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PHUGNG PHAP QUAN TRI TRUYEN THONG
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Briefing
Tinh trang thuong hieu/ Muc
tiéu / Ngan sach / Muc tieu
& thach thuce

Muc tiéu truyén thong

chinh

Danh muc
Dan dat tang truang/ Xu
huong / Su canh tranh

. . . N\
Nguoi tieu dung

Persona / Phan khuc /
CcDhJ

=

Pinh vi/ OSEP

Cao hoi chién luoc

Chien luoc ket noi

Tuyén bé dinh hudn
hanh déng dé théng ncﬁlé't

viéc trien khai OSEP

) 4
Pilar 2 -3

Khai niém/ Piémcham
goi y trong OSEP

Mang ludi kénh

Thudc tinh x Muc tiéu

Noi dung
Hinh thac + Nén tang cua
su khuéch tan

Digital channel

Do ludng cac chi sé
truyén thong

Chién thuat kénh

OSEP plan + Budget
+Performances



DOT CHAY LA Gi?
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Trong tdm cua mo-dun nay la xac dinh cac déng luc
kinh doanh, cac muc tiéu truyén théng chinh va KPls




~< MUC TIEU & OUTPUT

Phan tich:

THAU HIEU

Cong viéc kinh doanh cua DN

XAC PINH va UU TIEN

Muc tiéu truyén thong

CHUYEN POl

Muc tiéu truyén thong thanh KPlIs




5( PHUONG TRINH DOT CHAY

#1 - #2
Ban phan tich brief Phan tich SWOT

Xac dinh muc tiéu truyén thong chinh
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TONG QUAN BOI CANH
San pham/ dich vu gi?

MUC TIEU LON DOANH NGHIEP
Nhirng thach thirc/ tiém nang kinh doanh va muc tiéu truyén
thong nao can thuc hién? Ngan han, trung han, dai han?

. "(ﬁli

YEU TO DAN DAT (BOI CANH)
Can phai lam gi dé dat dugc cac muc tiéu?

TARGET AUDIENCE (HUONG TOI Al)
Doi turong muc tiéu?

Fia !
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Introduction Growth Maturity Decline
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Audience Early Adopters Mainstream Late Adopters Laggards
Market Small Growing Large Contracting
Sales Low High Flattening Moderate
Competition Low Moderate High Moderate
Business Focus Awareness Market Share =~ Customer Retention Transition
Design Focus Tuning Scaling Support Transition
Re-drawn from the book "Universal Principles of Design” © 2003 Rockport Publishers idea-sandbox.com
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L THIET LAP MUC TIEU TRUYEN THONG

> General target

> Measurement target

> Planning target
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Muc tiéu lap ké hoach thudng hiéu:

*“Nhing chang trai tré hién dai, sanh diéu dang tim kiém Igi thé

trong tro chadi hen ho.” “odorant Bodyspré!
e — _—I"'
Muc tiéu lIap ké hoach truyén thong: PHOENIX

Ho6 so vé “Nhing ngudi dan 6ng tré trung, dudng dai” dua trén < u

viéc st dung cac san pham hién dai, thu vi.

Muc tiéu do luéng phudng tién:
Nhan khau hoc don gidn nhu “nam gidi tU 18-24 tuoi
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MUC TIEU TRUYEN THONG

Lap ké hoach doi tuong truyén théng ngay nay dua trén pham vi tiép cdn cua cdc phucng tién

truyén théng trong quad khd.

2 loai phuong phap

REACH

Tong s6 ngudi da tiép xuc

it nhat mot [an véi phuong
tién truyén thong trong mot
khoang thaoi gian nhat dinh.

DECLARATIVE

nghién ctru thong qua bang cau
hoi hodc nhat ky(thuong hiéu
bao chi, dai phat thanh, rap
chiéu phim)

(semi-) PASSIVE

nghién cuu thong qua cac cong
cu do luvong chuyén dung nhu

hop do thinh luc, may do nguai,

phan mém (ma)(Tivi truc tuyén)

e e e S S e S e e e S e e S S ]

MEDIA
consumption

Contacts

Net reach

Frequency

Opportunity to HEAR, SEE

TARGET related

Xa hoi hoc
Thai do
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(Cac) théng diép ban mudn dua dén muc tiéu la gi Theo mot cach chinh thirc hon

7 ... tin tc... ra mat 7 Launch —Re-Launch: San pham / dich vu
¥ ... hinh anh, gia tri thuong hiéu V1 Duy tri / Nang cao: Nhan thurc - Hinh anh
V1 ... loiich vé mat cam xuc hodc chirc nang v Duy tri: Su kién - Quang céo - Hoat dong
7 ... co hoi. Vi du: Gia thap marketing truc tiép
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Trang thai thucdng hiéu cua ban la gi? (Product cycle, ...

