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ĐỐT CHÁY LÀ GÌ?

Trọng tâm của mô-đun này là xác định các động lực
kinh doanh, các mục tiêu truyền thông chính và KPIs



MỤC TIÊU & OUTPUT

Phân tích:



PHƯƠNG TRÌNH ĐỐT CHÁY
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PHÂN TÍCH BRIEF

AI LÀ MỤC TIÊU?

Khách hàng?

Người mua?

Người ảnh hưởng?



THIẾT LẬP MỤC TIÊU TRUYỀN THÔNG

General target

Measurement target

Planning target



VÍ DỤ

Mục tiêu lập kế hoạch thương hiệu:

“Những chàng trai trẻ hiện đại, sành điệu đang tìm kiếm lợi thế

trong trò chơi hẹn hò.”

Mục tiêu lập kế hoạch truyền thông:

Hồ sơ về “Những người đàn ông trẻ trung, đương đại” dựa trên

việc sử dụng các sản phẩm hiện đại, thú vị.

Mục tiêu đo lường phương tiện:

Nhân khẩu học đơn giản như “nam giới từ 18-24 tuổi



MỤC TIÊU TRUYỀN THÔNG

Lập kế hoạch đối tượng truyền thông ngày nay dựa trên phạm vi tiếp cận của các phương tiện

truyền thông trong quá khứ.



MỤC TIÊU TRUYỀN THÔG



THẢO LUẬN NHÓM

Trạng thái thương hiệu của bạn là gì? (Product cycle, …)

Mục tiêu mua của khách hàng là gì?

Mục tiêu truyền thông chính?



Trong trường hợp khách hàng hiện tại, hãy luôn kiểm tra:

Kết quả từ kinh
nghiệm trước

Học hỏi từ các chiến dịch digital và có lập
trình trước đây (các chỉ số về hiệu quả và

hành vi)

Tác động của truyền thông
trong quá khứ đối với hoạt động

kinh doanh

BÀI HỌC TỪ QUÁ KHỨ

Trong trường hợp khách hàng hiện tại, hãy luôn kiểm tra:
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PHÂN TÍCH SWOT



NOTE!



VÍ DỤ: VINAMILK



VÍ DỤ: FPT SMART HOM



VÍ DỤ: UEH
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MỤC TIÊU TRUYỀN THÔNG

KINH DOANH TRUYỀN THÔNG NGƯỜI TIÊU DÙNG

#1
GROWTH 
DRIVERS

#2
EFFICIENT
VISIBILITY 

#3
ENGAGEMENT

TRIGGERS



Nhóm #1 GROWTH DRIVERS

Định nghĩa: Các mục tiêu thúc đẩy tỷ suất lợi nhuận, mô hình bán hàng và tiêu dùng.

Mục tiêu: 

Consideration 
Preference
Purchase Intent
Traffic in store
Traffic online

Volume/Sales/Share of market
Conversion
Recruitment
Loyalty
Frequency



Nhóm #1 GROWTH DRIVERS

Consideration: The decision making process based on multiple variables 

Preference: The decision-making process in favour of the brand

Purchase Intent: A plan to purchase the specific product 

Traffic in store: Driving sales to brick and mortar stores 

Traffic online: Driving sales to e-commerce related platforms 

Volume/ Sales/ Share of Market: Quantifiable success (in units of volume or sales) within the market in
comparison to competitors 



Nhóm #1 GROWTH DRIVERS

Conversion: The act of converting targets into buyers

Recruitment: The act of enlisting a new customer base

Loyalty: The act of maintaining an existing customer base

Frequency: The rate at which a consumer makes a purchase



Nhóm #2 EFFICIENT VISIBILITY 

Định nghĩa: Bất kỳ loại mục tiêu nào dẫn đến khả năng hiển thị và hiển thị thương hiệu.

