72,8 120 92,3
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Total | 10 | 100‘ 22 ‘ 100 ‘ 130 ‘ 100 |

(Source: Human Resources Department of Homebase Management Vietnam Co., Ltd.)

The above table shows that the company's personnel size has expanded rapidly
and significantly; there is significant differentiation between years, with the number of
employees nearly doubling between 2020 and 2021. This is reasonable for a start-up
company and follows the company's capital scale and revenue growth rate. The primary
reason for employee development is that the company is at a point when it has to expand
the number of transactions. According to the plan, it will require around 150 sales
workers to meet the goal by 2022. As a result, the company encourages sales employee
recruitment and organizes monthly sales training sessions. Currently, the company has
only reached more than half of the number of salespeople, therefore the number of
employees is expected to grow. Furthermore, other departments were expanded to meet
the demands of scale growth to synchronize with the sales department, but because they
were not as focused, they still faced a shortage of human resources, which should be

addressed to supplement.

In terms of human resources structure, the gender of human resources varies
yearly, although the number of female employees now outnumbers male employees.
Male personnel is frequently found in fundraising, operations, and technology
departments. Jobs need a high focus and logical thinking and are frequently physically
demanding. Meanwhile, female employees strongly emphasize accounting, sales, and
human resources departments. Accounting work generally involves attention to detail
and accuracy, while business and human resources frequently interact with people.
Employees must communicate with competence, delicacy, and compassion. Currently,
the gender ratio at Homebase is appropriate, and each department may function as much

as possible by its features.

At Homebase, everyone is young and highly young (under 40 years old). Because
the Company is in the field of real estate financing, one of the relatively new industries

in the Vietnam market in particular and Asia in general, a youthful human resource is
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required to stay up with the trend and be able to industry updates. Most of the Company's
employees are between 18 and 30, accounting for around 80% of the total number of
employees. Interns, regular workers, and lower-level supervisors are typically held by
highly young people. 20% of human resources between 30 and 40 hold important
positions in the Company's operating system, frequently as senior managers or directors.
There are currently no employees in the upper middle age group. This stems from the
fact that the Company tries to hire exceptional young employees at affordable prices;
most of them are students from top local universities in Vietnam, and the company
continues to focus primarily on hiring interns. With the current situation, Homebase's
human resources are typically youthful, dynamic, trend-aware, and continually striving
to develop innovations to lead the market. However, the fact that most of the human
resources are too young and are mainly interns makes the company prone to making
mistakes at work, particularly in the real estate sector with substantial transactions

requiring extensive industry knowledge.

Because all employees have undergraduate and graduate degrees, education is a
strong suit for the company. Almost 20% of all graduates are postgraduate graduates
and frequently work as department heads or leaders since they have high expertise and
specialized experience in the field and frequently have the capacity to counsel capable
of handling complicated company problems. Because of the characteristics of human
resources, the majority of them are incredibly young, therefore the majority of these
people only have university degrees. Furthermore, English proficiency is a strength
when all workers are above the basic communication level, with the majority speaking

fluent English and communicating with international leaders.

“The apprenticeship contract for the internship currently accounts for more than
50% of the contracts provided by the Company, followed by the labor contract at about
35% and a significant part is the contract of employment service. Most departments
recruit interns to help with their work, except human resources, marketing, and sales.
Because salespeople frequently change jobs, the employees chosen through the new
training program all signed an apprenticeship contract for the first time. Despite signing
an apprenticeship contract, the fundraising department frequently requires candidates

who have graduated and have 1-2 years of experience. Service contracts are typically
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applied to senior management positions when they only serve as advisors and part-time
employees at the company. Signing a service contract allows the company to save
money because they only have to pay them for the time they advise. Having too many
trainees is a future problem that must be addressed because trainees have a short
commitment, widdle experience, and require retraining. At the same time, the fact that

most senior managers do not work full-time makes it difficult to solve senior problems.”

Nationality diversity is a cultural aspect of the Homebase Company, as the
company employs a substantial number of people of foreign origin. Employees of
foreign nationality frequently hold senior management positions or graduate degrees,
have excellent capabilities and cross-cultural thinking, and work primarily in the
fundraising and technology departments, which require people with international
working experience, good foreign language skills, and high capacity. Priority is given
to Vietnamese employees to have a good perspective on the business and the domestic
market in the accounting and sales departments. The diversity of nationalities
contributes to the development of the company's culture in a more international and
professional direction, but it also serves as a barrier in recruiting because all workers

must have a baseline level of English communication.

The Company's salary policy is typically comparable to the market. Furthermore,
because it is in the real estate sector, the Company's bonus and commission rules for
sales representatives usually are well established but still lower than the industry
average; in exchange, the Company always pays employees a fixed salary (usually real
estate salespeople will not have a fixed salary). Because it is a start-up, the operating
time is short, thus the firm does not store money for compensation in cash, instead giving
employees company stock as a mechanism to convert to cash. This number of
alternatives is only applicable if the employee has been with the company for more than
a year and a half, and it is one of the most common forms in startups such as Grab and
Alibaba. Generally, when the company's size proliferates over time, its satisfaction also
grows, although this depends on the year's business performance and funding. Each
individual in the company is a critical part contributing to the company's development,
so the efforts of each individual will considerably impact the Company's outcomes,

consequently deciding the level of success, individual welfare, and advancement as a
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result, Homebase's startup model generates a strong incentive for employees to

contribute to the community.

In general, the Company's human resource situation has improved rapidly,
partially meeting set goals and personnel plans. However, the personnel growth rate
remains slow compared to the sales growth rate, and the total number of employees has
not yet reached the Company's human resource plan, requiring the HR department to

continue to search for and fill completed vacancies in accordance with the forecast plan
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CHAPTER 2. PROBLEM ANALYSIS

2.1. Reasons to choose project:

Vietnam's economy is undergoing significant fluctuations as a result of the global
economy's influence and the country's tense war situation. Bank interest rates will
skyrocket in 2022 as inflation rises. Demand for loans rises as a result of this difficulty,
but banks are unable to meet all current market demands. The government also
implemented policies to limit the capacity of real estate loans. Rising property prices in
cities, combined with a lack of financing options, mean that more people must postpone
purchasing their first homes unless they have family support or suffer losses in
continuing their business. Homebse adapted “rent-to-own,” a globally proven
homeownership model, to address common home-financing issues in Vietnam. This
model enables aspiring homeowners and investors who are unable to obtain a bank
mortgage to refinance. Its business model is similar to that of Divvy Homes and
ZeroDown in the United States, and leaders from both startups (Divvy Homes co-

founder Brian Ma and ZeroDown's former COO Troy Steckenrider) have invested in

Close Lost Reasons
. _______________]
High buy back price 20 product
Do not trust Homebase hold the titlc TEG_—_-__—— 2 m
Mistaken Homebase with other service I
providers (unsecured loan, agency)
High monthly payment/ Short tenure IG—_— product
Property with legal issue (dispute, no pink book) - E
W w28
Agricultural land/ Mixed land/ Zone planning s 2 W29
area product
Too high-valued property NN 2
gh-valded property product
Low LTV/ Not enough initial deposit Il product
-
Homebase took too long to respond m
[
Find duct t f
ind our product too confusing product m
High one-time paid fee (Application, Admin)
product
The product is complicated

Unfamiliar with our business model m
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(Source: Marketing Department of Homebase Management Vietnam Co., Ltd.)

