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Van dung cac khung phan tich vi mo va vi
Mo dé mo ta bdi canh thi trudng/nganh va
nhan dién cac yéu to6 chinh tac dong dén
hoat dong marketing.
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Thap dan s6 Viét Nam 1979 va 1989
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Thap dan s6 Viét Nam 2009 - 2019

Hinh 4.6: Thap dan s Viét Nam, 2009 - 2019
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Thap dan s6 Viét Nam 2019 - 2024
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So6 liéu vé tinh hinh dan sé, lao dong, viéc lam cua Viét Nam nam 2023

Dan so, lao dong, viéc lam

Dan so Ty so gi&i tinh ctia tré em méi sinh

@ °;
1003 - 112 wn
eangus & 100 Bé gai

Lao dong co viec lam Ty I& that nghiép trong dd tudi lao dong
51 ’3 2 y 28
trieu nguoil
Ty Ié thiéu viéc lam Thu nhap binh quan thang cta lao dong

trong do tuoi lao dong

2 01 7,1

triéu dong/thang
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Du doan dan so6 Viét Nam 2050

Phuong an stfa quy dinh mic sinh con

Phugngén: @1 @2 @3

Vietnam: 2050
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Bon vi: s con/phu nit
1,35 19-2 23-25
Duy tri mic gidm sinh Duy tri e sinh Sinh thoai mai
Quy mo dan s6 du béo dén nam 2050
95-100 115-120 130-140

trigu ngudi trigu ngui triéu ngudi
Ty suat sinh hién nay
Ban vi: sé con/phuy nil -
Viing mién Tinh - thanh
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Trung du va Bbng Nam B Lai Cha TP HCM :

mién nui phia Bac
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. Source: U.S. Census Bureau, International Data Base.
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Xu huéng dan sé

Viét Nam c6 toc do gia héa dan sé6 nhanh

Hién tuong dan s gia héa khéng chi la mét thach thac déi véi
Viét Nam, ma con la co héi cho nhitng doanh nghiép biét ndm bt
co héi, gép phan thuc ddy su phat trién kinh té - xa hoi

o
100% 73,5

(tudi tho

| E— trung binh)

tudi 60+/dan s

Giai doan

dan s6 gia 20%

Giai doan—10%

gia hoa 60

déan sé 1979 [ 1989 1999 2009 2010 2011 2012 2013 2017 2030 2050

5250

Nguédn: Héi thdo Qudc té Gia héa Ndng déng, Sdng tao va Ung dung Cong nghé trong Chdm séc ngudi cao tudi ASEAN
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Xu huéng dan sé

L
e qr"
a hoa danso aViéet Nam. i *
Ném trong 10 quéc gia c6 téc do gla héadansé 65* chiém ?_g’gf;ﬁ H%e
‘ nhanh nhat thé gidi nhung ngum%an tudi 60* chiém 10-19,9% téng dan s6.
& Viét Nam chua dugc cham s6c tét.
ar = _-\\
Ty s6 ho tro & ) khong c¢ 4 bénh
nguaoi gia 15-64 / ‘l @ 70% thu nhap ‘P < 2.69 "
(tusi)

khong co
7,3 (hguoi) 30% bao hiém y té

T ‘M‘H‘ 3,85
MM M MM

2009 2019 202/

Viét Nam chinh thic buéc vao T ~— " 56 nam dénhém dan sé
giai doan “gia héa dan sé” tir 2011 4 : Lo tudi tir 65+
729 73 73 73 tiang tir 7% lén 14%

72,8 & ... & mot s6 quoc gia
69,7 ..