Muc tiéu mua cua khach hang la gi?

Muc tiéu truyén théng chinh?




BAI HOC TU QUA KHU

DON GIAN LA KHAC BIET

Trong trudng hdp khach hang hién tai, hay luén kiém tra:

Trong truong hop khach hang hién tai, hay luén kiém tra:

Hoc hoi tU cac chién dich digital va co 1ap T4dc dong cua truyén thong
trinh trudc day (cac chi sé vé hiéu qua va |trong qua khd doéi véi hoat dong
hanh vi) kKinh doanh

Két qua tu kinh
Nghiém trudc




~< PHAN TICH SWOT

Helpful (maximize) Harmful (minimize)

WEAKNESSES

memel | STRENGTHS

(maybe just perceived)

External OPPORTUNITIES TH REATS

origin




PHAN TICH SWOT
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STRENGTHS

Cac dac diém
cua thuong hiéu/
san pham giup

né co loi thé hon
doi thu canh
tranh

WEAKNESSES

Cac dac diém
khién thuong
hiéu/ san pham
gap bat lgi so vdi
doi thu canh
tranh

OPPORTUNITIES

Céc yéu t6 ma
nwong hiéu/ san
bham cé thé su
dung dé lam loi
thé cua né

THREATS

Céc yéu to trong
mOi truong co
thé gay hai cho
thuong hiéu/ san
pham




NOTE!
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STRENGTHS must be STRENGTHENED
WEAKNESSES, perceived or not, must be MINIMIZED
OPPORTUNITIES must be EMBRACED

THREATS must be TACKLED




L vi DU: VINAMILK
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Vinamilk

PIEM MANH

« Thudng hiéu ndi tiéng

e« Chién ludc Marketing hiéu qua
e San pham dat tiéu chuan

« Danh muc san pham da dang

e Mang Iudi phan phdi rong khap
« Ung dung céng nghé cao

« Nguon luc manh mé

CO HOI

« Nguodn nguyén liéu cung cap
dudc ho trg tu chinh phu

e Ludng khach hang tiém nang cao

« Nhu cau tiéu thu sa tang cao

« Nhu cau tiéu thu san pham chat
ludng va cé Igi cho suc khoe

PIEM YEU

e Vinamilk chua tu chu dudc
nguon nguyén liéu

e Thiphan sta bdt Vinamilk
chua cao

THACH THUC

e Nhiéu doi thu canh tranh

« Ngudn nguyén liéu dau vao
khong én dinh

e Khach hang co xu hudng
chudng sta ngoal
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BRAND

Vi DU: FPT SMART HOM

SWOT ANALYSIS

S1: Thuong hiéu Viét uy tinh: thudc hé sinh thai FPT
la tap doan cong nghé |6n tai Vit Nam,

S2: Hé sinh thai dong bd, cé gidi phap tron goi. Toi
uu cho ngudi Viét Giao dién tiéng Viét, giong noi
tiéng Viét, dé tiép can véi ngudi ding,

S3: Dich vy khach hang: mang lugi cham séc, lap
dat toan quéc, phi hgp nhém “muén dé ding — dé
goi hd trd".

S4: Gia hop ly: khong qua xa xi nhu thuong hiéu
quoc té, cling khong “gia ré kém chat lugng”

Opportunities

O1: Tang trudng manh cuda thi trudng smart home:
Xu hudng nha théng minh ngay cang pho bién tai
Viet Nam.

02 Y thirc an toan & bao mat sau cac vy hack loT
khién khach hang quan tam nhiéu hon dén thuong
hiéu uy tin.

03: Khach hang tré chudng tién nghi va cong nghé
dé ding, sdn sang thir néu thay hop tdi tién.

MARKET OVERVIEW

TARGET AUDIENCE

Weaknesses

W1: Han ché trong viéc két noi vdi cac thiét bi bén
thirba

W2: Chi phi dau tu ban dau cao so vdi cac thiét bi
truyén thong.

W3: Thiéu su da dang san pham: So vdi cac hang
quéc té, ching loai thiét bi con gidi han.

W4: Trai nghiém ding thiar con han ché (khach kho
hinh dung gia tri trudc khi mua néu chua trai
nghiém nha mau/VR).