Despite its effectiveness, this model is still relatively new to the Vietnamese
market. To comply with Vietnamese law, Homebase had to modify some features.
Furthermore, because Homebase is a startup, its market presence is limited. Along with
the complexities of Homebase's products, many customers have been perplexed by the
company's service. According to company data, two reasons customers do not choose
Homebase that can have an impact on marketing improvement are:

. Do not trust Homebase hold the title

. Mistaken Homebase with other service providers (unsecured loan, agency)

And, in order to improve the preceding two reasons, it is now feasible and
necessary to develop a strategic communication plan to establish Unlock Equity product

positioning.

2.2. Research objectives:

The project was completed with the stated set of goal “ Propose a strategic
marketing communication plan to establish Unlock Equity product positioning from
November 2022 to December 2022”. The component objectives to accomplish this are
as follows:

* Understand consumer perception about finance brands.

* Understand the consumer profile, U&A, needs, and expectations towards their

buying behavior.

* Build persona of real estate investor and homeowner who are open to using

Homebase service in the near future.

2.3. Research object and scope:

2.3.1. Research object:

Strategic marketing communication plan to establish Unlock Equity product

positioning from November 2022 to December 2022.
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2.3.2. Research scope:

Product line: Unlock Equity product line.
National: Vietnamese.

Geography: Vietnam.

Age: Millennial (26-42 years old).

SEC A/B working.

Timeline: From late September to early October.

2.4. Project Methodology and Steps of Execution

2.4.1. Project Methodology:

Desk research: To get information about the competitive landscape of brands real
estate, mortgage, and loan, market report on trends in the real estate, finance industry.

Quantitative research: Online survey: n= 300.

Qualitative research: IDI: n=5.

Research flow:

> Screener, Pre-Concept Measures (Self-complete)

> Find out the consumer profile, perception, U&A, needs via an Online survey.

> Explore consumer expectations towards their buying behavior via an Online
survey.

> Deep understanding in IDI

Target respondents:

Male/Female.

Millenial (26-42 years old).

SEC A/B working.

Real estate investor and homeowner (minimum have 1 property).

For IDI: Those who have already been Homebase’s consumer (Closed-won)

2.4.2. Steps of Execution:

Step 1: Identify the objects and research objectives
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Research objects: Strategic marketing communication plan to establish Unlock
Equity product positioning from November 2022 to December 2022.

Research objective:

Consumer perception about finance brands.

Understand the consumer profile, U&A, needs, and buying behavior expectations.

Build persona of real estate investors and homeowners who are open to using
Homebase services soon.

=> Propose a strategic marketing communication plan for Unlock Equity product
positioning.

Step 2: Collect the information

Some information to collect for the research paper:

Real estate market reports

News related to finance and real estate

Report on customer behavior to buy real estate

Reports related to loans

Primary data: Build a questionnaire

Secondary data: Internal data, internet, market research, press.

Step 3: Conduct a survey and interview

Step 4: Process data

Step 5: Research results

Analyze data and conduct a conclusion.

Step 6: Report the research results

2.5. Key Result (Quantitative research):

2.5.1. Finance perception:

Chart 2.2. Do you research/research/use services in the field of providing financial

solutions such as loans, mortgages?
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Explore Research Have already used

(Source: Research results)

According to the study's findings, 57.33% of 300 respondents said they had used
services such as mortgages or loans. Furthermore, 34.67% of respondents said they are
looking into loan and mortgage services. This demonstrates that mortgage and loan
services are extremely popular among the Millennial generation. Some of the remaining
divisions have also investigated or researched these services, showcasing that this

customer file has the potential to be exploited in the future.

Chart 2.3. Have you researched/researched/used the following forms of loan?

244 244
87
72
52
Secured Unsecured Installment Overdraft Quick Loans Others

Loans Loans Loans Loans

(Source: Research results)
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Following that, mortgage and unsecured loans are the most popular among
Millennials, accounting for 81.33% of total responses. Why are these two types of capital
popular among Millennials? The first is a mortgage loan, which is a loan secured by
assets and has a low interest rate and a high loan value. Customers frequently use
unsecured loan when they need a huge amount of money like home mortgage, car loan.
Unsecured loans, on the other hand, do not require you to mortgage your property, but
you will be charged a higher interest rate, the loan value cannot be too high, and to get
an unsecured loan, you must demonstrate stable cash flow to the lender. Student loans,
personal loans, and credit cards are common examples of an unsecured loan. Homebase's
Unlock Equity product works in the same way as a refinance; however, in order to be
supported, customers must own real estate and agree to temporarily transfer the title to
Homebase. A large number of Millennials are aware that getting a mortgage is a notable
metric. This could be because they are familiar with how it works, so Unlock Equity's
new business model can be communicated using a mortgage loan as an example to make

it easier for customers to understand and obtain messages.

Chart 2.4. Have you researched/researched/used the services of the following

financial support solution providers?

Bank Private Service Others

(Source: Research resuls)
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Chart 2.5. Why customer choose Homebase?

Why they choose Homebase
77% being rejected by Bank
» 41% Bank have no room
= 25% Bad Credit and Unstable Income
« 9% Bank don't support property
20% because of our Communication (LTV, Process)

(Source: Marketing Department of Homebase Management Vietham Co., Ltd)

According to the two charts above, banks are the most trusted service providers,
accounting for 89.33% of all respondents. Private financial service providers come in
second with 50.33%. It can be seen that when Millennials need to borrow money, the
bank is their TOM. However, the bank is currently running out of credit room. That
prompts well for private financial aid providers such as Homebase, where 77% of
customers choose Homebase after being rejected by their bank, 41% is due to the bank's
lack of room. Homebase played great during “Bank lockdown” period. This can be a
golden time for Homebase to do some growth hacks. Another thing to keep in mind is
that banks cannot assist customers who have a poor credit history or cannot prove a stable

income. But Homebase can get it; this is the key selling point, which should be

emphasized when communicating the message to Homebase’s audience.

Chart 2.6. What purpose do you research/research/use financial support services

for?
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126
82
49

Business Real Estate Investment House Improvement Others

(Source: Research resuls)

When asked why they were researching or using loan services, 42% of 300
respondents stated it was for business purposes. Despite the fact that all respondents own
at least one property, 27.33% want to continue investing in further properties, while
16.33% simply want to build or renovate their home. According to this information,

Homebase can act as a "Co-investor" in the customer's business or investment.

2.5.2. The consumer profile, U&A, needs, and buying behavior expectations:
e Customer demographic

Chart 2.7. Gender and Chart 2.8. Monthly Income
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Female @ Male

il l

(Source: Research resuls)

The customer is aged between the millennia of 26 and 42 (Millennial generation).

Men outnumber women, but the percentage difference between men and women is not
significant, at 58.33% & 41.67%, respectively demonstrating that finance is not overly
unequal or biased towards one gender. When designing content publications, you can
use male or female images, as well as family images. Surprisingly, 50.33% of those
polled have a monthly income of 100M USD or above. This is a high level of income
for Vietnamese people, as the annual per capita income of Vietnamese people in 2022

only reaches 3561 USD. Meanwhile, 50.33% of respondents have a monthly income that

Is greater than this estimate for one year.