65,8
By Ak
(tudi)
%
1979 ‘89 ‘a9 200910 11 "12 "13 Phap Australia NhatBan Thai Lan Viét Nam

Nguédn: Hbi thdo Qudc té Gia héa Ndng déng, Sdng tao va Ung dung Cong nghé trong Chdm séc ngudi cao tudi ASEAN
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MOI TRUGNG KINH TE

wo| Thu nhap binh quan dau nguoi/thang &
trong giai doan 2012-2022 - g = 3
g | (ENVT: dong) § E{ E- E a
; -
0 g =]
6 % = & ﬁ
= o < =
2 2 3 3
; ? S = > g
. o :
’ 2 2 & 8 o g 3 2 5
S o oo - & o 5 2 R
% 3 2 5 S E 4 B
| Eimll i Bl &% g 2 S
% - | - e o & - —
- = & N .
[ F ¥
0

Nam 2012 _ 2014 2016 2018 2020 2022
B Nhom 1: thu nhap thap (nhom nghea) - B Nhom 2: thu nhap dudi trung binh - B Nhém 3: thu nhap trung binh

® Nhom 4; thu nhap kha - B Nhom 5: thu nhap cao (nhom giau) Mgudn: Tdng cuc Thing ké - D6 hoa; N.XKH.
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Moi trudng kinh té: Minh hoa thu nhap
/A MOT S6 CHi TIEU THI TRUGNG LAC DONG
LUC LUONG LAO PONG
52,5 triéu nguoi

tham gia Iue lugng lao déng Ty I& tham gia
luc ludng lac dén

68,6%

@ Ty I8 lao déng

g 7+ron( oin S6 ngudi va ty lé that nghiép trong do tudi lao dong
B < og0s theo quy, giai doan 2020-2024 (Ngudn: GSO)
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MOI TRUONG TU NHIEN

SU KHAN HIEM NGUON NGUYEN VAT LIEU -

| Tai nguyén vo han (khéng khi, nudc) J‘-

@ Tai nguyén c6 han tdi tao duoc (rung, thuc phdm) |

Tai nguyén cé han khéng tdi tao duoc (dau tho,
than dd, déng, kém, platinium)

HAU QUA:“

Chi phi cho nguyén vat liéu sén xuét ngay cang tang nhu gid
gas, dau. Mic dé 6 nhiém méi truong dén muc bdo dong.

, J
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S0 LUONG BE CHUA BAO Bi HOA CHAT BAO VE THUC VAT SAU SU DUNG
TAI MOT SO BIA PHUONG GIAI BOAN 2021 - 2023

(Ng'uén: Béo c40 céng tac BYMT nganh néng néhsép nam 2023)
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THE GIGI NO LU'C BAO VE MOI TRUONG

|
A— THAI LAN
Tu 2020, cam tui nilong dung 1 1an tai
cac ctra hang Ién,
huéng téi
cam hoan toan
(2021)

Lénh cam san xuat,
tiéu thu va cung cap
tdi nhua dung 1 lan
c6 hiéu luc

tu ngay 1/1/2020

ﬂ THUY ST e

Cam sttdung thuéc trirsau <
chlorothalonil chéng lai -
tinh trang 6 nhiém

a\ ngudn nudc sinh hoat

'\'
A

infographics.vn

;.‘_:;-_-.\ Dong clra mot s6
nha may nhiét dién

[if chay bang than nham
, giam lugng phat khi thai

carbon dioxide doc hai
vao moi trudng

GOi cai cach bao vé khi hau dién réng
chinh thuc ¢6 hiéu luc tir 1/1/2020
bao gébm gidm gia vé duong sat,
tang thué di lai bang

dudng hang khéng

PHAP I I

: Ap dung
e thué bao vé méi trudng mai
= déi vai cac hang hang khong,
o © 0 . x . 3
e nhing chuyén bay qua canh

khéng phai chiu thué

4".%‘»
AN QUOC L 4
Han ché 6 t6 xa thai & muc

cao nhat luu théng trong

"Khu vuc giao théng xanh"

tu 6h-21h hang ngay,

tang luong xe dap cong cong

Vielnam News Agency
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USE OF MOBILE PHONES AND DEVICES THAT CONMNECT TO CELLULAR NETWORKS