Threats

T1: Canh tranh gay gat tir cac hang.

T2: Rao can nhan thic khach hang chua quen, so phic
tap, nghi smart home "xa xi".

T3: Nguoi ding e ngai vé quyén rieng tu: Nha thong
minh can dir liéu ngusi dung, dé phat sinh lo ngai bao
mat.

T4 Toc do thay doi cong nghé nhanh: Can cap nhat
lién tuc dé khong bj 15i thai.

T5: Siic ép vé gia tir san pham nhap khau gia ré

‘ DIRECTION APPROACH l

PE

DIEM

XUAT

Dinh Vi Thuong Hiéu

XAC BPINH LAI YEU TO PINH VI THUONG HIEU
CUA FPT SMART HOME
GIAI PHAP NHA THONG MINH DUGC LUA
CHON HANG PAU, THUONG HIEU VIET, CONG

NGHE VIET, HIEU

NGUO!I VIET, DAN DAU THI
TRUONG

S1+ 01
Dung sirc manh “Thuong hiéu
Viét" dé chiém linh thi trudng
smart home dang tang truéng

DELOYMENT PLAN

EXECUTION PLAN

L



Vi DU: UEH
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PINH HUONG

X

« - Q (Q Bigidea

PHAN TICH SWOT il

S1: Tru'c thuoc PH UEH: uytln hoc thuat cao.(Trich: UEH top 136 Chau AJ DE XUﬂT
S2: Ddingl gléng vién la cac chuyén gia thurc tién (Data, Marketing, Design, cé trinh d6 thac si)

STRENGTHS * S3:Khda hge phu hop xu hudng (Python, Power BI, E-commerce, ..) va thoi gian dao tao ngan
. e S4:Hop tac voi doanh nghiép, td chirc quéc té = ca hdi thuc tap, viéc lam cao.
(Pi€ém manh) « S5: Hinh thife hoc linh hoat: offline, online, hybrid, workshop.

 Sé: Gia ré trong thi trudng nganh.

» S7:Cap nhat xu hudng nganh nhanh chéng. Xay dung hinh anh ATD UEH
la Top of Mind trong linh wirc
daotaoAl.

e W1 Thuong hleu con mdi, dd phil chuta cao: It nguoi biét dén ngoai cong dong sinh vién UEH. '

WEAKNESSES e W2: Chua cé nén tang hoc trurc tuyen manh: Thiéu hé sinh thai LMS t6i uu nhu céc ddithl I&n.
(Bié"m yé'u) * W3:Hanché hgptac qur:nc té: Chura c6 ddi tac toan cau (Microsoft, Cisco, t6 chirc gido duc quéc té.)
o WA4: Thiéu sur két ndi cbng dc-ng gilta céc hoc vién cla ATD.
OPPORTUNITIES e O1:Nhu cau ca nhan héa viéc hoc, chuyén nganh, upskill, ndng cao thu nhap, chuyén déi sé tang. S1+02
(Co hoi « 02: Xu hudng str dung Al cua thi trud'ng lao dong hién tai. Tan dung Igi thé clia UEH dé

xac dinh ATD UEH 13 diém dén
cla viéc chon Iua khda hoc Al

THREATS e T1Hoc vién dé chuyén sang cac nén téng quéc té nhanh gon.
(Thﬁch thfﬂ:) e T2:Bién ddi xu hudng ki nang nhanh, can linh hoat cap nhat ndi dung

Pinh hudng truyén théng Big idea - key message Muc tiéuKPI
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KINH DOANH TRUYEN THONG NGUGOCI TIEU DUNG
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GROWTH ! EFFICIENT ENGAGEMENT
DRIVERS & VISIBILITY | _ TRIGGERS .é

7 \




Nhom #1 GROWTH DRIVERS
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Pinh nghia: Cdc muc tiéu thuc day ty suat Ii nhuan, moé hinh ban hang va tiéu dung.

Muc tiéu:

Consideration Volume/Sales/Share of market
Preference Conversion

Purchase Intent Recruitment

Traffic in store Loyalty

Traffic online Frequency




Nhom #1 GROWTH DRIVERS

DON GIAN LA KHAC BIET

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




Nhom #1 GROWTH DRIVERS

DON GIAN LA KHAC BIET

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




Nhom #2 EFFICIENT VISIBILITY
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Pinh nghia: Bat ky loai muc tiéu nao dan dén kha nang hién thi va hién thi thusng hiéu.