Chart 2.9. GDP per capita 2010 - 2020 Vietnam
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GDP binh quan dau ngu®i 2010 - 2020 cda Viét Nam (USD)

3468 [l 3561
3257
2969
2748
2350
1562 i

2010 201 2013 2015 2016 2017 2018 2019 2020

(Source: Vietnamnet.vn)

Chart 2.10. Occupation and Chart 2.11. Industry
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31
27
25
23
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Business Busmess White Collar - Wh 19 Co!lar White Collar - Freelancer Shop Owner/ Independent Farmer Govermen( Waell- lvanl ing Others
Owner (10 or Owner (more  Manager vel Exxecutive Petty Trader Professionals Worker
less than 10 than 10

employees) employees)

Real Estate Manufacturing Construction — Beauty & Finance Hospitality Service Others
Fashion

(Source: Research resuls)
25.67% of respondents said they own a business, with the number of business
owners with more than 10 employees being 46% higher (23 people) than the
number of business owners with fewer than 10 employees. Office workers
received greatest weight, accounting for 104 respondents (34.67%), with
managers and C-level office workers accounting for 83 (79.8%) of the 104
participants. Having followed that, 27.67% of the total 300 respondents were
employed as freelancers, shop owners/petty traders, or independent professionals.
The industry formation of survey participants is 28.33% Real Estate, 29.33%
F&B, Manufacturing, Construction, and Beauty & Fashion. We can deduce from

these numbers that customers have the specific traits: They own their own
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businesses, earn a lot of money every month, and work in industries that
necessitate a significant amount of expertise and professional competence but
don't have a steady cash flow. In short, customers are professionals with extensive
experience and knowledge who require funds urgently in order to continue their
business or invest. They will appreciate simple solutions that require only one
party to collaborate in order to achieve a goal. When building a marketing
communication strategy, it is necessary to highlight some of the benefits that
Homebase can provide that banks cannot. For example, consultation with real
estate and finance specialists, a fast process, professionalism, and a one-stop

solution.

Chart 2.12. Property Province Breakdown

Property Province Breakdown
« 70% property from Southeast (HCM accounts for 78% property

in Southeast)

« Dak Lak & Lam Dong account for 90% property in Highlands

- Long An accounts for 60% property in Mekong River Delta

= Binh Thuan accounts for 22% property in South Central Coast

6 5 ) 5 5 6 i 8 \ B,
_ﬂ_-_-__j_ - ! m_ ‘ ! ‘ | _;_;_;_‘_
d N @ P D P o ® O s F O P e & &
PO _,§0f b°§ & & & W @00 S8 o ;Do@ £ (,o,eg c@“ PO 55\ & ‘;\*@ o) g)?*
< < %\0 @iﬁ‘ N N R € (bo\‘ \t‘i‘@ Q & @ &‘:a‘
South East Highlands Mekong River Delta South Central Coast

(Source: Marketing Department of Homebase Management Vietnam Co., Ltd)
Based on company's data, 70% of customers are concentrated in the Southeast
region, specifically in Ho Chi Minh City, which accounts for 78% of the
Southeast region. The second largest region, with 13% (18 respondents), was the
South Central Coast. This demonstrates the importance of concentrating the
message in the Southeast region, particularly in Ho Chi Minh City.

U&A

Chart 2.13. How often have you researched/researched/used financial aid

services?
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Every 3 months Every 6 months Every 1 year Every 2-3 years

(Source: Research resuls)

When asked how frequently participants researched or used loan services, 51%

of respondents said they studied or used loan services once every three months. And 33%

said they would learn or use financial services every six months. This demonstrates that

customer demand for financial support services has recently been very high. Enterprises'

business operations may be severely impacted by macroeconomic factors, such as the

COVID-19 epidemic, causing them to seek financial services in order to continue

business functions. Or, for some businesses, now is the opportunity to increase

investment and expand their business scale. This is also an excellent opportunity for
Homebase to promote the Unlock Equity product communication.

e Needs

Chart 2.14. How long have you been researching/researching/using financial aid
services?
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Below 1 month 1 — 3 months Above 3 months

(Source: Research resuls)

This chart clearly shows that the demand for loans is very high. When 82.33% of

respondents learned about or used loan services in the last three months. At the time,

demand was so high that banks ran out of room and were unable to meet it. This

demonstrates that now is the time for Homebase to increase its marketing budget in order
to raise brand awareness and attract potential customer.

e Buying behavior expectations

Chart 2.15. Top 3 important factors when choosing to use financial support

services
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Support Legal Disbursement Registration  Interest Rate Customer
Amount Time Procedure service

(Source: Research resuls)

When accessing a financial assistance service, respondents cited the value of
support, legal issues and disbursement time as the top 3 things they were most important
about. With 65% of respondents choosing support value, 56.67% choosing legal issues
and finally 51% choosing disbursement time. Through this result, we understand what
factors customers want about financial services, thereby giving priority to convey these
3 things in the upcoming communication plan. The direction for the main message is that

Homebase can support high value, clear legal documents and fast transaction times.

Chart 2.15. Key factors when choosing to use financial support services
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76
72
67
47
29

High Support  Transparent Fast time Simple Low Interest  High-quality
Amount legal problems disbursement  Registration Rate Customer
Procedure Service

(Source: Research resuls)

However, when asked what factors make you choose that financial assistance
service, many people choose the low interest rate, accounting for 25.33% of total
respondents. When comparing Homebase's cost of capital to that of the bank, it is clear
that Homebase cannot compete. As a direct consequence, the message should focus on
two factors with which Homebase can perform: disbursement time and legal

transparency.

Chart 2.16. Source of information
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30
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Website WOM News, Social Personal  Youtube Tiktok Others
Press Media financial Video Video
advice

service

(Source: Research resuls)

In addition, the following research findings will help you understand where the
customer communication channels are reaching. 55.67% of customers are aware of
financial services via digital channels such as websites and social media. Furthermore,
26.67% of respondents were introduced by friends and family (WOM). Besides, 30
people (10%) obtain information from the press and news channels. The social media
channel is the first thing to consider because it is where our customers are most active.
Next, because word of mouth is so important in the financial and real estate industries,
you should consider doing referral marketing. To find more leads, Homebase can

approach real estate agents, financial brokers, freelancers, or bankers.

2.5.3. Consumer persona:

e Real estate investor:
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Image 2.1. Real estate investor persona

Real Estate Investor @ oemographics

Age: 36 years old
Gender: Male
Occupation:

» Business Owner
Income:

» 125K USD yearly
Industry:

- RealEstate
City: HCMC
Marital status: Married.

© PROPERTY INVESTOR

Minh Luan (CON000035)
« 36yrs.old "
o e Personality

Extrovert
Risk taker
Flexible
Thinking
Optimistic

o Purchase Behaviour

Value:

Professional

One-stop solution.

High supported amount

Need:

Need money for a new portfolio, to rotate investment returns

° Behavioral Indentifiers

Frequently read the news and use Google Search for information.
Typically, the official website is the first place to look.

e Homeowner:
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Image 2.2. Homeowner persona

Homeowner 0 Demographics

Age: 32 years old
Gender: Female
Occupation:

» Level Manager - C Level
Income:

= 100K USD yearly
Industry:

: » Beauty & Fashion

o City: HOMC
« HCMC Marital status: Married.

o Personality

Extrovert
Risk taker
Flexible
Thinking
Optimistic

© MANAGER - C-LEVEL

Thuy Trang
« 32 yrs.old

o Purchase Behaviour

Value:

Fast process

High supported amount

Need:

Want to refinance her home to run business

° Behavioral Indentifiers

Frequently read the news and use social media
(especially Facebook)
More trust should be placed in friends and family.