Mục tiêu: 

Awareness
Top of Mind (TOM)
Proximity
Extensive Reach
Brand image/appeal
Brand perception/value



Nhóm #2 EFFICIENT VISIBILITY 

Awareness: The recognition of the brand or product

Top of Mind (TOM): A top choice in terms of recognition and awareness for an extended period of time
(one that extends the campaign)

Proximity: Shortening the distance of familiarity between the brand and the consumer

Extensive Reach: Broadening reach of the brand 

Brand image/appeal: Interest based on brand/product attractiveness 

Brand perception/value: Perspective of the brand based on brand assets



Nhóm #3 ENGAGEMENT TRIGGERS

Định nghĩa: Tất cả các loại tương tác thu hút người tiêu dùng với thương hiệu..

Mục tiêu: 

Experience
Conversation/interaction
Personalization
Subscription
Amplification
Endorsement
Advocacy



Nhóm #3 ENGAGEMENT TRIGGERS

Experience : Any contact between the brand and the consumer which allows him to  test/try/live the
product or brand.

Conversation/Interaction: Interactive connections with consumer (online and offline).

Personalisation: Curation and customisation to specified consumer interests.

Subscription: Contractual agreement made to the brand in exchange for products and services.

Amplification: The support of a brand through passive sharing.

Endorsement: The support of a brand through active sharing.

Advocacy: To strongly recommend a brand.
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Consideration Preference Purchase intent

- Consideration metric
- Requests/ Questions in-store
-Wishlist presence
-Brand/product search within
retail/brand site
-Familiarity
-Search volume
-Unique visits on website
-# of clicks on e-retailers/pure players
-# Brand specific Google search
-Branded searches on comparison
sites
-Number of impression and visits per
UU conversion
-Shopping cart abandonment 

Preference metric
-Local retailer footfall traffic, before and after
campaign
-Requests/questions in-store
-Shopping cart presence
- Familiarity
-Search volume
-Visits on the website
-Time spent on the brand website
-# visits on owned brand channels
-Brand specific Google search
-Branded searches on comparison sites 
-Clicks to brand sites from comparison/review sites
-Ranking on comparison sites 
-Online advocacy (reviews, recommendations,
associated words)
-Social media subscription

Increase in purchase intention
metrics 
-Shopping cart presence 
-Store traffic/website traffic
-Local retailer footfall traffic,
before and after campaign
--Requests/questions in-store 
-# of visits on owned brand
channels 
-# of branded searches
-# of visits to product pages 
-Brand/product search within
retail/brand site
-Branded searches on
comparison sites 

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #1 GROWTH DRIVERS



Traffic in-store Traffic online
Volume/Sales/
Market share

Conversion

In store visits 
-Local retailer footfall traffic,
before and after campaign
-Searches for local store addresses
(owned media and search
engines)
-# of mobile check-ins
-Sign ups for store promotions 
-In store coupons redeemed

-Costs per visits 
-Engaged visitors 
-Website unique visits 
-Ecommerce site unique visits 
-Calls generated to call centres
-Sales through e-commerce 
-Clicks products within eCommerce
partners
-Sign ups for e-newsletter
-Online coupons redeemed 

- Units sold
- Sales of products within
E-commerce partners 
-Penetration

-New buyers 
-Time from first visit to
purchase 
-Completion rate from
basket to sold 
-% of abandoned baskets 
-CPA

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #1 GROWTH DRIVERS



Recruitment Loyalty Frequency

-New follower count/month
-New customer sign-ups to newsletters/ emails 
-# of refer to a friend
-Mailing/E-mailing
-Subscriptions
-Cost per subscription 

-Length of customer lifespan
-Sales per active customer
-Repurchase rates 
-Subscribers to loyalty
club/scheme 
-Open rates for brand
emails/newsletters
-Downloading app
-LTV

-Purchase frequency
-Time from first visit to
purchase 
-Repurchase rates 
-Sales per active customer
-Online basket history
-Stock replenishment in-
store/online warehouse

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #1 GROWTH DRIVERS



Awareness Top of Mind Proximity Extensive Reach

-Brand awareness
-Awareness uplift
-Reach & frequency
-# Brand specific Google
search
-Improved CTR on brand ads
-Website traffic
-Social media mentions
-Social media traffic
(FB/Snapchat/etc.)