Muc tiéu:

Awareness

Top of Mind (TOM)
Proximity

Extensive Reach

Brand image/appeal
Brand perception/value




Nhom #2 EFFICIENT VISIBILITY

DON GIAN LA KHAC BIET

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




Nhom #3 ENGAGEMENT TRIGGERS
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Pinh nghia: Tat ca cac loai tudng tac thu hdt ngudi tiéu dung vai thusng hiéu..

Muc tiéu:

Experience
Conversation/interaction
Personalization
Subscription
Amplification
Endorsement

Advocacy




Nhom #3 ENGAGEMENT TRIGGERS

DON GIAN LA KHAC BIET

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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TU MUC TIEU DEN KPIs

KPIS cho muc tieéu #1 GROWTH DRIVERS

Consideration

- Consideration metric

- Requests/ Questions in-store
-Wishlist presence

-Brand/product search within
retail/brand site

-Familiarity

-Search volume

-Unigque 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

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

Purchase intent

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



- Ty MUC TIEU DEN KPIs
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KPIS cho muc tieéu #1 GROWTH DRIVERS

Traffic in-store

N 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

Traffic online

-Costs per visits

-Engaged visitors

-Website unigue 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

Volume/Sales/
Market share

- Units sold

- Sales of products within
E-commerce partners
-Penetration

Conversion

-New buyers

-Time from first visit to
purchase

-Completion rate from
basket to sold

-% of abandoned baskets
-CPA




& TUMUC TIEU DEN KPIs

DON GIAN LA KHAC BIET

KPIS cho muc tieéu #1 GROWTH DRIVERS

Recruitment

-New follower count/month

-New customer sign-ups to newsletters/ emails
-# of refer to a friend

-Mailing/E-mailing

-Subscriptions

-Cost per subscription

Loyalty

-Length of customer lifespan
-Sales per active customer
-Repurchase rates
-Subscribers to loyalty
club/scheme

-Open rates for brand
emails/newsletters
-Downloading app

-LTV

Frequency

-Purchase frequency
-Time from first visit to
purchase

-Repurchase rates

-Sales per active customer
-Online basket history
-Stock replenishment in-
store/online warehouse
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TU MUC TIEU DEN KPIs

KPIS cho muc tieu #2 EFFICIENT VISIBILITY

Awareness

-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.)

Top of Mind

-Unaided awareness
-WOM

-Frequency of Purchase
-Frequency of return to
owned media

Proximity

-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

Extensive Reach

-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




- Ty MUC TIEU DEN KPIs
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KPIS cho muc tieu #2 EFFICIENT VISIBILITY
Brand Image/Appeal

-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

Brand Perception/Value

-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




- Ty MUC TIEU DEN KPIs
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KPIS cho muc tieu #3 ENGAGEMENT TRIGGERS

Conversation/Interaction Personalization Subscription

-Interaction rates
-Active subscriptions

-Social media likes and shares -Participants in customization call to . .
. . . -Mailing/E-mailing
-Comments on social media posts action - : :
. . - -New email list registrations
- # of people who engage with a live brand -Number of specific consumer : e
: : : . -Active email list size
experience iInterests identified by brand .
: . : . -Subscriptions
-# of people who posted a live brand -% of Paid messaging customized to L
. . -Cost per subscriptions
experience audience -
: . . -Number of subscriptions to
-Chat requests/connections -% of visits to Owned media .
. . . products/services
-Chat time featuring personalized content . :
. . . . -Social media (new) followers count
-Chat reviews from customers -# of users using stickers/filters

-Hof conversations with sales assistants
-# of emails received and replied
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KPIS cho muc tieu #3 ENGAGEMENT TRIGGERS

Amplification

-Share of buzz

-Net sentiment increase

-Audience size of branded content
sharers

-Impression count of article featuring
brand

-Clicks from online PR coverage

Endorsement

-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

Advocacy

-Positive posts

-Numbers of positive posts/comments,
tweets, reviews, number of recos, numlber
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
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-

- XX XXX XX
- XX XXX XX
- XX XXX XX
- XX XXX XX
- XX XXX XX
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OBJECTIVES CHALLENGES TO OVERCOME KPls
Increase penetration Create preference in a very cluttered market Sales and SOM
Build Awareness for SUVS Stand out without an important SOV Unbranded awareness percentage
Increase Consideration Deliver the right information to convince Traffic in store and online — Search requests




-
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SYAN I WAN
Phan tich brief
Hoc tap tu qua khu
Phan tich SWOT
3 loai muc tiéu truyén théong
Xac dinh KPlIs
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CO HOI CHIEN LUGC

INSIGHTS VE INSIGHTS VE TAI SAN CO THE
DANH MUC KHACH HANG TAN DUNG




CO HOI CHIEN LU'QC

INSIGHT DANH MUC

Mang dén cho khach hang nhing trai
nghiéem mdi théng qua mdi huong mdi
la, déc dao.