2.6. Key Result (Qualitative research):

2.6.1. Customer 1:

Customer’s information:
1. Mrs. Oanh, Farm Owner, Binh Duong City
2. Total disbursement: $40K USD

3. Disbursement period: 7 days
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“My ability to establish my own duck farm was a significant point in my life as a
Vietnamese farmer in Bau Bang, Binh Duong Province. Homebase was efficient, quick
and transparent.”

Key findings:

1. She not only uses Homebase's services, but also the services of banks, to
enhance her cashflow.

2. Besides expanding the farm, she also uses the money to invest in real estate.

3. She likes Homebase because the property valuation process only has 1 person
come to her location. The process, unlike a bank, is not overly exposed to her neighbor.
She dislikes it when her neighbor gossip about her getting a loan.

4. She also wishes to make an investment in her children by purchasing land for

them.

2.6.2. Customer 2:

Customer’s information:

1. Mrs. Phuong, SME Business Owner (Psychology), Nha Trang City

2. Total disbursement: $50K USD

3. Disbursement period: 7 days

“Homebase has assisted me in refinancing my business while allowing me to
utilize the home. The disbursement process was efficient, straightforward, and
dramatically impacted my life.”

Key findings:

1. When she first saw the Homebase advertisement, she mistook Homebase’s
product and ignored it. When she was about to put her house up for sale, she kept seeing
Homebase ads and became interested in the services that Homebase provided. We should
keep showing up to remind customers of our presence. It took a long time for Homebase's
product to convert an audience into a client.

2. She uses Homebase's programs to invest in a traveler homestay business
besides her SME business.

3. She describes Homebase's solution as humane because the company always

prioritizes its customers' wishes.
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CHAPTER 3. RECOMMENDATIONS

3.1. Conclusion

The following key conclusions can be drawn from the main findings in Chapter
2. These findings will provide a strong foundation for recommending marketing
communication strategies.

1. Mortgages and loans are remarkably popular among Millennials, with 57.33%
claiming to have used mortgage or loan services. And 34.67% of respondents are
researching these services; this number of respondents requires loan services; Homebase
should target customers aged 26 to 42 who own at least one property. As a result, when
using Facebook ads, you should adjust your target customers to be in this age range, and
when conducting other marketing activities, keep in mind that the audience is
Millennials, who will have completely different interests, behaviors, and mindsets when
compare to Generation Z. When Millennials need to borrow money, the bank is their
TOM (89.33% resppondents). Banks cannot assist customers who have a poor credit
history or cannot prove a stable income. But Homebase can get it; this is the key selling
point, which should be emphasized when communicating the message to Homebase’s
audience. Homebase performed great during “Bank lockdown” period. They use

mortgage and loan services for two main reasons: business and real estate investment.

2. Customer profile: Between the ages of 22 and 46. Males make up 58.33% of
the demography, while females account 41.67%. They have a high monthly income but
are not stable. 50.33% of those polled have a monthly income of 100M USD or above.
The vast majority of clients are business owners or white collar workers at the managers
or higher level; their traits are professional and knowledgeable. Customers are

centralized in Southeast Asia, particularly in Ho Chi Minh City.

3. Customer demand for financial support services has recently been very high.
57.33% of 300 respondents said they had used services such as mortgages or loans.
Furthermore, 34.67% of respondents said they are looking into loan and mortgage
services. Enterprises' business operations may be severely impacted by macroeconomic

factors, such as the COVID-19 epidemic, causing them to seek financial services in order
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to continue business functions. When asked why they were researching or using loan
services, 42% of 300 respondents stated it was for business purposes. For some
businesses, now is the opportunity to increase investment and expand their business
scale. This is also an excellent opportunity for Homebase to promote the Unlock Equity

product communication.

4. Respondents cited the value of support, legal issues, and disbursement time as
the top three things they were most concerned about when seeking financial assistance.
With 65% of respondents choosing support value, 56.67% choosing legal issues and
finally 51% choosing disbursement time. The direction for the main message is that

Homebase can support high value, transparent legal documents and fast process.

5. Homebase can reach customer via Facebook, Google ads because that is where
customers are most active. The next channel is word of mouth. Lastly, Homebase can do
paid content partnership with third party like CafeF, CafelLand, Batdongsan.com,
Vietcetara,.... 55.67% of customers are aware of financial services via digital channels
such as websites and social media. Furthermore, 26.67% of respondents were introduced
by friends and family (WOM). Besides, 30 people (10%) obtain information from the

press and news channels.
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3.2. Recommendations
3.2.1. Strategic Marketing Communication Plan

3.2.1.1. Overview Plan

Image 3.1. Overview plan

close won i 40 deals by quarter (120bil)

Generate 5356 leads in target (26-42yrs)

(Objective) Define Homebase as a financial support solution that provides capital for customers to run a business and invest in based on their
Brand Strategy property.
(by advantage) by providing transparent and flexible process (supposed to be) the most transparent one

(scope) for SME business and early investors.

Business Objectives

Marketing Objectives

Brand Personalit
v Professional | Knowledgeable | Dynamic | Premium friendly

26 - 42yrs old | 58% Male & 42% Female | Business Owners, Early Investor, Professionals, Middle-managers
High-income people specializes in Real estate, Beauty & Fashion, Construction, Manufacturing

Those people who can not access to bank loan for nationality and unstable income

Mostly live in Southeast, especially in HCMC

Target audiences

Consumer Impressions High Support Amount, Fast , Simple Process, Transparent Fee, Privacy Security

Company: Grow sustainably to achieve profitability

Go: Maximize Brand Awareness Go: Establish Unlock Equity product Positioning

Reach 2,000,000 people in Top 3 CTs (online & offiine) 1. Sponsor 2 Proptech seminars
CPM 125,000d 2. Spread WOM by 5 testimonial clips
. Video views: 100K 3. Conduct 2 content partnerships
Engagement: 5K 4. KOL Project with 5 content outcomes
5. Facebook, Google ads

Marketing OKRs

Highlight Project "
1 Conduct 2 content partnerships

2. KOL Projects

3.2.1.2. Marketing Objectives

Because of the organizational structure of the company, the Marketing
department is responsible for identifying the number of potential customers for the sales
department to serve. As a result, the marketing communication plan must ensure that it
can reach a sufficient number of leads for the sales department while also addressing the
two issues mentioned previously:

« Do not trust Homebase hold the title

» Mistaken Homebase with other service providers (unsecured loan, agency)
As aresult, in addition to the goal of establishing Unlock Equity product positioning, the
plan will include two additional objectives: generate leads and maximize brand

awareness.
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3.2.1.3. Marketing Key Results

e Maximize Brand Awareness:
1. Reach: 2,000,000 (online & offline)
2. CPM: 125,000 VND
3. Video views: 100,000
4. Engagement: 5,000

e Establish Unlock Equity product Poisitioning
1. Sponsor 2 Proptech seminars
2. Spread WOM by 5 testimonial clips
3. Conduct 2 content partnerships
4. KOL project with 5 content outcomes
5

. Generate 6396 leads from Facebook and Google ads

3.2.1.4. Brand Strategy

(Objective) Define Homebase as the reliable consultant in financing solution in
real estate sector (by advantage) by providing transparent and flexible process (supposed

to be) the most transparent one (scope) for SME business and early investors.