-Unaided awareness 
-WOM
-Frequency of Purchase
-Frequency of return to 
owned media
-

-Familiarity
-WOM
-Liking/interest/
appeal/relevance
 scores on brand health tracking
-Social sentiment 
-Social media content reach
-Clicks on social media content 
-Volume on social media likes/
shares

-Reach on target 
-# of different touchpoint
contacts/ impressions
-SEO keyword visibility 
-Search volume (brand/product/
content)
-Website traffic
-Social media traffic
(FB/Snapchat/etc.)
-Social media follower count
-Social media mentions
- Volume of brand posts on social
media 

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #2 EFFICIENT VISIBILITY 



Brand Image/Appeal Brand Perception/Value

-Visits on owned channels
-Site visit bounce rate 
-Brand search clicks 
-Click through rate on branded ads 
-Branded searches on comparison sites 
-Improved CTR on brand ads
-# of shared branded content
-Liking/interest/ appeal/relevance scores on brand health tracking
-# of recommendations to friends
-% of brand video completed views
-Associated words (in blogs, forums, chats, social media mentions, reviews)
-Social sentiment associated with brand / product terms
-Social media recruitment

-E-reputation
-Associated words (in blogs, forums, chats,
social media mentions, reviews)
-Liking/interest/ appeal/relevance scores on
brand health tracking
-Net score promoter 
-Unique visits / audience on sponsored content

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #2 EFFICIENT VISIBILITY 



Conversation/Interaction Personalization Subscription

-Interaction rates 
-Active subscriptions 
-Social media likes and shares
-Comments on social media posts 
- # of people who engage with a live brand
experience 
-# of people who posted a live brand
experience 
-Chat requests/connections 
-Chat time 
-Chat reviews from customers 
-#of conversations with sales assistants 
-# of emails received and replied 

-Participants in customization call to
action
-Number of specific consumer
interests identified by brand
-% of Paid messaging customized to
audience
-% of visits to Owned media 
featuring personalized content
-# of users using stickers/filters

-Mailing/E-mailing 
-New email list registrations 
-Active email list size 
-Subscriptions
-Cost per subscriptions 
-Number of subscriptions to
products/services 
-Social media (new) followers count 

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #3 ENGAGEMENT TRIGGERS



Amplification Endorsement Advocacy

-Share of buzz
-Net sentiment increase
-Audience size of branded content
sharers
-Impression count of article featuring
brand
-Clicks from online PR coverage 

-Social media posts mentioning brand by
name
-Shares on social media
-Numbers of positive posts comments,
tweets, reviews
-Number of retweets of branded tweets
-Clicks from shared blog posts

-Positive posts 
-Numbers of positive posts/comments,
tweets, reviews, number of recos, number
of awards/titles
-Highly positive sentiment of earned social
media posts featuring brand
-# of shares
-# of refer to a friend 
-Clicks from online PR coverage that result
in subscriptions or sales

TỪ MỤC TIÊU ĐẾN KPIs

KPIS cho mục tiêu #3 ENGAGEMENT TRIGGERS



Mục tiêu Thách thức cần vượt qua KPIs

1 xx xxx xx

2 xx xxx xx

3 xx xxx xx

4 xx xxx xx

5 xx xxx xx

TỪ MỤC TIÊU ĐẾN KPIs



TỪ MỤC TIÊU ĐẾN KPIs



BÀI TẬP
Phân tích brief

Học tập từ quá khứ
Phân tích SWOT

3 loại mục tiêu truyền thông
Xác định KPIs



TỪ MỤC TIÊU ĐẾN KPIs
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