NUMBER OF CELLULAR NUMBER OF CELLULAR MOBILE YEAR-ON-YEAR CHANGE SHARE OF CELLULAR MOBILE
MOBILE CONNECTIONS CONNECTIONS COMPARED IN THE NUMBER OF CELLULAR CONNECTIONS THAT ARE
[EXCLUDING 10T) WITH TOTAL POPULATION MOBILE CONNECTIONS BROADBAND (3G, 4G, 5G]

(XXX

137 134% +0.4% 100%

MILLION +504 THOUSAND

we
COMPARABILITY: are,
| are, . <O> Meltwater
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MOI TRUONG CONG NGHE
U OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

INDIVIDUALS USING
THE INTERNET

&

85.6

< MILLION

INDEXED SHARE OF GLOBAL INTERNET
USERS vs. GLOBAL POPULATION SHARE

115.0

SOURCES:
MOTES:
COMPARABILITY:

INDIVIDUALS USING THE
INTERMET vs. POPULATION

ifi
84.2%

PERCENTAGE OF INTERNET USERS
ACCESSING VIA MOBILE PHOMNES

96.9%

TU MARKETING 1.0 DEN MARKETING 6.0

YEAR-OMN-YEAR CHANGE
IN TOTAL INTERMET USERS

+0.6%

+508 THOUSAND

PERCENTAGE OF INTERNET USERS
ACCESSING VIA LAFTOPS OR DESKTOPS

*

YEAR-ON-YEAR CHANGE IN
INTERMET USERS vs. POPULATION

0%

[UNCHANGED] >

AVERAGE WEEKLY TIME SPENT
USING CONMNECTED MEDIA

32H 36M

are. . <O>Mel
EGCiﬂl eltwater

MOT SO XU HUGNG MARKETING
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Applications of
Technology in Marketing

BRAND AWAREMESS e FTONT M L awessmsammET i , #tn-i'l.:lunr-nn-ﬁ*t
Delworing brand imapery, PR Lo - @
How brands expose @ siomes. 3nd MieaTaiontn ' mlul u-u-m:

audeences to content VIDED ostomers throagh i fma piacs: asd Forma tha
w Immmcmm “m --------------------------- ..ﬂ—m' - H“m ‘
emotional conmec tion, @ chasnels, Ereumars

awareness, and demand.

CUSTOMER

ENGAGEMENT
How brands interact

Hﬂ]m“ma“d ﬁ'“r TR L & __.,.-"' '-.I.I. ___-.---a-""'-'”. @ F .
create difterentiated e it 8 . . ﬂwn i
experences smar 7 eata f carewst ard . i e
ks 1 corve B0 Hhi lom. el w a0 P s Ep— i ard e e
=N g DIGITAL BLEND
ﬂ . e U . T il T i 1
MEASUREMENT Y THE MUMBERS
", ey miarmanon from

. CUSTOMER
u
Ways o creat e custom e

THE BHG MCTURE

Diadia, Fraells fuskiniaabion,

el parned 2o Cormang

0 T B T, CONNECTED

e
: mpmE
Comumeer
@cperiences and accist mudia, sl and e < THEE. ot [ .
1-to-1 relationships with H:!pu'l—. ﬁ:ﬂ el o ensanrdmasranes
customers, then maasure .
thermsmlts. T "

The New Now MNext Sooner Than You Think

Source: Joe Mandese , 2019
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"' 9

FUTURE 40

A report by R3 on
40 of the world's most innovative

marketing future technologies

vy B A Bitur el e g

Wy St e

Deciphering the Technology

&

g
e
lﬁ?
%
7

Artificial Intelligence

The abiiny to leverage customer data

and Al concepts ke machine learning 10
anticipate your customar's next move and
improve the customar jourmay.

Augmented Reality

Technology that enhances a

real-life emdronment by Layering thras-
dimensional artificlal abjects on top ol it

Blockchain

& rellable, difficull-te-hack recerd ol
transactions and ownership. In marketing
it provides marketers with 2 more secun
way boancrypl sendilive data.

Chatbots

Computer-ganerated programs that use
artificlal intelligence (A} to inktiate and
Carny on comvarsations with consumars

Digital Transformation

Service providers that help brands digtize
offerings and creative tech-driven service
models and platforms

Future Consumers

Digital-first companies that craate
content and expenences that leverage
technology 1o engage CONSLETETS In an
impacthd and meaningiul way.