Nudc hoa ving kin cé bang thanh phan
thuadn thién nhién mang dén hoi thd
thanh mat tir tur nhién va hoan toan lanh
tinh vd&i ving nhay cdm ké ca viéc s
dung lau dai.

Nudc hoa vung kin van con la mdt san
pham day mdi la nén théng tin v& céach
sir dung van con it i

S dung cac loai nudc hoa ving kin
dang dan tréd thanh mét xu hudng mdi.

INSIGHT KHACH HANG

Khai thac nhém khach hang guan tam viéc
lam sach, it quan tam dén viéc lam thom
vung kin va nhém ngudi quan tam dén ca
2 van dé nay.

Hudng vao nhém ngudi cd nhu cau va
quan tam dén chuyén tinh dyc.

Panh vao nhém ngudi tre, khoang tir 20
tudi, hg dé bi thu hdat bdi tinh dbc la, ca
tinh, khéng bi dai tra, san sang trai
nghiém.

Ngudi tiéu ding van con e dé trong viéc
sur dung nudc hoa vung kin.

TAI SAN CO THE
TAN DUNG

Su lra chon hoan hao cho nhirng ngudi
tim kiém sy tur tin, chd déng va mdt cdm
xUc mdi la, néng chdy hon trong tinh
yeu.

Bem dén khéng chi la mét mui huong
cudn hit ma con la ky hiéu riéng biét
cho tinh yé&u caa déi lra.

Loli & The Wolf la mét thurong higu mdi,
nén nhan thdrc cda ngudi tiéu ding vé
thuong hiéu van con thap.

P& nhan biét cda séan pham con kha phu
thudc vao dd ndi tieng cda Co-founder.

Pua Loli & The Wolf tré thanh thuong hiéu nudc hoa viung kin mang mui huong gidp khoi ggi cam giac "yéu”, kich
thich cam xuc. Gidp hinh anh lg nudc hoa vung kin cda thuong hiéu trd nén bdt nhay cam, tir dé ngudi tiéu dung co
thé tur tin sir dung. Tdng d6 nhéan dién thuong hiéu.



Khach hang Thwong hiéu
- Xu huéng thé gidi dang ngay cang |- Ngudi tré Viét Nam thich | - Sw twrong tac gitra ngudi tiéu dung Viét

quan tadm dén mai trwdng, thuc day s don gian, thoai mai, Nam va Uniglo qua cac phwong tién truyén
cac nhan hiéu thoi trang tich cwe thé | tién dung, bi &nh huwédng | théng con yéu, chwa c6 dd strc anh hwdng
hién trach nhiem v&i moi trirorng. nhiéu b&i truyén miéna | dén nhan thirc clia ngudi tiéu dung.

- Covid 19 dién bién phtrc tap la dong | va mang xa hoi. - Nhi*ng san pham chat lugng cao nh& ap

lwc dé phat trién kénh mua hang tich |- Khéng cé nhiéu thdi gian | dung cong nghé tan tién trong qua trinh san
hop tién ich trai nghiém trwe tuyén. nén sé wu tién mua trwe Xuét.

- Thoi trang két hop cong nghé tan | tuyén.
tién dang tao src anh hwdng doi voi
thé hé tiéu dung tré.

CO HOI CHIEN LUOC

Tre thanh top of mind cua nguwdi Viét khi nght dén “théi trang tién loi”:
* Tién lgil trong viéc lwa chon quan a0 dé mac thong ngay (dé mac, dé phdi)
» Tién loi trong tinh nang san pham, pht hop vé&i nhiéu diéu kién moi treong khac nhau. Pong théi van co

trach nhiém v&i méi trweong théng qua nhirng san pham str dung chat liéu tai ché.
« Tién loi trong qua trinh mua (website, dd phu soéng cua Uniglo, quyét dinh mua hang)




LAM VIEC NHOM

DON GIAN LA KHAC BIET

Phat trién giai doan choét chdy du an cda nhém
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‘ www.dinhtienminh.net e dinhtienminh@ueh.edu.vn