Table 3.1. Brand Strategy

Brand Positioning The reliable financial consultant

Brand Image A mature, professional, modern man with
profound understanding in financing who
are always willing to support others to

make a good investment decision

Brand Value Homebase brings the best investment

opportunities to the customers
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Brand Visualization McKinsey & Company, We-economy
Forum
Brand Imagery - Function e Flexible

e Transparent
o Fast

e Simple

Brand Imagery - Emotion e Professional
e Knowledgeable
e Dynamic

e Premium friendly

3.2.1.5. Target Audiences

The quantitative research results from Chapter 2 have assisted me in identifying
more specifically and accurately about Homebase’s current target customers as follows:

*» Age range: 26 to 42 years old; 58% male, 42% female. There will be no gender
division.

* Mostly live in the Southeast, particularly in cities like Ho Chi Minh City.

* Be interested in financial services such as mortgages, loans, and banking; and ¢
Be interested in financial services such as mortgages, loans, and banking.

« Job titles include business owner, investor, specialist, and senior manager.

* A high monthly income of at least 50 million VND (mostly from 100 to 200
million VND)

* Industries include real estate, beauty and fashion, construction, and
manufacturing.

* Behaviour: Frequently uses social networks such as Facebook, searches for

information on the website, and frequently reads news and newspapers.
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Information about the identified target customer is used to help set up the plan's

advertising.
3.2.2. Highlight Project Execution

3.2.2.1. Content Partnership

Image 3.2. Logo of Shark Tank, Happynest, Vietcetera and Homify

happynést
SHORK Vietcetera.

llnll;nﬂ Mn% ‘qu‘l,

Issue:
e Low credit

e Too focus on performance

Insights:

e Content is a long-term strategic movement “Content is a king”

Objective: Build brand awareness through content
Key Results:
e 2 partnership successfully

e Engagement: 5000

Mechanism:

e Paid partnership with Shark Tank or Vietcetera, Happynest

Content Angles:

e Legal document, procedures
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e Real Estate Investment, Market, Trend

e Refinancing, mortgage, loan

Message:

“ Homebase helps you in refinancing your home. With up to 70% support value,
transaction time of 14 days, and legal advice support”

Authors recommend partnering with Vietcetera or Shark Tank because they have
Millennial audiences similar to Homebase's target customer. Homebase can collaborate
with editorials in the Personal Finance section using Vietcetera. Furthermore, Homebase
can collaborate with Happynest, a housing community built on a social networking
platform and e-commerce. There is a section on Happynest's website dedicated to real
estate experts and financial legal procedures. In the form of blog posts, Homebase can

collaborate and act as an expert to answer customer questions.

3.2.2.2 KOL Project

Image 3.3. KOL illustration

BOOKING
KOC TIKTOK 2022

Issue:
e Customer don’t trust Homebase to hold the title;
e Mistakenly us as other services;

e Unfamiliar with our business model
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Insights:
e Smartly use the community of followers of KOLs might increase Homebase

brand trust

Objective:
e Increase Homebase product awareness

e Build trust

Key Results:

e 5KOLs

e 60 Qualified Leads

e 50K total reach on Youtube views
Mechanism: 01 initial flat rate + 0.3% bonus pay per qualified leads
Content angles:

« Youtube products promotion video (Unlock Equity)

Message:

“Homebase as a financial support solution that provides capital for customers to
run a business and invest in based on their property”

KOLs are an effective channel for increasing brand awareness. To reach the right
KOL group, it is necessary to filter out the KOLs with the right audience file and interests
that match the field Homebase serves. When partnering with a KOL, Homebase will pay
more for qualified leads in addition to fees based on the content they produce. Partnering
with KOLs enables Homebase to maximize the use of content produced on other

platforms such as Homebase's official website, Facebook, Youtube, and Tiktok.

3.2.2.3. Testimonnial

Since 26.67% of respondents said they get information from others their friends
and family. WOM is considered to be one of the highest quality marketing channels. To
increase Homebase's trust, the author proposes contacting 5 customers and filming a
series called "Dedication for Customers."

Issue:

e Customer don’t trust Homebase to hold the title;
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Mistakenly us as other services;

e Unfamiliar with our business model

Insights:

e WOM is one of the best marketing channel

Objective:
e Be more credibility
e Build trust

Key Results:

e 5 video interview clips with customer

Mechanism:
e Contact Sale team to collect customer information.
e Set schedule for shooting days after customer confirmed.
e Publish on Youtube, Facebook, Tiktok.

Content angles:

o Testimonial
o Review
« Customer insight

Message:

“Every happy story at Homebase is the result of a collaborative effort. We also
pursue the philosophy of “striving for customers."

Homebase is always there to help you with quick, superior, and substainable
financial solutions for a more complete life.”

3.2.3. Budget Management
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Table 3.2. Budget management

Item Platform Key Metrics CPL KPI Q4 Investment ($) | Allocation % | Group Allocation %

Facebook Leads 4 5,460 19,110 45%

Performance 63%
Google Leads* 8 936 7,488 18%
Local Ad Network Leads 9 936 7956 19%

Branding B2B event/ Activation Leads* 15 312 4,680 1% 37%
KOL/ Partnership/ Content Leads* 20 156 3,120 7%

Total 5 7,800 42 354 100% 100%

Budget overview, the author will recommend based on the Marketing team's
budget in Q4/2022. And the main metric used to calculate the cost is the number of leads.
The budget will be split into two parts: performance and branding. Performance
indicators, on the other hand, will be prioritized, with an increase in conversion actions
to provide metrics to help measure revenue.

1. Facebook and Google will be used for performance. To calculate the budget,
the author used the cost per lead. The Performance section will consume 63% of the
Marketing budget.

2. Branding: The cost per lead will be higher, accounting for the remaining 37%
of the budget.

3.2.4. Timeline
Table 3.3. Timeline
Month November/2022 December/2022
Week Week 1 Week 2 Week 3 Week 4 Week 1 Week 2 Week 3 Week 4
KOL 1st content 2nd content 3rd content 4th content
Sponsor webinar 1st webinar 2nd webinar
Testimonial clip st clip 2nd clip 3rd clip 4th clip 5th clip
o . Happynest Vietcetera/
arnership PRy Shark Tank
Facebook, Google
Ads
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CONCLUSION

Topic " Propose a strategic marketing communication plan to establish
Unlock Equity product positioning from November 2022 to December 2022”.
The thesis's research objectives are " Understand consumer perception about
finance brands”, “Understand the consumer profile, U&A, needs, and
expectations towards their buying behavior” and " Build persona of real estate
investor and homeowner who are open to using Homebase service in the near
future " From there, the author has a theoretical and practical foundation to
propose a a strategic marketing communication plan to establish Unlock Equity
product positioning.

In order to better define the target customers that Homebase needs to
target, the author conducted quantitative and qualitative research. From there,
learn more about customers' needs and expectations when using financial support
solutions. Also, learn which communication channels your customers prefer. To
summarize, in order to propose a highly executable plan, it is necessary to first
identify the right customer, then the key factors that influence the customer's
decision to use the service, and finally to address where to deliver the message to

achieve maximum efficiency.
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Appendix 1. Internship diary

Bai hec rat ra

Thoi gian Noi dung cong viéc Keét d?lliidat (kién thl’rc,dlg nang, thai
Tuan 1: tir ngay 08/08/2022 dén ngay 12/08/2022 '
1. Tham gia cuoc 1. Hoan 1. Kién thic:
hop Weekly thanh cac Nganh bét dong
Team Meeting checklist san, cong ty
mai sang thir 2 cung Homebase, san
cta cong ty dé buddy. pham cua cong
gidi thiéu ban 2. Hoan ty, cdu trac team
than vai toan thanh Marketing va
cong ty. onboarding Brand guideline.
2. Gap go ban cung 2. Ky nang: Giao
buddy, thuc hién Manager tiép, tim kiém
The 2 cac checklist 3. Hoan théng tin
trong tai li¢u thanh 3. Thai do: bang
(08/08//2022) Onboarding cua 100% xem gio, hoa dong va
cong ty. cac tai trung thuec.
3. Gap gd va thuc liéu, video
hién onboarding training.

cung Marketing
Manager, gidi
thiéu véi team
Marketing.