[
a
b
X
-

Future of Retail

Technology that can influence customer
experience (CX) and use Al o drive future
spending and brand preferenc e, both online
and in-store.

Internet of Things (loT)

The extenslaon of Imernat connecthivity into
physical dewic es and everyday objects which
in turn provide data to marketers

Live Video
Broadcasting a lve wideo fead to an onllne

Audience enables marketerns (o promole
thedr products or services in real time.

Neuro

Technology that uses the principles of
neuropsychology to study consumars
sensonmotor, cognitive, and afective
response 1o marketing stimull

Programmatic

Autormated Badding on advenising lmvemtory
in real time, for the opportunity to show

an ad to a specific customar, n 3 specific
context

Virtual Reality

The use of computer technology 1o craate
a simulated ermvimonment where the user is
placed Inside an experience,

Source: Greg Paull
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@ Tién bo khoa hoc ky thuat tac dong dén thi truang
6 nhiéu mat nhu:

----------------------------------------------------------------------------------------------

Lam thay d6i can ban hay xdéa bd hoan toan cdc
san phdm hién hou.

Khéi dau cho nhing nganh céng nghiép méi nhu |
may tinh, dich vu mang.

Chu ky sé6ng sadn pham bi rit ngén lai.

s

R’

Svu thay dé&i trong ngén séch danh cho hoat déong
R&D tai cdac cong ty.
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Bé phén Bé phan W
kinh doanh R&D
B& phan | e’r todn- |
Marketing I chlnh
N
Bé phan phan
san xuat vat tu

. J
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Yéu t6 nha cung cap: Minh hoa
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Yéu t6 trung gian marketing

Méi gidi thuong mai
e Cdc cong ty t6 chic van chuyén
@ o Cdc 16 chic dich vy marketing

e Cdc 16 chic tai chinh - tin dung
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Yéu té khach hang

4 . N\

P - Thi trusng . .
Thi trusng nha Thi trusng
nguoi san xuaf 5 NQuoi
’riéugdi)n ( ) o— )trung ian
N 9 Al
- 2 / \
Thi trudng Thi trusng
CO quan qudc té

nha nudc
8 G J/ ﬂ J/

CONG TY W&
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Yéu té khach hang

UU DIEM

PHAN LOAI

¢ O DentalFlow®

Bdi nha s - Vi nha sT

Py =y
N Ho M Cham séc tung nhém riéng biét gitp
phong khdm nhén dién va gidi quyét
cac nhu cau cu thé, tor dé gia tang ty

KHﬁCH HﬁN G 1& khach hang quay lai

Nha khoa tap trung tai nguyén cham séc vao
cac déi tugng cé gia tri cao hodc can su
quan tam dic biét N6 sé téi uu héa thai
gian va cong sirc cla nhan vién cham séc
khach hang, dong thdi tranh viéc chdm séc
khong ddng déu

Thay vi str dung mgt chién lugc tiép thj chung cho tat
ca, viéc phan nhém khach hang gitp phong kham tao ra
cac chién dich tiép thi riéng cho timg phan

khiic. Viéc nay téi uu héa viéc tiép can dang déi
tugng véi ndi dung phu hgp, it dé gia tang ty lé

phan héi va chuyén dbi

S

3 CA NHAN HOA
TRAINGHIEM

Méi nhém khach hang c6 nhu ciu va
mong muébn khac nhau. Gui théng
diép phu hgp véi timg nhém giap
khach hang cam thdy duge quan
tdm va cham séc tot hon, 10 d6 tao
sy két ndi bén vimg.

TRAI NGHIEM KHACH HANG

VA DOANH NGHIEP
LY DO KHACH HANG RO1 BO DOANH NGHIEP

14« 68% 14?

Khong hai long Nghi ring Chon san pham
véi dich vu ctia doanh nghiép dich vu ctia
doanh nghiép khong chim d6i tha

s6c ho

Theo: The Rockefeller Corporation

CHUYEN GI SE XAY KHI KHACH HANG
CO TRAI NGHIEM KHONG TOT?

© B[]
okl
Jinv
% 52% 16%
3 5 (o) (o) (o]
R&i bo han Ké cho ban bé Chia sé trai nghiém
doanh nghiép va ngudi than 1én mang xa hoi

Theo: ClickFox

NHO'NG CACH TOT NHAT KHIEN KHACH HANG
TRUNG THANH VG1 DOANH NGHIEP

11% | 20% 33% 12%

Cung cép céc e VS e Cung cap dich vy Cé nhan héa
chwong trinh khuy&h 4C Dig? Cho Mol ' dac biét 24/7 san pham
ai riéng va dac biét Lol :

Theo: ClickFox

866640880 CHU'ONG TRINH THAC ST QUAN TR KINH DOANH Andrews
S — DAI HOC ANDREWS HOA KY TAI VIET NAM University

« Design: Andrews VIO
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Yéu to doi thu canh tranh

AVOID HEAD-ON COMPETITION!

Know the Market Situation!

. Monopolistic Pure
Monopoly | | Oligopoly Competition
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DON GIAN LA KHAC BIET

Yéu to6 cong chung

Truyén théng

A

Tai chinh P& BY CQNN
Té chuc : ) " Quan
- P "ﬁf ﬂF’ »
xa hoi [ O i, A chung

, CONG
=/ CHUNG —




N_ | ( MOI TRUGONG MARKETING

TU MARKETING 1.0 DEN MARKETING 6.0 MOT SO XU HUSNG MARKETING >

TIEN TRINH PHAT TRIEN CUA MARKETING

o Marketing Marketing Marketing
, Marketing Marketing 4.0 5.0 6.0
Marketing 3.0
2.0
1.0 .
Lay san pham  Tap trung vao Xay dung trai Xay dung su Thé hé cong Xay dung két
lam trung tam.  nhu cau cua nghiém cua két ndi cOng nghé vi con noi da chiéu vd3i
thi trucng. khach hang. dong - online NGUGaI. khach hang,
& offline. hudng dén trai

nghiém sau sac,
ca nhan hda va
bén ving.
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Vi du vé Marketing 1.0

.Th. Bolton \E“Lm'”

~ _'_ -

e [N

TORY OF

'\
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Vi du vé Marketing 2.0

t's important that you give your customers a reason
to continue buying from you.

As part of giving them a reason to buy and bu

N=fDOV=
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Vi du vé Marketing 3.0
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Vi du vé Marketing 4.0

-
Ngugiltieufdung
thayldoildanglke

tronglhanhlvilmualsam
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Vi du vé Marketing 5.0
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TU marketing 5.0 dén marketing 6.0
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TU marketing 5.0 dén marketing 6.0
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#1: Al AGENTS: TU THU HUT CHU Y SANG KICH HOAT Y PINH

__/ Jm--a!é A

| ek

: ﬁ' ‘g1 gift finder

e

o — L
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#2: BRAND BUILDING VOI Al

X & ol & AlMode

Google Search I'm Feeling Lucky
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#3 XU HUGNG RETAIL MEDIA NETWORKS (RMN)

[ ——————————————————————————— ———— ——— — ———

* Retail Media Network = hé sinh thaij
quang cao do nha ban lé sd hdu val
van hanh.

Quang cao co thé xuat hién:

e Trén nén tang ban lé: trang tim!
kiém, trang san pham, banner trongi
app/web cla san

e Ngoai nén tang: display/video offsite
nham theo tép ngudi mua cla
retailer

e Trong cua hang: man hinh, POS,
sampling, ké “tai trg” (tuy thi truéng) i

—

In store Out of store

In-store radio

«

External
advertising space

In-store advertising space In-store digital signage

w«:

Offsite
advertising

Dealer app
and website

Dealers' journal
and magazines
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KET THUC ®

www.dinhtienminh.net - dinhtienminh@ueh.edu.vn