4. Xem tai liéu,
video training cho
ngudi mai trong

Onboarding.




. Tiép tuc xem tiép . bat 9/10 1. Ky nang:
tai liéu vé cong diém Networking,
ty, san pham. Product nghién ctau, giao
. Lam quen vai cac Quiz, du tiép.
thanh vién khac, diém yéu . Thai d6: chu
Thi 3 phong ban khac. Cau. dong, nang nd.
(09/08//2022) . Thyc hi¢n . File trinh
Product Quiz bay so bd
cung Manager. vé tinh
. banh gia va xem hinh hién
phan Website tai cua
Blog cua cong ty Blog
hién tal.
. Panh gid so bo . Checklist . Kién thic:
cac bai Blog hién cac diéu Webflow.
tai ¢a chuan SEO can luu y . K¥ nang: Trinh
chua. khi viét bay, dé xuét
Thi . Trinh t?éy dé xuat Blog chién lugc.
thay doi format chuan
(10/08//2022) _
val Manager. SEO.
. Tim hiéu . Cac dé
Webflow dé truy Xuat duoc
cap CMS cua théng qua.
cong ty. . batruy
cap duoc

CMS.




Thi 5
(11/08//2022)

1. Tao file tong hop

Blog dé theo doi
va chinh stra noi
dung cho phhuf
hop véi san pham

maoi.

. Tham gia meeting

vai team Product
dé cap nhat va
kiém tra noi dung

Blog.

1. Hoan
thanh file
tracking
Website
Blog.

2. Kiémtra
va phan
chia cac
Blog theo
muc.

3. Chinh stra
noi dung 2
bai.

1. Kién thuc: cac tur

ngtr chuyén
nganh nhu: chi
s6 tang gia, CAC
loai dat, cac loai

phi, hop dong, ...

. Ky nang:

Teamwork.

. Thai do: Lubn

san sang hoc hoi.




. Lan dau tham gia

Weekly Marketing
Team sync quan

sat va bao cao

1. Bao cao cong
viéc, hiéu
agenda cua budi

hop, can chuan

1. Kién thuc:

Hiéu rd hon
vé cong ty,

cac cuoc hop

cong viéc. bi gi trwdc budi hang tuan.
. Lan dau tham gia hop. . Ky nang:
budi Retrospective 2. Hiéu budi bao c4o,
Thir 6 cua Marketing, Retrospective thuyét trinh,
(12/08//2022) duoc phan lam phuc vu muc ghi chu.
note-taker. dich gi, tham gia
. Tiép tuc chinh thao luan giai
sura, cap nhat phap cho cac
Blog. van dé, diéu
chua tot duoc
néu Ién.
3. Hoan thanh
chinh sua 3
Blog.
Tuan 2: tir ngay 15/08/2022 dén ngay 19/08/2022
1. Tham gia Weekly 1. Hoan thanh lap . Kién thic:
Team Meeting. OKR quy 3 va OKR, cac
. Tham gia training duogc thdng qua. thuat ngtr tai
vé OKR, tu lap 2. Blog cii duogc chinh,
Thir 2 OKR quy 3 cho duyét va dang Jira,...
(15/08/2022) minh dua trén bai trén Website. . Ky nang: tu
objective ctaa cong 3. Lap OKR trén hoc hoi va
ty. Sau d6 dé hé thdng cong chu dong.
Manager ty.

feedback.




. Tham gia

Marketing/Product
Content meeting
dé review Blog da

viét.

. Tim hiéu hé théng

Jira va OKR cua

cong ty.

. Tiép tuc chinh sta

4. Hoan thanh
chinh stra 3

Blog.

Thi 3
(16/08/2022)

cho team
Marketing, nhiém
vu team Content,

Marketing value.

. Chuéan bj slide

trinh bay Website
Performance bang
cac chi s trén
Ahrefs cho

Manager.

. Tham gia meeting

1:1 v6i Manager
dé chia sé dinh

hudng ban than.

. Tiép tuc chinh sta

Blog

nhan 1an team.
2. Hoan thanh slide

trinh bay

Website

Performance

Blog.

. Tham gia 1. Hiéu duoc dinh 1. Thai do:
Marketing Team hudéng mdi, Tinh than
Meeting dé cap nhiém vu va ownership
nhat direction mai bam sat OKR ca duoc tao nén

tu 3 gia tri
result-
oriented,
independent
thinking,

professional.




. Tham gia Daiy . Hoan thanh trinh 1. Ky nang
Standup bao cao bay Website thuyét trinh,
dua trén OKR Performance. bao cao
daily execution. . Hoan thanh 2. Kién thuc:
. Trinh bay Website dang 1 cach quan ly
Thir 4 Performance. Facebook social trang
(17/08/2022) . Tiép tuc chinh sta post. Facebook,
Blog . Hoan thanh cac chi sb
. Viét va thiét ké chinh stra 1 Blog cua post, ...
anh bai social post
cho trang
Facebook
. Tham gia Daiy . Hoan thanh trinh 1. Kién thic:
Standup bao cao bay SEO Facebook
dua trén OKR technical. Ads.
daily execution. . Hoan thanh 2. Ky nang:
. Tham gia dang 1 quan ly thoi
Company-wide Facebook social gian
Metric Review. post.
. Trinh bay mot s6 . Hoan thanh
Thi 5 15i vé mat SEO chinh sira 1 Blog
(18/08/2022) technical cia . Hiéu vé mat

Website cho

Manager.

. Viét va thiét ké

anh bai social post
cho trang

Facebook

. Tiép tuc chinh sta

Blog

technical dé

chay Traffic Ads




6. Tham gia training

Traffic Facebook
Ads

Thir 6
(19/08/2022)

. Tham gia Weekly

Marketing Team
sync bao cao cong

Viéc.

. Viét va thiét ké

anh bai social post
cho trang

Facebook

. Tiép tuc chinh sira

Blog

. Nghién cuu cac

bao c4o bat dong
san vé nhu cau,
lap ké hoach
Newsletter Email

Marketing.

. Tham gia budi

Retrospective cia

Marketing

1. Hoan thanh

dang 1
Facebook social

post.

. Hoan thanh

chinh stra 1 Blog

. Tong hop cac

bao cao thi
truong, tao dugc
framework cho

ké hoach.

1. Kién thuc:
tin tic, nhu
cau cua thi
trudng bat
dong san.

2. Ky nang:
nghién cuu,
téng hop
théng tin va

1én ké hoach




Tuan 3: tir ngay 22/08/2022 dén ngay 26/08/2022

1. Tham gia Weekly 1. Hoan thanh 1. Kién thic:
Team Meeting dang 1 Email

2. Tham gia Facebook social Marketing,
Marketing/Product post. cong cu
Content meeting . Hoan thanh Hubspot,
dé review Blog di chinh stra 1 Blog Google
Viét. . Patruy cap Analytics va

3. Tiép tuc chinh sira thanh cong cac Google
Blog hé théng, cong Search

4. Trinh bay ké cu tracking chi Console
hoach Email $6. . Ky nang:

Thir 2 o
Marketing lan Lam quen
(22/08/2022) . _

dau, duoc nhanh véi

feedback va can
chinh sua.

Truy cap hé thong
Hubspot, Google
Analytics va
Google Search
Console dé bat
dau tracking cac

chi sd.

C4C nén tang

cong nghé.




Thi 3
(23/08/2022)

. Tham gia Daiy

Standup bao
cao dua trén
OKR daily

execution.

. Tiép tuc chinh

sua Blog.

. Tham gia

training
Facebook Ads
va nhan task
viét copyright
va brief hinh

anh.

. Viét va thiét ké

anh bai social
post cho trang

Facebook.

. Trinh bay ké

hoach Email
Marketing lan
thir hai.

. Hoan thanh

dang 1
Facebook social

post.

. Hoan thanh

chinh stra 1

Blog.

. Hoan thanh task

Facebook Ads.

. Ké hoach Email

Marketing dugc
théng qua.

1. Ky nang:
Sang tao, Ién
ké hoach co
chién luoc

hon.




1. Tham gia Daiy 1. Hoan 1. Ky ning: Ap
Standup bao thanh dung tu duy
cao dua trén chinh stra sang tao vao
OKR daily 1 Blog. Ads,
execution. 2. Hoan collaboration
2. Tiép tuc chinh thanh 3
sua Blog. Creative
3. Lam viéc vai Ads va set
Thir 4 Graphic design up Ads
(24/08/2022) dé ra duoc thanh
thiét ké cho cong.
Ads. 3. Hoan
4. Setup thanh tai
Facebook Ads khoan
5. Tim hiéu, set Mailchimp
up tai khoan cong ty.
Mailchimp
. Tham gia Daiy 1. Hoan thanh 1. KV nang:
Standup bao cao chinh stra 1 Soan, trinh
dua trén OKR Blog. bay va thiét
daily execution. 2. Hoan thanh ké email.
. Tiép tuc chinh stra template cho
Thi 5 .
Blog. Newsletter dau
(25/08/2022) _ _
. Tham gia tién.

Marketing/Product
Content meeting
dé review Blog di

viét.




. Tao template

Newsletter dau

tién.

. Tham gia Weekly 1. Hoan thanh 1. K¥ nang:
Marketing Team chinh sua 1 dich thuat,
sync bao cao cong Blog. ngbn ngir
Viéc. 2. Hoan thanh 2
. Tham gia budi Blog tiéng anh.
Thi 6 Retrospective cia 3. Gui Content
Marketing. Parnership thanh
(26/08/2022) . Tiép tuc chinh sira cong.
Blog.
. Chuan bi Blog
tiéng anh giri cho
VNInsider.
Tuan 4: tir ngay 29/08/2022 dén ngay 02/09/2022
1. Tham gia Weekly 1. Guri Newsletter 1. Kién thic:
Team Meeting. dau tién thanh Céch set up
2. Set up campaign cong. campaign
Newsletter dau 2. Hoan thanh Mailchimp.
Thir 2 tién. agenda cho budi 2. K§ nang:
(29/08/2022) . Host bubi hop hop Content Lanh dao va
Content Sync dé Sync. thuyét trinh.

set up agenda

. Tham gia

Marketing/Product

3. Hoan thanh
chinh sua 1 Blog




Content meeting
dé review Blog da

viét.

. Brainstorming cho

Creative Ad tiép
theo.

. Tiép tuc chinh sta

4. Brainstorm
thanh cong 4

ideas

Blog

. Tham gia Daiy 1. Hoan thanh 1. Kién thic:
Standup bao cao chinh stra 1 KOL,
dua trén OKR Blog. insight cac
daily execution. 2. Hoan thanh 4 nén tang

. Lam viéc voi thiét ké cho Ads Youtube,
Graphic Design dé Tiktok.

Thir 3 s
thict ke Ads.
(30/08/2022) .

. Tiép tuc chinh stra
Blog.

. Tham gia buoi
hop Project KOL
kick-off

. Tham gia Daiy 1. Hoan thanh 1. Thai dg: Hoc
Standup bao cao chinh stra 1 hai, tich cuc.
dua trén OKR Blog.

Tha 4 _ _
daily execution. 2. Hoan thanh
(31/08/2022)

. Tiép tuc chinh stra

Blog.

template
Newsletter thir

hai.




3. Tao template
Newsletter tha
hai.
Thie 5 Nghi 1€ Qudc Khanh N/A N/A
(01/09/2022)
Thie 6 Nghi I Quoc Khanh N/A N/A
(02/09/2022)

) ~Baihgcratra
Thoi gian Noi dung cong viéc | Ket qua dat dwoc (kien thuce, ky nang, thai

Tuén 1: tir ngay 05/09/2022 dén ngay 09/09/2022 )

5. Tham gia 4. Hoan thanh 4. Kién thuc: Tin tac
cuoc hop chinh sua 1 nganh bat dong san.
Weekly Team Blog. 5. K§ ning: Giao tiép,
Meeting moi 5. Hoan thanh tim kiém thong tin,
sang thu 2 template Brainstorming

] cua cong ty. Newsletter. 6. Thai do: bung gio,
Thir2 6. Chinh stra 6. Hoan thanh hoa dong va trung
(05/09//2022) _

Blog. muc tiéu cua thuec.

7. Chuan bi budi
template cho Brainstorming.
Newsletter
thu 3

8. Tham gia

Brainstorming




cung team

Marketing.
6. Tham gia 3. Hoan thanh 3. Ky nang:
Daiy chinh sua 1 Networking, nghién
Standup Blog. ctiu, giao tiép.
bao cao . Hoan thanh . Thai d6: chu dong,
dua trén giri chién dich nang no.
OKR daily Newsletter dau
Thir 3 _ _
execution. tién.
(06/09//2022) _,
7. Tiep tuc
chinh sua
Blog.
8. Gui chién
dich
Newsletter
lan dau.
Cung anh . Hoan thanh . Kién thuc: Insight
Manager va budi quay cta khach hang khi
anh thuc tap dang nhu du chon Homebase.
sinh Video Kién. . K¥ niang: Phong
Thu 4 _ C . g
Production . Hoan thanh van, giao tiep.
(07/09/12022) _ .
thyc hién thu thap y kién
quay tu khach hang.
testimonial
khach hang
tai Binh

Duong.




Thi 5
(08/09//2022)

3. Tao file tong

hop Blog dé
theo doi va
chinh stra noi
dung cho phu
hop vai san

pham mai.

. Tham gia

meeting vai
team Product
dé cap nhat va
kiém tra noi

dung Blog.

. Hoan thanh

file tracking

Website Blog.

. Kiémtrava

phan chia cac
Blog theo

muc.

. Chinh stra noi

dung 2 bai.

4. Kién thuc: cac tir
ngir chuyén nganh
nhu: chi s6 ting
gi4, cac loai dat,
cac loai phi, hop
dodng,...

5. K¥ nang:
Teamwork.

6. Thai d6: Lubn san

sang hoc hoi.




Bai hoc rut ra

Thoigian | Néidung cong viéc | Két qua dat dwoc | (Kién thic, Ky ning, thai
Tuan 1: tir ngay 03/10/2022 dén ngay 07/10/2022 )
9. Tham gia 7. Hoan thanh 7. Kién thic: Tin tic
cude hop chinh stra 1 nganh bat dong
Weekly Team Blog. san.
Meeting mdi 8. Hoan thanh 8. K¥ ning: Giao tiép,
sang thir 2 cua template tim kiém théng tin,
cong ty. Newsletter. Brainstorming
10. Chinh stra 9. Hoan thanh 9. Thai dg: bung gio,
Thir 2 Blog. muc tiéu cua hoa ddng va trung
(03/10//2022) 11.Chuan bi buoi thuc.
template cho Brainstorming.
Newsletter
tha 5
12. Tham gia
Brainstorming
cho quang cao
cung team
Marketing.
9. Tham gia 5. Hoan thanh 5. Ky ndng:
Daiy chinh stra 1 Networking,
Standup Blog. nghién cuu, giao
Thir 3 bao cao 6. Hoan thanh tiép.

(04/10/2022) dua trén gui chién dich 6. Thai do: cha dong,
OKR daily Newsletter dau nang no.
execution. tién.

10. Tiép tuc
chinh sura

Blog.




11. Gui chién

dich

Newsletter

lan dau.
Cung anh . Hoan thanh . Kién thtic: Insight
Manager va budi quay cua khach hang khi
anh thuc tap ding nhu du chon Homebase.

Thir 4 sinh Video Kién. . K¥ niang: Phong
(05/10//2022) Production . Hoan thanh van, giao tiép.

thuc hién thu thap y kién
quay tu khach hang.
testimonial
khach hang tai
Binh Duong.

. Tao file tong . Hoan thanh . Kién thtc: cac tur
hop Blog dé file tracking ngtr chuyén nganh
theo dai va Website Blog. nhu: chi 6 ting
chinh sta noi . Kiém trava gia, cac loai dat,
dung cho phu phan chia cac cac loai phi, hop

The & hQP VG san Blog theo dong,...
pham mai. muc. . Ky néang:
(06/10/2022) . Tham gia . Chinh stra noi Teamwork.
meeting voi dung 2 bai. . Théi do: Ludn sén

team Product
dé cap nhat va
kiém tra noi

dung Blog.

sang hoc hoi.




4. Tham gia Weekly 1. Hoan 3. Kién thuc: Kién
Marketing Team thanh dang thirc vé thé chap,
sync bao c4ao cong 1 s6 do, ...
Viéc. Facebook 4. Ky nang: bao cao,

5. Viét va thiét ké social post. thuyét trinh, ghi
anh bai social post . Hoan chu, nghién ctru

Thir 6 cho trang thanh
(07/10//2022) Facebook chinh stra

6. Tiép tuc chinh sira 1 Blog
Blog . Tong hop

7. Nghién ctru cac cac bao
bao c4o bat dong c4o thi
san truong.

8. Tham gia budi
Retrospective cua
Marketing

Tuan 2: tir ngay 10/10/2022 dén ngay 14/10/2022

6. Tham gia Weekly 5. Hoan 3. Kién thuc: phap Iy
Team Meeting. thanh lién quan dén san

7. Tham gia chinh stra pham cua cong ty.
Marketing/Product 3 Blog. 4. KV nang: tu hoc
Content meeting . Hoan hoi va chu dong.

Thir 2 dé review Blog di thanh
(10/10/2022) viét. chuan bi

8. Tiép tuc chinh sira noi dung
Blog. Newsletter.

9. Chuan bi ndi dung

cho Newsletter tha
2.




. Tham gia meeting . Hoan 2. Kién thuc:
1:1 v6i Manager thanh Optimize ads, cac
dé chia sé dinh chinh stra chi s can theo dai
hudng ban than. 1 Blog. cua ads.
. Tiép tuc chinh sta . Hoan . K¥ ning: thuyét
Blog. thanh guri trinh la can thiét
Thir 3 . Gui chién dich thanh cong dé phat trién tiép
(11/10/2022) Newsletter thir hai chién dich theo.
. Theo doi ads da Newsletter
chay va optimize. thir hal.
. Theo doi
ads va bao
cao cho
Manager
. Tham gia Daiy . Hoan . K3 ning thuyét
Standup bao cao thanh ho trinh, bao cao, lam
dua trén OKR tro quay viéc nhom
daily execution. hinh. . Kién thtc: cach
. H0 tro quay Tiktok . Hoan quan ly trang
The 4 vio!eo thanh dang F?cebook, cac chi
. Tiép tuc chinh stra 1 SO cua post,...
(12/10/2022)
Blog Facebook
. Viét va thiét ké social post.
anh bai social post . Hoan
cho trang thanh
Facebook chinh sura

1 Blog




. Tham gia Daiy . Hoan 3. Kién thuc:
Standup bao cao thanh dang Facebook Ads,
dua trén OKR 1 cach viét tieu
daily execution. Facebook ds,...

. Tham gia social post. 4. Ky nang: quan ly

Tha & ComPany-Wlde : H(?én thoi gian
(13/1012022) Metri ? Rewevy. thanh
. Sua 161 meta title chinh sua
cho website. 1 Blog
. Hoan
thanh 50
meta title
can sta.

. Tham gia Weekly . Hoan 3. Kién thic: tin tuc,
Marketing Team thanh dang nhu cau cua thi
sync bao cao cong 1 truong bat dong
Viéc. Facebook san.

. Viét va thiét ké social post. 4. K¥ ning: nghién
anh bai social post . Hoan ctiu, tong hop
cho trang thanh thong tin va 1én ké

Thw 6 Facebook. chinh stra hoach
(14/10/2022) . Tiép tuc chinh sta 1 Blog
Blog. . Téng hop

. Nghién curu cac tin cac bao
tarc nganh bat dong c4o thi
san. truong.

10. Tham gia buoi

Retrospective cua

Marketing.
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Appendix 3. Quantitative Survey Questionnaire

Number Question

1 Please indicate your age?

2 How many real estate do you own?

3 Please indicate your gender?

4 What is your occupation?

5 How much is your monthly income?

6 What is the field or industry you are participating in?

7 Do you research/research/use services in the field of providing
financial solutions such as loans, mortgages?

8 Have you researched/researched/used the following forms of loan?

9 Have you researched/researched/used the services of the following
financial support solution providers?

10 How long have you been researching/researching/using financial aid

services?




11 How often have you researched/researched/used financial aid
services?

12 What purpose do you research/research/use financial support
services for?

13 For you, when choosing to use financial support services, what is the
most important factor? (Please choose the top 3 most important
factors)

14 For the financial service you are learning/researching/using, which
of the following factors makes you choose that service?

14 Do you research/research/know about financial solution providers?




Appendix 4. Qualitative Survey Questionnaire

Number Question

1 Do you often use financial services such as loans, mortgages?

2 What do you expect when using financial support services?

3 What elements of the Unlock Equity service meet your expectations?
4 What do you usually dislike about Unlock Equity?

5 How does Unlock Equity service help you solve problems?

6 What do you use Unlock Equity service for?

7 What factors in Unlock Equity service make you achieve this goal?

8 What communication channels are you interacting with?

9 Where do you usually see Homebase's media campaigns?

10 On which channels do you usually interact with Hombase services?

11 What do you remember most about these media campaigns?

12 What types of content messages have you been impressed with in

Homebase's media campaigns?




Appendix 5. Data and evidence of survey
Link:

https://drive.google.com/drive/folders/ImgYXgkKS1GyS4sYq 320fPxwY4IS9ym5?usp=sharing



https://drive.google.com/drive/folders/1mgYXgkKS1GyS4sYq_320fPxwY4lS9ym5?usp=sharing




